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THE 

WHEELING 
INDUSTRIAL  EXPANSION 

STORY  BOARD 

ANNCR:  Wheeling  is  the  center 
of  one  of  the  fastest  growing 
markets  in  America — the  boom- 

ing Upper  Ohio  Valley  .  .  . 

New  I ndustry  is 

moving 

in!— 

The  gi 

j;antic  Olin 

-Revere  a 

lumi- 

num  p 

ant  w  ill  cover  1.100 

icres, 

has  already  been  replanned  from 
60,000 tons    to 180,000 tons 

yearly 
capacity. 

V^ 

This  new  plant  plus  accompany- 

ing power  plants,  coal  mine-, and  aluminum  rolling  mills  will 

require  more  than  4,000  new 
employees  .  .  .  and  attract  many 

other  "satellite  industries." 

Established  Industry  is  Ex- 

panding!— Weirton  Steel  Div. 
of  National  Steel  Corp.  has 
embarked  on  a  vast  expansion 
program,  creating  steady  jobs 
for  13,500  employees. 

Weirton  will  have  the  world's 
speediest  cold  reducing  tandem 
mill,  largest  reheating  furnaces, 
widest  slab  yard,  largest  open 
hearth  furnaces  in  the  industry! 

II  heeling  is  meeting  the  challenge 
— with  such  new  civic  improve- 

ments as  this  beautiful  Ohio 

River  bridge  and  expressway 
entry  to  the  heart  of  the  city  .  .  . 

Increasing  employment  and 

swelling  payrolls  mean  more 

spendable  funds-  for  products 
advertised  on  WTRF-TV,  the 
dominant  television  station  in 
the  \\  heeling  market  .  .  . 

m 
316,000  watts 

Equipped  for  network  color 

For  availabilities  and  complete  coverage  information 
—call  Bob  Ferguson,  V.  Pres.  and  Gen.  Mgr., 

or  Needham  Smith,  Sales  Mgr.-  Wheeling  Ex- 
change —  CEdar  2-7777    -  or  any  George  P. 

Hollingbery  Co.  Representative. 

reaching  a  market  that's  reaching  new  importance! 



•  • 

•  • 

more  women 

listen  to  WPEN's 
950  CLUB 

than  any  other 

program  in 

Philadelphia 

••••••• 

another  reason  why   WPEN  is  first  in  local  and  national  advertisers 

Represented  Nationally  by  GILLPERNA  INC.  —  New  York,  Chicogo,  lot  Angtlti.  San  Frorcsco 
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DIGEST  OF  ARTICLES 

Detroit  takes  to  tv  for  the  "family  sell" 
27    How    has   car   design    influenced    automotive   advertising?     Fashion-con- 

scious Detroit,  selling  style  to   the   family,  hands   the  job   to  television 

Milncr's  sales  jump  90-fold  with  air  media 
30    Tv,  radio  and  Howard  Cohoon,  Milner  Products  Co.  president,  put  across 

Pine-Sol  and  Perma-Starch  in  a  nine-year  slam-bang  distribution  battle 

Why  don't  you  buy  more  spot? 
33     Despite  complexities  of  spot  buying,  agency  heads  questioned  by  SPONsok 

at  last  week's  4A's  meeting  saw  an  increase  in  spot  volume  for  this  year 

Is  your  product  taboo  on  tv? 

36    F**w  products  are  in   bad  taste  says  Raymond  K.  Maneval  of  Schwerin 

Research,  it's  the  manner  of  presentation  that  can  offend  your  audience 

Tv's  hottest  battleground 
38     Daytime  competition  between  CBS  and  NBC  has  helped  boost  sets-in-use, 

new,  live  ABC  programing  in  the  fall  will  make  it  a  three-way  contest 
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Creativit)    of   radio   copy   has   undergone   an    upsurge   of   great   vitality. 

What's  behind  it   and  what   will  you  pay  for  a  1957-gradc  commercial? 

Monthly  tv  cost  and  programing  Comparagraph 
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thousand  for  top  10  nighttime  and  daytime  network  shows:  spot  I\   basics 
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MOST  EYES  ARE  ON  KTHV 
IN  ARKANSAS! 

INC 

ft* 
'Hi  St. 

Trt- 
DHici: 
J,  Los 
Phone: 
0  Elm 
Unite" 

I,  Sin- 
es!» 

r.  17, 

*«' 
,J(H6 

Hit* 

KTHV  is  seen,  heard,  and  gets  regular  viewing  response 

throughout  MOST  of  Arkansas!  Please  study  the  mail  map 
above.  Notice  that  it  includes  62  Arkansas  counties  —  notice 

KTHV's  penetration  to  all  six  surrounding  State  borders,  with 
mail  actually  being  received  from  viewers  in  Mississippi, 
Missouri,  Oklahoma  and  Texas! 

With  316,000  watts  on  Channel  11  and  with  the  tallest  antenna 

in  the  Central  South  (1756'  abo\e  average  terrain)  KTHV 
sells  most  of  Arkansas. 

Your   Branham   man   has  all   the  big   KTHV    facts.    Ask   him! 

KTHV Channel  11 
LITTLE  ROCK 

316,000  Watts 

Henry  Clay,  Executive  Vice  President  B.  G.  Robertson,  Giticrjl  Mjtijger 

AFFILIATED   WITH    KTHS,    LITTLE    ROCK   AND    KWKH,    SHREVEPORT 



WBZ  has  Boston's  ear 
-the  most! 

WBZ  1st  in  NSI  Boston  area 
audience,  6  A.M.  to  Midnight 

WBZ  1st  in  Boston  total  average 
audience,  6  A.M.  to  Midnight 

WBZ  total  station  audience 

up  25%  since  November  1956 

WBZ  total  station  audience  48% 
greater  than  second  Boston  station 

>*rrr 

(February,  1957  NIELSEN  STUDY) 

Sales  jump  when  WBZ  whispers  in  Boston's  ear!  And, 
with  "The  Big  Plus",  the  bonus  coverage  provided  by 
WBZA,  Springfield,  Massachusetts,  WBZ's  large  and 
loyal  audience  increases  to  a  whopping  total  of  2,872,870 
radio  families  throughout  New  England.  Most  of  these 
people  make  a  habit  of  keeping  their  radio  dials  tuned  to 
WBZ+WBZA. 

You  talk  to  customers  when  you  talk  to  WBZ+WBZA 
listeners.  So  why  not  get  the  selling  impact  of  WBZ+WBZA 
behind  your  product?  Speak  your  spiel  where  people  will 
hear  it  .  .  .  and  act  on  it. 

Bill  Williamson,  WBZ+WBZA  Sales  Manager,  will  tell 

you  how.  Ask  your  operator  for  ALgonquin  4-5670, 

Boston.  Or  call  Alexander  W.  "Bink"  Dannenbaum,  Jr., 
WBC  Vice  President— Sales,  MUrray  Hill  7-0808,  in 
New  York. 

In  Boston  .  .  .  and  all  New  England  ...  no  selling  cam- 

paign is  complete  without  the  WBC  stations — 

WBZ • BOSTON 
plus  WBZA    •    SPRINGFIELD 

WESTINGHOUSE    BROADCASTING    COMPANY,    INC. ©o 
RADIO  — WBZ  +  WBZA  BOSTON-SPRINGFIELD  .  .  .  KDKA  PITTSBURGH  .  .  . 
KYW.  CLEVELAND  .  .  .  WOWO  FORT  WAYNE  .  .  .  WIND.  CHICAGO  .  .  . 
KEX.    PORTLAND.   ORE. 

TELEVISION  — WBZ  TV.  BOSTON  ...  K  DK  A-TV  .  PITTSBURGH  ...  KVWTV. 
CLEVELAND   .   .  .   KPIX.   SAN     FRANCISCO 

WIND  REPRESENTED   BY   A   M   RADIO  SALES 
KPIX    REPRESENTED    BY    THE    KATZ    AGENCY.    INC. 
ALL   OTHER    WBC    STATIONS 

REPRESENTED    BY    PETERS.  GRIFFIN.   WOODWARD.    INC. 



NEWSMAKER 
of  the  week 

The  news:  The  appointment  of  (  Inn  Irs  II.  Browei  as  general 

manage i  oj  l>lil><>  apparently  seta  »/  rest  the  issue  "I  "  successor  to 

tin-  (tiling  president  Ben  Duffy.  Brower,  who  had  been  executive 

vice  president  in  charge  "I  creative  services,  was  named  on  the 

joint  recommendation  of  lhtj]\  and  Board  Chairman  Bruce  Barton. 

The  newsmaker:  Homespun,  lank)  Charlie  Browei  has 

created  hi-  v\av  through  advertising  without  being  affected  in  the 

leas)  bj  the  atmosphere  and  airs  "I  Madison  We.  He  was  describing 

himself  rather  than  i hi-  agenc)  when  he  told  sponsor  three  /ears 

igo:  "BBDO  has  no  class)  front.  Some  people  ma)  think  oi  us  as 
countn  bumpkins  compared  to  other  agencies,  hut  our  clients  can 

relax  with  us."  He  takes  over  the  rein-  ol  the  nation's  Fourth  lai 

agenc)  with  the  approval  not  onl)  "I  Duff)  and  Barton  bul  the 

people  who  work  with  him.  The  warm  feeling  "I  BBDO  personnel 
for  Brower  is  unmistakable.  Hi- 

fatherlv  approach  toward  BBDO 

writers  and  artists  is  as  much  a  re- 

spect for  people  as  it  is  for  the 

i  reative  process. 
\\  hile  Brower  has  warned  of  the 

dangers  to  creative  advertising 

through  over-emphasis  on  research, 
he  i>  in>  enem)  of  research.  I  he 

danger,  he  believes,  is  not  that  oj 

research  squeezing  out  the  creative 
worker  hut  ol  the  creative  worker 

depending  too  much  on  research. 

"The  creative  man  i-  always  look- 
ing for  help,  always  feeling  in- 

secure," Brower  said  last  week.  "If 
he  leans  too  much  on  research,  all  advertising  will  look  alike:  it  II 

all  be  equall)  had."  But  Brower  would  also  like  to  be  known  as  a 
friend   ol    research,   which   he  think-   has   made   big   contributions. 

Regarding  commercials,  Brower  is  convinced  the)  are  getting 

better.  Tv .  he  said,  i-  learning  hov\  to  attract  people  to  the  adver- 

tising message  without  getting  too  gimmicky.  "The)  are  getting 

easier  to  take.""  he  said,  "or,  at  [east,  that's  how   I  feel." 
The  question  of  a  sii<ce--or  to  Brower  ha-  not  \et  been  settled. 

There  remain-  a  possibility  that  none  will  he  appointed.  One  p 

is  that  the  new  plan-  hoard  set  up  under  the  chairmanship  ol  Robert 

I..  Foreman  iwho  was  made  BBDO-  filth  executive  vice  president  at 

the  time  the  hoard  was  -el  up)  has  been  takinu  over  some  ol  the 

functions  of  Brower's  office.  While  Foreman  will  continue  in  charge 
>t  all  tv-radio  activities,  he  will  he  relieved  of  some  administrative 

details  b)  Henninio  Tra\  iesas.  who  was  just  named  head  of  the 

tv-radio  department.  Traviesas  had  been  head  of  Luck)  Strike's 
tv-radio  activities  for  seven  years.  ^ 

0o«'t     b€    MOred 

he  u4«d  to  be  one  of  us 

BBDO  <irti\t  II  illiam  I'm, 
ili-s,  nlirs     ,:  |  ■."  tion 

to    Brower's    appointment 

The  tiut^- 
about  the 

NEGRO 
MARKET 

^Zp     THE  FULL  STORY FROM  K-SAY 

The  only  Northern  California 

station   selling   the   entire   San 

Francisco,  Oakland,  Bay  Area 

Negro  market 
II'  of  talent  in the  at 

ttionall)    i 

•  MAGNIFICENT  MONTAGUE 

-  brought  dir.  1 1  t  o  in  WAAF 
Chicago    Hi 
results  and  audiei 

ruficenl 

•  RAMON  BRUCE 

W  \  \  I    N(  ■  u     \  i    I  • 
•  appeal  pi  reonalitj  u 

I  lest  r.niMu-  ami  •  .  b 
i  during  ln~  broadi 

•  SWINGING  DEACON 
—  The  mosl  popul  u 

appeal  i"  rsonalit)     I  >  m 
the  heavily  populate 

and  /rirj/,*.    an 

Plus  OtJb 

Great  Negro  Stars  '. 

TELL  IT-SELL  IT 
on  the  NEW K-SAY 

10,000  WATTS 
1010  KC 

Stto 1550  California  Street,  San  Francisco 

1815  Alcatraz  Avenue.  Berkeley 

WALT  CONWAY ■ lionally 

JOHN  E  PEARSON  I  COMPANY 

GRANT  WRATHALL 

-  K-SAY 

*  ci  '     i  '  |  ■  1 1 

SAN   FRANCISCO 

SPONSOR 4  mai    1951 



MORE  LIGHT  OP 
*  Monday- Friday  average,  Second  March  Report  NT1 

DAYTIM1 



I 

Out  of  the  38 

sponsored  network 

quarter  hours 

between  7  a.m.  and  (>  p.m. 
CBS  Television 

Avins  the  biggest 
audiences  in  29 . . . 

the  second  ranking 
network  wins  in  5 . . . 

the  third  network  in  4 



1 

NEW  DATA  PROVES  AGAIN 

that  WNHC-TV,  New  Haven- 
Hartford,  is  the  dominant  sta- 

tion —  by  an  overwhelming 
margin— in  a  14-county  area, 
covering  896,000  TV  hot 
Sign  on  to  sign  off,  seven  days 
a  week,  WNHC-TV  delivers 
average  audiences  210% 
greater  than  top  New  York 
City  station;  244%  greater 
than  Hartford;  174%  greater 
than  New  Britain.  Your  KATZ 

man  has  the  proof :  ARB,  Nov. 
L956;  PULSE,  Oct.  1956; 
NIELSEN    NCS   #2,    1956. 

WNHC-TV 
NEW  HAVEN-HARTFORD,  CONN. 

Channel  8 

ABC-TV*  CBS-TV 
Represented  by  KATZ 

operated   by:   Radio   and  Television   Dlv.    /    Triangle   Publications,   Inc.    /    4-6th   &   Market  Sts.,   Philadelphia  39,   Pa. 

WFIL-AM   •   FM  ♦  TV,      Philadelphia,     Pa./wNBF-AM*FM*TV.      Binghamton,     N.    Y. 

WHGB-AM,    Harrisburg.  Pa.  /WFBG-AM  •  TV.   Altoona,  Pa.  /WNHC-AM  •  FM  •  TV,    New  Haven-Hartford,  Conn. 

National      Sales      Office,      485      Lexington      Avenue,     New     York     17,     New     York 

ESPECIALLY  IN  HARTFORI 



mat  lignificant  h  and  ndio 

With    inlrrprrtalinn 

in  depth  lor  butj  readrrs 

SPONSOR-SCOPE 

4  MAY 
C*pyrl|hl    IM7 

SPONSOR    PUBLICATIONS   INC. 

Detroit's  gravitation  toward  \\   and   radio   as   prime   media   l<>i    selling    1958 
models  continaed  to  gather  momentum  this  week. 

Willi  In  divisions  "I  the  Big  Three  manufacturers  ahead)   committed,  these  othei   . 
|iccis  are  now  in  the  process  "I  shaping  up: 

•  Fdsel.  scheduled  to  make  its  bow  tlii-  fall,   apparent!)    is   shoppii  t\ 
network  Beries   (in  addition  to  specials  costing  about  8350,000  each). 

•  The  Chrysler  Imperial  division  ma)   come  through  with    i  series  ol    ti  own. 

•  Pontiac  is  expected  i"  move  into  the  network  picture  via  the  specials  cut"- 
•  Nash  can  l>r  counted  on   for  tv-radio  participation,  once  it-  reorganizal 

have  been  settled. 

I  See  What's   Behind    Detroit's  ̂ l(M)   Million    \ii    Budget,    page  27,    for   what    i-   n 
this  terrific   Detroit   air  romance.  1 

c« iininil ments  f< ir  the  1 1 imins 

From  present  indications,  Detroit  uill  spend  at  least  2595   mure  in  prime-time  net- 
work tv  during   1957-58  than   in   the  current  season. 

About  10rf  of  this  increase  ma)    be  credited  to  higher  time  and   proj  I  fo- 
rest is  from  the  heart. 

SPONSOR-SCOPE's  estimates  of  Detroit's  network  h son   are: 

iALENTCOSI 

$3,000,000 
10,000,000 

2,750,000 

NO.  SHOWS 

Buick 2 
(  li«\  rolet 2 

( Ihrysler  Corp. 1 Dodge 
2 

DeSoto 1 
Ford 4 

GM  part-,  etc. 
1 

Lincoln-Mercur) 1 

Oldsmobile 
,') 

specs • 

l'l\  mouth 2 

1,500,000 

1,000 
5,300,000 
3,400,000 

3,750,000 
2,100,000 

2,350,000 

!  IMI  COS! 

$2,800,000 

7,500,000 

0,000 1,600,000 

1.  inn. i  ii  mi 

,,  700,000 

2,100.000 
3300,000 

1,200,000 
3,200,000 

lOTAl 

$5,80 

17,501 

6,10 

3,000 

5,50 

GRAND  TOTAL  16  500.000        I      000,000 

Note:      Time   costs    are    net    to    the    advertiser. 

See  \eu  .  Wrap-up.  page  (>2.  for  li-t  of  automotive  programs.) 

What  about  automotive  spot?    Here's  how  to  gauge  that:    i>m*>  the  network  .ml  i- 

Btraightened  out,  individual-station  schedules  will  get  their  inning.  Good 

The  $5.5  million  (gross)  spread  thai  Ford  is  baying  on  <  BS  Radio  thi*  fall 
will  have  the  umbrella  title  The  Ford   Road   Show. 

If  anvhod\    can   get   awa)    from   this   bombardment,  lord  figures,  he  moat   I"-  deaf. 

Moreover.  Ford  has  added  this  bit  of  insurance:    I  ach  of  the  daih    personality  irles 

CoUingwood,  Arthur  Godfrey,  Bing  Crosby,  Rosemarj  Cloone)  and  Edward  I!.  Murroa     w
ill 

be  followed  bv  an  announcement  to  "Listen  to  the  nexl   Ford   -ho*."* 

\  sidelight  on  the  Ford  deal  that  delight-  the  competitive  networks:  Ford's 
 domina- 

tion of  the  CBS  Radio  schedule  is  so  scattered  that  other  automotive*  will  have  to 

buy  elsewhere. 

SPONSOR 4    MAY    1957 



SPONSOR-SCOPE   continued 

Time  was  when  Detroit  thought  only  in  terms  of  exclusive  identity. 

Now  Buick  (Ford  really  blazed  the  trail)  is  buying  alternate  sponsorship  in 
Wells  Fargo. 

In  other  words:  Like  the  packaged  goods  people,  the  car  manufacturers  want  cir- 

culation, frequency,  and  minimum  risk  as  well  as  explicit  identification.  More  and  more, 

they  are  behaving  like  the  makers  of  a  family   product. 

NBC  TVs  healthy  pickup  in  daytime  business  was  a  big  help  in  creating  a 

favorable  margin  of  7.8%  between  the  first  quarters  of  1957  and  1956. 

PIB  reports  NBC  TV's  initial  1957  billings  as  $47,987,966,  against  $44,495,804  for  the 
first  three  months  of  1956.  The  difference  represents  roughly  $3.5  million,  of  which  $2  mil- 

lion came  from  daytime. 

PIB's  calculations  also  show: 

Gross  first-quarter  time  charges  for  the  three  networks  were  8.4%  better  than 
a  year  ago.    In  March  alone  the  upturn  amounted  to  7.3%. 

Westerns  appear  to  be  holding  a  steady  pace  on  the  tv  networks. 

At  SPONSOR-SCOPE's  request,  Nielsen  supplied  these  ratings: 

PERIOD  NO.  WESTERNS  AVG.  SHARE  OF  AUDIENCE 

March  1956                                           7  36.9% 

October  1956  7  41.8% 

March  1957  8  40.0% 

Note:  Statistically,  the  1.8%  difference  between  the  last  two  averages  could  be  wiped  out 

by  probable  margin  of  error. 

Nielsen  was  asked  by  SPONSOR-SCOPE  this  week  how  daily  tv  viewing  and 

radio  listening  per  day  have  stacked  up  over  the  past  three  years.    The  answer: 

PERIOD  HOME  VIEWING  RADIO  LISTENING 

Jan.  1955  5  hrs.,  49  mins.  2  hrs.,  31  mins. 

Jan.  1956  6  hrs.,     1  min.  2  hrs.,  16  mins. 

Jan.  1957  6  hrs.,     4  mins.  2  hrs.,  12  mins. 

How  big  a  difference  in  radio  listening  is  created  by  heat  or  cold?  In  short, 

does  summer  drive  'em  away?  The  answer  is  that  during  the  afternoons  and  evenings 
there  is  no  difference.  Winter  mornings,  however,  seem  to  have  somewhat  of  an 
edge. 

In  terms  of  millions  of  homes  per  minute,  Nielsen  shows: 

HOMES 

5.2 6.6 

6.1 6.2 

4.0 

4.1 

The  radio  networks  could  well  go  back  to  exploiting  a  favorite  promotion 

device  of  the  1930s:  citing  with  pride  the  number  of  100  leading  national  ad- 
vertisers using  the  medium. 

According  to  a  SPONSOR-SCOPE  check,  45  members  of  this  bluechip  list  for 
1956  either  are  now  in  network  radio  or  were  there  since  1  January  1957: 
ABC    13         CBS  27  NBC       20         MBS   7 
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PERIOD TIME 

July  1956 Morning,  Mon.-Fri. 
Jan.  1957 Morning,  Mon.-Fri. 

July  1956 Afternoon,  Mon.-Fri 
Jan.  1957 Afternoon,  Mon.-Fri 

July  1956 Nights  —  7  days 

Jan.  1957 Nights  —  7  days 



^ SPONSOR-SCOPE  contuuud 

Amid   recent  grumbling  about  spot  ami  its    ;rowth  problemt     See  5P0NS0R-SC0P1 
21  \pril.  page  9),  this  week  was  filled  with  excitemenl  oi  othei  kinds.   New  bosfaseas  ,  heered 
tlic  fraternity,  for  one  thing.    For  another,  ideas  ami  problem!  bobbed  up  on  rarious  im- 
portanl  fronts. 

In  all,  these   live  highlights  were  noteworthv  : 

HIGHLIGHT   NO.    1:  Kellogg     acting  on  the  premise  ilut  it  gol  int..  spot  h 

loo  little  ami   loo  late      i-  planning   to  add   $.'i   million   lor  daytime  Spot   to   it-  l\    budget via  Burnett* 

I  In-  target   i-  kids;   the  type  of  programing  depends  on   what   K.  ivailable 
and  acceptable. 

Preferred  is  a  half-hour  atrip  Monday  through  Iriday  either  1  ■  v t -  ..r  film)  with 
alternate  sponsorship  a  possibility.    One  taboo:  No  competition  with  Mickej    Moan 
Dimensions  of  the  campaign:  The  top  15  markets. 

Kellogg  currently   is  spending  between  13  and  -I  million  in  network  and  spot  ii 
kels   i  Superman  and  Wild   Hill  Hiekok  -hows),  making   il   around  ̂ 7  million  in    ill. 

HIGHLIGHT   NO.   2:  FCB's   Vn  Pardoll  is  asking  industry  cooperation 
in   keeping   NCS#2    updated    a-  to   changes   in   power,    frequency,   prog]  etc. 

Pardoll'a  thought  is  that  a  standardized  form  should  be  the  first  step.  So  he'i  solicit- 
ing re|>s  for  suggestions. 

Some  reps  think  (hi-  information  -hould  be  channeled  through  Nielsen. 

HIGHLIGHT   NO.   3:  The  "piggyback"  i-  meeting  mounting  objection! 
from  tv  .stations. 

\-  a  reminder:  A  '"piggyback"  is  a  minute  commercial  which  pair-  messages  for  two 
products  on  the  same  -trip  of  film — like  the  Ted  Mate-  agency's  currenl  twin  plugs  foi  M&M 

Candy   and  Uncle  Ben's  Rice   (both  owned  by  the  same  firm). 
Prime  objection  to  "piggybacks":  Station-  feel  the)  are  a  device  for  evading  purchase 

of  two  20-second  spots. 

HIGHLIGHT  NO.  4:  idam  Young  is  doing  a  three-part  updating  on 

radio's  "profile" — the  first  part  of  which  will  go  to  advertisers  and  agencies  this  "■■ 
Part  I  deals  with  the  importance  of  focusing  the  ad  campaign  at  local  amliem  •  - 

how  stations  fit  into  this  marketing  concept. 

Part  II  will  appraise  the  matter  of  coverage  and  define  \shat  tin-  spot  advertiser  should 
look  for  in  facilities. 

Part  III  will  treat  with  rate  structure  vis-a-vis  cost-per-thousand. 

HIGHLIGHT    NO.   5:   Mere*-  an  innovation  by  a  major  Madison  \\e.  rep 
organization  that  can  have  l>r«uid  repercu-sion-  in  the  field  of  selling:   I  be  sales  develop- 

ment director,  like  salesmen,  now  shares  in  commissions. 

The  philosophy  behind  the  move:  As  a  medium  becon  ipetitive, 

requires  more  factual  support:  hence  the  fellow    wh   k-  up  the  script   i-  entitled  t..  the 

same  consideration  as  the  fellow  who  spiel-  it. 

Lorillard  is  testing  its  new   mentholated  brand — Newport — on   the  Weal   <  oa-l. 

Distribution  should  be  national  by  mid-summer. 

The  next   wholesale  search  of  film   vault-  *i!l   he  tor  old  ne wared   shots. 

F'rudentiaPs  forthcoming  The  20th  Century  series  will   make  massive  use  of  men 
library  clips  in  documentary  sequences. 

Between  S3.5  and  S4  million  has  been  appropriated  for  this  mixture  of  half-hour  and 

hour  programs  on  CBS  TV.    Reach  &  MrClinton  i«  the  agency. 

SPONSOR       •      4    MAY    1957 
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SPONSOR-SCOPE    continue,! 

Like  P&G,  General  Foods  will  be  riding  high  on  daytime  tv  next  season. 

In  a  radical  reversal  of  its  attitude  toward  daytime  tv,  General  Foods'  plans  now  call  for: 
•  A  cutback  to  as  few  as  five  nighttime  network  shows,  and 

•  I  he  sponsoring  of  at  least  nine  daytime  programs. 

GF's  daytime  blueprint  includes  continued  sponsorship  of  the  Mickey  Mouse  Club  on 

ABC  TV.  expansion  of  its  CBS  'J'V  commitments,  and  the  addition  of  four  program  strips on  NBC  TV. 

The  motivations  for  the  switch  are  these: 

1  I    Broader  diversification  and  frequency  of  network  scheduling. 

2)    As  night  networks'  costs  continue  up,  daytime  tv  offers  a  chance  for  economical  buys. 

General  Foods'  tv  budget  remains  what  it  was  during  the  1956-57  season,  but  the  allo- 
cation will  swing  from  75%  nighttime  and  25%  daytime  to  a  50-50  split. 

P&G  is  in  no  rush  to  decide  whether  it  wants  to  continue  its  partnership  with 

General  Foods  9-9:30  on  CBS  TV  Monday  nights.    It  has  until  15  May  to  decide. 

Meantime  GF  will  have  to  wait  in  making  final  fall  plans.  If  P&G  elects  to  pull  out, 

General  Foods  will  sponsor  Danny  Thomas  by  itself. 

The  sales  gap  between  NBC  Radio  and  CBS  Radio  is  closing  rapidly. 

How  fast  the  runner-up — NBC  Radio — has  been  galloping  can  be  measured  by  these 
contrasting  figures: 

•  In  April  1956,  CBS  Radio  was  six  hours  ahead  of  NBC  Radio. 

•  This  April  less  than  25  minutes  separates  the  two. 

Source:  PIB's  reports  on  sponsored  radio.  (PIB  makes  a  check  on  the  number  of  hours 
sponsored  on  each  network  the  first  of  the  month.) 

No  sooner  had  NBC  TV  broken  down  the  old  taboo  about  competitive  adjacencies 

(the  protection  is  now  limited  to  two  or  three  brands)  when  another  cropped  up.  It  concerns 

product  adjacencies. 
For  instance: 

•  The  cigarettes  kick  up  a  row  any  time  a  mouthwash,  dentifrice,  breath-sweetening 

gum,  or  even  a  digestive  aid  is  put  next  to  them. 

•  Cold  remedies  sizzle  if  a  citrus  account  is  on  either  side,  because  Sunkist's  copy  oc- 
casionally claims  therapeutic  value. 

The  squeeze  is  not  a  happy  one  for  NBC   TV — particularly   on   Tuesday   nights.     The 
cigarettes  are  so  slotted  on  that  night  that  they  can  block  out  a  long  list  of  potential  sponsors. 

(For  details  on  the  new  rules  on  product  protection  see  2  Feb.  SPONSOR-SCOPE,  p.  9.) 

Pretty  amazing  to  Madison   Ave.  is  the  amount   of   money   that   Kraft   spends  on 

merchandising   its   Wednesday   night   show  on  NBC  TV. 

The  weekly  budget  is  $5,000. 

Incidentally,  the  Kraft  Theatre  goes  into  its  11th  year  next  week. 

K&E's  Max  Uhl  will  unveil  a  definitive  compendium  on  tv  during  the  agency's 

annual  management  conclave  at  Lake  Placid   15-18  May. 

Referred  to  as  the  "Television  Bible,"  the  presentation  treats  with  tv's: 
•  General  principles  in  media  buying  and  programing. 
•  Audience  and  merchandising  impact. 

•  Best  methods  of  approach. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  47;  Spot  Buys,  page  54;  News  and  Idea  Wrap-up,  page  62;  Washington 

Week,  page  73;    sponsor  Hears,  page  76;    and  Tv  and  Radio  Newsmakers,  page  82. 
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■■  STA.  "A"  15.6°0 
■■■■■PUi 

STA.  "B"  13.2% 

STA.  "C"    8.8% 

■■■1  STA.  "D"    5.9% 

■■  STA.  "E"    4.5% 

■I  STA.  "F"    4.3% 

■  STA.  "G"    4.1%  . ■ 

IB  STA.  "IT    3.7%  I 

\E  STA.  "I"     3.6% 

TA.  "J"     1.6%  , ?     m 
OTHERS      2.6% 

Another  Hooper*  Run-Away  Report  From  Miami: 

WQAM  nets  more  than  twice  the  daytime 
audience  of  the  runner-up  station 

. ///  3  Agree:  First  it  was  Hooper  .  .  .  then  Trendex  .  .  . 

Now  PULSE  shows  WQAM  in  FIRST  PLACE 
Mon.-Fri.  6  a.m.  to  midnight.  Feb. -March,    1957. 

Send  for  a  Blair  man  .  .  .  or  call  WQAM.  G  .  ndler 
•7  a.m. -6  p.m.   Mori. -Sat..   March-April,    1957. 

WQAM 
Serving   all   of   Southern    Florida 
wi/h     5  000    woffs    on     560    he 

MIAMI 

Today's   Radio   for    Today's   Selling 

TODD   STORZ, 

President 

WDGY                                            WHB WQAM 

Minneapolis-St.  Paul                               Kansas  City Miami 

Represented  by  John  Blair  &  Co. 

KOWH 
Omaha 

WTIX 
New  Orleans 

Represented  by  Adam  Young  Inc. 





IF  YOU 
MJJL^l 

(THE  MILLIONAIRE) 

SOLD 

SOLD 

SOLD 

SOLD 
SOLD 

SOLD 

SOLD 

SOLD 

n  the  past  6  days  on  WCBS-TV,  New  York 
n  the  past  6  days  to  WGN-TV,  Chicago 

n  the  past  6  days  to  WFAA-TV,  Dallas 

n  the  past  6  days  to'  KTLA,  Los  Angeles 
n  the  past  6  days  to  CKLW-TV,  Detroit-Windsor 
n  the  past  6  days  to  KHQ-TV,  Spokane 

n  the  past  6  days  to  KLFY-TV,  Lafayette,  La. 
n  8  Southern  markets 

to  BLUE  PLATE  FOODS,  New  Orleans 

^v 77as/>/ Million-dollar 
March  Nielsen  of  38.0  just  scored  by 
the  first  runs  of  THE  MILLIONAIRE 

. .  .  51.3 rr  share  of  audience!  2nd  highest 
rating  of  any  dra?na  scries  on  television! 

You'll  feel  like  a  million  when  you  ki 
off  the  biggest  ratings  in  your  market  with 
IFYOU  HADA  MILLION-! 
show  of  thi  1  your  MCA  TV 

representative  today! 

I A  DON   FEDDERSON   PRODUCTION  OF  39  HALF-HOUR  FILM   HITS 

IMMEDIATELY  AVAILABLE  TO  REGIONAL  AND  LOCAL  ADVERTISERS 



mm 

NUMBER  1 ! 
of  all  film  adrtnfure  programi 

NO.  1  NATIONALLY  (PULSE-FEBRUARY)  PLU 
TOP  OF  THE  TOP  TEN  FIRST  RATINGS  IN  EVERY  MARKET 

Look  at  these  first  ratings  and  audience  shares!  (ARB-Jan.  Feb.  Mar.) 
#1  in  CHICAGO 

#2  in  MINNEAPOLIS 

#2  in  JACKSONVILLE 

#1  in  CHICO 

#5  in  ATLANTA 

#5  in  LOS  ANGELES 

#2  in  HARRISBURG 

#3  in  STOCKTON 

22.4  38%  shore 

173  35%  share 

41.3  74%  share 

57.3  88%  share 

203  54%  share 

16.9  19%  share 

23.3  54%  share 

22.3  49%  share 

#6  in  CORPUS  CHRISTI   31.9   45%  share 

#2  in  ALBUOUEROUE 

#1  In  ST.  LOUIS 

#1  in  PEORIA 

#2  in  SAN  ANTONIO 

#4  in  BAKERSFIELD 

#7  in  OMAHA 

#3  in  SCRANTON 

#4  in  TULSA 

#8  in  BOSTON 

#2  in  MEMPHIS 

28.9    61%  share 

37.1 
38.0 

31.0 

35.2 

20.7 

263 

75%  share 

70%  share 

58%  share 

67%  share 

42%  share 

49%  share 

48%  share 

60%  share 
44%  share 



ROD  CAMERON  stars  in  39  roaring-with-action 

half-hour  adventures  srt  against  the  breath-taking  Nevada  backdrop 
...Las  Vegas,  Virginia  City,  Boulder  Dam,  Reno,  Lake  Tal   
Mojave  Desert.  Produced  bj   REV1  E  PRODUCTIONS. 

ALREADY  SOLD  IN  181  MARKETS 

to  these  important  regional  buyers:  Retinoids  Tobacco  Company, 

Lipton  Tea,  Falstaff  Bri  wing  (72  marh  ts),  Kroger  Supermarh  ts, 

Coca-Cola,  General  Electric,  Schlitz  Beer,  Hamm  Brewing, 

Carting  R,<  icing,  Schmidt  &  Sons  Bn  <>■<  rs,  National  Bis*  uii 

Company,  Prina  Macaroni,  RKO  Teleradio,  Si;/"  Milk  Prod 

Gold  Bond  Bti  r . . .  plus  troops  of  local  stations  and  advertisers! 

\Check  MCA  today  -  be  "Top  Ten"  in  your  mar! DuD@ 
Write,  wire,  phone  your  MCA  TV  Film  Representative 

598  Modison  Avenue,  New  York  22,  N.  Y. 

(PLaza  9-7500)  and  principal  cities  everywhere 

ftw 



Can  You 

Top  TWs? 

WOW-TV 
6 CHANNEL 

BLAIR    TV,  Representative 
FRED   EBENER,  Sales  Manager 

A 
MEREDITH 
STATION © OMAHA, 

NEBRASKA 
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I   Timebuye 
at  work 

Bob  Fountain,  Young  &  Rubicam,  New  York,  all-media  buyer  for 

General  Foods,  comments:  "Radio  is  traditionally  a  highly  flexible 
medium  used,  to  a  large  extent,  to  saturate  a  market  quickly  during 

a  short  period  of  time.  The  negotiation  for  this  time  may  have  to 

be  completed  in  a  matter  of  hours  and  this  requires  accurate  and 

comprehensive  availability  infor- 
mation. These  availabilities  are 

the  basis  of  all  purchases  and  it  is 

this  starting  point  from  which 

values  are  projected  and  conclu- 
sions drawn.  Availabilities  usual- 

ly include  the  time  period  of  the 

show  and  its  cost,  but  all  too  fre- 

quently ratings  are  omitted  and 
the  amount  of  commercial  time 

in  the  program  is  seldom  shown. 
Amount  of  commercial  time  is 

usually  a  mystery  to  the  adver- 

tiser, remaining  in  the  realm  of  exclusive  station  information.  Why 

so?  This  data  is  a  yardstick  of  station  management,  and  the  per- 

formance of  our  advertising  depends  on  the  commercial  load  car- 

ried by  a  program.  Any  indication  of  commercial  time  on  shows 

would  put  a  new  light  on  the  buving  and  would  provide  the 

prospective  purchaser   with   another  valuable   tool   for  evaluation." 

Art  Topol,  Donahue  &  Coe,  New  York,  timebuyer  for  Kasco  Dog 

Food,  says:  '"The  "1"  in  timebuyers  is  for  telephone  discovered  by 

Don  'Bell'  Ameche  which  is  a  constant  companion  for  the  harried 

timebuyer.  'F  is  for  the  numerous  idiosyncrasies  of  this  wonderful 

and   fascinating  business  known   commonly   as   advertising.    'M'  is 
for  the  middlemen  called  station 

reps  who  try  to  mesmerize  the 

buyer  in  favor  of  his  station.  'E' is  for  the  economy,  efficiency  and 

energy  that  the  buyer  utilizes  on 
the  expenditure  of  the  advertiser. 
'B'  is  for  the  brides  that  all  good 

secretaries  become  when  they  are 

fully  trained.  'U'  is  for  the  ubiq- 
uity of  avails,  ratings,  cost-per- 

1.000's.  paper  work,  schedules, 

and  so  forth.  '\ '  is  for  yesterday 

which  is  the  day  most  buyers  usu- 

ally require  requested  avails.  'E'  is  for  the  entertainment  and  en- 

thusiasm that  is  a  trade  mark  of  advertising  people.  'R'  is  for  the 
various  ratings  that  are  helpful,  confusing  and  only  indicators,  not 

the  gospel.  'S'  is  for  the  stations  throughout  the  country  that  provide 

the  time  which  buyers  use  for  their  advertiser's  messages.  Put  them 

all  together — they  spell  'timebuyers.'    They  mean  the  world  to  me!" 
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EXCLUSIVE   ABC 

OKLAHOMA  CITY 

KliiiU-IU 
APPOINTS 

BLAIR ASSOCIATES INC. 

as  exclusive  national  representative  effective  May  1,  1957  .  .  .  BLAIR  offices  in 

New   York  Detroit  St.    Louis  Los   Angeles  Boston 

Chicago  Jacksonville  San    Francisco  Dallas  Seattle 

the  new   KGEO-TV  tower 
1386'  ABOVE  AVERAGE  TERRAIN   •   FULL  POWER  100,000  WATTS 
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by  Joe  Csida 

IN   THE    BILLION    DOLLAR 

COLUMBUS,  GA.  markit 

WRBL 
55%  MORE* 
radio  homes 
delivered 

*55%  MORE  THAN  STATION  "B" 
Day    or    night    monthly — NCS    No.    2 

WRBL  also  leads   in   day  or  night  weekly,  day- 
time  weekly,    and   daytime    daily. 

2  2  2  MORE 

TV  homes 
WRBL-TV  offers  222% 

MORE  TV  HOMES  THAN  STATION  "B" 

W  R  D  L  ■  1  V  !  First  Prize 
Winner  in  promotion  of  the  Ray 
Anthony  Show. 

Merchandising  and  promotion  of  your 
show  on  WRBL  or  WRBL-TV  receives 
the  attention  of  the  same  people  who 
won  this  award  as  the  best  in  the 
nation. 

WRBL 
AM  -   FM  -  TV 

COLUMBUS.    GEORGIA 

CALL  HOLLINGBERY  CO. 

20 

Sponsor 

Agencies  should  be  in  show  business 

Ever  since  the  first  medicine  man  leaped  off  the 

tail  board  of  his  wagon  to  pass  out  the  snake 

oil  to  the  crowd  his  coterie  of  performers  had 

softened  up  via  entertainment,  show  business 

has  been  utilized  to  sell  merchandise.  And  effec- 

tively.  The  radio-tv  departments  of  agencies, 

large  and  small,  of  course,  are  essentially  show 

business  wings  of  their  shops.  But  apart  from  the 

obvious  and  vital  need  for  activitj  in  radio-tv,  many  agencies  have 
also  profitably  dabbled  in  other  show  business  areas  for  their  clients. 

Philip  Morris,  for  example,  currentlv  has  a  live  country  music 

show  out  on  the  road,  playing  to  thousands  and  thousands  of  folks 

and  selling  plenty  of  cigarettes.  And  in  recent  weeks  Young  & 

Rubicam  and  the  D'Arcy  Agency  respectively  have  inaugurated 
activities  in  two  other  key  entertainment  industry  branches.  Both 

involve   large   investments,    but    open    new    avenues    in    advertising. 

Y&R  has  made  a  deal  with  one  of  the  smartest  showmen  and 

businessmen  ever  to  take  a  few  million  dollars  from  Sam  Goldwyn. 

I  am  talking  about  a  gent  I  have  written  about  previously,  by  the 

name  of  Frank  Loesser.  Last  time  I  did  a  piece  about  the  writer 

of  such  Broadwav  hits  as  "Guys  and  Dolls"  and  "Most  Happy 
Fella."  as  a  matter  of  fact,  he  wired  me  that  he  would  gladly  accept 
my  hand  in  marriage.  Since  I  have  no  desire  to  commit  bigamy,  and 

another  eulogy  of  Mr.  Loesser  is  somewhat  beside  my  present  point, 

anyway,  I  will  merely  sav  that  if  Frank  is  involved  in  the  Y&R  deal 
it  will  be  great. 

It  is  a  big  investment  but  one  which  will  pay  off 

You  may  be  sure  that  it  has  already  cost  Y&R  a  substantial  sum 

of  money.  And  you  may  be  equally  sure  that  Y&R  will  get  their  sub- 

stantial sum's  worth.  For  in  my  own  personal  dealings  with  Mr.  L. 

I  have  always  found  him.  as  has  every  one  else  I've  ever  known  who 
has  had  to  dicker  a  dicker  with  him.  a  hard  bargainer,  a  man  who 

insisted  on  amounts  to  make  you  gasp.  But  also  a  man  who.  having 

made  you  add  a  few  zeros  to  the  check,  will  break  his  very  back  to 

make  sure  he  delivers  up  to  a  standard  \  ou  scarcely  dared  hope  for. 

You  can  place  your  bets  right  now  that  out  of  \&R.  as  a  result  of 
their  deal  with  LoesseFs  Frank  Productions.  Inc..  will  come  some 

of  the  brightest,  most  powerful  sales  jingles  in  all  the  history  of  ad- 

vertising. You  may  depend  on  seeing  exciting  innovations  in  sales 

presentations,  spots,  program  themes  and  any  other  phase  of  the 

agency's  activities  to  which  Mr.  L.  lends  his  incredible  talents.  \  &R 

is  to  be  complimented  on  acquiring  Mr.  Loesser's  services,  and 
thanked  for  blazing  another  portion  of  the  show  business-agency 

trail   I'm  discussing  here.      For   the   proper   utilization   of  music   in 
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AND  STILL  CHAMPION! 

IT'S  THE 

THIRD 

CONSECUTIVE 

YEAR 

WE'VE  WON 

BILLBOARD'S 
FIRST  PLACE 

AWARD 

IN  EVERY 

LAB 

CATEGORY 

All  ■  ire  more  than 

tlu-  coveted  Mil  lb 
in  .ill.  And  \ 

sincere  thanks  to  al!  ot  you  in  the  TV  industl 

iblc. 

At  CFI  our  one  desii  mm 

omy  for  our  clients  by  providing  compli 

at  the  greatest  speed  it  with  qualn 
takes  more  than  desire  to  make  a  winner.  We  km  .v. 

could  not  have  won  without  the  finest  equipmi 

the  determination  to  please  and  dedicated  personnel 

comprising  the  best  creative  technicians  in  the  work) 

very  special  thanks  to   led  Hirsch.  Lab  Superintendent; 
Ted  Fogelman,  16mm  Su| 

Ed  Reichard,  Chief  Engineer  and  their  r> 

SID  SOLOW/l    /' 

The  CFI  Bill' 1953  CFI  won  the  first  place  award  for  quality. 

1954  Three  laboratory  categories.  CFI  scored  a    grand  slam" 
winning  all  3  first  place  awards  for  quality,  speed,  and  economy 

1955  Three  laboratory  categories.  CFI  again  scored  a  "grand  slam" 
winning  all  3  first  place  awards  for  quality,  speed,  and  economy 

1956  Seven  laboratory  categories.  CFI  scores  its  third  consecutive 

"grand  slam"  winning  all  7  first  place  awards . . . 

UK. HI  si    Q(    Alll\     PI  •  \X  Hilt 

I \sllsl    SERVK  t    PR 

UK 

CONSOLIDi INDUSTRIES 

HOLLYWOOD:  959  SEWARD  ST.    HOLLYWOOD  9  1441 

NEW   YORK:    521   W.   57TH    ST.     CIRCLE   7  4400 
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MONDAY  TH
RU  FRIDAY 

7  -.00  a.m.— 
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\l  noon
— 

6:00  p.m-
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26.6 58.9 
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More  listene
rs  than 

all  other  stat
ions 

heard  in 

Lansing  com
bined 

*Jan.  thru  Ma
r.  average 

C.  E.  Hooper,
  Inc. 

«,   .     a(>>as   sports music    & 

Represented  Nationally  by 

Venard,  Rintoul  &  McConnell,    Inc. 
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Sponsor    backstage   continued 

every  sense  is  a  vital  part  of  show  business  and  can  be  an  increas- 

ingly vital  part  of  any  advertising  and  merchandising  business. 

\\  hub  rather  naturally  takes  us  to  the  D'Arcy  Agencv-Budweiser 
excursion  into  still  another  show  business  area.  I  did  a  SPONSOR 

column  well  over  a  year  ago  timidly  proposing  that  major  adver- 

tisers and  agencies  might  consider  the  idea  of  finding  and  develop- 

ing their  own  stars  from  scratch,  rather  than  laying  several  million 

dollars  on  the  line  for  a  performer  who  has  suddenly  become  hot. 

I  said  this  anent  the  multi-million  dollar  Jackie  Gleason  deal. 

I'm  not  sure  I  though  I  hope  to  talk  to  the  D'Arcy  and  Bud  peo- 
ple at  great  length  to  find  out  about  this  I  that  the  agency-sponsor 

talent  development  program  I  suggested  is  what  D'Arcy  and  the 

Budweiser  folks  have  in  mind.  I  do  hear  that  they  are  "sponsoring" 
a  new  boy  singer  named  Steve  Schulte.  They  have  recorded  four 

sides  with  him,  and  are  having  these  released  by  the  ABC-Paramount 
record  division. 

With  talent  and  proper  handling  stars  can  be  created 

Recently  they  paid  the  line  charges  to  have  the  lad  picked  up  and 

carried  on  the  NBC  TV  Tonight  show  doing  two  15-minute  spots 

from  a  brewer's  convention  in  Texas.  I  understand  they  are  look- 
ing for  additional  radio  and  tv  time  on  which  to  present  him.  and 

that  they  are  putting  the  full  resources  of  their  field  staffs  behind 

the  promotion  of  his  records. 

If  this  young  man  is  a  talented  singer,  and  the  people  in  charge 

of  his  development  are  experienced  and  intelligent  show  managers, 

there  is  no  reason  in  the  world  why  he  cannot  be  built  into  a  tre- 

mendously exciting  attraction.  If  the  agency  is  successful  in  so 

building  him,  he  should  become  an  exceedingly  valuable  advertising 

and  merchandising  weapon  for  his  Budweiser  backers — more  valu- 
able in  that  he  will  be  associated  with  Budweiser  from  the  start. 

There  have,  of  course,  been  many  other  occasional  examples  of 

agencies  and  advertisers  utilizing  entertainment  in  off-beat  fashion 

as  a  powerful  merchandising  weapon.  Some  sponsors  have  bank- 

rolled and  distributed  tv  film  series.  During  the  war  the  Esty 

agency  did  a  remarkable  job  for  Camel  cigarettes  with  star-studded 

live  shows  playing  service  camps  and  bases. 

The  appliance  and  auto  makers  have  presented  spectacular  live 
shows  on  tours  and  at  conventions. 

My  point,  however,  is  that  no  single  agency  has  yet  considered 

show  business  and  its  potential  for  selling  merchandise  as  a  medium 

with  which  to  work  fully  and  continuously  in  the  same  sense  that 

the  agencies  work  with  radio  and  television. 

It  may  just  be  that  one  of  these  days  a  Y&R,  or  one  of  its  bright 

competitors  will  set  up  a  vice  president  in  charge  of  show  business 

merchandising,  including  radio-tv. 

And  under  him  a  department  which  will  utilize  the  finest  music 

writing,  publishing  and  exploitation  talent  available:  which  will  find 

and  develop  powerhouse  performers;  which  will  assemble  and  put 

into  operation  show  companies  on  tours,  etc.  Which,  in  short,  will 

utilize  show  business"  magic  in  helping  to  move  merchandise.       ̂  
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Formula    For    Sales: 

NCS *2X PULSE _  ACTUAL "  AUDIENCE 

This  is  the  29-county  area  in  which 

NIELSEN  gives  KCMC-TV  25% 
or  MORE  weekly  coverage. 

AREA  TELEPULSE  (February,  1957) 
of  this  same  area  shows  KCMC-TV 
clearly  dominates  this  area  with  an 
audience  MORE  THAN  2 Vi  TIMES 

that  of  the  second  station  -Providing 

DOMINATE  SERVICE 
TO 

117,100  TV    HOMES 

TELEPULSE  -  TOTAL  WEEKLY 
SHARE  OF  AUDIENCE 

KCMC-TV.  .49% 
STATION   "B"   197o 

STATION   "C"   \l°7° 

ALL  OTHERS   197o 

///  this  area  there  are: 

575,000  PEOPLE 

166,000  HOUSEHOLDS 

$600,000,000  Consumer 

Spendable  Income 

$450,000,000  RETAIL  SALES 
200,000  FARM  POPULATION 

Interconnected 

CBS-ABC 
Texarkana,Tex.-Ark. KCMC-TV 

Maximum  Power 

100,000  WATTS 
Channel  6 

Represented  by  Venard,  Rintoul  and  McConnell,  Inc. 

WALTER  M.  WINDSOR,  General   Manager  RICHARD  M.   PETERS,  Commercial   M., 

sponsor     •     4   m  a  1957 23 



Handy  Bookmark  Series 

Keep  your  place 
in  Los  Angeles 
with  KTTV 

24 

49th  ant 

Madison 

MFA  Mutual  fire  sale 

Maybe  sponsor  readers  would  enjoy 

this  memo  sent  to  us  by  Felix  Hen- 
drickson,  MFA  Mutual  supervisor  in 
Arkansas.  As  you  know  MFA  Mutual 

uses  many  radio  and  tv  stations  and 

encourages  our  agents  to  be  air-active. 
Announcer  Eddie  Goetze  of  Radio 

Station  KTLO  of  Mountain  Home, 

Arkansas,  had  one  for  the  public  Fri- 

day morning,  April  5th  when  the  fire 
department  answered  a  call  at  the 
home  of  Hiram  Byrd  where  a  flue  fire 
had  the  wall  paper  ablaze. 

We  quote:  "We  interrupt  this  pro- 
gram to  give  you  the  location  of  the 

fire.  The  Mountain  Home  Fire  De- 

partment is  answering  a  call  to  the 
fire  in  the  Hiram  Bvrd  residence  on 

College  Street.  THIS  FIRE  AN- 
NOUNCEMENT IS  BROUGHT  TO 

YOU,  (chuckle  .  .  .  now  this  is  a  good 
one  .  .  .  chuckle,  chuckle  ...  no  folks 

this  isn't  funnv!  .  .  .  chuckle) 
THROUGH  THE  COURTESY  OF 

HIRAM  BYRD.  MFA  MUTUAL  IN- 
SURANCE AGENCY.  And  reminding 

you,  don't  wait  until  it's  too  late,  see 
your  MFA  Mutual  Insurance  Agent 
today.  See  Hiram  Byrd  for  all  your 

insurance  needs.  I  repeat — the  loca- 
tion of  the  fire  is  at  the  home  of  Hiram 

Byrd  on  College  Street." W.  Judd  Wyatt 
director  of  advertising, 

MFA  Mutual  Insurance  Co. 

Columbia,  Mo. 

Convention   controversy 

I  have  just  gone  through  your  April 

20  issue  and  found  some  things  of  in- 
terest and  some  things  that  I  question. 

I  agree  with  some  of  the  points  you 

make  regarding  the  NARTB  conven- 
tion, in  your  editorial  page,  and  I  say 

the  headquarter  staff  is  entitled  to  a 

pat  on  the  back — but  evidently,  I  did 
not  attend  the  same  convention  you 

did.  It  was  the  biggest — it  was  well 

organized — it  was  sober — it  was  hap- 

py— but  I  don't  think  it  was  the  most 
constructive  convention,  when  I  stop 

and  think  of  the  problems  which  face 
this  industry. 

Editors  of  publications  should  help 
lead  an  industry  and  I  know  you  fight 
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fen    things    which   strengthen    the    in- 
dustry,     Take  anothei    g   I    look   al 

t F t i ~.  convention  and  help  the  industn 
think  about  how  to  do  better  in  the 
future. 

\inl  maj  I  mention  "This  we  fighl 

for"     I  take  exception  to  your  point 
linsl  private  firms  doing  the  work 

in  research.   Go  back  ini<>  history  and 
think    about    what    happened    when    the 

industr)  trie<l  to  do  a  job.  I  am  sure 
\(  S  #2  is  the  best  thai  has  been  done 

tu  date  and  I  am  sure  thai  if  the  bu) - 
er.  Beller  and  research  firm,  workinc 

with  VJRF,  gel  together,  thej  can  find 
ways  of  making  the  research  better. 

Edgar  Kobak 
Business  Consultant.  \etc   )  oil. 

Salesmen   select  SPONSOR 

You   will   undoubtedly    be   pleased   t<> 
learn  that  our  local  sale-  staff  ha-  voted 

SPONSOR  "The  Time  Sale-men'-  Mosl 

Valuable  Magazine.''  This  we  believe 
i-  the  reflection  of  their  desire  not 

onlj  to  keep  abreast  of  advertiser  and 
agenc)  activities,  bul  to  obtain  ideas 

which  the)  ma)  use  to  adapt  to  local 
situations. 

In  liiiht  of  this  high  honor  accord- 
ed SPONSOR,  we  wish  to  obtain  sub- 

scriptions for  each  of  them. 

Iu>\    M.   Schwartz,   advertising 
&   sales  promotion   infer.. 
WBZ  &  WW/.  I 

What  about  reprints? 

In  your  very  fine  publication,  you  fre- 
quent l\  have  articles  which  we  can  use 

to  advantage  in  contacting  local,  re- 
gional and  national  accounts.  Thev 

arc  always  extremely  appreciative  of 
this  information  and  frequently  it  is 
helpful  in  securing  new  business. 

The  purpose  of  this  letter  is  to  ask 
you  if  reprints  are  available  on  any 

and  all  articles  in  vour  publication 

and.  if  so.  on  what  basis  may  we  ob- 
tain them? 

Graham  H.  Moore,  director  of  sales 
KSBW-TV  &  KVEC-TV 

Salinas.  Calif. 
•  krtielea  of  unusual  interest  arc  reprinted. 
Tear  sheets  of  mosl  articles  arc  available  \*iihoui 
rharsr. 

Index  needed 

Could   you   help   us?     Is   sponsor    in- 
dexed anywhere?     We  badly   need  an 

article  index  to  your  \er\    useful  pub- 
lication for  our  library. 

Mary  Margaret  Smith,  librarian 
Brisacher,  Wheeler  Division 

Cunningham  &  Walsh.  San  Francisco 
•  SPONSOR     is     Indexed     sttmi  emrnellj       The 
listings  appear  in  July  and  January  i..ur<.  Tear 
sheets    of    indlees    are    available. 

When    sales    are    down   .  .  .  your  slip  is 

showing!   You   just  forgot  to  sell   South 

Texas  with  KONO  Radio.       Sell  'em  up 

down    South  without  a  barrel  of  money  .  .  . 

buy  KONO  Radio  at  the   lowest  cost  per 

listener   from   your   H-R   or 

Clarke  Brown   man. 

860  kc  5000   walls 

SAN    ANTONIO  ,*  RADIO 

NOW    RATED 

FIRST 
in  San  Antonio's  home 
county  by  N.C.S.  No.  2 

.  .  .  and  rated  FIRST  by  local 

advertisers  year  after  year  .  .  . 

for     lowest-cost     salesmanship 
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3  SALIENT  STEPS 

I TttpTouwi/ 

1.  Market  Power — NCS  #2  reaffirms  the  size 

of  this  surging  market .  .  .  WBTV  embraces  77  pop- 

ulous, prosperous  counties  .  .  .  more  than  three- 

and-a-half  million  people  controlling  four-and-a- 

half  billion  dollars  in  effective  buying  income. 

2.  Distribution  Power — WBTV  stands  astride 

one  of  the  two  top  distribution  centers  in  the  entire 

Southeast  .  .  .  wholesale  volume  exceeds  a  billion 

dollars  annually.  At  almost  the  geographic  center 

of  the  two  Carolinas,  Charlotte  is  the  distribution 

capital  of  the  richest  area  in  the  South. 

3.  Sales  Power — This  is  your  great  advantage. 

By  using  WBTV  as  your  one  basic  unduplicated 

medium,  you  cover  this  vast  market  effectively  with 

a  low  cost-per-thousand  and  superior  sales  results. 

Want  striking  success  stories  and  assistance  in 

blue-printing  your  own?  Contact  CBS  Television 

Spot  Sales. 

Jkfkkkwin  Standard  Broadcasting  Compant; 



SPONSOR 

WHAT'S    BEHIND 

DETROIT'S    $100    MILLION    AIR    BUDGET? 

This  week  finds  auto  advertisers  with  more  than 

$70  million  pledged  to  network  television  alone 

f^  dramatic  switch  in  the  basic  me- 

dia thinking  of  the  nation's  automobile 
manufacturers  is  underway.  The  air 

media,  traditional!)  considered  supple- 

mentary, are  toda\  emerging  as  De- 

troit's basic  buy. 
I'his  week,  with  Detroit-  media 

shopping  season  not  yet  over,  there  is 
at  least  $72  million  worth  of  network 

t\  business  on  the  books  for  1957-58 

b\  SPONSOR'S  estimate — about  2.V  , 
more  than  last  season.  The  $100  mil- 

lion SPONSOR  estimates  Detroit  will 

spend  for  all  forms  of  air  media  nun 

surpass     automotive     expenditures     in 

newspapers  Detroit's  biggesl  medium 

in  years  past.  (For  a  lisl  of  Detroit's 
net  t\  buys  to  date,  see  SPI  >NS<  >R- 
SCOI'K.  page  9.) 

Detroit  i-  apparently  buying  net- 
work tele\  i»i<'ii  tiiM  t"  1  arl\ 

.rack  at  the  1  boii  esl  availabilities, 

\nd  it's  buying  network  t\  like  pack- 
aged goods  companies  with  a  new  em- 

phasis on  circulation,  frequency  and 

spreading  the  risk.  You  can  take  this 
as  a  straw  in  the  wind,  however,  a- 
far  as  the  other  air  media  are  con- 

cerned: This  week  Ford  made  the 

largest    single    network    radio    bin    in 

-.     plunking     down     *">.">    million of   <  BS   Radio 

shov  - 

\\  hat's  behind  Detr<     -  the 

-n  alrj  the  ans  -  more  in 
the    realm    of    automotive    n 

than    it    does    in    air    me. I        -       -    ian- 
ship.  Trends  in  the  selling 
evolved     i"     the     point     where     the 

strengths  of  the  air  media  dovetail  t.>- 
da\   w  ith  Detroit's 

F01  I  '■  broil  has  lenl 

of  sales     -  It  has  sw  it<  bed 

advertising    emphasis    from    old-time 
nuts  and  bolts  cop)  t"  the  thrill  of  the 
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A  lot  of  factors  may  have  changed  the  Motor 

City's  mind  about  tv,  a  medium  it  once  regarded 

as  "fine  for  selling  soap — but  not  autos" 

ride  and  the  sense  of  master)  thai 
comes  with  a  car  responding  to  the 
slightest  touch.  It  has  found  tv  the 

effective  \\a\  t<>  dramatize  such  ap- 
peals; it  can  virtually  give  the  viewer 

at  home  a  demonstration  ride.  Detroit 

has  also  turned  to  styling  cars  for  the 
feminine  taste,  and  television  has 

proved  to  be  the  medium  that  reaches 
more  women  than  any  other. 

All  of  the  following  have  played  a 

role  in  making  1957  the  biggest  auto- 
motive year  in  air  media: 

Auto  design:  An  increasing  em- 
phasis is  placed  on  stvle  instead  of 

consumer  need.  The  passenger  car  in- 

dustry  thrives  on  creating  "obsoles- 
cence" through  design  rather  than 

through  motor  wear.  Its  economy  de- 
pends on  car  owners  trading  in  every 

year  or  two  regardless  of  how  many 

thousand  miles  are  left  in  their  "old 

crates."  There  is  little  doubt  that 

Chrysler  Corp.,  which  only  a  few  sea- 
sons ago  was  in  real  trouble,  has 

roared  back  through  this  year's  ultra- 
modern styling.  Smallest  of  the  Big 

Three,  it  has  scored  the  most  striking 

gains  in  1957.  with  first  quarter  sales 

of  $1.1  billion,  a  high-water  mark  in 
its  corporate  history  and  a  55%  gain 

over  the  same  period  a  year  ago.  There 

also  is  little  doubt  that  Chrysler's 
hea\y  use  of  tv  (  Lawrence  Welk,  Shoiv- 
er  of  Stars,  Groucho  Marx,  etc.) 

played  a  major  role  in  getting  its  styl- 
ing   message    through    to    the    public. 

The  American  woman:  Increasing 

emphasis  on  high-fashion  advertising. 

This  trend  goes  hand-in-hand  with 

auto  design,  since  much  of  the  de- 
sign is  aimed  at  the  distaff  side.  In  a 

speech  he  will  make  on  7  May  to  the 

Kansas  Cit\  Women's  Chamber  of 
Commerce,  George  W.  Walker,  vice 

president  and  director  of  styling  for 

Ford,  will  reveal  the  woman's  influence 

on  auto  styling  and  sales.  "Their  de- 
cision is  paramount  in  selection  of  a 

car's  color,"  Walker  told  sponsor. 
Automotive  colors  often  reflect  trends 

in  fashions  and  home  decorating.  The 

"jeweled"  look  of  instrument  panels 
are  slanted  at  the  ladies;  power  seats, 

power  brakes  and  power  steering  are 

all  adaptable  to  the  "feminine  touch." 

Even  power  windows  have  been  de- 

signed so  the  woman  operator  won't 
damage  her  fingernail. 

Todav,  woman's  role  in  bu\  ing  has 
changed  to  the  point  where  it  is  com- 

mon practice  for  auto  salesmen  to  take 

their  own  wives  along  on  demonstra- 
tions. While  the  salesman  talks  to  the 

prospect,  his  wife  talks  to  the  prospect's 
wife.  Compare  this  technique  with  the 
auto  television  commercial  of  today 

and  how  effectively  it  uses  the  female 

personality — Lincoln-Mercury's      Julia 

Meade.  Chrysler's  Mar\  Costa.  Chevro- 
let's Dinah  Shore.  They  are  not  the 

"Jayne  Mansfield  types"'  with  appeal 
for  men  only,  but  rather  high-fashion 
"ladies'  ladies."  Women  listen  when 

the)   talk. But  women  are  not  the  sole  key  to 

car  sales.  "More  and  more,  children 

are  influencing  automobile  purchases," 
says  Ernest  Dichter,  Ph.D.,  president 
of  Institute  for  Motivational  Research. 

"We  have  noticed,  in  the  course  of 
testing  television  commercials  for  J. 

Walter  Thompson,  the  importance  that 
children  attach  to  vitality  and  drama  in 

commercials  for  new  autos.  Ford's 
retractable  hard  top  is  a  good  example 

of  this  vitality  and  dramatic  appeal. 

Children's  reactions  to  this  kind  of 

thing  move  upward  in  the  family  hier- 

WHO'S  WHO    IN    AUTOMOTIVE   TV/RADIO    BUYINi 

CAR    BRAND 

Plymouth 

De  Soto 

Dodge 

Dodge  Trucks 

Chrysler 

Chevrolet 

Pontiac 

Bukk 

Oldsmobile 

Cadillac 

CMC  Trucks 

■  Ford  (cars 

and  trucks) 

Mercury 

Lincoln 

Edsel 

Nash  &  Hudsoi 

Studebaker 
Packard 

COMPANY     AD 

L.    T.    Hagopian 

dir.  adv.  &  sain  prom. 

6334  Lynch  K  1     Detroit  3 

James  L.   Wichert 
dir.  adv.  &  sales  mgr. 
6000   Wyoming,  Detroit  3 

A.  C.  Thomson   adv.   mgr 
Wendell  D.   (Pete)    Moon 
dir.   adv.   &    sales   prom. 

7900  Joseph  Campau  Ave. 
Detroit  11 

W.  D.  Moore  dir.  adv.-mer 
A.  C.  Thomson  adv.  mgr. 
W.  L.  Kessinger  asst. 
21500  Mound   Rd.. 
Detroit  31 

Burton  R.  Durkee  dir.  ad 

&    sales    prom.    &    H.    L 
Ault   adv.   mgr.    12,200  E 
Jefferson    Ave.,    Detroit 

W.  G.    (Bill)    Power 

GM  Bldg.,  Detroit  2 

B.  B.  Kimball 
Pontiac  11,  Mich. 

Paul  Holt 

Hamilton  Ave.,  Flint  2 
Mich. 

L.  F.  Carlson  dir.  of  sdv 
Townsend  St.,  Lansing  21 
Mich. 

W.  T.  LaRue  merch.  mgr, 

2860    Clark    Ave.,    Detro 
32 

H.  T.   DeHart 
660  South   Blvd..  East 
Pontiac,  Mich. 

Henry    M.   Jackson    v. p.    & 

supv.  Ford  car 
W.  G.  Moore  v. p.  &  supv. 
Ford   truck 

3000   Schaefer    Rd.,    Dear 
born,  Mich. 

R.  J.  Fisher,  adv.  &  sales 

prom.  mgr.  3000  Schaefer 
Rd„  Dearborn,  Mich. 

J.  J.  Seregny 

3000   Schaefer    Rd.. 
Dearborn,   Mich. 

E.  E.  Foi  adv.  mgr. 

3000   Schaefer    Rd.,    Dear 
born,  Mich. 

Fred  W.  Adams  dir.  ad 
&  roerch.,  14250  Plymouth 
Rd.,  Detxoit  32.  E.  B.  Bro 

gan,  adv.  mgr.  Rambler 
A.  D.  Gage  adv.  mgr 
Nash.  Hudson  &  Met 

ropolitan 

S.  A.  Skillman   gen.   sal< 
mgr..  635  So.   Main,  South 
Bend.  Ind. 

■■    ■   

AGENCY 

N.  W.  Ayer  &  Son 
4)00   I'm. . I.-.  ..i    Bldg. 
Detroit  26,  Mich. 
BBOO 

1800    Penobscot   Bldg., 

Detroit 

Crant  Adv.,  Inc. 
2900  Guardian    Bldg., 

Detroit 

Ross   Roy,   Inc. 
2751   E.  Jefferson  Ave., 
Detroit  7.  Mich. 

McCann-Erickson 
3546  Penobscot  Bldg.,  De 
troll. 

Campbell-Ewald  Co 
CM  Bldg.,  Detroit 

MacManus,  John  & 

Adams,  Inc. 
Bloomfield  Hills  Mich. 

Kudner  Agency,  Inc. 
575    Madison    Ave., New  York  City 

D.  P.  Brother  &  Co. 

CM   Bldg.,  Detroit 

MacManus,    John    & 
Adams,  Inc. 
Bloomfield  Hills.  Mich 

Kudner  Agency,  Inc. 
575  Madison  Ave.,  New 
York  City 

|    Walter  Thompson 
2130  Buhl   Bldg..   Detroit 

Kenyon  &  Eckhardt 1500  Penobscot  Bldg., 

Detroit 

Young  &  Rubicam 1600   Penobscot    Bldg., 

Detroit 

Foote,  Cone  & 

Belding 

1060  National  Bank  Bldg 
Detroit 

Ceyer  Adv.,  Inc. 14250    Plvmouth    Rd., 
Del  roil 

Benton  &  Bowles 

444    Madison    Ave,    New 

York  Chv 

ACCOUNT    EXECUTIVE 

w'm.  T.  Lowe  supv.  ser. 

warren  Abrams  radio  &  I' -erv.   rep.,   Detroit 

R.  E.  Anderson  gen.  mgr. 

John  McKee  acct.  supv. 

M.  B.  Calher  a.e. W.  A.  Hammond 

media   dir. 

W.    H.   Cerstenberger   v.p 
&   acct.   supv. 

Robt.  C.  Lyon  a.e. 

F.     W.     Ovcresch..   v.p.     & 
acct.  group   head 
Robt.  M.  Ellis  a.e. 

Colin  Campbell  -r.  v.p.  & 

gen.  a.e.,  Philip  L.  Mc- 
Hugh    v.p.    radio   &   tv 

Hovey  Hagerman  sr.  v.p. 

Neve  Richards 

Sheldon    Moyer   v  p.   & 
ass't.  mgr. 

\  .    L.   Corradi.  a.e. 

Chas.  F.  Adams  v.p. 

J.    w.  Millard 

Donaldson    B.   Thorburn 

v.p.  &  supv.   radio  &  tv 

D.  J.  Cillespie.  v.p.  (  acct. 

-upv  .  Richard  T.  O'Riley 
v.p.  &  sr.  a.e.  W.  C.  Mar- tin  vp.  &  a.e. 

A.  P.  Butler  v.p.  &  acct. 
sup*..  H.  E.  Beard  a.e.. 
J  R.  Bracken.  Jr.  a.e.. 
T.   R    Mavnard.  Jr.  it. 

Bruce  Miller 
Albert    Remington 

J.   F.   Henry   v.p.  &   a.e. 

E.   J.    Rogers   a-M.   a.e. 

TIMEBUVER 

I  New    York  I    Helen    Hart- 
wig  &   Richard   Biinbury 

L.   \veinrich   media  Mipv 

W.    B.    Cruuse 

James  A.  Brown 

Carl  E.  Ha-sel  v  p.  I 

media  dir 

Kelso  Taeger  media  dir. 

w  m.   J.    Davis   ass't. 
media   dir. 

Carl    Georgi    v.p.    &    media 
dir. 

(  ha-.   N.  Campbell 

media  dir. 

John   Mar-ich.    Ann  Gardi- 
ner.  Marge  Scanlon 

Uatts  U acker  media  dir. 

Jack    waUh 

Elmer   H .    Frorhlich 

v.p.  dir.  of   media 

John    Marsich.    Ann Gardiner 

Ralph  Bachman  media  dir. i  Detroit 1.      Tom      Glynn. 

Dorolhv     Thornton      >  \e 

York  l 
Brendan      Baldwin     media 
-up.     i\r»   York  I.  Don  C 

Miller  sr.   v.p..   I.     Ken 
nedv 

C.    V    Nnon 
R.  C  Holbrook 

Robt.  Hussey.  media  dir. 
Genevieve  Lemper  cnief 
limebuver    (Chicago) 

J.    R.   Ti-livk)    Detroit media  dir. 

Janir^  Black  accl.  supv 

Frank  Slephan  a.e. 
Richard  McCo<*y 

SOURCE:   Tills   di lied   for   8PONBOB  by  William  II.    CartHTight.   manager  of  Edward  Petry  &■ 



Copy  switch  from   nuts   'n*  bolts  to  style  fits  tv  e 

ra 

Tin-  old  emphasis  on  mechanii  >l  supei i 

orit)  i-  refhx  i  ■!  in  the  \\  illys  Knighl  ad, 

uppei  t  mlii.  I  oda) 's  can  feature  d(  sign 

.1-  i'<  idenci  il  I  ■  %  (lux  sler  i  oi  p's  fabi  ii 

photo  ii  i  ight,  l'\  the  high-fashion  shot  oi 

.1  Men  urj  below .  and  1  >  v  the  t  lldsmobile 

picture  with  plenty  oi  woman-appeal  al 

Iowa  i  ight.  I  \  •  ommen  ials  feature  such 

personalities  as  Julia  Meade  and  Marj 

•  oata  i"  emphasize  the  new  slant  al 

Hoiin  ii  as  .i  purchasing  powei  jusl  as  i  ai 

salesmen  todaj  take  theii  wives  along  on 

demonstration    rides    to   spui    their   Bales 

WlLLYft-KNICHI     S/  \ 

' 

arch)  and  have  a  direct  influence  on 

buying  decisions,  especiallv  when  par- 
ents have  no  strong  brand  preference. 

"While  women  and  children  must  In- 

recognized  as  important  factor-.""  Dr. 
Dichter  continued,  "advertisers  tnusl 
not  overlook  the  fact  that  tin-  man  in 

the  famil)  seek-  satisfactions  for  him- 

BeH  in  an  increasingly  frustrating 
world  over  which  he  has  little  control. 

He  derives  satisfaction  not  onl)  from 
the  power  of  his  car  but  also  from  its 

responsiveness.  The  Feeling  that  this 

instrument  does,  after  all.  re-pond  in- 
stantl)  to  his  touch  uives  him  a  sense 

of  master)."'  I  Most  ride  demonstra- 
tion via  t\  commercials  certain!)  con- 
vex this  mastery-of-motion  feeling.) 

"  I  he  successful  appeal  to  the  car  buyer 
will  use  all  these  famil)  needs,  weaving 
them  into  a  commercial  which  will  act 

effectivel)  for  mother,  father,  chil- 

dren. '  \\  ith  close  to  '20  programing hours  a  week  slated  for  t\  next  fall. 

auto  manufacturers  will  have  a  chance 

to  do  just  that. 

Prestige:     Cars   are   social   climbers, 
too.     Ever)  auto  compan)   is  trying  to 
push  its  own  make  a  little  higher  up  in 

Motordom  -  social  register.  \\  hen  su<  - 

cessful,  it  i-  reflected  in  greatei  public 
acceptance  and  increased  sales.  There 

have  been  cases  ol  auto-  width  have 

been  on  the  market  for  years,  which 

are  median icall)  excellent,  hut  which 

ha\e  never  made  the  grade  in  public 

prestige.  Sponsorship  of  a  good  t\ 
show  and  it-  identit)  with  the  sponsoi 

has  been  found  effective  in  building 
this  feeling  of  prestig 

""  Automobile  advertising  seems  to 
reap  particular  benefits  from  program 
association,  says  Leonard  Kudisch, 
executive  vice  president  of  Schwerin 

Research  Corp.  "lor  example,  com- 
mercials for  one  make  had  no  effec- 

tiveness gain  when  tested  in  a  partici- 

pating -how.  bul  gol  seven  percent  of 

ARTICLE     IN     BRIEF 

Current  buying  at  auto  companies  and 

agencies  indicates  a  S 1 00  million  year 

for  air  media,  its  biggest  ever.  This 

fall,  night  net  tv  will  find  cars  ad- 

vertised practically  across  the  board. 

A  change  in  Detroit  thinking  is  respon- 

sible for  tv  becoming  a  basic  medium. 

the  audience  to   switch   to  the   I 
when  tested  on  im  whii  h  the 

advertise!  had  been  sponsorii 

long  time.  Uong  with  this, 
brani  e  of  i  "pv   points  m  is  than 
tw  ii  .■  as  high  on  the  - 

Schwerin  Resea         -  '  •  it i\ «- 
\l-  isure    i-   a    test    in    which    v  i< 
i  ho  k.  before  and  afti 

■■  ial.    which    make    produi  t    t) 
like  to  win.  and  the  change  in  i  h 

i-  noted.    I  "i  autos,  the  "hVr  i-  a  sub- 
stantial toward  the     i  - 

deal  the  winner  can  mak< 

In  general,  Schwerin  R<  »  in  h  found 

in  summing  up  all  te-t-  in  the 
thai  54r<    m|  i  ar  commen  ial-  i tic  ant    it 

le    changing    t->     the    advert 

brand.      "I  hat  i-  below   the  overall 

for  conii  'i  all  field-."' 
Kudisch   admit-.     "It    i- 

for   example.    t.>   swa)    women's         '■ 
es  in  tl        •  autv    product  fit ;  ' 

hut  it  nevertheless  shows  that  a  lot  "f 

automobile  commen  ials  are  prodn 

suits." 

New    marketing    knowledge: 

I  Please  turn  to  /«/_•    77 

In- 
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:h,Jid  Milner  Proilurt-'  -uccess  is  the  know-how  of  Howard  S.  Cohoon.  1..  president  and  Gordon  Best  Advertising   Agency.    Shown   exam- 
ining sales  promotion  material  with  Cohoon  are  Frank  F.  Morr,  agency   v.p.,  and  account   executive  and   Gordon   Best,   r.,  agency   president 

THE    FABULOUS    RISE    OF    MILN! 

Sales  of  a  pine  oil  cleanser  and,  later,  a  synthetic  starch 

went  up  90-fold  in  nine  years.    The  prime  media:  tv  and  radio 

C«very  once  in  a  while  some  little- 
known  company  or  product  rockets 

across  the  advertising  firmament  leav- 

ing a  fiery  trail  of  record-breaking 
sales  in  its  wake. 

The  sight  of  this  blazing  success  is 
usually  like  a  shot  of  Benzadrine  to 

admen,  who,  after  shaking  off  the  ef- 
fects of  after-lunch  Martinis  and  hum- 

blj  repledging  their  faith  in  advertis- 
ing, will  eagerly  ask:  Who  (or  what) 

did  it? 

( )ne  of  these  rocketing  successes  is  the 
Milner  Products  Co.  of  Jackson,  Miss., 
makers  of  Pine-Sol  and  Perma  Starch. 

During  its  nine-year  slam-bang  history, 

30 

Milner  increased  its  sales  from  a  start- 

ing point  of  $77,000  to  what  is  pre- 
dicted to  be  (and  what  will  likely  be) 

$7  million  in  1957.  To  those  interested 

in  mathematics,  that's  a  90- fold  jump 
or  a  9,000' ,  increase,  depending  on 

how  you  like  to  figure  these  things.  It's 
also  about  40'  {   above  1956. 
Who  (or  what)  did  it?  Tv,  radio 

and  Howard  Cohoon — though  not  nec- 
essarily in  that  order. 

Cohoon  is  the  president  of  Milner 
Products.  He  took  over  tbe  reins  of  the 

company  after  a  rising  land  still  ris- 
ing) young  southern  industrialist  by 

the    name    of    R.    E.    Dumas    Milner 

bought  it  in  1948  and  today,  obviously, 

is  damn  glad  he  did.  At  the  time  Mil- 
ner bought  it,  the  firm  went  under  the 

name  of  Magnolia  Chemical  Co.  and 
was  a  local  janitorial  supply  house 

selling  a  pine-oil  disinfectant. 

Cohoon,  with  the  aid  of  Gordon  Best 

Advertising,  took  this  janitor's  disin- 
fectant, turned  it  into  a  grocery  prod- 

uct, named  it  Pine-Sol.  advertised  it 

aggressively  and  punched  through  to 
national  distribution  in  about  five  \  ears. 

Though  Cohoon  and  the  agency 
started  off  with  newspaper  advertising, 

the  air  media  quickly  showed  a  su- 

perior  sales-influencing   ability.     Con- 
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Bidering  the  nature  of  the  product 
i  combination  household  cleanse] . 

disinfectant  and  deodorant  it  i  not 

surprising.  The  air  media  nave  shown 
time  and  again  their  effectiveness  in 
selling  this  and  similar  type  products, 
notabl)  soap. 

Cohoon  feels  the  explanation  for  air 

media's  superioritj  and  he's  got  con- 
sumer research  studies  to  hack  it  up 

i~  .1-  follows:  "While  l><>th  Pine-Sol  and 
Perma  Starch  provide  benefits  ti>  the 
ii^i-r.  when  either  one  is  used  the  home- 
maker  is  not  not  dressed  at  her  best. 

She  is  not  entertained,  she  i-  not  beau- 
tified. In  brief,  Pine-Sol  and  Perma 

Starch  are  not  glamorous  products. 

"Since  this  is  so  we  cannot  expe<  I 
there  will  be  much,  if  any,  innate  de- 

sire on  the  part  ol  women  t<>  expend 

the  effort  t<>  reali1)  read  and  find  out 
about  »ur  product.  So  they  are  natu- 

rals for  advertising  l>\  the  spoken  word 
the   forte   of   radio   and   t\.     Resides, 

we  gel  the  added  advantage  <>f  the  en- 
thusiasm,  the  salesmanship  and  the 

persuasiveness  of  a  g   1  salesman." 
I5ut  the  clincher  is  thi>:  "  \t  least 

for  our  products  we  have  found  thai 

ARTICLE      IN      BRIEF 

Milncr  Products  will  spend  $1.25  mil 

lion  on  advertising  during  this  year, 

90°o  in  spot  tv,  spot  and  network 
radio.  The  know-how  and  aggressive 

advertising  made  a  pine  oil  cleanser 

and  a  synthetic  starch  the  leaders 

in   their  respective  fields  of  endeavor. 

pel  sonalized   Belling    a<  i  omplishes   the 

desired  result." 
This  \eai  Milnei  will  Bpend  90'  I   ol 

it-  ad    budget    On   BpOl    t\    and   -pot    and 
network  radio.  This  budget  will  total 

about  1 1 .25  million,  up  in  mi  K  50'  I 
from  last  year,  with  an  additional 

(250,000  for  sales  promotion.  Tin- 
share  ol  advertising  to  estimated  Bales 

is  thus  about  I!!' ,  .  Interestingly 
enough,  this  is  identical  to  the  share 

reported  for  soaps,  polishes  and  de- 

tergents this  J  car  in  a  -in  \  e\  made  b) 
the  W  \  in  January.  While  Pine-Sol 
and  Perma  Starch  do  not  quite  fit  into 

the  soap-polish-detergenl  category,  the 
two    Milncr    products    are    probabl) 
closest   to   il    than   an\    othei , 

The  hea\ \  ratio  of  ad  monies  to  aii 

ntl)    well   al 

budget.    In  l'>>V  iIh    • 

m  I" 

the  two   in  me i ceived  the  lit  •    until  I  i 

\\  iih  the  pin  'i  in 
.   there  -u  ■  t .  h   i 

•  in-.-  ol  the  i"  ed  to  den 

produi  i    and    its  pn 
Starch    ii  parativel)    1 1 
thetic  and  one  stan  hing,  the  label  tells 

housewives,  will  last  ihn  i  t>> 1 5  washings. 

So  last  yeai  Milner  plunked  ~>2' <   of it-  ad  dollars  on  t\  at 
lli  i  —  \  eai  the  figures 

I  he   -hair   f"i    radio,   however,   h 
'  "I   n  -  real  res  the  medium. 

lie  explain-: 

"I  \ en    though    Pine-Sol    doe-    not 
benefit  as  mu<  h  fi    t  isu  il  sell  • 
i  .in-.-  the  produi  i  does  not  lend  itself 
as   well   t"  demonstration,   it 

omical   for  our   him  to  bu)    t\    for 

two  pi  oducts  than  one.    I  hi-  i- 
of  the  t\  package  announcement  ; 

IIODUCTS 

Television:  Milner  uses  minutes  within  web 

t\  -how ~  not  sold  nationally  in  -mailer  mar- 

ket-. Shows  bought  into  include  "NBC  Mati- 

nee:"  (IBS   T\ '-   "Ilon-epartv."    I  shown    above) 

Radio:    Winner  of  Milner's  household  hints 

contest    sews    button    on    Robert    Q.    Lewis' 

jacket.     Lewi-"    CBS    Radio    -how    and     \B< 

Radio's    "Breakfast    Club"    help    promote    the 
contest.     Milner    buys    Eve    minute-    of    each 



Milncr  spends  90%  of  its  $1.25  million  ad 

budget  on  spot  tv  plus  spot  and  network  radio 

commonl)  available.  B\  and  large,  the 
discount  for  a  maximum  announce- 

ment package  is  twice  the  discount  of 

the  minimum  package  so  that  it  be- 
comes pure  economics  to  buy  tv  for 

both  products.  Were  it  not  for  this 
fact,  we  undoubtedK  would  be  using 

more  of  our  Pine-Sol  budget  on  radio."' 
Another  economic  argument  here, 

Cohoon  says,  is  that  Milner  is  able  to 

use  tv  during  its  cheapest  time  periods 

— meaning  daytime,  of  course,  since 
the    firm    seeks    a    female    audience. 

Milner's  economical  tiinebuying  has 

Principal  owner  of  Milner  Products  is  R.  E. 
Duma-  Milner.  young  Southern  industrialist, 
who  bought  firm  in  1948  for  $48,000.  Milner 
i-  the  largest  General  Motors  dealer  in  the 
U.  S.,  owns  two  hotels,  a  radio  station,  is 
constructing  office  buildings,  a  shopping  center 

collared  the  firm  an  average  tv  cost- 

per-1,000  of  58c.  On  radio,  the  aver- 
age has  been  running  about  95c. 

Tv  schedules  average  about  000  an- 
nouncements per  week  on  59  stations 

in  56  markets.  This  gives  the  two  prod- 
ucts about  23  million  gross  impressions 

per  week.  Milner  uses  minutes  where 

it  can.  but  also  20-seconds  and  I.D.'s. 
In  his  search  for  minutes.  Cohoon. 

who  spends  about  half  his  time  on  the 
road  and  handles  a  considerable 

amount  of  the  timebuying  chores  him- 
self, has  corralled  a  number  of  the 

longer  announcements  within  daytime 
tv  network  shows.  This  is  particularly 

true  on  smaller  stations,  many  of  whom 
are  fed  network  shows  on  a  sustaining 

basis  and  sell  the  time  locally.  Among 

these  spot-in-network  buys  are  minutes 
in  the  Arthur  Godfrey,  Art  Linkletter. 
Garrv  Moore  and  Bob  Crosby  shows 

on  CBS  TV  and  Queen  for  a  Day  and 
NBC  Matinee  on  NBC  TV. 

Carrying  the  brunt  of  radio  adver- 
tising are  five  minute  segments  on  the 

Robert  Q.  Lewis  show  on  CBS  Radio 
Saturday  mornings  and  Breakfast  Club 
on  ABC  Radio  Monday  mornings. 

Spot  radio  is  used  in  four  markets 

where  Milner  isn't  using  tv  both  be- 
cause it  provides  a  continuing  yard- 

stick of  radio  efficiency  and  because 

the  stations'  personalities  have  some- 
thing extra  on  the  ball.  Also  used  is 

WJQS.  Jackson,  Miss.,  which  has  been 

bought  for  an  exceptionally  good  rea- 
son: Milner  himself  owns  it. 

The  web  radio  shows  are  the  adver- 

tising spearhead  of  an  intriguing  and 
successful  sales  promotion  operation. 

This  is  the  Mrs.  Homemaker's  Forum 
contest,  which  is  promoted  only  on 
radio.  To  quote  a  publicity  release 

about  the  Forum:  "This  organization, 
sponsored  by  Milner  Products,  invites, 
collates  and  disseminates  household 

hints  to  ease  the  work  load  of  home- 
makers  the  nation  over  and  rewards 

enterprising  housewives  for  sending  in 

their  practical  household  hints  with 

cash  prizes  and  Florida  vacations." 
But  that's  only  part  of  it.  The  hint- 

are  collected  in  a  column  and  syndi- 
cated in  about  4,000  newspapers.  Spe- 

cial columns  are  also  supplied  to  re- 
tailers who  use  them  in  ads  and  an 

encyclopedia  of  these  hints  has  been 

published.    The  hints  collected  are  not 

onl)  aboul  Pine-Sol  and  Penna  Starch, 
it  should  be  pointed  out.  but  each  col- 

umn has  one  item  about  the  Milner 
brands  tucked  awa\    unobtrusively. 

Last  year  the  Forum  received  750.- 

000  hints  plus  a  Pine-Sol  or  Perma 
Starch  label  during  contest  time,  which 
is  the  first  three  months  of  the  year. 

This  year  the  total  is  expected  to  be 
well  over  a  million.  Each  week  during 
the  contest  nine  winners  receive  $5.  At 
the  end  of  the  contest.  40  housewives 

and  their  husbands  are  awarded  Flor- 

ida vacations.  This  year,  for  the  first 
time,  four  retailers,  four  salesmen  for 
brokers  and  one  broker  were  also  given 
Florida  vacations  for  the  best  mer- 

chandising support. 

One  of  the  most  interesting  aspects 

of  the  Forum,  which  has  been  in  exist- 

ence for  three  \ears.  is  that  the  sending 

of  hints  started  out  as  a.  spontaneous 
affair  and  turned  into  a  contest  later. 

There  is  little  else  in  the  Milner 

story  that  is  spontaneous,  however.  It 
is  a  story  about  people  who  knew  their 
business  but  were  also  willing  to  take 
a  chance.  The  measure  of  that  know- 
how  is  the  fact  that  Pine-Sol  and 

Perma  Starch  are  the  only  nationally- 

distributed  brands  of  their  type  and 

are  far  and  away  the  sales  leaders  in 
their  respective  fields.  It  is  notable 

that  Perma  Starch  did  not  get  off  the 

ground  until  Cohoon  took  it  over.  And 
it  is  also  notable  that  before  Dumas 

Milner  took  over  that  small  Jackson. 
Miss.,  chemical  firm  for  $48,000,  pine 

oil  interests  in  Mississippi,  which  is 

the  biggest  producing  area  of  pine  oil, 
had  tried  to  interest  P&G,  Colgate  and 

Lever  Bros,  in  marketing  a  pine  oil 

product  without  success.  At  present 
Milner  Products  is  the  biggest  user  of 
the  stuff  in  the  world. 

As  a  matter  of  fact,  when  Dumas 

Milner  first  took  over  Magnolia  Chemi- 

cal he  wasn't  sure  how  pine  oil  could 
be  marketed  though,  to  be  sure,  this 

canny,  young  industrialist  I  he  was 
onl)  31  at  the  time)  had  some  inkling 

of  its  potential.  When  Cohoon  was 

persuaded  to  come  in  as  general  man- 

ager, he  wasn't  sure,  either,  how  to  sell 
it.  Cohoon  s  considerable  experience  in 

the  soap  business  provided  him  a\  it h 
ideas  on  how  to  find  out  and  he  trav- 

eled around  the  South  for  a  while 

talking  to  retailers  and  brokers.  The 
end  result  was  the  decision  to  make 

a  household  cleanser  out  of  an  institu- 

tional disinfectant  and  fight  to  get  shelf 

space  next  to  other  cleansers.  ^ 



H 
One    highlight   "I    heavily-attended    lA'a    sessions    was   address   bj    Professoi    Frey,    who's    conducting     \N  V- 

SPONSOR    asked    at    the    4A's    meeting 

WHY   DON'T  YOU    BUY   MORE   SPOT? 
Marketing  strategy,  not  cost  of  lian<lliii<;  *|>ot.  dictates  amounl 

recommended  to  client,    saj    beads   <>1    ad  agencies   questioned 

_^  w  ill  II  SI  I  rill  It  SPRINGS,  W.  VA. 

\^nul(l  spot  t\  and  radio  gel  a  larger 
(hunk  of  the  advertising  dollar?  I? 
spot  more  expensive  to  handle  than 

other  media?  Doc-  this  mitigate 
against  spot? 

I.a-t  week,  in  the  premature  heal 
of  White  Sulphur  Springs,  SPONSOR 

put  these  questions  to  agencj  man- 
agement while  600  members  of  the 

!  \  s  were  gathered  at  The  Greenbriei 

for  their  annual  idea  exchange. 

For  a  three-da)  respite,  at  least. 
competition  between  agencies  w,i« 
relegated  to  golf  links  and  bridge 
tournaments  and  in  this  relaxed  at- 

mosphere management  executives  of 

agencies  ranging  from  under  $]  mil- 
lion in  billing  to  well  over  $200  mil- 

lion concerned  themselves  with  prob- 
lems  common   to   all. 

One  such  problem,  although  not 
actual!)  on  the  agenda,  is  the  relative 

profitability   of  the  various  media.    It's 

a  subject  that  ma)  come  under  <  losei 

scrutin)  within  the  next  yeai  as  the" 
findings  of  the  W  \  *s  stud)  ol  agenc) 
sei  \  ices  begin  t"  ernei  ge 

In  his  27  \pi  il  address  t"  the  I  \  - 

Professor  Vlberl  Frey,  who's  conduct- 
ing the  \\  \  study,  said  that  the  hx  us 

of  his  -in  \  c\  w  ill  be  upon  the  i  • 

of  agenc)  services.  Agencies,  who  feel 

the)  must  justify  their  15*/J  commis- 
sion, are  studying  more  closel)  than 

r'  ei   before  their  cost  ol  i  >pei  ation  as 

ARTICLE     IN     BRIEF 

Spurred  by  ANA  study  of  agency  ser- 
vices, members  of  4A  s  are  studying 

agency  cost  of  operating,  including 

cost  of  handling  different  media.  Most 

find  tv  programing  department  a  bigger 

cost  factor  than  spot  buying,  feel 

client   needs   dictate    media   decisions. 

well  as  the  cost  ol  the)  fur' 
II. .w     do    Bpot     t\     and 

Up     under    this    SCTUtin)  ?       \nd     what 
effect,  if  an) .  does  this  1 

fling  ha\e  upon  the  dolla 
into  thes< 

sponso  mred    thes 

vi  ith  heads  of  a  broad  <  i    -  n  of 

B     from     - headquartered     in    W  »   J 

W  alter     I  hompson.    BB1  K  '     I 

to  outside-New   i 
ild     Advertising    in    \ 

Tatham-Laird  in  Ch 
com     &  San    Francis 

Lindse)     v\     Co.     in     Ri<  hmond, 
Idler.  Neal  and  Battle  in   Atlanta.  Curl 

I  Denvei    Set    'iam. 
Louis  v\  Brorb) .  Chi< 

I  he-'  -    lie  of  the  concl    - 

emerging  from  sponsor's  sun •    I  \.-r\  one  "f  tl  nen  inter- 
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Cost  of  handling  media  varies  with  type  of  client, 

size  of  agency,  methods  of  buying,  say  agency  heads 

viewed  pointed  to  an  increased  share 
of  the  agent)  s  hilling  in  spot  during 

L956  compared  with  1955  and  pre- 
dicted further  growth  during  this  year. 

•  Most  agencies  do  cost-accounting 
l>\  clients  rather  than  by  media.  In 
that  manner,  they  feel,  they  achieve  a 
better  balance  of  service  for  each 

client  without  being  prejudicial  in 
terms  of  the  cost  of  handling  different 
media. 

•  In  most  agencies  as  much  as  a 

25',  fluctuation  in  spot  billing  one 
way  or  the  other  would  not  affect  the 

agency's  overhead  in  terms  of  per- 
sonnel on  staff  to  handle  spot. 

•  The  relative  profitability  of  han- 
dling spot  tv  and  radio  varies  widely 

depending  upon  the  size  and  geo- 
graphic extent  of  a  campaign.  Thus 

a  long-term  saturation  spot  campaign 
may  be  cheaper  for  the  agency  to 

handle  than   a   one-shot   network  buy. 
•  The  expense  of  handling  spot,  in 

giant  air  agencies  particularly,  is  often 
less  than  the  high  cost  of  maintaining 

a  fully  staffed  programing  department 
for  network  buys. 

•  Criteria  totally  unrelated  to  profit- 
ability for  the  agency  and  stemming 

rather  from  the  nature  of  the  spot 
media  usually  dictate  agency  media 
recommendations  to  clients. 

According  to  top  agencymen,  the  ra- 
dio and  tv  stations  themselves  as  well 

as  their  reps  hold  the  trump  card  on 

making  spot  a  more  appealing  buy. 

It's    up   to    them   to    cut    through    the 

paperwork  maze  which  adds  to  agenc) 
overhead  in  placing  spot  campaigns, 
and  more  important,  to  make  spot 

more  competitive  with  network  aud 
thus  a  better  buy  for  clients. 

Here's  how  top  agency  executives 
analyze  their  handling  of  the  spot 
media    today : 

►  Can  spot  become  a  better  buy? 

"Spot  isn't  the  perfect  medium  for 
every  client  or  every  advertising  objec- 

tive," said  Bryan  Houston,  chairman 

of  the  board  of  Bryan  Houston.  "Fre- 
quently availabilities  are  tight.  Sta- 

tions tend  to  jam  in  too  many  com- 
mercials in  top-rated  time.  So  you 

end  up  with  a  choice  of  squeezing  in 

20"s  or  10's  among  a  batch  of  other 
commercials  or  moving  into  second- 

rate  time  periods." Another  major  factor  to  mitigate 

against  greater  use  of  spot  is  the 
number  of  new  network  segmentation 

plans  vying   for  sponsor  dollars. 

"No  network  can  take  the  place  of 
a  good  popular  local  personality  in 

persuasiveness,"  says  Houston.  "But 
once  such  a  personality  becomes  suc- 

cessful, he  sometimes  allows  his  show 
to  be  overloaded  with  commercials. 

On  that  score  and  in  terms  of  product 

exclusivity  the  networks  give  better 

protection." 
Two  top  executives  from  Southern 

agencies,  discussing  their  spot  tv  strat- 
egy during  an  afternoon  respite,  pointed 

out  that  the  continued  growth  of  tv  has 
made  the  handling  of  spot  less  costly 

than  in  the  early  days  of  the  medium. 

"We've  been  using  tv  for  our  clients 
since  1948,  and  today  spot  accounts 
for  about  one-third  of  our  total  bill- 

ing," Dan  W.  Lindsey,  Jr.,  president 
of  Lindsey  &  Co.,  Richmond,  Va.,  told 

sponsor.  "But  until  about  a  year  ago. 
spot  tv  was  very  unprofitable  for  the 

agency  because  of  the  high  cost  of 

production.  As  tv  accounts  have 
grown,  the  medium  became  profitable 

for  us." 

"As  you  use  more  markets  you  can 
amortize  the  cost  of  film  and  produc- 

tion." said  William  W.  Neal,  partner 
of  Liller.  Neal  &  Battle,  Atlanta. 

"The  only  trouble  is  that  local  tv 
stations  are  programing  more  and 

more  film,  and  don't  maintain  full-time 
live  crews.  So  you  have  to  pay  any- 

where from  $5  to  $75  extra  if  \ou 
want  to  have  a  crew  there  for  live 

commercials." The  Lindsey  agency's  largest  spot 
advertiser,  the  James  G.  Gill  Co..  a 

regional  coffee  brand,  uses  syndicated 

half-hour  shows.  Says  Lindsey.  "Today 

you  don't  have  to  go  to  film  to  insure 
good  commercials.  Local  tv  stations 
are  doing  an  increasingly  good  job 
with  their  live  announcers  and  their 

technical  crews.  And  stations  and 

media  reps  both  are  doing  a  better  job 

these   days   of   selling   against   print." 
►  Hon:  costly  is  spot  for  the  agency? 

That  is  probably  one  of  the  toughest 

questions  for  an  agency  to  determine 

with  any  accuracy.  Mel  Brorbv,  presi- 
dent of  Louis.  Needham  &  Brorbv  and 

current  chairman  of  the  4A's,  made 
such  a  survey  a  couple  of  years  ago 

but  finds  that  these  figures  are  con- 
stantlv    changing    ones.     Furthermore. 

Mel  Brorbv,  senior  v.p.  of  Needham,  Louis 
&  Brorby.  Chicago,  newly  elected  chairman 

of    4A's,    did    media    cost-accounting    study 

Dave  Danforth  •  1>.  BBDO  exec.  v.p.  and  v.p.  of  4A's,  urged  the  400  4A's  members  attend- 
ing convention  to  cooperate  with  ANA  survey  on  agency  services  and  compensation  being  con- 

ducted by  Prof.  Albert  Frey,  professor  of  advertising  and  marketing  at   Dartmouth   University 



iii  different  agencies  the  i  i  r  i » -~-  <>l 
demarcation  between  spot  and  network 

\.  iiliin  the  media  department  varj . 

•|m  our  shop  the  same  buyers  handle 

spot  and  network,  depending  "ii  t !»<■ 
client,"  Dave  Danforth,  executive  v.p. 

,,i'  BBDO,  told  sponsor  between  Sat- 
urday morning  sessions  .ii  the  l\> 

convention.  '"It  would  be  difficult  to 
determine  ( 1 « >  w  much  it  costs  the 

agenc)  in  terms  of  man-hours.  \  tar 
greatei   cost-determining   factor  is  the 

distribution  of  the  client's  |   lucl  and 
the  number  of  markets  the  media 

department  lias  to  consider  for  a  par- 
ticular spot  campaign.  \t  anj  rate,  I 

know  that  the  percentage  ol  spot  we  ve 

been  using  has  been  increasing  in  rela- 
tion to  over-all  billing  and  that  goes 

for   radio    in   the   |>a-t    year   as    well.1 
Norman  Strouse,  president  of  J. 

Walter  Thompson,  and  one  of  the 

speakers  at  the  convention,  feels  that 

the  s|)ol   media  have  dune  a  good  job 

of  making   spot   easier   to   buy.    "Of 
course,  each  medium  dictates  a  certain 
amount  of  overhead.    For  instance,  we 

have    special    held    men.    producers, 
under  Norm  \arne\.  who  travel  to 

local  markets  to  supervise  our  clients 

spot  activity."  This  overhead  is  justi- 
fied and  amortized  through  the  targe 

proportion  of  JWT  spot  hilling. 

Just  as  media  organization  varies 

from  agenc\  to  agencv.  so  does  the 
COSt  of  handling  individual  media.  In 

the  case  of  San  Francisco's  Guild.  Bas- 

com  &  Bonfigli  it's  network  relations that  dictated  the  recent  addition  of  a 

top-level  media  executive,  Reggie 
Schuebel,  as  head  of  the  New  York  ex- 

tension of  agency's  media  department. 
"Our  main  reason  for  this  step  was 

for  closer  network  contact  in  New 

York,    where    network    bins    open    up." 
Bays  Walter  Guild,  chairman  of  the 
hoard  of  GB&B. 

Bart  Cummings,  president  of  Comp- 
ton,  whose  agenc)  employs  640  people 
to  handle  over  $70  million  in  hillings. 

-  -  continued  growth  of  agenc)  over- 
head apart  from  the  handling  of  spot 

t\  and  radio  as  agencies  sen  ice  more 

and  more  of  their  clients"  needs.  '"Our 
marketing  department,  for  instance, 

includes  16  men  this  year,"  (about 
four  more  than  last  \ear  at  this  time). 

"W  e  don't  charge  clients  for  this service,  at  the  same  time  we  continue 

to  make  greater  demands  on  our  media 
men.  For  instance,  each  huver  sends  a 

report  on  his  spot  schedules  to  Frank 
Kemp  i.  media  director  I  and  to  the 
account  executive  each  month.    And  if 

SPONSOR  interviewed  lA'a  memben  I  wiont  "I 

HOW  AGENCY  HEADS  LOOK  AT  SPOT 

Agencies  have  noted  an  increased  share  of  total  billing  in  spot 

^       in    1956  compared   with    L955,   and   anticipate  that   spot's 
ma\    rise   furthei    this   year.     Buying   hinges  on   availabilitii 

well   as  client   need,  since  u'"M|   time   periods  are  -till    jammed. 

Cost  of  handling  spot  does  not  altei  in  direct  proportion  with 

spot  hilling.  Certain  overhead  and  man-hours  of  work  remain 

fixed  throughout  2.V,  fluctuations  in  Bpol  buyii  I  ;e  billing 

in  saturation  spread  in  man)   markets  eventual!)   amortizes  cost 

Size  and  extent   of  campaign   affects   cost    ol    placing    it.     Ihu- 

saturation    buying    foi    long-term    commitments    can    be   ch< 

for    agenc)    to    handle   than    single   t\    bu)    on    one-shot 

Program   department    i-   biggest    overhead    in    large   ail 

Wiser  sales  strateg)    on   part   of  local  stations  could   i 

more    competitive    with    network.    -  ■  v  men.      I  hev     recom- 

mend bettei   product  protection,  more  competitive  pricing,  better 

availabilities  choice,  bettei  service  from  station 

we  see  no  changes  in  this  schedule,  we 

BO  hack  and  ask  him  why.  The  medium 

requires  constant  reviewing  and  im- 

proving of  schedules,  and   that  -  the 

agencv  's  job. 
\t    the   Tvl!   cocktail    part)    toward 

the  end   of   the    I  V-  convention, 

Epstein,   v.p.   and   treasurer,   and 
Killeen,  president  of  Fitzgerald  Vgenc) 
in    New    Oilcan-,    discussed    I  ost    ai  - 

counting  hv  media. 
"1  don't  reallv  believe  that  tin-  could 

be     done    accurately,"     Epstein     told 

SPONSOR.     "But    even    if    it    could,    I'm 
not  sure  it  would  he  wise.  Just  sup- 

pose, for  the  saki  of  argument,  that 
we  found  out  that  radio  was  more 

expensive  for  the  agencv  to  handle 
than      some      other      media,      for      in- 

stant if     I     tried    tO    keep    this 
information  confidential,   it   would 

likelv    to   seep   tl  ind   it    would 

ssai  ilv   prejudice  our  media  n  • 
mmendations.    This   woul 

an  agent  v '-  primar)  aim  of  it 
effective  and 

This   agent  j .   too,    has  m   in- 
proportion    of    its    •  si 

vIJ  million  billings  go  into  spot  i 

and  tv  in  the  past  two. 

"'I    think    people   tend    to    forget    that 

the    greatest    sing  c)    overht 
since  the  advent  of  tv  i-  the  t\  pro- 

department,"  \rt  Iatham. 
president  of  Tatham-Laini,  whose 

•  v  bills  in  excess  of  v2"  million. 

told  SPONSOR.  "I  think  this  more  than 
balances  the  i  osl  of  handling  spot     ̂  

SPONSOR 
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It's   not   the    product  that    offends   viewers,    says 

Raymond    K.    Maneval    of   Schwerin   Research, 

but   rather  the   manner  in  which   you   present   it 

IS   YOUR 
< 

PRODUCT 

TABOO 

FOR  TV? 

uJ  "  \<>u  feel  your  product  is  too  per- 
sonal to  be  discussed  in  the  family  liv- 

ing room? 
Not  too  many  years  ago  manufac- 

turers of  deodorants,  toilet  tissues, 
beer  and  the  radio  networks  felt  the 

same  way.  Hut  our  experience  at 

Schwerin  in  testing  the  public's  reac- 
tion to  "taboo"'  products  was  that  of- 

fending an  audience  depends  more  on 
the  manner  of  presentation  than  on  the 

product  itself. 
Today  television  clients  are  still  feel- 

ing their  way  along  where  personal 
and  sensitive  products  are  concerned. 

Many  have  learned  to  use  the  medium 

effectively  and  without  offense.  Others 

may  still  be  standing  on  the  threshold 

wondering  whether  they  can  sell  brands 
and  yet  not  shock  the  audience. 
Some  recent  results  of  Schwerin 

tests  should  help  orient  you  if  yours  is 

a  ticklish  product  to  talk  about.  And 
there  may  be  a  moral  or  two  here  for 

the  advertiser  no  matter  what  his  prod- 
uct. This  is  what  we  found  in  testing 

tv  commercials  for  three  brands  of 
toilet  tissue. 

•  Only  4' !  of  the  audience  felt  that 
this  product  should  not  be  advertised 
on  tv  no  matter  what  the  presentation. 

•  A  mood  approach  (associating  the 
product  with  certain  ideas,  softness, 

gentleness,  a  baby's  skin)  was  inoffen- 
sive to  a  great  majority  of  the  viewers. 

•  A  straight  sell  on  audio  stressing 

specific  product  features  caused  21 '< 
of  the  audience  to  think  the  commer- 

cial was  in  bad  taste. 

•  A  radio  commercial  for  another 

toilet  tissue  was  found  in  bad  taste  by 
2.V  ,  of  the  audience  because  both  a 

man  and  a  woman  discussed  the  quali- 
ties of  the  tissue. 

The  results  of  these  tests  (shown  in 

the  chart  at  right  I  indicate  a  good  rule 

ol  thumb  when  dealing  with  "sensi- 
tive"' products:  When  in  doubt  use 

mood  rather  than  logic.  The  logical 
sell,  unless  care  is  taken,  has  a  ten- 

dency to  draw  attention  to  the  features 

of  the  product  that  made  it  "sensitive" in  the  first  place. 

The  taboo  against  commercials  for 
women  s  underwear  has  been  success- 

fully and  tastefully  breached  on  both 
t\  and  radio.  Bra  and  girdle  commer- 

cials that  present  fullv  clothed  models 
presumably  wearing  the  garments  have 
received  very  high  good  taste  scores. 

The  problem  of  demonstrating  the 
garment  in  action  on  tv  was  solved 

simpl)  bj  eliminating  the  model,  a  la 
Topper,  so  that  the  girdle  or  bra  is 
worn  b\  an  invisible  ectoplasmic 
woman. 

\  pretest  of  tv  commercials  for  two 
undergarment  manufacturers  revealed 

that  21'  i  found  an  early  approach  to 
the  demonstration  problem  in  bad 

taste.  Onlv  ~' '<  found  the  commercial 

offensive  when  the  "Topper""  approach was  used  l  achieved  by  photographing 

the  garment  on  a  model  eompletelv 
clothed  in  a  tightfitting  black  outfit 
against  a  black  background). 

In  this  case  presenting  the  finished 

product  (  what  the  undergarment  does 

for  the  appearance  I  and  showing  the 

garment  alone  in  action  left  a  bit  for 

the  imagination.  Rather  than  demon- 
strating the  product  graphically  and 

perhaps  offensively — it  was  a  success- 
ful selling  technique. 

An  advertiser  for  one  of  the  presum- 

ably "sensitive"  products — deodorant 
soap — jumped  in  where  angels  fear  to 
tread.  He  made  the  point  that  his 

product  gives  the  user  a  clean  re- 
freshed feeling  by  showing  a  lithe 

young  ladv  in  a  bathtub  scene  that 
would  have  done  justice  to  He  Mille 

depicting  revelry  in  pagan  Rome.  The 
taste  score  on  this  commercial  was 

quite  good:  onh  69?  of  the  women 
respondents  thought  the  commercial  in 
bad  taste.  Surprising  however  was  the 
male  reaction — twice  as  manv  of  the 
men  objected! 

The  twist  which  forcibly  makes  the 

point  that  it  is  the  manner  of  presenta- 
tion which  offends  your  audience  is 

provided  In  two  commercials  for  a 

eompletelv  innocuous  product — a 

beautv  preparation.  In  the  first  com- 
mercial, on  extremelj  sultry  model, 

reclining  on  the  floor  delivers  the  sales 
message.  Her  voice  outdoes  Mae  West 
at  her  most  eloquentlv    suggestive.    By 

Schwerin   test  audience  isn't  squeamish  about  most  commercials    (.see  chart) 
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Percent   of  audience  offended   varied    with   theme   in   commercials   tested 

TOILET     TISSUE  UNDERGARMENTS 

Tv  baby  story:  this  approach  get  a 

in   I.      Product    soft    .1-    baby's    -kin 

Brand  C 

21% 

Tv   straight   sell:    product   quali- 
tir-   were   stressed;    strength,   softness 

Tv  bridal  story:  also  mood,  theme 
i-  soft  .1-  .i  bride's  satin  wedding  gown 

Brand  D 

25% 

Radio  straight  sell:  - '"  --■  d  prod- act  qualities.    Man    ind  woman  speak 

Tv   straight   sell: 

Nil       1: 

Commercial  B 

21% 

Tv   straight  sell: 

act     fi 

tin-  second  commercial,  the  same  over- 
heated model  has  gotten  as  far  as  the 

couch.  Still  reclining  she  delivers  the 

cop)  while  fending  <>fT  the  advances  of 
an  equal!)  damp  male. 

Vudience  reaction  was  dramatic: 

87'  <  of  those  questioned  tall  women 
ami  perhaps  less  prudish  than  men  I 

thought  the  second  commercial  u;i- 

"too  sexj  to  be  shown  in  the  home." 
The  first  commercial  was  considered 

"too  sensual  and  in  bad  taste"  bj  <'!i>'< 
of  those  questioned.  \nd  yet  this  prod- 
act  is  one  a  girl  scout  ran  bu)  without 
a  blush! 

Networks  and  advertisers  have  come 

along  wa\  since  the  delicate  period 

of  the  L930's  and  earl)  1940's.  Then, 
in  their  de-ire  to  be  discreet,  the  radio- 

men bent  over  backwards  in  refusing 

air  time  to  "questionable"  products. 
We  found  evidence  of  this  bending- 

over-backwardness  in  1°U'>  when  we 
wen-  asked  to  test  an  underarm  de- 

odorant  commercial  used  on  a  popular 

radio  program.  OnK  7'<  of  the  polled 

audience  thought  this  "discreet"  de- 
odorant commercial  in  had  taste.   Two 

vears  later  in  a  test  run  on  a  beet  tele- 

vision commercial,  exactlv  the  -ante 

response  was  achie^ ed:  onlj  7' .  ob- 
jected,    i  The    majoi  il\     "I     this    gTOUp 

objected   to  the   sale  and  use  of 

and  so  were  ne\  er  potential  custon 

It  was  "1>\  ious  from  this  that  net- 

work and  sponsor  caution  rather  than 

public  opinion  had  branded  i  ertain 

products  .i-  somehow  "offensive  in 
themseh  es.  I  hinking  w  as  rei  ised  ac- 

cording!) and  the  emphasis  placed  on 

the  specific  commercial  and  whether 

it-  presentation  was  or  wasn't  in  good taste. 

Schwerin's  testing  in  this  field  leads 
to  these  conclusions  aboul    good  and 
had  taste  in  t\  and  radio:     !     Pec 

attitudes   aboul    what    i-   suitable    for 

AUTHOR:    i;  lymond   K. •    i«-n  t 

R       .irrh. 

i  the  widi 

ithered  bj  SR< 

in    thf-    tr-tin::    •  ■)'    \ari>-.l t\  and  rjilin  commi 

advertisii  ttremel)   liberal; 

lapses  from  _•   I  tasti 
< >tT~j > i  i n ur    "I    .i    specific   element    in   the 
offending 

iel\  on  mood  than  on  l"_i.    ii 

iiiL:  a  "deli'  ate"  product : 

product  ■  on cause)  the)  must  tread  lightly,  ar<-  not 

the  priraar)   offenders  of  \i<-w bilities;  and  e  the  question  of 
tastefulrtess    lies    in    the    proi 

emotion]  it  i-  not  eas)  t'-  - 
situation   thai    will    rul>  t- 

people  the  w  i 
||     is    a  from    our    t-  - 

"sensitive"   produi  ts  have  been   ' 
fulh  ted  on  television,  and  thai 

not    prevent    brand   seD 
tive  demonstration.  rtion 

tste  exists  as  mon  iblem  in 
other     areas.      In     commercials     that 

di.w n  the  i  ompetition  and  tbi 

imen  ial    that    elicit-    the 

damning  audience  remark.  "This  • 
menial    was    an    in-ult    to    my    intelli- 
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TV'S    HOTTEST    BATTLEGROUND 
Daytime,  scene  of  intense  CBS-NBC  competition,  may  see  upsurge 

in  fall  sets-in-use  as  ABC  readies  aggressive  programing-sales  strategy 

I  he  most  significant  development  in 

the  fall  network  television  picture  may 

turn  out  to  be  the  maturing  of  an  al- 

most-stepchild — daytime  tv.  The  big 
battleground,  in  fact,  for  next  season 
is  daytime.  It  is  now  in  the  focus 
of  intense  concentration  by  all  three 
networks  and  of  reawakened  interest 

among  advertisers — some  of  them  en- 
tirely foreign  to  the  davtime  scene. 

These  are  some  of  the  signs  of  fer- 
ment : 

•  Clients  and  agencies  are  matching 
the  interest  of  the  networks  with  their 

own  reevaluation  of  daytime.  Auto- 
motives  and  cigarettes,  never  heavy 

regular  davtime  clients,  are  eyeing  the 

housewife  audience  as  marketing  strat- 
egy  swings   to   recognition    of   women 

as  prime  sales  targets  for  products  once 

thought  of  as  male-oriented.  (See  arti- 
cle page  27  this  issue  for  some  of 

the  factors  underlying  the  shift  of  the 

automotives  to  the  air  media,  including 

the  major  role  of  women  in  automobile 
choice  today.  I 

•  Red  hot  competition  from  NBC. 

following  its  extensive  revamp  of  day- 
time programing,  has  CBS  TV  busy 

moving  to  counter.  One  step:  the  hir- 
ing for  the  first  time  in  recent  network 

history  of  an  outside  firm  to  do  ex- 
ploitation  (  Brandt  Associates  ) . 

•  Into  this  already  hot  competitive 

situation  steps  ABC  TV  next  fall  with 
its  first  extensive  roster  of  daytime 

shows,  building  back  from  the  re- 
vamped   Mickey    Mouse    Club,    which 

is  now  slotted  in  the  late  afternoon. 

Following  ABC  TV's  success  in 
nighttime  this  season,  the  big  question 

only  time  can  answer  is  how  well  the 

newcomer  can  do  against  two  estab- 

lished networks  already  in  an  audience 

race.  Of  key  interest:  (1)  whether 

ABC  TV  will  chip  away  at  the  audience 

already  established  or  whether  its  en- 

try will  raise  total  sets-in-use  during 
the  daytime:  (2l  whether  the  new 

lower  daytime  price  set  by  ABC  TV 

will  eventually  influence  the  other  nets. 

Impact  of  ABC  TV:  Programing  ex- 
ecutives from  all  three  networks  agree 

that  the  da\time  audience  is  far  from 

saturated  todav.    Thev  feel  that  good. 

^imiiiiiiiiiiiiiiimiiiimmmiiiiiiiiiiimmmnmiiimiiiiiiiiii   miiniiiiii   mini   in   mum   lllllllllllllimii 

ABC'S    FALL    PROGRAMING    STRATEGY 

•  At  presstime.  ABC  TV's  programing  chiefs  were  in  a 
budget  meeting  about  fall  daytime  plans.  Six  shows  being 

tentatively  considered  for  kine  in  the  3:00-5:00  p.m.  strip 

for  October  are:  What  Makes  You  Tick  I  Roy  Windsor)! 

audience  participation:  Lucky  Lady  i  Walt  Framer  I .  audi- 

ence participation:  Parlay  I  Bill  Birch  I .  quiz:  The  Man  in 

Your  Life  I  Irving  Mansfield!,  new  type;  What's  the  \ame 
of  That  Tune  I  Jesse  Martini,  musical  game:  Guest  of 

Honor  l  Howard  Blake  i .  interview:  all  live  half-hour  shows. 

Stripping  former  nighttime  prop- 
erties like  Our  Miss  Brooks  i  above) 

<  BS  T\  2 -.00-2 :30p.m. has  set  pattern 

foi  NBC  TV's  Comedj  Time  5:00  p.m. 

*n\/ 

Stronger  participation  shows  like 

Queen  foraDaj  helped  build  NBC  TV's  after- 
noon lineup.  Network's  emphasis  upon  "happi- 
ness and  fun"  -lm\\~.  rather  than  soap  <>pera> 
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rtrons  programing  on  a  third  network 
ma\    increase   viewing    interest,   boost 

M-t-.-in-11-r  and  do  i  rl.it  i\  elj    little  -plin- 

tering  of  the  existing  artwork  audi- 
ence. 

oilic  Treyz,  v.p.  in  charge  <>f  VBC 
I  \ .  points  out  that  \BC  T\  affiliates 
in  multi-station  markets  now  have  a 
substantial  share  of  the  total  audience 

for  their  local  programing.  "Tins 
shows  that  there's  ;•  read)  audience 

that's  ripe  for  our  network  program- 
ing,  without   necessaril)    taking  away 

larjje  chunks  from  the  other  two  net- 

works. On  the  contrary,  our  entr)  into 

the  3:00  to  5:00  p.m.  period  is  likeK  to 

boost  sets-in-use  during  that  time.    It's 
been  the  pattern  in  t\  in  the  pasl  that 

additional  strong  network  program- 
ing in  a  particular  time  period  Imilt 

that  period's  total  viewing  appeal." 
As  the  amount  of  daytime  program- 

ing has  increased  over  the  past  few 
\ears.  total  sets-in-use  have  indeed  also 

climbed  gradually.  From  19.9  in  1954 

sets-in-use  have  gone  to  22.5  in  1957. 
While  thi-  is  less  than  three  points  in 
three  \ears  it  represents  a  percentage 

increase  of  about  12'  '<  as  well  as  a 
substantial  growth  in  the  number  of 
homes  due  to  sale  of  tv  sets  over  the 

three  years. 

"We  expect  to  get  the  existing  audi- 
ence  reached  by  our  affiliates  now  and 

then  some. "  says  Tre\z. 
In  the  Eastern  Standard  Time  zones, 

however.  ABC  T\  "s  new  programing 
block  will  be  up  against  such  stiff  com- 

petition as  NBC  TV's  top-rated  Quern 
for  a  Day  and  a  batch  of  steady-rated 
CBS  1  \  soaps.  Considering  the  strong 

lead-in  to  this  popular  programing 
that  CBS  TV  has  developed  prior  to 
the  3:00-5:00  p.m.  block,  and  the  im- 

provement contemplated  in  that  2:30- 
3:00  p.m.  trouble  spot  In  NBC  TV, 

\l!<  l\  know-  it  faces  tough  compe- 
tition. Its  strategy  is  built  around 

video  tape  and  "counter-programing" 
to  reach  younger  audience  groups. 

'"Our  new  daytime  programing  will 
be  on  "clock-time,  which  ui\es  us  a 
big  advantage  in  the  Central  Time  area 
particularly,  where  the  bulk  of  daytime 

ARTICLE     IN     BRIEF 

Intensified  CBS  TV-NBC  TV  daytime 
competition  plus  entry  of  ABC  into 

afternoon  programing  may  boost  sets- 

in-use,  say  network  programing  heads. 
Early  advertiser  interest  in  daytime 

for  fall  may  indicate  maturing  of  medi- 
um.    Price    structures    are    changing. 

viewing  occurs,"   [Yeyz  told  sponsor. 
B\   u-in^  it-  \  ideo  tapi        tem  and 

feeding  the  Central  and   I'.i.  ifi<     I 
/one-   on    clock    time    from    <  hit 

\B(.   I\   will  I"-  getting  it-  nen  shows 
to  the  stations  in  those  areas  al  times 

when  the  competition  fi    the  othei 
two  network-  i-  less  formidable.  In 
other  words,  \l!<  l\  -  new  shows  h ill 

be  up  against  local  programing  and 
early-afternoon  feeds  from  <  BS  l\ 
and  NBC  I  \  in  those  areas  ■  •!  the 
country  which  contribute  the  lai 
audience  proportionate!)  to  t\. 
"We  anticipate  that   clearances  will 

of      Is       hoe  I 

ihe    new    pi 
the  .ti.ii   I,  feature 

v  dl  . . .ii-i-i  ..f  live  half  houi  propei  • 
Kines  >>f  the-.-  shows  are  |>rii 

nighl     now       Pn  . ji  una     w ill    in.  lode 
Glamor  (,n\.  in  win.  h 
the  looks  ..f   women   in   front   "f  the 
v  iewers    inti  \  mm 

VBt    I  \  does  not  plan  to  l-rii 
soap  operas,   but   m  dl  <  on<  enlrate  on 
Bhows  with  appeal  t. 
to    <  ountei    the    othei    two    net* 

'  \rtu  /<•  -  ontinued  next  /-• 

CBS-NBC  NOW  IN  CLOSE  DAYTIME  RACE 

(.hart    -lion  -    Nielw  n    .. 

for  the  week)  f..r  the  Brsl  and  second  Februar)   19 
period.    Percentage  changes  .i"    based   on    ! 

NBC 

CBS 
RATING       CHANCE        1MOW 

««TIK 

10:00-10:30  a.m.     Home 3.0 36     Gam  \b. 

7  6 

10:30-11:00  a.m. 3.0 

25      Codfre 

9.1 

11:00-1  1:30  a.m.    Price  Is  Right        7.0  133 9  3  16 

1 1:30-1 1:45  a.m.  Truth  or  Cons.     8.2         173      Strike  It  Rich       80 36 

11:45-Noon 8.2      •  173      Valiant  I  ad> 

6  7 

34 

Noon-i2:30  Tic  Tac  Dough     9.6  41      Love  of  Lih 8  8 26 

12:30-1 2:45  p.m.  It  Could  Be  You  9-0        -34     Srch  for  Tore      10  9  22 

12:45-1:00  p.m. 

9  0 

34     Guiding  I  ishl     "  * 

19 

1:30-2:00  p.m.       „,,|  programed 

Turns        8  0 
21 2:00-2:30  p.m.       not  programed 

MissBrooks         7  4  l 

2:30-3:00  p.m. 

•nn-  r.rnit 7.9 

9  9 

13 

3:00-3:30  p.m.         Matine 

9.1 

57       I 

9  4 

19 

3:30-4:00  p.m. 9.1  57 

7  6 

22 

4:00-4:15  p.m.       Queen  for  Da]    102        104     Brighter  D  9  4  22 

4:15-4:30  p.m. 

4:30-4:45  p.m. 

12.8 

83 * 
10  2 

14 

13.8 14'     I  ,j_,.  of  \i 
9  9 25 

4:45-5:00  p.m.       Modern  Rom.       9.8        -14- 
9  9 

25 

5:00-5:30  p.m.       t..meil\  Time    12*3     -146     aot  programed 

*\Y 

ilf-hmir  LI- 
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TV'S    HOTTEST    BATTLEGROUND    .  „n,inued  .  . 

"which  have  an  older-age  audience  pal- 
tern    in   that   time   period.      Bays   Treyz. 

Daytime  pricing:  This  is  the  year  of 

evolution  in  daytime  price  structures. 

I  lie  pattern  which  tv  had  inherited 

from  radio  days,  that  is  pricing  day- 

time at  a  "C  rate  (or  half  the  night- 
time i ale  I.  is  being  modified. 

When  ABC  TV  announced  its  plans 

for  expanding  daytime  programing 

hours  to  3:00-5:00  p.m.  on  weekdaxs. 

it  also  announced  a  "D"  rate,  that  is 
one-third  of  the  nighttime  rate.  The 
move,  based  on  the  fact  that  daytime 

sets-in-use  do  not  measure  up  to  50'  < 
of  nighttime,  is  important  in  the  sales 

strategy    of  the  network. 
Both  CBS  TV  and  NBC  TV  maintain 

that  they  intend  to  stick  to  the  "C" 
rate  and  feel  it  is  justifiable  both  in 
terms  of  advertiser  success  and  low 

daytime  cost-per-1.000.  I  Daytime  cost- 

per-1.000  per  commercial  minute  aver- 
aged SI. 03  compared  with  $3.25  for 

nighttime  in  January-February  1957, 
according  to  Nielsen.)  Both  CBS  TV 

and  NBC  TV,  however,  are  announcing 

a  "D"  rate  for  early  morning  starting 
this  spring.  In  the  case  of  CBS  TV  the 

new,  lowered  rate  has  applied  to  the 

7:00-9:00  a.m.  period  since  10  March 
1957. 

"This  move  to  a  "D"  rate  in  early 
morning  is  in  line  with  the  rate  struc- 

ture of  individual  stations  and  doesn't 
affect  our  pricing  of  the  10:00  a.m.  to 

5:00  p.m.  day,"  says  Bill  Hyland.  CBS 
I  \  v.p.  in  charge  of  sales  administra- 
tion. 

Says  Bill  Sargent,  director  of  NBC 

TV  "THT"  programs:  "We  will  main- 

tain the  Class  "C"  rate  in  daytime  ex- 
cept 7:00  to  9:00  a.m.  which  will  be 

Class  "D"  as  of  1  June.  Some  of  our 

daytime  programing  has  been  so  suc- 
cessful we  should  probably  have  raised 

rates." 
NBC  TV  separates  "THT,"  that  is 

Today.  Home.  Tonight,  from  its  day- 
time programing  and  sales  strategy. 

Thus  a  forthcoming  change  in  the  way 

participations  in  Today  and  Home  will 
be  sold  will  not  affect  the  daytime  sales 
strategy. 

"With  those  two  shows  we're  in  a 
service  show  area,  not  entertainment. 

-n  we  don't  look  on  them  as  mass-audi- 

ence getters,"  says  Mort  Weiner,  NBC 

TV  v.p.  in  charge  of  daytime.  "On the  other  hand,  our  11:00  a.m.  to  5:30 

p.m.  lineup  today  is  strictly  entertain- 

ment intended  to  get  mass  viewing." 

Daytime  programing:  In  terms  of 

programing  costs,  daytime  shows  con- 

tinue to  be  extremely  reasonable.  It's 
generally  agreed  that  if  $35,000  is  to 

be  taken  as  an  average  cost  for  a  night- 

time half-hour  show,  a  daytime  half- 
hour  costs  some  $5,000  or  less. 

In  fact,  daytime  show  costs  have 

risen  more  slowly  than  nighttime  ex- 

cept in  the  case  of  such  network-pro- 

duced "experiments  in  quality"  as 
NBC  TV's  Matinee,  which  features  top 
talent  in  serious  one-hour  drama. 

The  emphasis  in  daytime  program- 

ing continues  to  be  on  games  and  par- 
ticipation programing,  musical  shows 

and  a  handful  of  soap  operas  ( all  but 
one  of  them  on  CBS  TV ) . 

"We  got  on  the  'happiness-and-fun" kick  around  October  1955  to  pull  up 

our  ratings,  which  were  sagging  pretl\ 

sadly  in  some  spots  at  that  time."  says 
NBC  TV's  Mort  Weiner. 

Since  that  time  NBC  TV  has  un- 

loaded most  of  its  soap  operas,  with 

the  exception  of  Modern  Romances,  a 

4:45-5:00  p.m.  dramatic  strip  which 
tells  one  self-contained  storv  each 
week.  Into  the  weak  middle  of  the 

afternoon  NBC  TV  put  Matinee,  to 

cut  into  CBS  TV's  lead  provided  by 
Houseparty  2:30-3:00  p.m.  Within  a 
month  the  3:00-4:00  p.m.  ratings 

showed  a  26'v    improvement. 
When  NBC  TV  began  shoring  up  its 

afternoon  schedule  back  in  October 

1955,  its  3:00-6:00  p.m.  programing 

was  getting  less  than  a  25' <  share  of 
the  audience.  CBS  TV,  on  the  other 

hand,  had  a  strong  lineup  starting  with 

Houseparty  at  2:30  p.m.  which  gave 
the  network  a  good  audience  carry  over 
for  the  rest  of  the  afternoon. 

Matinee  helped  break  up  this  "CBS 

TV  viewing  pattern"  a  little,  but  the 
network  still  faced  the  problem  of  the 

2:30  to  3:00  p.m.  lead-in  and  the  hour 
and  a  half  following  the  live  drama. 
New  shows  added  in  the  past  vear  to 

build  NBC  TV's  late  afternoon  were 
Queen  for  a  Day  and  Comedy  Time. 

Comedy  Time  was  NBC  TV's  answer 
to  a  new  problem  stemming  from  ABC 

TV's  Mickey  Mouse  Club,  5:00-6:00 
p.m.  which  began  clobbering  the 
ratings  of  the  other  two  networks  from 
November  1955  onward. 

"We  found  out  that  over  four  mil- 
lion women  watched  t\  between  5  and 

5:30  p.m.  even  though  there  \\as  no 

adult  programing  on  at  that  time. 
says  Carl  Lindeman  Jr.,  director  of 

NBC  TV  daytime  programing.  "So  we 
picked  Comedy  Time  as  a  show  for 

that  period  which  might  get  adults 

and  teen-agers  too." 

Daytime  ->  In -d tiling  :  In  daytime, 
block  scheduling  has  been  even  more 
important  than  during  nighttime. 
Clever  schedule  strateg\  frequentlv 

compensates  for  low-cost  productions. 
lor  instance,  in  1956.  \BC  TV  de- 

cided that  the  Home  show  kept  the 

morning  lineup  from  getting  off  the 
ground.  After  a  slow  start  at  10:00 
a.m.  with  Ding  Dong  School  and  Ernie 
Kovacs,  the  network  used  to  take  a 
ratings  dive  to  3.0  w  ith  the  Home  show 

against  Godfrey's  11.1  and  Strike  It 
Rich's  12.5.  By  simply  moving  Home 
to  10:00  a.m.  and  following  it  up  with 
livelier  game  and  variety  programing, 

NBC  TV  pulled  up  its  ratings  neck  and 

neck  with  the  same  CBS  TV  competi- 
tion it  had  had  previously. 

NBC  TVs  afternoon  scheduling 

strategy  ran  into  strong  counter- 
punches  from  CBS  TV.  When  NBC  TV 

moved  in  Matinee,  it  still  faced  an  up- 

hill battle  against  CBS  TV's  strong 
lead-in.  Houseparty,  which  precedes 
Matinee  b\  half  an  hour.  So  NBC  TV 

put  in  Tennessee  Ernie  at  2:30  p.m. 
to  whittle  awav  Houseparty s  ratings. 

CBS  TV's  ratings  stayed  high  and  CBS 
TV  increased  its  edge  by  putting  Miss 

Brooks  in  at  2:00,  thus  getting  a  lead 

where  NBC  TV  has  no  network  pro- 

graming. 
How  does  CBS  TV  look  at  daytime? 

Sa\s  Oscar  Katz.  v.p.  in  charge  of 

CBS  TV  daytime  programs:  "Daytime 
tv  is  moving  from  a  one-network  medi- 

um. Presumably .  with  ABC  TV  it  can 
become  a  three-network  medium.  One 

or  two  years  ago  we  had  no  daytime 

competition.  Now  it"s  at  a  peak.  Dur- 
ing a  period  of  transition  like  this  one 

we  must  be  readv  to  make  changes." 
If  there  are  major  programing 

changes  in  the  offing  for  fall.  CBS  TV 

isn't  read)  to  announce  them.  Its 
long-time  trouble  period.  7:00  to  9:00 
a.m.  where  CBS  TV  bucks  Garroway, 

has  undergone  a  number  of  facelifts 
this  \ear  as  last.  Currently.  CBS  TV  is 

programing  Jimmy  Dean  with  country 
music  between  7:00  and  8:00.  followed 

by  Captain  Kangaroo  for  the  kiddies. 
'"In  those  time  periods  where  compe- 

tition has  increased,  sets-in-use  have 

increased  too,"  Katz  told  SPONSOR.  "In 
the  most  competitive  times.  11:00  a.m. 
to  1:00  p.m.  and  2:30  to  3:30  p.m. 

there's  been  a  1<>'<  increase  in  sets  in 

use  over  last  year."  ^ 

40 SPONSOR 
4  may  1957 



-^  \(& 

v 

I 

\  ̂  

'  \G> 

QS&\ 
II*- 

lr<&\ 



They   laughed   when   we    sa   Qfi^> 

They    laughed    when    we    si: 

They    laughti 



pwn   at   th  -^r(S>-! 

ifoen    we    sat    down    at   the    piano,   but  .  . . 



.  .  beyond  the  blues  horizon  waits  a  wonderful  day  for  WDSU    listeners. 

Our  repertoire  takes  New  Orleanians  far  beyond  the  ear-wearying 

confines  of  rock-n-roll  monotony  into  the  wide  open  world  of  varied 

programming  .  .  .  varied  to  match  the  changing  mood  of  a  24-hour  audience. 



\  en  i  and  i  ieu  i  jot  /•  omen  m 

advertising  and  wives  oj  admen 

Women's  week 

l\"~  Convention:  \  record  numbei  of  wives  joined  top-level 
igencymen  .it  t h< -  Greenbrier  in  White  Sulphui  Springs,  W  .  va. 

last  weekend  for  the  annual    lA's  convention,  -  >-27    \pril. 
\  special  program  for  ladies  was  planned  under  the  chairmanship 

of  \h~.  Roberl  D.  Holbrook,  wife  of  t *< n 1 1 [ »t « m  Advertising's  chair- 
man of  the  board.  However,  a  number  of  the  women  accompanied 

their  husbands  ti>  the  business  sessions.  Tin-  session  with  Dr. 

William  Mt'im  in»«'r  i  see  below)  was  particularl)  pertinenl  foi  wives 
concerned  aboul  the  high  pressure  of  the  agenc)   business. 

In  tin*  know:  Wives  "I  admen  who  sometimes  env)  "careei 

women"  in  broadcasting  for  their  interesting  experiences,  should 
drop  a  line  to  Madge  Cooper,  program  director  and  directoi  ol 

women's  activities  foi  \\  \ll!\.  Marion,  Ohio.  Here's  how  Madge 

sums  up  her  in  years  plus  as  radio  personality  on  the  station's  Ovei 
the  Coffee  Cups  show  : 

"One  reason  I  wanted  to  work  in  a  radio  station  was  thai  I  liked 
being  where  news  was  coming  in.  How  has  that  worked  out?  I  left 

15  minutes  before  the  bells  started  ringing  for  Pearl  Harbor.  I  was 

in  church  when  the  Low  Countries  were  invaded.  I  was  driving 

across  Iowa  when  the)  went  into  Russia  .  .  .  and  if  the)  hadn't 

warned  us  in  advance,  I  wouldn't  have  been  around  for  the  end  ol 
the  war.    In  spite  of  all  this,  I  love  radio!" 

Motivation  for  car  ownership:  If  you  think  you're  buying  a 

car  for  transportation,  you're  sadl)  mistaken,  according  to  a  (  hicago 
Tribune  stud) . 

Transportation   ranks   fourth   in  the   list   of  eight    reasons   for  cat 
ownership.     Other  reasons  are: 

*'l.     To  acquire  and  demonstrate  participation    in   society. 
2.  lo  extend  one's  life  boundaries. 

3.  lo  acquire  a  sense  ol  power. 

I.     to  accomplish  transportation. 

5.    I'i>  feel  pride  in  -kill  and  mastery. 
(>.     lo  assert  adult  prerogatives  and  capabilities. 
7.    To  demonstrate  status. 

!!.     \s  an  outlet  for  aggression." 

Mental  health  of  execs:  In  his  speech  at  the  I  \  -  convention,  Dr. 

William  Menninger  suggested  thai  executives  leam  to  '"make  a  rich 
life  and  not  just  a  rich  living." 

"Advertising  i-  a  high  pressure  business,"  he  said,  "'with  the  ex- 

ecutive frequently  in  the  middle  between  bis  client-'  pn  ssu  -  □  tin- 
one  hand  and  his  creative  ideas  on  the  other.  Some  authorities  have 

given  figures  to  indicate  thai  the  average  age  of  advertising  men  who 

died  in  1956  was  57.9  years— 12  years  younger  than  men  in  other 

business  at  the  time  of  their  deaths." 

i 
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14  6AM       193PM      Pulse 
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proof    ot    KOSI  i    ever-rising 

popularity 
KOBY  in  San  Francisco  .  .  . 
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KOBY    • 

top  with  Feb  March  » 

Hoopcratings  of  17  8  •' 25  5  P  M  Saturday  29  3  and 

Sundayv  33  8'  Ncilscn  j. ■  OBY  at  the  numl 

independent  all  day  KOBY 

operates    full    '  full time'  Its  10000  watts  ■ 
the  most  powerful  indep 

station    covering    the     entire 

See   Forjoe 

for  these   KEY 
radio   buys! 

d-America 

dcasting   Co. 
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Radio  Chicago 

WSS  § 
Chicago's  Busiest  Radio  Station! Yes,  busy  .  .  .  busy  .  .  .  busy  .  .  .  adding  new  advertisers, 

receiving  renewals  from  old  advertisers,  and  all  because  of 
its  fabulously  phenomenal  new  programming  which  has 
captured  the  listeners  of  Chicagoland.  This  50,000  watt 

shocker  can  turn  any  client's  cold  cash  register  into  a steam-heated  one! 

Keep  your  eye  on  these  other  Plough,  Inc.  Stations: 

Radio  Memphis  I    Radio  Boston    I  Radio  Baltimore 
WMPS  WCOP  WCAO 

REPRESENTED  NATIONALLY  BY  RADIO-TV  REPRESENTATIVES,  INC. 

L6 
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'./>   listing  "/  '  h'tnxn 
in  the  advertising  anil  brondentt  fitUtt 

NEW  AND  RENEW 

NEW  ON  TELEVISION   NETWORKS 

SPONSOR  AGENCY 

General   Foods-Perkins   Div,   Chi 
Ccncral   Foods   Perkins   Div.   Chi 

R.    |     Reynolds.    Winston-Salem 
Warner-Lambert.     NY 
Warner-Lambert,     NY 

STATIONS PROGRAM,    time,    itart.    duration 

FC&B.    Chi 

FC&B.    Ch, 

Esty.   NY 

SSC&B.    NY 

SSC&B.    NY 

CBS  57  Cjpt     Kjnuiroo      Tu   8  40   8   4$    im      14    Mi,      II     .. 

CBS  122  Opt      Kangaroo      Sj    9  35   9  40    im      4    Mi,      12    .kt 

NBC  Bob   Cummmgs     Tu   9  JO- 10   pm     24   '. 
NBC  Restless  Cun     MlliOpn 

NBC  Tic   Tjc    Dough.   tH   Th   7  30  8  pm     12   V. 

RENEWED  ON  TELEVISION   NETWORKS 

SPONSOR  AGENCY  STATIONS 

American   Home   Products.   NY 

Colgate-Palmolive.    NY 
General    Electric.    Bridgeport.  Conn 
General   Mills.    Minneapolis 
Procter   &   Gamble.   Cin 

Ralston    Purina.    St.    Louis 

Bates.  NY 
Bryan    Houston. 

Y&R,    NY 
DFS.    NY 

Compton.  NY 
CB&B. 

NY 

SF 

CBS    153 
CBS    153 ABC 
ABC 

ABC 
ABC 

PROGRAM,    time,    »tort,    duration 

D     Edwards      Tu     Th    6  45   7     7   1 5   7   30    pm      30    Apr      5:     -• 
Big   Payoff     M   F    3   3  30  pm ;   I    Apr     52   wks 

Cheyenne     alt   Tu   7  30-8  30  pm     fall     52   wks 
Wyatt   Earp.   alt   Tu   8  30  9  pm     tall     52   wks 

Wyatf   Earp;   alt   Tu   8  30  9  pm     fall     52   wki 
Bold    journey.    M   8  30-9   pm     July     52    wks 

BROADCAST   INDUSTRY    EXECUTIVES 

NAME  FORMER   AFFILIATION  NEW    AFFILIATION 

Ccrald    Adlcr   NBC.    NY.  coordinator  talent  &  program  contract  operations     California  National  Productions    London     European  profram  dir 
Floyde    E.     Beaston      WNBQ.   Chi.   sis   mgr    Storer   Broadcasting     Chi     midwest    ty   sis   mgr 

Richard   L.    Bevington  VVKRC,    Cin.    acct    exec    WBRC.    Birmingham     gen    mgr 
Willard    Block   NBC   Tv   Net,    NY.    sis    CBS   Tv   Film    Sales     NY     acct    e«ec 

Nathan    Brook    KNBX.   Seattle,   commercial   sis   mgr 

William    S.    Dallmann  WRCV.   Phila.   local  sis  mgr  Same    sis  mgr 

Van    Bcurcn    W.    DeVries  WGR-TV.    Buff,    program   dir  Same,    stn   mgr 
Lee    Ellis   KFSD-TV.    San    Diego,    produccr-dir  KFSD     San    Diego,    program    dir 
Marc    Frederic   Tee   Vce   Co.   gen   mgr     S<recncraft    Enterprises     LA     vp   &   gen   mgr 

Philip    George   KVAL-TV.    Eugene.  Ore.   varied  Same,  coordinator  local  sis 
George    Cray    WLW.    Cin.    gen    sis    mgr  WLW-D     Dayton     gen   mgr 
Richard    F.    Hess   CBS    Radio    Spot    Sales.    NY,    dir    research  CBS   Radio   Net.    NY    asst   to   vp   chg   stn   admin 

Phil    Hillman   Roy    Durstine.    SF.    acct    exec  KNX-CPRN     Hy.    dir   sis   promotion   &    advtng 

Ceorge    Holland   Army   Counter-intelligence.    Japan.    Korea    WBAL-TV.    Bait,    acct   exec 
Carl   Horwich  Gerald.    John   &   Asso.   NY.   acct  exec  WOV     NY     sis 

Eric     Jensen    WLW-D,    Dayton,    gen    mgr  Croslcy    Broadcasting.   Cm     admin   asst   to   vp   chg   tv 
Frank   C     King  Ceorge    P     Hollingbcrry     LA     sis   devel 
Paul    E.    Lucas  WTIC.    Hartford,    asst    program    mgr  Same,    program    mgr 

Harold    C.    Lund    Westinghouse    Broadcasting.    Pitts,    vp  Same,   member  board 
Walter    McNiff  K&E.    SF.   regional    mgr   &   acct    super  TvB     SF.   mgr 

William    C.    Moody  KIMA-TV.    Yakima,   Wash,   commercial   prod    mgr  KEPR   Radio  &   Tv.   Pasco-Kcnncwick   Richland    Wash    p- 

dir 

Edward   C    O'Berst   CBS   Radio    Net.    NY.    asst   dir   rescarch-stn    rep   unit  CBS   Radio   Spot    Sales.    NY.   dir   research 
Richard    C.    Ricker  NBC.    Chi.    acct    exec  WNBQ    Chi     sis  mgr 

Donald    M.    Ross    KNX-CPRN,    Hy.   gen    sis  mgr  Coldcn  West   Enterprises    vp  &  gen   mgr 
Robert    T.    Schlinkcrt  WKRC-TV.  Cm.  asst  gen  mgr  &  gen  sis  mgr  WBRC   TV     Birmingham    gen   mgr 
Harold    W     Waddell  WRCV.    Phila.    dir    sis  Same     stn   mgr 

Maurie    Webster  KNX-CPRN.    Hy.    dir    operations  Same,    gen    sis    mgr 

ADVERTISING   AGENCY   PERSONNEL  CHANGES 

NAME 

I     Blan    van    Urk 
A.   B.    Brooke 

Merlin    E     Carlock 

Robert    A.    Conn 
Phil    Dcxhcimcr 

Ransom    P     Dunnell   

James  S.   Hauck 
Roger  Hutzcnlaub 
Thomas   E.    Kniest 

Jesse  Lowen 
Tom   McCann 

Laura    Wood    Miller 

James    Edward    Muse 
William  C.   Pank   
O    C     Ritch 

Stephen   M.   Salonites  _ 
Donald   J.   Sauers 
Paul   R.    Smith 

John    H.    Wilson     |r 

Philip   L.    Worcester 
Cordon    George    Zellner 

FORMER    AFFILIATION 

Calkins  &   Holden.   NY.   vp  &  chm   plans  board 

Lexington    Herald.    Ky.    asst    to    city    editor 
Calkins  &   Holden.    NY.    vp  &   copy  dir 

Official  Film',  rep  covering  Pcnn.  Clevc.  Bait.  Wash 
KFXM.   San   Bernardino.   Cal.   pres  &  gen   mgr 

H.    B     Humphrey.   Alley  &   Richards     NY.   chg  r-fv 
H     B     Humphrey.   Alley  &   Richards,    Boston,   chg  mktng 
Y&R.    NY.   r-tv  research 
KXOK     St    Louis,  radio  sis 
.WMAZ.    Macon.    Ca 

KING.    Seattle,    acct    exec 

Best  &  Co.  NY.  dir  promotion  &  publicity 

WCEM-TV.    Quincy.    III.   commercial 
Calkins  &   Holden.   NY.  vp 

Chamber  of  Commerce.    Bakcrsfield.   public  relations  dir 
B&B.    NY.    media 

Ceyer.    NY.    creative    exec   
Calkins  &    Holden.    NY     vp  &   creative  dir 
Crant.   NY.   acct   exec    

KYW.   Cleve.   program   &   production   mgr 
WATV.    Newark.    N|.    acct    exec 

NEW    AFFILIATION 

Same,    exec    vp   &   admin    dir   organization 
VanSanf.  Dugdalc.  Bait    acct  cicc  public  relations  div 
Same,   vice   chm   board 

Edward   Robinson     Phila.   vp  chg   sis  &   new   business 
Raymond  R.   Morgan    Hy.  acct Same,   also  vp 

Same     also   vp 

Same,    spot   coordinating   unit-media   depf 
Katz     St    Louis    radio  sis 

Katz.   NY.   promotion-research   depf 
Mill.'  Joeck   &   Hartung    Staftle.   asst   ace      I 
Kennedy.    Walker   6    Woolen     Beverly    Hills     ace 
Katz     St     Louis,    tv   sis 

Same,    senior    vp 

Gucnn     lohnsfonc     lcffr.es    LA    dir  public  relations 
Katz     NY    tv  sis  devel 

Vic   Maitland.   Pitts    vp  &  creative  dir 
Same,    pres 

Same.    Detroit,   dir  merch  O   sis  promotion 

F&S&R.    Cleve     mgr    r-fv-film    dept 
Katz.    NY     tv   sis 

P SPONSOR 

4    MAY     l1)",, 





Follow-the-leader  is  a  great  game  —  for  children.  Grown-ups  who  play  it 

are  mere  lacklusters  and  lardbottoms.  Especially  in  the  business  world.  No  doubt  about  it. 

can  be  a  perfectly  respectable  mackerel  simply  by  swimming  along  alter  your  fellow-m; 

erel.  But  it's  a  whole  lot  more  exhilarating  to  make  your  tidy  buck  by  bucking  the  tide. 

That  goes  for  our  business  as  well  as  yours.  Traditionally  in  the  TV  film 

syndication  field,  you're  supposed  to  make  your  big  deals  first.  Get  off  your  production  nut! 

Go  after  a  network  sale!  No  soap?  (Or  cereals,  or  cigarettes? )  Then  make  your  pitch  for  the 

giant  regional  deals.  Only  after  that  can  you  afford  to  sell  smaller  regional,  or  local,  sp 

That's  the  going  theory.  And  that's  where  we  part  company  with  all  the  other  macki 

In  our  book,  the  local,  regional  and  spot  advertiser  is  strictly  a  fir 

class  citizen  who  needs,  wants  and  rates  first  crack  at  first-class  syndicated  TV  film  produ 

With  this  mad,  impetuous  notion,  we  sent  our  new  syndicated  submarine- 

adventure  series,  "The  Silent  Service,"  down  the  ways.  We  aimed  it  straight  at  non-network 

advertisers.  And  in  only  24  days,  we  not  only  matched  the  heady  dollar  i  if  a  major  net- 

work deal,  we  topped  it.  Our  biggest  regional  deal  involved  just  four  markets.  We 

nut — and  the  biggest  part  of  our  potential  still  stretches  out  way  ahead  of  us  like  a  sunlit 

The  syndication  market  a  secondary  on  NP  would  notice.  Prime 

syndicated  TV  film  properties  for  local,  regional  and  spot  advertis  ly — thai  s 

idea  of  a  big  deal.  And  it's  working  just  fine.     NBC    TELEVISION    T  ILMo 
a  division  of  CALIFORNIA  NATIONAL  PRODUCTIONS 



TELEPULSE RATINGS:  TOP   SPOl 

Rank 
DM 

Patf 
rank 

Top    10    shows    in    10    or    more    markets 
Period    1-7   March    1957 

TITLE,    SYNDICATOR,    SHOW   TYPE 

Average 
ratings 

7-STATI0N 

MARKETS 

5-STA. 

MARKET 4-STATION    MARKETS 
3-STATI0l'i 

NY. 
LA. 

S.  Fran. 
r,    .                         _                                                               Seattle- Boston     Chicago     Detroit       Milw.        Mnpls.        Phlla.      Tacoma      Wash. Atlanta       1 

1 1 Highway  Patrol  (M) 
ZIV 

22.6 
13.9 

wrca-tv T  :1111pm 

15.0 

kttv 

9:00pm 

19.9 

kron-tv 

6:30pm 

20.9     10.0     18.9      11.2     13.7     19.8     19.7      17.3 
wbz-tv     wgn-tv     wjbk-tv    wtmj-tv     kstp-tv     wcau-tv    komo-tv  wtop-tv 

10:30pm    8:00pm    10:30pm   10:30pm   10:30pm     7:00pm    7:00pm    7:00pm 

21.5 

waga-tv 

7:30pm 

2 4 Sheriff  of  Cochise  (W) 
NTA 

20.6 
5.3 wabd 

7  :30pm 

16.2 

kron-tv 

6:30pm 
28.7     17.5     17.9      10.5     17.2                26.9     10.5 

wnac-tv      wnbq         wwj-tv     wtmj-tv     wo                             king-tv      wrc-tv 
6:00pm     7:30pm     7:00pm    10 :30pm     9:30pm                     7:00pm    10:30pm 

12.5 

wsb-ti 

7  :00pm 

3 2 State  Trooper  (A) 
MCA 

20.4 
4.5 

wor-tv 9:00pm 

8.2 

khj-tv 

8:00pm 
10.2 

kgo-tv 

10 :00pm 
21.7     18.9                               14.2     10.5 
wnac-tv         wnbq                                        kstp  tv     WTCv-tv 
10:80pm      9:30pm                                      9:30pm    10:30pm 

20.9 

waga-tv 

7:00pm 

4 5 Dr.  Hudson's  Secret  Journal  (D) MCA 
20.0 

7.5 

km 
9:00pm 

12.9 

kpix 7:00pm 

18.9     11.2     12.7      21.2     10.9 
wnbq       wxyz-tv    wtmj-tv     kstp-tv 

10:00pm   10:30pm    8:00pm     7:30pm 

15.4 

wsb-tv 

10:30pm 

5 3 Death  Valley  Days  (W) 
PACI  Fl  C     BORAX 

19.8 10.2 

wrca-tv 

r  :00pm 

15.2     10.7                  22.9      8.5      18.9 
wnbq       wwj-tv                      weeo-tv    wm  tv    komo-tv 
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FLAMI NGO 
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8.0 
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fi  :00pm 6.9 kttv 
7 :00pm 
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6 :00pm 
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Badge  714  (M) 
NBC     FILM 17.7 3.8 
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13.3 
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9:00pm 
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CBS     FILM 
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1 Life  of  Riley  (C) 
NBC    Fl  LH 

20.7 
18.0 

kttv 

8:30pm 

24.3 

kron-tv 

7:00pm 
17.7                               12.4                 31.2 
wrbq                                           kstp-tv                     king-tv 

6:00pm                                      6:00pm                    7:30pm 

2 Doug.  Fairbanks  Presents  (D) 
ABO    FILM 

20.3 

12.3 

wrca-tv 

10:30pm 

2.1 

kgo-tv 

1:30pm 

16.2 

wtmj-tv 
9:30pm 

12.4 

wsb-tv 

7:00pm 

3 
Esso  Golden  Playhouse  (D) 
OFFICIAL     FILM 18.2 

17.9                                                     16.9                 9.7 
wbz-tv                                                                          wcau-tv                     wrc-tv 

7:00pm                                                                         10:30pm                  10:30pm 

1! 

w 

7  1 

4 
Last  of  the  Mohicans  (A) 
TPA 17.2 

6.4 
BTCB 

7    IN   
14.9 
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fi  :30pm 24.2 

king-tv 

6 :00pm 
4 

wll 

5 4 Count  of  Monte  Cristo  (A) 
TPA 

16.7 

1.7 
wabd 

8:30pm 
4.9 

kttv 
5:00pm 

31.0      8.3       7.7                                                      11.0 
wnac-tv       wbkb       cklw-tv                                                                         wtop-b 
8:30m       4:00pm       7:00pm                                                                        6:30pm 

6 1  Led  Three  Lives  (A) 
ZIV 

15.4 

2.3 

wpix 8:00pm 

11.4 

kttv 
8    im 

21.4      6.7 
wnac-tv     wgn-tv 
7:30pm     9:30pm 

1 
Hi 

7 8 Code  Three  (M) 
ABC     FILM 

14.7 
13.0 

kttv 
9:30pm 

17.5 

kron-tv 

10:80pm 

8.2       12.9                 10.5     20.6     13.9 
wxyz-tv     wlsn-tv                       wrcv-tv    king-tv    wtop-tv 
7:00pm     9:30pm                       7:00pm  10:00pm    7:00pm 

8 6 Patti  Page  (Mu) 
SCREEN     GEMS 

14.6 6.0 
webs  ti 6  :15pm 

15.3                  5.6       10.0 
wnac-tv                       wwj-tv    wimj-tv 
7:15pm                        11:15pm    10:00pm 

9 Crunch  &  Des  (A) 
NBC     FILM 

14.2 26.2                                                                                       9.0 
wnac-tv                                                                                                           wttg-tv 
v     iii                                                                                                                              0:30pm 

1 
U 

10 

10 9 Jungle  jim  (A) 
SCREEN     GEMS 

13.9 
4.9 

wabc-tv 

6:00pm 

9.3 

kttv 

6:00pm 

7.7      15.7                                                        13.8 

wnbq,        wxyz-tv                                                                   wmal-tv 
1:00pm       2:30pm                                                                   6:00pm 
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uP  Gill-Perna  is  now 

National  Representative  for 

WTVP  Decatur,  III. 
Bringing  Top 

O  Programs  to  a  Billion 

Dollar  Market 
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c:ade  a  coverage  of 
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MRS.  TYLER 
ISA 

COMMERCIAL 
MINUTE 

IMPRESSION 

ND  AN  ADVERTISER  BUYS 
VER  26  MILLION  OF  THEM 
A  SINGLE  WEEK  WITH  JUST 

IVE  UNITS  OF  CBS  RADIO'S 
DAYTIME  DRAMA! 

Put  it  another  way:  an  advertiser  reach 

over  8  million  different  Mrs.  Tylers  (and 

their  families)  each  more  than  three  times 

a  week  with  solid,  one-minute  impressions 

each  time.  At  just  about  the  lowest  cost- 

per-thousand  available  in  any  medium. 

Today -with  so  much  money  going  into 

once-a-week  or  once-a-month  advertising  - 

it  makes  good  sense  to  extend  and  insure 

your  budget  with  this  kind  of  frequency 

and  reach.  And  it  makes  most  sense  to  fit 

your  message  into  identifiable  programs 

with  a  beginning  and  an  end -specific 
dramas  to  tune  to  every  day. 

That's  why  you  find  companies  that  sell 

low-cost,  high-turnover  products,  compa- 

nies like  Colgate-Palmolive,  General  Foods 

and  Lever  Brothers,  all  buying  (and  re- 

buying)  daytime  drama  on  CBS  Radio. 

FREQUENCY  YOU  CAN  AFFORD  AND  NEED. .  THE  CDS  RADIO  NETWORK 
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I WTOX I 
100ofl^ATTSJ 

personality  station  de  luxe 
in   WILMINGTON 

YOUR  BIG 
BARGAIN 

station  covering  the  millions 

in  the  rich  Delaware  Valley 

ask  your  Walker  man  about 

the  "Timekeeper  Show"  6:00- 
9:00  A.M. 

for  results  that  count  and  can 

be  counted  use 

WTGIX 
Wilmington,   Dcla. 
1290  on    the   dial 

|lO?oJ~"'S| 
II    I II   minium   mi   III! 

National  and  regional  spot  buys 

in  work  noic  or  recently  completed 

SPOT  BUYS 

54 

TV  &  RADIO  BUYS 

Kasco  Mills,  Waverly,  New  York,  is  entering  about  60  tv  markets 

to  promote  its  dog  food.  Campaign  will  start  6  May  and  run  for 

seven  weeks;  schedule  will  resume  in  the  fall.  There'll  be  minute 
and  20-seconds  in  daytime  with  the  number  of  announcements  per 
week  varying  from  market  to  market.  In  radio.  daUime  minutes  will 

be  bought  in  a  number  of  rural  areas  to  supplement  tv  with  minutes 

slotted  in  daytime  hours.  Film  commercials  on  tv.  and  e.t.'s  on 

radio,  will  feature  a  talking  dog.  Objective:  women's  audience. 
Buying  is  completed.  Buyer:  Art  Topol.  Agencj  :  Donahue  &  Coe, 
New  York. 

Nehi  Corp.,  Columbus,  Ga..  is  expanding  its  use  of  spot  tv  and 

radio  throughout  the  country.  The  earlv  Mav  schedule  will  run 

indefinitely.  Tv  minutes,  20's  and  I.D.'s  have  been  requested  for 
nighttime  hours,  to  reach  a  general  audience.  The  number  of  an- 

nouncements per  wreek  varies  from  market  to  market.  On  radio, 

minute  spots  have  been  requested  for  daytime  hours,  for  a  women's 

audience.  Commercials  are  on  film  and  e.t.'s.  Bming  is  almost  com- 
pleted.   Buyer:  Genevieve  Schubert.    Agency:  Compton,  New  York. 

TV  BUYS 

Esso  Standard  Oil  Co.,  is  buying  in  about  28  tv  markets  in  the  South 

to  promote  its  Flit.  The  campaign  begins  in  late  Mav  for  15  weeks. 

Minute  films  will  be  scheduled  during  daytime  hours.  Frequencv  is 

limited;  about  three  per  week  in  each  market.  Buying  is  not  com- 

pleted.    Buyer:  Jay  Schoenfeld.    Agency:   McCann-Erickson.   N.   Y. 

RADIO    BUYS 

Trans  World  Airlines,  Inc.,  Kansas  City.  Mo.,  is  buying  a  sched- 

ule in  major  markets  (for  domestic  travel).  Six-week  campaign 

starts  shortly.  Announcements  will  be  placed  around-the-clock  with 

a  heavy  weekend  schedule;  the  advertiser  seeks  a  wide  general  audi- 
ence. Average  number  of  announcements  per  Aveek  in  each  market 

v\ill  be  30.  Minute  commercials  will  consist  of  a  40-second  e.t.  fea- 

turing a  celebrity  and  a  20-second  live  tag.  Buying  is  completed. 

Buyer:    Paul   Clark.   Agency:    Foote.    Cone   &   Belding.   New   York. 

Pomatex  Co.,  Inc.,  New  York,  is  buying  announcements  for  its 

hair  preparation  in  major  markets  in  New  England.  New  York. 

New  Jersey,  Pennsylvania,  Michigan.  Illinois.  Ohio  and  West  Vir- 

ginia, its  major  areas  of  distribution.  Campaign  will  sell  the  product 

as  a  hair  protector  against  water  and  sun:  schedule  in  each  market 

will  begin  with  warm  weather.  Minute  live  announcements  will  be 

slotted  primarily  7-9  a.m.  and  5-7  p.m..  to  reach  both  men  and 
women.  Average  number  of  announcements  per  week  in  each  market 

will  be  12.  Buying  has  just  started.  Buyer:  Jack  Cunningham. 

Agency:  R.  T.  O'Connell.  New  York. 

SPONSOR 4   may   1957 



mnwMrBninnra 
built  your 

TELEPHONE 
. . .  and 

WW  J  -TV 

80  years  ago,  the  first 

telephone  switch- 
boards were  operated 

by  boys. 

BELL  TELEPHONE  men  and  women,  working  together 

to  bring  people  together,  treated   a   faith   that   produced 

today's  fast,  dependable  telephone  servi.  • 
WWJ-TV.  with  its  10  years  of  leadership  and  emphafl 

quality,  has  given  Detroiters  another  well-founded  faith  - 
faith  that  dialing  Channel  4  always  provides  the 
television. 

SEEING  IS  BELIEVING  to  the  great  WWJ-TV  aud 
—a  priceless  advantage  to  every  advertiser. 

Today,  Michigan  Bell  telephone  operators 
put  through  Long  Distance  calls  in  80  sec- 

onds, on  an  average.  More  than  half  of 

Michigan  Bell's  customers  can  dial  some  of 
their  own  Long  Distance  calls — to  places 
as  far  away  as  Boston  and  San  Francisco — 
even  faster. 

Tenth  Anniversary  Year 

-  ON  WWJ 

-  -*d  t  oprrofd  bf  Tf»  C*f- 

Nolionol   Representatives     Pcfcrs,   Gfffin,  WexxJword.   Inc. 

SPONSOR       •       4    MAY    1957 
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That  wonderful  sound  of  WBC's  local  programs  is  no 
accident.  Il  takes  a  wide-awake,  aggressive  organization 
to  corral  the  best  disc  jockeys  in  every  market .  .  .  fire  up 
the  mobile  units,  beep  phones  and  tape  recorders  that 

make  < m-t he-scene  news  come  alive  .  .  .  produce  local 

public  service  programs  that  capture  national  i 

On  top  of  this,  there's  the  expert  programming 
ance  each  station  gets  from  WBC  group  adv 

programming  that  makes  WBC  stations  th<| 
listened-to  in  their  areas. 
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hi  want  to  know  how   little  it   costs  to  put   the 
mi!  difference  on  WBC  Radio  to  work  for  you     if 

int    proof  that   no  selling  campaign   is  complete 
the  WBC  stations     call  A.  W.  "Bunk"  Dannen- 

iWBC  V.P.-Sales,  at  MUrray  Hill  7-0808,  N.Y. 

WESTINGHOUSE 
BROADCASTING 

COMPANY,  INC. 

BOSTON PITTSBURGH 

FORT    WATNC    WOWO 

CHICAGO 

PORU«Sf 

BOSTON     . M 
SAN    SBXHCIV  ) 

:  S..*-i 

Another  WBC  frl 

Pwe*v  Grrffcn  *o---r«  > 



Capsule  case  histories  of  successful 

local  and  regional  radio  campaigns 

RADIO  RESULTS 

MACARONI   PRODUCTS 

SPONSOR:  Gooch  Milling  Co.  AGENCY:  Direct 

Capsule  case  history:  Rose  bushes  are  selling  macaroni 

these  days  through  a  special  radio  offer  made  by  Gooch 

Milling.  Lincoln.  Neb.,  which  resulted  in  movement  of  $15,- 

060  worth  of  Gooch  products  (flour,  spaghetti,  macaroni, 

etc.).  Each  package  of  Gooch  products  carries  Red  Circle 

points  which  are  redeemable  in  merchandise.  KMA's  Mon- 

day-through-Saturday morning  program,  Farmer's  Wife 
with  Florence  Falk.  broadcast  an  offer  of  a  free  rose  bush  to 

those  who  sent  in  40  Red  Circle  points  on  1  April  only.  The 

offer  was  made  on  30  March  and  by  5  April,  a  total  of  3.012 

orders  for  the  rose  bushes  had  been  counted.  Gooch  Mill- 

ing estimates  that  a  customer  spends  about  $5.00  to  amass 

40  points  which  means  that  the  number  of  orders  received 

represents  $15,060  in  sales.  Wallace  Closner.  sales  and 

advertising  promotion  manager  for  Gooch,  stated  that  the 

campaign  brought  results  far  beyond  the  firm's  expectations. 

KM  \.  Shenandoah,  Iowa  PURCHASE:   Participations 

CANNED  VEGETABLES 

SPONSOR:  Butter-Kernel  Canned  Vega  AGENCY:  Direct 

Capsule  case  history:  Radio  enabled  this  sponsor  to  win 

its  long-standing  battle  to  gain  an  important  new  outlet  for 

its  products.  For  years,  Butter-Kernel  Canned  Vegetables 

had  been  attempting  to  gain  distribution  in  the  14  Still- 

man's  Supermarkets  in  Minneapolis.  All  efforts  failed  re- 
peatedly until  soon  after  Butter-Kernel  became  a  sponsor  of 

station  WCCO's  Housewives'  Protective  League  with  Allen 

Gray.  Success  came  with  an  initial  order  from  Stillman's 

for  25  cases  of  Butter-Kernel  products.  The  first  was  fol- 

lowed by  another  order  for  100  cases  and  then  another  still, 

this  time  for  125  cases.  Now  Butter-Kernel  products  have 

a  firmly  established  distribution  in  all  14  Stillman's  mar- 

kets. George  Stillman.  when  asked  to  explain  the  super- 

markets' final  acceptance  of  the  products,  reported  that 

"we  had  to  stock  Butter-Kernel  because  of  the  public  de- 

mand   created    by    Allen    Grav"s    broadcasts    on    WCCO." 

WCCO,  Minneapolis-St  Paul PURCHASE:  Housewives' Protective  League 

PAINT 
SPONSOR:  National  Paint  Co.  AGENCY:  Tilds  &  Cantz 

Capsule  case  history:  This  advertiser's  use  of  spot  radio 

during  the  firm's  normally  slow  season  resulted  in  a  20% 

sales  increase  for  1956  over  the  same  period  in  1955.  Na- 

tional Paint  deliberately  scheduled  its  campaign  for  Septem- 

ber and  October,  the  slow7  months  for  paint  sales,  in  order 

to  measure  radio's  effectiveness  in  presenting  a  new  adver- 
tising and  selling  approach  for  paint  products.  Three  Los 

Angeles  radio  stations  were  used  in  the  campaign,  including 

KBIG.  The  impact  of  the  campaign  was  evident  not  only 

in  the  sales  increase  but  also  in  the  results  of  a  survey  con- 

ducted by  Tilds  &  Cantz  among  all  paint  dealers  and  paint- 

ing contractors  in  southern  California.  A  total  of  65%  of 

the  respondents  said  they  either  had  heard  National's  com- 
mercials themselves  or  had  learned  from  customers  that  the 

firm's  message  reached  them  via  radio.  KBIG  was  the  sta- 
tion mentioned  most  often  during  the  Tilds  &  Cantz  survey. 

KBIG,  Hollywood  PURCHASE:  Announcements 

FISH 

SPONSOR:  Cannarella's  Fish  Market  AGENCY:  Direct 

Capsule  case  history:  The  Cannarella  Fish  Market  credits 

radio  advertising  with  causing  the  heaviest  volume  of  sales 

for  a  single  day  in  the  market's  history.  On  this  particular 

day,  a  Saturday,  the  sponsor  used  station  WOIC  as  its  only 

advertising  medium.  Cannarella's  bought  10  20-second  an- 
nouncements, aired  at  various  times  during  WOIC  s  Satur- 

day morning  schedule.  The  total  cost  for  the  10  announce- 

ments was  $20.  R.  E.  Floyd,  owner  of  the  market,  stated 

that  Canarella's  had  anticipated  moving  approximately  100 
pounds  of  fish  as  a  result  of  its  commercials.  Instead,  600 

pounds  were  sold  during  the  day  with  demand  finally  out- 

stripping supply.  Flovd  estimates  that  over  400  customers 

entered  the  market  during  the  course  of  the  day.  a  record 

number.  The  radio  advertising  expenditure  not  only  gave 

Cannarella  s  a  sales  increase  but  also  brought  in  many  new 

customers    who    had    heard    the    market's    announcements. 

WOIC.  Columbia,  S.  C.  PURCHASE:  Announcements 
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Top-drawer  advertisers  buy 
WGN-radio  in  Chicago 
You're  in  good  company  when  you  join  the  nation's  smart' 
time-buyers  who  confidently  select  WGN  to  sell  millions  of 
dollars  worth  of  goods  for  top-drawer  clients. 

1957  promises  exciting  new  programming  to  make  \Y(  rN's 
policy  of  high  quality  at  low  cost  even  more  attractive  to  you. 

SPONSOR 4  may  1957 59 



60 

PL s A        >  * 

\pgr-,  '^^\ 

SPONSOR 

• 
4  may  1957 



Like  sire. ..like  son 

Among  thoroughbreds,  prized  qualities  are  handed  down  from  father  to  son. 

In  radio  and  television,  too,  championship  can  be  transmitted  within  a  family. 

WKY  radio  is  one  of  America's  great  pioneer  stations.  WKY-TV  quickly 

achieved  dominance  in  Oklahoma  television.  Now  the  same  experience,  -kills. 

and  resources  have  been  extended  throughout  the  WKY  Television  System, 

creating  stations  that  clearly  lead  in  their  communities.  Experience  proves: 

In  thoroughbreds  and  in  television  advertising,  it  pays  to  choose  a  championship  line. 

THE    WKY   TELEVISION    SYSTEM,   INC. 

WKY-TV   Oklahoma  City 

WKY  Radio  Oklahoma  City 

WSFA-TV   Montgomery 

WTVT  Tampa-St.  Petersburg 
Represented   by  the   Katz  Agency 
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The  big  city  half  of  Minnesota, 
we  mean.  You  can  woo  the 

Minneapolis-St.  Paul  Market  with 

a  million  and  a  half  "please  buy" 
letters.  Or  you  can  spread  your 
budget  thin  on  half  a  dozen 

runner-up  stations.  But  for 

immediate  sales  impact,  you've 
got  to  reach  Minn  where  she 
listens— on  WLOL. 

WLOL'S  Big  5  disc  jockeys  give 
you  the  quickest,  most 

responsive,  block-by  block 
coverage  in  the  big  Twin  Cities 

orbit.  Add  WLOL'S  unparalleled 
out-of-home  audience  and  you'll 
see  why  more  advertisers  sell 
more  products  on  WLOL  than  on 
any  other  independent  station  in 
this  market. 

MINNEAPOLIS ST.  PAUL 

1330  on  your  dial     5000  watts 

LARRY  BENTSON,  President 

Wayne  "Red"  Williams,  Mgr.,  Joe  Floyd,  V.P. 

PULSE   PROVES  WLOL 

STATION   IN  THE 
NORTHWEST 

BUY  IN  THE 
TWIN   CITIES 

represented  by  AAA  Radio  Sales 

News  and  Idea 

WRAP-UP 

ADVERTISERS 

There'll  be  at  least  13  program 
series  sponsored  by  automotives 

on  nighttime  network  tv  this  fall. 
Shows  breakdown  as  follows: 

Sunday — Lincoln-Mercury  (Ed  Sul- 
livan), Chevrolet  {Chevy  Hour) 

Monday  -  -  Dodge-Plymouth   (Top 
Tunes  &  New  Talent),  Buick   (Wells 

Fargo).  Ford  (Crisis) 

Tuesday — none  as  yet 

Wednesday — none  as  yet 

Thursday — Chevrolet  (Pat  Boone). 
Ford   {Tennessee  Ernie  Ford),  Chrys- 

ler     (Climax),     De     Soto      (Groucho 
Marx) 

Friday — Plymouth  (Date  With  the 
Angels).  Buick  I  show  to  be  selected). 
Ford   (Zane  Grey) 

Saturday — Dodge  I  Laurence  Welk  ) 
Added  to  these  will  be:  nine  specials 

for  Oldsmobile  (  six  Jerry  Leuis  Shoivs, 

two  Dean  Martin  Shows  and  the  Acad- 

emy Awards  telecast)  ;  five  Desi  Arnaz 

specials  for  Ford;  for  General  Motors. 
Wide  Wide  World  series  on  Sunday 

afternoons  and  for  the  Chrysler  model, 
a  show  to  be  selected. 

(See  "What's  Behind  Detroit's  $100 

million  Air  Budget?"  page  27;  and 
SPONSOR-SCOPE,  page  9,  for  esti- 

mate of  automotive  tv  network  com- 
mittments. I 

The  Tea  Council  is  upping  its  ad 

budget  by  80% — and  will  spend 
$1.8  million  for  consumer  adver- 

tising this  year.  Here's  where  the money  will  go: 

•  Largest  share  to  "restore  hot  tea 
advertising  to  its  former  level  of  ef- 

fectiveness." •  To  expand  market-by-market  cov- 
erage to  18  cities  by  Fall  (now  12 

basic  markets  are  used  I . 

•  S600.000  to  promote  iced  tea 

during  the  summer  via  spot  radio  in 
29  markets.  I  See  Spot  Buys  for  further 
information  on  this  saturation  cam- 

paign.) 

American  Toy  Promotion  will  ex- 
pand its  tv  coverage  at  Christmas  to 

include  25  key  markets,  five  more  than 

were  used  in  1956. . . .  General  Foods' 
Perkins  division  is  adding  another 

flavor  to  its  Kool-Aid  line.  The  new 

soft  drink  powder,  Golden  Nectar,  will 

be  promoted  via  radio  and  tv  in  the 

late  spring  and  summer  months. 

People  in  the  news:   Roger  Greene 

has  been  elected  vice  president  in 

charge  of  advertising  for  Philip  Mor- 

ris. Other  new  v.p.'s  for  the  tobacco 
firm  include:  Andrew  C.  Britton. 

manufacturing,  and  Walter  N.  Me- 
Fadden,  purchasing.  .  .  .  R.  W. 

Moore,  Sr.,  has  relinquished  his  of- 
fice as  president  of  Canada  Dry  to 

become  chairman  of  the  board.  His 

son,  Roy  W.  Moore,  Jr.,  has  been 
elected  president.  .  .  .  L.  F.  Carlson, 
director  of  advertising  for  Oldsmobile. 

02 

KOMO-TV     (Seattle)     dancers    on    rooftop 
kick  off  promotion  {or  hydroplane  race  tele- 

cast as  viewers  "ii  street  watch  via  L10- 
inch   lens  i>n  remote   truck   two   Mocks  awa> 

TIMEBUYERS  attending  WWVA,  Wheeling, 
W.  Va.,  presentation  in  New  York  include  (1 
to  r)  Marie  Scotto.  Joan  Rutman  (Grey).  Bob 
Boulward  (Houston),  Sally  Reynolds  (L&N) 
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eli  i  iiil  in  retire  undei  the  I  lenei  .il 

Motors  retirement  plan  this  week.  .  .  . 
Harr)  L.  Vuli  is  the  nevi  advertis 

in^  manage]  foi  Chrj Bier.  \ u  1 1  fill- 
ilir  vacanc)  created  l>\  the  retirement 
of  John  II.  Caron. 

AGENCIES 

(  urrenl  issue  of  Grej  Matter  (put 
out  1»\  Grej  Vdvertisina)  rebuts 
recent  claims  bj  some  researchers 

thai  the  consumer  is  developing  ;i 

hard  shell  against  hard  sell. 

Rather  than  mentalhj  tuning-out  a 

commercial,  Grej  Matter  Bays,  "The 
American  public  lias  demonstrated 
that,  conscious!}  or  subconsciously,  it 
wants  to  be  exposed  to  advertising 

probabl)  as  eagerl)  as  advertisers  want 

tn  |iin\  ide  the  exposure." 
Theme   is   thai   the   consumer   looks 

to  advertising  to  lei  him  know   about 

new  product-  and  then  to  help  him 

pick  tin  >~« •  he  wants  and  tell  him  lm« 
In    use  them. 

Harbourmaster,  new  starter  for 
l»e\  nolds  Tobacco  on  CBS  TV  next 

Fall,  was  the  brain-child  of  the  tv  de- 

partment at  F.st\.  The  "eastern",  which 
u  sea  series  using  the  New  England 

-i line  as  background,  was  con- 
ceived 1>\  Sam  Northcross,  assistant  to 

the  president  Northcross  then  looked 

around  for  a  packager  and  finalrj  se- 
lected  Ziv   fudges   picked   for 

the  National  Vdvertising  Agencv 

Network's  1().»7  Creative  Awards 
contest  of  radio  and  t\  campaigns  in- 

clude: Howard  H.  Bell,  NARTB; 

James  E.  Kovach,  WHC  &  \\  RC-TV, 

W.  Norman  Reed.  WW  DC  &  W  W'DC- 
IM:  and  Tliomas  B.  Jones,  W  TOI'-TN 
— all  of  Washington,  I).  C.  Wards  will 

be  announced  at  the  Network's  annual 
convention  at  Sun  Valle)  in  June. 

Personnel  changes:  Basil  W.  Mat- 

thews has  been  appointed  v.p.  and 
.il.. mnt  supervisor  at  RulhrautT  & 
Ryan.  .  .  .  Robert  E.  Field  has  joined 

MacManus,  John  &  Adam-  as  assistant 
unt  executive.  .  .  .  John  I). 

<  arew,  Jr.,  is  now-  research  director 
at  Zimmer,  Keller  &  Calvert.  .  .  .  Dik 

^.  Twedt  lias  joined  Leo  Burnett's 
Chicago  office  as  an  account  executive. 
.  .  .  Edward  P.  Heath  moves  to  Ted 

Bates  as  an  account  executive.  .  .  . 

James  W.  McFarland  and  Charles 

R.  Schwab  have  joined  the  market- 

ing and  research  department  of  Ketch- 
urn.    MacLeod    &    Grove,    Pittsburgh. 

Folks  are  in  /W  with  ̂ A^^A^-DG^ 

1st  in  total  audience— 1st  in  quarter  hour  wins— Washington,  D.C. 
•  PULSE:  January-February.   1957  REPRESENTED  NATIONALLY   BY   JOHN   BLAIR   1   COMPANY 

£   DAV/S 

mind  the  uranium,  Charlie,   wait  'til  you  hear  tchal's  happening  a;  H  PTR. 
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248,898  Telephone 

Stations 

In  the  Centra!  Ohio  area  there  are 
248,898  telephone  stations  —  that  means 
our  folks  like  to  talk  but  they  like  to 
listen  when  the  message  is  carried  by 
WBNS  Radio.  And  these  listeners  have 
$2,739,749,000  to  spend.  They  and  Pulse 
place  us  first  in  any  Monday-thru-Friday 
quarter-hour,  day  or  night. 
Ask  John  Blair. 

WBNS    RADIO 
COLUMBUS,    OHIO 

Spring  has  sprung 
in  Providence,  R.  I. 

•  afternoon  audience 

grows   324% 

•  morning  audience 
grows  297% 

WICE   is   how  either  first  or  second   in 

audience  in  16  daytime  quarter  hours. 

...  in  just  6  months  of  Elliot 
programming 

Source:   C.   E.   Hooper,   Jan.-March    1957 

The  ELLIOT   STATIONS    W 

great  independents    •    good  neighbors    jf   tim  ELLIOT,  President 

Akron.  Ohio  -  WCUE    /     WICE  -  Providence,  R. 

National    Representatives    The   John    E.    Pearson   Co. 

.  .  .  Henry  G.  Fownes,  Jr.,  v.p.  in 

charge  of  the  New  York  office  of  Mac- 
Manus.  John  &  Adams,  has  heen  pro- 

moted to  the  administrative  commit- 

tee. .  .  .  William  A.  Baumert,  for- 

merl)  a  partner  in  Frank  Baumert 
Co..  has  joined  Paris  &  Peart  as  an 

account  executive  and  Joseph  Pend- 
ergast  has  moved  over  to  P&P  as  a 

marketing  account  executive.  .  .  .  H. 

K.  (Ken)  Jones  has  been  made  di- 
rector of  marketing  and  research  at 

Griswold-Eshleman.  .  .  .  Robert  W. 
Hoebee  is  now  an  account  executive 

at  J.  M.  Hickerson.  Inc.  .  .  .  John  R. 

Burrill  has  joined  the  William  Schal- 
ler  Co.  as  a  member  of  the  client  serv- 

ice staff.  .  .  .  L.  C  Hopper  has  been 

named  account  supervisor  at  Dix  & 
Eaton.  .  .  .  Sherman  Slade  has  been 

appointed  executive  vice  president  of 
the  Mayers  Division  of  Cunningham  & 

Walsh.  Mayers  moves  over  from  Dan 
B.  Miner  Co. 

New  agency  v.p.'s:    Ben  Gedalecia, 
v.p.  in  charge  of  research :  Ralph  H. 

Major,  Jr..  v.p.  in  charge  of  public 

relations  and  Henry  J.  Payne — all  at 
BBDO.  .  .  .  Harold  D.  Frazee,  as  v.p. 

and  account  supervisor  at  Bryan 
Houston. 

Sylvester  (Pat)  Weaver's  new  of- 
fices for  his  Program  Service  are  lo- 
cated at  430  Park  Ave..  New  York. 

Telephone:  PL  8-0139.  .  .  .  Caples 
Co.'s  New  York  offices  are  now  at  10 

East  40th  St.  .  .  .  Agency  name 

change:  Thomas  &  Delehanty  is  now 
Thomas   &   Douglas. 

New  agency  appointments :   BBDO 
for  Western  Airlines.  .  .  .  MacManus, 

John  &  Adams  for  Minnesota  Min- 

ing &  Manufacturing  Co.'s  new  chemi- 
cal product  division.  .  .  .  Stromberg- 

er,  LaVene,  McKenzie  for  Buitoni 
Foods  advertising  in  11  Western  states. 

J.  M.  Mathes,  one  of  the  earliest 
boosters  of  radio  among  New  York  ad 
men.  died  this  week. 

NETWORKS 

Of   the   100   leading   national   ad- 

vertisers   (in   1956),  45   are  cur- 

rently using  network  radio.  Here's the  list: 
P&G 

General  Motors 

Colgate-Palmolive 
General  Foods 

General  Electric 
[Please  turn  to  page  68) 
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the  more  you  compare  programming, 

ratings,  coverage,  or  costs  per 

thousand  —  the  more  you'll  prefer 

WAVE  Radio 

WAVE-TV 
LOUISVILLE 

NBC  AFFILIATES 

NBC  SPOT  SALES,  EXCLUSIVE  NATIONAL  REPRESENTATIVES 
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There's  more  fo  Florida! 
To  be  sun-,  living  is  easy  , . .  so  eat  ■  that  6,  k  to  I  orida 

annually.  More  important,  during  1956  2,800  neu   (ami    ■  ••'  moved 

here  to  Inc.  Keeping  pace,  287  neu  industrial  plants  set  up  simp  in  the 

first  nine  months  oj  the  year  alone. 

There's  Jacksonville,  for  instance 
...huh  of  a  $1,660,000,000  market  u  here  population  has  in,  r. 

faster  than  the  national  average. . .  where  more  than  SO  stories  oj  neti 

insurance  buildings  have  pone  up.  .  .  where  600  manufacturing  enteri 

pour  out  products  from  paper  haps  to  diesel  locomotives.    Is  one  industrialist 

put  it.  "/  should  have  moved  my  plant  to  Jacksom  die  much  sooner. 

f*/lff     FF    tMmMmw'm    f   capsules  the  market  foi  you,  covering 

277,000  television  families  in  (>7  counties    the  equivalent  ■  oj  all 

the  tv  homes  in  Florida."  In  the  metropolitan  Jacksonville  area  measured 

hy  ARB,  powerful  WMBR-TV  delivers  five  and  a  half  tunes  the  aiei. 

total-week  audience  of  its  competition'.    

Channel  t, Jacksonville    WMIilHN 

Operated  by  The  Washington  Post  Broadcast  Division 

Represented  by  CBS  Television  v 

um 

m i    V 



Chrysler  Corp. 
Ford 

\m<ii<an  Home  Products 

General  Mills 

Gillette 
R.  J.  Reynolds  Tobacco 
Lever  Brothers 

Bristol-Myers 

Liggett  &  Myers  Tobacco 
Pillsbury  Mills Kellogg 

RCA 

Standard  Brands 
Swift 

E.  I.  DuPont  de  Nemours 

Quaker  Oats 
Armour  &  Co. 

Sterling  Drug 
P.  Lorillard 

Scott  Paper 

Coca-Cola 
Miles  Labs. 

National  Biscuit 

Warner-Lambert 
Brown  &  Williamson  Tobacco 

Firestone  Tire  &  Rubber 

S.  C.  Johnson  &  Son 
Nestle 
American  Motors 

Corn  Products 

Joseph  Schlitz  Brewing 
Studebaker-Packard 
Texas  Co. 

Reynolds  Metals 
Best  Foods 

Chesebrough-Pond's Norwich  Pharmacal 

Doubleday  &  Co. 
Atlantis   Sales  Corp. 
Admiral   Corp. 

(See    SPONSOR-SCOPE,    page    10, 

for  a  breakdown  bj  individual  net- 
works of  the  leading  national  advertis- 

ers using  radio.) 

"Trade  your  mirror  for  a  win- 
dow" was  the  advice  Louis  Haus- 

man,  CBS  v.p.  for  advertising  and 

promotion,  gave  the  American 
Women  in  Radio  and  Television 

at  their  Convention  last  week. 

Hausman  told  the  professional  wo- 

men that  they  have  "lost  touch"  with 
the  average  American  woman,  and  that 

they  are  "too  independent,  too  secure, 
too  individual  and  too  broad  in  inter- 

est" to  be  like  or  to  understand  her. 

He  suggested  that  AWRTs  experts 

on  the  average  woman  should  "seek 

out  their  subject  in  her  native  habitat" 
—supermarkets,  churches,  in  low- 
priced  cars,  resorts  and  dresses,  etc. 

New    appointments:     Dean    Shaflf- 
ner,  latest  ABC  staffer  to  make  the 

trek  over  to  NBC,  will  join  NBC  TV 

on  20  May  as  director  of  sales  plan- 
ning. Shaffner  was  v.p.  in  charge  of 

sales  development  and  research  for 
ABC  Radio.  .  .  .  Chalmers  Dale  has 

been  appointed  assistant  manager  of 
the  film  services  department  at  CBS 
TV.  .  .  .  E.  Charles  Straus  has  been 

assigned  to  the  newly-created  post  of 
director  of  talent  and  casting  at  CBS 

TV,  Hollywood.  ...  A.  Rohert  Bona- 

gura  has  joined  the  sales  staff  at  CBS 

"If  it  weren't  for  us  KRIZ  Phoenix 
account  executives,  you  air  person- 

alities would  be  permanently  sus- 

taining." 

or. 

Radio.  .  .  .  Louis  J.  Riggio,  whilom 

partner  in  Hilton  &  Riggio,  has  gone 

with  CBS  Radio  as  a  special  consultant 

on  sales  development.  .  .  .  Louis  M. 

Marey  has  resigned  as  director  of  sales 

development  and  presentations  at  NBC 

TV  to  join  Sylvester  I  Pat  I  Weaver's 
new  Program  Service  in  an  executive 
sales  capacity. 

Network  program  notes:  Walter 
Winchell  will  return  to  ABC  TV  next 

fall  in  a  new  series.  Format  will  pre- 
sent Winchell  as  a  storyteller  and  will 

dramatize  fictionalized  versions  of 

news  stories.  Time  slot  for  the  pro- 
grams has  not  been  set  as  yet.  .  .  . 

Giant  Step  l  CBS-TV  I  which  is  being 

dropped  by  General  Mills  on  29  May. 

1. rings  the  1956-57  season's  quiz  show 
casualty  list  up  to  eight  so  far.  .  .  . 

Those  Whiting  Girls  will  be  back  on 
television  this  summer  taking  over  the 

Monday  night  9-9:30  spot  on  CBS  TV 
for  General  Foods  and  P&G. 

RADIO    STATIONS 

Riding  the  radio  comeback  trail, 

Westinghouse  Broadcasting  Co. 

has  appointed  a  national  radio 
sales  manager,  Perry  B.  Bascom. 
Bascom  has  been  eastern  sales 

manager  for  WBC  since  June 
I  956. 

\\  estinghouse  radio  stations  include: 
WBZ-WBZA,  Boston  and  Springfield; 

KDKA.  Pittsburgh;  KYW,  Cleveland, 

WOWO.  Fort  Wayne;  WIND,  Chica- 

go; and  KEX,  Portland,  Ore. 

"Radio  will  he  no  worse  than  sec- 

ond best"  in  agency  billings  in  the 
West  In  1902— was  the  prediction  of 

Kevin  Sweeney.  RAB  president,  in  an 

address  before  the  Western  States  Ad- 

vertising Agency  Association  conven- tion last  week. 

Sweeney  also  predicted  that  the  se- 
lection of  specific  times  announcements 

are  to  run  will  become  "the  responsi- 

bility  of  radio  stations"  just  as  the 

page  on  which  advertisements  are  to 

run  is  now  principally  the  responsi- 
bility of  individual  newspapers. 

WWVA,  Wheeling-Steubenville.  in  a 

presentation  to  New  York  timebuyers 

last  week,  hit  hard  at  competing  media. 

Theme:  "no  newspaper,  magazine  or 

tv  station  can  match  WWVA's  pene- 
tration" in  its  area.  .  .  .  WVNJ,  New- 

ark, which  switched  to  "Great  Albums 
of  Music""  format  last  January,  finds 

the  new  programing  has  increased  its 

audience,  upped  the  Hooper  rating  and 

brought  in  more  national  advertisers. 
The  new  format,  which  does  not  use 

disk  jockey  personalities,  can  be  par- 
tially measured  by  requests  for 

\\  \  NJ's  programing  booklets — 30.000 to  date. 

WTL,  St.  Louis,  has  become  an  ABC 

affiliate.  .  .  .  WITH,  Baltimore,  will 

carry  the  Brooklyn  Dodger  night 

games  with  Melody  Club  Wines  spon- 
soring. .  .  .  KXXL.  Monterey.  Calif- 

is  now  KIDD. 

Notes  on  people:   Ed  Paul   is  now 

national     sales     manager     at     W  F.RE. 
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Cleveland.  .  .  .  Jim  Coryell  has  joined 

the  sales  staff  al  vVQAM,  Miami.  .  ,  . 

George  llobkiik  is  now  program  <li- 
rectoi  i"i  K-AC1  .  I!i\ erside,  Calif. ..  . 

It«»l>  l.lo\«l  has  been  named  produc- 

tion manager  Foi  KNX-CPRN,  Los  \n- 
geles.  .  .  knit  Burkhaii  has  joined 

\\u\\l.  Miami,  a-  program  director. 

.  .  .  Robert  C  Burris  has  been  a|>- 

pointed  general  managei  <>l  KSAN, 
San  Francisco. 

TV    STATIONS 

I  h<  Corinthian  Broadcasting 

Corp.  has  been  Bet  up  to  manage 
the  J.  II.  Wbitne)  A  Co.  t\  and 
radio  stations. 

These      include:      KOTV,      Tulsa; 

KG1  I  TV,  Galveston;  WISH  &  \\  Ml 

l\.     Indianapolis;     an. I     \\  \\l.     & 
\\  WI.-IA.  Fort  Worth. 

Directors  and  officers  of  Corinthian 

include  three  partners  of  J.  II.  \\  hitne) 
8  Co.:  Walter  Y  Tha\er.  chairman  <>f 

the     hoard:      ('.     \\  rede     I'elei  >me\  er. 
president;  and  Robert  F.  Bryan,  sec- 

retary -treasurer. 

Corinthian's  basic  purpose,  Peters- 
meyer  said,  will  he  to  provide  an  ex- 
(  han-e  of  ideas  anion"  its  stations. 

Day-to-da)  operation  will  remain  un- 
der the  direction  of  the  local  managers. 

Petersmeyer  will  have  a  small  stalT  of 

no  more  than  seven  people  in  New 

^tork  whose  function  will  he  to  stimu- 
late idea-  rather  than  dictate  policy 

from  the  home  office. 

\-  president,  Petersmeyer,  who  has 
been  directing  the  alTairs  of  KOTV, 
Inc..    from     lulsa,    will    now    make    his 

headquarters  in  New    i  oik. 

General  managers  of  the  Corinthian 

Stations  will  serve  on  the  policy  com- 
mittee of  which  Petersmeyer  will  be 

chairman. 

Other  ke\  appointments  at  Corinthi- 
an are:  George  G.  Jacobs,  director  of 

engineering;  Charles  II.  Smith,  direc- 
tor of  research:  and  Johnston  F.  Nor- 

throp, assistant  to  the  president. 

Tv  applications:  Between  22  and  27 

April  one  construction  permit  was 

granted,  three  applications  for  new  sta- 
tions were  filed  and  one  new  station 

took  to  the  air. 

Construction  permit  went  to  W  HDH. 

Inc.  for  Channel  i.  Boston,  permit  al- 
lows 65.2  kw  visual. 

Applications  were  made  h\  :  Cv  Blu- 

menthal.  Arlington,  Va.  for  Channel 
2.  Terre  Haute.  Ind..  100  kw  visual, 
with  tower  990  feet  above  average  ter- 

rain, plant   1483,622 

cost    -i. 'mi.   i;     Marvin     Ki 

(  I   i    tela  .i~i iii-.   New    ̂   "ik.   N    "> 
foi  t  hannel  7,  Si  <  loud  Mum..  1.8  kw 
\  isual,  h  iih  towei   I  l<>  feel  abov<    i 

i.i  rain,  plant  |90,  1 26,  yeai  Ij  opei 
ating  i  osl  $1  17,500;   and   Mali  o 

atres,   Memphis,   l"i   <  hannel    I1 1,  <  !ol 
umbus,  0.,  23.]  ku  visual,  with  towei 

208  feel   above  averagi    terrain,  plant 

1131 ,597,  j  earl}  opei  ating  cosl  I 
000. 

New  station  on  the  ail   h as  WSOl 

TV,  Charlotte,  N.  C,  <  hannel  9,  affili- 

ated with  NBC  TV,  also  some  \l'><    I  \ 
-how  9. 

W  MlO.  (  1 1 1 <  ago,   in  i  onna  t  ion   h  ith 

\m thwestei  n    I  niversit)    is     pet  il 

tng  on  a  six-week  symposium  !"i  coloi 

t\  starting  _' I  June-.  .  .  .  Plane  for 
merging  \\  <.K.  Corp.  I  WCI!  \\l  & 
TV,  Buffalo)  into  Transcontinenl  I  <  lie 

vision  Corp.  I  W  Rl  M  l'\  .  Rochester, 
Y  i.  and  ")<)'r  owner  ol  Shenandoah 

Vallej  Broadcasting)  have  been  ap- 
proved l>\   stockholders  ol  both  firms. 

\\  WL-TV,  New  Orleans,  will  lake  to 

the  air  on  I  Vugusl  as  an  inter<  ••nun  i- 
ed  primai \   affiliate  ol  CBS    l\.  .  .  . 

K  \IW    I  \ .  I 

roduced     in 

with  nine  ol  the  .  luthern  ' 
fornia  univ<  i  Shad 

days  ii  \\  <   I  \  . 
Pulse ratii 

Ii  -  a  sinj  l<    station  i 

I  OCUS      Oil       pel  -on.ilitii  -  :       I  ,<  in  g . 
Bowe  i-  the  new  produi  lion 

al    Wll*    I  \.    Hartford,    <  onn.    . 

(.<  orge   Rice      ill  take  •(•• 
directoi    and   ̂   ale    Roe 

tional  spot  sales  Foi  Ki  .<  >  I  \ 
San  I  Robert  <>.  Pax- 

son  has  been  appointed  sales  mar 
••I    K I    IN.    Omaha 

Reorganization    ol     the    manage- 
ment    of     Southland      Industries 

(\\n\i    fl     WOAI-TV,    Mn     \n- 
t mi i<> )  wink-  out  this  wayi 

HiiLih   llallf.    |i ..   new   <  bainnan  of 

the  board  ;   lame-  \|.  ( Raines,  ; 
and  general  mana 

i  \ .     vice     president     and     tn 
Charles    L.     [effers,    vice    president; 

Howard  IJ.  I!i am  h,  se<  retar)  .    ITi< 

it's  KSAN  in  San  Francisco 
PROVEN  MOST  POPULAR  WITH  NE6R0  LISTENERS     A 

YEAR  AFTER  YEAR*  >•«««•« 

Is  Your 

Best  Buy... 
Because 

1m 
Goes  Where 

280,000 

KSAN 
SAN  HtANOSCO  \ 

\  Where 

fc\  Negr
o 

/Market 

Listeners 

specific  proof  of  all  KSAN  claims  to  fame, 
contact  Stars  National,  Tracy  Moore,  or 

WRITE,  WIRE,  PHONE  KSAN 
1111  MARKET  STREET,  SAN  FRANCISCO,  CALIFORNIA,  MA  1-8171 

SPONSOR 
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Montgomery's  No.l 
(says    Hooper)    is 

WRMA 
Serving   200,000   Negroes 

Oct.-Nov.    1956   Hooper 

Av.   share   7AM-6PM 

WRMA  27.6% 
Second  station,  21.4% 

'Signed  oft  4:4SPM  during  survey 

Exclusive  Market 

The  only  Negro  station 
in  a  Central  Alabama 

area  with  53%  Negro  population 

WRMA 
Montgomery,  Ala. 

i  Judd     Sparling,     Commercial    Manager 

Joseph    Hershey    McGillvra, 

National    Representatives 

WWRL       NEW  YORK  CITY 

C/V rVW^L 

'Gregory  Wheatle 
305  Convent  Ave. 
New  York,  N.Y. 

WWRL  S  PERSONALITIES  SELL 
more  merchandise  for  sponsors  by: 
Delivering  the  largest  NEGRO 

AUDIENCE  for  your  product.  .  .  . 
Supporting  your  schedule  with  a 
barrage    of    CONSUMER   ADS.    .   .    . 

MERCHANDISING     CREWS     work 
full  time  in  Supermarkets  and  drug 
stores  for  you.   .   .   .   FREE.   .  .  . 

LOW    SELLING    COST    of    12c    per 
thousand.  .  .   . 

call  or  write 

Woodside  77,  New  York  City 

Tel — DEfender  5-1600 

-  BEST    FOR   NEGRO  PROGRAMS 

FILM 

Station  bartering  of  time  for  pro- 

graming, while  not  a  big  factor  in 
film  sales,  has  given  rise  to  at  least  one 

firm  dealing  solely  in  that  kind  of 
business. 

Name  of  the  firm  is  Time  Merchants. 

Inc.,  which  boasts  a  lavish  suite  in 

New  York  City's  Plaza  Hotel  and  is 
headed  by  Richard  Rosenblatt.  Among 
those  connected  with  the  firm  who  are 

known  in  the  broadcasting  business  are 

Harry  Maizlish,  former  president  of 
KFWB,  Los  Angeles,  who  heads  up 

West  Coast  operations  and  William 

Weintraub,  Jr..  in  charge  of  the  East- 
ern office. 

The  firm  is  about  nine  months  old 

and  Rosenblatt  claims  he  has  orders 

for  time  from  agencies  and  advertisers 

totaling  no  less  than  $10  million.  Based 

on  past  performance,  he  said,  he  ex- 

pects to  place  about  25'  <  of  that  figure. 
Rosenblatt  describes  TMI  as  an 

agent  for  film  distributors  seeking  to 

unload  time  they  acquired  from  sta- 
tions in  exchange  for  programing.  He 

says  about  75'  '<  of  the  deals  are  made 
with  features  and  the  remainder  for 
s\  ndicated   film. 

The  TMI  chief  was  understandablv 

cagey  about  releasing  names  of  cli- 
ents who  have  bought  time  through 

him  but  he  said  that  one  of  the  biggest 
air  advertisers  in  the  business  will 

"test"  the  use  of  bartered  time  with  a 

budget  of  about  $50,000  during  the 

summer — that  is,  the  advertiser  will 

see  if  the  time  periods  he  has  request- 
ed can  be  delivered. 

Rosenblatt  franklv  admits  pattern- 
ing his  operation  after  that  of  Mattv 

Fox.  who  sold  RKO  features  to  stations 

in  return  for  time  that  was  turned  over 
to    International    Latex. 

Rosenblatt's  deals  van  in  nature  but 
a  15%  commission  on  the  time  placed 

is  common.  In  some  cases,  it  is  under- 

stood, he  buys  the  time  from  distribu- 
tors and  then  resells  it  at  whatever 

price  he  can  get  from  advertisers. 
Is  bartered  time  worth  it?  Rosen- 

blatt maintains  the  advertiser  can  get 

bartered  time  at  from  33  to  50'  <  of 

the  station's  earned  rate,  including 

package  discounts. 

One  of  the  biggest  small  market 
regional  deals  in  recent  years  was 

pulled  off  bv  Gross-Krasne  with  the 
sale   of   The  0.   Henry   Playhouse  to 
Faultless  Starch  Co.  in  42  markets. 

Ii\e  of  these  areas  were  described 

as  "prime"  markets  and  the  others  as 
secondary.  First  airing  is  slated  for 

2   May.  ' 

The  new  sale  lifts  the  total  of  mar- 
kets sold  for  the  show  to  187. 

Two    king-size    feature    film    sales 
have  been  recently  announced. 

The  MGM  library  has  been  sold  to 

WNAC-TV,  Boston,  for  an  estimated 
$2  million  while  AAP  has  sold  its 

Warner  Bros,  package  to  WREC-TV, 
Memphis,  for  a  reported  $1  million. 

FINANCIAL 

Following  are  first  quarter  reports 

for  some  of  the  major  air  media 
users. 

Chrysler  sales  rose  to  $1,150,723,712 
as  against  #742.349.267  for  the  first 

(juarter  of  1956.  Net  earnings  went 

up  3729*  to  $46,545,521  as  compared 
h.  $10,905,722. 

General  Motors  sales  were  up  to 

$3,076,974,030  compared  to  $3,064.- 
582.957  in  the  first  quarter  of  1956. 

Earnings,  however,  were  down  with 
$261,357,742  as  against  $285,593,355. 

Westinghouse  Eleetric  Corp.'s  re- 
covery is  noted  in  record  sales  of 

$475,686,000  for  the  first  nuarter  of 

1957.  Last  vear's  sales  were  $225,366,- 
000.  Net  earnings  went  to  $14,198,000 

in  contrast  to  the  $18,575,000  loss  dur- 

ing the  same  period  in  1956.  Loss  was 
due  to  prolonged  strike. 

Stock  market  quotations:  Follow- 

ing stocks  in  air  media  and  related 
fields  are  listed  each  issue  with  quota- 

tions for  Tuesday  this  week  and  Tues- 

day the  week  before.  Quotations  sup- 

plied by  Merril  Lynch,  Pierce,  Fenner 
and  Beane. 

70 

Tues. 

Tues. 

Net 

Stock                 23  April 30  April 

Change 

\  eio  York  Stork  Exchange 
AB-PT                   23% 

231;; 

+   % 
AT&T                   177 :(, 

177% 

\\i'o                           6% 

6% 

CBS  "A"              34% 34 

-  % 

Columbia  Pic.       17% 

17-, 

+  % 

1  of  u '-                  19% 

18% 

-  % 

Paramount            34- 

;;■- 
RCA                     33% 

36% 

+3H 

Storer                     l'HTs 

27% 

-1* 

JOili-Fox                -2<rw 

27% 

+  1% 

Warner  Br<>~.         ii\ 
24 

+  % 

Westinghouse       59% 

59' s 

-  % 

American   Slock  Exchange 

Ulied  Artists          \% 

3% 

+   M 

( ',&( .  Super                  's 

'  B 

DuMonl  Labs.        •">', 

5 

-   % 

Guild  Films           3% 

-  % 

\T\                       8% 

8% 

+   % 
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air  THE  MIWLE  WEST 

rut  PEOPLE  CALLED  / 

Near  the  peak  of  the  big  snow  storm  'March  25  over  400 

calls  came  into  the  KFAB  newsroom  Most  of  the  calls  were 

from  Superintendents  and  Principals  of  schools  throughout 

the  area.  They  asked  KFAB  to  get  No  school  today  in- 

formation to  some  400  000  school  children  in  Nebrosko  and 

Western  Iowa  The  same  service  was  rendered  to  business 

firms  and  factories,  many  of  which  closed  for  the  day. 

Whether  it's  in  the  field  of  Public  Service  or  service  to  the 
advertiser,  KFAB  produces  results  unmatched  by  any  other 
media. 

Get  the  full  story  on  the  new  KFAB  from  Peters  Griffin  and 

Woodward  or  get  the  facts  from  KFAB  Sales  Manager. 
E.  R.  Morrison. 



GRADE    8    CONTOURS 

76,701  MORE  TV  HOMES 
From   PITTSBURGH  to  HARRISBURQ 

ARB  proves  you  get  76,701  more  TV 
homes  when  you  buy  WFBG-TV,  Altoona, 
in  combination  with  Pittsburgh — the  best 
combination  of  stations  in  the  area !  Less 
waste,  less  duplication,  more  mileage  for 
your  TV  dollar.  ARB  proves— from  sign 
on  to  sign  off,  seven  days  a  week— 
WFBG-TV  delivers  average  ratings  30.1% 
greater  than  Johnstown;  71.4%  more 
quarter-hour  firsts.  Ask  BLAIR  to  show 
you  the  ARB  Altoona  Coverage  Study, 
March  1956;  and  ARB,  November  1956. 

WFBG-TV 
ALTOONA,       PENNSYLVANIA 

ONLY  BASIC  CBS-TV  STATION  SERVING  THE  AREA 
Channel  10 

ABC-TV  •  NBC-TV 

Represented  by   BLAIR-TV 

operated    by:    Radio   and  Television    Dlv.     /     Triangle   Publications,  Inc.     /     46th  &  Market   Sts.,  Philadelphia  39,  Pa. 

WFIL-AM    •    FM   <TV,    Philadelphia,     Pa.     /      WNBF-AM   •   FM  »TV,    Blnghamton,     N.    Y. 

WHGB-AM,  Harrisburg,  Pa./wFBG-AM  .TV, Altoona,  Pa./WNHC-AM  •  FM  »TV,  New  Haven-Hartford,  Conn. 

National      Sales      Office,      4-85     Lexington     Avenue,     New     York     17,     New     York 

72 
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C«*rrl|ht    IM7 

»P0N»OR   PUBLICATIONS  INC 

it  haft  happening  in  I  irmm 

that  affect*  tioiu 

WASHINGTON  WEEK 

4  may  Of  considerable  significance  to  advertisers  in  general   i-   1 1 ■  •    I  .   S,   Supreme 

Court's  agreement  this  week  to  decide  whether  .1  parodj  <ii  i  copyrighted  »<>ik 
violates  the  copyright  la\\-. 

Parodies  are  common   in  commercial   jin  I  p  to  now,  1 1  j  *  -  lowi 
have  invested  the  copyright  owner  with  complete  control  ovei  .rk. 

The  case  coming  before  the  top  tribunal    began   when   Loew's,    In  cted  to    ! 

Benny's  parody  of  the  motion  picture  Gaslight.  \  I  5.  I  ourl  of  Vppeals'  ruling  upheld 
Loew's  ((intention  thai  a  parody  or  burlesque  i-  no  different  from  ani  other  copy* 
right  infringement. 

The  high  court  will  listen  to  arguments  when  it  reconvenes  in  the  fill. 

This  week's  hearings  on  independent  program  packagers  maj  not  be  the  I  <  < 

network  study  committee's  last  such  attempt  to  gel  information  from  reluctant 
of  the  t\   industry . 

The  wording  of  th»>  FCC  announcement  of  the   Bubpoenas    indicated   thai    oth< 

follow-  even  though  it  appeared  that  producers  of  film  -Imw-  were  the  particular  thorn 

in  the  side  of  the  committee's  chairman.  Dean  Roscoe  Barrow. 

The  FCC  is  convinced  that  its  present   multiple  ownership  rales  ;ire  ;t  -ullii  ienl 

safeguard  against  monopoly  and  thus  is  granting  another  h  station  to  a  network. 

So  the  FCC  told  Sen.  Thomas  Hennings    (D,    Mo.   .   who.   .m_<  -red   l>\    i!  ■ 
men!  of  St  Louis  channel  11  to  CBS  over  Beveral  competitors,  directed  a  roster 

questions  at  the  commission. 

Senator  Hennings  sought  to  draw  a  parallel  l>\   a  question  along  this  line: 

Aren't  the  networks,  now  being  studied  for  possible  violation  of  anti-trust  law*, 
in  a  similar  position  to  motion  picture  people  when  th<    FO    d<  Ferred  UW 

for  broadcast  facilities  on  the  ground  they  were  Mill  under  anti-trusi   indictment? 

Rejoined  the  FCC:    There's  no  similarity   whatever.  The  networks  haven't  been  con- 

victed of  anything,  and  investigations  aren't  to  be  equated  with  convictioi 

The  FCC  has  set  3  June  as  the  deadline  for  the  submission  <>t   arguments  on 

its   decision    to   substitute   the   Craven    plan  for  the  t>.   table  of  allocations. 

After  polishing   up  the  Craven   plan   and    adopting    it   b)    a    I -3   vote,  the   FCl 
so-called    rulemaking   proceeding-. 

To  the  Craven   plan   have  been  added  specific  protections  to  uhf. 

No  applications  for  vbf  drop-ins  will    l>e  entertained   that   are  within    75    mile- 

of  a  uhf  transmitter,  unless  there  is  ahead]  a  ̂   lit  thai  dose.  Or,  if  the  principal 

served  by  a  u  is  not  getting  service  already  hom  two  or  i 

The  FCC  will  have  a  complete  analysis  <»t  dear  channd  and  tkywave  prw 

ings   for   the   commission   to   consider   on   22   May. 

In  revealing  this  to  this  week's  Senate  daytime  hearii  g,  FO     general  counsel  Warren 

Baker  said  daytime  must  he  considered  an  issue  in  thi 

Arguments  will  he  heard  3  June  on  the   FCl  's    proposed    ban   on    tv    translator    -t..- 

tioii9  in  anv  place  where  a  regular  tv  station   is  operating. 

The   FCC's   reason:   Translators   might   retard   development   of  local   tv   service. 

4  may  1957 
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GETTING      THE       MOST       Fl 

k 

Snagged" by  a 
Faulty  Film  Situation  ? 

If  so,  you've  a  right  to  be  "hopping  mad"  — 
especially  if  picture  "smog,"  inflexible  film  pres- 

entations and  high  operating  costs  are  blocking 

your  progress.  Better  do  something  about  it. 

<£*## 
**#J| 
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JR       FILM       DOLLAR... 

#"*## 

Can  You  Answer 

to  all 

these  Questions? 

1.  Does  your  present  film  equipment  give  you  a  snow- 

free  picture,  approaching  the  live  quality  that  adver- 

tisers want  ? 

2.  Does  it  assure  low  operating  cost  at  the  same  time? 

3.  Does  your  film  system   provide  for  varied   program 

fare  to  hold  viewer  interest  ? 

— If  your  answer  is  "no"  to  any  of  these  questions, 
let  us  show  you  how  to  plan  your  system  to  get 

these  desired  advantages.  See  your  RCA  Broadcast 

Representative.  Have  him  acquaint  you  with  RCA's 
comprehensive  TV  Film  Facilities — for  getting  bet- 

ter pictures  and  lower  operating  costs  for  both 

Color  and  Monochrome. 

RADIO     CORPORATION     of     AMERICA 

BROADCAST   AND    TELEVISION    EQUIPMENT 

CAMDEN,    N     J 

In  Canada:  RCA  VICTOR  Company  Ltd  ,  Montreal 
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A   round-up  of  trade  talk, 

trends  and  tips  for  admen 

SPONSOR  HEARS 

4  MAY  Current   luncheon-lable  wisecracking  about  a  Madison  Avenue  agency  with  a  habit 

bponsor^uca™™  iNo.      of  ,,u>in"  *em  at  the  P^k  and  seeing  the  ratings  droop: 
"Well,  there's  another  one  that  got  the  kiss  of  death." 

One  of  the  biggest  unpaid  bundles  left  on  an  agency's  doorstep  by  a  tv  ad- 
vertiser involves  the  Roto  Broil  Corp.  and  Product  Services,  Inc. 

Roto  Broil,  a  PSI  client,  filed  a  voluntary  petition  for  an  arrangement. 

The  debtor's  schedule  of  liabilities  listed  PSI    as  creditor   in   the  amount   of  S275.132. 
Roto  proposes  to  pay  100%  of  the  claims  over  five  years. 

To  Madison  Avenue  the  prize  question  of  the  week  was  the  one  that  a  woman  stock- 

holder tossed  to  E.  H.  Little,  Colgate  chairman-president: 

"Why,  Mr.  Little,  do  you  fire  so  many  presidents?" 

Little's  explanation  was  that  he  didn't  fire  them  without  talking  it  over  with  members 
i >f  his  executive  committee. 

Suddenly  the  adverb  "suddenly"  is  becoming  a  fixation  with  copywriters. 

Plymouth  was  the  first  big  enthusiast  with  "Suddenly.  It's  1960."  Now  there's  "Sud- 

denly soap  is  old  fashioned"  (Dove).  "Suddenly  .  .  .  everybody's  more  efficient"  (Sound 

Scriber),  even  "Suddenly  it's  the  Hi  Lo's"   (singers). 

Suddenly,  meantime,  Plymouth  has  abandoned  "suddenlv." 

Add  rea«ons  why  tv  program  costs  continue  to  soar:  The  salaries  of  freelance 

directors  on  the  big  dramatic  shows  have  caught  up  with  the  stagehands'  cut. 
Practically  all  the  hour  dramas  are  now  directed  by  a  tight  circle  of  freelancers  whose 

base  pay  runs  around  $2,000  per  show. 

Here's  one  of  the  niftiest  pieces  of  tit-for-tat  in  a  long  time: 
A  top  agency  man  left  his  alma  mater  to  go  with  one  of  its  clients  as  ad  manager. 

The  client  thereupon  said,  in  effect.  "Get  rid  of  your  agency  stock:  you  can't  serve  two  mas- 

ters at  the  same  time." 
Confronted  with  this,  the  agency  made  a  cash  settlement  with  its  alumnu<  pretty  much 

at   fire-sale  prices. 

Last  chapter:  The  agency's  billings  from  that  client  somehow  have  dropped 
from  $12  million  to  $5  million. 

This  week's  award  for  fancy  steering  goes  to  the  Madison  Avenue  agency  which, 
while  making  a  show  pitch  to  a  client,  was  told  another  agency  already  had  suggested 

the  same  program  series. 

The  spokesman  for  the  pitching  agency  paused  but  a  second,  then  stalled: 

"Oh,  we're  not  sure  this  show  is  the  right  thing  for  you.    The  stars  look  good,  but  the 
format  is  sort  of  weak. 

"Now — the  same  producer's  got  a  show  two  of  our  clients  had  to  drop  a  year  ago,  even 

though  it  rated  very  well.    Let's  come  back  and  talk  about  that  show  in  a  week." 
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DETROIT'S    AIR     SPLURGE 

[Continued  from  page  29) 

,-nl  studies  into  whal  motivates 

buj  i  are.  <  me  r«  enl  stud) 

bj  Social  Research,  Inc.  for  7  he  ( 'hi- 
■  I  ribune,  titled  "'  Automobiles: 

\\  h.ii  I  hej  VIean  I"  \mci  u  ans,  i  ites 

the  following  motivations  l"i  cat  own- 

ership: I  1  •  1 o  acquire  and  demon- 
strate I'.uiH  ipation  in  societ)  ;  (2)  I  o 

extend  one's  life  boundai  ies :  (3)  I  o 
acquire  a  sense  "I  powei  ;  (4)  I  <>  ac- 
<  omplish  transportation  ;  (5)  I  o  feel 

pride  "I  -kill  and  mastei  y;  (6)  I  o 

it  adull  prerogatives  and  capa- 
bilities; I  7  i  To  demonstrate  status; 

Vs  .in  outlet  for  aggression. 

I ..  i  ate]  to  -in  h  a  w  ide  \  ai  ietj  "I 

motivations,  mam  advertising  themes 
cannot  stand  alone.  Jusl  the  theme  of 

dependability  and  durability  appeals 

onl)  to  the  most  reserved  people,  the 

Tribune  stud)  showed.  Jusl  stressing 

economy  i  reates  a  "cheap"  reputation, 
lu-t  safet)  appeals  onl)  to  people  with 

extreme  fears.  "Cars  thai  are  narrow- 

ly defined,  says  this  report,  "either 
because  "I  extreme  features  or  single- 
minded  advertising  definite!)  limit 
themselves.  \  car  can  sell  itself  t<> 

different  people  b)  presenting  different 

facets  ol  it-  pereonalit) . 
In  the  earl)  days  of  automotive  ad- 

vertising, the  single-minded  ad  theme 
ua-  mechanical.  Hove)  Hagerman, 
new  a.e.  for  Pontiac  at  MacManus, 

John  &  Vdams,  writing  in  a  recenl  is- 
sue ol  lutomotive  \ews,  recalls  the 

copywriting  battle  between  Chevrolet 

ami  Plymouth  at  the  time  when  Plym- 

outh switched  to  all-steel  bodies.  "We 

took  the  aggressive,"  says  Hagerman, 
who  was  then  writing  for  Chevrolet, 

"and  ran  ads  saying:  'Steel  \l<me  Is 
Not  Enough.' '  Plymouth  replied  b) 
sending  an  entourage  around  the  coun- 

try with  an  elephant  which  would  walk 

on  the  tops  of  it-  cars  to  demonstrate 
he  strength  of  construction.  Chevro- 

then  ran  an  ad  which  said:  "If 

Your  Elephant  Wants  to  Ride  on  Top. 

It's   Ml  Right  With  Chevrolet." 
While  durabilit)  and  horsepower 

ind  roadabilit)  still  pla\  their  part  in 
mto  advertising  today,  there  i-  no 

onger  the  single-minded  devotion  to 

"nuts  and  bolts."  St)  le  was  bound  to 
nter  the  picture,  even  discounting  the 
lanting  of  ads  toward  women,  luto- 

lotirc  \eus  recently  quoted  a  Detroit 

desman  as  saying:  "I  spend  more 
une  in  m\   car  than  I  do  in  m\   living 

America's  most 
copied  radio  station! 

ART  GOW  SHOW 

PAT  GAY  SHOW 

DENVER  AT  NIGHT 

STARR  YELLAND'S   PARTY   LINE 

KLZ-Radio  is  proud  of  the  opportunity  to  make  this 

contribution  .  .  .  making    Radio    even    a    better    buy 

than  ever! 

KLZ  is  mU  than 
a  radio  station 

KLZ  is  a  selling  force! 

CBS 

IN    DENVER 

KATZ 

REPRESENTED 
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room.  When  I  bu)  an  automobile,  up- 
holster) and  interior  trim  are  mighty 

important  items."  As  for  exterior 
trim,  its  current  importance  is  reflect- 

ed in  the  battle  between  steel  and 

aluminum  companies  to  supply  it  to 
auto  companies. 

What  has  shifted  emphasis  from 

"nuts  and  bolts"  to  styling?  "Psycho- 
logically, Americans  are  reaching  for 

new  esthetic  and  luxury  levels  in  their 

purchases,"  explains  Dr.  Dichter,  of 
the  Institute  for  Motivational  Research. 

"Prosperih     lui-~    satisfied    the    utilih 

needs  of  many  American  families. 

Higher  prices  of  cars  have  created  a 

»uilt  feeling  which  must  be  eliminated 

b)  appeals  directed  at  cultural  and 
emotional  needs.  Distinctions  in  col- 

or, line,  appurtenances  become  more 
important  than  the  actual  mechanics 

of  the  car.  Appeals  to  status  and  pres- 

tige help  assuage  guilt  feelings  con- 

cerning the  price." 
More  advertising  dollars:  Discon- 

tinuance of  factory-dealer  advertis- 

ing co-op  funds  frees  motor  companies 
from  obligation  of  sharing  the  pot  with 

COVERAGE for 

WBIR-TV  covers  more  than 

50  prosperous  counties  in 

East  Tennessee,  Kentucky 

and  North  Carolina. 

HEIGHT 
WBIR-TV's  antenna  tow- 

ers 991  feet  above  the 

average  terrain. 

for POWER 
WBIR-TV  is  one  of  the 

nation's  most  powerful  sta- 
tions operating  on  a  full 

316,000  watts. 

CALL  YOUR  KATZ  MAN 

for  availabilities 

WBIR-TY Serving  Tennessee's  2nd  Market 
noniLLElfl. 

CHANNEL  I  U 

local  dealers.  While  dealer  media  re- 

quests are  still  considered,  the  adver- 
tising strategy  and  final  decisions  on 

where  it  is  spent  lie  with  the  factory 

and  its  agency.  This  could  have  played 

a  part  in  this  year's  television  buving 
which  already  exceeds  the  857  mil- 

lion spent  in  1956  by  about  $15  mil- lion. 

New  buying  strategy:  There  are 

signs  in  Detroit  of  a  departure  in  con- 

cept, and  some  companies  are  starting 

to  buy  "the  medium  that  could  only 
sell  soap"  like  the  soap  companies  do. 
This  is  pointed  up  by  some  buvs  I  Ford 
and  Buick,  for  example)  where  they 

will  share  shows  with  alternate  spon- 

sors or  even  participate.  "Safety"  and 
cost-per-1,000  appear  to  be  getting 
more  consideration. 

All  of  these  factors  have  perhaps 

played  some  role  in  the  heavy  net  t\ 

buj  ing.  Some  of  them  may  have  in- 
fluenced the  Ford  radio  buy  on  CBS. 

One  thing  that  surely  underlies  it  all 
is  that  1057  will  be  a  highly  competi- 

tive year  in  the  passenger  car  business. 

In  May.  Studebaker  is  coming  out  with 

an  economy  model — not  a  midget,  but 
a  full-size,  standard  model — to  sell  at 
$1776  list.    This   fall,   the   new  Edsel 

tf*  POWER 
^LUMBER 

AGRICULTURE^ 
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will  entei  the  field.  Meanwhile  Ford 

i-  engaged  in  it-  perennial  Btruggle  to 
top  Chevrolet,  while  Plymouth  la  out 
aftei  both  "I  them.  Once  all  t\  shows 

are  bought,  it  is  reasonable  t"  believe 
ihat  the  auto  companies  will  turn  theii 

attention  i<»  spol  t\.  spol  radio,  and 

quite  possibl)  I"  more  network  radio. 
\BC  Radio  reports  it-  Spring  business 
in. in  auto  advertisers  al  aboul   $520,- 
000  net. 

\\  hile  automoti\ e  spol   acl i\  ii\    has 

nol  been  too  hea^  j  .1-  \  et  this  \  eat .  ii 

uusl   be  remembered   thai    the   hoped- 
foi  Spring   upsurge   in   new    car  sales 
has  not  developed  either,  although  all 

the  Big  I  line  IkhI  a  good  firsl  quartei . 

Pontiac  used  a   fairl)    heavy    schedule 

uliii  spol  in  Februar)   and  March. 

Hdsmohile    i-    hitting    some    markets 
1  Spring   1  .ulin  and  l\   campaign. 

[I    \  Thesaurus'  Laurence  II  <•//,   radio 
iackage  i-  heing  sponsored  In    Dodge 
1  nd  Dodge  dealer-   in   aboul  62   mar- 

Ford  Institutional  i-  aboul  ti> 

tart  a  6-week  radio  campaign.  The 
raditional  use  of  spol  In  Detroit  has 

Iwa)  -  followed  a  60'  .  Autumn  and 

•  »',  Spring  pattern  with  the  remain- 

rig  10'.  scattered  through  the  year. 
What  of  the  other  media?     The  Bu- 

1  eau  ol    \d\  ertising     Vmei  \.  w  - 
paper    Publishers    Vss    lorta 

passengei    1  at     ad>  ertisin 

papers  ofl   18.1 '  I    laal  yeai  froi 
($126  million   in    1955;    (103  million 
in  1956 1.    Publishers  Information  Bu- 

reau reports  thai  magazines 
farm    and    Sundaj    supplements 

ceived  $6,56  I. .">.'!  I  in  Januai  j  and  I  1 
ruarj   this  yeai   .1-  againsl   -."..I  II,]  18 
for  the  co]  responding  month-  in  I  • 
a  drop  uf  aboul   $1.5   million. 

Perhaps  some  ol  this  monej  i-  be 

ing  re-directed  into  aii  media,  particu- 
lai  U  into  those  telr\  ision  buys  for  fall. 

Perhaps  -till  more  w  ill  go  to  radio  and 
spol  radio  and  spol  t\ .  Bui  it  does  nol 
mean  thai  broadcasters  1  an  be  com- 

placent aboul  their  grow  ing  good  foi 

tune.  I  he  auto  indust  1  j  like  it-  ow n 
product  is  a  highK  mobile  one  Flexi- 

bility in  advertising  is  one  of  the  things 
it  was  sti  i\  ing  foi  when  it  dropped  its 

factory-dealer  co-op  funds.  \n<l  now 
it  has  thai  flexibility. 

\-  foi  the  print  media,  they  1  annol 
be  expected  to  accepl  a  I..--  in  adver- 

tising revenue  without  a  battle.  The 

newspaper-  have  already  joined  in  .1 
drive  to  counter  the  inroads  made  bj 

television.     That    i-   apparent    from    the 

it    \  \  r  \ ■   ■  i 

in. I    vehi    •  trill    hard!) -111. I! 

hard  thi 

in    win.  h    the)     1  \  11t11.1l 
.  lush  it\      1-   threatened  the   1 

.  0I01    teli  I   1  • 
I  In-   Saturday    I 

nearl)    v'»  million   worth 

vertiaii       Lij   

Look,  in  .11 1 .   -  '.  million. 
How    w  ill  the)    t 

swer  ma)    lie  in  the  cum 

/  he  Gallaghei  />'<  7   
sen  ice  f.>r  advertising  and  puhlial 

utives  published  in  \> rw   N  ..1 . 
Bernard   P.  Callaghi  •         I        P01  trail 

ol    .1    (  ompetitoi    in    ["rouble*1     -    the 
title    of    tin-     report, 

w  1  ile-:    "\.-w    and    \  igorous    - 

promotion  campaigns  In  the  n 

are   in   order.     Strong    point-:    l.i- 
memor)    impai  1    ..f   the    printed    ad; 
audited  1  in  illation :    Bound   advert 

readership    research;    varied   edit 
product-.    .    .    .     /  .'    ifwuld 
lx-  made  to  •»,ll  automoti\ 

an    the    value    0}    magazine   advertis- 

ing." ^ 

TV  lit  Bie&vio- 

otQj  inland  Ca£I{jo>au€u 

u ■ 

•Baau^MBa-TVa^ui^ 

Poul    H.    Roymer    Co.,    Notional    Representative 
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INVEST 

DlDLARS 

WHERE  THEY  BRING 
LARGER  DIVIDENDS 

The  latest  NIELSEN  SURVEY  proves 

that  KTBS-TV,  CHANNEL  3  gives  you 
more  ....  more  TV  homes  .... 

reaches  more  of  these  TV  homes 

MONTHLY  and  WEEKLY  ....  de- 

livers more  for  your  money. 

316,400  HOMES  in  KTBS-TV  AREA 

give  you  a  bonus  of  31,900  homes  over 

Sta'ion  B,  according  to  A.  C.  Nielsen 

Co.,  world's  largest  statistical  and 
ratirg  organization. 

157,980  TELEVISION  HOMES  in 

KTBS-TV  AREA,  a  bonus  of  13,120 

over  Station  B,  is  shown  by  the  Nielsen 
Survey. 

136,860  HOMES  REACHED  MONTH- 

LY by  KTBS-TV,  a  bonus  of  6,740  over 

Station    B,    proven    by   Nielsen. 

131,870  HOMES  REACHED  WEEKLY 

by  KTBS-TV,  a  bonus  of  5,120  over 

Station    B  is  shown    by  Nielsen. 

KTBS-TV  with  its  maximum  power  is 

the  place  to  be  ...  .  there's  more 
to  see  on  Channel  3  .  .  .  .  and  more 

people  see  itl 

KTBS*7l/ CHANNEL 

SHREVEP0RT 
LOUISIANA 
E.     NEWTON    WRAY,    President    &    Gen.    Mgr. 

NBC   and   ABC 
Represented  by 

Edward  Petry  &  Co.,  Inc. 

i 

Reps  at  work 

Howard  (Mac)  McFadden,  NBC  Radio  Spot  Sales,  thinks  that 

"some  agencies  are  still  setting  up  spot  schedules  by  a  national 
formula,  rather  than  on  the  basis  of  individual  markets.  A  Wednes- 

day-Thursday-Fridav  schedule  for  a  food  advertiser  in  many  markets 

is  fine — but  elsewhere  its  effectiveness  max  he  lost  because  the  peak 

shopping  day  in  one  market  is 
not  necessarily  the  same  as  the 

next."  Mac  points  out  that  spot 

radio  can't  he  scheduled  1>\  a  rigid 
formula.  Flexibility  is  its  keynote; 

the  selection  of  markets  is  left  to 

the  advertiser,  who  uses  only  those 

which  he  needs.  "He  may  hit 
hard  with  saturation  for  a  short 

period  or  establish  product  or 
service  identification  through  long- 

er association  with  a  personality 

or  program.  He  knows  his  adver- 

tising message  and  product  impression  can  reach  everyone,  every- 

where, every  time  of  day  and  day  of  week.  Starting  and  quitting 

times,  food  and  department  store  hours,  automobile  traffic  peaks  and 

other  important  factors  vary  from  market  to  market.  No  magic 

formula  can  give  the  right  answer  for  all  markets,  hut  vour  spot 

sales  rep  can — especially   if  he  has  an  active  research  department." 

Raymond  F.  Henze,  Jr.,  John  H.  Pearson.  Inc..  New  York,  com- 

ments: "Many  clients  are  missing  a  large  potential  buying  audience 
by  using  an  outmoded  theorv  of  market  selection.  Frequently  ad- 

vertisers will  choose  cities  for  a  campaign  based  upon  their  ranking 

as    a    Standard    Metropolitan    Area.      This    method    of    evaluation 

doesn't  consider  a  station  s  total 

coverage.  There  are  a  number  of 
situations  where  a  tv  station  is  lo- 

cated in  a  small  city  but  actually 

covers  several  nearby  small  cities 

all  adding  up  to  a  very  substantia 
market.  These  areas  frequently 

have  a  total  population  much 

greater  than  some  cities  or  areas 

ranking  high  in  SMA.  The  SMA 

will  always  be  inaccurate  for  tv. 

\( cording  to  the  Bureau  of  the 

Budget,  an  SMA  is  an  integrated 

social  and  economic  unit  with  considerable  contact  between  the  cen- 

tral citv  and  the  remainder  of  the  metropolitan  area.  But  the  impor- 
tant common  bond  is  tv  coverage  which  applies  to  smaller  citv  groups 

a-  well  as  the  Standard  Metropolitan  Area.  A  ranking  method  based 

upon  the  number  of  tv  homes  within  a  station's  sphere  of  influence 
must  be  developed  for  buying  accuracy   and  full  advertising  impact. 
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In  the  first  rating  taken  since  the  station  went  on  the  air — 

WRAL-TV  WALKS  OFF  WITH  24  OUT  OF  32  TOP  SHOWS 

It  always  looks  easy  for  a  champion!  The  Tar  Heel-  of  North  Carolina  walked  <»ll  with  the  national 

basketball  championship.     \nd  WRAL-TV  walked  off  with  the  Februarj     WW>  taken  in    R 

jusl  weeks  alter  it  went  on  the  air. 

WRAL-TV  has  proved  itself  to  be  the  mosl  importanl  television  station  in  this  pari  ol  the  South. 

ARB  says  it  has  twice  the  Raleigh-area  audience  as  the  next  station   copping  24  of  the  top  32  shows. 

And  watch  the  next  ratings! 

PICK  A  CHAMPION  TO  WIN! 

CHANNEL 

clinic 

H-R    Representatives,    Inc. RALEIGH P NORTH    CAROLINA 
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There's  Only  One! Of  course,  we  know  there  is  more 
than  one  radio  station  in  the 

West... but  the  truth  is,  there's 
only  ONE  that  covers  the  West... 
best!  And  you  need  only  one  to 
reach  —  and  sell  —  the  entire  West- 

ern  Market! 

COVERAGE  —  Only  one,  KOA-Radio, 
covers  the  big  Western  Market  like  the 

big  Western  sky  .  ..reaching  3'2  million 
Westerners  in  302  counties  of  12  states! 

POWER  —  Only  one,  KOA-Radio,  has 

the  big.  50,000-watt  "voice  of  the  West" 
that  Westerners  have  relied  on  for 
over  32  years! 

ACCEPTANCE  —  Only  one,  KOA- 

Radio,  by  "personalizing"  its  program- 
ming to  suit  Western  tastes... along 

with  a  fine  lineup  of  NBC  programs, 
has  established  and  maintained  audi- 

ence  leadership   throughout   the   West. 

VALUE  —  Only  one.  KOA-Radio,  is 
the  buy  that  best  delivers  more  for 
each  advertising  dollar  spent,  day  and 
night,  seven  days  a  week. 

BONUS  —  Only  one,  KOA-Radio, 
reaches  and  delivers  the  huge  summer 
audience  of  12'  ̂   million  tourists  who 
vacation  an  average  of  8.8  days  in  the 
Rocky  Mountain  Empire  and  spend 
more  than  650  million  dollars!  Wher- 

ever tourists  go  in  the  West,  they  drive 
all  day  with  KOA! 

PLUS  —  Only  one,  KOA-Radio,  has  the 
magnetism  that  results  in  measurable 
sales!  Thousands  of  satisfied  customers 

agree  that  if  it's  told  on  KOA. ..it's 
sold  by  KOA  ! 

Call    KOA    Radio   Sales   or 

NBC   SPOT   SALES 

850  Kc 

50,000  watts 5-S7 

DENVER  /^OC6 V0&? 
One  of  America's  great  radio  stations 
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Tv  and  radio 

NEWSMAKERS 

C.  Wrede  Petersmeyer  has  been  elected 

||^*A  president  ol  Corinthian  Broadcasting  Corp., 
newly  formed  arm  of  J.  H.  Whitney  &  Co. 

Corinthian  will  serve  as  the  vehicle  for 

coordinating  the  management  policies  of 

KOTV,  Tulsa,  KGUL-TV,  Galveston,  WISH 

&  WISH-TV,  Indianapolis  and  WANE  & 

WANE-TV,  Ft.  Wayne.  Petersmeyer.  who 
will  direct  operations  from  New  York, 

leaves  Tulsa  where  he  has  been  president  of  KOTV  for  the  past  three 

years  and  also  up  to  last  November,  general  manager.  In  his  new 

position,  Petersmeyer  will  continue  to  act  as  president  of  K(  I  I  \ 

Inc.  and  the  Indiana  Broadcasting  Corp.  as  well  as  chairman  of  the 
executive  committee  of  Gulf  Television  Corp.  Other  directors  and 
officers  of  Corinthian  Broadcasting  include:  Walter  N.  Thayer,  chair- 

man of  the  board,  and   Robert  F.   Bryan,  secretary   and  treasurer. 

Thomas  S.  Carroll  has  been  named  mar- 

keting manager  of  the  household  products 

division  at  Colgate-Palmolive.  The  new 

division  was  created  during  the  company's 

recent  reorganization  which  divided  domes- 
tic operations  into  two  sections,  household 

products  and  toilet  articles.  (See  News 

and  Idea  Wrap-Up,  27  April.)  The  house- 
hold products  division  will  be  responsible 

for  all  the  company's  soap  and  detergent  products.  As  marketing 
manager,  Carroll  will  be  in  charge  of  advertising,  sales  promotion, 

packaging,  media,  and  all  facets  of  marketing  necessary  to  move  the 

divisions  products  to  the  consumer,  with  the  exception  of  sales. 

He  will  report  to  William  T.  Miller  who  is  the  newly  appointed  vice 

president  in  charge  of  the  household  products  division.  Carroll 

formerly  acted  as  brand  advertising  manager  for  Colgate-Palmolive. 

Neil  Cline  will  join  Henry  I.  Christal  Co. 

as  manager  of  the  representatives  firms 
Chicago  office  effective  6  May.  For  the  past 

five  years,  Cline  has  been  station  manager 

of  WHAS  and  WHAS-TV,  Louisville,  Ky. 

Cline  started  his  broadcasting  career  in 

radio  in  1938  as  a  member  of  the  WHAS 

staff.  He  left  WHAS  in  1946  to  become 

sales  manager  for  KTBS.  Shreveport,  La. 

Then  in  V)V)  he  returned  to  WHAS  as  sales  director  of  the  radio 

station.  He  held  this  position  for  three  years  prior  to  taking  charge 

of  \\  HAS  and  \\  H AS- 1A  >ales  operations.  Other  new  appointments 

at  Christal  include:  Tom  Klement,  formerly  of  Shell  Oil.  now  on 

the  New  York  sales  staff;  Robert  Hund.  who  is  being  added  to  the 

Detroit  office:  and  Kirk  Monroe,  who  will  report  to  New  l  ork 

prior  to  the  opening  of  Christal's  new     \tlanta  branch  this  summer. 

SPONSOR 
4  may  1957 
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What  spot  radio  needs   now 

Spot  radio  today  faces  tougher  competition  from  network 

radio  than  at  any  time  in  the  post-tv  era.  The  networks  have 

made  vast  strides,  following  spot's  own  lead,  and  today  it's 
apparent  that  some  of  the  dollars  going  into  net  radio  would 

have  gone  to  spot  in  previous  seasons. 

Now  what's  spot  going  to  do  about  it? 
SPONSOR,  which  was  confident  that  radio  had  a  big  future 

(and  said  so  repeatedly)  back  in  the  days  when  many  were 

content  to  accept  its  decline,  is  no  less  confident  today 

about  spot's  continued  growth.  But  what  spot  must  do  is 
redouble  its  efforts  to  achieve  the  full  stature  as  an  advertis- 

ing medium  which  it  still  lacks  today. 

Network  radio's  progress  can  prove  beneficial  for  spot 

radio  if  it  serves  to  stimulate  spot's  salesmen.  They  have  a 

tremendous  story  to  tell.  It's  because  of  the  success  of  ad- 
vertisers in  spot  radio,  after  all,  that  network  radio  has  been 

able  to  reinterest  national  advertisers.  But  spot's  sellers  must 
continue  to  marshal  the  facts  about  their  medium  and  dig 

still  deeper  for  the  kind  of  documentation  the  advertiser 

needs  and  expects. 

Naturally  spot  and  network  radio  will  continue  to  compete 

hard,  fighting  for  the  business  of  existing  radio  clients.  What 

is  more  important  for  the  growth  of  both  is  that  radio  at- 
tract new  advertiser-  as  well. 

Fred  Gamble,  president  of  the  4  A's,  said  at  the  associa- 

tion's annual  meeting  last  week  that  the  $10  billion  expended 
for  advertising  in  1956  was  likely  to  increase  5  to  10%  thi> 

year.  Radio  will  not  get  its  full  share  of  this  growth  by  en- 

gaging in  an  intra-mural  tug  of  war  for  the  same  clients. 
Network  and  spot  radio  salesmen  both  must  bring  back  more 

old  radio  clients  and  find  completely  new  ones. 

This  is  the  right  time,  too,  for  sellers  to  get  on  with 

the  job  of  making  spot  radio  (and  tv  as  well)  easier  to  buy. 

Streamlining  of  paperwork:  figures  on  what  each  company 

spend-  in  the  medium;  fast  coordination  between  station  and 

rep — these  are  all  more  important  today  as  network  radio 
stc])>  up  the  competitive  pace. 

\ 

0 
this  WE  FIGHT  FOR:  Net  tv  programing 

for  fall  shows  no  freshness,  too  much  trend- 
riding.  \dtnen  today  have  more  say  in  network 

programing  and  should  fight  for  new  ideas. 

They  suffer  fust  when  audiences  lose  interest. 

;;i 

lO-SECOND  SPOTS 

View:  Tv  Guide  reports  that  the  ex- 
ecutive windows  in  the  new  NBC  build- 

ing in  Burhank,  Cal.,  look  out  on  a 
hospital  on  one  side  and  a  cemetery  on 

the  other.  So  quiet  you  can  almost 
hear  a  rating  drop. 

Heading   from    Variety — 
ABC  Won't  Let  a  Horse  Talk 
Us  horses  demand  equal  time! 

Premium:  Two  box  tops  from  Kel- 

logg's  Sugar  Frosted  Flakes  and  50( 
will  get  sonny  a  submachine  squirt  gun 

that  holds  a  half-pint  of  water  and  is 

accurate  up  to  20  feet.  Parents,  head 

for  the  hills! 
Crave  matter:  The  Hollywood  Casket 

Co.  furnishes  all  tv  and  movie  com- 

panies with  caskets,  gratis,  where 
scripts  call  for  funerals.  Hope  they 

have  a  good  supply  of  plain  pine  boxes 

for  the  adult  Western  trend. 

Our  British  cousins:  i  1  i  \n  English 

version  of  \BC  TV's  Tic  Tac  Dough 
will  be  called  Naughts  and  Crosses. 

(2)  In  this  land  where  toilets  are 

called  "conveniences."'  a  cop\  writing 
war  was  recently  waged  between  two 
manufacturers  of  lavatory  cisterns, 

Shires  &  Co.  vs.  Fordham  Pressings 

Ltd.  The  former's  slogan.  "Made  by 
Shires — for  \our  convenience.  was 

promptly  countered  by  "Flushed  with 

success — by  Fordham."' Buzz:  In  its  drive  for  mosquito  con- 
trol. WDGY.  Minneapolis,  has  adopted 

a  reverse  twist  by  urging  listeners  to 

take  part  in  building  a  monument  to 
The  Unknown  Mosquito  of  Minnesota. 

That's  putting  the  bite  in  public  serv- 
ice programing. 

Switch:  KOPO-TV,  Tucson,  is  chang- 

ing its  call  letters  to  KOLD-TV  on  1 

May.  KOLD-TV  will  continue  to  be 
associated  with  its  sister  operation,  in 

Phoenix,  KOOL-TV.    Brrrrrrrr. 

Lineup:  Cleveland  Police  Chief  Frank 
\\  .  Storj  reports  that  Stephen  Thomas, 

an  alleged  bank  robber,  surrendered 

within  36  hours  after  learning  in  In- 
dianapolis that  he  had  been  seen  on  a 

Douglas  Edwards  CBS  TV  show  hold- 
ing up  a  Cleveland  bank.  Crime  pays 

even  less  since  tv. 

Help  wanted:  From  Veu'  )  ork  Times RFC  I.  IT  S6C 

"PRETH    BABY" 
is    needed   to    greet    tv    celebrities   on 
Madison  Ave.  .  .  . 

Tall:  about  "bait"  advertising. 

SPONSOR 
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WATCH  WTCN-TV 
...where  BIG  things  are  happening! 

We've  just  enlarged  our  trophy  room... 
Had  to,  to  make  room  for  the  two  newest  awards  won  by  \VT(  N -TV  and 

WTCN-TV  personalities.  This  time,  from  the  Twin  Cities  branch  of  AFTHA.  to 
Frank  Siefert,  (left  above),  the  award  for  the  outstanding  Master  of  Ceremonies  on  TV, 

and  to  Frank  Buetel  (right  above \  the  award  for  Best  Sportscaster  for  TV. 

We  mention  these  awards  with  due  modesty.  After  all,  haven't  we  been  saying 
"Watch  WTCN-TV,  where  BIG  things  are  happening"?  Gel  the  sales 

reward  these  awards  can  bring  you.  Contact 

your  Katz  representative  today! 

WTCN-TV 
MINNEAPOLIS -ST.    PAUL 

ABC  Network  -  316,000  watts 

Represented    Nationally    by   the    Katz    Agency,  Inc.  Affiliated    with    WFDF, 
Flint;   WOOD    AM    &    TV,    Grand    Rapids,    WFBM    AM    &    TV,    Indianapolis. 



We  Tried 
But  We  Failed! 
The  Senator's  goal  is  50%  of  the  audience 

in  the  big  four  station  Sacramento 

Television  Market. 

The  February  ARB  gives  KCRA-TV 

49.1^ 
Sign-on 
to  Sign-off 
Sunday  to 

Saturday* 

This  is  more  audience  than  the  CBS 
and  ABC  stations  combined. 

But  the  Senator's  hard  to  please. 

To  attract  the  most  audience,  the  Senator 

controls  more  feature  film  than  all  other 

Sacramento  Stations  combined:  all  Columbia 

feature  film  packages:  80%  of  20th 

Century-Fox  and  75%  of  Warner  Bros. 

On  top  of  this,  he  has  1 2  out  of  the  first  1 5 

syndicated  shows  and  such  choice  properties 

as  "Silent  Service."  "Sheriff  of  Cochise" 
and  "Annie  Oakley." 

Edward  Petry's  men  can  tell  you 
how  your  clients  will  enjoy  the  ride 
to  dominance  with  the  Senator. 

^  Maybe  next  time. 

K     Ask  Retry  About  The  Highest  Rated  NBC  Statio
n  in  the  West! 

C   L   < 6 

Serving  28   Northern   California   and   Nevada  
 Counties 

SACRAMENTO,      CALIFORNIA 
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"Understand  there's 
never  a  dull  moment 
for  advertisers, 

either." 

tf  of  these  5  important  markets  . . . 

r  time  is  a  good  time  with  the  Storz  Station. 

1IEAP0US-ST.  PAUL  .  .  .  with  WDCY. 
1957  Nielsen  shows  WDGY  firsl     NS1 

u.-ti  p.m..  Mou. -Sat.  i    Latest  Trendex 

M'DGY  first  all  day.    Latesl   Hooper  and 
t  'ulse  have  WDGY  first  every  afternoon 

you're  working  with  up-to-date  data 
■  Twin  Cities.  See  John  Blair  or  WDGY 

S"  'vo  Lahunski. 

MA  .  .  .  with  KOWH.   Now  in  its  sixth 
■  first  place  dominance.    First  on  latesl 
■  nil  Trendex.    First  in  24ii  of  264  Pulse 

quarter-hours.    Contact  Adam  Young 
K<  »\V1I  Ceneral  Manager  Virgil  Sharpe. 

kS  CITY   .  .  .   with  WHB.    First  per 
first  per  Area  Nielsen,  firsl  per  Pulse, 
Trendex.    >7','    renewal    rate   among 

Kansas  city's  biggesl    advertise!-  ..  dy- 
namic sales  pow.r     See  John  Blair  or  WHB 

i  CM  ( ieorge  W    Armsl  rong. 

NEW  ORLEANS  .  . .  with  WTIX.  Month 

month    WTIX    maintains    or    wid      -      ts    first 

place  position  in  New  Orleans  listening, 

on  Pulse     6  a.m.-ti  p.m.,  Mou    I  '•         \ 
per  latesl   Hoopi  r  m  Young  i 
WTIX  c.M  Fred  B<    thelson 

MIAMI   .   .      with   WQAM.    \\iiy  out   front. 

More  thai  I  be  audienci 

tion,  per  latesl  Hooper.  Now  Pulse  joins  H 
and    Trendex    in    agreement  :    All    th 

WQAM    firsl  -all   day:     -  !m   Blair,   or 
WQAM   GM   Jack  Sandler. 

TODD  STORZ. 
President 
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FIRST  NEW  RADIO  STATION 

IN  NEW  YORK  IN  14  YEARS 

1330  KC-THE  NEW  SOUND  FOR  NEW  YORK 

with  a  hard-hitting  new  concept  in  programming — planned  to 

produce  new  sales  for  advertisers  in  the  world's  largest  market 

H.  SCOTT  KILLGORE,  President  &  General  Manager 

A  Tele-Broadcasters  Station  •  41  East  42nd  St.  •  N.  Y.  17,  N.  Y.  •  MUrray  Hill  7-8436 

KALI  Pasadena,  L.  A.    •    WPOP  Hartford,  Conn.    •     KUDL  Kansas  City,  Mo.     •    WKXV  Knoxville,  Tenn. 



WE'RE   THE HIGHEST COMMON    DOMINATOR 

THAT 

THAT'S 

It's  common  for  WBT  to  dominate,  but  thanks  to  Henxj 
Clay  oi  K.WKH,  Shreveport,  Louisiana,  who  had  the  con 

test,  to  the  contestants  who  had  the  curiosity,  and  to  Nielsen, 
who  had  the  confirmation,  now  we  know  : 

WBT RADIO  is  one  of  the  top  three 

metropolitan  stations  in  the  nation  in  margins  of  weekl) 

audience  superiority  over  its  next  home-count)  competitor 

both  locally  and  in  total  audience  reached. 

These  margins  of  superiority  are  leads  oi  72.?ff  in  home- 
county  audience  and  of  X94.9%  in  stations  total  homes 

reached  weekly. 

This  type  of  dominance  is  a  common  occurrence  in  \\  B  I 

history,  ancient  and  modern.  First  licensed  broadcasting 

station  in  the  Southeast.  50. (MM)  watt  WBT  today,  in  its  36th 

year,  also  has  the  largest  share-of-audience  I  Pulse)  in  Char- 

lotte, morning,  afternoon  and  evening,  Mondaj  through 

Friday,  the  biggest  stable  of  talent,  the  brightest  showcase 

of  awards,  including  a  1957  Ohio  State  in  short,  the  big- 

time  radio  operation  in  its  rich  area.  It  will  be  common  tor 

you  to  dominate,  too,  if  you're  on  W  B  I  . 

WBT RADIO  -  Charlotte 
Colossus  of  the  Carolinas 

Jefferson  Standard  Broadcasting  Company 

Represented  Nationally  h\  CBS  Radio  Spot  Sales 

I  SPONSOR       •       11    MAY    1957 
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DIGEST  OF  ARTICLES 

How  Compton  launched   Product'  X 
29     m'iinmmi    traces   development    of    marketing    strategy    and    t\    campaign 

for  new  product  to  show  how  marketing  relates  to  other  agency  services 

CE  wows  a  community  with  music 

33  ̂    frankly   commercial   p.r.  '•hum.  "Kentucky"  draws  response  in  letters, 
compliments   and    plenty   of   good   will   for   new   General    Electric    plant 

Evergreen's  farm  tv  exclusive 
34  This  feed  company  buys  the  entire  farm  activities  of  an  Oklahoma  sta- 

tion, builds  shows,  retail  contacts  and  commercials  on  two  farm  experts 

Should  you  get  on  the  comedy  commercial  bandwagon? 

37     Creativity    of   radio    copy    has    undergone    an    upsurge   of    great   vitality 
with    humor    emerging    as    the    strongest    element.      Should    you    tie    in? 

Tv  basics 

4X     This  month's  Comparagraph  features  programing  costs,  how  competing 
clients  compare,  alphabetical   program   index  and   spot  television  basics 

FEATURES 

18   Agency  Ad  Libs 

62    Agency  Profile 

24   49th  and   Madison 

61    New  and  Renew 

70    News  &  Idea  Wrap-Up 

S    Newsmaker  of  the  Week 
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9   Sponsor-Scope 
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66   Spot  Buys 
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16  Timebuyers  at  Work 

90   Tv  and  Radio  Newsmakers 

81    Washington  Week 

22   WOmen's  Week 

In  Next  Week's  Issue 

How  to  promote  a  contest  with  saturation  radio 

Using  300  announcement^  in  four  weeks  on  one  station,  Englander,  a 

mattress  company,   made  this  San   Francisco  contest-promotion   pay  off 

The  timebuyer  team 

A  del  ounl  ol  who  does  whal  as  a  team  at  Cunningham  &  Walsh 

launches   thl     Texaco  "tower  of   power"  campaign 
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Get  more  than  %! 
(of  Iowa's  Food  Sales  Potential) 

WHO  gives  you  Iowa's 

Metropolitan  Areas  (V3  of  Food  Sales) 

.  .  .  PLUS  THE  REMAINDER  OF  IOWA! 

Iowa's   six   Metropolitan   Areas,  all 

combined,  do  37.5%  of  the  State's 
Food  Sales.  The  rest  of  Iowa  accounts 

for  a  whopping  62.5%! 

You  can  buy  a  number  of  Iowa  radio  stations  and 

get  good  coverage  of  individual  Metropolitan  Areas  — 

but  WHO  gives  you  high  coverage  of  ALL  Metro- 
politan Areas,  plus  practically  all  the  REMAINDER 

of  Iowa,  too! 

FREE   MERCHANDISING! 
WHO  Radio  maintains  one  of  the  nations  most  com- 

prehensive and  successful  FREE  merchandising  services 

in  3^0  high-volume  grocery  stores  for  FOOD  adver- 

tisers who  buy  S300  gross  time  per  week;  in  250  high- 
volume  drug  stores  for  DRUG  advertisers  who  buj 

$250  per  week.  (A  $200  Food  plan  is  also  available.) 
Ask  us  —  or  PGW — for  all  the  facts! 

WHO   Radio   is  pan  of 
Central    Broadcasting    Company. 
which   also   owns   and   operates 

WHO-TV,    Des   Moines 
WOC-TV,    Davenport 

S.ou.  C.iy  -     ■ 

P.,    Mom..  —  II  IV- 

Dubuqw.  —  3  1". 

M-CMm  —  lot-. 

C.do>  »op.d«  —  3  ?•• W.I.-I..  — 

REMAINDER 

OF   IOWA 

62.5%! 

IOWA   FOOD   SALES 

1956    Consumer   Market   Figures 

WHO 
for  Iowa  PLUS ! 

Des  Moines  .   .   .   50,000  Watts 

Col.  H.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 

Robert  H.  Harter.  Sales  Manager 

Peters,  Griffin.  Woodward,  Inc., 

National  Represt  iitatit  <  i 

fe 

I'ONSOR 11    MAY    1957 



Already  fW  in  Dallas- ft  Worth. 

Here  are  the  stations . . .  check  the  score!!        Area  surveyed  . .  .  Dallas-Fort  Worth  43-county  area 

MONDAY  TO  FRIDAY 

Stations 

KL'IF-KFJZ 

Network  Station    A  (CBS) 

Network  Station    B  (NBC) 

Network  Station   C  (ABC) 

Network  Station    D  (Mut  ) 

Independent  Station  'A' 

Independent  Station  B 

Independent  Station  C 

Independent  Station  D 

Independent  Station  'E' 

Independent  Station  T 

Miscellaneous 

Total  Percentage 

Homes  Using  Radio 

6  a.m.  -       1  2  Noon  -      6  p.m.  • 

12  Noon         6  p.m.  12  Mid. 

30 

1 

100 

26.3 

100 

27 

100 

21.3 

No  wonderKLIF-KFJZ   in  combination  is  the  choice  of  national  spot  buyers  .  .  .EVERYWHERE  I 

Strengthen  your  position  in  the  fast-growing  key  market  of  the 
Southwest.  Call  your  nearest  John  Blair  office  for  current  data 
and  availabilities  on  KLIF-KFJZ. 

A  Pulse  Area  Report  — Dallas-Fort  Worth 
43-County  Area,  February.   1957 JOHN  BLAIR  &  CO*   representative* 

KLI  F/2104  JACKSON  ST.  •  DALLAS  1,  TEXAS     KFJZ  /4801  WEST  FREEWAY  •  FORT  WORTH,  TEXAS 
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v\  •    ,  J  A 

the  week 

The  news:  To  mark  the  second  annual  Motional  Radio  II  eek, 

.")  through  1 1  \la\.  R  //>'  i  executive  team  has  taken  to  the  hustin 
proclaim  the  gospel.  During  tu<>  weeks  oj  speechmaking  president 

K-  in  Sweeney,  vice-president-general  manager  John  Hardest)  ami 

vice-president-promotion  director  Sherril  Taylor  will  aim  theii  \ln>t\ 

at  the   >!>',    increase  in  business  the)   think  radio  ran  get  in   I 

The  newsmaker:  Kevin  Sweeney,  I!  \l>-  -;il<-  fireball  and 

the  radio  industry'9  chief  promoter  to  admen,  look-  ;ii  National 
Radio  Week  with  feelings  ol  satisfaction  mixed  with  more  than  .1 

pinch  ol  dissatisfaction,  ["he  satisfaction  derives  from  the  wa)  radio 
Btations  have  employed  K  \H  material  created  for  M!\\  .  which  is 

sponsored  !>\  RAB,  NARTB,  Radio-Electronic-Television  Manufac- 

turers \— n.  and  National  Appliance  and  Radio-T^  Dealers  Vssn. 

Unong  the  hundreds  of  stations  who  tie  in  with  \l!\\.  about  1  < m > 

wenl  all  out  with  saturation  techniques  in  1956.  Sweene)  expects 

the  saturation  boys  to  number 

double  that   figure  this  \ear. 

The  dissatisfaction  is  with  the 

promotional  support  N l\\\  doesn  t 

gd  from  other  segments  of  the 

industry,  particular!)  the  radio  set 

manufacturers.  "Radio  manufac- 

turers have  done  little  to  sell  sets," 

Sweene)  said.  "If  people  l>u\  14 
million  sets  a  year  without  pro- 

motion, what  would  the)  buy  if 

the)    were  promoted?" 
To  do  their  share  of  promoting, 

the  team  of  Sweeney,  Hardest)  and 

ray  lor   will   log   more  than   20,000   miles   and   -peak   in    II    cities  to 

audiences  estimated  at  more  than    1,000  (all  admen  1. 

I!  \l>  spearheads  the  M!\\  observance  at  a  peak  in  its  promotional 

activities,  with  a  sale-  -tatT  practically  double  that  of  last  year  and 

a  budget  approaching  the  annual  rate  of  1900,000.  But,  Sw« 

points  out,  H  \H  i-  -till  doing  a  missionar)  job.  I  he  a<  •  omplishments 

of  which  Sweene)  i-  the  proudest  these  days  are  not  the  cases  w  : 

RAB  has  convinced  radio  advertisers  to  spend  more  in  radio,  but 

the  cases  where  advertisers  whose  radio  investment  wa-  nil  and  arc 

now   spending  three,  eight  or   IV  ,    in  the  medium. 

\-ide  from  the  pleasure  in  winning  over  client-  who  didn't  even 
know  radio  existed.  Sweene)  gets  hi-  kicks  from  the  growing 

variety  of  advertisers  and  the  freeing  of  radio  from  a  small  group 

of  major  advertisers  who  can  call  the  tune  on  l>L  ^ 

tin   Stvi 
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mrwrnmum 
There  n  a  GREATER  SALT 

LAKE  available  only  to 

KSL  Radio  clients  It  s  1  11 

counties  m  eight  western 

states  where  KSL  is  the 

buy-word      when  it  comes 

to  believobility    It  s  a  n- 

oreo  of  1617  200  people 

more  than  Pittsburgh  or 

Clevelond    It  s  a  composite 

of  booming  metropolitan 

areas  and  bustling  smoll 

towns  where  people  ore  Sold 

on  KSL  Radio 
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Effective  June  I.  TOD  W-HOME-TONIGHT's  gill  edged  Dividend  Participation 
Plan  gives  you  new  extra  value  at  no  additional  <<>m  Now  you  can  earn  dividend 

announcements  by  buying  as  few  as  6  participations  in  summer,  12  in  othei  * 

For  example,  this  summer  (June  1 —September  6)  an  ordei  l"i  20  1  II  I  participa- 

tions gives  you  10  additional  free.  Here's  the  n>\t  breakdown  for  :(<>  announcements: 

bon CURREN1  COS! 

(NO  DIVIDEND) 

NEW  COS! 

(with  dividi  nd) PER  1'  \K  1  It  I1'\I  Ion 

TODAY $174,690 $116,460 
$3,882 HOME $246,540 $164,360 S5.479 

TONIGHT 
$217,440 $144,960 

$4,832 Based  an  lull  network  basic  lineups    TOD  M            H 
n\u    <-     /   tmem 

With  the  recent  20%  time  cosi  reduction  Foi    lul>\Y  participate 

Friday,  7-9  VM)  and  this  new  Dividend  Participation  Plan,  III   I 

of  a  blue-chip  \>u)  than  ever  Get  the  details  from  youi  NB(    x  :i\c. 

TELEVISION  NETWORK 



This  one  television  station 

delivers  four  standard 

metropolitan  area  markets  plus 

•  917,320  TV  sets 

•  1,015,655  families 

•  3V2  million  people 

•  $3%  billion   retail  sales 

•  $6V£  billion  annual   income 

WGALTV 
LANCASTER,   PENNA. 

NBC  and  CBS 

STEINMAN  STATION    .    Clair  McCollough,  Pres. 

Jtepresentofive: 

The  MEEKER  Company,  Inc. 
New  York  Chicago 
Cos  Angeles  San   Francisco 

CHANNEL    8    MULTI-CITY    MARKET 

be"E»so 



Most  liglliflcfUti  tv  urul  railm 
ntWt   "f  llif  ur,k  uilli   inlrrprrtatian 

in  depth  jar  /<im   readm 

SPONSOR-SCOPE 

II   MAY 
CavyrliM    IM7 

•PONSOK   PUBLICATIONS  INC. 

Impact  aote:    Here's  why  ■  recording  company    i-   leaning  ma   album   <>i    adver- 
tisers'   jingles: 

roda)  -  kid-  often  become  addicts  <»f  singing  commercials  befon  the)  learn  nui rh\  mes. 

I  lie  feature  film  as  an  article  of  t\  commerce  is  headed  for  it-  first  big  economii  ! 

ache:   How  to  keep  from  pricing  the  post-1948  product  out  of  the  market. 

\  simple  dose  of  aspirin  isn't  going  in  work  when  you  consider  that: 
•  The  studios  are  committed    to    paj    S\(,   3.V ;    of  tin-  <;ross   on   .ill   -alt--   <-f   j 

I'M::  features. 

•  'I  he  pyramiding  doesn't  stop  there,  because  tin-  salesman  collects  hi-  l<>',  com- 
mission on  the  gross  sale.  Hence  a  film  that  theoretical!)  would  sell  for  |100  actually 

has  to  sell  for  si  18.50. 

•  Feature  ratings  have  been  leveling  off.    Station-   ahead)    an-   ha\in_'   a   ton 

justifying  their  late  evening  rates — especialK    where  two  01  three  are  bucking  each  other  \%  ith 
celluloid  simultaneously. 

Some  station  men  predict  that  on  the  basis   of   costs    \-.    potential    ratings    it    *ill    1"' 

sounder  in  the  long  run  to  continue  using  pre- 1 '>  18   product* 

Meanwhile  Kaiser  Aluminum  ami  Exquisite  Form  Ilrassiere.  Inc..  figured  tin- 

week  in  negotiatitons  for  the  sponsorship  of  post-1950   films. 

Both  advertisers  are  after  United  Artists'  product. 

EXQUISITE'S  PLAN:  The  licensing  of  26  l'\  films  for  two  years  at  a  flat  $4  mil- 
lion, exclusive  of  print  costs.  The  campaign  would  be  handled  bj  the  Grej  agency  for  spot 

placement. 

KAISER'S  PLAN:    Scheduling  a  combination  of  UA  and  20th  Century-Fox  feeturt 
ABC  TV  from  7:30  to  9:30  Sundaj  nights.    Masterminding  the  deal  is  Peter  Levathes,  v.p. 

in  charge  of  media  at  Y&R.    Estimated  cost  of  the  campaign   for  features  and  time:    - 
million. 

It  may  sound  like  heresy  to  Hollywood,  but  the  question  being  raised   more  and 

more  on  Madison  Avenue  is:    What's  the  good  of  pilots?    Here's  why: 

•  Over  65%  of  the  sponsored  failures  this  Beason  were  bought  from  pilots. 

•  As  a  cushion  against  a  had  guess,  the  pilot   allegedly   offers  no  advantage  <>\rr  the  so- 

phisticated agencyman's  appraisal  of  a  shoe's  prospects  on   paper. 
•  Anyway,   it  takes   13  weeks  for  a   show    to    shake    down,    and    within    that 

you  should  be  able  to  prove  it-  possibilities,  regardless  of  a  pilot. 

Nevertheless  Hollywood's  tv  film  mills  are  grinding  out  pilots  like  MUSI 

Leo  Burnett's  L.A.  office  says  it  has  counted  1  7«  new  pilots  either  completed  or  in
 

duction.    They  include: 

Anthologies,  specialties,  documentaries.  7th  westerns,  10;  situation  comedies  Ken- 

ture  shows.  20:   musical.   15:   and  juvenile  appeal.  8. 

Estimated   cost   for   turning  out   the-e    178   jobs:     Over   |5   million. 
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SPONSOR-SCOPE   continued 

II  you  plan  to  sponsor  a  dramatic  series  on  Iv  lliis  fall,  you  ought  to  know  about 

the  advantages  and  disadvantages  you'll   run  into  from  the  publicity  point  of  view. 
Uter  talking  to  some  agencies  on  that  subject  this  week.  SPONSOR-SCOPE  got  these 

li|>~.    hints,    and    opinions: 

1)  A  filmed  show  usualh  i-  reviewed  hut  once  or  twice  a  season,  while  live  drama 

ma)   get  as  man)    as  40  newspaper  reviews  throughout  the  country. 

2 1     The  average  live  dramatic  show  can  figure  on  25  reviews  per  broadcast. 

.'!  i     Critics'   reactions,   broadly  speaking,   run  50%  favorable  and  50%  otherwise. 
I)  The  major  headache  emerging  from  this  welter  of  attention  often  is  a  ery  of  an- 

guish from  some  smaller  distributor,  citing  a  bad  local  review  and  asking  how  he  can 

be  expected  to  sell  the  product  after  this  sort  of  panning. 

V  woman  statistician  in  Texas  has  come  up  with  her  own  version  of  how  to 
count  tv  homes  in  the  Lone  Star  state. 

Her  plan  is  to  get  from  the  State  Bureau  of  Taxation  the  names  of  those  who  have 

paid  an  excise  tax  on  tv  sets,  compute  ownership  from  this  b)  count)  and  sell  the  data 
to  Texas  tv  stations. 

The  stations,  in  turn,  could  apply  the  figures  to  their  own  coverage  areas. 

The  statistician — LaNell  Smallwood — calls  her  service  Texas  Television  Report.  She 
operates  out  of  Austin. 

Radio  and  tv  accounted  for  27%  of  the  $4-78  million  spent  in  1956  by  Ameri- 
can firms  for  media  outside  the  U.S. 

A  survey  by  the  International  Advertising  Association  shows  that  radio  got  22^  :  tv. 

.">'  <  :  newspapers.  11  '<  :  and  foreign  magazines  and  trade  journals.  24%. 

The  average  boost  in  daytime  spot  radio  rates  in  markets  of  over  100.000 

population  was  around  10%  during  the  past  year. 

This  information  is  included  in  a  survey  of  station  rates  that  the  SRA  has  just  completed 

for  the  Kudner  agency. 

A  comparison  of  the  one-time  highest  one-minute  rate  from  April  195G  to  April 

1957  in  the  survey's  top  three  population  groups  shows: 
NO.MARKETS             POPULATION  vm 

41  500,000  and  over  %  1.771 

47  250,000  to  499,999  780 

92  100,000  to  249,999  1,048 

Best  Foods  is  switching  its  marketing  and  advertising  plans  for  Nucoa. 

As  a  first  step  in  experimenting  with  a  new  marketing  formula,  the  margarine  packer 

has  canceled  the  Galen  Drake  Show  on  ABC  TV  (the  remainder  of  the  contract  was  set- 

tled with  a  cash  pa)  ment  I . 

The  next  step  will  be  to  test  three  or  four  basic  sales  approaches  this  summer  in 

widelv  divergent  areas  via  the  Guild,  Bascom  &  Bonfigli  agency. 

The  Housewives'  Protective  League — a  CBS  service  subsidiary — this  week  in- 
dicated that  grocery  chains  and  department  stores  are  taboo  as  clients. 

This  policy  takes  into   account  that: 

1)  National  brands  are  HPL's  best  customers,  chains  too  often  have  divided  loy- 
alties because  of  their  own  private  brands. 

2)  An  HPL  personality  can  move  freely  in  bis  personal  appearances  only  so  long  as 

he  has  no  obligations  to  any  particidar  point-of-sale  sites. 
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SPONSOR-SCOPE   continued 

Two  weeks  ago,  SPONSOR-SCOP]    reported  (27   IprilJ  that  thi   complexitim  ol  spot 
were  causing  some  resentment  in  agenc]   circles,  thai  the  -|">t  fraternit)   was  pre] 

cope  with  this  fire,  and  thai  "SPONSOR  will  keep  you  informed.      ,        I  In-  week  then 
was  the  following  to  report i 

Two  agencies  thai  have  found  ways  of  making  -pot  paperwork  faster  and  sim- 

pler are  Morey,  Hnmm  A  Warwick,  Inc.  and  <  unningham  A  Walsh,    rheii  im 

lion-: 

MJFI&Ws  PAYMENT  SYSTEMt    Instead  of  mailing  a  lull  .,i  the  end  -.f  the  month, 

a  Btation  ill  inserts  it-  invoice  in  an  envelope  bank  draft  on  the  agency,  and 

i.'}|  completes  the  face  of  the  draft  l>\   writing  the  name  of  tin-  station  ami  the  smounl  of  the 
invoice.   The  draft  i-  handled  through  regular  banking  channels  i-   i  caafa  item, 

(XFS    CONTRACT-CONFIRMATIOIN    PROCEDURE]    \-      

firms  a  schedule,  he  sends  tin-  agency  three  copies  of  tin-  confirmation. 

signatured  cop)   is  mailed  right  back  to  him.  making  tin-  confirmation  a  contract, 
added  advantage:  The  chances  of  schedule  revisions  are  eliminated. 

i  For  more  on  C&Ws  updated  spol  methods  see  "The  timebuying  team,"  I  •"■  Maj  spo; 

al-o  see  "'Let's  cut  -pot's  paper  maze,"  2  March  sponsor.) 

Latot  episode  in  the  growing  controversy  ovei  trading  time  foi  t:  idam  Young, 

Inc.,  is  refusing  to  accept  commissions  from  barter  time  sold  In  NTA  in  connection 
with  its  feature  film  network. 

Young  explains  his  action  this  waj  : 

"Regardless  of  how  other  reps  ma\  fed  about  taking  \l  \-  money,  I  think  I  would 
put  myself  in  a  bad  light  by  accepting  commissions  from  a  competitor. 

"These  harter  deals  are  snowballing,  and   I  think  that,  among  others,  the    fvB 

to   itself  to  take   a   strong   stand   on    the    i^Mie." 

CBS    Radio    ibis    Meek   wrapped    up    its    spectacular    S5.5-millinu     (gross)    dial 
with  Ford  to  the  accompaniment   of  much  headline  fanfare 

With  discounts,  tbe  net  income  from  the  52-week  agreement  -    five  houi 

programing   per  day,  se\en  days  a  week  I    will  come  to  £1.2  million. 

(For  more  detail-,  see  27    \pril  and    1   \l;n    SPONSOR-S(  0P1 

NBC   Radio   quietly,   but    steadily,   is   moving  onward  ami   upward. 

It  hasn't  had  a  sensational  haul,  such  as   CBS  gol  in  Ford,  but  it  to  sign 
hast  SoOO.OOO  worth  of  business  each  week. 

The  latest  hatch  of  new    NBC  Radio  contracts  includes: 

•  California  Packing:    2(>  weeks  of  a  quarter  -hare  of  News  <  >„  the  Houi      I 

•  Plough  Chemical:    20  participations  a  week  on  Monitor  ($110,00 

•  General  Foods  (Jell-O) :    oil  six-second  participations  in  Bandstand  and  Truth       I 

sequences  iS130.0001. 
•  20th    Centurv-Fo\:     S40.000   worth    of    participations    in    Monh* 

period  for  the  exploitation  of  Rernardine. 

Tbe   light-touch   radio   commercial     a    real    favorite    latel)      has    an    enticing 
rj? 

nomic  advantage  as  well  as  a  catch]  change  ol  \ia<<-: 

With  humorous  chatter  replacing  mu^i<\   the  advertiser  can  save  from  1500  np  in 

talent  and  production   costs   per  spot. 

i  See  "Should  you  eel  on  radio*-  comedy  commercial  bandwaj 

United  Artists  expects  t<>  gross  at  least  $12  million  from  tin-  -ah-  ot   i
t-  fea- 

tures to  tv  in  1957. 

In  1956,  l"\  got  $2.5  million  from  the  medium. 
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SPONSOR-SCOPE    continued 

Like  the  Kentucky  Derby,  the  $6-milIion  Pabst  account  went  to  something  of 
a  darkhorse  in  the  meet — Norman,  Craig  &  Kummel. 

Curiously,  another  New  York  agency  previously  had  just  passed  up  an  opportunity  to 

bid  for  the  business  because  it  felt  it  wasn't  quite  ready  to  handle  it. 

Look  for  a  record  concentration  of  money  in  the  air  media  by  advertisers  with 
Christmas  gift  products. 

Indications  are  that  they  will  do  their  shopping  earlier  than  ever. 

Some  already  have  inquired  from  year-around  tv  network  customers  about  the  possi- 

bility of  buying  into  their  programs  during  the  pre-holiday  weeks. 

Ronson  Shaver  is  spending  $1.5  million  on  NBC  TV  news  as  part  of  its  air 
campaign  for  the  Christmas  buyer. 

The  package  consists  of  37  programs,  spread  from  September  through  mid-Decem- 
ber. 

There  will  be  two  feeds:  The  first  at  6:45  p.m.  and  the  other  (at  7:15  I  for  Midwest  and 

tardy  Eastern  outlets. 

A  fair  number  of  network  tv  prospects  will  hold  off  their  fall  program  de- 
cisions until  June  or  July. 

Causes  for  the  delay: 

•  They  aren't  impressed  with  the  shows  on  the  market  thus  far. 
•  The  networks,  especially  CBS  TV,  likewise  have  been  rejecting  properties  on  the  ground 

they're  shopworn. 
•  Hollywood  is  unwrapping  a  batch  of  new  pilots  that  advertisers  are  anxious  to  see  be- 

fore buying. 

(See  News  Wrap-up  under  Networks  for  a  list  of  programs  set  by  advertisers  during  the 
past  week.) 

American  Tobacco's  heavy  barrage  in  behalf  of  its  Hit  Parade  filter  brand 

hasn't  yet  begun  to  soften  up  the  customers  enough. 
Both  sales  and  earnings  for  the  first  quarter  were  below  the  year  before: 

Sales  dropped  from  $251  million  to  $245   million   and  earnings   from   $11.3   million   to 

$10.1  million. 

Competitors  estimate  that  the  initial  ad  investment  in  Hit  Parade  already  has 

passed  the  $15-million  mark. 

General  David  Sarnoff,  in  commenting  on  RCA's  earnings  for  the  initial  quar- 
ter, reasserted  his  abiding  faith  in  color  tv  this  week. 

Said  he:  Profit  margins  on  sales  of  black-and-white  sets  now  are  low  or  even  non- 

existent. But  there's  nothing  wrong  with  the  tv  industry  that  can't  be  cured  by  color.  Ob- 

stacles to  color  are  being  "overcome  one  by  one  and  day  by  day." 
Record-breaking  sales  gave  RCA  $295,773,000  for  the  quarter,  8%  over  the  first  three 

months  of  1956.    Net  profits  after  taxes  were  S12.8  million — up  $83,000. 

Westinghouse  Broadcasting  completed  its  allowable  quota  of  tv  stations  with 

the  purchase  of  WAAM-TV,  Baltimore,  this  week. 
The  deal  involves  an  exchange  of  stock  amounting  to  about  $4.4  million. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  61;  Spot  Buys,  page  66;  News  and  Idea  Wrap-Up,  page  70;  Washington 
Week,  page  81;   sponsor  Hears,  page  84;    and  Tv  and  Radio  Newsmakers,  page  90. 
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Thi%  time  we  got  help.  Our  1,450'  above- average- terrain  tower  is  on  the 



■ 



We've  always  cherished  the  idea  that  you  don't  have  to  rattle  your  tonsils 

to  prove  your  worth.  Take  a  look  at  the  Sphinx.  She's  been  sitting  pretty  for  hundred 

years,  without  ever  opening  her  mouth.  And  why  do  you  think  Mona  Lisa  made  out  bo  good? 

When  we  placed  our  hot  new  submarine-adventure  series,  "The  Silent 

Service,"  into  TV  syndication,  we  said  to  ourselves:  "Okay.  We  want  to  spread  the  word  to  the 

far  corners  of  the  land.  But  do  we  have  to  scream  our  heads  off?  Do  we  have  to  announce  a 

new  series  with  the  usual  4-color  foldouts,  pushups,  pullouts.  Maybe  even  hydrogen  fallouts?" 

"Up  your  periscopes,  fellows!  Take  another  look  around,"  we  told  ourseh 

"Maybe  it  isn't  always  possible  in  every  line  of  business,  but  wouldn't  it  be  ni 

build  sales  volume  without  noise  volume?"  We  gave  ourselves  a  fast  and  resoundii 

So  we  launched  our  seagoing  series  without  a  big  splash.  We  didn't  break 

a  bottle  of  champagne  over  its  prow  in  the  trade  press.  We  drank  the  champagi  I  we  let 

CNP's  prime  product,  created  exclusively  for  local,  regional  and  spot  advert!-  r  it- 

self. We  discovered  that  if  you  really  have  something  to  say.  they'll  listen  to  you.  Even  if 

Whisper  it.   Like  this:  In  less  than  one  short  month.  "The  •  rvice"  has  been  sold  in  more  than  75  markets,  including 

17  of  the  25  largest  population  centers  in  the  United  Statos.         NBC     TELEVISION      FILMS 

h  division  of  CALIFORNIA  NATIONAL  PRODUCT!' 



CASE  HISTORY— SUPERMARKETS 

It-  no  secrel  that  fresh  produce  sales  have 
hen  weakening  as  fasi  a-  frozen  and  canned 
I   I-  have  been  strengthening.    Except,  that 
i-.  in  the  26  Los  Angeles  supermarkets  of 

Von's  (Grocery  Company,  where  the  down- 
grade slowed  in  1955,  reversed  itself  with  a 

slight  uptrend  in  1956,  and  is  continuing 
firm  in  1957. 

Substantially  responsible  for  the  counter- 
trend  are  the  trio  pictured  above,  creators 

of  \  on's  produce  department'-  5-vear-old 
daily  radio  program  HOMEMAKERS 
NEWS:  Margee  Phillips,  KBIG  write,:  \. 

If.  Bolstad,  Von's  produce  supervisor;  and 
Alan  Lisser,  KBIG  program  director,  who 
narrates  the  five-minute  feature  of  fruit  and 
vegetable  information  and  practical  food 
helps. 

"Fresh  produce  is  one  area  where  a  store 
can  create  a  personality  for  itself  .  .  .  some- 

thing impossible  in  standardized  brand 

label  departments"  says  "Buzz"'  Bolstad. 
"Our  company  has  gone  to  great  length-  to 
build  that  personality  in  each  Von"s  market, 
and  our  KBlG  show  enables  us  to  translate 
it  as  an  image  in  thousands  of  consumer 
minds. 

"Tests  of  HOMEMAKERS  NEWS  have  in- 
cluded offers  of  cooking  booklets,  in  which 

demand  invariably  exceeds  supply;  sales 
check-,  in  which  promoted  items  have  risen 
from  20%  to  32f 7  :  and  a  giftbag  offer  in 
which  a  supply  of  25,000  was  quickly  ex- 

hausted.'' 
Your  Weed  man  is  a  prime  source  of  other 
case    histories    to    help    your    evaluation    of 
Southern   California   radio. 

KBIG 
The  Calalina  Station 

10.000   Walts 

JOHN  POOLE  BROADCASTING  CO. 
6540  6unset  Blvd..  Los  Angeles  28.  California 

Telephone:  Hollywood  3-320S 

Nat.  Rep.  WEED  and  Company 

In 

Timebuyers 
at  work 

Bill  Abrams,  SSCB,  New  York,  timebuyer  for  Rise  and  Blue  Coal, 

comments  tliat  buyers  must  careful!)  appraise  special  purchases  such 

as  pre-  and  post-game  sports  shows  in  which  a  sports  celebrih  is 
interviewed.  For  the  best  buy,  these  factors  must  he  considered: 

I  I  i  Ratings.  "We  try  to  secure  more  than  one  day's  or  one  week's 
rating.  In  reviewing  many  pre- 

and  post-game  availabilities,  we 
found  that  rating  histories  are 

often  spottv  and  limited  to  only  a 
few  events  for  the  season.  These 

figures  are  not  necessarily  repre- 
sentative, of  course,  and  often  give 

the  buyer  an  inaccurate  picture  of 

the  show r's  real  value.  I  2  I  Com- 

petitive programing.  "A  man  can 
select  his  own  baseball  game  to  go 

to,  but  he  can't  alwavs  select  the 

television  show  he'd  like  to  watch 
if  a  competing  show  appeals  to  his  wife  and  family.  l3i  The  local 

personality.  '"Be  sure  he  knows  how  to  handle  sports  celebrities  and 
talks  the  language  of  sports.  Some  local  announcers  are  neither 

equipped  bv  personalitv  and/or  background  to  competently  conduct 

such  a  show.  I  4  I  Attendance  records  and  team  standing.  "These  are 
an   excellent   measure   of   interest    and    lo\altv    to   the    home   team.' 

George  Huelser,  Maxon  Inc.,  New  York,  timebuyer  for  G.E.s 

electronic  equipment,  comments:  "All  advertisers  seek  large  audi- 

ences and  low-cost-per-l.OOO's.  But  these  C/P/M  s  must  be  converted 
into  the  advertisers  target,  whether  it  be  men.  women,  teen-agers, 

children,  etc.     The  next  major  consideration  is  the  turn-over  factor. 
You  must  know  how  many  of  the 

gross  impressions  on  vour  market 

are  unduplicated  and  what  propor- 

tion makes  up  frequency  of  im- 

pression. Also,  an  advertiser's (  P  M  on  a  i  umulative  basis  ma\ 

be  prohibitive  and  on  a  gross  basis 

may  appear  exciting.  Non-dupli- 
cation, of  course,  is  of  varying  im- 

portance depending  upon  the  prod- 
uct. Generally,  the  low  cost,  long 

life  product — provided  onlv  one 
can  be  used  at  a  time — must  have 

a  large  cumulative  base  even  at  sacrifice  of  frequencv.  The  cigar- 

ette  advertiser  could  live  with  small  net  audiences  and  great  fre- 

quency,  whereas  anything  hut  a  large  net  audience  would  he  deadly 

to  a  three-month  sha\e  halm  advertiser.  By  the  same  token,  the 

cigarette's  targeted  C/P/M  must  always  he  on  a  gross  basis,  whereas 

the  shave  balm  -   must   he  good  on  both  a  net  and  a  gross  basis." 
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A  &  P  Tea  Co. Ford   Deal' 
Adam,  Melrum  &   Anderson 

Aladdin  Car, 
Glcimur    Produ 

Margarine 

ton 

Amoco Greyhound  Co 
Anacin Half  &  Half  Tobacco «■! 

^ 

^P^ 

■         Hometown  Br- 

W^
 

«         Honig  Jew. ^«^ 
4Li 

3ay Household   Fine 

E.  Clark   Bennett Milton   H.   Hub 

n-Graham Ice   Capci' 

vay  Stc "1                  _L Products 
■JLv 

^>»  ■■     I^"%>  ■»   ■■  4> ^#u*t 
Brown  Motor  So r       ril        n C^ 
Buff. '•o|       III                            1 

r— ? 

Lb JL  Xiv^y  W4.  -L V^ 
Buffalo  Industrial  Bank national    Harvi 

Buffalo  Raceway Jello  Pudding 

Buick    D Kaufmann   Bakery 

J.   Burnham Keebler  Biscuit 

lac                                               1 Kleinhans 

■L« 

^■fcpb  acke
rs 

1  Cigarettes 

^^V>atts 
Capital  Airlines ■           m  >  Shampoo 

1^, ^^_— ̂ F 
H     ! 

Cigare! Lafayette  Theatre 

Up 

tre 
Lewin  Bros. 

eld  Cigarettes Libby  McNeill  &   Libby 
olet 

erty   '  ■■ 
w 

■ 

^—M
 

i   «■»*.       ̂ *J      -■       ̂ -^ L.   E 

|r
 

j  ri  1  r\ Jos 
Coca  Cola n  i        i  j Socony   Mo: JL LlvAlv./ 

Sq 

Cold Magla   Products 
Colgate Manufacturers  &  Traders 
Contadina  Tomato  Paste Trust  Co. 

Ta 

Continental   Baking Marine  Trust  Co. 
co.  Gas tal   Beach  Transit Miles   LaboratC' 

Tilo  Roc 

^^ 
— Ik    fnr    kL^lth               _               — 

^^              ^     — 

^^
 

■Y^a^NT^  O 
a^^T^O 

^^•j 

i       It    1         ̂  it    If  ̂  
1^^ 

f  Mv/lliJ vy  J_  kD 
Doans  Pills                                      ̂ ^ 

Nescafe 

Dodge  Dealers 
***"      w  York 

Web-Cor 
Don   Allen   Chevrolet Niagara   Front                  th 

W 

Dow  Anti   Freeze Foundation 

Dromedary No-Cal  Beverages 

Northern  Paper  Mills 

Wh 
ady   Batteries Norwich   Pharmacol 
in   Distributors NuWay   Stores 

Fletcher  Castoria Ontario  Government j    g     A    ̂ ^  y 

*MO   KNEW  a  year  ago  that  you  could  get  "Eight  big  tomatoes  in  an  ltty  bitty  can" 
Dnly  the  sponsor  knew  then   now,   160  million  people  know  —  thanks  to  R.idto. 

**  E   SAME    160  million  people  that  "Wonder  where  the  yellow  went",  that  "Get  more 
bounce  to  the  ounce",  that  know  where  to  get  a  good  deal  on  a  new  or  used  c 

J   And  the  reason  they  know  is  Radio. 

DIO —  that  in  one  year  brought  fame  and  fortune  to  the  Elvis  Presl. 
Pat  Boones  and  Harry  Belafontes   simultaneously  brought  highly  successful 

;ales  results  to  automobile  manufacturers,  food  dealers  and  the  store  around  the 
corner.  Yes.  Radio  today  sells  everything  from  baby  foods  to  baby  grands 

-  from  pills  to  pillow  cases. 
i  honor  of  National  Radio  Week,  we  salute  those  sponsors  who  have  the  foresight 

and  judgement  to  choose  Radio ..  .one  of  the  most  powerful  advertising 
mediums  in  the  world. 

m 
RADIO 

e  Voice  of  Buffalo" 



TELEPULSE 
shows   continued 
loaclcrsliip   by 

WRBL-TV 

:OLUMBUS,  GEORGIA 

CALL  HOLLINGBERY  CO. 

FIRST   IN 

310 
OUT  OF 

409 
QUARTER   HOURS 

•  In  prime  AA  time  wth  66.1  Homes 

using  Television  WRBL-TV  scored  first 
in  46  out  of  50  Quarter  Hrs. 

•  In  class  A  time  with  50.2  Homes  using 
Television  WRBL-TV  scored  first  in  49 
out  of   56   Quarter   Hrs. 

WRBL  RADIO 
Leads   in   homes  delivered 

55%     MORE      THAN    STATION    B 
Day    or   Night    Monthly — N.C.S.    No.   2 

WRBL 
AM  -   FM  -  TV 

COLUMBUS     GEORGIA 

CALL  HOLLINGBERY  CO. 

by  Bob  Foreman 

Agency  ad  libs 

Brutus  Bass  and  the  no-account  exec 

If  \ou  happen  to  see  a  chap  walking  down 

Madison  Avenue  sporting  an  extra  arm  and  leg, 

it  will  he  Brutus  Bass  or  "Big  Mouth"  as  he  is 
affectionately  known  in  the  ad-husiness.  "Big 
Mouth"  Bass,  account  executive  at  the  storied 
agency  of  Snook,  Crappie  and  Bream.  Inc.,  makes 

a  great  many  talks  to  a  great  many  groups  dur- 

ing any  given  year.  The  extra  limbs  he  bears 

are  mine  and  are  what  I  had  to  give  to  get  permission  to  excerpt  his 

recent  talk  to  the  Ronkonkoma,  L.  I.  Ad  Club  on  "What  Makes 

An  Account  Man  Great — or  Grating."'  I  will  reproduce,  for  obvious 
reasons,  only  those  portions  of  this  phillipic  which  apply  to  broad- 

cast media. 

"Perhaps,"  declared  'Big  Mouth,'  "it  would  be  simpler  to  describe 

the  top-notch  account  executive's  grasp  of  broadcast  media  bv  de- 

scribing what  he  doesn't  do.  In  this  manner  I  will  be  painting  a 
picture,  gentlemen,  of  a  commonplace  in  our  business — the  a/e  with 
two  decades  experience,  most  of  it  in  print,  who  throws  up  his  hands 

when  mention  of  tv  is  made  and  says — T  leave  that  to  the  tv  bovs.' 
Or,  what  is  even  worse,  he  admits,  solely  to  himself  of  course,  that 

he  has  no  knowledge  of  or  sympathv  with  television.  Hence  he 

finds  every  possible  reason  to  avoid  use  of  the  medium,  expending 

what  creative  ability  he  possesses  to  keep  his  client  out  of  tv. 

He  avoided  responsibility  during  tv's  youth 

"Which  is  worse,  I  don't  know,"  said  'Big  Mouth.'  "But  regard- 
less, the  account  man  who  cannot  or  will  not  contend  with  television 

today  and  today's  radio  is  in  effect  a  no-account  man.  Bv  what  stretch 
of  the  imagination  can  he  call  himself  a  representative  of  any  adver- 

tising expenditure  and  still  ignore  the  newest  and  most  provocative 
of  media? 

"I  recall  one  of  this  breed  of  agency  denizens  who  used  the  ap- 

proach— T  don't  know  anything  about  tv!' — to  subtle  advantage  for 
several  years  until  more  alert  agency  management  got  wise  and 

sent  the  man  off  to  the  showers.  This  chap  used  to  say — 'whatever 

is  tv  is  in  the  hands  of  the  tv  department  and  out  of  mine.'  As  a 
result  he  personally  was  able  to  avoid  some  of  the  early-day  trials  of 

the  medium  despite  the  fact  that  his  client  was  heavily  involved. 

"What  a  different  with  the  good  representative,  one  worthy  of  the 
name!  He  has  for  at  least  five  years  now  taken  a  positive  stand  on 

television.  He  has  mastered  the  technique  of  reading  the  Nielsen  and 

Trendex  pocketpieres.  He  has  good  judgment  of  programing — yet 

he  still  relies  on  the  department  for  decisions  of  which  show,  what 

time  slot,  and  how  to  interpret  the  ratings.  I  sa\  'rely'  and  by  this 
I  mean  that  he  is  full\  and  intelligently  aware  of  every  step  so  that 

his  reliance  on  the  tv  specialists  is  one  of  understanding  and  agree- 

ment  rather  than   blind   faith  or  a   desire  to  escape. 

"His  knowledge  of  the  medium  comes  from  use  and  studv.     When 
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Why  Fels  &  Company  prefers 

Crosley  WLW  Stations 

for   Instant   Fels  Naptha 

Golden  Soap  Granulets 

LW  Stations  off* 
important   extra  of  mighty  grocery 

merchandising   tied  U]  *.op 
Station  Talent.    Yes.    lea 

TV-Radio  personalities  star 

product  merchandising-promo 

as   the  Crosley  Stations'    experts 
cover   the  store    fronts  by   top- 
level   trade  contacts,    perse 

calls  and  point-of-sale  push.    So 
the  Talent-tuned,    power-packed 
merchandising-promotion   of 
Crosley  Stations   really  me 

business   for  advertiser 

Max  Brown,    Director  of  Sales 
Fels  &  Comp 

% 

Like  Fels  &  Company,  you'll  get  mighty  merchandising-proir. 
products  too  with  the  WLW  Stations.  So  before  you  buy.  alv. 

with  your  WLW  Stations'  Representative.  You'll  be  glad  you  c. 

WLW 
Radio 

WLW-T 
Cincinnati 

WLW-C WLW 
WLW-A 

Network  Affiliations:    NBC;  ABC    MBS     Sales   Offices:    Ne.%  York.  Cincinnati.  Chicago 

Sales   Representatives:    NBC  Spot  Sales:  Detro  t.  Los  Angeles.  San  Francisco 

Bomar  Lowrance  &  Associates.  Inc..  Charlotte.  Atlanta.  Dallas   Crosley  Broadcasting  Corporation,  a  drvision 

-  m° 
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Agency  ad  libs  continued 

THIS  YEAR 

WBOF 
winner  o 

ASSOCIATED 
PRESS 

AWARDS 
AMONG  COMPARABLE 
STATIONS  IN  VIRGINIA 

3  -  1st  Places 
•  LOCAL  &  STATE  NEWS 

•  SPORTS 

•  COMPREHENSIVE 
REPORTING 

1  -  2nd  Place 
•  FARM  NEWS 

1  -  3rd  Place 
•  SPECIAL  EVENTS 

This  makes  8  A-P  awards 

for  WBOF  since  its  start  just 

28  Months  ago  .  .  .  proven 

time  and  again  a  potent  sell- 

ing force  for  a  major  seg- 

ment of  America's  25th 
Market. Norfolk-Portsmouth 

Virginia  Beach  Area  .  .  . 

VIRGINIA  BEACH  -  NORFOLK 
AND  PORTSMOUTH,  VIRGINIA 

HIL  F.  BEST  CO. 

National  Representative 

20 

t\  loomed  on  the  horizon,  instead  of  taking  another  martini  and 

uttering  a  prayer  thai  it  would  go  away,  he  went  into  every  aspect — 
production,  copy,  research  techniques.  He  even  went  so  far  as  to 

buy  a  set!  Then  when  his  kids  started  to  insist  on  seeing  this  show 
and  that  show,  in  contrast  to  what  he  wanted  to  view  for  business 

reasons,  he  went  out  and  bought  a  second  set  i  after  noting  carefully 

what  tremendous  tujis  which  shows  in  which  slots  had  over  his  kids 

and  what  they  recalled  of  the  sponsors'  messages). 

"And  when  the  first  color  sets  appeared  on  the  market,  he  didn't 

sa)  Til  wait  till  it's  really  arrived  and  they  get  the  bugs  out.' 
He  went  and  had  one  installed. 

The  good  a/e  gives  the  client  confidence 

"Then  when  it  seemed  wise  to  get  his  own  client  into  television — 
and  to  supplement  this  medium  with  the  new  type  of  radio  coverage 

available,  our  good  a/e  didn't  wait:  he  faced  his  client  with  all  the 
facts  and  a  firm  recommendation!  He  explained  what  research  tech- 

niques he  would  apply  so  that  benchmarks  could  be  established.  He 

stood  right  up  in  front  when  the  storyboards  for  the  commercials 

were  being  shown — and  he  chimed  in  to  make  a  point  here  and  there 

— demonstrating  he  knew  the  tv  term,  the  techniques,  and  the  prob- 

lems, thereby  making  the  Ad-Manager  feel  a  lot  more  secure  about 
the  whole  thing. 

"But  most  importantly,"  concluded  'Big  Mouth'  in  a  frenzy  of 

rhetoric,  "this  man  brings  confidence  with  him  to  client  meetings — 

confidence  plus  an  enthusiasm  for  the  new  avenues  to  people's  minds 
that  science  has  given  us. 

"Here  is  a  man!"  said  "Big  Mouth"  Bass  with  a  flourish  and  sat 
down  to  thunderous  applause.  ^ 

^iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

"An  adman  ad-libs  on  tv" 

A    192   page   book   of   selected    Foreman    columns   from 

sponsor,  released  by   Hastings  House.   Publishers.   Inc..  is 

now  in  your  bookstore.   Bob's  pungent  commentaries  on  the 
broadcast   industry   and   his  keen   analysis   of  its  problems 

|       are  illustrated  by  Al  Normandia. 

The   book,   excerpted   from   columns   which   appeared   in 

sponsor  over  the  last  five  years,  offers  an  8-fold  approach 
I        to  the  air  media: 

i  1  i    The  agencj   and  its  denizens 
Tfc#   t  -  r   JH   •'   Will 

(2)  Nuts,  bolts,  commercials 
I  A  i  The  audience,  confound    em 

(4)  Sponsors,  the  care  and  feeding  of 
i  5  i  The  fine  art  of  video. 

i  ()  l  Research — if  you  can  call  it  that 

(7)  The  one  without  pictures — radio 

(8)  Color  or  hue.  whew! 

It  adds  up  to  an  encyclopedia  of  entertainment  and  in- 
formation.   192  pages,  illustrated,  retails  for  $4.50. 

-.iiiiiiiiiiiiiiniiiiiiiiiiii'i   illllllllllllllllllilllllliili   milillimtllllllli   iimiiiinmi   mm   i   minium   iiiiini.iu   mi   mi   ininiimii   iillillllllinfl 
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T.  V.  spot  editor 
A  column  $pontored  by  one  of  the  leading  film   producers  in  teh n  ision 

S  A  It  It    \ 

NEW    YORK:    200    EAST    56TH    STREET 

CHICAGO:   16  EAST  ONTARIO  STREET 

I  his  series oi  I.D.'s  i"i  King's  Men  I  >>il<  im  s  provi  >  you  don'i  hav< 
to  get  attention     even  wht  n  you  have  '>nl\   10  seconds    <  an  ful 

the  "common  touch"  make  these  spots  friendly  and  effectivi    Man-in-tl 
types  give  believability  to  su<  h  statements  as:     I  don'i  want  to  tx  »n,  I 
just  u.i ii i  to  feel  liki  one."    I  In  si  ries  ties  in  with  the  sponsor's  inaga/im 
vertising  and  is  produced  by  SARRA  foi   III  I  I  \l   CI   RTIS  INDUSTRIES 
INC.  through  EDWARD  H.  WEISS   VND  COMPANY 

SARRA,  I  n  ( New  ̂   <n k:  200  I  an  56th  Street 

Chicago:   16  East  Ontario  Street 

f£i 4xfjtor  _ 

m 

i — \       /                    C^i 
r  "»\               > 

Iii  lull  animation    advertising  characters  show  the  futility  "I   labored  i 

mercials,  when  a  simple  slogan,  "Reach  foi  O'Keefe  <  >lil  \  i<  nna  1 
will  do.    Fine  selling  commercials  foi  O'Keefe's  and  .i  lesson  to  .ill  ol  us  in 
TV  advertising,  these  60-second  and  20-second  spots  leaturt    O'Ko 
prize-winning   label.    Produced    by    SARRA    foi     O'KEEFE'S    BREWING COMPANY  LIMITED  through  COMSTOCK   fc  COMPAN\ 

SARRA,  INC 
New   \  <>i  k:  200  l  .im  56th  Stro  I 

Chicago:  Hi  Ban  Ontario  Street 

YOHKERS 
RACEWAY 

This  spol  explodes  the  theory  thai  fine  animation  is  l\  foi  lo 
V  series  ol  ln  and  20-second  spots  foi  Yonkers  Raceway  proves  thai  fint 
ination  (.in  be  limited  and  sti.ll  be  persuasive.   In  [act,  thi 
ing  in  theii  very  simplicity  .  .  .  with  .i  light,  modern  touch  that  |  fun 
at  the  track.   Produced  by  SARRA  foi  YONKERS  RAI  1  \\  VY,  INt     thi 
LESTERH  VRRISON,  1N< 

SARS  v    im 
New   York:  200  East   56th  Stn  - 1 
(  Im  ago:   l<>  Easi  Ontai  io  Street 

\  seemingly  endl<  ss  spr<  ad  ol  coffei  i  ups 
'Drink  coffee  t lu  rest  ol  your  life  without  any  calorii  this 
shot  in  a  one-minute  Sucaryl  commercial,  animation-over-lii 

the  product  in  us<  without  live  talent.   Appetizing  photi  vie- 
tion  to  the  [actual  portions  of  the  spot.   One  ol  a 

second  commercials  produced  by  SARRA  fo     VBBOT1    I  VBORATORIES 
through    I  \  I  II  \M  I   MRU.  IM 

s\RR  V.   IM 

New   York:  200  East   56th  Street 
(  liiiasjn:    Hi   t.i-t    Ontario   Sncct 
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Ever 

hear 

of 

MIAMI 

TEXAS? 
\\  hen  the  folks  in  Miami 

(Texas.  I  mean)  go  shop- 
ping, they  travel  40  miles 

to  Amarillo.  And  they  have 
money  to  spend!  Matter  of 
fact,  the  per  family  retail 
sales  in  the  Amarillo  area  is 

nearly  $6,000  annually.  And 

that  ain't  hay,  Mister! 

THe  KGN
C-TV-S-

V 

"&s?  Ptt  KCNC-TV *a"  *°r     and  you   a'J 

bound  to  d  nsed. 

W  d°  u   we  bave  been 

to  Amarittos|nceJ9» 

Albuquerque 

KGNC-TV 
Channel  4  100,000  watts 

AMARILLO,   TEXAS 

NBC-T\    Xlliliate 
Affiliated   with    KCNC-Radio    and   the 

Amarillo   Globe  News 

THE    KATZ   AGENCY 

News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

W  omen  broadcasters  keep  abreast  of  men:  Anyone  who  thinks 

women  are  at  a  disadvantage  in  competing  with  men  in  the  broad- 

casting business  might  take  a  look  at  these  sponsor  statistics: 

A  spot  check  taken  during  the  American  Women  in  Radio  &  Tele- 
vision convention  in  St.  Louis  last  week  would  tend  to  indicate  just 

the  opposite. 

The  questions  put  to  the  girls  and  the  answers  in  percentages  were: 

1.  How  many  of  you  have  got  a  raise  during  the  past  year? 
Answer:  89%. 

2.  How  many  of  you  have  been  given  increased  responsibilities? 
Answer:  85%. 

3.  How  many  of  you  have  gotten  a  promotion  during  the  past 

year?    Answer:  54%. 

How  do  you  find  a  Betty  Furness?  Don't  judge  a  gal  announcer 
on  looks  only,  savs  Schwerin  Research  Corp.  In  fact,  excessive 

glamor  can  be  a  handicap  to  the  gal  who  wants  to  sell  via  the 

airways.  If  she's  dealing  with  a  kitchen  product,  for  instance,  she'd 
better  look  as  if  she  were  used  to  handling  it,  rather  than  like  a 

Harper's  Bazaar  model. 
Schwerin  cites  a  test  in  which  three  women  tried  the  same  food 

commercial  before  comparable  tv  audiences.  The  reaction  to  the 

looks  of  the  three  was  pretty  even. 

"But,"  says  Schwerin,  "when  it  came  to  whether  they  looked 
as  though  they  knew  their  way  around  a  kitchen  Ian  impression 

that  the  selectee  was  going  to  have  to  convey  in  commercials  for 

this  brand  i.  housewives  rated  one  of  the  girls  far  above  the  others." 

Women  as  network  salesmen?  On  the  network  level  of  radio 

and  tv  selling,  it's  pretty  tough  for  women  to  get  a  chance  to  prove 

themselves.  In  fact,  right  now  there's  onlv  one  lady  account  execu- 

tive in  network  sales,  and  that "s  Helen  Guy  at  ABC  TV.  Helen, 
who's  been  selling  ABC  TV  time  and  programing  for  two  years, 

sees  no  reason  why  there  couldn't  be  more  women  in  the  field  in 

theory,  "but  in  practice  it's  a  lot  harder.'" The  hurdles  women  would  have  to  clear  are  the  following,  ac- 

cording to  Helen : 

1.  Network  selling  requires  maturity  and  well-rounded  advertis- 

ing and  broadcasting  experience.  (In  other  words,  you  don't  work 
your   way   into   it   via   the  secretary   and   assistant  a/e  route.  I 

2.  Some  businessmen  still  prefer  dealing  with  men  when  it  comes 

to  sales,  therefore  a  woman  must  prove  to  them  that  she  can  do  as 

effective  and  matter-of-fact  job  as  any  man. 

3.  The  feeling  (an  illusion  according  to  Helen)  still  lingers  on 

that  network  selling  or  other  big-money  selling  requires  a  great  deal 

of  nighttime  entertaining. 

4.  Biggest  stumbling  block  of  all  is  the  availability  of  network 

sales  jobs.  Each  network  has  a  dozen  or  fewer  salesmen  on  staff, 

and  since  these  are  desirable  and  well-paying  jobs,  the  competition 
for  them  is  stiff. 
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how  p|  RST* CAN  you  get? 
NOVEMBER   1956 

PULSE 
Said   it   .    .   . 

MARCH    1957 

ARB 
Says    it   ACAIN! 

IN  KNOXV1LLE 

WATE-TV  HAS 
MORE  VIEWERS 

Than  All  Other  Stations  Combined* 

'PULSE        .  19  County  Telepulse  Report conducted  Nov.  25  thru  Dec.  !.  1956. 

•    MONDAY  TO   FRIDAY    • 
7  AM.      l2Nn.  6  PM. 

12  Nn.        6  PM.        12  Mid. 

T ARB       .     City  of  Knoxville  Report  con- 
ducted March  8  thru  14.  1957. 

•    MONDAY    TO 

FRIDAY    • 

WATE-TV 
Share  of  60  62 
Audience 

•    SATURDAY   • 
9A.M.    12  Nn.         6P.M. 

12Nn         6PM.        12Mid. 

WATE-TV 
Station  share 

of  Sets-in-Use 

S'gn-on-to 1  2  Noon 
Noon  to 

6.00  PM 

SUNDAY     thru 

SATURDAY    • 

6  00  PM  to 
Midnight 

67.1 

69.1 52.9 

WATE-TV 
Share  of 
Audience 

71 63 

•    SUNDAY   • 
9  A.M.    12  Nn 
12Nn.        6  PM. 

WATE-TV 
Share  of 
Audience 

53 

6  P.M. 
12  Mid. 

WATE-TV 
Station  share 

of  Sets-in-Use 

•    SATURDAY    • 
Sign-on-to  6.00  PM.  to 

6  00  PM     Midnight 

64.3 

58.0 

56 50 

54 
PLUS.    .  '4  out  °*  fne  fop  '-*  once  a week  shows. 

PLUS  ...   10  out  of   the   top    10  multi- weekly  shows. 

WATE-TV 
Station  share 

of  Sets-in-Use 

PLl  S  . I'll  S  . 

•    SUNDAY    • 
Signon-to  6  00  PM    to 

6:00  PM  M.dmght 

57.3 

62.4 
9  out  of  the  top  10  once-a- 
week  shows. 

5  out  of  the  top  6  local  day- 
time shows  based  on  cumula- tive ratings. 

*  * 

215,352  TV  HOMES  IN  WATE-TV  COVERAGE  AREA 
"(TELEVISION  MA&AZINE.  APRIL.   I«7— Apply;*"  tiri  -'■  I  »d  on  -,.Hr.»i»-;«?  Uctat] 

WATE-TV POWER  MARKET  OF  THE  SOUTH 

Knoxvil  le  tTen  nessee 

Affiliated  with      WATE    Radio     5000  Watt!.  620  Kc.     •       Represented  Nationally  by    AVERY-KNODEL,
    INC. 
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AN  feMitftt  BUY 
IN  WASHIN 

The     MIDDLE     of    Washington     State, 

growing    economy    based    on    diversified 

agriculture*  and    metal    industries. t 

The  Apple  Capital   of  the  World,   plus 
1,000,000  new  acres  of  irrigated 
farm  lands. 

t  Alcoa,  Keokuk  Electro,  and  other  metal 
industries  have  selected  Wenatchee 

plant  sites  due  to  low-cost  hydropower 
from  the  Columbia  River  dam  system. 
More   are  coming! 

That's  AUDIENCE  APPEAL: 

We  program  to  our  audi- 

ence, with  SELECTED  top 

network  programs  plus  lo- 
cal color  .  .  .  music,  news, 

farm  shows,  sports  —  the 

things  people  call  about, 

write  in  for,  and  partici- 

pate in. 

5000  WATTS 
560  KILOCYCLES 

KPQ's  5000  W,  560  KC  combination  gets 
way  out  there,  covering  Central  Washing- 

ton, parts  of  Oregon,  Idaho,  and  Canada. 
We  know  because  of  our  regular  mail 
from  those  areas.  Then  too,  we  have  no 

TV  station  here,  we're  separated  from 
Seattle  by  the  high  Cascade  mountains, 

and  we're  many  miles  from  Spokane. 
YOU  CAN'T  COVER  WASHINGTON 
WITHOUT  GETTING  IN  THE  MIDDLE,  AND 

THAT'S  KPQ      Wenatchee,  Wash. 

GUARANTEE 

TO  OUTPULL  all  other 

North   Central 

Washington  media 

TWO  to  ONE 

National   Reps: 

FOR|OE  AND  CO.,  INC. 

One  of  the  Big  6  Forjoe  Represented  Stations  of  Washington  State 

Portland  and  Seattle  Reps: 
ART  MOORE  &  ASSOCIATES 

24 

49th  ai 

Madisc 

■ 

Radio  brand  dollar  figures 

Congrats  on  your  good  article  on  need- 
ed facts  of  radio  advertising  dollars  in 

your  27  April  1957  (issue). 
In  the  true  SPONSOR  tradition. 
The  radio  folk  should  h\  now  feel  a 

little  less  inferior  and  a  little  less 
ashamed  if  their  numbers  are  less  than 
some  other  media  numbers. 

They're  still  good — so  why  hide  'em 

and  make  people  think  they're  even worse? 

Larry  Deckinger, 

v.p.  and  media  director, 

Grey  Advertising,  New  York 

Sponsored  traffic  reports 

Six  months  ago  AWA  started  rush- 
hour  traffic  reports  direct  from  New 
Orleans  Police  Headquarters.  These 

were  broadcast  over  local  radio  sta- 
tions at  ten-minute  intervals  during 

both  morning  and  evening  rush  hours. 

This  also  sold  a  lot.  of  Georgia- 

Pacific  plywood.  I  wonder  if  the 

public  service  they  rendered  is  dulled 

by  this  fact.  We  were  glad,  though  to 

note  that  WWJ  apparently  did  a  little 

thinking,  too.  How  long,  do  you  sup- 

pose, before  someone  in  the  sales 

department  will  offer  this  "find"  to  a  ' 
good  Detroit  advertiser?  Or,  would that  be  a  sacrilege? 

Aubrey  Williams,  president, 

Aubrey  Williams  Advertising 
New  Orleans.  La. 

•  WWJ  Expressway  Reports  referred  to  b
y 

Reader  William;,  are  not  themselves  available  lor
 

sponsorship.  But  WWJ  advises  that  the  stat
ion  is 

heartily  in  favor  of  judicious  sale  of  pu
blic 

sen  lee    features. 

Information   on   legal   hazards 

I  am  writing  to  you  at  the  request  of 

an  advertising  firm  here  in  Memphis 

that    is   one   of   your   subscribers   and 
also  a  client  of  mine. 

It  seems  that  some  time  ago,  your 

publication  ran  an  advertisement  or 
an  article  on  Professional  Liability  in- 

surance dealing  with  plagiarism  and 

other  related  hazards  to  which  adver- 

tising agencies  are  often  exposed. 
If  possible,  I  would  appreciate  very 

much  any  information  that  you  could 

MMtNsoi; 
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how  to  rate  high  with  the  small  (r\ 
Stations  arc  finding  that  they  have  the  kids  transfix*  d  when- 

ever they  show  Bugs  Bunny,  Porky  Pig,  and  the  rest  of  the 

\\  arner  Bros,  cartoon  gang.  The  ratings  prove  it  —  a  healthy 

average  of  15.6  in  all  markets  rated  by  arb  so  far.  I  [ere  are  the 
figures:  kbtb,  Denver,  10.7:  kdlb-tv,  Lubbock.  17.3;  wabd, 

New  York,  12.9:  kpho-tv,  Phoenix,  12.0;  KOIN-tv,  Portland, 

Ore.,  24.8:  kutv,  Salt  Lake  City,  22.9;  kens-tv,  San  Antonio. 

10  B;  ki  sd-tv,  San  Di<  go,  1  I  9;  kr<  »n-t     San  1 
un\  n.  Wichita  Tails.  22.1. 

S     insors  all  ovei  the  countr)  an  lining  up  to  bti)  partici- 
pations in  tin  se  Warni 

I  s,  Bos        K  j's,  Flav-R-Straws 
name  a  .         I  n  the  b  in  \our 

with  Wain  ;e  or  phone 

cap.- Sew  1  '•     ̂     Ml  ■■  :■    H 

CHICAGO  • 
DALLAS:  U.,1 

LOS  MMELES:  <8S6 



49TH    AND    MADISON    i  mtinued 

give  me  in  regard  to  these  articles,  or 

if  possible,  I  would  appreciate  a  copy 
of  the  issue  in  which  lliev  appeared. 

John  T.  James,  Jr. 

Memphis,  Tenn. 
■  For  ;in  Informed  discussion  of  idi-  subject 
sec   SPONSOR    iSKS    In   the   nexl    Issue    (IK    M;.>). 

KOWH,  WHB  anniversary 

Am  reading  your  April  20  issue  in 

flight  to  Miami — noticed  on  page  65, 
a  stu>\  about  SIX  STATIONS  mark- 

ing their  35th  anniversary  this  spring. 

Two  that  you  neglected  to  mention 

were  KOWH,  Omaha  and  WHB,  Kan- 
sas City.  They  are  both  celebrating 

their  35th,  too. 

Bill  Stewart,  program  director 
KOWH,  Omaha 

Zany  drawings  requested 

Some  vears  back,  I  believe  you  had 

available  reprints  of  a  series  of  Arzy- 
basheff  drawings  of  various  characters 
in  the  broadcast  business:  account  ex- 

ecutive (with  sponsor  on  his  tail)  ;  me- 
dia director  (high  in  the  ivory  tower)  ; 

time  buyer,  etc. 

My  set  of  these  wonderful  "things" 
has  been  gone  these  many  years.  Cur- 

rently I  have  a  particular  room  in  the 

agency  that  is  just  right  for  their  zany 
touch. 

Are  prints  available? 
W.  Arthur  Fielden,  v.p. 

Bishopric,  Green,  Fielden,  Miami 

•  The  drawings  <  actually  by  He**)  were  re- 
printed in  1947.  None  are  available-,  but  a  new 

reprint  *ill  be  done  if  there  is  enough  reader 

interest.       Address     recjuests     to     Reader's     Service. 

"An  article  on  every  topic" 

I  wish  to  take  this  opportunity  to  thank 

you  for  the  prompt  attention  you  gave 

our  request  for  the  SPONSOR  "All  Me- 
dia Evaluation  Study." 

It  seems  that  sponsor  magazine  has 

an  article  on  every  topic  in  which  we 
are  interested,  so  therefore,  we  would 

like  to  request  the  following: 

1.  "Top  Fifty  Air  Agencies"  12/8/ 
56 

2.  "Grey  Switches  to  all  Media 

Bu\  ing"  12/15/56 
3.  "Top  Two  Hundred  TV  Adver- 

tisers, Second  Quarter  1956"  8/20  56 
4.  "Badio  Tune-in  Audience  Com- 

position Chart"  11/3/56 
Thank  you  for  your  cooperation. 

Phillip  W.  Wenig,  research  executive 
iional  Analysis.  Inc..  Philadelphia 

ilahle  on  articles  of  unusual 
Interest.  Irar  Bhects  of  mosl  articles  an-  .n.til- 
able    •--  :i houl    charge. 

T 1 0  N      REPET1TI 

REPETITION     R€P 

HON 6CTI 

SPOT 
RADIO 

SPOT RADIO 

SATURATION 
CALCULATOR 

FOR  YOUR  READY-REFERENCE  in  media-planning,  John 
Blair  &  Company  has  developed  a  new  Saturation  Calculator.  At  a 

glance  it  shows  time-costs  of  Saturation  Spot  Radio  in  any  number 

of  major  markets  up  to  100.  If  you  haven't  received  it  yet,  write  or 
phone  your  John  Blair  office  for  a  copy.  No  charge,  of  course. 
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sistence  to  melt  sales  resistance 

and  these  major- market  stations  have  established 
rates  providing  effective  repetition  at  low  cost 

Repetition  has  long  been  recognized  as 

basic  to  advertising  success. 

But  in  most  media,  the  price-tag  on 

frequent  repetition  has  zoomed  into  the 

stratosphere. 

So  today,  when  the  plans-board  asks: 

Within  budget  limits,  how  can  we  build 

effective  repetition  into  our  media- 

strategy?  .  . . 

The  sound  answer  is— SPOT  RADIO. 

For  only  in  Spot  Radio  can  most  adver- 

tisers afford  repetition  at  the  effective 

evel  known  as  Saturation. 

Through  Saturation,  your  selling-idea  is 

•epeated  so  frequently  and  so  emphatically 

hat  it  reaches  all  your  customers — reaches 

them  again  and  again  until  your  telling- 

idea  becomes  their  buying- idea. 

Because  Saturation  in  Spot  Radio  pays- 

off  for  the  advertiser,  Blair-representod 
stations  have  established  attractive  rates 

on  saturation-schedules. 

And  John  Blair  &  Company  has  devel- 

oped the  new  Saturation  Calculator,  shown 

at  the  left.  At  a  glance  it  shows  how  many 

major  markets  can  be  covered  with  a  spe- 

cific budget— how  often— and  for  how  long. 
A  call  to  the  nearest  John  Blair  office 

will  bring  your  copy  of  the  Calculator— 
and  detailed  information  on  methods  of 

applying  the  full  power  of  Repetition  in 

reaching  your  sales-goals  for  19f>7. 

OHN 
LAIR 
COMPANY 

JOHN    BLAIR   &   COMPANY 
OFFICES: 

NEW  YORK 

ATLANTA 

CHICAGO 

DALLAS 
BOSTON 

LOS  ANGELES 

DETROIT 

SAN   FRANCISCO 

ST.  LOUIS 

SEATTLE 

Exclusive  National  Representatives  for 

Y.k   wabc 

'>«(.   WLS 

dtthia   WFIL 

  WXYZ 

  WHDH 

Ft  cisco   KGO 

>u4i   WWSW 

«   KXOK 

liiton   WWDC 

i*:   WFBR 

Un.  Worth   KLIF-KFJZ 

Minneapolis-St.  Paul.  .  .WDGY 

Providence   WPRO 

Seattle   KING 

Houston   KTRH 

Cincinnati   WCPO 

Kansas  City   WHB 

Miami   WQAM 

New  Orleans   WDSU 

Portland,  Ore   KGW 

Louisville   WKLO 

Indianapolis   WIBC 

Birmingham   WAPI 

Columbus   WBNS 

San  Antonio   KTSA 

Tampa   WFLA 

Albany-Schenectady- 

Troy   WTRY 

Memphis   WMC 

Phoenix   KOY 

Omaha   WOW 

Jacksonville   WJAX 

Knoxville   WNOX 

Wheeling   WWVA 

Nashville   vVSM 

Binghamfon   WNBF 

Fresno   KFRE 

Wichita   KFH 

Tulsa   KRMG 

Orlando   WDBO 

Savannah   WSAV 

Wichita  Falls- 

Amarillo   KWFT-KLYN 

Bismarck   KFYR 
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KOWH,  Omaha,  is  first  in  audi 

ence  246  out  of  264  Pulse  daytime 

quarter-hours.*    That's  a  domi- 

nance story  ii'  you've  ever  seen  one. 

KOWH  is  first  in  the  morning,  .  .  . 

and  first  in  the  afternoon,  says 

Pulse  .  .  .  for  an  all-day  first  place 

average  of  31.0^  • 

This  is  the  kind  of  leadership 

KOWH  has  been  putting  at  the 

service  of  many  national  and  local 

advertisers  for  the  past   six  years 

This  is  the  kind  of  leadership 

KOWH  can  put  at  your  service, 

either  through   the   good   offices  ol 

Adam  Young,  Inc.,  or  General 

Manager  Virgil  Sharpe. 

"Pulse,  7  a.m.-6  p.m.,  Monday- 

Saturday,  March  1957 

KOWH 
OMAHA 

The  Storz  Stations TODD  STORZ, 

President 

WDGY 

Minneapolis-St.  Paul 

WHB 
Kansas  City 

WQAM 
Miami 

Represented  by  John  Blair  &  Co. 

28 

KOWH 

Omaha 
WTIX 

New  Orleans 

Represented  by  Adam  Young  Inc. 
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SPONSOR 

HOW   COMPTON'S   MARKETING-MEDIA 

TEAM    LAUNCHED   PRODUCT   X 

Case  history  of  new  household  brand  which  us«*>  television 

exclusively  shows  how  marketing  helps  shape  the  media  strategy 

i-  marketing  service  a  high-domed 
frill  which  agencies  trot  out  for  pres- 

entations and  then  kick  upstairs  once 

there-  real  advertising  work  to  be 
done? 

I-  it  something  to  throw  up  to  cli- 
ents when  agenc)  compensation  is 

questioned?  Or  is  it  a  day-to-da) 
\  workhorse? 

You  can  t  tell  from  the  outside  look- 

|  i tiii  in. 
The  best  wa\  to  get  the  feel  of  this 

thing  railed  marketing  service  is  to 
trace  it  through  the  actual  case  histon 

of  a  product,  sponsor  this  week  i  hose 

Compton  as  the  agenc)  to  work  with 
for  a  closeup  look  at  marketing  serv- 

ices on  one  brand.  I  hi-  agency,  with 

it-  $70  million  billings  «'<»'-  air  me- 
dia) i-  large  enough  to  run  with  the 

leaders;  l>ut  it's  not  so  large  that  what 
it  does  is  atypical  for  all  hut  the  top 
lew  agencies. 

i  For  a  series  on  the  agenc)  market- 
ing   trend    in    broad    perspective, 

is-ues  id'  sponsor  9  January-10  Octo- ber 1956.) 

The    product     whose    case    history 

SPONSOR    traced     it    Compton    'call    it 
Product  \      -  ti  ew  brand.     \-  it  hap- 

pens,   it's    i    pi  odu<  t    which   has 
ie|e\  ision    exclusive!)    from    it-    inl 

duction  about  a  yeai   a-i>  through  to 

todaj    when    Product    \    '    - .'ii  several  network  t\  shows. 

Here'-      hoW       I    OmptOn      helped 

this  product  from  the  laboratory  to 
national  distribution  and  how  the 

cy's  marketing,  media  .\n<\  radio- 
t\  programing  department-  worked  as 
a  team  in  developing  and  executing 

advertising    strategy     for    I'p'dmt    \. 

SPONSOR 11    M\Y    19.S7 29 



Product  X  had  $1,500,000  to  spend  tor  a 

national  campaign.    Media  recommended  tv,  then  the 

marketing-media  team  chose  cities  together 

I. 

thing   flows 
I  In nk  stage:  At  Compton,  every- 

from  the  account  execu- 

tive. He's  the  source  of  all  client  in- 
formation, at  least  at  the  first  stage  of 

the  game,  and  at  all  times  is  the  clear- 
ing house  for  contact  and  information 

provided  by  the  agency  services. 
So.  when  Product  X  went  from  the 

client  company's  labs  to  a  product 
manager's  desk,  this  was  the  first  step: 
An  account  group  was  assigned  to  the 

agency  account  executive.  The  group 

included  men  from  media,  program- 

ing, copy,  research — a  marketing  man. 
After  a  general  briefing  on  client 

aims,  the  account  executive  talked  at 

greater  length  with  the  marketing  man 

— one  of  15  marketing  executives  un- 
der Bill  Nevin,  v. p.  in  charge  of  mar- 

keting. Then  the  marketing  man  went 
to  work. 

"He'd  learned  product  fundamentals 
from  the  account  executive,  knew  the 

profit  expectancy,  and  client  objec- 

tives," said  Nevin.  "He  then  went  on 
to  get  industry  information.  Example: 
sales  trends  for  products  of  the  same 
category    as    Product    X    which    come 

from  Compton's  research  department 

and   from  trade  journals" He  consulted  the  brand  manager  of 
Product  X  and  other  client  executives 

in  sales  and  production  suggested  b\ 
the  brand  manager  at  the  sponsor  firm. 
And  he  took  field  trips  to  supplement 

this   knowledge   with    trade    reactions. 
By  the  time  he  finished  compiling 

information,  he  knew  who  would  buy 

the  product,  where  and  why. 

Virtually  simultaneously  with  his  re- 
search, the  creative  department  was 

sweating  out  a  copy  approach.  They 
found  that  Product  X  had  demonstra- 

ble superiority  and  that  women  buying 

this  type  of  product  want  to  know 
reasons  why. 

Then  the  media  department  could  go 
to  work  with  all  the  facts  in  hand. 

"The  associate  media  director  on 
Product  X  summarized  the  marketing 

and  copy  strategy  in  relation  to  me- 

dia." Frank  Kemp,  media  v.p.,  told 
SPONSOR.  "Then  he  and  the  buyer 
talked  about  the  way  marketing  and 

copy  approaches  related  to  media.  This 
discussion  took  place   about  three   or 

four  months  before  we  were  read)  to 

go    into    the    test    market    operation;" 
The  media  men  distilled  the  follow- 

ing basics  from  the  available  data: 

1.  Product  \  is  a  household  prod- 
uct, bought  and  used  b)   women. 

2.  It's  retailed  through  super  mar- 
kets and  other  grocer)  outlets  and  is 

competitivel)  priced  to  be  a  mass-ap- 

peal product. 
3.  The  consumer  purchase  studs  re- 

vealed a  slight  urban  prejudice  in  the 

buying  pattern,  so  the  campaign  would 
natural])    concentrate  on  urban  areas. 

4.  The  buying  cycle  seemed  to  be 

approximately  one  purchase  weekb  b\ 
the  average  consumer. 

5.  It  had  a  visually  demonstrable 
superiority. 

"These  facts,  combined  with  other 
market  data  and  a  copy  strategy 

spelled  out  daytime  network  tv  pro- 

graming to  us,"  says  Frank  Kemp,  "at 
least,  in  a  national  campaign." 

The  Compton  media  department  at 

this  point  started  drawing  up  a  media 

strategy  for  Product  X.  After  sum- 
marizing the  marketing  and  copy 

points  which  determined  their  think- 

ing, the)  plunged  into  the  broad  rec- ommendations. 

"Tv  should  be  Brand  X"s  basic  me- 

dium for  mass  coverage,"  wrote  the 
associate  media  director  who  was  as- 

AcCOUnt  group  's  headed  by  account  executive,  John  Cross,  at  head  of  table.  Agenc)  service  departments  an-  all 
represented  in  the  group.  Discussing  new  tv  campaign  are  (1.  to  r.)  Henry  Clochessy,  assoc.  media  dir.;  John  Egan. 

exec,  producer;  Vera  Oskey,  copy  group  head;  Cross;  Lawrence  Horner,  mktng  exec;  Bob  Jacoby.  research  super*. 

Executives  shown  in  these  pictures  are  not  necessarily  working  on  Product  X.  since  identity  of  brand  is  being  shielded 



signed  t"  the  introductorj  campaign 

Producl  \.  !!<•  then  spelled  oul  the 
. r i  —  v^ li \  of  l\  iii  terms  ol  potential 

frequenc)  of  advertising  message,  rel- 
ative cost-per-M  f"r  \  ar i< >u-  potential 

buys,  four-week  audience. 

•  \\  r  usuall)  consider  ;i   L 3- week  in- 
troductory   campaign   tin-   basic   mini- 

mum,"   Kemp    told    ̂ n.\M>i{.     "That 
th   introdueton    campaign   seemed 

ni  Product   X's  purchase  pattern, 
tin-  average  consumer  buys  such 

i  product  about  once  ,i  week  or  every 
Had  the  new  product  been  an 

ippliance,   nr   other    infrequentl)    pur- 

■  I    item,    we'd    have    thought    in 
-  of  a  nine-months  01   even  \ear- 

introducton      campaign,     >ince 

.in  original  campaign  should  span 
three  or  four  cycles  of  buying  for 

ii  t." Producl   \  s  introductory   campaign 
in  make  the  brand  which    known 

i-t.   "'One  of  the  li»'-l  ways  to  do  this 
with  20-second   chainbreaks   where 

iir    media    are    concerned,"    savs 

wemp.     "But    that's    where   the   c<>]>\ 
t  rat  eg)  comes  in  to  guide  us.    If  copy 

i  ater  length,  we  might  as  well 

et    20's,    no    matter   how   effective 
might  be  in  just  getting  the  brand 

ame  known.      Also,   if  we're   talking 
demonstrable    product    advan- 

-  as  we  were  with  Product  X,  we'll 
•infiltrate  on  tv.  not  radio." 
The  budget  for  the  introduction  of 

roduct  X  nationally  was  $1.5  million. 
his  meant   that   if  tv  was  to  be  used. 

ntire  budget  would  have  to  go  into 

tedium  to  do  an  adequate  job. 

"Since  we  were  working  out  Prod- 
\  -  media  strategy  about  three  or 

ur   months    before    Product    X    was 

ady    for    test    markets."    Kemp    told 
'ONSOR,  "this  meant  that  the  market- 
g  department  actually  began  work  on 
oduct  X  close  to  six  months  before 

I   W  market  time.    We  had  a  three-year 
,-edia   plan,   since   we   consider   three 

Jars  the  pay-out  period  in  this  case. 

tie  client  realized  that  he'd  be  spend- 
jg  more  than  expected  revenue  during 
r    introductory     period,    but    antici- 
ites  profits  after  the  first  three  '\ears 

I    e  over." 

Marketing  men  go  i"  work  first  on  new    i   ml  "i  product,  aftei  briefing  bom 
a/eon  client  aims,  profit  expectant-).   Hill  Nevin  (1.)  v.p.  charge  of  marketing,  help* 
Larry  Horner,  one  of  15  Compton  mark,  itives  in  mappi 

Media  executives  base  recommendatioiu  on  data:  marketing  ploj  copj   i 
Manner  S<  ulfurt  •  r. >  or  another  "(  five  associate  media  directors,  i-  u  Ben 

product  account  group,  responsible  to  Prank  K>  mp,  media  v. p.,  and  t"  accoun) 

On  the  air:  Once  all  the  strategy 

oposals — marketing,  copy  and  media 
were  formulated,  the  account  group 
shed  them  out  critically.     The  plans 
ye  also  reviewed  by  the  client  brand 

Programing  decisions,  made  by  Lewis  Titter- 
t"ii.  v.p.  of  radio-tv  (r.)  and  John  Egan.  executive 
producer,  are  also  guided  by  client  marketing  aims 



manager  and  he  added  his  suggestion^, 

particularly  where  the  marketing  an- 
alysis  was  concerned. 

Then  client,  account  executive  and 

marketing  man  worked  together  to 

pick  a  dozen  or  so  potential  test  mar- 
kets from  which  the  final  two  were  to 

be  chosen  by  media. 

"We  would  have  help  of!  on  getting 
availabilities  from  reps  even  if  we  had 

determined  the  test  markets  by  then," 
Kemp  told  SPONSOR.  "In  a  test  cam- 

paign particularly  it's  verj  important 
to  keep  the  competition  from  knowing 
about  it,  since  they  could  have  come 
into  those  markets  and  thrown  off  all 

our  findings  for  Product  X." 
\\  hile  the  media  department  worked 

further  on  determining  ways  to  give 

the  test  market  campaign  the  same 
weight  as  the  eventual  national  cam- 

paign I  particularly  since  national  plans 
called  for  heavy  daytime  network  tv), 
the  marketing  man  went  to  work  on 
criteria  for  the  test  markets.  He  con- 

sidered a  number  of  aspects  about  the 
market: 

•  It  had  to  be  representative  of  the 
total  market. 

•  It  had  to  have  an  adequate  client 

ARTICLE     IN     BRIEF 

SPONSOR  traces  development  of  mar- 
keting strategy  and  introductory  tv 

campaign  for  an  actual  new  Compton 
product  to  show  how  marketing  relates 
to  other  agency  services.  Marketing 
takes  Product  X  from  client  lab  into 

stores  and  advertising  promotes  sales. 

sales  force  covering  the  territory . 
•  This  sales  force  had  to  be  rela- 

tive!) unburdened  with  problems  on 

other  products  to  be  able  to  handle  the 

extra  work  involving  Product  X's  in- troduction. 

•  The  city  had  to  be  measurable 
(one  in  which  there  were  no  cross 

shipments  because  the  major  conclu- 
sions of  the  campaign  were  to  be 

drawn  from  a  tracing  of  shipments!. 

That  way  the  client  would  control  the 
number  of  cases  per  1,000  population 

before,  during  and  after  the  advertis- 

ing effort. 

"The  media  department  gets  into  the 
selection  of  test  markets  mainly  on  the 

basis  of  a  veto  power,"  says  Kemp. 
"The  picking  of  the  dozen  or  so  was 
actually  done  by  the  client  sales  de- 

partment and  our  marketing  people." 

Responsibility  of  marketing  executives  is  to  the  account  executives  and  top  manage- 
ment. Conferring  with  Compton  president  Bart  Cummings  <  at  de*k  i  are  (1.  to  r.  >  Bill 

Nevin,  market  development  v.p.;  Bill  Stewart,  acct.  superv. :  < '..  James  Fleming,  exec, 
v.p.;   John   Cross,   acct.   exec.    Major   market    decisions   may   involve   top   management 
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Media  had  to  pick  two  markets  from 

a  dozen  presented  to  them  by  the  ac- 
count executive.  Testing  is  generally 

done  in  two  or  more  markets  as  a  safe- 

guard against  competitive  couponing 
in  one  as  the  result  of  a  leak. 

For  the  Product  X  campaign,  media 
looked  for  a  market  with  two  or  more 

tv  stations  so  that  the  campaign  would 

be  a  fair  test  of  media  buy  ing  and 
have  normal  media  competition. 

"The  next  problem,"  Kemp  told 

SPONSOR,  "was  to  duplicate  network 
daytime  tv  locally.  What  we  decided 
to  do  was  to  cut  Product  X  into  the 

clients  existing  network  tv  show-. 
which  the  product  was  destined  to 

share  in  eventually  anyhow.  If  we 

hadn't  found  markets  where  this  was 

possible,  we  might  have  had  to  buv 
local  daytime  programing  of  compar- 

able ratings  weight  as  network." 
Once  the  dates  for  the  sampling  cam- 

paign and  the  advertising  were  deter- 
mined, media  went  in  to  shop  for  time, 

but  as  close  to  the  starting  date  as  pos- 

sible "without  jeopardizing  our  spot 

buying  possibilities." 
The  test  campaign  for  Product  X 

I  Please  turn  to  page  86) 

DO  SPONSORS  NEED 

AGENCY  MARKETING? 

sponsor  has  been  checking  admen  for  the 

answer,  including  agencies  at  the  4A's, 
Compton  for  this  story,  others  over  recent 

months.  What  their  thinking  boils  doun  to: 

1.  Impartial,  rather  than  company-inbred, 
thinking  in  marketing  provokes  more  inci- 

sive planning  in  today's  competitive  mar- 
kets. Sophisticated,  giant  air  advertisers 

use  agency  marketing  counsel,  like  adver- 
tising developed  in  marketing  framework. 

2.  Marketing  as  an  additional  agency  serv- 
ice helps  maintain  the  balance  between 

commissions  paid  to  the  agency  and  serv- 
ices rendered.  There's  great  flexibility 

in  this  area  of  client-agency  relations,  de- 
pending upon  profitability  of  the  account. 

3.  Clients  themselves  have  become  more 
marketing-conscious,  and  the  trend  toward 

product-manager  organization  within  cli- 
ent offices  has  broadened  client  admen's 

responsibilities  to  marketing,  sales,  pro- 
duction know-how  as  well  as  advertising. 

SPONSOR 
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GE  WOWS   A  COMMUNITY   WITH    MUSIC 

A  frankly  commercial  public  relations  song,   "Kentucky,"    pulls   in   letters, 

compliments   and   plenty   of  good-will    for   new  GE  plant   in  Louisville 

■  ere's  how  General  Electric  used 
adio  and  a  catchy  song  to  make  its 

»u  plant  at  Louisville.  K\..  an  accept- 
ed and  welcomed  member  of  the  com- 

iiinit) . 

Ihe  problem:  GE  had  ju-t  opened 
is  new  multi-million  dollar  Appliance 

'ark  in  Louisville  and  was  in  the  posi- 

ion  of  being  a  "stranger  in  town." 

Following  GE's  over-all  polic\  of 
nakitiii  new  plants  in  new  locations  an 

_ral  part  of  the  community,  the 

inn's  executives  cooperated  in  civic 
rejects  and  activities.  However,  the 

.ouisville  operation  went  one  step  fur- 
her  in  its  public  relations  effort. 

I  .  K.  Rieger.  Appliance  Park  v. p. 
ml  general  manager,  and  L.  II. 

leans,  manager  of  employee  and  com- 
lunit)  relations,  decided  to  sell  the 

<w  plant  to  the  people  of  Kentucky  by 
mch  the  same  methods  used  to  sell 

I.    products     to    sa\     it    with    music. 

George  R.  Nelson,  Inc..  which  pro- 

duces singing  commercial-  for  GE's 
major  appliances  and  other  divisions, 
was  called  in  to  work  up  a  song  for 

the  campaign.  Nelson  came  up  with 

a    melodic    wait/    (ailed    "Kentucky.' 
Soon  "Kentucky"  was  being  played 

on  every  radio  station  in  Louisville 
and  throughout  western  Kentucky. 
Juke  boxes  began  carrying  the  song 

and  music  stoic-  wen-  stocking  the 

recording.  I!\  January  "Kentucky" had  become  number  two  on  the  local 

bit  parade. 

Interesting  sidelight  to  the  public's 
acceptance  is  the  fact  thai  aside  from 

being  an  ode  to  the  "blue  grass  -late. *' 

Songsmith  Georg  N  laon 
used  \vjltz-time.  praised  Ken- 
tacky,    mixed   in   references   to 

GE  and  came  up  with  a  "hit" 

the  lyrics  "I  the  song  definitely  consti- 

tute .1  '"'  ommen  ial."  <  d  ind  •  -1  - 

pride  in  Kentucky  are  mentioned  lil>- 
ei.ilK  throughout  two  oi  the  three 
stanzas. 

I  lie   local   Stations   and   the   cue 

rex  eived    main    lettei  -   i  omplimenl 
xal  Electi  ic  and  asking  for  <  opies 

of  the  recording.  (Some  of  the  letters 
re<  ei\  ed  are  show  n  ab< 

'I'd.     -  '  i    I  lectrii  - 

public  relations  effort  set  t"  tl 
quarter  time  is  evidenced  not  onrj  b) 
letters  from  listeners  bul  also  bj  ■ 

number  of  inquiries  from  other  com- 
panies, including  Procter  v\  Gamble, 

v  ho  w  mi  to  know  how  it's to  take  a  frankK  commercial 

and  make  it  ,i  top  hit. 

From  sponsor's  analysis  of  letters 
sent  in  l'\   listeners,  the  key   seems  to 

be  a  warm  appeal  to  "native  son  pride 
combined  with  a  darned  good  tune.    ̂  



Sponsor's  Colors  and  insignia  are  carried  on  station  cars  driven  by  farm  director  Wayne  Liles   (1),  assistant  farm  director  Jack  Tompkins 

THEY  BOUGHT  THE 

WHOLE  KIT  AND   KABOODLE 

Evergreen  feed  firm  buys  entire  farm  activities  of   Oklahoma  station,  builds 

shows,  retail  contacts,  commercials  around  two  television  farm  specialists 

I  he  added  oomph  given  to  tv  and 

radio  advertising  by  station  farm  di- 
rectors is  well  appreciated  (or  should 

be)  by  admen. 
It  should  not  surprise  anybody, 

therefore,  if  an  advertiser  buys  up  all 

the  activities  of  a  station's  farm  de- 
partment. This  would  be  no  more 

than  carrying  such  appreciation  to  its 

logical  conclusion. 

Obviously,  such  "logical"  conclu- 
sions do  not  take  place  every  day  in 

the  week.  When  they  do,  they  are 
worth  looking  into. 

One  such  instance  is  in  its  second 

year  on  the  air.  The  client  involved  is 
Evergreen  Mills  of  Ada,  Okla.,  makers 

of  feeds  for  poultry,  hogs  and  cattle. 

During  the  past  year  Evergreen  had 

been  sponsoring  a  weekday  quarter- 

hour  strip  plus  two  half-hour  Sat- 
urday shows  on  KWTV,  Oklahoma 

City,  plus  a  quarter-hour  strip  on 
KOMA  in  the  same  market. 

It  might  be  an  exaggeration  to  say 

that  if  Evergreen  had  more  money  it 

would  have  sponsored  more  time,  but 

it  is  accurate  to  say  that  its  total  ad 

budget  in  the  market  went  to  the  two 
outlets  listed. 

The  roster  of  time  bought  repre- 
sents more  or  less  the  skeleton  of 

Evergreen's  ad  campaign,  which  has 
been  renewed,  by  the  way,  on  KWTV. 

What  Evergreen  really  bought  was  a 
complete  merchandising  package. 

The  heart  of  this  package  consists  of 
Wayne  Liles,  farm  director,  and  Jack 

Tompkins,  assistant  farm  director,  of 
KWTV.  The  pair  were  signed  up  by 

the  client  via  Galloway-Wallace  of 

Oklahoma  City  in  April  1956.  Con- 
tract terms  embodied  a  52-week  pack- 
age calling  for  farm  reporting  and 

farm  feature  shows  on  both  tv  and  ra- 
dio (at  the  time  KOMA  was  the 

radio  affiliate  of  KWTV). 

Insofar  as  the  tv  station  was  con- 

cerned, Evergreen  bought  all  the  farm 
activities  in  sight.  And  so,  when  Liles 

and  Tompkins  aren't  working  on  pro- 

graming they're  selling  for  Evergreen. 

Here's  a  summary  of  what  Ever- 
green  originally   bought: 

•  Two  Monday-through-Friday  farm 

reporter  shows,  one  on  tv,  one  on  ra- 
dio, both  15  minutes  long.  Both  shows 

were  on  around  midday,  to  which  time 

they  were  moved  recently  from  early 

morning  slots  after  it  was  decided  that 
noontime  listening  is  more  convenient 
for  the  farmer.  Liles  has  been  tele- 

casting the  KWTV  Farm  Reporter  for 
three  vears. 

•  Two  contiguous  Saturday  video 

shows,  both  30  minutes  in  length,  be- 
ginning at  12:30  p.m.  The  emphasis 

on  farm  youth  on  both  shows  is 

pointed  and  unmistakable.  There  is 

probably  no  other  sector  of  the  popu- 
lation which  can  be  pinpointed  with 

such  accuracy  as  the  young  farm  pop- 

ulation. Working  through  such  organ- 
izations as  the  4-H  Clubs,  Future 

Farmers  of  America  and  Future  Home- 1 

makers  of  America,  which  are  exploit- 
ed on  the  two  shows,  the  advertiser! 

can  be  sure  he  is  talking  to  prospects 
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man)  oi  %s  I   %s  i  1 1  be  prime  customers 

in  five  <>i   I"  years. 

•  Two  experienced  hands  to  man- 

.,  ,  programing.  Liles  is  .1  graduate 
oi  Oklahoma  \\M  College  in  Animal 

Husbandry,    lia-    been    a    production 
marketing  administrator,  a  coiintv 

v  was  instrumental  in  forming 

Oklahoma's  firsl  soil  testing  labora- 

tory active  in  the  Hereford  Breeder's 
Association  and  presidrnl  of  the  Okla- 

homa Count)  Agents  Assn.  before 

coming  t"  K.W  I  \  .  Tompkins  i-  a  grad- 
uate "I  lexas  \WI.  u,h  an  assistant 

count)  agenl  for  the  Texas  Agricul- 
tural I  xtension  Service  and  active  in 

tv  and  radio  farm  broadcasting  before 

coming  to  ( Oklahoma. 

•  \  host  "I  merchandising  extras. 
F01  example,  cars  used  b)  the  two 

farm  reporters  (the)  rack  up  1,000 
miles  a  week  cadi  in  their  travels 

around  the  state),  are  painted  with  the 

green  color  scheme  and  trade- 

mark. The  two  men  hold  meetings 

with  Evergreen  salesmen,  who  regu- 
larh  receive  sales  aids  featuring  farm 

department  programs  and  activities. 

Large  three-color  posters  displaying 
pictures  of  the  two  farm  reporters  and 

program  time-  along  with  advertising 

mats  for  tie-in  newspaper  ads  are  avail- 
able to  all  Evergreen  dealers.  Station- 

er) and  jumbo  postcards  with  the 

Evergreen  name  on  them  are  used  for 

mailings  b)  the  farm  department.  All 

js  releases  about  the  farm  depart- 

ment and  notification  of  special  pro- 

gram events  are  sent    regularl)    to  all 

ARTICLE     IN     BRIEF 

Evergreen,  a  livestock  feed  manufac 

turcr  bought  the  entire  farm  activities 

of  KWTV,  Oklahoma  City  to  sell  its 

products.  Buy  includes  services  of 

farm  experts  Wayne  Liles  and  Jack 

Tompkins,  who  travel  widely  and  repre- 

sent Evergreen  both  on  and  off  the  air. 

Evergreen  dealers  covered  bj  the 

broadcasts.     \  bi-monthl)   publication, 
called   the   kll    II      iirijirru    liinn    Re 

port,  outlining  Bpe<  :ial  activities  and 

accomplishments  "I  the  depai tmenl  are 

sent    to    newspapers    and    provided    to 
salesmen  for  distribution  to  dealers. 

•  The  added  pumh  fai m  repoi ters 

give  to  commercials.  Liles  and  Tomp- 
kins appear  in  the  film  testimonials  l>v 

farmers  of  Evergreen  feed-.  The  for- 
mat of  these  testimonials  i-  u-uallv  an 

interview  with  fanners  b)  one  "f  the 

two  farm  reporters.    The  two  men  also 
-ive   voice-over   commercial-,    with    film 

in  slide  plus  straight  live  commercials 

with  livestock  and  feed  bags  a-  props. 
One  series  of  commercials  involved 

the  weekl)  weighing  of  nine  Hamp- 
shire hog>  raised  hv  F.iles  and  Tomp- 

kins on  Evergreen's  Formula  #77. 
Following  the  series,  two  of  the  hogs 

were  given  ;h  prizes  at  a  local  live- 
stock show,  two  wen-  dim. Med  to  a 

boys'  home  and  the  others  were 
slaughtered  for  anal)  sis. 

The  results  ol  Evergreen's  sponsor- 
ship?   While  it   i-  difficult  to  measure 

in      in     area     m  hi<  h     incl 

drought-sl  1  ii  ken    1  ittle    1  ant  hi 

ibl)  up  last  fall,  ii ported,  and  the  Ada  plant  had  its 
■  r . • . 1 1 1  •  limi  month  in  '  •■  toba    I  he 

best  testimonial  ol  sales  effe*  tivem 
..11    the 

K\\  I  \     renewal    l.v    i 
denl  Han,  Lund    lard. 

Sim  •    farm  pn  dry 
rvice  fe  ituri    the  oi  covet 

topics    |,i..\  i.|.  - measure  >.f  it-  qualit) .    I  he  farn 

P«. 1 1.1   Bhows  and  the  bi  1  -  itur- 

da)   aftei  noon  progi  ims  ned 
to  ̂ ive  farmers  and  ran<  hers    1  1 

plete   pi.  hue   of  agi  it  ultural   bappen- ( Oklahoma. 

In   addition,  the  I  nrrn   Reporter   pro- 

vide-   on-the-spot    him    coverage    and 
remote  broadi  asts  from  important 

tional  events.     Among   the   musts   for 
out-of-state  covet  the  national 

I  I    \    convention,    the     \m.i  i.  an    Royal 

Livestoi  k  Show  and  1  II  <  luh  <  onfer- 

ence  in  Kansas  Cit)  in  <  •.  tober,  the 
International  Livestock  show  and  I  II 
'  ii-  in  1  In.  ago  in  November,  the 
National  Western  Livestock  Show  in 

Denver  in  Januarv  and  the  South- 

western I  ivestock  Show  in  Fort  Worth 

in  Februai ) .  \\  hen  President  I 

hower  visited  areas  suffering  from 

drought,  the  K\\  I  \  nent 
pio\  ided  •  ompli  ti 

Last    spring    the    department 

tered    a    plane   to   enable    it-   two    re- 

porters to  .over  the  man)    state  I i\ »■- 
-lock  shows,  a  number  of  whi< 

Direct  broadcast  from  1  hicago  111  1  lab  Congress  to  Oklahoma 
Qtj  stations  k\\T\  and  k<>\l\.  Liles  (with  telephone)  and 
Tompkins    (standing)    interview  delegates  as  part   of  the   pa 

Farm  reporters  Wayne  Li]  I)  and  Jack  Tompkin-  >.n 
set   used  t"r  tluir  daily  k\\  1\    noontime  fann  -  S     'ially 

used  to  gi\>-  visual  impact  to  market  r- 
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HOW  TO  MAKE  FOOD  LOOK 

ITS  BEST  ON  COLOR  TV 

Von's  Grocery  Co.  of  Los  Angeles,  sponsor  of  KRCA's  After- 
noon Movie,  switched  to  color  transmission  in  February.  Co- 

sponsoring  with  Von's  are  a  number  of  food  processors  and 
distributors.  Color  problems  presented  by  their  commercials 

centered  about:  1)  color  definition  and  readability  of  pack- 

aged products  and;  2  I  techniques  for  rendering  meats,  produce 

and  delicatessen  appealing  and  tempting.  Here  are  some  work- 

ing conclusions  arrived  at  by  the  Dan  B.  Miner  Co.,  Von's 
agency,  the  grocery  chain  and  KRCA,  Los  Angeles,  based  on 

a   joint,    full-scale   test   of   color   commercials. 

GROCERIES 

Mass  shots  of  packages  prove  unsatisfactory  unless  the  colors 

and  juxtapositions  are  closely  controlled.  The  problem  here  is 

one  of  adjustment  for  an  extreme  variation  in  color  and 

brightness.  When  displayed  with  intense  colors  (such  as  red), 

dull  colors  (browns,  purples)  will  appear  even  duller.  A  slow 

pan  shot  or  individual  products  displayed  alone,  show  pack- 

ages to  their  best  advantage.  Certain  packages  televise  ex- 
tremely well.  Occasionally  retouching  of  lettering  helps.  In 

general,  a  package  with  few,  well-defined  colors  comes  across 
best.  Off  whites  are  superior  to  pure  whites  when  juxtaposed 

with   strong   colors,   and   resist   bleeding. 

PRODUCE 

The  color  camera  will  detect  off-colors  and  exaggerate  an 

un-  or  over-ripe  product.  Produce  should  be  at  the  peak  of 
ripeness  and  freshness  (particularly  bananas  and  tomatoes). 

In  massed  product  shots,  strong  colors  (dark  green  of  parsley, 

red  of  pepper)  stand  out  sharply.  Browns  are  satisfactory, 

but  yellows  tend  to  fade  when  close  to  strong  colors.  In  some 

instances  yellows  and  greens  displayed  together  tend  to  fuse 

rather  than  stand-out  sharply.  This  indicates  great  care  in  the 

preparation  of  salads  for  live  tv.  Bunched  produce  (carrots, 

parsley)  should  be  completely  wet  down,  potatoes,  sweet 

potatoes  and   beets  appear  better   in   their   natural  state. 

M  EATS 

Meat  should  be  freshly  cut,  or  blotted  with  a  clean  towel  to 

keep  it  from  turning  a  darker  brown  and  to  remove  the  appear- 
ance of  blood  from  the  surface.  Green  (parsley  or  outer 

lettuce  leaves)  are  a  good  contrasting  background.  Plates 

should  be  a  neutral  pale  color,  but  never  blue.  Gray  or  beige 

are  best.  Plates  with  uneven  floral  designs  in  blues,  purples 

or  reds  should  be  avoided  since  from  certain  angles  the 

designs  will  appear  as  bloody  juices  running  from  the  meat. 

Pork  loses  in  contrast  to  the  hearty  red  of  beef  and  should 

be  displayed  alone.  Medium  and  close  shots  of  fowl  present 

a  problem  in  the  bluish,  unappetizing  cast  of  the  fowl's  flesh. 
Tli  is  can  be  eliminated  by  shooting  from  the  same  side  as 

the  light  source,  which  produces  a  warm  cast. 
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EVERGREEN  continued  .  .  . 

at  the  same  time.  During  the  spring  of 

1956,  Liles  and  Tompkins  covered 
5,000  miles  and  came  back  with  filmed 

reports  on  32  county  and  three  district 
livestock  shows. 

The  two  Saturdav  shows  are  done 

live,  with  Liles  handling  the  first  and 

Tompkins  the  second.  If  one  is  out  of 
town  gathering  information,  the  other 

is  prepared  to  take  over. 
The  first  show,  4-H  on  Parade,  goes 

on  from  12:30  to  1:00  p.m.  Its  format 

provides  for  a  quiz  contest  on  farm 

topics  among  4-H  Clubs  followed  by 
amateur  acts  by  club  members.  The 

show  recently  was  used  for  an  unusual 
contest.  It  was  a  livestock  judging 
contest  with  the  animals  shown  on 

film.  More  than  4.300  4-H  and  FFA 
members  were  enrolled  in  the  contest. 

Those  entering  were  required  to  recog- 
nize and  rank  the  qualities  of  various 

livestock  shown  on  the  Saturday 
show  as  well  as  the  weekday  programs. 

The  second  show,  the  Saturday 
Farm  Show,  features  FFA  and  FHA 

youth.  Activities  of  FFA  groups  are 
discussed  during  the  first  quarter  hour. 

Three  boys  and  an  instructor  from  an 
FFA  group  are  guests  each  week.  They 
are  interviewed  and  usually  talk  over 
a  three-  to  five-minute  film  about  an 

outstanding  project  of  theirs. 

The  format  of  the  second  15  min- 
utes is  turned  over  to  the  distaff  side, 

with  FHA  chapter  members  present- 
ing on  alternate  weeks  live  and  film 

reports  on  such  subjects  as  homemak- 
ing  and  fashions. 

This  type  of  programing  alternates 
with  the  honoring  of  a  farm  family. 

The  family  is  presented  live  along  with 

a  film  presentation  showing  such  mate- 
rial as  a  farm  home,  modernization  of 

farm  activities  and  how  various  mem- 

bers of  the  family  contribute  to  run- 
ning the  farm  and  home. 

Most  Evergreen  feeds  are  adver- 
tised on  a  year-round  basis,  though  | 

there  are  seasonal  pushes.  As  a  rule, 
all  feeds  are  advertised  at  least  once  a 

month,  if  onlv  to  remind  the  farmer  of 

the  Evergreen  name.  Dairy  cattle  are 

fed  the  year  round  and.  because  of  the 
mild  weather  conditions  in  Oklahoma. 

hogs  have  two  litters  a  year,  which 
also  calls  for  year-round  feeding.  Beef 
cattle,  however,  involve  heavy  feeding 
from  1  December  to  1  April.  Poultry 

feeding  also  has  its  seasonal  aspects 
with  feed  for  baby  chicks  being  pushed 

during  the  summer  and  early  fall  and 

growing  feeds  pushed  during  the  fall and  winter.  ^ 
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Piel's    commercials    on    t\    and    radio    helped    -pur    radio    corned) 

nercial    trend.     Henry    J.     Muessen,     Piel's    president     (right), 

poses   tiere  with   Salvadoi    I  >.i 1 1   who  baa  drawn  mustache  on   mythi- 

cal "ll.in\    Piel."    Muessen  i-  i>(T  to  I"  nvention   in   1 

SHOULD   YOU   GET   ON    RADIO'S 
COMEDY   COMMERCIAL   BANDWAGON? 

)ozeus    of   clients    already    have.      But    before  you    make    the    move 

check   your  market.   vour   product   imagi   and   your   own   sense   of   humor 

<  A 
#%dvertising  trends  generally  starl 

hen  someone  successful!)  breaks  the 
says  Dun  Calhoun,  creative  di- 

sctoi  at  McCann-Erickson. 

I  In'  rule  that  uot  broken:  Humor 
is  do  business  in  a  radio  commercial. 

The  trend:  \  rash  of  light-hearted, 
gbJy  creative  copy   that   lias  spread 
er  the  past  few  months  to  a  point 
here  1>\  this  week  radio  listeners  of- 
»i  found  it  hard  to  tell  commercials 

"u  programing  i  See  list  of  light- 
'nt'h  commercials,  page  39). 
On  WNEW,  New  York,  one  of  those 

Mtions  that  frequently  turns  out  to  be 
I  bellwether   for   broadcasting   trends 

By   W.    F.    Miksch 

across  the  country,  at  least  15  advertis- 
ers out  of  about   100  are  using  paro- 

dies,  corned)    -kit-,    and    other   light- 
touch  material  to  sell  products  ran| 

from  coffee  to  auto-. 

Newspaper  columnists  and  magazine 

writer-  arc  taking  note  of  this  ren- 
aissance in  creative  radio  commercial-. 

Di-k  jockeys  take  extra  seconds  to 
chuckle  over  and  comment  on  humor- 

ous ct."-  after  playing  them.  Fan  mail 
for  the  commercials  is  streaming  into 
-tations  and  clients.  \nd  the  kid-  who 

a  short  while  ago  were  singing  "Won- 

der where  the  yellow  went.'"  are  now 
reciting   in   Chinese   style,   "Please  to 

hear    helpful    word-    '• Lth     from    <  ho    '  ho    S        5  or 

other  catch-phrases  from  the  • 
ol  commercials. 

M<  inwhile,    radi   pj  n  ritei  - 
flexing  their  funny-bones.   Clients  who 

took  a  dim  \iew  of  anything  short 

of  the  most   straightforward  - 

givil  !"in    t..    ii-'-    am 
itive  art  form— including  burnt 

t"  gel  attention. 
If   entertainment    i-   the    wa\    to 

listenership,  then  whj   should] 
radio   advertiser   gel    on   the  corned] 

commercial   bandwagon?    The  proba- 
bility  i-  that  a  lot  who  shouldn't   will 
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if  your  product  is  .  .   . 

for  pleasure.  Beverages,  ciga- 
rette-, candy  can  profit  mosl 

from  commercials  of  happy  type 

inexpensive.  To  be  pompous  and 
serious  over  a  nickel  candy  bar 

can  make  an  ad  sound  ridiculous 

like  most  others.  When  you  can't 
resort  to  medical  claims  or  really 

outstanding  features,  try  lightness 

SHOULD  YOU  USE  THE  LIGHT  TOUCH? 

NO 
if  your  product  is  .  .   . 

<lc;ifl  serious.  Life  insurance  or 

cemetery  lots  hardly,  lend  them- 
selves  to  comic  advertising  copy 

brand  new.  Introducing  the  new 

product  may  well  require  a  more 

serious  approach  than  comedy  skit 

totally  different.  If  your  product 

merits  hard,  serious  sell,  don't 
take  chances  on  trying  to  !»■  funny 

hi? 

If  you  try  humor,  be  prepared  to  switch 

commercials  frequently.    Oft-told  jokes  get  stale 

do  just   that.    And   a  lot  who  should 

won't. 
Perhaps  the  light-touch  commercial 

is  for  you.  But  before  you  jump  to 
that  conclusion,  make  sure  it  suits 

your  product  image  and  marketing 
aims.  Above  all,  be  sure  the  humor 

copy  is  in  the  best  of  taste  and  han- 
dled with  the  dexterity  that  this  art 

form  requires.  So  wrarn  the  men  who 

know — the  copy  chiefs  and  copy  writ- 
ers, in  fact,  who  are  turning  out  the 

top  light-touch  commercials  today. 

The  advantages  of  a  light-hearted 
approach  to  selling  are  many,  but  the 

pitfalls  are  just  as  numerous.  The  type 
of  product,  or  the  brand  of  humor 

copy  can  bring  such  a  campaign  top- 
pling down  just  as  the  theme  of  a  play 

or  the  quality  of  its  writing  can  cause 
a  theatrical  flop. 

"Sponsors   have    multimillion-dollar 
investments  in  their  brand  images  and 

in  their  product  reputations,"  Bernard 
Pagenstecher,  v. p.  at  Young  &  Rubi- 
cam,    wrote    in    SPONSOR     (20    April, 

page  54).   '"If  they  switch  to  a  humor- 
ous    campaign     without     painstaking 

study  and  soul-searching,  they  may  in- 
vite   disaster.     Few    advertising    fates 

Id  be  worse  than  to  wind  up  estab- 
ing   the   product    merely    as   being 
le  by  a  sponsor  with  a  wonderful 

se  of  humor." 
Pagenstecher  is  in  a  good  position 

to  speak  on  this  subject.  Many  admen 
feel  that  it  was  the  account  that  he 

supervises,  Piel's  Beer,  that  had  most 
to  do  with  getting  the  comedy  com- 

mercial bandwagon  rolling.  The  char- 

acters of  Bert  and  Harry  Piel,  con- 
ceived and  written  by  Ed  Graham  and 

portrayed  by  tv-radio  actors  Bob 
Goulding  and  Ray  Elliott,  got  their 

first  airing  on  radio  and  television 

about  a  year  ago.  Bert  and  Harry 
were  an  instant  hit  with  the  public  and 

their  popularity  continues  high.  The 
most  ardent  fans  in  Eastern  markets 

where  these  commercials  run  keep  tab 

on  times  when  they  are  slotted,  tune 

in  just  to  catch  their  act.  What's  more 

important  they  go  out  and  buy  Piel's, says  Pagenstecher. 

Beer  is  a  product  which  is  associ- 

ated with  pleasure,  so  the  "pleasant" 
commercial  is  appropriate.  But  to  at- 

tempt to  sell  something  as  inherently 
serious  as  life  insurance  with  humor 

copy  is  obviously  inappropriate. 

ARTICLE    IN     BRIEF 

Humor,  once  considered  taboo  in  radio 

commercials,  is  now  being  added  in  in- 

creasing doses.  Irritation,  once  consid- 
ered vital  ingredient,  is  being  removed. 

Clients  and  agencies  have  learned 

"hard-sell"  can  get  better  listenership 

when  administered  with  sugar-coating. 

What  type  of  products,  then,  can 
use  humor  commercials  effectively? 

"Light-touch  copy  can  work  well 
with  products  about  which  there  is  less 

to  say  competitively,"  says  Guild  Cope- 
land,  creative  director  at  Ted  Bates. 

"Also  for  product  lines  with  a  small 
budget.  The  entertaining  commercial 

extends  the  audience  rather  than  deep- 

ening the  sell."  It  gets  more  listeners, 
holds  their  attention  longer,  thereby 

giving  the  advertiser  more  useful  time 
to  get  his  message  across. 

Cigarettes  and  beer  are  both  good 
examples  of  products  with  little  to  say 
which  distinguishes  them  from  their 

competition.  Washington  is  alert  to 
see  that  they  do  not  make  medical 

claims.  They  can  talk  about  good  to- 

bacco, fine  hops,  flip-top  boxes,  filter 

tips,  quart  cans  and  real  taste.  Since 
none  of  these  embody  the  elements  of 
hard-sell  through  proven  superiority, 
an  ideal  alternative  is  to  establish  a 

friendly  feeling  for  the  product.  This 

can  be  accomplished  better  with  a  slap- 
stick than  a  sledge. 

Irritation  or  shock  in  commercials, 

once  favorably  regarded  as  stimuli  to 

purchasing,  are  fast  losing  ground  in 

copywriting  circles.  This  is  reflected 
even  in  singing  jingle  commercials 
which  are  becoming  more  and  more 
tuneful,  sometimes  surpassing  pop 
tunes  in  beauty. 

The  old,  repetitive  "irritation"  com- mercial was  met  head-on  by  a  listener 

reaction  called  "selective  inattention," 
many  admen  will  tell  you.  People  auto- 

matically closed  their  ears  to  it  so  the 
shouts  became  inaudible  whispers. 

"When  you  lull  a  listener  into  a 
commercial  rather  than  shock  him  into 

it.  subconscious  tune-out  ends,"  says 
Jack  Grogan,  program  manager  for 

WNEW,  New  York,  himself  a  20-v  ear 
veteran  in  both  the  field  of  commer- 

cials and  programing.  Grogan  has 
written  many  light  commercials  and 

jingles,  and  his  advice  is  frequently 

sought  by  agencies.  The  trend  to  light- 
touch  commercials  delights  him. 

"There  are  a  lot  of  forward  thinkers 

in  agencies  today,"  he  told  sponsor. 
"They  are  putting  all  the  freshness, 

creativity  and  imagination  of  the  best- 

type  programing  into  one-minute  tran- 
scriptions. 

"This  trend  may  raise  the  stature 

•  and  the  salaries)  of  the  radio  com- 

mercial copywriters,"  Grogan  said, 
it  can  also  reactivate  the  careers  of 

many  actors."  Parker  Fennelly,  who 
has  been  almost  in  eclipse  since  the  old 

.la\s   of  "Allen's   Alley"   on   radio,  is 
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now  a  shining  stat  through  his  role  "f 

Fi  t  u -  Patch  on  the  Pepperidge  Bread 

commercials,  D.j.'a  all  over  are 

"dropping"  his  name  in  connection 
h iili  the  commercials. 

Another  plus  factor  f«»r  the  "liidit- 

touch"  i-  thai  ~  1 1 • » w  personalities  are 
taking  extra  seconds  of  air  time  t>>  ex- 

press their  appreciation.  Nol  long  ago, 

KYL,  Salt  Lake  City,  broadcast  a  I  i 

minute  show  made  up  aolel)  <>f  com- 

mercials, all  created  l>\  Stan  Freberg 

and  played  '"for  entertainment  only." 
Contadina,  Zellerbach  Paper,  Snow- 

draft  ami  Stokele]  Frozen  Foods  all 

got  free  air  time.    Small  wonder  that 

clients  are  coming  to  ie-e\aluate  hu- 
mor in  radio  cop)  . 

Hut  Grogan  and  mam  others  point 
out  that  there  i-  a  lot  more  to  ;i  hu- 

morous campaign  than  just   climbing 
on  the  bandwagon.      For  one  thin-,  the 

client  \\  ho  i-  c  ontemplating  i  iding  the 

trend  should  he  prepared  i"  r«  "id  .1 
number  of  variations  and  not  just  stick 

with  one  commercial.  "'  \  joke  has  less 
effect    each    time    yOU    hi. 11    it.       In-    - 

I h-  also  stresses  the  fat  t  th.it  humoi 

i-  a  fragile  art  and  must  at  all  time- 

he   kept    within    the   bounds   of    ■   I 

programing  taste.  Here  are  some  ba- 
sics which  he  Bug  ;ests  and  whir  h  were 

coi  roborated  b)  copj  men  h  ho  have 

themselves  created  light-touch  com- 
mercials: 

1.  I  imi'i  use  horrible  Bounds  as  at- 

tention-getters. The)  irritate-.  \  ma- 
chine gun,  for  example,  i-  something 

that  too  man)  people  have  beard  in 

actualit)  Bince  the  starl  ol  World  W.n 
1 1,  rhose  w  bo  ha\ e  h  ill  hardl)  asso- 

ciate it-  Bound  effect  « ith  humoi . 

2.  Death  is  never  funny.  Not  in 
-hort    take-,   at    lea-t.      Ilileheoek    or   a 

pla)    like    "  irsenii     and    ui.l    I could  achieve  1  macabre  humoi  in  the 

6  of  an   If. 111    ..1    tWO.      But    it 

he     1  •'       111       1  'id     1  Om- 
men  ial. 

1 1  n't    kid    new-    bulletin    to  h- 

11  i<l lie--.    New  -  1-  too  vital  .1  part  ol 

dio  programing  to  risk  1  onfusing  the 

audieni  >■ 
I     I » -  *  1 1 1  insult  sponsoi  •■< 

audience. 

\  iolatin     these  prin<  iples  in  an  ef- 

fort to  In-  funnj   can  not  mil.   • 
"tune-out1    of  listeners  but  ma)   keep 

youi  ct.'s  oil  tin-  ait  due  t-  1  stations 

policies. 1 1 1 1 1 1 1  > > r    i-  1  on<  eded  I"  he  the  I 

difficult  of  ail   f..r  m-.      It  1   in  fall  d'.u  11 

easiest  through  over-writing   ■■'   over- 

acting.     It    is    in    th  ih.it    the 

1  adio  commercial  can  fall  on  it-  I 
1  Please  turn  in  | 

Minimum 

CROSS-SECTION    OF   COMMERCIALS    FROM   LIGHT  TOUCH   SCHOOL 
PRODUCT ACENCY WRITER 

DESCRIPTION 

Beechnut  coffee  Kenyon  &  Eckhardt       Donald  Stem Penelope,   girl   taxiilcrmi-t.  alrim-i   In-       *        ̂ .  the 
world  adventurer,  over  coffee  m   — -  *  .1  f  •  op<  m   parody 

Cavaliers W.n.     Est\ 
Joe  Saeeo  \  "mysterj  character"  named  Roger  1-  "ni.nl"  a  1  tout  a 
Marge  Throne  1 '  rtain  brand  1  igarette  as  othen  r r\  to  Egnre  hii  angle 

Chesterfield  Kings       McCann-Erickson Don  Calhoun  \    playful    series    featuring    the    <  besterfield    i 

Dave  Lippincott  hi-  berald,  and  a  sympathetic  lion  by  name  of  B 

Contadina I!r  i-aeher.  W  heeler 

&  Stall 

Man  T  rebei  a 

I  |n\\  a  I'd  ( lossase 
**\\lni  pul  eight  great  tomatoes  in  the  itty-bittj 

has  been  getting  asked  fur  quite  awhile,  -till  amuses 

Ford I.  W  alter  Thompson 
\A  ( lardriei 
Joe  Stone Vrchie  phones  I>ull\  from  rln-   I  teO  him  he 

I   ulit  a  Ford  in  a  monologue  shot  with  malapropisms 

Hoffman's  beverages   Gi 
N  "i  1  i-  Konheim  Innouncei  tells  bow  all  Hoffman  Bevei  iges  bare  thai 

Montr  Ghertlei  "h*PP)  taste"    except  aarsapariHa  (not  a  hap] 

Life  Savers 1  ouns  i.  Rubicam Preston  Wood  t ; ■  \  1  \ ;i  1  of  the  old,  amusing  bit  of  nonsenar 

Bill  W  hitman  explaining  whj  I  ife  Savers  have  a  huh-  in  the  middle 

Manischewitz  Wines   Emil  Mogul M\ron  Mahler Taped  from  a  tv  commercial,  tin-  .urn 

Martinson's  coffee         \l  Paul  Leftoi Dwighl  I  tsk Tininiv.  the  Timiil  Typist,  -•  k"  prob- 
lem by  bringing  in  her  own  thermos  of  Martini 

Pall  Mall S!  CB TilTarn  Tha\  er Parodii  The   Ra\cn"  anil 
"'Village Blacksmith" declaimed  in  murk-drama? 

Pepperidge   Bread         Ogiky. 
 Benson \  Mather 

Bill  Wright 

Man  ka\  Hartigan 
A  complete  ingredients  storj  is  gotten  air..--  through 
Parker  Fennelly's  brilliant  role  as  Farmer  Titu- 

Piel's  Beer ^  oune  \  Hiihic 

Ed  Graham1 

Corned    •  -  B  R       1-  Bert  &  H.irry  Pie] 
owners,  bring  warmth  and  wit  to  job  of  selling 

Rambler Geyer 
l!a\  Mauei 

Jim   Del  ne 

t-hearted  rah--  told  by  Arnol 
such  Rambler  sales  point-  as  compactness,  economy 

Schick  Razor P>en ton  \  Bom  le copi  group 
  t-of-histOTJ     theme    playlet?    find    Paul    Re- 

vere  or  Lady  G 

Schweppes  Tonic ( tgih  \ .  Benson 
S  Mather 

lu\  a  T  int While  Cmdr.  Whitehead,  client  prexy,  explain-  Schwep- 

di  e,  .1  Kentuckian  keeps  calling  him  "<  olonel" 

Sen -Sen  Ted  Bates 

*Free  lance 

illllllllllllH' '!l!llllllllllllllllllllllllll'!l!!illllli   '       II  llll  Ill 

Sheldon  I  oomer 

1  idea  b\   Tom  Cad  1 
Confuciu--talk  take-off  wherein  Chinese  philosopher, 
Cho  I         S      Sen,  tells  pirl  facts  on  breath  and  love 



WE    LIVE    IN    A 

TOWN    OF    12,754 

Small  town  stuff,  you  say?  Home  town  stuff,  we  say!  Yes,  Hometown  and  Rural 
America  families  like  this  represent  one  of  the  most  valuable  sections  of  economic 
America!  They,  together  with  millions  and  millions  of  their  counterparts  make  up  the 
vast  audience  that  Keystone  Broadcasting  System  covers  like  a  blanket. 

Simple  multiplication  of  this  hometown  brings  into  focus  the  importance  of  these 

Keystone  markets  to  your  advertising  and  your  product.  No  longer  can  this  facet  of 

the  great  national  marketplace  be  ignored— it  represents  too  much  profit  potential! 

Like  this  family,  Hometown  and  Rural  America  buys  the  products  they  hear  about 

through  the  939  Keystone  stations  ...  an  audience  of  90  million  listeners! 

Send  for  our  new  station  list 

CHICAGO  NEW  YORK 
111  W.  Washington 

Sta  2-8900 

527  Madison  Ave. 

Eldorado  5-3720 

LOS  ANGELES 
3142  Wilshire  Blvd. 

DUnkirk  3-2910 

SAN  FRANCISCO 
57  Post  St. 

SUtter  1-7440 

•  TAKE  YOUR  CHOICE.  A  handful  of  stations  or  the  network  ...  a  minute  or  a  full  hour-it's 
up  to  you.  your  needs. 

•  MORE  FOR  YOUR  DOLLAR.  No  premium  cost  for  individualized  programming.  Network 

coverage  for  less  than  some  "spot"  costs. 
•  ONE  ORDER  DOES  THE  JOB.  All  bookkeeping  and  details  are  done  by  Keystone,  yet  the  best 
time  and  place  are  chosen  for  you. 

ID 
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TV    BASICS/MAY 

^%  change  in  name  from  "Comparagraph  t"  "\\  Basics 

features  sponsor's  seventh  monthl)  compendium  "I  network 
.mil  >|ii>i  Facts  and  figures.  Henceforth,  the  name  Compara 

graph  will  !><•  associated  with  the  network  i\  program  schedule 

which  appears  as  pari  3  of  T\  Basics.  This  monthl)  report 

continues  the  breakdown  <>1  sponsored  web  t\  shows  1>\  major 

industries,  advertisers  and  brands  starting  again  with  the  in- 

dustry categories  which  appeared  in  the  1<>  March  issue.     The 

second  li-t  will  be  completed  in  the  <'!  June  \\  Basics.    \   ng 
the  features  <>f  the  current  T\  Basics  is  a  complete  lisl  of  ad- 

vertisers who  spent  more  than  $50,000  on  l.D.'s  during  L956. 

I'he  lisi  covers   155  advertisers  and  the  brands  using   l.D.'s. 

ram     profile     i>rm  idt 
sponsored  hours  data    ,  .   JCc  below 

■  i    network    it 

has      thou      intuit-.     .     .     .  pogc    42 

Comparagraph    gives    day-by-daj 
chart  "i  nil  net  shows  .  .    page  48 

^k      llphabetical   index    of   nil   shows 
tin  hull-,     in-/     data  page    50 

C  *</'<>/    ii     basics    cover    the    1956 
spenders   on   I.I).  i   .   .   .    page  54 

1.   NETWORK    PROGRAM    PROFILE 
AVERAGE  COST  OF  PROGRAMING  BY  TYPES 

Cost                      Number Cost                      Number Cost                       Number Cost                        Number 

Hour  drama 

$59,833                      12 

Half-lmur  drama 

$33,382                      17 

Situation  corned] 

$36,534                      15 

now             ly-variet] 
$65,555                        9 

Half-hour  comedy-var. 
$39,607                       7 

Half-hour  adventure 

$30,155                     16 

Quiz 

$25,835   
          

        

12 

ials 

$10,429-                       7 

•Per  week  of  five  quarter-hour  shows;  other  programs  are  once-weekly  and  are  all   nighttime  sha 

NUMBER   OF   SPONSORED   HOURS:    LIVE  AND   FILM' 

Daytime Nighttime 

Network 
Sponsored hours 

%   live 

°o   film 

ABC 11.00 
4.5 95.5 

CBS 36.00 88.2 
11.8 

NBC 19.62 87.3                    12.7 

Sponsored Network            hours           °o    live           °o   film 

ABC 
23  00 

46  7 

54.3 

CBS 26.50 

54.7 

45.3 

NBC                   21.92                   65.8                      34.2 

Tor  week   of   5-11   May 

SPONSOR      •       LI   MAI     l()i. 

41 



2.    HOW   COMPETING    CLIENTS   COMPARE 

Second  series  of  major  industry 

categories,  advertisers,  brands  and 

ratings  on  web  tv  start   below 

Designed  to  aid  advertisers  in  making  quick  comparisons 

between  their  show  ratings  and  those  of  competitors,  this 

regular  Tv  Basics  feature  runs  in  two  sections.  The  list 
below  starts  off  the  second  series  of  this  data,  ft  will  be 

concluded  in  the  8  June  Tv  Basics  after  which  the  list  of 

advertisers,  with  new  brand  and  rating  data,  will  begin 

over  again.  These  lists  cover  major  industry  categories  in 

network  tv  only.  The  list  below  covers  appliances,  auto 

accessories,  cars  and  trucks,  confections  and  soft  drinks, 

cosmetics  and  toiletries,  dental  and  drug  products.  The 

next  list  will  cover  such  groups  as  food,  soap  and  tobacco. 

Data  is  based  on  material  supplied  by  Broadcast  Adver- 

tisers Reports,  monitored  off-the-air  by  tape  recordings,  plus 

Pulse    multi-market   ratings.    Footnotes   give    further   data. 

Industries  covered  here  include  autos,  cosmetics,   drugs 

Appliances 

American   Motors 

Disneyland;    ABC;    W-N;    Kelvinator 
appliances    

General  Electric 

Broken  Arrow;  ABC;  Tu-N;  major 
appliances        

Conflict;  ABC;  Tu-N;  small  appli- 
ances         

G.E.  Theatre;  CBS;  Su-N;  major  & 
small  appliances    

Hoover   Co. 

Garry  Moore;  CBS;  Tu-D;  vacuum 
cleaners  —     

Radio  Corp.  of  America 

Producers'  Showcase;  NBC;  M-N; 
major  &  Whirlpool  appliances    

Singer  Sewing  Machine  Co. 
Playhouse    90;    CBS;    Th-N;     sewing 

machines     

Sylvania  Electric  Products 
Buccaneers;  CBS;   Sa-N;  small  appli- 

ances,  tubes    

Westinghouse 
Studio     One;     CBS; 

small  appliances 
M-N;     major     & 

26.0 

19.4 

18.3 

32.7 

9.7 

18.7 

32.9 

15.6 

24.6 

Auto  Accessories 

American  Oil 

Person  to  Person;  CBS;  F-N;  Amoco* 
tires           27.0 

General   Motors 

Wide   Wide  World;   NBC;   Su-D;   A   C 
automotive    equipment,    Delco    bat- 

teries,   Hyatt    ball    bearings,    S;i: 
naw  power  steering         15.6 

B.  F.  Goodrich 
Burns  &  Allen;  CBS;  M-N;  tires     29.5 

Gulf  Oil 
Life  of  Riley; NBC;  F-N;  tires  21.7 

Cars  and  Trucks 

Rambler 

American  Motors 

Disneyland;     ABC;      W-N; 
autos    

Chrysler 
Ray  Anthony;   ABC;   F-N;    Plymouth 

autos  „     
Climax;   CBS;    Th-N;   Chrysler   Corp, 

DeSoto  &  Plymouth  autos    
Lawrence   Welk;   ABC;    Sa-N;    Dodge 

autos    
Welk  Top  Tunes,  New  Talent;  ABC; 

M-N;  Dodge  &  Plymouth  autos   
You     Bet     Your     Life;     NBC;     Th-N; DeSoto   autos     

26.0 

6.8 

30.9 

25.1 

14.1 

29.9 

Ford  Motor 

Ford  Theatre;  ABC;  W-N;  Ford  autos  12.7 
I  Love  Lucy;  CBS;  M-N;  Ford  autos  38.3 
Ed     Sullivan;    CBS;     Su-N;     Mercury 

autos            37.1 
Tennessee   Ernie;    NBC;    Th-N;    Ford 

autos       
Zane  Grey;  CBS;  F-N;  Ford  autos.. 

6.2 
21.7 

General  Motors 

Crossroads;     ABC;     F-N;     Chevrolet 
autos   &   trucks      14.9 

Garry   Moore;   CBS;   W-D;   Chevrolet 
autos               9.7 

Dinah   Shore;   NBC;   Th-N;   Chevrolet 
autos         10.1 

Wide    Wide    World;    NBC;    Su-D;    all 
GM   autos       15.6 

Confections  and  Soft  Drinks 

American  Chicle 

Jim  Bowie;  ABC;  F-N;  Clorets,  Den- 
tyne           17.3 

Ozark  Jubilee;  ABC;  Sa-N;  Beemans 
pepsin  gum,  Clorets        7.1 

Ccca  Cola  Co. 

Mickey  Mouse  Club;  ABC;  M-D;  soft 
drink        20.8 

Lud en  s Inc. 

Captain  Kangaroo;  CBS;   Sa-D;  Fifth 
Avenue  candy  bar           10.3 

Nestle  Co. 

Lone  Ranger;  CBS;  Sa-D;  chocolate..  15.5 

Sweets  Co.  of  America 
Cowboy  Theatre;  NBC;  Sa-D;  Tootsie 

Roll  candies     6.2 
Heckle  &  Jeckle;  CBS;  Su-D;  Tootsie 

Roll  candies   10.2 
Howdy    Doody;    NBC;    Sa-D;    Tootsie Roll  candies        7.8 
Modern       Romances;      NBC;      Tu-D; 

Tootsie  Roll  candies     10.3 
Texas   Rangers;    CBS;    Sa-D;    Tootsie 

Roll  candies     12.4 
Tic  Tac  Dough;  NBC;  Tu-D;  Tootsie 

Roll  candies        5.7 

Cosmetics  and  Toiletries 

Alberto-Culver  Co.  of  Hollywood 

It  Could  Be  You;  NBC;  Tu-D;  VO-5 
hair  preparations         5.8 

Modern  Romances;  NBC;  Tu-D;  VO-5 
hair  preparations    .    10.3 

American  Home  Products 

D.  Edwards;  CBS;  M.W-N;  Aero- 
shave,  Heather  rouge,  Jocur  wave 
set     

Love     of     Life;     CBS;     Tu-D;     Neet 
depilatory   

Secret    Storm;    CBS; 

pilatory      
M-D;    Neet    de- 

12.0 9.3 

7.2 
Armour  and  Co. 

George      Gobel;      NBC;      Sa-N;      Dial 
shampoo     22.6 

Danny     Thomas;     ABC;     Th-N;     Dial 

ABC; 

shampoo  &  soap    12.6 

Bristol-Mvers 
Arthur  Oodfrev:  CBS;  M.W-D;  Ban  ...   10.8 
Alfred   Hitchcock;  CBS;   Su-N;    Mum      31.4 
NBA   Basketball;  NBC;   Sa-D:  Vitalis     8.6 
Playhouse  90;  CBS;  Th-X;  Ban,  Tru- 

shay.  Vitalis         32.9 

Carter  Products 
Horse    Racing;     NBC;     Sa-D;     Arrid, Kisc         8.0 

Data   above   and   on    page   44    are   based   on   Broadcast    Advertisers    Reports    for    the   week    ending 
8    March.      More    detailed    data,    such    as    length    and    placement    of    commercials,    can    be    found 

R    reports    themselves,       Not    Included    here    are    buys    in    participation    shows,    such    as 
Today  lutings    are   based   on   a   Pulse    22-market   weighted    average   material   for   the 

week  ending  7  March.  All  ratings  are  averages  f"r  the  week.  e.g..  ratings  for  segmented  shows 
do  not  necessarilj  show  the  audience  fo)  the  actual  segment  sponsored  by  the  client.  All  time 

purchased  by  advertisers  follows  name  of  network:  "X"  means  night,  "D"  means  day.  days  of week  are  abbreviated.     For  exact   time  of  show,  see  Comparagraph  itself. 
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Pulse  rings  doorbells 

intervieics  families in  their  homes 



2.    HOW  COMPETING  CLIENTS  COMPARE  continued 

Nat    King    Cole;    NBC;    M-N;    Arrid, 
Rise  -      9.6 

NBA    Basketball;  XBC;  Sa-D;  Rise         8.6 

<  Ihesebrongh-Pond'e 
Conflic  i  ;  ABC;  Tu-N;  Angel  Face 

powder,  Angel  Skin  lotion,  cold  & 
dry   ̂  k 1 1 1   cream  18.3 

Jim   Bowie;  ABC;  P-N;  Vaseline  hair 
lC  17.3 

Colgate-Palmolive 
Big  Payoff;  CBS;  M,YV,Th,F-D;  Lus- 

tre- Creme,  Lustre  Net.  Palmolive 
soap  9.3 

Bob  Cummings;  CBS;  Th-X;  Halo, 
Palmolive  soap       24.4 

Millionaire;  CBS;  W-N;  Palmolive 
shave   products       26.9 

Mi  Adams  &  Eve;  CBS;  F-N;  Lus- 
tre Creme,  Lustre  Nel  22.8 

Strike  It  Rich;  CBS;  M-F-D;  Cash- 
mere Bouquet  soap,  Lustre  Creme 

shampoo,    Palmolive   soap  8.9 

Gillette  Co. 

Cavalcade     of     Sports;     NBC;     F-N; 
Foamy   shave,  razors  &  blades  17.1 

Hazel  Bishop 

Beat     the     Clock;     CBS;     F-N;     hair 
spray,    lipstick     13.4 

You,-,.  On  Your  Own;  CBS;  Sa-N; 
dry  skin  cream,  hair  spray,  lip- 

stick          11.2 

Helene  Curtis  Industries 

Oh  Susanna;  CBS;  Sa-N;  spray  net._   19.7 

Andrew  Jergens  Co. 

Steve  Allen;  NBC;  Su-N;  lotion, 
Woodbury  soap    24.1 

Lanolin  Plus  Inc. 

Hold  That  Note;  NBC;  Tu-N;  Lano- 
lin  Plus   products        9.1 

Lever  Bros. 

Lux  Theatre;  NBC;  Th-N;  Lux"  soap     18.9 
Mennen  Co. 

Boxing;  ABC;  W-N;  pre-shave  lotion, 
shave  creams,  skin  bracer,  spray 
deodorant        14.5 

Queen    for   a   Day;   NBC;    W-D;    Skin 
Magic        12.4 

Procter  and  Gamble 

Edge  of  Night;  CBS;  M,Th-D;  Camay- 
soap          7.7 

Guiding  Light;  CBS;  M-F-D;  Ivory 
soap               10.2 

I  Love  Liny;  CBS;  M-N;  Lilt  home 
permanent           38.3 

Tins    Is   Your  Life;  NBC;  W-N;   Prell   23.8 
Wyman;  NBC;  Tu-N;  Ivory  soap  24.8 

I. or.  ii. i  Young;  XBC;  Su-N;  Camay 
soap          22.8 

Purex  Corp. 

Big  Surprise;  NBC;  Tu-N;  Sweet- 
heart   soap  14.1 

Revlon   Products 

f 64, 000    Challenge;    CBS;    Su-N;    lip- 
'■iticlc  27  *? 

$64,00ii  Question;  CBS;  Tu-N;  Love 
Pat  powder,  Satin  Set,  Silicare  lo- 

tion        32.1 
20th  century  Pox;  CBS;  W-N;  Aqua- 

marine lotion.  Frosted  nail  enamel, 
Futurama  Lipstick  case,-  lipstick, 
Love  Pat  powder,  Silken  Net...  20.6 

Sales  Builders 

NBC;   Tu-N;  Max  Factor  pan- 
cake ...  18.4 

Schick  Inc. 

et;    NBC;   Th-N;   electric  shav- 
24.4 

Sperry  Rand 
What's  Mj  Line;  CBS;  Su-X;  Rem- 

ingti  n  electric  shavers  27.8 

Sterling  Drug 

The  Vise;  ABC;  F-X;  Molle  shave 
cream            9.6 

Toni  Co. 

Blondie;  NBC;  F-N;  Deep  Magic    19.0 
People  Are  Funny;  NBC;  Sa-N;  Tip 

Toni  &  Tonette  home   permanents..  19.8 
Queen  for  a  Day;  NBC;  M-D;  Tonette 

&  Toni   home  permanents      12.4 
Talent      Scouts;      CBS;      M-N;      Deep 

Magic,  Tame       30.5 
Tic  Tac  Dough;  NBC;  M-D;  Deep 

Magic,  Silver  Curl,  Tonette  &  Toni 
home  permanents              5.7 

Y.  n  Bel  Your  Life;  NBC;  Th-N; 
Deep  Magic,  Prom  home  perma- 

nent.   White  Rain      _     29.9 

Warner-Lambert  Pharmaceutical  Co. 

Hit  Parade;  NBC;  Sa-N;  Hudnut 
Quick  home  permanent     24.2 

Wildroot  Co. 

Robin    Hood;    CBS;    M-N;    cream    oil, 
formula  #2          32.6 

Dental   Products 

American  Home  Products 

Love    of    Life;    CBS;    M-D;    Kolynos 
toothpaste        9.3 

Secret  Storm;  CBS;  W-D;  Kolynos 
toothpaste       7.2 

Bristol-Myers 

Arthur  Godfrey;  CBS;  M.W-D;  Ipana 
toothpaste          10.8 

Alfred  Hitchcock;  CBS;  Su-N;  Ipana 
toothpaste         31.4 

Mickey  Mouse  Club;  ABC;  W,Th,F-D; 
Ipana  toothpaste     20.8 

Colgate-Palmolive 
Big  Payoff;  CBS;  W.F-D;  Colgate 

dental   cream             9.3 
Mighty  Mouse;  CBS;  Sa-D;  Colgate 

dental   cream      15.1 
Strike  It  Rich;  CBS;  Tu,Th-D;  Col- 

gate  dental   cream         8.9 

Lever  Bros. 

The  Brothers;  CBS;  Tu-N;  Pepsodent 
toothpaste   &   brushes   20.0 

Lux  Theatre;  NBC;  Th-N;  Pepsodent 
toothpaste  &  brushes     18.9 

Procter  and  Gamble 

Brighter    Day;     CBS;     M.W.Th,    F-D; 
Gleem            7.3 

Wyatt   Earp;  ABC;   Tu-N;   Gleem  25.8 
Queen    for    a    Day;    NBC;    Tu,Th-D; 
Gleem       12.4 

Search   for   Tomorrow;   CBS;    M-F-D; 
Gleem           10.0 

This  Is  Your  Life;  NBC;  W-N;  Crest  23.8 
Loretta  Young:  NBC;  Su-N;  Gleem...  22.8 

Sterling  Drug 

Modern    Romances;    NBC;    W-D;    Dr. 
Lyons  tooth  powder     10.3 

Drug  Products 

American  Home  Products 

I).  Edwards;  CBS;  M,W,  Th-N;  Ana- 
cin,    BiSOdol,    Heet,    Infra   Rub...  12.0 

Love   of   Life;    CBS;    M-F-D;   Anacin, 
Bisodol,   Heet.   Infra  Rub,  Outgro  ...      9.3 

Name  That  Tune;  CBS;  Tu-N;  Ana- 
cin               _    19.1 

Secret  Storm;  CBS;  M-F-D;  Anacin, 
Bisodol,  Heet,  Infra  Rub          7.2 

Bauer  and  Black 

('apt.    Kangaroo;   CBS;    Sa-D;    Curads 
Mat  tie  Ribbon  bandages     10.3 

Bristol-Myers 

Arthur  Godfrey;  CBS;  M.W-D;  Buf- 
ferin    ..  10.8 

Alfred    Hitchcock;    CBS;    Sn-N;    Buf- 
ferin,   Minit-Rub  31.4 

Playhouse  90;  CBS;  Th-N;  Bufferin ...    32.9 

Johnson  and  Johnson 

Heckle  &  Jeckle;  CBS;  Su-D;  Band- 
Aids      10.2 

Garry  Moore;  CBS;  F-D;  baby  prod- 
ucts,  surgical  dressings       9.7 

Our  Miss  Brooks;  CBS;  F-D;  baby 
products,  Band-Aids,  surgical  dress- 

ings          8.7 
Robin  Hood;  CBS;  M-N;  baby  prod- 

ucts 32.6 

Lanolin  Plus  Inc. 

Hold  That  Note;  NBC;  Tu-X;  All-In- 
One  reducing  tablets  _..     9.1 

Lewis-Howe  Co. 

Jonathan  Winters;  XBC;  Tu-X;  Turns     7.3 

Luden's  Inc. 
Capt.  Kangaroo;  CBS;  Sa-D;  cough 

drops      10.3 

Mennen  Co. 

Robert      Montgomery; 
Baby    Magic 

XBC;      M-N; 
20.1 

Mentholatum  Co. 

Bob  Crosby;  CBS;  M-D;  chest  rubs.-     9.2 
Tic   Tac   Dough;   XBC;   Tu,F-D;   chest 

rubs       5.7 

Miles  Laboratories 

Broken     Arrow;     ABC;     Tu-X;     Alka 
Seltzer,    One-A-Day    vitamins     19.4 

Mickey  Mouse  Club;  ABC;  M-D;  Bac- 
tine,   One-A-Dav   vitamins        20.8 

Xews;    XBC;     W.F-X;    Alka    Seltzer, 
One-A-Day    vitamins        _  11.3 

Queen   for  a  Day;   XBC:   Th-D;   Alka 
Seltzer,   One-A-Day   vitamins.   ...   12.4 

Tennessee    Ernie;    XBC;    Th-D;    Alka 
Seltzer,   One-A-Day   vitamins   6.2 

Norwich  Pharmacal 

Arthur   Godfrey;    CBS;    Tu-D;    Pepto 
Bismol          10.8 

Noxzema  Chemical  Co. 

Perry  Como;  XBC;  Sa-N;  skin  cream  28.6 

Pharmaceutical 

Amateur  Hour;  ABC;  Su-N;  Geritol, 
Xiron,  RDX  tablets,  Serutan,  Somi- 
nex,   Zarumin      6.4 

Xews;  CBS;  Su-X;  Geritol,  Sominex, 
Zarumin        12.0 

To  Tell  The  Truth;  CBS;  Tu-X;  Geri- 
tol,   Sominex,    Zarumin         17.8 

Pharmaco 

Comedy   Time;   XBC;   F-D;   Medigum, 
Regutol       6.7 

It  Could  Be  You;  XBC;  F-D;  Medi- 
gum, Regutol               5.8 

Rexall  Drug  Co. 

Steve    Allen;    XBC;     Su-X; 
Rybutol      

Intracel, 

24.1 

Sterling  Drug 

Modern  Romances;  XBC:  W.F-D; 
Bayer  aspirin.  Ironized  yeast;  Phil- 

lips milk  if  magnesia  10.3 
The  Vise;  ABC;  F-X;  Bayer  aspirin, 

Fletchers  Castoria,  Phillips  milk 
of   magnesia     9.6 

Vick  Chemical  Co. 

Jonathan  Winters;   XBC;  Tu-X;  cold 
remedies    _    7.3 
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ANOTHER  major  award  for  the  nation's 
outstanding  NEWS  station  KSTP-TV  ! 
In  1956.  KSTP-TV  entered  four  national  TV  news  corn- 
pet  it  ions.  The  results  are  now  in:  four  first-place  awards! 

The  Radio-Television  News  Directors  Association 

gave  KSTP-TV  two  top  awards,  "Best  TV  News  Story 
of  1956"  and  "Nation's  Outstanding  News  Operation." 
Then  the  National  Press  Photographers  Association  pre- 

sented the  blue  ribbon  to  KSTP-TV  in  the  National 
Newsreel  Contest. 

And.  now.  the  coveted  Sigma  Delta  Chi  award 
Distinguished  Service  in  Television  Report  been 
won  for  KSTP-TV  by  Julian  Hoshal  and  Di< 
News  and  Photo  Director,  respectively,  for  KSTP-TV 

We're  only  kidding  with  the  cartoon  above  Actually 
we're  proud  of  all  these  awards  and  the  news  • 
which  won  them.  It  is  one  of  the  reasons  whj  the  North- 

west's first  TV  station  is  still  the  Northwest 
TV  station. 

CHANNEL 

3,000  WATT! 

MINNEAPOLIS  •  ST.  PAUL       Basic  NBC  Affiliate 

Represented  by  Edward  Petry  &  Co.,  Inc. 
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BUFFALO'S  OWN  AGENCIES 
AND  ADVERTISERS  CHOOSE 

WBUF,  CHANNEL  17,  AS  THE 

MOVING 
FORCE  IN 
BUFFALO 
To  sell  "Milk  for  Health"  throughout  the 
8-county  Niagara  frontier  area,  Baldwin, 

Bowers  &  Strachan,  Inc.,  buys  the  "11th 
hour  news,"  with  Frank  Frederics  and  Jan 
Okun,  on  wbuf. 

"11  th  hour  news,"  with  its  nightly  news- 

casts (M-F,  11  pm),  appeals  to  a  head-of- 

the-family  audience  (91%  adult)  that  "Milk 
For  Health"  wants  to  reach. 
FRANK    FREDERICS    AND    JAN    OKUN    are    a 

smooth-working,  selling  combination. 

Jan's  persuasive  commercial  delivery  and 

Frank's  compelling  news  style  achieve  con- 
tinuing results  for  the  4,000  dairy  farmers 

who  sponsor  them. 

"wbuf,"  in  the  words  of  Baldwin,  Bowers 
&  Strachan  Vice  President  Everett  L. 

(Tommy)  Thompson,  "has  more  than  lived 
up  to  the  promise  of  its  impressive  facilities, 
management  and  staff  with  its  outstanding 

programming,  promotional  support,  and 

community  acceptance.  'Milk  For  Health' 
invested  in  the  future  when  it  bought  the 

'HTH  hour  news'  on  wbuf.  That  invest- 

ment is  paying  off  already  with  a  52%  audi- 

ence increase  within  the  first  six  months!" 

An  ever-growing  list  of  satisfied  advertisers 
makes  wbuf  the  fastest-moving  force  in 
Buffalo.  Put  that  force  to  work  for  you  today! 

Exciting  things  are  happening  on 

*J 

Left  to  right:  H.  Truman  Rice,  TV  Producer,  Baldwin, 
Bowers  &  Strachan,  Inc.;  Jan  Okun;  Frank  Frederics: 
Martin  Magner,  Program  Director  for  WBUF. 
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DAYTIME C  O P  A 

ABC 

SUNDAY 

CBS 
NBC 

Look  Up  &  Live 
•ust 

Lamp    Unto   My 

Feet 
■ust 

UN    In 

Action 

BUSt 

Camera  Three 
■ust 

Let's   Take   Trip 
sust 

Wild  Bill  Hickok Kellogg 

Heckle  &   leckle 
Sweets  Co 
(last  5/26) 
alt   sust 

Frontiers  of 

Faith 
No    net   service  »"" 

Catholic  Hour 
  (.via  id,  2tii 

No    net    service       No  net  service 

No   net   service Watch    Mr. 
Wizard 

sust 

ABC 

MONDAY 

CBS 
NBC 

Carry    Moore 
i  !atnpbeU  Soup 

Lever   Bros 

alt 
Bird   &   Son 

Arthur    Codfrey 

Stand  Brands 

Stand  Brands 

Home 

partlc 
10-11 

Home 

Bristol-Myers 
Bristol-Myers 

Strike     It    Rich 

Colgate 

Valiant  Lady 

Stand  Brands 

Love  of   Life 

Amer  Home  Prod 

Search    for 
Tomorrow 

P&G 

Cuiding  Light 
  E&O   

Price  Is  Right 

sust 

Truth   or Consequences 

Tic    Tac    Dough 
P&G    alt 

Church  &  Dwight 

Tori   alt   P&G 

It  Could   Be  You sust 

Amer    Home    Prod 
alt    P&G 

News 

(1-1:10)  sust 

Stand  Up  &  Be 
Counted 

  sust   

As  the  World Turns 

P&G 

Our  Miss  Brooks 

sust 

Art  Linkletter 

Stand  Brands 

Campbell   Soup 

Close-Up 
co-op 

Club   60 co-op 

Club  60 

Tenn     Ernie 

sust Brown  &  Wmson 
alt   sust 

TUESDAY 
ABC  CBS  NBC 

Carry    Moore Hooter 

Arthur    Codfrey 

Mutual   of   Omaha 

Home 

panic 

Home 

Kellogg 

Pillsbury 

Price  Is  Right 

suit Strike    It     Rich 

Colgate 
Truth  or 

Consequences sust 

Valiant   Lady 

Wesson  Oil 

Love  of   Life 
Uuer  Home  Prod 

Tic    Tac    Doueh 
3weeU    i  last   5/21) 

Stand    Brands 

5tart) 

P&G 

Search   for 
Tomorrow 

P&G 
It    Could    Be    You 

sust 

Cuiding  Light 

  E&U   
Alberto  CulTer 

alt  P&G 
News 

(1-1:10)  sust 

Stand   Up  &  Be 
Counted sust 

Close-Up eo-op 

As  the  World Turns P&G Club  60 

co-op 

Our  Miss  Brooks 
Best  Foods 

alt   sust 

Art  Linkletter 

Kellogg 

Pillsbury 

Club   60 

Tenn   Ernie 

Stand    Brands 

Stand    Brands 

J- 

No  net  service 

Youth  Wants 

To   Know 
sust   alt 

Amer    Forum 

sust 

Afternoon    Film 

Festival 
(3-4:30) 

partlc 

Big   Payoff Colgate 

Matinee 

(3-4) 

partic 

Afternoon    Film 
Festival 
(3-4:30) 

partic 

Big   Payoff 
Colgate 

Matinee 

(3-4) 

partlc 

Afternoo 
Fest 

i3-t 

part 

lohns  Hopkins 
File  7 
sust 

The   Last  Word 
■ual 

(last  5/26) 

Zoo  Parade 

sust 

Afternoon    Film 

Festival 

Bob  Crosby 
sust 

Gerber    alt 

sust 

Matinee Afternoon    Film 

Festival 

Bob  Crosbv 

Wesson    Oil 
Matinee Afternooi 

Festi 

College  News 
Conference 

lace    The    Nation 

5:30.  5/19)       Wide  Wide  World 
(alt    wks    4-5:30) 

1cdic.il    Horizons 

Ciba 

Dean    Pike 
BUSt 

This  Is  Defense 
WestinEhouse 

14-5     5/19    only) 

World    News 
Round  Up 

sust 
(5:30-6.   5/19) 

Gen    Motors 

Afternoon    Film 

Festival 

Project   20 
(4-5,    5/19) 

Coif    Champ 
Gillette 

i  1  -i  ::il,    6/2) 

No    net    service 

Brighter    Day 
P&G 

Secret   Storm 
Amer    Home    Prod 

Edge  of  Night 
P&G 

See  It  Now 
Pan  Am 

(5-6.  6/2  only) 

Topper 
i  alt    «k<    5-5:301 

Odyssey 

sust 

(5-6) 
(not  seen  5/19) 

Mickey      Mouse 
Club co-op 

Outlook 

sust 

Cora   Cola 

Miles  all 
Minn  Mining 

jueen    for    a    Day 
\mcr   Home   Prod 

Toni    alt   Brown 
&    Williamson 

Afternoon    Film 

Festival 

Brighter    Day 

P&G Secret   Storm 
Amer  Home  Prod 

odern  Romances 
Sterling   Drug 

No    net    service Edge  of  Night 

P&G 

Queen  for  a  Day Stand  Brands 

Borden 

(5/14    start) 
3      id    Brands 

Affcnoo 

Festi 

Modern  Romances 

Culrer   alt Sweets   Co 

No    net 

Cornedv  Time 
Wesson  Oil 

Mickey  Mouse 
Club 

co-op 

B    F.  Goodrich 

Comedy  Time sust 

Mickey 

Clu 

co-o 

Mattel 

GmT 

HOW  TO  USE  SPONSOR'S 

NEW  NETWORK  TELEVISION 

COMPARAGRAPH  AND  INDEX 

The  network  schedule  on  this  and  following  page?  (50,  51) 

includes  regularly  scheduled  programing  on  the  air  between 

11  May  and  7  June  I  with  possible  exception  of  changes 

made  by  the  networks  after  presstime).  Irregularly  sched- 

uled programs  to  appear  during  this  period  are  listed 

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

grams not  listed  are  as  follows:  Tonight,  NBC,  11:30-12:30 
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DNESDAY 

Iff                  NBC 
THURSDAY 

ABC                          CBS                          NBC 

FRIDAY 

ABC                        CBS                       NBC 

SATURDAY 
ABC                       CBS                       NBC 

1  Moore 
»     Brat 

Home 

panic 

Carry    Moore 
v.'l-     »::     mil 

Tool  alt  Swift 

Home 

panic 

C            M 
Garry    Moore I'ltti    Plata  Olid alt   mat 

Home 

partle 

Capt  Kangaroo 

Howdy   Doody 

r     • 

-    ■    Od 

1  Godfrey 
•  W  lilt  tail Home 

Arthur   Codfrcy 

Cm   r  ..!>                     Home 

Scott  Paper 

■onnion    A    Jonnun 

all   Cal    Packing 

\.  ..  - 

Home 
Mighty   Mouse • Cb!| 

Cumby 

i   Mjer» Price  li  Right 
•Ult 

K.llott                 Prir„   u  Rjftht 

Plllibury                           tun 

Y.r.lley    alt 

PltU    Plate   Olaaa 

Price   Is  Right 

•  Ult 

Suunt    Show 

Fur» 

Staler  all  SOS 

It    Rich 

Cite 

Truth   or 

Consequences 

IU<t 

Strike   It  Rich               Truth  or 
Colgate                 Consequences 

Strike    It    Rich 

Collate 

Truth   or 
Consequences 

■  Ult 

Tens  Rangers 

It  s  A    Hit 

Capt    Gallant 
IUlt Lover 

It   Lady          Tic    Tac    Dough 

Valiant    Lady 

Tonl   alt                 Tic  Tac   Dough 

Valiant    Lady 

Gen   Mllli 

Tic    Tac    Dough 
IUlt 

Big    Top                        True    Story ►if  Life 
vie  Prod 

Lovf    of    Lift 
Amer  Home  Prod 

1'ai; 

Love  of  Life       'Mlnneaou  Mining alt    PAG 

PAO 

ih    for            |t  Could  Be  You 
lirrow               lrmour    tit    lust 

Search    for 

Tomorrow 
It  Could  Be  You 

IUlt 

Search    for           It  Could  Be  You 

Tomorrow          imar   Home  Prod 
''.•-•                            alt   luit Detective   Diarv 

.0 
Brown    A    Wroion 

all   Com   Prod 
Welch   alt 

Brlllo 

Big  Top 

!  Light 
•a 

Guiding  Light 
p*n 

Cuiding  Light       Brlllo     alt     Com 
p*n 

)    iUlt 

p  &  Be            Close-Up 

•ted                        co'°P it 

News 

(1-1:10)  iust Closc-Up co-op 

News 

(1-1:10)  luit Closc-Up 
co-op 

Lone    Rao. 
Stand   Up  &  Be 

Counted 
IUlt 

Stand    Up  &    Be 

Counted 
lust 

No    net    service 
World 
ns                         Club   60 

0                              co-op 

As  the  World               Club  60 

Turns                           co-op PAG 

As  the  World              ...  .    ,. 

Turns                     Club  60 

PAG                         '"-"P 

No    net    service 

Dizzy    Dean 

IUlt ii  Brooks 
•  t 

iiit    tuit 
Club   60 

Our  Miss  Brooks 
Our   Miss  Brooks 

sust 

Club   60 

Baseball  Came         No    net    service 
of    the    Week          Lc0    Dur0.- 

Warmup 

»rr  Brewing Nettle  alt  suit alt   iust 

Ikletter 
Tenn    Ernie 

lUSt Art   Linklctter 
Kellogg 

Tenn    Ernie 

ITJIt 

Art      Linkletter 

Lever    Bros                Tenn    Ernie 
                       sust Swift 

„       .    „                 Maior  League 

Baseball                      Baseball 

(CM <afetv    Raior       n 

'  -Til 

nil 
Dlilc   Cup   alt 

Brown    A    Wmsnn 
Plllsburr 

Mile. 

ayoff 
He 

Matinee 

(3-1) 

panic 

Afternoon    Film               B|      p       ff                 M,V'"ee 

(3-1:30)                                                             partle 

partle 

Afternoon    Film 
Festival                    Big    Payoff 
(3-4:30)                         Colgate 

partle 

Matinee 

(3-4) 

panic 

Baseball 

■  op 

rosby 
ier Matinee 

Afternoon    Film 
Festival 

Bob  Crosbv 

Tonl   alt  Swift Matinee Afternoon    Film 

Festival 

Bob  Crosby 

SOS    alt    Swift 
Matinee 

Baseball Mill 
PAG 

Gen    M 

r  Day 
0 

Duron  for  a  Day 
Pi  tie   Cup   alt 

Sandura 

Borden    alt 

Afternoon    Film 

Brighter    Day PAG Queen  for  a  Day 
Sunkist    alt Afternoon    Film 

Brighter    Day 
PAG 

Queen  for  a  Day 
Borden 

Amer   Home   Prod 

alt  Com  Prod 

Baseball Storm 
ne  Prod 

Festival Secret   Storm 
Amer  Home  Prod 

Minnesota  Mlntnf 

Miles 
Festival Secret  Storm 

Amer  Home  PTod 

Night 
PAD No   net   service     |   Edge  of  Night 

r,\r. 

PAG 
Edge  of  Night 

PAG 

No  net  service Mod  m  Romanc  I 
rfrHern   Romances 
Corn   P 

Sterling    Drug 

Modern  Romances 
Kraft No  net  service                   P*G 

Com    Prod 

Comedy  Time 
Lever 

Mickey  Mouse 

;iub                eo-op 
Pillsbury    alt 

Am  Par 

Comedy   Time 
Kraft 

Mickey  Mouse 

Club 

co-op Comedy  Time 

sust 

Dmc    Handicap 

IUlt 

ootr) 

sust 
weicn    an   tun 

co-op 

Bristol-Myers 

Oen   Fowls 

I                                       ... 

Oen  Mills 

Gen   Mllli 

Star 

Comedy 

Corp 

Prcakncss 

■•mlTt 

p.m.,  Monday-Friday,  participating  sponsorship;  Sunday 

News  Special.  CBS.  Sunday.  11-11:15  p.m..  sponsored  bv 

Pharmaceuticals  Inc.:  Today,  NBC,  7:00-9:00  a.m..  Mon- 

dav-Fridav.  participating:  The  Jimmy  Dean  Show,  '  BS, 

7:DO-7:45  a.m..  Monday-Friday,  participating:  Captain 

Kangaroo.    CBS.    8:00-8:45    a.m..    Monday-Friday,    9:30- 

10:00  a.m..  Saturday,  participating;   Veuw,  <  BS,  ~   I 
a.m.  and  8:45-9:00  a.m.,  Monday-Friday. 

Ml  times  art-  Eastern   Daylight    Participating   spons 

are  not  listed  because  in  many  cases  they  fluctuate. 

Sponsor-,    co-sponsors    and    alternat-  are 

shown  along  with  the  names  of  programs.   Agencies,  brand-. 
costs  and  ratings  appear  in  separate  listings  on  pages  12,  50. 



3.  NIGHTTIME C  O P  A I 

ABC 

SUNDAY 

CBS NBC 

flicka 
(last 

Cou  Asked  for  It 

BklpPT   Peanut 
Butter 

Hollywood 
Film    Theatre 

partlc 
(7:30-9) 

Hollywood 
Film    Theatre 

The   Last  Word 
Bust 

(6/2    start) 

SUBt 

Meet  The  Press 
Johns   Manvllle 

alt 
suit 

You   Are   There 

(5/12  start) 
Prudential 

Roy  Rogers 
Gen  Foods 

Lassie 
Campbell  Soup 

Marge   &   Cower 
Champion 

alt 

Jack    Benny 
Amer   Tobacco 

77th  Bengal 
Lancers 

Gen   Foods 

Kukla,  Fran 

&   Ollie 
3ordon    Hkng-co-op 

Circus  Boy 

Reynolds   Alum 

Ed  Sullivan 
Lincoln-Mercury 

(8-9) 

Steve    Allen 
Bulova,    Drarkctt, 

Greyhound, 
Polaroid. 

V.    S.    Time 

Hollywood 
Film    Theatre 

Ed   Sullivan Steve  Allen 

(8-9) 

iv  flaynouse 
Goodyear   alt 

Alcoa 
(9-10.  3  wks  in  4) 

ABC 
MONDAY 

CBS  NBC 

D   Edwards 
Brown  &   Wmson 

John    Daly    News 
Genl    Cigar 

No  net  service 

D   Edwards 
Brown  &  Wmson 

Wire   Service 
R.   J.    Reynolds 

Robin  Hood 
Johnson     &    Jhsn 

alt   Wlldroot 

Wire   Service 
Miller  Brewing 

alt   sust 

Burns    &    Allen 
Carnation    alt 

Goodrich 

Nat  King  Cole 

sust 
News 

American    Can 

alt   6ust 

Voice  of 
Firestone 
Firestone 

Talent  Scouts 

Lipton 
alt    Toni 

Sir  Lancelot 
A  mer  Home  alt 

Lever    Bros 
(3  wks  in  4) 

Wells  Fargo-G  Fda 
alt  Am  Tob  (3  in  4) 

Prod  Showcase  (1  In 
1,  8-9:30)  Hancock 
RCA-Whirlpool 

ABC TUESDAY 

CBS 

NBC 

Kukla,   Fran 

&   Ollie 
Jordon    Bkng-co-op 

John    Daly   News Genl   Cigar 

Cheyenne 
Gen   Electric 

(alt   wks 7:30-8:30) 

D   Edwards 
Whitehall 

No   net   service 

D   Edwards 
Whitehall 

>)ame  That  Tune 

Whitehall  alt 

Kellogg 

Conflict 

Cliesebrough- Ponds 

(alt  wks 7:30-8:30) 

Phil  Silvers P&G 

alt R.  J.   Reynolds 

Wyatt  Earp 

Gen    Mills 
alt  P&G 

Private Secretary 

Lever  alt  Sheaffer 

Kukla, 

&  O: 
Gordon    Br 

onathan    Winters Lewi  s -Howe News 

sust 
Arthur    Murray 

Party 

Purex   ait 

Speldel 
Panic 

UfcM    alt    Max    F. 

Wash  Square Curtis.    Royal 
(8-9.     6/4    only) 

I 
AB 

John   Dal Geol    I 

Disney 

Amer  J 

Amer  ] Derby  j 

(7:30-f 

Disney 

Navy 

Amer  TV 

U.S.   Ri 

Amateur  Hour 
Pharmaceuticals 

(9-10) 

C.    E.  Theatre 
Gen   Electric 

Press   Conference 
Corn  Prod 

I    Love  Lucy 
P&G   alt 

Gen  Foods 
Twenty-One Pharmaceuticals 
(3  wks  In  4) 

Broken  Arrow 
Gen   Electric 

alt    Miles 

To  Tell  The 

Truth 
Pharmaceuticals 

Jane   Wyman 
P&G 

Ozzie  & 
Rods 

Amateur  Hour 

Hitchcock 
Theatre 

Bristol-  Myers 

Chevy  Hour 
Chevrolet 

(9-10.    1    wk   In    4) 

Welk  Top  Tunes 
New    Talent 

D'Klge-Plyroouth 
(9:30-10:30) 

Mike    Wallace 
Philip    Morris 

$64,000 Challenge 
Revlon   alt 

P.    Lorlllard 

What's  My  Line 
Sperry-Rand 
alt  H  Curtl6 

Loretta   Young 
P&G 

Welk  Top  Tunes 

No    net   service 

Dec   Bride 
Gen  Foods 

Robt   Montgomery 
"I.    C.    Johnson 

alt  Mennen 
(9:30-10:30) 

Studio  One 
Westinehouse 

(10-11) 

Studio  One 

Cavalcade 

Theatre 
DuPont 

Red  Skelton 

Pet  Milk  alt 
S.    C.   Johnson 

Circle  Theatre Armstrong 

(alt    wks 9:30-10:30) 
Ford  Th 

Fort 

Wash   Square 
Royal  McBee 
Helene   Curtis 
(9:30-10:30, 
5/20   only) 

It's  Polka  Time 
co-op 

$64,000 

Question 

Revlon 

Spike   |ones 

L&M 

Kaiser   Alum    Hr Kaiser  Alum 

(alt    wks 
9:30-10:30) 

Wed  N Figh 

Pabst    (last, 

Menr 

No   net   service 
Mile 

(6/5  it 

(10 

4.  ALPHABETICAL  PROGRAM   INDEX 

Sponsored  Nighttime  Network  Programs  6-11  p.m. 

■ .  i 

Ik 

PROGRAM 

Steve  Allen  Show:  V-L 

Amateur  Hour:  V-L 

Red  Barber's  Corner:  Sp-L 
Beat  the  Clock:  Q-L 

Jack  Benny:  C-L&F 

Big  Story:  Dr-L&F 

Blondie:  Sc-F 

Bold  Journey:  A-F 

Jim  Bowie:  A-F 

Broken  Arrow:  A-F 

Buccaneers:  A-F 

Burns  &  Allen:  Sc-F 

Caesar's  Hour:  V-L  (last  5/25) 

Cavalcade  of  Sports:  Sp-L 

COST SPONSORS    AND    AGENCIES 

$  63,000 Bulova  (5/19,  6/2  only),  Mc-E; 
Drackett,  Y&R;  Creyhound,  Crey; 
Polaroid,  D.  D.  Bernbach;  U.  S. 
Time,   Peck 

23,000 
Pharmaceuticals,   Kletter 

3,000 
State  Farm   Ins,   NLB 

18,000 Hazel   Bishop,  Spector 

65,000 Amer  Tobacco,   BBDO 

33,000 Amer  Tobacco,  SSCB;  Ralston  Purina, 
Cardner 

37,500 Nestle,  B.  Houston;  Toni,  Tatham- 
Laird,  C.   E.  Frank 

8,000 
Ralston   Purina,   CBB 

32,000 Amer   Chicle,    Bates;   Chesebrough- 
Ponds,   Mc-E 

31,000 Cen   Elect,  Y&R;   Miles,  Wade 

24,000 Sylvania,    JWT 

33,000 Carnation,   Wasey;   Coodrich,   BBDO 

114,000 Babbit,    DFS;    Benrus,    L&N,    Knomark, 

Mogul:  Quaker  Oats,   NLB;  Wesson 

Oil,    Fitzgerald 

35,000 Cillctte,    Maxon 

PROGRAM 

Marge  &  Gower  Champion V-L&F 

Cheyenne:  A-F 
Circle  Theatre:  Dr-L 

Circus  Boy:  A-F 

Climax:  Dr-L 
*  Perry  Como:  V-L 

Conflict:  Dr-F 

Joseph  Cotten  Show:  Dr-F 

Crossroads:  Dr-F 

Bob  Cummings  Show:  Sc-F 

John  Daly  News:  N-L 
Date  With  the  Angels:  Sc-F 

December  Bride:  Sc-F 

Disneyland:  M-F 

Dragnet:   My-F 
DuPont  Theatre:  Dr-F 

41,000 

90,000 40,000 

34,000 

55,000 
108,000 

90,000 

38,000 

31,000 
36,000 
6,000tt 

38,000 

28,000 

75,000 

37,000 
37,000 

SPONSORS    AND    AGENCIE 

fcn 

Amer  Tobacco,   BBDO 

I- 

Cen  Elect,  Y&R,  BBDO  &  Crey  fe.t( 
Armstrong    Cork,    BBDO 

Reynolds     Alum,     Clinton     E.     Frai 
Buchanan 

Chrysler,   Mc-E Cold     Seal,      North;     Kleenex,     FC,, 
Noxzema,    SSCB;    RCA,    K&E;    S( 

Stamps,  SSCB;  Sunbeam,  Perrin-Pa 
Chesebrough-Ponds,   JWT   &   Mc-E 

Campbell   Soup,   BBDO;   Lever   Bros, BBDO 

Chevrolet,  Camp-Ewald 

Colgate,    Brown;   R.   J.    Reynolds,   E: 

Du    Pont,    BBDO;   Ceneral   Cigar,  y; 

Plymouth,   Crant 
Cen   Foods,   B&B 

Amer.    Motors.    BFSD   &    Ceyer;  Arm 

Dairy,   Camp-Mithun:    Derby,   Mel 
L&M,   Mc-E;  Schick,  W&L 

DuPont,    BBDO 

•Color   show,    (L)    Live,    (P)    Film,    ftCost   is  per   segment.     List   does    not   include 
sustaining,  participating  or  co-op  programs — see  chart.    Costs  refer  to  average  show 

including   talent   and   production.     They   are   gross    (include    15%   agency   com- 
mission).   They  do  not  include  commercials  or  time  charges.    This  list  covers  period 

of  11  May  thru  7  June.  ProgTam  types  are 
(C)  Comedy,  (D)  Documentary,  (Dr)  Dram 
Misc.,  (Mu)  Music,  (My)  Mystery.  (X)  News 
Comedy,     (Sp)     Sports,     (V)    Variety. 

indicated  as  follows:    (A)    Adventa  u 
a,    (I)    Interview,    (J)    Juvenile,    (■ 

(Q)   Quiz,   (S)   Serial,   (Sc)   Situit 



k  G   R  A  P  H 11    MAY-  7   JUNE 

NESDAV 

CS  NBC 

ircls 

service 

irds 

vv  b  ■  a 

Step 

I  Mil 

■  i 

THURSDAY 

ABC  CBS  NBC 

D   Edwards 
Whitehall 

Xavicr  Cugat 
nut 

(lut 
News 

Time   alt    Mlln 

odfrey 
>l»er> 

cy 
•It 

iry 

Masquerade 
Party 

ftnodttwl  Product 
lit   Park   A  Ttlford 

A  Knomark 

Father    Knows 
Best 

Scott    Taper 

Kukla.  Fran 
&    Ollie 

p.knK  eo  op 
No    net    service 

|ohn    Daly    News 
llu    IVuiL 

Lone  Ringer 
Celt   Mllli    alt 

Bwlft 

D    Edwards 
Whiti-hall 

Sgt.    Preston 
Quaker    Oatl 

Dinah    Shore 
CTievrolM 

News 

Spemr  Rand 

Circus    Time 

partlc 

Bob  Cummings 

Colgate    alt 
it    J    Reynold! 

You    Bet   Yr   Life 
DeSoto    alt 

Tonl 

Circus    Time 

Climax 
Chrysler 

(8:30-9:30. 

Dragnet 
I.AM    ait   Behlek 

ABC 
FRIDAY 

CBS  NBC 

D    Edwards 

111     n    I 

Kukla.    Fran  No    net    service 

.  b    °"ie  '      D    Edwards 
■onion    Bknteo-op    „,     .,      , 

|ohn    Daly    News        ill    n    B 
1>i    I'ont 

Rin    Tin    Tin 
Nabisco 

Beat  the  Clock II      llllhop 

Xavicr  Cugat 

(la.t 

News 

AUlaa. 

Jim    Bowie Amer   Ctilele   all 

Chetebrough- Pond» 

West  Point 
Gen  Foodj 

Blondie 

Tonl   alt 
NeilU 

Crossroads 

Chevrolet 

Zane  Crey 

Gen  Fooda 

alt    Ford 

Life  of  Riley 

Gult  Oil 

SATURDAY 

ABC  CBS  NBC 

This    Is 

Calen    Drake ■ 

Famous    Film 

Fcitiv.il 

partln 

Buccaneers 
People  Are 

Funny 

•  It 

It     J      I. 

Billy   Cr.ih.im 

B     Graham Evanfi 

Billy  Graham 

(conn (8-9.   6/1    itart) 

lackie     Cleason 

lackie     Cleason 

luit 

Perry  Como 
HAH    «!iBM 

Noxz#aa 
rSunbtam 

> 
■Id  SmJ 

• 
Kraft  Theatre 

Kraft    (9-10) 
Danny  Thomas 

Armour    alt 

Kimberly-Clark 

Climax People's  Choice 
Borden   alt   P&o 

Treasure  Hunt      Mr.  Adams  &  
Eve    J«(CoMon  Show M.«-n  D.r.d  r™"^,  U-£    "ro. 

(3  »ki  In  4) 

Lawrence    Welk 

D  dn 

(9-10) 

Cale  Storm 

-   alt 

-    Curt  la 

Secret 
nslda 

Kraft  Theatre 
Bold   journey 

Ralston- Purina 

Playhouse  90 
Amer  Gas alt 

Bristol    Myers 

Ford    Show 
Ford 

The  Vise 
Sterling    DTUg Schlitr Playhouse 

S  eh  1117. 

-I  Hr 

|] 
0   111 

Fox  Hr 

0-11) 

Big    Story 
Ralston    Purina    alt 

Amer  Ton   (3  In  4) 

Chevy  Show 

(9-10.  1  In  a) — 

Lawrence  Welk 

S  R  O    Playhouse ■tartl 

'~h.ll    alt 

-til 

Caesar  i   Hr 
Batu-ua.      Ha&bltt 

Knoaari 
Color    Carnival 
>t<    I   Whirlpool 

Olds      lltlt 
1    >k    lo    4) 

This    Is 
Your  Life 

PAG 

Telephone    Time 
Bell 

No   net   service 

Playhouse  90 
Philip     Myers alt 

Bristol    Myen 

Lux    Theatre 

I^erer    Broa 

(10-11) 

Date  With The  Angels 

Plymouth 

Playhouse  90 

sust Lux  Theatre 

Line-Up 

PAG  alt   Brown 
A    Williamson 

Person  to  Person 
\  >>ll  &  Hamm 

alt  Time.    Inc 

Cavalcade  of 

Sports 
Gillette 

iin-enncl) Ozark    Jubilee 
Am  Chicle 

alt 

William  ion  Dickie 

Cunsmoke IJM     alt 

Sparry- Rand 

Ceo   Cobel AraMar  all  Pat 

13    oka    to    4) 

Red  Barber 

St  Farm  Ins 

Ozark    lubilee 

Mrs.  America 
inals 

1 »..':"   11      ". 

Two    For    The 

Money 

suit 

H,f   Parade 

•  It    Huclnut 

PROGRAM 

•'yalt  Earp:  A-F 
oug  Edwards  News:  N-L&F 

ther  Knows  Best:  Sc-F 
rd  Show:  V-L 

ord  Theatre:  Dr-F 
.E.  Theatre:  Dr-F 

iant  Step:  Q-L  (last  5/29) 
ickie  Gleason:  Y-L 

ndfrey's  Scouts:  V-L 
\rthur  Godfrey  Time:  V-L 

eorge  Gobel:  C-L 
unsmoke:  A-F 

itchcock  Presents:  My-F 
obin  Hood:  A-F 

Love  Lucy:  Sc-F 
ve  Got  a  Secret:  Q-L 
bike  Jones:    Mu-L 
aiser  Alum.  Hour:   Dr-L 
Kraft  Tv  Theatre:  Dr-L 
ukla,  Fran  &  Ollie:  J-L 
issie:  A-L 

ife  of  Riley:  Sc-F 
ine-Up:   My-F 
ine  Ranger:  A-F 
.ux  Video  Theatre:  Dr-L 

Masquerade  Party:  Q-L 

30.000 
9.500tt 

38.000 
33.000 
36.000 

45.000 
23.000 

102.500 

28.000 
38.000U 

45.000 
38.000 

34.000 

28.000 

52.000 
24.000 

35.000 

58.000 
34.000 

34.000 

32,000 
31.000 

24.000 
43.000 

22.000 

SPONSORS    AND    AGENCIES 

Ccn    Mills,    DFS:   P&C.   Compton 

Whitehall.  Bates;  Brown  &  Wmson, 

Bates;    Hazel    Bishop.   Spector 

Scott  Paper,  JWT 

Ford,    JWT 

Ford,    JWT 

Cen   Elect,   BBDO 

Ccn    Mills.    BBDO 

P.    Lorillard.    L&N 

Lipton.    Y&R;   Toni.    North 

Amer.  Home  Prod,  Y&R;  Bristol- 

Myers.  Y&R;  Kellogg.  Burnett;  Pills- 
bury.     Burnett 

Armour.   FCB:   Pet  Milk.  Gardener 

L&M  DFS;  Sperry  Rand  (1  wk  in  4), Y&R 

Bristol-Myers.  Y&R 

Johnson  &  Johnson.  Y&R:  Wildroot, 
BBDO 

Ccn    Foods.   Y&R:    P&C,    Crcy 

R.   J.    Reynolds.    Esty 

L&M.    DFS 

Kaiser  Alum,  Y&R 

Kraft.   JWT 

Cordon   Bkng.  Ayer:  &  co-op 

Campbell    Soup.    8BD0 

Culf  Oil,   Y&R 

Brown  &  Wm'son,   Bates;  P&C.   Y&R 

Cen    Mills.    DFS:   Swift.    Mc-E 
Lever   Bros,    JWT 

Associated  Products.  Crey:  Knomark 

i5  29  start).  E.  Mogul;  Park  &  Til- 
ford    'last  5  15'.   E.   Mogul 

PROGRAM 
COST 

SPONSORS    AND    AGENCIES 

Mi  it  the  Press:  I-L 
7.500 

Johns   Manvillc.    |WT.   alt  wks  open 

Millionaire:   Dr-F 32.000 
Colgate.  Bates 

*  Robert   Montgomery:   Dr-L 52.000 S.  C    Johnson,  NLB:   Menncn  Co.  Crey 

Mr.  Adams  &  Eve:  Sc-F 
41.000 

Colgate.    L&N;    R.    J.    Reynolds.    Esty 
♦Arthur    Mun.i.     Part}      \    1 

•  • 

Purcx.   E.   H.   Weiss     Spcidel.   NC&K 

Name  lhat  Tune:  Q-L 
23.000 

Kellogg.   Burnett.   Whitehall.   Bates 

Navy  Log:   Dr-F 
32.000 

Amer  Tobacco.  SSCB;  US  Rubber. F     D     Richards 

NBC  News:  N-L 
9.500tt American  Can.  Compton;  Miles.  Wade; 

Spcrry-Rand.  Y&R;  Time-Life  Y&R: 
1   scg  &  1   alt  scg  open 

Ozark  Jubilee:  V-L 
18.000 

Amer  Chicle.  Bates:  Williamson- 
Dickic.  Evans  'alt  wks  10-10:30); 

co-op   10:30-11 
Ozzie  &  Harriet:   Sc-F 36.000 Eastman  Kodak.   JWT 

Panic:   Dr-F 

36.000 

L&M.   Mc-E:   Max  Factor.  DDB 

People  Are  Funny:  M-F 

24.000 

R.   |.   Reynolds.   Esty;  Toni.   North 
People's  Choii        S    ! 

34.000 

Borden.    Y&R.    P&C.    Y&R 
1'  •  son  to  Person :  I-L 

34.000 

Amer  Oil.  1  Kati  Hamm.  Camp- 
Mithun:    Time-Life.    Y&R 

Playhouse  90:  Dr-L&F 

117.000 

Amer  Cas.  L&N;  Bristol-Myers  BBDO: 

Philip     Morris.     Burnett 
Press  I    inference :  11 8.500 

Corn   Prod.   C     L     Miller 
Prh  ite  S 

36.000 Lever,   OB&M:   Shcaffer.   Seeds 

Rin  Tin  Tin  :    \  ■!•' 

32.000 

Nabisco.    Ko-E 
Roj    R   _   ■-      \-F 

32.000 
Ccn    Foods.    B&B 

tz  Playhonse:  Dr-F 36.000 Schhtz.  JWT 
77th   Bengal   Lancer-:   A-F 

41.000 

Ccn    Foods.   Y&R 

Phil   - 

41.000 

P&C.    Burnett:    R     |     Reynolds.    Esty 
•Sir  1    -    elol :    \-K 24.000 

Amer    Home    Prod.    Bates:    Lever    Bros. 

SSCB 
Quaker   Oats.   WBT Sgt.   Preston:   A-F 

32.000 

•Talent  and  production  costs  are  carried   by   A   Murray 

Listing  continues  on   page  52 



Index  continued...    Sponsored   Nighttime  Network  Programs  6-11   p.m. 
PROGRAM COST SPONSORS    AND    AGENCIES 

*  Dinah  Shore:   Mu-L 
$64,000  Challenge:  Q-L 
$61,000  Question:   Q-L 
•Red  Skelton:  C-L&F 
-  R.O.  Playhouse:  Dr-F 

(5    II    Mart) 

Gale  Storm  Show:  Sc-F 

Studio  One:  Dr-L 
Ed  Sullivan  Show:  V-L 
Sunday  News  Special:  N-L 
Telephone  Time:   Dr-F 
This  Is  Galen  Drake:  V-L 
This  Is  Your  Life:  D-L 
Dannv  Thomas:  Sc-F 
To  Tell  The  Truth:  Q-L 
Treasure  Hunt:  Q-L 
•TV  Playhouse:  Dr-L 

20th  Century  Fox:  Dr-F 
Twenty-One:  Q-L 
U.S.  Steel  Hour:  Dr-L 

22,000 

32,000 

32,000 
48,000 
11.500 

39,500 

55,000 
69,000 

9,500 
31,000 

15,000 

52,000 
36,000 

22,000 

21,000 

52,000 

110,000 

30,000 

58,000 

Chevrolet,    Camp-Ewald 
P.    Lorillard,    Y&R;    Revlon,    BBDO 
Revlon,    BBDO 

S.  C.  Johnson  FCB;  Pet  Milk,  Cardner 

Whitehall   (5/11   start),  Bates:  Helene 
Curtis    (5  18  start),   Ludgin 

Nestle,  B.  Houston;  Helene  Curtis, 
Weiss    &    Celler 

Westinghouse,  Mc-E 
Lincoln-Mercury,    K&E 

Pharmaceuticals,    Klcttcr 
Bell.  Ayer 

Best   Foods,  Guild,   Bascom  &  Bonfigli 

P&C,  B&B 

Armour,    FCB;   Kimberly-Clark,   FCB 
Pharmaceuticals,    Kletter 

Mogen  David,  Weiss  &  Celler 

Alcoa,  Fuller,  Smith  &  Ross;  Good- 

year,  Y&R Revlon,   C.   J.    LaRoche 
Pharmaceuticals,   Klcttcr 

U.S.   Steel,   BBDO 

PROGRAM 

COST 

The  Vise:  Dr-F 
Voice  of  Firestone:  Mu-L 
Mike   Wallace:    I-L 
Wednesday  Fights:  Sp-L 

19,500 
24,000 

15,000 

45,000 

Lawrence  Welk:  Mu-L 

Welk  Top  Tunes:  V-L 
Wells  Fargo:  A-F 
West  Point:  Dr-F 
What's  My  Line:   Q-L 

14,500 

16.500 
38,500 

40,000 
28,000 

Jonathan  Winters:  C-L 
Wire  Service:  Dr-F 

12,500 

77,000 

Jane  Wyman  Show:  Dr-F 
You  Are  There:  Dr-F 

27,000 
37,000 

(5/12  start) 
You  Asked  For  It:  M-F 
You  Bet  Your  Life:  Q-F 
Loretta  Young  Show:  Dr-F 
Your  Hit  Parade:  Mu-L 

14,000 

51,750 
40,000 46,000 

Zane  Grey  Theatre:  Dr-F 45,000 

SPONSORS    AND    AGENCIES 

Sterling    Drug,    DFS 
Firestone,   Sweeney  &   James 
Philip    Morris,    Ayer 

Mennen,     Mc-E;    Pabst     (last    5  29), 
Burnett;    Miles    (6,5    start),    Wade 

Dodge,    Grant 
Dodge  &   Plymouth,   Grant 
Amer    Tob,    SSCB;    Gen    Foods,    Y&R 

Gen    Foods,    B&B 

Helene    Curtis,    Ludgin;    Sperry-Rand, 
Y&R 

Lewis-Howe,   DFS 

Miller     Brewing,     Mathiesson;     R.     J. 
Reynolds,    Esty;    %   sust 

P&C,    Compton 

Prudential,    Reach,    McClinton 

Skippy   Peanut   Butter,   GBB 
DeSoto,   BBDO;  Toni,   North 

P&G,   B&B  &  Compton 

Amer   Tobacco,    BBDO;    Warner    Hud- 
nut,    SSC&B 

Ford,   JWT;   Cen   Foods,   B&B 

Sponsored  Daytime  Network  Programs  7  a.m. -6  p.m. 
PROGRAM COST 

As  the  World  Turns: S-L $  3,400tt 

Baseball   Game   of   Week: 
Si,   I 

Big  Payoff:  Q-L 
6,000tt 

Brighter  Day:   S-L 10,000  wk 

Capt.  Gallant:  A-F 31,000 

Comedy  Time:  Sc-F 
rerun 

Bob  Crosby:  V-L 

Detective  Diary:  A-F 8.000 

Edge  of  Night:  S-L 17,000  wk 

Five  Star  Comedy:  J-L&F 6,000 
(S    18  start) 

Fury:  A-F 33,000 

Arthur  Godfrey:  V-L 
4,150tt 

Guiding  Light:  S-L 

Gumby:  J-L 

•Heckle  &  Jeckle:  J-F 
Howdy  Doody:  Ju-L 

It  Could  Be  You:  Q-L 

Art  Linkletter:  V-L 

Love  of  Life:  S-L 

Lone  Ranger:  A-F 

Major    League    Baseball: 
Sp-L 

Medical  Horizons:  D-L 

Mickey  Mouse  Club:  J-F 

Mighty  Mouse:  J-F 
Modern  Romances:  S-L 

3,150ft 

10,000  wk 
3,500tt 

6,000 

24,000 

3,000tt 

4,000tt 

10,000  wk 

18,000 

22,000 

5,040  to 6,300tt 

20,000 
2,700ft 

SPONSORS    AND   AGENCIES 

P&C,    B&B 

Falstaff    Brewing,    DFS;    Amer    Safety 

Razor,  Mc-E;    Philip  Morris,    Burnett 

Colgate,   Houston 

P&C,  Y&R 

Heinz,    Maxon 

Kraft,   JWT;   Lever,  BBDO;  Welch,  R. 
K.    Manhoff;  Wesson,   Fitzgerald;   5 
segs  &  1   alt  seg  open 

Best    Foods,    DFS,    Ludgin;   Gen    Mills, 

Knox-Reeves;  Gerber,   D'Arcy;  P&G, 
Wesson,     Fitzgerald;     SOS,     Mc-E; 

Swift,     Mc-E,    JWT;    Toni,     North; 
P&G,   B&B;   1   seg  &  1   alt  seg  open 

Sterling   Drug,   DFS,    Vi   spon 

P&C,    B&B 

)oe  Lowe  Corp,  Paris  &  Peart 

Cen   Foods,   B&B;   Borden,  Y&R 

Bristol-Myers,  Y&R;  Gen  Foods,  Y&R; 
Kellogg,  Burnett;  Mutual  of  Omaha, 
Bozell  &  Jacobs;  Norwich,  B&B; 
Pillsbury,  Burnett;  Scott  Paper, 
JWT;  Sherwin  Williams,  F&S&R; 
Simoniz,  Y&R;  Stand  Brands,   Bates 

P&G,    Compton 

Sweets  Co.,   Eisen 

Sweets  Co.   (last  5/26),  Eisen 

Cont  Baking,  Bates;  Sweets  Co,  Eisen; 

Vi   open   alt  wks 
Amer   Home    Prod,    Bates,    Ceyer;   Ar- 

mour, T.   Laird;   Brillo,  JWT;  Brown 

&  Wm'son,  Seeds;  Corn  Prod,  C.  L. 
Miller;      Alberto      Culver,      Wade; 
P&C,   DFS;  Welch,  Rich  K.  Manoff; 
3  segs  &  2  alt  segs  open 

Campbell      Soup,      Burnett;      Kellogg, 
Burnett;    Lever    Bros,    BBDO;    Pills- 
bury,  Burnett;  Simoniz,  Y&R;  Stand 

Brands,   JWT;  Swift,   Mc-E 
Amer  Home   Prod,   Bates 

Gen  Mills,  DFS;  Nestle,  Mc-E 

R.  J.   Reynolds,  Esty,  14  $P°n 

Ciba,  JWT 

Amer-Paramount,  Buchanan;  Armour, 
Tat-Laird;  Bristol-Myers,  DCSS; 
Coca  Cola,  Mc-E;  Gen  Foods, 
FC&B;  Cen  Mills,  Knox  Reeves; 
Coodrich,  Mc-E;  Mattel,  Carson 
Roberts;  Miles,  Wade;  Minn  Min- 

ing, BBDO:  Pillsbury,  Burnett;  SOS, 
Mc-E;  8  segs  co-op 

Cen  Foods,   B&B;  Colgate,  Bates 

Alberto  Culver,  Wade;  Corn  Prod,  C. 

L.  Miller;  Kraft,  JWT;  Sterling, 

DFS:    Sweets   Co,    Eisen 

PROGRAM COST 

Garry  Moore:  V-L 

3,600tt 

Our  Miss  Brooks:  Sc-F 

Price  Is  Right:   Q-L 

Queen  for  a  Day:  M-L 

Search  for  Tomorrow:  S-L 
Secret  Storm:  S-L 
Strike  It  Rich:  M-L 
Texas  Rangers:  A-F 

(last  5/25) 

Tenn  Ernie  Ford:  V-L 

Tic  Tac  Dough:  Q-L 

True  Story:  Dr-L 
Truth  or  Consequences:  Q-L 
Valiant  Lady:  S-L 

Wild  Bill  Hickok:  A-F 

3,170tt 

3,000tt 

10,000  wk 

9,500  wk 
15,000  wk 18,000 
3,500ft 

2,500tt 

18.000 

3,450tf 
10,000  wk 

27,000 

SPONSORS    AND   AGENCIES 

Best  Foods,  DFS,  Ludgin;  Bird  &  Son, 

H.  Alley  &  Richards;  California 

Packing,  Mc-E;  Campbell,  Bur- 
nett; Gen  Motors  'last  5/22), 

Campbell-Ewald;  Hoover,  Burnett; 

Johnson  &  Johnson,  Y&R;  Lever 

Bros,  JWT;  Nestle,  Mc-E;  Pitts- 
burgh Plate  Class,  Maxon;  SOS. 

Mc-E;  Staley,  R&R;  Swift,  JWT, 

Mc-E;  Toni,  North;  Yardley,  Ayer; 

2  alt  segs  open 

Best  Foods,  DFS;  Gerber,  D'Arcy; Johnson  &  Johnson,  Y&R;  Nestle, 
Mc-E;  5  segs  open  &  5  alt  segs 

open 

Lever  Bros.  BBDO;  9  segs  open 

Amer  Home  Prod,  Bates,  Ceyer;  Bor- 

den, Y&R;  Brown  &  Wm'son,  Seeds; Corn  Prod,  C.  L.  Miller;  Dixie  Cup, 

Hicks  &  Greist;  Mennen,  Mc-E: 
Miles,  Wade;  Minn  Mining,  BBDO, 
P&G,  Compton;  Sandura,  Hicks  & 
Creist:  Stand  Brands.  Bates;  Sun- 
kist.  FCB;  Toni,  North 

P&C,  Burnett 
Amer    Home    Prod,    Bates 

Colgate,    Bates 
Cen  Mills,  Tat-Laird;    Sweets  Co,  Eisen 

Brown   &   Wm'son,   Seeds;    Dixie  Cup, 
Hicks     &      Creist;      Miles,      Wade; 
Stand  Brands,  Bates;  4  segs  &  1   alt 

seg   open Church    &    Dwight,    JWT;    Kraft,    JWT; 
Minn     Mining,     BBDO;     P&G,     DFS; 
Stand    Brands    (5  28    start),    Bates; 

Sweets  Co    (last   5 '21),    Eisen;  Toni. North;  2  segs  open 
Sterling    Drug,    DFS,    Vz    sp°n 

Lever   Bros,   BBDO;  8  segs  open 

Cen   Mills,   DFS;   Nestle,   Mc-E;  Stand 

Brands,    JWT;    Toni,    Tatham-Laird; Wesson.    Fitzgerald 

Kellogg,   Burnett 

Specials  and  Spectaculars 
for   11   May-7  June 

*  Chevy  Show:  V-L 

Billy  Graham:   ML 
Palm  Beach  Golf 

Championship:   Sp-L 
Preakni-":    Sp-L 
•■Producers'  Showcase: 

Dr-Mu-L 
*Sat  Color  Carnival:  Dr-Mu-T. 

See  Ii  Now:  D-F 
This  Is  Defense:  D-L 
•Washington  Square:  V-L 

Wide  Wide  World:  M-L 

$145,000 

once  only 

once  only 

320,000 

250.000 
125.000 once  only 

125.000 

195.000 

Chevrolet,    Camp-Ewald — 5    17,    6  2 
B.    Craham    Evangelistic    Asso.    Walter 

F.    Bennett — 6  1 
Gillette.    Maxon — 6  2 

Cillette,    Maxon— 5  18 
RCA-Whirlpool,     K&E;    John    Hancock 

(last  5  27),   Mc-E— 5  27 

Mc-E- 

K&E; 

Oldsmobile, 
RCA-Whirlpool, 

Brother— 5  11 

Pan  Am,  JWT— 6  2 

Westinghouse,   F&S&R— 5  19 
Helene    Curtis,    Ludgin:    Royal    McBee, 
Y&R— 5  20.    6  4 

Cen    Motors.    Brother    &    Camp-Ewald 
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II  1    T   NIELSEN   PROVES 

Station 

NIELSEN   NCS   NO.   2 

NOVEMBER,    1956 

WKZO-TV 

STATION    B 

No.  of 
TV  Homes 

In  Area 

DAYTIME Weekly 

NCS 
Circ. 

633,120       421,820 

512,980       310,720 

Daily 

NCS 

Circ. 

292,720 

NIGHTTIME 

Weekly  Daily 
NCS  NCS 
Circ. Cir 

464,530   378,080 

203,170   348,140   278.660 

YOU  NEED  WKZO-TV 

TO  STRIKE  THEM  OUT  IN 

KALAMAZOO-GRAND  RAPIDS! 

November,  1956  Nielsen  figures  left  show  thai  WKZO- 

TV  is  the  top  buy  in  one  <>f  America's  top-20  television 
markets.  In  fact,  WKZO-TV  delivers  more  riewersnight- 
ii  ne  DAILY  than  the  second  station  delivers  MONTH- 

LY, day  or  night '. 
WKZO-TV  is  the  Official  Basic  CBS  Television  Outlet 
for    Kalamazoo-Grand    Rapids    and    Greater    Wesl 
Michigan.   It   serves  over  600,000  television  families  in 
29   Western   Michigan  and  Northern    Indiana   count 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO  BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
KOLN-TV  —  LINCOLN.   NEBRASKA 

Associated  with 
WMBD  RADIO  — PEORIA.  ILLINOIS 

100,000  WATTS   •    CHANNEL  3   •    1000    TOWER 

Kalamazoo  -  Grand    Rapids    and    Greater    Western    Michigan 

Avery- Knodel.  Inc..  Exclusive  National  Representatives 

'Don  l.arsni  nf  the  Yankee*  ilitl  it  <<;i  October  ft.  1956, 



5.     SPOT  TELEVISION  BASICS 

The  155  companies  listed  here  include  all  clients  who  spent 

$50,000  or  more  in  term-  of  j^ross  time  for  I.D.'s  during 
1956.  Data  is  supplied  by  TvB  from  material  put  together 

by  N.  C.  Rorabaugh  Co.   Total  spending  on  I.D.'s  last  year 

came  to  nearly  $47  million  or  nearK  12' ,  of  the  $398  mil- 
lion spent  in  spot  tv  during  1956.  All  brands  shown  used 

I.D.'s  but  the  $50,000  cut-off  refers  to  total  spending  by 

the  company.    Material  is  from  TvB's  first  annual  report. 

HERE  ARE   155   FIRMS  WHO  SPENT  $50,000  OR   MORE  ON  I.D.'S  IN   1956 

American  Tobacco  Co. 

Hit  Parade  Cigarettes 

Lucky  Strike 
Cigarettes 

Pall  Mall  Cigarettes 

Anderson,  Clayton  fc  Co. 

Meadolake  Margarine 

Mrs.  Tucker's 
Margarine 

Mrs.  Tucker's Shortening 

Associated  Products, 
Inc. 

5  Day  Deodorant  Pads 

Avoset  Co. 
Avoset  Dairy  Cream 
Qwip  Whipped  Cream 

B 
B.  T.  Babbitt  Co.,  Inc. 

BAB-0  Cleanser 
Cameo  Cleanser 

Glim  Detergent 

Baird's,  Mrs.,  Bakery 
Baird  Bread 

Best  Foods,  Inc. 
Gold  Plate  Foods 

Hellmann's  Mayonnaise 
Nucoa  Margarine 

Rit 

Blatz  Brewing  Co. 
Blatz  Beer 

Triangle  Beer 

Blumenthal  Bros.  Choc. 
Co. 

Candy 

Borden  Co. 

Borden's  Inst.  Coffee 
Dairy  Products 
Ice  Cream 

Brown  &  Haley 

Candy  Bars 

Brown  &  Williamson 
Tobacco  Co. 

Kool 

Raleigh 
Viceroy 

Burgermeister  Brewing 
Corp. 

Burgermeister  Beer 

Burrus  Mills,  Inc. 
Lightcrust  Cake  Mix 
Lightcrust  Flour 

Lightcrust  Shortening 

Burry  Biscuit  Corp. 
12  Treat  Ice  Cream 

Cookies 

Carting  Brewing  Co., 
Inc. 

Carling's  Black  Label 
Beer 

Carling's  Red  Cap  Ale 
Stag  Beer 

Carter  Products,  Inc. 
Arrid  Deodorant 

Nair 

Rise  Shaving  Cream 

Carvel  Co. 
Ice  Cream 

Chrysler  Corp. 
All  Chrysler  Corp., 

Cars 

Chrysler  Cars 
Plymouth  Cars 

Chunky  Chocolate  Corp. 
Chunkies  Candy 

Coast  Federal  Sav  & 
Loan  Assoc. 

Coca-Cola  Co. /Bottlers 
Buck  Beverage 

Coca-Cola 

Colgate-Palmolive  Co. 
Ajax  Cleanser 
Brisk  Dentifrice 

Colgate  Bar  Soap 

Colgate  Dental 
Cream 

Colgate  Lustre  Net 
Halo  Shampoo 

Merry  Detergent 
Palmolive  Shave 

Cream 

Colonial  Baking  Co. 
Bread 

Colonial  Stores,  Inc. 

Food  Stores 

Columbia  Baking  Co. 

Champ  Bread 
Hollywood  Bread 
Southern  Bread 
Southern  Cake 

Commercial  Solvents Corp. 

Norway  Anti-Freeze 
Peak  Anti-Freeze 

Continental  Baking  Co. 
Hostess  Cakes 
Morton  Frozen  Foods 
Profile  Bread 
Staff  Bread 

Continental  Baking  Co. 
Twinkies 

Wonder  Bread 

Cream  of  Wheat  Corp. 
Cream  of  Wheat 

Dairymen's  League  Co-Op 
Dairylea  Dairy 

Products 

Dairylea  Ice  Cream 

Delta  Air  Lines,  Inc. 

Democratic  Party 

Donnelly,  Reuben  H.,  Co 
Yellow  Pages 

Dormin,  Inc. 

Pellex 

Drackett  Co. 
Drano  Cleanser 

Windex  Cleanser 

Duffy  Mott  Co. 

Apple  Products 
Duncan  Coffee  Co. 

Admiration  Coffee  Inst. 

Admiration  Coffee  Reg. 
Admiration  Coffee 

Inst. /Reg. 

Maryland  Club  Coffee 
Inst. 

Maryland  Club  Coffee Inst./Reg. 

Maryland  Club  Coffee 

Reg. 

Du  Pont,  E.  I., 

De  Nemours 

Duco  Paints 
DuPont  Car  Wax 
DuPont  Safety  Wax 
Institutional 
Rosebush  Insecticide 
Zerex  &  Zerone 

Anti-Freeze 

East  Ohio  Gas  Co. 

Appliances 

Fanny  Farmer  Candy 
Shops 

Fleetwood  Coffee  Co. 

Fleetwood  Coffee- Instant 

Fleetwood  Coffee 
Inst.  Reg. 

Fleetwood  Coffee- 
Regular 

Florida  Citrus 
Commission 

Citrus  Products 

Folger,  J.  A.,  I  Co. 

Folgers  Coffee  Inst. 
Folgers  Coffee Inst./Reg. 

Folgers  Coffee  Reg. 

Ford  Motor  Co. 
Ford  Accessories 
Ford  Cars 
Ford  Trucks 

Lincoln  Cars 
Mercury  Cars 

Frito  Co. 

Champion  Foods 
Cheetos 

Chili Fritos 

Tatos 

G.  H.  P.  Cigar 

El  Producto  Cigars 
La  Palina  Cigars 

Gallo  Winery  E.  I  J. 

Burganday  Wine 
Gallo  Wine 
Sherry  Wine 

General  Baking  Co. 
Biscuits 

Bond  Bread 

Grossinger's  Rye  Bread 

General  Electric  Co. 
G.E.  Washing 

Machine 

Hotpoint  TV  Sets 
Telechron  Clocks 

General  Foods  Corp. 

Birdseye  Frozen Foods 

Birdseye  Frozen 
Poultry 

Bliss  Coffee Inst.  Reg. 

Bliss  Coffee  Reg. 

Gaines  Dog  Food 

Good  Seasons 
Salad  Dress. 

Jello  Gelatin 

Dessert 
Jello  Puddings 
Kool  Aid 

Maxwell  House 

Coffee  Inst. 
Maxwell  House  Coffee Inst./Reg. 

Maxwell  House 
Coffee  Reg. 

Post  Toasties 
Post's  Cereals 

Post's  Sugar  Crisp 

Sanka  Coffee  Inst. 

Swansdown  Cake 
Flour 

Swansdown  Cake 
Mix 

Yuban  Coffee Inst.  Reg. 

General  Mills,  Inc. 

Betty  Crocker 
Cake  Mix 

Betty  Crocker Pancake  Mix 

Betty  Crocker 
Waffle  Mix 

Cheerios 

Drifted  Snow  Flour 

Gold  Medal  Flour 

Sperry  Pancake  Mix 

Sperry  Waffle  Mix 
Sperry  Wheathearts Surechamp  Dog  Food 

General  Motors  Corp. 

All  G.M.  Cars 

Buick  Cars 
Chevrolet  Cars 

Chevrolet  Trucks 

Frigidaire 

Appliances Oldsmobile  Cars 
Pontiac  Cars 

Saginaw  Power 

Steering 

Goetz,  M.  K., 
Brewing  Co. 

Country  Club  Beer 

Goetz  Beer 
Golden  Mix,  Inc. 
Pancake  Mix 

Great  A  &  P  Tea  Co. 

A  &  P  Food  Stores 

Grove  Laboratories, Inc. 

Bromo-Quinine 
Cold  Tablets 

Citroid 

4  Way  Cold  Tablets 

H 

Haberle  Congress 
Brewing 

Ale 

Beer 

Hall.  Robert  Clothes 

Hammer  Beverage 

Co. ■Bottlers 

Ginger  Ale 
Soft  Drinks 

Hand,  Peter, 
Brewing  Co. 

Holsum  Baking'Bakeries Bread 

Crackers  &  Cookies 

Hood  Chemical  Co. 

EZ  Bleach 

EZ  Starch 
Hood  Bleach 

Hood  Starch 

33  Bleach 
Zero  Cleanser 



Channel  Z 
tuns  tinjs  around...   *"  At 

the  Utod  of  4fdk  and  Homui 

...  and  nearly  a  million  people 

live  within  that  "B"  ring! 
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5.     SPOT  TV  BASICS    continued 

Hudson  Pulp  &  Paper 
Corp. 

Paper  Napkins 

Illinois  Meat  Co. 
Broadcast 

Canned  Meats 

Imperial  Sugar  Co. 
Brown  Sugar 
Cane  Sugar 

International  Salt  Co. 

Sterling  Salt 

Ireland's  Chili  Co. 
Barbecue  Sauce 
Chili 
Pit  Bar  BQ 
Sauces 

J.  F.  G.  Coffee  Co 
JFG  Coffee  Inst. 

JFG  Coffee  Inst    Reg 
JFG  Coffee  Reg 

Jenney  Mfg.  Co. 
Gas  &  Oil 

Jewell.  J.  0.,  Inc. 

Jesse  Jewell's Frozen  Chicken 

Jewel  Tea  Co.,  Inc. 
Jewel  Foods 

K 

Kellogg  Company 
Special  K  Cereal 
Various  Kellogg 

Cereals 

Koester's  Bakery Bread 

Kroger  Co. 
Food  Stores 

Krueger,  G.,  Brewing  Co. 
Krueger  Ale 
Krueger  Beer 

Kuner-Empson  Co. 
Canned  Foods 

Lanvin  Parfums,  Inc. 
Lanvin  Perfumes 

Leeming,  Thomas,  &  Co., 
Inc. 

Ben-Gay 

Leslie  Salt  Co. 
Salt 

Lever  Brothers  Co. 

Dove  Toilet  Soap 
Imperial  Margarine 
Surf  Detergent 
Wisk 

Liggett  &  Myers 
Tobacco  Co. 

Chesterfield 
L&M 

Lone  Star  Brewing  Co. 
Lone  Star  Beer 

Lorillard,  P.,  &  Co. 

Kent  Cigarettes 
i el  Cigars 

Gold  Cigarettes 

'.ager  Brewing  Co. 
ky  Lager  Beer 

Ludens,  Inc. 

Cough  Drops 
Fifth  Ave.  Candy  Bars 

M 
M.  J.  B.  Co. 
MJB  Coffee  Instant 

MJB  Coffee  Inst.  Reg 
MJB  Coffee  Regular 
MJB  Rice 
MJB  Tea  Reg. 
Tree  Tea  Reg. 

Marathon  Corp. 

Northern  Napkins 
Northern  Tissues 

Northern  Towels 

Paper  Products 
Waxtex 

Martin  Oil  Co. 
Martin  Oil 

Max  Factor  &  Co. 
Max  Factor 

Cosmetics 

Meads  Baking  Co. 
Dottie  Lee  Bread 
Meads  Bread 

Michigan  Auto  Club 

Miles  Laboratories,  Inc. 
Alka-Seltzer 
Bactine 

One-A-Day  Brand 
Vitamins 

Tabcin 

Miller  Brewing  Co. 

Miller  High  Life  Beer 

Morris,  Philip,  &  Co. 
Marlboro 

Parliament 

Philip  Morris 

Spud 

N 
National  Biscuit  Co. 

Dromedary  Foods 
Home  Town  Bread 
Millbrook  Bread 
Nabisco  Cookies  & 

Crackers 
Nabisco  Shredded 

Wheat 

NBC  Bread 

Pal  Dog  Foods 

National  Brewing  Co. 
National  Bohemian 

Beer 
National  Premium  Beer 

National  Dairy  Products 
Kraft  Cheese 
Kraft  Cottage 

Cheese 

Kraft  Mayonnaise 
Kraft  Orange  Juice 
Kraft  Parkay 

Margarine 
Kraft-Various 

Products 

Sealtest  Dairy 
Products 

Sealtest  Ice  Cream 

Nehi  Corp/Bottlers 

Nehi 
Par-T-Pak 

Royal  Crown  Cola 

Nestle  Co.,  Inc. 
Decaf  Instant  Coffee 
Nescafe  Instant 

Coffee 

Nestle's  Chocolate Bars 

Nestle's  Cookie  Mix 
Nestle's  Instant 

Coffee 

Ohio  Provision  Co. 
Meat  Products 

Orkin  Exterminating  Co. 

Pest  Control 

Ortlieb,  Henry  F.,  Co. 
Ortlieb  Beer 

Pabst  Brewing  Co. 

Eastside  Beer 
Pabst  Beer 

Peoples  Gas,  Light  & 
Coke  Co. 

Utilities 

Pepper,  Dr.,  Co. /Bottlers 
Nu  Grape  Soft  Drinks 
Dr.  Pepper  Soft  Drinks 

Pepsi  Cola  Co. /Bottlers 

Pepsi-Cola 
Petri  Wine  Co. 

Italian  Swiss  Colony 
Wine 

Petri  Wine 

Pfeiffer  Food  Prod.  Inc. 
Salad  Dressing 

Plough,  Inc. 
Mexsana  Heat  Powder 
Mexsana  Skin  Cream 

St.  Joseph  Aspirin 

Prescott,  J.  L.,  Co. 
Dazzle  Bleach 
Dazzle  Starch 

Procter  &  Gamble  Co. 
Biz  Liquid 

Detergent 

Big  Top  Peanut 
Butter 

Cheer 
Comet 

Crest 

Dash Duz 

Gleem 

Ivory  Flakes 
Jif  Peanut  Butter 

Joy 

Lava  Soap 

Lilt  Home 

Permanent 

Oxydol Prell  Shampoo 

Spic  &  Span 
Velvet  Blend 

Shampoo 

R 
Radio  Corp.  of  America 
RCA  Appliances 
RCA  Radio  &  TV  Sets 

Reader's  Digest  Assoc. 
Reader's  Digest 

Magazine 
Republican  Party 

Revlon,  Inc. 
Cosmetics 

Lipstick 
Nail  Polish 

Satin-Set  Pin  Curl Spray 

Silicare  Baby  Lotion 
Silken  Net  Hair  Spray 

Reynolds,  R.  J.,  Tobacco 
Co. 

Camel 

Reynolds, 
Cavalier 
Salem 
Winston 

Rheas  Bakery 

Baked  Goods 

Ritchie,  Harold  F.,  Inc. 

Brylcreem 
Eno  Effervescent 

Roto-Rooter  Corp. 
Plumbing  Tool 

S.  S.  S.  Co. 
Neurabalm 

S.  S.  S.  Tonic 

Safeway  Stores,  Inc. 

Captains  Choice  Frozen Fish 

Cragmont  Beverages 
Dairy  Products 
Food  Stores 
Guthrie  Cookies 

Jane  Arden  Cookies 
Lucerne  Milk 

Poultry 

Royal  Satin  Shortening 
Skylark  Bread 

Salada  Tea  Co.,  Inc. 
Salada  Tea 

Sardeau,  Inc. 

Sardo  Bath  Oil 

Schaefer,  F  &  M, 
Brew.  Co. 

Schaefer  Beer 

Schlitz,  Jos.  E.,  Brewing 

Co. Schlitz  Beer 

Schonbrunn,  S.  A.,  & 

Co.,  Inc.. Savarin  Coffee  Reg. 

Scripto,  Inc. 

Scripto  Pencils 
Scripto  Pens 

Sealy  Mattress  Co./Dlrs. 
Sealy  Mattresses 

Seeman  Brothers,  Inc. 
Airwick 

White  Rose  Coffee 
Reg. 

White  Rose  Tea  Reg. 

Serta  Assoc, 

Inc.  /Dealers 
Mattresses 

Seven-Up  Co. /Bottlers 
Seven-Up 

Smith  Brothers,  Inc. 
Cough  Drops 

Speedway  Petroleum 
Corp. 

Speedway  79  Gas 
Standard  Brewing  Co. 

Erin  Brew  Beer 

Standard  Ale 
Standard  Beer 

State  Line  Potato  Chip  Co. 
Potato  Chips 

Statler  Tissue  Corp. 
Statler  Paper 
Statler  Tissues 
Towels 

Sterling  Drug,  Inc. 

Dr  Caldwell's 
Laxative 

Energine 

Sterling  Drug,  Inc.  (continued) 
Fizrin MoNe  Shaving  Soap 

Phillips  Milk 

of  Magnesia 

Z  B  T  Baby  Powder 

Studebaker-Packard 
Corp. 

Packard  Cars 

Studebaker  Cars 

Superior  Provision  Co. Meats 

Sweets  Co.  of America,  Inc. 

Tootsie  Rolls 

Tea  Council  of  U.S.A. 

Tea  Promotion 

Terry  Foods  Co. 
Terry  Frozen  Foods 

Tetley  Tea  Co.,  Inc. 
Tetley  Tea  Regular 

Time,  Inc. 

Life  Magazine 

u 
U.  S.  Tobacco  Co. 

Encore 

United  Vintners,  Inc. 
Italian  Swiss  Colony Wine 

Margo  Wine 
Petri  Wines 

V 
Vick  Chemical  Co. Inhalers 

Sof-Skin  Hand  Cream 
Vicks  Cough  Drops 
Vicks  Cough  Syrup 

Vicks  Vaporub 

Vicks  Vatronol 

w 
Ward  Baking  Co. 
Aunt  Hannah  Bread 

Tip  Top  Bread 
Tip  Top  Cakes Ward's  Bread 

West  End  Brewing  Co. 

Utica  Club  Ale 
Utica  Club  Beer 

Whitman,  Stephen  F., 

&  Son 
Whitman's  Candy 

Wilkins  Rogers  Milling  Co. 

Washington  Flour 

Williamson-Dickie  Mfg. 

Co. 

Dickie  Work  Clothes 
Mens'  Sport  Clothing 

Wise  Potato  Chip  Co. 
Potato  Chips 

Wrigley,  William  Jr.,  Co. 
Doublemint  Gum 

Spearmint  Gum 

Zippy  Products,  Inc. 

Zippy  Liquid  Starch 
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SPONSOR  ASKS 

What  are  the  ingredients  of     an  effective  I.D.™ 

Gene   Callivan,   copy    supervisor,  Foote, 
Cone  &  Belding,  Chicago 

An  I.D.  has  one  of  the  toughest  rows 

to  hoe  in  advertising.  It  is  sandwiched 

in  between  shows.  Usually,  in  between 
commercials.  It  has  a  restive,  if  not  a 

retreating,  audience  to  capture.  \\  ith 

eight-seconds  of  video  time,  six-sec- 
onds of  audio  to  do  it.  1 10  video, 

eight-audio,  if  you  share  the  screen 

with  station  call  letter-.  ' 

Yet,  manv   of  the   most   memorable 

1  ̂ tnm^^^ 

n 

Mi* 
"remembei 

only  one 

idea" 

commercials  on  tv  today  are  I.D.'s. 
Right  now,  you  can  think  of  five  in 
five  seconds  time.  And  remember  their 

selling  messages  as  well! 

What  makes  them  stick?  High  fre- 

quency? Of  course.  But  the  main  rea- 
son an  effective  I.D.  registers  its  selling 

idea  is,  I  think,  that  it  asks  you  to  re- 
member onlv  one  idea. 

In  every  effective  I.D.,  too,  there  is 

a  surprise.  This  may  be  a  visual  trick, 
a  sound  effect,  an  unusual  voice,  or  a 

snatch  of  a  tune.  Something  that  gives 

it  a  personality  different  from  the  com- 
mercials surrounding  it.  Something  to 

linger  with  the  viewer — and  add  to  the 

I.D.'s  impact  the  next  time  he  sees  it. 
In  good  I.D.s  this  surprise  element  is 
not  merely  an  added  effect;  it  is  an 

aspect  of  the  one  idea  being  promoted. 
In  a  recently  completed  I.D.  for 

Kool-Aid,  we  singled  out  as  our  one 

idea,  the  Kool-Aid  selling  line  "a  ~><s 
package  makes  2  quarts."  We  said  it 
in  words,  we  said  it  with  a  super — and 
we  said  it  with  the  illustration  on  the 

screen  for  the  dominant  part  of  the 

time — a  frosted,  two-quart  pitcher 
filled  with  Kool-Aid.  The  surprise? 
The  pitcher  (already  quite  well  known 
in   tv  circles   for   its   ability   to   speak 

and  sing)  does  a  little  rock  and  roll 
dance,  accompanied  voice  over  by 
children  singing  a  new  and  catchy 

jingle  which  will  have  a  wide  airing 
on  tv  this  summer. 

Judson    H.    Irish,    senior   vice   president 
and  copy  chief,   Ogiliy,   Benson   &  Mather, 

New  York 

Herb  Gunter  of  Ted  Bates  has  said, 

"Spot  tv  makes  the  toughest  require- 

ments on  the  copy  writer."  He  is  dead 
right — and  the  shorter  the  tv  spot,  the 

tougher  the  assignment  becomes. 
And  the  shortest  of  all  is  the  I.D. 

Eight  seconds  of  video.  Six  seconds  of 

audio.  The  smallest,  crudest  assign- 
ment a  writer  can  tackle. 

The  problem  is  easier,  however,  if 
certain  basic  facts  are  kept  in  mind. 

1.  Don't  try  to  do  too  much.  If 
you  can  get  the  product  name  across 

plus  one  sales  point,  you've  done  a  hell 
of  a  good  job. 

2.  Make  the  video  work  hard — even 

"'  Make  the 

video  work 

hard" 

harder  than  in  a  one-minute  commer- 
cial. You  must  capture  a  viewer  at 

the  most  difficult  possible  time — be- 
tween shows.  You  must  hold  the  view- 

er through  your  eight  seconds.  You 
must  penetrate  with  your  product 

name  plus  one  sales  point. 

3.  Don't  talk  too  much.  It  is  possi- 
ble to  say  16  words  in  six  seconds — 

but  it  is  not  advisable.  Treat  your  au- 
dio as  a  picture  caption.  Presumably 

you  have  created  a  striking  visual 
treatment  of  your  selling  story.  Just 

explain  it  in  your  audio — in  the  fewest 
and  best  chosen  possible  words.  Keep 

vour  sentences  short,  simple,  primer- 
like.     Tie  them  in  with  vour  video  so 

tightly  that  audio  and  video  become  a 
single  unit. 

4.  Make  every  possible  use  of  fa- 
miliar visual  symbols  of  your  product. 

Commander  Whitehead  works  well  in 

Schweppes  I.D.'s.  First  he  attracts  at- 
tention. Second,  his  image  transmits 

to  the  viewer's  mind  "Schweppes, 
Schweppes,  Schweppes  .  .  .  Quality, 

Quality,  Quality."  Willie  the  Penguin 
says  Kool.    And  so  on. 

5.  Don't  expect  too  much.  An  I.D. 
is  a  rifle  bullet — not  a  hydrogen  bomb. 
You  can  hit  only  one  idea,  but  right 
between  the  eyes. 

6.  Don't  be  subtle. 
You  can  follow  all  these  rules  and 

fail  miserably.  Your  I.D.  will  only  be 

as  good  as  the  selling  idea  you  have 
chosen  to  demonstrate. 

Frank    Dennis,    C.    J.    LaRoche,    Inc., A  eu  )  ork 

There  are  no  rules!  When  "rules" 
start  to  dictate  the  design  and  con- 

struction of  a  tv  commercial,  be  it  an 

I.D.  or  a  full-length  job,  that's  when 
mediocrity  sets  in.  sameness  sets  in, 

and  viewers  apathy  and  disinterest start. 

Specifically,  an  I.D.  is  a  challenge 

to  ingenuity  to  make  it  different,  com- 

pelling, attention-commanding,  —  in 
other  words,  make  it  effective.  An  I.D. 

has  to  register  the  product  name  and 
chief  attribute  in  an  indelible  manner 

in  an  instant.  These  are  not  rules.  Thev 

"good  rules: 

enough  time 

and  money" 

are  objectives.  And  they  are  not  easv 
to  achieve.  In  fact,  creating  an  effective 

I.D.  is  probably  the  most  difficult  job 

for  a  creative  department.  And  what 
makes  it  so  difficult  is  the  usual  lack  of 
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production  monej  and  time.  Because 

ii  a  a  \i-i\  -li< > 1 1  spot,  the  ordei  comes 

through  ".  .  .  and  do  it  cheap.  It's  onl) 
.in  lit'  So  an  I.I ).  i-  diliv ered  and 

"ii  looks  cheap"  .  .  .  devoid  ol  sparkle. 
II  Mm  must  have  "rules,"  li< >w 

in  answer  the  question  posed,  how 

aboul  "enough  money"  and  "enough 

time."    In    fact,    they're    prettj    g   I 
"rules"  for  all  commercials. 

Wm.    Philip    Smith,    v.p.   m 
radio   &   If.   (  Inirlrs    II.   Il.nl    <  ■■  .    \,„     ),,,/. 

I  In-  mosl  important  thing  to  considei 
before  producing  an  effective  I.D.  is 
in  determine  hoM  well  known  mum 

product  is  in  the  public  eye.    If  it  is  a 
new    <mc.   you   will   have  l<>  condense  a 

number  of  selling  points  into  1<>  sec- 
onds a  mighty  difficult  thing  to  do. 

Better  here  t"  be  realistic  and  face  the 

client    wilh    "onl)    one   Belling    point    at 

a  time     please." 
If  your  product  i>  well  known,  you 

have  no  Buch  problem  as  above.  You 
just  need  a  good  idea  and  you  have  to 
present  it  correctly.  You  ha\e  a  choice 
ol  a  lull  screen  I.I),  or  a  shared  screen 

"IJ).'s  (ire 

reminder 

advertising" 

I.D.  We  at  our  agency  prefer  the  full 
screen.  It  gives  undivided  attention  to 

the  product  and  in  the  long  run  prov€s 
Ii  BS  COStly  to  the  client.  Call  letters  in- 

serted on  shared  screen  I.D.'s  can  be 
might)  costlj   in  50  to  60  cities. 

In  preparing  the  actual  I.D.,  we 

start  with  the  story  board  and  talk 

over  our  problems  with  the  actual  pro- 
ducer. 

\\  e  like  musical  elTects — hut  not 

just  for  the  sake  of  having  them.  In 

most  cases,  in  keeping  with  our  prin- 

ciples of  planned  advertising,  we  tr\ 
to  tie  in  with  newspaper,  magazine  and 

radio  advertising.  At  best  I.D.'s  are 
reminder  advertising.  We  feel  that  on 

television  the  story  should  he  told  in  a 

one-minute  or  20-second  spot  and  re- 
minder in  10  seconds. 

Above  all — and  this  goes  hand-in- 

hand  with  the  basic  idea — is  product 
identification.  A  clear,  true  picture  of 
the  product  must  be  shown  at  least 

once  during  the  I.D.  If  it  can  be  sus- 

tained throughout — much  better.      ̂  

NEWS  COVERAGE 

Helps  MAKE 

K-NUZ  No.1 
Radio  Station  in  Houston 

Big    Mike    X99 

Big    Mike    No.    1 
r*T 

Big    Mike    No.    2 

Big    Mike    No.    3 

plus 
Houston's  Largest  News  Staff 

(6  FULL-TIME  NEWSMEN) 

MAKE  K-NUZ  1st  in  NEWS 

No.    7    in    Hooper,   Pulse,    Nielsen 
and   Cumulative   Pulse 

HOUSTON'S    24    HOUR    MUSIC    AND    NEWS 
National  Reps.:  Forjoe  &  Co. — 
New    York    •    Chicago    •    Los    Angeles    • 

San    Francisco    •    Philadelphia    •    Seattle 

Southern   Reps.: 

CLARKE   BROWN   CO.— 
Dallas    •     New    Orleans    •    Atlanta 

IN  HOUSTON,  CALL  DAVE  MORRIS,  jAckson  3-2S81 
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A  city  is  vibrant.  A  city  grows.  But  the  heart  of  a  city  never  changes.  At  WCAU,  we're 
proud  of  our  Philadelphia  tradition  and  this  month,  our  35th  Anniversary,  we  are  honoring 

all  the  yesterdays  that  have  served  us  so  well.  Some  of  us  can  still  see  the  long  parade  of 

personalities  associated  with  WCAU.  Al  Jolson  sang  his  first  song  on  radio  over  WCAU, 
Fred  Allen  made  his  first  radio  appearance  with  us.  Paul  Douglas,  Ezra  Stone,  Boake  Carter, 

Henry  Morgan,  Wilbur  Evans,  all  began  bright  careers  at  WCAU. 

Yes,  we  have  grown  since  we  were  issued  our  first  broadcast  license  in  1922.  And  our 

50,000  watts  aren't  the  real  measure  of  growth.  It's  the  long  list  of  public  service  awards — 
the  confidence  of  advertisers  that  helped  make  1956  the  greatest  in  our  history.  But,  most 

of  all,  it's  the  acceptance  we  enjoy  in  the  2  million  homes  in  47  counties  to  which  each  day 
we  bring  news,  information  and  entertainment. 

WCAU 
Philadelphia 

riixIJli  \3   The  Philadelphia  Bulletin  Radio  Station. 

Represented  nationally  by  CBS  Spot  Sales. 

By  far  Philadelphia's  most  popular  station.  Ask  Pulse.  Ask  Philadelphians. 

60 
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I.l\  listing  "i  '  hat 

advertising  and  broadcast  fields 

NEW  AND  R 

NEW   ON    RADIO   NETWORKS 

SPONSOR 

California   Packing,  SF 

Columbia    Pictures.    NY 

Columbia    Pictures,    NY 

Columbia    Pictures.    NY 
Evinrude    Motors.    Milwaukee 
Ex-Lax.    Brooklyn 

Ex-Lax.    Brooklyn 

Ex-Lax,    Brooklyn 

Ex-Lax.    Brooklyn 
Ccneral   Mills.   Minneapolis 

Cillcttc.  Boston 
Cillcttc.  Boston 
Cillcttc.  Boston 
Kendall   Co.    Chi 

Lanvin  Parfums,  NY 
Pontiac    Div — CM,    Pontiac,    Mich 

AGENCY 

Mc-E.    SF 

Donahue  &  Coc.  NY 

Donahue  &  Coe.  NY 

Donahue  &  Coe.  NY 
Cramcr-Krasselt.    Milwaukee 
Warwick   &    Lcgler.    NY 

Warwick    &    Lcglcr,    NY 

Warwick   &    Lcgler,    NY 

Warwick   &    Lcglcr.   NY 
DFS.    NY 

Maxon.  Detroit 
Maxon.  Detroit 
Maxon,  Detroit 
Leo    Burnett.    Chi 

North.    NY 

MacManus.   J  &  A.   Bloom- 
field   Hills.   Mich 

Princeton    Knitting    Mills,    NY  Ehrlich,    Neuwirth    &    Sobo, 

NY   BBDO.    NY Reader's    Digest.    Plcasantvillc.    NY 

STATIONS 

NBC   188 

NBC   155 

NBC   173 

NBC  158 
NBC  158 

NBC   170 

NBC   173 

NBC   176 

NBC  158 
NBC   158 

CBS  204 
CBS  202 
CBS  202 
CBS  201 

CBS   20 

NBC   188 

NBC  158 

CBS   201 

PROGRAM,    time,    start,    durotion 

News    on    the    Hour,    M-F    7    jm    II     pm      \    spon;    20    Miy; 
26  wks 

Bandstand;    M-F    1030-11    pm.    II   05    12    n      one    mm    parties. 
24   |unc;    3   wks 

People    Arc    Funny;    W    8:05-830    pm .    one  mm    parties,    24 
|un.      3   wks 

Monitor;   one   mm    parties;   24    |u 

Monitor:    5   onc-min    parties   per   wkend     21    lu*- 
Crcat    Cildcrslccvc;    Tu    8  05-8:30    pm      I    partir 

Apr;   34  wks 
People    Arc    Funny;    W    8  05-8  30    pm ;     1     pjrtic     .     •     .. 

Apr;   34   wks 
One    Man's  Family;    M    F   7  45   8   pm      I    pan       Mr  wt      JO  Apr; 

34   wks 
Monitor,    1    partic   per   wk ;   30  Apr,    34   wks 
Monitor;    5    onc-min    &    5    thirty   sec    parties    each    w» 

both   Fibber   McCec  O   Bob   0   Ray   segs     1    June     52    « • 
Kentucky   Derby;   Sa   5  15-5  45   pm     4   May  only 
Prcakncss:  Sa  5:30-6  pm:   18  May  only 
Belmont;   Sa  4  30-5   pm.    15   June  only 
Arthur    Godfrey      10  45-11     am.     28    June.     30    Aug    only      Th 

10:30-10:45  am;  4  |uly;   10  wks 
Stock    Market    News;    M   F    6   10-1    15    pm .    15    Apr;    9   wks 

News  on   the  Hour;  M-F   7  am-11    pm     '4   spon;  29  Apr     3  wks 
Monitor;   parties  in  10   Bob  &   Ray   segs  each  wkend;  20  July: 

7   wks 
Arthur   Codfrey;   W  10:15-10  30  am;   24   Apr;   26  wks 

BROADCAST   INDUSTRY    EXECUTIVES 

NAME  FORMER   AFFILIATION 

Perry   B.    Bascom  Westinghousc  Broadcasting.  NY.  eastern  sis  mgr 
Ccorge    Bowe  WTIC,    Hartford,    production   mgr 
Kent    Burkh.irt  .  KXOL.   Fort  Worth,   program  dir 
Robert  C.    Burris  K|BS.   SF.   sis  exec 

Neil  Cline    WHAS.   WHAS-TV,    Louisville,   stns  mgr 
|im    Coryell  WINZ.  Miami 
Chalmers  Dale    CBS   Tv,    NY,    super   broadcast    film    operations — film    si dept 

Ccorge  H.    Crccn  WATV.   WAAT.    Newark,    program    mgr 
Ceorge    Hobkirk  KIBS.   Bishop,  Cal.  acting  stn   mgr 
Warren   D.   Johnson  Ccneral   Outdoor   Advtng,   Chi,   sis  engineer 
Lester    Locb  WMCM.    NY 
Robert   Macdougall  WATV,   WAAT.    Newark,   educational   dir 

Helen    Nugent  WKRC,  Cin.    "Helen   Nugent  Show' Ed  Paul  WERE,    Cleve.    merch 

Robert  O.    Paxson  KTVH.    Wichita-Hutchinson,    local    &    regional    sis    mgr 
Ceorge   Rice  WABC-TV.    NY,    program    dir 
Yale  Roe  WBKB,   Chi,    merch    mgr 
Dean   Shaffner  ABC   Radio   Net.   NY.   vp  chg  sis  devel  &  research 
E    Charles  Straus  CBS  Tv.   Hy.  asst  to  dir  business  affairs 

NEW    AFFILIATION 

Same,  nat  radio  sis  mgr 
WTIC-TV.    Hartford,   production   mgr 
WQAM,    Miami,   program   dir 
KSAN.   SF,  gen   mgr 
Henry    I     Christ al     Chi.   office   mgr 

WQAM.   Miami,   sis 

Same,  asst   mgr — film   services  dept 
Same,   dir   publicity     promotion   &   advtng 
K-ACE,   Riverside,   Cal.  program   dir 
WNDU-TV.    South    Bend-Elkhart.   acct  exec 
ABC   Film  Syn.   NY.  acct  exec 

Same,  public  relations 
Same,  also  WKRC-TV.   dir  community  relations 
Same,   also   nat   sis   mgr 
KETV.    Omaha,    sis   mgr 

KCO-TV.    SF.    program    dir 
KCO-TV.    SF     nat    spot   sis   mgr 
NBC  Tv   Net   Sales,    NY    dir  sis  ping 

Same,  dir  talent  6  casting 

ADVERTISING   AGENCY    PERSONNEL  CHANGES 

NAME 

John    R.    Burrill 
John   D.   Carew.   Jr. 
Robert   E.   Field 
Henry    C.    Fownes 
Harold    D.    Frazee 
Ben   Ccdalccia 
Edward  P.  Heath 
Robert   W.    Hocbec 
L.  C.   Hopper 
H.    K.    Jones 

Ralph  H.  Major,  |r. 
Basil  W.  Matthews 
James  W.    McFarland 

FORMER    AFFILIATION 

Charles  R.   Schwab 
Sherman  Slade 
William   N.   Troy 
Dik  W.  Twcdt 

Fairmont    Foods.    Omaha     
Time,   Inc  .   NY 

MacManus.   John  &   Adams.   NY.   vp  chg  office 
Bryan  Houston.   NY.  acct  super 
BBDO.   NY,  member  plans  board 
Monsanto  Chemical,  product  mgr 
Conti    Advtng,    Ridgewood.    N|,    acct   exec   &    research   dir 
Carpenter  Advtng.  Cleve.  vp 
Brooke.  Smith,  French  &  Dorrance.   Detroit    vp  &  dir 

mktng   &    research 
B8DO.    NY.    dir   public    relations    

_Ogilvy,   Benson  &   Mather.   NY.  acct  exec 
Crowell-Collier.    NY    

Dun  &   Bradstreet.   NY.  mkt  ping    
Dan    B.    Miner.    LA.   acct   super 
McGraw-Hill  News  Bureau,  Cleve.  asst  dir 
Kenyon  &   Eckhardt    Chi.   research  dir 

NEW    AFFILIATION 

William   Schallcr     W   Hartford     client   service   staff 
Zimmcr.    Keller  &  Calvert,    Detroit,   research  dir 
.MacManus.   |ohn  &  Adams.   NY.  asst  acct  exec 
Same,   admin  committee 
Same,   also   vp 
Same     also   vp  chg   research 
Ted   Bates.    NY.   acct  exec 
|     M     Hickcrson.    NY.   acct   exec 
Dn   &   Eaton.  Cleve.  acct  super  for  advtng 

Criswold-Eshlcman.   Cleve.   dir   mktng   &    research 
Same,   vp  chg  public   relations 
Ruthrauff  &  Ryan,   NY.  vp  &  acct  super 

Kctchum.    MacLeod    &    Crovc.    Pitts,    project    mgr-^ktng    £• research  dept 

Kctchum.    MacLeod    &    Crovc.    Pitts,    mkt    research    analyst 
Mayers  Div — C&W.   LA     exec   vp 
Dn   &   Eaton.   Cleve.   acct   super   for   publicity 
Leo  Burnett.  Chi.  acct  exec 
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SERVETH 

North   Central  Wisconsin 

on 

WSAU-TV 

A 

TEMPTING 

DISH  FOR 

ADVERTISERS 

COMPRISED 

OF  THE 

BEST  INGREDIENTS   

Here  is  the  recipe:* 
Mix  171,000  HOMES 
with  $567,064,000 
RETAIL  SALES. 

Add  $207,408,000 
in  GROSS  FARM  IN- 
COME. 

SERVES:  540,420  pop. 

YOU  CAN   BUY  ALL  THESE 

INGREDIENTS  AT  YOUR 

LOCAL  MEEKER  CO.  OR 

HARRY  HYETT  STORE. 

DO  IT  TODAY!! 

►SOURCE:   1956  SRDS  ESTIMATES 
of    Consumer   Markets. 

WAUSAU,  WIS. 
OWNED   ANO   OPERATED    BY 

WISCONSIN  VALLEY  TELVISION  CORP 

(.2 

profile 

Philip  McHugh:  Detroit-to-N. Y.  commuter 

I'liil  M(  1 1 nuh  won't  go  so  far  as  to  say  that  he's  a  Detroit-New 

York  commuter,  but  let's  put  it  this  way:  If  you  happen  to  call 

Campbrll-Kuald  in  New  York,  chances  are  that  the  agency's  tv-radio 
head  has  either  just  come  in  from  Detroit  or  is  just  racing  back. 

The  commuting  that  McHugh,  as  a  good  Detroiter,  does  between 

his  office  and  the  Birmingham,  Mich.,  home  where  he  lives  with  his 

wife  and  daughter,  is  alone  sufficient  to  make  any  man  blase  about 
traveling. 

Commenting  on  Detroit  as  an  active  advertising  center,  McHugh 

finds  that  the  occasional  inconvenience  of  a  spread-out  city  is  more 

than  compensated  for  by  staff  stability.  "Our  creative  people  seem 

to  stay  with  us  longer.' 

As  for  long-distance  network  negotiations?    "No  problem  at  all,"' 

Give  the  show  a  chance,  you  might  tell  a  dog  in  13  weeks,  but  seldom  a  success 

says  McHugh.    "On  the  contrary:  It  cuts  down  discussions." 

Among  the  agency's  major  tv-radio  accounts  are  Chevrolet,  GM's 
Delco  Products  Division,  the  United  Motors  Service  Division, 

GMAC,  Goebel  Brewing,  to  mention  a  few.  Over  the  past  three 

years,  tv  and  radio  have  accounted  for  an  increasing  percentage  of 

the  agency's  total  billing.  Out  of  total  1956  agency  billings,  about 
28%  was  in  air  media. 

New  buys  for  Chevrolet  for  next  fall  include  the  hour-long  Sunday 

night  Chevy  Shotv  with  Dinah  Shore  and  Pat  Boone  Thursdays 

9:00-9:30  p.m.,  ABC  TV. 

Extremely  cost-conscious,  McHugh  negotiated  a  unique  contract 

for  the  '57-'58  Chevy  Show. 

"We  don't  believe  you  should  pay  a  set  package  price  for  a  show."' 
he  told  SPONSOR.  "Each  program's  cost  should  depend  on  each 

week's  production.  A  package  price  very  often  is  based  on  an  in- 
flated average.    Naturallv  there  has  to  be  a  maximum  budget,  but 
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TWO  TOP  CBS 
TWO  BIG 

radio  stations 

Southwest  Markets! 

ottt  tow  coSr 
Cot**1*1*011  ««•  Packa9e, 

When  you're  making  out  that  sched- 
ule for  the  Southwest  this  sales- 

winning  pair  of  CBS  stations  is  a 
"must".  TWO  top  stations  ...  in 
TWO  big  markets  ...  at  ONE  low 
combination  rate.  For  availabilities 
and  rates,  write,  wire  or  phone  our 
representatives. 

THE   KENYON    BROWN    STATIONS 
Now     u  ndtr     on  a     ownarthip     and     m  a  n  a  ga  ma  nt 

National   Representatives    JOHN    BLAIR    &    CO. 
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You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nations  smartest 
tiliie-buvers  w  ho  select  WGN 

for  results!  1957  promises 

exciting  new  programming  to 

make  WGN's  policy  of  high 
quality  at  low  cost  even  more 
attractive  to  you. 

3rd  TV  MARKET 
in 

PENNSYLVANIA 
.  .  .  and  only  WJAC-TV  really 
covers  this  rich  Southwestern 

Pennsylvania  area.  .  .  . 

•  Over  a  million  TV  homes! 

•  41-county  coverage  with 
20  key  counties  showing 
80  to  100%  coverage! 

•  Proved  audience  prefer- 
ence^— WJAC-TV  leads  in 

7:00-11:00  P.M.  periods 

105  to  7  over  Station  "B" .  .  .  has  24  out  of  the  25 

top  night-time  shows. 

Ger  full  details  from  your  KATZ  man! 
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Agency    Profile    continued 

other  than   that,  each   show  -  costs  should   be  determined   individ- 
ual!) . 

"Winn  we  set  up  the  ('.hay  Show  for  next  \ ear,  we  insisted  on 
a  particular  executive  producer  because  we  felt  that  his  inter- 
esl  in  costs  was  an  asset  to  us.  I  be  client  needs  someone  as  well 

as  the  agenc)   holding  the  cosl  line  where  network  tv  is  concerned." 

\l<  Hugh  feels  that  tv  costs  are  the  one  "big  caution  to  watch  in 

an  otherwise  fabulousl)  advantageous  medium.""  Alreadv  costs  have 
forced  a  pattern  of  split  sponsorship,  which  McHugh  deplores. 

"Except  for  certain  specific  package  goods,  you  need  the  continu- 

il\   of  a  whole  show   for  good  client  identification.""  sa\s  McHugh. 

"We  feel  that  a  variet)  show  tends  to  give  better  basic  sponsoi 
identification  and  certainly  better  opportunity  for  commercial  inte- 

gration. You  get  an  association  between  the  client  and  the  person- 

ality    In  the  case  of  Chevy,  that's  Dinah  Shore,  of  course." 
McHugh  has  an  intriguing  theor\  on  the  relationship  between 

high-cost  talent  and  tv  homes  reached.  He  says,  "We  look  at  tv  a 
little  as  il  we  were  bankers.  We  feel  vou  have  to  get  value  for  your 

investment." Networks  are  anxious  to  drop  bad  shows 

"For  instance.""  he  points  out,  "by  spending  another  $100.(M)0  and 
adding  another  big  name  star  to  a  varietv  show,  v  ou  might  add 

extra  homes  to  your  audience.  That  addition  may  even  catapult  you 

into  the  top  10.  but  the  extra  S100.000  on  a  cost-per-home  basis 

ma)  not  be  a  sound  advertising  investment.  This  is  a  case  in  point 

where  ratings  tell  only  part  of  the  story." 
In  interpreting  ratings.  McHugh  warns,  a  client  must  give  a  show 

an  even  break.  "You  might  tell  a  dog  in  13  weeks  but  seldom  a 

success."  Furthermore,  a  dramatic  show  takes  longer  to  prove  itself 
than  a  variety  format,  he  feels. 

"I'm  not  sure  shorter  contracts  are  the  answer,  although  we've 
had  that  tv  pe  of  arrangement  with  independent  packagers.  We  could 

decide  to  cancel  after  six  or  eight  weeks  and  be  off  the  air  bv  the 

20th  week.  Where  a  network  contract  is  concerned.  I  have  found 

that  the  network  usuallv  is  as  anxious  as  the  client  to  get  rid  of  a 

bad  show." McHugh  bad  ample  chance  to  delve  into  network  operation  as  a 

CBS  director  years  back.  He  actually  got  into  radio  in  1936  while 

studying  at  Notre  Dame.  At  that  time  he  did  writing,  directing  and 

announcing  for  several  hours  of  programing  each  week  from  the 

campus  studios  of  WSBT,  the  CBS  outlet  in  South  Bend. 

After  leaving  Notre  Dame  in  1938.  he  became  an  apprentice  at 

CBS,  and  continued  an  adult  education  course  in  radio  at  NYU. 

Research  and  new  program  ideas  were  his  babv  when  he  became  a 
CBS  staff  director. 

"There's  a  difference  in  responsibility  between  directing  network 

shows  and  being  radio-tv  head  of  an  agency,"  McHugh  told  SPONSOR. 

"Your  perspective  towards  clients  is  different  and.  of  course,  you've 
got  a  different  relationship  with  the  other  creative  members  of  the 

production  unit.  I  feel  that  having  been  on  the  network  side  of  di- 

recting. I  ma)  be  somewhat  more  aware  of  production  problems  and 

cosl  factors  than  if  I'd  grown  up  in  agencies  throughout  these 

years." 

"This  coming  year  at  Campbeil-Ewald,  we're  looking  forward  to 

our  most  active  network  tv  season."'  he  told  SPONSOR.  As  fall  ap- 
proaches, his  chances  of  ever  getting  his  traveling  kit  unpacked  are 

verv  slim.  ^ 
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Without  M«lng   I  Ik-  dial   list<-n<iM  know 
when  they  arc   tuned   to  WSII   Itadio. 

Tin    indi  id  so  md  ha    been  a<  hi* 

at  no  loss  to  tin        in: •.  and  statun 

radio.  It  ba  pl<  •    ■       mnd    l  h«-  audiem  «• 
like-  n.  Elating  r<  fled  it. 

An  Atlanta  ad  agent  .  exe<  utive — 

"I  think  thf  different,  disi h  mnd  "i 
WSB  Radio  i-  prool  oi  n  -    uperioi 

A  Gadsden,  Ala.,  radio 

"The brightest  sound  in  town  you    aj    I 
the  brightest  sound  anywhere.  I  know  bet 
my  tuner  brings  in  a  lot  oi  jtatii 

A  competitive  Atlanta  radio  station 
executive-    "Let'-  lace  it.  The  besl 

sounding  radio  station  in  Atlanta  i~  WSB." 

Advertisers,  who  feel  that  there  i-  | 
much  "sameness"  in  currenl  radio. 
have  found  that  the  sound  oi  WSB  is  'he 
soundest  buy  in  Georgia. 

H     /.     /.,,.-  o    in../     WSB-T\  I  "anfa 

Journtil   (in./   ' 

Atlanta's  WSB  radio 
\>  SOUNDS  different 

from  any  other 

Georgia  station 
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National  and  regional  spot  buys 

in  a  oil,   now  or  recently  completed 

SPOT  BUYS 

TV   BUYS 

General  Foods  Corp.,  Maxwell  House  Div.,  Hoboken,  New  Jerse\ .  is 

going  into  selective  markets  in  Washington,  Oregon  and  California 

for  its  Yuban  coffee.  Six-week  campaign  will  run  into  June;  10-sec- 

ond  commercials  will  be  placed  during  nighttime  segments,  targeted 

for  a  mixed  audience.  Vverage  number  of  announcements  per  week 

in  each  market  will  be  10-15.  Film  commercials  will  promote  the 

theme  "deep.  dark,  delicious  ̂   uban  coffee."  Buying  is  completed. 
Buyer:  Bob  Myers.    Agent \  :  Benton  &  Bowles,  New  York. 

Florida  Citrus  Comm.,  Lakeland.  Fla.,  is  buying  in  many  Eastern 

markets.  Campaign  will  begin  in  late  May  and  run  for  a  month. 

Minute  announcements  will  be  scheduled  during  daytime  hours  to 

reach  women.  Average  number  of  announcements  per  week  in 

each  market  will  be  10.  Commercials  will  be  on  film.  Buying  is 

not  completed.  Buyer:  Jack  Giebel.  Agency:  Benton  &  Bowles,  New 
York. 

E.  J.  Callo  Winery,  Modesto,  Cal.,  is  entering  35  to  40  markets 

throughout  the  country  to  advertise  its  wines.  Campaign  will  begin 

in  late  May  for  13  weeks;  in  some  markets  it  runs  for  52  weeks. 

Half-hour  films  will  be  slotted  during  nighttime  hours.  They  in- 
clude: //  /  Had  a  Million,  Martin  Kane  and  Silent  Service.  Tv  com- 

mercial will  be  on  film,  radio  will  be  live.  Buying  is  not  completed. 

Buyer:  Jan  Stearns.  Agency:  Doyle  Dane  Bernbach  Inc.,  New  York. 

RADIO    BUYS 

United  Fruit  Co.,  New  York,  is  entering  50  markets  to  advertise  its 

bananas.  Minutes  and  breaks  will  be  scheduled  for  daytime  during 

the  short-term  campaign.  Average  number  of  announcements  per 

week  in  each  market  will  be  50.  E.t.'s  and  live  announcements  will 
be  slanted  to  women.  Buying  is  completed.  Buyers:  Ted  Wallower 

and  Millie  Padova.    Agency:  BBDO,  New  York. 

Stop-Save  Trading  Stamp  Corp.,  Hackensack,  is  purchasing  an 
nouncements  in  many  markets  to  push  its  Triple  S  Blue  Stamps 

Campaign  will  start  in  early  June  for  13  weeks.  Minute  announce 

ments  will  be  placed  from  morning  to  late  afternoon;  average  num 

ber  of  announcements  per  week  in  each  market  will  be  20-25.  E.t 

commercials  feature  man-on-the-street  theme.  Buying  is  not  com 

pleted.  Buyer:  Jim  Williamson.  Agency:  Hilton  &  Riggio,  New  York 

Sinclair  Refining  Co.,  New  York,  plans  to  expand  in  radio  markets 

throughout  the  country.  The  compam  is  negotiating  for  saturation 

plans  in  approximately  450  cities  on  900  radio  stations  on  a  52- 

week  ba-'  i  age  number  of  announcements  per  week  will  range 
l  10  in  lesser  markets  to  200  in  major  cities.  Starting  date  is 

1  June.    Brief  5-second  live  announcements  promoting  safe  driving 

06 

Be  sure  to  shoot 
IN  COLOR . . . 

You'll  be  glad  you  dit  k 



rust ■  M9*    your 

Aunt  Abby. . .  too  far 

"ler  opinions  are  interesting— of  course. 
\nd  she's  sure  to  let  you  know  — par- 
icularly  when  they  concern  television. 

iut  neither  she  nor  all  your  other  rela- 

ives  should  have  too  great  a  voice  in 

evaluating  a  show.  That's  a  job  for 
jre-testing  with  impartial  audiences. 

How?— By  having  the  show  on  film.  Then 

you  can  test  all  you  want— from  here  to 
Timbuktu — economically,  efficiently. 

And  on  film,  when  you  want  to  make 

changes— you  just  splice  'em  in !  That's 
why  a  good  show  is  a  better  show  on 
EASTMAN  FILM. 

For  complete  information  write  to:  Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY,  Rochester  4,  N.Y. 

East  Coast  Division  Midwsi  Division  West  Coast  Division 

342  Madison  Ave.  1 30  East  Randolph  Drive  6706  Santa  Monica  Blvd. 

,.  New  York  1 7,  N.Y.  Chicago  1 ,  III.  Hollywood  38,  Calif. 

IOT  W.  J.  GERMAN,  Inc.,  Agents  for  the  sale  and  distribution  of  Eastman -Professional 
Motion  Picture  Him,  Fort  Lee,  N.J.;  Chicago,  III.;  Hollywood,  Calif. 



Spot  buys    continued. 

there's something 

special 

dudM 
ouj  'saAi;B;uasajday  H'H 

Aq  paiuasajcley 
aailUDA  —  jvninw  —  jgy 

s»ea\  000'S  —  sap^oonH  Olf'l 
^riDipauuoQ  'pjoj^JBfj 

it's  a 

TELE-BROADCASTERS 
station 

TELE-BROADCASTERS,  Inc. 
41    East  42nd   Street 

New  York  17,  N.  Y. 

MUrray  Hill  Y-8436 

H.  Scott  Killgore,  President 

Owners  and  Operators  of 

WPOW,  New  York,  New  York 

KALI,  Pasadena,  Los  Angeles,  Calif. 

KUDL,  Kansas  City,  Missouri 

WPOP,  Hartford,  Conn. 

WKXV,  Knoxville,  Tennessee 

68 

will  be  played  during  earl}  morning  and  late  afternoon  hours.  Bu\- 
ing  i>  half  completed.  Buyers:  Kay  Shanahan  and  Alice  Middleton. 

Agenc)  :  Morey,  liumm  &  Warwick.  Inc..  \rw  York- 

General  Foods  Corp.,  \\  bite  Plain-.  \.  ̂   ..  will  enter  40  markets  to 

sell  its  Certrol  and  Sure-Jell  products,  aids  in  making  jelly.  Cam- 

paign begins  3  June  and  runs  for  six  weeks.  Minute  live  announce- 
ments will  he  scheduled  during  daytime  hours  Monday  through 

Friday  to  reach  women.  Average  number  of  announcements  per 

week  in  each  market  will  be  10-15.  Buying  has  just  started.  Bu\er: 

Kay  Brown.   Agency:  Young  &  Ruhicam.  New  York. 

Shu  I  ton,  Inc.,  New  York,  is  going  into  22  markets  to  promote  its 

Bronz-Tan  sun  tan  lotion.  Four  week  campaign  begins  24  May. 

Minute  announcements  will  be  scheduled  on  weekends  during  late 

afternoon  hours  to  reach  a  mixed  audience.  Number  of  announce- 

ments per  week  will  range  from  10-12  in  minor  markets  to  26-47  in 

major  ones.  Commercials  will  be  e.t.'s  and  live.  To  advertise  the 
Old  Spice  line  for  men,  minutes  will  be  slotted  for  two  weeks  in 

October  and  two  weeks  in  December.  Buying  has  been  completed. 

Bu\er:  Joe  Knap.    Agency:  The  Wesley  Associates,  New  York. 

RADIO  AND  TV  BUYS 

Browndow,  Mt.  Vernon,  N.  Y.,  is  going  into  major  Eastern  radio 

and  tv  markets  to  advertise  its  Breath-O-Pine.  Purchases  for  the 

13-week  campaign  will  be  staggered.  Minute  live  announcements 

will  be  scheduled  during  nighttime  hours  in  tv,  daytime  and  night- 
time hours  in  radio.  Frequency  will  vary  from  market  to  market. 

Buying  is  not  completed.  Buyer:  Bobby  Reid.  Agency:  Abbott 

Kimball  Co.,  Inc.,  New  York. 

Hercules  Powder  Co.,  Wilmington,  Del.,  is  buying  announcements 
for  its  insecticide  in  about  18  radio  markets  and  the  same  number 

of  tv  markets  (the  radio  and  tv  markets  are  different).  Frequency 

for  the  13-week  campaign  is  limited.  In  tv,  live  announcements  will 

be  scheduled  during  daytime  hours  in  and  around  farm  and  news 

shows;  in  radio,  around  farm  shows.  Buying  is  not  completed. 

Bluer:  Bernie  Rasmussen.  Agency:  Fuller  &  Smith  &  Ross.  New  "l  ork. 

The  Diamond  Match  Co.,  New  York,  is  entering  radio  and  tv  mar- 
kets from  New  England  to  Virginia  to  promote  its  Charcoal  Briquets, 

a  product  for  home  barbecue.  Schedule  begins  weekend  of  22  May 

for  six  successive  weekends.  Plan  is  to  push  the  product  heavily- 

Memorial  Day  and  4  July.  In  tv,  minutes  and  20's  will  be  slotted 
during  late  evening  hours  to  reach  an  adult  audience.  Average 

number  of  announcements  per  week  in  each  market  will  be  five.  In 

radio,  live  announcements  will  be  broadcast  in  major  markets  7-9 

a.m.  and  4-6  p.m.  Frequency  per  week  in  each  market  will  be  42. 
Tv  commercials  will  be  filmed,  radio  commercials  live.  Buying  is 

completed.  Buyer:  A.  H.  Griffith.  Agency:  Doremus  &  Co.,  New  York. 
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Nowadays,  everyone   calls   this  "bleeding   whites 
n 

Time  was  when  this  phenome- 

non went  by  a  variety  of  names- 

all  describing  an  overloading  con- 
dition in  which  white  areas  appear 

to  How  irregularlj  into  black  areas. 

Today,  everyone  in  the  transmis- 

sion end  of  TV  ealls  it  "bleeding 
whites."  \nd  the  same  common 
language  covers  the  scores  of  other 

signal  patterns  that  appear  on 

oscilloscopes. 

It's  a  brand-new  language,  coin- 
piled  in  a  Bell  System  book  called 

"Television  Signal  Analysis."  Net- 
work technicians  and  Bell  System 

men  teamed  up  to  write  it.  I  heir 

purpose:  to  give  precise  definitions 
to  a  uniform  sel  ol  terms.  I  hat 

way,  when  describing  picture  qual- 

ity, they'd  all  be  talking  about  the same  thing. 

This  co-operative  effort  pays  off 
dozens  of  times  a  day.  It  gives  the 

TV  industry  one  more  assurance 

that  the  signals  carried  over  Bell 

System  lines  will  be  of  high  quality. 

BELL  TELEPHONE    SYSTEM       _/2\ 

i  ooklet, I '  ■  -Mil  Corns 

ram,  American 
phone  8    relegrapl    Compai 
P.irk  Vven  V>>rk. 

Providing  intercity  channels  tor  network  television  ami  radio  throughout  the  nation 
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You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest time-buyers  who  select  WGN 
for  results!  1957  promises 
exciting  new  programming  to 

make  WGN's  policy  of  high 
quality  at  low  cost  even  more 
attractive  to  you. 

PRODUCTS  FOR  YOUR 

^g£/  TV  AND  ART  DEPT. 
"STORYBOARD"  PAD 

The  pad  that  has  big  5x7 

video  panels  that  enable 

you  to  make  man-sized  TV 
visuals.  Perforated  video 

and  audio  segments  on  gray 

background. 

No.  72C— Pad  Size  14x17"  2.50 
(50  Sheets — 4  Segments  on  Sheet) 

No.  72  E— Pocket  Size  6%  x  SVi" 
(50  Sheets — 1  Segment  on  Sheet) 

Tomkins  TELEPAD 

Most  popular  TV  visual  pad 

with  2'/2x4"  video  and 
audio  panels  on  gray  back- 

ground. Each  panel  perfo- 
rated 

No.  72A— 19x24" 
(50  Sheets — 12  panels  on  Sheet) 

No.  72B— Pocket  Size  8x18" 
{75  Sheets — 4  panels  on   Sheet) 

3.50 

2.00 

VIDEO  PAPER 
Sensational  new  paper  for 

TV  artists.  Makes  an  ordin- 

ary pencil  line  vivid  and 
colors     just    popl     Write     for 
sample. 

FREE  SAMPLES 

FOR  THE  ASKING! 

Write     on      your      letterhead     for 

200  -page     catalog     of    art     sup- 

plies.      "An       Encyclopedia       of 

Artists   Materials" 

ARTHUR  BROWN  &  BR0. 
2  West  46th  St.,  New  York  36, 

4S     SZf' 

News  and  Idea 

WRAP-UP 

ADVERTISERS 

Philip  Morris  has  joined  the  ranks 
of  advertisers  that  have  adopted 

to  the  marketing  organizational 

concept  and  has  appointed  George 
Weissman  to  the  newly  ereated 

post  of  director  of  marketing. 

Weissman  will  l>e  responsible  for 

directing  and  coordinating  sales,  ad- 
vertising, market  research,  packaging 

and  public  relations. 
Ross  R.  Millhiser,  formerly  Marl- 

boro brand  manager,  will  be  assistant 
director  of  marketing. 

Westinghousc  also  this  week  in- 
stalled a  vice  president  in  charge 

of  marketing. 

The  new  post  goes  to  James  H. 

Jewell. 

The  dropping  of  co-op  advertising 
has  forced  car  dealers  at  the  local  level 

to  up  their  own  budgets — as  witness 
the  Dodge  dealers  in  San  Francisco. 

Campaign  for  the  San  Francisco  area 

has  been  expanded  with  a  total  bud- 

get of  $21,000  authorized— and  $19,- 
500  of  this  has  been  earmarked  for 

radio.  Funds  will  be  used  to  sponsor 
a  15-minute  show  of  Lawrence  \\  elk 

recordings  plus  expanding  present  spot 

expenditures.  .  .  .  American  Dairy 
Association  returns  to  network  radio 

iNBO  starting  3  June.  Initial  empha- 

sis will  be  on  the  "June  is  Dairv 
Month  campaign.  Fall  air  media 
plans  for  the  Association  include  one 

third  sponsorship  on  alternate  weeks 
'il   NBC   l\  s  Perry  Como  Show. 

New  products:  \\  isk,  Lever  Hi"-, 

liquid  laundry  detergent,  will  get  ex- 

tensive tv  backing.  Armour  is  intro- 
ducing two  new  cheeses  in  its  Miss 

\\  isconsin  line,  freshly  shredded  ched- 
dar  and  cheddar  cheese  cubes. 

Lloyd  A.  Grobe  has  been  appointed 
advertising  manager  for  Oldsmobile 
i  division  of  General  Motors).  Grobe 
succeeds  L.  F.  Carlson  who  retired 
last  week. 

AGENCIES 

These  world  wide  figures  on  tv 

coverage  were  offered  by  James 
von  Brunn  of  McCann-Erickson 

International  tv  production  de- 
partment in  his  talk  before  the 

International  Advertising  Associ- 
ation this  week: 

West  Europe:  135  tv  stations:  8,- 
368.100  receivers:  39 '/<  increase  in 
receivers  over  January  1956. 

Latin  America:  54  stations:  1.190,- 

000  receivers:  92 ' '<_   increase. 
\  Please  turn  to  page  74  I 

ENTIRE  STAFF  OF  WCAU  (radio),  Philadelphia,  poses  fur  35th-anniversarj  family  portrait 
during  week-long  celebrations  (5-11  May).  Donald  W.  Thornburgh,  president  and  gen- 

eral manager  of  the   WCAI     stations,   is  standing  fifth   from   the   right   in   the   front   row 
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LISTENERS 

CBS  RADIO! 



There's  onlj  one  set  of  nationwide 
awards  in  broadcasting    in  which 

the  sole  judges  are  the  people— the 

nation's  audiences  themselves. 

This    bench"  ha8  JUSI   handed  down 
its   1956-57  derisions.  And  the\ 

form  one  of  the  clearest  expressions 

of  public  approval  ever  registered 

for  program  performance  l>.\  a 
radio  net  u  ork. 

For  CBS  Radio:  18  awards  given  to 

II  programs  and  slurs.  More  than 

for  any  other  broadcaster,  radio 

or  television.  More,  in  fact,  than  for 

all  other  radio  networks  combined. 

And  America's  leading  advertisers 
concur.  CBS  Radio  at t racts 

more  of  the  nation's  .'>()  biggest 
advertisers  than  any  other  radio 

network. 

It  follows.  The  programs  people 

seek  out  and  enjoy  most  are  here. 

So  it's  the  logical  place  for 

advertisers  to  he— to  reach  radio's 
largest  and  most  responsive 

audiences.  tv  radio  xirroi 
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HERE  ARE  THE 
WINNERS 

.  I  mos  '  n'  A  iuly  Music  If 'ill 
CBS  Radio  Workshop 

A  rthur  Godfrey  Time 
Gunsmoke 

Robert  Q.  Lewis  Show 

Art  Linklt  tt<  r's  Hon sf  Parti/ 
Mitch  Miller  Show 

Romance  of  H<  />  n  Tn  nt 
Strike  It  Rich 

with  Warren  Hull 
Lowell  Thomas 

Young  Dr.  Malone 

<  J 

V 
j.  .\  .\  .:  *.  .\  .\  .\  .:  .\  .\  .\  j,  .\  .\  j. 

...AND 
ADVERTISERS 

CONCUR 



UPSTREAM 

Selling  products  is  an  upstream 

battle  in  today's  competitive 
market.  It  takes  power  to  make 

headway  ...  to  channel  adver- 
tising skillfully  over  shoals  and 

into  homes  of  receptive  prospects. 

WSAZ-TV  can  do  this  for  you 
in  the  rich  Ohio  River  market. 

Blanketing  69  important  coun- 
ties with  half  a  million  TV 

homes,  its  power  is  measurable 
both  in  ERP  and  in  viewer  ac- 

ceptance, persuasive  selling 

No  other  medium  approaches 

WSAZ-TV's  broad  popularity. 
Nielsen  shows  (for  example)  a 

nighttime,  weekday  superiority 

of  100,580  homes  for  WSAZ- 
TV  over  the  next-best  station. 

This  kind  of  penetration  and 

preference  gets  advertising  re- 
sults .  .  .  and  can  propel  you  to 

new  sales  levels  in  America's  in- 
dustrial heart.  Any  Katz  office 

can  help  you  harness  WSAZ- 
TV  to  get  you  upstream  faster. 

HUMTINGTOM-CHARLESTQiN.  W.  VA. 

w~m~Q-  srarawou; 
Affiliated  with  Radio  Stations 

WSAZ.  Huntington  &  WKAZ,  Charleston 

LAWRENCE  H.  ROGERS,  PRESIDENT 

Represented  by  The  Katz  Agency 

Near  East,  South  Asia.  Africa:  5 

stations;  5,800  receivers. 
Soviet  orbit:  48  stations;  1.477,800 

receivers:   3995    increase. 

I  .  S.:  498  stations,  39,000,000  re- 

ceiver-. 
Canada:  35  stations:  3,000,000  re- 

ceivers; 509?    increase  over  July  1952. 

World  total  is  750  stations,  53,529.- 
300  receivers. 

Here's  a  list  of  the  outstanding 
commercials  as  picked  by  the 

AAAA  committees  on  improve- 
ment of  advertising  content  and 

on  television  and  radio  adminis- 

tration: 

Ted  Bates:  Colgate  "Tunnel  of  Love". 
BBDO:  Lucky  Strike  series,  Schaefer 
series. 

B&B:  Parliament  "Restaurant  Coun- 

ter," Ivory  Snow  "Gossip,"  Prell 
"Lorgnette,"  Tide  "Me  Too,"  Zest 
"Underwater,"  Maxwell  House  "Couple 

Bouquet"  and  "For  that  good  coffee 

flavor." 
Burnett:  Marlboro  "Filter,  flavor,  flip 

top  box,"  Tea  Council  "Take  tea  and „ee. 

Calkins  &  Holden:  Prudential 

"Home  is  the  Center"  and  "Lion  & 

Mouse." 
Campbell  Ewald:  Chevrolet  "Champs 
of  the  Alcan  Run,"  "Salute  to  the  '57 

GM  Cars,"  "Close  Inspection."  and 
"Rebus";  National  Bank  of  Detroit 

"Monev  Machine." 
Campbell-Mithun:  Snowy  Bleach 
"Music  Box." 

Compton:  Crisco  "Grandpa's  Story,' 

Ivory  Soap  "World  on  a  String."  Blue 
Dot     Duz     "Dancers,"    Royal     Crown 

"Mardi    Gras,"    Socony    "April"    and 
"Cartoon  Faces. ' 

D'arcy:  Budweiser  "Pettigrew  Series." 

DCSS :   Ipana  "My  Daddy"  and  "Sales- 

man.' 

Estv:  Evereadv  series. 

LAKE  CHARLES 

the 
OK  Negro  Radio  Buy 

KAOKH1 

YOU  SELL 

Louisville 

When 

You  Use 

Jack   Bendt 

For  eight  years,  Jack  Bendt  has  been 

the  radio  guest  of  ten's  of  thousand's of  Kentuckiana  homes  7  to  9  each 

morning  and  from  I  I  to  2:30  during  the 

noontime  hours,  Monday  through  Sat- 

urday. In  a  friendly,  yet  forceful, 

pleasant  yet  persuasive  manner,  he  has 

become  the  TOP  AIR-SALESMAN  in 

the  Area.  We  suggest  you  check  his 

ratings,  and  compare  his  results  and 

you  will  find  you  need  Jack  Bendt  to 

"TELL  and  SELL"  the  rich  Kentuckiana 

Market. 

Represented   by 
lohn  Blair  &  Co. 

WKLO 
LOUISVILLE  •%" 
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FCBi  Kleenex  napkins  "Mr  Manners," 
Kleenex  "Little  Lulu  and  Orchestra 
Leadei .  Meadow  < lold  "'  heese 

Moon,  Papei  Mate  "Joe  I  .  Brown 
series,  Rheingold  "Mr.  Magoo,"  Pep- 
sodenl  "You'll  wondei  where  the  Yel- 

low Went." 
Fuller  «X  Smith  A  H«»-~:  Ucoa 

"  Ucoa  Label,"  "  Aluminum  Furniture" 
.mil  "( iare-free  I  i\  ing. 
Hixson  X  Jorgensen:  Richfield 

"  I  In .111.1-  \l  itchell  at  ̂ .i-  station." 

K&E:  RCA  Victoi  "Red  Glove,"  "Im- 
pac  Case,"  and  "Floating  Portables"; 

Pepsi-Cola  "Poll)  Bergen  .11  Rural  Sta- 
tion"; Mercurj  "1957  Floating  Ride"; 

I  ord  "Safetj ." 
Kchhiiiii.  MacLeod  «!C  Grove:  I  asl 

Ohio  Gas  "Burner  with  ;i  Brain." 
Lang,  Fischer  &   Stashower:    Car- 

ling  Black  Label  Beer  "New   Inquiring 
Photographer." 
McC-E:  Westinghouse  "Sand  Test," 
i  hesterfield  "Carnival,"  Bulova  "Sculp- 

tor," Standard  Oil  Y  J.  "Sampler," 
Gem  Blades  "Hypnosis,"  Nabisco 
"Chocolate  Cl>i|i"  and  "I. .una  Doone," 
Chrysler  "Push  Button,"  Coca-I  ol  i 
"Talking  Figures"  and  "Sailing." 
Dan  B.  Miner:  Blue  Seal  Bread  se- 

ries, Santa  Fe  \\  inc. 

[VLB:  Johnson  Pride  "Dinner  Date," 
Ken-L  Ration  "Vet,"  Johnson  Stride 

"Animated  Splash."  Campbell  V-8 
"(da—.'  Johnson  Glo-Coal  "Schlutz 
Parade,"  Ken-L  Biskil  "Bear  Rub." 

JWT:  Skol  "Sunbathing,"  Scotl  Tis- 
sue "Woman,  child  in  field,"  Cut-Rite 

"Versatility,"  Scotkins  "Church  Sup- 
per," Shell  "Chuck  &  Charlie,"  Krafl 

"Velveeta  Recipe,"  Eastman  Kodak 
"Brownie  movie  camera,"  Ford 

"Standing  on  the  Corner,"  "Knitting," 
"Bonneville"  and  "Prescription." 

Hf! 
+? 
l*»s 
"7X/ip3^ 

A    ̂sass 

TS 

Movie   Station    oj    Denver! 
FEATURE  LENGTH  MOVIES 

EACH  WEEK 

FIRST  TV  STATION  to  telecast  NEWS  on  the  HOUR 

....  EVLRY  HOUR!  Contact  Bio.r  TV  Associates  or 

Hugh    Ben  Larue,  general   manager,    KTVR. 

^   

KTVR    Channel 
550   Lincoln   St. Denver,   Colo. 

(S/OIV  EVEN  MORE  THAN  EVER   

HOOPER  RADIO  AUDIENCE  INDEX 
STOCKTON,  CALIF.  OCTOBER  -  DECEMBER    1956 

MONDAY  THRU  FRIDAY 

7:00   A.M. -12:00  NOON 

RAJ  [( SETS 

in  ■:.:■■: 

c 1 KSTN 

*' 

M 
l>+.0 

lW.2 
8.1 

42.1 
11.6 

5.W 

. 
10,163 

MONDAY  THRU  FRIDAY 

12:00   NOON-6:00  P.M. 

RADIO 

3ZT3 
IN   USE 

c ^ KSTN A M OTHER 
AM  A   FM 

riz 

SIZE 

lo.3y 

n3.3 

6.h 

34.6 

7.0 

11.2 
21.8 

12,1'   ■ 

Fall  1956  Hooperatings  again 

shows  4-year  KSTN  dominance 

of  *Stockton  Radio  Audience. 

*America's  92nd   Market 

"He  just  heard  over  KRIZ   Phoenix 
that  his  house  is  on  fire." 

Represented  by  Hollingbery 
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Y&R:  Piel's  Beer  "Berl  &  Harry,"  In- 
stant Sanka  "Hands  Commercial,"  Lin- 

coln-Mercurj  'Wordless  Commercial," 
Jell-0  Instanl  "Lemon  and  Banana" 

and  "Bus)  Day,"  Jell-0  "Chinese  15a- 
|.\ ."  Roberl  r>in  n-  "Seacoast." 

Another  agency  merger:  the  Chi- 
cago offices  of  Cunningham  & 

Walsh  and  Beaumont  &  Bohman 

have  joined  under  the  Cunning- 
ham &  Walsh  banner. 

Henr\    Holiman.  presidenl   of  P»eau- 

monl  &  Eiohman,  will  join  C&W  in  an 
advisor)  capacity. 

SndT    assignments    at    Compton's 
Hollywood  office,  now  that  national 

programing  originating  in  Hollywood 
and  local  radio-tv  have  been  consoli- 

dated under  \l\in  Kabaker,  work  out 

this  way:  Joe  Agnello  will  he  super- 
visor of  local  tv  production,  Robert 

Howell  and  Marjorie  Bane  continue  as 

production  supervisors,  and  Shirle) 
\\  illsori  will  he  business  manager  for 
the  tv  group. 

WHLI 
'THE  VOICE  OF  LONG  ISLAND' 

DELIVERS 
A  Major  Independent  Market 

NASSAU  COUNTY 

POPULATION  1,163,100 

BUYING   INCOME 
Total  $2,928,340,000 

Per  Family  $                  8,503 

RETAIL  SALES  $1,534,786,000 
Food    Store  $     403,423,000 

Auto  Store  $     252,922,000 

Fum.  House  etc.  $       81,857,000 

Apparel  $     113,070,000 

Cas  Stations  $       86,967,000 

Lumber,   Bldg., 

Hdware  $     113,879,000 

10th      among  U.S.  Counties 

8th 

among 

U.S. Counties 

5th " 
U.S. Counties 

11th 
rr 

U.S. Counties 

9th 

rr 

U.S. Counties 

11th 

rr 

U.S. 
Counties 

14th rr 
U.S. Counties 

13th 
rr 

U.S. 
Counties 

10th 

rr 

U.S. 
Counties 

5th  "        U.S.  Counties 

(Sales  Management.  May  1957) 

One  Station   WHLI — has  a  larger  daytime  audience  in 

the  MAJOR  LONG  ISLAND  MARKET  than  any  other  station!    PuiseSurvey) 

SOON  WHLI  WILL  INCREASE  ITS  POWER  TO  10,000  WATTS 

Big  Bonus  Coverage 
i  Nassau,  parts  of  Queens,  Suffolk  &  Brooklyn) 

Population  3,063,135 

Net    Income  $6,730,794,000 

Retail    Sales  $3,365,152,000 

WHLI 
HEMPSTEAD 

LONG  ISLAND,  N.  Y. 

AM    1100 

F  M   98.3 iheomof 

Paul  Codofsky,  Pres.  &  Cen.  Mgr. 

Joseph  A.  Lenn,  Exec.  VP  Sales 

Represented   by  Cill-Perna 

( Creative  Merchandising  has  been 
formed  1>\  two  former  members  of 

rlutchins  Advertising — H.  Pierson 
Mapes  and  Gene  Schiess.  The  firm 

will  specialize  in  tv  packaging,  produc- 
tion, consultant  work  for  ad  agencies. 

closed-circuit  broadcasting,  industrial 
trade  shows  and  radio-tv  commercials 

production.  Client  list  includes  Philco, 

Birge  Wallpaper  and  Crosby  Brands. 

First  tv  production,  It's  A  Hit,  will debut  on  CBS  TV  1  June. 

New  agency  appointments:  BBDO. 
Toronto,  for  Pal  Blades  advertising 

in  Canada.  .  .  .  PageAoel-Brown  for 
DuMont  tv  receivers.  Camphell-Ewald 
resigned  the  DuMont  Labs  account  last 

week.  .  .  .  Noble  Advertising,  Mex- 

ico City,  for  Western  Airlines  new  Los 
Angeles  to  Mexico  City  route.  Noble 

is  an  associate  agency  of  BBDO.  which 

was  recent!)  appointed  to  handle  West- 

ern's domestic  advertising.  .  .  .  DFS 
has  again  been  appointed  to  represent 
the  U.  S.  Army  Recruiting  Service,  the 

Army  Reserve  and  the  ROTC  affairs 

for  the  period  covering  1  Julv  1957  to 
30  June  1958.  .  .  .  Publicidad  Badi- 

llo,  New  York  office,  to  handle  all  ad- 
vertising for  the  Spanish  market  in  the 

New  York  area  for  Wm.  Wriglev.  Jr. 

Co.  .  .  .  BBDO  for  the  American  Pe- 
troleum Institute  to  supervise  special 

tv  presentations  for  the  1959  celebra- 
tion of  the  100th  anniversary  of  the 

oil  industry  in  America.  .  .  .  Charles 

Anthony  Gross  Advertising  for 

WINZ.  Miami:  WEAT-AM&TV,  Palm 
Beach. 

.  .  .  Grant  Advertising  for  the  toilet- 
ries and  cosmetics  division  of  Park  & 

Tilford. 

NETWORKS 

Mars,  which  has  been  out  of  network 

t\  for  a  year,  will  return  to  ABC  TV 

next  fall  as  alternate  sponsor  of  Circus 
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Il(i\  i  Thursdaj  -  7 :30-8  p.m.  > .  I  he 
cand)  companj  will  also  pick  up  an 

alternate  week  quarter-houi  segment  of 
l/(<  key    House  Club. 

Mars    was     |'ic\  iousl)     •  •  1 1     Mil  kej 
Mouse   Club    in    the    1955-56   Beason. 

S<  e     "( land}      Indusl  i  j      Roundup," 
sponsor  1 6  &  2'i  Februai  j .  for  con  fe< 
lions1  use  "I  aii   media,  i 

I  all  t\  programing  notes:  Schick 

bas  joined  Scotl  Paper  as  the  alternate 

- 1 > < > 1 1 - < •  t  i>n  NBC  TV's  Gisele  MacKen* 

Shou  starting  -<">  September.  .  .  . 
Tfmex  Watches  will  pick  uj>  the  tab 

for  six  one-hour  specials  featuring  Bob 
Hope  on  NBC  I  \  nexl  season.  Dates 
and  tin ic^  have  ii"l  been  set.  I>ul  as  the 

network  has  a  new  policj  of  nol  inter- 
rupting the  schedule  < •  t  weekly   shows 

more     than     twice     each     season,     the 

~l i < > w -  will  be  seen  on  diflferenl  days 
of   the    week    ami    at    different    hours. 

.  .  .  American  4  Ilii«*I«-  has  renewed 

Jim  Bowie,  \I5C  TV,  Friday  8-8:30 

p.m.  .  .  Sylvania  has  bought  \l>(! 

rV's  The  Real  McCoys  Thursdaj  8:30- 
9  p.m.  .  .  .  Revlon  has  signed  for  the 

//  (///<•/  U  incheU  Show  which  will  take 

the  Thursdaj  10-10:30  spot  on  ABC 
l\.  .  .  .  The  Big  Record  which  will 

replace  Godfrey  Time,  Wednesday 

nights  8-9  on  CBS  TV  come  fall  has 

picked  up  two  sponsors,  Kellogg  and 
Pillsbury.  .  .  .  Wild  root  has  joined 

Johnson  &  Johnson  in  renewing  l\<>l>in 

Hood  on  CBS  T\  Mondays  7:30-8  p.m. 
.  .  .  Purex  has  signed  for  a  full  hour 

on  alternate  weeks  ol  CBS  TVs  I'cin 

Mason  Shou-  and  the  new  program 
will  be  mined  into  the  Saturday  7:30- 

8:30  p.m.  slot.  .  .  .  Greyhound  has 
renewed  the  Steve  \llen  Show  and  will 

ride  through  the  1 ').">7-.~>i!  season  for  a 
half  hour  on  alternate  weeks.  This  fdls 

out  the    iUen  sponsor  quota. 

TV    STATIONS 

\\  LBR-TV,  Lebanon,  Pa.,  resumed 
telecasting  last  week  as  member 
of  the  Triangle  Stations  family. 

New  general  manage]  ol  the  station 

i-  I  rank  B.  "Bud  Palmei .  foi  met 
eral  managei  al  WSEE,  I  rie.  Leonard 

Savage  lake*  ovei  as  operations  man- 
agei .  Sa^  age  comes  I  rom  \\  I  BR 

Lebanon. 

\\  I  I'd! -  IA  will  operate  ii om  3  p.m. 
toll  p.m.  weekdaj  -  and  3  p.m.  to  I " 
p.m.  Saturdays  and  Sundays  until  the 

station  is  full}  -tailed. 

Cornerstone  ceremonj  for  NIM  '- new  Washington,  D.  C,  building 
which  will  house  W  K<    and  \\  RC- 

T\  was  held  last  week,  vice  presi- 
dent Richard  M.  Nixon  doing  the 

honors. 

The  new  facility  is  scheduled  to  be- 

gin   operation    in    the    fall    and    i-    said 
to  be  the  firsl  t\  studio  in  the  world 

designed  and  buill  from  the  ground 
up  for  color  telecasting. 

Tv  Applications:  Between  29  April 
and  1  Ma\  one  construction  permit 

was  granted,  and   five  application-   t « > i 
new  stations  were  filed. 

Construction  permit  went  lo  \lkek 
lele\i-ion  for  Channel  19,  Victoria, 

Tex.,  permit  allow-  20  kw  visual. 

Applications  include:  Malco  Thea- 
tre-. Memphis  for  three  stations:  Chan- 

nel 68.  Davenport,  la..  23.32  kw  visual, 

with  tower  98  feet  above  average  ter- 
rain, plant  (124,300,  yearlj  operating 

cost  |]  10,000;  Channel  65,  Kansas 

City,  Mo..  722  kw  visual,  with  towei 
278  feet  above  average  terrain,  plant 

$295,982,  vearlj  operating  cosl  $250,- 

000;  and  for  Channel  I1).  Oklahoma 

Cit\.  22. <'!.">  kw  visual,  with  tower  359 
feet  above  average  terrain,  plant  $135,- 
(i  17.  \ early  opei ating  cosl  $1  10,000. 

Other  applications  were  made  b}  :  Das- 

I  -\>\   &  Tl   -  B    i  n  of 
fele<  istei  -.     Pa<  ifi<      Pali- 

1  for  I  lii mi.  I    I    I 

I  i      •  i  •  .      isual    with  towei   131 
al...-  i  rain,   p 

•I    to 

WJPBTV,  I  nont.  \\    \ .. 

Weston,   W.    \.i  .    100  kw 
\  isual,  h  ith  I 

'■  i  rain,  planl  v  I  i'  earl)  op- 
.  ,  itin     i  osl  $90  000. 

New    affiliations  i    HO!   I\     K 

[oops,  B,  <  ..  has  joined  CBS    I  \ 

•id. ii  j    non-inten  onna  i>-.! 
.  .  .   .   \\  LW-TV,   \.  .    Orleans    will 

on  the  air   I    Vugusl  as  a   prii 
iniei.  onnei  ted  affiliate  of  CBS    I  \  . 

People  in  the  new-:  John  Babcock 
has  been  named  assist  i  al  man- 

age] foi  <  roslej  -  new  I ndianapolis  t\ 
station,  WI.W  I.  .  .  .  Commander 
Mortimer  W  .  Loewi  bas  been  named 

president  and  general  mana  ;ei  ol 
\\  II A  .  Miami.  .  .  .  \l  Razelwood  bas 

joined  the  local  sales  stafl  al  KW  I  \ . 

Oklahoma  <  lity.  .  .  .  I>«>n  K.  (.illie- 
has  moved  up  to  national  sales  man- 

age] foi  \\  <  CO-TV,  Minneapolis.  Su<  • 

ceeding  <  rillies  as  directoi  ol  the  mer- 
chandising i-  Robert  R.  Hansen  and 

Vrthur  C.  irnold  will  move  into  the 

assistant  merchandising  directoi  -pot. 
.  .  .  Alfred  Lewis  has  been  appointed 

business  manage]  foi  \\  II  \o.\\  \|;<  > 
Chicago.  .  .  .  Rosemary  Reddens 

Schwartzel   bas   joined  K  1 1'.<     \M   8 
I  \     a-    women  -    editor. 

RADIO    STATIONS 
Idea    at    work    at    K  ̂   \\  .    (   le\eland 

is  "temperature  controlled'  sum- 
mer sales  plan. 

Summei    -   ;-   sponsors     fans 
conditioners,    beach    equipment, 

can  take  a.K  antage  of  tin-  method :    ■< 

morning    forecasl    of    90    degrees    or 
al.... .  -    |ii  annoum  ements  dur- 

KSON 

San  Diego's  No.  II  Radio  Station 

PULSE 

"Oat  of   Horn."  ft  "In    Home' 

K»vi  r-enlnl  .\.ti.«i.ll>   i„-   eiiuniK  A   r. 
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You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  cation's  smartest time-luiver-  who  select  WGN 
for  results!  1957  promises 
exciting  new  programming  to 
make  WGN's  policy  of  high 
quality  at  low  cosl  even  more 
attractive  to  you. 

Men  in  TV  production  all  say: 

"The  best  spots  come  from  Jamieson 

•  ANIMATION 
•  SOUND 

STAGE 
•  LABS  AND 

OPTICALS'; 

JAMIESON 
FILM    COMPANY 

3825    Bryan    •    T A  3-8158     •    Dallas 

"clients  include: 

Fitzgerald  Advertising  Agency 
Crawford  &  Porter   Vdvertising,  Inc. 
McCann-Erickson,  Inc. 

Tracy-Locke  Company,  Inc." 

ing  that  day,  a  prediction  of  80  de- 
grees means  six  messages  and  a  drop 

to  70  degrees  or  below  means  no  "cool 
coi   Trials      that    day. 

WWIN,  Baltimore,  joins  ABC  as  an 
affiliate  on  1  June.  .  .  .  WHB,  Kansas 

City,  reports  a  quarter  of  a  century 
advertiser  as  Allen  Chevrolet  Co. 

signed  for  its  25th  consecutive  year  on 
the  station  last  week.  .  .  .  William 

Banks  of  WHAT,  Philadelphia,  is  the 

new  president  of  the  Pennsylvania  As- 
sociated  Press  Broadcasters  Associa- 
tion. 

Radio  stations  imitating  Tin  Pan 

Alley:  KFMB,  San  Diego,  has  its  own 

song,  "The  KFMB  March"  written  by 
Marine  Master  Sergeant,  Abraham 
Balfoort  of  the  Marine  Bandstand 

show.  .  .  .  WRVA,  Richmond.  Va.. 

personality  Carl  Stutz.  is  the  writer  of 
four  songs  commemorating  the  350th 

Birthday  of  the  nation  and  the  James- 
town  Festival. 

New  appointments:     Bob   Mansur 

has  been  appointed  promotion  man- 
ager for  WFAA,  Dallas.  .  .  .  William 

Du  Bois  has  been  added  to  the  local 

staff  at  WNDU,  South  Bend.  .  .  . 

Frank  Crosiar  has  become  commer- 

cial manager  of  WMRI,  Marion.  Ind. 
.  .  .  Allen  Ludden  has  been  named 

program  director  at  WCBS,  New  York. 
.  .  .  Bill  Simpson,  general  manager 

of  KTXN,  Austin,  has  taken  on  addi- 
tional duty  of  general  sales  manager 

for  KIWW,  San  Antonio.  .  .  .  Joseph 
Savalli  has  been  named  director  of 

Italian  sales  for  WOV,  New  York. 

FILM 

An    important    regional    film    buy 

by  P.  Lorillard  is  being  firmed. 
The  large  (for  a  national  advertiser) 

buy  involves  the  use  of  Ziv's  New  Ad- 
ventures of  Martin  Kane  and  Harbor 

Command. 

The  campaign  will  be  used  to  launch 

Old  Gold's  new  package  line,  Ziv  re- 
ported. Lennen  &  Newell  is  the  agency. 

Feature  film  buys:  KBET-TV,  Sac- 
ramento, has  bought  the  entire  MGM 

package  plus  800  RKO  features  .  .  . 
KMGM,  Minneapolis,  has  added  the 
RKO  list  to  its  MGM  features  .  .  . 

KOIN-TV,  Portland.  Ore.,  purchased 

86  20th  Century-Fox  features,  its 
fourth  major  feature  buy  .  .  .  Among 

those  bu\  ing  Warner  Bros,  features 
were  KWK-TV.  St.  Louis  and  KCRG- 
TV.  Cedar  Rapids. 

Recent  appointments:  Adolf  N. 
Hult.  former  MBS  executive  and  re- 

cently director  of  sales  development  for 
Screen  Gems,  has  been  retained  b\ 
RKO  Teleradio  Pictures  as  a  special 
consultant  on  national  sales  for  the 

RKO  Tv  division  .  .  .  George  DeMar- 
tini  has  been  named  vice  president  and 
treasurer  of  Guild  Films.  He  was  a 

general  partner  of  Cohen,  Simonson  & 
Co.,  investment  brokers. 

FINANCIAL 

Stock  market  quotations:  Follow- 

ing stocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 

tions for  Tuesday  this  week  and  Tues- 

day the  week  before.  Quotations  sup- 

plied by  Merril  Lynch,  Pierce,  Fenner and  Beane. 

Stock 

AB-PT AT&T 
Avco 

CBS  "A" 

Columbia  Pic. 

Loew's 

Paramount 

RCA Storer 

20th-Fox Warner  Bros. 
Westinghouse 

Tues. 

30  April 

New  York  Stock 

23% 

177:l, 

6-;, 

34 

17% 

18::, 

33  Ts 

36' 4 

271- 

27% 

21 

59% 

American  Stock 

Tues. 

7  May 

Exchange 

■UK 

177% 

6% 

34% 18% 

20-\ 

34% 

36¥> 

26% 

27% 25% 

59% 

Exchange 

Vt Change 

+  % 

-  y* 

+  % 

•  +  % 

+i% 

-  \ 

+  % 

-  % 
-  % 

+i% +  % 
Allied  Artists 
C&C  Super 

DuMont  Labs. 
Guild  Films NT  A 

3% 

% 
5 

3% 

8% 

NEW  ORLEANS 

the 

OK  Negro  Radio  Buy 

ViSOK 
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COMMERCIAL     BANDWAGON 

[Continued  in>m  i»i^r  39) 

I  iil.im  l'li.i\  ii .  now  tm  ning  "iii  the 
Pall  Mall  parodj  verses  foi  SSCB,  has 

been  writing  best-selling  novels  along 
w  i 1 1 1  commercials  and  jingles  since 
1926.  i  He  used  i"  write  tin-  Ballan- 
tine  limei  icks  .ii  J\\  T.  i  He  stresses 

the  importance  of  the  lightest  <>f  light- 

touch  in  commercials.  **  \  slightl) 
tongue-in-cheek  approach  is  best, 

rhayei  says.  "When  you  make  peo- 
ple laugh,  the)  maj  forget  to  buy. 

Just  use  enough  humor  t < •  make  them 

open  ilnii  eai -."' 
"( me  "I  the  dangers  in  this  trend  to 

light-touch  commercials,"  Bays  rom 
McDonnell,  directoi  "I  program  de- 

velopment at  Foote,  Cone  X  Belding 

and  a  mastei  "I  light-touch  himsell 

i  lie  writes  the  Rheingold  Beer  com- 
mercials lyrics  and  i-  hclieved  to  have 

been  firsl  to  create  the  concept  of  j >< >| > 

tune  parodies  sung  bj  name  Btars)  "is 
the  bright  young  copywriter  out  to  <le- 
lighl  his  co-workers  and  make  a  nam" 
for  himseli  rather  than  the  product. 

Another  danger,  he  says,  is  the  decep- 
tion that  an  entertaining  commercial 

i-  a  complete  departure  from  hard-sell. 

In  ni(i-i  ol  today's  li^ht  commercials  is 
packed  -nine  of  the  hardest  sell  ever 

h  i  itten.    ( >  m  1  \   it's  sugar-coated. 
The  Parker  Fennell)  commercials 

for  Pepperidge  are  a  good  examp'c 
Competitive  agenc)  cop)  heads  praise 

them  for  breaking  through  the  "in- 

gredients barrier."  Said  one  adman. 
"Nothing  is  harder  to  tell  interestingly 
than  a  product  ingredients  story.  And 

now  along  comes  a  bread  with  ingredi- 
ents as  its  hardest  sell,  and  thej  man- 
age it  in  a  \\a\  thai  compels  atten- 

tion." 
Reva  Fine,  creative  head  at  Ogih    . 

Benson  Si  Mather,  under  whose  direc- 
tion these  commercials  are  written  In 

Hill  \\  right  i  two  of  them  were  done  b) 
a  secretary  in  the  copy  department, 
Mar\ka\  Hartigan),  explains  them 
this  wa\  : 

"We  don't  reall)  think  of  them  is 
corned)  commercial-.  Our  problem 
was  to  sell  a  tarm  situation  without 

being  dull.  Our  first  commercials  had 
a  woman-  voice  over  sound  effect-  of 

a  barnyard.  The)  were  close  hut  not 
quite  it.  Then  came  the  idea  for  the 
character  of  Titus  Patch,  the  farmer 

who  lives  next  door  to  the  farm  whei  : 

Maggie  Rudkin  hakes  her  Pepperidge 

Bread  and  who  supplies  her  with  but- 

ter, milk  and  honey.  Fennelly's  au- 
thentic and   amusing  characterization 

of  a  fai  met .  pin-  th'-  fa<  t  thai   hi 

speaking   a-  tin-   raw    goods   suppliei 
enables  him  to  gel  i   bs  our  ingredi- 

ents  mi"  ~.fji-  easil)    and   ri.it  1 1  ■  alK  ." 
\\  \ I  \\  -  ( .i ogan  also  sees  th'-  t rend 

a-    inoii-    one    of    chai.n  t . - 1  i/.it  ion    than 

oil  omed) .     It  ma)  ha\  e  been  n\  ived 
h\    the   Piil  -    1 1. ii  i  \    and    lliil    i  oninni 

rials,    hut    he   Bees    it-    rOOtS    fai    hack    in 

i  adio  histoi  \ ,  I  In-  Jai  k  Benn)  fell  '  • 
commercials  in  network  radio  received 

a-    much   can-   in    w  i  iting    ami    delivei 
a-  did  the  -how-  themselves. 

Si 'inc  admen  an-  ni iw  wi mdei  ing  if 
the  -kit-  ami  light  dialogues  ma)  take 

the  place  of  Binging  jingles?  I  he  an- 
swer is  obviousl)  no.  Good  jingles  are 

bettei  than  ever.  The)  -till  have  the 

carry-over  value  of  being  hummed  b) 

listeners  ami  sung  b)  kiddie-  long  af- 
ter the  sets  are  tinned  oil. 

Hut  where  the)  once  dominated, 

jingles  ma)  have  to  share  the  spotlight. 
The   element    ol    talent    COStS    in    re   I- 

i ii o  might  have  Btarted  some  sponsors 

considering  light  "talk"  commercials. Here  are  a  few  cosl  figures : 

In  the  case  ol  a  one-minute  singing 
commercial  to  be  used  nationally,  and 
which  could  he  recorded  in  an  hour. 

the  talenl  costs  would  be:  Singers,  $39 

apiece  plus  17.20  for  required  rehear- 
sal hour:  musicians,  ̂ 27  per  man  plus 

$54  for  the  leader:  announcer,  $45 

plus  $9.60  for  required  rehearsal  hour. 
The  new  \l  II!  \  code  calls  foi  a  pay- 

ment o|  .">' ,  ol  the  gross  talent  cosl  to 
the  \ITK  \  pen-ion  and  welfare  fund. 
There  also  i-  a  flat  sum  of  $100  to  be 

paid  to  \I'M-  fund.  There  also  is  the 
additional  cosl  of  an  arranger  ami 

copyisl  for  the  music.  The  orchestra 

is  paid  once,  never  gets  re-use  pay- 
ments. Announcer  and  singers  do, 

however,  after  13  week-. 

\  straight  corned)  dialogue  commer- 
cial recorded  with  no  music  would  cosl 

in  talent  $45  per  actor  plus  the  $9.60 

for    rehearsal,    with    an    additional 

of  that  going  to  th.-   \l"l  K  \  fund.    !>'• 
use  payments  would  begin  alter  a   I  !- 
week  airing.  'Of  COUrse  name  talenl 

would  gel  highei   lee-.  | 
Put  talent  cost  should  no!  be  a  prime 

consideration  in  what  t\  pe  i  ommercial 

you  choose,  i  "ii  gel  a  lot  more  wear 
from  the  average  jingle  than  from  a 

-kit.  Corned)  -kit-  inu-t  he  made  in 
hulk  and  rotated  frequent!) . 

Vctuall)  e\en  these  i  onsiderations 

aren't  the  final  word.  You  have  to 

base  your  decision  on  intangibles  like 

product  image,  your  position  in  the 
market-  phi-  how  much  faith  you  have 

in  your  own  sense  ol  humor.  f="* 

NIW  YORK  CITY 

//r>  Do/o^Ci>  Struth 

\t4ty  si*>tcr  v$f">  Dun 

,/tc  /./ 

WWKL'S     PERSONALITIES     SELL more  n 

I  ink"        thl  NEGRO 
AUDIENCE 

Support  i  ng 
CONSUMER    ADS.    .    .    . 

MERCHANDISING      CREWS 

full    I  . ' 
FREE.    .    .    . 

LOW     SELLING     COST     I 
iriij.    .    .    . 

call  or  write 

-  BEST    FOR  NEGRO  PROGRAMS 

SALES  BLOOM 
m  THE  RICH 
TULSA. 

MARKET... 
WHEN     YOU     USE 

KPMG 
50,000     WATTS  740    KC 

ASK  YOUR 
BLAIR.  MAN 
FOR  THE 
krmg  STORY 
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Radio  Baltimore 

wssm 

if 

HIS      1 

1  I 

I.January  thru  March  1957  Hooper  total  rated  time  periods.  2. March  1957  Hooper  Business  Establishments  Radio  Audienee  Index. 

A B C WCAO D E F G H 1 Other AM  &  FM 
l.  In  homes 

2.4 

9.5 
2.3 27.7 18.6 

3.4 

12.7 15.6 
3.0 4.7 

3.2 2.  Business   Establishments 4.7 8.2 3.3 33.9 12.4 

4.3 11.0 
8.2 

3.2 7.7 

3.0 

Keep  your  eye  on  these  other  Plough,  Inc.,  Stations: 

Radio  Boston        Radio  Chicago       Radio  Memphis 

WCOP  WJJD  WMPS 

80 

REPRESENTED    NATIONALLY    BY    RADIO-TV    REPRESENTATIVES.    INC. 

SPONSOR       •       11    MAY    1957 



If  heft  happening  in  U.  S.  Government 

t/uU  affects  sponsors,  agencies,  stations 

WASHINGTON  WEEK 

II    MAY 
Cwvrlih!    ISS7 

•P0N80R   PUBLICATIONS  INO. 

Leave  it  to  the  FCC  to  know  when  to  leap  nimbly. 

Hi''  F(  <  •  ommissioners  have  stalled  man)  .1  •  ongressional  inquin  even  more  effective!) 
than  the  network  stud)  committee  has  been  halted  b)  the  Elm  producers  in  New  \<>A.  It's 

always  with  the  bland  excuse  thai  the  FCC  can't  possibl)  comment  on  cases  under consideration. 

I  Inn  tlic\  tried  this  tactic  on  a  Senate  Business  subcommittee  probing  the  petition  of 

daytime  radio  stations  for  fixed  hours  of  operation,  and  here's  how  things  got  turned  around: 

•  The  committee's  chairman,  pepper)  Sen.  Wayne  Morse,  blew  some  ~r  1 .1  r j .  blasts  at 
FCC  (haii  man  McConnaughe)  and  McConnaughe}  rushed  commissioners  i  raven  and 

Dyde  over  to  Morse's  hearing,  along  with  a  pile  of  engineering  testimony. 

•  l!\  the  time  Morse  got  through  with  the  pair,  the  FCC's  cat  was  all  the  wa)  out  of  the 
bag:  The  commission  was  ready  to  turn  down  the  daytime  petition  because  of 

possible  interference  with  clear  channel  stations,  other  stations,  ami  even  with  each 
other. 

That  rumor  about  E.  K.  Mills.  Jr.,  succeeding  McConnaughey  will  most  likely 
become  fact  before  long. 

Mills,  a   Ncn   Jersey  resident,  has  heen  cleared   with   the  state's  Senator-,   which    means 
more  than  gossip  is  involved  this  time.    Mills  was  with  the  CAA  once. 

The  Federal  Trade  Commission  this  week  took  another  slap  at  firms  using 

bait  ads  on  radio,  tv,  and  newspapers  to  sell  aluminum  storm  windows  and  door-. 

The  recipients  of  FTC  citations  this  time  were  Mid-Te\  and  Vpex  \\  indow,  of  Brooklyn, 
and  Ace  Window,  of  Kansas  City. 

As  charged  hv  the  commission,  these  firms  advertised  at  ver\  low  prices,  discouraged  pros- 

pects from  buying  the  advertised  wares,  and  then  proceeded  to  try  to  sell  them  a  more  ex- 

pensive line. 

The  FCC  this  week  refused  to  give  CBS  permission  to  go  on  the  air  with 

KMOX-TV,  channel   11,  St.  Louis,  with  temporary  equipment. 

The  refusal  was  in  line  with  a  new  policy  against  tv  temporary  authorities. 

CBS  will  have  to  get  its  permanent  equipment  into  place  before  it  can  begin  telecasting 
in  St.  Louis. 

An  unlicensed  booster  in  Bridgeport.  Wash.,  is  proving  rather  ornerj  for  the 
FCC  to  shoo  off  the  air. 

The  commission  issued  a  cease-and-desist  order  against  the  facility.  But  the  appeal- 

court  this  week  has  instructed  the  FCC  to  come  up  with  a  final  decision  on  whether 

to  license  boosters  before  trying  to  enforce  anything  against  the  Bridgeport  setup. 

The  Bridgeport  operation  is  boosting  the  signals  of  two  Seattle  tv  stations  without  their 

permission. 

The  FCC  has  never  brought  to  a  head  its  proceedings  on  whether  I   ster  stations  should 

be  allowed.  Even  though  it  authorized  translators,  the  onlj  action  the  FCC's  taken  on  boost- 
ers is  to  issue  a  flock  of  cease-and-desist  orders. 

The  Bridgeport  ca9e  was  a  test  of  these  orders. 

The  Appeals  Court  in  its  decision  did  not  question  the  FCC's  right  to  issue  cease-and-de-
 

sist orders.    That  is.  so  long  as  they  are  based  <m  a  proper  foundation. 
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DELIVERING 
896,000 

NOW,  with  31S^eO-  TV  horn 

WNHC-TVis  FIRST! 
Program  Superiority:  In  its  14-county  area,  covering 

896,000  TVhomes,WNHC-TV,NewHaven-Hartford, 

has  95.7%  more  quarter-hour  firsts  than  the  next 

four  competing  stations  combined. 

WNHC-TVis  FIRST! 
World's  Best  Movies:  WNHC-TV,  New  Haven- 
Hartford,  has  the  great  MGM,  Warner  Bros.,  20th 

Century-Fox  and  RKO  feature  films  that  have 

topped  all  competition  in  market  after  market. 

WNHC-TVis  FIRST! 
Rating  Superiority:  In  its  14-county  area,  covering 

896,000  TV  homes,  WNHC-TV's  "World's  Best 

Movies"  pull  average  ratings  314.3%  greater  than 

nearest  competitor's  best  feature  films. 

HC-TV  is  FIRST! 
Audience  Superiority:  In  its  14-county  area,  covering 

896,000  TV  homes — sign  on  to  sign  off,  seven  days 

a  week — WNHC-TV,  New  Haven-Hartford,  delivers 

average  audiences  210%  greater  than  top  New 

York  City  station;  244%  greater  than  Hartford; 

174%  greater  than  New  Britain. 

For  top-audience  availabilities  on  WNHC-TV,  kail  KATZ  or  Triangle's  National  Sales  Office  today! 

I 
Sources:  ARB,  Nine-County  Coverage  Study,  November  1956 

Nielsen  NCS  #2,  1956 



)P    AUDIENCE 

TRIANGLE       STATIONS 

WFIL-AM-FM-TV 
PHILADELPHIA,      PENNSYLVANIA 

WNBF-AMFMTV 
BINGHAMTON,         NEW         YORK 

W     H     G     B     -     A     M 
HARRISBURG,         PENNSYLVANIA 

WFBG-AM-TV 
ALTOONA,         PENNSYLVANIA 

WNHC-AM-FM-TV 
NEW       HAVEN-HARTFORD,       CONN. 

operated  by:  Radio   and   Television    Dlv.  /  Triangle    Pubiicatio 

WFII_-AM.FM.TV,     Philadelphia,     Pa.    /WNBF-AM.FM   «TV,     Binghamton.     N.Y. 

WHGB-AM,  Harrisburg,  Pa./ WFBG-AM  •  TV.  Altoona,  Pa.  /  WNHC-AM  •  FM  •  TV,  New  Haven-Hartford,  Conn. 

,     New      York     17,     New     York 



A   round-up  of  trade  talk, 

trends  and  tips  for  admen 

SPONSOR  HEARS 

Add  this  to  the  list  of  tantalizing  information  that  agencies  would  like  to  have  from II   MAY 
Copyright    IM7 

sponsor  publications  inc.      sellers: 

How  much  daytime  viewing  of  the  news  do  women  do? 

Madison  Ave.  discovery:  A  station  operating  group  might  not  have  chosen  the 

corporate  title  it  did  had  it  first  consulted  the  Webster  or  American  Collegiate 
dictionaries. 

The  secondary  connotation  of  the  title  implies  a  bunch  of  high-livers. 

Pharmaceuticals,  which  has  just  canceled  Amateur  Hour  (ABC  TV),  is  on  the  prowl 

for  a  giveaway  show  that's  really  offbeat  and  could  turn  into  a  steeper. 
Its  budget  for  tv  the  coming  season  again  will  be  over  $10  million. 

Electric  shavers  may  use  a  switch  on  the  strategy  that  Lanvin  uses  in  selling  perfume 

on  male-oriented  programs. 

Statistics  show  that  70%  of  all  shaver  purchases  are  made  by  women  as  gifts 

for  the  guys.  So  a  shaver  maker  is  considering  buying  into  women's  shows  prior  to 
Christmas. 

For  the  ultimate  in  promotional  brass,  station  managers  are  probably  casting  their 
vote  this  week  to: 

The  publicity  service  for  a  silverplate  manufacturer  who  is  urging  them  to  tell  local 

department  stores  and  jewelers  that  the  product  can  be  viewed  as  a  giveaway  on 

network  quiz  show. 

Take  it  from  Dun  &  Bradstreet,  when  an  agency  falls  apart  as  a  result  of  client 

delinquencies  these  days  the  dollar  backwash  is  bigger  than  ever. 

A  D&B  report  on  agency  failures  and  the  liabilities  involved  shows  this  progression: 
1955:   31  failures  with  liabilities  at  $815,000. 

1956:   32  failures  with  liabilities  at  $1,519,000. 

The  NBC  page  boy  is  to  this  business 

A  list  of  NBC  page  boy  graduates  and  their 

Ted  Bergmann   McCann-Erickson  v.p. 
Frank  Boehm   Adam  Young  radio  research 

Otto  Brandt   KING-TV-AM  gen.  mgr. 

Norman  (Pete)   Cash   .TvB  president 

Slocum  (Buzz)  Chapin   ABC  TV  sales  v.p. 

Bob  Dennison   J.  Walter  Thompson  v.p. 

Bob  Eastman   ABC  Radio  president 

Frank  Egan       D.  P.  Brother  v.p. 

Powell  Ensign   E-McKinney  exec.  v.p. 

what  the  newsboy  was  in  the  Horatio  Alger  era. 

current  whereabouts  would  include: 

John  Hoagland   BBDO  tv-radio  exec. 
J.  Scott  Kelk_.     N,  L  &  Brorby  v.p. 

Tom  McFadden   NBC  o&o  v.p. 

Tom  McFadyen   NBC  sales  development 
Don  Mercer   NBC  stations  relations 

Frank  Nesbitt     ___CBS  Radio  sales 

Bill  Patterson   Grant  Adv.  v.p. 

Steve  Riddleberger   ABC  admin,  v.p. 

Adam  Young,  Jr   Adam  Young  president 
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KNX 

\t  night  KNX  rea< 

homes  in  metropolita 

Some  235,000  <>l  these  home 

the  day  and  the  nigh 

can't  be  reac 

So  double  your  impact  in  Los 

the   KNX  audiences. 

metropolitan  homes  that 

The  21  per  cent 

Yes,   KNX   RADIO'S  and 

as  day  and  ni< 

} 

For  further  details  call  CBS  Radio  Spot  Sales 



You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buvers  ulm  select  WGN 
for  results!  1957  promises 
exciting  new  pn  igramming  to 
make  WGN's  policy  of  high 
quality  at  low  cost  even  more 
attractive  to  you. 

BMI 
"Milestones"    for 

June BMI's  series  of  program 

continuities,  entitled  "Mile- 
stones," foenses  the  spot- 

light on  important  events 
and  problems  which  have 

shaped  the  American  scene. 

June-  release  features  four 

complete    half-hour    shows 
  ready  for  immediate  use 
  smooth,       well       written 

scripts  for  a  variety  of  uses. 

•SCHOOLS  OUT" 
(Commencement  Is  A  Beginning) 

June  1.  1957 

"I  AM  OLD  GLORY" i  Flag   Day) 

June  14,  1957 

"FATHERS   DAY" 
June  16,  1957 

"THE  |UNE  BRIDE" 
June  23.  1957 

"Milestones"      i-      available      for 

commercial  sponsorship   ee  >..ur 

local    stations    for    details. 

BROADCAST  MUSIC,  INC. 
NEW  YORK  •  CHICAGO  •  HOLLYWOOD 

TORONTO  •  MONTREAL 

MARKETING    PRODUCT    X 

{Continued  from  page  32  I 

was  surrounded  with  the  kind  of  se- 
crecy vou  find  at  an  Atomic  Energy 

( iommission  project. 

"\\  illi  some  reps  we  used  alternate 
brand  names  to  confuse  the  competition 

and  keep  the  test  pure."  Kemp  told 
sponsor.  "We  did  this  not  because  we 
iliiln  1  trust  the  individual  rep.  but  be- 

cause he  might  have  called  on  a  com- 

petitive agenc)  and  this  sort  of  knowl- 
edge would  necessarily  have  colored 

his  thinking  and  talking  to  other  buy- 
ers. 

However,  the  media  department's 
job  was  simplified  by  far  with  those 

reps  who  didn't  call  on  competitors 
and  whom  the  buyer  could  tell  about 

the  product — but  always  in  strict  con- 
fidence. "For  the  stations  of  these 

reps  we  didn't  have  to  worn  about 
competitive  adjacencies  since  thev 

knew  what  the  product  was." 
Where  the  media  department  sug- 

gested network  cut-ins  for  Product  X, 

the  buyer  had  to  clear  the  cut-in  with 

other  agencies  involved  in  the  client's 
daytime  network  programing.  But  all 
these  details  were  aetualh  handled 

over  a  period  of  little  over  two  weeks, 
unlike  the  more  usual  national  cam- 

paign, where  a  buyer  may  have  a  long- 
er time  to  work  out  his  bu\s. 

3.  Follow-through  action:  Once 
Product  X  was  safely  on  the  air  in  the 
two  test  markets,  the  marketing  man 

assigned  to  the  account  moved  into 
those  two  areas  for  a  second  visit,  call- 

ing on  the  trade  to  check  the  flow  of 
merchandise  and  evaluate  pricing, 

shelf  position,  channels  of  distribution 
and  other  marketing  factors. 

"We  keep  a  continuous  check  on  the 
flow-  of  merchandise  in  the  field,"  says 

marketing  man  Dave  Mitchell.  "Just 
this  week,  for  instance,  I  was  up  in 

Worcester,  Mass.,  to  find  out  some- 
thing about  one  of  our  products.  I 

visited  70  stores  in  the  process  and 

necessarily  found  out  some  things 

about  the  product  other  than  the  spe- 

cific problem  I  went  up  there  to  re- 

search." 
There's  a  lot  of  exchange  of  infor- 

mation between  marketing  men  on  dif- 
ferent products,  as  there  is  naturally 

between  timebuyers  assigned  to  differ- 
ent accounts.  In  other  words,  each 

field  trip  necessarily  reveals  informa- 
tion other  than  that  related  to  one 

man's  accounts.      He  passes  his  find- 

That's  rigltt.  Chief  .  .  .  my  independent 
research    organization    says    don't     buy, 
wait   till   you   hear   what'i   happening   at WPTR. 

Ah*otrq  tb  76 wets 

■ 

L_  (T*-f  dUicA 
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TERRE   HAUTE, 

Indiana's  2nd   Largest 
TV  Market 

25  J. 970 

TV  Homes 

BOLLtNG        CO. 

NEW  YORK 

CHICAGO 

ROANOKE 
60  County  Coverage 

x     /  W.  VA. I 
M 
U    \ 

M       W      '       M 

POWER  X~       N.  c.       /    HEIGHT 

ROANOKE 

Ask  Your  "Colonel"  at 
Peters,  Griffin,  Woodward,  Inc. 

WDBJtr 
CHANNEL 
ROANOKE,   VIRGINIA 

ings  along  i"  the  othei  men  in  the  de- 

pa]  iiiH'tii. 
I  be  introduction  "I  Product  \ 

|.iu\ ed  bui  i  essful  .mil  the  bi and  is  now 
in  ii. ii  ional  disti  ibution. 

Bui  tlii*  case  history  illustrates  jusl 

one  of  five  majoi  activities  handled  1>\ 

Compton's  marketing  department,    rhe 
1 5  men  under  Bill  Nei  in  .d-   n<  ei  n 

themselves  with  '!•  sales  analysis; 
1 2 1  field  analysis,  including  industry 

Bales  trends,  effectiveness  "I  competi- 

tive programs  and  evaluation  <>f  theii 

own  program;  (3)  brand  Btrateg)  de- 
velopment, in  trim*  of  pricing,  co-op 

programs,  de^  elopmenl  <>f  produi  i 
lines  .ind  features;  I  1 1  development 

of  sales  programs,  Buch  as  franchise 
plans,  distribution  channels,  market 

development  for  individual  markets; 
i  5  i  sales  promotion. 

The  work  of  the  marketing  depart- 

ment actuall)  guides  directl)  or  indi- 

rectly ever)  phase  of  an)  account's  ad- 
vertising strategy.  Ii  relates  directl) 

in  the  buying  of  tv  programing,  net- 
work or  Ideal,  for  example. 

\-  Lewis  I  iit criii n.  v.p.  in  charge  "I 

l\ -radio  and  John  Egan,  executive  pro- 
ducer, told  sponsor: 

"  \  couple  nl  j ears  ago  a  i  lient  de- 
cided  mi  syndicated  half-hour  pro- 

graming for  t\.  We  looked  for  prod- 
uct, and  media  searched  out  the  time  in 

several  markets.  W  e  picked  an  anthol- 

ogy. \fter  a  test  period,  although 
media  continued  to  improve  the  time, 
we  were  not  satisfied  with  the  results. 

"We  reviewed  the  marketing  aim- 
ami  decided  to  huv  a  program  vvith 

an  appeal  -hinted  more  closel)  to  the 

selling  objectives  of  our  client.  What 

we  finallv  bought  was  a  Western-action 
film  that  would  appeal  locally,  and 

give  ii-  a  merchandisable  personality 

as  well.  We  believe  the  record  -|><-.ik- 
for  itself  and  that  we  can  rightfully 

claim  to  have  reached  our  objectives 

successfully ." 
While  marketing  functions  as  one 

of  the  main  agenc)  service  depart- 

ments assigned  to  help  the  account  ex- 
ecutive in  shaping  strategy,  it-  work 

actuall)  precedes  that  of  the  other  de- 
partments and  lav-  down  guidelines 

for  them.  Once  a  campaign  i-  mi  the 

air.  marketing  continue-  to  check  to 

see  whether  the  campaign,  and  the  cli- 
ent aims  are  attuned  and  to  make  sure 

there  are  no  stumbling  blocks  in  di-- 

tribution.  pricing  and  sales  organiza- 
tion to  prevent  maximum  advertising 

and  sales  elliciencv .  ^ 

You're  in 

good  company 

on  WGN-RADIO Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buyers  who  select  \\  <  A 
foi  results!  L957  promises 
exciting  new  programming  to 
make  W  GN's  polic)  nl  high 

qualit)  at  liivs  cost  even  more attrai  live  to  you. 

SPECIALIZED  NEGRO 

PROGRAMMING 
With  100%  Negro  programming  per- 

•  or.nel,  KPRS  if  effectively  directing 

the  buying  habiti  of  its  vo»t,  faithful 
audience.  Your  talei  messoge  wetlti 

neither  time  nor  money  in  reaching 

the  heart  of  it*  "preferred"  market. 
Buying  time  an  KPRS  if  like  buying  the 

only  radio  station  in  a  community  of 

127,600  active  prospects. 

1,000  W.      1590  KC. 

KPRS 
KANSAS  CITY.    MISSOURI 

far  avai/obi/iries  call  Humboldt  3-3100 

Represented  Nationally  by- John  i.  Peersen  C enemy 
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WITHOUT  A  "PEER 
M 

in   the  Rockford  Area! 

IN  THIS  $  BILLION-PLUS 

SALES  EMPIRE  WREX-TV 

IS  THE  KING  SALESMAN 

The  Rockford  TV  Area  —  Illinois'  1  st  market 

outside  Chicago — is  400,195  families 

strong,  with  $2,357,080,000  income.  It 

embraces  rich  farm  counties  whose  cities 

house  industrial  giants  like  General  Motors, 

Fairbanks-Morse,  Parker  Pen,  Burgess  Bat- 

tery, Sundstrand  . .  .  and  show  sales  indexes 

like  Rockford's  158,  Beloit's  151,  Janes- 

ville's  153,  DeKalb's  184,  Freeport's  176, 

Dixon's  203.  Sales  total  $1,706,962,000, 

average  $4,265  per  family  —  $447  above 
average. 

The  most  recent  viewership  survey  again 

shows  WREX-TV  as  the  favorite,  by  better 

than  3  to  1 .  It's  favored  by  advertisers 
too  .  .  .  for  its  consistent  results,  at  much 

lower  cost  per  thousand. 

J.  M.  BAISCH,  GENERAL  MANAGER 

Represented    by    H.    R.    TELEVISION,    Inc. 

■ 

Reps  at  work 

George  Lindsay,  television  sales  manager  for  Weed  Television 

Corp.,  comments:  "Spot  tv  is  a  better  bu)  todaj  than  ever  before. 
Spot  tv  clients  have  been  romanced,  and  in  many  cases  won  over  1»\ 
the  low  cost-per-1,000  and  saturation  plans.  Yet,  radio  markets  are 
shrinking,  forcing  agencies  to  buy  more  stations  than  in  the  past.  In 
effect,  vertical  listening  habits  and 

shrinking  markets  have  resulted  in 

an  ever-increasing  radio  cost-per- 

1,000.  The  NCS  #2,  by  compari- 

son, reveals  an  ever-increasing  tv 
market.  The  Weed  tv  stations  are 

credited  with  an  average  of  24% 

more  sets.  In  addition,  tv  hori- 

zontal viewing  habits  enable  ad- 
vertisers to  saturate  a  market  with 

substantially  fewer  announce- 
ments. Recently  the  Leo  Burnett 

Agency  purchased  spot  tv  at  a 

cost-per-1,000  of  85^  for  the  Chicago  division  of  the  Kendall  Co. 
Many  other  comparable  tv  buys  have  been  made  by  agencies.  No  ad 

medium  has  ever  been  able  to  sell  consumer  goods  as  effectively. 

Newspapers  present  a  visual  displav  of  a  product.  Radio  tells  its 

story.  But  tv  combines  these  two  and  adds  demonstration,  putting  tv 

in  the  class  of  a  sales  medium  rather  than  simply  an  ad  medium." 

Bob  Dore,  Bob  Dore  Associates,  New  York,  comments:  "At  'deci- 

sion time"  buyers  are  swamped  with  station  presentations  from  rep 
salesmen  who  are  justifiably  anxious  for  adequate  time  to  present 

ratings,  market  resources  and  other  pertinent  facts  that  buyers  need 

for  an  intelligent  selection.     Media  buyers  must  frequently  listen  to 

two  or  three  hundred  presenta- 
tions in  a  few  da\  s.  How  much  of 

it  stays  with  the  buyer?  We  don't know,  but  we  do  know  that  even 

buyers  are  human  and  can  t  re- 
tain thousands  of  facts  thrown  at 

them  in  a  short  period.  Buyers 

are  always  ready  to  learn  more 
about  a  market,  particularly  when 

some  of  the  budget  is  being  spent 

in  the  area  and  the  sales  are  lag- 

ging. Stations  are  just  as  ready 
to  present  their  story,  especially 

when  they've  spent  a  lot  of  time  and  money  putting  a  story  together 
and  know  that  their  station  should  be  on  the  list.  But  the  time  to 

get  that  story  across  is  ever)  day  of  the  year  between  buys.  Then 

when  buvers  call  for  availabilities  they  will  have  pretty  definite 

thoughts  about  the  stations  to  purchase.  This  is  the  fairest  and  most 

practical  way  for  both  bu\ers  and  reps  to  conduct  their  business." 
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WTAR-TV's  own  crew  knows  the  ropes. 

That's  the  reason  why  the  Station  has 
earned  an  enviable  reputation  for  its 

Local  Programming. 

Real  savvy,  top-notch  performers,  able 

direction,  have  earned  a  fervent  "Well 

Done"  from  advertisers;  local,  regional 
and  national.  All  hands  are  standing  by 

to  hoist  "sales"  for  you! 

(Based  on  Measured  Contour  Map  by  Jansky  &  Bailey) 

5  of  Virginia's  Busiest  Cities  are 

within  WTAR-TV's  Grade-A  Signal. 

1.  FORENOON   WATCH       .   8:45  A.M   

2.  AFTERNOON   WATCH  1:  10  -  1:30  P.M. 

3.  FIRST  DOG  WATCH  4:30  -  6:00  P.M. 

4.  SECOND   DOG   WATCH     6:30-6:35  P.M. 

5.  SECOND   DOG   WATCH     6:40-6:45  P.M. 

6.  FIRST   WATCH   1  1:00-1  1:10  P.M. 

7.  FIRST   WATCH   11:15  P.M   

"Bob  and  Chauncey' 

Andy  Roberts  Show 
with  Lee  Brodie 

and  Orchestra 

M-G-M  Theatre" 
Jeff  Dane,  Host 

Laverne  Watson 

"Your  Esso  Reporter' 
Joe  Foulkes, 

Staff  Meteorologist 

Joe  Perkins 

"11th  Hour  News" 

"The  Best 

of  Hollywood" 

M-G-M  Hits 

For    detailed    information    and    rates    on    these    exceptionally 

high-rated,  low-cost  programs  write  WTAR-TV  or  your  Petry  man. 

gsgss 

'   . 

S^ST^3 

CHANNEL   3,   NORFOLK,  VIRGINIA 

Business  Office  and  Studio — 720  Boush  Street,  Norfolk,  Va. 

Tel.:  MAdison  5-6711 

REPRESENTATIVE    Edward  Petry  &  Company,  Inc. 
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KANV  is 

Shreveport's 
ONLY 

ALL 

NEGRO 

PROGRAM 

STATION! 

That's  why  KANV  is 
THE  station  to  use  to 

reach  this  richer-than- 

average  Negro  market. 

Our  experienced  staff 

knows  its  audience  and  is 

ready  to  help  with  your 

sales  problems  at  the 
local  level.  KANV  rates 

are  low  and  results  are 

high! 

GET 

THE 

PROOF! 

It's  yours  for  the  asking. 

Write,  call  or  wire  the    KANV 

Representative  in  your  area — NOW! 

* 

1050  Ice  -  250  Watts  -  DAYTIME 

the  OHLY  ALL  NEGRO  PROGRAM  Station  in 

SHREVEPORT,  LOUISIANA 

Tv  and  radio 

NEWSMAKERS 

Herminio  Traviesas,  BBDO  vice  presi- 
dent who  has  been  in  charge  of  the  Lucky 

Strike  radio  and  tv  activities  for  the  past 

seven  \ears.  has  been  appointed  manager 

of  the  tv-radio  department  at  the  agency. 

Robert  L.  Foreman,  who  was  recently 

named  an  executive  vice  president,  will 

continue  to  supervise  tv-radio  activities 

along  with  his  new  responsibility  as  chair- 
man of  the  plans  board.  Traviesas  joined  BBDO  in  1950.  Before 

that  be  was  with  CBS  for  three  years  as  network  tv  sales  service 

manager;  and  with  NBC  for  ten  years  as  traffic  manager,  interna- 
tional division  and  salesman  for  international  accounts  of  the 

radio  recording  division.  At  BBDO  Traviesas  has  supervised  Luck\ 
Strikes  network  shows  which  include:  }  our  Hit  Parade,  Robert 

Montgomery  Presents,  Private  Secretary  and  the  Jack  Benny  Shoiv. 

James    M.     Gaines,    vice    president    and 

general  manager  at  WOAI  and  WOAI-TV, 
San    Antonio,   has   been    named   president 

and   general    manager.     Reorganization    of 

the  management   of  Southland    Industries. 

owners     and     operators     of     WOAI     and 

WOAI-TV,  follows  the  death  of  Hugh  A. 
L.   Halff.    New   chairman   of  the  board  is 

Hugh  Halff.  Jr.    The  new   president   is  an 

alumnus  of  the  National   Broadcasting  Co.    Gaines  joined  NBC  in 

1941    in    the    station    relations    department    and    subsequently    held 

many    posts    there    including:    assistant    sales    promotion    director, 

sales    promotion    director,    manager    of    Y\  RCA.    manager    of    the 

o&o  stations,  and  later  vice  president  for  the  o&o's.    He  also  served 
as  vice  president  in  charge  of  radio  and  tv   for  Y\  OR.   New  \  ork. 

Earlv    in    his   career,    Gaines   was    a    Major    Bowes    representative. 

Wilson  J.  Main,  vice  president  and  direc- 
tor at  Ruthraufi  &  Rvan.  has  been  named 

director  of  marketing  at  the  agency.  Func- 

tion of  the  department  will  be  to  coordi- 
nate marketing,  research  and  media.  In 

announcing  the  appointment.  F.  Kenneth 

Beirn.  R&R  president,  said.  "This  appoint- 
ment marks  a  greatly  expanded  marketing, 

research  and  media  department  for  greater 

depth  of  service  to  our  client  in  developing  sound  marketing  and 

merchandising  programs."  Main  has  been  with  the  agency  since 
1935.  In  194-1  be  was  elected  a  vice  president  and  then  in  1949 
he  was  made  a  member  of  the  board  of  directors.  He  has  been 

research  director  since  1942  and  for  the  past  several  vears  has  been 

active  on  administrative  management  committees.  I  nder  the  new 

set-up  Daniel  M.  Gordon  will  continue  as  v. p.  and  director  of  media. 
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The  light  touch  can  backfire 

For  many  years  it  was  a  rare  clienl  who  approved  radio 

commercials  with  a  lighl  touch  (although  radio's  top  ad-lib 
personalities  have  always  sold  this  way).  But  now  the  pen- 

dulum has  swung.  Today  sponsors  are  throwing  old  preju- 

dices out  the  window  and  are  looking  for  spoofs,  comedy, 

parodies,  skit-  and  novelties  of  every  description  to  enhance 
their  wares. 

This,  we  admit,  is  wholesome.  The  new  commercials  are 

a  breath  of  fresh  air  and  sometimes  make  better  listening 

than  the  programing  which  surrounds  them.  But  the  dan- 
gers in  the  new  trend  loom  as  great  as  the  opportunities. 

Nothing  falls  as  flat  as  the  attempt  at  humor  which  doesn't 
i  ome  off.  And  nothing  can  kill  the  current  trend  as  fast  as  a 

few -dozen  bad  imitations  of  the  successful  light  touch  com- 
mercials. 

The  light-touch  trend  deserves  a  long  run  in  radio.  Per- 

haps it  will  become  a  permanent  fixture,  joining  such  suc- 

cessful commercial  forms  as  the  melodic  jingle  and  the  par- 

ody of  a  hit  song.  But  we  shudder  at  the  prospect  of  a  rash 

of  imitation  Harry's  and  Bert's  flooding  the  airwaves  (there 
have  already  been  a  few  inept  efforts  of  this  type  on  both 

tv  and  radio). 

The  important  thing  for  admen  to  realize  about  the  suc- 

cessful light-touch  commercials  (see  article  this  issue  page 

37),  is  that  they  are  not  humorous  for  the  sake  of  humor 

alone.  Humor  is  merely  the  ear-opener.  The  real  guts  of 

these  commercials  is  still  straightforward  sell. 

The  bright  young  men  and  women  who  sit  at  the  type- 

writers in  your  agency  obviously  are  raring  to  prove  that  they 

can  be  as  funny  as  the  best.  But  it's  as  important  to  make 

a  balanced  appraisal  of  your  commercial's  personality  today 
as  it  was  before  Harry  and  Bert  Piel,  Cho  Cho  Sen-Sen  and 

the  other  delightful  characters  of  today's  light  touch  school 
were  invented. 

4 
THIS  WE  FIGHT  FOR:  Yon  can't  blame  sta- 

tions for  putting  their  best  foot  forward  during 

"ratings  week."  Everybody  does  it.  But  a  way 
must  be  found  to  end  this  highly  artificial 

situation.     Dates  for  ratings  should  be  secret. 

92 

lO-SECOND  SPOTS 

Small  fry:  Playhouse  90  (CBS  TV) 

is  said  to  be  considering  a  play  on  the 

early  life  of  Liberace.  Complete  with 

toy  piano  and  candelabra  three  inches 

high? 

Quote:  Groucho  Marx  in  TV  Guide — 

"If  you  were  the  advertising  man  en- 
trusted with  the  spending  of  $2  or 

$3  million,  would  \ou  try  to  elevate 

the  public  or  would  you  try  to  find 

yourself  a  good  commercial  show? 
When  the  public  wants  to  be  elevated, 

it  will  do  its  own  elevating." 

Great  oaks:  MBS  has  come  up  with 

some  notes  on  the  birth-place  of  some 
of  its  stations:  \\  OR.  New  York,  began 

in  the  rug  department  of  a  Newark 

department  store;  WBAX,  Wilkes- 
Barre.  Pa.,  originated  in  the  bedroom 

of  a  private  home;  Philadelphia's  WIP 
was  born  in  the  piano  department  at 

Gimbel's;  KGDE,  Fergus  Falls.  Minn., 
first  broadcasted  from  a  small  drug- 

store; in  the  same  state,  Moorhead  s 

KVOX  started  in  a  12  x  15  foot  base- 
ment cubicle  of  a  hotel,  adjacent  to  the 

mens  room. 

Science-fiction:  Working  late  one 

night  at  Cunningham  &  Walsh,  Time- 

huver  Jack  Bray  phoned  out  for  cof- 
fee and  doughnuts.  He  gave  the  ad- 

dress and  asked  that  it  be  sent  up  to 

the  Media  Department.  When  it  final- 
ly came,  he  noticed  that  directions  on 

the  check  stated  "c/o  Meteor  Dept." 
Maybe  they  mistook  the  timebuyer  for 
a  spacebuyer. 

Trend:  Add  titles  of  new  adult  West- 

erns: The  Restless  Gun.  "Give  that 

ornery  cowpoke  a  Milt  own!" 

Test  pattern:  Proof  of  a  super  sales- 
man, according  to  Jack  Mulholland. 

NBC  TV  Spot  sales  manager  in  Chi- 
cago, is  when  he  can  sell  a  show  with  a 

0.4  rating.  What  is  a  0.4  rating?  It's 
when  nobody's  listening  and  four  peo- 

ple hate  you. 

Automation:  From  N.  Y.  Times — 

"Developers  of  electronic  gadgets  have 

prepared  the  groundwork  that  will  in- 
troduce the  age  of  automation  into 

commercial  broadcasting.  The  day 

when  a  station  can  present  hours  and 

hours  of  programs  with  no  one  even 
touching  a  switch  or  throwing  a  cue 

is  in  the  foreseeable  future." 
And  the  local  personality  uill  answer 
to  the  name  of  Frankenstein. 
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e  re  moving  more  motor  cars  in  motorize* 
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WOO  as  of  January  1, 1957* 

19%  more  than  January  1, 1947  — 

hre  automotive  sales  than  Seattle,  Fort  Worth,  Mem- 

(is,  New  Orleans  or  Columbust 

'ere  are  more  people  making  more,  driving  more  cars 
ad  watching  Channel  8  more  than  ever  before. 

itten-Holloway  Services -California  Department  of  Motor  Vehicles 
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MORE  AUDIENCE*  THAN 
ANY  STATION  IN  MINNEAPOLIS- 

ST.  PAUL   THAT'S  WHAT 

WNBF-TV,  BINGHAMTON,  NY 
DELIVERS  DAY  AND  NIGHT 

SEVEN  DAYS  A  WEEK-AT 

LOWER  COST  PER  1000. 

YOUR  BLAIR-TV  MAN  HAS 

THE  EVIDENCE  FOR  YOU. 

Also  more  oudience  than  any 

station  in  Baltimore,  Buffalo, 

Houston  and  other  major  markets. 

Pulse,  November  1956 

SRDS,  March  10,  1957 

Television  Magazine,  Nov.  1956 

A      TRKNOLE      STATION 

WNBF-TV 
BINGHAMTON         NEW       YORK 

rSj      Channel    12 

ABC-TV   •    NBC-TV 
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TENMESSEE 

MISS 

Announcing 
die  Appointment  of 

Harrington,  Righter 
<Sl  Parsons 

National  Sales  Representatives 
Effective   June    1st 

BIRMINGHAM 

Alabama's  Best  in  TV 

WABT  is  honored  to  be   included  with 

these  distinguished  TV  stations: 

WAAM — Baltimore 

WBEN-TV—  Buffalo 

WCDA-B-C— Albany 

WDAF-TV— Kansas  City 

WFMY-TV— Greensboro 

WHAS-TV— Louisville 

WTMJ-TV— Milwaukee 

WRVA-TV— Richmond 

WSYR-TV— Syracuse 

WMTW-Mt.  Washington 

WTPA— Harrisburg 

WTIC-TV— Hartford 

GA. 

WABT         Channel  13         NBC 

FLORIDA 



This  year's  Fashion  revival  given  so  much  impetus  bj  1A  Fait 
Lady  i-  reflected  in  1 1 m i  —  lingerie  promotion  for  DulVnt  nylon. 
Qlustrations  reveal  a  feminine  dream  world  of  soft  pastels,  and 

delicately  express  the  theme,  "The  New  Romanticism."  Ad- 
vance orders  promise  tie-in-  1>\  stores  across  the  1  .  S.,  giving 

nylon  an  extra  boost  in  spring  nn >n t li -.  \d-  run  March  through 

June  in  Vogue,  Harper's  Bazaar  and  The   Sew  York  Times. 

Most  people  have  no  use  for  bad  weather.  Hut  th>-  Campbell's 
Soup  people  do.  Thej  use  such  weather  to  sell  soup  in  some 

seasonal  magazine  ads.  These  spe<  ial  ads  feature  "mood'1  photos 
of  raw.  rainy,  miserable  days  the  kind  of  weather,  depth  re. 

searchers  say,  tliat  puts  folk-  in  the  mood  foi  some  good,  hot 
soup,  lor  added  spice,  weather  shots  are  in  black  and  white, 

make  color  photos  of  Campbell's  Soup  all  the  more  inviting. 

Mrs.  Sal  Maglie  i-  one  of  several  Brooklyn  Dodge:  wives  who 
appear  in  a  new  series  of  commercials  for  Schaefer  Beej  on  the 

Dodger  telecasts.  In  warm  and  friemlh  dialogue  w  ith  off-camera 

announcer,  each  wife  discusses  some  bobb)  or  interest  she  pur- 

sue- (Mrs.  Maglie  loves  to  cook  Mexican  food)  for  real  enjoy- 
ment. In  her  own  word-  and  in  her  own  way,  each  also  mentions 

her  appreciation  of  Schaefer— "for  real  enjoyment,  real  beer." 

Another  exciting  new  idea  in  home  lighting 

Electric,  of  course.  You  can  actually  "i  whole  room 
with  G-E  Coloramic  l>ul!> — ul>tl\  change  it-  whole  color  ami 

mood    in  the  short  time  it  take-  !<•  <  bange  bulbs.  This  four 
•  BBD<  >  <  I-  -eland  i-  in  itself  a  brand-new  idea.  It  shows 

the  same  room  lighted  tour  different  ways  with  <•  I  -  '  "ramie 
liulh-     Dawn   Pink,   >k\    Blue,   Sun  Gold   and  Spi     -    I 

BATTEN,   BARTON,   DURSTINE  &      OSBORN,   INC.,   ADVERTISING 
T  -    \  N  T  \     .    fiO-TON IT    •    HOLI  Y«OOI< 
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DIGEST  OF  ARTICLES 

Is  radio  over-commercial? 

37    "Yes"  saj  buyers,  multiple  spotting  weakens  the  sales  punch.  "No"  reply 
sellers.  Even  with  prime-time  problem,  radio  compares  well  to  other  i   lia 

Can  Pat  lick  his  own  system? 

40    The  architect  oi  big-money  tv  lias  gone  to   low  budget.  This  interview 

with  Weaver  puts  limited  network  in  perspective  with   tv  world  Tat  built 

Saturation  radio  put  the  zip  in  this  contest 

43     Englander  may  move  market-by-market  after  hitting  the  jackpot  in  San 

Francisco    with    a    treasure   hunt   promoting   its   springs  and   mattresses 

Top  tv  commercials  as  the  artists  see  it 

46    36th  annual  Art  Director's  show  chooses  top  tv  commercials  of  the  year. 

Criteria:  do  thej  have  that  "forward  look?"  Top  winners:  Ford  and  Lincoln 

The  timebuying  team 

43      \    detailed   picture  of  who   does  what  on  a   spot  account   as  a   team   at 

Cunningham  &  Walsh  launches  the  "Tower  of  Power"  campaign  for  Texaco 
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A  new  all-media  yardstick 

In  the  works  is  a  new    research   yardstick   which  compares  printed  and 

air  media  impact.    The  system  has  been  used  in  eight  markets  thus  far 

Preview  of  nighttime  network  tv 

Soon    to    be    published,    the    fall    nighttime    network    tv    schedule    with 
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Congratulations  to  the 

KWKH  WINNERS! 
Here  arc  the  statistical  w  izards  and  speed  demons 

who  were  the  first  to  name  the  three  radio  stations 

in  America  which  dominate  their  markets  as  com- 

pletely as  K\\  Kll  dominates  Shreveport  and  its 

entire  .MIS  No.  2  area.  Our  KWKH  checks  totaling 
.$1500  have  already  been   mailed  to  them. 

MR.    ROBERT   GRAF 

Ted  Bales  &  Company 
New  York 

MISS   CAROLYN   V.    POSA 

MR.    ED.    PAPAZIAN 

Batten,  Barton,  Durstine  &  Osborn 
New  York 

MR.    MARVIN    D.    BERNS 

J.   Walter  Thompson  Company Chicago 

And  what  ewe  tlir  facts  about  k\\  K H*>  impact  and  domi- 

nance? K\\  Kll  has  ">()'  '  greater  circulation  than  it»  nearest 
competitor  in  the  home  county — 293' !  greater  circulation 
than  its  nearest  Shreveporl  competitor  throughout  it-  NCS 

No.   2   area — and    tliir-   despite   the    fact    that   there   arc   eight 

radio  stations   in   Shreveport,   rather  than    ju-t    lour  or   live! 

[mpressive  as  these  figures  arc  the)  arc  onlj  part  ol  the 

reasons  why  practically  everybody  chooses  KWKH  in  the 

Shreveport  area — advertisers  as  well  as  listeners!  \-k  your 
Branham  man  for  all  the  facts! 

KWKH 
A  Shreveport  Times  Station 

I  TEXAS 

SHREVEPORT,  LOUISIANA 50,000  Watts   •   CBS  Radio 
ARKANSAS 

The    Branham    Co. 

Representatives 

Henry    Clay  Fred    Watkins 

Genera/    Manager         Commercial    Monoger 



RALPH   RENlO| 

"Renick 

Reporting 

6:30  PM 

WT|J!s  Local,  Award-Winning  Ne\ 
From  South  Floric 

Basic  Affiliate 

THROUGHOUT  THE  DAY  . .  .  THROUGHOl 

THE  WEEK   WTVJ's  AWARD-WINNING 

NEWS  PROGRAMS  CONSISTENTLY  OUT-R, 

THE  COMPETITIVE  SHOWS  ...  IN  MANY  O 

BY  4  ...  5  AND  6  TO  1 

FLORIDA'S  FIRST  TELEVISION 

ARB  March:  WTVJ  again  captures  82.6%  of  ALL  Sou 



RTNDA  "Gold  Trophy 
Award  For  Outstanding  TV 

News  Operation  in  the  Na- 
tion."  1952 

hows  Obtain  Top  Ratings 
Hewers 

WTVJ  TAKES  GREAT  PRIDE  IN  THE 

NATIONAL  RECOGNITION   RECEIVED  BY  ITS 

i    MAN  NEWS  DEPARTMENT.  ..  AN  INDICATION 

THAT  THE  STATION   IS  SERVING   ITS 

COMMUNITY  IN  THE  PUBLIC  INTEREST 

RTNDA  "Gold  Trophy 
Award  For  Outstanding  TV 

News  Operation  in  the  Na- 
tion." 1953 

• 

•  HEADLINERS  Award  For 

Outstanding  Local  News". 1956 

Represented  Nationally  by 

iters,  Griffin,  Woodward,  Inc. 

fc^t^***********4*4 

STATION 
dam**1 MIAM 

Ibrida  Television  Quarter-hour  Rating  "FIRSTS" 



television  audience  leadership 

in  baltimore's  3-station  market 

WMAR-TV 
measured 
coverage 

March  Nielsen  reports 

that  WMAR-TV  garners 

share 
of 48.3V- total 

audience 

with  all  these 

quarter-hour  Monies  in  1  week 

NSIarea      28,510,300 

Beyond  NSI  area    .      16,222,500 

Total  V4  hr.  homes     44,732,800 

*       7    A.M. -Midnight,    Sun.   thru    Sot. 

SUNPAPERS  TELEVISION,  BALTIMORE,  MD. 
TELEVISION    AFFILIATE    OF    THE 

COLUMBIA    BROADCASTING    SYSTEM 

presented  by  THE  KATZ  AGENCY,  Inc. 
New  York,  Detroit,  St.  Louis,  San  Francisco, 

Chicago,  Atlanta,  Dallas,  Los  Angeles 

NEWSMAKER 
of  the  week 

The  news:  Henry  Jaffe,  union  and  show  business  lawyer- 

iiu  ned-tv-producer,  was  honored  along  with  AFTRA's  late  executive 

secretary,  George  Heller,  at  AFTRA's  20th  anniversary  dinner  13 
May.  One  of  the  toughest  union  negotiators  in  show  business,  Jaffe 

was  AFTRA's  national  and  New  York  counsel  for  almost  20  years. 

The  newsmaker:  Henry  Jaffe,  one  of  the  founders  of 
AFTRA,  would  have  left  the  union  a  year  before  he  did  (he  resigned 

as  national  counsel  this  year)  if  the  death  of  George  Heller  hadn't 
kept  him  at  the  bargaining  table  for  one  more  battle.  Among  his 

final  accomplishments  were  the  extension  of  AFTRA's  pension  and 
welfare  plan  to  radio  and  the  tripling  of  transcription  scales. 

After  fighting  for  years  over  pay  levels  that  often  involved  in- 

creases of  a  few  dollars  a  week,  Jaffe  is  now  traveling  in  the  multi- 

million  dollar  atmosphere  of  network  tv  show  costs.  Not  that  strato- 

spheric show  business  budgets  are 

a  novelty  to  him.  Being  attorney 

to  such  personalities  as  Dinah 

Shore,  Grace  Kelly  and  Leland 

Hayward  has  given  him  more  than 

a  speaking  knowledge  of  show 
business  costs.  However,  his  first 

venture  as  an  independent  produc- 
er on  his  own  involves  a  record 

talent  and  production  nut  for  a 

weekly  network  tv  show.  This  is 

the  hour-long  Chevy  Show,  which 

will  cost  Chevrolet,  bv  sponsor's 
estimate,  about  $150,000  per  week, 

exclusive  of  time,  and  involves  a  total  annual  cost  to  the  sponsor  of 
between  $11  and  $12  million. 

Jaffe  is  unruffled  by  these  figures,  though,  obviously,  not  unhappy 

about  it  since  Dinah  Shore,  whom  he  represents  as  lawver  and  mana- 

ger, will  appear  in  about  half  of  the  52  shows.  While  not  unmindful 

of  the  pay  his  clients  receive.  Jaffe  puts  the  dollar  sign  second  to  the 

nature  of  the  role  the  star  gets  and  its  impact  on  the  public.  "Id  be 
ashamed  to  tell  you  what  Dinah  got  on  her  first  hour  show  for  Chev- 

rolet," he  said.  "But  I  realized  what  it  would  mean  to  her  if  it  were 

successful."  Jaffe  also  realizes  how  difficult  it  is  to  set  an  objective 

figure  on  a  star's  price.  "How  can  }  ou  say  what  a  star  is  really 
worth  to  a  tv  sponsor  unless  you  know  what  the  sales  impact  is? 

I've  been  told  Jack  Benny  pulled  Jell-0  out  of  the  doldrums.  What 

should  he  have  gotten?    Maybe  a  share  of  the  company."" 
Besides  the  Chevy  Sfww,  Henrv  Jaffe  Enterprises,  set  up  after 

he  broke  up  with  his  former  law7  partners  (including  his  brother, 

Saul),  is  pitching  three  other  shows  for  the  1957-58  season  and  is 

already  planning  six  for  the  1958-59  season.  Among  those  he's  cur- 
rently working  on  is  a  series  of  20  one-hour  dramatic-musical  fairy 

tales  featuring  Shirley  Temple  as  hostess-narrator.  ^ 

Henry  Jaffe 
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THHOUQHOUT  NEW  ENGLAND 

MORE  PEOPLE 

THAN  ANY  OTHER 

I   STATION 
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Operated    by   Yankee    Network    Division,    RKO    Teleradio    Pictures,    Inc 
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WNHC-TV  DOMINATES  AGAIN! 

In  a  14-county  area,  covering  896,000 
TV  homes,  sign  on  to  sign  off,  seven  days  a 

week,  WNHC-TV  delivers  average  audiences : 

a  210%  greater  than  top  New  York  City  station ! 

▲  244%  greater  than  Hartford ! ! 

a  174'A')  greater  than  New  Britain!!! 
WNHC-TV   nearly  triples   monthly  coverage 
of  next  Connecticut  station,  delivering  all 

of  Connecticut  plus  entire   Springfield- 
Holyoke   market  area.    Katz  has 

proof:  ARB,  Nov.  1956;  Nielsen 
NCS  #2,  1956. WNHC-TV 

NEW  HAVEN-HARTFORD,  CONN. 
Channel  8 

ABC-TV*  CBS-TV 

Represented  by  KATZ 

operated   by  :    Radio   and  Television    Div.  /  Triangle    Publications,   Inc.  /  4-6th  &   Market  Sts.,    Philadelphia   39,    Pa. 

WFIL-AM  •  FM  •  TV,    Philadelphia,  Pa.  /  WNBF-AM  •  FM  •  TV,    Binghamton.  N.  Y.  /  WHGB-AM,   Harrisburg,  Pa. 

WFBG-AM  •  TV,  Altoona,  Pa.  /  WNHC-AM  •  FM  •  TV,   New  Haven-Hartford,  Conn.  /  wlbr-tv,    Lebanon,  Pa. 

National       Sales       Office,       4-85       Lexington       Avenue,       New       York       17,       New      York 

...ESPECIALLY  IN  HARTFORD! 
sponsor     o     L8  m\v  195' 



\ft>\t  tignificant  tv  nrul  tmiio 

news  of  the  urrk  with  inlerjiretntion 

in  depth  for  limy  readers 

SPONSOR-SCOPE 

18  MAY  When  does  a  buyer  stop  sticking  pins  In  ;i  map  and  reach  the  "cutoff*1  point? 

•roMson  publications  mo.       I  his    week   that    was   the    important    question    for   reps   ami    station    men    .1-    the    fill    scramble 

for  business  was  at   its  height. 

SPONSOR-SCOPE  finds  that  the  method  f<>r  determining  a  maximum  t\  network 

hookup  (or  basic  spot  campaign)  lias  pretrj  nearl)  evolved  in!"  i  fixed  formula. 

Oriirinallv  developed  by  one  of  the  giant   sponsors,    it    oom    has    gained    wide    > 

and  imitation.    Here's  how  it  works: 
1)  Every   county   delivered   by   the  basic  station   is   credited    to   thai    Station. 

2)  Basic  optional  stations  arc  given  credit  for  all  counties  not  duplicated  !>\  B 

hasic    station,    plus    delivery    of    set    circulation   in    marginal    counties. 

3)  To  arrive  at  the  cutoff  point,  the  aeenrv  then  works  out  the  average  COSt'per- 

1000  homes  for  all  the  basic  optional  stations.  That  average  becomes  the  auto. 

matic    yardstick    for    addiner    other    stations    or  omitting  them. 

An  occasional  exception  is  a  station  that  delivers  50.000  undupliratcd  tv  homes  in  a 

missing  and   required   countv. 

Note  that  while  the  foregoing  concept  is  phrased  in  network  terminolocv.  it  is  equal- 

ly applicable  to   spot   with   a   slight   change   in   language. 

So  now  spot — which  has  had  to  await  its  turn  in  the  automotive  game — at 
last  is  at  bat.    Pontiae  is  the  first  to  feed   it  a  home-run   hall. 

Through  MacManus.  John  &  Adams.  Pontiae  will  be  spending  over  S.Vmillion 
for  air  media  durins  the  19f57-season.     This   is  the  breakdown: 

•  Six  specials  on   NBC   TV.   totalling  around   S2.250.000  in   time  and  talent. 

•  The   Notre   Dame   games   on    MBS    C14  or   15   weeks). 

•  Simulcasting   of   two   of   the   final    professional    football    games. 

•  A    13-week   schedule   of   saturation   spot   radio   for   the   fall   and    winter   month*. 

•  A   likelv   repetition   of  this   schedule   in   the   spring. 

With  the  spring  campaign  included,  the  spot  expenditure  will  run  well  over 
the    §2-million    mark. 

General  Motors'  pronounced  swing  toward  tv  as  a  favorite  medium  for  its  divi- 

sions could  in  a  large  measure  he  due  to  the  fact  that  it  has  an  enthusiastic  rooter 
near  the  head  of  the  GM  table. 

He's  William  F.  Hufstader,  whose  corporate  title  is  v.p.  in  charge  of  district  staff. 

His  office  is  right  next  door  to  Harlow  W.  Curtice's.  And  within  the  industry,  he's  cen- 
erally  credited  as  being  one  of  the  really    sharp    marketing    strategists. 

Chevrolet's  ears  are  open   for  a  network  radio   pitch. 

Mutual  has  already  had  its  say  to  Camphell-Ewald.  offerinz  a  package  similar  to 

the  one  Ford  has  purchased  on  CBS:  seven  davs  of  news,  music,  personality  and  variety 
shows. 

Meanwhile  Campbell-Ewald  didn't  let  the  Ford  deal  pas?  without  a  burnup  at  CBS 

Radio.  Whv.  the  agencv  wanted  to  know,  wasn't  the  ?5.5-million  deal  also  offered  to  Chev- 
rolet.  when  for  three  years  it  has  shown  enough  confidence  in  the  medium  to  run  as  many 

as  12  five-minute  periods  a  week? 

Chrysler  through  it  all  remains  a  question  mark.    Its  big  tv  show?  are  lined  up. 

to  be  sure.    But  what  about  radio?    The  trade  onlv  can  guess  at  this  point — but  it's  a  _ 
guess — that  Chrvsler  will  be  in  the  network   radio   bac   too. 
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SPONSOR-SCOPE    continued  .  .  . 

Ernest  A.  Jones,  president  of  MacManus,  John  &  Adams,  appears  to  have 

modified  his  impressions  of  tv  as  a  medium  for  selling  autos. 

About  18  months  ago,  Jones  got  quite  a  play  in  the  papers  because  of  his  bearish  views 

on  tv.  But  this  week  he  indicated  to  SPONSOR-SCOPE  that  he  is  becoming  a  convert  in 

part,  at  least. 

He  attributes  this  to  improvements  within  the  tv  industry,  rather  than  any  changed 

understanding  of  the  medium  by  the  auto  people. 

The  improvements,  as  Jones  sees  them,  are: 

•  A  better  effort  to  fit  the  medium  into  the  needs,  selling  pattern,  and  marketing 
problems  of  a  particular  industry. 

•  Broader  flexibility  in  show  and  time  buying — in  other  words,  the  medium  is  more 

open  to  propositions  from  advertisers  with  specific  promotional  objectives. 

Jones  feels  that  one  of  the  greatest  "logistic"  advances  made  by  networks  was  the  in- 

troduction this  season  of  a  system  whereby  advertising  can  buy  "specials"  more  free- 

ly and  flexibly  than  before — due  to  the  right  of  the  networks  to  preempt  two  periods  from 
regular  advertisers  during  the  year. 

(For  more  of  Detroit's  share  in  coming  season's  air  media  picture,  see  4  May  SPON- 
SOR-SCOPE, page  9.) 

Bill  Maillefert.  Petry's  radio  chief,  figures  that  next  week  he  will  be  able  to 
tell  whether  his  plan  for  getting  stations  to  reduce  nighttime  rates  is  headed  for 
success  or  is  a  dead  duck. 

On  the  thesis  that  night  radio  can  be  sold  if  "priced  practically,"  Maillefert  has  asked 
the  20  Petry  radio  stations  to  make  the  nighttime  rate  50%  of  the  daytime  tab.  The  tally 
should  be  available  in  a  few  days. 

Maillefert's  next  move  (should  the  vote  be  significantly  favorable)  :  Suggest  to  SRA 
members  that  they  start  the  ball  rolling  with  their  own  stations. 

It  may  cause  a  stir,  but  WINN,  Louisville,  has  introduced  an  agency  compensa- 

tion policy  that  pays  up  to  20%. 

The  scale  is  15%  on  the  first  $1,000  each  month;  171/2%  on  everything  from  $1,000  to 
$2,000;   and  20%  on  everything  above  $2,000. 

Pulse  intends  to  disclose  stations  that  use  special  promotional  devices  to  hypo 

their  showing  during  rating  weeks. 

The  method :  When  informed  of  such  "special  activities,"  Pulse  will  ask  the  stations 
to  describe  the  giveaway  (or  whatever  it  was)  and  publish  the  replies  in  the  audi- 

ence report. 

Meet  network  tv's  latest  pressure  group: 

It's  composed  of  seasonal  advertisers — most  of  them  specializing  in  the  gift  trade — 
and  the  object  of  their  agitation  is  a  better  break  in  discounts. 

The  seasonal  fellows  contend  that: 

•  The  present  discount  structure  in  tv  is  really  a  hangover  from  radio — a  system  orig- 
inally designed  for  such  big  advertisers  as  P&G  and  General  Foods. 

•  Equitable  discount  provisions  should  be  made  for  year-in-and-year-out  custom- 
ers who,  because  of  the  nature  of  their  business,  can  use  tv  only  at  certain  intervals  during 

the  year. 

Tv  sponsors  can  get  an  idea  of  the  dimensions  of  the  commercial  producing 

field  via  the  seven-year  progress  of  a  representative  firm — Eliot,  Unger  &  Eliot. 
It  started  with  a  camera,  now  has  an  investment  of  $600,000  in  equipment.  It  gets  be- 

tween $2,500  and  $15,000  per  commercial.  Once  located  in  an  apartment  house,  it  now  occu- 
pies three  buildings  and  grosses  $2.5  million  a  year. 
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*  SPONSOR-SCOPE    <  "firmed  .  .  . 

SI'0\<nl!  ^COI'K  this  week  checked  with  each  of  tin-  radio  network!  t"  find  onl  wli.n 
effeel  the  npenrge  in  network  bnya  hum  had  on  relationahipi  with  affiliate  - 

Here's  a  Mim-up  of  what  the  networks  say: 
ABC i    Defections,  which  for  a  while  were  like  a  chain   reaction   and   in   man)    cases 

involved  change  of  ownership,  have  halted  completely,   The  gap*  have  been  filled  pretri  well 
CBS:    No  significant  defections;  hence  no  problem. 

MBS:     Drop-OUtB   in   Milwaukee.  K.C.,  St.    Joseph,   and   other   places   have   heeri    replaced 

Manv  stations  which  preferred  independence  now  are  inquiring   about    Mutual'-   new    con 
tract  and   programing  service. 

NBC:    Has  same  market  lineup  as  prior  to   pullout   of  Westinghouse   stations;    aba 

again  set  in  Buffalo  and  Allentown. 

Over-all  conviction  expressed  hy  the  networks:     Station-   now   are  tendin; 

work  radio  in  a  hetter  light — especially  in  view   of  the   high   costs  of  trying    to    program 
everything  locally. 

U.S.  Steel's  Christmas  radio  promotion,  Operation  Snowflakr.  is  going  net- work. 

BBDO  this  week  placed  orders  with  ABC  and  CBS  Radio  for  time  and  talent  to  be 

used  for  two  weeks  prior  to  the  holiday.  The  expenditure  all  told  will  add  up  to 

$50,000. 

The  blueprint  to  date  looks  like  this: 

ABC:  Don  McNeill,  Monday  through  Friday;  My  True  Story,  Monday,  Wednesday. 
Friday. 

CBS:  During  the  weekend  (for  women  who  work  on  other  days)  Galen  Drake.  Robert 

Q.  Lewis,  and  Our  Miss  Brooks. 

Estimated   impact:    57  million   family   impressions,  with  each  family  reached  4.8  times. 

Operation  Snowflake  used  spot  radio  in  the  two  previous  years. 

Stations  that  have  watched  the  upbeat  in  network  radio  with  terror  and  envy 
can  take  heart. 

An  agencv  executive  who  instigated  much  of  the  network  business  this  week  told  SPON- 

SOR-SCOPE that  local  stations  are  beginning  to  counter  with  sales  and  programing 
ideas  of  their  own. 

"Instead  of  accusing  the  networks  of  swiping  their  spot  business,"  he  feels,  "a  num- 
ber of  stations  are  cultivating  new  types  of  accounts  in  our  shop  with  imaginative 

and  different  gimmicks." 

His  postscript:  "I  don't  see  why  more  stations  can't  themselves  produce  concepts  like 

'Imagery  Transfer'  and  dream  up  new  ways  of  buying  and  using  radio." 

CBS  Radio  continues  to  maintain  a  steady  new-business  rhythm. 

The  past  week's  take  includes: 
•  General  Mills:     Six  five-minute  spots  a  week  on  Impact;  §6,600  weekly. 
•  Toni:    10  seven-and-a-half  minute  units  a  week:   120,000  weekly. 

•  Good  Housekeeping  Magazine:    10  seven-and-a-half  minute  units  a  week:   $20,000 
weekly. 

Additionally.  Florida  Citrus.  Seeman  Bros..  Sara  I^e  Cakes  and  American  Home 

Foods  bought  into  the  Arthur  Godfrey  show. 

Revlon  continues  to  mix  up  its  choice  of  programing  types. 

Within  the  space  of  a  week  it's  bought  Walter  Winchell's  crime  show  i  ARC  TV  i  and 
three  June  segments  of  the  Steve  Allen  variety  show    i  NRC  TV). 

National  spot  tv  perked  up  handsomely  among  the  bigger  New  York  agencies 

last  week  with  action  from  P&G  (Tide)  through  Compton;  McKessen-Robhins  'Tar- 

tan)  via  DFS;  Welch  Grape  Juice  (R.  K.  Manor!  >. 
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SPONSOR-SCOPE    continued 

P&G  will  lii  in  up  its  tv  plans  in  a  few  days,  but  this  year  there  is  going  to  be 
a  hangover.    Here  are  the  events  behind  it: 

1)  Daytime  network  tv  is  in  pretty  healthy  shape  these  days. 

2)  That  takes  any  potential  panic  or  extraordinary  concessions  out  of  the  rate  situation. 

3)  But  by  this  token,  daytime  tv  is  too  high-priced  for  some  of  P&G's  lesser 
brands. 

It's  too  late  to  do  much  about  that  now,  but  that  doesn't  bury  the  problem  for  the future. 

People  close  to  the  account  say  that  P&G's  main  block  in  failing  to  grapple  successfully 
with  this  quandary  is  a  psychological  one:  It's  still  dreaming  of  the  phenomenal  big- 
circulation-low-cost  days  of  radio  when  a  new  brand  with  a  small  expenditure  could  take 
off  like  a  skyrocket. 

The  media  world  has  changed  (a  serial  which  cost  $700,000  a  year  in  radio  would  come 

to  around  $3.5  million  a  year  on  tv)  but  P&G's  media  experts  still  nurture  the  hope  that 
the  networks  will  rescue  them  with  a  more  economic  rate  plan. 

ABC  TV  this  year  slashed  daytime  to  a  third  the  nighttime  rate.  But  where  P&G  sus- 

pects it  missed  an  opportunity  is  in  not  getting  to  NBC  TV  with  a  long-range  plan 
before  that  network  started  on  its  daytime  upsurge. 

P&G  will  use  5  hours  a  week  on  NBC  TV  and  6^4  hours  a  week  on  CBS  TV 
this  fall. 

In  net  billings  the  combination  will  run  between  $17-18  million. 

The  earned  discounts  on  CBS  TV  put  P&G's  daytime  rate  at  37^4%  of  the 
nighttime  gross  rate,  while  the  various  discounts  on  NBC  TV  will  reduce  the  cost  on  that 
network  to  a  third  of  the  nighttime  gross  rate. 

But  in  terms  of  base  rates,  P&G  still  is  buying  daytime  facilities  at  50%  of  the  night- 
time rate. 

Johns-Manville,  which  last  sponsored  Meet  the  Press,  will  be  out  of  the  air  me- 
dia picture  for  several  months. 

There's  been  a  change  in  management,  and  the  newcomers  want  to  take  a  breather  to 
determine  both  marketing  and  media  direction.    JWT  is  the  agency. 

The  tempo  of  network  tv  buying  for  fall  picked  up  rapidly  this  week. 
the  following  to  vour  chart: 

Add 

ADVERTISER AGENCY 
SHOW 

NETWORK  &  TIME PROGRAM  COST 

Alcoa F&S&R 5-Star  Theatre NBC  M     9:30 
$40,000 

Goodyear 
Y&R 5-Star  Theatre NBC  M     9:30 

$40,000 Pillsbury Burnett The  Big  Record CBS  W      8 
$50,000 Oldsmobile Brother The  Big  Record CBS  W     8 $100,000 

Kellogg 
Burnett The  Big  Record CBS  W      8:30 $50,000 

U.  S.  Rubber Richards 
Navy  Log 

ABC  Th  10 
$32,000 Buick Kudner Patrice  Munsel ABC  Th    8:30 
$45,000 Lorillard L&N Court  Last  Resort NBC  F      8 $28,000 

Pall  Mall SSCB Manhunt NBC  F      9 
$31,000 

Quaker  Oats 
WBT Jane  Wyman NBC  Sa.  10 $33,000 

Other  developments:  General  Foods,  having  dropped  West  Point,  will  sponsor  Danny 

Thomas  by  itself  on  CBS  TV  Monday  9-9:30.  Lever  is  looking  for  a  show  on  CBS  Tuesday 

8:30,  with  JWT  as  the  agency  of  record.  The  ABC  Wednesday  8:30-9  niche  will  be  occu- 
pied by  a  Bristol-Myers  program. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6;  New 

and  Renew,  page  57;  Spot  Buys,  page  62;  News  and  Idea  Wrap-Up,  page  66;  Washington 
Week,  page  83;  sponsor  Hears,  page  86;  and  Tv  and  Radio  Newsmakers,  page  92. 
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Toss  'em!  These  may  be  all  right  for  somebody  who 
doesn't  know  what  WDGY  has  done  to  Twin  Cities  radio 

-    LATEST   (1957)    NIELSEN    - 
I   —   I 

515.2 

90.7 
254.3 
208.3 

WDQ  V  has  rock*  U  <l  up! 

i     \i      i    id-.-  (Station  A : In  Marco  L956  . .,.,..,,. 

t     \i      i    in--  (Station  A  : In  March  l!»..i  [WDGY: 
Nsi  Area  Average  audience, 

\.m.-6  p.m.,  Monday-Saturday) 

•       •       • 

WDGY  first   NSI   Area-    9   a.m.-6   p.m. 
M  -,  day-Saturday 

When  L957  figures  are  available  (and  thej  an  i   it  stands  I 

they  are  more  significant  thai   L956  "history"     esp  cially  whei 
data  show  things  as  of  > 

The  Nielsen  "big-change"  (shown  left)  is  one  instance.    Another  np- 
to-date  fact:  WDGY  is  first  all  day  per  latesi  Tr<  ither: 

WDGY  is  first  every  afternoon  per  latesi  Boop  •  .  .  .  and  ]><t 
Pulse.  In  fact,  Pulse  gives  WTJGY  an  average  rating 
7  |p.m..  Mon.-Fri.). 

In  every  recenl  report,  WDG^    has  a  big  first  place  audii 
Talk  to  Blair,  or  WDGY  General  STEVE   LABUXSKI. 

WDGY 

The  Storz  Stati 

MINNEAPOLIS-ST.    PAUL 

TODD  STORZ, 

President ] 
WDGY 

Minneapolis-St.  Paul 

WHB 
Kansas  City 

WQAM 
Miami 

Represented  by  John  Blair  &  Co. 

KOWH 

Omaha 

WTIX 

New  Orleans 

Represented  by  Adam  Young  Inc. 
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Gef  on  the  ball 

...in  San  Antonio 

The  going  is  rough  in  San 

Antonio  and  South  Texas  with- 

out KONO,  the  No.  ONE  station 

that  88  national  advertisers  buy 

year  after  year. 

KONO  Radio  sells  best  in  this 

51 -county  market  because  of 
the   powerful 

49% 
PENETRATION 

in  San  Antonio's  Home  County 
(N.  C.  S.  #2) 

Want  more  information?  Call 

your  H-R  or  CLARKE  BROWN 
man. 

860  kc  5000  watts 

ca  :f-cra SAN  ANTONIO  RadlO 

Timebuyers 
at  work 

Anita  Wasserman,  Lawrence  C.  Gumbinner  Agency,  New  York, 

timebuyer  for  Filter  Tip  Tareyton,  says:  "1  indulged  in  a  lo\el\ 

daydream  today — 'If  all  I  had  to  do  was  buy  time  .  .  .  ah!"  Then 
I  took  a  look  at  the  mountains  of  papers  in  various  folders  and  I 

snapped  back  to  realit\ .  Contracts  that  weren't  right — confirmations that  varied  from  orders,  with  spot 

costs  that  differed  from  original 

quotes,  etc.,  etc.  And,  once  the 

buying  is  over,  you're  engulfed  by 
hundreds  of  pieces  of  paper  that 

verify  and  bind  up  tight  the  cam- 

paign under  way.  If  you're  a 
good  swimmer  and  have  stamina, 

you  can  get  through  these  rough 
seas  and  reach  the  shore — a  clean 

desk.  Then  you  plunge  in  again 

on  a  new  tide.  So,  this  is  an  S-O-S 
for  avails  that  have  all  informa- 

tions on  them — including  ratings;  packages  when  asked  for:  combi- 

nation rates  earned  if  you  have  a  multi-product  account:  correct 

adjacencies;  spot  costs;  and  start  and  end  dates  easily  visible.  We 

also  need  prompt  notification  by  the  station  of  missed  spots — why 

missed — and  make-goods  or  credits  for  same.  Enough!  Fewer  pa- 

pers, clearer  and  more  information — then  we  can  all  swim  ea-il\ . 

Val  Ritter,  Cunningham  &  Walsh,  New  York,  buyer  for  Folger's 
Coffee,  comments:  "The  timebuyer  who  wants  to  be  can  be  more 
than  a  numbers  juggler  and  become  creative  b)  looking  for  a  little 

extra  in  his  buys.  He  can  view  the  commercial  and  get  a  better 

feeling  for  the  campaign.  He  can  attend  meetings  where  the  discus- 
sion is  on  the  more  creative  as- 

pects and  come  in  contact  with  the 

copywriter,  production  men  and 
account  executives.  The  feeling 

for  the  whole  rather  than  his  part 
alone  can  enable  him  to  apply 

himself  to  his  job  with  more  assur- 

ance. If  he  knows  the  commer- 

cial, he  can  place  it  in  an  atmos- 

phere more  conducive  to  viewer 
interest.  An  abrupt  change  in 
commercial  mood  from  the  mood 

of  the  preceding  program  could  be 

disturbing  to  the  viewer.  It  would  be  advantageous  to  place  his 

spots  next  to  shows  whose  commercials  can  be  related  to  his  product. 

For  instance,  a  beverage  commercial  slotted  next  to  program  spon- 
sored by  a  food  advertiser.  Naturally,  these  do  not  replace  the  basic 

considerations  of  ratings,  coverage  and  audience,  but  they  suggest 

that  a  creative  approach  is  important  to  the  buying  function  today. 
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PIN  POINT  POWER 
GETS  BEST  RESULTS 

Radio  Station  W-l-T-H  "pin  point  power"  is  tailor-made  to 

blanket  Baltimore's  15-mile  radius  at  low,  low  rates  — 

with  no  waste  coverage.  W-l-T-H  reaches  74%     of  all 

Baltimore  homes  every  week  —  delivers  more  listeners  per 

dollar  than  any  competitor.  That's  why  we  have  twice  as 

many  advertisers  as  any  competitor.  That's  why  we're  sure 

to  provide  a  "steady  stream"  of  sales  results  for  you,  too. 
"Cumulative  Pulse  Audience  Survey 

h«M» 

Tom  Tinsley 
President 

R.  C.  Embry 
Vice  Pres. 

c  o FIDE C    E 
National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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,iOr  of  the  Am 

ican  Research  Bureau  and  eminent  authority  on 

program  ratings.  He  is  seen  here  as  he  selects  a  Mij 
west  market  for  special  review  .  .  .  one  of  the  huj 

dreds  of  markets  in  which  ZIV  shows  consistent 
rate  high. 

In  the  photo  at  the  left,  ARB  Tabulation  Director,  Kenneth 

Aurich,  is  supervising  distribution  of  ARB's  national  diari* In  these  diaries  TV  viewers  record  the  facts  behind  the  Al. 

"  ":  on  these  ■*»«•* 

ZIVs 

NOW  READY 
TO  MAKE 
RATING 

HISTORY! 

7 

am  au-nbw 
"The  NEW  Adventures  of 

Martin  Kane 
starring  Academy  Award  Winner 

William  Gargan    a 

MYSTERY-ADVENTURE  SERIES 

Get  Martin  Kane  in  y 

market  and  you  get  T: 

most  firmly  establish 

mystery -adventure  ho 
Wire  or  phone  immedial] 
for  a  look  at  a  truly  gripp| 

audition  and  a  compreh 

sive  sales  plan. 



1ME  IN  CITY  AFTER  CITY! 
I V4 1  i.  ft  l 

i 
I  Love  Lucy.  Dragnet. 

se90.  What's  My  line 
ny  others    ARB.  Mar 

BEATS:  Groucho  Marx,  Bob 

Hope,  Perry  Como,  Dragnet, 

and  many  others  ARB.  Mar 
1957 

starring  BRODERICK  CRAWFORD trol"  "SCIENCE  FICTION 
THEATRE" IN    ROCHESTER IN  SEATTLE-TACOMA 

40.2  37.6 
BEATS:  I  Love  Lucy,  $64,000 

Question.  Groucho  Marx.  Play 

house  90  and  many  others 
AR8.   Feb     57 

BEATS:  Ed  Sullivan.  I  Love 

Lucy.  $64,000  Question. 
Groucho  Marx  and  many 

others   ARB.  Feb.  '57. 

IN    PITTSBURGH IN  SAN  FRANCISCO 

38.0  23.9 
BEATS:  Playhouse  90,  Wyatt 

Carp.  Arthur  Godlrey,  What's My  Line  and  many  others 

ARB,  Jan.  '57. 

BEATS     Arthur    Godi- 
Video    Theati' 
Sid  Caevar  and  many  others 

ARB.  Jan    '57 

N  0LUMBIA,  S.  C. 

2.2 
B  Ed  Sullivan.  I  Love 

164.000  Question.  Play 

■  90  and  many  others 

liar    '57 

IN   BALTIMORE 

25.1 
BEATS:  Dragnet.  Phil  Silvers. 

George  Gobel.  Sid  Caesar  and 

many  others  ARB,  Mar   '57 

IN  SAN  FRANCISCO 
IN    CEDAR    RAPIDS 

WATERLOO IN    PORTLAND IN  SEATTLE-TACOMA 

31.2  56.5 
BEATS:  Playhouse  90.  Drag 

net,  Arthur  Godfrey.  Phil  Sil 

vers  and  many  others  AR8. 

Jan   '57. 

49.8  22.1 
BEATS:  Ed  Sullivan.  I  Love 

Lucy.  $64,000  Question.  Per 
ry  Como.  and  many  others 

ARB.  Feb    '57 

BEATS:  Perry  Como.  Bob 

Hope.  Playhouse  90.  Disney 
land  and  many  others  ARB. 

Nov    '56 

BEATS:  Arthur  Godfrey.  Play 

house  90.  Phil  Silvers,  lux 
Video  Theatre  and  many 

others    ARB,  Jan    '57 

IMifflfflMli 
starring  BARRY  SULLIVAN 

e  CISCO  K 
ring  DUNCAN  RENALOO  and  LEO  CARRI 

IN   BALTIMORE IN  JACKSON,  MISS. IN    BALTIMORE IN   SACRAMENTO 

Groucho  Marx.  Perry 

Arthur  Godfrey.  Drag 

many   others    ARB. 

30.7  40.7 25.4  25.2 
BEATS:  Ed  Sullivan.  Groucho 

Marx.  Jack  Benny.  Playhouse 

90  and  many  others  ARB. 

Feb   '57. 

BEATS:  Ed  Sullivan,  Groucho 

Marx.  Perry  Como.  Playhouse 

90.  and  many  others  ARB. 

Oct.  '56. 

BEATS:  Groucho  Marx.  Perry 

Como.  Jack  Benny.  Climax 
and  many  others  PULSE.  Dec 

1956 

BEATS:  George  Gobel.  Lux 
Video  Theatre.  Sid  Caesar. 

Ernie  Ford,  and  many  others. 

ARB.  Feb    '57 

BEATS:  Arthur  Godt'   . house  90.  Phil  Silvers.  George 

Gobel  and  many  others  ARB 

Feb   '57 LAS  VEGAS 

3.9 
$64,000     Question, 

i   Marx.   Perry   Como, 
md  and  many  others •56. 

IN  SAN  ANTONIO 

27.0 
BEATS:  George  Gobel.  Steve 

Allen.  This  Is  Your  Life.  Danny 

Thomas  and  many  others 

PULSE.  Nov   '56 

IN   BIRMINGHAM        IN  SAN  ANTONIO 

35.8  30.2 
IN  COLUMBIA.  S.  C. IN   MOBILE 

38.9  37.8 
BEATS:  Groucho  Marx.  Drag 

net.  Climax,  Jack  Benny  and 

many  others  PULSE,  Dec.  '56 

BEATS:  Dragnet.  Arthur  God 

frey.  Steve  Allen.  This  Is  Your 
Life,  and  many  others  PULSE. 

Nov  '56 

BEATS:  Ed  Sullivan  I  Love 

Lucy.  $64,000  Question.  Jack 

Benny  and  many  others   ARB 

BEATS     ■■  .'"     Groucho 
■ 

ot  just  one  survey,  not  just  one  month,  but 

Imost  always!  That's  how  often  you  find 

iv  shows  at  the  very  top  of  the  rating  lists. 

)  if  you  want  the  CONSISTENTLY  BIG 

UDIENCE  of  a  CONSISTENTLY  HIGH-RATED 

HOW,  join  the  big  happy  family  of  Ziv 

low  sponsors. 

FROM  WE  TO
P  MW 

fill  syMP/CAT/O
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TWO  HITS 
and  NEVER 
A  MISS 

popular         music        stations 
BAKERSFIELD\ 

and  CALIFORNIA 
LANCASTER  / 

KBIS 
SOUTHERN  _-AluM#. 

SAN  JOAQUIN  TRADING 
VALLEY       AREAS    - 

KBVM 
ANTELOPE 

    VALLEY 

.  POPULATION- 

RETAIL  SALES 

-  91,000 

•  {101,000,000 

COMBINED     2      )  romiAtiON...  538,000 
MARKETS  TOTALI  mtaii  sales  ..  $682,283,000 

•  •  • 

■UY   »OTH   STATIONS 

KIIS.  .«J   XI VM 
FO»  COMIINCD  HATES 

LESS  10* 

L8 

by  Joe  Csida 

n sor 

■~j+  ■%  «-3 

Look  over  your  shoulder  back  to  1946 

The  Institute  for  Education  by  Radio-Tele- 

vision of  Ohio  State  University  in  Columbus  did 

me  the  honor  this  year  of  asking  me  to  make  the 

opening  address  at  the  Institute  on  Wednesday 

evening.  May  8.  By  the  time  this  sees  print, 

the  speech  will  have  been  made,  unless  some- 

thing unforeseen  and  fatal  happens  to  me  be- 
tween the  moment  I  write  this  piece  (Monday, 

May  6  I  and  Institute  time. 

The  theme  of  this  year's  Ohio  State  session  is  "This  Is  Broadcast- 
ing, 1957!  .  and  I  have  been  asked  to  open  the  proceedings  with 

a  30-minute  discourse  on  "What  Happened  to  Broadcasting,  1946- 

1956."  I  have  worked  rather  hard  to  prepare  a  paper,  which  I 
hope  will  have  some  interest  and  value  for  my  listeners.  I  have 

not  only  rummaged  around  in  my  memory  hour  upon  long  hour, 

reviewing  my  own  personal  experiences  and  knowledge  of  the 

past  decade,  but  I've  also  done  a  substantial  amount  of  research. 
I  have  been  so  fascinated  with  this  review  that  I  have  the  feeling 

you  might  find  this  10-year  look  over  your  shoulder  worth  reading. 

Congressional  investigations  brewing  in  1945 

Some  things  haven't  changed  at  all.  For  example,  just  before 
the  decade  dawned,  in  the  summer  of  1945  Representative  Emanuel 

Celler.  Democrat  from  New  York,  was  demanding  that  the  Federal 

Communications  Commission  crack  down  on  broadcasting.  Radio 

programs,  said  the  Congressman,  featured  too  much  boogie  woogie, 

and  besides  thev  were  too  corny.  And  this  very  week  the  honorable 

Mr.  Celler  released  an  as  yet  unendorsed  report  of  his  House  Anti- 
Trust  Subcommittee  objecting  to  a  number  of  network  practices 

like  '"must  buy"  stations,  option  time,  etc.  and  warning  of  legisla- 
tion to  correct  same.  Congressman  Celler  continues,  too.  to  interest 

himself  in  the  nation's  popular  music  picture,  since  his  report  details 
the  many  unfair  advantages  he  believes  BMI  to  have  over  ASCAP. 

But  bv  and  large  the  past  10  years  saw  more  drastic  change,  more 

spectacular  development  in  the  broadcasting  industry  than  has 

possibly  been  seen  in  any  other  American  industry  in  a  like  period. 

In  February  of  1946.  to  illustrate,  General  Mills  allocated  close  to 

$5  million  to  radio.  This  represented  slightly  more  than  one  half 

of  the  total  General  Mills  advertising  budget.  But  less  than  five 

vears  later  in  July  of  1950  the  Association  of  National  Advertisers 

launched  a  fierce  and  successful  drive  to  force  network  radio  to  cut 

its  nighttime  rates.  Led  by  the  Columbia  Broadcasting  System. 

the  networks  soon  slashed  their  nighttime  rates  until  they  were 

virtuallv  on  a  par  with  daytime. 

An  even  at  the  reduced  rates  the  last  half  of  the  decade  saw  radio 

(lc\  ising  new  small  segment,  low  cost  sales  concepts  and  selling 

plans.    Records  and  transcriptions  ceased  to  be  a  dirty  word  around 
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OF  THE  HOUSE! 
Today  in  the  nation's  Capital,  Nielsen*  proves  most  radios  are  tuned  to  WRC. 

Take  the  early  morning  for  example,  from  6  to  9  am,  Monday  through  Friday. 

W  RC's  Al  Ross  is  far  and  away  the  most  popular  man  in  this  time  period 
with  Washington  radio  listeners.  His  "Timekeeper"  show  wins  a  10  share  of 

the  total  station  audience,  63'  <  greater  than  the  second  station's. 

A.nd  for  most  of  the  day  and  night,  Nielsen  now  tells  the  same  kind  of  story 

ibout  WRCs  audience  advantage.  For  the  total  week  WRC  wins  an  average 

share-of-audience,  32'  [  greater  than  the  second  station. 

tn  Washington's  17- radio-station  market,  such  an  overwhelming  vote  of  con- 
fidence carries  over  in  force  to  WRC-advertised  products.  Let  Al  Ross  on  WRC 

Radio  speak  for  you  in  the  nation's  Capital .  . .  just  as  he  does  for  64  national 
md  local  advertisers. 

'NSl  Report-Washington,  D.C,  Area-January  1957         WASHINGTON.  DC. 

WRC  -980 
SOLD  BY 
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C.  E.  Hooper,
  Inc. 

Represented  Nationally  by 

Venard,  Rintoul  &  McConnell,    Inc. 

the  radio  networks,  due  to  the  willingness  of  the  American  Broad- 

casting Company  to  carry  a  transcribed  show  sponsored  by  Philco 

and  starring  Bing  Crosby.  The  deal  did  specify  that  if  the  ratings 
of  the  show  fell  under  a  certain  figure,  der  Bingle  would  agree  to  do 
the  balance  of  the  shows  live.  But  the  ratings  held  up,  and  in 
February  of  1949  NBC  discarded  its  rule  against  playing  transcrip- 

tions on  the  network. 

This  last  10-year  span  also  saw  the  CBS  talent  raids  against  once 

all-powerful  NBC.  Abetted  by  some  brilliant  tax  lawyers  William 

Paley  dangled  multi-million  dollar  capital  gains  deals  in  front  of 

some  of  General  Sarnoff's  finest  audience-getters,  and  in  reasonably 
rapid  succession  lured  Jack  Benny,  Edgar  Bergen,  Red  Skelton  and 

several  others  over  to  485  Madison  Avenue,  in  some  cases  (Bennv- 

American  Tobacco,  for  example)  complete  with  sponsor.  All  this 

transpired  in  late  1948  and  early  1949. 

But  as  has  been  indicated  network  radio  came  upon  rough  da\  s. 

Television  moved  in  and  blitzed  it  along  with  movies  and  magazines, 

sports  and  conversation.  Remarkably  enough  independent,  non- 

network  affiliated  radio,  not  only  rode  out  the  television  storm,  but 

prospered  as  it  had  never  prospered  before.  A  few  columns  back 

I  mentioned  the  incredible  amount  of  spot  business  every  station 

I  visited  in  18  different  cities  was  doing. 

Radio  stations  come  high  and  sell  fast 

And  the  trade  press  has  been  chocked  with  reports  of  the  high 

traffic  in  radio  station  sales.  Maybe  the  two  recent  record-breakers 
in  the  station  sales  category  tell  the  story  best.  DuMont.  which 

couldn't  quite  make  it  as  a  television  network,  bought  New  York's 
leading  independent,  WNEW,  for  ST. 5  million  from  a  group  of  gents 

headed  by  William  Buckley.  Mr.  Buckley  and  his  friends  had  paid 

$4  million  for  the  station  just  a  few  years  earlier. 

And  Westinghouse,  shortly  after  servering  its  network  radio 

affiliations  with  NBC,  bought  Chicago's  leading  independent  station, 
WIND,  for  $5,300,000.  And  this  in  an  era  when  television  zoomed 

to  greater  gross  billings  than  all  of  radio  combined.  In  1954  tv 

did  $595,000,000  as  against  radio's  $449,500,000.  This  was  the 
first  year  that  the  combined  broadcasting  business  topped  the  billion 
dollar  mark. 

With  so  little  space  left,  it's  a  little  foolish  to  get  into  developments 
in  television  over  this  past  decade,  but  a  quick  outline  will  serve  to 

recall  the  tremendously  exciting  growth  of  the  medium  since  1946. 

In  November  of  that  year  Bristol-Myers  sponsored  the  first  network 

tv  show,  a  two-station  hookup  via  NBC  for  a  show  called  Geo- 

graphically Speaking.  A  few  months  ago  CBS  TV  claimed,  without 

getting  too  much  of  an  argument,  that  100,000.000  people  saw  its 

telecast  of  the  Rodgers-Hammerstein  Cinderella. 

It  was  in  that  same  vear  that  Zenith's  Commander  E.  F.  Mr- 

Donald,  Jr.  wrote  a  piece  in  the  now  defunct  Collier's  magazine, 
maintaining  that  advertising  alone  would  never  be  able  to  support 

television,  that  pay-tv  was  essential  and  inevitable.  That  same 

10-year  span  saw  the  battle  between  CBS  mechanical  and  RCA 

electronic  color  tv  with  the  latter  victorious  after  CBS  won  several 

important  early  rounds.  But  more  in  subsequent  columns  on  video's breathtakins  last  10.  ^ 
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pick  a  number  from 

No  matter  how  many  feature  films  your  station  programs, 
MGM-TV  has  a  plan  to  fill  your  needs  a  plan  that  will 
bring  you  higher  audience  ratings  and  bigger  sales  increases 
than  you  ever  imagined. 

For  "one-time"  impact,  choose  single  pictures,  individu- 
ally priced  in  keeping  with  their  fabulous  audience  appeal. 

Or,  for  maximum  economy,  choose  one  of  the  already- 
packaged  groups,  consisting  of  from  100  to  more  than 
700  titles  of  the  greatest  motion  pictures  ever  produced. 

Write, wire  or  phone 
now  to  determine  it 

your  market  is  still 
available. 

A  SERVICE  OF 
LOEWS  INC. 

701  Seventh  Avenu  N.  1 

Richard  A.  Harper,  General  Sales  Manager 

the  fabulous  features  that 

started  the 
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The  human  nose  is  being  pushed  around!  It  can't  be  sure  of  anything  any 

more.  And  Science  is  to  blame!  Men  spend  long  hours  in  laboratories,  inventing  magic  formulas 

for  removing  the  natural  odor  of  things.  Others  take  equal  time  to  devise  ways  of  introducing 

fragrances  and  flavors  into  places  where  they  never  existed.  A  nose  for  news  might  detect  a  trend. 

It's  got  to  stop,  say  we !  Let  things  be  as  they  really  are ! 

We're  doing  our  bit.  In  "The  Silent  Service," our  syndicated  TV  film  scries 

about  the  men  who  man  the  nation's  submarines,  we  really  plumb  the  depths.  We  go  to  ex- 

traordinary lengths— on  location,  in  fact— to  capture  that  true  briny  flavor.  Why,  yen  can  prac- 

tically breathe  the  diesel.  The  salt  spray  stings  to  high  heaven.  The  pitch  and  roll,  the  sw< 

and  grime,  the  sights  and  sounds  and  smells -they're  all  there,  all  real.  And  some  scieiv 

thinks  he's  going  to  filter  the  breath  of  reality  out  of  our  series?  Well,  we'll  see  him  inhale  first ! 

And  we've  got  friends,  too.  CNP,  as  more  and  more  people  are  finding  out, 

insists  on  giving  local,  regional  and  spot  advertisers  first  crack  at  first-class  product.  But  do  you 

suppose  for  one  minute  that  this  is  the  reason  "The  Silent  Service"  has  now  been  bought  in  more 

than  100  markets,  including  21  of  the  country's  top  25?  Nonsense!  With  "The  Silent  S 

it's  the  zesty  savor  of  reality  that  gets  'em  !  NBC  TELEVISION  FILMS  a  division  of 

CALIFORNIA  NATIONAL  PRODUCTIONS,  INC. 



The  8.000-foot  Tehachapi  Mountain 

Range  is  nature's  own  "sound  barrier" 
between    Bakersfield    and    Los   Angeles. 
PROOF:  No  Los  Angeles  Radio  Station 
has  ever  appeared  on  any  recent  Bakers- 
field  Radio  Area  Survey. 
BAKERSFIELD  RADIO  MIST  BE 
USED  TO  EFFECTIVELY  REACH 

BAKERSFIELD  BUYERS 

KGEE    DOMINATES 

7:00  A.M. -12:00  Noon 

KGEE        22.8% 

2nd   station      16.1% 

12:00  Noon -6:00  P.M. 

KGEE       30.1% 

2nd   station      14.5% 

(C.   E.   Hooper,   Inc. — Oct.-Nov.,    1956) 
Share  of  Audience 

FOR  COMPLETE  KGEE  STORY 

Call 
George  P.  Hollingbery  Co. 

Herb  Wixson,  Station  Mgr. 

BE   CAGEY— BUY  K-GEE! 

21 

News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Help  wanted?  I  his  month  a  woman  hecame  head  of  advertising's 
oldest  employment  agency — Walter  A.  Lowen  Placement  Agency. 
Ruth  Lowen,  daughter  of  the  founder,  took  over  the  business  6  Mav 

from  her  father  who's  retiring. 

In  Lowen's  37-year  history  the  stock  of  women  in  advertising 
has  definitely  risen. 

"But  even  today,  only  one  woman  for  20  men  gets  a  job  paying 
$10,000  or  more  a  year.  Under  $10,000  the  ratio  shifts  to  one 

woman  for  every  five  men,"  Ruth  Lowen  told  SPONSOR. 

How  can  a  woman  get  around  the  boss'  fear  she'll  soon  leave  to 
raise  a  brood? 

"Play  it  by  ear,"  says  Ruth  Lowen.  "Women  executives  have 
learned  to  do  this.  Women  under  25  starting  out  in  business  just 

have   to   convince   the   men   thev   want   a   career,   not   a   manhunt." 

Women's  longing  and  drug  sales:  Phrasemaker  Florence  Goldin 
pegged  women  into  four  groups  for  drug  manufacturers  at  a  Toilet 
Goods  Association  meeting. 

Twigglings — girls  between  12  and  18:  they're  experimenting, 
looking  for  new  things. 

Huntresses — from  18  until  they  marry,  they're  perfectionists 

facing  the  most  competitive  battle  of  their  lives.  "They'll  switch 

cosmetics  brands  until  they  score  a  hit,"  Florence  says. 
Wife — now  the  woman  is  economy-conscious,  looks  for  easy-to- 

buy  products  on  super  market  shelves. 

December  bride — she  has  money  for  the  promises  of  youth. 

A  beauty  and  fashion  coordinator,  Florence  Goldin  is  both  a  wife 

and  the  only  ladv  v.p.  at  Grey  Advertising. 

Is  "suburban  man"  obsolete?  Wives  of  admen  who've  been 
thinking  of  themselves  as  suburbanites  or  exurbanites  might  as  well 

revise  their  thinking.  According  to  the  latest  socio-psychological 

study,  chances  are  they're  '"interurbanites." 
Mrs.  Interurbia,  says  the  study,  "is  an  expert  in  understanding 

others,  examining  motives,  analyzing  behavior." 
The  interurbia  study,  conducted  by  J.  Walter  Thompson,  Yale 

University  and  Fortune,  says  more  and  more  Americans  today  live 

in  virtually  linked  metropolitan  areas. 

The  vast  majority  of  admen  live  in  the  14  interurbias  throughout 
the  country. 

What's  Mr.  Interurbia  like,  according  to  JWT.  Yale  and  Fortune? 

1.  He's  above  the  national  average  in  desire  for  achievement, 
desires  to  rival  and  surpass  others. 

2.  He  needs  to  dominate  other  people. 

3.  He's  more  willing  to  talk  about  sex  and  less  strict  in  attitudes. 
4.  He  likes  to  be  the  center  of  attention.  \  anity  and  self-dramati- 

zation are  stronger  in  him  than  in  the  non-interurbian. 

5.  He's  more  assressive  and  does  not  mind  change. 

SPONSOR 18  may  1957 



100,000,000  Americans 
Go  Places  And  See  Things! 

t 

Sell  this  17  billion  dollar  market*  with 

VAGABOND 
THE    BIGGEST    PLUS 

First  run  on  a 

tested  show— 
at  a  low  cost 

per  thousand! 
iStation   KCOP  Los  Angeles   13  5  ARB 

•Research  report  available  on  this  fab- 

ulous travel  market.  See  the  eye- 

opening  figures  for  yourself.  (They 

include  almost  all  your  potential 

VAGABOND  viewers  ) 

Reach  the  100.000.000  Americans  who  are  traveling  the  year  round.  These  are  the 

inquisitive,  probing,  sightseeing  Americans  visiting  historical  sites,  famous  monu- 
ments, national  parks  and  vacation  lands  in  every  .state  and  country  on  the  continent. 

There  is  concrete  proof  that  the  greatest  travel  boom  in  history  is  HERE  AND  NOW! 

•  Americans  spend  17  Billion  Dollars  for  vacations  annually. 

•  Americans  are  on  wheels  —  rolling  along  in  over  41  Million  autos. 

•  Americans  on  the  move  take  advantage  of  their  travel  opportunities  —  2/i  of  all 
wage  and  salary  earners  are  eligible  for  annual  paid  vacations. 

With  all  America  in  the  travel  mood  —  VAGABOND  gives  you  THE  ONLY  SHOW  WITH 
THIS  HUGE  READY  MADE  MARKET.  Take  your  audience  where  it  wants  to  go  in 

North  America  —  to  the  lively  playgrounds  of  the  USA  .  to  the  nostalgic  cities  where 

history  was  made,  to  the  Oregon  rapids,  to  the  famous  ski  resorts,  to  the  National 

Parks  of  the  Golden  West,  to  gay.  colorful  Mexico,  to  beautiful,   romantic  Hawaii. 

Tune     in     all     Travel-Minded     America     with     Vagabond 

Produced  by  Bill  Burrud  Productions. 

#  OFFICIAL  FILMS 
^T^        ̂ )    25  West  45th  Street  .  New 

INC. 
'ork  36,  New  York 

REPRESENTATIVES   IN: 

Beverly  Hills  •  Chicago  •  OaHat 
San  Francisco*  St  Louis*  Boston 
Minneapolis    •    Philadelphia Atlanta 

SPON-OK 18    M  \V     1()-1. 25 
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<  Ik    il    plants   on  ilit    Ohio   Rivei    banks  draw   pure,   high   quality   rock  sail    from 
deep  beneath  tin  surface.  1  lie  salt  is  ideal  foi  the  manufacture  of  chlorine  and 
caustic  soda,  important  ingredients  in  a  wide  varietj  oi  chemical  products.  Colum- 

bia Southern,  Ulied  Chemical,  National  Aniline  and  Mobaj  Chemical  are  among 
the  majoi  chemical  companies  now  operating  in  the  Ohio  Valley.  In  the  past  three 
years,  chemical-plant  construction  in  the  WWVA  area  has  passed  the  Muu  million  mark. 

Wheeling,  the  gateway  to  the  midwest,  is  the  focal  point  for 
retail  sales,  wholesale  distribution  and  manufacturing  in  the  area. 
Located  on  the  hanks  oi  the  beautiful  Ohio  rivei  and  on  National 

THE  BOOMING 

OHIO  VALLEY 

AND  WWVA 

ng  area   lies  the  nation's  only  natnial  snpph    of  coal   sufficient    lot    powe! 
i  i   aluminum   plant-    in   the  eastern   I  nited   states.     Here   is  the 

In    tin     1  l.iii n.i    Coal    l  o.    New   coal    processes 
<Im>i.    at    prices   competitive   with   Hydraulii    power. 

■     in     10   miles   li     the   Wheeling  area. 

Wheeling   were   increased   by    1,100,000   K\V   during 
  .is(    iii    the     nation.     Mill      e    is    meded    even     \ear. 

ting    facilities     m    tin     \\  \\  \  \    area    will     he    increased     by 
anothei    1.   .nun    kU 



Route    10,    Wheeling    is   the   natural    lml>   ol     i    prosperous 
i. in    market.     In    1 1  >      foreground    is   Wheeling's    ne«    multi I  on    Henn    Hi 

i  '»-  unci  ingi  day  in  thi    inn  iti  <  I   nulls  in  1 1 ■  • 
in   1955    'in    two  majoi  Ohio  Va 

Hi    »  Igl  |,    .in     in. 
ing     Hi    National  rton  Steel    is   .1   majoi    division,   ma 
million  dollars  will   i»   spent  in  expansion  by   1957.    Wheeling   - 
1  .ill-  ten   65  million   in   1  xpansion 

Coal  from  the  hills,  sail  From  the  earth  and  watei 

lioin  the  river  make  the  Wheeling-WWVA  area 

ilic  nation's  fastest  growing  industrial  region. 
Urn'  more  than  One  Billion  Dollars  has  been 
spent  in  the  past  live  Years  lor  plant-expansion 
Snd  new  construction.  AND  A  BILLION  MORE 
IS  PLANNED  FOR  THE  IMMEDIATE 
FUTURE! 

For  more  than  30  years  WWV  \.  the  Friendly 

yoice,  has  been  the  area's  leading  radio  station, the  ONE  advertising  medium  dominating  a  2.2 
billion-dollar  market. 

Surveys  prove  this  dominant  It.nK  rship  again 
and  again.  In  the  most  recent  \kl  \IM  LSI 
counties  surrounding  Wheeling  were  measured. 
In  every  instance  WWV  \  was  the  favorite  station 
by  a  wide  margin.  WWV  A  ranked  first  in  ever) 
quarter-hour  surveyed  horn  6:00  am  to  12  mid- 

night, seven  days  a  week.  Ever)  hour,  ever)  d.i\. 
WWVA  topped  them  all. 

I  HE  WHEELING   \K1  \  .  .  .  a  BOOMING 
STORER  MARkl   I         .  best  served,  and  b 
SOLD.  h\   WWV  V 

|l  BROADCASTING 

W   «OMPANT 

WSRD  WJW  WJBK  WAGA  WBRC  WWVA  WCBS 

Toledo,  Ohio       Cleveland.  Ohio      DeifOit,  Michigan      Allonta,  Georg.o      B.,rmnghom.  Alobama 

WSPD-TV      WJW-TV         WJBK-TV       WAGA-TV  WBRC-TV 
Toledo,  Oh.o       Cleveland.  Ohio  Delro.1.  M.ch  Anonio.  Go 

KPTV  WOBS-TV 

NEW    YORK — 625    Madison    Avenue,    New    York    22 

SALES     OFFICES    CHICAGO — 230     N.     Michigan     Avenue,     Chicago     1,     Franklin     2-6498 

SAN     FRANCISCO — lit     Sutter    Street,    San     Francisco,    Sutter    1-8669 

- ^fc*T     »  »  ■  -  —   — __  " 

Ohio  Ri.er   provides   Wheeling   industry    with   low   co-t    transportation 
:    the  nation's  population.     Annual   Ohio    Ri.er   shipping   is    now 

iat.it   close   to  85   million  tons.    Railro.nl>   plan   -JO, 000,000  for   improve- 
to  meet  the  WWVA  ana's  booming  industry. 

*■::■■■■■'.■.,:  fy? '' 
A 

'-■; 

Recent    influx    nf    primary    aluminum    manufaciurine    means    hunti- 
new   plant-   to   process   and    Fabricate  the  product.     Olin    Mall 

ilion  dollar  basic  plant  -t   full,  integrated  aluminum 
plant— so    huge    that     n>  1    power    plant-     are     being    con- 
structei  it.     Re>ult:    Thousands   of    new   jobs    and    new    families 
for  the  WWVA   Market. 
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Stoopnagle  story 

Noting  iiiaiix  amusing  bits  in  SPONSOR, 

thought  you  might  get  a  chuckle  from 
one  of  the  most  uproarious  incidents 
I've  encountered  in  radio. 

Some  years  ago,  I  was  producing 

and  directing  Col.  Stoopnagle's  Quixie- 
Doodle  Quiz,  sponsored  by  Mennen.  I 
was  in  the  control  booth,  giving  signals 

to  my  assistant  on  stage,  Sid  Nameless 

( he's  now  a  prominent  advertising  ex- 
ecutive i . 

Near  the  end  of  one  show,  Stoop- 

nagle  started  milking  a  funny  contest- 
ant. We  were  running  out  of  time,  so 

I  signalled  to  Sid  to  speed  up  the  Colo- 
nel. Sid  revolved  his  hand  toward 

Stoop,  with  the  classic  speed-up  signal. 
Stoop  ignored  him.  I  signalled  harder 
to  Sid,  who  signalled  faster  to  Stoop. 
No  result. 

Stoop  still  paid  no  attention.  In 

complete  desperation,  Sid  turned  to  the 

front  of  the  stage — and  revolved  his 
hand  hvstericallv  AT  THE  AUDI- 
ENCE! 

Samm  S.  Baker, Executive  Staff, 

Donahue  &  Coe,  New  York 

P.S.  Me?  I  managed  to  cut  to  the 

closing  commercial  and  sign-off.  just 
before  I  collapsed  with  laughter. 

That  tower  looks  familiar 

While  carefully  perusing  the  April  6 
issue  of  sponsor,  I  was  delighted  to 

come  across  a  photograph  of  our  mag- 
nificent 670  foot  tower  I  page  30). 

I'm  glad  that  you  decided  that  our 
tower  was  so  representative  of  the  tele- 

vision industry  that  vou  chose  it  for 

this   particular   article. 

We're  always  glad  to  have  pictures 
of  our  facilities  in  the  leading  trade 

publication  and  a  small  six-point  credit 
line  would  also  make  us  most  happy. 

R.  A.  Fillmore,  manager,  advertising 

&  promotion,  WBJJF,  Buffalo 

E.T.   Co.  very  much  alive 

A  famous  wit,  on  reading  an  untimely 

report  of  his  death,  was  said  to  have 
(Please  turn  to  page  35) 

SPONmiK 
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WISH  &  WISH-TV1 

J.H. 
Whitney  &  Company  an- 

nounces the  formation  of  the 

Corinthian  Broadcasting  Corpo- 

ration to  coordinate  the  manage- 

ment policies  of  its  stations. 

The  television  stations  are  WISH- 

TV  Indianapolis,  WANE-TV 
Fort  Wayne,  KOTV  Tulsa  and 

KGUL-TV  Galveston,  serving 
Houston. 

The  radio  stations  areWISH  Indi- 

anapolis and  WANE  Fort  Wayne. 

All  are  CBS  affiliates. 

'Always  to  be  best, 

and  distinguished  above  the  rest" 
HOMER,  900  B.  C. 

Responsibility  in  Broadcasting 

BROADCASTING    CORPORATION 
630  Fifth  Avenue.  New  York  20,  N.  V. 

inapolis,  WANE  &  WANE-TV  Fort  Wayne.  KOTV  Tulsa.  KGUL-TV  Galveston,  serv 
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KOTV 
KOTV  has  more  viewers 

in  the  rich  Tulsa  market 

than  all  other  stations 

combined.* 

(^CBS  Basic  Affiliate 
Represented  by  Petry 

*TOTAL   WEEK    (ARB,   FEB.  '57,  AND    NCS    *2) 
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CORINTHIAr 
iSH  &  WISH-TV  Indianapolis.  WANE 

KGUL-T  V 
KGUL-TV  now  leads  all 

other  stations  in  the 

Houston  area  ARB* 
and  is  the  only  station 

delivering  city-grade  sig- 
nal in  both  Houston  and 

Galveston. 

^  CBS  Basic  Affiliate 

Represented  by  CBS 

Television  Spot  Sales 

♦TOTAL  WEEK  (ARB,    FEB.  '57   AND    HOUSTON-GAL- 

VESTON  TELEPULSE,  JAN    '57) 

STATIONS      Responsibility  in  Broadcasting 

("ANE-TV  Fort  Wayne.  K.OTV  Tulsa.  KGUL-TV  Galveston,  serving  HouJton 
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WISH 
rm 
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WISH-TV  has  more 

viewers  in  Indianapo- 
lis than  all  other  stations 

combined.* 

^  CBS  Basic  Affiliate 

Represented  by  Boiling 

*TOTAL  WEEK  (ARB,  JAN.  '57.  NSI   AREA,  DEC.  '56, 

TELEPULSE,  OCT.  '56) 



rANE-TV 
WANE-TV  now  leads 

in  the  billion  dollar  all- 

UHF  Fort  Wayne  market.* 

^  CBS  Affiliate 
Represented  by  Petry 

♦TOTAL     WEEK    (15     COUNTY    FORT    WAYNE     AREA 

ARB.   FEB.  '57) 

S TAT  IONS      Responsibility  in  Broadcasting 

H  &  WISH-TV  Indianapolis,  WANE  |||||§|1LnE-TV  Fort  Wayne.  KOTV  Tulsa.  KGUL-TV  Galveston,  serving  H
ouston 
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CORINTHI 

WI 
Indianapolis 

fl 1^ Bi 
Fort  Wayne 

Serving  the  radio  needs  of 

these  two  major  Indiana 
markets. 

Jf  CBS  Radio  Affiliates 

S  TAT  IONS       Responsibility  in  Brc 

WISH  &  WISH-TV  Indianapolis,  W>|MB lift  WANE-TV  Fort  Wayne,  KOTV  Tulsa,  KGUL-TV  Galveston,  setving 



49TH    AND    MADISON    continued 

remarked  thai  reports  ol  his  passing 
were  gross!)   exaggerated. 

This  remark  w  <  >u  1<  I  be  the  under- 

rtatemenl  of  the  decade  ii  applied  t<> 

t h<-  implied  non-existence  "I  Standard 
Radio  Transcription  Services  of  Chica- 

go b\  the  omission  of  this  companj  - 
name  from  the  li-i  oi  service  compa- 

nies i"  the  broadcasting  industr)  in 
the  \  \l!  II!  convention  issue  of  spon- 

sor. W  e  would  like  to  poinl  out  w h\ 
our  deep  resentment  "I  this  omission 
i-  justified : 

Firsl  "I  all,  (In-  Standard  Program 
Librar)  of  transcribed  music  is  -till 
inn-  uf  the  greatest,  both  qualitj  and 
Belectionwise,  and  it  has  the  added 

advantage  of  being  available  for  out- 
righl  PI  RCH  \H  either  as  a  complete 
lil.i,n\  ui  a  partial.  It  contains  over 

.">. mini  musical  selections  plus  approxi- 
match     150    jingles    ami    commercial 
aid-,    and    lids    latter    ̂ r«ni|)    ma\     be 
leased  separately. 

Then,  our  SOI  M)  EFFECTS  Li- 

brary .  consisting  "I'  21  I  discs,  is 
unquestionably  tin-  most  complete  and 
finest  collection  id  sound  effects;  while 

oui  new  LAWRENCE  WELK  LI- 

BR  \RY  package  is  an  outstanding 

collection  id  212  of  Welk's  best — with 
Welk  voice  tracks.  This  i-  a  most 

economical  bu)      with  no  tie-ins-. 

Last,  but  n..t  least,  SHORTY 

Tl  NES,  the  recording  «>f  20  top  pops 

and  standards  bj  leading  bands  and 
combos  all  instrumental — offered  to 
subscribers  mi  a  monthly  subscription 

basis  without  a  long-term  contract, 
was  a  Standard  innovation  in  the  field 

.it  a  complete  service  of  short  selec- 
tions   for   -pecial   broadcaMini:    needs. 

\\l.  \IU.  \  im  Ml  (II  VLIVE 

\\l>  KICKING. 

Otherwise,  I  believe  SPONSOR  is  an 

excellent  publication. 

\1.  M.  Blink,  president.  Standard  Radio 

Transcription  Services.  Inc..  Chicago 

TV  Guide  guided 

In  case  \ou  ha\en  t  seen  T\   Guide  for 

the  week  of  May    I-  through    10,  our 
editorial     is     based     on      facts      from 
SPONSOR. 

Liz  Trousihton.  promotion 
manager.  Tl    Guide,  Chicago 

#  I  \  (.uitlr  «*<litnrial  quote*  information  on 
n.iw..rk  *ho*  failure-  *hirh  appeared  in  SPON- 
SOR-SCOPE   and   Wrap-Op,    1:1   April. 

( 
Over  THREE 

BILLION  dollars  spent 

annually  in  retail 

sales  by  residini     In 

KTHT's  coverage  area. 

Get  your  share. 

Buy  Houston's 
"most-for-your-money" 

station,   KTHT. 

SELL 
THEM 

ON 

MBS   for 

Houston    and 
South   Texas 

Represented Nationally 

by    Paul    Raymer 

*^7^*,on«c 

5000 
Spring  has  sprung 
in  Providence.  R.  I. 

•  afternoon  audience 

grows   324% 

•  morning  audience 
grows  297% 

WICE   is    now   either  first   or   second    i 

audience  in   16  daytime  quarter  hours. 

...   in  just  6  months  of  Elliot 

programming 
Source:    C.    E.    Hooper.    Jan.-M.irrh    1957 

The  ELLIOT   STATIONS 
great  independents   •    good  neighbors TIM  ELLIOT.  President 

Akron.  Ohio  -  WCUE  WICE  -  Prov.dence.  R    I. 

Nntior.nl    Representatives    The   John    E.    Pearson   Co. 

SPON-i'K 1!!    M\\      L957 
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( 
KBET   TV  s"LEO" (forgive  the  2nd  billing,  M-G-M) 

\ 

\ 
\ 

ARE  READY  TO  ROAR!/7 \ 
y 

KBET-TV  is  now  the  only  station  capable  of  bringing  the  greatest  proven  movies 

to  California's  Central  Valley,  52  weeks  every  year... 

.  .  .  with  exclusivity  on  MGM  pictures  in  KBET's 
entire  coverage  area!  The  first  and  only  Northern 

California  station  to  buy  the  entire  huge  MGM 
film  package. 

.  .  .  PLUS  exclusivity  on  almost  800  RKO  features. 

.  .  .  PLUS  hundreds  from  Warner  Bros.,  Columbia, 

20th  Century-Fox,  David  O.  Selznick,  United  Art- 
ists and  other  major  film  companies. 

A  total  of  over  1700  tremendous  motion  pictures 

not  yet  shown  in  the  Sacramento-Stockton  market 

—  more  than  twice  as  many  as  all  of  KBET's  com- 
petitors combined! 

•"GREAT  MOVIE" 

nightly   at   10:00  and 
Sunday   afternoons 

TOTAL  AREA 

SET  COUNT 

401,097 

•MOVIE  MATINEE 

Monday  through 

Friday,   4:00   p.m. 

KBET-TV     CHANNEL  10 
SACRAMENTO 

BASIC 

CALIFORNIA 
CBS  OUTLET 

Call  H-R  Television,  Inc.  for  Current  Avails 

36 SPONSOR 
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IS    RADIO O VER-COMMERCIAL? 
Advertisers  worry  about   commercial   impact   in   traffic   hours,   yel 

insist  on   those   hours.     Broadcasters   are  caught   in    the   middle 

W hich  is  better  for  the  advertiser: 

a  slot  with  a  6  rating  and  two  com- 
mercials in  it  or  a  slot  with  a  lower 

rating  but  only  one  commercial  in  it? 
This  is  the  simplest  way  of  stating  a 

question  that  plagues  both  clients  and 

agencies  today.  Is  radio  over-commer- 

cialized? Is  it  crowding  a  dispropor- 
tionate number  of  announeements  into 

a  time  segment?  If  so.  is  the  multi- 
plicity of  announeements  canceling  out 

their  effectiveness? 
Certainb  the  concern  of  advertisers 

is  reasonable.  And  many  station  men 
are  themselves  deeply  concerned. 

In  the  two  hours  between  7  and  *) 
a.m..   sponsor    monitored    one   station 

whose  programing  included  a  15-min- 
ute  sponsored  segment.  Not  counting 
the  latter,  the  remaining  hour  and  1  5 
minute-,  was  filled  with  50  mixed  an- 

nouncements. On  another  show,  be- 
tween 10:45  and  11  a.m..  were  aiied 

10  announcements  consisting  of  four 
one-minutes,  four  half-minute-  and  two 

20-seconds,  or  a  total  of  six  minutes 
and  40  seconds  commercial  time  m  ithin 

a  l.Vminute  period.  I  hi-  i-  twice  the 
maximum  Dumber  of  commercial  min- 

ute- prescribed  for  a  single  sponsor 
within  the  same  time  period  b\ 

NARTR  in  its  "Standard-  of  Good 

Practice  for  Radio  Broadcasters." 
This  jam-packed   schedule   is  an  ex- 

treme  case.       But    it's    b\     ii"    mean-    an 
unusual  one.  Foi  stations  t"da\  are  in 

the  focus  "f  intense  pressure  to  jet  m\- 

\erti-er-  into  the  so-called  "prime- 

time"  1  •  I •  ••  k-    see  "Don't  be  prime-time 
blind."  SPONSOR    16   Mar.  h 

Arthur  Pardoll,  media  -roup  din 
toi  at  Foote,  Cone  -\  fielding,  told  the 
Connecticut  Broadcasters  Association 

at  a  recent  meeting:  "Main  of  u-  .\r>- 
lei  oming  justifiably  alarmed  about 
over-commercialization.  When  2"  or 
more  one-minute  and  20-second  com- 

mercials are  crowded  into  an  hour,  the 

effectiveness  of  radio  i-  seriousl)  x  i t i - 

ated." 

The  same  concern   moved   Win.   r-t\ 
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Over-commercialization,  it  it  really  does 

exist,  can  only  be  licked  by  better  programing 

plus  less  client  insistence  on  "prime  times" 

Co.  in  Januarj  to  request  lo<zs  from 
those  stations  on  which  it  was  sched- 

uling announcements.  "We  onl\  a  ked 
once  for  these  logs,"  said  Dick  Grahl, 
Esty's  radio-tv  buyer,  "and  got  an  ex- 

cellent response.  What's  more  we  j:ot  a 
lot  of  letters  from  stations  compliment- 

ing us  on  what  we  were  doing. 

"We  did  it,"  Grahl  explains,  "be- 

cause we're  interested  in  spot  radio. 
We  think  it's  a  fine  medium.  We  don't 
want  anything  to  happen  to  diminish 
its  effectiveners.  At  the  same  time. 

we've  got  an  obligation  to  our  clients 
which  we  pass  on  to  the  stations  for 

fulfillment." 
I  he  logs  showed  up  a  variety  of 

practices — good,  bad  and  indifferent. 

There  were  cases  of  double-spotting 

or  of  "inadequate  separation"'  between 
commercials  for  competing  brands. 
Thev  also  showed  that  there  are  a  lot 

of  stations  that  stick  to  their  guns, 
station  that  will  turn  away  advertisers 
rather  than  jam  them  into  too  little 
time. 

Grahl  feels  this  is  one  way  to  lick 

the  problem.    "The  stations   have  got 

to  have  some  polic\  to  turn  down  busi- 

ness when  they're  'sold  out.'  The  ra- 
dio advertiser  must  just  wait  for  an 

opening  in  the  same  way  that  a  print 
advertiser  may  have  to  wait  for  the 
back  cover  of  The  Saturday  Evening 

Post." 

Esty  was  not  the  only  agency  to  re- 
quest station  logs.  In  Chicago,  the 

Shaw-  Company  recently  sent  out  a  call 
for  them.  And  while  Esty  has  request- 

ed no  more  logs  since  January,  its 

field  force  is  still  monitoring  stations, 

as  are  many  of  the  other  top  advertis- 

ing agencies. 

"Our  people  in  the  field."  says  Ray 

Jones,  all-media  buyer  at  Y&R,  "are 
constantly  on  the  watch  for  bad  spot- 

ting practices.  Whenever  thev  turn  up. 
it  means  a  call  on  the  station  or  a  re- 

port back  here  to  the  agency." 
Not  only  are  stations  monitored  by 

agencies,  but  they  are  monitored  by 

competing  stations  in  their  areas.  Such 

policing  within  the  broadcasting  indus- 
try itself  has  turned  up  such  extreme 

examples  of  "commercialism"  as  run- 

BUYERS'     VIEWPOINT 

Arthur    Pordoll 

/  oote,  (  one  &  Belding 

"Let  stations  start  using 
NARTB  Code  as  a  guide. 

In  an  hour  music  show, 

18  commercials  is  plenty. 

15  minutes  should  see 

separate  rival  products." 

Dick  Grahl 

Wm.  Esty  Co. 

'"Stations  have  got  to  have 

courage  to  turn  clients 

away  when  full.  And  ra- 
dio advertisers  must  wait 

for  a  slot  as  for  cover  of 

Saturday  Evening  Post." 

Jerry  Sachs 

Doyle  Dane  Bernbadi 

"  Vds  strung  together  are 

not  programing  —  they're 
a  shopping  guide.  Adver- 

tisers must  stop  clamor- 

ing for  'prime  time,'  sta- 

tions must  sell  all  hours." 

'.ill   mum   mmnuimn   inn   in   iiiiiiiin   11   niiiini   nil   ilium   mil   Hill   m   I  liillllillinil   linilliil   I   m   in   mil   Willi? 

SELLERS'     VIEWPOINT 
i.'i||llllllllllllllllir.'llllllllllliliililiililliiillllllllllllliinilliiiiiiliiniilli|i|iiiiiliiiiii'  ijniiiiiiiiiiiiiliiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiiliiiillliililiiiiiiiiilliliiiiiiiiiiilillilililllllliimillliiiiillilllliilililliiliiiiiillii^ 

Rolf    Brent 

ii  if.  Philadelphia 

"To  lick  overcrowding, 
stations  might  charge 

premium  with  guarantee 

against  double-spotting, 

advertisers  must  spread 

id      traffic      hours." 

Paul   Weeks 

HR  Representatives,  Inc. 

"Retention  is  influenced 

by  many  factors  other 
than  number  of  different 

impressions.  It  is  too  easy 

to  generalize  about  com- 

mercial   load    of    show." 

  inn  i   miiiiiiiiiiini   iiiiiiiiiiiniiiii   iiiiiiiiiiiimn   iimimiii  mini   i   i   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiilim   inilii.i 

Wells    Barnett 

John   Blair 

"Solution  lies  in  good 

programing  which,  of 
course,  includes  slotting 

of  announcements.  Radio 

is  less  commercialized 

than    anv    other    media." 

ning  competitive  advertisers  back-to- 
back  and  clipping  15  to  30  seconds  off 
60-second  commercials  in  order  to 
crowd  more  into  a  time  block. 

On  the  other  hand,  it  must  be  re- 
membered that  some  of  the  agencies 

which  criticize  such  practices — justifi- 
able as  such  criticisms  are — are  them- 

selves guilty  of  what,  in  auto  accident 

cases,  is  often  termed  "contributory 

negligence."  Their  insistence,  or  their 
clients'  insistence,  on  getting  into  the 

so-called  "prime  time"  morning  shows 
is  sometimes  backed  up  with  a  good 

deal  of  pressure.  Such  pressure  has 
been  known  to  take  the  form  of  an 

ultimatum:  "Get  us  in  there  between 

7  and  9  a.m.  or  else."  "Or  else"  can 
be  a  weighty  club  if  the  client  happens 

to  be  using  a  15-minute  across-the- 
board  participation  in  the  afternoon. 

"It  seems  that  the  loudest  complaints 

against  the  problem  of  over-commer- 
cialization of  radio  in  popularized 

times — if  there  is  such  a  problem — are 
from  the  very  advertisers  who  demand 
saturation  schedules  in  such  times  ex- 

clusively," says  Paul  R.  Weeks,  vice 
president  and  partner  of  H-R  Repre- 

sentatives, Inc. 

"Tv,"  says  Weeks,  "appears  to  run 

multiple  spots  in  succession  and  adver- 
tisers don't  seem  to  feel  it  cuts  their 

effectiveness.  Outdoor  advertisers 

seemingly  do  not  complain  if  there  are 
six  to  10  billboards  in  a  group.  Classi- 

fied advertisers  don't  seem  to  care  if 
there  are  a  couple  of  hundred  ads  on  a 

single  page  with  no  editorial  content 
between  them.  Display  advertisers  in 

newspapers  don't  seem  to  worry  how 
many  ads.  all  selling  soft  lines  or  either 
of  the  hard  lines — liquor  or  appliances 

— appear  on  the  same  page.  \S  e  can 
only  conclude  it  must  be  the  tremen- 

dous effectiveness  of  the  audible  mes- 

sage that  singles  radio  out  from  all 

other  media  for  this  attack." 
There  are  others  who  feel  radio  mav 

well  be  the  lea-t  commercialized  of  all 
media. 

An  hour  radio  show  containing  15 

minutes  of  commercial  time  might  be 
said  to  have  a  ratio  of  25%  advertising 

to  70'  <  programing.  The  usual  rule 
of  thumb  for  magazine  make-up  is 

60'  i  advertising  to  40rr  editorial  con- 
tent or  more.  The  inside  pages  of  an 

eight-column  daily  newspaper  may  well 
consist  of  seven  columns  of  advertis- 

ing, or  a  ratio  of  ST1;/;  advertising  to 

I2V2''  editorial  copy.  Even  if  an  hour- 
long  radio  show  contained  30  one- 
minute  announcements,  or  a  50-50  ra- 
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NUMBER  LIKING  SHOW  DROPPED  ONLY  9%  AS  COMMERCIALS  DOUBLED 

TEST  I.    Audience    exposed   to    45-minute  show, 'five   commercials 

INDEX 

100 

TESTfll.     Then   exposed   to    10   commercials    in   same   show 

^UHl'i  in 91 
Schwerin  Research  I  »rp..  in  1949,  measured  f"r  a  radio  networE 

the  effect  ol  increasing  the  comber  of  commercials  in  daytime  pro- 
grams. The  ali<>\e  t  hart  is  baaed  "ii  a  ki\  pair  of  these  tests.  What 

Schwerin  did  was  to  run  matched-sample  teats  in  the  sam<-  show,  the 

lir-t  time  with  five  commercials,  the  Becond  time  doubling  th<  number. 
In  Test  I.  tin-  commeroia]  time  was  in  a  relationship  of  about  one  t" 
eight  to  entertainment;  in  Test  II  this  relationship  was  roughlj  «>n« 
to  three-and-a-half.    The  loss  in  likeabilit)   in  Test   II  was  onl] 

tio,  it  would  -till  show  a  lower  percent 
of  "commercialism"  than  these  other 
media. 

Nevertheless  there  is  the  growing 
concern  about  the  multiplicity  of  radio 

commercials.  Arthur  Pardoll  pin- 
pointed it  in  the  speech  to  the  Connec- 

ticut Broadcasters  mentioned  previous- 

ly. *'.  .  .  the  advertiser  wonders."  he 
said,  "whether  his  commercial,  sur- 

rounded b)  too  many  other  advertisers 

will  have  sufficient  memorability  im- 
pact. The  bigh  commercial  traffic  in 

morning  radio  aggravates  the  condi- 
tion. Advertisers  could  very  well  con- 

sider turning  to  media  where  the  pre- 
sentation of  their  story  can  be  made  in 

a  more  receptive  climate  and  under 

more  favorable  conditions." 
Pardoll  was  not  just  raising  a  prob- 

lem. He  has  an  answer  on  how  it  can 

be  licked.  "Let  the  stations  start  using 
the  XARTB  code  as  a  guide.  In  a 

morning  music  program  there  should 
be  a  maximum  of  18  commercials  with- 

in an  hour.  If  a  station  cant  produce 

a   profit   on    18   spots   an    hour,   then 

there's  something  wrong."  The  1!!  an- 
nouncements Pardoll  refers  to  would 

be  20s  and  minutes:  he  is  not  count- 

ing I.D.'s  at  break  time. 
"No  station,"  Pardoll  told  sponsor. 

"should  resort  to  double-spotting.  Be- 
tween competitive  products  or  con- 
flicting copj  theme-  there  should  be  at 

least  15  minute-  separation. 

"  \  station  can  put  into  effect  a  pol- 
of 

IB     tit e    numlier 

of 

nouncements  in  a  -how  without  resort- 

ing to  anything  as  drastic  as  turning 
out  current  advertisers.  Cancellations, 

expirations  and  non-renewal-  ol  adver- 
tising contracts  will  automatical!}  take 

care  of  the  problem."    Thus  it  a  client 

ARTICLE     IN     BRIEF 

Advertisers  and  broadcasters  are  both 

concerned  with  the  charges  of  over- 
commercialization  of  radio.  Many  feel 
radio  is.  in  fact,  less  commercialized 

than  other  media.  But  if  it  is  crowd- 

ing too  many  spots  into  too  little  time, 
then    advertisers    also    are    to    blame. 

cancels  or  fail-  to  renew,  anil  i-  no|  re- 

placed l>\  another,  then-  i-  on.-  ad  less. 
Pardoll  pointed  <>ot  that  a  number  of 

stations  have  abroad)  begun  !••  i  ut 
down  on  announcements  in  this 

Initial]}  it  meam  .i  slight  drop  in  busi- 
ness in  some  •  ases.  Bui  tin-  proved 

onl}  temporar} .  and  the}  re  now  d< 
better  than  evei    financial.)  . 

KaU  Brent,  vice  president    tnd  - 

manager    of    \\  1 1'.    Philadelphia,    ad- 
vanced hi-  own  views  on  how  stations 

could  meet  the  charge  "I  over-con. 
i  iali/atioii : 

1.  (  barge  a  premium  rat r-  that  will 
r  an  \   w  ith  it  ,i  _mi.ii  antee  against  dou- 

ble spotting.    I  Minute  annoum  en 
should   never  run   back-to-back;   with 

l'l-    and    20's    at    station    break-,    bow- 

ever,  this  is  almost  bound  t   cur.) 

2.  Convince  advertisers  to  spread 
out  schedules  tatlier  than  tr\  to 

squeeze  into  traffic  time-.  Double- 
spotting  and  overcrowding  would  be 
non-existent  if  advertisers  would 

spread  out  from  (>  a.m.  to  1 1  p.m.  in- 

I  Please  turn  t<>  pax.'-  88 1 
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CAN  PA  | 

I  his  week  the  Pat  Weaver  of  May 

1957  was  out  selling  hard  against  a 

tough  competitor:  the  Pat  Weaver <>f   wars   past. 

More  than  am  other  man.  Pat 

Weaver  helped  create  hig-time,  big- 

money  television.  Now  he's  in  effect 
selling  the  exact  opposite. 

His  new  Program  Service  is  de- 

signed to  '"fill  the  gap"  between  local 
and  network  tv.  offering  advertisers  a 
low-budget  15-city  hookup. 

Pat  Weaver  is  still  an  idea-a-minute 

man.  Beyond  the  15-city  network,  his 
multitude  of  plans  I  mostly  still  in  the 
contemplation  and  negotiation  stage  I 
include: 

1.  Ownership  of  stations.  "'It  ma\ 
come  through  any  day.'  he  told SPONSOR. 

2.  Production  of  tv  series  on  con- 
tract for  advertisers  to  be  placed  on 

the  three  existing  networks. 

3.  Production  of  feature  films  star- 

ring Sid  Caesar,  whose  appearance  on 
NBC  T\    next  season  is  now  in  doubt. 

Right  now.  however,  at  Weavers 
new  430  Park  Avenue  headquarters, 
the  focus  is  on  the  fourth  network. 

Weaver  is  making  the  rounds  among 

advertisers  and  agencies  to  line  up  cli- 
ents. He  and  his  three-man  staff  are 

talking  to  independent  stations  in  the 

top  15  markets. 
At  sponsors  presstime.  no  station 

had  actually  signed,  but  two  major  in- 
dependents. Vi  GN-T\  .  Chicago,  and 

KMGM-TV  .  Minneapolis,  have  pub- 
licly expressed  interest  in  becoming 

"\\  eaver  affiliates."'  While  Weaver 

hasn't  rung  up  a  sale  yet.  he  says  the 
reactions  of  advertisers  and  agencies 
have  been  favorable. 

Weaver  spoke  frankly  to  SPONSOR  on 

his  progress,  his  opinions  of  network 

SPONSOR 18  may  1957 
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.ICK  HIS  OWN  SYSTE 

His  low-cost  network  isn't  Weaveresque.    But  it's  the  base  of  an  operation  which  ma) 

eventually  include  station  ownership,   t\    and   feature   film   production 

programing  toda)  and  his  hopes  for 

the  future.  These  were  sponsor's  ques- 
tions with  Pal  Weaver's  verbatim  an- 

swers .1-  he  gave  them  from  behind 
the  familiar  mammoth  I. -shaped  desk 

in    iii>   freshly-painted    new    office. 

Q.  U  here  do  you  stand  in  lining  up 

stations  as  affiliates? 

A.  Most  independent  stations  in  the 

LS  top  markets  we're  talking  about 

know  what  times  we're  considering, 

but  there  aren't  firm  agreements  yet. 
It  wont  !>c  an  option  time  system,  but 
rather  we  II  have  an  agreement  to  clear 

a  certain  percentage  <>f  their  time. 
Fundamentally,  it  will  he  the  same 

compensation   arrangements  with  sta- 
tions  the  major  networks  have.  In  re- 

turn for  fixed  times,  they'll  gel  a  -hair 
of  our  income. 

Well  he  going  into  it  on  a  project- 

In -project  hasis.    Bj    next  fall  we  hope 
to  program  9:30  a.m.  to  11:30  a.m. 

Then  we'll  add  1  :00-3:00  p.m.  During 

the   morning    we're   contemplating   all 
live  half-hour  formats,  while  the  after- 

noon ma)  encompass  hour-long  shows. 

Q.  II  hat  programs  do  you  have 
lined  up  as  of  now? 

A.  Vie  plan  to  he  a  full  fourth  net- 

work eventually.  We're  developing  pro- 
grams for  daytime  main!)  as  a  starter 

and  we've  made  no  announcement  of 

properties  vet.  But  we  do  have  avail- 
ahle  Ding  Dong  School  and  the  pro- 

grams of  syndicators  and  program 

packagers.  We'll  build  some  shows ourselves  and  contract  for  others. 
Time  costs  to  the  client  will  he  much 

cheaper  than  on  the  other  networks. 

But  program  costs  ahove-the-line  will 
be  comparable  to  network  show   costs. 

{).     )  on     always     stressed     bringing 

peaks    of   excitement   anil   cultural    /"//- 
anee   to   ii.     Where's   the   excitement 

in     M>ur    plan    of    operation '? A.  \  business  need-  a  commercial 
foundation  first  and  then  it  can  de- 

velop the  excitement.  You  can't  start 
with  the  extras  before  you  L;et  the  base. 

That's  what  we  did  at  NBC  —  we 
worked  on  the  commercial  base  and  on 
the  excitement  shows  as  well.  Here  too 

we  expect  to  develop  highl)  exploitable 

nighttime  shows.  But  first  we're  con- 
centrating on  the  staples. 

K).      If  hat  s  been  the  reaction  so  far/ 

A.  Everybody's  favorable  among  ad- 
vertisers and  in  the  agencies.  The  buy- 

ers like  it.  other  agencv  executives  like 

it.  The)  haven't  made  an)  commit- 

ment yet,  but  the)  haven't  raised  anv 
objections  to  the  idea  either. 

{).      II  ho  are   you  calling  on? 

A.  I've  called  myself  on  most  major 
agencies,  mans  t\  v.p.  s,  account  super- 

visors. Between  us.  we're  covering  all 
bases  at  agencies  and  among  advertis- 

ers too.   not   to   mention    station    calls. 

ij.      II  In    should  a  nia/oi   nationa 

vertisei  buy  a  fractional  audiet 

\.  \m  advertiser  isn'l  as  interested  in 
size  of  audience  necessaril)  as  he  is  in 
conversion  into  sales.  We  ma)  be  able 
to  match  his  customers  more  close!) 

h  ■  1 1 1  mil  show  \ « ■  1 1 i «  les.  I  "i  example, 

we  ma)  have  a  higher  cost- per- 1,000 
and  still  produce  a  lower  cost-per-sale. 

i}.     H  h\  do  Mm  think  there's  need  jot 

a  fourth  nclu  hi  I.  ? 
\.  There's  a  need  for  us  on  various 
levels.  Foi  one  tiling,  segments  of  the 

potential  viewing  audience  are  being 
overlooked  bv  the  existing  networks. 

Secondly,  advertisers  need  a  tv  vehicle 
in  between  the  local  and  the  major  net- 

work level  for  their  marketing  needs. 
We  offer  them  such  a  vehicle  "ii  as 

flexible  a  basis  as  the)  and  tlxir 

agenc)   mighl  want. 
\nd  there"-  need  h>r  programs  thai 

have  freshness  and  impact  and  excite- 

ment and  that  can  be  advertising  vehi- cle- at  the  same  time. 

(J.        Ire      you     i  on<  nitrating     on     this 

fourth  network   >n  do  you  haic  other 

Old  Pat  *u  dedicated  i<>  high-cost  Bpectacolan 
-hareii    l>\    Beveral    clients,    irregularis    scheduled New  Pat  plans  t"  oppose  big  n»t-  with  I"*- 

m-t  h«"'knp  wilh  -how-  lik.<-  Ding  Don/i  S<  hnt,l 
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PAT  WEAVER    continued  .  .  . 

plans  i     add  tion  to  this  current  one? 
A.     There  are  a  number  of  things  in 

the  hopper.  \\  e  could  produce  pro- 
ing  for  advertisers  to  use  on  other 
orks,   be   it  ABC  CBS  or  NBC. 

And    Ave    might    take    over    facilities 
ownership. 

Q.  How  are  you  selling  or  planning 
to  sell  programing? 

\.  Mainly,  we'll  be  selling  participa- 
tions where  daytime's  concerned.  But 

that  depends  on  the  agency.  Do  they 
want  wideh  distributed  tonnage  or  the 

whole  impact  of  full  programing?  If 

they  want  full  program  sponsorship, 

they  can  buy  that. 

Q.  You've  criticized  the  imitativeness 
of  network  tv  fare  this  year.  Do  you 
attribute  that  to  advertiser  and  agency 

pressure  and  wouldn't  they  exert  more 
pressure  upon  you  as  a  smaller  organi- 

zation than  upon  an  NBC  or  CBS? 

A.  The  advertiser  doesn't  exert  much 
creative  pressure.  On  network,  when 
the  client  pays  $125,000  an  hour,  he 
worries  about  the  size  of  audience  and 

is  willing  to  be  sold  on  safer  concepts 

— such  as  cowboy  shows  or  mysteries. 

When  we  provide  time  for  little 
money,  he  can  try  for  experiments  and 
for  a  run-awa)  hit. 

Q.  Do  you  expect  then  that  advertis- 

ers may  use  your  network  to  test  vehi- 
cles for  major  network  use? 

A.  We  may  develop  into  a  proving 

ground  for  shows.  Certainly  it's  im- 
portant to  give  new  show  formats  a 

trial  run.  Talent  too  needs  to  have 

such  an  opportunity.  But  an  advertiser 
with  an  expensive  time  period  on  the 

major  networks  isn't  going  to  gamble 
on  a  new  personality  for  example. 

He'll  take  the  tried,  dried-up  old  estab- 
lished announcers  he  feels  safe  with. 

We  aren't  discounting  the  established 
show  or  personality  that  continues  to 
be  successful.  But  on  our  operation, 

the  client  can  give  new  talent  a  chance 

and  develop  new  Godfreys  or  Garro- 
ways,  as  well  as  new  approaches. 

Q.  What  do  you  think  of  the  fall  net- 
work tv  programing  lineup? 

A.  (Shrug,  grin).  Next  fall's  night- 
time tv  would  certainly  give  us  an  op- 

portunity, but  we  won't  be  ready  for  it. 
By  now  most  major  buys  for  fall  have 

Program   Service   is  -mall  operation  thus  far  under  ex-NBCers:   Pat   Weaver  who  quips 

head  seven  department-" :   Lewis  Marcy,  sales  executive;  Giraud  Chester,  general  executive 

been  made,  nor  could  we  develop  a  full 

lineup  in  time  for  the  next  season.  But 

the  audience  won't  be  too  happy  with 
all  the  saddle  sores  and  mysteries. 

We  believe  that  in  regularly  sched- 
uled format  programing  the  content  is 

necessarily  more  limited.  Whereas  if 

you  just  know  you've  got  an  hour  to 
program  with  theater-type  content,  you 
have  more  creative  freedom.  If  vou 

call  a  format  Wagon  Train  or  Crisis  or 

Panic,  you're  inhibiting  the  talent  from 

producers  to  writers.  There's  too  much 
of  that  on  network  today. 

Also,  if  you  tie  your  show  format  to 
such  a  limiting  concept,  you  take  the 

exploitation  value  out  of  tv.  In  build- 

ing a  program  schedule  that  has  differ- 
ent components  each  week,  you  have 

news  value  each  week.  Radio  or  regu- 

larly scheduled  tv  doesn't  have  this 
exploitation  value  and  tv  seems  to  be 
returning  to  the  radio  pattern. 

A  familiar  tv  schedule  will  influence 

viewing  and  habits  will  become  settled. 

If  you  know  what  to  expect,  vou  won't 
be  searching  for  new  things  to  watch 
each  week. 

Q.  What  other  plans  did  you  con- 
sider before  forming  this  organization 

and  why  did  you  pick  this? 

A.  Well,  I  like  to  feel  I'm  needed  in 
this  medium.  And  I  also  feel  that  tele- 

vision today  needs  the  intermediary 

step  between  local  and  full  network 

which  we're  proposing  for  the  various 
reasons  I  mentioned  earlier. 

But  there  were  also  personal  reasons 

for  my  doing  this  combined  with  the 
fact  that  I  prefer  this  to  being  in  an 

agency  or  big  companv. 

Q.  How  are  you  operating? 

A.  We're  a  four-man  network.  You 

might  say  that  I'm  a  seven-department 
head  at  this  point.  We're  all  talking  to 
agencies,  advertisers  and  stations.  The 
verdict  is  that  this  should  happen. 

Q.  Do  you  believe  the  major  net- 
tvorks  should  continue  to  produce  pro- 

graming or  abdicate  this  role? 

A.  \^  ell.  this  is  their  first  year  of  ab- 

dicating it  and  we  don't  know  yet  how 
they'll  do  but  I  think  they'll  be  sorry. 
I've  always  felt  that  major  networks 
should  be  programing  companies  and 

nothing  else.  The  main  business  of  a 

network  is  to  develop,  produce  and  dis- 

tribute programing.  That's  the  gap 
we  are  going  to  fill.  ^ 
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SATURATION    RADIO   PUT   ZIP 
IN    THIS   CONTEST 

Englander    may    move    inarket-l>\ -market  after   hitting   jackpot    in 

San  Francisco  with  treasure  hunt    promoting   its   mattresses   and   springs 

^^  
(  IIICAGO 

I  he  Kni: lander  Co.,  a  loading  manu- 
facturer of  mattresses,  box  springs  and 

dual  sleep  equipment,  is  determining 
its  final  equations  in  a  formula  for 
radio   spectaculars. 

What's  a  radio  spectacular?  \  com- 
bination of  saturation  frequency,  show- 
manship and  drama  in  some  kind  of  a 

special    one-shol    format.     Englander, 
after  trying  tins  combination  for  one 
month  in  one  of  its  biggest  p  ttential 
market  areas,  started  to  sort  out  in 

mid-April  the  elements  in  its  radio  pro- 
motion and  to  come  up  with  a  formula. 

That's  when  its  month-long  Treasure 
Hunt  in  the  San  Francisco-Oakland 

area    came   to    an    end — and    a   highh 

successful  our  it  was,  in  the  opinion 

id'  Knjilander  president  Ira  \I.  Pink. 
The  company  had  tried  a  similar 

dealer-consumer  advertising  and  pro- 

motion campaign  in  New  ""i  oik  last fall.  After  re-evaluating  some  ol  the 

approaches,  and  adding  a  lot  of  new 
idea-,  it  moved  into  San  Francisco  for 

the  hunt — and  a  heaw  radio  barrage 
— on  1  7  March. 

The  plan:  I  se  saturation  radio  an- 
nouncement-, at  the  rati-  ol  -"in.-  100 

over  a  four-week  period,  on  one  station 

only.  That  station  was  KSFO,  a  round- 
the-clock  independent.  Supporting  me- 

dia wen-  television,  with  two  announce- 
ments weekh  on  KPIX,  San  Francisco, 

and  local  newspapers,  with  three  tie-in 
advertisements  pei  week  with  names  ol 

retailers  carrying   th<  i--r   line. 
I  nglander  had  U\>-  basi<    obj©  tives 

in   picking   ".in    I  rani  i-<  "   for  this 
rial  a<\  push  and  in  using  a  satui  i 

radio  gii eawaj  i  ontest    Ml  five 

mplished,"   in  the  opinion  of  a< 
count  supervisor   Richard   Fechheimei 

at    North     Advertising    In. ..    <  he 
These    five    goals 

awareness  of  the  I  nglandei  name.    _' 

associate    it    in    people*-    minds    with 
andei  -    ex<  lusive    Red-Line    i  on- 

struction  feature,  available  in  both  the 

innerspring     and     the     Virfoam     set, 

& 
Listeners  got  their  hidden  treosure  map  at  dealers,  then  followed  the 

Red    Line   after  hearing    radio   clues.     Englander  got   big    payoff,    too. 
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With  300  announcements  in  four  weeks, 

Englander  had  all  San  Francisco  hunting  the  prize 

I  >  i  give  the  retailers  a  chance  to 
use  unusually,  newsy,  provocative  and 

interesting  displays  in  windows  as  well 
as  in  store  interiors.  I  4)  encourage  the 

retailer  to  carry  both  Red-Line  mat- 

In --.s  models,  innerspring  and  Airfoam 
i  thus  gaining  wider  distribution  )>\ 
the  store  promotion  of  both  I .  and  (5) 

create  store  traffic." 
Saturation  radio  was  the  medium 

through  which  Englander  gained  its 

mass  coverage,  but  it  took  an  attention- 
getting  contest  to  make  an  impact  on 

potential  consumers.  And  it  took  in- 
tensive pre-contest  merchandising  with 

some  150  retail  stores  in  the  San  Fran- 

cisco metropolitan  area  to  back  up  the 
advertising  and  to  follow  through  with 

merchandising  on  this  advertising. 

The  contest  chosen  was  the  peren- 

nial broadcast  favorite — a  money  give- 

away. Englander  scheduled  the  Treas- 
ure Hunt  in  this  way.  It  concealed  a 

draft  for  $5,000,  redeemable  by  any- 
one who  found  it.  during  the  first  week 

in  the  four-week  contest.    The  money 

prize  in  each  of  the  remaining  three 
weeks  was  $1,000. 

Kickoff  to  the  campaign  was  circula- 
tion of  the  Treasure  map.  available 

only  at  Englander  dealers.  Radio 

listeners  were  told  in  the  radio  an- 
nouncements that  a  map.  with  a  red 

line  running  through  it  and  passing 

at  some  point  over  the  hidden  treasure 
site,  was  available  free.  Demand  for 

the  map  was  so  great  that  the  original 

run  was  quickly  exhausted  and  an 
additional    quantity   was    printed. 

The  Red-Line  theme  was  integrated 

into  all  advertising  copy,  and  all  in- 

store  and  point-of-sale  promotions. 

Englander's  Red-Line  construction,  an 
exclusive  feature  with  the  company, 

is  really  two  springs  in  one.  joined  1>\ 
a  thin  strip  of  steel.  The  top  coil  is 

completely  free-moving,  and  is  thus 

able  to  adjust  to  the  sleeper's  body  and 
movements,  allowing  him  to  relax  com- 

pletely  and   comfortably. 
So  the  Red  Line,  in  the  same  way, 

supported  all  the  advertising  and  pro- 

motion themes.  It  appeared  in  the 

newspaper  ads,  the  window  streamers 
and  in  an  adhesive-type  tape  which 

was  put  on  store  and  automobile  win- 
dows, glass  doors,  point-of-sale  signs. 

The  Red-Line  promotion  was  a  suc- 

cess, but  exactly  hoiv  successful  isn't even  known  to  the  companx  at  this 

point.  "It's  too  earl\  for  all  the  re- 

turns to  be  in.'"  says  Fechheimer.  And 

President  Fink,  who  figures  they'll 
never  know  the  full  story  because 

'"we'll  keep  on  getting  continuing  re- 

sults from  this  one  promotion." 
There  are  some  specifics  which  point 

to  success,  however.  Pink  says  these 

results  may  be  unauthoritative  in  terms 
of  usual  research,  but  he  considers 

them  mightily  significant.  For  exam- 
ple, one  evening  he  and  a  party  of 

guests  tried  to  get  into  one  of  San 

Francisco's  most  popular  dining  spots. 
They  were  told  they  had  to  wait.  One 

of  his  guests  mentioned  Pink's  busi- ness association,  at  which  point  the 

head  waiter  commented  on  the  Treas- 
ure Hunt — and  seated  the  party. 

Pink,  speaking  to  the  bedding  buyer 

at  one  of  San  Francisco's  biggest  de- 
partment stores,  asked  him  how  the 

campaign    had    done.     The    repl\    ran 

Strongest  push  was  on  radio,  around-the-clock  schedules  on  San 
■  ■    Francisco's    independent    KSFO,    for    $8,000    hidden    treasure    hunt 

NAME        STORE 

Follow-through    included    newspaper   ad   keyed   to 
Red-Line  theme,  tie-in  with  Jerry  Colonna  commercials 

44 SPONSOR       •       18    MAY    1957 



something  like  ilii-:  "I  real!)  can'l 
trace  .1  single  specific  sale  to  the  adver- 

tising .  .  .  but  I  had  to  re-order  three 
times  in  iimc  week!  Ihi-  retailei  ran 

OUt    "I    maps    dm    (lie    fir-t    da\     of    the 

1 .  rite  — .  t  demand  was  so  hea>  j 
In  the  fourth  week  of  the  contest, 

when  one  of  the  11,000  drafts  was  con- 
cealed in  a  public  park,  some  3,500 

people  overran  a  different  park  and 
trampled  Bowers  and  bushes  in  the 
process.  The  park  director  enlisted 
the  cooperation  ol  Englander,  which  in 

tuin  called  in  the  state  police  to  dis- 
perse the  crowd.  \ml  the  sponsor  took 

to  the  air  immediately  with  a  fa>t  cop) 

change  alerting  people  thai  the  draft 
was  in  a  park     l»ut  nol  that  one. 

Richard  \\ ,  Gin  in,  advertising 

director  <>f  the  company,  says  this 

type  i>f  flexibility  was  one  of  the  big 
factors  in  the  selection  of  radio  as  the 

basic  medium.  "V\  e  like. I  the  idea 
that  we  could  switch  cop)  fast,  and. 

of  course,  we  wanted  the  broadest  pos- 

sible coverage  at  a  favorable  cost." 
To  put  impact  behind  thai  coverage, 

l.n-lander  chose  a  well  known  person- 
alis with  a  voice  which  could  he  iden- 

tified  l>\    the  listener     Jerr)    Colonna. 
Colonna  transcribed  an  intro  to  all 

live   commercials,    stressing    the    Red 

Line  theme  |.\  urging  listeners  to  fol- 
low the  led  line  |  on  the  map  '  to  the 

Hidden    Treasure.      I  hen    a    h\  i     K.H  t  I 

personalit)   gave  details  on  .  lues. 
I  he  five  goals  w  hii  h  were  a<  hie>  ed 

can  probabl)  he  summarized  in  one 
woid  aw areness.  <  ionsumei s,  foi 

ample,  are  less  aw  are  ol  theii  need  foi 

a  bed  than  the)  an-  of  the  more 

"show)  features  of  theii  home,  1 

Pink.  "Visitors  don't  normall)  seethe 

bed,  itself,  because  it's  covered  and 
people  tend  to  buj  that  which  an  out- 

sidei  can  Bee  at  a  quick  glance." 
\ml  the  retail  salesmen  often  need 

to  be  reminded  thai  the)  can  ̂ >-t  biggei 
sales  volume  and  greatei  consumer 
satisfaction  b)   showing  bettei   qualit) 

items   rather  than   h\    pushing   Onl)    the 

lower-priced  promotional  numbers  a 
-tore  ma)  advertise  to  bring  in  traffic, 

says   Pink. 

Englander's  advertising  not  onl) 
presents  the  fact-  about  Red-Line, 

r.njilander's  exclusive  construction  fea- 
ture, hut  also  sells  hs  creating  a  feeling 

or  a  mood  that  reflects  the  high  qualit) 

of  the  Englander  products,  Bays  Fech- 
heimer.    The  mood   which   Englandei 

attempts  to  establish  is  one  of  rest  and 

Results  "f  month-long  promotion  show   hypoed  Bales,  more  dealer  outlets,  addi- 
tional retail  floor  -pace.  -a\-  W  illiam  Land   (1),  re::.  -1-.  in<zr..  with  a  $1,000  winner 

Pres.    |;  ■    Pit  •       V.P.    I  open 

up       din 

relaxation.     I  he  thei  •  used   in 

print  and  t\  advertising  i-  "Sleep  on 
an  I  nglandei  Red-1  ine  as  relaxed  as 

\  on  sleep  on  a  i  a<  at  ion." Resean  h  has  indi<  ated  that  people 

natural!)  assoi  iate  i  ai  itions  h  ith 

deep,  relaxing,  restful  Bleep  "the  type 
of  -leep  \ou  u'ct  on  the  Englander  Red- 

Line  mattress  and  bos  spring,"  accord- 
ing to  Hint  Goodman,  assistant  adver- 

tising director  of  the  company.  That's 
wh)  the  Englander  advertising  u 
people  to  enjo)  i  a<  ation  Bleep  not  just 

two  weeks  of  the  veai  but  all  yeai  Ion-. 
T\    pick-    up    thi-    same    theme,    and 

pegs  it  to  a  demonstration. 

Programing      and      announcements 
purchased  on  a  -pot  basis  are  now  the 

major  advertising  effort,  with  I  ng- 

lander  swinging  into  it-  new.  more  in- 
tensive 52-week  t\  stride  last  January. 

Some  of  the  relaxation  and  vacation 

themes  are  don.-  all  live,  and  other-  are 

handled  partiall)  on  film  with  on- 
camera    lead-in-    b)    an    announcer. 

Other  media  purchased  b)  the  com- 

pany, under  the  direction  of  (  hail<- 

Lappen,  vice  president  in  charge  of  ad- 
vertising and  public  relation-,  are  ra- 

dio, local  newspapers,  magazines  and 

billboards.  T\  gets  the  weight,  in 

ter  m-  of  dollars,  sa)  -  the  a<  i  ounl  su- 

pervisor, with  radio  being  used  in 

quantit)    for   such    spe  ial    promotion 
event-    a-    the     li.-.i-uie    Hunt. 

The  compan)  operates  I  I  manufac- 

turing   plant-   throughout    the   <o|jntr\. 
with  shipments  to  dealers  from  these 
various  point-.    Selling  i-    rdinated 

b)  \.  B.  Staeblar,  vice  president  in 
charge    of   sales,   and    advertising    b) 
ad   director   t  Jin  in. 

The)  and  other  client  and  agent  \  ex- 

ecutives are  working  on  a  final  adver- 
tising equation  for  thi-  selling  era. 

One  of  the  decisions  they're  expected 
to  make,  on  the  basis  of  the  "-an  r  ran- 
.  isco  radio  re-ult-.  i-  whether  thi-  type 

of  saturation  frequency  with  an  excit- 

ing COD)  theme  can  be  a  pattern  adapt- 
able to  am   other  I  .  S.  market.        ̂  
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MEDAL 

Lincoln  commercial  was  impressive  for  its  new  approach  to  an 

old,  old  story.  Working  with  optical  effects  this  version  gave 
excitement  to  the  visual  presentation  of  an  auto.  Agency:  J. 

Walter  Thompson.    Story  and  design:  C.  Jenkyns,  S.  Sturtevant 

MEDAL 

Animated  commercial  for  Ford  was  chosen  for  its  effective  com- 

bination of  animation,  simplicity  and  mood  in  a  fresh  version  of 

the  humorous  sell.  Agency:  Young  &  Rubicam.  Producer-direc- 
tor:  William  S.  Myskens.    Art  director:   Stephen  0.  Frankfort 

E    WINN  ERS 

Art  Directors  Club  chooses  top  commercials  of  1956.    The  criteria: 

does  it  have  that  "forward  look?"    Big  winners:    Lincoln  and  Ford 

^^ries  of  "Art  for  art's  sake"  and  "It's  pretty,  but  can  it 

sell?"  ring  out  each  year  about  now.  They  greet  the  annual 
New  York  Art  Directors  Show,  held  this  year  27  May-12 

June  at  the  Waldorf.  These  charges  stem  from  a  basic  con- 

fusion about  the  awards  which  cover  all  visual  phases  of 

advertising  for  the  past  year. 

The  show's  chairman,  Arnold  Roston  of  Grey  Advertising, 

told  SPONSOR  the  awards  are  "designed  to  elevate  visual 

creative  standards" — and  creative  is  the  key  word.  In  the 

case  of  something  as  complex  as  a  tv  commercial,  it's  hard 

to  peg  the  criteria.    But  this  is  the  committee's  approach. 
"We've  chosen  commercials  that  find  a  new  solution  to 

visual  problems,  or  a  new  creative  approach  which  offers  a 

point  of  departure  for  the  future,"'  says  Roston.  "This  for- 
ward look  is  vitally  important  to  a  medium  changing  as 

rapidly  as  television." 
This  year  animation  is  still  riding  high  but,  according  to 

Ed  Bennett  of  NBC  and  chairman  of  the  tv  committee,  live 

action   commercials    (such    as    Prudential    Insurance.    RCA 

tv  sets  and  Lincoln  I  were  the  most  exciting  taken  as  a  group. 

Bennett  admits  that  in  many  cases  the  award  might  well 

go  to  the  producer,  director  or  copywriter  in  addition  to  the 

art  director.  "But."  he  adds  "we  are  an  art  director's  club. 
Although  we  are  many  times  extremely  impressed  by  the 

copy,  the  animation,  or  the  camera  techniques,  all  we  can  do 

is  assume  that  the  art  director  has  made  a  substantial  con- 

tribution to  the  final  product. 

The  tv  judges  were:  Robert  C.  McKichan,  NBC;  John  K. 

Hubley.  Storyboard  Inc.;  Jack  Sidebotham.  Y&R;  Norman 

Tate.  Aver;  Ralph  Koch,  K&W  Film:  Victor  Sandak,  Color 

Illustration  Inc.;  William  Duffy.  ME;  Christ  Ishi,  UPA; 

Louis  Dorfsman,  CBS:  Ra\  Lind.  B&B:  Norman  Mullen- 

dore,  SSCB;  Larry  Parker.  K\E:  and  Andy  Ross.  ABC. 

Award  winning  tv  commercials  are  pictured  on  these 

pages.  Additional  tv  awards  I  not  shown  i  were  received  by 

CBS  for  a  newspaper  ad:  NBC  for  a  two-page,  color  maga- 
zine ad;  NBC  for  a  direct  mail  booklet,  and  NBC  for  a  title 

card  for  its  opera  series.  ^ 
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MERIT  AWARD 

Sincerity  was  conveyed  !>\  ilii-  realistic  commercial  for  I'm 

dential  Insurance.  The  Btraighl  presentation  avoided  "slick- 

ness,"  captured  a  child-like  simplicity.  Agency:  ('alkins  & 
Holden.    Photographer:  Mike  Elliot    \ii  director:  Leslie  Silvas 

I 
MERIT   AWARD 

I  lii-    drawing    Btyle    in    itii-    Jell-0    commercial  and   ii-  \ i-u.il 
interpretation    "f    the   <  ■  •[>>    theme    were   outstanding.     Ho 

anothei    successful,    simple    approach.     I    • 
Rubicam.     Artist:   Maurice  Sendak.     \ri  din 

MERIT  AWARD 

The  animated  visualization  of  the  copy  theme  in  this  Maypo 

Cereal  commercial  was  exceptional.  This  presentation  was  a 
good  example  of  the  successful  sofl  sell  approach  in  animation. 

The  agency:    Bryan   Houston.    The  art   director:   John   Hublej 

MERIT   AWARD 

Floating  t\  sel  commercial  foi    Rl    \  ive  f"r  ii- 
standing  camera-work  and   special  opti 
was  done  in  color.     Vgency:  Kenyon  &  Eckhardl  iphy : 

Warner  Bros.  Producei    Hal  Mathews.    \rt  .: 

Merit  Award:  Tv  editorial  art.  Art 
director:  Edward  Bennett.  NBC.  Art- 

ist: Guv  Fraumeni.    Adver.:  Hallmark 

Merit  Award:  Booklet,  direct  mail. 
Art    director:     Irving    Miller.     Arti~t: 
Robert    Osbora.      Advertiser:    WTOP 

Merit  Award:  ri  promotional 
di- .  \rt  director  and  arti-t :  (ieorge 

Olden.   Advertiser:  '  BS  Television 



THE   TIMEBUYING    TEAM 

SPONSOR   traces  a  spot  buy  step-by-step  at  Cunningham  &  Walsh  to  show 

how  a  buying  team  functions.    The  campaign:  Texaco's  "Tower  of  Power" 

^%hu<>st  everyone,  even  dolly  push- 
ers and  turntable  men.  knows  what  a 

timebuyer  does.  It's  self-evident:  the 
timebuyer  buys  time. 

How  he  buys  it,  and  the  sequence  of 

intra-agency  events  leading  up  to  the 
purchase,  are  other  matters  entirely. 

It's  in  this  realm  that  even  the  adver- 
tising pros  begin  to  bog  down. 

Everyone  knows  such  terms  as  "call- 

ing the  rep  for  availabilities,"  "work- 

ing up  estimates."  "delivering  make- 
goods."  But  how  many  sponsors  and 
how  many  account  people  and  station 

people  really  get  the  big  picture  of  the 
timebuying    team    at    work?     sponsor 

suspects  that  many  tend  to  think  of  a 

timebuying  team  as  a  sort  of  semi- 
human  Univac:  You  put  in  an  order, 
the  machine  rumbles  a  bit  and  out 

come  139,452  commercial  impressions 

at  a  cost  of  98tf  per  1,000  (undupli- 
cated,  yet ) . 

The  facts  of  timebuying  life  aren't 
quite  this  simple.  The  purchase  of  a 

single  spot  announcement — if  such  a 

thing  were  ever  done — would  bring  in- 

to play  as  many  as  12  different  peo- 

ple. Multiply  this  single  announce- 
ment by  thousands  I  the  usual  case), 

complicate  it  further  with  sundry  cli- 
ent, agency,  representative  and  station 

personnel,  and  you  have  a  vast  breed- 

ing ground  for  potential  confusion  and 
error. 

Cunningham  &  Walsh,  New  York 
City.  ( it  also  has  divisions  in  Chicago, 

Los  Angeles  and  San  Francisco  I .  is 
t\pical  of  most  medium  to  larger  sized 

agencies  in  the  way  it  buys  time — but 
perhaps  atypical  because  it  maintains 
a  continuous  review  of  its  procedures 
From  its  review  have  come  new  tech 

niques   which  cut  through   paperwork 
This  is  why  sponsor  traced,  step  by 

step,  an  actual  spot  purchase  at  C&Y\ 
With  few  variations,  these  steps  are  the 

same  used  by  any  buyer  and  his  team 

How  the  C&W  buying  group  divides  media  responsibility 

The  Texaco  team:  Newman  F.  | 

McEvoy  (seated)  is  v.p.  and  | 

media  supervisor  on  all  accounts,  j 

He  contributes  to  agency  and  | 

client  plans  meetings,  supervises  1 

all  media  decisions,  funnels  spe-  1 

cific  tasks  to  his  department's  j 
specialists  (at  right)  who  de- | 

velop  the  actual  buying  blue-  1 

print.  Some  steps  in  the  buy-  | 

ing  technique  overlap:  others  1 

are  exclusive  with  one  person.  j 

But  the  team  coordinates  the  | 

buying  effort  and  tries  strenu-  1 

ously    to    cut    down    paper   work  1 

llllllllllllllllllllllllllllllllllllllllllllllllllllll: 

MEDIA    SUPERVISE 

John      l.ucinatelli      superv  — 

media  buying  for  eight  clit1) 
with     emphasis     on      Tex  I 



tui    ,iii\    type   oi    SponSO]    w  i  1 1 1    an\    -i/e 

budget. 

"The  freei  the  buyei  is  "I  detail, 
computations,    sheafs   of    papers    and 
data,  the  i   e  time  be  has  to  think 
ami  to  ;n  i  intelligent!) .  \ml  the  moi e 
time  he  has  t"  think,  the  more  effec- 

tive his  buys  will  be."  So  Bays  Jeremj 
Sprague,  (\\\  group  timebuying  su- 
I  n  - 1  \  i — . .  i  assigned  to  Texaco,  the  client 
whose  -.[k.i  campaign  sponsor  traced. 
\  heav)  user  nl  -|»>t  radio  and  t\. 
rexaco  distributes  it-  gasolines,  lubri- 

cants, anti-freeze  and  othei  products 
in  IJI  states.  Mosl  ol  its  broadcast  ad- 

vertising pushes  >k\  Chief,  Fire  I  hie! 

and  Skj  Chief  Su-preme  gasolines.  Its 
1957  broadcast  pattern  is  foui  five- 
week  campaigns  annually,  each  cover- 

ing approximate^  LOO  markets.  Four 
of  them  include  both  t\  and  radio 

land  newspaper  is  integrated);  one, 
in   the  summer   includes,   radio  only. 

Hie  decision  to  !>uil«l  around  five 

four-week  campaigns  stems  from  tin- 
toil   level   at   the  agencj    and   client. 

I'hr  agenc)  planners  include:  Bill 
Mulvt1).  senior  vice  president;  John 
Childs,    account    executive;     Malcolm 

Mini. i .    assistant    a   ml    exei  ul 

New  man  McEvoy,   h ..  \  ,p    and  media 
din',  toi  :  John  I  in  inatelli,  medi  i  group 
supervisoi  who  spends  most  oi  his  tinrn 
on  the  lexai  o  act  ounl  and  -n  \ es  in  a 
consulting  i  apacit)  on  othei  a<  i  ounts . 
Spi  ague;  •  leorge  ( den.  manage)    mai 
keting  resean  h ;  Ken  I  (ulsell,  mana 
merchandising  ;     lack    <  Iregoi ) . 
promotion    manager. 

III.-  client  planners :  S.  C.  Bai tlett, 
\  ice  president  in  chai  ge  ol  domestii 
Bales;  Bail  Hawke,  general  Bales  man 
agei :  Donald  Stewart,  advertising  man 

ager;  James  Coogan,  assistant  man- 
age! "I  advertising.  Working  with  this 

planning  group,  oi  course,  are  market- 
ers, researchers  and  cop)  people. 

I  hese  men  also  la)  dow  n  the  basic 
media  plan. 

Iii  radio:  100  markets;  three  to 

four  stations  per  market:  transcribed 
minutes  larger)  during  the  peak  traffic 
pi  riods  from  7  to  9  a.m.;   1  to  7  p.m.; 
weekend,-:    a    mo  delate    Saturation    fre- 

quenc)  expanded  during  introductory 
flights;  five  four-week  campaigns  dur- 

ing the  year. 
In    television:     approximate!)     ion 

irkets;    an  ol   two   stations 
irki       filmed  minutes  and 

■   n    nighttime    pei 

moderate  laturation;   foui   foui 

campai  ni   durii      thi 
I        August    Octobei i. oi-  with  radio 

Step  I .    I  he  m.  dia  group  all...  at.  - 
the  mai  t  ■  i  k . -i  broadi  asl  bu 

on  the  basis  of  a  weighted  f..i  mula 
one  which  is  based  on  sales,  district  l>\ 
distj  it  i  throughout  th<  I  S  foi  the 
pre\  ioufi  yeai ,  Marl  eU  in  rank*  d  in 
ordei  ••!  impoi  tarn  i  to  rexaco  based 
on  this  foi  mula.  Markets,  in  turn 
broken  down  on  the  basis  o!  sales 

n  gions  I  North,  South  0  Pai  ifi<  i 
ami  b)  Bales  divisions  within  these 
territoi  ies.  I  hen  the)  are  ranked  b) 
markets  within  these  divisions. 

St«'|»  2.     I  In-  market   h-i  then  j 
to  bu)  ei  Ja<k  Bra) .  w  ho  pencils  a!< 
side  eat  h  cit)   i  I  i  the  <  all  lettei  -  oi  the 
three  or  foui   Btations  he  plans  to  use 

in  each   one  and    (2)    the   representa- 
tive for  each  of  these  Btations. 

I  low      doe-      he     -elci  t      the     -tali. m-  '. 

> 

YING   SUPERVISOR 

eremy  Sprague  as-i-ts  media 

upervisor  on   radio,  tv  plan- 

I  hing.  supervises  buying,  budget 

TIMEBUYER 

Jack  Bray  does  actual  buying, 

supervises  the  estimating  and 
watches  all  broadcast  budgets 

ESTIMATOR 

\1  Qererdon  contact-  the  -ta- 
tion  reps,  supplies  coal  data 
and    estimates    to    the    client 

SECRETARY 

Elaine  Nirenberg  handle,  de- 
tails, -end-  merchandi-ing  let- 
ter-, follow-  through  on  w.«rk 



Three  Big  Steps  In 

Texaco  Timebuying 

Man  from  C&W,  John  Lucinatelli  (1.) 
sees  how  Texaco  station  operates.  He  is  me- 

dia supervisor,  works  mainly  for  this  client 

Pivot  points  in  any  spot  buy  are  buyer 
and  rep.  Jack  Bray  (1.)  goes  over  rates 
with    Ralph   Glaser,   CBS   Radio   Spot   Sales 

Tower  of  Power  pump  topper  is  checked 
John    Child?    (1.)    C&W    account    exec; 

\i'\.   asst.   sis.   prom.   mgr.   for  Texaco 

■"I'm  a  Pulse  bu)er.'"  Bra\  says,  "and 
I  examine  each  market  according  to 

the  Pulse  quarter-hour  ratings  for  the 

time  periods  in  which  we're  interested. 
Occasionally  I  compare  markets  in 
relation  to  the  Hooper  report  and  pick 

up  isolated  cases  of  fieak  ratings  as  a 

safety  measure.  I  look  at  the  time  seg- 

ments in  radio,  not  the  specific  times — 
the  periods  from  7  to  9  a.m.,  4  to  7 

p.m.  and  on  weekends.  ' He  lists  these  top-rated  stations  as  a 

guide  for  further  refinement  in  his 
selection.  Then  he  looks  at  the  pro- 

graming to  see  if  its  character  matches 

the  needs  of  the  client.  "I  suallv.  they 

go  hand  in  hand."'  he  says,  but  some- 
times a  top-rated  show  will  have  an 

audience  which  Texaco  doesn't  want. 
It  likes  to  reach  a  heavy  male  audience, 

which  is  why  it  avoids  women  in  day- 
time hours  and  teen-agers. 

Because  "ratings  are  a  guide  rather 

than  a  governor."  Bray  combines  in 
his  own  mind  the  tangibles  of  rating 
and  share  of  audience  with  the  intangi- 

bles of  station  standing,  prestige,  iden- 
tification in  its  own  communis,  qual- 

ity in  programing.  These  are  the 
factors  which  a  station  reuresentative 

'"sells"  to  the  buyer,  "and  all  selling  bv 
the  rep  should  be  done  bettveen  buying 

periods  for  the  agency."  So  says  Brav. 
who  adds.  "To  the  degree  that  we  have 
been  sold  on  a  station  before  Ave  start 

buying,  we  are  pre-sold  on  a  station 
list  before  making  it  up  in  final  form. 

In  essence,  our  stations  are  pre-selected 
before  we  even  begin  to  compare  costs 

and  coverage.  This  is  why  it  is  the 

responsibility  of  the  representative  to 
see  us  only  before  we  start  buying. 
never  while  we  are.  and  to  tell  us  the 

up-to-date  story  of  his  station  and  his 

market." 
This  up-to-date  story  should  include 

all  relevant  facts  about  the  listening 

audience,  a  change  in  station  manage- 
ment or  facilities,  addition  of  new  lo- 

cal personalities,  a  revamp  of  the 
broadcast  format,  the  influx  of  new 

people,  construction  of  new  plants  and 
businesses. 

These  are  things  the  buyer  keeps  in 

mind — and.  again,  if  his  mind  is  like  a 

sieve  he  can't  be  a  good  buyer.  He  re- 
members these  elements  when  he  com- 

piles this  list — and  woe  to  the  rep  who 

doesn't  bother  to  brief  the  buyer  on 
these  basics. 

Step  3.  When  the  buyer  has  com- 

piled this  first  list  of  the  four  top  sta- 
tions in  each  of  100  markets  and  the 

four  reps  involved,  he  turns  this  over 
to  the  estimator  with  instructions  on 
what  kind  of  availabilities  are  needed. 

The  estimator  (Al  Cleverdon  or 
Ethel  Melcher)  then  calls  each  rep  on 

the  list,  telling  them  starting  and  clos- 
ing dates,  the  scope  of  the  buy,  times 

preferred.  Most  reps  know  their  ac- 
counts well  so  they  have  a  good  con- 

cept of  what  the  client  wants  without 

too  much  spelling  out  from  the  esti- 
mator. If  there  are  questions,  the  rep 

calls  the  buyer.  Otherwise,  the  rep 

takes  the  information  from  the  estima- 
tor and  starts  to  check  his  stations  as 

to  what  time  periods  are  available. 

Step  4.  It  takes  two  or  three  days 

for  the  rep  to  get  back  to  the  buyer 

with  a  typed  li-t  of  availabilities. 
W  hen  all  the  sheets  come  in  (and  these 

can  he  typed  lists  or  program  logs  with 

Lme  periods  circled  in  red  pencil  I.  the 
buyer  will  have  between  300  and  400 
different  availability  sheets. 

The  bu\er  at  this  juncture  does  not 

see  the  rep;  sheets  are  delivered  to  a 

receptionist  either  by  the  rep  or  a  mes- 

senger. "This  is  the  precious  period  of 

buying,"  savs  Brav.  "when  we  have  no 
lime  to  see  anyone.  The  way  yve  buy 

in  this  pre-selected  way,  the  rep  knows 

ARTICLE     IN     BRIEF 

How  does  a  timebuying  team  really 

work  on  a  spot  campaign  in  an  agency? 

Cunningham  &  Walsh  gives  a  step-by- 
step  answer  to  what  happens  between 
the  time  Texaco  decides  on  an  air 

campaign  and  the  time  it  goes  on  tv 
and  radio.  Each  step  is  geared  to  one 

:dea:  how  to  cut  down  on  paper  work. 

pretty  well  I  wouldn't  have  had  him 
called  in  the  first  place  if  we  weren't 
pretty  sure  we'd  buy  what  he  had  to 
offer.  This  means  he  isn't  bogged 
down  bv  a  lot  of  paper  work  for  the 
buver  who  is  just  scouting  rather  than 
actually  planning  to  buy  that  specific 
station.  This  eliminates  a  lot  of  un- 

necessary  detail  for  them  and  for  us. 

Step  5.  While  the  buyer  is  waiting 
for  availability  sheets  to  come  in  from 

the  reps,  he's  lining  up  market  budgets. 
He  already  has  a  market-by-market 
budget  allocation.  Now  his  task  is  to 

make  up  a  station-by-station  budget 
allotment  within  each  of  those  100 

markets. 

Here's  where  his  dollar  research 
starts.  He  checks  published  station 

{Please  turn  to  page  52  I 
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TENNESSEE 

BIRMINGHAM 

Announces 

ihv   Appointment   of 

HENRY  I.  CHRISTAL  < 

National   Sales    Representatives 

Effective  June   1st 

Mi.iMit.     of  tk.  «.r.     ii 
U...1...  Station 

\-  one  of  America's  pioneer  stations,  \\  AIM  takes  pride  in  be- 
coming associated,  through  distinguished  representation,  with 

these  leadership  stations: 

WBAL— Baltimore 

WBEN— Buffalo 

WCAR— Cleveland 

WjR— Detroit 

WTIC— Hartford 

WDAF— Kansas  City 

KFI — Los  Angeles 

WHAS—  Louisville 

WCKR— Miami 

WTMJ— Milwaukee 

WHAM— Rochester 

WCY — Schenectady 

WSYR— Syracuse 

WTAC— Worcester 

WAPI 

NBC 

10,000  Watts       Clear  Channel  1070  KC 
The    Voice   of   Alabama 

FLORIDA 

6A 



TIMEBUYING    TEAM 

(Continued  from  page  50) 

rates  to  find  the  special  package  prices 

■  Hi  red  because  he's  using  a  saturation 
frequency  which  will  earn  him  special 

package  discounts.  He  checks  each  of 

the  stations  on  his  original  list,  re- 
tailoring  and  further  refining  the  list 

as  he  goes  along.  He  knows  he  wants 

announcements  in  Cleveland,  for  ex- 
ample. He  has  four  stations  on  his 

Cleveland  list.  But  maybe  one  of  these 

four  doesn't  offer  special  package 
rates.  So  he  might  cut  off  this  station 
and  divide  the  announcements  allo- 

cated among  the  other  three.  Or  he 
may  keep  all  four,  but  divide  the 
weight  unevenly. 

His  station  list,  with  actual  costs  and 

frequencies,  is  read\  to  be  correlated 

with    the    rep"s    list    as    it    comes    in. 

Step  6.  The  availability  sheets  are 

in  from  the  reps,  and  now  the  buyer 

is  ready  to  bin.  He  buys  a  market  as 
its  availability  sheet  becomes  complete. 
The  first  market  for  which  all  reps 
have  submitted  availabilities  may  be 

Houston,  so  Houston  is  the  first  city 
to  be  bought. 

This  "is  the  moment  of  truth,"  as 

Bray  puts  it.  "Here's  where  the  rep 
may  lose  out,  perhaps  because  he 

hasn't  presented  us  with  the  kind  of 

package  we  want." The  buyer  then  lists,  station  by  sta- 

tion, city  by  city,  what  he  plans  to  or- 
der. He  continues  to  weight  the  bal- 
ances, taking  into  account  how  nearly 

the  time  periods  submitted  to  him 
match  what  he  wants,  the  reputation  of 

the  station,  the  costs.  But  he  con- 
tinues to  think  of  time  segments  I  7  to 

9  a.m.)  rather  than  individual  times 

to  avoid  further  complications  in  such 

realms  as  make-goods  and  cancella- 
tions. 

Step  7.  The  buyer  telephones  each 

rep  and  places  the  order,  aided  in  this 

lengthy  task  by  the  estimator  or  the 
assistant  buyer.  The  list,  at  this  point, 
is  lined  up  according  to  reps  rather 

than  by  markets.  The  rep's  job  now 
is  to  go  to  his  stations  to  see  if  they 
can  clear  the  times  which  the  buyer 
has  ordered. 

Step  8.  While  the  agency  waits  for 
time  clearances,  the  estimator  draws 

up  estimate  pages  for  each  station  on 
this  basic  list.  This  is  a  nine-bv-12 

inch  sheet  of  paper  which  carries  top 
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headings  (state,  city,  station,  watts, 
affiliation,  etc.)  and  a  bottom  section 
for  detail  (number  of  announcements 

weekly,  length,  rate  earned,  billing,  re- 

bate and  net).  It's  the  top  part  which 
is  filled  in  at  this  point,  with  the  detail 
scheduled  later  as  confirmations  come 
in  from  reps. 

Step  9.  The  estimator  forwards 
this  incidental  information  on  client, 

station,  city  and  commercial  to  the 
traffic  department.  Traffic  processes 
the  list  to  (1)  the  shipping  room, 

which  makes  up  a  shipping  list  of  sta- 
tions to  which  commercials  should  be 

sent,  and  to  (2)  copy,  which  in  Tex- 

aco's  case  sees  that  100  e.t.'s  of  the 
"Texaco  Tower  of  Power"  commercial 
are  available  for  shipment.  (Danger: 

In  some  agencies  the  time  periods  are 

bought  but  sometimes  someone  some- 
where along  the  line  forgets  to  send 

out  the  transcriptions  or  the  film  to  the 

stations.  I 

Step  10.  The  reps  call  back  with 
confirmations  on  the  orders.  If  they 

can't  confirm,  they  make  an  alternate 
suggestion.  In  almost  all  cases,  the 

buyer  right  then  and  there  decides 
what  he  will  buy  as  a  replacement  and 
the  wheels  get  back  into  motion  fast. 
After  the  phoned  confirmation,  the 
buyer  marks  his  availability  sheet  as 
finalized.  He  sends  it  to  the  estimator, 

who  fills  in  the  bottom  portion  of  the 
estimate  page  with  detail  as  to  quan- 

tity and  cost. 

The  estimator  generally  works  one 

day  behind  the  buyer,  taking  finished 
station  sheets  from  the  buyer,  entering 
the  basic  information  on  the  estimate 

sheets  and  turning  this  finished  prod- 
uct over  to  the  typing  pool.  The  typing 

pool  proofreads  its  own  typed  sheets 
and  runs  off  the  final  version  for  each 

station  on  a  multilith  machine — 25 

copies  of  each.  I  Thus,  some  400  indi- 
vidual station  sheets  are  printed  in 

quantities  of  25.  making  some  10,000 
sheets  which  have  to  be  collated.) 

These  collated  sections  are  distrib- 
uted to  the  client,  who  always  gets  one 

before  the  start  of  any  campaign,  and 

within  the  agency's  media  and  account 

groups. 
Step  11.  Station  representatives 

send  in  typed  confirmations  of  the  or- 
ders placed  by  phone.  Cunningham  & 

Walsh  is  probably  unique  among  agen- 
cies in  having  simplified  this  portion 
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How  well  do  you  know  the  Boston  market  ? 
Mention  Boston  and  some  people 

think  only  of  Back  Bay,  Beacon 
Hill  and  Baked  Beans.  But  for 

others,  the  greater  Boston  area 
means  much  more.  What  do  the 

above  pictures  mean  for  you? 

A.  Antique  hunting  decoys.  On  display  in 
historic  Sturbridge  Village. 
B.  Terracotta  Statuette  from  Cyprus. 
7th  Century  B.C.,  Boston  Museum  of 
Fine  Arts. 

C.  Altar  in  Jewish  Chapel.  Brandeis  Uni- 
versity, Waltham,  Mass. 

D.  Lou  Webster.  WEEI's  popular  Farm Editor  (at  age  four^ . 
E.Indian  Signature  ( original  Boston 
resident    . 

F.  A  half-kite,  half-balloon:  otherwise 
called  a  "sky  hook."  Manufactured  in 
Cambridge.  Mass. 

G.  A  rare  New  England  tavern  signboard. 
H.  Iron  ring  on  Weld  Boathousc.  Harvard. 

I.  Swan  boat  in  Public  Gardens' Pond, a  favorite  tourist  attraction  in  Boston. 

J.  South  Polar  Camp  of  Rear  Admiral 
Byrd.  who  died  recently  in  Boston. 
K.  Note  pinned  to  infant  abandoned  in 
Cadillac  outside  Boston  hospital. 

For  those  who  advertise  in  Boston. 

WEEI  has  a  special  meaning:  it 
knows  the  Boston  market.  This 

means  an  advertiser  can  depend  on 

WEEI's  knowledge  for  the  most  ef- 
fective product  campaign  in  Boston. 

But  if  WEEI  knows  the  Boston  mar- 
ket, so  do  Bostonians  know  WEEI. 

WEEI  leads  all  of  its  competitors, 

both   network   and   independent,    m 

audience  penetration.  On  a  total 
week  basis.  WEEI  reaches  more  than 

8 1  °'„  of  the  radio  homes  in  the  Boston 

area.*  When  you  want  your  product 
to  mean  something  special  in  the 
Boston  market,  call  CBS  Radio  Spot 
Sales  or  WEEI  Radio. 

Credit*     EG  —  State  Trust  Co..  Boston.  F  — 
Dewey  &  Alrrty  Chemical  Co..  Cambridge. 
•Source:    5-County    Boston    Pulse    area.    PuUe 
CPA  Report.  November,   1956. 

WEEI 



of  thi  papei  \Miik.  too.  It  asks  reps 
to  send  in  a  copy  of  each  confirmation 

in  triplicate,  and  this  serves  as  the 
broadcast  order  as  well  as  the  legal 
contract. 

The  buyer  checks  each  typed  con- 
firmation against  his  estimate  sheets. 

When  the)  agree  exactly  (which  is  most 

<>f  the  time  because  it's  the  rep  who 
processes  the  written  confirmation  im- 

mediately after  the  telephoned  confir- 
mation), he  signs  each  of  the  three 

copies.  One  goes  back  to  the  rep  as  the 

legal  broadcast  order;  one  to  the  bill- 

ing department;  the  third  to  the  e  ti- 
mator  for  the  master  file. 

\  rep's  confirmations  "are  almost 

al\\a\s  letter  perfect."  says  Bray,  "be- 
cause his  office  types  the  order  within 

a  few  minutes  after  his  confirming 

with  n-  b\  telephone.  It's  an  almost 
foolproof  system,  and  avoids  all  the 

mishmashing  and  back-and-forth  add- 
ing and  revising  which  most  agencies 

and  reps  have  to  contend  with." 
\t  this  point,  the  buying  is  finished. 

But  there  are  main  more  duties  for  the 

timebuying  team. 

Step  12.  The  buyer  now  checks  an- 
swers from  the  station  reps  to  a  letter 

sent  a  week  earlier.  The  letter,  sent  b) 
secretary  blame  \irenberg  over  the 

signature  of  one  of  the  bu\ing  execu- 

tive-, requests  merchandising  coopera- 
tion f 1 1 »m  representatives  and  their  sta- 

tions. It  asks  the  rep  what  he  is  pre- 
pared to  do  to  help  push  the  success 

of  the  campaign  locally.  The  buyer 

look-  at  these  letters  and  makes  a  pre- 
liminar)  merchandising  summary  for 
the  client. 

Step  13.  This  final  step  can  be 

main  steps  because  it  involves  follow  - 
up  acti\  it\  of  main  kinds. 

In  Texacos  case,  tins  post-buying 

period  includes  a  detailed  analysis  of  a 
few  selected  bu\s  in  markets  where  the 

client  has  a  special  interest.  This  de- 
tail breaks  down  into  market  data,  po- 

tential listeners,  costs  per  person  and 

impression,  estimated  duplication  in 
audience. 

Sometimes  further  station  list  tailor- 

ing is  called  for.  Maybe  San  Francisco 
needs  heavier  saturation,  although  the 

actual  buy  fits  the  plan  prescribed  orig- 

inally.  "Spot,  with  its  flexibility  adapts 
to  am  kind  of  last-minute  changes  at 

this  point."  sa\s  Jerr\  Sprague.  "The 
client  may  call  for  a  cutback,  an  e::te  1- 
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If  you  buy  by  ratings  alone,   we've  got 
'em  ...  38  of  the  41  top  Pulse-rated  shows. 
We  have  the  greatest  number  of  listeners 
in  mid-Ohio,  and  they  have  $2,739,749,000 
to  spend.  They  and   Pulse  also  place  us 
first  in  any  Monday-thru-Friday  quarter- 
hour,  day  or  night.  Ask  John  Blair. 

WBNS    RADIO 
COLUMBUS,    OHIO 

sion  or  an  addition — and  spot  can  do 

all  of  these  quick!) ." Other  post-buying  responsibilities 
include  a  follow-up  to  the  actual  air 
campaign,  continual  refinements  of  the 
-i  hedule.  compilation  of  the  final  mer- 

chandising report,  correlation  of  the 
field  reports  and  actual  sales  figures 

with  the  marketing  pattern  for  broad- 
casting, plans  meetings  for  the  next 

campaign  with  the  client  and  various 
departments  of  the  agency. 

But  this  rundown  covers  only  the 

radio  portion  of  the  combination  tv- 
radio  purchase.  As  the  actual  radio 

buying  comes  to  an  end,  the  timebuy- 
ing team  begins  the  chain  of  events 

which  lead  to  an  on-the-air  tv  schedule. 
I  hen  the  tv  spot  campaign  bu\ing is  begun. 

The  procedure  in  television  is  the 
same  as  with  radio,  with  a  few  varia- 

tions. Tv  always  is  bought  after  the 

radio  schedule.  McEvo\  explains,  be- 
cause ""it  takes  more  perusing,  the 

nightttime  periods  we  want  are  more 
difficult  to  come  b)  and  this  portion  of 

the  campaign  costs  a  lot  more  money. 

"We  buy  as  close  to  the  starting  date 
as  possible,  to  avoid  conflicts  between 
what  we  ask  for  and  what  we  can  get. 
Another  variation:  in  television  we 

don  t  buy  spans  of  time  as  we  do  in 
radio.  In  tv  we  buy  a  specific  time. 

And  in  tv  there's  less  time  involved  in 
compiling  a  station  list  becau-e  most 
markets  have  onl\  two  stations  and  we 

buy  both  of  them. 

"In  tv,  we're  primarily  interested  in 
the  rating,  the  share  of  audience  and 

audience  composition,  because,  we're 
bu\ing  adjacencies.  We  don't  check 
the  programing  as  closely  as  we  do 

in  radio,  where  we're  more  interested 
in  coverage  and  the  job  a  station 

does,"  sa\s  the  media  director. 
Otherwise,  the  tv  spot  campaign  fol- 

lows the  step-by-step  tactic  of  the 
radio  drive.  The  team — the  media 

director,  media  supervisor.  bu\  ing  su- 

pervisor, buyer,  estimator  and  secre- 
tary— carry  on  these  various  over- 

lapping, parallel  functions  simultane- 
ously on  all  of  the  radio  and  tv  ac- counts. 

This  pattern  is  one  which  every 

agenc)  uses  to  tailor  its  spot  cam- 
paigns. Refinements  in  any  purchase 

are  dictated  by  the  individualit)  of  the 

agency  and  client,  as  in  this  summar) 

of  Cunningham  \  \\  alsb  and  Texaco 

activity.  But  the  physical  procedures 
remain  the  same — all  aimed  at  the 
objective  of  better  buying.  ^ 
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Radio  WOW  ~<  WOW-TV  Omaha 

n 3 1\  ̂  

Third  PEABODY  Honor! 
1940  Citation  for  Polio 

Fund  Drive. 

1946  "Operation  Big 
Muddy." 

1956  "Regimented  Rain- 
drops" —  soil-water  con- 

servation." 

FOR  WINNING 

k        THE  YEARS 

■  MOST  COVETED 

■  PUBLIC  SERVICE 

AWARD 

The  entire  Meredith  Radio-TV  Family 

congratulates  WOW  Radio  and  WOW-TY  for 

winning  the  1956  Peahody  Public  Service  Award. 

Your  TY  film  and  Radio  Program  Series — 

"Regimented  Raindrops"  was  a  vital  story, 
masterfully  presented ! 

WHEN  -sTMcusi-  WHEN-TV 

KPH0  _  phoen.x  _  KPHO-TV 

KCMO -«*»*"  ™-KCM0-TV 

Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 



Here's  all  you  need  to  know- 
T  H E       BUFFALO       EVENING      N  E  >W  S      STfcT\ON 

WBEN 

in  Buffalo! 

The  second  biggest  market  in  the 

nation's  biggest-spending  state  is  defined 
and  digested  for  you  in  the  new  WBEN-TV 
Coverage  Brochure. 

This  brochure  includes  market  facts 

of  the  14  Western  New  York  and  four 

Northwestern  Pennsylvania  counties  served 

by  WBEN-TV.  It  also  contains  a  graphic 
coverage  map  that  pin  points  your  total 

sales  area  where  3V2  billions  are  spent 

annually  at  the  retail  level.  In  all,  it  pre- 
sents a  clear  and  concise  picture  of  all  you 

WB  EN-TV 

need  to  know  to  stimulate  sales  thinking 

and  sales  effort. 

And  to  help  you  reach  and  penetrate 

this  huge  market  the  most  effective  way, 

you'll  find  this  brochure  brimming  with 
facts  on  facilities  and  service  that  have 

proven  to  TV  advertisers  since  1948  that 

"TV  dollars  count  for  more  on  Channel  4". 

We'll  be  happy  to  send  you  a  copy  of 

this  fact-packed  brochure.  Just  write  our 

Sales  Department. 

channel 

CBS    in      lufffalo 

4 

THE        PIONEER        STATION        OF        WESTERN VO  R  K 
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I.h  li^iui.   ni  ,  hai 

in  tin  advertising  ami  broadcast  fields 

NEW  AND  REN 

NEW  ON  TELEVISION   NETWORKS 

SPONSOR 

American    Dairy,    Chi 
American    Home   Products.    NY 
Buick.    Flint.    Mich 
Bulova.    Flushing     NY 
Hclene   Curtis.   Chi 
Gillette,    Boston 
Cillette.    Boston 
Knomark.    Brooklyn 
Lever   Bros.   NY 
Schick.  Lancaster,   Pa 
Sylvania   Electric  Products.  NY 
Timcx.   NY 

AGENCY 

Campbell   Mithun.    Chi 
8atcs,  NY 
Kudner.    NY 
Mc-E.  NY 

Ludgin,    Chi 
Maxon,    Detroit 
Maxon.    Detroit 
E     Mosul.    NY 
BBDO.    NY 
Warwick  &  Legler.  NY 

JWT,   NY Peck,    NY 

Toni.   Chi North,   Chi 

STATIONS 

NBC 144 CBS 133 

NRC 120 
NBC 

130 
CBS 133 
CBS 

200 

CBS 200 

NBC 144 
NBC 

128 

NBC ABC 

NRC 

NBC 

168 

PROGRAM,    time,    start,    duration 

Perry  Como;  alt  Sa  8-9  pm ;    'j  spon;    l-S 
SRO     Playhous.  .   alt  Si   9.30-10  pm;    II    May     35   wks 
Wells   Fargo;  lit   M   8:30-9  pm ;  9  Sept.   52 

Steve  Allen;   Su  8-9  pm ;    '3   spon ;    19   May    2   |un.    only 
SRO    Playhouse;  alt  Sa  9:30-10  pm;   18   ■■ 
Prcakncss;  Sa.   5:30-6  pm;   18  May  only 
Belmont;   Sa   4  30-5   pm;   15   |une  only 
Perry   Como:   alt   Sa     8-9  pm.    ']   spon     14   Sop! 
Life  of   Riley,   alt   F   8:30-9  pm ;    14   June,   65   wks 
Cisclc  MacKenzie;  alt  Sa  9:30-10  pm;  5  Oct     52  wks 
The   Real  McCoys;   Th  8:30-9  pm ;   3  Oct;  52  wks 
Bob    Hope    Variety    Show;    6    one-hour    programs      fall 

1958  season 
Your  Hit   Parade:  alt  Sa   10:30-11    pm;  7  Sept.  52  wks 

1957- 

RENEWED  ON  TELEVISION    NETWORKS 

SPONSOR 

American   Home   Products,   NY 
American   Tobacco,   NY 
Crcyhound.  Chi 
Kimberly-Clark,  Chi 
Noxzcma  Chemical.   Bait 
RCA.   Camden.    N|   &   Whirlpool   Corp, 

St    Joseph.   Mich 
R.  |.  Reynolds.  Winston-Salem 
Sunbeam  Corp,  Chi 
Toni,   Chi 

AGENCY 

Bates.    NY 

BBDO,    NY 

Crey,    NY 
FC&B.    Chi 

SSC&B.  NY 

Kf,F     NY   r,    Chi 

Esty.    NY Pcrrin-Paus,    Chi 
North,   Chi 

STATIONS 

CBS   182 
NBC   168 
NBC   130 

NBC   144 

NBC   144 

NBC   144 NBC   139 

NBC   144 
NBC   139 

PROGRAM,    time,    start,    duration 

Name  That  Tunc,  alt  Tu  7:30-8  pm:  7   May;  26  wks 
Your   Hit  Parade;  alt  Sa   10  30-11    pm ;  7  Sept:  52  wks 
Steve  Allen;   alt  Su   8-9   pm ;    '2    spon;    14   July;  52  wks 
Perry  Como;  alt  Sa  8-9  pm;   >  3  spon:  14  Sept 
Perry  Como;  alt  Sa  8-9  pm ;   '3  spon;   14  Sept 

Perry  Como;  alt  Sa  8-9  pm:   '3  spon;   14  Sept 
People  Arc  Funny;  alt  Sa  7  30-8  pm ;  14  Sept     52  wks 
Perry  Como;  alt  Sa  8-9  pm;    '3  spon;   14  Sept 
People  Are  Funny;  alt  Sa  7:30-8  pm;  21    Sept;  52  wks 

BROADCAST   INDUSTRY    EXECUTIVES 

NAME 

Arthur    C.    Arnold 
John  Bibcock 
Ccrtrude   V.    Casey 
Frank    Crosiar 
George    DeMartini 
William    Du   Bois 
Stanley  Dudelson 
Don    R.   Cilhes         
Robert  R.    Hansen 
Al    Hazelwood 
Adolf  N.   Hult 

jack   Kcttell 
Nox   Lempert 
Alfred    Lewis 
Dick   Lewis 
Allen   Ludden 

Walter   J.    Minn.   Jr. 

Bob   Mansur 
David    Mathews 
Bruce    Mayer 
Theodore  A.   Mindc 
H.   D    Neuwirth 
Patric  Rastall 

Joseph    Savalli 
Bill   Simpson 
Cr  1  f f in   B.   Thompson 

William  R.  Vallee 
William    K     Wintcrble 

FORMER    AFFILIATION  NEW    AFFILIATION 

National  Tea  Co.  Minn,  asst  store  mgr  WCCO-TV,   Minn-St     Paul,  asst  dir  mcrch  dept 
Crosley  Broadcasting,  asst  gen  program  mgr    WLW-I,    Indianapolis,  asst  gen  mgr 
Transfilm.    NY,   sis    Same,   mgr  sis  dept 
WNDU,   South    Bend,   local  sis    WMRI.    Marion,    Ind.   commercial   mgr 
Cohen.   Simonson   &  Co.   NY.  gen   partner   Cuild  Films.   NY,   vp  &  treasurer 

_.  Scars  Roebuck,   sis  &  advtng      WNDU.   South   Bend,    locil  sis 
Screen   Cems.   Detroit,   north  central  div  mgr      Same,   Chi     midwest  div  mgr 

_ WCCO-TV,    Minn-St.    Paul,    dir   merch   dept    Same,  natl  sis  mgr 
WCCO-TV.    Minn-St.    Paul,   asst  dir   merch   dept  Same,    dir   merch   dept 
KWTV,   Oklahoma    City,   announcer  &   sportscaster  Same,    local  sis 
Screen  Cems.   NY.  dir  sis  devel  _     RKO  Television    NY.  special  consultant  on  natl  sis 

    Kettell-Cartcr.    Boston,  acct  exec 
Cuild   Films.    NY.   production   mgr  Same,    producer   commercials 

NBC.    NY,    controller's   dept   WMAQ-WNBQ     Chi     business   mgr 
   MCM-TV.    Chi     sis   rep-commcrcial   &    industrial   film   dept 

..NBC.   NY.   mgr  program  ping  &  devel    WCBS  Radio.   NY.  program  dir 
Federal   Pacific   Electric,   Newark,  asst  to  mktng  research 
super  Alfred   Politz.    NY,   research  start 

WFAA.   Dallas,  staff  announcer  Same,    promotion   mgr 
Gross-Krasne,   Hy.   commercial  &   production   depts  -    Same,   gen   mgr 
WWJ-AM-TV,    Detroit,    producer  -Petty,  Chi.   tv  sis 
Nowland   &   Co,   Greenwich.   Conn,   tech  dir  Alfred  Politz.  NY.  research  staff 
Katz.   NY.  acct  exec  John   Blair.    NY.    acct  exec 
ABC     Film     Syn.     NY  CBS  TV   Net    Sales.   Chi     acct   exec 
WOV.    NY.   acct  exec                      Same,  also  dir   Italian  sis 

__KTXN,   Austin,   gen    mgr    Same,   also   KIWW.   San   Antonio     gen    sis   mgr 
National   Film    Board   of   Canada,   chief  of   research  & 

reports  div  Schwenn    Research     Toronto,    managing    dir 
B&B.  NY.  tv  dir  TclePrompTer     NY.   dir  operations 
Katz.    LA.   ridio   sis  Same     NY.   radio  sis 

NEW     FIRMS,     NEW     OFFICES     (Change  of  address 

Caples  Co.    NY.  has  moved  to  10  E  40th  St 
Creative  Merchandising  Co.   NY,  new  tv  firm,  is  located  at  535   Fifth  Ave 
Franklin   Bruck   Advtng,    NY,    is  now   named   Heineman.    Kleinfeld.   Shaw   & 

Joseph.   Inc 
Cereral    Pictures   Corp.    Cleveland,    new   film    company,    has   offices   in    the 

Dramaturgy  Bldg,  2307  Chester  Ave 
Crantray-Lawrence     Animation,     Hy,     has     new     quarters     at     716     North 

LaBrea   Ave 

MPO    Productions.    NY.    has   opened    a    Detroit-Midwestern    sales   office   at 
6560  Cass  Ave.    Detroit 

MPO  Television  Films.  NY.  has  a  new  production  center  at  210  W  65th  St 
Mullins  Earl   Advtng.    Hy.    has   moved    to   3308   Beverly   Blvd.    LA  4 

Pmtoff -Lawrence    Productions.    NY.    new    animation    studio,    is    located    at 
129  W  52nd  St 

Powell-Gayek    Advtng.     Detroit,    has    changed    its    name    to    Powell      Inc. 
Advtng 

Powell    &     Schoenbrod    Advtng      Chi.     has    changed     its    name     to     Powell. 
Schocnbrod  &   Hall  Advtng 

Radio   Representatives  Ltd     Montreal     PQ      has  moved  to  Room   504.   1411 
Crescent  St 

Truppe     LaGravc    &    Reynolds     Dcs    Moines     is    now    located    in    Suite    535. 
Insurance   Exchange   Bldg 

Wondsel.    Carlisle    &    Dunphy.    NY.    new    film    production    firm,    is    located 
at   1600  Broadway 
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Capsule  case  histories  of  successful 

local  and  regional  television  campaigns 

p>       TV  RESULTS 

HAIR  CURLERS 

SPONSOR:    Weaver  Products  VGENGY:    Herb  Flaig 

Capsule  case  history:  With  television  its  primar)  promo- 

tional medium,  a  soft  rubber  hair  curler  called  '"Spoolie" 
hit  the  $200,000  mark  in  retail  sales  in  the  first  five  weeks 

of  the  t\  campaign.  For  the  promotion.  Weaver  Products  of 

Minneapolis,  makers  of  "Spoolie,"  selected  WLW-T's  Paul 

Dixon  Show,  a  weekday  morning  variety  show,  and  Headin' 

West,  a  weekda)  afternoon  movie.  Weaver  ran  10  to  11  an- 

nouncements a  week  on  WLW-T  during  the  five-week  period. 

In  addition  to  the  $200,000  in  retail  sales,  more  than  $40,- 

000  in  back  orders  were  received  from  drug,  department. 

grocer)  and  5  &  10  cent  stores  in  the  Cincinnati  area.  Pro- 
duction fell  behind  demand  and  customers  had  to  wait  six 

to  eight  weeks  for  orders.  "Spoolie,"  a  new  tvpe  of  curler 
which  resembles  a  small  punctured  mushroom,  retails  at 

$1.50  for  a  package  of  32  curlers.  Weaver  Products  now 

i-  sponsoring  the  two  shows  on  a  long-range  contract  basis. 

WLW-T,  Cincinnati  PURCHASE:  Announcement? 

NEW  HOMES 

SPONSOR:    W.  E.  Johnson  Kealt>  AGENCY:    Time  &  Copy 

Capsule  case  history:  \  new  home  is  an  expensive  item 

but  the  Wallace  E.  Johnson  Realty  Co.,  using  just  one  tv 

announcement,  recently  sold  17  houses  during  a  single  week- 

end. On  the  recommendation  of  Time  &  Cop) .  Johnson  Real- 

ty some  time  ago  began  using  a  one-minute  announcement 

on  WHBQ-TV.  The  announcement  is  aired  on  Thursday 

nights  within  the  Million  Dollar  Movie.  Results  have  been 

consistently  gratifying,  but  last  March  one  of  these  weekly 

commercials  brought  a  real  sales  bonanza.  This  announce- 

ment covered  the  opening  of  Johnson  Realty's  Value  Villa 
homes  and  was  telecast  at  approximately  10:45  p.m.  Thurs- 

day. The  firm  reported  that  on  Friday  morning  over  25 

phone  calls  were  received  from  people  who  had  seen  the  com- 

mercial and  that  on  Saturday  and  Sunday  17  homes  were 

sold.  The  sales  were  attributed  directly  to  the  announce- 

ment on  Y\  HBQ-TV  since  Johnson  used  no  other  medium. 

WHBQ-TV.  Memphis  PURCHASE:   Announcements 

CHINESE  FOOD 

SPONSOR:    China  Food  Kitchen  AGENCY:    Direct 

Capsule  case  history:  Salt  Lake  City  residents  in  search 

of  Chinese  food  responded  so  enthusiastically  to  announce- 

ments on  KT\  T  that  they  caused  a  telephone  tie-up  which 

probably  made  the  phone  company  wish  they'd  all  stick  to 
steak.  For  an  eight-day  period,  KTVT  ran  one  10-second 

announcement  each  night  advertising  China  Food  Kitchens 

home  delivery  special.  "Quickee  Chickee."  During  that  time 
tlie  information  board  of  the  Mountain  States  Telephone  and 

relegraph  Co.  was  swamped  with  over  2.000  calls  requesting 

the  number  of  the  trade  name  "Quickee  Chickee."  rather 
than  the  firm  name.  As  a  result,  the  phone  company  has 

issued  multiple  listings  for  the  firm.  John  Quong,  of  China 

Food  Kitchen,  stated  that  compared  to  other  types  of  adver- 

me  in  the  past,  tv  gave  a  much  greater  and  more 

immediate  response.  He  also  reported  an  overall  increase 

of  20';  in  home  deliver)  business  since  the  television  drive. 

KTVT.  Salt  Lake  City  PURCHASE:    Vnnouncements 

COFFEE 
SPONSOR:    Butter-Nut  Coffee  Co.  AGENCY:    Direct 

Capsule  case  history:  The  special  premium  offer  is  a 

standard  promotional  device  used  by  many  kinds  of  adver- 

tisers in  nearly  all  media.  The  success  of  Butter-Nut  Cof- 

fee's television  promotion  shows  why  advertisers  keep  re- 

turning to  this  type  of  campaign.  Butter-Nut  made  the  fol- 

lowing tv  offer:  "Send  25c  and  a  key  strip  from  a  can  of 

Butter-Nut  Coffee  to  KOA-TV.  Denver,  and  you'll  receive 

10  packs  of  Burpee  seeds,  a  S2.35  value.""  The  offer  was 
made  on  W  eatherman  Bowman  s  weathercast  at  10:10  night- 
1\  and  in  announcements  at  various  times  and  ran  from  11 

February  through  23  March.  During  this  time,  requests  for 

the  seeds  were  received  from  13,456  viewers  and  the  spon- 

sor reported  that  15,000  cans  of  coffee  were  sold.  The  pro- 

motion reached  far  beyond  the  immediate  Denver  area. 

Responses  to  the  offer  represented  a  total  of  245  cities  and 

towns  in  Colorado.   Nebraska.  Wyoming  and  Kansas. 

KOA-TY.  Denver PURCHASE:   Announcements 

SPONSOR 

18   MAY   1957 



No  matter  how  you  slice  it! 

WROC-TV  and 

only  WROC-TV  can 
guarantee  maximum 

circulation  throughout 
the  ROCHESTER  area 
jg) 

Take  FIVE  delivered  homes,  rather  than  FOUR,  when  you  buy  the  Rochester,  New  York 
market.  Get  the  most  mileage  for  your  advertising  dollars  in  this  rich,  prime  area  where 

nearly  a  million  people  spend  more  than  a  billion  dollars  annually,  in  one  of  the  nation's 
first  45  markets. 

MARKET  COVERAGE 

HOMES  REACHED  MONTHLY 26.2% MORE  than  the  other  Rochester  Channel 

HOMES  REACHED  ONCE  A  WEEK 24.1% MORE  than  the  other  Rochester  Channel 

DAYTIME  CIRCULATION 

HOMES  REACHED  ONCE  A  WEEK 24.0% MORE  than  the  other  Rochester  Channel 

HOMES  REACHED  DAILY  AVERAGE 27.4% MORE  than  the  other  Rochester  Channel 

NIGHTTIME  CIRCULATION 

HOMES  REACHED  ONCE  A  WEEK 22.3% MORE  than  the  other  Rochester  Channel 

HOMES  REACHED  DAILY  AVERAGE 18.6% MORE  than  the  other  Rochester  Channel 

Represented  Nationally  by  Peters.  Griffin, Woodward  Television  Sales 

Rochester's  MOST  POWERFUL  Station 

WROC-TV 
SOURCES 

Sales  Management  Survey  1956 
Nielsen  No    2  Spring  1956 

CHANNEL 

A     TRANSCONTINENT     TELEVISION     CORPORATION     STATION 

Rochester   Broadcasting-   Center     •     Rochester   3.  N.  Y.     •     BUtler  8-8-400 
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^    SPONSOR  ASKS 

What  are  your  tips  on  minimizing  legal  risks    ■■ 

Samuel  Spring,     attorney,     New     York; 
author  of  Risks  and  Rights  in  Television  and 

Publication 

Legal  trouble  generally  comes  over 

the  content  of  advertising  copy  and 

centers  upon  copyright  infringement 

and  privacy  invasion.  The  law  reports 

contain  an  increasing  list  of  suits 

brought  for  copyright  infringement 

and  privacy  invasion  by  copywriters. 

Unfortunately  the  judges  are  far 

stricter  with  copywriters  when  it  comes 

to  these  two  copy-traps  than  they  are 
with  the  writers  of  news,  fiction  or 

other  forms  of  entertainment.    Conse- 

"be  careful 

about  quoting' 

quently.  the  copywriter  must  be  very 
careful  about  quoting.  In  the  instance 

of  quotations  from  a  copyrighted 
book  in  a  news  article  or  work  of 

fiction,  the  courts  are  liberal  in  up- 
holding the  right  of  fair  comment  to 

protect  a  writer  who  has  quoted  a 

copyrighted  work.  But  not  so  in  ad- 
vertising. A  copywriter  who  included 

only  a  short  part  of  a  sentence  from  a 

copyrighted  medical  work,  when  ex- 
pounding the  virtue  of  the  ingredients 

of  a  proprietary  medicine  was  dealt 

with  severely  by  the  court.  The  right 
of  fair  comment,  the  Court  held,  did 

not  apply.  So,  too,  in  the  case  of  the 

use  of  names,  pictures  or  descriptions 

of  a  private  person  or  of  a  public 

entertainer  or  politician  in  an  adver- 

tisement even  apart  from  an  endorse- 
ment of  the  product.  The  courts  then 

are  quick  to  grant  relief  against  the 

advertiser.  The  copywriter  must  re- 
member, moreover,  that  an  oral  con- 

sent to  use  a  person's  name  or  picture 
is  invalid.    The  license  given  must  be 

60 

in  writing.  As  to  the  use  of  copy- 
righted material  in  an  advertisement 

the  consent  may  be  oral  but  it  is  better 
to  have  it  in  writing.  Usually  it  is  not 

dillicult  to  get  such  consent  if  appli- 
cation is  made  in  advance. 

The  current  popularity  of  humorous- 
toned,  spot  commercials  in  television 

are  raising  problems  as  to  how  far- 
reaching  invasion  can  be  legally  safe 
as  satire  or  burlesque.  When  CBS  used 

MGM's  copyrighted  motion  picture 
"Gaslight,"  without  license  for  a 
humorous  broadcast  on  the  theory  that 

a  user  of  copyrighted  material  for 

burlesque  purposes  could  do  so  with- 
out license  as  fair  comment,  the  court 

held,  (quoting  the  rule  stated  in  my 
book,  Risks  and  Rights  in  Television 
and  Publication)  that  an  extensive  use 

of  copyrighted  material  for  satire,  imi- 
tation or  burlesque  was  an  infringe- 
ment. The  Supreme  Court  of  the 

United  States  considered  this  issue  so 

important  that  it  has  allowed  an  appeal 
and  will  consider   the  matter  in  full. 

Ca  Heron  C.  Eld  ridge,  Jr., partner  of 
the  law  firm  of  Coudert  Brothers,  New  York 

In  general  it  may  be  said  that  .  .  . 

"the  noblest  of  human  productions — 
knowledge,  truths  ascertained,  concep- 

tions, and  ideas — become,  after  volun- 
tary communication  to  others,  free  as 

the  air  to  common  use."    Why  then  all 

"periodic 

employee 

education' 

the  talk  about  "internal  security"  to 
avoid  claims  and  suits  charging  your 

agency  or  company  with  the  misappro- 
priation of  merchandising  schemes, 

advertising  concepts,  program  ideas 

and  the  like?     Doesn't  the  law  mean 

what  it  says?  Yes  .  .  .  but  .  .  .!  No 

company  enjoys  defending  lawsuits; 

it's  costly;  personnel  are  diverted  from 
their  primary  productive  functions; 
press  references  usually  refer  only  to 

the  "charges"  accompanying  the  filing 

of  suit,  and,  of  course,  there's  al\va\s the  risk  of  loss. 

To  nip  the  problem  at  the  outset 
really  requires  an  internal  program, 
consistent  with  company  policy,  which 

endeavors  to  prevent  the  possibility  of 

an  "idea"  being  submitted  under  cir- 
cumstances other  than  that  of  a  volun- 

tary communication.  In  addition  to 
such  a  program,  periodic  employee 
education  in  the  program  and  the 

reasons  for  its  existence  is  a  "must." 
Since  all  surveys  with  which  the 
writer  is  familiar  clearly  indicate  that 

"ideas"  received  from  the  general 

public  have  been  anticipated  or  are 
not  feasible  in  the  form  submitted,  it 

seems  that  policy  would  dictate  the 
formulation  of  a  program  tending  to 
minimize  the  risk  of  suits  charging 

"idea-theft,"  rather  than  one  that  en- 
courages their  disclosure. 

Such  a  program  would,  in  the 

writer's  opinion,  require  the  following 
fundamentals: 

a)  an  express  policy  statement  (and 
practice)  to  the  effect  that  the  company 
does  not  wish  to  consider  unsolicited 
ideas,  and 

b)  an  internal  "routing  and  return" 

syrstem  whereunder  "mailed-in  ideas" are.  as  a  matter  of  record  and  routine, 

not  exposed  to  creative  and  executive 
personnel  and  are  returned  promptly 
with  a  letter  recital  of  company  policy 

which  precludes  consideration  of  such 
material. 

This  policy,  if  followed,  would  also 

preclude  the  receipt  of  "talked-in 
ideas"    (in   person   submissions). 

The  so-called  "release  forms," 
which  are  nothing  more  than  agree- 

ments reciting  the  terms  and  condi- 
tions under  which  a  company  will 

undertake  to  consider  an  "idea,"  are 
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helpful  I'Mi  are  normall)  not  the  pane- 
icni  answer.  Their  use  is  common  and 

does  Bomewhal  represent  a  workable 
solution  for  those  companies  which 

prefer  to  afford  tli<-  public  an  oppor- 
tunity   i"   participate. 

\\  hen  in  doubt  as  t"  how  i"  handle 

an  unsolicited  idea  submission,  seek 

tin  advice  of  your  compan)  attorney. 
^  on  m  ill  both  be  glad  (hat  \  ou  did. 

Ccraldinc  B.  Zorbaugh,  vice  president 
am!  general  attorney,  (  US  Radio,  Vew  York 

I'lic  substantia]  damages  awarded  1>\ 
jurie-  in  recent  years  for  the  un- 

authorized ii^e  ol  literal)  material 
have  awakened  the  industr)  to  the 

need  for  protection  against  amateur 

idea    peddlers. 

However,  even  the  copyright  experts 

have    not    \et    agreed    on    the    best 
method  o|  avoiding  claims  based  on 

Unsolicited     "ideas.""       \ller     \ears     of 
experience  with  nuisance  claims  based 
on  unsolicited  submissions,  some  com- 

panies have  established  procedures  for 
keeping  such  unsolicited  material  awa\ 

from  creative  and  executive  personnel. 
f  the  submission  comes  in  the  mail, 

"copy  right 

experts  have  not 

\rt  agreed" 

the  letter  is  returned  to  the  Bender  with 

a  statement,  drafted  or  approved  b\ 
counsel,  advising  that  the  compan)  has 

an  established  policj  against  consider- 
ing unsolicited  material.  Some  com- 

panies return  the  letter  with  a  release 
form  which  states  elearb  the  terms  and 

conditions  upon  which  the  submission 

will  be  reviewed.  For  da\ -to-da\  pro- 
tection there  is  no  substitute  for  com- 

petent staffs  in  editing  and  literary 

tights  departments  where  factual  infor- 

mation is  compiled  for  reference  pur- 

poses. When  a  question  arises  as  to 
whether  one  has  or  has  not  the  right 
to  use  certain  material,  the  informa- 

tion from  the  editing  or  Literal-)  rights 
department  should  be  evaluated  b)  an 
attorney. 

Because  no  one  lias  yet  found  a  way 
to  eliminate  human  error  or  to  elimi- 

nate the  filing  of  unjustified  claims 

and  costly  defense,  main  companies 
are     insured     against     such     liability 

Russell  Sillcry,  claim*  attoi  oard 
Surt  ty  Co     \  en   )  ork 

\s  an  Insurant  e  Can  iei  i  ovei  ing  libel, 
slandei .  copj  right  infi  ingement,  pii 

plagiarism  and  invasion  of  priva<  y,  we 
cannot  dictate  the  mannei  in  which 

oui  Insureds'  should  condui  t  theii  ad- 
vertising activ  ities  i,,  a\ oid  i  laims 

and  oi  suits.  While  ibis  is  apparentl) 

contrar)  to  histoi  i>'  insui  ance  pi  a<  I  i<  e 
which   is  to   redui  e  I  lairns  and    m    -nits 

frequenc)  b\  what  is  commonl)  called 

"safet)  engineei  ing,  ii  results  from 
the  nature  of  the  covered  hazards. 

I  he  question  of  procedures  and  safe- 

guards against  libel  and  slander  falls 
exclusivel)  in  the  area  01  legal  opinion 

2 
"it  falls  in 

the  urea  of 

legal  opinion' 

and  advice.  By  the  same  token,  copy- 

right infringement,  pirac)  and  plagia- 
rism, also,  are  purel)  questions  of  legal 

opinion  rendered  about  a  specific  ad- 
vertisement, broadcast  or  commercial. 

In  such  cases,  ever)  item  must  be 

judged  on  its  own  merits  and  in  prac- 
tically all  of  them,  there  is  sufficient 

differences  to  warrant  an  expert  legal 

interpretation.  Such  a  service,  of 

course,  may  not  be  rendered  by  an  In- 
surance Company;  otherwise,  we 

would  be  engaged  illegall)  in  the  prac- 
tice  of  law. 

However,  we  do  attempt  to  act  as 

an  information  "clearing  house.  That 
is.  for  example  in  the  area  of  idea. 

slogan  or  title  submission,  we  do  ex- 
hibit copies  of  release  forms  used  by 

networks,  advertising  agencies  and  ad- 
vertisers   prior   to   the   acceptance   of 

BUch  submissions  with  a  suggestion 

that  thev  consult  with  their  own  coun- 

sel regarding  their  adoption. 
In  the  field  of  privacy  invasion,  the 

onl)  problem  is  to  secure  a  properly 

executed  release  for  the  use  ol  any- 

one's photograph  or  name.  Since  this 
is  a  New  York  statutor)  requirement, 

we  simpl)  cite  Sections  50  and  il  ol 
the  Ci\  il  Rights  law  . 

Our  contact  with  practical!)  e\ 
claim  and  suit  in  this  field,  enables  ug 

to  keep  ourselves  and  our  insureds 
conversant  with  the  latest  develop- 

ments. Ibis  is  our  contribution  toward 

"safet)  engineering."  *? 

SEE 
How  WKBT 

Has  Grown  Since 

March,  1956! 

1.   VIDEO   POWER 

INCREASED  FROM 

100,000  TO 

250,000  WATTS! 
2.    PENETRATION 

STRENGTHENED  #r0/ 

FROM  50  TO  .  .  .  0j_/o Meaning    a    Greater 

Percentage   of  Viewers 
Over   An    Extended   Area! 

WKBT 
Serving:  130.000  TV  Homes 

8 CHWMI      ^BK        It     (  ROssf       Wl- 

CBS  -  NBC  -  ABC 

Represented    by: 

H-R  TELEVISION,  INC. 
& 

HARRY  HYETT,  Minneapolis 
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old  movies 

new  ones 

I 

■ 
»3 

• 

X 

. . .  more 

than  just 

riding  the 

network! 

The  Best 

Network, 

movies 

and 

local  "live" 
everyday  makes 

HOUSTON'S BEST  BUY 

KTRK-TV 
CHANNEL 

THE   CHRONICLE   STATION,   CHANNEL   13 

P    O.   BOX    12,    HOUSTON   I,  TEXAS-ABC  BASIC 
HOUSTON   CONSOLIDATED   TELEVISION   CO. 

General    Manager,   Willard   E.   Walbridge 
Commercial   Manager,    Bill    Bennett 

NATIONAL   REPRESENTATIVES:   Geo.   P.   Hollingbery   Co. 
500   Fifth   Avenue,    New   York   36,   New   York 
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\  ational  and  regional  spot  buys 

in  work  nou   or  recently  completed 

SPOT  BUYS 

TV   BUYS 

Harold  H.  Ritchie,  Clifton,  Y  J.,  is  going  into  about  15  markets 

throughout  the  countr)  to  advertise  its  Brylcreem;  30-minute  seg- 

ments during  "A"  time  arc  being  purchased  for  a  syndicated  film 
series.  Silent  Service.  Objective:  a  male  audience.  The  52-week  test 

schedule  will  begin  shortly;  ratings  and  -ales  results  will  be  care- 

fnll\  correlated.  Film  commercials  will  continue  to  be  puppet-anima- 

tion. Buying  is  not  completed.  Buver:  Midge  Krone.  Agency : 

\thtiton  iw  Currier,  New  'i  ork.  (This  is  a  departure  from  Br\  I- 

creem's  late-night  movie  pattern  of  the  past.  See  sponsor 23  Jul)  '56.) 

General  Foods  Corp.,  Post  Cereals  div.,  Battle  Creek.  Mich..  A\ill 

switch  its  schedule  for  Sugar  Rice  Krinkles  to  its  Sugar  Crisp  cereal 

and  add  about  15  scattered  markets  in  September.  Minute  participa- 

tions are  being  sought  in  late  afternoon  children's  shows.  The  num- 
ber of  announcements  per  week  in  a  market  will  range  from  three 

to  10.  Commercials  will  be  on  film  and  live.  Bu\  ing  is  not  com- 

pleted.    Buyer:  In.  Wilson.     \genc\  :  Benton  &  Bowles.  New  York. 

The  California  Oil  Co.,  Perth  Amboy,  N.  .]..  is  entering  about  15 

markets  on  the  Eastern  seaboard  from  Maine  to  \  irginia  for  its  new 

super-premium  Calso  gasoline:  20-second  announcements  will  be 

placed  8-10:30  p.m.  for  a  13-week  schedule.  Frequency  per  week 

in  each  market  will  be  four  to  six  top-rated  announcements.  Film 

commercials  for  "Calso  Supreme  300-Plus"  will  sell  the  themes:  i  1  I 
especially  designed  for  late  model  cars.  even  those  with  300-plus 

horsepower;  (2)  the  highest  octane  rating  of  any  Calso  gasoline: 

and  (3)  an  exclusi\e  detergent-action  additive  for  cleaner  carbure- 
tion.  Bu\ing  is  completed.  Buyer:  Trow  Klliman.  Agency:  BBDO. 

New  York. 

Lambert-Hudnut  Div.,  subsidiary  of  Warner-Lambert  Pharmaceu- 

tical Co..  Morris  Plains.  N.  J.,  is  going  into  main  markets  to  adver- 
tise its  Richard  Hudnut  Quick  Home  Permanent.  Campaign  will 

begin  27  May  and  run  for  18  weeks.  Minute  film  announcements  will 

be  placed  during  daytime  hours.  Average  number  per  week  in  each 

market  will  be  three.  Buying  is  half  completed.  Buyers:  \  era 

Brennan  and  Fred  Spruytenburg.    Agency  :  SSCB.  New  Vtrk. 

RADIO    BUYS 

Salada  Tea  Co.,  Inc.,  Boston,  is  buying  in  major  Northeastern 

markets.  Schedule  will  begin  in  early  June  and  continue  until  the  end 

of  the  year.  Minute  announcements  will  be  slotted  during  daytime 

segments  for  a  women's  audience.  Commercials  will  be  e.t.  s  and 
live.  Buying  has  just  started.  Buyer:  Fred  Spruytenburg.  Agency: 

SSCB,  New   York. 

Union  Carbide  &  Carbon  Corp.,  New  York,  is  entering  farm  areas 

to  promote  its  Crag  Chodin.  a   fruit  fungicide.     The  original  plan 
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IN    INLAND   CALIFORNIA  (and  western  nevadai 

"BEELINE«— o 
dUlu>e/is  *no*e  -fox,  -fcta,  fcuyveif 

I 

This  group  of  mountain-ringed  radio 
stations,  purchased  as  a  unit,  delivers 

more  radio  homes  than  any  combina- 
tion of  competitive  stations  ...  at  by 

far  the  lowest  cost  per  thousand. 
(Nielsen  &  SR&D) 

They  serve  this  amazingly  rich  in- 
land market  —  with  triple  the  retail 

sales  of  the  Atlanta  metropolitan  mar- 
ket —  and  effective  buying  income  of 

nearly  $4.3  billion,  more  than  all  of 

Iowa.  (Sales  Management's  1956 
Copyrighted  Survey) 

/UcCtatduf     KFBK 

O  Rf 

INTO 

\ 

f^/toOctCCtdtMU}      KMJ 

C*n*paAMj       KERM 

KBEE  O: MODESTO 
FRESNO* 

Hfre 

to 

BAKERSFIEID 

Sacramento,   California 

Paul    H.   Raymer   Co., 

National    Representative 
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Spot  buys    continued. 

was  to  use  print  exclusively,  hut  because  of  the  early  summer  weather 

and  quick  blooming  of  the  fruit,  the  advertiser  decided  to  use  the 

immediacy  impact  of  radio;  7-week  campaign  will  begin  shortly. 

Minute  participations  in,  and  adjacencies  to,  farm  shows  will  be  pur- 

chased; frequency  will  be  two-a-da\.  six  da\s  a  week.  Buying  is  com- 

pleted. Buyer:  Troy  Ferguson.  Agency:  Albert  Sidney  Noble  Adv., 
New  York. 

Chas.  Pfizer  &  Co.,  Inc.,  Brooklyn,  will  begin  a  schedule  in  20 
markets  to  advertise  its  Bonadettes,  a  car  sickness  remedv.  Campaign 

begins  20  May  for  15  weeks.  Minutes,  20's  and  30's  will  be  slotted 
throughout  the  day  for  saturation;  average  number  of  announce- 

ments per  week  will  vary  from  market  to  market.  Commercials  will 

be  e.t.'s  and  live.  Buying  is  completed.  Buyer:  Betty  Nasse.  Agencv: 
Dowd,  Redfield  and  Johnston,  Inc.,  New  York. 

Hudson  Vitamin  Products  Corp.,  New  York,  is  planning  a  many- 

market  buy.  Live  minute  participations  are  being  sought  in  women's 
service  type  shows.  Advertising  appeals:  I  1  I  qualitv  vitamins  at 

lower  prices;  and  (2)  write  for  catalogue  and  let  your  doctor  make 

recommendations  based  on  our  formulas.  Buying  has  just  started. 

Buyer:  Irving  Krouse.  Agency:  Pace  Advertising  Agency,  New  York. 

The  Chattanooga  Medicine  Co.,  Chattanooga,  Tenn.,  is  entering 

Southern  markets  to  promote  its  Dyrid,  an  anti-diarrheal;  19-week 

campaign  will  start  3  June.  Minute  e.t.'s  will  be  placed  during  early 
morning  hours  and  noon.  Average  number  of  announcements  per 

week  in  each  market  will  be  10  for  the  first  four  weeks,  five  there- 

after. Target :  an  adult  audience  leaning  tow  ard  w  omen.  Buying  is 

not  completed.  Buyer:  Bernie  Singer.  Agency:  Harry  B.  Cohen. 
New  York. 

RADIO  AND  TV  BUYS 

Doeskin  Products,  Inc.,  New  York,  is  planning  a  campaign  for  its 

Doeskin  tissues.  The  short-term  schedule  will  begin  in  early  June. 

On  tv,  minute  announcements  will  be  slotted  primarily  during  day- 
time hours.  Average  number  of  announcements  per  week  will  var\ 

from  market  to  market.  On  radio,  the  advertiser  is  purchasing  par- 

ticipations in  morning  and  afternoon  personality  shows.  Frequency 
varies.  The  live  radio  commercials  and  filmed  tv  commercials  are 

slanted  to  women.  Buying  is  completed  in  tv,  incomplete  in  radio. 

Buyer:  Manny  Klein.   Agency:  Harry  B.  Cohen.  New  York. 

Hathaway  Bakeries,  Inc.,  S\  racuse.  is  entering  markets  in  \r» 
York  and  Ohio  where  it  has  door-to-door  distribution  for  its  bread. 

Radio  and  tv  campaign  uses  a  contest  to  promote  its  new  Big  League 

bread;  15-market  schedule  will  begin  10  June  and  run  for  13  weeks. 

The  advertiser  is  seeking  participations  in.  and  adjacencies  to.  late 

afternoon  and  Saturday  children's  shows  in  tv:  average  number  of 

announcements  per  week  in  each  market  will  be  M).  In  radio,  an- 

nouncements will  be  slotted  around  the  clock  to  reach  mother:  fre- 

quent per  week  in  each  market  will  be  40-50.  Radio  commercials 

are  e.t.'s.  tv  commercials  film.  Bu\ing  is  completed.  Buyer:  Ed  Rat- 

ner.   Agency:  Friend-Riess  Adv.,  New  York. 
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"but  why  should 
have  to  sell  my 

representative,  too?" 
Good  question!  Yet  this  station  manager 
with  a  well-established  TV  outlet  in  a  good 
market     faces  .1  problem  confronting  more 
ami  more  television  operators  todaj . 

Competition  for  the  TV  advertising  dollar 
is  understandable.  It  demands  hard  selling. 
But  competition  to  get  a  fair  share  ol  your 

representative's  attention ..  competition  with 
a  host  of  other  stations  on  his  list . .  simph 
doesn't  make  sense. 

You  shouldn't  have  to  sell  your  representa- 
tive on  performing  his  job  fully.  And  with 

specialized  representation,  you  don't. 
There's  no  routine,  no  "production  line" 
formula  when  you're  one  of  the  qualit)  Si 

tions  on  Harrington,  Righter  and  Parsons' 
limited  list.  Your  representation  is  tailored 

to  your  station's  distinctly  e  merits  In  pe<  iple 
who  specialize  only  in  the  television  medium. 

Caliber  TV  Stations  like  those  below  don't 
want  to  be  one  of  the  pack.  With  us,  they 
never  are ! 

HARRINGTON, 

RIGHTER 

&  PARSONS,  Inc. 

television  —  the  only   medium  we  serve 

WCDA-B-C.4/6an)  WAAM                  WBEN-TV             WJRT /Vini 

WFMY-TV;  WTPA                  WTIC-TV 

WDAF-TV  k  WHAS-TV                  WTMJ-TV 

WMTW  1/  WRVA-TV       hmon.i    WSYR-TV  S 
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MORI 
radio  homes  at  the 

LOWEST 
cost  per  home  are 

DELIVERED 

by  WSUN 
than  any  other  station  in  the 

HEART  of 
FLORIDA 
(check    your    Nellsen    No.    2) 

WSUN  RADIO 
ST.     PETERSBURG     -     TAMPA 

Represented    By    VENARD,    RINTOUL.    & 
McCONNELL 

Southeastern:    JAMES    S.    AYERS 

Rochester's  5 

Most  Wanted*  Men 
*  WANTED . . .  by  audiences  and  advertisers 

.  .  .  because  they  make  WVET's 
unique  programs  of  music,  loved  by 

all  .  .  .  and  every-hour  news  .  .  . 
NUMBER  ONE  in  Rochester  radio  for 

reception  and  response. 

ROCHESTER,  N.Y. 
1280    K.  C.  5000    WATTS 

Represented  Nationally  by 

THE    BOILING   COMPANY J 
66 

News  and  Idea 

WRAP-UP 

ADVERTISERS 

At  the  National  Industrial  Adver- 

tisers annual  conference  (9-12 
June)  Dr.  Wilson  Handle,  senior 

partner  at  Booz,  Alien  &  Hamil- 
ton, will  reveal  that  major  manu- 

facturers expeet  30%  to  80%  of 

their  growth  in  the  next  three 

years  to  eome  from  new  products. 

Randle's  talk  will  be  based  on  a 

stud)    of  400  top   industrial   firms. 

Who  is  principally  responsible  for 

the  boom  in  spot  ami  network  ra- 

dio? Kevin  Sweeney,  RAB  presi- 
dent, credits  it  to  advertisers  who  spent 

little  or  no  money  in  radio  during  pre- tv  days. 

Advertisers  like  Beechnut  with 

75  ryc  of  its  budget  and  Listerine  with 
$2!/2  million  dollars  invested  in  radio 
this  vear  are  typical  of  accounts  which 

spent  little  money  in  the  medium  prior 
to  recent  months. 

New    Products:      Bristol-Myers    is 

bringing  out  an  anti-dandruff  prepara- 
tion. Theradan,  this  month.  Air  media 

used  to  promote  the  formula  will  be 

two  of  Bristol-Myers'  tv  shows,  Alfred 
Hitchcock  Presents  and  Playhouse  90 

(both  on  CBS  TV).  DCSS  is  the  agen- 
cy. ..  .  Toni  will  debut  its  New  Wav 

Toni  kit  with  plastic  applicator  on  1 
June  and  will  back  the  addition  to  the 

home   permanent    line    with    heavy    tv 

an, I  radio  support.  North  is  Toni  s 
agency. 

Fleischmann  Division  of  Standard 

Brands  is  doing  another  promo- 

tional job  for  its  customers'  cus- tomers: this  time  the  restaurant 
trade. 

The  campaign,  which  Fleisehmann  is 
underwriting,  will  run  in  22  major 
markets  for  two  months.  The  ke\  stone 

of  the  tie-up  between  Fleischmann  and 
its  customers  is  a  contest  in  which  lo- 

cal disk  jockeys  will  ask  married  wom- 

en to  write  on  the  theme:  "I  deserve 
to  eat  out  at  least  once  a  week,  be- 

cause .  .  .'  Prizes  include  eight  free 
meals  each  and  wages  for  babv  sitter. 

People  in  the  news:  Gordon  Ack- 
land  has  been  appointed  director  of 

advertising  for  all  Royal  McBee  prod- 
ucts and  Xavier  N.  Benziger  will 

take  over  as  advertising  manager  for 

typewriter  products.  Royal  McBee  is 
currently  using  two  network  tv  specials 

{Washington  Square  on  20  Mav  and  4 

June  I  to  promote  graduation  sales.  .  .  . 
William  Bien,  general  sales  manager 
for  the  brewerv  division  of  Anheuser- 

Busch,  has  been  elected  a  v. p.  and 

will  now  direct  all  sales,  advertising, 

merchandising,  market  research  and 

sales  promotion  for  that  division. 

This  Thursday  (23  May)  the  ANA 

will  hold  its  annual  advertising  re- 

"Summer's  Special  on 
KYW"  Cleveland  station 
u-e>    mystery    gal    theme 

WCCO-TV,  Minneapolis-St.  Paul,  king-sized  news  faeilities  in- 
clude  >2 10  M|iiare  foot  studio,  8'  x  10'  rear  screen  ami  special 
effect-  amplifier  for  10  o'clock  News,  Weather  and  Sports  program 
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Here  is 

listener  (- 

coverage^ 
unmatched 

by  any  radio 

station  in  the 

Mid-South! 

109  counties  in  6  states  in  the  heart 

of  the  important  Mid-South  area 
"Monthly  coverage 

Weekly  coverage 

Average  weekly  daytime 

Average  da  I  me 

Radio  Memphis 

Also  first  in  Hooper,  Pulse  68-county  survey,  Pulse  nrv  ey, 

Hooper  business  establishment  survey  and  Hooper  car  survey! 

Keep  your   eye  on   these   other   Plough,   Inc.   Stations: 

Radio  Ba,+;~ce  I    B*^«  rWn. 
WCAO 

REPRESENTED   NATlONALl        I    RADIO-TV   REPRESENTATIVES.   INC 
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search  workshop  at  The  Plaza, 
New  York. 

One  feature  of  interest  to  air  media 

advertisers  will  be  "A  New  Creative 

Approach  to  Testing  Tv  Commercials" 
by  Albert  Shepard,  executive  v. p.,  In- 

stitute for  Motivational  Research. 

Broadcast  Advertiser  Reports  is 

adding  a  new  "competitive  copy" 
report  to  its  list  of  services. 

New  plan  will  note  and  transcribe 

copy  changes  of  network  and  national 
spot  advertisers. 

Following  is  a  rundown  of  the  big- 

gest station  buys  by  advertiser 

category  in  March,  according  to 
Jim  BoersCs  Spot  Radio  Reports: 

CATEGORY  CLIENT  STATIONS 

Agriculture  Swift  _  95 
Automotive  Oldsmobile  306 

Beers  & 

Wines  Anheuser-Busch        _  69 

Beverages  Tetley  Tea  117 

Cigarettes  Kent  _  91 
Confections  .Beechnut           230 

Foods      General  Foods     240 

for COVERAGE 
WBIR-TV  covers  more  than 

50  prosperous  counties  in 

East  Tennessee,  Kentucky 

and  North  Carolina. 

HEIGHT 
WBIR-TV's  antenna  tow- 

ers 991  feet  above  the 

average  terrain. 

for POWER 
WBIR-TV  is  one  of  the 

nation's  most  powerful  sta- 
tions operating  on  a  full 

316,000  watts. 

CALL  YOUR  KATZ  MAN 
for  availabilities 

WBIR-TY Serving  Tennessee  s  2nd  Market 
KIOZVILLBlA 

CHANNEL  I  U 

Household 

Prods   d-Con  286 

Insurance    Metropolitan  Life  _  32 

Cleansers  Tidy  House  _            51 
Toiletries         Shulton     73 

Transport.        Eastern  Airlines     59 
Utilities    .      .Bell  Tele.,  Pa.  _       _  99 

AGENCIES 

JWT  is  boiling  down  its  "radio 
bible."  This  is  a  compilation  of  data 

on  radio's  new  dimensions  and  poten- 
tial, which  was  worked  up  when  the 

agency  was  negotiating  with  the  four 
radio  networks  for  its  big  Ford  splurge. 

The  new  testament  on  radio  will  be 

reduced  to  fundamentals  (present  vol- 
ume is  two  inches  thick  I  and  will  be 

circulated  to  every  account  group  at 
Thompson. 

This  should  eventually  lead  to  more 

money  going  radio's  way. 

New  agency  appointments:  Ander- 
son &  Cairns  for  the  newly  formed 

Corinthian   Broadcasting  Corp. 

New  Book:  "Advertising  Media"  by 
Lyndon  O.  Brown,  Richard  S.  Less- 
ler  and  William  >L  Wilbacher  de- 

tails media  planning  and  explains  how 

advertisers  formulate  marketing  strate- 

gy. Cost-per-1,000  concept  and  audi- 
ence measurement  are  given  full  treat- 

ment. Contains  many  charts  and  tables 

within  its  395  pages,  is  priced  at  S7.50. 
Publisher  is  Ronald  Press,  New  York. 

Brown  is  v.p.  and  media  director  at 

D-F-S  Agency  and  Weilbacher  is  his 
executive  assistant.  Lessler  is  v.p.  of 

marketing  and  research  at  Grew 

Focus  on  personalities:  George 

W.  Davidson  has  joined  Compton  as 

a  v.p.  and  account  supervisor.  He  for- 
merly was  a  marketing  executive  for 

JWT.  .  .  .  Lawrence  Weitzner  has 

been  promoted  to  assistant  to  Charles 

L.  Rothschild,  executive  v.p.  and  ac- 
count supervisor,  at  Emil  Mogul.  .  .  . 

Frank  Carvel  has  joined  Ayer  on  the 

timebuying  staff.  .  .  .  Julian  Watkins 
has  been  named  chairman  of  a  new 

creative  review  board  at  Campbell- 
Mithun.  .  .  .  Robert  F.  Stanton  has 

joined  Ketchum.  MacLeod  &  Grove  as 
an  account  executive.  .  .  .  Earl  Tim- 

mons  has  been  appointed  research  di- 
rector for  Stomberger.  La\  ene.  Mc- 

Kenzie.  .  .  .  Clifford  Spiller  moves 

over  to  SSCB  as  senior  v.p.  in  charge 
of  the  Pall  Mall  account  and  member 

{Please  turn  to  page  72) 
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Announcing  .  .  . 

SPONSOR'S   FIRST  ANNUAL 
TV/RADIO  TRADE  PAPER 

ADVERTISING  AWARDS 

THE  NEED:  Trade  paper  advertising  in  today's  television  and  radio  industry 

is  improving.  But  quantity  is  moving  faster  than  quality.  Agencies  and  ad- 

vertisers complain,  "We  don't  get  enough  meat  from  trade  ads."  Stations  ask, 

"What  do  buyers  want  to  know?"  On  the  premise  that  example  is  the  best  teach- 

er, and  to  do  our  bit  to  inspire,  stimulate,  and  reward  the  best  campaigns  of  the  tv 

and  radio  advertising  industry,  SPONSOR  inaugurates  its  annual  advertising 

awards.  A  distinguished  group  of  tv  and  radio  executives,  each  an  active  large- 

scale  spot  and  network  buyer,  will  serve  as  judges.  SPONSOR  reports  with 

pride,  and  as  an  expression  of  advertiser  agency  enthusiasm  for  such  awards, 

that  all  but  one  of  the  invitations  to  serve  on  this  panel  was  promptly  accepted. 

Publisher 



COMPETITION     DETAILS 

Who    is    eligible? 

Am  ti  station,  radio  station,  network,  broad 
east  group,  tdm  lyndii  ttor,  and  broadcasl  ion 

n .-,   rep,    manufacturer,   producer,   "i    supplier. 

Award     Classifications 

tv    stations  •,oss  ,0"  hourly  rati 

Group   I   to  $500 
(.roup  2   $500  to    $1000 

Group  .5   $1000   to    $1500 
(.roup    I   $1500  to   $2000 

Group   ■">   $2(100   and    over 
radio    stations 

Group  ('    '"  $150 
Group  7       $150   /«   $300 
(.roup  H   $300   to    $450 

(.roup  «>   Xt.'tO    U,    $600 
(.roup  10   $600    anil    orcr 

(.roup    I  1   networks 
(.roup    \2   group-owned   stations 

(.roup    I  '.i   iilin    syndicatora 
(.roup    1  I   i>    commercial    producers 
(.roup    I . >   broadcast     services,    reps, 

manufacturers,  producers,  suppliers 
Awards 

1.  First-place  winner  in  each  group  is  awarded 
specially-designed  plaque. 

2.  Promotion  manage]  ol  each  First-place  win- 
ner is  awarded  a  150  government  bond  and 

a  certificate  bearing  his  name. 

3.  Meritorious  awards  will  I"-  given  2nd,  3rd, 
lilt,  and  5th  place  entries  in  each  ̂ roup. 

4.  Winning  campaigns  will  be  featured  in  an 
Awards  Issue  of  SPONSOR 

Entries 

Each  entry  must  consist  oi  five  or  more  differ- 
ent advertisements  of  a  campaign  thai  has  been 

printed  in  any  trade  publication  or  publications 
during  the  12  months  preceding  Julj  1957. 

i  entry  must  also  include  (1)  classification 
in  which  entry  belongs;  (2)  name  and  address 

of  entry;  (3)  names  of  general  manager,  pro- 
motion manager,  and  ad\i  iti-nm  agency;  I1 

single  page  Bummarj  expressing  objective  and 
strategy  of  the  campaign  with  r<-ult-.  if  known. 
Each  station  of  a  group-owned  company  may 
enter  it-  individual  campaign.  All  entries  be- 
come  the  properly  of  SPONSOR. 

Deadline 

Competition  closes  1~>  August  1957,  Winners will   be  announced   in  an   issue   of  SPONSOB 

-hortly  after  Labor  Day.    1T>7. 

Judges 

Judge-  are  George  Ahrams,  vice  president  in 
charge  of  advertising,  Revlon;  Donald  Cady, 
vice  president  in  charge  of  general  advertising, 
Nestle;  William  Dekker,  vice  president  in 

charge  of  Media,  nfcCann-Erickson;  Frank  B. 

Kemp,  vice  president  and  director  media.  <  otnp- 

ton:  Peter  ("..  Levathes,  vice  president  and  di- 
rector media  relations,  Young  &  Rubicam; 

I.  S.  Matthew-,  vice  president  and  manager 
media  department.  Leo  Burnett:  Francis  Mine- 
ban,  vice  president  and  media  director.  SSC&B; 

Arthur  Porter,  vice  president  and  media  direc- 
tor. J.  Walter  Thompson;  Rod  MacDonald,  vice 

president  and  media  director.  Guild,  Bascom 
and  Bonfigli. 

Special    Contribution 

...  to  Broadcasters'  Promotion  Association: 
To  encourage  the  aims  and  activity  of  the  fast- 

growing    BPA,  SPONSOR    will    contribute    - 
lion  entry.  The  contribution  will  be  in  the 

to  this  organization  for  each  tv  and  radio  sta- 
name  of  the  promotion  manager  of  the  station. 

from  the  president  of  the 

BROADCASTERS'    PROMOTION    ASSOCIATION 

BROADCASTERS'   PROMOTION    ASSOCIATION,    INC. 

Chimin Building  •  I 22  last  4!ndStrref  Nrw  York  17.  N  Y  •  MUrray  HlU7-OBOt 

omctm% 
PrtuJtnt 

Wciiinihousc 

RrnaJcuting  Co..  lac. 

rtm  iWMtai 
C  hirle.  A  W.tiofi 

won  *  woN-rv 
Snond  Vlcf-Pfltdinl 

MaaM  T>den 
■.WTV 

Mien  M  JohioKS 

omfercmi 

Samu*l  Elber 
MM 

GeneGodt 

Marion  Annenheri 
*r-ft    A  WOSU-TV 

Icy  /immermiuia 

Will    •  WFH-TV 

Joe  O  HudifnV 
SUNT*  HINT-TV 

John  M    Kejri 
v.  M»0  A  WNBQ 

Fcnter  H.  Brcm-p 

h  28.    1957 

Mr.    Norman  Glenn.    Publisher 
SPONSOR 
40  East  49th  Street 

New  York.    New  York 

Dear  Norm: 

Congratulations  on  your  proposed  trade  paper  advertising  i  onteit 
for  the  broadcasting  industry! 

The  contest  you  propose  cannot  help  but  bring  about  a  much  •• 
improvement  in  the  quality  of  broadcast  advertising  in  trade  publi- 

cations --by  encouraging  stations  and  related  businesses  to  cast  a 
more  critical  eye  at  their  own  advertising      It  has  always  been  a 
mystery  to  me  why  so  many  astute  station  operators  have  shown 
little  or  no  imagination,    inspiration,    and  showmanship  li 
tising  of  their  own  facilities  to  the  trade      Outstanding  examples  of 
broadcast  advertising  or  campaigns  in  the  trades  have  been  ; 
fully  few  and  far  between,   despite  the  healthy  expenditures  made 
each  year  in   this  type  of  advertising 

I  hardly  need  repeat.    Norm,   how  delighted  I  am  that  SP*j' 
plans  to  contribute  $5.00  to  the  Broadcasters'  Promotion  As* 
tion  for  each  entry  received  in  the  contest      As  President  of  i 

I  can  assure  you  I  will  do  everything  possible  to  promo*, 
mum  number  of  entries  among  nPA  member  stations  --as  well  as 
the  stations  throughout  the  country.     The  funds  derived  fron 
generous  contribution  from  will  enable  BPA  to  pr 

more  and  better  services  to  its  members   --  and  help  ass-jr. 
continuing  growth  and  usefulness. 

Cordially. 

SPONSOR 

David  E.   Partridge 

President 

DEP.J 

THE   WEEKLY    MAGAZINE   TV    AND    RADIO    ADVERTISERS    USE 



WHAT 
IS 

YOUR 

PHOTO- 
GRAPHIC 

MAL- ADJUSTMENT 

m 

■ 
1)  QUALITY 
2)  SERVICE 
3)  PRICE 

THESE  ARE  THE  3 
BIG   PROBLEMS 

Let  us  cure  them  for  you 
as  we  have  done  for  some 

of  the  top  business  firms 

and  advertising  agencies 

DAKALAR 
■*£OSMO 

^^^  Photographers 

119  W.  57th  St.,   N.Y.C.         Ci.  6-3476 
PHOTOGRAPHERS    FOR   SPONSOR 

BAKALAR-COSMO 
119  W.  57th  St.,  N.  Y.  C. 

Gentlemen:  Please  have  your  represen- 
tative   □    Phone    □    Drop    in 

Date       Time    

Address  Tel.   No.    

of  the  plans  board.  Spiller  was  former 
director  of  marketing  for  the  Maxwell 
House  division  of  General  foods.  .  .  . 

Christopher  A.  Santc,  director  of 
research  at  Lennen  &  Newell,  has  been 

made  a  senior  v. p.  and  will  also  act  as 
liaison  between  management,  account 

supervisors  and  department  heads  on 
marketing  plans.  .  .  .  Cay  Gibson  has 

been  named  to  head  up  the  Doyle- 

Dane-Bernbach  sales  promotion  de- 
partment. .  .  .  Charles  D.  Hylsman, 

Jr.,  has  been  named  an  account  execu- 
tive with  W.  S.  Walker  Advertising 

and  James  F.  Devine  is  the  new 

creative  director  for  the  agency.  .  .  . 

Phillip  Wolf  has  been  made  radio-tv 
director  for  Mottl  &  Siteman.  Los  An- 

geles. .  .  .  Shannon  Patrick  LaFon- 
taine  has  been  appointed  purchasing 

and  production  manager  for  the  new 
sales  aid  section  of  MacManus.  John  & 
Adams. 

They  became  v.p.'s  this  week : 
Michael  J.  Donovan  at  B&B.  .  .  . 

Louis  J.  Nieholaus  at  K&E.  Boston. 

.  .  .  Arnold  M.  Combrinck-Graham, 
Jr.  and  C.  Stuart  Siebert,  Jr.,  at 

K&E.  Chicago.  .  .  .  Melcon  Tashian 
at  FCB,  New  York,  and  Marlen 

Loehrke  at  FCB.  Chicago.  .  .  . 

George  Grabin  at  Arthur  Meyerhoff 
&  Co. 

New  agencies:     Marvin   L.   Grant, 

formerly  v. p.  of  Dobin  Advertising, 
has  formed  his  own  company  in  New 

York.  .  .  .  Bernie  Ebert  is  opening 

an  agency  in  Hollywood.  Ebert  is  a  tv 
producer  and  most  recently  was  with 

KTLA,  Los  Angeles,  as  production  su- 

pervisor. 

NETWORKS 

Excerpts  from  talks  on  the  theme 
of  Radio  Week: 

Matthew  J.  Culligan,  v.p.  NBC 

Radio,  at  St.  Louis  Ad  Club  luncheon 
told  members  these  seven  elements 

have  contributed  to  the  clearing  at- 

mosphere for  network  radio: 

(1)  audience  level  has  stabilized. 
(2)  big  advertisers  returning.  (3) 

highly  promotable  new  program  ideas, 

(4)  emergence  of  the  popular  tran- 
sistor radio,  (5)  radio  bridges  gaps 

in  tv  advertising  continuity,  (6)  has 

more  news  and  cultural  programs,  and 

(7)  affiliates,  national  advertisers  and 

agencies  all  want  radio  to  succeed. 

John  Karol,  v.p.  CHS  Radio  net- 
work   sales,    told    Texas    broadcast  ing 

executives  that  radio's  unique  charac- 

teristics can  best  be  summed  up  as  "af- 

fordable frequency." Louis  Hausman,  v.p.,  advertising 

for  CBS  Radio,  at  the  Ohio  State  In- 
stitute for  Education  by  Radio  and  Tv 

said  that  by  new  sales  patterns  in  ra- 
dio an  advertiser  can  now  reach  more 

customers  than  he  could  via  1949's  top 
half  hour  show  or  today's  average 
nighttime  tv  program. 

Robert  E.  Eastman,  ABC  Radio 

president,  made  his  Radio  Week  com- 
ments during  a  special  network  pro- 

gram. He  pointed  out  that  radio's "power"  is  its  speed. 

Fall  tv  programing  notes:  Your 

Hit  Parade  will  keep  its  10:30-11 

p.m.  spot  on  NBC  TV  next  season  in- 
stead of  moving  back  to  10  p.m.  .  .  . 

Wildroot  has  now  cancelled  plans  to 

sponsor  New  York  Confidential  on 

CBS  TV  Saturdays  10:30-11  p.m.  .  .  . 
General  Foods  and  Borden  have 

both  renewed  CBS  TV's  Fury,  Satur- 
days 11-11:30  a.m.  .  .  .  Perry  Como 

Show  is  sold  out  for  the  1957-58  sea- 

son with  Kimberly-Clark,  Noxzema, 

RCA-Whirlpool,  and  Sunbeam  each 

renewing  their  alternate  week  one- 
thirds  and  American  Dairv  and  Kno- 

mark  coming  in  as  new  advertisers. 

Current  tv  programing  notes:  The 

high-rated  daytime  Tennessee  Er- 
nie Ford  Show  will  bow  off  NBC  TV 

the  end  of  June.  This  follows  an 

agreement  made  with  his  sponsor  when 
Tennessee  Ernie  went  nighttime  last 

fall.  Replacement  will  be  Bride  and 
Groom. 

Buck  Benny  rides  again — at  the 

top  of  Nielsen's  network  radio  rat- 

Td  be  listening  to  KRIZ   Phoenix, 

if  you  could  only  fix  a  radio!" 
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Wb  Ain't  &thiri  but  fhe  1 •  •  •  in  Denver  and  San  Francisco 

iff  Number  1  in  Denver 

By  all  standards,  KOSl  boasts  the  Number  1 
[ndependent  station  in  Denver:  .March-April 

Hooper  compliments  KOSl's  programming 
with  a  15.7  AM :  lit.  I'M  share.  February 
Puis,,  gives  K0S1  a  comfortable  15.5  all-day 
average.  The  trend  is  upward  ratings  con- 

tinue to  climb  a--  proof  of  KOSl's  increasing 
popularity.  Kosi  sells  the  Denver  markel 

with  5000  watts  daytime  -operates  full  time. 

Number  1  in  San  Francisco 
Alii  might,  K<  >BY  jump 
1     [ndependenl    in    San    Francisco.     March 

Hooper:    17.8    A.M.   25.5   I'M   daytin 
Saturdays  Sundays.    Neilsen 

K<  >BY  Number  I  [ndependenl  at  21 

N'si  Area  Audience  6  AM-Midnight.    KOBY full  time    sells  full  time!    Its  10 
r  the  entire  ha;.  aMng  it  the 

mosl    powerful    independent   station    in    San 
Francis< 

Mid-America  Broadcasting  Co. 
Effective  June    I,  represented  by   Edward  Petry  J  Co.,   Inc. 



CBS 

AFFILIATED  with  KROD-600  kc   (5000w 

Owned  &  Operated  by  El  Paso  Times,  Inc^ 

Rep.   Nationally  by  the  BRANHAM  COMPANY 

1    People 

stay  at  the 

Jtoje/  Ax  wafer* 
•  3  Minutes  from  Grand  Central 

•  Convenient  to  Fifth  Avenue 
Shopping 

»    All  Outside  Rooms  with  Tub 

and  Shower 

•  Radio;  Television;  Circulating 
Ice-Water 

HOME  OF  THE  FAMOUS 
'Hawaiian 

Room* 

Knoun    for      ttilliemit 
Hawaiian    Cuisine  ami 
Motive  Entertainment 

see  your 
local  travel  agency 

or  tcrite  to  Promotion 

Dept.  for  Brochure  180. 

LEXINGTON  AVE.  at  48th  ST. 
NEW  YORK  CITY,  17 

BOSTON— HANCOCK  6-6625 
CHICACO— DEARBORN  2-4432 
MIAMI— FRANKLIN  9-8331 

iifis.    The  Jack   Benrv)   Shan    (taped 
re-run- i  liil  the  number  one  spot  in 
the  current  report  (two  weeks  ending 

6   April  i. 

ABC  Radio's  latest  sales  report  lists 
over  $1.1  million  in  new  and  renewed 

business.  New  buys  include  participa- 
tions in  the  morning  block  In  Ball 

Brothers  and  d-Con.  Renewals  are 

from  the  Gospel  Broadcasting  Associa- 
tion and  the  Highland  Church  of 

Christ  lor  their  two  religious  hours. 

.  .  .  Keystone  has  added  16  new  affili- 
ates, bringing  the  total  up  to  948. 

New  personnel  appointments:  Ar- 
mand  Grant  has  been  named  execu- 

tive producer  for  daytime  programs 

at  ABC  TV.    Grant  will  lie  responsible 

for  much  of  the  network's  proposed 
new  live,  daytime  programing  which  is 
tentatively  scheduled  to  be  slotted 

from  3-5  p.m.  (See  "Tv's  Hottest  Bat- 

tleground." SPONSOR,  4  May,  for  de- 
tails on  the  ABC  TV  show  line-up). 

.  .  .  Patrie  Rastall  has  joined  CBS 

TV  sales,  Chicago,  as  an  account  ex- 
ecutive. .  .  .  Robert  G.  McKee  has 

been  appointed  an  account  executive 
for  ABC  TV  sales,  central  division. 

To  help  eiients  and  agencies  evalu- 
ate individual  network  station  line-ups, 

NBC  TV  has  set  up  a  tv  station  sales 
unit  within  its  network  tv  sales  service 

department.  C.  Herbert  Clarke  will 
head  up 

the  unit  as  manager. 

TV    STATIONS 

WCCO-TV,  Minneapolis-St.  Paul, 
has  an  answer  to  those  critics  who 

deery  the  lack  of  sufficient  news 
coverage  on  tv. 

The  station  has  recently  expanded 

its  nighttime  news  segment  from  10  to 
30  minutes,  doubled  its  news  staff  I  now 

22  behind-the-scenes  members  plus 

eight  on-the-air  people )  and  remod- 
eled and  expanded  its  facilities  so  that 

the  news  department  now7  takes  in  al- 
most an  entire  floor  of  the  WCCO 

building.  The  station  currently  car- 
ries a  total  of  28  local  news  shows  per 

week. 

Tv  Applications:  Between  6  and  11 
May.  two  construction  permits  were 

granted  and  four  applications  for  new 
stations  were  granted. 

Construction  permits  went  to  Lock 

Haven  Broadcasting  Corp.  (  W  BPZ I 
for  Lock  Haven.  Pa..  Channel  32:  20- 

kw  visual,  and  to  Harriscope  Inc.  for 

Channel  9  in  Sheridan,  Wyo.:  3.08-kw 
visual. 

\pplications  are:  Malco  Theatres, 
Inc.  for  Channel  54  in  I  tica.  N.  Y., 

and  Channel  48  in  Memphis.  Term.. 

with  25.7-kw  \isual  and  614.5-kw  visu- 

al respectively;  to  St.  Anthonj  Tele- 
vision Corp.  for  Channel  11  in  Houma, 

La.,  with  316-kw  visual:  to  Brown 
Telecasters  Inc.  for  Channel  12  in 

Beaumont.  Tex.,  visual  316-kw. 

RADIO     STATIONS 

You  can  get  specific  results  from 

a  public  service  campaign — and 

quickly — as  well  as  from  a  com- mercial schedule. 

Y\  LBB.  Baltimore,  which  programs 

100'  i  to  the  large  Negro  population 
there,  shows  how  the  station  sparked 
a  drive  to  cut  down  the  incidence  of 

polio  among  Negro  children  by  urging 
Salk  vaccine  shots. 

The  polio  rate  was  two  and  a  half 
limes  greater  among  Negro  youngsters 

than  among  white,  prompting  the  sta- 
tion to  use  its  facilities  and  personnel 

to  air  media  and  inoculation  direc- 
tions. 

The  cit\  health  department  credits 

WEBB  with  having  overcome  unfavor- 

able publicity  given  to  a  vaccine  manu- 
facturer, the  children's  fear  of  the 

hypodermic  needle  and  the  expense  of 
inoculation. 

As  the  Negro  population  shifts 
and  moves,  and  increases  in  size 

and  buying  power,  radio  stations 
are  adding  more  Negro-appeal 

programing. 
Shift  in  programing  at  KPDQ. 

Portland.  Ore.,  follows  this  trend  as 

the  station  aims  its  entire  music  sched- 

ule to  a  metro  area  Negro  population 

of  30.000.  It's  new  slogan:  the  TNT 

station — Tones  'n  Tempos,  (sponsor's 
6th  annual  report  on  Negro  radio  and 

the  Negro  market  will  be  published  in 

September.  I 
It's  not  only  spot  and  network  ra- 

dio which  is  booming:  local  bill- 
ings are  on  the  upgrade,  too. 

\\  \  NJ.  Newark,  reports  its  billings 

were  up  10'  <  in  January,  15$   in  Feb- 

  ► 
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Things  are  hatching 
in  the 

WREN's Nest! 

TO  TIME  BUYERS 

LOOKING 

FOR 

A  BUSY 

SIGNAL 
Metropolitan  Topeka  is  proud  of  its 

steady,  high  payrolls — like  Southwest- 

ern Bell's  1,200  employees.  The  com- 

pany has  already  added  three  stories 

to  the  new  building  opened  in  1951, 

and  in  addition  has  two  suburban  of- 

fices in  the  mill.  Nearly  10  per  cent 

of  all  Kansas  construction  for  South- 

western Bell  is  slated  for  Topeka  in 

1957.  Topeka  is  a  mark3t  worth  having 

.  .  .  and  WREN  is  the  low-cost  way  to 

get  it.  Nielsen's  latest,  credits  WREN 
with  42  per  cent  of  all  Topeka  homes 

every  single  day! 

REP.    BY    JOHN    E.    PEARSON 

5000  WATTS 

TOPEKA,    KANSAS 

ruarv,  30%  in  March,  more  than 

1U(!'(  in  \pril  i  in  each  case,  vs.  the 
same  time  a  year  ago  I . 

\\  hy  such  a  jump?  Conversion  to 
Great  Albums  of  Music  minus  disk 

jockej  appeals  says  Manager  Ivon  B. 
Newman.  And  these  gains  despite  a 
30%  rate  hike. 

WWEZ,  New  Orleans,  bagged  19 

new  accounts  with  a  simple  and  inex- 

pensive audience  promotion.  It  had 
an  Easter  Parade,  complete  with  an 

egg  hunt,  free  chicks  for  kiddies  and 

a  parade. 
Forty-three  advertisers  shared  in 

sponsorship  of  parade  remotes  and  the 

hunt  for  1,000  eggs  spotted  in  13  loca- 
tions. Of  the  19  new  WWEZ  clients, 

14  had  never  used  anv  radio. 

FILM 

AAP's  new  overseas  setup  not  onlv 
underlines  the  tv  sales  potential  for  tv 

film  distributors  but  the  theatrical,  pro- 
duction, literary  and  merchandising 

parlays  that  can  accrue. 

The  firm,  distributors  of  pre-1948 
Warner  Bros,  features  and  shorts,  just 

announced  the  setting  up  of  an  East- 

ern Hemisphere  operation  under  Nor- 

man Katz,  director  of  AAP's  foreign 
department  and  executive  vice  presi- 

dent of  Dominant  Pictures,  its  theatri- 
cal distributing  subsidiary. 

The  plan  is  for  foreign  AAP  compa- 

nies to  utilize  all  the  rights  AAP  ac- 

quired with  the  motion  picture  nega- 
tives. This  includes  literary  rights  for 

live  theatrical,  tv  and  radio  production 

and  licensing  of  merchandising  rights 

similar  to  the  Popeye  arrangements  in 
effect  in  the  U.S. 

AAP  will  also  invest  money  in  over- 
seas production  of  film  for  theatres 

and  tv  in  Europe  and  tv  in  the  U.S.  as 

well  as  keep  an  eye  open  for  profitable 
tv   station    operations. 

The  distributor  recently  concluded 

a  $6  million  deal  with  a  syndicate  I  in 
which  AAP  retains  an  interest)  which 

will  distribute  AAP  product  in  Latin 
America. 

A  potent  argument  for  reruns  has 

recently  been  researched  bv  MCA- TV. 

The  firm  just  completed  a  survey  of 

eight  cities  where  first  and  second  runs 

of  Dr.  Hudson's  Secret  Journal  have 
been  shown.  ARB  figures  for  March 

1957,  covering  second  runs  of  the 
show,  reveal  an  average  of  29.4.    This 

compares  with  a  first  run  average  of 
24.7  in  March  1956. 

One  of  the  biggest  tv  time  sales  in 
the  Southeast  has  been  pulled  off  by 

\\  SM-TV.  Nashville,  in  selling  fea- 

tures to  a  super  market  chain. 

The  client:  Cooper-Martin  Stores, 
with  13  outlets  in  the  Nashville  area. 

The  bu\  :  first  run  features  Monday- 
through-Friday  from  3:30  to  5:30  p.m. 

and  Sunda\  night  at  9:30  plus  a  week- 
da\  spot  campaign.  The  deal  is  for 
52  weeks  and  the  series  will  be  called 
Home  Folks  Theatre. 

The  show  is  designed  as  both  a 

prestige  and  sales  builder.  Brands  car- 
ried by  Cooper-Martin  stores  will  par- ticipate. 

COMMERCIALS 

Piel's  Beer,  Ford  and  Chesterfield 
tv  commercials  are  win,  place  and 

show  in  audience  popularity  for  March. 
American  Research  Bureau  asked 

diarykeepers  to  name  the  tv  commer- 
cial that  pleased  them  most  during  the 

month.  Here  are  the  top  18  in  ARB  s 

best-liked  commercials  during  week  of 

J>  DAV/S 

Merer        mind        the        uranium. 

Charlie,  u-ait  'til  you  hear  what's 

happening  at    If'PTR. 
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Famous  on  the  Georgia  Scene 

LAKE  CHATUGE,  luring  fishermen  to  its  bass-filled  waters, 

lies  tucked  away  among  the  gently  sloping  mountains  of 

northeast  Georgia — an  area  fully  covered  by  WAGA-TV, 
also  famous  on  the  Georgia  scene.  Covering  more  than  half 

the  state's  population  with  over  half  of  the  retail  sales  and 
spendable  income,  WAGA-TV  consistently  gains  top  ARB 

and  Pulse  ratings.  It's  the  No.  1  television  station  in  the 
Southeast's  No.  1  market. 

STORER    BROADCASTING    COMPANY    SALES     OFFICES 

NEW  YORK-625  Madison  Ave.   •   CHICAGO-230  N    Michigan   Av;     •   SAN   FRANCISCO-111    Sutter  St 

«presented  Nationally  by  THE  KATZ  AGENCY,  Inc. 



1  to  7  March:  Piel  s  Beer,  Ford, 

Chesterfield,  Hamms  Beer,  I  puna. 

Dodge,  VN  inston,  Alka-Seltzer,  tvo 
r\  Soap.  Plymouth,  Revlon,  Toni, 
L&M,  Genera]  Electric,  Snowdrift, 

Rheingold  Beer,  Kleenex,  Lucky 
Strike.  Prom  Permanent  and 

Schlitz. 

I  lie  latter  two  made  the  favorite 

i  ommercials  list  for  the  first  time  since 

monthl)   survey  began  last  Max. 

Television  commercials  are  now 

getting  the  same  "sneak  preview"* 
tryouts  that  are  given  Hollywood 
feature  films. 

\t  the  Palms  Theatre  in  Culver  Citj 
and  at  the  Panorama  Theatre  in  Van 

\u\s.  three  recently-produced  com- 
mercials for  New  Blue  Dutch  were 

shown,  and  movie  fans  filled  out  audi- 
ence reaction  cards. 

The  commercials  were  done  for  Pu- 

rex  Corp.  1>\  I  l'\  for  use  on  NBC's 
Arthur  Murray  Houseparty  show  this 

Mimiuer.  Price-Waterhouse  is  auditing 
the  pre\  iew   cards. 

Walter  1.  (  w  allv)  Gould  has  joined 

I'elevision  Programs  ol  America,  Inc. 
as  producer  in  charge  of  its  new  ex- 

pani'cd  t\  commercial  division.  TPA's 
main  film  studios  are  in  Hollywood, 

hut  Gould  will  headquarter  in  New 
York. 

The  new  di\ision  will  produce  com- 

mercials as  well  as  show  openings  and 

closings  on  location  or  in  local  studios. 

Gould,  a  former  Hollywood  script  writ- 
er, wrote  and  produced  Beulah  for 

Ethel  Waters  on  tv  together  with  other 

shows  and  commercials  for  Reynolds 

Tobacco,  Colgate.  L&M.  and  Rev- lon. 

In  the  three  months  since  it  formed 

its  commercial  and  industrial  film  de- 

partment, MGM-TY  reports  contracts 
totaling  more  than  $400  thousand 

have  been  completed.  This  includes  46 
t\  commercials  and  one  industrial. 

Among  the  commercials  are  Knicker- 
bocker Beer  through  Warwick  &  Leg- 

ler,  Helene  Curtis  and  Mavbelline 

through  Gorden  Best  Agency,  Formfit 
Foundations    and    Alemite   through 

FOLLOW  THE  LEADER 
IN  SACRAMENTO... 

KCRA-tv 49.1% 

A  graphic  der 

KCRA-TV's  rise 
Audience  fror 

Sign-off,  Sundc 
Ask  Petry  about  The 
Highest    Rated    NBC 
Station   in   the   West. 

•ARB.  Sacramento 

SACRAMENTO,    CALIFORNIA 

Serving  28  Northern  California 

and  Nevada  Counties CHANNEL 

\Ia<  Farland  Aveyard  Agency.  Com- 

pany now  estimates  a  $2  million  \ear 
for  this  new  department. 

French  adaptations  of  l.  S.-pro- 
duced  t\  commercial  films  are  now  of- 

fered through  Robert  Larence  Produc- 

tions, Ltd..  Toronto.  Canada.  Soun.l 

tracks  are  available  on  '  j  ".  16  urn  and 
•'i")  mm  magnetic  and  optical  tape. 
Cummings  Productions.  Inc..  New 

York,  creators  and  recorders  of  sing- 

ing commercials,  has  set  up  two  new 
departments  to  produce  commercials 
and  industrial  films. 

REPS 

Adam  Young,  president  of  the 

radio-tv  station  rep  firm,  last  week 
was  one  of  1 1  men  to  receive  the 

Horatio  Alger  Award. 

^  oung  was  elected  b\  vote  of  3,000 
students  from  the  500  members  of  the 

American  Schools  and  Colleges  Asso- 
ciation. 

Young  started  in  the  broadcast  in- 
dustry as  a  page  boj  at  NBC. 

The  OK  station  group  of  five  ra- 
dio facilities  has  named  Stars 

National.  Inc.  as  its  station  repre- 
sentative. 

The  five  outlets:  WBOK.  New  Or- 

leans: WLOK.  Memphis:  KAOK.  Lake 
Charles.  La.:  WXOK.  Baton  Rouge; 

KYOK.   Houston. 

Personnel  additions:  For  Edward 

Petry:  Biil  Oldham  switches  to  the 
St.  Louis  office  as  sales  manager  from 

Chicago,  where  he  was  a  radio  ac- 
count executive:  Austen  Smithers 

takes  over  the  Chicago  opening  after 

resigning  as  radio  sales  manager  of 
Headley-Reed  station  reps. 

At  John  Blair  &  Co.:  Tom  Boise 

resigns  as  manager  of  KSFD.  San  Di- 
ego, to  work  as  an  account  executive 

in  the  Los  Angeles  office:  Arthur 
Yigeland  leaves  Ted  Bates  ad  agency . 

New  York,  where  he  was  account  man 

on  Kool  cigarettes,  to  be  a  salesman 
in  the  New  ̂   ork  office. 

At  Everett-McKinney  :  Dale  Ste- 

vens joins  the  tv-radio  sales  staff  in Chicago. 

RESEARCH 

Tv*s  audience  keeps  going  up.  up. 

up.  So  says  TvB.  reporting  that 

the  daytime  network  advertiser  in 

\i7  is  reaching  a  9%  bigger  audi- 

SPONSOR 

li!  \m    1957 



wfmy-tv 
maximum 

power  on channel  2 

greensboro,  n.  c. 

the  winncili  •  • 
Here  in  the  Prosperous  Piedmont  section  of  North  Carolina  and 

Virginia,  your  sales  message  gets  home  "first"  with  the  '"most"  impact 

when  you  buy  WFMY-TV.  Put  your  product  in  the  winner's 

circle  —  every  time  -    by  calling  your  H-R-P  man  today  for  full  details 

of  WFMY-TVs  great  market. 

UJt 

Greensboro '     *  \M Winston-Solem 

Durham 

High  Point 
Salisbury 

Re.dsville 

Chapel  Hill 
Pinehurst 

Southern  Pines Fort  Bragg 

Sanford 

Mortinsville.  Va 

-  -  ■*" 

Danville,  Va. 

WFMY-TV  .  .  .  Pied  Piper  of  the  Piedmont 

"First  with  LIVE  TV  in  the  Carolines" 

50  Prosperous  Counties 

$2.7  Billion  Market 

2.1  Million  Population 

$2.1  Billion  Retail  Sales 

uifmij-tv 
/r/////f 

GREENSBORO.     N.     C 

Repreiented    by 

Harrington.    Righter   &    Parsons.    Inc. 

New  York        Chicago        San  Francisco        Atlanta 

Since   1°49 
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MEMO: TIMEBUYERS! 

You  must  use  the  most  POWERFUL 

Station  in  Northeastern  Pennsyl- 

vania's Rich  17  County  Area  to 
really  cover  the  market. 

*  WILK-TV  Reaches  better  than 

85%  of  the  314,984  sets  in  its  cov- 
erage area! 

*  WILK-TV  Reaches  more  com- 
munity cable  subscribers  than  any 

other  station  in  the  Willtes-Barre- 
Scranton   Area! 

X  WILK-TV  Provides  clearer 

"line-of-sight"  to  all  important  sur- 
rounding population  centers  than 

any   other    Station    in   the    area! 

K  WILK-TV  Carries  your  mes- 
sage from  Reading  to  New  York 

State — from  Lock  Haven-Williams- 

port  Area  to  New  Jersey! 

1  MILLION  +  WATTS 
GET  THE   FACTS! 

Wilkes-Barre 

Scranton 
Call  Avery-Knodel,  Inc. 

Art 

MOSBY'S  stations 
blanket  Western 
MONTANA 

Daytime — 

KGVO 
5,000   watts — CBS 

Nighttime — 

1  K-MSO-TV  ! CBS 

191,000   watts —  NBC ABC 

• 

Either  Radio  or  TV, 

when  you  think  of 
Montana 

Think  of  Mosby,  Inc. 
at 

Missoula,  Mont. 
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ence  than  in  \56;  the  nighttime 

buyer,  20%  more. 
Gains  in  homes  reached  are,  respec- 

tively,  283,000  and  1.5  million.  Week- 
ii;i\  audience  gain  in  the  two-year  span 

from  '55  to  '57  is  28% ;  for  the  aver- 
age nighttime  show,  41%. 

This  marked  advance  in  davtime 

tune  in  is  of  special  interest  to  adver- 
tisers this  year  as  nighttime  blocks close  up. 

"N  isnal  advertising" — print  or  tv 

— isn't  producing  the  kind  of 
brand  identification  automotive 

manufaeturers  want. 

So  says  Jack  Hardest).  \  .p.  -general 
manager  of  Radio  Advertising  Bureau. 

He  spoke  to  the  Adcraft  Club  of  De- 
troit on  results  of  an  RAB  survey. 

Findings:  A  five-brand  study  of  '56 
cars  shows  only  50%  of  all  car  owners 
interviewed  could  correctly  identify  the 

make  after  seeing  a  full  profile  photo- 

graph in  detail  and  color. 
Even  fewer  non-car  owners  could 

name  the  manufacturer. 

Blasting  automotives'  stress  on  visu- 
al advertising,  he  said  these  results 

show  the  fallacy  of  relying  on  product 

pictures.  The  most  effective  car  pic- 

ture which  can  be  "implanted,"  he 
says,  is  the  mental  image  radio  creates. 

Four  of  the  top  10  tv  shows 

dropped  out  of  position  between 

April  '56  and  '57 — a  significant 
40%  loss. 

They  were,  according  to  American 
Research  Bureau,  Red  Skelton  (from 

7  to  11)  ;  Bob  Hope  Chevy  Show 
I  from  5);  Lawrence  Welk  (from  a 

tie  at  7)  ;  Person  to  Person,  from  10. 

Symbols  influence  people  sub- 
consciously, and  the  tv  advertiser 

might  well  look  to  hidden  mean- 
ings of  words  as  well  as  to  his 

dictionary. 

Dr.  Ernest  Dichter.  president  of  the 
Institute  for  Motivational  Research, 

says  there's  a  "secret  language"  of  ads 
which  gives  words  their  psvchological 
impact. 

These  latent  meanings  originate  in 

symbolism,  he  says — "in  the  mood  and 
associative  world  of  an  ad."  Some 
symbolic  examples: 

Rounded,  open  forms  and  curves 
are  feminine:  sharp,  angular  features 
are  masculine:  straight  lines  symbolize 

restriction  and  authority:  exposure  of 

the  previously  hidden  symbolizes  bold- 
ness and  freedom,  but  exposure  of  the 

natuialK  hidden  symbolizes  violation 

and  creates  fear,  disgust  and  ( inter- 
esting i    curiosit) . 

FINANCIAL 
Here  are  the  first  quarter  reports 

from  some  of  the  major  air  media 
advertisers: 

R.  J.  Reynolds  Tobacco  reports 

sales  of  $236,612,000  as  against  $213,- 
201,000  in  the  first  quarter  of  1956. 

Net  earnings  compared  $15,360,000  to 

$13,565,000  for  the  period  last  year. 

Warner-Lambert     Pharmaceutical 

Co.  sales  went  to  $40,100,000  com- 

pared to  $36,500,000  for  the  first  quar- 
ter in  the  previous  year. 

American  Home  Products  reports 

net  profits  of  $9,431,170  for  the  first 
quarter  of  1957  as  against  $7,155,634 

for  the  previous  year's  first  quarter. 
Miles  Laboratories  net  income  for 

the  first  quarter  of  this  year  reached 

$847,204    against    $755,819    for    the 

same  period  a  year  earlier. 

Procter  &  Gamble  net  profits  for 

the  nine  month  period  ending  with 
March  was  $51,520,833  corresponding 

with  $47,452,816  for  the  same  period 
of  the  previous  year. 

Standard  Brands'  net  sales  hit  $129,- 
361,348  for  the  first  quarter  of  1957 

as  against  $117,873,993  for  the  com- 
parable 1956  period.  Net  income 

reached  $3,612,453  as  against  $3,016,- 
300. 

Stock  market  quotations:  Follow- 
ing stocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 

tions for  Tuesday  this  week  and  Tues- 

day the  week  before.  Quotations  sup- 
plied by  Merril  Lynch,  Pierce,  Fenner 

and  Beane. 

Tues. 
Tues. Net 

Stock 

7  May 
14  May 

Change 

New  York  Stock  Exchange 
AB-FT 

24  >s 

24% 

+  % 

AT&T 

1771- 

178% 

+  1 

Avco 

6% 

fi-\ 

CBS  "A"
 

34% 35% 

+  1 

Columbia  Pic. IK1. 

17"s 

-  % 

Loew'j 

20% 19% 

+1 

Paramount 

54% 35% 

+  % 

RCA 

36% 

38% 

+2% 

Storer 

26  Ts 

28 

+  1% 

20th -Fox 

27;i, 

27-'s 

-  % 

Warner  Bros. 

25% 

25% 

-  % 

Westinghouse 

59 's 
bW 

+1% 

American  Stock  Exchange 

Allied   Artists 

1% 

3% 

-  % 

C&C  Super 

■■■> 

% 
Du.Mont  Labs. 5 

5% 

+  % 

Guild  Film? 

3% 

\ 

+  % NTA 
8\ 

8% 

-  % 
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ED  MEATH 

"Musical  Clock" 
6-9:30  A.M.  Mon.  thru  Sat. 

Rochester's  long-time  top-favorite  disc  jockey 
dominates  our  morning  program  schedule 

which  averages,  from  6:00  A.M.  to  Noon.  .  . 

"Lloyd's  Unlimited" 
3:30-6  P.M.  Mon.  thru  Fri. 

Only  one  year  in  Rochester,  bui  zooming  in 
popularity,  Lloyd  heads  up  mn  afternoon 
line-up  which  averages,  noon  to  6:00  P.M.  .  .  . 

24% 
.  .  .  and,  beside  rating  FIRST  in  share  of  audience  in 
the  morning,  and  FIRST  in  the  afternoon,  we  really 

ought  to  mention  that  we're   FIRST  evenings,  tool 

23% 

LATEST    ROCHESTER 
PULSE    REPORT 
MARCH    1957 

ofwcksfer 
NEW  YORK 

5,000  WATTS 

Representatives:  EVERETT- McKINNEY    Inc.  New  York,  Chicago,  LEE  F.  O'CONNEll  CO.,  Lo%  Anqclr-s  Son  Francisco 
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PITTSBURGH 

WFBG-TVs   Unduplicated 
Primary  Area WFBG-TVs  and  Station  B's 

Duplicated    Primary   Area 

Pittsburgh's    Primary    Area 

30  of  the  Top  40  Shows 
76,701  more  TV  homes  from  PITTSBURGH  to  HARRISBURG 

It's  as  easy  as  ARB!    TOP  PROGRAMS  plus  TOP  AUDIENCE  make 
WFBG-TV,    Altoona,    your    number    ONE    choice    from    Pittsburgh    to 
Harrisburg.  ARB   proves  WFBG-TV  has  30  of  the  top  40  shows  ...  proves 
that   WFBG-TV  delivers   76,701    more  TV   homes  in  combination   with 

Pittsburgh  .  .  .  proves  that  WFBG-TV  delivers  average  audiences  30. 1 9c 

greater  than  Johnstown;  71. 49<  more  quarter-hour  firsts.  Buzz  BLAIR  for        \mv    Wm    K'9  ̂ 3    ""  1* 
proof:  ARB.  Altoona,  Nov.  1956;  ARB,  Altoona  Coverage  Study,  Mar.  1956.        ALTOONA,     PENNSYLVANIA 

ONLY  BASIC  CBS-TV  STATION  SERVING  THE  AREA      j§ft  channel  10 
^^    ABC-TV  •  NBC-TV 

Represented  by  BLAIR  -TV 

operated    by:    Radio   and  Television    Div.    /    Triangle    Publications,   Inc.    /    46th    &   Market   Sts.,    Philadelphia   39,    Pa. 

WFIL-AMiFMiTV,    Philadelphia,     Pa./wNBF-AM»FM»TV,     Blnghamton,     N.    Y. 

WHOB-AM,  Harrisburg,  Pa.  /  WFBG-AM  •  TV,  Altoona,  Pa.  /  WNHC-AM  •  FM  •  TV.  New  Haven-Hartford,  Conn. 

National     Sales     Office,     4  8  5     Lexington     Avenue,     New     York     17,     New     York 

::2 
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Wluil's  happening  in  U.  S.  Government 

tluit  affects  sponsors,  agencies,  stations 

WASHINGTON  WEEK 

cwi|htAiM7  Look  to  Sen.  Estes  Kefauver  jarring  the  Industrial   (at  well  .i-,  the  network 
sponsor  publications  inc.  world  if  he  mi  leashes  a  price-regulat  in»  proposal  be  i-  reported  i"  1--  cooking  op. 

The  mill  of  Kefauver'a  plan:  Put  an)  company  thai  does  L0%,  or  more,  of  all  the 
dollar  bnsinesa  in  \i-  field  under  some  sort  of  price  regulation. 

Such  a  curb  could  affect  CBS  TV.  That  u  network,  according  to  I'll!,  did  over  45% 
of  all  tin-  business  in  its  field  in  1956. 

The  Senate  Commerce  and  House  Judiciary  antitrust  committees  continue  t<» 

wrestle  with  their  long-awaited  and  oft-delayed  network  probe  report-. 

There's  less  confusion  in  the  Senate  group  than  on  the  House  side. 
The  report  issuance  situation  in  either  camp  this  week  shaped  up  thus: 

HOUSE  ANTITRUST  COMMITTEE:  Chain,. a..  Emanuel  Celler  is  determined  to 

get  out  the  report  as  quickly  as  possible.    So  far,  according  to  reliable  sources,  ever 

thing  has  been  resolved  except  the  stand  on  BMI — with  Celler  meeting  no  little  resistance  to- 
ward his  views  of  the  music  licensing  organization. 

This  is  not  to  imply  that  there's  complete  agreement  within  the  committee,  A  strong  mi- 
nority report  is  almost  certain — as  previously  indicated  b\    \\  \SH1.\GT()\   Wl.l  K.. 

Celler  knows  that  such  a  report  will  pull  the  teeth  from  the  majority  docu- 

ment, since  it  will  divide  the  committee  along  political  lines. 

Even  with  the  prospect  of  having  to  settle  for  two  reports,  the  committee's  staff  is  being 
forced  to  soften  the  majority  document  in  order  to  gain  enough  signatures. 

As  it  stood  originally,  the  majority  report  was  a  bitter  indictment  of  such  network  prac- 

tices as  option  time  and  must-buys.  It  was  equally  strong  in  its  condemnation  of  the  FCC, 

with  particular  respect  to  the  commission's  approval  without  hearing  of  the  Westinghouse- 
NBC  swap-trade.  This  transaction  is  now  in  the  courts  via  a  Justice  Department  antitrust 
action. 

SENATE  COMMERCE  COMMITTEE:   .Nicholas  Zapple  has   problems  of  bis  own 

with  the  report  prepared  by  special  counsel  Kenneth  Cox  and  himself.  I  he  i i r-t  report,  in- 

volving a  plea  for  trial  of  pay-tv,  was  put  on  the  shelf.  Now  the  documenl  dealing 

with  network  practices  is  under  scrutiny  from  several  quarters. 

Sen.  John  Bricker  wants  to  be  sure  the  report  calls  for  FCC  regulation  of  the  networks. 

Sens.  John  Pastore  and  committee  chairman  Warren  Magnuson  want  to  be  -urc  there  a  nol  too 

much  biting  at  the  FCC. 

Three  routes  are  open  on  this  report — which  is  also  critical  of  some  network   prai  I 

but  more  restrainedly  than  Celler's: 

1)  Approval  by  a  majority  of  the  committee — therebj    giving  it  the  prest 
committee  report. 

2)  Issuance  simply  as  a  staff  report,  because  of  failure  to  gain  sufficient  agreement. 

3)  Temporary  shelving,  like  the  pay-tv  issue 

Commissioners    Doerfer   and    Lee    remain   hot  choices   to  succeed   to   the   I  I  I 

chairmanship,  but  the  race  for  George  C.  McConnaughey's  seat  is  wide  open. 

Edward  K.  Mills.  Jr..  of  New  Jersey,  turned  the  spot  down  last  week  after  it  generally 

was  assumed  that  he  was  a  shoo-in. 
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GETTING      THE      MOST      FRC 

*£"^**Inn| Snagged"  by  a 
Faulty  Film  Situation  ? 

If  so,  you've  a  right  to  be  "hopping  mad" — 
especially  if  picture  "smog,"  inflexible  film  pres- 

entations and  high  operating  costs  are  blocking 

your  progress.  Better  do  something  about  it. 

84 
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UR      FILM       DOLLAR... 

«•»«"' 

Can  You  Answer 

to  all 

these  Questions? 

1.  Does  your  present  film  equipment  give  you  a  snow- 

free  picture,  approaching  the  live  quality  that  adver- 

tisers want  ? 

2.  Does  it  assure  low  operating  cost  at  the  same  time? 

3.  Does  your  film  system  provide  for  varied  program 

fare  to  hold  viewer  interest  ? 

— If  your  answer  is  "no"  to  any  of  these  questions, 
let  us  show  you  how  to  plan  your  system  to  get 

these  desired  advantages.  See  your  RCA  Broadcast 

Representative.  Have  him  acquaint  you  with  RCA's 
comprehensive  TV  Film  Facilities — for  getting  bet- 

ter pictures  and  lower  operating  costs  for  both 

Color  and  Monochrome. 

Tmk(s) ® 

SPONSOR 

RADIO     CORPORATION     of     AMERICA 

BROADCAST   AND    TELEVISION    EQUIPMENT 

CAMDEN,    N.    J. 

In  Canada:  RCA  VICTOR  Company  Ltd.,  Montreal 
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A  round-up  of  trade  talk, 

trends  and  tips  for  admen 

SPONSOR  HEARS 

bhwum  «  ^  network  president  is  so  bent  on  getting  the  post-1950  product  of  a  major 

•ponsou  publication*  i «a      feature  film  distributor  that  he's  dangling  this  bait: 
Let  the  distributor  make  a  bulk  buy  of  the  network's  time  and  sell  the  time- 

film  package  to  advertisers. 

Media  buyers  should  take  heart  from  what  a  management  consultant  firm  says  about 

them  after  probing  an  agency's  operations: 
They  were  assayed  as  ultra-high  in  diligence,  conscientiousness,  enthusiasm,  and 

progressiveness. 

If  McCann-Erickson  is  not  in  the  news  so  much  these  days  as  several  months  ago, 

it's  partly  because  it  has  reached  the  leveling-off  stage  that  usually  follows  a  meteoric rise. 

With  its  machinery  in  synchronization,  the  important  goal  now  is  to  solidify  its 

position  and  work  on  the  profits  column. 

Madison  Avenue  is  working  up  a  glow  out  of  the  fact  four  charmer-vocalists 

are  set  to  head  up  their  own  weekly  tv  programs.  It  could  give  the  season  a  lift  and 
more  class. 

The  quartet:  Dinah  Shore  (Chevrolet);  Patrice  Munsel  (Buick) ;  Gisele  MacKen- 

zie   (Scott  Paper-Schick)  ;   and  Patti  Page   (Kellogg-Pillsbury-Oldsmobile) . 

(Incidentally  —  as  SPONSOR-SCOPE  has  reported  before  —  singers,  fronting  flashy 

shows,  should  have  quite  a  vogue  this  fall.) 

One  major  agency  would  be  very  thankful  if  a  certain  tv  network  sales  ex- 
ecutive would  exercise  more  restraint  when  meeting  with  its  clients.  He  is  too  prone  to: 

1)  "Lecture"  them  on  the  subject  of  tv. 

2)  Emote  so  enthusiastically  that  the  client  hasn't  a  chance  to  state  his  own  prob- 
lems and  preferences. 

3)  Cut  short  the  client's  time  to  digest  the  pitch. 

DuPont  is  prospecting  for  a  fall  radio  show  that  will  appeal  to  hunters. 

CBS  Radio's  sports  department  meanwhile  is  on  the  prowl  for  a  name  in  that  field. 
BBDO  will  place  the  business. 

Network  nadio — all  live  until  Bing  Crosby  broke  through  the  barrier  on  ABC — had 

a  number  of  "first  nights"  whose  glamor  and  excitement  demonstrated  the  emo- 
tional kinship  between  Broadway  and  an  earlier,  more  flamboyant  Hollywood. 

Trade  veterans  digging  back  in  their  memories  for  such  occasions  would  be  likely  to 

include  these  premieres: 

•  The  Kraft  Music  Hall,  which  opened  with  a  two-hour  show,  presided  over  by  Paul 

Whiteman  and  ballyhooed  with  page  ads  in  newspapers. 

•  Texaco's  debut  of  Ed  Wynn  on  the  old  Ziegfeld  Roof. 

•  Al  Jolson's  ushering  in  of  the  Shell  Chateau. 

•  Fanny  Brice's  magnificent  display  of  many-sided  talent  for  Chase  &  Sanborn. 
•  Esso's  innovation  of  five  different  types  of  shows — all  star-studded — on  a  regular  week- 

ly schedule. 
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these  are  clean  livin'  folks! 
And  the  whole  durn  family  does  everything  in  a  big  way    Saturd 

bath  included!^  Doesn't  really  matter  if  you're  sellin'soap  or 
shoestrings;  folks  like  these  buy  lots  of  stuff  they  hear  about  on 

KXLA.  most  listened  to  24-hour  country  and  western  music  station. 

10,000  watts  covering  the  greater  Los  Angeles  market  fRT  ̂fJT    #       Sk 

represented  nationally  by  Burke-Stuart  Co.,  New  York,  Chicago,  Detroit,  Los  Angeles,  San  Francisco 



OVER-COMMERCIAL  ? 

(Continued  Irani  page  39) 

stead  <>f  parking  ('  a.m.  to  6  p.m.  slots. 
More  careful  supervision  of  pro- 

graming. Keep  an  e\e  on  those  disk 

jockeys  who  lend  to  yak-yak  too  much 
during  a  show,  run  out  of  time  and 
then  frantically  bunch  their  remaining 

announcements  in  the  waning  minutes. 
There  are  main  among  both  buyers 

and  sellers  who  agree  with  Brent  that 

programing  is  one  of  the  keys  to  the 

puzzle.  \  poorK -handled  program  with 
onl\  111  announcements  can  sound 

more  pvercommercialized  than  a  well- 
handled  show  with  20.  A  lot  of  show 

personalities  can  match  up  commer- 
cials for  two  compatible  products 

(such  as  soft  drink  and  pretzels  I  and 
put  them  back  to  back  with  a  strong 

tie-up.  heightening  the  effectiveness  of 
both.  The  increasing  number  of  light 

touch  "talk"  commercials  is  enabling 

some  clever  d.j.'s  to  alternate  these 
with  singing  commercials,  so  that  the 
listener  is  not  too  aware  of  the  short 

time  between  commercials.  (See 

"Should  you  get  on  radio's  comed\ 
commercial  bandwagon?".  SPONSOR  11 May.) 

As  for  protective  separations,  com- 
petitive products  and  conflicting  copy 

themes  are  not  the  only  considerations. 

There  also  is  the  problem  of  separat- 

ing two  non-competitive — but  incom- 

patible— products,  such  as  floor  wax 
and  peanut  butter.  Station  traffic  de- 

partments and  show  stars  can  do  a  lot 
to  smooth  out  their  commercial  slot- 

ting if  they  have,  or  take,  adequate 
time  to  plan  their  programs. 

"In  order  to  be  good,  a  station  must 

have  a  character,"  says  Jerry  Sachs, 
Doyle  Dane  Bernbach  timebuyer. 

"And  in  order  to  establish  such  char- 
acter, it  needs  programing.  When  it 

crams  too  many  spots  into  too  little 

time,  programing  goes  out  the  win- 
dow— and  the  station  has  lost  its  char- 

acter." (One  of  the  reasons  advanced 
b)  magazine  experts  for  the  death  of 

Collier's  was  its  lack  of  character,  i 

"Ads  strung  together,"  Sachs  con- 
tinued, "are  nothing  but  a  shopping 

guide.  And  a  shopping  guide  is  not 

programing." Sachs,  who  is  as  much  concerned 

with  "overcommercialization"  of  radio 
as  is  anyone  else  in  the  business,  takes 

an  objective  view  of  the  problem.  It's 
a  problem  both  broadcasters  and  ad- 

vertisers must  join  forces  to  lick. 

"Advertisers  have  got  to  stop  their 
clamoring     for     these     prime     hours. 

They've  got  to  face  the  fact  that  radio 
selling  is  a  cumulative  thing:  you  chip 

awaj  at  a  small  piece  of  audience  at  a 
lime,  then  you  go  to  another  hour  and 

chip  awaj  at  another  audience:  7  to  9 
a.m.  is  not  an  umbrella  that  covers 
everybody. 

"Then  there  are  the  broadcasters. 
I  he\  ve  got  a  big  selling  job  to  do. 

They  ve  got  to  acquaint  advertisers 
with  the  other  hours  in  the  radio  day. 

They've  got  to  come  up  with  solid  re- 
search to  prove  these  other  hours  are 

good  buys.  They've  got  to  develop 
I  letter  packages  to  attract  advertisers 

into  spreading  out." Until  such  missionarv  work  takes 

hold,  what  of  the  immediate  program- 

ing? Are  shows  and  advertisers  both 
suffering  from  announcement  over- 

crowding? What  of  the  listening 
housewife  who  may  be  bombarded  by 

as  many  as  200  separate  commercial 
impressions  before  she  sets  out  on  her 

trip  to  the  super  market? 

How  the  audience  reacts 

"Chances  are,"  says  Albert  Shepard. 
executive  vice  president  and  director 

of  tv  testing  MRP  (Motivating  Re- 

sponse Patterns),  "she  just  won't  listen 
to  them  all.  but  will  pick  out  of  the  fog 

of  commercials  only  those  she  wants  to 
hear.  However,  there  is  no  general 

rule;  a  lot  depends  on  specific  prod- 

ucts and  special  situations." 
A.  C.  Nielsen  Co.  reports  that,  in  tv. 

minute-by-minute  curves  indicate  no 

appreciable  tune-out  at  commercial 
times.  Thus  it  would  seem  that  tune- 

out  is  influenced  by  programing — not 
commercials. 

In  1949,  Schwerin  Research  Corp. 
measured  for  a  network  the  effect  of 

increasing  the  number  of  commercials 

in  daytime  programs.  They  ran 
matched-sample  tests  in  the  same  show, 
the  first  time  with  five  commercials 

and  the  second  time  doubling  that 

number.  All  the  commercials  were  ap- 
proximately one  minute  in  length.  In 

Test  I,  the  commercial  time  was  in  a 

relationship  of  about  one  to  eight  to 
the  entertainment,  while  in  Test  II  re- 

lationship was  roughly  one  to  three- 
and-a-half. 

The  study  indicated  that  the  larger 
number  of  commercials  had  an  adverse 

effect  on  liking  for  the  show,  the  loss 

being  9%  .    I  See  chart,  page  39.  i 

"While  the  climate  of  radio  listen- 
ing has  obviously  changed  since  this 

stud\.  Schwerin  Research  points  out. 

"it  assuredly  is  not  more  favorable  to- 

ward saturation  use  of  commercials." 
None  of  these  pieces  of  research 

presents  too  alarming  a  picture.  Yet 

the  "overcommercialization"  battle 

goes  on. "Radio  was  entirely  too  holy  in  the 

old  days,"  said  one  hroadcaster.  "They 
fell  over  backward  trying  not  to  dou- 

ble-spot. Then  along  came  tv  which 

went  blatantly  ahead  piling  up  hitch- 

hikes and  cowcatchers  and  I.D.'s  and 
station  breaks  until  it  sometimes  winds 

up  with  five  commercials  in  a  row. 
\\  In  the  hell  should  radio  be  expected 

to  be  so  moral  about  this  thing?" 
"No  station  is  over-commercialized." 

said  another,  "if  you  look  at  it  over  a 

12  or  18  hour  period.  It's  all  due  to 
timebuyers  getting  such  ultimatums 

from  clients  as.  'You  will  buy  7  to  9 
a.m.  and  4  to  C  p.m.,  and  you  will  ac- 

cept no  substitutes!'  ' Perhaps  the  whole  subject  was  best 

summed  up  by  Paul  Weeks,  vice  presi- 
dent of  H-R  Representatives,  Inc.. 

v hen  he  told  sponsor: 

"Retention  is  influenced  by  a  great 

manv  factors  other  than  the  number  of 

different  impressions  received  within 

a  given  period  of  time.  In  fact,  the 
number  of  commercials  probably  is 

one  of  the  less  important  factors. 

"It  is  too  easv  to  generalize  about 
the  commercial  load  of  a  program. 

Commercial  load  is  a  highly  relative 

term,  and  depends  a  great  deal  on  the 
calibre  of  the  broadcaster. 

"In  some  cases,  it  is  merely  force  of 

habit  on  the  part  of  even  some  of  the 
most  astute  clients  who  confine  their 

agencies  to  the  well-trodden  boards 
and  so  prevent  them  from  making  crea- 

tive, selective  buvs  in  a  variety  of  time 

periods  which  would  yield  optimum 
usable  audiences. 

"Creative,  selective  buying  is  one- 
half  the  combination  to  unlock  the  real 

potential  of  radio  advertising.  The 
other  half  is  creative,  impact-making 
commercials. 

"Several  years  ago."  Weeks  conclud- 
ed, "when  radio  had  been  officially 

pronounced  dead,  it  was  the  success  of 
a  handful  of  intrepid  and  imaginative 

agencies  who  knew  better  which  star- 
tled the  erstwhile  crepe-hangers  back 

into  the  fold.  It  is  these  very  pioneers 

who  now  find  things  crowded,  remem- 
bering as  the)  do  the  days  when  there 

was  lots  of  elbow  room  on  their  re- 
discovered medium.  It  may  well  be 

that  these  same  pioneers  will  go  forth 

again  in  1957  to  conquer  new  worlds 

and  new  time  periods."  ^ 
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The  twamplandi  of 
northern  Michigan  are 

home,  sueet  home  to  this 
20  pound  bundle  of  fer- 
ocity.  Ii>e  Bobcat  prowli 
h\  night,  and  dtnei  OH 
birds  t/nt/  sm.il/  animals. 

Original  sketch 
by  conservationist 
Charles  E.  Schafer ^mm 

m 

Put  your  money  where  the  people  are 

Are  you  reaching  bobcats  instead  of  people?  WWj's  Hi-Fi 

signal,  personalities,  news  coverage,  and  feature  programming 

concentrate  on  people— the  big-earning,  big-spending  folks  in 

southeastern  Michigan  to  whom  WW  J  is  a  constant  companion 

and  trusted  friend.  Use  WWj  all  day  .  .  .  every  day. 

Here's  your  Real  Target 

Seventy  per  cent  oj  Michigan's  population 
commanding  75  per  cent  of  the  state's 
buying  power  lives  uithin  W'W'J's  daytime 
primary  coverage  area.  In  the  Detroit  area 

alone,  over  3l  _>  million  people  spend  over 
$5  billion  annually  for  retail  goods. 

WWJ  RADIO 
WORLD'S  FIRST  RADIO  STATION 

Owned  and  operated  by  The  Detroit  News 

Notiono/   Representatives     Peters,    Griffin,    Woodward,    Inc. 

NBC   Affiliate 
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•  Mississippi's  ONLY  Negro  Station 
•  In   Jackson— 45%    Negro 
•  Top  Hooperated  —  consistently 
•  The    ONLY    way    to    the    72,000 

Negroes   of   Jackson 

of  ARKANSAS' 
No.  1  Market  with 

•  Arkansas'    ONLY    Negro    Station 
•  In   Little    Rock- 1/3    Negro 
•  Top  Hooperated   -    consistently 
•  The    ONLY    way    to    the    72,000 

Negroes   of    Little    Rock. 

Buy  Both  These  Exclusive 
Markets  —  in  Combination 
JOHN    E.    PEARSON    CO. 

Reps  at  work 

Al  Miranda,  The  katz  \gencv.  New  York.  -a\»:  "Main  adver- 

sers and  agencv  executives  don't  use  spot  t\  because  thev  fear  thev 

won't  be  able  to  buv  good  time  slots.  In  general,  more  desirable  time 
periods  are  available  toda)  than  at  any  time  in  recent  years.  Not 

onl)  are  good  daytime  announcements  and  I.D.'s  open,  but  even  in 
prime  evening  hours  good  adja- 

cencies and  program  times  are 

available.  The  over-all  efficiency 

of  spot  tv  is  well  known  to  main 

advertisers,  yet  others  feel  they 

must  use  the  network  nighttime 

half-hour  program  unit  as  their 
basic  advertising  buy.  The  Katz 

Agency  is  preparing  data  which 
we  think  will  firmlv  demonstrate 

basic  reasons  why  most  advertis- 

ers should  buy  spot  first — not  net- 
work— for  nighttime  hours.    With 

increased  network  tv  costs,  market-by-market  placement  offers  the 

advertiser  a  better,  more  logical  way  to  buy.  Naturally,  it  is  im- 
portant for  the  advertiser  to  set  up  budgets  well  in  advance  to  secure 

favorable  positions  in  any  medium.  Such  attention  pays  off  to  a 

greater  extent  in  spot  television  franchises  than  is  possible  in  any 

other  medium,  as  more  advertisers  and  agencies  are  finding  out. 

Ed  Lier,  Avery-Knodel,  Inc..  New  York,  comments:  "'Many  adver- 
tisers might  not  lie  aware  of  the  tremendous  frequency  of  impres- 

sion they  can  get  using  10-second  I.D.'s  during  the  daytime  with  a 
spot  budget  no  greater  than  that  required  for.  sav.  two  nighttime  20- 
second  spots.     On  the  average,  an  advertiser  can  buy   20  daytime 

I.D.'s — with  at  least  a  10.0  aver- 

age rating — for  the  cost  of  two 
nighttime  chainbreaks.  This  is 

based  on  a  rate  and  saturation  re- 

v  ieu  of  most  tv  stations  we  repre- 

sent. In  some  markets  the  fre- 

quency is  greater.  In  Oklahoma 

City,  it's  29.  In  Lincoln.  Neb.,  27. 

L^       '*}  In   Rock   Island,   as  many   as   32! 
J§{>-.^  And  what  better  time  is  there  than 

flS      ■     'm      «  HI       davtime  hours  just   before   house- 
JK  jgm  wives  shop.    \\  ith   self-service  re- 

tailing and  impulse  buying,  day- 

time saturation  increases  package  identification,  brand-demand  and. 

as  a  result,  volume  sales  too.  Some  products  require  longer  an- 
nouncements, of  course.  Let  your  other  spot  t\  advertising  do  this. 

Simply  replan  your  campaign.  I  se  fewer  nighttime  spots  and  add 

I.  I).  saturation  with  higher  cumulative  ratings.  Then  a  measure  of 

vour  campaign  bj  anv   yardstick — will  prove  its  increased  efliciencv." 
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DICTIONARY  OF  SYN 

Top  „«„,„.,,   ._„   
Check  local  advertisers  —  use  any  measure  you  choose.  You  11  find  \\  SM- 1  \    to  be 
the  number  one  station  in  the  Nashville  market. 

Irving  Waugh  or  any  Petry  man  can  supply  the  proof. 

Channel  4,  Nashville.  Tenn.«  NBC-TV  Affiliate*  Clearly  Nashville's  --=  I  TV  Station 

IRVING  WAUGH,  Commercial  Manager* EDWARD  PETRY  &  CO.,  National  Advertising  Representatives 

WSM-TV's  sister  station  -  Clear  Channel  50,000-wart  WSM  Radio  -  is  the  only  single  medium  that  covers  completely  the  rich  Central  South  market. 
WSM-TV 



. . .  with  audience 
•  15  of  the  top  16  weekly  shows 

•  7  of  the  top  10  multi-weeklys 
•  46%  share  of  audience 

(Feb.  '57  ARB) 

. . .  with  coverage 
•  Documented  proof  of  superior 

30-county  coverage! 

Represented  Nationally  by  CBS-TV  SPOT  SALES 

K6IM-TV 
DOMINANT  IN  THE 

OREGON  MARKET 
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Tv  and  radio 

NEWSMAKERS 

Tom  W.  Judge  has  been  appointed  to  the 

newl)  created  office  of  national  televi- 
sion sales  manager  for  the  Westinghouse 

Broadcasting  Co.  His  appointment  follows 

the  naming  of  Perry  B.  Bascom  to  a 

similar  post  for  radio  several  weeks  ago. 

Judge  started  in  the  broadcast  industry  as 

a  salesman  for  WBZ-TV,  Westinghouse's 
Boston  station.  He  then  went  to  CBS  TV 

spot  sales  where  he  was  an  account  executive  for  four  \ears,  then 
midwestern  sales  manager,  and  later  was  advanced  to  the  posi- 

tion of  eastern  sales  manager.  He  then  moved  over  to  Closed 
Circuit  Telecasting.  Inc.,  as  vice  president  in  charge  of  sales. 

Judge  resigned  from  Closed  Circuit  this  week  to  join  Westinghouse. 

Prior  to  entering  tv,  he  covered  the  midwest  as  a  retail  representa- 
tive for  Life,  where  he  specialized  in  field  merchandising  campaigns. 

Ceorge  Weissman,  Philip  Morris  vice 

president,  has  been  named  director  of  mar- 

keting for  the  cigarette  firm.  Weissman's 

appointment  signals  Philip  Morris'  change- 
over to  the  marketing  organizational  con- 

cept. In  the  newly  created  post  he  will 

be  responsible  for  directing  and  coordi- 
nating sales,  advertising,  market  research, 

packaging   and   public    relations.     He   will 

report  directly  to  executive  vice  president.  Joseph  F.  Cullman.  III. 

Weissman  is  a  former  newspaperman  and  public  relations  executive 

and  has  been  associated  with  Philip  Morris  since  1948  when  he  was 

account  executive  for  Benjamin  Sonnenberg.  publicity  consultants 

for  the  cigarette  firm.  He  joined  Philip  Morris  in  June.  1952  as 

assistant  to  the  president  and  director  of  public  relations.  Named  to 

aid  Weissman  is  Ross  R.  Millhiser.  new  assistant  dir.  of  marketing. 

Raymond  W.  Welpotfr,  former  station 
manager  for  WRGB.  Schenectady,  will  join 

the  WKY  Television  System,  Inc.,  on  3 

June  as  station  manager  for  WKY  AM  & 

TV,  Oklahoma  City.  Announcement  of 

Welpott's  appointment  was  released  this 
week  by  E.  K.  Gaylord.  president  and  gen- 

eral manager  of  the  stations  and  also  of 

the  Oklahoma  Publishing  Co.  Welpott. 

who  joined  the  General  Electric  Co.  in  1938.  entered  the  broadcast 

field  in  1941  as  broadcasting  accountant  for  the  General  Electric  sta- 

tions in  the  Schenectady  area.  Later,  in  1946  he  was  appointed  assist- 

ant to  manager  of  G.E.'s  WGY  and  WRGB.  In  1955  Welpott  was 
made  manager  of  WRGB.  the  tv  outlet.  In  taking  over  position  of 

stations  manager  for  the  WKY  Television  System.  Wellpott  fills 

vacancy  created  by  death  of  Hoyt  Andres  in  middle  of  last  month. 
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ABC  AFFILIATE  CHANNEL  2 
Peters,  Griffin,  Woodward,  Inc. 

sponsor     .     18  mu   1957 
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Horatio  Alger  story 

The  first  time  we  met  Adam  Young  he  impressed  us  as  an 

intense,  hard-working  young  rep  -alcsinan.   That  was  in  1942. 

Last  week  Adam  Young,  now  President  of  Young  Tele- 

\  i-ion  Corp,  was  one  of  eleven  successful  Americans  selected 

to  receive  the  famous  Horatio  Alger  awards.  He  was  in  good 

company.  Men  like  Gwilym  A.  Price,  President  and  Board 

Chairman  of  Westinghouse;  Joyce  C.  Hall,  President  of  Hall- 

mark Greeting  Card  Company;  John  Ware,  President  of  the 

American  Water  Works,  were  among  the  recipients. 

Adam  Young  opened  his  own  firm  ten  years  ago.  As  John 

Blair,  President  of  John  Blair  Company,  put  it:  "The  honor 
that  has  come  to  Adam  is  a  reflection  on  the  prestige  and  im- 

portance of  the  entire  station  representative  business." 
As  Mr.  Young  received  his  plaque  from  General  David 

Sarnoff,  himself  a  former  Horatio  Alger  Award  winner,  he 

probably  reflected  on  the  remarkable  growth  of  the  radio  and 

television  representative  business.  Today,  a  station  represen- 

tative renders  services  that  weren't  heard  of  five  years  ago. 
This  is  the  American  system  at  work  and  Adam  Young,  for 

the  past  two  years  President  of  Station  Representatives  Asso- 

ciation, is  an  exemplary  figure  in  an  essential  facet  of  it. 

Make  ratings  week  secret 

Pulse  has  taken  an  important  step  to  minimize  the  artificial 

hypoing  which  many  stations  do  during  "ratings  week."  It 
has  asked  its  station  subscribers  in  markets  where  ratings  are 

done  irregularly  to  report  any  special  promotion  activity, 

warning  that  this  will  be  noted  on  the  rating  report. 

This  helps.  Stations  now  know  that  users  of  the  ratings  will 

be  reminded  that  the  ratings  may  be  inflated.  But  why  not  go 

a  big  step  further?  The  ratings  week  itself  should  be  a  well 

kept  secret.  Then  there  won't  be  any  chance  to  inflate.  All  the 
rating  services  should  work  hand  in  hand  to  insure  this  im- 

portant improvement  in  the  validity  of  their  reports,  perhaps 

agreeing  to  rotate  ratings  weeks. 

THIS  WE  FIGHT  FOR:  The  bigger  network 

radio  builds,  tJie  more  important  it  is  to  publish 

m  figures  on  spending  by  clients.    If  nets  furnish 

this  data  (as  they  must),  they'll  be  rewarded  by 
^•1  more  sales,  as  firms  learn  what  rivals  are  doing. 

94 

lO-SECOND  SPOTS 

Radio  results:  In  Worcester,  Mass., 

the  thief  who  robbed  "Doc"  Chauvin's Boat  House  of  four  outboard  motors 

and  two  power  lawn  mower  motors  ad- 

riiitted  he  first  heard  of  "Doc's"  estab- 
lishment on  The  John  Woods  Show 

over  local  station  WTAG.  Station's 
boast:  ■•Kindly  Old  John"  will  either 
sell  your  merchandise  or  get  rid  of  it 
somehow. 

Live  longer:  Merrill  Langfitt,  farm  di- 
rector for  KMA,  Shenandoah,  Iowa, 

lists  in  his  "Monday  Letter"  the  fol- 
lowing good  health  rules  of  Satchel 

Paige,  veteran  ballplayer.  They  might 

well  be  adopted  by  Madison  Avenue: 
1.  Avoid  fried  meats  which  angry 

uj)  the  blood. 
2.  If  your  stomach  disputes  you,  lie 

down  and  pacify  it  with  cool  thoughts. 
3.  Keep  your  juices  flowing  by 

jangling  around  gently  as  you  move. 
4.  Go  ver)  light  on  the  vices,  such 

as  carrying  on  in  society;  the  social 

ramble  ain't  restful. 
5.  Avoid  running  at  all  times. 

6.  Don't  never  look  back;  some- 
thing may  be  gaining  on  you. 

Huh?  The  young  secretary  in  a  Madi- 
son Avenue  office  was  breezing  through 

sponsor-scope  (11  May  issue  I,  con- 
fused the  second  and  third  paragraphs. 

First  paragraph  mentioned  SAG;  sec- 
ond. Exquisite  Form  Brassiere,  Inc. 

Puzzled,  she  asked  her  boss,  "What 

kind  of  brassiere  is  a  SAG?" 

Tough:  AP  reports  that  Warsaw.  Po- 
land, banned  a  new  beverage  called 

Pola-Cola  which  was  intended  as  com- 

munism's answer  to  American  soft 
drinks.  Well,  there  goes  the  chance  for 

some  great  commercial  copy  such  as 

"Have  a  Poke — it's  refreshing." 
Contented  cows:  KGXO.  Dodge  City, 

Kan.,  has  a  farm  program  where  Farm 

Director  Roddv  Peeples  talks  to  the 
cows  rather  than  to  the  farmers. 
MOOOOoooooo. 

On  the  line:  Most  inviting  question- 
naire to  come  along  in  a  while  is  from 

Claude  Barrere.  executive  director  of 

RTFS,  to  its  members.    It  begins: 
1.  Glad  to  belong.  But  all  I  can 

promise  to  do  is: 
a.  Pay  my  dues  I  Ma\   your  breed 

increase  I             [ 

b.  \ttend  some  big  luncheons— 
c.  \ltend  some  other  luncheons        [ 

(1.    Buj     a     few    Sweepstickets    at 
Christmas     [ 
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what  do  YOU  buy 

KV-  ■  richest 

Grade  B 

services.  Your  KATZ  i 

with  the  con  ,ry  abou1 
market  and  the  LEADER  in  St    I 

KWK-TV! 

KWK-TV  has  the  best-knovw 

St    Louis  Television1  Gil  Newson 

Tom  Dailey-    offering  top  rat 
the  local  touch  for  YOUR  c 

the  top-rated  film  programs  available  I 

SPOT  campaign  on  KWK  Ch. 

you  covered  with  this  info! 

OPERATION  ID  offers  oul 

availabilities  on  the  LEADER  in  St   Lou 

KWK-TV  Fifteen  ID's  per  week  betw< 

and  5:00  p.m.  for  $41250'  Five  across  the  DOd- 
10:00  a.m.  pull  a  CPM  homes  of  FORTY  CENTS 

Anytime  is  a  good- time  on  daytime  KWK  Je\e\ 

Pick  your  times  now.  Check  KATZ  for  availabil 
in  the  KWK  OPERATION  ID. 

By  the  way,  the  KWK-TV  5  &  10  PLAN  off 
40%  discount  on  daytime  buys  Check  K„ 

KWK-TV 
has  them  all! 

REPRESENTED   NATIONALLY    BY 

THE  KATZ  AGENCY,  INC. 

the  LEADER  in  St.  Louis  television 

CJ> 

Serving  the 

Great  St.  Louis  Market 

keep,  covered 

IN  ST.  LOUIS 



Your  Radio  Spots  on 

1 
KMBC-KFRM 

'&  ̂/5/  Vown  the  Pike 

The  new  234-mile  Kansas  Turnpike — fast, 
easy  route  to  Kansas  City — brings  thou- 

sands of  new  customers  every  day.  They 
listen  to  the  KMBC-KFRM  Radio  Team  on 
the   pike  and   in   their  homes. 

To  Sell  the  entire  Kansas  City  Trade  Art 

Ever  since  the  magnificent  new  $160,000,000  Kansas 
Turnpike  opened,  smart  radio  advertisers  have  been  selling 

plus  of  new  customers  with  KMBC-KFRM.  These  "pike" 
customers  are  not  "pikers" !  They  come  to  Kansas  City  wil 
pockets  full  of  money  to  buy  all  sorts  of  things. 
They  come  from  far  down  the  pike  in  the  rich 
trade  area  to  the  west  and  southwest. 

The  ability  of  KMBC-KFRM  to  give  you  your  pick  of 
pike  customers  is  no  accident.  A  look  at  the  map  above 
will  show  you  why.  Note  how  the  broad  coverage  of 
KMBC-KFRM  matches  the  Kansas  City  Trade  area. 

And  KMBC-KFRM  assure  you  of  high  listenership  — 
with  potent,  personalized  programming  of  Music,  News,  Spo 

Major  League  Baseball,  Farm  Service  and  Women's  Progra 
It  all  adds  up  to  your  best  radio  buy  in  Missouri,  with 
KMBC  king-sized  listenership  in  the  Kansas  City  area; 
and  KFRM  (a  bonus  to  KMBC  advertisers) 
beaming  your  sales  story  to  the  State  of  Kansas. 

MORAL:  Send  your  message  down  the 
Kansas  Turnpike  via  KMBC-KFRM  and  step-up 
your  sales  in  the  Kansas  City  market. 

For  choice  availabilities,  call  your  colonel  from 
Peters,  Griffin,  Woodward,  Inc. I 

:  V  Kansas  City 

KFRM  fo*  the  State  of  Kansas Basic  ABC  Affiliate 

3 in  the   Heart  of  America 
...ana  in  Television   ■/■■dan  *r\# 

the  Swing  is  to 

DON   DAVIS, 

President 

JOHN  SCHILLING, 

Executive  Vice-Presideri GEORGE   HIGGINS, 

V.P.  and  Sales  Managel DICK  SMITH, 

Manager,  KMBC-KFRM  f» MORI   GREINER, 

Manager,  KMBC-TV 

[■»- 

Peters  Gri 

Woodward 
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IN  THE 

NATION'S  CAPITAL, 
THIS  IS 

THE  ONE  TO 
HCB  BUILD  ON ! 

NBC 

RC   WRC-TV 

Wd  of  May,  the  city  of  Washington  witnessed  the  laying  of 

ttne  for  WRC-TV's  new  $4  million  plant,  the  first  building 
*'  designed  from  the  ground  up  for  Color  Television.  It 
>CMes  the  most  complete,  up-to-date  radio  facilities. 
Wipolitan  Washington  and  for  the  nation  as  a  whole,  the 
mtands  as  a  promise  of  bright  and  colorful  things  to  come. 

For  advertisers  to  the  Washington  market,  it  represents  a  strong 
connecting  link  between  a  successful  past  and  a  more  brilliant  future. 

More  than  ever,  you'll  find  that  WRC-TV  is  the  solid  cornerstone  for 

SHOULD  YOU 

BUY  BARTERED 

TV  TIME? 

Clients  .ii.-  -pin  ,,i 
controversj     .i-     n deals   fin    the  marl 

Here  are  proa  and  • 
oj  bartered  time  d< 

Page  33 

Walter  Lowen 

on  radio-tv 
manpower 
Page  36 

Has  Pulse 

found  an  all- 
media  yardstick? 

Page  39 

RADIO  BASICS: 

buys,  audience, 

trends,  set  data 

Page  47 

your  advertising  plans  in  Washington 

soid  by  (nm)  spot  sales  .vashington.  d. WRC-TV  4 





One  Stands  Out  In 

Des  Moines,  Iowa 
...and  for  more  reasons  than  the  spectacular 
LIGHTED    TOWER 

RATINGS 

AGAIN  & 
AGAIN!! 

NEW     A.    R     B.     REPORT     SHOWS 

19 
KRNT-TV     WITH 

OUT  OF  TOP 
20 

315     FIRSTS     OUT     OF     474 

QUARTER  -  HOURS.     NEWS 
RATINGS     UP     TO     46  6 

HUNT*  TV 
KATZ     HAS     THE     FACTS    ON 

THIS     COWLES      OPERATION 
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DIGEST  OF  ARTICLES 

Should  you  buy  bartered  time? 

33     Clients   an-    split    on    this    controvers)    as    more   deals   glut    the    market. 
Here  are  the  pin-  and  cons  of  barter  with  the  possible  repercussions 

Walter  Lowen  on  ad  manpower 

36     \"  expert  in  advertising  personnel  placement  views  the  current  Madison 

Vvenue  scene,  finds  salaries  at   a   plateau,   unemployment  at  a  minimum 

Found:  an  all-media  yardstick 

39      Pulse   develop-    what    it    terms   advertising's    first    equitable    measurement 
of    all    media:    determines    comparable    cost-per-1,000,    ad    memorability 

Humor  proves  the  perfect  sleeper 

42  Serta    Mattress   Co.   of   Pittsburgh    u-ing  zany   commercials   anil    feature 
film,   went    from    1-Jth    to    fifth    place    among   44   Serta   assembly    plants 

Spot's  first  quarter 
43  TvB    dollar   data    for   first    quarter    reveals   spending   hit    record    high    of 

$117  million.     Meanwhile  spot   radio  really  zoomed,  spending  up  40.5% 

Radio  Basics/May 

47     Debut    of    a    regular    monthly    section    which    will    highlight    key    facts 

about    radio — of    interest    to    both    spot    radio    and    network    advertisers 

FEATURES 

18     \gency  Ad  Libs 

28     19th  and  Madison 

60    Mr.  Sponsor 

55    New  and  Renew 

68   News  &  Idea  Wrap-Up 

5   Newsmaker  of  the  Week 

88   Reps  at  Work 

52   Sponsor  Asks 

84  Sponsor  Hears 

9   Sponsor-Scope 

92  Sponsor  Speaks 

64  Spot  Buys 

92  Ten  Second  Spots 

16  Timebuyers  at  Work 

90  Tv  and  Radio  Newsmakers 

3  1    Washington  Week 

24    Women's  Week 

^ 

In  Upcoming  Issues 

Who  will  make  radio's  first  big  nighttime  buy? 
\n    analysis   of   tin-    factor-    which    make   a   big    nighttime'    radio    break- 

gh  inevitable,  including  costs,  audience  reach 

Preview  of  network  tv  programing 

p    in  \t    issue,    tin     fall    nighttime    network    t\    schedule    with 

i. mi  cost  estimates,  cost  comparisons  with  the  seasons  past 
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LARGEST 
OF    ANY    STATION    IN    IOWA 

According  to  Nielsen 

TV  Leads  in  ALLCate 

Reached  Monthly,  Nu 

Weekly  and   Daily 

Weekly  and  Daily 

AUDIENCE 
OR    ILLINOIS    (outside    Chicago) 

overage  Service,  WOC- 

bries:  Number  of  Homes 

nber  Reached  Weekly  .  .  . 

Daytime  Circulation; 

Nighttime  Circul dation. 

WOC-TV    COVERAGE    DATA   - 

Population 
Families 

Retail  Sales 

Effective  buying   Income 
Source 

Number  TV  Homes 

Source 

1,568,500 
484,800 
11,926,588,000 
$2,582,388,000 
1956  Surve)  of  Buying  Income 
(Saks  Management) 

U  7,902 Ad\ crtiMnj;  Research 
Foundation 

WOC-TV-   Davenport,   Iowa    is    part    of    Central    Broadcasting    Company    which    also    owns    and 

The  Quint-Cities  Station 
— Da\enport  and  Betten- 
dorf  in  Iowa:  Rock  Is- 

land. Moline  and  East 
Molinc  in   Illinois. 

operates   WHO-TV   and    WHO-  Radio«Des   Moines 

Mil*  if 
(  ..I    M    I    Palmer, 

President •  <     Sanders, 

Res.   Mtr 
Mark    Wodlinger, 

Ko     Sales    Manager 
PI   I  I  K\   GRII  I  IN. WOODWARD.   INC 

EXCLUSIVE 
N  \  l  IONAL 
REPRESENTATIVE 
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WBRE-TV  Means 
PERFECT  PICTURE  COMMUNICATION 
to  the  people  of  19  Counties  in  N.E.  Pennsylvania 

An  apple  or  a  lovely  lady  individually  make  a  pretty  picture  .  .  . 

together  they  communicate  a  message  .  .  .  and  that  message  is 

natural  picture  perfection  which  your  clients  products  or  services  get 

on  WBRE-TV  ...  in  full-color  or  black  and  white.  And  with 

2,000,000  potential  customers  to  see  your  message  WBRE-TV  is 

the  "one"  station  in  Northeastern  Pennsylvania  that  guarantees 
coverage  and  eye  appeal. 

AN  Jfcgg  BASIC    BUY   :   National    Representative   :   The    Headley-Reed    Co. 
Counties    Covered:    LUZERNE  LACKAWANNA  LYCOMING  COLUMBIA 
SCHULYKILL  NORTHUMBERLAND  MONROE  PIKE  WAYNE 
WYOMING  SULLIVAN  SUSQUEHANNA  BRADFORD  UNION 

LEHIGH  SNYDER  MONTOUR  CARBON  CLINTON 

An  interesting  method  ol  communication  was  used  in  1690  by 

Amatons  a  French  physician  who  conceived  the  idea  of  sig- 
nalling with  Hags  and  crossbars  on  poles  and  reading  these 

signs  with  the  telescope.  Unfortunately.  Amatons  did  not  have 

the  courage  to  push  his  theory  and  others  profited  by  the 

system  he  originated.  Cumbersome  adaptations  of  Amatons' 
signal  posts  were  used  in  this  country  during  the  Revolutionary 

War.  A  barrel,  a  flag  and  a  basket  mounted  on  a  pole  were 

used  to  convey  a  variety  of  messages  by  changing  the  position 
of  the  articles. 

TV  Channel  28 
WILKES-BARRE.  PA. 



he  week 

The     news:     Iftei    toft-pedaling   ii    /<"    two   seasons,   Pontiat 

ii  ill    \liij>  down   ii   cool   S")   million    01    >»   on    video   l<>   juisli    i/\    1958 
model.  Television  will  pln\  u  ke)  iolr  in  n  crucial  drive  /"  recast 

Poniiac'i  brand  image  foi  n  greatet  appeal  i<>  younget  tmerica  and 
to  fight  of)  the  encroachments  "'  both  high-  <mil  low-price  autos. 

The  newsmaker:  Ernest  K.  Jones,  13-year-old  president  ol 

MacManus,  Jolm  \  \dam-.  Pontiac's  anenc\  of  lon»  standing,  cre- 
ated a  stir  about  a  year  and  a  half  ago  with  his  statement  that  i\  is 

not  a  prime  medium  for  moving  hard  goods.  Tin-  reaction  rathei 
surprised  him  particular  l\  the  trade  press  headlines,  which  tagged 

dim  with  an  anti-u  label.  This  i-  not  true  at  all.  Bays  Jones,  and 

points  to  Pontiac's  new  plan-  lor  t\.  which  include  nearlj  S3  million 
for  half  a  dozen  specials  and  the  pro-football  playoffs  on  the  net- 

work. \nr.  June-  maintain-,  due-  tin-  represent  a  change  in  lii- 

thinking.  He'll  still  stand  \<\  his 
statement  but  wishes  that  people 
rememher  that  the  ke\  word  in  it 

i-  "prime."  \lter  all.  he  add-.  t\ 
will  -till  account  for  no  more  than 

of  I'ontiae's  ad  budget  dur- 
ing the  coining  season. 

Whatever  the  percentage,  t\.  I>\ 

Jones"  own  admission,  will  he  em- 
ployed as  a  spearhead  in  a  cam- 

paign of  great  importance  to  Pon- 
tiac:  To  turn  that  car  from  a 

family-type  auto  with  an  aura  of 

dependability  into  a  brighter, 

more  youthful  version.  This  face-lifting  drive  requires  both  impact 

and  speed — tv.  Jones  feels,  fits  the  hill  on  both  counts.  "It  can 

change  a  brand  personality  faster  than  anv  other  medium." 
This  marketing  strategy  is  not  just  an  excuse  to  give  copywriters 

a  zippy  theme.  Pontiac  shares  with  other  medium-price  cars  a 

squeeze  from  both  lower-price  car-  i  whose  fancy  models  are  actuall) 

in  the  medium-price  category  I  and  luxury  makes  (which  owner-  oi 

low-price  cars  often  leap  to  when  taking  a  step  up  the  social  ladder'. 

Jones  will  be  constantly  in  touch  with  the  marketing  steps  which 

attempt  to  solve  this  dilemma.  Though  as  president,  he  work-  on  all 

accounts.  Jones  is  especial!]  close  to  Pontiac  and  was  running  the 

account  just  before  being  made  president  in  December  L955.  \-  a 
matter  of  fact,  he  started  his  career  with  Pontiac  when  he  came  to 

work  at  MJ&  \  1()  \ears  ago  as  a  "dog  robber"  (meaning  one  who 
works  in  a  lowly  capacity  I.  He  worked  under  the  then  MJ^  \  presi- 

dent \Y.  A.  P.  "Wap"  John,  but  also  learned  plenty  about  the  auto 
business  from  the  late  James  \dams  and  Theodore  MacManus,  both 

of  whom  had  more  than  a  little  to  do  with  Cadillac,  also  a 

MacManus,  John  &  Adams  account.  ^ 

Ernest  ./.  Jones 

SPONSOR 2i  M\v  L957 

PRIMARY 
MARKET 

400,000  people  in  the 
Ann  Arbor  area  respond 

primarily  to  local  radio. 

It's  a  huge  market  AND 
NOT  ADEQUATELY 
COVERED  BY  OUTSIDE 

STATIONS. 

AREA 

Includes  Plymouth, 

Ypsilanti,  Livonia  and 

23  important  industrial 
communities  in  Michigan. 

FIRSTinPULSE 
Most  recent  Pulse 

indicates  WHRV's  strong 
superiority...  18  firsts 

(half  hours)  out  of  24. 

1,000  watts       abc        1600  kc 

Major  league  baseball, 
University  of  Mich,  sports 
Detroit  Red  Wing  Hockey 

6:00-9:00  A.M.    Joe  and  Ralph, 
famous  in  Mich,  area 

I 

Write  for  special  merchandising 

plan  or  contact: 

BOB  DORE  ASSOCIATES 

National  Representatives 
the  door  ■'«  altcay*  optn  .  . . 

*  urn.  m  w« 



1 A.  J.  McCULLOUGH,  Advertising  Manager     ̂   JIM  EHAROSHE,  Salesman -Route  9    |J  ED  BEHMKE,  Salesman- Route 
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'A  very  strong  sales  increase  has 
been  t't'lt  on  the  b1  rength  of  the 
w\i\  show,  it  has  made  people 

aware  of  our  brand  name." 

From  all  quarters,  reports  keep  coming  in 
on  the  sales  effectiveness  of  wxix.  Milwaukee. 

Like  these,  for  example,  from  the  advertising 

manager  and  salesmen  of  Cudahy  Brothers 

Co.,  Wisconsin  meat  packers.  Butcher,  baker, 

candlestick  maker...  they  all  like  the  hefty 

results  they  get  with  low-cost,  top-grade... 
>u  NED  •  CHANNEL  19  IN  MILWAUKEE 

REPRESENTED  BY  I  Its  TELEVISION WXIX 

DICK  MUELLER,  Salesman -Route  10  I    H.  J.  MARTIND  ALE,  Salesman -Route  ]  1  JOHN'  HUTT,  Salesman-  City 

sponsor     •     25  Am    1951 



This  one  television  station 

delivers  four  standard 

metropolitan  area  markets  plus 

•  917,320  TV  sets 

•  1,015,655  families 

•  3V2  million  people 

•  $3%  billion   retail  sales 

•  $6%  billion  annual   income 

WGALTV 
LANCASTER,    PENNA. 

NBC  and  CBS 

STEINMAN  STATION    .    Clair  McCollough,  Pres. 

Representative: 

he  MEEKER  Com 
>w  York 

Angeles 

Chicago 

San  Francisco 
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iiott  significant  tv  and  railm 
news  of  the  week  with  interpretation 

in  depth  for  l>usy  readers 

SPONSOR-SCOPE 
25  MAY 

Cfvyrliht    l»57 
SPONSOR  PUBLICATIONS  INC. 

Now  that  tv  is  pretty  well  on  the  rails  for  this  fall,  radio  i«  moving  forward  an  tin- 
No.    1    attention-getter. 

This  week   von  could  sense  the  excitement  continuing  to  kindle  around  whs] 

had  been  considered  a  humdrum — if  not  ramshackle     medium. 

Keener  and  more  sensitive  reps  even  were  beginning  to  e\oI\c  ■  kind  of  "moti- 

vations" philosophy  about  radio  and  its  comeback.  Here  i^  what  the)  told  SPONSOR- 
SCOPE: 

Tn  pinpointing  a  pitch  to  an  advertising  prospect,  try  to  address  yourself  to  ■ 

member  of  the  older  generation.    He'll  be  your  besl  booster,  because: 
•  lie  came  lip  in  the  heyday  of  radio,  and  likes  to  be  identified   with   it-   glamour  and 

successes. 

•  He  has  an  appreciation  of  what  the  medium  ean  do. 

Somewhat  curiouslv.  though,  the  younger  Fellows  heretofore  prone  to  pooh-pooh  radio 

is  a  buggv-whip  curiosity  are  beginning  to  soften  up.    That  may  be  due  to: 

•  Ford's   spectacular   $5.5   million    (gross)    network  buy. 

•  Radio's  insistence  that  it  has  never  lost  hold  on  the  public  that  it "s  economical,  and 
that  it  "stays  modern." 

Finding  attentive  ears  for  radio's  story  may  not  be  so  hard  as  you  mJghl  guess 

offhand.  That's  what  Walter  Lowen,  retired  personnel  expert,  implies  in  a  talk  with 
SPONSOR    (see  page  36K 

Lowen   ridicules  the  much-quoted   wheeze  that  advertising  is  a  young  man'«  game.    S 
he :  The  average  age  of  men  in  key  spots  is  55. 

(Incidentally.  Lowen  also  thinks  that  the  clover  on  Madison  Avenue  is  ahout  as  high 

as  it  will  get  for  a  while — there's  no  acute  manpower  shortage,  so  salaries  are  topping 
off.) 

Henry  Schachte.  Lever  Bros,  ad  v.p.,  is  a  firm  disciple  of  the  cult  that  says. 

"When  in  radio  use  lots  of  it." 
His  comment  after  listening  this  week  to  a  radio  network  pitch : 

"We've  never  had  a  failure  where  we  used  frequency." 

A  partner  in  a  major  rep  firm  has  accompanied  his  salesmen  on  their  agency 

rounds  for  two  weeks  to  find  out  what  services  media  people  want  most  these  d 

His  findings,  as  digested  in  an  office  memo  this  week: 

1)  A  clean  and  clear  availability  sheet  showing  rates,  programing,  and  rating. 

2)  A  program  sheet  showing  the  availability  of  locally  produced  shows,  with  names 

of  personalities,  description,  etc. 

3)  A  digest  of  the  station's  rate  card  attached  to  all  forms  of  information. 

Somewhat  surprisinglv.  few  buyers  wan'   data   abou'   the   station's   market.      Thev 

figure  most  such  material  is  dated:   moreover,  the  agency's  own    research   or   marketing  de- 
partment has  information  of  this  type  on  file. 

A  film  theatre  operator  in  Lincoln,   Neb.,  once  more   validates  the  old   adage 

that  if  you  can't  lick  'em.  join  'em. 
The  local  Varsity  Theatre  is  buying  spots  on  KOI.VTY-  late  movie  show   b>  sell  the 

house's  current  attraction.    Box  office  results  after  three  weeks  :  excellent. 
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SPONSOR-SCOPE   continued  .  .  . 

You  can  work  yourself  into  a  fine  state  of  schizophrenia  over  the  air  media 

these  days.  Are  the  networks  causing  the  spot  people  undue  headaches?  Who's  doing  what t<>  whom? 

This  week  the  cold,  mathematical  facts  emerged: 

•  CBS  and  NBC  radio  continued  pointing  to  the  higgest  first  quarter  in  several 

years. •  Meantime  SRA  reports  a  40.5%  zoom  in  gross  spot  sales — $48,829,000  for  the  first 
quarter  this  year  vs.  $34,750,000  for  1956. 

•  And  TvB  boasted  of  a  $116,935,000   initial  three  months  vs.  $100,209,000  the 

year  before. 

(For  details,  plus  ;i  breakdown  of  tv  spot,  sponsor  expenditures  for  1957's  first  quarter, 
see  page  43.) 

Madison  Avenue  agencies  this  week  described  Bob  Eastman,  ABC  Radio  Net- 

work president,  as  behaving  like  a  man  with  a  well  crystalized  plan  of  action. 

Among  the  things  he's  been  telling  them: 
•  ABC  Radio  means  to  establish  a  realistic,   happy   relationship    with    affiliates,   mak- 

ing sure  that  everybody  gets  a  gratifying  piece  of  the  pie. 

•  ABC  Radio  will  practice  strict  adherence  to  the  rate  card. 

•  All  network  programing  will  be  pretested    (live),   evaluated    in    light   of   local  pro- 

graming needs,  and  checked  for  advertiser-agency  impression  before  it  goes  on  the  air. 

•  ABC  Radio  conceives  of  its  shows  in  terms  of  actual  sales  results — not  just  ratings. 

A  toprung  Madison  Avenue  agency  this  week  declined  to  accept  a  radio  net- 

work's unsolicited  "bonus"  on  a  three-months'  buy. 

The  network  was  told:  "Please  bill  us  according  to  the  ratecard.  We  want  to  avoid 

the  embarrassment  of  finding  out  later  that  one  of  our  client's  other  agencies  got 
an  even  better  'bonus'  than  ours." 

Problem:  Catch  a  special  audience;  Catch  it  away  from  home;  and  catch  it  in  the 

act  of  consuming  your  product.    Here's  this  week's  answer: 
The  buy  is  a  late  Friday  evening  quarter  hour  on  WRCA.  New  York,  by  Schaefer  beer 

through  BBDO  for  a  minimum  of  13  weeks. 

The  target  is  boatsmen — whose  weekend  stores  usually  include  both  a  portable  radio 
and  a  case  of  beer. 

Program  content:  Weather  and  tide  reports,  and  taped  interviews  with  air  person- 
alities who  likewise  are  weekend  boatsmen. 

Within  six  weeks,  CBS  Radio's  nighttime  and  weekend  sales  plan,  Impact,  has 
quadrupled  its  sponsored  segments. 

The  scoreboard:  On  15  March  (when  the  plan  wfent  into  effect)  11  segments;  13-week 
orders  as  of  1  June  total  44  segments. 

Matching  NBC  Radio's  $200,000  order  from  Pabst,  CBS  Radio  this  week  picked  up  a 
weekly  quarter-hour  for  Godfrev  from  American  Home,  effective  3  July. 

This  experience  by  a  major  agency  may  not  be  entirely  typical,  but  it  indicates  that 
few  radio  stations  have  their  heart  and  soul  in  NCS#2. 

The  account  involved  in  this  instance  is  budgeted  at  around  $2  million,  with  distribu- 

tion in  New  England.  New  York.  Pennsvlvania,  and  Maryland. 

The  client  wanted  to  switch  from  newspapers  to  spot  radio  on  a  52-week  basis. 

So  the  agencv  asked  reps  for  coverage  information  based  on  NCS#2. 

Unanimous  reply  from  reps:    Sorry,  we  don't  have  it. 

Now  the  agency  is  solving  the  problem  by  (1)  taking  the  interference-free  con- 

tours of  those  stations  within  the  product's  marketing  area  and  analyzing  the 

Pulse  on  all  counties  involved:  (2)  selecting  its  list  by  estimating  which  stations  pro- 

duce  the  largest  audience  in   a   given   area  at  a  given  time. 
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, SPONSOR-SCOPE  contamti 

Ml<  -IN    len'l  patting  much  heat  on  sponsors  to  telecMl  their  ihowi  in  <<>l<u 

Whether  a  facilities  rate  rani  for  color  will  be  baaed  i->  wtill  nndetermined.    \t 

present,  the  onlj  extra  charge  is  for  use  "f  the  color  studio. 
NBC  TV-  earlier  efforts  in  impose  a  color  quota  foi   lilm-  controlled  I'    iIh-  network 

drew  protests  from  agencies.   (The  additional  e<>»t  for  color  in  .1  half-hoar  film  -li"\\  i-  ̂i'..1" 

Trends  have  a  »nv  of  sneaking  op  in  tvi  Thus  the  trade  sudden!;   has  discov- 
ered  thai  next  fall  there  will  be  almost  as  manj  shows  headed  up  bj  vocalists  as 
westerns. 

SPONSOR-SCOPK's  recheck  this  week  of  paid  programs  set  for  fall  indicates  I  I  west* 
eniS  ami  10  programs  fronted  by  singers. 

The  vocalist  roster:   Perry   Como,   Edrlie  Fislicr.   Dinah   Shore,   Patrice   Munsel,   Gisele 

Mac -Ken/ie.   I'atti   Page.   Pat  Boone,  Guy  Mitchell,  Frank   Sinatra.   Ernie   Ford. 

In  terms  of  actual  hours,  it  doesn't  look  an  though  film  will  clobber  live  pro- 
graming too  badly  in  the  sponsored  lineups  of  the  three  network-   next   Tail. 

This  week's  count  shows  201/.  hours  of  film  and  26  hour-  of  live  programing.  I  he ratio:  51  film  to  46  live. 

Last   fall   the   ratio   in   hours   was  S3  live  vs.  47  film. 

A  sign  that  prospects  for  network  tv  program  sales  are  thinning  out:   One  of 

the  leading  Hollywood  producers  offered  his  show  on  a  guaranteed-eireulation   basis. 

The  Madison  Avenue  agency  approached   by  the  producer  told   SPONSOR-SCOPE   tin- 

only  reason  it  turned  down  the  deal  was  that  it  couldn't  use  that  particular  property. 

Sliderule  prophets  have  dreamed  up  still  another  method  for  determining 

which  of  two  available  shows  is  the  right  choice  for  a  particular  product. 

As  explained  to  SPONSOR-SCOPE  this  week,  the  formula  work<  this  way: 

Say  the  product  is  bought  mainly  by  people  under  50. 

Program  A  gets  a  30  rating,  but  50T  of  the  audience  is  over  50.  Reduced  to  actual 

"sales  ■weight."  that  rating  becomes  a  "potential  market"  of  15. 
Program  B  has  a  20  rating,  but  80^  of  of  the  viewers  arc  in  age  groups  under  50. 

Applving  the  "sales  weight"  principle,   vour  "potential  market"   rating  hecome-    16. 

That's  slicing  it  prettv  thin — but  as  one  aaency  tv  executive  put  it.  "Fife  would  be  too 
simple  for  the  creative  judgment  were  it  not  for  the  mathematician. 

For  sponsors  curious  about  where  their  money  goes  when  they   buy   an   expensive  live 

sh»w.  here's  the  cost  breakdown  for  a  typical   musical   hour   priced    at    8100.000: 

Permanent  star  ($6,000)  and  guest  stars 

Choreography  _  3,000 

Producing  staff  .  H^0 

Writers  and  royalties  l.i>00 

Orchestra,  chorus,  arrangements  •  ' ' 
Studio  production,  cameras,  wardrohe.  etc.  L8, 

Talent  agency  controlling  the  star 

AFTRA,  social  security,  taxes  -•' 

Contingencies    l.iOO 

Network's  share  for  creation,  supervision,  etc.  . .000 

Client  agency's  commission  l.-t.OOO 

TOTAL    $100,000 
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t: SPONSOR-SCOPE    continued 

The  tricky,  animated  lead-in  for  commercials  seems  to  have  lost  much  of  its 
bloom  among  advertisers. 

In  fact,  a  counter-trend  toward  more  and  more  live-action  film  definitely  is  in 

sight. 

SPONSOR-SCOPE  this  week  asked  the  10  leading  agencies  about  their  use  of  live-action 
vs.  animated  commercials  in  recent  months,  and  the  ratios  averaged  out  to: 

Live-action,  80%;  animated  commercials,  20%. 

Moreover,  the  same  check  also  indicates  that  commercial  production  is  becoming  well 

stabilized,  for  cost  estimates  from  producers  now  are  amazingly  close.  One  agency  Teported 
that  recently  in  a  bid  for  a  $4,000  project  three  producers  were  only  $10  to  $20  apart. 

The  drop  in  the  ratio  of  animated  cartoons  seems  to  indicate  that  cycles  in  commer- 
cial popularity  change  with  about  the  same  rapidity  as  cycles  in  entertainment 

programing. 

The  sad  fortunes  of  animation— one  agency  commercial  director  told  SPONSOR-SCOPE 

— might  be  traced  to  a  combination  of  ultra-stylism  and  imitation. 

He  put  it  this  way: 

UPA's  high-style  technique  exploded  a  trend.  Then  some  UPA  employees  went  off  on 
their  own  and  developed  variations  and  abstractions  of  the  UPA  style.  Eventually  that  can- 

celed out  the  novelty  and  brought  about  a  "phoney"  tinge. 

Bristol-Myers  is  cutting  back  its  local  feature  film  commitments  end  of  next 
month,  dropping  Philadelphia   (but  retaining  New  Orleans  and  Fort  Worth). 

B-M  ad  manager  Don  Frost's  commentary  to  SPONSOR-SCOPE  on  the  firm's  sponsor- 
ship of  feature  films: 

"These  campaigns  have  worked  out  very  well  for  us.  The  ratings  and  results  have 
been  good.  Our  withdrawal  from  Philadelphia  is  just  a  case  of  wanting  to  make  a 

change  in  markets  where  the  pressure  at  the  moment  is  not  so  great." 

Frost  added  that  plans  for  using  feature  films  in  other  markets  weren't  firm  right  now. 

J.  B.  Williams  soon  may  be  readying  a  campaign  for  its  new  version  of  Aqua- 
Velva.  The  story  behind  this  change  could  become  a  legend  similar  to  the  one  about  the 

advice  to  Coca-Cola:  "Bottle  it!" 

What  happened  at  Williams  was  this:  Somebody  suggested  changing  the  color  of 
the  after-shave  lotion  from  amber  to  blue — because  blue  is  associated  with  coolness. 

A  field  test  was  made  in  which  "guinea  pigs"  were  asked  to  apply  the  amber-colored 
liquid  to  one  cheek  and  the  blue  version  to  the  other.  Almost  unanimously  the  blue  lotion 

was  voted  more  cooling  than  the  warm-hued  one. 

What  is  the  immediate  ambition  of  a  timebuyer? 

SPONSOR-SCOPE  did  a  random  check  among  20  this  week  and  found  their  dreamstuff 
was  to: 

Get  out  of  the  details  of  timebuying  as  qxiickly  as  possible  and  become  a  mem- 
ber of  a  product  group. 

This  also  has  its  rueful  side:  Before  a  timebuyer  can  move  up,  he  or  she  has  the  tedious 

task  of  breaking  in  a  successor. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  55;  Spot  Buys,  page  64;  News  and  Idea  Wrap-Up,  page  68;  Washington 
Week,  page  81;  SPONSOR  Hears,  page  84;  and  Tv  and  Radio  Newsmakers,  page  90. 
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NETWORK 

QUALITY 
at  the  local  level! 

WIDE,      WIDE      TEXAS 
The  show  —  Wide,  Wide  World,  the  engineering  and  production 
facility  —  KPRC-TV,  the  assignment  —  live  camera  covei 
the  70-mile  Houston  ship  channel  from  sea,  air  and  land  in  a 
20-minute  period.  A  48-nian  KPRC-TV  staff  with  supplemen- 

tary personnel  and  equipment  delivered  coverage  for  the  network, 
using  nine  cameras  located  on  a  shrimp  boat,  helicopter,  battle- 

ship, moving  truck  and  atop  a  grain  elevator.  The  art  of  knowing 
how  in  Houston  belongs  to  KPRC-TV  .  .  .  the  most  potent 
advertising  force  in  the  Houston  market! 

KPRC-TV HOUSTON 

CHANNEL  2 

JACK    HARRIS 

Vice  President  and  General  Manager 

JACK    McGREW EDWARD    PETRY    A    CO 

KPRC-TV ■ FIRST    INEXPERIENCE    WITH    OVER    900    MAN-YEARS 





The  April  National  ARB,  just  out,  shows:  In  daytime  entertainmenl  programs,  N 
Television  now  leads  the  second  network  in  15  out  of  18  competitive  quarter-hours. 

In  just  one  year,  NBC  Television's  daytime  entertainiiK 'nt  audience  ha-  increased  1 8%. 
This  is  the  greatest  one-year  growth-story 

in  the  entire  history  of  television. NBC  TELEVISION 



CASE    HISTORY 

-HOTELS      ̂ fc^A     §!£ 
\A 

Disneyland  Hotel,  adjoining  world-famed 
Disneyland  Park,  had  two  problems  at  the 
start  of  1957: 

1.  Guests  had  registered  from  10  stale-  and 
foreign  lands,  but  not  enough  of  them  were 
from    Southern    California. 

2.  Superb  convention  faeilities  weren't  being 
used  sufficiently  by  clubs  and  businesses. 

Edward  L.  Koblitz,  President  of  The  Ed- 
wards Agency  Inc.,  Los  Angeles,  aimed 

squarely  at  both  targets  with  a  human-in- 
terest radio  news  commentary  late  each  after- 

noon on  KBIG. 

"We  Sought  the  Medium  which  would  give 
greatest  coverage  at  most  reasonable  cost" 
write-  Koblitz.  "We  wanted  to  beam  heavy 
into  Los  Angeles  and  Orange  Counties  and 
along  the  Coast  from  San  Diego  to  Santa 
Barbara.  Happily,  Sidelights  in  the  News, 
expertly  created  by  your  program  director 
Alan  Lisser,  has  proved  the  magic  answer 
in  attracting  local  clientele  to  this  fine  resort 
hotel  . 

"To     Sell     Our     Meeting     Faeilities,     we 
stressed  'Make  Your  Convention  a  Family 
Affair',  devoting  entire  commercials  to  busi- nesses who  became  our  customers. 

"Our  Guest  List  today  shows  a  record  num- 
ber of  names  from  local  communities,  and 

business  usage  has  hit  an  all-time  high  •.  .  . 
proof  indeed  that  KBIG  really  registers 

throughout  all  ihe  Southland." 
Ask  your  Weed  man  for  other  case  histories 
aplenty  to  help  you  evaluate  Southern  Cali- 

fornia   radio. 

0 
KBIG 
The  Coialma  Station 

10.000  Watts 

740  "\£T 

JOHN  POOLE  BROADCASTING  CO. 
6S40  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-320S 

Nat.  Rep.  WEED  and  Company 

It. 

Timebuyers 
at  work 

Edna  S.  Cathcart,  J.  \I.  Mathes  Inc.,  New  York,  timebuyer 

for  Canada  Dry,  thinks  there's  no  room  for  complacency  in  time- 

buying.  "My  14  years  as  buyer  for  radio  and  television  on  all  our 

accounts,''  Edna  says,  "have  given  me  much  experience  for  which 

I'm  grateful.  But  I  find  that  each  day  is  a  da)  for  learning.  Ours  is 

an  ever-changing  business."  She 
points  to  the  man)  trends  which 

affect  timebu)  ing.  "New  station 
management  or  program  format 

can  change  listening  habits  in  a 
few  short  months.  Radio  networks 

are  still  developing  new  patterns. 

And  television's  continued  rapid 
growth  means  day-to-day  changes. 

There  are  shifts  in  the  public's 
buying  habits.  Industries  build  and 

expand  giving  new  importance. 
Research  grows  and  develops. 

There  are  new  clients  with  new  problems  and  old  clients  with  new- 

problems."  The  one  thing  that  remains  constant,  she  says,  is  the  '"re- 
sponsibility of  spending  the  clients  dollar  wisely  and  profitably.  This 

means  careful  study  of  every  phase  of  media  in  relation  to  the  client's 
product."  Edna  concludes,  "A  whisper  that  sales  are  up  is  enough 
to  keep  me  happily  rolling  up  my  sleeves  to  tackle  each  new   day. 

Elaine  Whalen,  Emil  Mogul  Co.,  New  York,  timebuyer  for  Revlon, 

comments:  "1  have  seen  a  great  deal  of  trade  material  written  about 
improving  salesman-Luyer  relations,  but  what  is  too  often  neglected 

is  buyers  and  salesman's  area  of  responsibility,  respectively.  Too 
many  buyers  expect  the  salesman  to  carry  the  burden  for  the  buvet  9 

individual  accounts  and  that  often- 

times makes  for  hard  feelings 

between  them.  I'm  amazed  when 

buvers  complain  that  a  salesman 

is  poor  because  he  'never  improves 

my  spots.'  To  me.  it's  the  buyer's job  to  watch  his  clients  spots  and 
initiate  improvements  and  changes 

where  necessary.  Carried  to  it  s 

logical  extreme,  one  can  assume 

that  if  this  were  the  salesman's 
responsibility,  it  would  then  follow 
that  he  should  notify  the  buyer 

that  his  station  has  dropped  from  second  to  fourth  place  in  the 

latest  rating  and  that  the  buver  should  consider  cancelling.  How 

long  could  such  a  helpful  salesman  hold  his  job?  \a  hat  it  l>nil~ 
down  to  is  that  the  buyer  must  avoid  the  path  of  least  resistance 

and  assume  complete  responsibility  -  keeping  up  with  trends, 

adopting    a    flexible    buying    attitude    and    upgrading    schedule-. 
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WEAU-TV 
Eclu  Claire 

in  Wisconsin 

With  the  advent  of  our  new 

1000  foot,  maximum  power 

tower,  WEAU-TV  comes  into 

its  own  .  .  .  delivering  you  a 

market  of  more  than  a 

quarter-million  TV  families. 

DULUTH- SUPERIOR 

Ol SPOON ER 

WAUSAU 

>L1/?  ST.  PAUL 

),\W<  EAU 
x    J$)  ~  CLAIRE 
v  ̂MXrochester 
\ 

...   L  \ 

GREEN   BAV 

JtwL    LA   CROSSE 

YOUR  BONUS 
COVERAGE:   Twice  the  area 

previously  covered. 

MARKET:    100,000  more  viewing, 

buying  families 

IMPACT:  WEAU-TV's  is  a  single- 
station  market  assuring 

you  of  saturation  coverage. 
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IN    THE    AGRICULTURAL    HEART 
OF    THE    PACIFIC    NORTHWEST 

Wenatchee,    Wash. 

SERVES  20,000 
RADIO  FARM  HOMES 
KPQ  covers  this  diversified  farm  area 

from  every  angle,  with  the  most  com- 
plete farm  news  available.  In  fact,  KPQ 

is  the  only  radio  station  in  Central 

Washington  with  a  full-time  farm  news 
editor. 

MEET  OUR 

FARM   NEWS 

EDITOR 

JACK   JETT 
A  native  of  Wenotchee,  with  a  back- 

ground of  orchard,  wheat,  and  cattle, 
ranch  work;  U  of  Wash.  School  of 
Journalism;  formerly  full-time  ag  edi- 

tor for  Wenatchee  World;  has  con- 
tributed farm  articles  to  AP,  UP, 

INS,  Spokesman-Review,  Seattle  PI, 
Seattle  Times,  and  well-known  farm 
publications;  member.  Wash.  State 

Horticultural  Assn.,  Cattlemen's  Assn., 
Crop  Improvement  Assn.,  Wheat 

Growers  Assn.,  Nat'l  Assn.  Radio  & 
TV  Farm  Directors,  American  News- 

paper Editors  &   Reporters  Guild. 

TWO    FARM    SHOWS     DAILY: 
5:25  AM  to  7  AM 

12:30  PM  to  1   PM 

by  Bob  Foreman 

5000  WATTS 
560  KC 

(ABC-NBC  Affiliate) 

National   Reps: 

FORJOE  &  CO.,  INC. 

Seattle   &    Portland    Reps: 

ART   MOORE   &   ASSOCIATES 

Wenatchee,  Wash. 

Apple  Capital  of  the  World 

Agency  ad  libs 

The  importance   of  being  different 

'I  here  haw  heen  some  pitln  comments  made 
of  late  on  the  subject  of  advertising  eop\  which 

would  be  well  worth  the  study  of  practitioners  of 

the  business.  Although  these  remarks  pertain  to 
all  media,  there  was  much  of  substance  for  those 

who  major  in  television  commercials  in  the 

statements  made  by  Whit  Hobbs  (BBDO)  and 

Roy  Whittier  (ex-Y&R)  at  the  recent  4A's 
session.  These  talks  are  available  or  will  be  soon  and  rather  than 

crib  from  them  here,  I  shall  devote  my  words  today  to  a  set  of  dicta 

not  available  but  equally  substantial  and  on  the  same  subject. 

The  gentleman  who  made  the  remarks  is,  I  daresay,  one  of  the 

leading  exponents  of  Personality-in-Advertising  and  has  scores  of 
exhibits,  in  all  media,  to  demonstrate  that  he  does  not  set  up  criteria 

for  others  that  his  company  cannot  meet  in  its  own  advertising.  His 

name  is  Martin  Revson  and  almost  any  day  of  the  week  you  can 

see  examples  of  what  he  means  on  your  tv  tube  or  in  the  class 

magazines  when  he  states  that  advertising  must  have  a  Personality  - 

Which-Sets-It-Apart,  not  merely  from  competitors'  efforts  but  from 
those  of  all  advertisers.  Call  it  That-Ofl-Beat-Look,  a  Distinction, 

a  Character-All-Its-Own. 

The  commercial  must  say  "Me,  me,  me!" 
You  have  only  to  look  at  Revlon  advertising  in  print  or  broadcast 

to  see  a  good  example  of  this.  The  "Revlon  look"'  is  perhaps  as  readily 
discernible  an  Advertising  Personality  as  any  in  the  entire  business. 

It  is  achieved  neither  by  luck  nor  in  haste  but  by  dint  of  the  hardest 

kind  of  work  in  several  agencies  supervised  every  pica  and  foot 

of  the  way  by  George  Abrams.  Bill  Mandel  and  the  other  Revlon  ad- 

folks.  Only  complete  devotion  to  this  principle  of  Personality  Adver- 
tising and  constant  dissatisfaction  with  anything  that  is  short  of  a 

great  ad  makes  it  possible. 

There  are  those  who  might  read  into  my  comments  that  it  would 

be  a  miserable  lot  to  work  for  an  advertiser  who  insists  on  Greatness- 

per-ad  and  approves  only  what  adheres  to  so  personal  a  premise  as 
Personality.  Let  me  dispel  this  idea  at  once.  True  if  you  (copy 

writer,  account  man  or  product  manager  I  are  yourself  content  w  ith 

the  less-than-great,  your  life  on  such  an  account  would  be  frightening. 

But  if  the  business  of  developing  outstanding  advertising  stimulates 

you  ...  if  you  find  the  search  for  and  creation  of  exciting  cop\ 

and  concepts  a  pleasure  ...  if  you  enjoy  expending  the  effort  neces- 

sary to  the  making  of  ads  that  are  not  only  lovely  things  to  look  at  but 

which  at  the  same  time,  work  and  work  fast  I  next  day.  for  instance) 

.  .  .  well,  M.R.  and  George  are  in  your  camp.  This  camp,  however, 

does  not  welcome  the  Eagle  Scout,  the  dilettante,  nor  the  9  to  5 

operator. 
I've  always  been  somewhat  reluctant  to  effuse,  as  above,  about 

advertisers  with  whom  I  work  since  I'm  afeered  of  being  tagged  an 

i;; SPONSOR 
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Af 

"coverage" 
KVOO-TV  blankets  north- 

eastern Oklahoma  with  the 

tops  in  network  and  local  pro- 
gramming. This  coverage  is 

backed  up  by  revealing  market 

research,  merchandising  and 

promotion  aids,  and  constant 

attention  to  your  account  and 

problems. 

"wampum" 
KVOO-TV  blankets  a  Si- 

billion  market.  Out  of  the  top 

90  key  industrial  markets, 
Tulsa  has  the  fastest  dollar 

value  growth  of  any  city  in 

the  nation.*  If  you  have  some- 
thing to  sell,  you  can  sell  more 

of  it  in  northeastern  Okla- 

homa .  .  .  over  KVOO-TV. 

•U.  S.  Census  of  Mfg.,  U.  S.  Dept.  of 
Commerce 

NOW    A 

A  wide  selection  of  good  spots  in  popu- 

lar participating  shows.  I.D.'s,  20  sec, 

and  1  minute  spots  in  all  classes.  Check 

up  to  the  minute  availabilities  with 

your  nearest  BLAIR-TV  man. 

KVi channel 

For   current   availabilities     , —         J 
contact   any   office   of     BLAIR  TV fice   of     BLAIR -t\ 

20 

Agency  ad  libs  continued 

apple-polisher.  Furthermore,  I  hate  fruit.  In  this  case  though,  1  II 

run  the  risk  since  the  points  Martin  makes  seem  to  me  to  be  so  valid, 

so  pertinent  and  so  important — yet  so  seldom  recognized  1>\  the  folks 

who  are  doing  our  commercials  and  our  print  ads  these  da\s. 

'"Take  Marlboro  cigarettes,"  said  Martin.  "They've  got  it.  They've 

built  a  personality  for  themselves  and  with  all  cigarette  copy  look- 

ing so  much  alike — and  so  little  that  can  he  said  about  any  brand, 

it's  all  the  more  \  ital  to  find  a  way,  a  technique  to  set  yourself  off 

from  the  mob.  Ever)  commercial,  every  ad  must  say — 'Me,  me,  me!' 
and  clearly  show   that  it  does. 

You  can  tell  a  Breck  ad  at  50  paces 

"Take  Breck,"  he  went  on.  "They've  got  it.  You  can  tell  a  Breck 
ad  at  50  paces.  It  reeks  of  class  and  distinction  and  its  own  special 

character.     No  wonder  people  buy  the  product! 

"If  you  can't  develop  an  Advertising  Personality  for  your  product, 

you  ought  to  fold  up  shop  and  quit.  You  just  haven't  got  a  chance 

these  days.  Even  the  weight  of  dollars  won't  take  the  place  of 

advertising  different-ness." 
All  of  which  is  just  a  fraction  of  what  he  said  and  is  expressed 

in  words  far  less  colorful  than  he  used.  But  you  get  the  drift. 

Thumb  through  your  magazines  or  pay  close  attention  to  a  full 

night's  fare  of  tv  commercials  and  note  how  much  of  it  echoes  what 
you  just  saw  for  another  product,  how  it  says  the  same  thing  in  the 

same  manner.  Note  too  how  little  you  recall  at  the  end  of  the  evening 

because  so  little  of  it  had  the  distinction  to  be  recalled.  Then  sit  back 

and  think  of  how  to  create  this  Personality. 

As  Martin  puts  it.  "All  the  agency  research  charts  and  all  the 
marketing  experts  in  the  world  wont  solve  the  problem.  It  takes  a 

guy  or  a  gal  with  a  pencil  and  an  inspiration."  ^ 

The   "Revlon    look"   is   perhaps  as   readily  discernible   an   advertising   person- 
ality  as   any   in   the  business.     It    is  achieved    by   the   hardest    kind    of   ̂ <>rk 
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9i$  tea$ue  signal! 
Who's  or\  first  in  Cleveland  radio? 

From  6  AM  to  midnight 
PULSE  shows  that 

all  stations  trail  WERE 

87.5%  of  the  time. 

WERE  leads  in  63  of  the 

total  72  quarter  hours,  and  is 

on  second  for  the  other  nine. 

Nothing  less. 

Know  a  better  place  to 

make  u,our  pitch  than  on 

Cleveland's  Sound 
Listening/Selling  Habit 

RICHARP  M.  KLAUS 

\.  ice   President  6 

Qeneral  Manager 

Represented  Nationally  bu,  Venard.  Rintoul  &  McConnell.  Inc. 
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Newsfilm  tells  the  world, 



A'<  W8film  is  global  not  onlj •  '•  ■■■  of  news,  l.nt  also  ii 
distribution.  There  are  subscriber 

•    around  theworld.  In  I. 
Denmark,  Holland  and  Lux- 

[n  Au  tralia  and  Japan, 
h  Hawaii  and  Alaska.  In  Canada, 
Cuba,  Mexico  and  Argentina. 

for 

Ni  vsfilm's  worldwide  growth.  [1 
newscoverj  a|, 
complete.  [1      a  produi         I  BS 
News,  known  the  world  ovi 

broad©   ti  th- 
eringorganizati(  I  third, 

Newsfilm  is  the  only 
service  produa         ecially 

and  exclusively  :■ 
use  of  television  statii 

I  >ne  major  subscriber 

to  this  service  is  [ndi  - 

pendent  Television 
News  Limited,  the 

network  newsservice 
for  Great  Britaii 

commercial  television 

system.  According  to 

Editor  Geoffrey  Cox  of 

itn:  "Nt  wsfilm  lias  been 
of  immense  valui 

We  have  been  able  to  rely  on 

it  with  complete       lidence 

as  the  foundation  of  our  foreign 

cov.  ..not  only  in  the  Unr 

but  throughout  the  r 
theworld.  Particularly.  A 

orting  of  major  ha:  p< 
has  been  outstandii  [ 

Awordtotheworldl; 

film  is  available  to  all  stt 
home  and  abr 

information  from  .  .  . 

CBS  TELEVISION 
FILM  SALES,  INC. 
"...  the  best  film  .  *  t'.,r  nil  stations" 



BALTIMORE 
when 

you ride  with 

.  1 1 1 1  i  1 1 1  I  ] 

--.! 

REPRESENTED   BY 

JOHN   BLAIR  AND  CO. 
'i 

ISews  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Adwomen  are  defensive,  according  to  ad  employment  expert 

Walter  Lowen.  He's  the  father  of  Ruth  Lowen,  who  took  over  his 

job  counseling  business  early  this  month  las  reported  in  Women's 
Week  18  May;   see  also  the  story  on  Walter  Lowen.  page  36. 

Why  are  women  defensive'.''  Because,  says  Lowen,  they  tr\  too 
hard  in  their  advertising  jobs.  A  man,  once  having  achieved  recog- 

nition, will  ride  with  his  success.  A  woman  keeps  trying  to  prove 

herself.  She's  tense,  not  relaxed,  insecure.  She's  eternalK  reaffirm- 

ing to  herself  and  to  the  world  that  she's  a  pro. 
The  biggest  single  factor  in  making  women  professionals  in  adver- 

tising, says  Lowen,  was  the  emergency  of  the  lady  timebuyer.  This 
move  was  the  first  crack  in  the  wall  between  clerical  and  executive. 

Are  you  an  eye-blinker?  Well,  every  woman  is.  But  the  frequency 

with  which  you  blink  your  eyes,  especiallv  when  \  ou're  in  a  product- 
stocked  super  market,  is  one  of  the  over-the-cocktail  and  or  dinner 
table  topics  destined  for  any  current  entertaining  in  vour  menage. 

Even  if  you,  your  husband  or  your  current  amour  aren't  in  adver- 
tising, your  guests  will  be  chatting  at  a  gossipy  clip  about  Vance 

Packard's  Hidden  Persuaders.  His  report  I  McKay.  $4  I  on  "symbol 

manipulation''  in  motivational  research  comes  up  with  ideas  both 
new  and  old — but  always  in  a  new-  package.  Over  the  next  Bloody 
Mary,  Coke  or  gin  and  tonic  y  ou  11  find  yourself  immersed  in  Pack- 

ard's answers  to  such  provocative  queries  as  "Why  has  the  DeSoto 

been  very  popular  with  middle-aged  ladies?"  (The  answer  is  dis- 
appointinglv  un-Freudian :  A  DeSoto  symbolizes  conservatism  and 
responsibility,  with  a  dash  of  money  and  pride. ) 

Women  are  devious — but  another  word  is  subtle.  If  they  don't 

get  what  thev  want  directlv.  they'll  do  it  indirectly — both  in  business 
and  in  private. 

Bea  Johnson,  who  broadcasts  a  variety  of  women's  shows  from 
KMBC  and  KMBC-TV.  Kansas  City,  is  attractive  and  chic— and 

smart.  She  found  herself  in  the  happy  position  of  selling  cars,  house- 
hold furnishings  and  sundry  other  products  to  women  in  her  tv 

audience — but  only  one  food  product,  the  most  logical  type  of 
account  for  her  to  carry. 

She  called  in  the  stations  salesmen  and  invited  them  to  dinner  one 

month  from  that  meeting  day.  The  gimmick :  she'd  serve  them  the 
food  made  by  her  sponsors  and  alack-a-day.  at  this  point  she  had 

only  one — a  tapioca  account.  Because  she's  a  good  cook  she 
could,  indeed,  figure  some  way  to  prepare  an  eight-course  meal  from 
tapioca.   But  she  suggested  thev  might  prefer  something  more  sturdy. 

The  salesmen  rustled — and  brought  in  12  participating  food 

advertisers  before  the  dinner  deadline.  The  meal  included  soup, 

salad,  relishes,  steak  and  lobster,  vegetables,  beverages  and  two 

different  kinds  of  desserts — one  of  them  a  tapioca  pudding:. 

SPONSOR 
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George ! 
It  says  here  that  day  and  night 
more  people 
watch  the  other  network ! 

That's  right,  Gracie. 
It's  not  true. 

More  people  watch 
the  shows  on  our 
network. 

That's  right. 

I  like  the  X  people 
better. 

Never  mind  what  you 
like.  What  counts  is 
that  the  sponsor  likes 
the  Y  people. 

Are  you  sure  you're listening,  Gracie? 

Sure  I'm  listening. 
I  was  just  thinking 
about  Harry. 

I  suppose  he  likes  the 
Ypeople  just  because 
they  watch  little 
old  Harry. 

Let's  get  to  the  point. 
Our  network  delivers 

an  average  audience 
that  is  36%  larger 
during  the  day  and 
19%  larger  during 
the  night  than  the 
other  network. 

What's  right? 
More  people  watc 
them  less— and 
more  people  watc 
our  shows  more. 
You  see,  Gracie, 
there  are  really  tv 

ways  of  looking  a 

television— 

Oh  George,  you're 
beginning  to  talk  like Madison  Avenue, 

and  it's  giving  me  a 
terrible  headache. 

Why  are  you  telling 
me  all  this? 

You  wanted  to  kno 
who  is  bigger,  didr 

you? 



tm  really,  George, 
/erybody  knows 
>me  people  squint. 

It  has  nothing  to  do 
with  squinting. 

One  way  of  watching 
television  is  to  tune 
in  occasionally  during 
the  course  of  a  week 

—  maybe  just  for  two 
seconds,  or  for  two 
minutes,  or  perhaps 
even  a  half  hour. 

Let's  call  this  X-type 
viewing. 

M 
Ml,  who  is  bigger?        We're  both  bigger. 

I'd  say  they  were  a 
pretty  shifty  bunch. 

Never  mind  that.  Just 

pay  attention. The  second  way  of 
watching  is  to  stay 
tuned  in  during  the 
average  minute  of 
the  average  program. 
Let's  call  this  Y-type 
viewing.  This  kind  of 
audience  is  around 

when  you  need  them. 

Bigger  than  what? Bigger  than  any  other 
single  advertising 
medium  in  the  whole 
world. 

You  mean  they  even 
watch  Harry  Von 

Zell  when  he's  selling 
all  that  milk? 

Exactly. 

That's  the  difference 
between  X  viewing and  Y  viewing. 

The  X  viewers  may 
or  may  not  see 

Harrj    But  the  Y viewers  « tuaUy  do 

see  him  — in  fact. 
30,144,000  ever) 
week.  Get  it? 

But  who's  the  bigger      Gracie,  you  weren't network?  listening. 

(What  George  didn't  tell  Gracie  is  that  the  other  network's  claim  is  based 
on  a  year-old  Nielsen  station  coverage  studj  showing  .1  lead  of  •»>  4 

But  then.  George  was  never  one  to  haggle  f~lT\Q      Try    TTWTC  T  f^NT  r*> 
over  a  fraction  of  a  percentage  point.)      V^DO       IXlLtV   1  >J  1  \J  IN  SBr 



WE  didn't  say  it 
-HE  SAID  IT 

".  .  .  one  of  the  largest  mass- 

buying     groups     in     the     area." 
(L.A.) 

".  .  .  Spanish  Speaking  people 
are  tremendously  loyal  to  their 

own  people,  especially  to  the 

Spanish  Language  commenta- 

tors  .   .  ." 

".  .  .  proved  that  the  products 
advertised  on  KWKW  literally 

snowed   under  the   others." 

tool 

a    very    powerful    selling 

LEE  CARRAU 

In  VHMc  CONTACT 

A     Report    to    Management 

WE  SAY... 
Well  show  you  how 

your  clients'  products 

can  "Snow  Under"  com- 

petition 

LET  US  KNOW- 
•  Type   &  Product 

•  Aim   of  Campaign 

and  we'll  show  you 

what  KWKW  can  do 

CALlXUS! 

L.A.— RYan  1-6744 

S.F. — Broadcast  Times  Sales 

Eastern  Rep. — 
National   Time   Sales 

I  49th  and 

I  Madison 

28 

Comedy  commercials 

I've  noted  with  interest  your  story 

"Should  you  get  on  radio's  comedy 

commercial  bandwagon?"  in  the  18 
May  issue. 

Thanks  for  including  it  in  a  descrip- 
tion of  our  Pepperidge  Farm  bread 

commercials.  Perhaps  \  ou'd  be  inter- 
ested in  some  of  the  thinking  which 

goes  behind  our  agency's  main  radio commercials  today. 

We  feel  radio  in  the  past  was  a  liv- 

ing room  medium  which  got  the  com- 
plete attention  of  its  listeners.  Today 

the  advertiser  must  compete  for  atten- 

tion with  simple  yet  interest-catching 
devices.  In  the  case  of  Pepperidge 

Farm,  this  device  is  such  rural-associ- 
ated sound  effects  as  the  mooing  of 

cows  and  the  buzzing  of  bees. 
David  B.  McCall.  associate  copy  chief, 

Ogilvy,  Benson  &  Mather,  Inc.,  N.  Y. 
•        SPONSOR     has  asked     David     M.I  ..II     for     his 
complete   check-list  on    elements   in    the   radio    com- 
mercial  of  1957.  This  will  appear  in  a  future 
issue. 

How  they  started 

We  read  with  interest  sponsor's  run- 
down of  former  NBC  page  boys  who 

are  now  industry  executives. 

We  couldn't  help  but  notice,  how- 
ever, that  our  good  friend.  Dick  Foote. 

who  is  now  executive  vice  president 

and  general  manager  of  Blair  Televi- 
sion Associates  and  who  also  served  as 

an  NBC  page  boy,  was  omitted  from 

your  list. W.  L.  Woods,  nat'l  sales  manager, 
WCTV  TV,  Tallahassee,  Fla. 

WANN  gets  new  rep 

You  omitted  in  Buyers  Guide  the  fact 
that  Radio  Station  WANN.  serving  the 

Baltimore,  Annapolis-Eastern  Shore  of 
Maryland.    Washington.     D.    C.    area 
Negro   market   is   now    represented   by 
Walker. 

M.  H.  Blum,  president  and 
general  manager,  Annapolis 
Broadcasting.  Annapolis 

Credit  that  first  lo   Biow 

In  last  week's  sponsor,  Joe  Csida  de- 
scrihes  as  trail-blazing  the  retention  of 

Frank  Loesser's  Frank  Productions  for 
the  purpose  of  writing  original  music 

and  lyrics  for  radio  and  tv  commer- cials. 

Credit   for  the   initial   utilization   of 

the  talents  of  song  writers  with  Broad- 
wa\    and  Hollywood  credits  should  go 
to   Milton    Biow   who   in    1949   on   the 

writer's  recommendation  commissioned 

Bing  Crosby's  favorite  songwriter  Har- 
ry Revel  to  turn  out  music  and  lyrics 

for  Biow  Agency  radio  and  tv  accounts. 
Harold  Kirk 

executive  producer, 

Hermes  Tv  Productions, 

New  York 

SPONSOR  prime-time  series 

We  wish  to  order  200  reprints  of  your 
most    recent    article    on    spot    buving. 

"These  clients  aren't  prime-time  blind." 
Part  one  of  this  excellent  article 

l  "Don't  be  prime-time  blind  '  I  has 
proven  invaluable  to  WXYZ  Radio  and 
we  thank  you  for  it. 

The  industry  can  certainly  use  more 

pieces  of  this  kind,  sponsor  is  to  be 

congratulated. 
Robert  Baldrica.  assistant  sales 

manager,  WXYZ  Radio,  Detroit 

Please  consider  this  our  order  for  100 

reprints  of  your  article  "Don't  be 
prime-time  blind"  from  the  March 10th  issue. 

Charles  T.  De\  ois.  v.p.  and  general 

manager,  WMPS,  Memphis 
•  Reprints  on  this  series  are  availahle.  The 

cost  is  20c  each  for  "Don't  be  prinic-tinic  blind" 
and  Hie  each  for  "These  clients  aren't  prime-time 
blind."      Quantity    prices    are     j  \  ailable. 

Still    KGO   sales   mana;;- 

Page  48  of  sponsor  Magazine's  issue 
of  April  20  (Broadcast  Industry  Exec- 

utives-Affiliations) incorrectly  lists  my 

position  with  KGO-TV  as  changed 
from  Sales  Manager  to  Sales. 

For  the  records.  I  would  appreciate 

your  changing  your  listing  hack  to 
'"Dave  Sacks — Sales  Manager,  KGO- 

TV.  San  Francisco." |)a\id  ML  Sacks,  sales  manager, 

KGO-Tl  .  San  Francisco 
•  SPONSOR  regrets  the  inadvertent  transp..-i- 
lioii. 
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WJAR-AM AND 

WJAR-TV         1 
PIONEER  STATIONS  OF  \ 

PROVIDENCE, R.I.  i 
are  pleased  to  announce 

the  appointment  of 

Edward  Petry  &  Co.,  Inc. 
NEW   YORK    •    CHICAGO    •    ATLANTA    •    DETROIT 

LOS   ANGELES    •    SAN    FRANCISCO    •    ST.   LOUIS 

The  Original  Station  Representative 

with  the  family  of  top  stations 

SPONSOR       •       25    MV'l     1 '>•■>. 
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starring  CATHERINE 
PHILIP  DON 
Maria  Ouspe; 
also  the  piaij 

genius  of ARTUR 
RUBENSTEII 

5 
KING  of  the 
NEWSBOYS 

LEW  AYRES 

Helen  Mack 

v  ̂ JJ-'  Alison  Skipworth 

6 
CALL  OF 

THE  YUKON 
RICHARD  ARLEN  «t 

BEVERLY  ROBERTS  ~\ 

Lyle  Talbot  "" W 

INNER 
CIRCLE 

Adele  Mara 

Warren  Douglas 

William  Frawley 
Ricardo  Cortez 

-T  , 
*0 

INVISIBLE 
INFORMER 
Linda  Stirling 
William  Henry 

Adele  Mara 

Gerald  Mohr A 

7 
MONEY 

TO  BURN 
JAMES  GLEASON 

LUCILLE  GLEASON 

RUSSELL  GLEASON 

Henry  Davenport 

!  \2 

15 
GHOST 

GOES  WILD 
James  Ellison 

Anne  Gwynne 

Edward  Everett  Horton 

8 
STREET  OF 

MISSING  MEN  I 
CHARLES  BICKFORD 
HARRY  CAREY 
Tommy  Rya 

Mabel  Todd 

nijf|TI 

16 
WEB  OF 

DANGER 
Adele  Mara 
Robert  Scott 

Adrian  Booth 

Robert Armstrong Armstrong 

BEHII 

THE  Nil 
LLOYD  NO  I 

DORIS  DAVENPJ Frank  Alber 

!  Robert  Armsti 

l?! 

EXPOS 



m  ram 
una  una! 
IERTAINMENT  AGAIN  FROM 
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HOLLYWOOD 
TELEVISION 
SERVICE,  INC. 

A  SUBSIDIARY  OF  REPUBLIC   PICTURES 

HOME  OFFICE:  4020  Carpenter  Street. 
North  Hollywood,  California      POplar  3  8807 

32  branches  in  the  United  States  and 
in  Toronto,  Canada,  277  Victoria 

London,  England:  Broadwick  Street,  W  1 
Telephone  GERrard  5791 
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CONSOLIDATED  FILM   INDUSTRIES 
HOLLYWOOD    •    FORI  LEE    •    NEW  YORK 

<W  10  WESTERNS 

FUGITIVE  FROM  S0N0RA 
starring  Don   "Red"  Barry,  Lynne  Merrick, 
Ethan  Laidlaw 

BLACK  HILLS  EXPRESS 
starring  Don   "Red"  Barry,  Ariel  Heath, 
Wally  Vernon 

MAN  from  the  RIO  GRANDE 
starring  Don  "Red"  Barry,  Harry  Cording. Twinkle  Watts,  Nancy  Gay 

CANYON  CITY 
starring  Don  'Red"  Barry,  Wally  Vernon. 
Morgan  Conway,  Twinkle  Watts 

OUTLAWS  OF  SANTA  FE 
starring  Don  "Red"  Barry,  Wally  Vernon. 
Helen  Talbot.  Twinkle  Watts 

RAIDERS  OF  SUNSET  PASS 
starring  John  Paul  Revere  (Eddie  Dew). 
Smiley  Burnette,  Jennifer  Holt 

24  CALL  OF  THE  ROCKIES 
starring  Smiley  Burnette. 

Sonny  "Sunset"  Carson.  EH-n  Hall 

25  B0RDERT0WN  TRAIL 
V  starring  Smiley  Burnette.  Sunset  Carson. 

^k  Weldon  Heyburn.  Francis  McDonald 

26  CODE  OF  THE  PRAIRIE 
starring  Smiley  Burnette.  Sunset  Carson, 

Peggy  Stewart 

27  FIREBRANDS  of  ARIZONA 
starring  Smiley  Burnette.  Sunset  Carson. 

Peggy  Stewart 

« Buy  Now  from 
HOLLYWOOD  TELEVISION 

447  Quality  Major  Feature  Productions 
now  available  plus 

ft//     263  Sensational  Half-Hour  Subjects 



WHEN  KANSAS  CITY  GOES  SHOPPING  .  .  . 

It's  a  WHB  world 
FOOD  -  -  - 
More  national  food  product  advertising  is  placed  on  WHB  than  on  all  other  local  radio  stations 
combined.   And  locally,  virtually  all  major  food  chains  advertise  consistently  on  WHB. 

DRUGS  .  .  . 
National  drug  advertisers  and  local  drug  stores  spend  more  money  on  WHB  than 
on  all  other  local  radio  stations  combined. 

AUTOMOTIVE  .  .  . 
WHB  carries  schedules  for  every  major  national  automobile  advertiser.   Local  car  dealers 
buy  more  time  on  WHB  than  on  all  other  local  radio  stations  combined. 

*r 

Every  cigarette  brand  buying  spot  radio  in  Kansas  City  in  1956  bought  WHB. 

.  .  .  and  IT'S  A  WHB  AUDIENCE  .  .  . 

Whether  it  be  Metro  Pulse,  Nielsen,  Trendex  or  Hooper — 
whether  it  be  Area  Nielsen  or  Pulse  —  WHB  is  the  dominant  first  among  every  important 
audience-type.    That  statement  embraces  the  housewife,  her  husband,  their  teenagers  — 

as  well  as  the  farm  family.   Every  survey  agrees.    Whether  it's  audience 
or  advertising  it's  a  WHB  world!  Talk  to  Blair  or  WHB  GM  George  W.  Armstrong . 

WHB 

10,000  watts  on  710  kc.  Kansas  City,  Missouri 

WDGY  WHB  WQAM 

Minneapolis-St.  Paul  Kansas  City  Miami 

Represented  by  John  Blair  &  Co. 

TODD  STORZ 
President 

=*Z, 

KOWH 
Omaha 

WTIX 
New  Orleans 

Represented  by  Adam  Young  Inc. 
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SPON  SO  R 

+-     Barter  time  passes  to  client  by  indirect  route 

SHOULD   YOU    BUY   BARTERED   TIME? 

Even  Lever  is  considering  move,  but  industry  fears  barter 

will  boomerang.    Here  are  pros  and  eons  you  musl  weigh 

I  I  you  haven't  been  offered  a  barter 
deal  for  spot  t\  time  l>\  this  week,  the 
chances  arc  good  you  will  soon.  The 
amount  of  film  product  available  for 

barter,  the  number  of  film  firm-  using 
barter  in  some  form,  the  number  of 

stations  who  are  interested,  and  the 
number  of  advertisers  at  least  consid- 

ering a  barter  deal  i-  growing — but 
fast. 

These  were  some  of  the  signs  coming 
to  light  this  week  i  some  corroborated 

b)  the  companies  involved,  other- 
skirted  around  or  denied  i  : 

•  Vgain  and  again  you  hear  of  the 

soap  giant  considering  a  150,000  sum- 

mer  flyer  into  barter  as  an  experiment. 
I  hi-  i-  the  most  significant  develop- 

ment in  barter  t>.  date,  for  what  a 

blue  chip  tries  others  nun  !  -■  quick  t" 
imitate.  [he  9oap  giant  is  most  fre- 

quent!) identified  ,i-  Level  Bros,  for 
Pepsodenl  I  \  ia  I  <  B)  I  he  Levi  i 

sponse:  neither  a  confirmation  nor  de- 
nial that  Pepsodenl  -  contem- 

plating a  barter  test. 
•  Bai  ter  time  alread}  a<  ■  ounts  foi 

an  important  portion  I  in  -cine  ■ 
L0093  '  of  the  spot  t\  spending  of  the 
foil,. win-  clients:  Charles  \ntell.  Pink 

Ice.  lint  n  Set.  Hazel  Bishop,  Ster- 
ling   Drue,    lilix  k    Drug.    Internatimi.il 

I  atex  1  orporation  and  Ideal    I •  Several 

making      "•  01  poi  ati        barter slation:  the) 

it-rate  time  for  their  ow  n  1 

other  advert  is<  1  -      \ 
mentioned  are  Dancer-Fil 

pie.    Ruthraufi   S    Ryan.    Emil    Mogul, 

I  he  latt'-r  has 

quired  film  pi  s  of  its  own  which 
it  will  barter  f"t  time.  1 

•  Bartei    -    it 

ing   at   the   t<>p    1"  veil. 
it    length    with   media 

people  in  son  >■  "i  the  topmost 
who  -taied  thai  while  thej  are  opposed 
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Today  brokers  like  Time  Merchants,  Inc. 

take  over  bartered  time  from  film  syndicators  and 

then  sell  it  in  cut-rate  packages  to  advertisers 

to  barter,  others  in  the  agenc)  look  on 

its  potential  more  favorably. 

•  \  new  category  of  middle-man  is 
growing  up.  These  might  be  called 

"syndicators'  reps."  Their  function:  t<> 
take  the  bartered  time  off  the  svndi- 

cators'  hands  and  in  return  for  a  per- 
centage, sell  it  to  advertisers.  Time 

Merchants.  I  nc.  u  itli  a  LO-man  Staff,  is 

probabl)  the  biggest  such  operation. 
Some  other  organizations  do  a  similar 
job  as  a  sideline.  Example:  Paul  Venze 

Associates,  Charles  Antell's  advertising 
agencj   in  Baltimore. 

Because  of  the  number  of  barter- 

time  offers  being  made  currently  not 

only  in  New  York  but  in  all  major  ad- 
vertising centers,  media  departments  of 

some  of  the  biggest  tv  agencies  who 

have  not  already  done  so  will  be  re- 
searching barter  thoroughly.  Inevita- 

ble opinion  among  agencies  and  even 
w  ithin  agencies  will  be  sharply  split. 

These  are  some  of  the  pros  and  cons 
advertisers  and  agencies  contemplating 
barter  time  will  have  to  consider: 

1.  The  price  is  right.  There's  little 
question  but  that  some  of  the  barter 
time  is  available  at  anywhere  between 
25  and  50%  of  the  card  rate  (net). 

This  is  a  factor  of  no  minor  conse- 

quence since  it  enables  the  advertiser 
to  get  far  more  mileage  (in  terms  of 
numbers  of  different  announcements  I 

for  his  advertising  dollar. 
However,  it  is  a  mistake  to  assume 

the  cut  price  means  multiplication  of 
advertising  impressions  per  dollar. 

The  chances  are  a  major  advertiser 

could  buy  far  higher-rated  announce- 
ments on   his  own,  paying  card   rate. 

2.  Barter  makes  spot  tv  possible  for 

Ion  -budget  or  seasonal  advertiser  on  a 

year-round  basis.  The  client  whose  to- 
tal budget  would  be  too  small  to  bu) 

the  minimum  frequency  necessan  to 
have  tv  announcements  pav  out.  can 
now  afford  to  try  the  medium.  Also 

the  advertiser  with  an  essentially  sea- 

sonal sales  curve  (like  a  toy  manufac- 
turer I  can  try  to  even  out  the  seasonal 

curve  by  experimenting  with  year- 
round  tv  advertising  at  a  low  cost. 

3.  It's  a  cheap  way  to  experiment 
with  a  new  advertising  approach  or  a 

new  product.  But  it's  not  a  fool-proof 
or  scientific  way  of  experimenting 

since  the  advertiser  doesn't  control  a 
bulk  barter  buy  the  way  he  does  a  nor- 

mal spot  tv  schedule. 
Then  there  are  these  out-and-out 

negatives. 
1.  There's  no  cancellation  clause  in 

barter  contracts.  The  advertiser  com- 

mits a  fixed  sum  of  money  from  the 
start  and  cant  exit  from  the  deal  for 

anywhere  from  a  year  upward.  Thus 

the  client  loses  one  of  the  biggest  ad- 
vantages of  spot  tv:  flexibility. 

If  his  competitor  suddenly  switches 

media  strategy  or  some  other  develop- 
ment dictates  a  change  in  approach  to 

iiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiin 

BARTER 
ADVANTAGES 

1.  Low-price  saturation  is  made 
possible  through  barter.  Client  in  effect 
buys  tonnage  at  25  to  50%  off  net  card 
rate.     It  can  double  reach  of  ad  dollar. 

2.  Small-budget  advertiser  can 
afford  to  spread  his  coverage  or  extend 

seasonal  campaigns  into  year-'round  ef- 
forts. It  can  help  him  open  new  markets. 

3.  Newcomers  to  tv  fan  experi- 
ment with  new  copy  themes,  various  ad 

approaches  at  low  cost,  yet  effective 
frequency    to    give    them    a    yardstick. 

BARTER 

DISADVANTAGES 

1.  "Pig-in-a-poke"  sale*  approach in  most  barter  deals  makes  it  hard  for 

agency  or  client  to  evaluate  what  he's 
getting  and  whether  the  buy  is  worth  it. 

2.  Lack  of  cancellation  clause 

sews  client  into  long-term  commitment 

before  he  knows  whether  it's  good  for 
him  or  not.    He  can't  improve  schedule. 

3.  Fixed  pre-emptible  basis  of 

most  bulk  barter  buys  doesn't  give  cli- 
ent assurance  of  continuity  of  his  effort, 

makes  it  hard  to  merchandise  to  trade. 

tv,  he  can't  get  out  of  his  bulk  com- mitment. 

2.  The  sponsor  is  buying  a  pig  in  a 

poke.  The  barter-time  peddlers  can 
rarely  spell  out  which  stations  and 
which  times  the  bulk  client  will  get  for 

a  fixed  cut-rate  figure.  The  advertiser 

has  to  give  the  barter-time  merchant 
wide  latitude  in  making  the  time  buy 

for  him:  he  pays  in  advance  for  bulk 
tonnage  that  ma\  not  fulfill  his  adver- 

tising objectives. 

Pretts  typical  of  the  barter-time 
pitches  currently  making  the  rounds 

is  a  200-market  presentation  Paul 
Venze  made  to  a  nationally  advertised 

detergent.  SPONSOR  read  this  presenta- 
tion in  the  media  department  of  an 

agency  close  to  the  top  in  air  media 

billings  under — literally — an  oath  not 

to  reveal  the  agenc\'s  name.  (It- characteristic  of  barter-time  deals  that 

the  participants  rarely  want  to  ac- 
knowledge being  involved — even  if  no 

deal  has  actually  been  made.) 

The  Paul  Venze  presentation  was  a 
masterpiece  of  detailed  information  so 

scientific  and  specific  as  to  do  credit  to 

the  best  work  by  a  national  rep.  It  con- 
tained the  cost  of  the  announcements 

in  each  market  at  card  rate — and  at 
the  barter  rate:  the  estimated  cumula- 

tive rating:  the  estimated  number  of 

viewers  reached:  the  cost-per- 1,000.  In 

fact,  only  two  details  were  left  out  of 
the  presentation:  the  call  letters  of  the 
stations  and  the  times. 

3.  The  time  involved  is  generally 

not  as  good  as  card-rate  time.  The 
reasons  are  self-evident:  The  station 

giving  time  in  exchange  for  program- 
ing can  barter  away  only  the  time  no- 

body else  bought. 
4.  Bartered  time  is  generally  on  a 

"fixed  pre-emptible  basis"  meaning 
that  a  full-rate  advertiser  can  auto- 

matically take  possession  of  anv  choice 

adjacency  occupied  by  the  barter  ad- 
vertiser. However,  a  number  of  ad- 

men whose  companies  use  bartered 
time  found  this  a  relatively  negligible 
drawback. 

"It  doesn't  happen  too  often,"  savs 
Mel  Helitzer,  advertising  manager  of 

Ideal  Toy  Co..  which  has  been  enabled 

to  expand  its  tv  advertising  around  the 

year  instead  of  its  customarv  brief  net- 
work season  as  a  result  of  cheap  bulk 

buying  through  Time  Merchants,  Inc. 
"Most  of  the  stations  that  were  on.  be- 

cause they've  acquired  film  program- 

ing through  barter,  don't  preempt  us 
because  the\  "ve  got  time  available  for 

more  advertisers." 

'.I 
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TIME  MERCHANTS,  INC. 
Working  oul  oi  it-  president's  lush  Plaza  Hotel  suite,  n\i-  nen  "syndii 
10-man  stafl  including  (1.  to  r.)    Vbraham  Kavadlo,  comptroller;  Joseph  Lobel, 

Dick    Firestone,    ass'l    t<>    pres. ;    l>i'k    Rosenblatt,    pres.;    Bob    May, 

5.  You  usually  can't  improve  m«r 
schedule  after  you've  bought.  Like  a 
fire  sale,  you  cant  make  exchanges 

once  you've  plunked  down  the  cash. 
But  this  is  not  true  in  ever)  instance. 

Ideal  To)  claims  to  have  bad  relative- 
I)  good  choices  of  time  periods  as  well 

.i~  some  latitude  through  it-  Time  Mer- 
chants buy.  Furthermore,  Dick  Rosen- 
blatt, president  of  Time  Men  bants, 

Inc..  told  SPONSOR  in  an  interview  con- 
ducted in  liis  lush  Plaza  Hotel  suite 

i  he  s  planning  to  open  new  Madison 
Vvenue  offices  b)  fall  when  a  building 

on  59th  Street  is  completed  >  : 

"'We  re  in  a  position  to  tailor  an  ad- 
vertiser's hulk  schedule  as  an  individ- 

ual syndicator  could  not  do.  In  fact, 
in   some   cases    we    find    out    an    adver- 

tiser's need-  firsl  and  then  alert  the 
syndicators  to  the  times  the)  should 

request  from  stations." 
Often,  b)  stitching  together  the  bar- 
ter schedules  From  several  syndicators, 

lime  Merchants  claims  it  can  offei  i 

I  atchquilt  of  time  periods  \  irtuall)  •  ul 
t"  the  advertiser's  size.  Their  most 

pressing  problem,  however,   is  ucttin^ 

ARTICLE     IN     BRIEF 

As  barter  spreads  in  rv.  more  clients 

are  being  offered  cut-rate  bulk  satu- 
rations. Biggest  client  advantage  is 

low  cost.  Drawbacks  include  (  1  hav- 

ing to  buy  blind;  2  lack  of  cancella- 
tion privilege;  3  no  renewal  clause; 

4     low   quality  of  stations  and   time. 

the  deals  sewed  up  in  tim< 

advertise]   and  l! 
time  together  at  tin-  righl  moment. \     4<nh     secondary 

turn-  wailable    through     ba 

deals.     \-  the  media  exei  utii  • 
of  the  top  thrt 

anal)  sis  of  barrel     "You'n fourth  station  in  a  foi 
the  uhf  in  a  \hf  market  "i  th<   station 

in  a  tertiar)   market." 
Bui    tin-      -       •  --    I  •  .;.  I 

i  ung  stations  h.i  film 

through   at   least   partial   barter  d< 
including    the    W  ise   and    the 

(  roslej  stations,  and  -     NBI    o&o's, 
Bui  on  the  whole,  it  stands  !••  reason 

that  tin-  top-rated  station  in  a  market. 
'  Please  turn  to 
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WALTER   LOWEN   ON   AD   MANPOWER 

Tht*  man  who  filled  100,000  tv,  radio  and  advertising  jobs  takes  look  at 

Madison  Avenue  today,  sees  salaries  at  plateau,  no  acute  adman  shortage 

I  his  month,  after  36  years  in  the 

field  of  advertising  personnel  place- 
ment, during  which  he  found  jobs  for 

more  than  100.000  employees,  Walter 
A.  Lowen  himself  starts  a  new  job. 

Lowen's  job:  recruitment  consultant 
to  management.  His  first  assignment: 

replace  two  board  chairmen — one  in 
the  houseware  manufacturing  field,  the 
other  in  an  advertising  agency. 

The  Walter  A.  Lowen  Placement 

Agency  which  he  has  now  left,  and 
which  presently  contains  about  96  feet 
of  filing  cabinet  space  crammed  with 

applications  for  advertising,  radio  and 
tv  positions,  will  be  continued  by  his 
daughter  and  former  partner.  Ruth. 
What  made  Lowen.  often  called 

U.  S.  placement  expert  No.  1,  make 

this  move?  "I've  watched  the  man- 
agement consultant  organizations  en- 

tering the  field  of  employment  place- 

ment." he  told  sponsor  during  a 
session  in  his  Park  Avenue  apartment. 

"Unhampered  by  licensing,  their 
commissions  mav  run  to  20 'r  of  an 

annual  salary  whereas  my  employment 
agency  license  restricted  me  to  5%. 

So  I  gave  up  my  license."  He  grinned 
broadly,  fingered  some  tulips  in  a  vase 

on  the  coffee  table,  and  added.  "Also 
I  11  be  able  to  spend  more  time  in 

Connecticut.  That's  where  I  grew  these 
tulips.'  (Lowen  has  a  six-acre  farm 
about  four  miles  from  Danburv. )  "You 

see,"  he  went  on,  "I'll  only  accept  a 
limited  number  of  recruitment  assign- 

ments for  kev  men  in  those  fields  with 

which  I'm  familiar." 
Probably  no  one  is  more  familiar 

with  the  field  of  advertising  than  is 

Lowen.  Mild-mannered  and  sympa- 
thetic, he  has  held  the  crying  towel 

for  hundreds  of  admen  who  have  sud- 

denly had  the  rug  pulled  from  under 
them.  He  has  helped  them  through 
domestic  troubles  and  assisted  in  the 
rehabilitation  of  some  who  were  drown- 

ing in  martinis. 

One  of  the  latter  was  the  late,  great 

<  o|i\  writer  Howard  Newton,  creator  of 

"Mr.  Coffee-Nerves."  The  first  day  he 
reported  to  Pedlar  &  Rvan  Agency  on 

Lowen's  recommendation,  he  came 

down  with  d.t.'s.  Newton  went  to  the 

Coast  to  recuperate,  pulled  himself  to- 
gether, went  into  the  agency  business 

in  California.  But  he  longed  for  New 

York,  and  wrote  Lowen  who  spoke  to 
Walter  Weir  at  J.  M.  Mathes  Agency. 
Newton  was  hired,  later  became  copy 

chief,  a  position  he  held  until  Dancer- 
Fitzgerald-Sample  hired  him  at  $45,- 

000,  once  more  at  Lowen's  recom- 
mendation. While  at  D-F-S,  Newton 

himself  opened  an  employment  agency 

for  copywriters.  "Howard  was  a  very 
charming  and  talented  guy."  Lowen says. 

"In  this  fast-paced  advertising  busi- 

ness," says  Lowen,  who  doesn't  drink or  smoke  because  tobacco  bites  his 

tongue  and  alcohol  doesn't  agree,  "it's 
easy  to  fall  into  the  martinis-for-lunch 

routine.  But  it's  too  competitive  and 
demanding  a  business  to  risk  \our 

health  following  it.'" 
Across  the  desk  from  Lowen.  at  one 

time  or  another  since  December  1920 

when  he  and  his  wife  started  The 

Vocational  Bureau  in  a  cramped  and 

dingy  office  at  42nd  Street  and   Fifth 

LOWEN'S  TIPS  FOR  EMPLOYERS 

a 

a 

An  employer  must  create  an  atmosphere  where  million- 

dollar  ideas  can  grow.  Many  agency  heads  are  now 

interested  in  Motivational  Research  in  connection  with 

consumers.  They  might  well  MR  at  home  in  under- 

standing their  employees.  Any  creative  person  is  apt 

to  be  temperamental,  given  to  up-and-down  moods. 

It's  part  of  the  creative  pattern.  The  smart  employer 
understands   this  and   profits  through   living   with    it.  JJ 

Many  employers  are  too  specific  in  their  require- 

ments. They  tend  to  "type-cast"  job  applicant;-  on 
past  performances  only.  Yet  a  lot  of  personnel  are 

extremely  versatile,  have  many  strings  to  their  bows. 

If  one  of  these  has  proved  his  ability  in  a  single  area 

such  as  a  food  campaign,  it  does  not  mean  that  he 

might  not  do  just  as  well  or  better  on  automotives.  M 
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Avenue,  have  sal  man)  of  the  t ■  •  [ »  men 
in  advertising.  The)  brought  theii  job 
problems  i"  the  Lowens.  Sometimes 
Lowen  f <  > u iK I  them  jobs,  sometimes  he 
advised  them  to  staj  where  the)  were. 
One  jimim  executive,  benl  on  leaving 

lii-  agency,  finally  took  Lowen's  advice 
to  sta)  put.  When  he  did  finall)  leave 
-tunc  years  later,  he  took  f]  million 
with  him. 

The  li-t  el  those  whom  Lowen  has 

steered  into  top-level  agenc)  or  radio-h 
jobs  is  legion.  Vmong  them  are  such 
well  known  names  as  Myron  kirk. 
Kudner;  Lewis  Titterton,  Compton; 
Bob  Foreman,  BBDO;  Bill  Seth,  Mac- 
Manus,  John  \  Vdams;  Herb  Gunter, 
red  Bates;  Garth  Montgomery,  K,\l  : 
to  mention  just  a  few.  In  a  publica- 

tion's listing  of  100  "top"  copywriters, 
(>7  were  Lowen  "alumni." 

Lowen,  a  Columbia  graduate  and 
veteran  of  World  War  I.  had  his  firsl 
brush  with  Madison  Vvenue  as  a  cub 

copywriter  at  Calkins  &  Holden  in  New 
York.  One  of  his  co-workers  was  an 

18-year  old  checking  clerk  Ed  Ebel, 
now  vice  president  in  charge  ol  adver- 

tising foi  General  Foods.  In  the  years 
since,     Lowen     has     seen     the     same 

and  ups-and-dOwns,  During  the  earl) 

30's,  placement  of  advertising  person- 
nel fell  to  -in  h  a  low  thai  I  owen,  his 

h  it'-  and  daughtei  ate  I  <•  dinners  al 
' i I v  * •  i  's  (  afetei  ia.  \t  no  pei  iod  did  he 
lose  faith  in  the  Vvenue  oi  fail  to  lose 

sight  of  opportunities  thai  always  will 
exisl  foi  those  who  have  someth 
to  contribute. 

How  then  dor-  In-  see  the  advertis- 

ing field  of  toda)  ? 
•  Salai  n-  h  1 1  i«li  ha\  e  mo\  ed 

Bteadil)  upward  seemed  to  reai  li  a 
temporar)    plateau   this   year. 

•  Marketing  offers  great  challei 
and  opportunities. 

•  Women  in  advertising  still  take 
themselves  too  sei  iousl) . 

•  Employers  might  well  use  Motiva- 
tional Research  within  their  own  agen- 

cies in  dealing  m  ith  personnel. 
•  I  here  is  no  acute  shoi  tage  of 

manpower  in  advertising.  I  nemploy- 
men!  i-  at  a  minimum. 

•  Some  wise  agenc)  head-  are  be 
coming  a  little  less  arbitrar)  about 
age  as  a  job  requirement.  Advertising 
is  not.  as  was  believed  foi  awhile 

strictl)  a  "young  man-  game." 
Lowen.  patentl)   anxious  to  take  off 

n  his  Connecticut  farm 

nevertheless    settled    his    husk)    d 
i    '.n  (  h.u let  i  haii  and,  h ith  the 

pain  in  i-  developed  in  years  of  dealin 

with  people,  answered  sponsor's  quea ■ 

"\\  hat    about    job  hopping    in    the 

■  |    business  .'"   we  asked.     "\\  hen 
should  an  employed  adman  think  about 
making  a  i  hai 

1 1  he  -  '  onsidei  ing  a  i  hat 

Lowen  said  thoughtfully,  "he  must 
considei  foui  things  ■  I  ■  I  he  new  job 
should  have  as  nun  h  ■•!  more  set  m  it  ■ 
than  the  present  one  (2l  It  must  offei 
more  opportunit)  foi  advancement 

It  musl  be  in  as  happ)  or  happiei 
n\  ironment.  I  I  I  It  musl  pa)  more mone) . 

\\  e    remai  ked    that    the   lattei 

probabl)  the  biggt  si  i  onsideration. 

Lowen  laughed.    "*  m  the  i  onb  - it  -  the  l.i-t  <  onsidei  ation.    I  f  the  othei 
'  onsidei  ation-    don  i     prevail,    n 
h  on  I  ii  impensate. 

"Bui   i-n  i   it   frequentl)    hard  ' 

out  of  your  salar)  bra<  led  '"  we  asked. 
"1 1-."  Lowen  said.    "People  - 

times  get  'typed1  as  to  income,  jusl  as 
the)     often    are    "t\  pe-<  ast'    in    jobs. 
i  Main  of  I. owen'-  phrases  and  analo- 

gies are  theal  i  i'  .d  Bint  e  theatre  is  his 

a 

a 

LOWEN'S  TIPS  FOR  EMPLOYEES 

II  .hi  employee  is  considering  a  change  in  jobs,  he 

musl  consider  these  lour  tltitijz-:  I  1  I  The  new  job  musl 

have  as  much  or  more  securit)   than  the  present  one. 

(2)  It  musl  offer  more  opportunit]   for  advancement 

(3)  It  musl  be  in  as  bappj  or  happiei  an  environment. 

i  1  t    It  musl  paj   mote  money.    The  last  i-  certainbj 

important,  I  ul  remember  thai  il  the  other  considi 

lions  (In  not  prevail,  mone)   alone  won't  compensate. JJ 

If  you  are  applying  for  a  creative  job,  it 

cially  desirable  thai  you  take  an  idea  "r  two  along 

with  you.  To  take  an  idea  ti»  an  interview  .  .  .  i-  to 

pla.e  yourself  in  a  preferred  position  foi  a  job.  Uso, 

rehearse  before  hand  \vlmt  you  want  to  saj  al  tli«- 
interview  .  .  .  even  practice  imaginary  interviews 

before  your  mirror,    You'll  be  more  al  ease  tl>i-  way.yj 
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hobby.)      Man)     employers    are    too 
fie  In  their  job  requirements.  The) 

tr)    to  pin-point   Eor  too  specialized  a 
Their  lack  of  imagination  ham- 

pers  their   getting   the  most   for  their 
  ne)      that  i-.  the  liest  person.    A  lot 
of  employees  have  mam  strings  to 
their  bows,  but  because  they  have 

proved  their  ability  in  onl)  one  area. 
such  as  handling  a  food  campaign, 

the)  ma)  not  be  considered  for  an 

automotive  account." 

"Speaking  of  -tv  pe-easting.'  "  we  put 
in.  "is  there  really  a  Madison  \\enue 

type?" 'I  guess  you  could  find  some  coun- 
terparts  of  the  admen  depicted  in 

novels,"  Lowen  said.  "In  fact.  I've 

had  some  agencies  request  a  'non- 
Madison  Avenue  type.'  But  whether  a 
fellow  wears  a  grey-flannel  suit  or 

not  seems  to  me  unimportant.  It's  what 
he  can  contribute  creatively  that 

counts.  Sometimes  there's  too  much 
emphasis  on  little  things  like  that.  One 

agency  missed  getting  one  of  the 

reallv  great  creative  tv  men  because 

it  objected  to  his  wearing  loafers.  He 

said,  'If  they  don't  like  my  loafers,  the 

hell  with  'em.' ' 
\\  hat  does  Lowen  think  of  psycho- 

logical tests   in   screening   applicants? 

"I'm  sold  on  them  to  a  certain  de- 

gree." he  said.  "To  test  a  salesman  for 
resilience  and  other  characteristics 

needed  in  that  field,  such  tests  may  be 

fine.  Yet  as  a  personnel  man,  I  feel 

I've  developed  a  sixth  sense  in  picking 
the  right  man  for  the  right  job,  and 

prefer  it  to  tests.  Some  tests  I  think 
are   superficial.     And    in   the   case    of 

ARTICLE     IN     BRIEF 

After  36  years  of  operating  a  place- 

ment agency  for  advertising  personnel, 

Walter  Lowen  moves  out  to  become  a 

recruitment  consultant  to  management. 

He  sees  Adland  in  a  healthy  state  with 

steady  demand  for  personnel,  a  supply 

of    talent    to    fill,    and    salaries    high. 

such  complex,  creative  types  as  radio- 

l\  executives  or  copywriters,  it's 

dangerous  to  rely  entirelv    on  a  test." 
It  is  this  great,  deep  understanding 

of  employees  that  probabl)  has  enabled 
Lowen  to  so  efficiently  serve  emplovers. 

"Too  many  employers  mishandle  crea- 
tive people,  then  wonder  why  they 

lose  them.  And  having  lost  them,  thev 
then  wonder  how  they  manage  to  do 

such  a  bang-up  job  for  the  next  em- 

plo)  er. "The  well  of  creativity.'  Lowen  went 
on.  "must  be  nursed.  An  employer 
must  create  an  atmosphere  where  mil- 

lion-dollar ideas  can  grow.  Many 

agency  heads  are  now  interested  in 
Motivational  Research  in  connection 

with  consumers.  They  should  also 

apply  it  in  their  own  shops.  Any  cre- 
ative person  is  bound  to  be  somewhat 

temperamental,  given  to  up-and-down 

moods.  It's  part  of  the  creative  pattern. 
The  smart  employer  understands  this, 
learns  to  live  with  it  because  ideas 

are  the  heart  and  soul  of  advertising." 
Do  good  jobs  often  go  begging  for 

long,  Ave  wanted  to  know. 

"In  the  $25,000-and-up  range,  a  job 

may  take  months  to  fill,"'  Lowen  said. 

In  touch:  Lowen'snew  role  as  management       On  the  go:  Operating  from  his  Park  Avenue  apart- 
consultant   keeps  him  close  to  ad  job   field       ment,  Lowen  continues  manhunts  for  top-echelon  jobs 

"Wouldn't  it  help  it  they  raised  the 

age  limits?"  we  asked. 
"They're  actually  higher  now  than 

the)  used  to  he.  Back  in  the  "40"s  the word  was  that  'Advertising  is  a  young 

man's  game.'  Age  40  came  pretty  close 
to  the  limit.  But  then  many  of  the 

older  men  proved  their  worth,  and  the 

young  men  meanwhile  got  10  years 
older,  so  toda)  the  average  age  limit 

for  top  echelon  jobs  is  nearer  55. 

"Fringe  benefits  which  tend  to  pull 

down  age  limits,  aren't  always  needed hv  the  older  man.  He  may  already 
have  his  own  annuities.  There  are  a 

number  of  specialists  and  consultants 
drawing  $250  a  day  who  might  be 

gotten  full-time  for  S25.000  a  year  if 

emplovers  take  a  more  realistic  ap- 
proach to  the  age  problem. 

In  the  past  few  years,  Lowen  told 
sponsor,  there  has  been  a  marked 

increase  in  placements  of  marketing 

personnel    at    salaries    up    to    $50,000. 
As  for  tv  and  radio,  these  media 

have  helped  raise  the  salaries  of  admen 
to  their  present  high  plateau,  which 
Lowen  assured  us  is  in  line  with  the 

rise  of  income  in  other  fields.  "Time- 

buying,"  he  added,  "has  really  given 

the  girls  a  break." The  mention  of  girls  recalled  a  com- 
ment bv  Lowen  in  the  book  he 

authored  in  1941  with  Lillian  W  atson 

titled.  "How  to  Get  a  Job  and  Win 

Success  in  Advertising."  I  In  1954, 
Lowen  wrote  another  book — "How  and 
When  to  Change  Your  Job  Success- 

fully." It  will  be  syndicated  this  fall 
as  a  newspaper  feature  by  the  A  ew 
York  Herald  Tribune).  The  quote  we 

reminded  Lowen  about  was:  "One  of 
the  greatest  faults  of  women  in  ad- 

vertising ...  is  that  they  take  them- 

selves too  seriously."  We  asked  if 
this   was   as   true   today   as   in    1941? 

"Yes,  it  is,"  Lowen  replied.  ""  v 
great  many  women  try  too  hard.  As 
career  women,  they  feel  they  must 

prove  themselves  over  and  over  again. 
For  some  reason,  successful  women 

feel  less  successful  than  successful 

men." 

Perhaps,  we  suggested,  this  is  be- 
cause of  the  salary   differential. 

Lowen  admitted  that,  as  a  rule, 

women  are  paid  less  for  the  same  per- 

formance than  is  a  man.  "But  there 

are  more  lady  v.p.'s  appearing  on  the 

radio-tv  scene,"  Lowen  said.  "And 
some  time  ago,  I  placed  a  woman  who 

had  a  special  knowledge  of  cosmetics 
into  a  two-day  a  week  position  at 

$25,000  a  year."  ^ 
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Dr.  Sydney  Roslow,  direct   i  The 
Pulse,  baa  long  looked  i"i  new  ways  to 

measure  media.     Foi  two  years  he's 
worked  on  i  formula  t"  give  print  and 

air  media  the  same  <  ommon  denomina- 

tor.    \"»   he  feels  he's  found  it. 
This  week  he  announced  a  new   rat- 

big  system,  .1  cost-per-1,000  homes 
remembering  ads  in  different  media 

FOUND: 
A    NEW   ALL-MEDIA  YARDSTICK 

So  says  Pulse,  which  this  week  unveiled  a  hcm    w;i\    to  compare 

print   vs.    radio  and  television   based   on   advertising   remembrance 

I  hi*  week  The  Pulse's  Syd  Roslow 
announced  lie  had  found  what  media 

buyers  have  always  sought  and  main 

concluded  couldn't  be  found:  a  single 
yardstick  for  print  and  broadcast 
media. 

\\  itli  the  announcement  Roslow 

dropped  this  bombshell: 

When  measured  on  his  new  yard- 

stick, which  is  hased  on  cost  per  re- 
membered impression,  newspaper  costs 

were  as  much  as  40  times  higher  than 
radios  and  as  much  as  15  times  higher 

than  television's.  (While  magazines 
were  not  included  in  the  study,  the 

method  could  he  applicable  to  a  maga- 

zine's circulation  in  am  given  market  I 

Roslow  unveiled  his  new  single  yard- 

stick before  some  200  agencj  and  ad- 
vertise] executives  lasl  Wednesda)  al  .1 

breakfast  in  New  York.  He'll  es 
it  ln-foie  other  molders  "t  media  opin- 

ion in  three  more  advertising  centers 
later  this  month:  San  Francisco,  Los 

Angeles  and  Chicago. 
^  "ti  can  assume  that  e\  erj  w  here  S]  d 

Roslow  presents  bis  multi-media  yard- 
stick the  first  question  will  be  thai  old 

perennial:  "How  can  you  mix  apples 
and  oran. 

How  doe-  Roslow's  yardstick  work.' 
\nd  win  doe-  lie  think  one  i-  needed 

iii  the  fir-t  place  ' 
The  "win"  i-  easier  to  grasp  than 

the  how .     Rostov  ted  sort- 

ing media  apples  Iron 
"I  w    -  •  fiit  al  newspapers  ah 

showing  those  big  bars  "I  circulation 
contrasted  with  the  tin)  ones  of  bn 

1  asting." 

He  wondered   win    so  mat  ■ 

tisers,  retailers  in  partii  alar, 

an  "all  <>r  none"  philosophy   about  the 
broadi  asl   media.     I  i 

that  newspapers  were  doii  tive 

and   efficient    job   of   selling   the   • 
sumer.    But  he  likewise  hail  no  doubts 
that  t\  and  radio,  in  combination  with 

new  -  -     1  alone,  could  deliver  the 

kind   of   rr-ult<. 

Then   he  got   to   the  "how." *Yor  details  on  the  problem  <>t  deve  ttick,  see  sponj 
"All-Media  Evaluation  Studs"  which   is  a  vital  part  ot   the  continuing  anahsis  oi  media 

by  this  publication.    Studs   later  appeared  as  a  book.    Copies  available  at  $4  each. 



Baltimore  survey  shows  tv  and  radio  get 

biggest  remembrance  tor  client's  media  dollar 

He  knew,  from  the  past  experience 

of  media,  what  would  not  tend  to  give 

equitable  media  comparisons. 
•  Print,  being  tangible,  was  more 

measurable — and  print  people  have 

been  prone  to  measure  a  newspaper  or 
magazine  in  terms  of  issues  printed 

and  copies  circulated.  "The  practice 

developed,"  says  Roslow,  "of  quoting 
to  advertisers  the  number  of  sheets  of 

paper  printed,  sold  or  delivered."  But 
this  didn't  answer  how  many  people 

actually  picked  up  that  newspaper  and 

read  the  advertiser's  product  copy. 

•  A  newspaper's  total  circulation 
has  been  variously  compared  with  a 

station's  estimated  total  circulation 

I  "estimated"  because  of  the  intangible 
character  of  the  medium  itself  I  or  w  ith 

the  rating  of  a  quarter-hour  program 

period.  Obviously,  a  program  cannot 

be  equated  to  an  entire  newspaper. 

A  program  segment  is  closer — more 

comparable— to  a  single  editorial  fea- 

ture of  a  newspaper  -  -  maybe  the 

woman's  column,  or  an  editorial. 

These  still  cannot  be  accurately  com- 

pared, says  Roslow.  because  the  com- 
mercial is  inside  a  radio  or  tv  program 

segment  and  attracts  a  "captive"  type 
of  audience.  On  the  other  hand,  the 

newspaper  advertisement  runs  adja- 
cent to  rather  than  within  the  editorial 

feature.  So  you  can  find  no  accurate 

measurement  of  numbers  of  persons 

reached  by  the  advertising  copy. 

•  There's  another — more  statistical 
— reason  why  ad  notings  (such  as 

Daniel  Starch  surveys)  of  printed  ad- 
vertisements are  not  comparable  to 

quarter-hour  program  ratings.  Read- 
ership surveys  are  confined  to  persons 

who  are  known  to  read  the  paper;  non- 
readers  are  discarded.  But.  Roslow 

says,  broadcast  ratings  are  based  on 

an  all-home  sample,  including  non- 
listeners  and  non-viewers  in  the  base. 

Two  years  ago  Pulse  started  to  bring 

these  random  elements  of  the  measure- 

ment picture  into  focus.  Since  then,  in 

eight  markets,  it  has  conducted  print 
and  broadcast  studies  with  similar 

bases  for  stations  in  these  markets. 

Pul-e  draws  a  representative  house- 
hold sample.  Interviewers  visit  homes 

in  this  sample,  asking  every  member 

of  the  family  what  they  remember  see- 
ing in  the  newspaper  or  hearing  on 

radio   or   seeing   on   television.    These 

results — when  projected — indicate  the 
number  of  households  in  the  metro- 

politan area  reached  by  a  specific  ad- 
vertisement or  commercial.  This  is  the 

"rating" — applicable  to  print  as  well 
as  to  tv  and  radio. 

The  profile  looks  like  this: 

In  Salt  Lake  City,  the  average  quar- 
ter-hour rating  of  six  radio  stations  is 

3.4  l  reaching  3.4%  of  all  homes  in  the 

metropolitan  area),  contrasted  with 

the  average  rating  for  advertisements 
in  the  Salt  Lake  City  Tribune,  3.4:  and 

the  average  for  those  in  the  Deseret 
News.  3.7. 

Compare  these  remembrance  ratings 

with  the  type  of  figures  formerly  used. 

Daily  newspaper  circulation  I  morn- 
ing and  evening  editions)  in  Rich- 

mond, Va..  reaches  into  95%  of  the 
homes  in  the  area.  Daily  radio  totals 

average  about  48%  (  for  two  stations)  ; 
tv.  some  80%    (three  stations) . 

But  how  many  of  these  homes  ever 

noticed  an  advertiser's  message?  And 
what  did  it  cost? 

To  answer  this  final  question,  Pulse 

started  analyzing  Baltimore  as  a  test 
market  three  months  ago. 

Here's  what  the  company  did,  as 
Roslow  explains  it. 

"Our  job  was  to  attain  commercial 
remembrance  ratings  for  (both  news- 

paper and  broadcast )  advertising.  A 
tv  station  and  a  radio  station  were 

monitored  from  6  p.m.  to  midnight 

( note  radio,  low  in  tunein  during  the 

measured   nighttime  hours,  was  mini- 

mized at  the  very  start ) .  The  next 

evening,  viewers  and  listeners  were 
shown  a  list  of  commercials  which  had 

been  aired  and  asked  to  identif\  those 

they  remembered.  Pulse  used  the  re- 
call system  which  is  standard  for  tv 

and  radio  ratings. 

There  were  2,000  homes  in  the  total 

sample:  500  each  ̂ different  homes) 
for  the  tv  station,  the  radio  station, 

the  Baltimore  News-Post  and  the  Bal- 

timore Sun.  Each  sample  included 

"non-viewers,  non-listeners,  non-read- 
ers so  the  measurements  have  the  same 

meaning,"  says  Roslow. 
Some  20  interviewers  in  a  two-week 

period  visited  these  sample  homes  no 

longer  than  one  dav  after  the  newspa- 
per  or   broadcast   copy   was   released. 

Despite  the  outcome — favorable  to 
tv  and  radio — the  survey  from  the 

start  was  bound  to  give  every  advan- 

tage to  newspapers  on  at  least  three 
scores. 

1.  The  measuring  period  for  radio, 

as  pointed  out  above,  was  from  6  p.m. 

to  midnight.  Daytime  tunein  is  much 

higher.  Newspaper  and  television  were 

measured  at  a  peak  "audience"  time, radio,  at  the  ebb. 

2.  Interviewers  in  talking  with  fam- 
ilies in  the  two  newspaper  panels,  ex- 

hibited a  sample  copy  of  the  paper, 

flipping  page  by  page  to  have  the  mem- 
ber of  the  household  point  to  anv  re- 

membered advertisement. 

No  such  "prop"  or  reminder  is 
a\ailable  in  tv  and  radio  I  although 

Pulse  has  done  some  experimentation 
along  these  lines,  introducing  parts  of 

radio  jingles  and  tv  frames  I .  The  tv 
and  radio  sample  homes  were  merely 

Roslow  points  to  depth  findings 

Pulse  invents  a  new  cost-per- 
1.000  system.  Interviewers  visit 

homes  to  ask  each  family  member 

what  he  remembers  from  previous 

day's  newspapers,  radio  and  tv 
-how ~.  Remembrance  factor  is  the 

actual  "reach"  the  rating.  This 

rating  is  converted  to  dollars:  what 

it  costs  in  each  medium  to  reach 

1' ,  nt  homes  in  a  market.  w  ben 

data  are  available  on  all  major  mar- 

kets, buyers  will  have  all-media 
cost  ratios  as  a  new  buying  guide. 

Illllllllllllllllilllll!!llll!!llllllllllllllllllllli:i!lll!!ll!lllllll! 
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confronted  with  two  01  throe  ke\ 
words  from  the  commercials  and 

asked  il  the)  remembered  them. 

3.  Thuradaj  warn  -•■  l.-.  ted  aa  the 
reading  and  listening  base  and  Thurs- 

day i-  the  best-read  week-da)  foi  an) 
newspapei  because  of  it-  shopping 
news  .mil  li«.i\\  food  store  advertising. 
Papers  have  long  since  coincided  theii 

editorial  Features  and  their  advertising 

with  women's  shopping  habits.  \n.l 
most  women  *  I « »  most  oi  their  house- 

hold shopping  on  Thursday , 

Despite  these  balances  toward  the 

pi  i r 1 1  Bide  of  the  si -;ilc>.  i\  and  radio 
can. i-  oul  w  iih  some  astounding  figures. 

Pulse  worked  up  ratings  and  adapt- 
ed them  to  tin-  question :  How  much 

does  ii  cosl  an  advertiser  to  reach  I '  i 
of  the  metropolitan  area  homes  (based 
on  the  U.  S.  ( lensus  classification  I  ? 

I  he  answers  came  from  the  Balti- 

more survey,  but  Pulse  think-  they're 
representative  of  the  ratio-  in  almost 
an)  market,  i  See  chart  i 

1  Omparing   all   three      radio.   t\    and 
newspaper  an  advertiser  would  find 

he  is  reaching  1',  of  the  Baltimore 
households  at  widel)  varying  cost  ra- 

ti"-. II  you  give  newspaper  the  edge, 
again,  and  take  the  lowest  newspaper 
cost  (see  chart)  $223  and  the  high- 

est iadio  $13  and  the  highesl  tele- 
\i-ion      $39-    \ou  find  these  ratio-: 

lo  reach  exactl)  the  same  number 
oi  households,  an  advertiser  gets  more 
than  17  times  as  much  audience  for 
bis  mone)  in  radio  than  in  newspaper, 
more  than  five  times  as  much  in  tele- 

vision than  in  newspaper.  But  the  av- 
erage newspaper  cosl  i>  far  higher. 

Does  this  mean  newspapers  should 
go  out  of  business,  that  advertisers 
ahould  cancel? 

I  ertainl)  not,  says  Roslow.  He's 
ju>t  arguing  for  re-evaluation. 

The  "plain  sense  of  these  findings," 
■i-  he  told  admen  \\  ednesda) .  "is  nol 
one  ot  criticism  of  printed  advertising. 
It  i-  to  point  out  that  when  comparable 

surement  methods  are  employed 
the  broadcast  media  can  stand  up  to 
the  print  media.  It  suggests  a  re-ex- 

amination and  re-allocation  of  adver- 

tising budgets  ma)    he  in  order." 
"Newspapers  have  been  effective, 

and  print  advertising  has  sold  goods. 
But  this  has  been  built  on  small  num- 

-  of  persons  seeing  the  ad  and  not 
on  large  circulation  numbers.  In  radio 
and  t\  the  ratings  are  generall)  larger. 
I  he  coordination  of  the  two  media  can 

result  in  much  greater  numbers  of  per- 
sons reached.  Such  a  determination 

can  come  from  true  measurement."  ^ 
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COST   OF   REACHING    1%     OF 

POPULATION,    PRINTVS.    AIR 

The    Baltimore   Sun 

Space    size 
Space   cost 

Cost    for    1 

Full  pa 

lie 

►42 

$223 ..-t'nlM 
350 

i  ,.i 

hid 
315 's-'r 

r20 323 

70-294  lines'1 
172 

287 

The   Baltimore   News-Post 

Space   size Space   cost 
Cost   for   1  °o Full  page 

11,560 
$339 

'-lull 

1,176 

267 

1  ,.!.,* 

",:  ||  | 

452 

l/8-V4* 

294 490 

70-294  lines 122 610 

Time    period 

Tv    Station 

Time    costs 
Cost    for    1 

6-7  p.m.  and 

1  I  p.m.-rnidnighl 

$120 

$17 

7-8  p.m. 
150 

21 

8-10:30  p.m. 

27.") 

39 

10:30-1]  p.m. 200 28 

Radio   Station 

Time    period Time    costs 

Co 

>t    for    1  °o 6-7  p.m. 

122 $13 7  p.m-midnighl 

15 

9 

*  mid-point  f  20  second  umomicaneal 
+  nne-niimite  announcement  Source:    F'ul-e   Btnch    in    iSaltimnrr- 



MATTRES! 

TV    HUMOR   PROVES 

THE    PERFECT   SLEEPER 

Off-beat   tv   sell    boosts   Serta    Mattress    of 

Pittsburgh  from   14th  to  fifth  in  Serta  sales 

I  he  macabre  in  mattress  merchan- 

dising lias  pro\en  a  /am  -iiccess  for 

the  Serta  Co.  of  Pittsburgh.  Serta's 
agency,  Goldman  and  Shoop  took  the 

late  movie  on  KDKA-TV,  built  it  into 

"Sertada\  Nite."  a  show  featuring 
startling  humor,  a  sprinkling  of  corn 
and  a  staid  announcer,  Carl  Ide,  who 
takes  all  in  stride  without  even  a  smile. 

Serta's  commercials  are  often  forci- 
bly integrated  into  the  movie  theme. 

The  break  in  swash-buckling  sea  thrill- 

er might  see  Ide  and  an  expert  swords- 

man in  a  gripping  duel — during  which 
a  mattress  is  deftly  sliced  to  reveal 

its  quality  construction. 

Unparalleled  audience  reaction  t<> 
these  commercials  in  terms  of  both 

sales  and  letters  lead  to  a  similar  series 

of  spot  announcements  with  Bob  Trow 
as   announcer    and    fall    guy. 

Pittsburgh  plant  sales  have  soared 

from  14th  to  fifth  among  all  of  Serta's 
44  assembly  plants — a  result  of  being 
the  most  discussed  television  sponsor 
in  that  area.  ^ 

"No  lumps,  no  bumps,  no  humps,  no  buttons,  no  nuttin"'  slogan  i-  investigated  by  Carl 
Ide    in    Serta    commercial.     Thorough    check    of    mattress    requires    binoculars,    stethoscope 

Funny  commercials,  drj  and  slapstick are  used.  Personal  endorsement  sought  by 

Ide  (above)    i-  tame  in  comparison  to  .  .  . 

Sword-fight  splits  mattress  for  viewers 

Bob  Trow,  sponsor-heckled  announcer 

Slapstick    pie-in-the-face    is    a    -tuple    .    . 

Careful  check  of  results  shows  amazing 
audience  response  in  letters  and  sales, 

requests   for   schedule   of   the   commercials 

SPONSOR      •      2.")    M\Y    195^ 



Spot  radio  1st   quarter 

1956 

Spot   television    1st  quarter 

1956 

$34,750,000 

1957 

$100,209,000 

1957 

$48,827,000 

'57  gain  over  '■">'>  is  10.5%,  as  reported  bj Station  Representatives  Ktsn.  Some  stations 
have  increased  liillin^-  1>\  .i-  i   h  ,i-  .iO% 

$116,935,000 

^|n.i  tv's  growth  rati    is  11.1  omputed  b)  Televis    Bureau  ol 
tising.    Bui   actual  dollai    increase  is    16  in   below).    Hulk 

ol    iej   spenl  on  h  -i">t  is  l"i  announcei   i-  during  ili<-  nighttimi    ; 

SPOT'S   FIRST   QUARTER:    RADIO   UP  40.5 
TV    11.6       OVER   LAST   QUARTER 

Spot  radio   makes  a  huge  gain  despite  its   own   records   and   network  radio's 

revival;    tv,   still   outdoing   print    media   growth,   enters   a   slower   cycle 

1J  /V  r\  I  ̂ \ m       Spot    radio    hillings    arc    /oominu    fai 
above   the   dollar   limits   sel    1>\    the 

mbsl  blue-sk)  of  optimists. 

January,  Februarj  and  March  the  first  quarter  of  hard 

selling,  fast-buying  1957  saw  a  peak  billing  of  almost  $49 

million.  The  actual  figures,  from  the  Station  Representa- 

tives \--n.:  $48,827,000  for  this  year  contrasted  with  $34,- 

750,000  during  the  same  period  in  L956  a  whopping  in- 
crease of  40.. V  <    (based  on  gross  time  sales). 

\    in'  .  -plus  nain  in  the  spot  radio  medium  at  this  stage  of 
the  broadcasl  game  is  nothing  less  than  phenomenal.  Bill- 

ings have  been  so  big  that  main  observers  anticipated  a 

slower  rate  of  growth  after  what  the\  saw  as  a  leveling-off 
point  last  \ear.  Thev  also  noted  the  rising  interest  and 

investment — by  national  and  regional  advertisers  in  network 
radio. 

Both  network  and  spot  people  think  a  large  -hare  of  net- 
work monies  is  coming  from  spot  radio  budgets.  i  el  the) 

were  obviousl)  wrong.  Network  radio  hasn't  been  making 
so  many  sales  for  a  decade — yel  neither  has  spot 

Larr\  Webb,  managing  director  of  SRA,  comment-  on 

these  new  figures  it  has  released.  "\\  ithout  an\  question, 
the  tremendous  increase  can  he  attributed  to  the  heaw  satu- 

ration spot  campaigns  in  the  top  major  markets. 

T™\A»  Spol  i\  i-  -lill  growing  fastei  than  most  othei 
media  even  though  the  -pec  ta<  ular  jump-  of  past 

years  seem  to  he  shaking  down  into  a  more  mature  _io\sth 

pattern.  Spol  i\  i-  in  a  stead)  climb  rathei  thin  i 

like  spol  ladio  i-.  It-  high-water  level  for  the  first  quarter 
hil   vl  1  7  million. 

So  says  the  television  Bureau  of  Advertising,  which  re- 

port- a  billing  increase  ovei  the  firsl  quarter  in  1956  of 

11.6%.     This  growth  i-  impressive,  but  n  ual  than 

during  -pot  u  -  eai  lier  j  ears. 

The  spol  tv  figures:  -I  1''.''  15,000  ilii-  firsl  quarter  in  '57 
contra-icd  with  $100,209,000  foi  the  same  '56  period. 

The  ll.ii',    figure  represents  the  rate  of  growth  ol 

dollar  time  investments  on  onl)  _'">">  tv  stations.     MB  I' 
dent  Norman  <  ash  -a\-  Y  <  .  Rorabaugh,  who  computes  the 

-pot  reports  for  the  -roup,  bad  267  stations  in  the  base  last 

year,  '>J1  tin-  year.    I"  gel  an  ai  tual  .  n,  there- 
fore. TvB  used  the  255  tv  stations  submitting  their  billing 

figures  during  both  years.  Hie  difference  between  the  dol- 

lar total-  repoi  ted  for  each  year  coi  es  to  ; 
\  TvB  breakdown  -how-  f  spot  tv   business  was 

placed    in    nighttime   hour-:  daytime;  late 

night  W  <  of  the  business  was  placed  for  announcements; 

21.1''..   participations;    19.9%,   programs;    1 1  :•">'  < .    I.D.'s. 

TURN    PAGE   FOR   TOP    lOO   SPOT   TV   CLIENTS   IN    FIRST   QUARTER  ► 



SPOT'S    FIRST    QUARTER    continued 

Top   lOO  spot  tv  advertisers  for  the  first  quarter  of  1957 

RANK ADVERTISER 

1ST   QUARTER 1956 1ST   QUARTER 
1957 

1. 

2. 3. 

4. 

5. 

6. 

8. 
9. 

10. 

11. 

12. 

13. 

14. 

15. 

16. 

17. 

18. 

19. 
20. 

21. 

22. 

23. 
24. 

25. 

26. 

27. 

28. 
29. 
30. 
31. 

32. 

33. 

34. 
35. 

36. 

37. 

38. 

39. 

40. 
41. 

42. 

43. 

44. 
45. 
46. 

47. 

48. 

49. 

50. 

Procter  \  •  ramble 

Brow  ii  \  \\  illiamson 

Sterling  Drug 

Continental  Baking 
Carter  Products  _ 

Philip  Morris 
General  Foods 

Warner-Lambert 

Colgate-Palmolive 
National  Biscuit 

Miles  Laboratories  ._ 

International  Latex  .. 

Liggett  \   Myers  _. 
American  Tobacco  .. 

Lever  Bros. 

Grove  Laboratories  ... 

Ford   

Coca-Cola      

Pepsi  Cola  _ 

Kellogg      
American  Chicle    

P.  Lorillard  _ 

Bulova    

Esso  Standard  Oil   

Robert  Hall  _ 

Corn  Products  Refining 
Max  Factor    

Avon      

Lipton 
American  Home  Products 

Food  Manufacturers  __ 

Harold  E.  Ritchie 

Glamorene    

\estle   

Peter  Paul 

Adell  Chemical    

Beech-Xut  Life  Savers .... 

Block  Drug    

Plough.   Inc.   _. 

Helaine  Seager    
Charles  Antell 

Tea  Council      

Minute  Maid  .. 

Texas  Co.  .. 

Seven-Up    
Shell  Oil 

Simmons   _ 

R.  J.  Reynolds 

J.  A.  Folger   
Ballantine    

$5,782,800 
2,921,900 
2,252,800 
761,400 

1,059,900 
1,542,200 

2,053,800 
725,900 

1.5!  S3. 100 

1,478,400 
1,696,900 

1.122,900 

471.(10(1 (.50.700 

985,100 
054.800 

373.700 

1.780.000 
224,300 
229.500 

1.228.400 

531,500 
869,100 
425,900 

174.100 

212,800 
313.800 

642.000 

264,200 
542.400 

724.700 

262.700 
751.200 
310.500 

725.200 

847,300 
1(13.800 

839.100 

368.400 

324.600 

187,800 

531,300 

146,700 

$3,726,800 

3,633,000 
2,942,900 

2,822,000 

2,447,100 

1,993,000 
1,922,600 
1,882,800 

1,688,800 

1,611,300 
1,535,700 
1,408,700 

1,397,400 
1,317,600 

1,313,500 
1,211,600 
1,168,300 
1,155,300 
1,143,900 

1,105,800 

1,085,000 
1,012,300 

1,002,200 
919,100 
910,800 
846,800 

794,600 

765,200 
728,100 
718,400 

696,700 
692,600 

667,100 
652,003 

650,400 
640,400 

639,100 

603,600 
591,500 

586,100 
583,600 
581,600 

579,500 
576,100 
574,900 

530,200 
525,200 
491,600 
488,300 

469,800 

ADVERTISER 

51. 52. 

53. 

54. 55. 
56. 
57. 

58. 50. 

00. 

61. 62. 
03. 

64. 

65. 

66. 

67. 
68. 

69. 

70. 

71. 72. 

73. 74. 

75. 

76. 77. 

78. 

79. 80. 

81. 

82. 

83. 

84. 85. 

86. 

87. 

88. 
89. 
90. 

91. 

92. 93. 

94. 
95. 

96. 

07. 

98. 

99. 

100. 

Ralston-Purina 
Marathon  Corp. 

Reader's  Digest   . 
Anheuser-Busch 

Wesson  Oil  &  Snow    Drift 

Florida  Citrus 

Standard  Oil  of  Ind. 

I  nited  Fruit  ... 
Heinz 
Wriglej 

RCA 
Bristol-Mvers 
Sunshine  Biscuit 

Ma\  belline 

M.  J.  B.  Co.  .. 
Sardeau    

Robert  Curley    

Socony  Mobil  Oil  .. 
National  Dair\ 

Clorox    

Buitoni  ... 

Pillsbury  Mills 

Pabst   . 

Falstaff 

E.  F.  Drew 
Frontier  Foods    
Sinclair  Refining 

American  Bakeries  _._ 

Quaker  Oats    
L.  S.  Borax   

Grocery  Store  Prods. 
Pharmaceuticals 

Drackett   

Hills  Bros.  .. 

Pfizer  _ 

Standard  Brands 

Piel  Bros. 
Bon  Ami    

Best  Foods  - 
\\  ildroot    . 

Carnation      

Schaefer    

Milner  Products  _ 

Petri  W  ine   

Pacific  Tel.  &  Tel. ... 
YA  aid   Baking 

Monarch  Y\  ine  .. 

General   Mills 

Mars 
Bun;ermeister 

1ST   QUARTER 
1956 

1ST  QUARTER 1957 

S       140.KMI $    464,200 
437,100 

378.900 428,600 

325.KKI 

425,200 

346.000 

422.800 

698.500 

421  000 

230.2(Hi 

412,800 
412  000 

327.300 403,100 

107.300 400,200 
344.000 399,300 
384.800 

387,700 
203.100 

386,900 

382,800 

116.5()(i 

381,600 

135.300 380,800 
379,400 

227.400 
369,400 

368,200 

359,000 

135.800 356,100 
158,300 353,900 313.500 

352,300 
377.300 345,400 

340,700 

339,000 

336,600 
190.500 

336,300 
328,900 

321,400 

181.400 
319,900 

267.500 316,500 

126.600 
314,400 

403.500 310,700 

304,900 

285.600 303,400 

394.200 
292,900 

288,700 
349.400 288,000 

364.800 282,600 

258,800 282,000 

213.500 

277,200 

266,800 
1 22.400 265,700 

260,700 

162.200 260,200 

171,600 
259,200 

217.500 256,200 

117.000 

255,400 

254,300 

Regional  Telephone  Companies   air   lifted   separately  and  are  no  longer  combined   un'l  r  American  Tel     .v    I  ■ 
Source:    TvB   quarterly  estimate  of  spot  tv  expenditure    (cross)    supplied  by   N.    0.    Korabaugh. 
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Spot  tv  spending  by  31   industries  during   1956   and  first  quarter   1957 

pnHMIIIIIl                   iir  :,■":::  iiiniiN!ii!i;'ir,'  ■■■■■ 
Product  category Spending  ultimate 

lit   quarter    '56 

Spending  eitimatc 

2nd   quarter  '56 

Spending  eitimate 

3rd   quarter   '56 
ling  ettimale 

■Mh  quarter  '56 ng  cjlimatt lit    quarter     57 

\m  iculture 

$311  >.   

.  .1  M  n  | 

83H 

$410,000 

Me,  beer  &  w  ine $8,323,000 50.   ),   

u     

$8,514  000 

Vmusements,  entertainment si.-.T.iMio 

51  19.   

1174   ' 

$119,000 

Automotive ?:,,2ii().(H)o 
5.V.50.OO0 

|] 

|4s249,l 
$2,293,000 

Building  material,  fixtures,  paints S! !().-,.( HID 
<  1.1 75.0(M) 

1651 $450,000 

$2,170,000 

$7,234,000 

Clothing  &  accessories SI. 7)3,000 S2.22 1.D00 
$1,861 

Conltvtinns  &  soft  drink- S  1.073.000 >5.322.   <  1.020.000 

96]    

Consumer  >er\  ices 82,952,000 $3,126,000 $2,494,000 
- $3,177,000 

$10,660,000 

$1,536,000 

$12,981,000 

$32,860,000 

$190,000 

Cosmetics  &  toiletries $7,442,000 $9,5  H. 000 $8,950,000 

18 

Dental  products $4,253,000 
-1.112.   

52.7  12.oi  hi 

$1,765,   Drug  products $10,726,000 ?f,  U.J5.000 
55.29.5.0OO 

$9,537,000 

Food  &  grocery  products >2::.ioi.   S2!!.3!J  1.000 521.775.   128,99 

Garden  supplies  &  equipment 
-I  SJ.000 

S1JJ7.   1 
s:,::.omi 

$54,   

Gasoline  &  lubricants $3,123,000 $4,206,000 
s.vio;:.(M)o 

$4,793,000 $5,422,000 

Hotels,  resorts,  restaurants -i:  :.ni  hi 
500.000 

573.000 

|70,! 

$87,000 

Household  cleaner-,  polishes,  waxes $1,579,000 52.3ol.ooo v  V  >2.i  ii  M  i 

$2,  191,   

S2, 808, 000 

$1,472,000 

$1,380,000 

Household  appliances $1,505,000 $2,430,000 $1,446,000 S2.354.000 

Household  furnishings 
>7(.;;.nito 

-T.li.oon 
N'l'KI.IMMI 

SI.  182.' Household  laundry  products $4,747,000 $5,242,000 $3,284,000 

-  1,013,000 

$3,732,000 

Household  paper  products 51.kkj.imio 5  1.502.000 
$1,016,000 

$1,703,1   

$1,618,000 

Household  general S075.000 5  1.002.000 $511,000 
$497 

$592,000 

S30.000 Notions SJIO.IIIMI $98,000 

-102.   

$116,   
Pet  products $986,000 SI.  174.000 $&19,000 

$1,649,000 
SI, 679, 000 

Publications 5.5oJ.OOl) 
il.".;.nnn 

$484,000 

$135 

$553,000 

Sporting  goods,  bicycle-.  tov- $98,000 
5102.000 

$79,000 
$1,161  0 

S115,000 

Stationery,  office  equipment 573.0011 

551.000 - - $131,000 

$423  000 

$10,331,000 

S884,000 

$1,249,000 

I\.  radio,  phono.,  musical  inst's >(,LV<  ion $554,000 

-:i;:.   

Tobacco  product-  >\  supplies $7,081,000 $7,371,000 >7.:  - 

-     115,000 

Transportation  &  travel 
-.(,..-,.( mo 5;  ;•»:;.   

.512., ..... 

1 

batches,  jewelry,  cameras $1,834,000 $1,982,000 

$1.637.   
$1,6]  1,1 

Miscellaneous 11,040,000 

$1,444,000  ' 

-;:;:].   

- 1 ,218,1 M IM 

SI, 835, 000 

TOTAL $100,209,000 $105,584,000 $83,863,000 $107,842,000 
SI  16,935,000 

SPONSOR 
25  may  195' 
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The  BIG  NEWS  in  Boston! 

Radio  Boston 

fastest  rising  ra 

station  in  Bosto 

Boston  Metropolitan 

Area  Pulse 

•  January-February  1957  ....  Second  Place 
and  Still  Rising! 

•  November-December  1956  .  .  Second  Place 

•  September-October  1955   Third  Place 

•  July-August   1955   Fourth  Place 

•  May-June   1955   Fifth  Place 

Keep  your  eye  on  these  other  Plough,  Inc.  Stations: 

Radio  Baltimore  I  Radio  Chicago  I   Radio  Memphis 

WCAO  WJJD  WMPS 

REPRESENTED    NATIONALLY    BY   RADIO-TV   REPRESENTATIVES,    INC. 
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RADIO  BASICS /may 

Hiia  is  the  firsl  ol  sponsor's  new  Radio  Basics  section,  It 
will  appeal  everj  foui  weeks  and  will  complement  and  alt<  rn  iti 

with  l\  Basics,  rhree  sections  make  up  Radio  Basics.  Hie 

firsl  i-  .1  series  ol  four  indices,  giving  material,  updated  ever) 
I. 'in  weeks  foi  the  mosl  part,  on  numbei  ol  homes,  Btations, 
Bets  in  homes  and  sets  Bold  <>i  produced.  The  second  sec- 

tion covers  -|>"i  and  will  provide  periodic  indices  of  local 
listening  in  various  markets  and  research  material  of  interest 

to  users  "I  spot.  Hie  third,  or  network,  section  will  emphasize 

web  radio's  clients  but  will  also  include  other  material  of  inter- 
est I"  network  users.  \  complete  list  of  network  radio  clients 

will  appear  as  a  supplement  to  Radio  Basics  in  the  next  issue 
and  t lut ia I h  i  will  be  included  as  a  regulai  feature.  Sugges- 

tions from  readers  as  i<>  content  and  formal  will  be  wel- 
comed and  used  as  basis  for  future  additions  and  revisions, 

rhe   next    Radio    Basics    will   appear   in   the   22   June    issue. 

o  dimensions  ax-  indexed 
■    in  tei  ms  of  homes,  Btations 

in  homes,  sets  sold  ,  .  .  »cc  below 

,       "-|">i  basii  -  prov  ides  kx  a] 
'■    kel    listening     index,    audiem  e 

composition  facts  .  .  .   pogc  48 

Net*  oi  k   basi<  -  show  -  bu 

,m    the   month,    radio   listening    l>\ 
hoUl  9  and  t  < .  j .  -Ii'.u-  .  .  .  pogc    50 

llllllllllllllll 

1.   RADIO'S   DIMENSIONS  TODAY 
Radio   homes    index 

1957 

47.7 

radio 
homes 

1956 
47.0 

radio 
homes 

49.5  48.7 

U.S.  homes        U.S.  homes 

figures  In  mi 

Radio   station   index 

End  of   \|»ril   1957 

Stations CPs  not 
Applications Applications 

on  lif 

on  air on   hand in   hearing 

Am 1       3049        1 154 1 

112- 

Fm 1                     1 ■  > 1 0 

End ol    Ipril l  <>.><> 

Am 1      mi       1 
118 

1 
101 

Fm 1                  1 

1  : 

1 0 

Source: 

Radio   set   index Radio    sales    index 

Set 
location 

Home 
\nto 

Public 

places 

1957 1956 

81.1)1111.00(1 

34,000,000 

10,000,000* 

82,000,000 
12,000,000 

10,000,000 

128.00O.IIIIO 
ilm.ooo.ooo Total 

BAB     1    January   each   year,    estimates 
■  king  order.   'No  new  information. 

Type 

Home 

\  hi  ■ » Total 

March  1957  March  1956 

730,584  7,649 

597,532  519 

1,328,116 

First  Quarter        First  Quarter 
1957  1956 

1,818,976 

1,642,015 

3,460,991 
=     Source     KKTM  \       II  .-.■   retail   «ale*.    aum  fi«u"  -■    ja)e». 

sponsor     •     25  mat    L957 
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2.   SPOT   RADIO   BASICS 

Spot  listening 

market  index 

Figures  for  the  10  markets 

at  right  show  homes  using 
radio  I  in  and  out  of  home  i 

during  the  March-April  pe- 
riod 1957.  Data  comes 

from  Pulse,  covering  listen- 

ing during  the  average 

quarter  hour  of  each  three- 
hour  day  part.  Spot  Radio 

Basics  will  periodically  cov- 

er different  groups  of  mar- 
kets with  the  same  type  of 

break-downs  as  shown  here 

IIIIIIIIIIIUIIIIIIIIIIIIIIIIIIIIIII 

How  local  markets  compare  in  listening  levels  by  three-hour  day  parts 

1     Market 

6-9  a.m. 

9  a.m.-N 

N-3  p.m. 3-6  p.m. 6-9  p.m. 

9  p.m.-M 

m 

Atlanta 25.4 
27.3 

26.4 
26.9 21.3 14.5 

1   Baltimore 
23.3 

25.4 25.2 26.7 
19.3 

16.5 

I    Boston 
23.6 28.8 27.2 

28.2 

21.4 
15.0 

= 

1   Chicago 
27.3 

31.4 
29.8 

29.6 21.3 
14.2 = 

1   Los  Angeles 
23.7 31.0 

27.8 
28.6 

22.3 
15.4 

|    Pittsburgh 22.1 
27.7 26.5 

28.5 
20.6 

14.3 

I    Portland.  Ore. 
28.5 

30.8 
28.9 29.9 

22.7 16.4 

Richmond 21.4 
25.0 

23.8 25.4 18.4 12.7 

I    San  Francisco 
26.6 

30.8 25.4 28.4 

22.3 
17.7 

!   Washington,  D.C. 
25.5 29.2 26.9 28.4 22.7 15.1 

i 

ili;!illllllllllllllllllllllllllllllllllllllllll!lllllllllll!llllll!llllllll!l!llllllll llllllillllllllliil 

illllllll!!' 

Does  a  station's  cost-per-1,000  vary  much  during  the  day? 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuuiiiiiiiiiin 

l— S  2.60 

-$2.00 

-$1.00 

H0URI Y  COST 
PER  THl 

USAND   ( 

6  AM- 6 

PM) 

i 

\ 
• 

\ 
• 

• • • 
•         — M         ■ 

i    ̂ —    ■    ̂  

• 
• 

• • 

• • 

m    a   ■■■*    ■ • 

Z 

• • • • • • 

■•■••■•■ 

\. 
X 

  

w 

■ 

6-7  7-8  8-9  9-10  10-11 

Illlllllllllilllllllllllllllllllllllllllllllllllllilllllllllll 

The  chart  above  shows  the  cost-per-1,000  homes  reached 

for  four  stations  in  a  typical,  medium-sized  Midwest  market 

1>\  hours  of  the  daj  during  the  day.  As  the  figures  indicate, 

there  can  be  a  considerable  variation  in  cost-per-1,000.  The 

figures   also   show   that   earl\    morning   and   late   afternoon 

11  -N 

N-l 1-2 

2-3 3-4 

4-5 

5-6 
milium 

prime  time  are  not  always  the  best  buy.  though  if  the  figures 

were  calculated  in  terms  of  cost-per-1.000  men  reached  the 

picture  would  be  different.  Data  is  based  on  NCS  #2  with 

recent  Pulse  ratings  projected  via  the  SRA  formula.  The 

chart  and  cost-per-1,000  were  prepared  by  The  Katz  Agent •> . 

i:; 
SPONSOR       • 
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TIME 

6-7  a.m. 

7-8 

8  9 

9-10 

10-11 

11-N 

N-l  p.m. 

1-2 

2-3 

3-4 

4-5 

5-6 

6-7 

7-8 

8-9 

9-10 

10-11 

11-M 

\\  eekend 

MEN 

audience  composition  <»n  the  local  level 
WOMEN  TEENS  CHILDREN  SETS  IN   USI 

1" 

i::-. 

L". 
5.1 

1  i 

I1' 

1 2 
11.3 

39 

13 

". 
3 15.7 

16 

:: I 16.9 ;i 

"._' 

10 

4 
19.3 

;i 

52 

10 

1 20.1 

36 
50 

LO 1 
20.6 

in 
16 

in 

1 21.4 

II 15 

10 

1 23.1 

12 
45 10 

3 23.4 

K) 

16 

111 

1 

23.1 

in 

47 
10 3 

21.3 

II 47 o 3 21.2 

i; 
1 1 

16 8 3 18.9 

16 8 2 18.1 

15 

r. 

8 2 
16.9 

17 
46 6 1 

14.7 

til 

n 

47 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

5 

IIIHIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII 

11.0 

Winter   audience 

data  in  8  markets 

<  ban  .ii  left,  prepared  l>\  John 
Blah  .hkI  <  ii..  pro\  idea  .i  four-waj 
audien(  e  i  omposition  breakdow  n, 
baaed  on  Pulse  data  Ln  the  follow- 

ing eight  marketa:  <  bii  ago,  De« 
ii'ni.  Philadelphia,  (  olumbus,  Mi- 

ami. Pittsburgh,  Seattle,  Dallas. 

I  igures  show  .i  weighted  a\ i  i 
■  n\  ii  In. ih  Saturdaj  .mil  Sunday . 
Note  the  substantia]  numbers  ol 
men  who  can  be  rea<  bed  during 

the  da)  on  weekends.  Data  >\\<>w n 
includes   Listeninc    Ln   automobiles 

111   1   I         IIIIIIIIIIIIIIIIIIIIIIIIIIIIi:    liiiil   '.: 

Combination  buys 

on  local  level 

taken  From  NSI  special  analysis 

files,  the  data  at  righl  give  some 
idea  of  tlic  audience  sizes  an  ad- 

vertiser  can  accumulate  with 

combination  Inns.  The  first  har 

is  a  morning  strip  combined  with 

an  afternoon  strip.  The  second  is 

a  daytime  strip  combined  with  an 

earK  evening  strip.  Material  is 

not  meant  as  a  comparison  of  the 

three  different  t\pes  of  purchases 

Schedule 

Homes 

reached 

per 

month 

Homes  reached 

per  broadcast 

Broadcasts   received 

per  home  reached 

Two   .">-;<-«  k -trip-    on    one 

station  (  10 
»ll(l»N  ) 

26% 

5.4 

Two     .")-.!-«  k •trips    on    two 

stations  |  in shows ) 

30% 

5.3 

"•put  schedoJc 

on   »i\    sta- 

tions   (  ~2   .Ml- 
nun  in  i  in.  ii  l-  i 

23% 

1% 

2.2 
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3.    NETWORK   RADIO   BASICS 

(anient  methods  of  bu\  i  n«i  network  radio — the  scattered  program  and  announce- 

ment bins  and  the  in-and-out  habits  of  clients — make  it  difficult  for  admen  to  keep 

track  of  what's  going  on.  The  list  below  shows  the  important  bins  that  were  made 
during  the  past  month.  It  includes  facts  already  printed  in  New  and  Renew 

but     with     more    detail.       See    the     next     issue     for     web     radio's     full    client     list 

FABULOUS     FORD     BUY     IS     MONTH'S     HIGHLIGHT 

lllllllllllliiiliiilllllllliiilililiilliilllililliiillillillliillllllllli  ABC    nil   minimi   mm  mum   i   miiiiiiiiiiiiiiii 

Ball  Bros.:  Four  segments  of  Breakfast  Club  were  boughl 

b\  the  sponsor,  starting  21  May.  Business  was  placed  by 

Applegate  Advertising  \genc\.  Muneie.  for  fruit  jars,  caps, 

jell)  glasses,  jar  rubbers. 

d-Con  Co.:  Two  segments  a  week  of  My  True  Story  is 
being  sponsored  by  this  division  of  Sterling  Drug  for  in- 

secticides. The  campaign  began  14  May. 

Ceneral  Foods:  Nine  new  segments,  bought  for  summer 

airing,  were  added  to  GF's  14  segments  already  on  ABC's 
morning  block.  The  nine,  bought  via  Y&R  for  Jell-0  In- 

stant Pudding,  including  three  on  Breakfast  Club,  two  on 

My  True  Story,  two  on  When  a  Girl  Marries  and  two  on 

Whispering  Streets. 

Texas  Co.:  The  oil  firm  renewed  its  sponsorship  of  the 

Saturday  afternoon  Metropolitan  Opera  broadcasts  for  1957- 
58,  its  IJJth  consecutive  season  via  C&W. 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiini!  CBS    iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

Chesebrough-Pond's:  Five  minutes  of  Sports  Time,  7:00- 
7:05  p.m.  three  times  a  week  for  13  weeks  was  bought  for 

Valcream  through  Compton.  Kickoff  is  17  June. 

Dixie  Cup:  A  five-minute  segment  on  Robert  Q.  Lewis' 
show  Saturday  mornings  will  plug  Dixie  Cups  in  the  home 

for  26  weeks.  Campaign  began  18  May. 

Ford:  The  biggest  network  buy  in  recent  years  was  Ford's 
four  hours  and  40  minutes  weekly  news-and-music  package 

on  CBS  for  52  weeks  starting  2  September.  Aimed  at  motor- 

ists, the  buy  covers  five  minutes  of  news  and  five  minutes  of 

Rosemary  Clooney  and  Bing  Crosby  across-the-board  on 

weekdays  during  the  period  between  7:00-8:05  a.m.  local 

time:  an  Arthur  Godfrey  weekday  strip  from  5:05  to  5:30 

p.m.;  the  Ed  Murrow  strip.  7:45-8:00  p.m.;  six  Clooney- 

Crosby  five-minute  shows  at  5:00  and  5:55  p.m.  Saturday 
and  12:55,  2:30,  4:30  and  5:55  p.m.  Sunday.  Agenc\  :  JWT. 
The  cost:  s  1.2  million  after  time  discounts. 

Gillette:  Three  horse  races  in  May  and  June  were  bought 

for  all  Gillette  products  via  Maxon.  The)  included  the 

Kentucky  Derby  on  4  Ma\ .  the  Preakness  on  18  May  and 
Belmont  on  15  June. 

Kendall  Co.:  Minor  summertime  injuries  are  the  motive 

behind  the  buy  of  a  dozen  15-minute  segments  of  Arthur 

Godfrey's  morning  show  for  Curads  and  Curity  first  aid 
products.  Leo  Burnett  bought  the  10:45-11:00  segment  for 

28  June  and  30  August  and  the  Thursday  10:30-10:45  seg- 
ment for  10  weeks  beginning  4  July. 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii   NBC 

American  Dairy:  NBC's  run-of-schedule  20-10  Plan  (10 
one-minute  and  10  30-second  announcements  during  the 

10:00  a.m.  to  4:00  p.m.  period  I  was  bought  b\  the  client 

for  13  weeks  starting  3  June  through  Campbell-Mithun. 

American  Dairy  is  the  second  user  of  the  20-10  Plan. 

California  Packing:  A  $500,000  buy  involving  one-quarter 

of  News  on  the  Hour  for  20  weeks  started  20  May.  Empha- 

sis will  be  on  Del  Monte's  pineapple-grapefruit  juice.  The 
bin.  via  McCann-Erickson.  covers  an  average  of  421  L>  an- 

nouncements per  week,  half  minutes  and  half  30-seconds. 
Columbia  Pictures:  A  total  of  33  minute  announcements 

for  three  weeks  starting  21  June  will  plug  Fire  Down  Below. 

Programs  bought  into  include  Bandstand.  People  Are  Funny 
and  Monitor.  The  agency  is  Donahue  &  Coe. 
Ex  Lax:  Four  announcements  weekly  have  been  added  to 

16  Ex  Lax  already  has  on  NBC.  The  new  buy.  via  Warwick 

and  Legler,  involves  one  participation  per  week  for  34 

weeks  in  Great  Gildersleeve,  People  Are  Funny.  One  Mans 

Family  and  Monitor. 

Ceneral  Foods:  Campaigns  for  Jell-0  and  Postum  have 

been  placed.  The  Jell-0  drive  is  a  reminder  campaign  with 

60  six-second  announcements  per  week  for  10  Aveeks  on 

Bandstand  and  Truth  or  Consequences.  Estimated  cost  to 

GF  is  $120,000.  Postum  will  be  represented  by  one  partici- 

pation a  day  five  da\s  a  week  on  Bandstand  and  Pepper 

Young's   Family   for   26   weeks. 
Ceneral  Mills:  Five  one-minute  and  five  30-second  an- 

nouncements per  weekend  for  52  weeks  were  purchased  in 

the  Fibber  McGee  and  Bob  and  Ray  segments  of  Monitor. 

Campaign,  via  DFS,  will  start  1  June.  Brand  and  brand 

schedules  had  not  been  decided  at  presstime. 

Mack  Mfg.:  Trucks  will  be  advertised  on  Monitor  with  six 

one-minute  announcements  per  week  for  10  weeks  starting 

28  June.  Doyle,  Kitchen  &  McCormick  placed  the  business. 

Plough  Chemical:  A  13-week  campaign  for  St.  Joseph's 
aspirin  will  start  on  Monitor  1  June.  The  $110,000  buy 

provides  for  10  one-minute  and  10  30-second  plugs. 

Sleep- Eze:  \  13-week  summer  drive  will  employ  one  par- 

ticipation a  week  on  People  Are  Funny  and  two  a  week  on 

One  Man's  Family.  Agency  is  Milton  Carlson.  Los  Angeles. 
20th  Century-Fox:  \  two-weekend  saturation  drive  on 

Monitor  will  be  used  to  plug  Bemadine.  Schedule  provides 

for  50  six-second  announcements  per  weekend.  Dates  are 
22  and  20  June. 
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I  .  §■  homea  reached  pet  average  minutes  \>\  hours  <>i  da] 

AFTERNOON 

Radio's  audience  as  "I  Januarj    195*3    (Nielsen)    is  shown         Werage   minute  audiences  are  onl)    .1   fraction   01    radios 
above.     Figures    atop    bars    represent    millions    of    homes.         total  in-home  audience   (aboul   30  million  homes  per  day) 

Network    radio   in-home   audiences:   top   shows   and   average 

DAYTIME EVENING 

Weekday 

Average  for  all   programs 

1  Ma  Perking  (2nd  balf)     Lipton     M-F   Wk  2 
2  Ma  Perkins  (2nd  half)     Scott 

Tue.  &  Wed.    Wk  1 

3  \.  Godfrey    1  Isl  half)     1  hun  King 
10:00  a.m.     Tue.     Wk   2 

4  Young   Dr.   Malone   (2nd  half)     Lever     M-F 
5  Ma  Perkins   I  1-t  half)     Lever     M-F 
6  House  Partj     Simoniz    3:15  p.m.     Wed. 

7  \.  Godfrej     l.n'l   Min.  S  Chem. 
10:15  a.m.     Th.    Wk  _' 

8  Helen  Trent   (2nd  hafl)     Scotl     Mon.  &  Th. 
9  Nora  Drake    (2nd   half)     Scott     Tue.  S  Th. 

10      House  Partj     Stale]     3:15  p.m.     Tue, 

HOMES l  OOO  I 

1,097 
1,765 

1,765 

1,670 

1,622 
1,622 
1,622 

1,622 

1,622 
1,622 

1,574 

Average  for  all   programs 

1  rack    !'>•  run 
2  Gunsmoke     Sun.  6   10  p.m. 

3  •  >ur    Miss   ltr<"'k-      ' 

4  < rur   M i--   Brooks     I  •■rillanl 

5  < runsmoke     San.  '>:  k">  p.m. 
6  Mitch  Miller    8:10  p.m. 

7  l<  adi  !in     V wards 

8  Mu  b   Miller    8:20  p.m. 

9  50th   Vnniversarj   Musical 

10  Sports     Sun.  B:  15  p.m. 

HOMES 

i  OOO  I 

525 

1,670 1,383 

1,336 

1,240 

1,193 

1,409 

1,002 
906 

906 

811 Sunday 

Average  for  all  programs 

1  Woolworth   Hour 
2  Robert  Troul 

3  Johnnj  Dollar     Lorillard 

Saturday 

Average  for  all  programs 

1  Gunsmoke — 12:30  p.m. 
2  Gunsmoke     12:  (5  pan. 
3  Sports     12:55  p.m. 

429 

1,193 

1,145 
1,002 

620 

1,574 

1,479 
1,288 

Multi-weekly 

Average  for  all  programs 

1  Lowell  Thomas 

2  News  ol   the  World 

3  i  tai    Man's  I  imil) 

668 

1,288 
1  240 

1.145 

Program   audience   figures   are    hron     Nielsen's   first     \pril 
report  covering  the  two  week-  ending  6    Vpril   1957.    D 

i»  based  on  homes  listening  t"  .1  program  -i\  minutes 

more,  except  for  programs  "t   15  minutes  or  less  in  which 

case    homes    listening    one    minute    >>r    mere    are    included. 
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SPONSOR  ASKS 

What  are  your  tips  on  how  to  hire  tv  and  radio  personnel  m 

Richard  Bacharach,  director,  entertain- 
merit  division,  Jules  Z.  Willing  Organization, 

New  York 

The  entertainment  industry  has  grown 

to  such  huge  proportions  in  recent 
years  (hat  its  traditional  methods  of 

filling  top  executive  spots  is  hopelessly 

out-dated  and  inefficient  It  is  the  onlj 
major  American  industry  in  which  key 

job*  are  filled  1>\  word-of-mouth,  and 

by  planned  "leaks"  signifying  that  an 

"adopt  a 

more  effective 

method" 

important  top-level  change  is  in  the 
making. 

Considering  the  enormous  invest- 
ment costs  in  television,  motion  pic- 
tures, and  the  legitimate  theatre,  the 

entertainment  industry  is  being  forced 

by  shrinking  profit  margins  to  adopt  a 

more  effective  method  of  finding  the 
right  man  for  the  important  job. 

American  industry  has  long  since 
found  that  answer  in  the  confidential 

executive  recruiting  firm  such  as  our 
own.  where  the  entire  field  is  scouted, 

sifted,  and  screened  until  a  small  hand- 

ful of  well-qualified  men  (whose 
availability  is  a  secret  even  to  their 
closest  friends  and  associates )  consti- 

tute the  field  from  which  the  best  can- 

didate is  finally  chosen.  This  is  the 

method  the  entertainment  industrj 
must  learn  to  use. 

The  top  entertainment  executive  is 

a  very  insecure  person  job-wise,  sub- 
ject to  incredible  tensions,  and  the 

victim  of  a  very  high  rate  of  job  mor- 
tality. He  tries  to  keep  plugged  into 

the  grapevine,  to  learn  what  jobs  are 
available  and  what  qualifications  are 

expected;  but  his  information  is  usual- 
ly hazy,  inaccurate,  and  incomplete. 

Even  when  he  has  a  clear  and  correct 

version  of  an  inviting  possibility,  he  is 

not  often  in  a  position  to  make  his 

availabilit)  or  interest  known,  except 

by  dropping  a  casual  hint  at  the  right 
luncheon  table. 

For  his  sake,  too,  the  confidential 

intermediary  is  essential — both  for  his 
success  and  for  his  peace  of  mind. 

The  extent  to  which  our  work  in  per- 
forming this  intermediary  function  for 

both  the  employer  and  employee  has 

captured  the  imagination  of  both,  the 
eagerness  with  which  both  have  been 

willing  to  talk  to  us  confidentially 
about  what  they  are  looking  for.  and 

the  startlingly  effective  results  that  we 

have  been  able  to  obtain  in  a  compara- 
tively short  period  of  time,  all  seem  to 

indicate  that  we  are  on  the  right  track 

in  finding  an  effective  way  to  get  the 
right  top  man  and  the  right  top  job 

together,  to  the  enormous  advantage  of 
both. 

Roger  Pryor,  vice  president  of  radio  and 
television,  Foote,  Cone  &  Belding,  New  York 

As  a  first  step  in  hiring  a  new  broad- 

cast boy,  I  believe  it  makes  sense  to  de- 
cide just  how  much  youre  going  to  be 

able  to  pay  him.  Not  how  little,  but 
how  much.  Take  a  good  look  at  your 
budget  before  looking  any  place  else, 
and  remember  that  unlike  merchan- 

dise, a  "sale"  on  ability  is  rarely  to  be 
found.  With  people,  as  with  anything 

else,  you  usually  get  what  you  pay  for, 

so  make  up  your  mind  not  to  drive  too 

sharp  a  bargain.  To  be  sure,  you'd 
like  to  get  a  little  more  than  you  pay 

for  and  probably  will  if  \ou  have  an 

attractive  job  to  offer,  but  don"t  trv  to 
get  something  for  nothing,  for  where 
people  are  concerned  it  usuallv  works 
in  reverse. 

Having  set  your  top  figure,  you'll 
have  little  trouble  narrowing  the  list 

of  applicants  to  those  who  fit  reason- 
ably into  such  a  category.  And  with 

this  done,  it  seems  to  me  that  the  one 

who  best  answers  the  following  ques- 
tions will  probably  get  the  job: 

1.  In  addition  to  television,  does  he 

have  an  adequate  radio  background? 

2.  Assuming  broad  experience  in 
both  media,  were  these  years  spent  as 

an  agency  representative,  or  was  he 

employed  by  a  station  or  package  pro- 
ducer, or  what? 

3.  Has  he  specialized  in  direction? 

Production?  Writing?  Or  is  his  back- 
ground sufficiently  comprehensive  to 

include  all  of  these  activities? 

4.  How  many  years  of  agencv  ex- 
perience has  he  had,  and  what  is  the 

length  of  his  tenure  with  each  agency? 

5.  Is  he  sufficiently  mature  to  be 
"left  alone"?  Can  his  judgment  be 
depended  upon?  It  seems  to  me  that 

this  can't  be  over-emphasized. 

6.  Is  he  good  at  detail  work?  The 

complexity  of  broadcast  operations  to- 

day demands  a  "buttoned-up""  type  of lad. 

7.  Is  he  articulate  and  does  he  han- 
dle himself  well  in  groups? 

8.  Is  his  personal  appearance  satis- 
factory? Remember,  that  just  as  a  per- 

son is  known  by  the  company  he  keeps, 

so  is  the  agency  known  by  the  com- 

pany it  hires. 9.  Of  course  you  will  want  to  satisfy 
yourself  as  to  his  sobriety,  reliability , 

"don't  try  to 

get  something 

for  nothing" 

etc.,  and  if  by  now  he  shapes  up  pret- 

t\  good,  there's  one  really  loaded  ques- 
tion you'll  want  to  ask  him:  Is  he  will- 
ing to  burn  the  midnight  oil  at  both 

ends?  Will  he  be  perfectly  delighted 

to  get  stuck  in  a  control  room  covering 
a  commercial  in  the  Late  Late  Show 
on  Christmas  Eve?  Is  his  wife  the 

kind  who'll  laugh  good  naturedly  when 

he  calls  at  8:00  p.m.  and  says,  "Dear,  1 

i2 
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know  we've  ""t  eighl  l"i  dinner,  1ml 
I'm  -till  at  the  studio,  ">  "ii  see,  the 
clienl  hasn'l  ai  i  ived  j  et.  II*-  called  .1 
couple  ol  hours  ago  and  said  he'd  be 
.1  Few  minutes  late,  etc.,  et< .,  etc.'? 

If  he  takes  all  these  questions  in  his 
sti  ide,  hire  him  brothei ! !  \ml.  it  \ ou 

i  .in    linil    anj    others    let    me    know ' 

Ruth  E.  Bachman,  advert  alist, 
Bing-l  ronin,  \  eu  )  ork 

Mm  .  .  .  don  l  be  sold  .  .  ■  bo,  know 

w  h.it  you  need.  It's  the  alerl  executive 
who  knows  what's  needed  from  the 
simple  definitive  t<>  the  creative,  illu- 

sive requirements.  I  In ■  executive  who 

ju-i  needs  "someone'  on  bis  Btaff,  maj 
v  ell  be  sold  a  Mil  "I  goods  l»\  a  phon) . 

"a  phony  is 
sometimes  a 

good  salesman" 

\    phon)    is   sometimes   a   verj    g   I 

salesman,  he's  verj  interested  in  him- 
self and  tlic  less  he  has  to  clutter  his 

mind  with  other  knowledge,  the  better 

In-  can  concentrate  on  and  talk  ahoul 
how  uimkI  he  is. 

\\  hen  you  want  to  bu)  time  .  .  .  you 

shop.  Spot?  Participation?  Showy 

Local.''  Network?  Owned  &  operated? 
\\  hat  will  sell  your  product  l>est?  And 
M  you  ask  for  an  estimate.  Just  as 

you  bu)  time  to  sell  a  product,  you 

l>u\  people  who  will  produce.  Produce 
what?  If  you  know  exactl)  what. 

you're  off  to  a  good  start.  Otherwise, 
get  out  your  pencil  and  think  with  it. 
on  paper : 

Functional  job  title:  department  of 
the  company;  list  of  all  duties  to  be 

performed:  other  factors  important  to 

the  job — special  education,  special 
skills   or   talents,   kind   of   personality. 

Too  often,  though,  the  harassed  ex- 

ecutive, pressed  for  time,  oversimplifies 
this  step.  He  wants  a  man  with  the 

same  highly  specialized  experience — 
but  not  one  even  minor  fault  of — the 

newly  departed  employee.  This  lack  of 

imaginative  appraisal  leads  quickl)  to 
inbred  hiring  which  results  in  Btatic 

-tailing.  Estimate  your  need-,  evaluate 
your  candidate  and  hire  creatively  ! 

Hire  quality.  That's  m)  tip.  V  given 
individual  with  quality  of  intelligence 

and  personality  plus  certain  demon- 
strated talents  and  abilities  does  not 

1  Please   turn   page  1 

i 

^  DONT  BEE 

There's  only  ONE  Skowhegan . . . 
. . .  it's  in  MAINE 

Moppets  and  mothers  here,  as 

elsewhere,  are  devoted  to 

ROMPER  ROOM  on  Channel  Six 

Quoting  Marge  Pressey,  in  hei  weekl)  Somerset  Reporter  column. 
Diary  of  a  Skowhegan   Mothei  ol  Six: 

"In  iu\  opinion,  one  ol  the  verj  besl  programs  on  IV  for 
pre-school  children  these  days  is  Romper  Room  on  Channel  6 

at  '.»:.'!()  a.m.  Miss  Connie,  Rompei  Rooms  'teacher',  is  such  an 
attractive  person  and  has  such  a  lovely  personality,  the  children 

just  adore  her." 
What  do  Romper  Room  sponsors  say? 

MAINE   SAVINGS   BANK— "We    have    found    Rompei     Room 
successful  in  soliciting  new  accounts  among  the  youngei   1  tips 

and  their  parents." 

OAKHURST  DAIRY — "A  quality   presentation  combining  child 
development  and  entertainment  values  with  unique  sales-servia 

appeal." 
KIDDYLAND — "Romper  Room  is  excellent  as  a  vehicle  ol  !><>ih 
educational  influence  and  entertainment.  It  has  brought  many 

new  customers  to  us." 

We  sa\ :  "Sec  your  nearest  Weed  TV  man  E01  summei   avail 

abilities." 

WCSH-TV 
PORTLAND, 
MAINE 
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need    highb     -]t('(ial  ized    experience    to 
do  a  creative,  productive  job.     I  here 

i-   no  such  thing   as  a  creative  hack. 

Joan  Sinclaire,  "  packager  and  former 

n  manager  for  Lowen  Placement  1m<'I"  ) 

First,  knou  what  you're  looking  for — 
have  very  definite  qualifications  and 

-  pec  i  fie  duties  clearl)  in  mind  and  then 
he  flexible  enough  in  your  thinking 
to  recognize  talent  potential  when  il 
walks  in  your  door! 

\\  ht'ii  you  interview  a  prospect,  have 
enough  imagination  and  crealivit\  to 

envision  him  in  the  job — evaluate  his 

a  i  c  .perence  along  with  his  future 

potential.  Ask  yourself  if  this  is  the 

type  of  man  or  woman  who  will  grow 

with  your  organization  or  stand  still 
and  stagnate? 

One  of  the  main  troubles  with  some 

employers  is  that  the)  change  the 
specifications  for  the  job  with  each 
applicant  the)  interview.  For  example, 

thej  call  you  up  and  ask  for  a  top 
radio  t\  commercial  writer  with  film 

experience  and  then  after  they've  seen 
three  top  men  who  are  ideally  suited 

for  the  position,  according  to  the  orig- 
inal  specifications,   they   do   an   about 

face  and  decide  the\  want  a  good  gen- 

eral copywriter  with  a  knowledge  of 

print  and  timebuying.  .  .  .  How  con- 
fused can  you  be? 

I  nt  i J  an  employer  actually  knows 

what  he  wants  and  needs,  he  shouldn't 
do  any  interviewing.  I  he  pre-selection 
service  which  a  good  personnel  agency 

offers  is  completely  wasted  when  the 

client    doesn't    know     what    he    reallv 

"level  i<  itli 

him  about 

the  job" 
wants.  Further,  the  employer  wastes 

his  own  time  and  energy  as  well  as 

that  of  the  prospective  employee  whose 

morale  goes  way  down  when  he  is  told 
he  is  completely  wrong  for  the  job 

simply  because  the  employer  doesn't know   his  own   mind. 

Above  all — be  sincere  .  .  .  and  look 

for  sincerity  in  your  employees.  Sin- 

cerity succeeds  ver\  often  where  geni- 
us and  talent  fail ! 

Be  yourself!  These  are  the  key 

words — the  recipe  for  success  in  busi- 

ness and  professional  life — in  inter- 
viewing— in  helping  you  find  out  what 

makes  a  man  or  woman  tick.  If  you 
want  to  find  out  what  kind  of  an 

employee  you'll  be  getting  for  }our 
money  then  "level  with  him  — abouv 
the  job,  its  potential  and  his  future  if 
he  casts  his  lot  with  you. 

Remember,  that  the  average  man 
who  is  out  of  work,  or  interested  in 

making  a  change,  is  apt  to  be  nervous 
and  ill  at  ease  when  he  comes  in  for  an 

interview.  By  being  yourself  you  can 
make  it  easy  for  him  to  be  himself, 

therefore  you  find  out  more  readib 
about  the  man  and  his  aptitudes  and 
abilities. 

Avoid  hiring  a  person  who  talks  too 
much  about  himself — let  the  record  as 
indicated  on  his  resume  and  in  his 

portfolio  and  credits,  speak  for  itself. 
And  remember  thai  humility  and 

teachableness  are  important  qualities 
in  an  employee. 

Above  all.  avoid  hiring  a  man  who 

won't  listen  when  you  talk.  \n\one 
who  thinks  he  knows  all  the  answers 

before  he  starts  working  for  \ou  is  a 

dangerous  character  to  have  around! 
He  ma\  not  end  up  getting  your  job — 

but  he  ma\  just  walk  out  and  take 
vour  best  account  with  him!  !  !  t^ 

:»i 
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NEW  AND  RE 

i.l\  listing  "i  1 1,,, 
in  the  advertising  and  broada 

NEW    ON    RADIO    NETWORKS 

SPONSOR 

Fflgidalri    Dcv   CM,    O.iyton 

I  lira   Oiv  CM.    Dayton 

Ccncral    Foods.    White    Plains  NY 

Ccncral    Foods,    White    Pl.nnv  NY 

Ccncrjl   Foods.   White   Plains.  NY 

Cencr.il   Foods.   White   Plains.  NY 

Ccncral   Foods.   White   Plains.  NY 

Ccncral   Foods.   White   Plains.  NY 

General   Foods.   White    Plains.  NY 

General   Foods.   White   Plains.  NY 

Cenc.-al   Foods.   White   Plains  NY 

Plough     Inc.    Memphis 

Shulton.    NY 

20th  Ccntu.-y   Fox   Film   Corp.  NY 

Vcrnell's   Butter   Mints,    Seattle 

ACLNCY 

Kudner     NY 
Kudncr,    NY 

Y&R   NY 

Y&R.  NY 
Y&R  NY 

Y&R.  NY 

Y&R.  NY 

Y&R,  NY 
Y&R  NY 

Y&R,  NY 
Y&R.  NY 

Lake-Spro-Shurman,  Memphis  NBC   158 

Wesley.    NY  CBS   201 

Charles  Schlaifer.   NY  h  BC   158 

Ma  tin  &  Tuttle.  Seattle  CBS   201 

STATIONS 

CBS 

201 

CBS 

201 CBS 

201 
CBS 

201 

CBS 

201 

CBS 

201 
CBS 

201 

CBS 

201 CBS 

201 

■vBC 

151 

NBC 

151 

PROGRAM,    time,    itort,   duration 

C.ilcn  Dr.ikc  Sj  10  05-10  50  im;  5  mm  sen.  18.  25  May  only 

Robert  Q  Lewis.  Sa  II  05-12  n.  5  mm  Mg;  18  25  May  only 

World    New,    Roundui;    Su    9-9  15    am      5    mm    s<  K      12    May, 

26    wks 
Cunsmokc,    Su    6:30-655    pm;    5    mm    Mg;    12    May      26    wki 

Cir   Miss  Books;   Su   7  30-8  prr ,   5   mm   sc*     12   May     26  wks 

'^mos     n     Andy    Mjsic    Hall      M    F    7  05-7  45    pm      5    mm    v<* 

13    May;    26    wks 

Sa  1005-1050  am.  5  mm  Mg;  18  May  26  wks 

Robert  Q.  Lewis:  3a  11:05-12  n  5  mm  u;  18  May  26  wks 

Cunsmokc.  Sa  12  30-1255  pm;  5  mm  seg  18  May  26  wks 

3  indsMnd  M-F  10:30-12  n;  30  parties  p>  r  wk  I  July  10  wks 

Truth   or   Consequences:    M-F    10  05-10:30  am;   30  parties   per 
wk     1    July:    10  wks 

loniior;   29  parties  per   wkend;   25   May;   52   wks 

thur  Codfrcy  Time.  F  10  15-10:30  am.  M  |ur 

Monitor;  50  parties  per  wkend:  22  June  2  wks 

''obe.t  Q     Lewis;   Sa    11   05-12   n;   5   mm   scg ;    11    May     52   wks 

BROADCAST    INDUSTRY    EXECUTIVES 

NAME 

Tom    Boise 

Charles  W.    Brunt 

Stan    Byrnes 

C.    Herbert    Clarke 

George    R.    Collisson 

Byington   F.   Colvig 

Robert   V.    Evans 

Philip    Fcldman 

Armand   Grant 

Be.-nct  C.    Hammcl 

Robert   I     Holt 

Bill    Karl 

Helen    Irene    Koss 

Robert   G,    McKec 

Walter  K.   Neill 

Bill   Oldham 

Barrie    D.    Richardson 

C.   S.    Shulda 

Hugh    M.    Simpson   

Austen    Smithers 

Dale    Stevens 

Fred  Urscl 

Arthur    Vigeland 

Raymond    W.    Welpott 

Alycc   Wilson 

FORMER    AFFILIATION 

KSFD.    San    Diego,    mgr 

WTOB.   Winston-Salem,   sis   mgr 

Pathc    Pictucs.    NY.   sis  mgr 

NBC    Tv   Net.   NY.   stn   sis  rep-sis   traffic   dept 

WKY-TV.   Oklahoma  City,   sis 

CBS  Tv  Spot  Sales.  Chi,  dir  sis  promotion 

Cbs   Legal    Dept.    NY.   senior  atty 

CBS  Tv.   Hy.  dir  bus.ness  affairs 

_WKIT.  Garden  City.   LI.   vp  &  gen  mgr 

Schwerin   Research.    NY.   asst  dir  operations 

.Fanchon    &    Marco,    advtng   mgr 

KERC    Eugene.  Ore,  sis 

American    Research    Bureau.    NY,    exec   sec 

NBC   Radio  &  Tv  Nets.  Chi,   acct  exec-midwest  sis 

.Dir  own  advtng  &  public  relations  agcy.   LA 

.Edward    Petry.   Chi     radio  acct  exec 

.Warner   Bros.    NY.   publicity 

_KERG.    Eugene.   Ore.    local   sis   mgr 

WALA-TV.   Mobile,  acct  exec 

Hcadlcy-Reed.    NY.    radio    sis    mgr 

.CKSL.    London     Ontario,   sis 

.Ted   Bates.    NY.   acct  exc: 

WRCB.   Schenectady,    s.'n   mgr 

.Free-lancing  on   r-tv  commc.cials    Fh.la 

NEW    AFFILIATION 

John   Blair,   LA.  acct  exc: 
Same,  mgr 

Tclcvis.on    PoRrams  of   America,   acct  exec 

Same,   mgr   stn  sis 

KTOK.    Oklahoma    City,    sis    mgr 

Same,  acct  exec 

CBS   Tv.    NY.    asst   gen    atty   chg   talent,    pro   &    facilities  con- 

iracls   and   righ"j Same,   vp  &  business  mgr-talent  &  contract   properties 

ABC   Tv     NY     exec   producer-daytime   programs 

ABC  Tv  Net.   NY.  asst  mgr  research 

Cross-K.-asne      Hy     dir    advtng    &    promotion 

Same,    local   sis   mgr 

Same,   admin   asst 

ABC    Chi    acct  exec   tv  sis — cent  div 

Television    Programs  of   America.    Detroit,    acct 

Same    St     Louis,  sis  mgr 

CBS  Radio.    NY.   p.css  information 

Same,  natl  sis  mgr 

Television     Programs    of    America      New    Orleans      acct    ■  ■ 

Edward   Petry.    NY    acct   exec — radio   div 

E\e  ett-McKmncy.    Chi     sis 

Same,  retail  sis  mgr 

John   Blair    NY    acct  exec 

WKY     WKY   TV    Oklahoma   City    stn   mgr 

WALA-TV.   Mobile,  sis 

ADVERTISING   AGENCY    PERSONNEL    CHANGES 

NAME 

William  A.   Baumert 

Edwin  J.   Benedict 

James  Benham 

Carl    Cannon      

Douglass  Coady   

Arnold    M.   Combrinck-Craham 

Jr. 

George  W.   Davidson 

Michael    |.    Donovan 

Lawrence   H.   Douglas 

James  P.  Dwyer   

FORMER    AFFILIATION 

Frank    Baumert  Co.    NY.   partner 

|.   M.   Mathes.   NY.  acct  super 

Young   &    Rubicam.    NY     acct   exec 

United   Nations     NY    chg  visitors    services 

Hotpomt.   Chi.    mk*ng   specialist — tv   div 

Kenyon  &   Eckhardt.  Chi    acct  exec 

1    Walter  Thompson.   NY.  mktng  exec 

Benton  &   Bowles.  NY.  asso  media  dir 

Cotham    Broadcasting.    NY.    acct   exec 

William    Jenkins   Advtng.    Phi lj     vp 

NEW    AFFILIATION 

Paris  &   .nci  t     NY     acct  exec 

Ma.sctu  k  &   Pratt.   NY.  acct  exec 

Ted  8a, cs.   NY    acct  super 

K     ch.        MicLeod  &  C-ove.   NY    public  relations  ace 

-     McCl.nton.  Chi    acct  exec 

Same,   also  vp 

Compton.   NY     vp  &   acct   super 

Same,  also  vp 

Thomas   &    Douglas     NY     vp 

Cray  &    Rogers     Phila.    advtng   staff 

SPONSOR 
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NEW   AND    RENEW 

ADVERTISING    AGENCY    PERSONNEL   CHANGES  continued 

NAME 

Cay    Gibson 

Raymond  F.  Comber 

Ccorgc  Crabin 
Robert  A.   Crant 

Kent  Johnson 
Walter  E.   Koons 

Shannon    Patrick    LaFontaine 

FORMER    AFFILIATION 

.Doyle   Dane   Bernbach,   NY,  copywriter    

Wcstinghouse    Electric,    Pitts,    industrial  advtng   &   sis   promo- 
tion   mgr 

Arthur   Meyerhoff,    Milwaukee,    mgr      

Crant  Advtng   Ltd,   Tokyo,   head    

Lambert  &   Fcasley,   NY,   acct  exec    

Fuller  &   Smith  &   Ross,   NY,  acct  exec    

LaFontaine-Detroit   Co,    sis   promotion 

Marlcn   Loehrkc 

John   F.    McManus 
Marion   Meisenheimer 

Robert    0.    Memmel 

Walter   Henry  Nelson 
David  A.    Neuman 

Louis   |.    Nicholaus 
William   D.   Nietfield 

Ted    Pearson 

Joseph  Pendcrgast 

Christopher  A.   Sante 

C.   Stuart  Siebert,  Jr. 

Robert  F.  Stanton 

Melcon    Tashian      _ 

Earl    Timmons 

Lawrence    Weitzner 

Robert   E.   Wiesner 

Phillip  Wolf 

Foote,  Cone  &   Belding,  Chi,  personnel  dir 

Zimmer.   Keller  &  Calvert,   Detroit,  acct  exec 

Mathisson  &  Associates,  Milwaukee 

American   Lace  Paper,  advtng  &  sis  promotion   mgr 

American    Petroleum    Institute,    editor   &   public    relations 

Emil   Mogul,   NY,   acct  exec           

Kenyon  &   Eckhardt,   Boston,  acct  exec 

Crant  Advtng,  SF,  acct  exec  _     

.Brisacher  Wheeler,    SF,   asst   acct  exec     _     

John  T.   Fosdick  Associates,  NY,  vp 

-Lcnnen   &    Newell.    NY,    dir   research     

Kenyon  &  Eckhardt,  Chi,  acct  exec 

Albert  Frank-Cuenther  Law,   NY,  acct  exec 

Foote,  Cone  &   Belding,   NY,  art  dir       _     

Erwin,   Wasey,    LA,   asst   research   dir        _     

Emil    Mogul,    NY,   asst   production    mgr 

Lcnnen  &  Newell,  NY,  asst  dir  media  research 

MacManus.   John  &   Adams.   LA,   producer  tv  commercials 

NEW    AFFILIATION 

Same,   head  sis  promotion  dept 

Compton   Advtng,    Milwaukee,   vp   &   mgr Same,  vp 

Robert  Otto,   NY,  acct  exec 

Endorsements,   Inc.  NY,  vp  chg  admin 

Ketchum,  MacLeod  &  Crove,  NY,  acct  exec 

MacManus,   John  &  Adams,   Bloomfield   Hills,   Mich,  purchasing 

&   production   mgr — sis  aid  section 
Same,  also  vp 

Marschalk  &  Pratt,  NY,  acct  exec 

Maercklein   Advtng,    Milwaukee,   dir   media   &   research 

Maercklein  Advtng,   dir  media  &  research 

Reach,    McClinton,   NY,   public   relations  mgr 

Peck   Advtng,    NY,   acct  exec 
Same,  also  vp 

Jack  Canady  &  Associates.  San  Diego,  vp 

Foote,   Cone  Cr   Belding.   SF.  asst   media  dir 

Paris  &  Peart,   NY,  mktng  acct  exec 

Same,   also  senior   vp 
Same,  also  vp 

Ketchum,  MacLeod  &  Crove.  NY,  acct  exec 
Same,  also  vp 

Stromberger,    LaVerne,    McKenzie,    LA,   research   dir 

Same,  asst  to  exec  vp — acct  super 
Atherton  &   Currier,    NY,   dir   research 

Mottl   &   Sittman.   LA,   r-tv  dir 

SPONSOR  PERSONNEL  CHANGES 

NAME 

Harry   L.   Ault    
Andrew   C.    Britton 

Thomas  S.  Carroll 

Roger  Creene 

Lloyd  A.   Crobe         
Clifford   Kahler   _ 

Walter  N.   McFadden 

R.   W.   Moore,  Sr. 

Roy  W.   Moore,  Jr.  __ 
Roland   F.   Roche 

FORMER   AFFILIATION 

Chrysler,   dealer   advtng  mgr     

.Philip  Morris,  Cen  factories  mgr — Richmond,  Louisville 

.Colgate-Palmolive,    brand   advtng   mgr    

.Philip   Morris,   dir  advtng         

Oldsmobile,   business  management   mgr — LA   zone 
Pabst  Sparkling  Beverages,  district  mgr        

Philip    Morris,    dir    purchasing             

Canada    Dry,    president      _     

Canada   Dry,   exec  vp  &  gen   mgr      

P.   Ballantine  &  Sons,  media  dir      

NEW    AFFILIATION 

Same,  advting   mgr 

Same,  vp— manufacturing 

Same,  mktng   mgr — household   products  div 
Same,  vp — advtng 
Same,  advtng  mgr 

Same,  sis  mgr 

Same,  vp — purchasing 

.Same,  chairman   board   &   chief  exec   officer 

.Same,  president 
Same,  gen   merch   mgr 

STATION    CHANGES 
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CFCR-TV,   Kamloops,  British  Columbia  has  joined  CBS  Tv  Net 

KABR,   Aberdeen,    SD,    is   now  an   affiliate   of   the   Keystone    Broadcasting 

System 
KAMQ,    Amarillo,    has   appointed    Vernard,    Rintoul   &    McConnell    natl    rep 

and    Clarke    Brown    Associates   as   southern    rep 

KAOK,   Lake  Charles,  La,  has  appointed  Stars  National  natl  rep 

KAPA,    Raymond.  Wash,  is  now  an   affiliate  of  the   Keystone   Broadcasting 

System 
KBCH,   Oceanlake,   Ore,   is  now  an   affiliate  of  the   Keystone    Broadcasting 

System 
KBMO,    Benson.    Minn,    is    now   an    affiliate    of   the    Keystone    Broadcasting 

System 
KELP.    KILT    <tv),    El    Paso,    have    been    purchased    by    Richard    E.    Jones, 

Joseph    Harris  and    Norman   Alexander 

KCEO-TV,  Oklahoma  City,   has  appointed   Blair  Tv  Associates  natl  rep 

KHAM,    Albuquerque,    is    now    an    affiliate    of    the    Keystone    Broadcasting 

System 
KILT   (tv),  El  Paso,  has  become  KELP-TV 

KLEN,    Killeen,   Texas,   is   now   an   affiliate   of   the   Keystone    Broadcasting 

System 

KOBY,    SF,    has   appointed    Edward    Pctry    natl    rep    and    Forjoe    as    LA    rep, 
effective   1    June 

KVHL,     Homer,    La,    is    now    an    affiliate    of    the    Keystone     Broadcasting 

System 

KWBC,    Boone,    Iowa,    is    now    an    affiliate    of    the    Keystone    Broadcasting 

System 

KWKW,   LA,  has  appointed   National  Time  Sales  eastern  &  midwestern  rep 

KXLE.  Ellensburg.  Wash,  is  now  an  affiliate  of  the  Keystone  Broadcasting 

System WBOK,   New   Orleans,   has  appointed   Stars   National   natl   reps 

WCEF,  Parkersburg,  W  Va,  is  now  an  affiliate  of  the  Keystone  Broadcast- 

ing System 

WDON,   Wheaton,   Md,   is  now  an  affiliate  of  the   Keystone   Broadcasting 

System WHAV,    Haverhill,    Mass,    has   appointed    Kettell-Carter    New    England    rep 

WIL,  St.   Louis,  has  joined  ABC  Radio  Net 

WLBR-TV,    Lebanon,   Pa,   is  now   controlled   by  Triangle   Publications 

WLOK,   Memphis,   has  appointed  Stars  National  natl  rep 

WNYS.   Salamanca,   NY,   is  now  an   affiliate   of  the   Keystone   Broadcasting 

System WPCO,    Mount   Vernon,    Ind.    is   now   an    affiliate   of   the    Keystone    Broad- 
casting System 

WPFA,    Pensacola,    Fla.    is   now   an    affiliate   of   the    Keystone    Broadcasting 

System 
WRFW,    Eau    Claire,   Wise,    is   now   an    affiliate    of    the    Keystone    Broad- 

casting System 

WRKE.    Roanoke.   Va,    is   now   an   affiliate   of   the    Keystone    Broadcasting 

System WTIC-TV,  Hartford,  has  appointed  Harrington,  Righter  &  Parsons  natl  rep 

WXOK.   Baton   Rouge,  has  appointed  Stars  National  natl  rep 

WWIN,   Bait,  will  join  ABC   Radio  Net.  effective   1   June 

WWL-TV,    New   Orleans,   will   become   an   affiliate  of   CBS  Tv  Net,   effec- 
tive  1    August 

' 
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BOOKS 

1    All-Media  Evaluation  Study  $4 
/  i  i  Paget 

This  l"">k  ̂ iw^  you  the  main  advantages  and  drawbacks  "l 
all  major  media  .  .  .  tip-  on  when  to  u~<-  each  medium  .  .  . 
yardstick*  for  choosing  the  beal  possible  medium  f"i  eai  l> 
product  .  .  ,  how  ton  advertisers  and  agencies  use  and  tesl 
media  .  .  .  plus  hundreds  oi  other  media  plana,  suggestions, 
((itiiiul.i-  you  can  put  tn  profitable  use. 

2    TV  Dictionary/Handbook 

$2 

18  Pat 

The  new  edition  contains  2200  definitions  "t  television  terms 
.  .  .  looo  more  than  previous  edition.  <  ompiled  bj  Herbert 
true  ol  Notre  Dame  in  conjunction  with  17  other  t\  experts, 

l\  UK  flONAR*}  HANDBOOK  also  contains  a  separate 
m  dealing  with  painting  techniques,  artwork,  i\  moving 

displays,  slides,  <-i<\ 

Timcbuying  Basics 
III  rages 

$2 
Th<-  onlj  hook  of  it-  kirnl  the  mosl  expert  route  to  radio 
and  television  timebuying.  A  group  oi  men  and  women  who 
represent  the  im>-t  authoritative  thinking  in  the  Beld  talk 
with  complete  candor  about  iv  and  radio  and  the  oppor- 

tunities these  media  offer. 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

REPRINTS 

Radio  Results  L956 

TV  Results  1956 

Telei  ision  Ki-ics 

Radio  Basics 

Film  Basics 

\\  here  Does  the  Money  Go? 

Procter  and  Gamble  Story 

Advertising  Agency  in  Transition 

Tips  on  TV   Commercials 

The  Top  50  Air  Agencies 

Lets  Cut  Spot's  Paper  Maze 
Volume  for  Year  1956 

Binders  1 — $4 

25c 

25c 
35* 

35c 

25c 

15c 

25c 25c 

25* 

10* 

10c 

$15 2— $7 

Just  fill  out  the  handy 

order  form  and  mail 

NOW 
AVAILABLE 
FROM 
SPONSOR 
SERVICES    INC. 

ORDER      FORM 

SPONSOR    SI  A''  ICES,  4  V.Y. 

I   me   the  SPONSOR    -I  K\  I'  I  -  number   bi 

10       11  12       13       14       15       16 

~l 

State 

Enclosed   is   my  payment  of  S 

Quantity    Prices    Upon     Request J 
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y   urn  mi   itni   iiiiiiiiiiiniiiiiuiiii   mini   

Yep,  I'm  from  DIMMIT,  Texas. 
Out  where  I  come  from  we  swear 

by  KGNC-TV.  It's  tops  any  way 

you  look  at  it,  service  or  enter- 
tainment. 

we  re 

only  fifty-five  miles  from  the 

the  shopping-heart  of  Amarillo. 

KGNC-TV  was  the  first  tv 

station  we  ever  listened  to.  And 

we  ain't  stopped  listening  since. 

Albuquerque Oklohomo  City 

Channel 

4 KGNC-TV 
100,000 

watts    r AMARILLO,   TEXAS 

NBC-TV  Affiliate 

THE   KATZ   AGENCY 
Affiliated    with    KCNC-Radio   and   the 

Amarillo  Globe  News 

■ .       in;  •  :  . 
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r.  Sponsor 

Richard  E.  Forbes:  multi-million  traffic  cop 

1 1)  a  declining  car  market,  Chrysler  has  copped  a  bigger  share  of 

the  market  this  year  than  during  any  previous  year.  Neither  Dick 

Forbes,  corporate  advertising  director,  nor  any  other  top-level 

Chrysler  executive  will  pin  this  success  on  advertising,  let  alone  on 
one  medium. 

"We've  done  a  particularly  progressive  job  of  restyling,  for  in- 
stance." Forbes  told  SPONSOR. 

\oni-tht'lt'ss.  ii  -  important  to  remembei  thai  Chrysler's  advertis- 
ing strategy  has  kept  pace  with  the  styling,  in  terms  of  promoting 

"the  forward  look"  on  two  major  network  tv  vehicles:  Shower  of 
Stars  and  Climax,  CBS  TV,  both  sponsored  by  the  Chrysler  Corp. 

through  McCann-Erickson. 
On  the  corporate  and  divisional  levels  combined,  Chrvsler  is  put- 

troit  commutin 
es  us  more   bullish   on   radio."   says   Chrysler's  Forbes 

ting  some  $18  million  into  the  air  media  this  year,  and  the  bulk  of 

this  spending  is  network  tv.  Together,  the  air  media  account  for 

more  than  50',   of  Chrysler's  over-all  advertising  expenditure. 
In  relation  to  last  year,  spot  tv  has  been  used  to  a  lesser  degree 

than  in  1956,  whereas  network  tv  is  coming  in  for  a  bigger  share. 

"We're  in  a  transitional  period  now.  since  we  absorbed  the  co-op 

expenditures  into  the  factory  budget  in  January."'  Forbes  told 
SPONSOR.  "But  I"m  sure  that  a  media  balance  will  be  restored  as  the 

local  dealers  begin  using  their  local  media  more  heavily.  W  e  our- 
selves have  prettv  much  absorbed  the  existing  media  plans  that  had 

been  on  a  co-op  basis  and  have  maintained  the  same  balance. 
Forbes,  whose  department  is  responsible  to  the  administrative  v.p. 

of  Chrysler  Corp.,  not  onlv  plans  the  advertising  and  sales  promo- 
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high 
time 

The  girl  -  di  i  break    and  take  it. 

Ml-,  right  in  the  middle  of  tin-  day. 
cially  u  hen  Warner  Bros,  feal  u 

an  n  on  te\e\  ision. 

Fori  cample:  woaw v,  San  Antonio, 
run,  a  Wan  feature  in  the  noon  l  :80 

time  period     Monday  through  Frida 

February  \kb  ratings  showed  a  healthy  L2.6 

average  for  the  program,  against  3.5  and  1.0 

for  the  two  competing  stations.  And  krca-tv, 
Sacramento,  ran  Warner  Bros,  features  three 

weekday  afternoon  10  i'.m.,  with  a 
February  arb  average  of  L3.5,  against  2.2 

and  i)..")  for  the  competition. 
All  of  which  proves  that  good  programs 

win  viewers,  daytime  as  well  as  nighttime. 

For  complete  details  about  Warner  Br 

availabilities  in  your  area,  write  or  phone 

CI.CI.Di inc. 
Distributors  for  II    \ 

Productions  <  'orp. new  York     Ski  Madison  Am  i  Hill  C 

CHICAGO      76  E.   Vfatkn  Dr.,  DEarborn  2-iOiO 

DALLAS      1511   Brym    St.,   Ulrerside  7-855S 

LOS  ANGELES     9110  Sunset  Bird.,  CRcstriew  6-5886 



Mr.  Sponsor  <  on  tinned 

business  is 

BOOMING 
in  Greater  Little  Rock! 

for  instance: 
v  POPULATION 

Up  25,000  in  one  year! 

V  RETAIL  SALES 
Up  6  1/2  millions! 

^CONSUMER  INCOME 
Up  18  1/3  millions! 

Reach  this  important  mar- 
ket and  32  central  Arkansas 

counties  most  effectively  via 

KVLC  radio 
Lowest  cost  per  1,000.  Un- 

questioned leadership 

proved  repeatedry  by  Hoop- 
er and  Pulse  ratings! 

ARKANSAS' ONLY  MEMBER 
AIMS    CROUP 

Cet  the  KVLC  SUCCESS  STORY  today! 

New  York:  Richard  O'Connell,  Inc. 
Dallas:  Clarke  Brown  Company 
Chicago:  Radio-TV  Rep.,  Inc. 
Los  Angeles:  Tracy  Moore  Cr  Associates 
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lion  ul  the  Chrysler  Corp.  on  the  corporate  level,  but  also  acts  in  a 
consultant  capacity  to  the  various  divisions. 

"The  (li\isi<iiis  operate  virtually  autonomously  in  terms  of  adver- 
tising and  sales,  except  in  such  efforts  that  need  coordinating, 

Forbes  sa\s.  "For  instance,  we  naturally  lime  the  new  car  an- 
nouncements in  such  a  \\a\  that  each  division  works  in  relation  to 

the  others.  Also,  when  there's  a  network  t\  buy  that  no  one  divi- 
sion can  or  wants  to  finance  alone,  we  help  them  apportion  the 

shared  time." And,  as  is  true  in  am  organization  that  has  a  divisional  (or 

product  manager  I  set-up.  Forbes,  as  the  corporate  advertising 

director,  also  acts  as  consultant  on  the  choice  of  agencies.  McCann- 

Erickson  is  the  agency  for  Chrysler  Corp.  The  various  divisions 

work  with  Grant,  BBDO  and  \.  W.  Ayer.  Furthermore,  a  couple  of 

smaller  agencies  handle  several  industrial   products. 

"Thus,  each  division  decides  on  its  own  commercial  approach  and 

on  its  own  media  strategy,"  Forbes  sa\s.  "But  a  look  at  Chrysler's 
tv  properties,  shows  that  most  of  the  divisions  are  bullish  on  net- 

work tv.  We've  found  that  am  property  which  gives  mass  familj 

exposure  to  a  demonstration  of  our  cars  necessarilv  is  good  for  us." 

Mass  circulation  is  an  underlving  theme  for  most  of  Forbes's 

media  and  advertising  decisions.  While  he's  conscious  of  the  import- 
ance of  women  in  either  selecting  a  particular  new  car  or  at  least 

exercising  a  veto  power  over  their  mens  choice,  he  doesn't  find  it 
economical  to  isolate  women  as  an  advertising  target. 

"For  women  use  shot  guns,  not  rifles,"  advises  Forbes 

"There's  a  limit  to  the  specialized  audience  vou  can  aim  for,"  he 

says.  "And  actually  for  a  car,  there's  no  one  buyer.  Everyone  we 
reach  is  a  potential  customer,  including  teen-agers  who  11  be  buying 

shortlv.  Certainly  in  as  expensive  a  medium  as  television,  wed  be 

buying  circulation  at  too  high  a  cost  if  we  tried  to  segment  the 

audience  into  the  various  individual  groups  we  want  to  reach.  Our 

best  bet  is  a  maximum  mixed  adult  audience.' 
This  search  for  maximum  circulation  at  an  efficient  cost  led 

Forbes  some  time  ago  to  study  network  radio  as  a  major  media  buy. 

"We  feel  it's  a  very  attractive  medium  today,"  he  told  SPONSOR. 

"Recently,  when  we  won  the  Mobilgas  Economy  Run.  we  went  on 
Monitor  and  into  some  CBS  Radio  programing  virtually  overnight 

for  a  few  days  of  saturation.  It  turned  out  to  be  a  successful  and 

effective  buy.  We  were  able  to  act  on  our  decision  almost  overnight 

and  capitalize  on  the  news  value  of  our  announcements  through  the 

choice  of  adjacencies,  our  presentation  of  the  message  and  the  very 

immediacy  of  network  radio's  programing  appeal  today,  "l  ou're 
getting  some  of  the  same  flexibility  out  of  network  radio  today  that 

vou  generally  seek  in  the  spot  media.' 
On  his  long  daily  drives  from  the  Chrysler  Highland  Park  offices 

to  his  home  in  Birmingham.  Mich..  Forbes  has  ample  chance  to 

evaluate  early-morning   and   late-night    radio    programing. 

"I  guess  Detroit  must  be  a  center  of  out-of-home  radio  listening 
judging  from  the  tremendous  traffic  I  run  into  every  day  and  the 

distances  most  of  us  cover  between  home  and  work,"  be  told  SPONSOR. 

"I'llsay  one  thing — for  me,  the  car  trip's  a  pleasure, because  it  s  the 
one  place  where  my  choice  of  listening  preference  counts.  Once  I  get 

home,  my  wife  and  two  kids  take  over,  where  tv's  concerned."      ̂  
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FIRST  NEW  RADIO  STATION 

IN  NEW  YORK  IN  14  YEARS 

1330  KC-THE  NEW  SOUND  FOR  NEW  YORK 

with  a  hard-hitting  new  concept  in  programming — planned  to 

produce  new  sales  for  advertisers  in  the  world's  largest  market 

H.  SCOTT  KILLGORE,  President  &  General  Manager 

A  Tele-Broadcasters  Station  •  41  East  42nd  St.  •  N.  Y.  17.  X.  Y.  •  MUrray  Hill  7-8436 

KALI  Pasadena,  L.  A.    •    WPOP  Hartford,  Conn.     •     KUDL  Kansas  City,  Mo.     •    WKXV  Knoxville,  Tenn. 
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there's something 

special 
about . . . 

siajseopBOjqapj, 

A*q  pajuasaadajj 
s)l«M  000'S  —  sapXooii>i  oSf'T 

eiujojirej^  'sapSuy  so^  'euapesej 

it's  a 

TELE-BROADCASTERS 
station 

TELE-BROADCASTERS,  Inc. 
41    East  42nd   Street 

New  York  17,  N.  Y. 

MUrray  Hill  Y-8436 

H.  Scott  Killgore,  President 

Owners  and  Operators  of 

WPOW,  New  York,  New  York 

KALI,  Pasadena,  Los  Angeles,  Calif. 

KUOL,  Kansas  City,  Missouri 

WPOP,  Hartford,  Conn. 

WKXV,  Knoxville,  Tennessee 
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National  and  regional  spot  buys 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV   BUYS 

Ideal  Toy  Corp.,  New  York,  is  promoting  its  miniature  Little  Miss 

Revlon  doll  in  a  tv  campaign  in  16  major  cities.  Advertising  for 

the  doll  is  probably  the  largest  that  has  ever  been  undertaken  in 

the  toy  industry  outside  of  the  Fall-Christmas  season.  Ideal  will  use 

26  top-rated  children's  programs,  most  of  which  will  show  one- 
minute  film  commercials  featuring  the  doll  and  its  30  Little  Miss 

Revlon  outfits.  The  original  schedule  started  in  April  with  tests  in 

New  York  and  Detroit.  Ideal  used  spots  on  Club  60,  Ask  the 

Camera  and  Hopalong  Cassidy,  (WRCA-TV,  New  York)  and 

Mickey  Mouse  Club  I WXYZ-TY.  Detroit  I.  The  success  of  the 

campaign  was  the  impetus  behind  Ideal's  decision  to  go  nationwide 
on  tv  this  time  of  year.  Frequency:  3-5  announcements  per  week. 

Buying  is  completed.  Buver:  Dorothv  Hoey.  Agency:  Grev  Adver- 
tising. New  York. 

Tidewater  Oil  Co.,  Eastern  div..  New  York,  is  purchasing  an- 
nouncements in  21  markets  in  the  Northeast,  its  area  of  distribution, 

to  promote  its  Flying-A  gasolines.  Six-week  campaign  will  start  28 

May.  20-second  film  announcement  will  be  slotted  during  nighttime 

segments.  Average  number  of  announcements  per  week  in  each 

market  will  be  eight.  Buying  is  completed.  Buyer :  Mildred  Ingvall. 

Agency:  Buchanan.  New  York. 

Thomas  J.  Lipton,  Inc.,  Hoboken,  N.  J.,  is  going  into  100  markets 

to  promote  iced  tea.  Four-to-six-week  schedule  will  begin  in  June. 

Minute  and  20-second  film  announcements  will  be  placed  during 

nighttime  hours  for  a  mixed  audience.  The  number  of  announce- 
ments will  vary  from  market  to  market.  Buying  is  half  completed. 

Buver:  Tom  Comerford.   Agency:  Young  &  Rubicam,  New  York. 

The  National  Brands,  div.  of  Sterling  Drug.  New  \  ork.  is  buying 

in  a  number  of  markets  to  advertise  its  ZBT  Baby  powder.  The  13- 
week  schedule  starts  17  June.  Station  breaks  and  minutes  on  film 

will  be  aired  during  daytime  segments.  Average  number  of  an- 

nouncements per  week  in  each  market  will  be  three.  Buying  is  com- 

pleted. Buyer:  Rose-Marie  Vitanza.  Agency:  Carl  S.  Brown  Co.. 
Inc..  New  York. 

RADIO    BUYS 

Armour  &  Co.,  Chicago,  is  going  into  a  number  of  selected  markets 

in  the  Southeast  and  Southwest  for  its  Cloverbloom  margarine. 

Short-term  campaign  will  begin  10  June.  Eight-second  announce- 

ments will  be  placed  primariK  during  8-10  a.m.  to  reach  a  house- 

wive"s  audience  before  shopping.  Advertising  is  geared  to  special 

price  promotion.  Buying  is  not  completed.  Buyer :  Sol  Isreal.  Agen- 

cy:  N.  W.  A\er.  New  York. 

Lehn  &  Fink,  New  York,  is  entering  top  markets  to  advertise  its 

Etiquet  deodorants.    Frequency  for  the  fixe  week  schedule  will  range 
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YOU  SELL 

Louisville 

When 

You  Use 

John    Fraim 

Louisvillians  rely  on  the  "John  Fraim 

News"  to  keep  them  posted  on  the 
local,  national  and  international  news 

developments.  His  comprehensive  news 

coverage,  plus  his  many  feature  stories, 

make  it  not  only  interesting,  but  factual 

and  worth  while  hearing  regularly.  A 

news  service  that  succeeds  in  being  all 

things  to  all  people  does  the  reporting 

job  superlatively  well.  To  Louisville 

"the  John  Fraim  News"  is  a  MUST  .  .  . 

with  comprehensive  all  day  service 

through  five  minute  summaries  and  re- 

ports in  depth  at  12  noon,  5:30  and 

8:45    p.m.    Monday  through    Friday. 

Represented  by 

John  Blair  &  Co. 

WKLO 
LOUISVILLE  Tftr 
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Spot  buys    continued. 

from  LO-25  announcements  per  week  in  each  market.  Minute  live 

announcements  will  be  slotted  during  daytime  hours  lor  a  women's 
audience.  Copy  advertises  the  product  at  half-price.  Buying  is  com- 

pleted.    Buyer:    Ja\    Schoenfeld.    Agency:    McCann-Erickson,    New ^.rk. 

The  National  Brands,  div.  of  Sterling  Drug.  New  York,  is  entering 

rural  markets  in  the  Southeast  to  advertise  its  antiseptic  Campha- 

Phenique.  Schedule  will  begin  in  mid-June  and  run  for  13  week-. 

Minute  live  announcements  will  he  purchased  7:30-9  a.m..  targeted 

for  a  mixed  audience.  Average  number  of  announcements  per  week 

in  each  market  will  lie  five.  Buying  has  not  started.  Buyer:  Bob 

Hall.     Agencv  :  Thompson-Koch.  New    York. 

Schweppes  (U.S.A.)  Ltd.,  div.  of  Pepsi-Cola  Co.,  New  York,  plans 

a  campaign  in  about  15  East  Coast  markets  for  its  tonic.  The  10  to 

12-week  campaign  will  start  in  mid-June.  Minute  and  20-second 

e.t.'s  will  be  slotted  during  late  afternoon  and  evening  hours,  next 
to  news  and  sports  shows  wherever  possible:  objective  is  a  male 

audience.  Average  number  of  announcements  per  week  in  each  mar- 

ket will  be  15.  Buying  is  not  completed.  Buver:  Frank  Cianattasio. 

Agencj  :  Ogilvv.  Benson  &  Mather.  Inc..  New    1  ork. 

Procter  &  Gamble  Co.,  Cincinnati,  plans  to  test  its  new  Ivor)  de- 

tergent in  the  Akron  and  Toledo  markets,  sponsor  learns.  It's  be- 
lieved minute  announcements  will  be  scheduled  during  earlv  morning 

and  afternoon  hours:  frequencv  per  week  will  be  about  25.  I  pon 

completion  of  the  schedule,  other  markets  will  probably  be  tested. 

(Agency  declined  comment  concerning  anv  aspect  of  the  test,  i  Buy- 
ers: Pete  Fulton  and  Ethel  W  eider.     Agency:  Compton,  New   A  ork. 

RADIO  AND  TV  BUYS 

The  Texas  Oil  Co.,  New  York,  is  entering  20-25  mid-western 

markets  to  advertise  its  new  Supreme  gasolene:  product  was  intro- 
duced to  the  far  west  in  April  campaign.  The  schedule  is  for  four 

weeks.  On  radio,  minute  and  20-second  e.t.  s  will  be  placed  7-9  a.m. 

and  4-7  p.m.  dailv  and  all  hours  on  weekends.  Average  number  of 

announcements  per  week  in  each  market  will  be  00.  On  tv.  minute 

and  20-second  films  will  be  scheduled  7-11  p.m.  Frequency  per  week 

in  each  market  will  be  20.  The  advertising  will  sell  the  "tower  of 

power"'  slogan.  Buving  is  completed.  Buyer:  Jack  Bray,  \gency: 
Cunningham  &  Walsh.   New    York. 

Shell  Oil  Co.,  New  York,  is  entering  20  markets  for  its  new  Super 

Shell  gasoline.  Four-week  t\  campaign  consists  of  one  week  for  I.D. 

teaser  advertising:  three  weeks  for  20-second  and  minute  product 

announcements.  Frequencv  per  week  in  each  market  will  be  10  to  15 

during  prime  evening  hours.  In  radio,  it  consists  of  20-second  teas- 
ers for  the  first  week:  minute  product  announcements  for  three 

weeks.  Average  number  of  announcements  per  week  in  each  market 

will  be  40  during  earlv  morning  and  late  afternoon  hours.  Com- 
mercials in  t\  will  be  on  film:  in  radio  e.t.  and  live.  Other  markets 

will  be  added  throughout  the  summer.  Buying  in  these  markets  is 

completed.  Buyers:  Frank  Marshall  and  Cordon  Dewart.  Agency: 

J.  Walter  Thompson,  New  York. 
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KILL  TWO  BIRDS 
WITH  ONE  STONE 

TOP  AUDIENCE  —  On  all 
surveys.  WREN  is  right  up 

there  in  all-day  audience, 
with  sound  hour-by-hour 
ratings  and  a  wider  distribu- 

tion of  audience. 

AREA  COVERAGE  —  WREN 

combines  high  ratings  with 

effective  coverage  of  the  To- 
peka  trading  area  ....  yours 
at  competitive  rates,  too! 

5,000  Watts  Topeka,  Kansas 

0 
Rep.    by    John    E.   Pearson    Company 

SALES  BLOOM 
IN  THE  RICH 
TULSA 
MARKET... 
WHEN     YOU     USE 

KRMG 
50,000     WATTS  740    KC 

ASK  YOUR 
BLAIR  lOH 
FOR  THE 
KRMG  STORY 
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News  and  Idea 

WRAP-UP 

ADVERTISERS 

Idea  at  work:  the  Alcoa-Macy  tie- 

in  promoting  "Live  Light  with 
Aluminum — It's    Summer." 

I  lie  department  store  this  week 
started  featuring  aluminum  products 
in  all  of  its  six  New  York  stores,  a 

special  Alcoa  exhibition  hall  and 
aluminum  in  its  decorations.  The  show 
will  last  through  July. 

Alcoa,  in  turn  did  its  commercials 

for  the  Alcoa  Hour  (NBC  TV)  direct 

from  the  department  store,  last  Sunday. 
Alcoa  and  Macy  exhibit  will  get 

further  tv  exposure  on  Home,  The 

Price  Is  Right,  and  Tonight  (all  on 

NBC  TV)  and  on  Capt.  Kangaroo 
(CBS  TV). 

An  unusual  tv  giveaway  (roofs) 

has  brought  the  Bird  Co.  a  whop- 

ping response:  over  100,000  re- 

quests. Bird,  which  sponsors  a  15-minute 
segment  of  the  Garry  Moore  Show 
I  CBS  TV),  and  its  agency,  Humphrey, 

Alley  &  Richards,  decided  to  offer  free 
roofs  and  installation  to  10  of  the 

viewers  who  sent  in  their  names  and 

addresses.  Nothing  else  was  required 

— no  rhyme,  entry  blank  or  etc.  The 
offer  was  made  only  twice  (60  second 
announcement  each  time  i .  Expected 

response  was  set  at  15.000  maximum. 
After  recovering  from  the  deluge 

of  cards  and  letters,  Bird  is  happily 

adding  the  100,000-plus  names  to  its 
roofing  products  prospect   list. 

Two  advertisers  taking  their  first 
air  media  plunge  are: 

•  Angostura-Wupperman  with  plans 
to  use  network  radio,  details  to  be  set, 

will  plug  use  of  Angostura  as  a  food 
flavoring. 

•  Lejon  Vermouth  testing  tv  via 

ID's  in  the  Los  Angeles  area  on  four 
stations.  Lejon  has  been  using  maga- 

zines and  newspaper  supplements  up 
to  now . 

Johnson  (outboard)  Motors  has 
this    idea    working    to    get     retail 

dealers  to  put  more  money  into 
radio  advertising: 

A  15-minute  outdoor  show,  taped 

weekly,  is  sent  to  interested  stations. 
First  choice  for  sponsorship  goes  to 

Johnson  Motors  dealers  (who  have 

been  briefed  on  the  show  already  i, 

but  if  the  dealer  turns  thumbs  down, 

the  station  is  free  to  approach  other 

advertisers  as  long  as  they  don't  han- 
dle a  product  in  direct  competition 

with  Sea-Horse  outboard  motors. 

New  products:  "Off",  insect  repel- 
lent put  out  by  the  makers  of  John- 

son's Wax.  Off  will  he  promoted  on 
tv  via  the  Red  Skelton  Shou  i  CBS 

TV  I  and  Robert  Montgomery  Presents 

(NBC  TV  I  and  on  radio  through 

Monitor  (NBC)  plus  various  news- 
casts on  MBS.  FCB  is  the  agency  .  .  . 

"Charmers",  a  new  Band-Aid  prod- 
uct designed  for  the  younger  set  I  teen 

to  tot  I.  Charmers  come  in  various 

colors,  shapes  I  including  heart- 
shaped  I .  and  patterns.  They  will  be 

highlighted  on  Johnson  &  Johnson's Robin  Hood  show  I  CBS  TV).  Agency 
is  Y&R. 

People  in  the  news:  Reorganization 
of  Purex  Corp.  s  marketing  division 

puts  Jock  Northrup  in  as  director 

of  market  research  and  public  rela- 
tions and  Leslie  C.  Bruce,  Jr.  as 

director  of  advertising  and  promotion 

.  .  .  W.  E.  Boss  has  been  named  di- 
rector of  color  television  coordination 

for  RCA.  .  .  .  Emil  Busching  has 

been  appointed  v. p.  in  charge  of  sales 
for  Dormin,  Inc..  which  uses  tv  spot 

for  its  sleep-inducer.  .  .  .  Roger  H. 
Bolin  has  been  appointed  director  of 

advertising  for  Westinghouse  Electric 

Corp..  a  newly  created  post.  .  .  .  Gro- 

ver  C.  ('lark  has  been  promoted  to 
merchandising  manager  of  the  associ- 

ated tires  and  accessories  division  of 

B.  F.  Goodrich  and  Robert  O.  How- 
ard succeeds  Clark  as  advertising  and 

sales  promotion  manager  of  the  tires 
and  accessories  division. 

Sperry  Rand's  shaver  commercials, 
which  ha\e  Schick  buzzing  to  the  ex- 
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ir.ii  1.1  .1  |S  million  dama  ■<■  suit,  \n ill 
he  temporarily  withdrawn  from  tele- 
xi-imi  until  a  court  hearing  decides  the 
issue  mi  27  May.  ,  ,  .  The  idvertis- 
in  Center,  year-round  exhibition 
hall  l"i  i hi •  iinil-  and  media  ol  sd\ ei 
rising,  will  open  in  New  Vnk  at  285 
Madison   \\ e.  on  3  Jun<-. 

AGENCIES 

Dancer-Fitzgerald-Sample  baa  ere* 
■ted  an  executive  committee  to  ini- 

liaic  advise  on.  ami  approve  all 
major  plans,  basic  ail  campaigns 
and    important    recommendation 
to  clients. 

Membership  ol  the  committee  will 
be  appointed  annually  bj  the  board 

■  'I  directors.  Sen  ing  mi  tin-  initial 
committee  arc  these  vice  presidents 
Chester  I.  Birch,  Lyndon  0.  Brown, 
Sidnej  J.  Hamilton,  Gordon  H.  John- 
Bon,  Fred  I.  Leighty,  and  George  (i. 
Tormej . 

relevision  was  credited  with  ex- 

erting a  "tremendous  influence" 
on  trademarks  bj  Sigrid  II.  Peder- 
sen,  J\\  T  attorney  in  her  talk 
before  the  I  .  S.  Trademark  Asso- 

ciation last  week. 

Miss  Pedersen  told  the  group  that 
in  the  food  and  grocer)  product  field 
alone  over  !'>(>',  ol  the  manufacturers 
have  made  a  trademark  <>r  package 
change  during  the  past  tw>  years  and 

this  was  larger}  due  t'>  "'  I  \  and  super- 
market retailing." 

Miss  Pedersen  i»  chairman  ol  the 

association's  information  committee. 

New  agencj  appointments:  Rich- 
ard K.  Manoff,  Inc.  for  King  Kone 

Corp.  King  Kone  which  distributes  it- 
Old  London  melba  t<>aM  and  crackers 

nationall)  has  not  used  air  media,  but 

Manoff  i-  an  air-minded  agenc)  and 
either  radio  or  t\  i  not  both  i  i-  being 
considered  seriousl)  in  current  media 

plans. 
.  .  .  SSCB  for  Lexer  Brothers'  Breeze. 
BBDO  formerlx  had  the  Breeze  ac- 

count \\  isk.  the  newer  brand,  remains 
with  RHDO. 

Focus  on  personalities:  Clayton  (i. 

Going  has  moved  to  BBPO's  Los  \n- 
geles  office  a-  an  account  executive. 
Going  conies  from  KHDO-  San  Fran- 

cisco branch  .  .  .  Richard  K.  Fisher 

bas  joined  I.W  a-  associate  directoi 

of  merchandising.  He  was  formerlx 
director  of  community  affairs  for 
American    Urlines    .    .    .    William   J. 

where 
else 

milwaukee 
BUT      ON 

CAN      YOU      REACH      SO 

MANY     GOOD     PROSPECTS 

FOR      THE     MONEY 

WOKY  consistently  attracts  a 

major  share  of  Milwaukee's 
radio  audience.  So  consistently. 

in  fact,  that  virtually  every 

time  period  represents  Mil- 

waukee's most  efficient  radio 

buy.  You  consistently  <,ret  more 
for  your  money  on  WOKY, 
Milwaukee. 

•  Milwaukee's  most-listened-to  independent  radio  station. 
•  Lowest  cost  per  thousand  in  the  market. 

•  Covers  54%  of  the  population  in  wealthy  Wisconsin. 

CALL   YOUR    KATZ    REPRESENTATIVE    FOR    DOCUMENTED    PROOF! 

FIRST     in 

MILWAUKEE 

1000  waffs  at  920  KC. 

24  hours  of  music,  news  and  sports. 

A   BARTELL 

GROUP   STATION 

Other  Bar-fell  Group  Stations: 

KCBQ,  San  Diego    •    KRUX,  Phoenix 
WAKE,  Atlanta     •     WMTV,  Madison 

WAPL,  Appleton 

Represented  by:    ADAM   YOUNG,  Inc. 
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Moore  has  joined  B&B  as  director  nl 
television  operations  .  .  .  (i.  Kenneth 
Vdams  has  joined  Kal,  Ehrlich  & 
Merrick  as  an  account  executive  .  .  . 

.Iran  Carrol]  lias  been  appointed 

media  director  for  Compton's  Los 
Angeles  office  .  .  .  Joseph  J.  Trout 

has  joined  BBDO's  marketing  depart- 
ment .  .  .  Norman  J.  J.  Berger, 

former!)  with  Grej  Vdvertising,  has 

resigned  li>  become  a  partner  and 

general  manager  at  Leber  \  Katz  .  .  . 

Maurice  J.  Garrett  has  been  ap- 
pointed Los  Angeles  liaison  executive 

Eoi  kudner.  He  replaces  Stephen  H. 
Richards  \\ln>  moves  to  the  New  ̂   ork 

office  as  account  manager  for  Buick 
.  .  .  Marx  Harlman  as  account  execu- 

tive and  Betty  Dickie  as  production 

manager  have  joined  the  new  firm  of 

Bernie  Eberl  \  \ssociates,  Los  An- 
geles .  .  .  Benita  Camicia  has  joined 

("lint  Sherwood.  San  Francisco  as  head 
of  publicity  and  public  relations. 

.  .  .  Donah!  L.  McGee  joins  Honig- 
Cooper  as  a  merchandising  account 
executive.  McGee  was  formerly  with 
Buchanan  &  Co.  .  .  .  William  R. 

Pinkney,  formerly  of  WTVH.  Peoria, 
has  joined  Ross  Advertising.  Peoria, 

as  head  of  the  newly  formed  radio-tv 
division. 

New  agencies,  new  names:  Richard 
Lane  &  Co.,  Kansas  City.  Mo.,  has 

been  established  by  Richard  Lane. 

formerl)  of  Standart.  OHern  &  Lane 
.  .  .  The  Rumrill  Co.  is  the  new 

name  for  Charles  L.  Rumrill  Co.,  Roch- 
ester. N.  Y. 

NETWORKS 
Looks  like  the  situation  comedy 

will  again  be  the  leading  format 

among  night-time  sponsored  pro- 
grams on  network  to  come  this 

fall: 

The  networks  have  quite  a  wavs  to 

go  to  complete  their  1957-58  schedules, 

but  here  s  a  comparison  of  major  pro- 
gram t\pes  between  next  falls  lineup 

a-  set  to  date  and  the  sponsored  sched- 
ule which  prevailed  last  fall: 

PROGKWI  NO.  SHOWS        NO.  SHOWS 

TYPE  SET  '57-58         FALL  '56 
Sit.  Comedy  15  17 
Western 11 11 

Quiz-Panel 9 
15 

Y2  Hr.  Drama 8 11 
Hour  Drama 7 14 
Adventure 8 8 

M>  Hr.  \  arietj 1 5 
Hr.  Varietj 6 8 

.   ih.  Mysterj 6 5 

7(1 



ices:  New  fork.  Cincinna 

Sales  Representat  ves:  NBC  Spi it  Salek:  Detroit,  Los  A igele  ,  San  Franciscq 
Bomar  Lowrance  &  Associates.  Inc.,  ChBrlottet  Atlanta,  Dallad  .  .  . 

I  1 
Crosley 

Jroadtasting  Corpora  1 

(flVGQ 

vision  of       SI 

HE 
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PICTURE  WRAP-UP 

Bearded  man  on  t\  ami  at  r.  is  Sal  Maglie.  Dodger  pitcher,  who 

appears  in  Remington  shaver  tv  commercial  (agency:  Y&R)  is 
watched  l>\   Sal  Jr.    Clean-shaven  Maglie  takes  GE  portable  on  trips 

Outstanding  advertising  won 
awards  for  WGR-TY  and  Radio, 

Buffalo  from  the  Niagara  Frontier 

Advertiser's  Association  (r.),  station 
managers  Van  Beuren  W.  De  \  ries, 
WGR-TV  and  Nat  L.  Cohen.  WGR 
Radio  receive  awards  from  T.  Sloane 

Palmer,    director   of   the   association 

New  president  of  Radio-TV  Ex- 
ecutives  Society  in  N.  Y.  is  ABC 
v.p.  John  Daly  (1.),  succeeding 

Bob  Burton,  BMI  (r.).  With  them: 

Leonard  Goldenson.  president  AB-PT 

"Hot  line"  merchandisers  via  closed  circuit  sales  meet  for  Del 
Monte  in  24  cities  are  (1.  to  r.)  Matt  Culligan.  NBC  Radio  v.p.:  Chet 

Huntley.  NBC  news;  J.  H.  Allen,  Del  Monte  division  sales  manager 

Best  guess  on  -pring  thaw  date won  jackpot  for  Joe  Gavin  (r.)  of 

Cunningham  &  Walsh.  Annual  con- 
tesl  i-  held  by  WDSM-TV,  Duluth. 

for  timebuyers.  C.  I).  '"Duke'"  Tully. 
gen.  manager,  presents  award  as 
Charles    kinn<\    P(  \\    a  ■  :■   w^ilhec 

Most  exclusive  audience  of  ad 
men  i-  aim  of  Westinghouse  Broad- 

casting with  its  car  card-  on  N.Y. 
area  commuter  train-.  Installers 
i  from  I.) :  Philip  Everest,  v.p.. 

Transportation  Displays;  Dave  Par- 
tridge. WBC  ad  mgr. :  Max  Gibbons. 

a  e  with  Ketchum,  Mad. cod.  Grove 
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NBC  T\  *s  specials  (remember, 
"spectaculars"  has  been  Btricken 
from  the  network's  lexicon)  Mill 
be  wearing  this  new  look  next  sea- 
son: 

•  One  a  week  (on  the  average  i . 
•  Scheduled  al  different  hours. 

•  \o  more  Producers  Showcase  or 

Saturday  Color  Carnival  labels. 

So  far  there  are  21  (possibly  22 1 
specials  set.  These  include:  six  for 

Timex  watches  I  Boh  Hope  I:  nine  for 

Oldsmobile  isi\  with  Jerrj  Lewis,  two 
Dean  Martin  Shows  and  the  Acadcim 

Wards  broadcast);  five  or  possible 

six  for  Pontiac;  and  Rexall  Drug's 
Pinocchio  ion  13  October). 

This  means  that  the  network  plans 
at  least  17  specials  more  to  meet  that 

one-a-week  plan.  Some  of  these  will  he 
documentaries,  like  Project  20. 

Fall  tv  programing  notes:  The 
British  filmed  situation  comedy 

Dick  ami  the  Dwhess  with  Mogen 

Da\id  Wines  and  Helene  Curtis  alter- 
nating is  the  most  likely  candidate  for 

the  Saturday  night  8:30-9  berth  on 
CBS  TV  .  .  .Royal  McBee  has  joined 
Chemstrand    as   alternate   sponsor   for 

NBC  TVs  Sally  scries.  Sundays  7:30- 
!!  p.m.  .  .  .  Ronson  has  picked  up  the 

Monda)  and  Thursda)  segments  of  the 

SBC  Sews  plus  an  additional  32  por- 
tions including  Wednesda)  and  Friday 

nights  for  the  first  13  week-.  The 
SBC  Sews  switches  to  a  new  time  be- 

ginning 9  September  and  w  ill  be  broad- 
cast both  at  6:45  p.m.  and  7:15  p.m. 

NBC's  Matthew  J.   Culligan    (v.p. 
radio  network)  this  week  drama- 

tized his  "Imagery  Transfer"  con- 
cept in  this  manner: 

•  Sent  out  to  the  press  bushel  bas- 

kets of  cigarettes,  with  each  pack  en- 
closed in  a  small  plain  hag  with  onl\ 

ke\  words  from  the  ad  brand  copy  for 

identification.  Example:  "Filter.  Fla- 

vor." 

•  Included  these  instructions:  "Pick 
your  favorite  brand  bv  its  slogans. 

Similar  baskets  had  previously  gone 

to  agencies  throughout  the  country. 

The  reactions,  says  the  network,  have 
been  very  gratifying. 

Current  network  tv  programing 

notes:  Telephone  Time  moves  from 

Thursday  nights  on  ABC  TV  to  Tues- 

BEST  SWOTOFTWIVEAR 

$n 

5f° 
tit* 

f* 

ll* 

IN  Use  ZOJULV  ADDEAWHezjo 

"Radio  (iiul  Television 

Basics  are  as  essential  to 
an   agency    as  a  good 

client.     They're   required reading  lor  timebttyers, 
account   supervisors, 

executives  and  copy  people. 

They're  easy  to  read,  too." 
Don   P.    Nothanson 

president, \  oith  Advertising  Inc., Chicago 

days  9:50-10  p.m.  effective  11  June 
.  .  .  Bulova  will  sponsor  an  hour-long 
special  on  NBC  T\  Saturday,  1  June 

(9-10  p.m.).  It'll  be  a  musical  variety 
titled  "Five  Stars  for  Spring." 

The  Mort  Abrahams-Granada  TV 

international  swap  gets  its  kick-off 

I  ft  July  with  a  British  production 

of  Reginald  Rose's  ""Thunder  on 

Sycamore  St."1 
The  English-l  .  S.  exchange  program 

was  recentb  set  up  b\  Abrahams,  ex- 

ecutive producer  of  !NBC  TV's  Pro- 
ducers'  Showcase,  and  Granada,  one 
of  Britain  s  two  commercial  networks. 

Idea  behind  the  trade  of  top  creative 
talent  is  I  a  I  British  commercial  tv, 

still  quite  young,  feels  it  can  learn 
much  about  technical  organization  and 

(b)  U.  S.  producing,  directing  and 
writing  talent  feel  the\  can  have  a 

place  to  show  their  wares  without 
a<ienc\  -client    restrictions. 

Summer  tv  programing  notes: 

The  Web,  newly  filmed  m\  stery  se- 
ries, will  take  over  for  the  Loretta 

Young  Show  on  NBC  TV  i  Sunday, 

10-10:30  p.m.  I  starting  7  July  while 

repeats  of  the  Loretta  Young  series 

will  be  used  by  Speidel  and  Purex  in 

their  Tuesday  8-8:30  p.m.  slot  on  NBC 

TV  starting  2  July .  .  .  .  Mogen  David 
will  replace  Treasure  Hunt  on  ABC  TV 

(Friday.  9-9:30  p.m.  I  with  a  filmed 

series  called  Key  Club  Playhouse  start- 
ing 31  Ma\.  These  are  Ford  Theatre 

re-runs  and  will  promote  the  wine  com- 

pany's new  brand.  Key  Wines.  .  .  .  As- 
sociated Products  replaces  General 

Electric  as  alternate  sponsor  on  ABC 

TV's  Broken  Arrow  (Tuesday.  9-9:30 
p.m.  I  starting  4  June.  This  leaves  G.E. 

v.  ith  only  two  network  tv  shows.  Chey- 
enne on  ABC  T\  and  G.E.  Theatre  on 

CBS  TV.  G.E.  started  the  season  last 

October  with  four  network  television 
entries. 

Highligh's  of  the  Leonard  H.  Gol- 
denson,  AB-PT  president,  WBKB 
dedication  talk  in  Chicago  last 
week  included : 

•  ABC  T\  will  add  Omaha.  Boston. 

Miami.  New  Orleans.  Pittsburgh,  Fort 

Wayne  and  Norfolk.  Va.,  to  its  affili- 
ates list  w  ithin  a  year. 

•  This  year  85  out  of  even  100 
American  t\  homes  will  be  able  to  take 

their  pick  of  all  three  networks. 
•  And    with   delaxed   telecasts    ABC 
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I V    will   reach  '>v ,    of  all   U.  S.  t\ 
homes. 

NBC  l{;i(li.»*^  new  "See  Tor  Your- 
self   Research    Plan*1    works    1 1  •  i  — > 

wny  : 

•  I  In-  network  is  setting  u|>  a  re- 
search fund  which  will  pa)  all  costs 

ill  sales  effectiveness  studies  foi  adver- 

tisers who  (a)  plan  a  long  enough  and 
frequent  enough  campaign  to  |   luce 
measurable  results,  and  1 1>  >  use  Bome 

exclusive  cop)  points  bo  thai  radio's 
effectiveness  ran  be  isolated  from  other 
ad  media  use. 

•  NBC  Radio  will  pa)  costs  up  to 
110,000  "ii  studies  with  techniques  tail- 

ored to  meet  specific  needs  of  the  indi- 
\  idual  advertiser. 

•  rypical  methods  which  ma)  be 
used  include:  store  audits,  tesl  market 

<  omparison,  consumer  panel  studies 
and  before-and-after  surveys  of  brand 
awareness  and  acceptance. 

Details  of  the  plan  will  be  submitted 
in  writing  to  research  directors  of  all 
ad  agencies. 

The  effect  of  the  Ford  order  on 
long-range  programing  plans  was 
reviewed  at  the  meeting  of  the 
board  of  directors  of  the  CBS  Ra- 

dio Affiliates  Association  in  New 
1  oik  lasl  week. 

\i  the  same  time  John  S.  Hayes, 
president,  WTOP,  Washington,  I).  (.. 
was  elected  to  succeed  Donald  \\ . 
Thornburgh  from  District  3,  who  ten- 

dered his  resignation  from  the  Board 
due  to  eye  surger)  ;  and  C.  Glover 

Delaney,  vice  president,  \\  III'.C.  Roch- 
ester, N.  "> ..  was  elected  to  succeed 

George  I).  Coleman  from  District  2. 

Sylvester  "Pat*"  Weaver  has  signed np  the  first  advertiser  for  his  new 
Program  Service  plan. 

la)  lor-Reed  Corp.  (Coca-Marsh  I  is 
set  to  sponsor  Ding  Dong  School  in 
eight  markets  (Chicago,  New  York, 
Washington,  Philadelphia,  Baltimore, 
Cleveland,  Cincinnati  and  St.  Louis) 
starting  1  July.  The  program  will  be 
live  and  originate  in  New  }  ork.  Sta- 

tion line-up  lias  not  been  revealed  as 
yet. 
Sid  Caesar,  who  terminated  bis  con- 

tract with  NBC  last  week,  is  expected 
to  join  Weaver  in  his  planned  15-cit) 

network.  (See  sponsor,  18  May,  ""Can 
Pat  Lick  His  Own  System?"  for 
details  on  Weaver's  Program  Servii 
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WHICH  TV  STATION 
m 

SOUTH  BEND? 
"****+*******$* 

•net 

RANK PROGRAM 

J  Love  Lucy 

Red  &V  Sec'e' 
The  Millionaire 

Sivlfe?at»r Hft^°00,Ques''on 

Decei°KCk  Stents 

December  Bride 

=  d  Sullivan  Show $64,000  ChaMeTge 

Ciimax  TrU$t  Your  We? 

Lassie 
Robin  Hood 

pk,L?,ver»  Show 

Playhouse  90 

TheLine0pyPr0aram 

Gunsmoke 

Name  That  Tune 
Tour  Hit  Parade 

WSBT-TV  station   r| STATION  "r 

36.8 

31.6 

AKBRatingS_Feb r"ory  8th  thro  Feb 

K 

roary   14th 

43  OF  THE  50  TOP-RATED  SHOWS  ARE 
CARRIED  BY  WSBT-TV 

There's  ao  doubt  about  it  W  SB  I  -  I  \  dominates  the 
South  Bend  television  picture  One  audience  stud]  after 
anoi her  proves  this.  You  just  don  l  cover  ^..mli  Bend 
unless  you  use  WSBT-1  \  !  Write  tor  detailed  market  data 

PAUL  H.  RAYMER  CO.,  INC.,  NATIONAL  REPRESENTATIVES 

WSBT 
CBS       A   CBS  BASIC 

OPTIONAL  STATION 

SOUTH BEND, 

IND. 

CHANNEL 
34 
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WGR-TV 
SELLS 

BUFFALO  ! 

ABC  AFFILIATE  CHANNEL  2 

Peters,  Griffin,  Woodward,  Inc. 

\\ // 

49'K, 

COLOTAH 
Western  Colorado  and 

Eastern  Utah 

Has  only  1   source  of 

^television 

KREX-TV    Grand  Junction 
with  satellite 

KFXJ-TV  Montrose,  Colo. 

• 

Contact  our  Ambassador 

CHICAGO NEW  YORK 

TV   STATIONS 

Television  and  radio  will  continue 

to  get  more  and  more  of  national 

advertising  budgets  was  the  pre- 
diction of  Donald  II.  McCannon. 

[(resident  of  Wcstinghouse  Broad- 
casting Co.,  as  he  summarized  the 

activities  and  accomplishments  of  the 

four-da\  WBC  management  meeting 
last  week. 

Other  findings  of  the  group  which 
included  advertising  and  broadcasting 
leaders  were: 

•  The  national  economy  as  it  affects 
the  electronic  media  will  continue  to 

be  favorably  strong. 

•  Viewing  and  listening  will  con- 
tinue to  grow. 

•  Growth  of  the  broadcasting  in- 

dustry must  include  substantial  con- 
sideration of  technological  improve- 

ments. 

•  Local  stations  have  great  oppor- 

tunities to  build  prestige  and  believa- 
bility  via  public  service. 

An  idea  at  work  at  KING-TV,  Se- 

attle, is  the  recent  "Win-A-House" 
promotion  sponsored  by  Gold 
Shield  Coffee   (Lang  &  Co.). 

The  contest,  which  was  plugged  via 

spots  (300  over  a  period  of  four  and 
a  half  months)  and  increased  sales 

20%,  (1)  established  Gold  Shield  as 
an  advertised  brand  of  high  quality 

coffee,  (2)  improved  relations  with 
jobbers,  groups  and  chains,  and  (3) 

did  a  "tremendous  job"  in  regard  to 
label  identification. 

The  sponsor  is  continuing  his  tv 

campaign  now  that  the  contest  is  over. 
Pacific  National  is  the  agency. 

Tv  applications:  Between  13  and  18 

May  two  applications  for  new  stations 
were  filed. 

Applications  include:  Carl  Bloom- 
quist,  Eveleth,  Minn.,  for  Channel  10. 
Hibbing,  Minn.,  10.6  kw  visual  with 
tower  633  feet  above  average  terrain, 

plant  $133,983;  and  Winston-Salem 

Broadcasting  Co.,  Winston-Salem,  for 
Channel  13.  Aquadilla.  Puerto  Rico. 
115.9  kw  visual  with  tower  2,050  feet 

above  average  terrain.  Plant  $199,319: 

yearly  operating  cost  $120,000. 

Promotions  and  changes:  Clark 

Pollock  has  been  appointed  opera- 
tions executive  for  WLBR-TV.  Leba- 

non, Penna.  .  .  .  Jack  Dolph  has  been 

made    assistant    program    director    for 

Men  in  TV  production  all  say: 

''The  best  spots  come  from  Jamieson" 

JAMIESON 
FILM    COMPANY 

3825    Bryan     •     T A  3-8158     •     Dallas 

nclude : 
Fitzgerald  Advertising  Agency 

Crawford  &  Porter  Advertising.  Inc.    " McCann-Erickson.  Inc. 

Tracy-Locke  Company,  Inc." 

6 SPONSOR 25  may  1957 



\\<  \[    l\      Philadelphia.    .    .    .    Bill 
\\  .ilk<  I  .     t  •  •  ■  mil     pro   lion     in. in 
for  KBTV,  I  lem er,  has  resigned  to 

join  WFGA-TV,  Jacksonville,  Fla.,  in 
the  Bame  oapacity.  ,  .  .  UNI  Lydle  has 

joined  the  k<>  \ ■  I  \ .  Denver,  sales  -tall 
...  II.  Paul  Field  has  been  appointed 

1. 1  take  over  the  neM  K  -created  posl  "I 
commercial  Bei  \  i>  es  supei  \  isoi  .ii 

\\  l\  I.  Miami.  .  .  .  Johnnj  Carpen- 

ter n n »\ <~-  up  as  the  new  public  rela- 
tions director  .it  K»  >l\  I A  .  Portland, 

Ore.  .  .  .  John  J.  (Jim)  Black,  Jr. 

been  promoted  to  local  and  re- 
gional -air-  tnanagei  at  K  I  \  V  Mus- 

kogee-Tulsa. .  .  .  \\  illiam  I'.  Mac- 
Crystal],  genera]  -ale-  manage]  al 

k()\-T\.  Denver,  to  head  up  the  man- 

1 1 it-iii  nl  a  group  id  t\  ami  radio 
stations  including:  k\(>\  \\l  &  TV, 

Tucson,  ami  KOAT-TV,  Vlbuquerque. 
Richard  Harris,  account  executive  al 

KOA-TV  will  replace  MacCrystall.  .  .  . 

Adrian  R.  Munzell,  program  direc- 
tor at  \\  IS  T\  .  Columbia,  S.  C,  lias 

been  upped  to  executive  producer  and 
film  buyer  and  Dixon  Loworn 

nn>\fs  into  the  program  director  spot. 
.  .  .  Boh  Edell  has  been  appointed 

promotion  manager  ol  WJBK-TV,  De- 

troit. .  .  .  Stephen  ('.  Meterparel  lias 
joined  \\  BZ-TV  .  Boston,  as  assistant 

advertising  and  sales  promotion  man- 
ager and  Ted  Vi  robel  has  joined  the 

station's  sales  staff  ....  Henry  J. 
(Hank)  Davis  has  been  appointed  to 

the  sales  stall  of  KT\  \.  Muskogee- 
Tulsa.  .  .  .  Maurice  Corbetl  has  been 

named  merchandising  director  for 

W'l'VJ,  Miami.  .  .  .  George  II.  Cum- 
mings  has  been  appointed  sales  pro- 

motion manager  for  \\(i\\  and 

\\t.\VT\.  Portland,  Maine.  .  .  .  New 

personnel  line-up  at  KOLO-TV.  Reno, 
includes:  Lee  David  Hirahland,  lo- 

cal sales  manager;  Ed  Cardinal,  pro- 

mam  director  and  operational  super- 

visor: George  Rogers,  local  sales.  .  .  . 
I..  I'aul  Abert  has  been  named  assis- 

tant production  manager  for  WTIC- 
I  A  .  Hartford.  Conn. 

WFIE.  Inc.  is  the  company  which 

now  owns  and  operates  WFIE-TV, 
Evansville,     Ind.,     replacing     Premier 
Television.  Inc.  The  new  corporation 

is  a  subsidiary  of  \\  \\  E,  Inc.  .  .  . 
KPTV  is  now  a  basic  NBC  T\  affiliate 

RADIO   STATIONS 
KMO\.  St.  Louis.  Radio  Week 

promotion  pulled  a  whopping  big 

mail  response   1 19.80.1  pieces  of 

mail  and  over  'H.immi  answers  in 
our   da)    alone 

Gimmick   was  '■     si  ition 
personalities   oi    eithei     i    portabli 
clock   radio   a   day.    Response   topped 

la  si  \  c.ii  ~  pi  amotion  bj   60'  •  . 

Promotion   isn't   onlj    what   keeps 
an  advertiser's  product  al  the  top 
of   the    m-w~:    il    also    holds    B    local 

station  in  front-line  position. 

Tak.    CJON   in   St.   John's,   New- 
toiimllaml     which,    anion "    othei 

|.  i  tl\.-        I-      llvll 

aiders  thai  residents  do  othei  than  "live 

ind |o  i   with  the  news 

Ii  has  pi. i«  ed  1 0,0  this 

I  ovei  the  island.    I  he  n- 

spol     ami  the  mo»l  unlikely      wat  <  ho- 

i  promotion  on  film  foi   it-  i\ 
affiliate.     \    750  pound   -h.uk    I  I 
long   was  drowned,  and  a  station 
put    in   In-   mouth   undei    watei    while 
Ii  ■  .w-nl    into   .n  lion. 

Station    changes:     hlt/.V    Salem, 
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AVAILABLE  NOW 

S.  John  Srhil^ 

Until  last  week  general 

manager  KLOR,  Chan- 
nel 12,  Portland,  Ore- 

gon. Responsible  for 

launching  station  and 

building  it  into  top- 

flight property.  Prior  ex- 
perience: 7  years  exec. 

V.  P.  Rocky  Mt.  Broad- 
casting. 4  years  Sales 

Manager  Pacific  North- 
west Broadcasters.  10 

years  Advertising  Man- 

ager chain  of  Depart- 

ment stores.  (See  B'T 

"resume  page  20,  June 
4,  1956  issue  ...  Re- 

spects To")  46  years 
old,  married,  5  children. 

Qualified  to:  Manage 

TV  station,  direct  pub- 
lic relations,  in  any  field, 

handle  tough  agency  as- 

signment or  do  your  im- 
portant selling. 

Salary  requirements: 

$25,000  fulltime.  Slight- 
ly higher  for  a  quick 

"brainpicking". 
To  save  time,  first  call 

. . .  Norm  Knight,  George 

Hollingbery,  Carl  Hav- 
erlin,  Lee  Jahncke, 

Harry  Bannister,  How- 
ard Lane  ...  or  someone 

you  know,  who  should 
know.  Then  call  or  write 

me.  110  SE  41st,  Port- 
land, Oregon.  Phone 

BEImont  2-9321. 

Ore.,  wenl  on  the  air  1  Ma\  with  Al 

Bauer  as  general  manager.  An  NBC 

affiliate,  it  operates  with  250  w  on 
1490  kc.  .  .  The  Bartell  Group  of  five 
stations  has  purchased  a  sixth: 

WBMS,  Boston,  managed  l>\  Nor- 
man B.  Furmun. 

Negotiation  for  the  sale  of  KJ\^. 

I  opeka,  to  a  group  of  four  Kansas 

Citj  investors  is  underway.  Prospec- 
tive buyers  are:  Ed  Schulz  and  Dale 

S.  Helmers,  both  account  executives 

at  KMBC,  Kansas  Citj  :  Joseph  \\  . 
McCoskrie,  contractor  and  William 

Overton,  attorne)  and  president  of  the 
Anchor  Savings  &  Loan.  Kansas  Citj 

.  .  .  Another  station  celebrating  its 
35th  anniversary  is  WBAP,  Fort 
Worth,  Texas. 

People  in  the  news:  Fred  L.  Bern- 

stein, former  v.p.  and  southern  divi- 
sional manager  for  Forjoe.  has  been 

named  executive  v.p.  of  the  Gordon 

Broadcasting  Co.  and  managing  direc- 
tor of  WSAI,  Cincinnati.  Other  WSAI 

promotions  include :  Harold  O.  Par- 
ry, now  v.p.  local  sales;  P.  Howard 

Eieher,  now  assistant  sales  manager. 

.  .  .  George  R.  Collisson  has  been 

named  sales  manager  at  KOTK.  Okla- 
homa City.  .  .  .  J.  T.  Snowden,  Jr. 

has  been  appointed  sales  manager  of 
WGTC.  Greenville,  N.  C.  .  .  .  John 

Behnke  has  been  named  account  ex- 
ecutive at  KOMO.  Seattle.  .  .  .  Carl 

Uhlarik  has  been  named  promotion 

manager  and  George  C.  Mirras  is 
the  new  sales  development  manager 

for  WOW,  Omaha.  .  .  .  Stan  Mon- 

crieff  has  been  appointed  public  rela- 
tions director  of  CHUB.  Nanaimo, 

B.  C.  .  .  .  John  H.  Pace,  v.p.  and  gen- 
eral manager  of  Public  Radio  Corp.. 

Houston,  has  taken  over  direct  man- 

agement of  KIOA.  .  .  .  Edward  T. 
Hunt  is  now  sales  manager  for 

WDGY,  Minneapolis.  .  .  .  James  K. 
Witaker,  former  general  manager  of 

WQOK.  Greenville.  S.  ('..  has  moved  to WIS.  Columbia.  S.  C.  as  director  of 

sales.  .  .  .  Richard  Lueters,  mer- 

chandising director  for  WEEI.  Boston, 

has   joined   the   sales   staff   as   a   local 

account  executive.  .  .  .  Al  \  unovich 

has  been  named  sales  manager  for 

KCKN,  Kansas  City.  .  .  .  Edward  T. 
Hunt  has  joined  \\  DGY.  Minneapolis 
as  sales  manager. 

FINANCIAL 

Stock  market  quotations:  Follow- 
ing stocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 

tions for  Tuesday  this  week  and  Tues- 
day the  week  before.  Quotations  sup- 

plied by  Merril  Lynch,  Pierce,  Fenner 
and  Beane. 

REPS 

Calling  today's  selling  techniques 

a  "mass  and  a  mess  of  statistics."* 
Robert  H.  Teter,  v.p.  and  radio 

director  at  Peters,  Griffin.  Wood- 

ward, told  the  Pennsylvania  Asso- 
ciation of  Broadcasters  last  week 

that,  "We  should  he  working  hard 

at  developing  new  approaches." 
Teter  pointed  out  "Too  often,  there 

is  a  tendencv  to  lose  sight  of  whether 

w                  t~  c  C          ■     V      IB 
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W SPARTANBURG, S.C. 

Ca//-Gi-ant  Webb*.  Co. 

Tues. Tues. 

Net 

Stock 
11  Ma\ 

21  May Change 

Veto York  Stock  Exchange 

\H  I'T 

24% 

21 

— % 
AT&T 
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+ W 
Avco 
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+ 

Vs 

CBS    "A" 

35% 
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Columbia  Pic 
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Vs 
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Paramount 
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35% 

+ 

■;. 

RCA 

38% 38V2 

% 
Storcr 

28 

27% 

— % 
20th-Fox 

27-', 

27% 

Warner  Bros. 

25'  ■> 

25  's 

— 

■■■'^ 

Westinghouse 

61% 

6<l:i, 

— 

Tv 

American  Stock  Exchange 

Allied  Artists 

3y2 

3% 

+ K 
C&C  Super % U + 
DuMont  Labs 

5% 

5% 

Guild  Films 
4 

3% 

— % 
NTA 

8% 8% 

— % 

"Who  knows?  He  might  turn  out  to 

be    a    KRIZ    Phoenix    personality!" 
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the  vehicle  is  righl  f"i  the  produi  t, 
and  putting  himseli  in  the  pla<  e  "I  .1 

timebuyei  said,  "1  <l  welcome  a  Bales- 
man  who  Iffi  hi-  slide  lull-  home  and 

came  in  talking  about  what  hi-  show 
could  ili>  Tin    m\    client. 

Vir  radio  and  in  commercials  sub- 

standard? Competitive  media's  bait- 
ing has  led  radio  ami  t\  into  apologiz- 
ing for  commercials,  Bays  Joseph  I. 

\\  eed,  president  i>f  \\  eed   I  \ , 

Weed  feels  that  it  is  this  "sniping" 
from  other  media  that  has  prompted 
the  countless  suggestions  for  the  need 
to  iiujn n\ e  commercials. 

FILM 

\  film  series  which  can  !»<•  run  as 
either     a     half-hour     or     feature 

length  program  is  being  distributed 
b]  Official  Films. 

The  program  is  R<></,\  Jones,  Space 
Ranger,  produced  1>\  Roland  Reed  Jr. 
Reed  9I10I  the  39  stanza  series  in  se- 

quences  of  three  half  hour-  each  with 
f  11 II \  integrated  storj  lines,  [his  gives 
Btations  the  opportunity  to  program 

l_'  90-minute  |>lus  three  30-minute 
shows. 

\\  ith  this  program  structure,  Official 

announced,  "'station-  are  afforded  in- 
■  rease  I  opportunities  to  capture  theii 
audiences  in  time  periods  normally  de- 

\  oied  to  feature  show  bags." 
Guild  Film's  sales  for  their  cur- 

rent  fiscal  year  now  .")'._,  months 
-"lie  1  aie  running  more  than  three 
limes  the  total  figure  for  the  full  pre- 
vious  fiscal  year. 

I  his  was  announced  at  a  stockhold- 

er-' meeting  1!!  Ma\  1>\  Reuben  Kauf- 
man. Guild  president  The  currenl 

-ale-  total  is  more  than  $10  million. 

Though  Kaufman  didn't  use  the 
word  "barter"  he  referred  to  it-  u-e  in 

passing  bj  saj  bag,  '".  .  .  we  have  devel- 
oped methods  of  utilizing  (program 

-cries  1  to  generate  valuable  t\  adver- 
tising time  which  your  com  pan)  sells 

to  leading  sponsors." 
Kaufman  also  referred  to  negotia- 

tions for  distribution  rights  for  prod- 

uct from  "one  of  the  America's  best 

known  major  film  studio-."  The  studio 
referred  to  i-  believed  to  be  one  of 

those  which  have  not  yet  released  pre- 
1948   product    to   tv. 

V  unique  profit-sharing  plan  ha-  been 
-it     up    wherein     station-    programing 

V  Vl'"s    Popeye    cartoons    share    in 

the  income  fr    Popeye  residuals  f*he  -ln-w   will  be  produced  jointl) 
like     I    -hill-,     n   Is,     I   L-.    1I1.  b)      I         .1      Bl  I  nid     V.I 

I  In    plan  provides  thai   i-i    station!  ndie    Productions.      I  In-    lattei 
devoting  a   minimum  rtumbei    "t   pro-  Hawkeye  and  the  Last  of  the 
'.■lain  pro   lion  announcements  week-  Mohicans  will    '  B( 

K   share  with    \  VP,  1   rdinji  to  the  N  I  \'- 
-i/c  oi  ilieii   hi  ritoi  11-    111  the  manu 

fai  iiini  -    profits.     Ilic  plan   ha-   been 

initiated  in   \cw    i  ..ik  I    il\    with  \\  l'l\. 

1-    now    Bold  to 

stations  \  M'      ports  thai  n 
•  enl    \I.T.  <   u-  \\  ai  nei   I 

^  carl  1   16  1  ating    in  I T 
Mtl       I  I     I  ilm- 

TPA's  second   co>production   deal      has  bought   the  Charlu    Farrell  tl 
in  Canada  has  finall)    gotten  Tugboat      .1    L2-episode  block  aired  on  CBS    l\ 
tnnie  oft  the  ground.  last  summer,  from  Hal  Roach,  \<     & 

CKLWS  Disc  Jockeys  'are / The  O  Busiest 

V  ^in  the  Detroit  Ar 

TOBY   DAVID 

6:45-9:45    am. 

Mon.  thru  Fri. 

Music,  time,  weather, 

comedy!  Everything  to  at- 
tract listeners  and  keep 

them  listening  at  the 

wake-up     hours. 

BUD   DAVIES 

12:30-1  1:30-2 

Mon.  thru  Fri. 

Music  in  a  pleasing  manner 

for  early  afternoon  listeners. 

Variety  and  guest  interviews 
with    celebrities. 

800k 

m\ 

EDDIE   CHASE 

3  30  4  45      6  15  7 

Mon.    thri. 

Late     ofternoon     and     dinner 

hour     music    for    everyone 

Good     listening     for        rolling 
home''    motorists. 

UTUAL 
50,000  Watts  -  GUARDIAN  BLDG.,  DETROIT 
ADAM  YOUNG,  Inc.  J.  E.  CAMPEAU 

National  Rep.  President 
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we  deliver 

1000 

like  this 

for  31c 

* 

luch  prettier,   actually,  froltt  a  sponsor's  point  of  view,  because 
these  ladies  buy!  And  at  WVNJ  you  can  talk  to  a  thousand 
of  them  (and  their  families)  for  one  minute  at  a  cost  of  only  31c. 
Same  rate  for  men,  too. 

Most  advertisers  know  that  the  New  WVNJ  has  more  listeners 
than  any  other  radio  station  broadcasting  from  New  Jersey.     As 
a  matter  of  fact — almost  twice  as  many  as  the  next  2 

largest  combined.* 'Source — Hooperatings  Jan. — Feb. — New  Jersey 

Most  advertisers  know  the  quality  of  this  audience — for  the  new 
programming  concept  of  playing  only   Great  Albums  of 
Music  has  brought  the  station  thousands  of  new  and  potentially 
better  buyers  than  ever  before. 

Most  advertisers  know,  too,  that  WVNJ  delivers  this  audience 
at  less  cost  per  thousand  than  any  other  radio  station  not 
only  in  Jersey  but  in  the  entire  metropolitan  area  as  well. 

That's  why  WVNJ  is  the  hottest  radio  station  in  the  New 
Jersey  market — bar  none.     Get  the  facts  and  you'll 
make  WVNJ  part  of  your  advertising  day. 

Represented  by- 
Broadcast  Times  Sales 

New  York  OX  7-1696 

WVNJ 
Newark,  New  Jersey 

Radio  Station  of  the  Newark  Evening  News 
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II  hoi's  fuspprmng  in  /       N     I .uvernmcnl 

tiuU  uffects  sponsors,  agencies,  stations 

WASHINGTON  WEEK 

25  MAY 
Ctpyriaht    1957 

SPONSOR   PUBLICATIONS  INC. 

The   FTC   this    week    let    i\\    its    first   preliminary    action    Bgainsl    llic    iiianin-the- 

white-ooal  type  of  t\  commerciaL 

Singled  «>ui  as  a  sort  of  guinea  pig  ia  American  Chicle  Co.'a  RoIaJda  brand. 
In  issuing  a  complaint  against  Rolaida,  FTC  aidea  disclosed  it  i-  then  plan  firat  t<»  de- 

velop the  case  ami  then  see  hon  tin-  eommiaaion  rules  on  it.   Should  tin-  commiaaion- 
era  take  a  stern  \ irw  oi  thi>  type  oi  advertising,  the  stall  will  i   ted  t  oi 

similar-type  sponsors. 

The  charges  in  the  Rolaid  complaint  cover   thi>   ground: 

•  False  disparagement  oi  competing  alkalizers, 

•  Misrepresentation  of  the  effecta  of  the    product    vis-a-vis    competitive    producta 

(comparing  a  burnt  tableeluth  hole   with  the  action  of  .stomach  acids). 
•  Use  of  a   man-in-a-whitc-coat  to  state  that   Rolaida  baa  the  recommendation  of  die 

medical  profession,  therein  having  the  "capacity  to  deceive  a  substantial  portion  of  the  public.*' 
This  is  the  first  complaint  centered  on  the  visual  part  of  t\  commereiala  since 

the  special  radio-tv  unit  was  set  up  within  the  Fit  . 

(See  "The  FTC  Crackdown.  :>u  March  SPONSOR,  fur  the  Intended  scope  <>f  tli-  I  H  - 
probe  of  air  conunercials  and  the  follow-up  plans  for  the  FCC.) 

You  can  get  a  broad   picture  of  the  current  state  of  the  American   econonrj 

from  these  excerpts  from  a   Department  of  Commerce  report   issued  this  week: 

•  Gross  national  product  rose  again  in   the   first    1957   quarter,   indicating   an   an- 
nual rate  of  $427  billion,  compared  with  $121  billion  for  the  last  quarter  of  1T>(>  and   5 

billion  for  the  first  quarter  of  1956. 

•  Personal  income  in  April  was  at  a  seasonally   adjusted  rate  of  $339.5  billion— up  SI 

billion  from  March  and  SIB  billion  over  April  '56. 
•  Total  output  has  risen  irregularly,  but  final  demand  has  grown  steadily.    In  the  first 

1957  quarter  output  rose  1>\   S8.5  billion   (annual  rate). 

•  Personal  consumption  expenditures,  governmental   purchases,   and   exporta  all 

rose.    The  higher  level  of  purchasing  ate  into  business  inventories,  although    l'<    of  the 

increase  in  value  of  production   was  <lut-  to   higher  prices  and  onlv  2'.'    to  higher  volume. 

Rep.  Robert  C  Byrd  (D.,  W.  Va.)  this  week  joined  the  clan  calling  for  regula- 
tion of  the  tv  networks. 

The  source  of  his  complaint:  CBS  TV's  switching  its  affiliation  from  \\l  Ml-  I  \. 

Charleston,  to  WHTM-TV.  Huntington,  following  the  bitter's  purchase  !>\   Cowles. 

Charged  Rep.  Byrd:  The  FCC  "exerts  a  life-and-death  hammerlock  over  individual  sta- 

tions, while  the  networks  are  left  to  their  own  designs — often  at  the  public's  exp 

The  near  future  could  bring  a  welter  of  report   releasing   on   <  apitol    Hill 

well  as  some  action  by  the  FCC  on  fee  tv. 

Two  such  reports  that  are  of  marked  interest  to  tv:  The  Celler  Committee  findings  on  its 

network  probe,  and   the  Senate  Commerce  Committee's  multi-faceted  look  at  t\. 

Radio  and  tv  got  a  comparatively  cleaner  hill  than  newspapers  in  a  report  thi- 

week   I»n    the   National   Association   of   Better  Business  Bureaus  on  questionable  ad-. 

Of  the  ads  "investigated,"  21,915  applied  to  newspapers,  635  to  radio.  594  to  t\.  and  56 
to  magazines. 

•     25  may  1957 81 



triangle:     stations 

Delivering 
TO 
Audiences 
EXCLUSIVE 
ONLY  TRIANGLE  STATIONS  deliver  ALL  of 

the  top  film  product  available  to  television, 
reaching  ONE  out  of  every  TEN  TV  homes  in 
America  .  .  .  15,000,000  people  in  Connecticut, 
Delaware,  Maryland,  Massachusetts,  New  Jersey, 

New  York,   Pennsylvania   and  West  Virginia. 

.  Bci*ic  ABC  •  WNBF-TV  .  .  Basic  CBS  +  ABC,  NBC 

WFBG-TV  .  .  Ba>ic  CBS   *  ABC  NBC  •  WNHC-TV  .  .  Basic  ABC  +  CBS 

Blair  TV  for  WFIL  TV,  WNBF-TV  and  WFBG-TV  -  Katz  for  WNHC-TV 

far  WLBR-TV 



WORLD'S 

MOVI 

GM  •  Warner  Bros  •  20th  Century-Fox  •  RKO 
K  VISION'S  HOTTEST  BUY!  %V/2  billion  worth 
ie  BEST  entertainment  on  TV  anywhere. . .  topping 

j  competition  in  market  after  market.  Prime  time 

labilities  going  fast !  Phone  or  wire  today! 

BASED  ON  WEEKLY  AVERAGE 

SOURCES  Telepulse,  Brnghamton,  Nov.  1956 

Telepulse,  Scranlon  —  WillesBofre.  Nov.  1956 
AR8,  Alfoono,  Nov.  1956 

ARB,  New  HovenHortlord.  Nov    1956 

ARB.  Philadelphia.  Mor.  1957 

W  F  I  L  -  T  V 
PHILADELPHIA,     PENNSYLVANIA 

W  N  B  F  -  T  V 
BINGHAMTON.       NEW      YORK 

W  F  B  G  -  T  V 
ALTOONA.        PENNSYLVANIA 

W  N  H  C  -T  V 
NEW    HAVEN-HARTFORD,   CONN. 

W  L  B  R  -  T  V 
LEBANON,       PENNSYLVANIA 

Radio   and  Televi! tangle   Publications.    In 

WFIL-AM  •  FM  •  TV, 

■A.  F8G-AM  •  TV,  Alti 

WNBF-AM  •  FWI  •  TV.  Bnghaml 
WHCB-AM     M 

WNHC-AM  •  Fm  •  TV.  Ne.-  WLBR-TV,  l.eb= 



A  round-up  of  trade  talk, 

trends  and  tips  for  admen 

SPONSOR  HEARS 

25  MAY  A  Madison  Avenue  veteran  urges  restraint  in  the  current  flurry  of  industry 

sponsor  publications  inc.      backbiting  at  newspaper  tv  reviews  and  comment.    He  feels  that: 

"Charging  some  critics  with  incompetence  and  irresponsibility  will  only  focus  attention 
on  your  own  weaknesses.    Anyway,  in  the  long  run  the  panning  is  washed  out  by  the 

praise.    That  was  radio's  experience  in  the  late  '30's  and  early  '40's." 

Another  clue  to  the  height  air  media  have  soared  in  General  Motors'  firmament : 
Campbell-Ewald  has  the  authority  of  supervision;  but  Henry  Jaffee,  producer  of  the 

Dinah  Shore-Chevrolet  series,  will  be  in  direct  contact  throughout  with  top  GM 
management. 

The  dickering  for  tv  rights  to  feature  films  is  beginning  to  be  as  imaginative 
as  the  film  fare  itself. 

A  group  had  offered  to  put  up  two  Park  Avenue  buildings  as  security  for  26  post- 
1950  films.   But  the  film  company  this  week  decided  the  transaction  was  too  elaborate. 

Western  agencies  continue  their  trend  to  tie  up  with  Madison  Avenue  as  a 
means  of  servicing  their  air  business  in  the  east. 

This  week's  searcher  in  New  York :  Gerald  A.  Hoeck,  radio-tv  v.p.,  of  Seattle's  Miller, 
Mackay,  Hoeck  &  Hartung,  which  spends  around  $120,000  on  spots  for  the  Bardahl  oil 
additive  in  the  New  York  metropolitan  area. 

Much  to  their  surprise,  three  radio  stations  this  week  had  the  rug  yanked  out 
from  under  them  by  the  woman  ad  manager  of  a  firm  which  spends  $2  million 

a  year  on  air  media. 

What  triggered  her  action  was  this:  A  fourth  station,  also  handled  by  the  same 
rep,  had  got  into  a  personal  hassle  with  her  over  delinquent  payments. 

After  the  wholesale  cancellation,  the  rep  tried  to  rescue  the  innocent  trio — but  to  no 
avail. 

Every  dynamic  field  has  its  departed  "legendary"  figures — people  who  pioneered, 
had   colorful  personalities,   and   became  topics  of  mellow  reminiscence. 

A  check  around  the  business  evokes  these  names  that  might  come  under  the  "legendary" 
classification  in  radio: 

John  Shepard  IH,  founder  of  the  Yankee  Network,  who  quoted  the  scriptures  in 

quitting  CBS  and  in  return  was  wired  by  William  Paley:  "The  Lord  is  our  shepherd;  we 

shall  not  want." 
L.  B.  Wilson,  the  sardonically  witty  founder  of  WCKY,  Covington,  who  counselled 

many  a  neophite  to  success  in  the  industry. 

M.  H.  (Deke)  Aylesworth,  NBC's  first  president,  who  recruited  the  weight  and  pres- 
tige of  giant  advertisers  to  the  medium. 
Scott  Howe  Bowen,  who  as  a  broker  and  general  station  rep,  did  a  similar  job  for 

spot. 
Danny  Danker,  JWT  v.p.,  who  crashed  the  Hollywood  name  barrier  for  radio. 

Ouiiin  Ryan,  the  WGN,  Chicago,  announcer-manager,  whose  many  firsts  in  special 
events  and  other  programing  gave  vitality  and  imagination  to  radio. 

• 
84  sponsor     •     25  may  1957 



// 

She  was  watching  WGN-T^  al  noon    along  with  131.8   ther  boys  and 
girls).  She  >%  a~  thrilled  l>\   the  Lunch  time  Little    Hieatre,  designed  l>\ 

WGN-TV  to  gel  "(.II  ["reactions    Nielsen,  March,  L957,  I  •."• 

Slu-  had  her  mother  buj  the  sponsor's  product. 

That's  whj  Top  Drawer  Advertisers  use  WGN-TV. 

I  el  our  specialists  lill  yon  in  on  some  exciting  case  histories,  dia  uss  j  "ur 
>.ilr~  problems  and  advise  n  < >i i  on  currenl  availability  -. 

WGN-TV 
Put  "GEE!"  in  your  Chicago  sales  with 

CHANNEL  9-CHICAGO 
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BARTERED    TIME 

I  Continued  from  page  35  i 

with  a  line  of  advertisers  waiting  to 

get  on  it.  isn't  goin»  to  !>r  exchanging 
its  valuable  time  for  film,  knowing  that 
this  time  will  be  sold  at  cut  rate. 

7.  You  can't  count  on  a  renewal,  if 

you're  satisfied.  Each  barter  sale  is  a 
"once-in-a-lifetime"  deal,  not  renew- 

able after  the  year  or  run  of  contract 

since  it  hinges  upon  a  particular  syndi- 
cator  making  a  specific  exchange  with 

a  particular  station.  Once  that  sta- 
tion has  paid  up  in  time  for  the  film 

property,  there's  no  reason  to  be  sure 
that  it  will  trade  off  any  more  of  its 
time  for  film. 

Hence  it's  more  difficult  to  maintain 
a  continuous  schedule  after  termina- 

tion of  a  barter  contract  than  on  rate 

card  spot  schedules. 

Despite  the  drawbacks,  a  barter- 
discount  purchase  does  offer  net  ad- 

vantages to  many  advertisers,  or  they 

would  obviously  not  be  buying  or  con- 
sidering the  buy. 

However,  as  Les  Persky,  president  of 

Product  Services,  says:  "Barter  can 
never  replace  spot  buying.  It  can  only 
be  a  marginal  operation.  Through  it, 

we're   reducing   the    inequities   of   the 

present  distribution  pattern,  where  a 
major  advertiser  controls  the  Bhelf 

space  and  the  other  gu\  can't  afford sufficient  advertising  to   fight  him. 

Persky  says  he  hopes  barter  will  not 

siphon  off  established  spot  ad\  ci  tix-i  >. 
and  that  the  value  of  barter  will  con- 

tinue only  so  long  as  it  doesn't  become 
too  widespread,  or  used  by  giants  like 

Lever,  Colgate  or  P&G. 
"We  think  it's  ideal  for  the  new- 

comer to  tv,"  he  told  SPONSOR.  "For 

instance,  we're  planning  to  introduce  a 
new  cigarette  brand  for  a  major  adver- 

tiser through  such  bulk  discount  sched- 

ules." 

Not  only  did  Persky  sign  a  contract 

at  sponsor's  presstime  for  various  film 
properties  worth  over  $8  million,  ac- 

cording to  him,  but  he  plans  another 

step.  "We've  just  commissioned  an  in- 
dependent film  producer  to  make  a 

half-hour  adventure  series  for  us  which 

we'll  use  strictly  for  barter.  The  show 
is  being  financed  by  sponsors  for  its 

first-run,  but  we  expect  to  get  five 
years  of  timebuying  power  out  of  it  as 

well." 

There's  less  than  unanimous  enthusi- 
asm throughout  the  tv  and  advertising 

industry  today  about  the  spread  of  bar- 
ter deals.     In  fact,  even  those  whore 

BEST  SHOIOF.Wlf^R 
1    V 

v>S 

tip& 

"I  like  the  idea  of  a 
publication   that  has  all 

the  basic  data  on  tv  and 
radio  exactly  when  and 
how  we  need  it  most. 

Thai    description    fits    Fall 

Facts  Basics  to  a  'T '." 
Lou   T.    Fischer 

i  ice-pres., 
Dancer-Fitzgerald -Sam  pie. 

Inc.,  New  York 

|S1  USE  20  <M\X 

engaged  in  such  exchanges  frequently 
point   out   barter  ma)    easily   backfire. 

Here  are  the  advantages  and  dis- 

advantages of  barter  to  the  syndica- 
tors,  stations,  agencies  and  reps: 

Syndicators:  Essential!),  barter  is 

the  outgrowth  of  increasing  film  inven- 
tory both  from  the  avalanche  of  fea- 

ture libraries  and  through  the  accu- 
mulation of  syndicated  product.  As 

more  and  more  new  shows  become 

available  for  syndication,  the  third  and 

fourth  runs  of  old  product  depreciates 

in  value.  While  the  individual  s\ndi- 

cator  might  make  more  on  his  product 

when  it  is  paid  for  in  cash,  he'd  just  as 
soon  make  something  on  barter  than 

have  the  old  product  lying  around. 

That  isn't  to  say  that  only  well-worn 
film  is  being  put  up  for  barter.  On  the 

contrary,  each  barter  package  general- 
ly includes  some  top  properties  as  well, 

but  these  are  in  the  minority  as  are 

Class  "A"  announcements  on  the  sta- 
tion's side  of  the  deal. 

Different  syndicators  make  different 

barter  arrangements  and  frequently  in- 
dividual deals  of  one  syndicator  differ 

from  each  other.  However,  it's  a  fair 
estimate  to  say  that  virtually  every  dis- 

tributor who  has  feature  film  libraries 

is  doing  some  bartering. 

MCA  TV,  for  instance,  is  giving  sta- 
tions some  of  its  programing  in  return 

for  a  50-50  share  in  all  the  participa- 
tions that  the  station  sells  after  the  first 

national  client  provided  by  MCA  TV. 
This  barter,  however,  is  strictly  on  rate 

card,  according  to  agencies  now  con- 
sidering such  packages. 

NTA  Executive  V.P.  Ollie  I  ngei 

says:  "The  syndicator  who  can  afford 
to  think  in  long-range  terms  and  not 
barter,  is  better  off.  Do  I  think  bar- 

ter is  a  good  way  to  do  business?  No. 
Do  I  think  it  will  be  done?  ProbabK. 

Will  we  do  it?  Maybe.  Do  we  want 

to?    No." 
His  views  generally  sum  up  the  reac- 

tion of  the  syndicators.  In  many  ways, 

they  feel  they're  being  seduced  into 
barter  virtually  against  their  will. 

"That's  where  we  can  help  the  s\  n- 

dicator  by  acting  as  their  'reps,'  "  says 
Time  Merchants"  Dick  Rosenblatt 

"The  syndicator's  like  a  banker  accu- 
mulating time,  but  his  risk  is  great 

especially  on  a  short-term  deal.  W  e 

help  him  unload  this  time." Stations:  The  situation  is  not  too 

different  for  the  stations  than  it  is  for 

the  syndicators.  Stations  that  couldn't 
afford    film    programing   the\    need    if 
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the)  had  to  pa)  cash,  can  acquire  it 
through  bartei  deals. 

\-  the  president  "I  .1  majoi  rep  In  m 

told  sponsor:  "Of  course,  we're  "p- 
posed  i"  bai tei  on  principle.  Bui  I  1  e 

^oi  iii  admil  it  it's  .1  god-send  to 
some  of  our  stations.  Vfter  all,  tin- 

film  product  they're  getting  i-  increas- 
ing 1 1 1< -  value  of  Bome  of  theii  time  !»■- 

riods  and  thereb)  attracting  othei  na- 

tional advertisers  al  the  card  rate." 
Mostly,  the  reps  are  \  iolenth  op- 

posed to  barter  even  in  those  instances 

where  the)  collecl  commission  on  the 

bartered-time  galea  through  exclusive 

contracts  with  their  stations,  ["heir 
main  concern  is  the  long-rang  effect  <>f 

bartei  deals  011  the  station's  ie|>utahil- it\  ami  the  sound  economic  base  of  the 

t\  industry. 

Said  the  president  of  another  large 

rep  firm:  "I  nfortunatel)  we  can't  do 
anything  but  advise  our  stations 

against  barter.  I  think  if-  reducing 
tin-  business  to  the  laws  ol  the  jungle. 
Furthermore,  in  a  barter  both  |>arties 
are  trying  to  put  something  over  on 

each  other.  It's  simp!)  not  good  busi- 
ness. The  station?  don't  seem  to  realize 

that  they're  actuall)  selling  against 
themseh  es." 

SRA,  while  considerabl)    less  than 

enthusiastic  about  the  Bpread  of  bar- 
ter, is  relying  on  its  members  t"  advise 

-tat  ions  against  barter.  There  ina\ 

eventually  be  action  In  other  trade  as- 
-o<  iations  or  b\  the  Government,  al- 

though no  one  has  concluded  that  bar- 
ter has  any  illegal  aspect  to  it. 

W  hen-  station-agenc)  relations  are 

concerned,  barter  sale-  mighl  be  con-' 

sidered  a  violation  of  the  1  \"s  contract 
which  provides  that  a  station  must  not 

discriminate  in  price  between  adver- 

tisers. But  then,  it  isn't  the  station 

that's  setting  the  price  for  the  bartered announcement-. 

It's  conceivable,  though  it  mighl  be 
difficult  to  pin  down,  that  -nine  -vndi- 
cators  and  stations  have  found  a  tax 

an«Ie  that  makes  baiter  even  more  .it- 
tractive  to  them. 

for  instance,  theoretically,  when  a 

Byndicator  trades  S3  million  worth  ol 
film  for  $3  million  worth  of  time 

there's  no  need  for  declaring  an\  in- 
come, since  the  two  product-  ex- 

changed cancel  each  other  out. 
Its  assumed  that  the  $3  million  in 

each  case  is  an  inflated  figure. — the 
Byndicator  will  quote  a  top  price  on 
his  product  for  barter,  and  the  station 

manager  will  quote  card  rate  on  the 

time    he  s   giving    in    exchange.       I  bus 

both    enlei    the   i\i  li.in  ■•■■     il     |3    million 

Howe>  ei .  the  syndicatoi  t hen  sella 

this  $3-million- worth  ol  tim  foi  -I  i 
million,     lb-  ha-  therefore    on      1 
-old   |3   million   woi  th  of  film   l"i    Onl) 

.1  - 1 .  1  million  return,  and  show  -  a  loss 

ol  11.5  million.  Mm  -.one  applies  t' i 
the  station. 

Igencies:  There  are  several  reasons 

wh)  agenc)  media  people  aren  1  too 

happ)  about  bartei .  <  me  reason  i-  the 
fad  that  the)  have  little  control  <>\ ei  ■  > 
barter  bin.  tlm-  in  effect,  bin    a  pig   in 

a  poke,  and  can't  exercise  then  -kill  .1- 
buyers. 

Secondl) .  the)  aren't  happ)  partii  - 
ularl)  if  their  im olvemenl  in  a  bait  1 
Inn  become-  public  because  the  reps 

aie  generall)  opposed  t"  bartei .  Sin<  e 
the  individual  linielmver  depends  upon 

the  goodwill  of  rep-  in  clearing  ̂    I 

time  loi  hi-  client,  the  buyei  doesn't 
want  to  cause  friction. 

^genC)     management  on    the    H  hole 

doesn't  always  look  favorabl)  on  bai- 
ter, though  -oine  are  forced  into  such 

deals  because  their  client-  request  that 

the)  investigate  am  bin  that  seems 
economical.  But  quite  often  in  the 
past,  barter  bin-  were  made  directl) 
b\   the  client  with  either  the  syndical  'i 

or  the  -\  ndicator  -  agent,  and  thus  not 
commissionable. 

If  we'd  pan I   1  ,n  ..n 

buj  ii  would  hav<  '  it- is  a  ba 

told  or  candid  I        01 

1  strain  on  oui    • 
hip    with    il..  d    so    we 

don  I    v.  nit    lo    |, ill. Iii  1/.     il    too 

A'-  p      lie  itural  thai   th 

reps  would  be  opposed  to  bartei   on 

I      I    llll     ip|(  \    " 1  utting,  in. I  id  ii  -  h hat  bartei  an  ounta 

to.  huii-  the  produt  t  thai  I  !•■ 

-■•Il  and  ma!  es  il  toughei  to  tell     ami 

then   prod u<  1   1-  the  ■,  ..f  the 

station  and  the  t  alue  "I  ii-  1 1 
I  hi  thei  mor<  I  spon- 

son  1  generall)  behind  carefully  «  I 
doors)  thai  the  film  prodm  t  theii 

lion-   gol    "ii    l.aiii  1    deals    "nol 
won  1  do  an)  thing  to  boost  the  1  due 
of  their  time  and  programing  lineup, 

but  will  drive  \  iewei -  aw 

Essential!) .  most  reps  agri  e  thai  th<- 
stations  are  the  ke\   to  the  futun 

bai  tei .     "'If  advertisers  hud  it  an  ■ 
nomic  bus .  the)  d   be  nuts  to   fori 

it."  on.-   rep  told   sponsor,   freel)    ex- 

pressing   the    s  iews    of    the    majoi  it > . 

"It's    up   to   the   stations   to   es aluate 
these  bartei  deals  with  an  eye  to  the 

future  and  to  what  they're  doing  to  the 

value  of  theii  late  1  .ml.   It's  <  leai l\  up 

to  stations  to  refuse  these  deals.*1     ̂  

it's  KSAN  in  San  Francisco  A J 
PROVEN  MOST  POPULAR  WITH  NEGRO  LISTENERS 
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for  specific  proof  of  all  KSAN  claims  to  fame, 
intact  Stars  National,  Tracy  Moore,  or 
E,  WIRE,  PHONE  KSAN 
JET  STREET,  SAN  FRANCISCO.  CALIFORNIA.  MA  Mill 
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WAY  OUT 
I  FRONT! 

HOVERS 

HUNTlT 

THE 

GTON-CHARL 
MARKET 

ESTON 

NIELSEN:NCS  #2    1956 

►     O/      PENETRATION    OF    COUNTIES 

Oy      PEI 
/o     IN 

COVERAGE 

WSAZ-TV 

21 
*ORE    THAN    75°,,  AC 

COVERAGE     COUNTIES 

MORE    THAN     50%         C  £? 
COVERAGE    COUNTIES      JQ 

E TOTAL    COUNTIES  /TO COVERAGE  *■>' 

STA 

21 

30 

STA.j 

C    < 
15: 

22: 

ARB:    8  out  of  TOP   12 
"February    195  7 

HU/STINGTON-CHARLESTOM,  W.  VA. 

XCT.B-O.  HBTWOSXS 
Affiliated  with  Radio  Stations 

WSAZ,  Huntington  &  WKAZ.  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 

Represented  by  The  Katz  Agency 

;:;; 

Reps  at  work 

Harry  Smart,  Blair-TV,  Chicago,  points  out  that  "not  only  are 
Chicago  reps  in  more  severe  Ultra-market  competition,  hut  we  are 

in  much  more  vigorous  competition  with  other  media.  particular!) 

network  radio  and  tv."  He  notes  that  hack  in  1955  many  clients 
were  forced  to  buy  marginal  time  at  relatively  high  rates  because 
there  were  few  stations,  thus  fewer 

availabilities.  Some  of  these  ad- 

vertisers left  spot  tv  and  now  have 

to  be  re-educated  that  the  medium 

now  has  good  availabilities  in  all 

time  classifications.  "As  in  other 

major  markets."  Harry  says, 
"Chicago  reps  are  concentrating 
on  daytime  spot.  Better  research 
techniques  have  given  us  a  better 

picture  of  daytime  viewing  and  we 

feel  it  offers  the  greatest  oppor- 
tunities for  the  advertiser.  Re- 

cently, one  of  the  country's  major  advertisers  tested  da\time  spot 
tv  in  a  few  selected  markets  and  was  amazed  at  the  low  cost,  impact 

and  results.  Back  a  year  ago  or  so.  davtime  advertisers  were  de- 

lighted with  a  cost-per-l.OOO's  under  $1.50;  today  it's  more  the  noun 

for  advertisers  to  shoot  for  cost-per-l.OOO's  under  SI. 00  when  bu\ing 
this  time.    Thus,  more  advertisers  are  being  sold  on  all-hours  t\. 

Paul  R.  Weeks,  vice  president  and  partner  of  H-R  Representatives, 

Inc..  New  York,  comments:  "With  all  the  attention  given  to  con- 
centrations of  population  in  •metropolitan  areas,  some  buyers  are 

diverted  from  highly  important  farm  markets.  Rural  areas  have 

high  spendable  incomes  and  large  unit  purchases  are  characteristic. 

as  farm  families  purchase  com- 
modities and  supplies  in  truck  load 

lots.  Population  is  more  scattered 
in  rural  sections,  and  the  people 

don't  form  a  'metropolitan  area" 
b\  census  definition,  but  many  a 

radio  station  regularly  serves  more 
families  in  its  area  than  exist  in 

some  of  the  first  hundred  metro- 

politan markets.  Farm  radio  is  by- 
far  the  best  medium  to  reach  this 

strewn  out  market.  Radio  has  the 

ear  of  the  farmers.  It  has  im- 

mediacy  and  is  relied  upon  for  vital  news  and  information.  The 

noon  farm  reports  tell  him  what  he  will  bring  to  market  tomorrow  : 

the  road  reports  will  let  him  know  if  he  can  get  there.  The  storm 

report  gets  to  him  in  advance  of  the  hail;  he  isn't  dependent  on  a 
newspaper  deliver)  bo)  riding  a  bicycle.  Farm  radio  is  economical. 

You  can   reach  this  important   segment    without   waste  circulation. 
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ARE  YOU 

HALF-COVERED 
IN 

NEBRASKA'S  OTHER  BIG  MARKET? 

MERCHANDISE   OFFER   PROVES 

KOLN-TV   PULLING   POWER! 

Last  January.  Goocb  Milling  Companj  made  identical 
offers  of  a  Cake  Decorator  Sel  over  a  number  of  T\ 
stations  in  the  Nebraska-Kansas-Iowa  area.  The  tremen- 

dous palling  power  <>f  KOLN-TV  was  clearl)  demon- 
strated— securing  the  greatest  number  of  orders  at  a 

considerably  lower  cost  per  order  than  an)  other  Btation. 

CAKE    SETS   ORDERED   AS   OF    FEBRUARY    23,    1957 

Station 
Cake  Sets 

Ordered 
Station 

Cake  Sets 

Ordered 

KOLN-TV 

Station  B 

Station  C 

Station  D 

2,924 

1,462 

1,420 

1,292 

Station  E 

Station  F 

Station  G 

1,184 783 

512 

II  ith  the  same  offer  and  same  time  allotment.  k()l.\-ll 
pulled    twice    as    many    orders    as    the    next    best    station! 

WKZO  TV  — GRAND  RAPIDS  KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO  BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEFFM  —  GRAND    RAPIDS  KALAMAZOO 
KOLN  TV  —  LINCOLN    NEBRASKA 

Aiioc  A'ti  -  Hi 
WmBD  RADIO  — PEORIA    ILLINOIS 

Have    you    noticed    how    much    the    Nielsen 

NCS    No.    2     has    expanded    Lincoln-land? 

KOjLiN"!  \  covers  Lincoln-Land  .1  rich  69  <  tuntj  area 

with   I'M. Till"  TV  homes! 

Lincoln-Land  has  i2()<>.:2(iir  families  and  KOI  \  I  \  1-  their 

T\  Btation.  This  import. mi  markel  i-  .1-  independent  ol 

Omaha  as  Syracuse  is  <>f  Rochester  <>r  Hartford  is  <>i 
Pros  idence ! 

Latest  \\\\\.  Telepulse  and  Videode*  Bnrveya  ill  show 
KOLN-TV   dominates   the   Lincoln-Land   audieno 

Lei  \very-Knodel  ̂ i\<-  you  the  whole  storj  011  Kni  VI  \. 
the  Official  CBS-ABC  Outlel   for  South  Central   Nebraska 
and  Northern  Kansas. 

*See  Nielsen  NCS  No    2 

CHANNEL  10  •  316,000  WATTS  •  1000-FT.  TOWER 

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

Wery-Knodel,  Inc..  Exclusive  National  Representatives 
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A    / 

KANV  is 

Shreveport's 
ONLY 

ALL     j 
NEGRO 

PROGRAM 

STATION! 

That's  why  KANV  is 
THE  station  to  use  to 

reach  this  richer-than- 

average  Negro  market. 

Our  experienced  staff 
knows  its  audience  and  is 

ready  to  help  with  your 

sales  problems  at  the 
local  level.  KANV  rates 

are  low  and  results  are 

high! 

GET 

THE 

PROOF! 

It's  yours  for  the  asking. 

Write,  call  or  wire  the    KANV 

Representative  in  your  area — NOW! 

90 

Tv  and  radio 

NEWSMAKERS 

Charles  C.  "Chuck"  Woodard,  Jr.  has 
joined  the  Westinghouse  Broadcasting  Co. 

as  administrative  assistant  to  the  president, 

Donald   H.   McGannon.    Woodard's  varied 

experience  in  administration  and  the  busi- 

^fy     — 77  '"'"  "'*'''  "'  network  and  station  operations 

^^^^"^^^^  i-    expected    to    be    "I    considerable    value 
Ik      jtflfek  particular])     at    this    time    when    WB< 

adding  executive  depth  to  its  expanding 

business  operations.  This  expansion  includes  increased  sales  (first 

quarter  of  1957  was  about  20f7  higher  than  the  previous  year  I  and 
the  recent  purchase  of  WAAM-TV,  Baltimore.  Woodard  comes  to 

Westinghouse  from  CBS  TV.  He  joined  the  network  in  Hollywood 
in  1950  and  transferred  to  New  York  in  1953.  Most  recentlv  he 

has  been  handling  business  and  legal  problems  of  network  program- 

ing, local  station  operation,  and  film  syndication  activities  at  CBS. 

Sherwood  Dodge,  former  vice  president 

and  national  marketing  director  at  Foote. 

Cone  &  Belding,  has  joined  Fletcher  D. 

Richards,  Inc.,  as  executive  vice  president 

and  a  director  of  the  agency.  Dodge  will 

assume  his  new  responsibilities  on  1  June. 
He  has  been  associated  with  FCB  since 

1938.  holding  many  posts  including  those 

of:  research  and  marketing  director,  ac- 

count supervisor  and  a  member  of  the  plans  board.  Dodge  also  has 

been  very  active  in  extra-curricular  advertising  affairs  and  currently 

is,  among  other  things,  a  member  of  the  media  relations  committee 

of  the  4A's  and  also  a  director  and  member  of  the  executive  com- 

mittee of  the  Advertising  Research  Foundation.  Fletcher  D.  Richards' 
present  interest  in  air  media  includes  the  I  .  S.  Rubber  sponsorship 

of  Navy  Log  on  ABC   TV,  just   renewed   for  the   1957-58  season. 

Jack  McCrew  has  been  named  station 

manager  for  KPRC  and  KPRC-TY.  Hous- 
ton, according  to  a  recent  announcement 

made  by  Jack  Harris,  vice  president   and 

1^"         *n:mdl       general  manager  of  the  stations.    McGrew ^^  is  a  27-year  broadcasting  veteran  and  has 

^JP  spent  over  20  of  those  years  at  KPRC.    He 
started  in  the  industry  as  an  announcer  for 
KFDM.  Beaumont.  Tex.,  in  1930.  In  1936 

he  joined  KPRC  also  as  an  announcer.  A  vear  later  he  was  made 

program  director  and  in  1947  was  named  assistant  manager  and 

national  sales  manager  for  the  radio  operation.  In  1951  he  be- 

came assistant  manager  and  national  sales  manager  for  both  the 

radio  and  television  stations  and  held  this  position  until  his  current 

appointment.  McGrew  will  continue  to  serve  as  national  sales  man- 
ager   along    with    assuming    his    new    duties    as    station    manager. 

sponsor     •     25  may  1957 
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Spot  radio's  insecure  triumph 

Jm>1  two  years  ago  when  spot  radio  experienced  its  second 

straight  year  of  hillings  decline,  there  were  only  a  few  in  the 

industr)  who  contended  publicly  that  spot  radio  would  come 

hack  strong.  Having  been  among  this  small  hand  of  opti- 

mists, SPONSOR  takes  a  certain  measure  of  pride  in  the  fact 

that  figures  newly  released  by  SRA  for  the  first  quarter  of 

1957  show  that  spot  radio  skyrocketed  by  40.5%  over  1956. 

But  we  aren't  ready  to  retire  from  tlie  field  of  prediction. 
We  are  confident  now,  as  we  were  two  years  ago,  that  spot 

radio  has  undreamed  of  potential. 

The  present  triumph  of  national  spot  radio,  however,  rests 

on  an  insecure  foundation.  Most  of  its  progress  has  come  in 

the  sale  of  "prime  time" — 7-10  a.m.  and  4-7  p.m.  Spot  ra- 
dio is  laden  with  commercials  during  these  hours,  largely 

barren  otherwise. 

This  makes  no  sense.  Tremendous  audiences  often  equal- 

ing those  of  "prime  time,"  are  going  to  waste  so  far  as  na- 
tional sponsors  are  concerned.  To  continue  its  growth,  spot 

radio  must  nowr  sell  its  fallow  time  with  hard-hitting,  dra- 

matically-documented presentations  like  those  responsible  for 

its  great  progress  of  the  past  two  years.  Not  to  do  so  is  to 

risk   further   over-congestion   and   advertiser   discontent. 

We  predict  the  industry,  including  the  station  representa- 

tives, RAB  and  individual  stations,  will  successfully  meet 

this  challenge.  For  the  alert  advertiser,  the  implications  are 

clear:  Stake  out  \  our  claim  in  nighttime  spot  radio  today. 

Promotion  shark  at  work 

This  stunt  proved  that  a 

station  will  stop  at  nothing 

to  dramatize  itself.  It  also 

proves  that  radio  station  op- 
eration is  the  best  training 

available  for  putting  your 

head  in  a  shark's  mouth. 
The  man  in  the  picture  is 

Geoff  Stirling,  president  of 

CJON.  Newfoundland. 

THIS  WE  FIGHT  FOR:  Ao  one  who  buys  or 

sells  tv  time  can  afford  to  stand  aloof  from  the 

question  of  fee  vs.  free  tv.  Fee  tv  will  seriously 

damage  ti  as  we  know  it.  Tell  your  congress- 

man how  yon  stand  on  fee  tv;  tell  him   why. 

lO-SECOND  SPOTS 

Fifi:  A  candy  store  chain  in  New 

^  ork  City  is  giving  its  customers  a 

chance  to  win  Fifi.  "a  genuine  cream 

giving  Jersey  cow."  The  boy  who 
dreamed  up  this  practical  prize  would 

make   a   fine   station    promotion   man. 

Calypso:  Now  they've  gone  and  taken 

"Imager)  Transfer""  radio  concept  and written  it  into  a  new  calypso  song 

called  "Pretty,  Pretty  Image."'  //  it sets  a  trend,  we  may  soon  have  a 

motivation  research  calypso  titled  "All 

Day,  All  Night,  Motivation"  and  per- 
haps even  "The  Adman's  Five  O'Clock 

Blues  Calypso." 

Lucky:  For  Howard  Ward,  manager 

of  WWBG,  Bowling  Green.  O..  trou- 

bles  come  not  single  spy  but  in  bat- 
talions. First,  a  flood  inundated  the 

station.  Just  when  it  was  pumped  dry, 
the  twin  tower  blew  over.  Ward  rigged 

up  an  antenna  to  an  observation  bal- 
loon, only  someone  shot  it  down.  So 

he  reinflated  it.  sent  it  aloft  again. 
It  then  broke  loose  and  sailed   a\sa\. 

Competitive:  A  San  Mateo.  Calif., 

theater  manager  distributed  permits 

entitling  "bearer  to  leave  vour  tv  set 

for  2!/2  hours  tonite  to  see  'Funn\ 

Face'  because  here  is  one  vou  can't 

see  on  tv  until  1963."    We'll  wait. 

Debut:  WBAL-TY.  Baltimore  boasts 

the  first  televised  and  recorded  piano 

recital  by  a  chimpanzee.  Tv  is  build- 
ing a  real  talent  pool. 

Huh?  From  N.Y  Times — "The  present 
show,     titled     Caesar's    Hour,     began 
in  September.  1954.    It  is  televised  on 

Saturdays  from  9  a.m.  to  10  p.m." 
Ao  wonder  he's  quitting! 

Upping  the  ante:  Lourenco  Marques 
Radio.  Johannesburg,  S.A.,  begins  a 

new  show.  The  Sky's  the  Limit.  The\ 
describe  it  as  "a  quiz  programme  with 

no  limit  in  prize  money."  Xothing 
wrong  with  the  British  economy. 

Throes:  I  he  announcement  of  his 

daughter's  birth,  designed  b\  I'liil 
Franznick.  SPONSOR  art  director,  i- 

a  booklet  of  10  stop-motion  photos  of 

an  ash  tray.  The  first  pic  shows  a  sin- 
gle match  in  clean  tray,  then  cigaretti 

butts  and  matches  gradually  piled  up. 

Final  page  shows  ashtray  with  only  a 

burning  cigar  and  a  single  match  in  it. 
Sort  of  a  short,  short  picture  story. 



CHECK  WTCN...  where  Bid  thini  happening! 

Top  sports  station  in  sports-minded   market! 

And  in  3  out  of  4  years,  WTCN  Sports  Director  Frank  Beutel  named  top 

Twin  Cities  Sportscaster!  He  and  his  staff  broadcast  play-by-play  reports  of 

Minneapolis  Millers  Baseball,  University  of  Minnesota  football- 

basketball— hockey— and  baseball,  golf  tournaments,  and  professional  boxing  .  .  . 

for  year-round  sports  programming,  more  sports  than  any  other  Twin  Cities  station! 
Check  your  Katz  representative  today  for  ratings  and  availabiliti 

WTC MINNEAPOLIS  -  ST.   PAUL 

5000   WATTS      ABC      1280    Kc 

Represented    nationally    by    Katz    Agency,    Inc.    Affiliated    with    WFDF.    Flint.    WOOD    AM    &    TV.    Grand    Rop.di     WFBM    AM    t    TV,    Indianopolu 
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Kansas  City 

a  few 

but  most 

people  watch 

KCMO-TV 
Again,  the  facts:    More  quarter-hour 

firsts*   according  to  Pulse— February 
1-7,  1  957— over  3  times  as  many  as 

the  other  two  stations  combined. 

*Quarter-Hour  Firsts 

KCMO-TV-310 

Station   B  -  62 

Station  C  -  33 

KCMO-TV 

WHEN-TV 

KPHO-TV 

WOW-TV 

Kansas  City 

Syracuse 
Phoenix 

Omaha 

channel  5 

channel  8 

channel  5 

channel  6 

Joe  Hartenbower,  General  Mgr. 

Sid  Tremble,  Commercial  Mgr. 

Represented  nationally  by  Katz  Agency 

KCMO-TV  one    of  Mere 
dith's  Big   -l  all-family  stations 

e 
Meredith  Stations  Are  Affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 



HT1C    I  r>4 
UOCKFi 

1      JUNK      1*8 

40i   ■  copytflO  a   y*a 

IEW     YOMK 

PO OR 
THE   WEEKLY    MAGAZINE   TV/RADIO   ADVERTISERS    US 

-  CH. 

2  GREEN  BAY 
ES  PERSONA!  SERVICE  TO   tfce  Lund,  oj  Mi£fe  & Xwuu|  ! 

MALL  CITIES  &  BIG  FARMS...360,000  FAMILIES 

CHIN     t*T 

INEVITABLE: 

A  NIGHT  RADIO 

COMEBACK 

In  the  n'\i 
month* 

-(•MM 

client 
will 

III. ike 

adve 

iti-in^ 

ln.t  il 

1 1  in  - 

with 
a  nigh i  spol i  adio 

!in\  ol  size. 

-  vrh) 

llii- 

-  now 

in  the  i  ard* Page 

31 

A  marketing 

man's  dream 

product 
Page  34 

Fall  network 

tv  lineup  with 

new  show  costs 

Page  38 

Campbell's  new ad  team  two 

years  later 
Page  41 



PHOTO  BY  DEL  WILLIAMSON 

More  than  180,000  tons  of  primary  aluminum  a  year 

will  soon  roll  off  the  lines  here  at  the  Olin-Revere  Metals 

Corp.  site,  23  miles  south  of  Wheeling.  This  is  just  part 

of  the  $450-million  Wheeling-Upper  Ohio  Valley  expan- 

sion. The  growth  of  this  area  is  fabulous,  but  no  more 

so  than  the  popularity  of  "WTRF-TV,  leader  by  a  wide 
margin  in  every  accredited  audience  survey  made  in 

this  area.  So  keep  your  eyes  on  this  market — just  as 

everyone  in  this  market  is  keeping  his  eyes  on  WTRF-TV. 

For  availabilities  and  complete 

coverage  information — Cal 
Hollingbery,  Bob  Ferguson, 
VP  and  General  Manager, 

or  Needham  Smith, 
Sales  Manager, 

Cedar  2-7777. 

reaching  a  market  that's  reaching 

316,000  watts 

Equipped  for  network  color 

new  importance! 



more  women  listen  to 

WPEN'S  950  CLUB 

than  any  other  program 

in  Philadelphia     a  a  a 
A 

REPRESENTED   NATIONALLY   BY   GILL    PERNA.    INC..  \  ■  ..     York,  Ch       IgO     Los     I     . 
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THE   WEEKLY    MAGAZINE   TV/RADIO   ADVERTISERS   USE 

DIGEST  OF  ARTICLES 

Who  will  make  the  big  night  radio  breakthrough? 

31     Within  the  nexl   few   months,  if-  inevitable  some  client  will  make  ad- 

vertising   headlines  with  a  night   spot    radio   buy  of  size.     Here  is  why 

Marketing  man's  dream 

34-    Max  Factor's  new  Curl  Control  is  what  every  marketing  man  would  like 
to  have:   a  completely  new  product  with   a  big  tv   budget   to  back   it    up 

The  fall  network  tv  lineup 

33     Charted  here,  all  the  shows  and  sponsors  which   are  now   set   for  a  fall 

start,    together    with    costs   of    the    new    shows,    show    type    percentages 

Campbell's  new  advertising  team  two  years  later 
41     Product    manager    system    which    revolutionized    management    approach 

has  proved   itself.     Here's   how   big   tv-radio   decisions   are   made   today 

Today's  net  radio  sponsors 

48     A    network-by-network    list    of    network    radio's    advertisers    this    month 
with  the  amount  of  time  purchased  and  brands  now  using  the  medium 

FEATURES 

28  49th  and  Madison 

59  New  and  Renew 

GO  News  &  Idea  Wrap-Up 

6  Newsmaker  of  the  Week 

SO  Radio  Results 

76  Reps  at  Work 

54  Sponsor  Asks 

18  Sponsor  Backstage 

72    Sponsor  Hears 

9    Sponsor-Scope 

80   Sponsor  Speaks 

56  Spot  Buys 

80   Ten  Second  Spots 

14  Timebuyers  at  Work 

78    Tv  and  Radio  Newsmakers 

69    Washington  Week 

24   Women's  Week 

In  Upcoming  Issues 

Why  Sinclair  buys  10,000  six-second  spots  a  week 

SPONSOR   estimates  Sinclair  is  today   spending  $1.5  million   annualh    for 

spot   radio   short-shorts   to   cover   its   huge  marketing   area  economically 

Tv  basics/June 

June  Comparagraph  will  feature  programing  costs,  how  competing  clients 
compare,  alphabetical  program  index  and  spot   television   basics 
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MOST  EYES  ARE  ON  KTHV 

IN  ARKANSAS' 
KTHV  is  seen,  heard,  and  ijets  regulai  viewing  response 

throughout  MOST  of  Arkansas!  Please  Stud]  the  mail  map 
above.  Notice  that  it  includes  62  Arkansas  counties  —  notice 

KTHVs  penetration  to  all  six  surrounding  State  borders,  with 

mail  actually  being  received  from  viewers  in  Mississippi, 
Missouri,  Oklahoma  and   Texas  I 

With  316,000  watts  on  Channel  ll  and  with  the  tallest  antenna 

in  the  Central  South  (1756'  above  average  terrain)  K.IHV 
sells  most  of  Arkansas. 

Your   Branham   man   lias   all    the   />/';'    KTHV    facts.     Ask    him! 

KTHV Channel  11 
LITTLE  ROCK 

316,000  Watts 

Henry  Clay,  Executive  Vice  President  B.  G.  Robertson.  General  Manager 

AFFILIATED   WITH    KTHS,    LITTLE    ROCK   AND    KWKH,    SHREVEPORT 
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...  thanks  to  koin  rv.  And  his  stock  soared  Letj     n  yman\K    l  Mackay 

of  Miller,  Mackay,  Hoeck  and  Hartung  tell  you  t Ik  real  life  success  story 

oi  Bar-S  Holiday  Ham,  a  luxun  item  in  search  o\  a  market. 

r<- 

"Bar-S  was  virtually  unknot  n  in  the  Portland,  ( Oregon  market,  and  had 
major  competition  to  overcome.  We  tried  various  advertising  approaches, 

hut  none  succeeded,  until  we  turned  to  television,  on  koin  i\.  I  hen. 

the  consumer  demand  was  so  marked  — and  SO  immediate     that  Bai  S  was 

ahle  to  increase  its  distribution  widel) .  not  onlj  in  Portland  but  throughout 

the  entire  \ alley  area.  As  a  result,  Bar-S  enjoyed  a  health)  60*  <   sales 

increase  in  1956  over  1 955... all  the  more  impressive  when  you  consider 

that  it  was  accomplished  in  a  period  o[  slightl)  over  six  months!" 

Unusual?  Not  at  all.  Bar-S  Holiday  Ham  is  no  different  from  the  hundreds 

of  other  products  and  services,  large  and  small,  which  expand  their  markets 

and  create  new  markets  by  using  one  or  more  o{  the  1  3  telex  ision  stations 

(  and  the  regional  network  )  represented  by  CBS  Television  Spot  Sales. 

Good  spot  to  be  in! 

Representing:  w<  BS  i  \  New  York,  \\  bum  i  \  (  hicago,  kn\i   Los  Vngeles,  w<  \i    i\  Philadelphia, 
u  mi-. i\   Washington,  WBT\  Charlotte,  wbtm   Florence,  wmbr  in   lacksonville,  km   r>  Sail  1  .ike  ( 
KGUL-tv  Galveston-Houston,  wxix  Milwaukee,  koin  i\  Portland  (Ore  i.  WH<  i   Hartford,  and  the 
CBS. Television  Pacific  Network 

CBS  Telex  ision 

Spot  Sal 
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he  h 
as  risen w  ith 

The  news:  The  appointment  of  William  S.  Morgan,  Jr.,  gen- 
eral  manager  of  KLIi .  Dallas,  as  programing  vice  president  of 

the  IBC  Radio  Network,  reflects  the  growing  respect  for  independent 

station  personnel  as  well  as  the  determination  of  AB-PT  to  repeat 

in    network   radio   its   successful   challenge   of   network   tv's   leaders. 

The  newsmaker:  It  can  be  said  without  fear  of  successful 

contradiction  that  before  Bill  Morgans  appointment,  those  not  inti- 

mately familiar  with  him  would  not  have  given  him  a  chance  in  the 

world  of  becoming  a  network  radio  programing  chief.  Item:  He 

has  been  in  the  broadcasting  business  onl\  five  years,  came  into  it 

from  insurance.  Item:  His  prime  broadcasting  background  is  sales, 

not  programing.  Item:  His  only  link  with  web  radio  programing 

has  been  as  a  listener.     Item:     He  is  only  38. 

During  Morgan  s  five  years  in  radio,  however, 

a  speed  few  can  match.  His  debut 
in  radio  ran  concurrent  with  the 

debut  of  KGKO.  Dallas.  He  began 

as  sales  manager  on  the  new  inde- 
pendent and  when  he  left  to  join 

KLIF  two  years  later  he  was  gen- 

eral manager.  He  leaves  KLIF  as 

vice  president  of  the  McLendon 
Corp.  in  addition  to  being  general 

manager  of  the  station. 
These  facts  were  well  known  to 

new  ABC  Radio  President  Robert 

Eastman,  a  former  John  Blair  \ 

Co.  executive,  since  KLIF  was  a 

Blair-represented  station.  Though  Morgans  contact  with  network 
operations  has  been  slim,  Eastman  reasoned  that  radio  programing 
is  a  matter  of  skill  and  execution  no  matter  what  the  audience. 

Eastman  also  felt  that,  with  Morgans  sales  background  and  the  fact 

that  programing  and  sales  are  so  closely  linked  in  local  station  opera- 
tion, Morgan  would  bring  with  him  a  keen  perception  of  the  needs 

of  network  salesmen. 

Both  Eastman  and  Morgan  have  made  clear  that  ABC  Radio  will 

steer  clear  of  recorded  music  in  its  new  programing  plans.  But 

Morgan's  healthv  respect  for  news  coverage  la  hallmark  of  the  KLIF 
operation)  will  be  brought  over  into  his  new  job.  Moreover,  no  one 

should  be  surprised  if.  once  the  program  plans  jell.  ABC  calls  at- 
tention to  them  with  giveaway  hypos,  a  successful  gimmick  among 

the  news-and-music  outlets. 

Morgan  points  out  that,  even  with  big  prizes,  giveaway  promotions 

need  not  he  expensive.  One  of  Morgan's  giveaways  at  KLIF  in- 
volved a  treasure  hunt  for  a  $50,000  check  hidden  in  a  Coca-Cola 

bottle.  It  was  found  hv  a  plasterer  six  hours  before  the  deadline 

(after  which  it  would  have  been  worth  onl\  $500  i .  However,  Lloyds 

of  London,  which  hid  the  bottle,  bet  it  wouldn't  be  found  in  time 
and  the  insurance  premium  cost  KLIF  onl\   $6,500.  ^ 

tf  illiam  S.   Morgan,  Jr. 

SPONSOR 1  june  1957 
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KNXT  HAS  JUST  WON  ITS  99TH*  MAJOR  PUBLIC  SERVICE  AWARD 

OR  CITATION  IN  48  MONTHS.  THIS  IS  BEYOND  QUESTION  ONE  OF 

THE  MOST  EXTRAORDINARY  RECORDS  IN  TELEVISION  HISTORY. 

KNXT,  CHANNEL  2  IN  LOS  ANGELES,  CBS  OWNED 
*THE  OHIO  STATE  UNIVERSITY  AWARD  ANNOUNCED  MAY  6  IKNXTS  SECOND  IN  TWO 

YEARS).  FIVE  WEEKS  EARLIER  KNXT  WON  THE  DUPONT  FOUNDATION  AWARD.  THESE 

-LIKE  THE  PEABODY  AWARD  WON  BY  KNXT  LAST  YEAR  AND  THE  SYLVANIA  AWARDS 

WON  THIS  YEAR  AND  LAST -ARE  AMONG  THE  MOST  COVETED  AND  MOST  MEANING- 

FUL AWARDS  IN  THE  BROADCASTING   INDUSTRY  FOR  PUBLIC  SERVICE  PROGRAMMING. 

SPONSOR 
1    JINK    195' 
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WNHC-TV  LEADS -DAY  AND  NIGHT! 

Sign  on  to  sign  off,  seven  days  a  week, 

WNHC-TV,  New  Haven-Hartford, 

trounces  all  competition.  In  a  14-county 
area  covering  896,000  TV  homes, 

WNHC-TV  delivers  average  audiences 
210%  greater  than  top  New  York  City 

station;  244%  greater  than  Hartford; 

174%  greater  than  New  Britain. 

WNHC-TV  nearly  triples  monthly 
coverage  of  next  Connecticut  station, 

delivering  all  of  Connecticut  plus 

entire  Springfield-Holyoke  market 
area.  Your  Katz  man  has  the  facts: 

ARB,  Nov.  1956;  Nielsen  NCS  #  2, 1956. 

<^ 

TRIANGLE      STATION 

WNHC-TV NEW  HAVEN-HARTFORD,  CONN. 

Channel  8 

ABC-TV -CBS-TV 
Represented  by  KATZ 

W 

RHe 

operated   by  :    Radio  and  Television    Div.  /  Triangle   Publications,  Inc.  /  46th  &  Market  Sts.,  Philadelphia  39,  Pa. 

WFIL-AM  •  FM  •  TV,  Philadelphia,  Pa.  /  WNBF-AM  •  FM  •  TV,  Binghamton,  N.  Y.  /  WHGB-AM,  Harrisburg,  Pa. 

WFBG-AM  •  TV,  Altoona,  Pa.  /  WNHC-AM  •  FM  •  TV,  New  Haven-Hartford,  Conn.  /  r 

Office,       485 

■TV,  Lebanon,  Pa. 

New      York      17,       New      York 

■  MB ESPECIALLY  IN  HARTFORD! 
SPONSOR 1  june  1957 



Must  tignificant  ti   un<l  radio 

newt  <>!  the  week  with  interpretation 

in  depth  for  but)  readert 

SPONSOR-SCOPE 

I  JUNE 
Copyright    l»57 

8P0NSOH   PUBLICATIONS  INC. 

More  than  jrou  might  realize  right  now.  the  boon  in  network  i%  has  Maeted  open 

an  opportunity  for  spot  telleri  tliat  looks  really  bin.  This  •reek  thai  riata  irai  riaible 

mainl)  through  statistics,  hut  reps  and  Mtutinn  people  quieklj  were  getting  set  i<> 
i - 1 1  —  1 1   in. 

This  i-  tin-  situation : 

•  Tin*  tv  networks  arc  loading  up  with  more  sponsored  nighttime  -how«  than  .i 

l»ni  — 
•  Fewer  advertisers  an*  involved,  so  — 

•  There's  a  potential  group  of  excluded    (and   experienced)    customers   t«>   l><- 
wooed  bj  -pot. 

The  superficial  paradox  of  big  network  sales  vs.  fewer  advertisers  i-  resolved  easib  when 

you  sto|i  to  consider  that  the  hip  fellow-  are  1  i  taking  on  more  commitments,  and  2)  adding 

more  alternate  sponsorships.    That  puts  tin*  squeeze  on  the  totem  pole. 

Though  the  network  selling  season  isn't  closed  oul  complete!)  ret,  the  following  break- 
down  gives  a  clue  to  the  way  trends  are  shaping  up: 

CATEGORY 

Appliances 
Auto 

Auto  accessories 

Beverages 

Ciirarettes-Tohaec  o 

Drugs-Toiletrie- 
Food  Product- 

Soaps-cleansers 
Miscellaneous 

TOTAL 

no.  COMPANIES 
-I  I    K)R  1957-58 

14 

10 5 

3 

6 

19 22 

8 

10 

97 

NO.  COMI'VMf- 
LAST  (><  TOBEH 

15 
9 

7 

5 

6 

■2: 

24 

10 
16 

119 

What  happens  in  the  Los  Angeles  market  ina\  or  ma\  not  be  an  omen  of  the  trend 

in  spot  tv,  but  here  are  some  figures  from  Rorabaugh  Reports  that  rep*  deem  sig- 

nificant  land  why  the  situation  described  above  is  so  welcome). 

Total  number  of  tv  spots  on  all  seven  L    \.  stations: 

1st  quarter,  1957:  647  spots;   1st  quarter.  1956:  718  spots;  final  quarter.  1956:  784  spots. 

(Look  for  "The  hypo  spot  tv  needs"  in  15  June  sponsor.  1 

When  you  think  of  tv  pace  setters,  you  automaticall)  face  Cincinnati  or  New  >.  ork  and
 

bow  to  P&G  or  General  Foods.    Now   get  set  for  another  one:   Revlon. 

At  the  rate  Revlon  is  picking  up  network  showa,  it  BOOB  could  find  itaeJf  on  a
 

nighttime  par  with  the  traditional  giant-. 

Revlon  seems  set  to  add  an  alternate  hour  of  Crisis     M'.(      FA  roster,  which 

already  consists  of  all  of  $64,000  Question  and  half  of  $64,000  Challenge,  Walter  Wmch
eu, 

and  Guv  Mitchell. 

Vnother  half-hour  show  may  he  spotted  on  CBS  TV.  If  that  happens,  Re
vlon'« 

1957-58  bill  will  run  to  around  SI 7.5  million. 

Note:  Revlon's  sales  have  been  so  whopping  the  first  quarter  of  1957  t
hat  it*s 

due  to  pay  a  S2  dividend,  compared  to  $1.20  for  the  final  1056  quarter. 
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SPONSOR-SCOPE    continued  .  . 

Judging  from  reports  of  feelers,  quite  a  number  of  upper  echelon  agency  jobs  are 
floating  around  this  week.    Worth  mentioning: 

McCann-Erickson:  a  post  in  senior  management;  BBDO:  an  assistant  marketing  di- 
rector: JWT:  a  marketing  man. 

Vick's  air  media  plans  for  the  coming  fall  have  some  new  twists. 
In  conjunction  with  daytime  network  tv,  Vick  contemplates  using  radio  to  reach 

the  rural  and  small  town  market.  The  likely  huy:  Mass  stations  packages,  like  the 
Keystone  Network. 

Without  ballyhoo,  General  Motors'  various  divisions  are  piling  up  millions  of 
dollars  of  billings  on  CBS  Radio. 

GM's  total  program  time  per  week  adds  up  to  4  hours  and  10  minutes  per  week  (com- 
pared to  the  4  hours  and  40  minutes  that  Ford  has  bought  on  the  same  network,  starting  this fall). 

The  GM  buys  include  shows  for  such  divisions  as  Frigidaire.  Delco,  and  Pontiac. 

("For  a  detailed  breakdown  of  GM's  network  radio  purchases,  see  sponsor's  complete roster  of  network  radio  clients,  page  48.) 

Esty's  timebuying  department  is  warning  stations:  Stop  nudging  the  Ballentine  tv 
commercials  with  orange  juice  and  other  soft  drink  blurbs. 

The  agency  would  like  a  buffer  zone  of  15  minutes  between  Ballentine  and  other 

beverages,  but  will  settle  for  10  if  it  has  to. 

An  agencv  official  takes  this  stand:  "You  can't  blame  a  client  who  has  sweated  for  25 
years  to  build  his  business  to  get  irritated  at  an  adjacent  commercial  telling  about  the  cool- 

ing effect  of  frozen  orange  juice." 

This  example  may  be  an  isolated  one,  but  when  WHEC,  Rochester,  this  •week  re- 
duced its  nighttime  rate  to  50%  of  daytime  it  found  a  quick  customer  in  Decaf. 

The  buy  (through  D-F-S)  was  for  40  spots  a  week.  The  deal  was  not  tied  in  with  any 
daytime  spots. 

The  agency's  post-buy  comment  to  WHEC's  rep,  Everett-McKinney :  The  client 
couldn't  resist  the  favorable  price. 

Footnote:    WHEC  hadn't  sold  a  nighttime  national  spot  in  about  six  years. 

Question:  Are  the  income  and  other  characteristics  of  the  people  who  listen  to  a 

network  radio  show  much  different  from  those  who  tune  in  disk  jockeys?  Answer:  No — at 
least  not  on  the  basis  of  a  pilot  study  in  four  cities. 

The  source  of  this  information  is  C.  E.  Hooper,  now  engaged  in  an  ambitious 

qualitative  survey  on  radio  audience  composition. 

Hooper  has  revamped  the  questionnaire  on  which  the  pilot  study  was  based  and  plans 

to  extend  its  probe  to  anywhere  from  40  to  100  cities. 

The  study  may  become  a  part  of  the  firm's  regular  station  ratings'  service. 

Will  Leonard  Goldenson   soon  name  a  president  for  ABC  TV? 

sponsor  puts  a  question  to  Goldenson  in  the  course  of  interviewing  for  an  upcoming 
article  on  him.    His  answer: 

Ollie  Trevz.  as  vp  in  charge  of  ABC  TV.  now  has  all  the  power  and  responsibility  he 

would  have  if  ABC  TV  were  a  separate  corporation  (like  the  recently  formed  ABC  Radio) 

and  if  be  had  the  title  of  president. 

(For  more  on  Goldenson's  look  into  ABC's  future  and  his  views  on  the  industry  at 
large,  see  the  15  June  sponsor.) 
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SPONSOR-SCOPE    "'nnnued 

\  recurring  woe  to  tin-  reps  that's  lacking  up  lit  now     I  he  haereaaing  ten* 
denc)  among  national  advertieere  to  l>u>   al  local  rate*    often  with  tin-  bleating  and 
even  belp  >>f  their  national  agencies. 

SPONSOR-SCOPE  this  week  checked  with  several  agencies  whose  clients  are  on  i  I 
rate  buj  ing  spree  and  learned : 

1)  Mo-i  of  them  don't  favor  the  practice,  but  sarj  thej  can'l  rerj  well  talk 
hack  when  tin-  client  reminds  them  that  a  competitor  i-  buying  In-  spot  through  distributors 
.it  local  rates. 

2)  The  usual  procedure  hi  that  the  diatribntor  consnlta  the  agenej  on  price  and 
schedules     For  which  the  agency   gets  a   fee  or  eommiasion. 

3)  Ml  paymenta  are  made  through  the  diatribntor. 

Stations  meantime  tell  the  reps:  If  we  don't  granl  local  ratee.  our  eompetitora  *>ill. 

To  counter  the  splurge  made  by   All-State  (Sears,  Roebuck)  and  Nation-Wide  in  policy 

writing,   the  National   Association   of  Insurance    igentfl  will  Spend  around  .*!>  million 
this  fall  in  network  tv.  network,  and  spot   radio. 

Doremns,  the  NATA's  agency,  told  SPONSOR-SCOPE  this  week  thai  the  independem 

brokers'  campaign  will  (11  plus;  the  Identity  of  the  \'\1\  seal:  (2)  remind  thai  the  indepen- 
dent broker  serves  the  best  needs  of  the  community;  and  (3)  BUggesl  thai  onlj  personal 

service  assures  right  and  adequate  coverage. 

Delco,  a  member  of  the  General  Motor*  family,  will  drop  it-*  share  of  Wide, 

Wide   World  next   fall   and   strike   off  by    itself  tv-wise. 

Delco's  network  plan  calls  for  six  or  eight  Bpecials  "n  CBS  TV  produced  <>n  color  film 
by  Lowell  Thomas.  Thev  will  be  a  sort  of  combination  of  Seven  Wonders  of  the  World 
and   Yon  Are  There. 

Pre-Christmas  buys  of  nighttime  network  tv  shows  continue  to  snowhoIL 
Latest  hatch  involves  Shaeffer  Pen.  Polaroid,  and  Lane  Cedar  Chest.  The  -how 

Is  NBC  TVs  Perrv  Como. 

Cost  of  time  and  talent  per  shot:  $85,000  an  estimated  13.50  per-l,000-homea-per-com- 
mercial  minute. 

The  topside  at  Bulova  appears  divided  on  network  tv  policy. 

One  faction  strongly  favors  longtcrm  commitments  because  of  the  franchise  value. 

At  the  opposite  pole  are  those  who  favor  network  facilities  only  when  special  seasonal 

promotions  are  needed:  thev  would  relv  on  spot  to  keep  the  Bulova  name  con*tantl\  be- 
fore the  consumer. 

Using  Nielsen  as  a  source.  TvB  cites  the-e  figures  to  Bhow  that  the  average  nighttime 

network  program  this  season  got  a  bigger  rating  "and  audience!   than  ever. 

PERIOD VVG.  RATING 
\vr..  NO.  HOI 

%  \\>  i 

Jan.-April   1955 23.3 6.356.000 
Jan. -April  1956 7,532,000 
Jan.-April  1057 9,086,000 

21 
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SPONSOR-SCOPE   continued 

ABC,  both  radio  and  tv,  this  week  found  new  business  unusually  perky. 

The  biggest  coup  on  the  tv  side  was  the  pickup  of  around  $4  million  in  billings  from 

Kellogg.  The  deal  calls  for  alternate-week  sponsorship  of  Circus  Boy  and  a  5-5:30  strip  for 
reruns  of  adventure  shows  like  (Lancelot  and  Buccaneer) . 

Another  tv  sale  was  Friday  10-10:30  p.m.  alternate  weeks  to  Campbell  Soup. 

New  ABC  Radio  business  for  the  past  week  —  which  amounted  to  around  $750,000 
net — includes  Miller  Brewing,  Beltone  Hearing  Aid,  Admiral  Corp.,  and  C.  H.  Mussel- 
man. 

CBS  Radio  meantime  has  signed  a  new  piece  of  business  from  Philip  Morris  and 
several  renewals. 

The  latter  came  from  Wrigley  (52  weeks  of  the  Pat  Buttram  Show)  and  Simoniz  fa 

quarter-hour  segment  of  Art  Linkletter's  House  Party). 

Lever  Bros.'  assumption  of  the  trademarks  and  marketing  responsibility  of 

Monsanto's  "All"  detergent  got  this  two-fold  commentary  from  Madison  Avenue  marketing 
experts : 

1)  Lever  now  can  compete  more  equally  with  P&G  and  Colgate  in  the  mass 
detergent  field. 

2)  The  deal  places  Lever  in  a  preferred  position  with  one  of  the  country's  biggest 
developers  of  chemical  products   fa  major  feather  in  Lever's  cap). 

As  a  side  observation:  Monsanto's  withdrawal  from  the  distribution  of  consumer  goods 
proves  once  again  that  it  doesn't  pay  industrial  giants  to  divert  their  top  manage- 

ment and  staff  from  the  basic  business  of  researching  and  manufacturing. 

Colgate's  wholesale  personnel  shakeup  of  the  past  week  looks  like  a  real  stem- 
to-stern  job. 

The  exodus  is  reported  to  have  affected   175  people  in  market  research,  development, 
and  the  chemical  laboratorv. 

Latest  trend  among  Hollywood  tv  producers  is  to  ally  themselves  with  freelance 
live  programing  firms. 

Screen  Gems  this  week  lined  itself  up  with  the  Henry  Jaffe  Enterprises,  while 
Hal  Roach,  Jr.,  is  on  the  lookout  for  a  similar  union. 

Where  "production  values  warrant,"  says  Screen  Gems,  the  Jaffe  contribution  will  use 

a  blend  of  live  and  film  production.    That's  also  Roach's  intent. 
Roach's  plans  also  include  issuing  stock  so  that  he  can  buy  a  distributing  firm  and  ac- 

quire a  producing  studio  in  the  east. 

Fabulous  talent  developer  and  salesman  Tom  Rockwell  this  week  turned  over  much 

of  the  pressure  of  running  GAC  to  44-year-old  Larry  Kanaga. 
Kanaga,  heretofore  RCA  Victor  v.p.  and  gen.  mgr.,  takes  over  the  presidency  from  the 

55-year-old  Rockwell  who  moves  to  the  newly  created  post  of  board  chairman.  Rockwell 
intends  to  continue  handling  some  of  his  tv  accounts. 

A  few  of  the  names  that  Rockwell  brought  to  the  air  media:  Bing  Crosby,  Ruth  Etting, 

Frank  Sinatra,  the  Andrews  Sisters,  Perry  Como.  Jo  Stafford.  Peggy  Lee,  the  Mills  Bros.. 
Frankie  Laine,  Jackie  Gleason,  Parti  Page. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6;  New 

and  Renew,  page  59;  Spot  Buys,  page  56;  News  and  Idea  Wrap-Up.  page  60;  Washington 
Week,  page  69;  sponsor  Hears,  page  72;   and  Tv  and  Radio  Newsmakers,  page  78. 
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HOOPER  PULSE  TRENDEX 

It  *s  still  una  in  niuiis  in  Omaha.    All  3  major  surveys  show  KOWH  continuing  to  lead  the  |>a>-k. 
Latesl    (April-Maj      Hooper  gives   KOWH   tl   Ige  all-day,  with  32.8  audien 

Latest   Omaha    Pulse     March     shows  KOWH   firsl  in  the  morning,  tirst  in  the  afternoon  and 

tii-st  all  day,  with  a  31.0^5   average  daytime  audience  .  .  .  and  with  246  <>ut  <>f  264  tirst  pi. 
daytime  quarter-hours. 

Latesl  Omaha  Trendex  gives  KOWH  a  whopping    10.9$    all-day  avi    ig 
manding  lead  both  morning  and  afternoon. 

This  is  the  kind  of  leadership  K<  >\VII  continues  to  place  at  your  s 
pasl  six  years.   Call  Adam  Young  Inc.,  or  tali  to  KOWH  General  .Man 

KOWH 0    aha 

The  Storz  Stations TODD  STORZ. 

Today's   Radio   for   Today's   Se/I in 
9 

President 

k  -   -    .j 
WDGY                               WHB                           WQAM 

Minneapolis-St.  Paul                   Kansas  City                             Miami 

Represented  by  John  Blair  &  Co. 

KOWH                                    WTIX 
Omaha                                         New  Orleans 

Represented  by  Adam  Young  Inc. 
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Edward 

PETRY 
&  Company,  Inc. 

MEWS!  PQtry  just 

captured  KOBY..: 

KOBY   has  captured  the 

NO.  1  spot  in  San  Francisco! 
KOBY  is  proud  to  have  a  No.  1  national 

representative  like  Petry  telling  KOBY's 

tremendous  success  story.  Be  sure  you 

get  the  tacts  soon  on  Petry's  new  king 

size  radio  buy  in  San  Francisco!  You'll 

discover  KOBY  is  the  entire  Bay  Area's 

No  1  independent — March-April  Pulse — 

weekdays  6  a.m. -mid.  7.3,  Saturdays  7.6, 

Sunday  9.3.  March-April  Hooper — week- 

days 7  a.m. -6  p.m.  21.3,  Saturday  27.9, 

Sunday  34.7.  Nie'sen  agrees — rates 

KOBY  at  20,000  NSI  Area  Audience  6 

a.m. -mid.  KOBY  operates  full  time — 

10,000  watts  make  it  the  most  powerful 

independent  in  the  nation's  7th  largest 

market.    See    your    Petry    man    pronto! 

KOSI  has  captured  the 

NO.  1  spot  in  Denver! 
KOSI  ratings  continue  on  a  fast  upswing 

— April-May  Hooper — 17.2  a.m.,  21.4 

p.m.  share;  February  Pulse  155  all  day 

average!  Proof  KOSI  is  Denver's  fop 

independent  station.  KOSI's 

5000  watts — full  time  opera- 

tion combined  with  its 

high  popularity  make  it 

definitely  a  basic  buy 

in  Denver.  Represented 

nationally    by    Forjoe. 

Mid-America 

Broadcasting  Co. 

In  Greenville  Mississippi 
WCVM  is  No.  1  in  Hooper 
&    Nielsen 

Timebuyers 
at  work 

John  Marsick,  assistant  media  director.  Kudner  Agency,  Inc.,  New 

York,  comments:  "As  one  permanentl)  engaged  in  timebuying,  I 
cant  over-emphasize  the  importance  of  reading  trade  periodical- 

such  as  sponsor.  It's  an  old  axiom  in  our  business  that  periodicals 
print  information  before  the  parties  concerned  know  about  it.  Be- 

sides disclosing  who's  doing  an  bat 
for  whom  and  how  much,  peri- 

odicals serve  as  easy-to-read  text 
books  on  air  media.  Air  media  is 

an  ever-changing  business  —  pro- 
grams come  and  go  (sometimes 

the)  go  before  they  come),  new 
stations  open  up.  affiliates  change, 

etc.  All  this  information  the  time- 

bin  er  must  know  to  make  intelli- 

gent purchases  and  the  only  accu- 
rate source  he  can  turn  to  is  the 

trade  journals.  In  addition,  the 

guide  books  such  as  sponsor's  Fall  Facts  Basics,  Buyers'  Guide, 
and  Timebuying  Basics  are  necessary  tools  for  all  media  people,  new 

and  old  in  the  business.  Timebuying  Basics  alone  covers  all  methods 

of  audience  measurement,  the  pitfalls  in  audience  research,  qualita- 
tive  research,  correlating  the  markets  with  \our  product,  the  value 

of  merchandising,  and  all  phases  of  network  and  -pot  operation. 

Edward  C.  Fieri,  Jr.,  BBDO.  New  York,  thinks  that  spot  tv  this 

fall  will  offer  greater  flexibilitv  than  at  anvtime  in  the  past  because 

prime  tv  availabilities  will  be  easier  to  obtain.  "There  are  several 

reasons  for  this,  Ed  says.  "Number  one,  in  multi-channel  markets, 
the  firm  establishment  of  a  three-network  structure  means  that  high- 

rated  adjacencies  will  no  longer  be 
limited  to  onl\  two  networks. 

Number  two,  the  growth  and  im- 

proved  quality  of  feature  films  ba- 
made  possible  effective  bin  ing  in 

fringe  time  periods.  This  trend 
should  become  stronger  as  more 

post-war  films  are  released.  Fea- 
ture films  also  olfer  an  opportu- 

nit\  to  obtain  high-rated  minute 

spots.  Number  three,  the  major 

programing  changes  being  done 
on  all  three  networks.  In  some 

areas,  prime  network  adjacencies  have  been  blocked  by  holders  of 

franchise  spots.  The  program  changes  will  offer  an  opportunity  to 

establish  new  franchises."  Ed  concludes  thai  "those  who  have  spots 
adjacent  to  network  programs  that  will  be  replaced  in  the  fall,  will 
have  to  decide  whether  to  remain  with  their  current  franchises  or 

establish  new  ones  and  adjust  the  scheduling  for  them  according ." 
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Talk  about 

promoting! 
Radio's best  on 

*oi 

fO*? 

-«\G># 
^""""'•a*. 

123  on  Y»" 

We  don't  talk  about  it.  We  do  it!  And  in  spades.  Day 

in  and  out  'round  Baltimore  we  talk  up  WITH    and 

our  advertisers.  Nobody    but  nobody     is  immune 

to  it.  Even  the  steeplejack  atop  City  Hall  can  see  our 

giant   1 1  :f:l  Z  H  U>:i  M  Z  W    in  the  heart  of  town 

and  our    EBEBH3S&      and  our  mthhhm;m» 

Housewives  see  them,  too,  as  well  as  our 

inSHMEHlHS&and  our  daily 

■ Z  1 4VH  JX  J  3 ;  Wil  »>■♦  And  when  they  visit  their 

food  store    any  food  store,  chain  or  independent-  they 

see  powerful  W-l-T-H    E3EB5EH31^   New 

Baltimoreans  learn  about  us  right  off  the  bat  through 

IVi I Had §EEB *^^  Teen-agers  pick  up  a 

W-l-T-H  weekly   ■  :ilMiij:im«H»3j:fr  on  every 

excursion  to  their  record  store.  Constant 

EHSM2nj>and  tl;Mi]«*»  flow  to  the 

«--.«. 

food  and  drug  channels.  Promoting?  It's  our  lifeblood 

— and  one  of  the  big  reasons  why  W-l-T-H  has  twice  as 

many  advertisers  as  any  other  Baltimore  radio  station. 

in  Baltimore 
Tom  Tinsley    President R.   C.   Embry  Vice  Pres 

National  Representatives:  Select  Station  Representatives 

in  New  York,  Philadelphia,  Baltimore,  Washington 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta 

fe    v- 
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VIEWERS  IN  JUS 

w 

HIGHWAY 

HIGHWAY 

PATROL7 
starring 

BRODERICK 
CRAWFORD 

RE St 
A* 
CH ivjR 

EA^ |NC- 

S365*
- 

LA*  °    F*1"'  ' 

con^*!^   watiot^1  r°,  patrol-  ̂  

P.esul«
- 

Tonal  *at  persons.. 

29 -° 

i  i 

23,^° 
29-0  rt*  survey,^'^ 
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r 

THIS    ARB    29.0     IS    HIGHER 

RATING    FOR    THESE    SHOWS 

Playhouse  90  27.4 

Bob  Cummings  27.4 

Zane  Grey  Theatre    27.2 

Line   Up      27.0 

Life  Of  Riley   26.6 

Robin  Hood      26.5 

Studio  One      26.0 

Loretta  Young  25.2 

Peoples  Choice   25.1 

George  Gobel        24.7 

Mr.  Adams  and  Eve        23.1 

THAN    THE    ARB    NATION/ 

(MARCH,    1957): 

Adventures   Of  Jim    Bowie  23 

20th  Century  Fox  2j 

Lux  Video  Theatre  2* 

Broken  Arrow  21 

Cavalcade  Of  Sports  21 

Navy  Log    21 
Ozzie  and  Harriet   2C 

Welk's  Top  Tunes   

Conflict      

Big  Story          lc. 
Big   Surprise      IS 

«A«««
T 

JAMES    W.    SEILER*.    Dl-  « RECTOR  OF  ARB.  super- 
vised the  compilation  of 

the  ARB  rating  facts^in  <— this  ad.  This  (fata 

proves  HPOHWA/ PA 
T R Ot  '€  -overwhelming* 

audience  appeal.  ,  ' 

MaV   ̂ ' 

Ziv  *elevl£  Road 

l529*adiec.6j0hio 

cincinna
t 

Rati2S 

25,8 

THE 

pet?  I 

(add 

231 

?\jlSM 



CLOSED  BY  NATIONAL  RATING  ANALYSES  . . 

?& 
NE  WEEK  FOR 

PATRO  L ! 

95/ 

PULSt.M 

HI 

■d  Theatre 

#>a   Hour 

♦  >ert  Montgomery  Presents 

Hducers  Showcase 

Ift  TV  Theatre 

■  asure  Hunt 

Pont  Cavalcade  Theatre 

Be  Service    

Kmy  Thomas    

ARB  National  March 

19.3 

19.3 

19.2 
17.9 

17.8 
17.8 

16.7 
16.0 

15.8 

15  1 
13.5 

12.1 
10.9 

1957 

DR.  SYDNEY  ROSLOW. 
DIRECTOR  OF  PULSE. 
INC.  directed  the  tabu- 

lation of  the  special  re- 
port proving  that  HIGH- 
WAY PATROL  is  a  rec- 

ord-breaking TV  series. 

TIME 

AFTER 
TIME... 

ZIV 
SHOWS 

IN  CITY 

AFTER 
CITY! 



COLUMBUS 
GEORGIA 

3   county  metropolitan   area 
USES  THE    LOCAL 

&    NATIONAL    FAVORITE 

WRBL 

IN   THE   NATION 

in  per  family  income 

($7,339.00) 
Rank  in  the 

Nation 

97th— 

98th— 

Source:  1957   Survey 

of   Buying  Power 

in      population 
—236,800 

in   effective 

buying    income 
—$379,416,000 

WRBL-TV— first  in  310  out  of  409  quarter  hours- 
March  Telepulse.  WRBL  Radio  leads  by  55%  in 
home   delivered — N.C.S.    No.    2. 

WRBL 
AM  -   FM  -  TV 

COLUMBUS    GEORGIA 

CALL  HOLLINGBERY  CO. 

by  Joe  Csida 

ponsor 

Tv's'first   lO:  the  clash  offcolor 
As  the  sun  set  on  my  last  piece  I  was  talking 

about  the  past  10  years  in  television — and  what 

a  fascinating  decade  it  was!  In  1946,  for  ex- 

ample, both  RCA  and  CBS  were  starting  their 

big  pushes  on  the  all-electronic  and  the  mechani- 
cal color  tv  systems  respectively. 

Four  \ears  later  on  16  October  1950  the  Fed- 

eral Communications  Commission  approved 

CBS  color,  and  set  20  November  as  the  starting 

date  for  its  commercial  introduction.  It  took.  RCA  just  five  da\  s  to 
block,  the  FCC  decision.  On  23  October  General  Sarnoff  and  com- 

pany filed  suit  in  the  Federal  District  Court  in  Chicago  seeking  a 

temporary  injunction  against  the  FCC's  decision,  pending  eventual 
determination  of  a  suit  for  a  permanent  injunction. 

Christmas  of  that  year,  the  Federal  District  Court  dismissed  the 

RCA  complaint  but  banned  commercial  operation  of  CBS  color, 

pending  a  Supreme  Court  decision  on  the  matter.  To  condense  an 

epic  story,  RCA,  of  course  eventual!)  won  the  battle.  FCC  approved 

its  all-electronic,  compatible  color  system  and  the  CBS  mechanical 
system  was  discarded  forevermore. 

It  had  been  a  tense  and  deadly  struggle,  with  millions  of  dollars 

worth  of  basic  patent  royalties  at  stake,  among  other  considerations. 

Fundamentally  the  RCA  victory  belonged  to  the  great  research  engi- 

neers and  scientists  operating  out  of  the  David  Sarnoff  Laboratories 

in  Princeton.  N.  J.  But  the  Radio  Corp.  legal  eagles  could  take  a 

deep  bow  too. 

RCA's  victory  was  costly 

It  is  estimated,  however,  that  its  color  tv  push  in  the  vear  1956 

represented  a  dead  loss  (if  an  investment  can  be  thus  termed)  of 

close  to  $7,000,000  to  RCA,  and  the  end  is  not  yet  in  sight.  So 

maybe  there  are  moments  when  Bill  Paley,  Frank  Stanton  et  al 

aren't  too  unhappv  about  having  lost  that  particular  bout. 
In  some  quarters  it  was  said  that  CBS  was  foolish  to  take  on  the 

RCA  giant  in  the  color  battle  in  the  first  place,  but  it  doesn't  always 
follow  that  a  smaller  company  can't  win  an  occasional  important 
battle  from  a  larger  firm.  I  remember  as  though  it  were  yesterday, 

although  it  was  actually  7  December  1953,  when  General  Sarnoff  ad- 
dressed a  small  group  at  the  aforementioned  Princeton  Laboratories. 

The  General  discussed  tv  tape  among  other  things.  The  RCA  scien- 
tists, he  said,  had  completely  tested  and  confirmed  all  the  principle 

elements  of  both  black-and-white  and  color  tv  tape. 

It  would  be  about  two  years,  Sarnoff  opined,  before  t\  tape  would 

be  introduced  to  the  commercial  market.  He  didn't  miss  the  timing 
li\  much.  It  was  just  about  two  and  a  half  years,  in  April  of  1956, 

at  the  NARTB  Convention  in  Chicago  that  tv  recorders  were  intro- 
duced to  the  commercial  market.  But.  as  you  know,  not  b)  RCA, 

but  by  comparati\el\   small    Vmpex. 

So  successful   was    Vmpex's   introduction   of  the   tv   tape  recorder 
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KPTV  •  PORTLAND  hVHF 
Channel  12  •  nbc  Tele vision 

i SPONSOR      •      1    .11  m:    1957 

KPTV  Oregon's  first  television  station 

and  the  world's  first  commercial  UHF 
station  now  gives  you  a  new,  VHF 

Channel  12  in  the  Portland  market.  When 

you  buy  KPTV  Channel  12,  you  get  four 

exclusive  "plusses"  offered  by  no  other 

Portland  TV  station:  (1)  Top-rated  NBC 

shows  and  stars;  (2)  The  best  local  shows 

and  film  packages  of  two  stations  (KPTV 

merged  with  KLOR,  the  former  Channel 

12);  (3)  Almost  5  years  of  viewer  loyalty 

to  Oregon's  first  TV  station;  (4)  Proven 
results  for  hundreds  of  advertisers.  Be  sure 

the  bright,  new  KPTV,  Channel  12  is  on 

your  advertising  schedule. 

KPTV 
Channel 

12 
Portland,  Oregon 

NBC  Television 

Represented  Nationally  by  George  P.  HoiUnberry  Co. 

19 



KORl  aud
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\n  Lansing 

20  to  1  P<
wer 

5000 
iivirt VII  Ml* 

Feb^Nlar. '57  Hooper 

In  Lansing  Sh
ows 

MONDAY  TH
RU  FRIDAY 

7  -00  a.m.— 

\l  noon 

\l  noon
— 

6.00  p.m-
 

YilLS     Stat
ion  B 

58.9  I    ̂6 

54.6 32.7 

UHSIHG 
richigm*    i 

More  listener
s  than 

all  other  stat
ions 

heard  in 

Lansing  comb
ined 

♦Jan.  tnru  Ma
r.  average 

C.  t.  Hooper,
  >nc. 

m   .       ,>>as   sports music    ̂   J 

Represented  Nationally  by 

Venard,  Rintoul  &  McConnell,    Inc. 

Sponsor    backstage    continued  .  . 

that  the  firm  wrote  over  $4  million  worth  of  business  on  the  equip- 

ment righl  at  the  convention.  \n<l  among  the  buyers  was  RCA's 
National  Broadcasting  Co.  So  where  CBS  failed  to  take  the  Radio 

Corp's  measure  in  color  television,  \mpex  took  it  handily  in  the  tv 

tape  field. 

Other  interesting  facets  of  the  \  ideo  scene  shine  out  in  one's  niein- 
ory  today.  It  was  only  recently  that  Sid  Caesar  severed  his  relation- 

ship with  NBC.  Apparently  the  comic  will  now  he  going  into 

the  film  business  with  a  gentleman  named  Sylvester  (Pat  I  Weaver, 

who  also  left  NBC  not  too  long  ago. 

Well,  it  was  1949  when  these  two  fellows  were  starting  on  the 

paths,  which  today  seem  to  be  bringing  them  together.  In  Januarv 

of  that  year  Caesar  starred  in  the  first  full  hour  musicals  ever  done 

on  television.  It  was  a  show  called  the  Friday  Night  Frolic,  spon- 

sored by  Admiral  on  the  combined  NBC  and  DuMont  networks. 

Working  with  Sid  was  Imogene  Coca  and  Marge  and  Cower 
Champion. 

In  Julv  of  that  \ear  Pal  Weaver  left  Young  &  Rubicam  to  go  to 

NBC  as  vice  president  in  charge  of  television.  It  was  only  four  vears 

later  in  March  of  1953  that  Pat  announced  his  plans  for  the  first  of 

the  90-minute  spectaculars.  And  just  about  another  three  \ears  be- 
fore he  was  through  at  NBC.  It  will  be  interesting  to  see  what  the 

next  decade  will  bring  Pat  and  Sid. 

Longevity  may  be  in  approaeh  to  life 

The  last  10  years  also  saw  the  telecasting  of  two  public  affairs 

shows  which  completely  captured  the  peoples  imagination.  These 

of  course  were  the  Army-McCarthy  hearings,  and  the  Kefauver  Sen- 
ate Crime  Committee  sessions.  Perhaps  \ou  will  agree  that  the  two 

most  acid  characters  in  these  telecasts  were  the  late  Senator  Joseph 

McCarthy,  and  the  late  Rudolph  Hallev.  counsel  for  the  Kefauver 

Committee.  You  might  also  agree  that  two  of  the  most  placid  and 

benign  of  the  cast  of  characters  were  Senator  Kefauver.  himself, 

and  attorney  Joseph  Welch  of  Boston.  Senator  Kefauver  and  Mr. 

Welch  are  still  very  much  with  us  and  active  in  television.  The  lat- 

ter did  a  couple  of  excellent  Omnibus  jobs  recently,  and  there  i- 

talk  that  Kefauver  is  cooking  up  an  anti-trust  idea,  which  may  have 

a  decided  bearing  on  the  future  of  tv  networks.  Kefauver.  too.  of 

course,  was  quite  prominent  on  home  screens  during  the  last  Presi- 
dential campaigns. 

It  makes  one  wonder  whether  one's  basic  approach  toward  the 

pursuit  of  a  goal  isn't,  indeed,  a  major  factor  in  one's  longe\it\. 
Senator  McCarthv  and  Rudolph  Halley  were  both  much  younger 

men  than  Senator  Kefauver  and  Joseph  Welch.  And  they  pursued 

their  goals  with  much  more  caustic  and  bitter  determination  than  did 

the  latter  two  gents.  Maybe  this  is  one  of  the  small  lessons  of  the 

past  decade.     Or  maybe  its  just  a  coincidence.  ^ 

Letters  to  Joe  Csida  are  welcome 

Do  you  always  agree  with  what  Joe  Csida  says  in  Sponsor 

Backstage?  Both  Joe  and  the  editors  of  SPONSOR  will  be  happy 

to  receive  and  print  your  comments.  Address  them  to  Joe 

Csida,  c/o  sponsor,  40  E.  49//;.  New   York  17,  New  York. 
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LISTENERS 

WCCO  Radio,  with  its  vast,  114-county  basic  service 

area  in  four  Northwest  states,  delivers  the  region's 
biggest  audiences— a  weekly  circulation  of  723,860 

families."  That's  from  2  J  ■_>  to  28  times  greater  than  all  other 

Minneapolis-St.  Paul  stations!  What's  more,  they  are 
real  live  listeners — not  casual  tuners-in  lulled  by  a 

constant  din  of  background  music.  This  is  the  result  of 

WCCO  Radio's  reed  live  personality  local  and  CBS  Radio 
Network  programming,  which  attracts  and  holds  attentive 

listeners.  Simply  stated:  More  people  listen  to  WCCO 

Radio.  And  they  hear  more,  including  your  sales  message! 

wee 
he  Northwest's  50,000-Watt  Giant 
linneapolis-St.  Paul 

^presented  by  CBS  Radio  Spot  Sales 

■NCSNo.2 

RADIO 
i 



Another   reason   why  WTVT  is  your   best   buy   in   the  Twin  Cities  of  the  South! 

31  out  of  50  top-rated 
Ww  I  V  I  dominates  Tampa -St.  Petersburg  viewing  not  only 

with  CBS  programs,  but  with  local  shows,  too!  WTVT  news, 

sports  and  weather  dominate  viewing  in  their  time  periods. 

Whether  your  schedule  calls  for  network  adjacencies  or 

spot  program  buys,  you  get  top  audience,  top  results  on  WTVT! 

*  ARB  Feb.  1957.  WTVT  is  top  station  -67% 
more  quarter-hour  firsts  than  the  second  station! 

TAMPA- ST.  PETERSBURG 
Twin  Cities  of  the  South,  ranks  34th  in  retail  sales  among  all  metropolitan 

markets,  is  one  of  the  nation's  fastest-growing  industrial  areas.  Among 
marketing  executives,  media    and  time  buyers,  Tampa -St.  Petersburg  is  a 

must  On  every  market  list!  (Sales  Management  Survey  of  Buying  Power  1W~) 

LAKELAND 

VI 

ST.  PETERSBURG 

22 

WTVT  dominates  Tampa -St.  Petersburg,  and  delivers  bonus  coverage  of  239  thriving  communis 
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shows  are  on  WTVT 
* 

|0  a  c • 

Pi 
t  i 

•   - - 

ews  -  from  scene  to  screen  in  30  minutes, 

■ith  WTVT's  modern  transistor  sound-on- 
In  equipment  plus  37  cameramen-corres- 
todents  throughout  Florida.  Super-swift 

>veragc  makes  WTVT  news  highest- 
itcd  in  the  market! 

A  remote  a  doy  was  the  dizzy  pace  set 

b)  W  n  T  camera  crews  during  a  recent 

month!  Remote  programs  included  net- 
work originations  of  The  Garry  Moore 

Show,  I've  Got  a  Secret,  Let's  Take  a 
Trip,  plus  many  local  and  regional  events. 

UMPA- ST.  PETERSBURG 

IPS  MARKET  RANKING  IN 

t  ERY  CATEGORY! CBS  Channel  13 
1957 1956 

ranking ranking 

hi  Retail 

34 
36 

Fc  Store 

39 
44 

*  imotive 

Sis 29 34 

Coral 

M  handise 

So, 33 
37 

Amount 

$786,145,000 

161,983,000 

147,698,000 

114,546,000 

(Sales  Management  Survey  of  Buying  Power,  May  1957) 

WTVT 
TAMPA  -  ST.  PETERSBURG 

The  WKY  Television  System,  Inc. 

WKY-TV  and  WKY  Oklahoma  City 

WSFA-TV  Montgomery 

REPRESENTED     BY    THE     KATZ     AGENCY 

SPONSOR       •        1    JINK     195' 
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PLUGS 
THE  HOLE 

IN  THE  CENTRAL 
WASHINGTON 

MARKET 

FABULOUS  HOOPER 
f       Jan.  21    thru 

Feb.  9,  1957 
Mon.  thru  Fri. 
7  AM-12  Noon 

Mon.  thru  Fri. 
12  Noon-6  PM 

Sets  in  use 31.4 19.0 

KIT 43.2 50.1 

Sta.  B 25.1 
20.0 

Sta.  C 
17.0 

15.2 
Sta.  D 14.0 16.4 

^  Sample  Size 9,543 
11,702         J 

AM  RATING  AV.   13.6 
PM   RATING  AV.     9.5 

Washington  State's  FOURTH  MARKET, 
with  54,478  radio  homes,  is  200  miles 
from  Spokane,  and  150  miles  from  Seattle 
and  Tocoma — set  apart  by  the  Cascade 
mountain  range.  NO  OUTSIDE  MEDIUM 
CAN  CLAIM  MORE  THAN  AN  INSIGNIF- 

ICANT DRIBBLE  OF  INFLUENCE  AND 
COVERAGE  IN  THE  YAKIMA  MARKET 
AREA.  Fill  this  big  gap  in  the  Northwest 

with  Radio  KIT,  Central  Washington's 
FIRST  radio  station — its  popularity  proved 
by  HOOPER.  KIT,  Independent  Radio- 
Music,   News,    Sports.      Established   1929. 

YAKIMA,  WASH. 

5000  WATTS    •    1280  KC 

mv 
SOUNDS    BETTER- 

SELLS    BETTER 

REPRESENTATIVES 

NATIONAL:  THE  BRANHAM  CO. 

SEATTLE:  HUGH  FELTIS  A  ASSOCIATES 

PORTLAND:  O.  COX  A  ASSOCIATES 

JACK  GOETZ,  Gen.  Mgr. 

BOX  1222,  YAKIMA,  WASH. 

;  * 

News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Women  and  the  law:  One  of  women's  greatest  virtues — and  prob- 
ably their  most  annoying  one  to  males — has  been  remarkably  un- 

exploited  b)  advertising  agencies — that  is,  women's  ability  to  argue 
and  \\  in  the  argument. 

Thus  attorncx  Sigrid  II.  IVdersen  at  J.  Walter  Thompson  is  prob- 

ably  the  only  woman  lawyer  on  the  staff  of  any  of  the  top  20  agen- 

cies. She's  also  one  of  the  few  women  to  have  become  active  in  the 
specialized  and  new    field  of  tv  talent  negotiations. 

"' I  here  tend  to  be  a  feu  more  women  attornevs  with  talent 

agencies,"  Miss  Pedersen  told  sponsor.  "And  there's  at  least  one  out- 

standing lady  lawyer  in  the  air  media  on  a  network  level.  I'm  re- 

ferring to  Geraldine  Zorbaugh,  v. p.   and  counsel  for   CBS   Radio." 
Miss  Pedersen  has  been  an  attornej  with  J.  Walter  Thompson 

since  1942.  She  is  also  a  director  of  the  U.  S.  Trademark  Asso- 

ciation, whose  80th  annual  meeting  she  addressed  on  16  May  in 

Chicago  concerning  "The  advertising  agency's  role  in  selection  and 

use  of  trademarks." In  private  life,  Sigrid  Pedersen  is  the  wife  of  Howard  Scott  Foley, 

v.p.,  copy  department  manager  of  Doherty.  Clifford.  Steers  \ 
Shenfield,  whom  she  met  at  JWT.  Now  that  thev  work  for  different 

agencies,  shop  talk's  cut  to  a  minimum,  'it  would  be  legal  to  ex- 

change confidences,  but  not  ethical,"  she  says. 

Venezuelan  visitor:  the  elated  lady  below  should  be!  She's  Edna 
L.  Seaman  who  conducts  programs  on  WFBC-TV,  Greenville,  S.  C. — 

and  she  just  won  a  trip  to  Venezuela.  American  Women  in  Radio 

and  Tv.  in  convention  in  St.  Louis  this  Spring,  named  three  of  its- 

members  and  drewr  lots  for  the  fourth  as  delegates  to  Creole  Petrole- 

um Co.  s  get-acquainted  tour  down  in  South  America. 

Edna  will  swap  tv  and  radio  stories  with  ad  pros.  stud\  the  culture 

for  her  own  on-the-air  reports  when  she  gets  back,  have  fun  and 

sightseeing  at  the  same  time.  With  her  will  be  AW  RT  president 

Edythe  Fern  Melrose,  WXYZ  -\M-TV.  Detroit:  Helen  Hall.  NBC; 
Fran  Rilev.  Ted  Bates  &  Co. 

Bon  voyage  U of   WFBCTY.  Greenville,  wh iff   t.i   \  enezuela 

-'1 
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Proudly  Announces 

The  Appointment  of... 

Edward  Petry  &  Company,  Inc. 
•    New  York    •   Chicago    •   Atlanta    •    Los  Angeles   •    Detroit   •    San  Francisco    •    St    Louis 

AS  OUR   EXCLUSIVE  NATIONAL  REPRESENTATIVES 

Effective  June  1,  1957 

We  re  proud   too  .  .  . 

that  the  upward  audience  trend  in  the  Big  Omaha 

Market  is  to  the  NEW  and  REVITALIZED  KFAB 





It's  a  changing  world.  Along  with  fashions,  home  appliances  and  the 

Bhifting  sands  of  the  desert,  the  American  language  never  stays  put.  Hardly  anyone 

says  "Pardon  my  wet  glove"  any  more.  Or  "23  Skiddoo!"  Or  even  "The  cat's  pajamas." 

The  language  of  television,  too,  periodically  gets  itself  turned  upside  down. 

Take  the  phrase  "network  quality,"  for  instance.  Years  ago  (like  1956),  "network  quality" 

was  the  expression  everybody  was  using.  It  meant  the  best  you  could  hope  for— //'you  were 

a  national  advertiser  with  matching  budget.  Even  TV  film  syndicators  wistfully  resorted  to 

"network  quality"  when  they  wanted  to  make  the  biggest  possible  claim  for  their  product. 

When  our  syndicated  submarine -adventure  series,  "The  Silent  Service," 

began,  we  kept  in  mind  the  fact  that  all  TV-viewing  is  local.  In  any  given  time-period,  the 

local,  regional  and  spot-program  advertiser  has  to  be  ready  to  compete  with  network  shows, 

no  matter  how  glittering  their  production  values.  We  defined  our  market  as  those  selfsame 

local,  regional  and  spot  advertisers  exclusively.  It  was  up  to  us  to  provide  them  with  so  prime 

a  product,  they  could  compete  successfully  for  audience,  whatever  the  competition  might  offer. 

Well,  "The  Silent  Service"  is  now  happily  under  way  the  length  and 

breadth  of  the  land.  In  city  after  city,  regardless  of  what  the  competing  attractions  are,  the 

major  audiences  are  going  for  the  action,  suspense  and  sheer  believability  of  "The  Silent 

Service."  And  coast  to  coast,  the  critics  have  written  consistently  complimentary  reviews. 

"Network  quality?"  That's  one  way  of  putting  it.  But  today,  there's  a 

better  way  for  non-network  advertisers  to  describe  television  entertainment  of  the  finest, 

most  professional  calibre.  It's  a  way  they  can  be  proud  of.  Try  saying  it  the  modern,  true-to- 

life,  CNP  way:  "Syndicatiwi  Quality!"  NBC  TELEVISION  FILMS  a  division  of 

CALIFORNIA  NATIONAL  PRODUCTIONS,  INC. 
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Keep  your  place 
in  Los  Angeles 
with  KTTV 
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Promoting   summer   radio 

A  month  or  so  ago.  sponsor  carried  an 

article  on  Coppertone  which  described 
how  this  product  had  risen  to  a  top 

sales  position  within  a  five-year  pe- 
riod with  spot  radio  as  their  basic 

advertising  medium.  This  was  such 
an  excellent  story  for  summer  spot 
radio,  that  we  would  like  to  use  it 

as  part  of  a  direct  mail  promotion 
here  in  Canada. 

I  was  wondering  if  there  are  re- 
strictions on  the  use  of  material  ap- 

pearing in  your  publication.  No  doubt 
this  depends  to  a  large  extent  on  the 
manner  in  which  it  is  used. 

Our  idea  is  to  prepare  a  folder  en- 
titled "How  one  advertiser  user!  sum- 

mer radio  with  outstanding  success" 
or  something  similar.  W  e  would  close 

with  the  suggestion  that  All-Canada, 
with  their  stations  from  coast  to  coast. 

can  work  with  advertisers  in  planning 

a  spot  radio  campaign  this  summer. 

Peter  N.  Harricks.  manager, 

Broadcast  services,  All-Canada 
Radio,  Toronto 

•  SPONSOR  is  happy  to  make  this  story  •,Cop- 

pertone  holds  off  the  bip-boys  with  spot  radio."  2 
Mareh  issue,  available.  Reader  Harrieks*  idea  is one     worth     the     thought     of     other     stations. 

First  transcribed   net  show 

I  w  as  interested  in  Joe  Csida's  column 

entitled  "Sponsor  backstage.''  There 
were  many  things  of  interest  in  this 
column  as  he  looked  back  over  ten 

years  but  I  think  one  item  could  stand 

correction — if  my  memory  has  not 

gone  back  on  me. 
It  had  to  do  with  the  fact  that  ABC 

was  willing  to  carry  a  transcribed 

show  sponsored  by  Philco  and  star- 
rim:  Bing  Crosby.  But  earlier  than 
that,  when  the  network  was  still  the 

Blue  or  becoming  ABC  and  I  was  with 

the  organization.  I  made  arrange- 

ments, with  the  approval  of  my  won- 
derful associates,  that  Coca  Cola  could 

sponsor  Morton  Downey  on  a  trans- 
cribed-show  basis,  on  a  five-time-a- 

week.    fifteen-minute    program.     I    be- 
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lieve  ii  w ;i ^  \l  Steele,  then  m  iili  I  oca 
( lola,  and  some  folks  .ii  I >  \i«  \ .  who 
worked  it  oul  with  U-.  Downe)  was 
doing  .1  l"i  ol  traveling  and  the  prob- 

lem <>i  getting  him  on  tin'  ail  li\<'  times 
.:  week  u.i-  difficult. 

I  believe,  however,  thai  before  I 

joined  Mutual,  the)  had  cai  ■  i< -< I  trans- 
cribed Bhows  on  the  network  and  the) 

wen-  probabl)  the  first  network  to 
make  their  facilities  available  foi 

transci  ipl  ions. 
But,  all  <  redil  in  \!U  and  Philco 

and  Bing  Crosb)  I  just  thought  I 
might  help  straighten  oul  the  record 
because  at  the  time  we  did  this,  it  sort 
of  bothered  a  few  ol  the  other  net- 

work officials,  not  onl)  .it  VBt  but 
-nmc  other  networks,  too. 

Edgar  K< >l>ak 
;  //  Park    Ivenue,  Vea    >  orh 

The   inside   track 

M 

"Pulse  rings  doorbells"  advertisement 

\  thought  i l i — t  occurred  to  me  re  tlii- 
ad:  its  true  (maybe),  Pulse  does  ring 
doorbells  but  K  \l)l()  i-  alread)  inside. 

Jack  Wymer,  station  manager, 
II  ING,  Dayton,  Ohio 

SPONSOR    Advertising    Awards 

Wed  like  to  enter  our  Oklahoma  Pub- 

b'shing  Compan)  station  campaigns  for 
the  annual  SPONSOR  Trade  Paper  Ad- 

vertising Awards,  but  don't  know  how 
to  go  about  it.   Could  you  tell  us  how? 

Jack  Nelson. 
(riant    Idvertising, 
Miami 

•  Entrj  blanks  nd  complete  Information  about 

ii..-    SPONSOR    Trade    l'.i|..r     Idvertiaing     Iwards 
.ir«-  atailnhlo  on  rft|ur-.t.  It  i~  ■naweeted  th.il 

.-ntrir-  be  delayed  until  Jul}  or  Wi^l:.'  to  s'lon  a 
larger    selection    »»f    a.l-..     Deadline    i*    15     kngiMt. 

SPONSOR 
1    JINK    195' 

The  figures  are  startling 

. . .  in  San  Antonio 

The  shape  of  things  in  San  Antonio's-  big,  51- 
county  market  has  changed.  The  swing  to 

KONO's  style  of  music  and  news  is  an  ever- 

increasing  curve.  But  don't  take  our  word  for  it! 
Check  the  facts  .  .  .  the  facts  from  N.C.S.  ~2 
that  make  KONO  Radio  No.  ONE  with  a  big, 

healthy  49%  penetration  in  San  Antonio's  home county. 

Get  the  facts  ...  all  the  facts  .  .  .  call  your  H-R 
or  CLARKE  BROWN  man. 

860  kc       5000  watts 

E3     EZ] 
SAN  ANTONIO 

RADIO 
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IN  THE   CAROLINAS 
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4'o  50  l'° 

-l  +  5o-77 

A  HARBINGER  OF  GOOD  NEWS  FOR  YOU  I 

There's  good  news  for  you  in  the  NCS  #2  report  on  actual  viewing  of 
Southeastern  TV  families. 

— 1  +  30  =  77  may  even  stump  Univac,  but  for  the  discerning  advertiser 
it  means  simply  that  WBTV  lost  one  county  in  the  NCS  #  2,  but  picked  up 
30  counties  for  a  total  coverage  area  of  77  prosperous  North  and  South 
Carolina,  Tennessee  and  Virginia  counties. 

Here's  your  good  news: 

•  A  population  increase  in  WBTV's  coverage  area  of  49.8%  for  a  new 
total  of  3,821,700  potential  customers.* 

•  A  43.3%  increase  in  Effective  Buying  Income  brings  the  new  total  to 

$4,258,069,000.* 
•  A  retail  sales  increase  of  45.2%  giving  a  new  total  of  $3,028,602,000.* 

WBTV's  dominant  position  overpowers  the  Carolinas'  second-place  station 
by  48.5%;  submerges  the  third-ranked  station  by  63.6%;  and  swamps 
the  fourth-ranked  station  by  80%. 

Forget  your  former  formula.  Translate  —  1  +  30  =  77  into  potent  Sales 
Power  for  you !  Contact  WBTV  or  CBS  Television  Spot  Sales  for  the  complete 

Nielsen  story  on  the  Southeast's  top  television  station. 
*1956  "Survey  of  Buying  Power" 

CHARLOTTE 

Jefferson  Standard  Broadcasting  Company 



SPON  SO  R 
J     U     N     I 

WHO 

WILL 

MAKE 
THE 

BIG 

NIGHTTIME   RADIO   BREAKTHROUGH? 

Only  the  name  of  the  advertiser  is  lacking  ami  when  his 

campaign  will  start.    Bui  this  spot  buy  is  coming,  nothing  can  stop  it 

#%  newsbreak  is  in  the  making.  Who  will  make 

it  and  when  are  i h»-  <>nl\  question  marks.  The  rest 
of  tlic  stor\  could  be  written  now — a  multi-market 

saturation  spot  radio  campaign  with  announcements 

slotted  between  7  p.m.  and  midnight. 

When    it    happens,    tin'    trade    press    will    hail    the 
resurgence  of  nighttime  radio.  I  p  and  down 
Madison    Avenue,   admen    will   talk   of   little   else. 

Clients  who  now  feel  crowded  in  "traffic  hour-  hut 

have  don-  nothing  about  it.  will  hurry  to  -take 
claims  in  this  newK    discovered   territory.      Rme- 

buyers  will  put  out  call-  for  after-dark  availabilities. 
In  -hort.  everyone  will  he  caught  off-balaw 
that  same  -mall  hard  i  ore  of  realists  who  refused  to 

bur)   -pot  radio  when  t\   lu-t  grew   powerful. 

Whether   tin    buj    IS   at    this   moment    in   the    idea 
-lane     or     in     the     work-,     makes     little     difference. 

W  hethei  it  is  i  ompleted  in  12  weeks  "i  12  month-  is 
unimportant.  It  i-  inevitable,  and  when  it  does 

happen,  no  one  should  he  surprised. 

Tor  this  week,  even   advertiser  ha-  at  hi-  own 

fingertips  the  same  hard  facts  that  are  leading  Com- 

SPONSOR 
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When  the  first  big  nighttime  radio  buy  is  made, 

everyone  will  be  surprised.     Yet  the  very  tacts  that 

make  it  inevitable  are  common  knowledge  now 

pan)  \  into  it ~  breakthrough  decision. 
Here  arc  those  facts  : 

•  Spot  radio  dollar  volume  for  the 
first  quarter  of  this  year,  just  released 

In  the  Station  Representatives  Asso- 
ciation, is  up  10.  V,  over  the  same  pe- 

riod in  1956   (see  sponsor  25  Max  I . 

\t  this  rate,  traffic  and  the  daytime 

hours  will  not  long  contain  the  grow- 
ing Hood  of  announcements.  Someone 

will  have  to  hu\  nighttime. 

•  Increasing  advertiser  concern 

over  the  multiplicity  of  commercials  in 
radio  traffic  hours,  reflected  in  recent 

a;  ency  requests  for  station  logs  and 

by  outspoken  remarks  from  such  ad- 

men as  Foote,  Cone  &  Belding's  \rthur 
Pardoll  who  publicly  expressed  alarm 

at  radio's  "over -commercialization" 
and  what  effect  it  may  have  on  memor- 
ahilitx   impact  of  announcements. 

•  In  answer  to  charges  of  "over- 

commercialization."  many  leading  sta- 
tions are  beginning  to  ease  shut  the 

door  to  traffic  hours.  Even  at  the  risk 

of  losing  revenue,  they  are  saying 

"Sorry,  full  up." 
•  The  rep  firm  of  Edward  Petry  & 

Co.  has  just  advanced  a  plan  to  its  sta- 
tions that  involves  a  rate  cut  of  50% 

after  7  p.m.  According  to  Vice  Presi- 

dent Bill  Maillefert,  an  "overwhelming 

majority  have  agreed  to  try  it  out." 
Petry  salesmen,  in  this  "Crusade  for 

Nighttime  Radio,"  will  cover  every  ma- 
jor advertiser  and  agency  within  a 

month.  Petry  is  spearheading  this 
night  sales  effort  in  the  hope  that  it 

will  receive  support  of  stations  in  all 
markets. 

•  Sets -in -use  figures  show  that 
nighttime  radio  attracts  a  substantial 

tune-in.  For  example,  an  A.  C.  Nielsen 

Co.  \RI-NSI  summary  report  for  early 
winter  1956  (Mondaj  through  Friday 
exeningsl  showed  over  4.1  million 

homes  using  radio  at  8  p.m.  Night  out- 

ARTICLE     IN     BRIEF 

Biggest  bargain  buy  in  radio  may  now 
be  in  the  making.  SPONSOR  predicts 
buyer  is  leader  in  his  field,  got  there 

through  bold,  quick  moves.  Some  ad- 
men feel  the  product  may  be  in  hard 

goods  line,  that  campaign  will  be  an- 
nouncements perhaps  every  half  hour 

after     7     p.m.,     including     weekends. 

ol-home  listening  also  is  substantial. 

I  his  Nielsen  summar)  also  reported 

1.1    million    auto    radio    sets-in-use    at 

the    same    time    with    an    average    of 
about  two  listeners  to  a  car. 

•  \\  hile  television  dominates  night- 
time tune-in.  the  accumulation  of  a  ra- 

dio audience  during  a  week  does  not 

compare  too  unfavorably.  And  the 

cost  differential  can  be  an  eye-opener. 
A  Nielsen  Radio-Tv  U?age  Patterns 
Summar)  for  total  homes  reached  b\ 

each  medium  during  4-10  March  1956 
showed  that  between  8  and  9  p.m.  ra- 

dio reached  about  half  the  number  of 

homes  that  tv  did  I  16.5  vs.  33.5  mil- 

lion ) .  On  WRCA  and  WRCA-TV,  New 

York,  for  example,  the  cost  of  a  20- 
second  tv  announcement  at  9  p.m.  is 

$2,300,  while  the  same  length  an- 
nouncement on  radio  costs  $80. 

•  The  SRA  Radio  Trades  Practice 

committee  is  urging  stations  to  put 

into  nighttime  programing  the  same 

imagination  that  has  spelled  success 
for  daytime  sales  and  to  support  the 

nighttime  programs  with  effective  pro- 
motion. 

•  Summing  up.  these  factors  will  in- 
fluence the  buy:  A  nightly  potential 

audience  comparable  in  size  to  that  of 

Life  magazine  is  being  neglected.  The 

so-called  "prime"  times  are  crowded 
with  announcements:  daytime  hours 

are  filling  up.  Nighttime  prices  max 

be  made  more  attractive  and  program- 
ing more  important.  The  picture  is 

brightening  at  every  moment,  and  this 
advertiser  is  about  to  take  advantage 

of  the  very  thing  his  competitors  have 
written  off. 

What  kind  of  company  will  make 
this  first  major  nighttime  radio  bux  ? 
\\  hat  is  the  corporate  image? 

He  is  a  sharp  businessman,  always 

on  the  prowl  for  a  bargain.  He  is  a 

rugged  individualist,  indifferent  to 
what  other  advertisers  are  doing.  In 

his  approach  to  buying,  he  goes  more 
by  feel  than  statistics;  his  interest 

in  ratings  is  slight;  what  he  asks  of 
radio  is  that  it  deliver  sales  at  a  rea- 

sonable cost. 

He  max  well  be  a  newcomer  to  radio 

advertising.  Or  he  may  be  one  of 

those  that  dropped  out  of  radio  in  the 

early  days  of  tv  and  have  not  yet  re- 

turned. Before  he  makes  the  nighttime 

buy.  he  will  listen  to  a  good  deal  of 

reasons  why  he  shouldn't  make  it.  He 
may  even  momentarily  consider  trying 

to  wedge  into  the  traffic  hours  with 
everybody  else,  but  then  his  gambling 
instincts  will  take  over. 

For  this  advertiser  is  a  gambler,  and 
he  has  alxxaxs  gambled  successfully. 
He  is  a  leading  manufacturer  in  his 

field.  He  got  to  that  position  by  tak- 
ing the  right  chances,  by  moving 

quick!)  and  dramatically  while  his 
business  rivals  paused.  He  will  not  re- 

gard his  bold  move  into  nighttime 
radio  as  a  gamble,  hoxvever.  He  has 
made  his  decision  xxith  the  same  care 

and  evaluation  that  a  successful  han- 

dicapper  puts  into  picking  a  horse.  He 
will  not  tip-toe  timidly  into  the  buy 
with  a  test-market  here  and  there;  he 
will  move  in  confidently  xvith  a  multi- 
market  order. 

In  constructing  this  corporate  im- 
age, sponsor  talked  with  a  number  of 

media  people.  Most  of  them  saw  this 
first  advertiser  as  someone  in  the  hard 

goods  line.  "I  just  can't  see  him  in 
soaps    or    foods,"    one    adman    said. 
I  Perhaps  the  shock  of  the  Ford  $4.2 
million  network  radio  buy  is  still  felt 
on  Madison  Avenue.) 

As  for  the  kind  of  buy  he  will  make, 

here  was  another  adman's  guess:  A 
saturation  schedule  with  spots  every 

hour  or  half-hour  between  7  p.m.  and 
II  p.m.  across  the  board,  extended 

through  week-ends.  "It  could  turn  out 
to  be  the  biggest  bargain  buy  in  ra- 

dio," he  added. 

The  buy  could  hit  the  headlines  at 

Here  are  four  reasons 

1. BUSINESS    AT    PEAK 

SRA  reports  spot  radio 
dollar  volume  for  first 

quarter  1957  up  40.5% 

over  same  period  in  1956. 

At  this  rate  daytime  hours 

will  not  long  contain 

growing  number  of  an- 
nouncements. Nighttime 

buy  is  thus  inevitable 
as    radio    demand    grows. 
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almost  .in\  moment,  lince  radio  listen- 

ing  dues  nut  drop  <>IT  in  summer.  I  hi- 

advertisei  suspects  there  is  a  vaal  un- 
measured  audience  "I  radio  fans,  He 
know-  ili.it  millions  are  on  the  move 

during  h< >t  summei  nights  and  that 
their  radios  go  wiili  them  portables, 

|m  ..  kit  transistors,  and  the  sets  in  '•  • 
million  car-.  He  mighl  break  his  cam- 

paign during  the  summei  and  carrj  ii 

through  I h<-  fall. 
What  ma)  hasten  his  move  into  this 

nightttime  purchase  maj  I"-  various 
fm in-  of  action  on  the  pari  "I  stations. 

( me  <>f  these  ma)  be  renewed  atten- 
tion t<>  nighttime  pi ograming.  Inn 

mam  stations  throughout  the  countrj 

have  taken  the  defeatist  attitude:  "We 

can't  sell  it  an)  wa) .  so  win  won*) 
about  programing.  \  numbei  ol  me- 

dia people  told  sponsor  that  the  l>iu- 
thing  w  rong  w  iili  nighttime  radio 

was  that  it-  programing  lacked  impact. 
\imI  without  impact,  the)  felt  it  was 
onproducth  e. 

Several  suggested  that  rotating  some 

of  the  strong  daytime  personalities 

into  nighttime  spots  might  do  a  lot  to- 
ward attracting  advertisers  into  p.m. 

hours. 

"Our  Trade  Practice  Committee  is 

stressing  about  the  same  thing,"  said 
I  jm\  Webb,  SRA  managing  director. 

""We're  telling  the  stations  that  the) 
can  sell  nighttime  il  the)  have  a  good 

product  They've  proved  what  the) 
could  do  through  greal  daytime  pro- 

graming, and  the)  can  do  it  at  night 

without  cutting  prices." 
In  general,  nighttime  radio  i-  slight- 
ly helow  the  cost  ol  daytime.    Davtime 

1  'on   1     M  lite    oil     ra 
din  during   peak    telex 

i-ion    \  icu  ing    hours 

RADIO TELEVISION 

HOURS DAYS HOMES    REACHED    IN    WIIK HOMES    REACHED    IN    Wl   1   K 

'■  .     .1.111. 

\|    1 

11,515,000 1.018.000 
1  III. 

\l    1 

21,056,000 6  213.000 
::  '<    ...in. 

M  I 

24.675,000 12  004.000 

9  in. em. 

\l  l 

22,842,000 13.303.000 

in  II  i  in. 

\l  1 

20,445,000 14.461.000 

II  12  Noon 

\l  l 

21,056,000 IB. 568. 000 

12-]    p  .!■ 

\l  1 

21,150,000 19,059.000 

pan. 

M  1 
19,693,000 18.357  000 

I'm. 

\l  1 

17,719,000 17.796,000 

1  i    p..... 

\l  1 

16,779,000 20,358,000 I  i    p.m. 

M  I 

18,048,000 23,201.000 
■  6    p.m. 

\i  1 

19,552,000 26.185.000 

6  •    p.m. 22,701,000 32,011.000 

P    ML 

20  257,000 33.205,000 

8<>    p. in. 16,544,000 33  52  1,000 

9  in  p.m. 
15,040,000 33.310,000 

in  1 1  p. in 13,912,000 32.292.000 
II  I2mid. 10,575,000 26.079.000 

BOURCI 

;   in    Ma 

traffic  hours,  naturall) .  often  cost  more 

because  of  the  demand.  Packages  .o\>\ 

lo  the  complexit)  of  the  rate-.  But 
there  are  -iili  stations  that  li-t  nights 

,i-  (  la—  '"  \"  time.  I  he  (  1!^  Network 

Radio  Impact  Plan  for  night  and  week- 
ends ha-  upped  <\.\\  rates,  lowered 

nights  and  week-end-.  In  effect,  CBS 

nighttime  i-  now  two-third-  the  cost  of 
d.is  lime. 

Now  Edward  Petr)  &  (■><.  ha-  come 
forward  with  it-  own  plan  to  sell  night 

i adio.  This  plan  .all-  for  a  reduction 

to  .">(>',  of  regular  da)  package  rates 
in  regulai  rale-.  Uthough  nighttime 

listening    is   more   than    50'  i    ol    da\ 

tune-in.  the  Peti  y  Co.  feels  that  a  -t  i  i>  t 
proportionate  i  ul  is  not  enough  at  this 

time  because  of  advertisers'  reluctance 
to  bu)  during  peak  t\  bom s. 

"It  is  'fashionable9  to  bu)  7  to  9 

a.m.  and  1  to  7  p.m.,  says  Petr)  - 

Bill  Maillefert.  "It  seems  'unfashion- 

able' to  bu)  at  night." 
-..  tin-  rep  firm  suggests  the  flat 

.".ii'  i  reduction  in  rate-,  because  it  is  a 

dramatic  reduction,  one  that  is  easil) 

promotable  ("Now  you  can  buy  twice 
as  main  spots  at  night !"),  and  one 
that  will  give  advertisers  the  best  value 
ol  the  entire  da)  . 

i  Please  turn  to  pagt   7  1  < 

nltiple-market  saturation  spot  radio  campaign  after  7  p.m.  must  come 

AUDIENCE   SIZE 

ielsen  sets-in-use  fig- 
es  show  that  practically 

ty  night  at  8  p.m.  more 
an  4  million  homes  are 

ned  to  radio  plus  about 

5  million  cars.  The  cum- 

ative  radio  audience  in 

week  comes  close  to 

'ilf  the  tv  audience  and 

tes  are  much  below  tv. 

3. AUDIENCE   MOOD 

The  first  major  user  of 

night  spot  radio  will  con- 
sider these  factors:  The 

evening  audience  is  un- 
hurried, less  plagued  by 

rushing  kiddies  off  to 

school  and  catching  toast 
before  it  burns.  The  auto 

audience  is  in  a  more  re- 

laxed and  receptive  mood. 

4. PROGRAM      REVAMP 

For  too  long  many  stations 

have  said  about  nighttime: 
"We  can't  sell  it,  so  why 

program?"  This  has  been 
a  major  client  complaint. 
Now  watch  for  stations  to 

build  night  programs  with 

same  imagination  as  went 
into  daytime.  SRA  urges 

stations    to    do    just    that. 
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MARKETING    MAN'S    DREAM 

Max  Factor  has  a  dream  product:  Curl  Control  is  the  only  one  of 

its  kind  on  the  market,  has  expandable  tv  and  promotion  budget 

for  a  straight  news  yet  glamor  appeal,  is  made  by  an  established 

name    in    the    cosmetics    field    and  reaches  the  mass  of  women 

Product  introduction:  eyefuls  give  field  salesmen  an  earful  about  Curl  Control 

By  Jane  Pinkerton 

^^  LOS  ANGELES 
1  oday's  marketing  pro  —  squeezed, 

pressed  and  pummeled  by  consumer 

and  competitive  pressures — has  a  re- 
curring dream  during  his  more  quiet 

sleep.     It  runs  something  like  this. 

"I  wish  I  had  a  product  which  was 
exciting  to  women  and  so  new  no  one 

else  had  it.  I'd  like  it  to  have  a  pre- 
sold name,  a  budget  big  enough  to  sus- 
tain a  campaign  for  full  distribution, 

impact  advertising  and  persuasive 

point-of-sale.  And  it  should  be  in  de- 
mand for  both  practical  and  impracti- 

cal reasons.  In  fact,  out-and-out  glam- 
or wouldn't  hurt  a  bit.  And  it  should 

be  priced  so  a  truly  mass  market  can 

afford  it." 

This  marketing  man  is  in  for  a  large 

charge.  There  is  such  a  halcyon  dream 

— and  it's  come  to  life  in  the  labora- 
tories of  Max  Factor  in  Hollywood. 

The  product  is — thus  far — one  of  a 

kind,  the  new  Curl  Control.  It's  a 
magic  kind  of  product  for  almost  every 
woman.  You  spray  it  on  dampened 

hair,  set  the  hair  in  pin  curls- — and 

the  curls  last  a  week!  It's  not  a  gooej 
lacquer  I  which  women  abhor  I  and  it  8 
not  a  home  permanent  I  which  the  gals 

consider  something  of  a  chore  i .  It 
combines  the  better  elements  in  both 

products:  a  "fixative"  type  ingredient 
which  leads  to  longer  lasting  curls. 

What  about  the  rest  of  the  dream? 

The  Max  Factor  name,  after  50 

years'  identification  with  beauty.  Hol- 
[ywood,  cosmetics  and  perfumes  land. 
\  es.  sex  I  is  well  established  as  a 

known  authority  among  all  types  of 
women.  Factor  wants  to  reach  and  be 

known  to  every  one  of  these  types,  at 

every  income  level,  because  the  peren- 

■  1 
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Product  testing:    Ufred  Firestein  (1.),  map    ol  Factor's  Pharmaceutical  Dii  .  and  Robert 
Bard,  adv.  mgr.,  check  in-action  results  I  ontrol  applii  I  on  real  hail   in  fa   is  "wig 

i   n"  <•(  the  Hollywood  laboratory.    This  precedes  consume!  panel  and  actual  m.trki  i  testing 

Product  development:  Di    Paul  Jewel 
ks  chemical    formula    with    Robert 

\\  al  in<  <     '  I  i     in. I    fern    <  ohen    in   the   lal> 

nial  search  for  beautification  i-  umn- 
in  -  most  common  denominator.  The 

.una  ol  glamor  is  tin-  real  package  for 
;in\  Factor  product. 

Hut  tin-  tin  container,  as  i-  the  case 
with  Curl  Control,  maximizes  the  glam- 

or theme.  The  pre-sold  name,  Followed 
1>\  ad\crtisim:.  leads  the  woman  into 

the  store  and  there  she  sees  the  at- 

tractive.  colorful  package  which 

cinches  the  sale.  V.s  a  point-of-pur- 
chase  help.  Factor  has  designed  un- 

usual displa)  stand-  toppeil  by  Furl 
Control  mobiles. 

The  advertising  is  split  60-  in  be- 
tween spot  television  and  local  news- 

paper, the  latter  on  a  co-op  l>a-i-  with 
participating  retailer-.  ̂   ci  i\  is  given 

"90'  i  ol  the  long-term  advertising 
burden"  because  of  the  advantage  ol 
demonstration,  says  Robert  M.  Bard, 

I  actor  s  advertising  and  promotii  in 
manager  for  the  Pharmaceutical  and 

Specialty   Division. 
This  combination  of  t\  and  news- 

paper in  just  five  months'  time-  from 
a  standing  -tart  will  push  distribu- 

tion to  the  100' <  level,  says  Bard.  To- 
day, after  three  month-  of  advertising 

the  new  Curl  Control,  the  product  has 

saturation  distribution  in  the  top  50  t" 

60  markets  roughly  55(  of  the  dis- 

tribution the  company  see1  -. 
Rut.  most  important  to  the  market- 

ing man.  how  i-  it  selling?  What  doc- 
all  this  really  add  up  to? 

Bruce  Vltman,  account  supervisoi 
on  Factor  at  the  Vnderson-McConnell 

agency  in  Hollywood,  says  sales 
zoomed  skyward  at  such  a  rate  after 

the  23  February  introduction  that  the 

budget  had  to  be  upgraded  and  revised 

three  time-  in  the  first  five-week  peri- 

od. "We'd  figured  our  growth  esti- 
mates h  -i  ■  sound,  hul  we  >■ 

o(T  in  actual  production,  shipping  and 

market-b  -market  advertisine  growth 

tuse  ol  consun  ei  demand." 

Bard  Bays  "We're  doing  very  well. 
It  look-  like  out  advertising  formula. 

based  on  test  marketing,  is  working." 

Wholesaler  "  reaction:  Factor's 
wholesale  customers  like  the  band- 

i  agon  they   find  themselves  on,  too. 
Two  are  buyers  in  big  New  York 

drug  houses,  and  both  can  trace  the 
effect?-  of  the  New  York  area  t\  intro- 

duction in  February.  Here's  what 
Charles  Yamarone  of  the  Henry  I!. 

Cohen  Drug  Co.  has  to  sa\  :  "T\  has 
had  the  greatest  effect  on  sales  here. 

Since  the  first  month  of  advertising, 
weve  ordered  three  times  as  much 

Curl  ("ontrol.  We  think  it-  sales  in 

our   lIMt  -tore-  are  terrific." 
robin  Hechkoss  ol  Whelan  Drug 

Store-,  which  ha-  1  50  retail  outlet-  in 

the  New  York  metropolitan  area,  likes 
the  combination  of  i\  demonstration 

backed  by  newspaper  reminds]  adver- 

tising. "  I  \  undoul  tedh  has  i'  e 
to  do  with  the  sales,  and  the  combina- 

tion   of   both    media    in    a   saturation 

ARTICLE     IN     BRIEF 

Max  Factor  is  using  tv  to  introduce 

marketers'  ideal  product.  Curl  Con- 
tiol  has  no  competition,  is  a  glamor 

item  which  appeals  to  the  mass;  the 
manufacturer  has  established  name 

and  flexible  advertising,  promotion 

budget;    copy    is    jammed    with    news. 

i  i\  e  is  produi  ing  l"i  I  a<  toi  and  f"i 

us.  It's  a  dandy  item,  and  it  gained 
momentum  fast  right  aftn  it  was  intro- 
■  ■'in  id  into  the  mat  ket.' 

There  are  two  winning  formulas 

which  Factor  developed.  The  dr-t.  the 
chemical  formula  for  Curl  •  lontrol  it- 

self, c  olved  from  several  years  of 

work  in  it-  Hollywood  laboratories. 
I. ah   work    was   completed    last   June. 
and   the   product   and   consume!    testing 
procedure  began. 

Product     test:     Coincident     with 

product  and  consumer  testing  was  tin- 
actual  market  testing  with  advertising. 
I  his  was  the  second   formula   worked 

i  ut  by   Bard  and  his  advertising  staff. 
The  calendar  of   marketing   events: 
In  June,  when  the  chiel  chemist,  Dr. 

Paid  Jewel,  repot  ted  '  ut]  <  ontro 
in    it-   final   distilled   state,   pa 

took  over  to  design  a  spray   containei 
which  would  be  useful  and  decorative. 
i  Inn  (  in  I  (  ontrol  was  teste  I  in  1 

tor's  ow n  beauty   clinic  and  on  - 
21 1  •   women    w  ho   make   up 

panel.     <  rbjeel  ol  the  test :  to 
:  reactions  from  w  hich  copy  points 

i    >uld   be   made   later. 
"Mi isl  .nl\ ertising  cla 

o]  ed  in  this  wa   .    says   Vltman,  "•  - cially   on  a  i  osmetic  t\  pe  of  produi  t. 

en  are  « ei }   vo<  al  -  and  very   fus- 
sy, too.    We  found  every  single  major 

copy  theme  in  their  comments. 

Market  test:  I  hi-  was  the  next  st< 

Factor    picked    Phoenix    and    Dayton, 

figuring   that   I  etween   these  two   . 

graphical   extremes  a   lot   of  element- influential  in  the  final  l>u\  iiu  decision 
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Two-market  spot  tv  test  grew  in  two  months 

to  50  markets,  in  four  months  to  three  network  shows 

would  be  covered.  Apart  from  the  ob- 

vious fact  that  each  woman's  liair  is 
different,  a  cosmetic  manufacturer  is 

aware  of  some  of  the  predictable  fac- 
tors which  help  make  this  difference. 

Weather,  climate,  water,  air  content, 

occupation — all  have  a  bearing  on 
usage  of  hair  preparations. 

Anderson-McConnell  and  Factor  de- 

veloped an  advertising  pattern  for 
these  two  test  markets  for  an  October 

starting  date.  This  pattern  was  so  suc- 
cessful— so  fast — that  :i  is  almosl  e  - 

actly  the  same  one  used  todaj  in  50 
markets  as  the  company  plans  for  full 

national  coverage  by  summer. 
From  four  to  six  weeks  after  the 

market  testing  began,  Factor  field  men 
called  on  even  retailer  to  check  on 

sales  and  customer  reaction.  The)  also 
inter\  iewed  women  in  the  stores  to  de- 

termine if  they  were  bu\ing  the  prod- 

uct for  (|lt.  f]rst  time  or  'jetting  a  new- 
supply. 

"Selling  the  first  can  of  Curl  Con- 

trol isn't  important,"  says  Bard.  "\\  e 
have  to  re-sell  it  many  time  over,  and 

that's  why  we  conducted  this  expensive 
interviewing.  We  wanted  to  know  if 
w (mien  were  getting  the  results  the} 
should  have  been.  We  know  in  most 

instances  if  the  products  'don't  work' 

it's  because  women  aren't  reading  the 
directions  <>n  the  package.  The)  rarely 

follow  instructions  as  the)  should!" The  test  market  came  under  full  con- 

trol,  and  Factor  maintained  its  adver- 
tising schedules  in  both  cities.  Then 

came  the  preparation  for  a  market-by- 

market  splurge  in  late  February — a 
mass  consumer  testing  campaign  with 

product  use  by   1,000  women. 

Ever)  element  was  re-checked:  the 
product  itself,  the  container,  the  copy 
themes,  the  instructions,  the  cost,  the 

scent  of  the  liquid.  Factor  made  a  few 
refinements  and  launched  its  advertis- 

ing and  distribution  nationally. 

Consumer  profile:  Who  bu  s  Curl 
Control?  Most  of  them  are  working 

women,  followed  by  housewives  and 
then  by  teenagers.  So  Bard  selects 

prime  nighttime  slots  for  his  20's  and 
daytime  slots  for  his  minutes — with 
the  weight  on  nighttime.  But  their 
market    is    unlimited.     Why? 

Altman  explains.  Every  woman  is 
conscious  of  her  physical  person,  and 

she  does  tend  to  think  that  a  woman's 
hair  is  her  crown  of  glorv !  In  the  past 

seven  years  women  have  been  condi- 
tioned to  aerosol  sprays  in  all  manner 

of   products — and    they've    been    corn- 

Product    copy:    Bruce    Altman,    acct.    exec,   Anderson-McConnell    agency,    gi\es   o.k. 
for   t\    film    storyboard   to    Fran    Harris,   creative   director,    Harris-Tuchman    Production- 

pletely  pre-sold  on  spra\s  for  the  hair. 
More  than  30'c  of  all  adult  women 

in  the  past  year  have  used  a  hair 

spray,  and  50%  of  them  have  had  a 

permanent  in  that  time  (with  more 
than  half  of  these  getting  a  permanent 

in  their  own  homes).  "So  at  least 
50' c  to  60'  i  of  all  women — right  now 

— are  potential  customers  for  Curl 

Control,"  says  Altman.  "And  Ave 

think  because  so  man)  women  don't 
like  lacquer  sprays  or  home  perma- 

nents  that  we'll  open  up  a  huge  new 

market  from  among  non-users." 
Another  factor  in  Factor's  favor: 

women  today  have  more  money  than 

ever  before,  and  this  new  high  level  of 
disposable  income  means  more  dollars 
for  non-necessities.  Besides,  Bard 

comments,  no  woman  ever  stinted  on 

beauty  aids  an\  wa\ . 

Tv  mainstay:  "We  chose  tele- 
vision," says  Bard,  ""as  the  base  of  our 

advertising  structure  for  several  rea- 
sons. Moving  as  fast  as  we  have  been, 

and  as  we  will,  we  wanted  to  be  flexi- 

ble. It's  hard  for  a  cosmetic  compan) 

cannot  plan  a  year  in  advance,  as 
some  companies  seem  to  be  able  to. 
We  have  to  be  able  to  move  quickly. 

It's  completely  typical  to  figure  you'll 

spend  $100,000  at  the  start  of  a  cam- 
paign and  find  that  within  a  few 

months  you're  putting  out  SI  million. 
"We  move  fast — and  our  advertis- 

ing has  to  do  the  same.  Many  times 

we'll  call  our  agency  on  Monday  and 
order  something  like  20  more  an- 

nouncements to  go  on  the  air  Friday. 

Our  revisions  are  constant,  and  usu- 

allv    much   larger   than    initial   buys." 
The  biggest  reason  for  tv  was.  of 

course,  it  ability  to  demonstrate.  In 
this  case,  the  product  was  completely 

new  in  concept  as  well  as  in  name.  It 
needed  an  instructive,  step-by-step 

demonstration — and  this  is  the  objec- 
tive  of  the  original  film  commercial 
used  during  the  introductory  period 
and  of  the  three  new  commercials 

which  are  being  readied  for  showing. 

June  Kirbv.  an  actress  and  model. 

appears  in  the  campaign-starter  which 
was  filmed  by  David  Commons  of  Hol- 

lywood  Film  Commercials.  This  one- 
minute  announcement  was  used  dur- 

ing the  testing  process  and  at  the  open- 
ing of  the  national  campaign.  Miss 

Kirby,  tieing  in  with  the  television  ad- 
vertising, appeared  at  company  sales 

meetings  and  pre-tested  some  of  the 
cop)  themes  on  live  shows  sponsored 
in  various  parts  of  the  country.    From 
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these  live-action  commercials  a  new 
Ml  i.l  filmed  commercial!  has  been 

e\ <>l\ ed  undei   Bard  -  direct ion. 

I  hej  're  produced  bj  I  Ian  i-- 1  uch- 
in. in    |'i oductiona   in   1 1< >IK  wood,  and 

they're  straighl   selling   ap]   ichea  to 
application  "I  both  Curl  *  onl i"l  pack- 

ages, the  one  for  medium  and  the  one 
fin  fine  hair.  Fran  Han  i-.  i  real  i\  e 

director,  has  centered  attention  mi 

three  focal  points  with  a  <lii eel  appeal 
in  the  iinli\  iilual  woman  in  the  \  iew - 

ing  audience. 
One  "I  ilir  minutes  features  a  blond, 

another  a  brunette  ami  the  third  a  high 

fashion  model.  Utman,  in  comment- 

ing <>n  tin-  new  series,  Bays  "We're 
luck)  to  have  real  news  ami  an  inter- 

esting M"i\.  a-  we  <l".  so  we  don  I  have 
in  go  ver)  fai  afield  from  straighl 

selling.  We  probabl)  have  more  haul 

-I'll,  information-packed  product  news 
mi  mi!  cutting  room  floors  than  man) 
advertisers  have  in  their  commercials! 

Ma\  Factor  has  always  made  news. 

It  ha-  developed  literall)  hundreds  >>f 

cosmetic,  beauty,  hair  and  drug  prod- 

ucts. Tin-  product  development,  itself, 
has  been  newsworthy.  Jusl  a-  impor- 

tant in  the  final  -air.  however,  is  the 

showmanship  which  accompanies  the 

merchandising   ami   advertising. 

(Inil  Control's  division,  Pharma- 
ceutical ami  Specialty,  i-  a  spanking 

new  unit  which  came  into  being  lasl 

September  as  tin-  product  was  being 
test  marketed.  The  other  products  air 
Sebb,  a  dandruff  control  product,  ami 

Sof-Sel  haii  sprays.  Curl  Control  is 

currentl)  getting  60^5  ol  the  division's 
advertising  budget,  ̂ .nderson-McCon- 
iu'11  services  this  portion  of  the  ac- 

count, with  Doyle,  nam-  &  Bernbach, 
New  York,  handling  cosmetics. 

sponsor  9  Januar)  1956,  *"S| >. >t  i\  ira- 

pact  boosts  Max  Factor  sales  29%.'  • 
Th   iginal  break  in  the  Curl  Con- 

trol advertising  campaign  was  dour 
with  spol  t\  and  local  newspapers. 

However,  as  the  distribution  has  rap- 

iill\  expanded  deeper  penetration  i-. 
of  course,  necessary.  B)  I  July,  net- 

work t\  with  three  programs  Mas- 

querade l'a>/\  and  I'miii  (NBC  and 
Those  11  kiting  (^irls  (CBS)  all  on  an 

alternate  l>a-i>.  will  be  carrying  the 
Curl  Control  message. 

Ufred  Firestein,  division  manager 

for  the  pharmaceuticals  and  special- 
ties, supervises  activit)  and  growth  ol 

his  division.  His  unit  plans  main  new 

product-  for  the  line,  as  dors  the  Cos- 
metic Division,  and  both  will  have  a 

record-setting  ad  budget  this  year.    ̂  
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Retailei     interest    in    campaign    is    spurred    l>\    novel    cartoon    contest 

WONG    TIME,    WONG    TEMPERATURE 

\\  ong's  Chinese  Foods  buys  radio  public 

service  spots  with  unique  ploy  <»"  brand  name 

Selling  the  client  on  advertising  is  at  times  more  of  a  problem 

than  convincing  the  consumer  to  bu)  hut  both  tall  easil)  into 
line  when  you  find  the  right  idea. 

Station  KFWB,  Los    Vngeles,  had  -old  time  to  every    \1  •  >t 1 1  & 

Siteman   agenc)    account   except    Wong's   Frozen   Chinese   I   Is 
(which  had  never  used  am  radio).  Boh  PurcelL  v.p.  ami  general 

manage]  quipped  "Why  don't  we  -<-ll  them  tin-  Won-  time  and 

Wong  temperature?"    Hi-  -tall'  laughed,  hut  then  did   just  that. 
\loltl  &  Siteman  was  quick  to  see  the  value  ol  these  announce- 

ments in  terms  "I  brand  identification  a  clear  -p.-llimj  out  of  the 
product  name  in  a  catchy,  memorable  manner. 

I  he  merchandising  push  started  three  weeks  prioj  to  the  air 

campaign.  Ilrits  Thomas,  KIWI!'-  merchandising  director,  con- 
tacted 600  supei  markets  in  the  greater  Los  Angeles  area  b)  mail, 

phone  and  personal  representative,  as  well  as  all  frozen  food  dis- 
tributors. The  result  was  an  appreciable  increase  in  demand 

(for   inventories)    before   the   start    ol    the   consume]    campaign. 

Immediate  consumer  response  prompted  an  extension  of  the 

campaign  into  a  neighboring  market  \\  ith  permission  from 

KFWB,  "Wong  time — Wong  temperature  is  now  being  aired  on 

\\  \\\  \.  Phoenix,  and  causing  as  much  comment  thru-. 

Another  direct  mail  piece,  in  the  form  ol  a  contest  is  in  tin- 
work-  for  distribution  to  all  of  the  market  managers  in  the  ana. 

One  major  market  chain  which  normall)  toil, id-  direct  <"nta. 

of  -tore  manager-  ha-  okayed  tin-  effort  because  of  the  novell 
the  idea.  I  he  contest  i-  based  on  the  cartoon  shown  above. 

Store  managers  are  invited  to  submit  their  li-t  of  error-,  lo  the 

winner  (among  other  prizes)      a  desk  thermometer-barometer. 

Wong's  schedule  on  KFWB  i-  for  12  time-temperature  signals 
per  day,  seven  days  a  week,  e\e\\  hour  on  the  half-houi  from 
7:30  a.m.   to  6:30   p.m..   ami    i-   firm    tor   2<>   wrrk-. 

Dm  Wong,  president  ami  -air-  managei  "t  the  company  finds 

retailers  greet  him  with  "here  comes  the  Won-  man.  ^ 
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ANOTHER   "MEAT AND 
POTATOES"  YE* 

if  Ml 

IVieat    and    potatoes    year'    and 

Charted  here  are  all  sponsored  network  tv 
"nothing  new"  are  the  labels  already 

being   hung   on   nighttime   network  tv 

programing  for  the  upcoming  season. 

shows  for  the  nighttime  period  covering  7:30-11. 
This   before  the   fall  schedule   is  even 

off  the  ground. 

How  true  are  the  charges? 

Listings  are  only  for  shows  firm  at  presstime •    It's  true:  there  are  no  daring  and 

expensive   programing  experiments   in the  offing. 

Only  costs  for  new  shows  listed  below.    For  this  season's  show  costs 
•   And     true :     to-date    with     about 

see  monthly  Tv  Basics.    Costs  below  are  gross,  include  15%  agency  commission, 
three-fourths    of   the   schedule   set,   no 

are  average  and  cover  talent  and  production  only.    TBA  means  "to  be  announced," 
startlingly   different    program    formats 

refers  to  information  as  yet  unavailable  for  either  show  or  sponsor. have   yet  shown   up   or   are   likely   to. 

SUN  DAY M  O  N  DAY TU  ESD AY ■ 
ABC                        CBS                        NBC ABC                       CBS                       NBC ABC                       CBS                       NBC 

Sally 

Robin    Hood Cheyenne 

C    ,. 

Feature    Film Jack  Benny           Chemstrand  alt program   and             Johnson   &              program   and C.E.               Name   That   Tune       program   and 
Kaiser  Alum. alt  TBA               Royal   McBee sponsor  not  set   \          Johnson              sponsor  not  set alt  with                 Kellogg  alt          sponsor  not  set 

(in  negotiation) Amer.  Tob. 541,500 alt 
Sugarfoot 

Whitehall 
Wildroot 

D^     F 

Steve  Allen 

Sugarfoot 
Cobel-Fisher 

Feature   Film Ed  Sullivan S.   C.   Johnson   alt program   and         Burns    &    Allen    1      Restless  Cun 
Amer  Chicle  i/i 

Phil   Silvers                   Show 

D    .U 

(Cont'd) 
Lincoln-Mercury Pharma-Craft sponsor  not  set 

Carnation    alt     i  Warner-Lambert 

TBA    Vi 

P&C  alt              Chesterfield  alt 

"I 

&  Creyhound Cen  Mills 

$37,500 
$45,000  1/2  hr R.    J.    Reynolds 

RCA  &  Whirlpool 

$100,000 

Wells    Fargo 

~ 

Feature   Film Ed  Sullivan Steve  Allen Bold   Journey 
Talent  Scouts Amer  Tob Wyatt  Earp TBA 

Cur    cf 

(Cont'd) (Cont'd) (Cont'd) 

Ralston-Purina Toni  alt alt  Buick P&C  alt 

Lever 

(Cont'd) 

Bn<   M 
Lipton $38,500 

Cen    Mills alt  Shulton i 

Feature   Film C.E.   Theatre Chevy  Show Voice  of  Firestone Danny  Thomas Twenty-One Broken  Arrow To   Tell    The Meet  McCraw 

0:z. 

(Cont'd) 

C.E. Chevrolet Firestone Cen    Foods Pharmaceuticals Miles  alt Truth 1 

5150,000 $47,500 TBA Pharmaceuticals 
$33,000 

Bob   Cummings 

program   and 
Hitchcock 

Chevy  Show Welk  Top  Tunes December 5    Star   Theatre Telephone   Time Red  Skelton       R.  J.  Reynolds  alt 

Walt,  '1 

sponsor  not  set Presents 

(Cont'd) 

&    New    Talent 
Bride                Alcoa-Coodyear 

AT&T 

Pet   alt                Chesebrough- 
R 

Bristol-Myers Dodge-Plymouth Cen   Foods 

$40,000 
S.  C.  Johnson 

Ponds s 

Mike  Wallace 
Interview 564,000  Challenge Loretta  Young Studio  One 

Crisis 

program   and       $64,000    Question       program   and 

Wed  N  ' 

Philip  Morris Revlon P&C 

Welk    (Cont'd) 
Westinghouse Ford  alt  TBA sponsor  not  set                Revlon                sponsor  not  set 

Menneil  • 

$15,000 alt  P.   Lorillard 

$79,500 

program    and 
What's    My    Line? 

Helene  Curtis no  network 
program   and 

Studio  One 
Crisis 

program   and TBA program   and 

wvd  N  1 

iC 

sponsor  not  set alt service sponsor  not  set 

(Cont'd) (Cont'd) 

sponsor  not  set 
L&M                  sponsor  not  set 

Sperry-Rand 



R   NET  TV? 

But,  if  ii  is  .1  meal  and  potatoes  sea- 
son, those  Btaples  are  being  well    ;ai 

Dished  uiili  these  ingredients: 

•  Big  dollai  outlay  foi  a  "class" 
product  in  the  new  shows. 

•  \ru  "name"  faces  beading  up 
their  <>\\ n  shows. 

•  \  mass  "l  extravaganza  "specials" 
— probabl)  al  the  rate  "I  one  .1  week 

ng   between   $250,000  and   |  Inn.. 
000  per  Bhow. 

Biggest  trend  in  fall  programing  is 
the  upsurge  in  vocalist-fronted  pro- 

grams.   Of   the   sponsored    -hew-   al- 

read)  set,  In  will  I"-  beadlined  by 
singei  b.  1 1"  rostei  includes :  *  in  new 
Bhowa '  '  risele  Mat  Kenzie,  Patti  P 
Dinah  Shore,  Patrice  Munsel,  Pal 

Boone,  Gu)  Mitchell,  Eddie  I  ishei  and 
Frank  Sinatra;  '  in  shows  retui  ning 
from  last  season  I  Pei  1 )  «  omo  and 
I  1  me-  Ford. 

Othei    highlights  of   I'',. •  Situation  comedy,  variety,  west- 
ern and  drama  are  the  dominant  pro- 

gram t\  pes. 
•  Film  shows  are  outdistancing  live 

foi  the  lii-i  time. 
•  There    are    more    split    sponsoi 

~lii|i-  than  evei   before. 

•  ( losts  continue  t<>  1  ise  '  U\<-  to 
In' ,   <>ii  most  shows  I . 

Program  i\|><»:  While  the  newest 
tiling  i-  the  vocalists,  and  westerns  are 

booming,  situation  ■  omed)  apparentl) 
>iill  i-  the  favored  format    ̂ iili   I 

1  the  In  gesl  share  I  of  pie      5<  1   •  harl 
comparing  sponsored  nighttime  shows 

by    i\  pes    f"i    the    I  •  "f    ili<- 
1956  1 .   and   195"  ons  on 
In.  1  I  In-  .  ombined  lialf  houi  and 

houi  variety  1  ategoi  \  i-  1  unning  in 

1  lose  set  ond  pla<  e  with  II' !  f"i  the 
<  oming  season,  up  ovei  last  veai  - 
II..  \\  estei  n-  1  mi  1  ombining 
houi  and  half-houi  !  show  an  in<  n  wt 

also  h  iili  I  _"  .  this  -•  ason  .1-  .  om- 
1  ired  i"  '"  ._.• ,  last.  However,  the 
westerns  figure  may  zoom  highei  when 
the  final  enti  ies  are  ill  in.  NBI  I  \ 
has  two  westerns  il  is  pushing  and 
\l!<  I  \  has  three  tentatively  planned 
for  Saturday   night. 

Drama  and  quiz-panel  al  this  time 

■' 

_  ,   _ -  - 

NBC 

TH  U  R  S  D  AY 
ABC  CBS  NBC 

F  R I  D  AY 

ABC  CBS  NBC 

S  ATU  R  D  AY 
ABC  CBS  NBC 

W.igon   Train 

sponsor   TBA 

Circus   Boy 

Mars  alt Kellogg Sgt.   Preston 
Quaker    Oats 

Tic   Tac    Dough 

Warner-Lambert 
alt   TBA 

S25.000 

Rm  Tin  Tin 
Nabisco program    and sponsor  not  set program    and sponsor  not  set program    and 

sponsor  not  set Perry    Mason Purex    alt    TBA 

S87.000hr 

People   Arc   Funny 

R     ]     Reynolds  alt 
Tom 

J 

i 
< 

■ 

M 

Wagon    Train 

Cont'd' 

Zorro 

7-Up  alt 
A.  C.  Spark   Plugs 

$45,500 

Harbourmaster 

R     |.   Reynolds 

•II    TBA $38,000 

You  Bet  Your  Life 
Toni    alt 

DcSoto 

|im    Bowie Amcr  Chicle   alt 

TBA 

TBA 
Cen  Foods 

alt   Spcrry- 
Rand 

Court   of   Last 

Resort 
P    Lonll.ird 
$28,000 

program    and sponsor  not  set 
Perry    Mason 

Cont'd' 

Perry  Como 
Kleenex Noxzcma 

Amcr  Dairy 

Knomark RCA  &  Whirlpool 

Sunbeam 

1 Father   Knows 
Best 

Scott    Paper 

Real   McCoys 

Sylvania 
S35.000 

Climax 
Chrysler 

Dragnet 
L&M  alt  Schick 

Patrice    Munsel 
Buick    alt 

Frigidaire 

S45.000 

Zanc  Crcy 

Cen  Foods  alt  Ford 

Life  of   Riley 

Lever  alt  Kleenex program    and 
sponsor  not  set 

program    and sponsor   not   set 

Perry    Como 

(Cont'd) 

in Kraft  Theatre 
Kraft 

Pat    Boone 

Chevrolet 

$45,000 Climax    'Cont'd' 

People's  Choice 
Borden  alt  TBA 

Frank  Sinatra 

Chesterfield 

S67.500 

Mr.  Adams  &  Eve 

R.  |.  Reynolds  alt Colgate 

Manhunt 
Amcr  Tobacco 

alt    TBA 
S3!  000 

Lawrence  Welk 
Dodge 

Calc  Storm Nestle  alt 
H     Curtis 

TBA L&M    alt    Max 

Factor 

■crct 

Kraft    (Cont'd* 

OSS 

Menncn 
$28,750 

Playhouse  90 
Bristol-Myers 

Philip   Morris 

Kimberly-Clark 
Amcr    Cas 

Yi  hr  alt  wks  TBA 

Tenn   Ernie   Ford 

Show 
Ford 

Date  With  Angels 

Plymouth 
S38.000 

Schliti  Playhouse 

Schilti TBA 
Campbell  alt  TBA 

Welk    'Cont'd' 

Have   Cun 
Will  Travel 

Lever  alt 

Whitehall 

S33.000 

Cisclc    MacKcnzic 

Scott  Paper  alt 

Schick S46  000 

Ion 

TMre 

This   Is  Your   Life 
P&C 

Navy  Log 

U.   S.    Rubber 
Playhouse   90 

'Cont'd' 

Lux  Video  Theatre 

Lever  Bros. program    and 
sponsor  not  set 

Line    Up 

P&C  alt 

Brown  & 
Williamson 

Cavalcade  of 

Sports 

Gillette 

Cuy  Mitchell 
Rcvlon 
$47,000 

Gunsmoke 

L&M 

|ane   Wyman 
Quaker    Oats 

fit; 
no  network 

service 
program    and 

sponsor  not  set 

Playhouse  90 

'Cont'd! 

Lux  Video  Theatre 

iCont'd' 

program    and 
sponsor  not  set 

Person    to    Person 
Time  alt 

Amer  Oil  &  Hamm 

Cavalcade  of 

Sports 
[Cont'd! 

Red    Barber's 

Corner 
State  Farm 
Insurance 

program    and sponsor  not  set 
program    and 

sponsor  not  set 

Hit   Parade 

Amer  Tob  alt  Toni 



Illllllllllllllllllllllllllllllllllllllllllll 

Situation  comedy  is  still  the  most  numerous  nighttime 

show  type 

1956-57 1957-58 

SHOW    TYPES NO. % 
NO. 

% 
Adventure 8 7 8 8 

Comedy 2 2 1 1 

Drama  1  hr 
14 

12 7 7 

Drama  VL'  hr 11 

9'/2 

8 8 

Drama  1Y>  hr 1 1 1 1 

Documentary 1 1 2 2 

Feature  Film 2 2 1 1 

Interview 2 2 2 2 

Misc. 6 

5 '/a 

5 5 

Music  1  hr 1 1 2 2 

Music  y2  hr 2 2 2 2 

Mystery  1  hi 
— — 2 2 

Mysterj   *  '■>  hr 
5 4 6 6 

Quiz-Panel 15 
13 

9 9 

Sit.  Comedy 
17 15 

15 
15 

Sport 
3 

2'/2 

3 3 

Variety  1  hr 8 7 6 6 

Variety  %  hr 5 4 8 8 

Western  1  hr 1 1 2 2 

Western  %  hr 10 
8'/2 

10 

10 

TOTAL 114 
100% 100 

100% 

Chart  does  not  include  programs  with  co-op  or  participating  sponsors 

L957  58   figures    are  as   of  presstime  and  not    final. 

liilllllllllllllllllllllllllllllllll   ,!■:      !':      ,!ll::      ■:'':.::'       ;7    ..il'"      ,11'        .,;  II   Illj||llllllill|||||||illlll||||||||il 

show  the  biggest  drop  comparing  this 

coming  season  to  last.  Hour  dramas 

dropped  from  12  to  7%,  half-hour 
dramas  from  9%  to  8%  and  quiz- 
panel  from  13  to  9%.  So  far  only  one 

new  quiz,  and  a  copy  of  a  successful 

daytimer  at  that,  has  been  added  t<> 

the  fall  list.  This  is  NBC  TV's  Tac  Tac 
Dough. 

Two    other    categories    to    note    are 

adventure  and  mystery.  Both  of  these 

have  made  slight  gains.  Adventure  is 

up  1%  and  half-hour  mystery  is  up 

2%.  Two  mystery  shows  of  hour 
length  also  turn  up  this  year.  The  re- 

surgence of  the  mystery  format  may 
be  a  trend  to  watch.  (Note:  sponsor 

uses  the  term  mystery  in  a  broad  sense 

to  encompass  detective,  police  and 

suspense-myster)   dramas  as  well.) 

|l||lllllllll!llllllllllllll!llll!llll!llll!lllll!llllllllllll!lll!ll!llllllllllllllll   I   !'  ilHil' ';:'!ilill!'':i;!'|iiT  iMili'!!!1  iiri'"-!^'!!''!!^ 

More  than  half  of  nighttime  shows  next  season  will  he  film 

LIVE FILM 

SEASON NO. 

°0 

NO. % 

1956-57 

351/2 
53% 

32 

47% 

1957-58 26 
46i/2  % 

30 

5314  % 

I    Ini  lu<   i'  "i    M1 1  li  [pkting  hours; 

.1     of  press!  [me  and   not    tlnal. 

■■in m 

Film  vs.  live  shows:  While  filmed 

hours  are  ahead  of  live  hours  I  again 

this  is  in  reference  to  nighttime  spon- 
sored time  onl\  1  for  the  first  time  this 

coming  season,  that  unfilled  one- 
quarter  of  the  schedule  could  change 

the  balance.  In  the  1957-58  picture, 

as  of  now.  film  is  ~' \  ahead  of  live. 

At  the  beginning  of  the  1956-57  sea- 
son live  was  6%  ahead  of  film.  I  See 

chart  appearing  directl)  at  left.  1 

Split  sponsorships:  Not  unexpect- 
ed is  the  rise  in  alternate  and  multiple 

sponsorships.  At  the  beginning  of  the 
1956-57  season  there  were  60  single 

sponsors  to  51  who  shared  shows. 

Which  means  46'  <  of  that  season's 
shows  had  multiple  sponsors.  The 

coming  fall  there  are  51  single  and  48 

split,  so  far. 

Costs:  While  costs  of  the  returning 

shows  are  going  up  from  5  to  10%, 

costs  of  new  programs  run  even  high- 

er. The  quality  factor  is  the  main  rea- 
son here.  Below  are  average  costs  of 

the  brand  new  shows  b\  t\  pes  as  com- 
pared to  the  average  costs  of  the  same 

type  as  of  last  November : 
TYPE  1956-57  1957-58 

Drama  lhr  $59,000         $83,250 

Drama   Mir         ...  34,300 ...        11.250 

Sit   Comedy  ...  36,500  ...        17.500 

Varietj    lhr  ...61,300  ......  121,500 

Variet)    Y2\a  46.200..        in. 100 Adventure  ...34,000  ..        36,500 

i  Note:  the  1956-57  figures  in  the 

above  chart  include  both  new  pro- 
grams and  returning  shows.) 

Since  sponsor's  fall  network  tv  pro- 
gram schedule  preview  starts  at  7:30, 

several  earh  Sundaj  evening  programs 

are  not  shown:  )  ou  Asked  For  It, 

ABC  TV,  7-7:30  p.m.:  The  20th  Cen- 
tury, CBS  TV,  6:30-7  p.m.  (gross  cost: 

$45,000)  :  and  Lassie.  CBS  t\  .  7-7  :3fl 
p.m.  Also  the  Monda\  through  Friday 

news  shows  at  7:15-7:30  p.m.  on  all 
three  networks  are  not  shown. 

At  presstime:  It  looks  like  Wire 

Service  will  again  show  up  on  the 

ABC  TV  schedule.  R.  J.  Reynolds  will 

sponsor  a  new  half-hour  version  of  the 
show  on  Monda)  night.  Time  is  not 

set  as  \et  and  perhaps  Bold  Journey 

and  Voice  of  Firestone,  the  8:30  and 
9  p.m.  shows  may  be  juggled.  On 

CBS  TV  a  good  possibility  for  the 

8:30  spot  Saturday  night  is  the  British- 
made  film  Dick  &  the  Duchess  with 

Mogen  David  Wine  picking  up  half 
the  tab.  ^ 

in 

SPONSOR 1  jlne  1957 



CAMPBELL'S    NEW    ADVERTISING 
TEAM    TWO    YEARS    LATER 

Product  manager  system  has  proved   it*«li   in  t\>o  years,  decentralizing 

multi-million  media  decisions,   yet   coordinating  at    marketing   \.|>.   leve 

M lodem  advertising  management 
techniques  are  enjoying  a  rare  triumph 

.\i  iht-  ( lampbell  Soup  < .<<■  in  ( iamden, 
Y  J.,  where  a  Bemi-baronial  nineteenth 
ccntun   atmosphere  had  reigned  until 
;l   few    -holt    \  i\ll»   ago. 

The  Spartan,  stripped  down,  crowded 

offices  of  Campbell's  headquarters  are 
witnessing  a  marketing  and  advertising 
revolution  that  austere  founder-presi- 
drill  Dr.  Jnlin  T.  Dorrance  l>i>tli  anti<  i- 

pated  and  abhorred.  The  part  he 
anticipated  as  far  back  as  1904  was 

the    company's    need    f< >r    continuous 

and  lavish  consume)  advertising,  the 
aspects  thai  might  have  disturbed  his 

somewhat  paternal  approach  i"  In- 
business  empire  is  the  remarkable  dele- 

gation ol  responsibilities  thai  has  gone 

hand  in  hand  with  Campbell's  market- 
ing revolution. 

The  policies  that  have  given  Camp- 

bell Soup  Co.  some  four-fifths  "I  ih<- 
I  .  S.  —  < « *  1 1 »  market  have  always  been 

long  on  hard-hitting,  >li<  k  consumer 

advertising,  ["here's  been  little  change 
in  the  firm's  successful  advertising 
loi  inula,  be  ii  \  ia  netwoi  k  i\    i  Lassie 

and  On  Trial),  its  spot  radio-h 
acti\  ii\ .  <>r  pt  ini  campaigns. 

Hie  executive-shaking  revolution  a<  • 
tuall)  has  occurred  in  the  ways  market- 

ing and  .k^ ei i ising  de<  isions  an 
made,  administered  and  i  oordinated 

with  Campbell's  four  advertising  agen- 
cies, I  BBDt  >.  Leo  Burnett,  Needham, 

Louis  ̂    Broi  b)    and    I  atham-l  .t\n\.  • 
I  Issentiallj .  the  change  « an  be 

summed  up  as  a  shift  from  highl) 
i  ent  i  alized  advei  tising  management 
under  one  man  reporting  i"  the  presi- 

dent  i"  a  decentralized,   product-man- 

Marketing  v.p.  John  McGlinn   (seated)   plan-  doll  offei  with  Henrj  Stevens  (1.)   marketing  mgi    ol  "heat"  soups,  liill  Hackenberg,  prom 



Tv  Commercials  for  lieat-prore— ed  -< > 1 1 p-  are  planned  by  ( 1.  to  r. 

standing)  W.  P.  MacFarland.  product  ad  mgr. ;  J.  Damon,  ass't  a  e, 
BBDO;   II.  Brown,  i\  acct.  superv.,  BBDO:  II.  L.  Stevens,  marketing 

mgr.  of  soups;  (1.  to  r.  seated)  Jean  Rindlaub,  creative  v. p..  BBDO, 

McD.  Gillespie,  acct.  v. p..  acct.  superv..  BBDO:  Marge  Fowler,  tv 

comm'l  superv..  BBDO.  Plans  are  reviewed  by  marketing  \.p.  MeGlinn 

ager  system,  coordinated  by  marketing 

v.p.  John  MeGlinn. 

I  lie  stages  in  a  campaign,  for  ex- 
ample the  decision  to  buy  a  particular 

network  tv  property,  are  as  clear-cut 

as  those  in  the  preparation  of  Camp- 
bell s  well-known  chicken  noodle  soup. 

In  line  with  Dr.  John  Dorrances  stoic 

concept  of  human  nature,  the  creativ- 
ity of  an  idea,  no  matter  how  brilliant, 

never  takes  precedence  over  the  routine 

prescribed  for  developing  it. 
By  the  time  an  advertising  decision, 

be  it  media  or  copy  or  an  over-all  new 
strategy,  emerges  through  the  com- 

bined Campbell-agency  effort,  it  has 
been  thoroughly  peeled,  scraped, 
cleaned  and  tested,  and  the  likelihood 

of  a  booboo  is  fractionalized.  to  say 
the  least. 

Does  this  mean  that  the  Campbell 

Soup  system  of  developing  a  market- 

ing-advertising strategy  i>  so  foolproof 
that  it  takes  the  gamble  out  of  tv? 

Not  entirely.  You  can  feed,  breed 

and  pluck  chickens  in  a  prescribed 
way,  but  no  matter  what  kind  of 

formula  you  develop  for  a  top-rated 

network  tv  vehicle,  vou  can't  predict 
the  ways  and  wax  wardness  of  the  U.  S. 

viewing  public.  Campbell  Soup  found 
this  out  with  Sound  Stage,  for  instance, 

which  had  something  less  than  a  spec- 

tacular run  on  NBC  TV  some  three 

years  ago.  On  the  other  hand.  Lassie 

on  CBS  TV  has  pulled  consistently 

good  ratings,  and,  more  important  to 

Campbell's  pragmatic  marketing  group, 
good  sales  results,  judging  from  num- 

erous inside  research  studies. 

"If  the  networks  went  wrong  last 
fall  season  and  their  experts  did  on 

the  tv  taste  of  the  public,  it's  reason- 
able to  suppose  that  hiring  one  man 

as  a  tv  expert  within  the  company 

wouldn't  be  the  solution."  John 
MeGlinn  told  SPONSOR. 

A  tall,  handsome  man  in  his  early 

forties,  MeGlinn  originally  started  with 

Campbell  as  a  retail  salesman  in  Phila- 
delphia in  1934.  He  rose  through  the 

sales  and  product  marketing  ranks  to 

become  v.p.  in  charge  of  marketing  in 

March  1956.  succeeding  Clarence  E. 

Eldridge.  previously  of  General  Foods. 

ARTICLE     IN     BRIEF 

Campbell's  "marketing  revolution," 
now  time-tested  after  two  years,  de- 

centralized advertising  management, 

except  on  network  tv  level.  Coordi- 
nator-in-chief is  the  marketing  v.p.  to 

whom  sales  and  admen  report.  But 
ad     director     coordinates     advertising. 

The  purpose  of  the  new  organization 
of  advertising  and  marketing  manage- 

ment is  double-edged:  (  1 1  The  growth 

of  the  company  has  been  so  phenome- 
nal in  terms  of  dollar  sales  ( some 

$140  million  in  1946  to  nearly  S430 
million  in  1956)  and  in  complexity 

I  from  34  products  in  1947  to  more 
than  80  today  I .  that  Campbell  had  to 

outgrow  its  feudal  origins  in  advertis- 
ing as  well  as  all  other  operations  in 

order  to  remain  healthy. 

(2)  The  complexity  and  high-cost  of 

media  and  the  growth  of  Campbell's 
advertising  budget  I  today  estimated  at 

being  in  excess  of  ?20  million  I  dic- 
tated a  more  scientific  approach  to 

advertising-decision   making. 

"Our  product-manager  s\  stem,  which 
is  relatively  unchanged  since  we  began 
it  in  1954.  gives  us  checks  and 
balances  between  advertising  and  sales 

strategy."  MeGlinn  told  sponsor.  "It also  helps  our  people  work  efficiently 

with  our  agencies  and  profit  the  most 

from  our  agencies'  services." From  the  time  in  1954  when  Camp- 
bell changed  from  a  virtual  house 

agency,  Ward  \\  heelock  Co.  in  Phila- 
delphia, to  its  four-agency  set-up.  the 

firms  tendencx  to  extract  every  ounce 

of  juice  from  its  agencies'  services  has 
become  proverbial  with  Campbell. 

42 
SPONSOR 1  jlne  1957 



I  [ere  then  is  ho*  an  ail  media  plan 

emerges  from  the  austere  bullpens  "i 

Campbell's  advertising  department  and 
how  Campbell's  advertising  and  mar- 
keting  manpower  meshes  with  agencj 
creative  men  i<>  develop  .1  campaign: 

►  The  marketing  />/</».  <  *»i  1  01  this 
I  asic  document,  several  hundred  pages 
thick,  come  all  the  ideas  that  will 

eventuall)  represent  Campbell  Soup 
advertising  on  the  ail  oi   in  print. 

I  ach  of  the  four  product  groups 

(heat-processed  -< >u | >-.  frozen  -< >u | >-. 
I  ranco-American  products  and  juices, 
.mil  Frozen  Swanson)  develops  its  own 

marketing  plan  from  a  statement  ol 

facts  to  a  thorough  analysis  "I  prob- 
lems ami  recommended  solutions.  I  he 

statement  of  lads  include-  everything 

from  product  history,  t"  production 

details  and  sales  and  advertising  his- 
tory. (This  part  <>f  tlic  marketing  plan, 

incidentally,  will  be  kept  intact  starting 

tlii-  year,  except  for  annual  updating, 
to  avoid  a  continuous  going  over  the 
same  material  year  after  year.) 

"\\  e're  not  the  <>nl\  ones  im olved 

in  making  up  these  marketing  plan-. 

says  McGlinn.  "  \i  our  agencies  every- 
one from  account  supervisors,  account 

executives  to  research  people,  media. 

cop)  and  everj  component  of  agencj 
service  imaginable  contributes  to  this 

annual  volume  of  our  problems  and 

objecth  es.' 
►  Budget  recommendation.  Basic- 

ally,  n:one\  recommendations  stem 
from  within  the  Campbell  marketing 
department.  The  individual  product 
marketing  manager  responsible  for  his 

plan  lias  some  concept  about  the 
amount  ol  monej  he  \\ill  require  to 

execute  the  idea-  he  and  the  agent  5 
have  discu  sed  in  a  preliminary  waj 
between    August  and  January . 

f>\    January,   he  eets  together   with 

Network  tv  buys  lik<    I  assie  ai   rdinated  foi  <   impbell  producl  groups  bj  ad 
in;:  directoi  Res  Budd.     He  1   1-  producl  admen  to  find  oul  theii  network  l>u«l^<  1  -.  ■ 
then  works  with  ageni  ies  to  find  right  program.     Produi  1-  then  share  the  shon  and  b 

McGlinn,  more  or  less  informally,  and 

tells  him  w  hat  sort  ol  budget  he  has  in 
mind.  McGlinn,  knowing  his  total  ap 

propi  iation,  can  then  guide  the  appro 
priation  ol  hi-  four  producl  marketing 
managers. 

rhese     in     turn     then     inform     llicii 

agencies  on  the  range  of  their  budgets, 
so  that  the  sgencj  presentation  will  nol 
be  out  of  proportion  with  fiscal  reality. 
►  Presentations.     Between    1    Maj 

and    1")  \la\   each  year,  the  four  agen- 
-    -end   their  top  account   people  out 

to  Camden  on  the  7:30  a.m.  Philadel- 

phia express,  and  there,   in   ,1  confer- 

ence ion in  filled  with  the  pun 

aroma  of  soup  rather  than  cigarette 
-moke,  the  agent  ies  make  their  pre- 

sentations to  McGlinn,  Rez  Budd, 

director  of  advertising,  Gordon  Scow- 
( roft.  directoi  ol  marketing  dei  elop- 

ment,  the  producl  marketing  man 
and  the  product  ad  manager  com  erned. 

Invariably,  BBDO  a-  the  agencj  for 
the    heat-processed    f   Is,    which    ai  - 

count  for  the  bulk  of  Campbell's  sales 
and  the  major  chunk  of  it-  ad  budget. 
kick-  o|f  the  presentation.    BBDO 

eralK   has  a  lull  da)   "i   more  to  state 
:t-  1  ts  '..    It  i-  then  I  illowed  1>\   Need- 
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CAMPBELL'S    NEW    TEAM     roniinued  . 

ham,  Louis  &  Brorby,  Leo  Burnett 

and  Tatham-Laird,  who  generally  also 
get  at  least  a  day  each. 

According  to  some  agency  spokes- 

men who  profer  anonymity,  these  pre- 

-i  ntations  can  be  "downright  brutal. 
Between  getting  questions  shot  at  you 

and  changes  'suggested'  to  you.  and 
not  being  able  to  smoke,  you  can  go 

"lit  of  your  mind." 
But  once  the  presentation  has  been 

accepted,  the  chances  are  that  there 

will  be  few,  if  any,  major  changes 
between  that  time  and  the  earning  out 

of  the  advertising  plans.  "Once  you've 

passed  that  firing  line,  you're  in  good 

shape,"  one  agencyman  told  sponsor. 
"That  is.  providing  vour  film  commer- 

cials have  a  perfect  sound  track,  the 
animation  is  smooth  enough  to  run 
away  with  all  the  art  awards,  and 

above  all,  the  product  makes  you  want 
to  eat  soup  even  though  \  ou  break 

out  in  hives  from  it." 
Actually,  the  presentations  in  early 

May  follow  the  first  work  on  the 

marketing  plan  1>\  some  six  months. 
Before  these  presentations  are  made, 

the  Campbell  product  managers  (mar- 
keting and  advertising  both  I.  McGlinn, 

Budd  and  Scowcroft  have  already  re- 

viewed the  agency's  marketing  plans in  written  form. 

"This  w  i  itten  marketing  plan."  Budd 
told  sponsor,  "Is  actually  the  product 
of  combined  agency-Campbell  effort. 
The  product  advertising  and  market- 

ing managers  work  constantly  with  the 

agency  account  men  in  pulling  to- 
gether the  facts  and  analyzing  them 

prior  to  the  final  writing  of  this  report. 
By  the  time  the  agencies  make  their 

presentations,  we've  tentatively  ap- 
proved  budget  recommendations  and 

other  basics.  During  the  presentation 

we  want  to  review  advertising  ap- 
proaches, see  tv  story  boards  to  evalu- 

ate the  theme  and  see  how  it'll  sell. 
We  want  to  hear  audition  tapes  or 

records   for   radio   commercials." 

►  Program  choice.  This  part  of  the 
job  is  handled  separately  from  the 

formal  1-15  May  agenc\  presentations. 

"  \n\  thing  our  agencies  recommend, 

we  look  at,"  says  McGlinn.  "But  since 
the  availability  of  good  programing 

doesn  t  coincide  with  our  rigorous 

schedule,  we  screen  shows  year-'round. 
rather  than  on  a  time  table." 

In  other  words,  like  anv  other 

sophisticated  air  media  advertiser  to- 
da\.  Campbell  Soup  keeps  a  continuous 
weather  eye  out  for  new  and  better 

properties  as  possible  replacements  for 

their  existing  shows  when  these  either 

outlive  their  contract  or  their  popu- 
larity . 

On  the  other  hand,  a  basic  all \  new- 
network  tv  bu\.  involving  adding  a 

new  time  period,  for  instance,  might 

come  out  of  the  marketing  plan  and 

the    subsequent    agencv     presentations. 
Sometimes,  three  or  four  weeks  can 

elapse  after  an  agency  presentation, 

before  the  plans  recommended  can  be 

considered  "final."'  For  this  "finality," 
the  agencv  must  make  a  formal  pre- 

sentation not  only  before  the  same 

group  that  saw  it  previously,  but  also 
before  Bev  Murphy,  the  youthful  (49- 

v  ear-old  I  president  of  Campbell,  under 
whom  the  firm  put  up  a  fraction  of  its 
stock  for  public  ownership  in  1955 
for  the  first  time  in  its  history. 

Since  Murph)  ha<  been  kept  abreast 
all  along  hv  McGlinn  of  the  market- 

ing thinking  and  strategy  as  it  de- 
veloped, the  last  presentation  is  the  re- 

sult of  joint  effort.  Perhaps  nine  times 
out  of  10,  Murphy  tends  to  approve 

the  entire  plan.  He's  had  ample  chance 
to  modify  or  influence  it  prior  to  the 

formal  presentation  through  consulta- 
tions with  McGlinn. 

Tv  requires  high-level  decision 

VA  hen  it  comes  to  screening  a  new 

tv  show,  which  is  not  part  of  the 

formal  Mav  presentation,  it's  unlikelv 
that  a  final  decision  to  buy  would  be 

made  without  Murphy's  approval.  The 
moneys  involved  in  a  major  television 
decision  have  brought  tv  advertising 

decisions  to  a  higher  level  than  the 
less  binding  decisions  in  other  media. 

►  Coordinating  tv  buys.  While  the 

decision  to  buv  is  a  joint  effort  involv- 

ing possibly  Murphy,  but  always 
McGlinn.  Budd,  Scowcroft  and  one  or 

several  groups  of  product  executives, 
the  coordination  of  a  tv  buv  is  pretty 

much  the  province  of  Rex  Budd.  as  the 
corporate  advertising  director  and  Jim 
Shenfield.  director  product  marketing. 

"The  advertising  department  oper- 

ates in  a  staff  capacity  as  consultants." 
says  Budd.  "We  have  over-all  respon- 

sibility for  anv  advertising  that  cuts 

across  product  lines,  such  as  the  cur- 

rent qualit\  campaign  on  ingredients." 
No  buying  decision  is  made  before 

Budd  pools  the  product  managers  to 
find  out  ill  whether  thev  feel  need 

for  nighttime  network  tv:  (2)  whether 

they  like  the  choice  of  time  and  pro- 
graining:  (3 1  whether  and  how  much 
thev  can  contribute  to  the  cost. 

If  Budd's  department  found  out 
from  such  a  survey  that,  for  example, 
frozen  foods  could  put  up  SI  million, 

Franco-American,  $750,000  for  a 
nighttime  tv  effort,  then  Budd  would 

go  to  work  to  find  a  show  to  co- 

sponsor. 
►  Agency  relations.  Says  Budd: 

"We  feel  that  the  multiple-agency  set- 

up parallels  our  own  decentralization. 
Back  in  1947  we  were  marketing  34 

products,  now  it's  over  80.  That's  just another  indication  of  our  need  for  de- 
centralization. Each  product  group  has 

its  own  agency,  and  we  believe  this 

prevents  our  getting  'the  5:15  treat- ment. In  a  way.  the  agencies  compete 
with  each  other  to  render  the  best 

possible  service  to  the  segment  of  our 

business   they've   got   as   clients.' 
"We  feel  four  agencies  are  just  right 

for  our  size,"  Budd  told  sponsor.  "If 

we  split  our  billing  too  much,  we'd 
dilute  it  and  get  less  service." 

After  its  39-year  association  with 
Ward  Wheelock  Co..  Campbell  picked 

BBDO  for  the  heat-processed  soups  in 

1954.  Leo  Burnett  handles  Franco- 
American  products  and  tomato  juice. 

"We  felt,  with  the  acquisition  of  Swan- 
son  1 1955  I  that  we  should  have  Tat- 

ham-Laird stay  on  some  frozen  foods." 
Needham,  Louis  &  Brorby  handles  pork 

and  beans  and  V-8. 

\\  bile  Campbell  Soup  uses  every 

service  its  agencies  offer  (from  pro- 
motion to  marketing  to  research)  to 

the  fullest,  the  company  does  dupli- 
cate some  of  these  services  purposely. 

For  instance,  there's  a  media  super- 
visor under  Rex  Budd.  who  mainly 

checks  on  the  spot  schedules  the  agen- 
cies buv  for  the  various  products, 

sees  media  reps  to  keep  up  to  date 
on  new  market  and  media  trends. 

Network  salesmen  tend  to  see  Budd 

or  the  product  men.  Whereas  on  a 

problem  of  clearing  more  stations  for 

a  particular  network  tv  show,  the  nego- 
tiations might  involve  McGlinn  and  a network  v. p. 

"We  never  refer  the  reps  to  our 

agencies  without  seeing  them.  Our 

door's  always  open."  says  Budd.  "Of 
course,  we  want  them  to  see  the 

agencv,  but  we  also  feel  that  we  have 
to  be  well-rounded  ourselves.  The 

rep  can  keep  us  informed  on  what 
the  market  is  on  tv  time.  \\  e  like  to 

know  what  the  co-sponsorship  trends 

are.  We  want  to  be  informed  on  pro- 
graming news,  time  trends.  This  helps 

us  make  wiser  buvin«  decisions."   ̂  
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The  relaxed 
sell . . . 
This  fellow's  no  dummy.  He  can  afford 

to  relax  because  he  has  seasoned  professionals 

working  for  him  — people  like  Martha  Wright, 

Jim  McKay,  John  Henry  Faulk.  Galen 

Drake,  Lanny  Ross,  Jim  Lowe  and  Jack  Sterling. 

Their  easy-going,  confident  approach  brings 

them  and  their  products  right  to  the  heart  of  the 

family  circle  . . .  And  it's  a  fact  that  more 

different  families  are  listening  to  WCBS  Radio 

than  to  any  other  station  in  the  New  York  area.* 

This  vast  audience  not  only  listens  but 

trusts  the  WCBS  pros  . . .  and  buys  what  they 

have  to  sell.  So  pull  up  a  desk  and  lie  down. 

Just  call  Buck  Hurst  at  WCBS  Radio 

or  CBS  Radio  Spot  Sales  at  PLaza  1-2345. 

New  I ™WCBS  RADIO 

'  I' A     \ 



NETWORK   RADIO'S  CURRENT   CLIENTS 

Compilation  of  program  time 

bought  by  advertisers  and  brands 

is  shown  below  by  network 

I  he  first  in  a  series  of  current  network  radio  client  lists  appears  be- 

low as  a  supplement  to  last  issue's  Radio  Basics.  Henceforth,  an  up-to- 
date  roster  will  appear  with  ever)  Radio  Basics  section.  The  list  shows 

program  time  bought  per  week.  In  the  case  of  NBC.  commercials  shorter 

than  a  minute  are  listed  separately.  Each  minute  commercial  purchased 

on  NBC  is  arbitrarily  credited  as  five  minutes  of  program  time.  Except 

for  CBS.  where  the  period  covered  is  the  week  ending  25  May,  all 

data  cover  clients  and  brands  on  air  during  the  week  beginning  25  May 

ABC 
Admiral:  appliances;   Breakfast  Club:   Ml':  25  min. 
Allstate  Insurance:  auto  insurance;  Mel  Allen:  M-F:  50  min. 
American  Bird  Food:  bird  food;   Breakfast  Club;  M;  5  min. 

AFL-CIO:  institutional;  Ed.  P.   Morgan;   M-F;  75  min.;  /.  W.  Van- 
dercook;    M-F;    25   min. 

Amino  Products:  Ac'cent;   Breakfast  Club;   W;   5  min. 
Asco    Electronics:    Flea   Guard,    Magic   Mite   Ball;    Breakfast    Club: 
Tu.Th:    10   min. 

Assemblies  of  God:  religious;  Revivaltime ;  Su;  30  min. 

Atlantic  Sales:  French's  bird  food  products;  My  True  Story;  W,F  & 
Tu,Th;   alt.  wks. 
Ball  Bros.:  home  canning  prod.;  Breakfast  Club;  Tu-F;  20  min. 
Bankers  Life  &  Casualty:  White  Cross  Hospital  Plan:  Paul  Harvey; 

Su;    15  min. 
Beech  Nut:  Beech-Nut  gum;  Breakfast  Club;  Tu,W,F;   15  min. 

Bridgeport  Brass:  various  insecticides;   When  A  Girl  Marries;  Tu-F; 
20  min. 

Bristol-Myers:    Bufferin;     Breakfast    Club:     M,W,F;     15    min.;     Sal 
Hepatica:   Breakfast  Club;  M.W.F;   15  min. 
Campana  Sales:  Ayds,  Italian  Balm;   Breakfast  Club;   M;   5  min. 
Corling  Brewing:  Red  Cap  Ale:  Martin  Block  Show:  F,Sa;   100  min. 
Dixie  Cup:  paper  cups  &  plates:  Breakfast  Club;  W;  5  min. 
Dow  Chemical:  agricultural  prod.:   Red  Foley  Shoiv;  Sa:   30  min. 
Drackett:  Windex.  Drano;   Breakfast  Club;  W.Th.F;   15  min. 

Dromedary:  cake  mixes;  My  True  Story:  Tii.Th;   10  min.;    When  A 
Girl   Marries:   W.F:    10  min.;    Whispering  Streets;  Th;   5  min. 

Duffy-Mott:  Sunsweet  prune  juice;  Breakfast  Club:  Tu.Th;   10  min. 
Ex-Lax:   Ex-Lax,  Jests;   My  True  Story;  M.W.F;    15  min. 
Firestone:  tires,  velon.  others;   Voice  of  Firestone;  M;  30  min. 
Food  Specialties:  Appian  Way  pizza  pie;  Breakfast  Club;  Tu;  5  min. 

Foster-Milburn:  Doan's  pills:    My  True  Story;  Th;  15  min.;   Whisper- 
ing Streets;  Tu ;  5  min. 

General    Foods:    Calumet;     Breakfast    Club;    Tu;    5    min.;    Jell-O: 
Brail,  last  Club;   M.W.F;    15  min.;   My  True  Story;    W.F;    10  min.: 
When   a   Girl    Marries:    Tu.Th;    10   min.:    Whistiering  Streets:    W.F; 

10    min.:    Kool-Aid:    Breakfast    Club;    M-F;    25    min.;    La    France: 
Ureal,  lust   Club;    _M.Tu.Tli:    15  min.;    Post  Cereals;    Breakfast  Club: 

M-F;  25  min. 
Gospel  Broadcasting  Assn.:  religious:  Old  Fashioned  Recital  Hour: 
Su:   60  min. 

Billy  Graham:  religion*:   Hour  of  Decision:   Su:   30  min. 
Highland  Church  of  Christ:  religious:  Herald  of  Truth;  Su:  30  min. 
Charles  E.   Hires  Co.:  Hires  Root  Beer;    Weekday  Newscasts:   M-F; 
100  min. 

La  Choy:  Chinese  foods;   Breakfast  Club:  M.W:    10  min. 

Midas  Muffler:  auto  mufflers;   Weekday   Newscasts;   M-F;  25  min. 
Milner  Products:  Perma  Starch.  Pine-Sol;  Breakfast  Club:  M:  5  min. 
Mishawaha  Rubber  &  Woolen  Mfg.:  casual  shoes;  Breakfast  Club; 
Tu.Th;   10  min. 

National   Brands,  div.  of  Sterling   Drug:   Dr.   Caldwell's;    Sunshine 
Boys:  M-F:  25  min. 
Norwich-Pharmocal:  Pepto-Bismol;    Weekend  Newscasts:   Sa.Su;   90 
min. 

NOTE:     Data   on    time    purchased    refers    to    weekly    brand    or    advertiser    total    I 
program,       Time     bought     for    particular    brands     is     shown     white     possible,       In     cases 
where    groups  i     I      precede    a    show    or    group    of    shows,    it    was    not    possible    to 
pinpoint    which    brands    were    advertised    on    each    show    or    on    which    days    of    the    week 

Oral    Roberts    Evangelistic    Assn.:    religious;    Oral    Roberts'    Broad- i  a  sis  :   Su  :  30  min. 

Paine,  Webber,  Jackson  &  Curtis:   institutional;   Business  &  Finan- 
cial Hour:   .M.W.F:    15  min. 

Radio  Bible  Class:  religion-:  Radio  Bible  Class;  Su;  60  min. 
Renuzit  Home  Products:  cleaning  fluid-,  air  sprays,  etc.;  Jack  Paar 
Show;  Th:  5  min. 

R.  J.  Reynolds:  Camel:   Weekday  Newscasts:  M-F:    100  min.:    Week- 
end Newscasts;  Sa.Su;  90  min. 

Sandura  Company:  floor  covering;   Breakfast  Club;  Th;  5  min. 

Sterling    Drug    Company:    Phillips    Tooth    Paste;    My    True    Story; 
Tu.Th;  10  min.;  Ant  Prufe  &  Roach  Prufe;  My  True  Story;  Tu.Th; 
10  min. 

Voice  of  Prophecy:  institutional;   Voice  of  Prophecy;  Su;  30  min. 
Dr.  Thomas  Wyatt:  institutional:   Wings  of  Healing:  >u;  30  min. 

CBS 
American  Home  Foods:  Wendy  Warren;  W,Th;   10  min. 
Amino  Products:  Arthur  Godfrey;  W  &  Th,  alt.  wks.;  15  min. 
Bristol  Myers:  Arthur  Godfrey;   M.W:  60  min. 

Campana  Sales:  Robert  Q.  Lewis:  Sa;  5  min. 
Chun  King  Sales:  Arthur  Godfrey:  W  &  F,  alt.  wks.;  15  min. 
Clairol:  Galen  Drake:  Sa;  5  min. 

Colgate-Palmolive:   Our   Gal   Sunday;    M-F;    37ro    min.;    Backstage 
Wife;  M-F;  371-  min.:   Strike  It  Rich:   M-F:   37%   min.;   2nd  Mrs. 
Burton;   M-F;  37%  min. 

Cowles  Magazines:  Jack  Benny:  Su.  alt.  wks.;  3:S  min. 
Curtis  Circulation:  Arthur  Godfrey;  Tu:    15  min. 

Dixie  Cup:  Robert  Q.  Lewis:  Sa:  5  min. 
Florida  Land  &  Homes   Bureau:  Galen   Drake:   Sa;   5  min. 
General  Foods:  Arthur  Godfrey;  Th,  every  4th  F,  18%  min.;   Wendy 
Warren;  Th :  5  min.:   World  News  Roundup:  Su:  5  min.:  Gunsmoke; 

Su;   5  min.;   Our  Miss  Brooks:   Su:   5  min.:   Amos  V  Andy  Music 
Hall:  M-F;  25  min.;  Galen  Drake:  Sa:  5  min.:  Robert  Q.  Lewis:  Sa; 
5  min.;  Gunsmoke;  Sa:  5  min. 

General  Motors:  Allan  Jackson — News:  Sa;  20  min.;  Robert  Trout — 
News;  Su,  M-F:  40  min.:  Frigidaire;  Robert  0.  Lewis:  Sa;  5  min.: 
Galen    Drake:    Sa:    5    min.:    2nd    Mrs.    Burton:    M:    7V.    min.:    Dr. 

Malone;  Tu;  7%  min.:  Our  Gal  Sunday:  W;  7%  min.:  Ma  Perkins: 
Th;  7'j  min.:  Delco:  Lowell  Thomas:  M-F;  75  min.:  Pontiac:  Galen 
Drake;   Sa;   5  min.;   Robert  Q.  Lewis:   Sa;   5  min.;    Amos  V  Andy 
Music  Half:  Sa:  5  min.:  Gunsmoke:  Sa;  5  min.:  Sat.  Night  Country 

Style;   Sa:   5   min.:    Susi>ense;   Su:   5   min.;    Johnny  Dollar:   Su:    5 
min:    FBI  In   Peace  <?•    War:   Su :    5  min.:    Gunsmoke:    Su:    5   min.: 
Mitch   Miller:  Su;  5  min.:  Amos  V  Andy  Music  Hall:  M-F:  25  min. 
Harti   Mountain   Products:   Arthur  Godfrey;   Th   &  F.   alt.   wks.:    IS min. 

Hearst   Publications:    Ma  Perkins:    M:    7%    min.:    Dr.   Malone:    M: 

7V2  min.:  Helen  Trent:  Tu;  7%  min.:  Our  Gal  Sunday  :  M:  7%  min. 
Hudson   Vitamin    Products:    Galen    Drake:    Sa:    5   min.:    Robert   Q. 
Lewis;  Sa :  5  min. 

Kellogg:  Arthur  Godfrey:  Tu.Th:  30  min. 
Leeds  Chemical  Products:  JVora  Drake:  M.W.F:  221-j  min.:  Road  of 
Life:  Tu.Th:    15  min. 

the    brands    were    advertised.     Except    for    General    Motors,    brands    information    was    not 

available   from  ens In    NBC    li-t.    i"t     mean,    commercials    are    rotated   on   different    clays   of   the  week    under 
the  web's  run  "i  schedule  plan. 



Lever   Bio;.:    1/'/   Perkins,    M  I    .ih.   »k-  ;    17' j    linn..    Romanci 

Helen  Trent,  M  I  .    ;.'_■    .;   Ma  Perkins    M  Fall.  »k-  ;  l;: :,  nun.. 
Young  Dr.   Malont     M  I  .    17V4  nun..  House  Part)     \l  I  .    I7V4  min. 

Lewis  Howe:  Robert  Q.  Lewis;  Sa;    i  nun. 

P.   Lonllard:    World  Tonight',    ̂     I   .    IS  nun.;   hulii  tment      vn  .     .  nun.; 

Miii  h  Miller;  Su;   >  i   .;  Sports  Resume',  Sa;    >  min.;  Sports  R 

me     SlIJ   S  nun.;   >«/.    Vife  '  nunli\    Style;    Sa;     >   mm.;     ffflOJ  '»'     f rj </ v 
I/// %/ >   //<;//.  Th.F;   lo  min.;  Johnny  Dollar ;  Su;  5  min.;  Oui    1//%% 

Brooks;   Su;  5  min.;   Robert  Q    Lewis;    Id. I  ■':    lo  nun.:   Suspense; 
Sn;  5  min.;    I"i<>\  V    tndy;  Sa;    >  min. 

Longines-Wittnauer:  Longines  Symphonette;   Su;    10  min. 
Milncr  Products:  Robert  Q,  Lewis;  Sa;    >  min. 

Mutual    Benefit    Health    &    Accident    Assn.:     Irthur    Godfrey  .     I  n    8 

ever}    '•''  '"  :   '"  :'  """■ 

North  American  Philips:  Herman  Hickman-Sports;   M.W.I  ;    I")  mill. 
Norwich    Pharmacol:     trthui    Godfrey;     In;    ever)     llli    I'  ;     Ifl-'i    min. 

Pharmacraft:   House  Party;    M.  I'll. I  •':    10  min. 

Pillsbury:      Irthur    Godfrey;     Til. I'll;     10    nun. 

Reader's  Digest:    Irthur  Godfrey;   \\  :    15  min. 
Rcnuzit  Home  Products:  House  Party;   W;  7%  min. 

R.  J.  Reynolds:  Herman  Hickman     Sports;    In.  I  h,Sa;   l">  tnin. 
Salada  Tea:   Backstage   Wife;    M,Th;    15  min.;    Romance  of   Helen 

Trent;  \\  :  7 ' ■_•  min.;   Sora  Drake;  Tu.F:   15  min. 

Scott  Paper:    Irihm  Godfrey;   I'll. I-  8  ever)    1th  F;   18:!,  min.;  Back- 

stage Wife;  I  ;  ~'j  min.;   Young  Dr.  M alone;  Th.F:   I")  min.;    Sora 

Drake;  Tu.Th;    I")  min.;    Mn  Perkins;  Tu  8   W    .ilt.  «k-:   7 '  _■  min.; 
2nd  Mrs.  Burton;  Th.F;    r>  min. 

Sherwin-Williams:    irthur  Godfrey;  W,  everj    Ith  F;    18*4   min. 
Simoniz:    irthur  Godfrey;  \\  :  15  min;  House  Party,  \\  :  15  min.:  G. 

Herman     Sews;  Tli.F:   lo  min.;  E.  Sevareid     Sews;  Th,F;   lo  min.; 

Veias;  Sa;   I")  min.;  Spur  is  \  ru  s .  Sa;   10  min. 
Slenderella:    Slenderella   Slum:    >.i ;     10   min. 

A.  E.  Staley  Mfg.:  House  Party;  Tu;   r>  min.;    irthur  Godfrey;  F; 
1")  min. 

Standard  Brands:  House  Party;  M;   l">  min.;    Arthur  Godfrey;   M.  8 
ever)    lih  F;    ! 7 ' -_•  min. 

Swift:  Huns, ■  Party;  F;   1">  min. 
Toni:  Robert  Q.  I. cms:  Sa;  5  min. 

Vernell's  Buttermints:  Robert  Q.  Lewis;   Sa;   5  min. 
VVeco  Products:    Irthur  Godfrey;  M:   15  min. 

F.  W.   Woolworth:   Woolworth   Hour:   Su;   60  min. 

Wm.  Wrigley,  Jr.:  Howard  Miller  Show:  M-F:  75  min.:   /'<//  Buttram 
Show;  M-F;  75  min. 

BS 
Amana  Products:  refrigerators,  air  conditioners;  True  Detective  Mys- 

teries; M:  5  min.:  Counter-Spy;  F;  5  min. 

Americon  Home  Products:  \na<  in.  Bisadol,  lero-Shave,  Infra-Rub. 

Kolynos,  Primadne,  Preparation  II.  Free-Zone,  Petro-Cylium;  Steve 

McCormick  \  <•;<*.  M-F;  _'")  min.:  Gabriel  Heater  Sews;  Tu;  5 min. 

American  Molasses:  Grandma's  Molasses:  Gayelord  Hauser;  Tu.Th; 10  min. 

Billy  Graham   Evangelical  Assn.:   religious;   Billy   Graham;   So 
min. 

Carter  Products:  Little  Liver  Pills;  Gabriel  Heater  \cus:  Tu; 
.">  mill. 

Christian  Reformed  Church:  religious;  Back  to  God;  Su;  30  min. 
Coca-Cola:  Coca-Cola;   Eddie  Fisher:  Tu.Th;  30  min. 
Dawn    Bible   Institute:    religious;    Frank  and  Finest:   Su:    15   min. 

Drug    Products:    \-liim:    Treasury    Agent;   Tu:    5   min.;    Secrets   of 
Scotland  )anf:  Th;  5  min. 

First  Church  of  Christ,  Scientist:  religions;  Hon  Christian  Science 
Heals:   Su:    15   min. 

General  Tire  &  Rubber:  General  tires;  General  Sports  Time:  Su-F; 
35  min. 

Kraft:    Ml  Purpose  oil,  mustard,  Kraft  dinner,  Miracle  Whip,  Italian 

Dressing,  cheese  spreads,  Parkay;   Frank  Singiser     Sews,    M-Sa;  30 

min.:    Holland  Engle     Sews;    M-Sa;    30   min.;    Fes   Higbie     Sews; 

M-Sa;  30  min.:  Sam  Hayes     Sews;   M-Sa;  30  min.;  Cedru    Fost 

Sews;  M-Sa;  30  min.;  True  Detective   Mysteries;  M:  5  min.;  Treas- 

ury Agent;  Tu:  5  min.:  Gang  Busters:  \Y:  5  min.;   s 

land  )  ard :  Th :  .">  min.:   Counter-Spy;   F:   5  min. 
Lever  Brothers:  Pepsodent;  Charles  Warren     \eus.  M-Sa;    10  min.: 

Henr\    Gladstone-    Sews;   M-Sa:    30  min. 
P.  Lorillard:  Kent;  True  Detective  Mysteries;  M:  5  min.:  Treasury 

Agent:  Tu:  o  min.:  Gang  Rasters:  \\  :  5  min.:  Secrets  of  Scotland 

Yard:  Th:  .S  min.:  Counter-Spy;  F;  5  min. 

Lutheran   Laymen's   League:   religious;    Lutheran   Houi      S  min. 
Lyon  Van:  mai  in|    haulii        '  '  1  ■mi. 
Manion    Forum   of   Opinion  ll-an    Clarence    M anion 
I  i    nun. 

Miles  Laboratories:  Nervine,  Oni    \  Day,   I  ibeini      Millie  < 

M-F;       '■     "in,        //.,.         //.,     .  „   |       M„rtiu     Starr        M   I         25     nun   : 
//.;//.  Hennessy      Sen       M  \\  l      15  min      fohn   Scott     Sett       Ml 

10  min.;  Ed  Pettitt     Sews    Sa;  15  min.;  Wonders  of  the  World; 

Ml       25   -   .;    Queen    Fo»     /    /<<;.       Ml       25   nun.;    /.»/.    I/;/;       V 

M   I   .    .'  ■    mm. 
Quaker  State  Oil   Refining:  Q  .   (,„ni,    of  the  Day      5| 
60  nun..   Jporta  Flashes  with  Frankie  I  10  min. 

Radio  Bible  Class:  religious;  Ratio  ////./.   <  lass.  Su;    ;n  min. 

R.  J.   Reynolds:   <  amel;   Camel  Scoreboard     Su-Sfl      15   min      v7in 
-inn:    II  ins/on  Scoreboard;   Su  -  min. 

Slcep-Ezc:  sleep  tablet;  7Yu<   /'•'■    •    ■    W.  '.'/■       \l      .  n ■„,     I 

/.'i; rterj     ft  .    i  mm     '  Spj     l       ,  mm. 

Sterling  Drug:  Fletcher's  Castoria;  Qm  en  Foi    t  Day     Ml.  25  min 
Voice  of  Prophecy:  religious;   Void  of  Prophecy     Su;    10  min. 
Wings  of  Healing:  religious;   Wings  of  Healing;   Su;  60  min. 
Word  of  Life   Fellowship:   religion!      "  Ord  of  Lift    IF  min. 

NBC 
institutional;     \ut'l.    Farm    &     Home    Hour:     - 

M;     10 

min..    _'l 

M-F;  215  min.. 

Allis-Cholmcrs 
min. 

American  Motors:   Rambler;    Monitor,    SaJSu;   55  min. 

American  Oil:    Lmoco  products;    Monitor     Sa,Su;   50  min. 

Bell    Telephone:     Monitor.     Su;     10    min.;     Telephone    Hour 
min.;   Telephone  Preview;   M;  5  min. 

Billy  Graham   Evangelistic  Assn.:   religion;   Hour  of  Decision 

30   min. 

Bristol-Myers:   Bufferin;   Hourly    Sews;    M-F;    105 
Brown  &  Williamson:  Kools,  Viceroy;  Hourly    \iu> 

12  30-sec 

Colgon:    Calgon;    Bandstand:    \\  .1  h :     III   nun. 
Calif.  Packing:  canned  fruit;  Hourly    Sews;  M-F;    110  min.,  2]    10 sec. 

Carter  Products:  Vrrid,  10  min.;  Little  I  iwi  Pills,  60  miii.:  Band- 

stand; M-F;  20  min.;  True  Confessions;  rot.,  5  min.;  Human  In  My 
House:  rot.,  5  min.;  Hilltop  House,  rot,  5  min.;  Pepper  Young's 
Family;  rot.,  5  min.;  Veiw  o/  7/fte  If  «rW:  Tu.W.Th:  15  min.;  Moni- 

tor .   Sa,Sn :  .!■">  min. DcSoto:  DeSoto  cars;   You  Bet  Your  File:  Sa;    10  min. 
Evangelistic  Foundation:  religion;  Bible  Study  Hour;   Su;  30  min. 

Evinrudc  Motors:  outboards;    Monitor;  F,Sa25u;  2">  min. 
Ex-Lax:    Ex-Lax;    Monitor:    Sa,Su;    |     10-aec,   5  6-sec;    Bandstand; 

Tu.Th:  2  6-sec;   Woman  In   Ifj  ffoiue;   M.'lh.F:    10  mm..   1    II 
>  Star  Matinee:  T,,.Th:  2  30-sec.;  Pepper  Young's  Family;   M-W;   5 

mm..  2  30-sec;  One  I/ah's  Family:  Th:  .">  min.:  /'■       •     fre  Funny; 
W  :  5  min.:  Great  GUderslevee;  Tu:  5  min. 

General   Foods:    (nstanl    Postum;    Bandstand:    M-F;    25   min.:    /'■ 

Young's  Family;   M-F;   2.i  min. 
Gillette:  Gillette  p>r...l-..  Paper-Mate,  Toni  prod.;  Boxing  Bouts;  F; 
l!~>  min. 

Ins.  Co.  of  No.  America:   insurance;    Monitor:   Su;   20  min. 

Knapp-Monarch:  picnii    supplies;    Monitor:   SaJSu;    1 

P.  Lorillard:  Kent;    Monitor:  Ni.-ii:    50  min.,  9  30    . 

Lutheran   Laymen's   League:   religion;    Lutheran  Hon-      -  0   min. 
Midas:  car  mufflers;    Monitor:  Su;  5  min. 

Morton  Salt:  -.ilt:    ilex  Dreier—  Sews     -  nin. 

Mutual  of  Omaha:   insurance;    On   (At    Lint    Will    Cons 
15  min. 

North   American    Van    Lines:    moving   service;    Monii         5a,Su;   20 min. 

Quaker  Oats:  Quake]    0  Monitor:  Sa; 

M,W;    .'    10-sei   ;    Woman   In    1A    House;   Tu.Tli.F:     I    '.<   - 
Man's  Family  ;  M.W.Th.F:  4  ' 

Quaker  State   Oil;    motor   oil;    Monito-      -     -  i in. 
RCA:  T\   di\i-i.in.  radio-victrola  division,  record  •li\i-i"ii.  tube  <li\i- 

sion;    Monitor:    F.^j.^u :    110   min. 
Ralston-Purina:   feed  division;   Harkness     Sews     Ml.   25  min. 

R.  J.  Reynolds:  <  amel;    Sews        the  World.   M-F;  2~->  min.:   Pi 

Ubert;  Grand  Ole  <>;  ■■     -  min. 
Dr.  Scholl:  Zino  Pa.l-:    \  -  u  s  of  th*    World;  Tu.F:   10  min. 

Simoniz:   Simoniz;    Monitor:   SaJSu;   50  min.:    10  30- 

Skelly  Oil:  oU;  Ales   Dreier     Sews;   M-Sa;  90  min. 

Sun  Oil:  oil;    Three  Star  Fxtra:   M-F:   75  min. 

Voice  of  Prophecy:  religion;   '  "i  S    .   30  min. 



Capsule  case  histories  of  successful 

local  and  regional  radio  campaigns 

RADIO  RESULTS 

MAGAZINES 
SPONSOR:   Ebony  Magazine  AGENCY:  Allen  Marin  &  Assoc. 

Capsule  case  history:  Based  on  the  experience  of  Ebony 

magazine,  the  old  door-to-door  approach  will  have  to  bow 

to  radio  advertising  when  it  comes  to  selling  magazine  sub- 

scriptions. In  just  nine  weeks,  station  WJLD  received  5,967 

requests  for  subscriptions  to  Ebony  during  a  special  radio 

promotion  which  ran  last  summer.  WJLD  was  one  of  ap- 

proximately 86  radio  stations  chosen  for  the  campaign. 

Various  program  segments  were  used  on  the  Birmingham 

station  and  listeners  were  urged  to  call  in  their  subscription 

orders  while  the  Ebony  magazine  program  was  on  the  air. 

The  radio  commercials  emphasized  the  offer  made  to  all  who 

subscribed  of  five  issues  of  Ebony  for  $1.00  as  compared 

with  the  newsstand  price  of  30(?  per  copy.  The  result  was  a 

total  of  nearly  6,000  subscriptions  obtained  between  25  June 

and  29  August.  Among  all  the  stations  used  in  the  promo- 

tion, WJLD  ranked  second  highest  nationally  in  total  orders. 

WJLD,  Birmingham,  Ala.  PURCHASE:  Program  segments 

HI-FI    EQUIPMENT 
SPONSOR:  J.-nkin'-  Mum.-  Co.  AGENCV  :  Direct 

Capsule  case  history:  Jenkin's  Music  Company  of  Kansas 
Cit\.  Mo.,  normally  allocated  all  advertising  funds  for  news- 

paper ads.  Recently,  however,  Jenkins  made  a  radio  buy 

which  resulted  in  a  sales  total  much  larger  than  the  number 

of  sales  the  firm  had  gained  from  other  forms  of  advertis- 

ing. This  spring  Jenkin's  held  its  first  Hi-Fi  Festival,  a 

special  promotion  designed  to  move  high-fidelity  equipment. 

For  this  particular  promotion,  the  firm  decided  to  eliminate 

newspaper  advertising  and  rely  on  radio  instead.  Using  no 

other  ad  medium,  Jenkin's  ran  a  concentrated  campaign  of 
announcements  on  WHB  augmented  by  personal  appear- 

ances of  WHB  disk  jockeys.  The  radio  campaign  paid  off 

by  more  than  doubling  hi-fi  sales  in  comparison  with  results 

previously  obtained  from  other  advertising  media.  The  suc- 

cess of  the  Hi-Fi  Festival  was  achieved  in  spite  of  the  fact 

that  spring  is  the  off  season  for  sales  of  hi-fi  apparatus. 

WHB,  Kansas  City,  Mo.  PURCHASE:  Announcements 

RUGS 
SPONSOR:  Nebraska  Furniture  Mart  AGENCY:  Jean  Sullivan 

Capsule  case  history:  The  immediacy  of  radio's  impact 
makes  this  medium  ideally  suited  to  the  type  of  advertising 

campaign  which  bases  its  entire  success  on  a  prompt  con- 

sumer response.  The  experience  of  the  Nebraska  Furniture 

Mart  is  a  case  in  point.  Last  February  on  Lincoln's  birth- 

day, the  Mart  held  a  special  sale  on  throw-rugs.  Heralded 

as  a  Lincoln  Day  Special,  the  reduced  price  of  95^  a  rug 

was  to  be  in  effect  for  just  one  day.  Using  radio  exclusive- 

ly, the  firm  bought  six  announcements  on  KFAB  to  promote 

the  sale.  The  commercials  ran  on  the  day  of  the  sale  only 

and  were  broadcast  early  in  the  morning  between  6:30  and 

3:30  a.m.  When  the  Mart  opened  its  doors  at  9:00  a.  in.. 

there  were  people  waiting  in  line.  By  noon,  hundreds  of 

customers  had  streamed  through  the  store  to  take  advan- 

tage of  the  radio  special.  A  Mart  affiliate  in  Lincoln  report- 

ed heavy  traffic  although  it  was  not  mentioned  on  the  air. 

KFAB.  Omaha,  Neb.  PURCHASE:  Announcements 

CAMERAS 

SPONSOR:  Valley  Camera  Shop  AGENCY:  Direct 

Casule  case  history:  Though  all  advertisers  want  to  avoid 

excessive  advertising  expenditures,  it  is  undoubtedlv  the 

small  advertiser  who  is  most  concerned  with  finding  a  medi- 

um which  will  give  him  optimum  results  with  economy.  In 

the  case  of  this  camera  shop,  a  radio  campaign  was  found 

to  give  the  best  return  on  the  sponsor's  advertising  dollar. 
In  promoting  a  special  sale,  the  Valley  Camera  Shop  found 

that  radio  commercials  produced  customers  at  less  than  half 

the  cost  of  another  medium.  John  Bazar,  owner  of  VaUej 

Camera,  bought  time  on  KBIF  to  promote  a  sale  of  Prakti- 

flex  cameras.  Bazar  used  thirty  half-minute  announcements 

broadcast  over  a  three  da\  period.  The  cost  was  S75.  He 

also  advertised  in  another  medium  at  a  cost  of  $180.  The 

shop  had  just  as  many  inquiries  and  sales  from  radio  as 

from  the  much  costlier  medium.  "We  sold  cameras."  said 

Bazar,    "'and    I    feci   that   KBIF   was    a    good    investment." 

KBIF.  Fresno,  Cal. PURCHASE:  Announcements 

SPONSOR 1    JUNE    1957 



Independent 

Network 

Network 

Sta.  B       13.0% 

Network 

Sta.  C      10.1% 

Sta.  D       10.0% 

Sta.  E      7.0% 

Misc.      6.9% 

CLOSE 
—but  we  get  the  cigar! 

Network 

Sta.  F      6.5% 

R* 

Sta.  G 
3.1% 

Sta.  H 
3.1% 

» 

Sta.  1 
3-0% 

Sfa.  J 
2.7% 

WWDC    17.4% 

Sta.A    17.2% 

FIRST 
4  straight  months 

in  D.  C,  says  Pulse 

Let's  lift  the  "smoke  screen"  of  claims  and  counter- 

claims about  who's  nearly  first  .  .  .  and  who's  really  first 
...  in  Washington.  D.  C.    PULSE  passes  the  cigar  .  .  . 

blue  ribbon  and  all  .  .  .  to  independent  WWDC.   And 

on  both  championship  counts:  J/IRST  in  share  of 

total  weekly  radio  audience,  6  A.M.  to  midnight. 

FIRST  in  quarter  hour  wins.    And  this  has  been  going 

on  since  January,  mind  you.    Nothing  could  be  simpler. 

Nothing  could  be  clearer.    Nothing  could  give  you 

a  better  picture  of  why  WWDC  is  your  sales-producing 
station  in  covering  the  greater  Washington  market 

of  2,000.000.   Your  John  Blair  man  is  as  happy  as 

we  are  .  .  .  and  far  more  eloquent! 

In   Washington  D.  C,  it's 

radio 

'Figures   shown    are 
from    PULSE: 

March-April,    1957 

WWDC 
Represented   nationally   by  John   Blair   &   Company 

SPONSOR       •       1    JUNE    1951 51 
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\\aid  "write"  and  they  wrote 
(  419,805     POSTCARDS     IN    SEVEN     DAYS   ) 

"As  if  we  didn't  have  enough  to  do,  all  eighteen  of 

the  KMOX  local  personalities  gave  away  radios  on  their 

programs  during  National  Radio  Week.  These  personalities 

asked  listeners  to  send  postcards  with  their  names  and 

addresses.  And  the  mail  really  rolled  in!  I  hauled 

13  mail  bags  (that's  about  90,000  cards)  in  one  day  alone! 

This  must  be  what  you  advertising  guys  call  "response". 

I  know  one  thing  for  sure,  when  folks  in  this  area 

hear  something  on  KMOX,  they  sit  up  and  take  notice.  I'm  sure 

glad  National  Radio  Week  comes  only  once  a  year."* 

Record-breaking    KMOX    response   available 

to   advertisers   52   weeks   a   year. 

The  Voice  of  St.  Louis KMOX 

Represented  by  CBS  Radio  Spot  Sales 



SPONSOR  ASKS 

How   long   should    a   tv   commercial    run      M 

Dr.   D.   Morgan  Neu,  v.  p.  and  director 
of  television  research,  Daniel  Starch  &  Staff, 

Mumaroneck,  A  .  )  . 

Evidently,  from  the  number  of  times 

this  question  has  been  asked,  advertis- 
ers are  still  looking  for  an  unqualified 

answer.    Actually  there  is  none. 
The  reason  is  that  there  are  a  variety 

of  factor-  that  must  take  place  before 

repetition  becomes  worthy  of  consid- 
eration.     For   one   thing,   what   is  the 

"when 

boredom seriously 

occurs" 

criterion  used  to  evaluate  repetition? 

Is  it  viewer  like-dislike,  ability  to  recall 
the  commercial,  brand  preference, 
etc.?  We  believe  that  a  commercial 

must  be  evaluated  for  its  ability  to  ob- 
tain personal  involvement  with  respect 

to  the  product  as  it  is  being  presented 

and  develop  favorable  attitudes  with 
respect  to  its  purchase  and  use.  In 
other  words,  research  must  show  what 
the  contents  of  the  commercial  means 

to  viewers  and  to  what  extent  the  pres- 
entation of  the  commercial  got  the  de- 

sired meanings  across. 

Here  are  three  points  to  remember 

in  evaluating  repetition.  What  is  the 
number  of  repeated  viewings  necessary 

to  get  the  most  out  of  your  commer- 
cial? We  have  found  that  the  answer 

to  this  question  is  different  for  each 
individual  commercial.  One  well-known 

advertiser  ran  a  commercial  on  a  net- 

work program  every  other  week  for 
two  seasons  with  excellent  results. 

After  the  positive  number  of  repeti- 

tions have  been  completed,  there  mayr 
be  a  point  when  fatigue  or  boredom 
seriously  occur,  producing  a  negative 
effect  on  viewers.  In  some  cases,  fur- 

ther repetition  can  be  a  detriment  and 

detract  from  the  good  results  alreadv 

accomplished. 
Insurance  against  a  negative  effect 

can  be  overcome  by  varied  repetition. 

By  variation,  we  mean  change  in  the 

approach  other  than  the  basic  idea  or 
format  of  the  commercial.  Most  com- 

mercials enjoying  a  long  life  today 
have  used  a  varied  approach. 

Leonard  Kudisch,  executive  v.p., 
Schwerin  Research  Corp. 

To  some  extent  this  is  a  bit  like  ask- 

ing "How  deep  is  the  ocean?"  We 
have  done  a  good  deal  of  work  in  this 
area,  and  it  is  clear  that  there  is  no 

magic  number  that  is  just  right  for  all 
commercials.  To  mention  just  one  big 

consideration,  it  depends  on  the  com- 

hativeness  of  your  product  field.  Com- 
petitive behavior  affects  what  vou  .do, 

sometimes  by  jumping  on  your  band- 
wagon, sometimes  by  trying  to  slash 

its  tires. 

One  point  to  bear  in  mind  is  that 

somewhere  between  a  third  and  a  quar- 

ter of  national  advertisers'  commer- 
cials are  ineffective  to  begin  with.  How 

long  should  these  be  run?   Not  at  all. 
Granted  a  commercial  is  effective, 

though,  our  experience  shows  that 
many  advertisers  underestimate  the 

mileage  thev  can  get  from  their  com- 

"advertisers 

underestimate 

the  mileage" 

mercials  (though  there  are  glaring  ex- 
cesses in  the  other  direction).  Those 

who  have  put  in  months  planning  and 

executing  a  commercial  are  apt  to 

weary  of  it  long  before  it  wears  out 
on  the  air.  Many  times  we  have  found 

that     campaigns     scheduled     for     the 

scrap-heap  still  have  more  vitality  than 
those  designed  to  replace  them. 

Often  you  can  get  a  good  deal  of 
extra  mileage  from  a  campaign 

through  slight  variations  in  the  basic 
format.  We  have  tested  commercials 

varied  in  this  way  and  found  them  still 

highly  effective  after  more  than  two 
years  of  heavy  air  scheduling. 

\\  hen  a  commercial  does  wear  out, 

however,  it  usually  toboggans  fast. 

This  makes  two  steps  vital:  ill 

Enough  check-ups  to  pinpoint  the  mo- 
ment this  happens.  (2)  Pretesting  new 

campaigns  early  enough  to  have  ready 
an   effective   entrv   at   the   right   time. 

Rollo   Hunter,  Director  of  tv  and  radio, 
Erwin,  Wasey  &  Co.,  Inc.,  New  York 

How     long    is     a     piece 
sponsor  poses  a  tough  one 

The  life  expectancy  of  a  commercial 

hangs  on  such  a  plethora  of  consider- 
ations  that   a   proper   answer   reason- 

of     string? 

agency 

people  get 
sick  of  a 

commercial 

ably  ranges  from  "one  time  only"  to 
"years  and  years." 

Let's  mull  over  some  of  those  con- 
siderations :  intensity  of  use,  for  in- 

stance. A  commercial  scheduled  with 

the  frequency  of  a  saturation  campaign 
can  burn  out  its  effectiveness  in  a 

hurry.  Or  consider  length  of  the  mes- 
sage. Totaling  time  by  itself,  an  I.D. 

might  survive  a  chain  break  which 

might  survive  a  one-minute.  Or  give 
thought  to  technique.  Animation  is 

often  hardier  than  live  action.  Or  let's 
tackle  style.  Straight  sell  may  outlive 
soft  sell  which  may  outlive  hard  sell. 

Except   when   irritation   is    intentional 
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,i-  111  Don-irritating  cigarettes.  \  pass- 

ing swipe  .it  treatment.  "Story"  oi 
Mjoke"  commercials  are  usual!)  first 
over  the  ;i m n< >\ .iini-  threshold  into  ob- 
li\  ion. 

rouching  mi  other  germane  issues: 

relationship  of  basic  theme  i"  print 
media,  local  vs.  network,  live  vs,  film. 

If  we're  going  t<>  phvj  actuary,  the) 
musl  figure  in  the  life  span,  too.  I  bat 

also  goes  for  the  ugl)  sub-subject  >>f 
production  cost,  i  How  long  do  we 
have  («'  run  it  in  ;iiiu>iii/r  respectabl) 
mi  I  In-  estimate  sheets?  • 

In  all  this  quicksand,  one  foothold 

is  sure.  Vgenc)  people  ̂ <'t  -iek  ti> 
death  of  a  commercial  long  before  the 

viewer  is  even  aware  that  it  -  playing. 
1  low  long  should  .i  T\  commercial 

run?    \\  rite  if  you  get  word. 

Dr.     George     H.     Gallup,     Gallup    & 
Robinson,  Inc.,  Princeton,    V.  /. 

A  realistic  determination  < » f  how  long 
to  run  an)  given  t\  commercial  calls 

for  a  systematic  check  of  buying  be- 
havior  under  competitive  conditions. 

One  of  the  most  -triking  findings 

emerging   from  Gallup  and  Robinson's Activation  Research  in  which  actual 

purchases,  mea-uied  l>\  in-tbe-bome  in- 
\cntories.  arc  traced  to  their  source  in 

advertising     is  that  '/  good  campaign 

"good  campaign 
starts  to  sell 

immediately  " 

starts  to  sell  immediately,  and  ma) 
continue  its  selling  effectiveness  far 

longer  than  man)  advertising  people 
suspect.  Conversely,  a  campaign  or 

commercial  which  does  not  ver)  quick- 
ly produce  sales  will  probabh  never  be 

an  efficient  selling  instrument,  no 

matter  bow  long  it  is  repeated.  For 

this  reason,  in  determining  bow  long 

a  commercial  should  be  run — or  even, 

whether  it  should  be  repeated  at  all — 
it  is  necessax)  to  first  evaluate  the 
commercial  in  term-  of  its  effect  on 

bu)  ing  beha\  ior. 
Obviously,  a  commercial  change  is 

often  called  for  when  the  activities  of 

competing  brands  change  the  competi- 
tive situation.  A  powerful  selling 

theme  may  lose  some  of  its  effective- 
(Please  turn  to  page  75) 

Our  record  is  spotty... 

and  we're  proud  of  it ! 
Sure  we're  proud!  For  over  10  years,  clients  have  heen  telling  us  we 
make  the  best  TV  commercial-  in  the  whole  wide  world. ..the) 

there's  no  substitute  for  experience! 

We  take  our  pride  in  stride.  After  all.  we  do  have  the  facilities  of  an 

entire  movie-making  city  behind  us  —  plus  a  complete  staff  that's 
skilled  in  the  very  special  requirements  of  television. 

For  high  professional  quality,  for  technical  excellence  and  the  m->-t 

on  the  screen  for  your  dollar,  check  with  L"ni\rr-al  International. 

UNIVERSAL  PICTURES  TELEVISION  DEPARTMENT 

New  York  Office  — 445  Park  Avenue 
Telephone:  PLaza  9  S000 

Hollywood  Office—  I'niversal  Studio.  Universal  City George  Bole  in  Charge  oj  Production 
Telephone:  STanley  7-1211 

Write  for  free  illustrated  brochure. 

U-lfU 

ron  the PROFESSIONAL   TOUCH 
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:79%  weekly  penetration 

•  Arkansas'    ONLY    Negro   Station 
•  In    Little    Rock— 1/3    Negro 
•  Top  Hooperated  —  consistently 
•  The    ONLY    way    to    the    72,000 

Negroes   of   Little   Rock. 

of  MISSISSIPPI'S 
No.  1  Market  with WokJ 
•  Mississippi's  ONLY  Negro  Station 
•  In   Jackson  — 45%    Negro 
•  Top  Hooperated  —  consistently 
•  The    ONLY    way    to    the    72,000 

Negroes   of   Jackson 

Buy  Both  These  Exclusive 
Markets  —  in  Combination 
JOHN    E.    PEARSON    CO. 

56 

National  and  regional  spot  buys 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV   BUYS 

The  Procter  &  Gamble  Co.,  Cincinnati,  is  entering  markets 

throughout  the  country  for  a  Duz  campaign,  sponsor  learns.  Filmed 

minutes  will  be  placed  during  daytime  hours;  frequency  will  van 

from  market  to  market.  Buyer:  Dick  Zuver.  Agency:  Compton 

Advertising,  Inc..  New  York.  I  Agency  declined  comment  concern- 

ing bu\ .  I 

Procter  &  Gamble  is  also  buying  spots  in  scattered  markets  for 

Ivory  Flakes.  SPONSOR  hears  campaign  will  begin  shortlv,  lasting 

four  weeks.  Minutes  on  film  will  be  schedule  during  davtime  hours. 

Average  number  of  announcements  per  week  in  each  market:  three 

to  four.  Buyers:  Pete  Fulton  and  Ethel  Weider.  Agency:  Compton, 

New  York.    I  Agency  declined  comment  concerning  buy.) 

Colgate-Palmolive  Co.,  New  \ork.  is  planning  a  campaign  in  a 

considerable  number  of  markets  to  promote  its  Vel  Beautv  Bar.  The 

daytime  station  breaks  scheduled  start  10  June  and  will  run  until 

end  of  the  year.  Number  of  announcements  per  week  will  depend 

on  market.  Buyer:  Dick  Trea.  Agency:  Carl  S.  Brown  Co..  New 

\  ork.    I  Agency  declined  comment  concerning  buv.  I 

RADIO    BUYS 

J.  A.  Folger  &  Co.,  Kansas  City,  will  go  into  many  markets  to  push 

its  coffee.  Schedule  will  range  from  four  to  eight  weeks  depending 

upon  market:  staggered  starting  dates  will  begin  at  end  of  June. 

Minute  e.t.s  will  be  slotted  all  da  v.  primarily  for  a  women's  audience. 
Average  frequencv  saturation :  20  per  week,  with  a  heavv  late  week 

schedule.  The  advertiser  will  continue  to  emphasize  quality  product 

tbeme.  Buying  is  one-quarter  completed.  Buyer:  Jim  Ducey. 

•\«enc\  :  Cunningham  &  Walsh.  Inc..  New  ̂   ork. 

The  American  Tobacco  Co.,  New  York,  is  placing  advertising  for 

its  Hit  Parade  cigarettes  nationally.  The  campaign  will  start  shortly 

and  will  run  for  the  balance  of  the  year.  E.t.  announcements  will  be 

scbeduled  10  a.m.  to  7  p.m.:  frequency  will  van  from  market  to 

market.  Buying  is  half-completed.  Buyer:  Hope  Martinez.  Agency: 

BBDO,  New  York. 

Houbigant  Sales  Corp.,  Cheramy  div..  New  York,  is  purchasing 

time  in  15  markets  to  promote  its  April  Showers  line:  cologne,  stick 

deodorant,  talcum  and  talcum  deodorant.  Schedule  will  begin  17 

June  and  will  run  for  13  weeks.  Minute  announcements  will  be 

bought  6-9 :30  a.m.  to  hit  working  women.  Average  number  of 

announcements  per  week  in  each  market  will  be  6-12.  E.t.  will  fea- 

ture a  rooster  crowing  that  he"s  "glad  to  get  up  because  he  can  start 

the  dav  with  April  Showers.""  Buying  is  not  completed.  Buyer: 
Dorothv   Barnett.      Agency :   Roy   S.    Durstine   Agency.   New   York. 
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BOOKS 

1    All-Media  Evaluation  Study 
/  j  >    /'n;'i\ 

$4 

Thii  I   k  gives  \n!i  the  main  advantage*  and  drawback!  "I 
all  majoi  media  .  .  .  lipi  on  when  to  use  each  medium  .  .  . 
nrdsticki  foi  choosing  the  beal  poaaible  medium  foi  each 
producl  .  .  .  bon  ton  advertisen  and  agencies  use  and  test 
media  .  .  .  plus  hundreds  "i  other  media  plan",  *uj;n«**ii<>n-, 
formulas  you  can  put  t<>  profitable  use. 

2    TV  Dictionary/Handbook 

$2 

/;;  hizrs 

The  nevi  edition  contains  2200  definitions  oi  television  terms 
.  .  .  loin)  more  than  previous  edition.  Compiled  !>y  Herbert 
[rue  "i  Notre  Dame  in  conjunction  with  iT  other  i\  experts, 
TV  DICTIONAR\  HANDBOOK  aUn  contain-  a  s,.|.arai. 
section  dealing  with  painting  techniques,  artwork,  i\  moving 
displays,  slides,  etc 

3    Timebuying  Basics  $2 
/+/  Pages 

inlj  book  ol  ii-  kind  the  most  expert  route  to  radio 
and  television  timebuying,  A  group  of  nun  and  women  who 
represent  the  most  authoritative  thinking  in  the  field  talk 
with  complete  candoi  about  ti  and  radio  and  the  oppor- 

tunities these  media  offer. 

REPRINTS 

4  Radio  Results  1956 

5  TV  Results  1956 

6  Tele\  ision  Basics 

7  Radio  Basics 

8  Film  Basics 

9  \\  here  Does  the  Money  Go? 

10  Procter  and  Gamble  Story 

11  Advertising  Agency  in  Transition 

12  Tip-  on  TV  Commercials 

13  The  Top  50  Air  Agencies 

14  Lets  Cut  Spot's  Paper  Maze 
15  Volume  for  Year  1956 

16  Bind 

25< 

25c 

35c 

35c 

25c 15* 

25c 

25c 

25c 10< 

10c 

$15 ers 1_$4  2— $7 

Just  fill  out  the  handy 

order  form  and  mail 

NOW 
AVAILABLE 
FROM 
SPONSOR 
SERVICES    INC. 

ORDER      FORM 

SPONSOR    SERVICES,   W  East   l-h    ft,    Vea    I  ••■'.    17,   \  ) 

Please   Bend   me    the   M'(>\-n|;    -I  UNICES   encircled   bv   number   below 

~i 

123456789 

Name   

10       11        12       13       14       15       16 

Firm 

Address 
City 

Zone  Store 

J    Enclosed   is   my  payment  of  $   

Quantity    Prices    Upon    Request J 



WFGA-TV 
Channel  12  •  VHF 

equipped  for  FULL  COLOR  •    1000  ft.  tower 

Top  Power  316,000  watts  •  JACKSONVILLE,  FLORIDA 

Represented   by   Peters,  Griffin,   Woodward,   Inc. 

.-..", 
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/  ii  <  ekly  listing  <>i  <  lm 

in  tin-  advertising  and  broadcast  fields 

NEW  AND  RENEW 

NEW  ON   TELEVISION    NETWORKS 

SPONSOR 

Bristol   Myers      NY 

Chwnttfand    Decatur 
P  Lorillard  NY 

Purcx.  South  Cite 

R.-x.ill  Drue,  LA 
Ronson.  Newark 

Ronson.  Ncw.irk 

Royal  McBec.  NY 

Spcidcl.    Providence 

AGENCY STATIONS PROGRAM,    time,    start,    duration 'OR,    NY 

Doyle.    Dane    Bernb.ich     NY 
Lcnnen   0    Newell.    NY 
dward    H.    Weiss,   Chi 

3BDO.   LA 

Norman.   Craig  &   Kummel.   NY    NBC 

Norman.   Craig  0   Kummel     NY    NBC 
.f&R,    NY  NBC 

Norman.  Craig  &   Kummel.   NY    NBC    HI 

NBC    100  Arthur    Murr.iy    P.irty     M   9  3010   pm;    1    July      12    wks 

NBC  Sally;   ill   Su   7   30  8  00   pm.   22   Sept     12 

NBC  The  Court  of   Last    Resort     F   8  8  30  pm     4   Oct     52   wks 

NBC    HI  Loretta   Young   Show;   Tu   8-8  30  pm ;   alt   9   July   17   Sept 

NBC  Pinocchio;   Su  6  30-7:30  pm ;    13  Oct   only 
NBC    N.ws     M  Th   6  45   7    pm     23    Sept     52   wks 

MBC    N.ws     W  F    6  -15   7    pm     25   Sept;    13   wks 

ially;   alt   Su  7:30-8  pm :   29  Sept     52   wks 

Loretta   Young  Show;  Tu  8-8:30  pm.  alt  2  July- 10  Sept 

RENEWED  ON   TELEVISION    NETWORKS 

SPONSOR 

8ordcn.    NY 

Campbell   Soups.    N| 

Campbell   Soups.    Nj 
Ceneral    Foods.   White    Plains 
Lipton,    NJ 

Pillsbury    Mills.    Minn 
Standard    Brands     NY 

Swiff   &   Co.,   Chi 

US   Rubber.   NY 

AGENCY 

Benton   &    Bowles, 

Leo    Burnett.    Chi 

_Lco    Burnett.    Chi 
Benton   &    Bowles. 

_Y&R.    NY 

Campbell    Mithun 
Ted    Bates.    NY 
Mc-E.    Chi 

STATIONS 

NY NBC    HO 

CBS   98 
CBS    73 
NBC    HO 

CBS    174 
Minn  CBS    107 

CBS    118 
CBS    103 

NY 

Fletcher    D     Richards,    NY 

ABC 

PROGRAM,    time,    start,    duration 

Fury;  alt  Sa   11-11:30  am;  20  July;  52  wks 

Art    Linklctter  s   House    Party;    M    2:45-3    pm     3    June      52   wks 

Carry  Moore;  M   10-10:15  am;  3  June;  52  wks 

Fury;  alt  Sa   11-11:30  am;   13   July;   52  wks 

Godfreys  Talent  Scouts,  alt   M  8:30-9  pm;   1    July;   52  wks 
Art   Linklctter  s  House   Party;  Th  2:45-3  pm;  6  June;   52  wks 

Arthur   Godfrey   Time;    M    10:45-11    am;   3   June;   52   wks 

Art   Linklctter's   House   Party;   F  2:45-3   pm ;  7   June;  52  wks 
Navy   Log:   Th    10-10:30  pm;    17    Oct;    35    wks 

BROADCAST    INDUSTRY    EXECUTIVES 

NAME 

John   Behnke 
Fred    L.    Bernstein 

FORMER    AFFILIATION 

KYAK.   Yakima,   radio   sis  &    management 

or|oe  &  Co.,   vp  &   southern   div  mgr 

NEW    AFFILIATION 

exec   vp;    and   WSAI,    Cm 

|ohn    Bisscll 

John    J.    Black.    Jr 
Richard    J.    Butterfield 

Johnny    Carpenter 
George    R.    Collisson 
W.   Thomas    Dawson 

Carlton    E.    Dickerman 

Jack    Dolph 
Bob   Edell 

P.    Howard    Eichcr 
H.    Paul    Field 

Fred   R     Frink 

Donald    Hughes 
Edward   T.    Hunt 

Rex   Jones 

George    Kcnyon 

John    T.    King 
Don    Lenox 

Dixon    Lovvorn 

  The   Reporter    Magazine.    NY.    advtg   rep 

(TVX.    Muskogee-Tulsa,    acct    exec 
WARD-TV   b    Radio     |ohnstown.    Pen.   gen   mgr 
KOIN    TV.    Portland,   special   events  dir 
WKY    TV.   Oklahoma,    time   slsman 

WBBM-TV,   Chicago,    sis   prom    mgr 
WEEI.    Boston,    sr    announcer 

WCAU    TV.    Philadelphia,    director 

_WCBS    TV.    Miami,    prom    mgr 

  .WSAI,  Cincinnati,   acct  exec 

Jackie  Glcason   Show.    NY,   comm   supervisor  WTVJ  TV,  Miam 

Richard    Luctters 

Stephen    C.    Metcrparel 
Ceorge    C     Mirras 

Jack   Mohler 
Stan    Moncrieff 

Adrian    R.    Munzell 

Henry    O'Neill 
John    H.    Pace 

Harold    O.    Parry 
Clark     Pollock 

Edward    R.    Robinson 

Edward    J.    Ruffo 
Austen    Smithers 

J.    T.    Snowden.    Jr 
Carl   Uhlarik 

Al  Vunovich  • 
Bill    Walker 

Lionel    Wernick 

lames   K.   Whitaker 
Warren    Wright 

Frink    Productions.    Florida,    president 
_KAKC.    Tulsa,    news    dir 

_WTIX,    New   Orleans,    acct   exec 

NBC,    Seattle,   acct  exec 

Gordon    Broadcasting,   Cin. 

managing  dir 

Blair-TV.    NY,   mgr  dept  of  sis  analysis 
Same,   local  &   regional  sis  mgr 

KCRC  TV  &  Radio.   Cedar   Rapids.    Iowa,   stn   mgr 
Same,   public  relations  dir 
KTOK    Oklahoma,  sis  mgr 

CBS  TV   Spot  Sales.   NY.   gen   mgr   sis  prom 
Same,   also  business  mgr   transcription   dept 
Same,   assist  pgm   mgr 

WJBK    TV     Detroit,    prom    mgr 
Same,  assist  sis  mgr 

comm  services  supervisor 

_WJBK  TV.    Miami,   prom  mgr 

_Barry  &    Enright   Productions.    NY 

WCAU    TV.    Philadelphia,    producer-writer 
WIS-TV     Columbia.    SC     prod   supervisor 
WEEI.    Boston,    mcrch    dir 

Chambers   &   Wiswell.    Boston,    acct   exec 

WOW    Omaha,  prom   mgr 

CBS-TV.    NY.    dir   sis   development 
TCA     Montreal,    public    relations 

WIS-TV.    Columbia.    SC,    pgm    director 
CBS     NY.    lis  dept 

.Public   Radio  Corp  .    Houston,   vp  &  gen   mgr 

.WSAI     Cincinnati     local   sis   mgr 

WNBF   TV   &   Radio.    Binghamton.    NY.   pgm   director 

Colgate-Palmolive,   mkt  research   dept 
Broadcast   Time    Siles     Chicigo,    San    Francisco     LA 

Headley-Recd.    NY.    radio    sis    mgr 
Paul  Chapman   Co.   of  Atlanta. sta   broker 

Van   Praag   Productions.   NY.  gen   mgr  of   Detroit   office 
KIOA.   Des   Moines,   news  dir 

WDGY.    Minneapolis,    sis    mgr 

KIOA,    Des   Moines,   program  dir 

Same,    sis    service    co-ordinator 
Peters.  Criffin.  Woodward.   NY.  radio  acct  exec 
Same,    director    of    continuity 

Same,    pgm   director 
Same,   local  acct  exec 

WBZ-TV     Boston     assist   advtg   &    sis  prom   mgr 

WOW-TV   &    Radio,    sis   development    mgr 
Blair-TV.    NY.    acct    exec 

CHUB.   Nanaimo     B  C      public   relations  dir 

Same,   exec  producer  0   film   buyer 

VCKN.    Kansas   City,    sis 

KBTV.    Denver,    prom    mgr 

.WCAU    TV.    Philadclphn 

WOOK.  Creenville.  S    C  .  stn  gen  mgr 
WCAU   TV.    Philadelphia,   exec   producer 

Boiling   Company.    NY.    tv   sis 
KIOA     Des   Moines,    mgr 

  Same,   vp  for  local  sis 

WLBR   TV.    Lebanon.    Pcnn      operations  exec 
C     E     Hooper.    NY 

Edward    Petry   &   Co      Chicago     radio   acct   exec 

cdward   Petry  &   Co      NY     acct   exec   radio   div 
WCTC.   Creenville     N  C      sis   mgr 
WOW    Omaha,   prom   m?r ^imc,    sis   mgr 

WFCA-TV,    Jacksonville,    prom   mgr 
!"nc.    business    mqr 

WIS    Radio.    Columbia     S  C      dir   of   sis 

Same,   in  charge   of  color  development 

NEW     FIRMS,      NEW     OFFICES     (Change  of  address) 

Broadcast    Time    Sales.    NY,    new    and    enlarged    offices    in    the    Penthouse 
of  280   Madison    Ave 

Marvin    L.    Grant   Advertising.    NY.    newly    formed    agency    with    offices    at 
11    W  42   St 

Michael  Brand  Associates  Advtg.   LA.  has  moved  to  Occidental   Bank   Bldg. 
12138    Victory    Blvd 

Science   Pictures     Inc.    snd    Information    Productions.    Inc.    have    merged    to 
form    United    States    Productions.    Inc 

Thomas  &    Dclchanty,    Inc.    has   changed    its    name    to   Thomas    &    Douglas. 
Inc 

WBIR    Radio-TV     Knoxvillc.    new    headquarters    at    1513    Hutchison    St 

SPONSOR 1    .TINE    195, 59 



News  and  Idea 

WRAP-UP 

ADVERTISERS 

School  kids  art*  richer  than 
ever,  as  indicated  in  Sheaffer  Pen 

Co/s  newest  ad  campaign.  Its  fall 

hack-to-school  ad  drive — equally  split 

among  tv.  magazines  and  newspaper- — 

will  get  (>(>'(  of  the  total  ad  budget  to 
feature  a  sterling  silver  ballpoint  pen. 

For  three  months  from  1  August  the 

school  kids  ( high  school  and  college 

versions!  will  he  the  prime  target — 
more  so  than  ever  before  with  Sheaffer. 

National  drive  will  he  backed  with 

co-op  money  in  radio,  tv  and  news- 
paper, says  Ad  Manager  G.  P.  Karle. 

A  multiple-brand  food  promo- 
tion will  get  a  summer  sales  boost 

from  spot  tv  and  five  network  tv 
shows. 

Star-Kist  tuna,  Sunkist  lemons, 

Bisquick.  Wesson  Oil,  Heinz 

mushroom  soup,  Hellmann's  may- 
onnaise —  all  will  tailor  their  sum- 

mer selling  to  "Sail  through  summer." 
They'll  be  sailing  with  Queen  for  a 

Day,  Bob  Crosby,  '57  Theatre,  Valiant 
Lady,  Our  Miss  Brooks,  Garry  Moore. 

Lawsuit  by  Schick,  Inc..  against 

Sperry-Rand  Corp.  over  a  series 
of  tv  commercials  which  identified 

the  Lady  Schick  with  a  razor  which 

was  "rough  and  damaging  to  the  skin," 
has  been  settled  out  of  court. 

Schick  dropped  the  complaint  upon 

Sperry-Rands  agreement  to  withdraw 
offending  commercials  from  the  air 

permanently. 

Paper  Mate  Co.  makes  its  first 

special  consumer  gift  offer  backed  bv 

a  $350,000  ad  schedule  concentrated 

on  network  tv  for  four  weeks  through 

late  June.  The  offer:  a  $5  Gold  Capri 

pen  for  $2.95. 

Kirsch  Beverages,  Brooklyn,  is 

looking  for  a  woman  —  one  with 

the   appropriate   30-25-35   dimensions. 

Object:  promotion.  Miss  No-Cal  is 

being  sought  "in  the  greatest  woman 

hunt  in  history"  by  25,000  Kirsch- 
accredited  males,  each  bearing  in 

hand  a  tape  measure  and  scouts  badge 
of  office. 

They've  been  warned  they're  under- 
taking the  search  at  their  own  risk. 

In  case  vou  were  wondering,  the 
NAPCTCAFBSM  on  a  letterhead 

going  to  station  managers  is  from 
the  National  Assn.  for  Prevention  of 

Cruelty  to  Cloth  and  Furniture  by 

Savage  Moths — in  other  words.  Lar- 
vex. 

Larvex  sent  out  fact  sheets  on  Na- 

tional Mothproofing  Month  I  last 

month,  in  case  you  were  in  a  closet  I 

along  with  30-  and  60-second  an- 
nouncements to  be  aired  live. 

BREAKING  THE  SALES  BARRIER! 

PIXnic  Time  .  .  .  the  biggest  food  and  beverage  tie-in  promotion 

in  history  ....  designed  to  break  down  buyer  resistance  and  set  nei 

summer  sales  records  in  Northern  California!  Saturation  TV, 

newspaper,  magazine,  and  outdoor  advertising  will  urge  viewers  to  add  foo  ft 

five  (Channel  five)  and  have  a  PIXnic  right  in  their  own  living  room, 

Is  your  product  ''perfect  for  PlXnicking"? 
Contact  Lou  Simon,  KPIX  Sales  Ma 
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Sponsor  changes  i  Henrj  Tnrn« 
Imll  ia  director  01  marketing  for  1 1 1 « - 
Thro.  Hamm  Brewing  (  <•..  resign- 

ing as  vice  president  and  account  su> 
pei  \  isor  at  Compton  \d\  ertising, 
New   \  ork  City. 

Colgate  re-aligns  executives] 
Marshall  Ward,  manage]  of  market 

research;  (i.  I).  Mile-.,  manager  <»f 
packaging;       Kenneth       ^rrington, 
manager  ol  Colgate  dental  creme, 
Chlorophyll  toothpaste  and  t « > « >  1 1 1 
powders;  Joseph  Deimling,  in 
charge  ol  Lustre-Creme  products; 
Richard  Colgate,  manager  of  the 
(  ashmere  Bouquet  line,  Palmolive 
>ha\  e  and  \  eto  deodorant. 

Roger  11.  Bolin  is  director  of  ad- 
vertising for  Westinghouse  Electric 

<  orp.,  ,i  nt'w  position  which  provides 
foi  supervision  over  all  advertising  de- 
partments  in  Westinghouse  divisions. 
.  .  .  Jaj  B.  Ford,  Jr.,  has  been  named 
assistant  general  manager  <>f  Pacific 
Coast  Borax  Co.,  Div.  of  I  .  S.  Umax 

and  Chemical  Corp.  .  .  Bruce  Hamil- 
ton has  been  appointed  advertising 

manager    and    John    Gray,    assistant 

advertising     manage)     of    The    Beat 
I      (Hill-.        till 

AGENCIES 

Clients  >*MI  !»<•  spending  $100  mil- 
lion a  year  on  advertising  l>>  1 965. 

this  w  as  pi  edicted  at  a  meet  ing  ol 
MacManus,  John  &  idami  agem  \ 
personnel  b)  its  president,  Ernest  \. 

Jones. 
Dicussing  over-all  advertising  bill- 

ing growth,  he  said  investments  in  all 

media  are  up  lil'.  in  the  I"  j eai - 
since  L947,  adding  a  commercial  foi 
his  "\\  n  agenc)  w  ith  it-  billing  gains 
of    '-I  7' .    I  to  137.5  million  I. 

Ilr  -it-  .in  agem  )  -  "g reatesl  i  hal- 
lenge  coming  within  the  next  few 

years,  with  those  "unable  I"  meet  the 
growing  demands  ol  business  for  mer- 

chandising supporl  and  leadership" 
risking  extinction. 

Account  movements:  Elizabeth 

Vrden  to  Goehring  Pennoyer,  New 
York,  new  agenc)  team  which  will 
handle  all  product  advertising  .  .  . 

Kimberly-Clark  Corp.  introduces  i 
new   product   this  fall,  with  Doherty, 

Clifford,   Steera   and   S  hen  field   aa 

i  \   .  .  .  General  Electric*!  Spe- 
cialt)  I  lei  tronii  <  lomponents  I  'i-| <t .  to 
Brooke,  Smith,  French  A  l)or- 
i  ance,   Auburn,  N.  Y. 

iwirl,    in  u    product    to   be   marketed 
-im  .11        |,  .        '|   Olli.        will        be        -el  \   H   ed        |l\ 

North  Advertising,  '  hicago  It  -  i 
In  inn  i  ii  i  manenl  i>  u  <  hildren  .  ■  ■ 
Shulton't  I  '1 1. 1 1  mat  eul  ical  I  hs .  to 
Foote,  1  one  A  Belding,  foi  Thylox 

medicated   shampi to,   soap  and  •  nam. 

Joh  movements:  Biggest  prospective 

move  "I  the  week  is  reported  bj  K«-n- 
yon  «^  Eckhardt,  where  board  'I 
man      I  lioma-    D'ArCJ     Bio|>h\     has 
announced  his  plans  i"  retire  in  the 

fall.  He's  been  w  itli  the  agem  j  -in<  e 
L931,  when  KM.  had  35  employees 
and  hilled  $2  million.  Todaj  it  has 
904  and  bills  $80  million  in  I  I  offices. 

Broph)  rose  from  vice-president 
i  1931-1937)  to  president  I  L939-1949) 
and  he.  ame  board  chairman  eight 
j  e.n  -  ago. 

Max  I),  inwyl  b«  omes  Imam  ial  vice- 

president     and     -ei  nl. m  .     Nrrdham. 

tz  representative  for  details. 

;>IX   $   5  /  SAN    FRANCISCO 

©o©   #*      * 

*r     ̂  

WESTINGHOUSE    BROADCASTING    COMPANY,   INC. 
RADIO  —  BOSTON.  A8:XABZ*  PITTSIUiGH  --» 
CLCVIUND.KYW  FO«TW»TNI,WOwO  CMICAQO.  W 
PORTLAND.    HEX 

••  •OSTON.    »%  BZ 

-.D  CLEVELAND.    KYV-.    T  BAN     F 
KPiX    PEPRESEMTEC    br    The 

PITTSIUHOH,    KOKA   TV, 

lANCISCO      -  f    i 
<.A~2    *GESC»     ISC 
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Pictures  of  the  week,  including  a  calypso 

party,  a  whisker  derby,  a  beauty  contest 

PICTURE  WRAP-UP 

Calypso  figure  at  KDKA-TV's  party  in  new  York  intrigues  (1.  to 
r.i  ̂ al  Aglivino,  M-E;  Chris  Lynch,  Ted  Bates:  Jerome  R.  Reeves, 

gen.  n\iir. ;  Frank  Silvernail,  BBDO;  Harold  C.  Lund,  v.p.,  W.  B.  C. 

Sod  bustin'  for  new  t\  tower  are:  (1.  to  i.)  R.  B.  Choate,  pres., 

WHDH,  Boston;  P.  K.  Baldwin,  chf.  eng.;  J.  O'Brien,  RCA  mgr.;  W. 
B.  McGrath,  v.p.,  WHDH;  S.  W.  Winslow,  Jr..  pres..  Herald-Traveler 

Lineup    of   finalists    in    Armed    Forces 
WNBC,  New    Britain,  Conn,  and  the   I  .  S 

J.  Holden,  J.  Calkins,  F.  Calliatti.  Dorothy  Dillon  (Queen),  L.  Covey 

Eighth  race  from  Audubon  Park  is  now  on  WEHT- T\  .  Evansville,  Ind.  Contract  jockeys  are  (1.  to  r.)  : 

Ed  Mitchel,  president,  Hesmer  Foods:  Joan  Daly,  ad 

manager;   Ed  Richter.  president  of  station  WEHT-TV 

Whisker  Derby  closes  with  shave.  Stall  ol  \\  \KL  trini- 
Ceorge  Crump,  executive  mgr.  Muscle-men  are:  Ray  Armand, 
v.p.  (shaver);  Bob  Cobbins,  com.  mgr.:  Dan  Owens,  anncr. 

Miss  Radio  of  Philadelphia  (Maxj  Cope,  19-year-old 
W.IMJ  secivtar\  i  i-  pinned  by  Austin  -Marshall,  executive 

din  (lor  of  the  Philadelphia  Radio  and  Tv  Broadcaster-   Vssn. 



THIS    SIGMA    DELTA    CHI    AWARD   IS 

OF   THE 

KPHO  NEWS  BUREAU'S 
REPORTING  EXCELLENCE 

IN    THE    PHOENIX   MARKET! 

To  the  members  of  the  KPHO  News  Bureau 

And    News   Director   Johnny   Green,   the 

sister   Meredith    stations   join    in   sincere 

congratulations. 

The  citation  reads,  briefly:  "For  distinguished  service 
in  the  field  of  Radio  Reporting,  the  Sigma  Delta  Chi 
award  is  made  for  1956  to  John  Green  of  Radio- 

Television  station  KPHO,  Phoenix,  Arizona.  Johnny 

Green's  outstanding  coverage  of  the  Grand  Canyon 
air  disaster,  June  30,  1956  is  a  dramatic  example  of 

on-the-spot  radio  reporting." 

WHEN     -Syracuse-     WHEN-TV 

WOW  -OMAHA-  WOW- TV 

KCMO    -kansas  c.ty-    KCMO-TV 

*  Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 
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1  oui-  &  Brorby  .  .  .  Lester  E.  Gal- 

lagher, Jr.,  to  director  of  the  mer- 
handising  department.  Ketehum, 
MacLeod  &  (Jrove  ...  At  BBDO: 

John  Hoaglund  is  now  1\  account  ex- 
ecutive  <>n  Lever  Bros.,  General 

Mills;  George  Polk  is  in  charge  of 

tv-radio  programing;  Don  Kowe  is 
broadcast  account  executive,  Lucky 

Strike;  Robert  Stefan  hecomes  pro- 
duction chief  in  I  [oil)  w  ood. 

Max  Wylie  is  now  production  super- 
visor of  New  \  ork  shows  for  Lennen 

&  Newell  .  .  .  Arthur  P.  Felton  is 

vice-president  and  director  of  market- 
ing. Cunningham  &  Walsh  .  .  . 

William  L.  Wernicke  hecomes  a 

vice-president — he's  radio-tv  director, 
Morey,  Humm  &  Warwick. 

NETWORKS 

It's  inevitable  that  daytime  tv 
costs  will  be  upgraded  as  adver- 

tisers have  no  place  to  move  but 
back  from  nighttime.  NBC  TV  is 

helping  to  pace  this  trend. 
This  week  it  announced  a  change  in 

rate  classification,  in  all  cases  upping 

for COVERAGE 
WBIR-TV  covers  more  than 

50  prosperous  counties  in 

East  Tennessee,  Kentucky 

and  North  Carolina. 

HEIGHT 
WBIR-TV's  antenna  tow- 

ers 991  feet  above  the 

average  terrain. 

for POWER 
WBIR-TV  is  one  of  the 

nation's  most  powerful  sta- 
tions operating  on  a  full 

316,000  watts. 

CALL  YOUR  KATZ  MAN 
for  availabilities 

WBIR-TY Serving  Tennessee's  2nd  Market 
KHOniLLElfl 

CHANNEL  I  U 

each  time  slot  a  grade.  Mondays  to 

Fridays  from  7  to  9  a.m.  move 

from  D  to  C;  Sundays  from  1  to 

2,  from  C  to  B;  Sundays  from  5 
to  6,  from  B  to  A.  D  is  40%  of  A, 
C,  50%. 

Pat  Weaver  and  Sid  Caesar  have 

joined  forces  again — this  time  replac- 

ing their  tv  efforts  with  "a  new  form 
of  motion  picture  presentation  for  the- 

atres." 

The  new  form:  adaptation  of  Cae- 

sar's tv  techniques  to  movies.  The 
comedian  will  alwa\s  advise,  onlj 
sometimes  perform. 

New  buys:  General  Motors  Wide 
Wide  World  on  NBC  TV,  20  hour  and 

a  half  shows  on  alternate  SundayB 

from  15  Septemher.  Charles  Van 

Doren  is  slated  to  appear  on  four 
shows  with  commentaries  from  his- 

toric sites.  Agency:  MacManus, 

John  &  Adams,  Detroit. 

ABC  TV  has  sold  Zorro  starting  10 

October  to  AC  Spark  Plug  Div.  and 

Seven-Up  Co.  for  co-sponsorship  on Thursdays. 

Programing    notes:    Miekey    Roo- 

ney  has  signed  a  5-year  contract  with 
CBS  TV  .  .  .  The  Arlene  Francis 

Show,  live  30-minute  program,  will 

replace  Home  on  NBC  TV's  Monday 
through  Friday  daytime  schedule.  .  . 
ABC  Radio  will  discontinue  broad- 

cast of  the  Wednesday  Night  Fights 
after  19  June.  The  bouts  will  continue 

to  be  televised  on  ABC  TV  .  .  .  Omni- 

bus will  be  presented  on  the  NBC  TV 

network  next  season,  Sundav  after- 
noons from  4  to  5:30  p.m.,  starting 

20  October. 

To  correct  an  item  run  last  week: 

The  four  of  the  top  10  tv  shows  to  drop 

out  of  position  between  April  '56  and 
57,  according  to  the  American  Re- 

search Bureau,  were:  Jack  Benny.  De- 

cember Bride,  Disneyland  and  Drag- net. 

TV    STATIONS 

Expensive  way  to  increase  your 
sales  is  to  add  salesmen,  yet  this  is 

method  chosen  by  businessmen 

according  to  Research  Institute 

of  America.  So  reports  KYW-T\ . 
Cleveland,  which  is  sending  three- 

piece  promotion  mailing  to  prospects 

citing  the  profit  of  "hiring"  tv  instead of  on-the-street  salesmen. 

Package  was  the  strategy  of  Holland 

(.1 
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Tooke,  vice  president  and  general 
manager.  Ii  was  produced  bj  r>"l' 
Nashick,  Bales  promotion  manager. 

Sale  of  \\  BRC-T\  and  W  BRC  Ra- 

dio,  Birmingham,  t"  WBRC,  Inc.  is 

tn»u  complete.  I  Ik-  purchase  from 
Storer  Broadcasting  was  negotiated    1 

\|m  il.  w  iili  I  ( A '.  appi  "\  al  i  oming  '<'• 
May.  This  i~  the  fourth  broadcast 
propert)  bought  into  b)  the  Taft 
interests. 

Operating  matters:  fnree  radio 
ami  three  t\  stations  have  now  been 

transferred  officiall)  to  TLF  Broad- 
casters, Inc.,  the  new  subsidiary  of 

Time,  Inc.  Here's  what  thej  got  for 
their  $15,750,000  from  Consolidated 
Television  and  Radio  Broadcast- 

era  Inc.  i  llan  \  \l.  Bitner,  Jr.  i  : 
\\TC\  \M  T\.  Minneapolis;  W  FBM 
WIT\.  Indianapolis;  WOOD  WI- 
I V .  Grand  Rapids. 
New  studio-office-transmitter  build- 

ing ol  W  WE  and  WANE-TV,  Fort 
Wayne,  Ind..  had  groundbreaking 
ceremonies  28  May.  Owner  i>  J.  II. 
Whitne;  and  (!<».  .  .  .  Ontlel  Co., 
Providence,     H.     I.,     which    operates 

\\J\H  and   WJAR-TV,  has   named 
Edward   Petrj    «JC   Co.  as   its   n 
sentative  effective   I    June. 

Peti  j    has   j  1 1 — t   prepared   a  21-pa 
statistical  report,  in  i  ooperal  ion   h  ith 
the  research  consultant  Charles  Smith, 
which    analyzes    the    NCS    No.    2    in 
terms  "I  M>T\ .  Tnlsa. 

People  arc  moving:  Mar)   hita- 
no  is  publicist  foi  h\\T.  HolK- 
wood;  Norman  Marks,  copy-con- 
tinuit)  writer;  Ja\  Livingston,  ad- 

ministrative assistant  in  charge  of  au- 

dience promotion;  George  Nicho- 
las, log  editor. 

DuMonl  t>  network  changes: 
Mrs.  Mar>  McKenna,  directoi  ol 

research  and  sales  development;  l)a- 
vid  YarneU,  director  of  public  rela- 

tions;   Kenneth    Klein,    direct   I 
advertising.  [he)  continue  with  their 
work  at  \\\l\\.  Ne*  ̂   ork.  re- 

cent!)   purchased   b)    DnMont. 
Roger  Ii.  Mead,  local  sales  man- 

ager, has  been  promoted  to  assistant 
general  manager  and  general  sales 

manager  of  WKRC-TV.  Richard  F. 
McCarthy,  wTCRC-TN  sales  represen- 

tative,  will   succeed   him   a~   local   sales 

managei  .  Merl  I..  Galusha  has 
been  named  managei  "I  t\  station 
\\  RGB,  &  hen«  tady.  Robert  I  , 
Reid,  Willi',  sales  manager,  will  suc- 

ceed <  lalusha  as  managei  ol  radio  sta- 
tion  WGY,  Si  henei  tad) . 

Richard  J.  Bntterfield  joins 
K(  RC  I  \  and  K(  K(,.  (  edar  Rap- 

ids, la.,  as  managei  aftei  mana 
\\  \l{h  \MI\.  Johnstown,  Pa. 

.  .  .  Mill  \\  alker  i-  now  promotion 
■  in,...,    of    WFGA-TV,    Jackson' 
^\\\t■.   I  la.   .   .   . 

RADIO    STAT     C  NS 

Effort  to  combine  the  best  ele- 

ments of  independent  and  net* 
work  stations  ie  the  aim  <>t   man) 
operations,  latest  ot  which  is 

\\  OK.  New  York  CitN.  It's  shifting 
daytime  schedule  to  hit  hardest  on 
new-  '"in  depth,  "easy-on-the-ears 
music  and  service  programing  -all 
I  ased  "ii  audience  research  findings. 

Robert  J.  Leder,  v.p.  and  general 
manager,  is  implementing  the  weekend 
schedule  to  reach  the  \a<  ition  and 

non-home   audience   h\    adding    new-. 

TV  iit  RterKD-tke  big. 

mom 
> 

/B&t  QmoL  p/togHanu 

'Ba&ft  NBC-TV  aviate 
Paul   H.   Raymer   Co.,   National   Representative 

F 

SPONSOR 
1    JINK     10.-,, 

65 



music,  sports  and  special  travel  and 
traffic  programs. 

How  two  car  dealers  rose  from 

relative  anonymity  to  unusual 
success  in  the  automotive  field  is 

detailed  in  a  new  Radio  Advertising 

Bureau  nine-part  mailing  to  members 
and  the  trade. 

James  J.  Corhitl.  a  Lincoln-Mercury 

dealer,  Memphis,  spends  50'  '(  of  his 
budget  ($800  to  $1,000  monthly)  in 

radio;  is  largest  L-M  dealer  in  state. 
Green  -  Gifford,  Chrysler  -  Plymouth 
dealer  in  Norfolk,  spends  75%  of 

budget  (some  $47,000  annually  I  on 

radio;  is  likewise  largest  C-P  dealer 
in   state. 

New  owners:  Chicago  financiers, 

beaded  by  Harry  and  Elmer  Bala- 
ban,  theatre  chain  and  broadcast  sta- 

tion operators  in  Illinois  and  Indiana, 

have  purchased  the  Missouri  Broad- 
casting Corp.  (WIL,  St.  Louis,  and 

WWIL,  Fort  Lauderdale,  Ha.)  for 

a  reported  $650,000  (subject  to  usual 

FCC  approval). 

The  big  sale:  WAPL,  Appleton, 

Wis.,  hit  a  grand  slam  in  making  a 

package  sale  to  12  banks  in  the 

Outagamie  County  Bankers  Assn.  cov- 
ering a  single  county. 

The  group  is  co-sponsoring  weekend 
hourly  newscasts  with  transcribed  ro- 

tating institutional  commercials.  Cam- 
paign aim :  to  inform  people  of  the 

banks'  seven-day-weekly  service.  No 
individual  bank  is  mentioned. 

And  away  they  go — to  new  jobs. 

Among  the  week's  new  appointments: 
Harry     Harkins,     sales    manager, 

WAKE^   Atlanta.   .   .    .   Gibbs   Lin- 
coln, sales  manager,  KING,  Seattle. 

"If  KRIZ  Phoenix  just  mentions  it, 

someone    will    claim    you,    mister!" 

.  .  .  Jack  Link,  KING  program  man- 

ager. .  .  .  Fred  Von  Hofen,  man- 
ager and  part  owner,  KENO,  Las 

Vegas.  .  .  .  Bill  Mc-Dowell,  account 
executive,  KIIJ,   Hollywood. 
Jack  Clark,  account  executive, 

KFIV,  Santa  Rosa,  Calif.  .  .  .  J.  R. 

(Bob)  Clark,  account  executive, 
WKDA,  Nashville.  .  .  .  John  Allen 

Potts,  sales  manager,  WCTC,  New 
Brunswick,  N.  J.  .  .  .  Harvey  J. 

Hauptman,  program  director,  WCTC. 

George  Whitney,  Jr.,  salesman, 
KSDO,  San  Diego.  .  .  .  Harold 

Levy,  salesman,  WGMS  AM-FM, 
Washington,  D.  C.  .  .  .  Charles  H. 

Cowling,  sales  director.  Great  West- 
ern Radio  Network  (the  10  NBC- 

affiliated  stations  in  Utah,  Idaho  and 

Wyoming).  He  is  also  national  sales 
manager  for  KDYL,  Salt  Lake  City. 

FILM 

The  pilot  film  system  of  pro- 
gram selecting,  the  nemesis  of  small 

and  large  film  producers  alike,  is  get- 
ting a  close  scrutiny  these  days. 

Among  those  expressing  publicly 

their  dissatisfaction  with  the  pilot 
method  are  RKO  Tv  and  NBC  Tv 
Films. 

C.  Robert  Manby,  vice  president  in 

charge  of  RKO  TV,  believes  the  pilot 
is  uneconomic  and  wasteful.  He  told 

a  press  conference  on  23  May  that 

RKO  TV  plans  careful  research  of  the 

audience  script  and  merchandising  po- 

tential of  a  program  series  before  go- 

ing to  the  advertiser  and  before  mak- 

ing a  film. 

RKO  will  make  short  "presenta- 
tion" films  (five  to  eight  minutes  in 

length),  however.  The  firm  has  sub- 
scribed to  A.  C.  Nielsen  to  beef  up  its 

research  activities. 

At  NBC  TV  Films,  the  term  "pilot 
film"  has  been  stricken  from  the  com- 

pany lexicon. 
Robert  D.  Levitt,  president  of  Cali- 

fornia National  Productions,  parent 
of  the  NBC  Film  division,  said  the 

practice  of  peddling  a  pilot  to  adver- 
tisers and  then  going  into  production 

only  after  a  big  sale  has  been  made 

"represents  lack  of  confidence  in  the 
essential  artistry,  skills  and  knowledge 

of  our  industrv." 

CNP,  he  said,  first  makes  a  "test" film  and  then  studies  it  to  see  if  this 

prototype  proves  the  merits  of  the 
program  idea.  No  sales  effort  is  made 
until  this  is  established.     I  See  11  Mav 

SPONSOR-SCOPE,  page  9,  for  Madi- 
son Avenue's  thinking  re  pilots.) 

CBS  TV  Film  Sales  announced  on 

21  May  that  Mama  had  grossed 
8300,000  in  two  weeks  of  selling.  .  .  . 

ABC  Film  has  sold  Douglas  Fair. 

hanks,  Jr.,  Presents  to  five  large-mar- 
ket stations  for  stripping.  .  .  .  Official 

Films  has  sold  Vagabond  to  Mother's 
Cake  and  Cookie  Co.  for  three  West 

Coast  markets  with  an  option  on  20 others. 

TPA  announced  the  sale  of  Hawk- 

eye  to  Brylcreem  and  Lipton's  Tea  for 
airing  over  the  CBC  tv  network  next 

fall.  CBC  co-produced  the  series,  dis- 
tributed by  TPA  in  the  U.  S.  .  .  . 

CBS  Tv  Film  Sales  will  start  roll- 

ing on  the  pilot  of  a  new  series  about 
New  York  Cit\  firemen  this  month  .  .  . 
Burton  H.  Hanft  has  been  elected 

v. p.  in  charge  of  business  affairs  of 
Screen  Gems.  Inc. 

COMMERCIALS 

The  comedy  commercial  trend 
this  week  looks  stronger  than 

ever — and  it's  hot  in  tv  as  well  as 

radio.  Dodge  during  May  ran  four 

two-minute  film  commercials  starring 
a  Walter  Mittyish  character  named 
Waldo  (on  its  Lawrence  Welk  shows). 

The  Waldo  commercials  are  the  tv 

equivalent  of  the  spoofs,  skits  and 
fantasies  Avhich  have  been  busting  out 

all  over  in  radio  (see  "Should  you  get 

on  radio's  comedy  commercial  band- 
wagon?" sponsor  18  May).  Waldo  is 

a  mildly  repressed  bachelor  who  real- 
izes his  two  dreams:  the  love  of  a 

beautiful  woman  and  ownership  of  a 
1957  Dodge. 

You  can  look  for  a  continuing  run 

of  light-touch  commercials  in  both  tv 
and  radio  as  one  effort  stimulates  the 

next.  Significant  point  about  the 

Dodge  fantasv  commercials  is  that 
they're  live-action  rather  than  anima- 

tion— usual  in  light-touch  tv. 

Focus  on  personalities:  Burton  J. 

"Jack'"    Rowles    joined    the   creative 
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-i.iil  ol  \ll'<)  Prdouctions,  Inc.  Rowles 
won  a  Sylvania  award  certificate  in 
L956  for  co-authoring  .1  i\  pla)  voted 
t Ik-  iih >-t  outstanding  human  interest 

program  "I  the  year,  "The  Long  Waj 
Home."  .  .  .  Louis  Kraviti  and 

Thomas  R.  Ryan  are  new  v.p.'s  of 
Fred  V  Niles  Productions,  Inc.,  Chi- 

Ki ,t\  it/  i-  \  |p.  iii  charge  of 
sales,   Ryan   i-  1   luction  v.p. 

FINANCIAL 

Stock  market  ((notations:  Follow- 
ing stocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 
tions for  Tuesday  tlii^  week  and  I  ues- 

day  the  week  before.  Quotations  sup- 
plied !'\  Menil  Lynch,  Pierce,  Fennei 

and  Beane. 

Tues. 

1 111- 

Nei 
Stock 21  Maj 28  Ma) (  hange 

\  ni }  orh    StOi  /. /  ci  hange 

\i;  ri 

L't 

-  % 

\  im 
1781, 

17895 

\\l(l 

u~. 

+  % 1  BS  "A" 

;r, 

-  % 

Colombia  Pic. 
i:-, 

17% 

-  % 

1    lll'H  '- 

l'ii 19% 

Paramount 
35% 1 1% 

-", 

i;i  \ 
38% 37% 

-1% 

Storer 

27% 27% 

-  % 

20th-Fox 
27  & 

29 
\\  arner  Bros. 

25% 25 

W  r-linj;liouse 
60% 

60% 
- 

American  Stock  Exchange 
Ulied   btiats 
I  m    Super 
DuMonl  Labs.       5%  V, 
Guild  Fibns  ;T-  ;;, 
M  \  »'»  K 

REPS 

You  can't  tell  the  time  with- 
out a  score  card  during  Daylighl 

Saving  Time  month-  so  NBC  Spol 
Sales  has  put  together  a  li>t  ol  the 

top  100  metropolitan  markets  show- 
ing: Hi  what  time  thej  observe  dur- 

ing the  summer;  (2)  number  of  hours 
behind  New  York  Daylight  Saving 

Time;  (3)  rank  according  to  popu- 
lation; (4)  time  observed  during 

v  inter.  Copies  are  available  on  re- 

quest 

\dani   Young   has   signed   Thomas 
&  Douglas,  Inc..  a  marketing,  adver- 

tising, sales  promotion  firm,  to  launch 

a  campaign  based  upon  Young's  new 
series  of  industr\   research  reports. 

Personnel  changes:  Benrj  O'Neill 
has  joined  the  Boiling  Co.'s  New  ̂ l  ork 
t\  -ales  staff  ...  at  Petry,  Edward  J. 
RufTo  has  joined  the  Chicago  office  as 
radio    account    executive    and     Vustcn 

Smithers  goes  into  the  New  V'lk  of- 
fice also  .1-  a  radio  ai  1  ount  1  k<  i  utive. 

.  .  .  John   I.  Kiiiy  has  joined  Pet<  rs 
Griffin,  \\   Iward  as  a  radio  account 
executive  in  New  N  <  •  1  k .  .  .  .  Diree  nem 

appointments  at  Blaii  -T\  are:  New 
1  ork,  John  Bissell,  new  head  ol  the 

department  "I  Bales  analysis  and  Jack 
[uohler  as  account  executive.  .  ,  , 

Oliver  T.  Trittler  joins  Blaii  l\  as 
account  executive  in  the  St.  Louis 

office.  .  .  .  Carlos  Reese  joins  fohn 
Blair  \  1  ".  (radio)  .1-  a<  count  execu- 

tive, also  in  St.  Louis.  .  .  .  <  BS  Spol 
Sales    has    added    two    .1   mi    execu- 

tives, Byington  I  .  <  olvig  in  thi  Chi- 

offii  •    and  Sam   I •'.  Hill.  Jr.  in 
ill.         \lU       ̂      "I    k      <  >1  I  I  <    < 

Ernest  Lee  Jahncke  ■  ••-  to  Petrj 
i'  \i  month  111  the  new  K  <  reated  post 

ol  \  ,p.  and  assistant  !■•  Ed  Petrj . 
Pn  -1. 1.  Hi  Mart)  Nierman,  1  I 

i-iii  sales  managei  will  become  \.|>.  and 
national  sales  managt  1  i"i  t\ . 
Resignations!  Thomas  E.  Knode, 
\  .|i.  in  eh. 11  *  "i  tele*  i  —  1 « •  1  •  and 
t  harles   Philips,  ties   de 
\  1  lopment,    Edward    Petrj    Co     effe< 

live    I    I une     I  uture  plans  !•■   I"-  an- 
1011111  ed.  C** 
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GRADE    B    CONTOURS 

76,701  MORE  TV  HOMES 
From   PITTSBURGH  to  HARRISBURG 

You  get  76,701  more  TV  homes  with 

WFBG-TV,  Altoona,  plus  Pittsburgh— the  best 
combination  of  stations  in  the  area!  Sign  on 

to  sign  off,  seven  days  a  week,  WFBG-TV 
delivers  average  ratings  30.1%  greater 

than  Johnstown;  71.4%  more  quarter-hour 
firsts.  ARB  Altoona  Coverage  Study,  March 

1956;  ARB,  November  1956. 

Every  day,  more  and  more  smart  timebuyers 

and  advertisers  are  discovering  that  the 

audience  belongs  to  ALTOONA  and  Pittsburgh! 

Your  Blair  man  will  tell  you  why. 

ONLY  BASIC  CBSTV  STATION  SERVING  THE  AREA 

WFBG-TV 
ALTOONA PENNSYLVANIA 

Channel  10 

ABC-TV  •  NBC-TV 

Represented  by  BLAIR-TV 

operated   by  :    Radio   and  Television    Div.  /  Triangle    Publications,   Inc.  /  46th  &   Market  Sts.,   Philadelphia   39.   Pa. 

WFIL-AM  •  FM  •  TV,  Philadelphia,  Pa.  /  WNBF-AM  •  FM  •  TV,  Binghamton,  N.  Y.  /  WHGB-AM,  Harrisburg,  Pa. 

WFBG-AM  •  TV,  Altoona,  Pa.  /  WNHC-AM  •  FM  •  TV.  New  Haven-Hartford,  Conn.   /  WLBR-TV,   Lebanon,  Pa. 

National       Sales       Office,       4-85       Lexington       Avenue,       New       York       17,       New      York 

(>!', 
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//  lmt\  happening  in  I  ,  S>  Government 

i/mt  djjiuts  tponson    agencies,  ttationt 

WASHINGTON  WEEK 

i  june  Even  though  it  voted  that  fee  tv  should  be  given  ;i  trial,  there  are  no  tndica> 
Copyright    1957  jj  £  ission     haste    tO    get    Stalled. SPONSOH   PUBLICATIONS  INC  ° 

I  lie  big  preliminarj  job  La  to  gel  1 1 1 < -  thinking  "f  proponents  of  the  pa\  s\stem  that  is, 
to  get  from  them  answers  t"  the  same  list  "I  questions  thai  bad  been  propounded  to  the 

FCC  (and  left  unanswered)  by  Rep.  Oren  Harris  (D.,  \ik.i.  chairman  of  tin-  House  Com* 
merce  <  lommittee. 

[he  long  catechism  includes: 

•  How  big  would  a  test  have  to  be  to  secure  accurate  information  on  whether  fee  tv 

would  bring  better  entertainment  ti>  the  public,  or,  as  the  system  b  opponents  argue,  kill  spon- 
sored t\  ? 

•  Should  a  test  be  confined  to  markets  with  four  or  more  Stations,  or  l'>  uhf  stations 
onl)  ? 

•  What  restrictions  should  he  applied? 

•  Mow    many  broadcast  hours  per  station,  and  what  hours? 

•  Should  fee  l\   be  held  to  a  single  system  in  a  single  market? 

Deadline  for  written  replies  has  heen  set  at  !>  July,  Am  body  can  file  answers,  hut  the 

ICC  would  picfer  to  hear  mostl)   from  fee  tv  proponents. 

If  the  FCCs  network  study  group  wants  any  inside  information  about  certain 

tv  producers  and  distributors,  it  knows  now  that  it  will  have  to  go  to  court  to  get  it. 

The  group  learned  this  week  that  four  producer-distributors — Screen  (/em-.  Ziv-TV, 

\ICA-T\  .  and  Uewie  Production  Ian  \IC.A  su';»idiar\  i  definite!)  have  DO  intention  of  co- 
operating voluntarily. 

The  FTC  continues  with  its  slow  but  steady  How  of  complaints  against  radio- 

tv  sponsors. 

Last  week  a  single  complaint  covered  separate  companies  with  the  same  name:  Fidelity 

Storm  Sash  of  Baltimore,  Philadelphia,  and  \\  ashington,  D.  C. 

The  charge:  "Bait  and  switch"  on  tv  and  newspapers,  and  of  pretending  to  give  "low, 

low  prices"  in  order  to  take  advertising  photos  of  the  windows  in  use. 

Meanwhile  an  FTC  hearing  examiner  tried  to  differentiate  between  mere  "puff- 

ing"' and   outright   false   advertising  in  a  case  involving  Tanners  Shoe  Co. 
Said  the  examiner:  Permissible  puffing  may  he  described  as  exaggerating  the  qualities 

of  a  product,  whereas  illegal  advertising  would  he  to  claim  qualities  for  a  product  that  it 
didn't  have. 

The  hearing  examiners  reasoning,  of  course,  is  subject  to  correction  when  the  full  com- 
mission gets  around  |o  considering  the  case. 

This  week's  notes  from  Government  agencies  on  the  state  of  the  economy: 
DEPARTMENT  OF  COMMERCE:  (1)  The  net  public  and  private  debt  climbed 

S28  billion  in  ]'>■">(>.  compared  to  a  rise  of  149.5  billion  the  previous  year.  (2)  The  rise  in  in- 
dividual debt  as  1957  -tailed  was  $7  billion  less  than  during  the  previous  year,  due  largely 

to  less  credit  borrowing— especially  for  automobiles.  (3)  Corporate  profits  last  year  were 

SI   billion  higher  than  in  1955— up  to  S43.7  billion. 

DEPARTMENT  OF  LABOR:  Factory  workers1  spendable  earnings  and  buying 

power  wen!  off  slightly  in   \pril.  mainly  due  to  a  shorter  work-week. 

Sen.  Warren  Magnuson.  chairman  of  the  Senate  Commerce  Committee,  would 

like  to  have  SI  million  divvied  up  among  the  states  for  educational  tv. 

He's  introduced  a  hill  to  that  effect. 
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GETTING       THE      MOST       FRC 

Iff  the  Picture  "Pops" 
It  Has  What  It  Takes! 

Many  a  good  film  commercial  has  been  ruined  by  a  poor  presenta- 

tion "on-air."  If  the  picture  "pops"  out  at  you,  has  sparkle  and  dimen- 

sion, you  know  it's  good.  With  modern  RCA  Film  Equipment  you  can 

expect  and  get  the  highest  quality  reproduction  and  long  term  reli- 
ability in  operation. 
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CUR       FILM       DOLLAR 

liow  to  Get  the  Kind  of  Picture 

Quality  that  Advertisers  Want 
There  are  two  ways  to  increase  the  quality  of  your 

film  programs: 

(a)  By  using  Vidicon  film  cameras 

(b)  By  using  professional  projectors. 

Vidicon  cameras  give  you  sharp,  clear,  virtually  noise-free  pictures 
of  live  picture  quality.  The  Vidicon  will  show  every  detail  that  is 

on  the  film.  For  example,  night  scenes  are  much  clearer  with  new 

Vidicon  cameras  than  with  older  Iconoscope  equipment.  Vidicon 

film  cameras  have  ideal  tone  or  gray  scale  range  for  high  quality 

reproduction  of  film.  A  remote  light  control  permits  the  RCA 

Vidicon  camera  to  be  adjusted  to  optimum  operating  conditions 
at  all  times. 

Professional  RCA  projectors  are  another  requirement  for  high 

picture  quality.  Professional  film  projectors  provide  a  rock-steady 
picture,  free  from  jump  and  jitter,  as  well  as  high  fidelity  sound. 

Precise  optics  in  the  RCA  film  and  slide  projectors  assure  evenness 
of  illumination  and  excellent  resolution. 

Whether  you  are  a  station  executive,  program  sponsor  or 

agency  man,  you'll  be  helping  the  cause  of  good  film  program- 
ming by  advocating  the  use  of  up-to-date  film  room  equipment. 

Ask  the  RCA  Broadcast  Representative  to  show  you  our  new  film 

manual  "Planning  TV  Film  Facilities  for  Color  and  Monochrome." 

Tmk(»)  ® 

RADIO     CORPORATION    of    AMERICA 

BROADCAST   AND    TELEVISION    EQUIPMENT 

CAMDEN,    N.  J. 

In  Canada:  RCA  VICTOR  Company  Ltd  ,  Montreal 
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A  round-up  of  trade  talk, 

trends   and   tips   for   admen 

SPONSOR  HEARS 

I  JUNE  The  Madison  Avenue  statistical  virus  is  growing  catchier. 

sponsor  publications  inc.  "^n  aoency  publicity  man  lamented  this  week:  "When  you  approach  a  columnist  or  tv 
editor  with  a  story,  right  away  he  wants  to  know  what's  the  show's  rating?" 

A  station  rep  seeking  enlightenment  this  week  on  the  wherefore  of  a  cancella- 
tion was  told  by  the  agency: 

"We're  disciplining  the  station  for  dealing  with  us  direct  and  not  going  through  its 

rep.   We're  just  trying  to  protect  you." 
Retorted  the  rep:  "A  little  more  protection  like  that  and  we'll  be  out  of  business." 

Esty's  promotion  department  apparently  hadn't  caught  up  with  the  timebuy- 
ing  department  last  week  when  it  asked  stations  to  go  all  out  in  exploiting  an  added  spot 

saturation  campaign  for  R.  J.  Reynolds. 

When  astounded  reps  double-checked  this  (because  Reynolds  has  been  cutting  back  on 

radio  spots)   Esty  conceded:  "Somebody  goofed." 

If  agency  marketing  men  don't  think  they're  building  up  enough  prestige 
among  product  group  heads,  say  the  latter,  it  might  be  because  they: 

•  Don't  put  enough  faith  in  the  backgrounds  and  opinions  of  the  group  people. 
•  Try  to  apply  the  same  formula  to  every  situation. 

•  Talk  over  the  heads  of  the  group  in  an  esoteric  lingo. 

The  stumbling  blocks  Madison  Avenue  and  the  theatre  film  people  run  into 

in  negotiations  are  mostly  due  to  semantics. 

An  adman  thinks  in  terms  of  using  a  feature  as  a  one  or  two-time  carrier  of  his  ad- 
vertising message. 

The  bankers  who  control  the  film  companies  think  primarily  in  terms  of  the  net  income 

to  be  derived  for  each  feature  from  all  its  tv  showings. 

New  networks  are  a  dream  that  perennially  gives  the  business  a  lift.  Just  about 

25  years  ago,  radio  was  buzzing  with  "third  network''  enthusiasm. 
And  indeed,  sometimes  the  challengers  even  got  off  the  ground  —  only  to  be  plagued 

shortly  by  a  shortage  of  capital  and/ or  managerial  collisions.  Here  are  a  couple  that 

tried  to  give  NBC  and  CBS  a  run  for  their  money: 

AMALGAMATED  BROADCASTING  SYSTEM:  Comedian  Ed  Wynn  provided  the 

bankroll,  with  vaudeville  violinist-producer  Ota  Gygi  as  impresario.  It  lasted  a  little  over  a 

month.   Wynn  later  disclosed  that  he  dropped  over  $300,000  in  the  venture. 
FEDERAL  BROADCASTING  SYSTEM:  The  late  Gov.  Alfred  E.  Smith,  as  board 

chairman,  and  some  Wall  Street  money  men  launched  this  one  with  WMCA  as  the  New  York 

flagship.  WMCA's  owner  Donald  Flamm  was  to  get  $153,000  on  a  year's  lease,  but  Federal's 

backers  didn't  take  long  to  decide  they  had  enough. 
AMERICAN  BROADCASTING  SYSTEM:  At  about  the  time  Federal  showed  signs 

of  folding,  George  Storer  moved  into  the  New  York  arena.  He  leased  WMCA  for  a  while 

and  then  shifted  to  WNEW.    The  deal  was  short-lived. 

OTHERS:  Ford  and  Hearst  year-in-and-out  were  nominees  to  break  the  jinx;  but 

they  never  got  interested  enough  to  brave  it 
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Consider  this: 

Average  homes  using  Radio:  23.3% 

Average  share  of  audience:  24.8% 

Average  rating:  5.8 

Source:    March  1957  Memphis  Metropolitan  Area  Pulse 

6  P.M.— 10  P.M.  Monday  thru  Friday 

*Well,  not  all  of  it.  Local  and  regional  advertisers  have  been  using  night  time 
on  WMPS  all  along  with  amazing  concrete  results.  There  are  a  few  availabili- 

ties, but  we  suggest  "he  who  hesitates  is  lost."  Once  upon  a  time  nobody wanted  7  A.M.-9  A.M.  or  4  P.M. -6  P.M.  either! 

Keep  your  eye  on  these  other  Plough,  Inc.  Stations: 

Radio  Baltimore  I    Radio  Boston     1    Radio  Chicago 

WCAO        I       WCOP  WJJD 

REPRESENTED   NATIONALLY   BY   RADIO-TV  REPRESENTATIVES.   INC. 
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Quarter  hour  leads  or  percentage  of  audience 

KBTV  is  No.  1  during  the  most  important  time  classification- 

^SV      Sign  on*  to  10:00  P.M. 
v    "4^^    Monday  thru  Friday. 

)         — 1 —      Station  B Station  C 

Station  D 

QUARTER   HOUR   LEADS PERCENT   OF    AUDIENCE 

Represented  by  Peters,  Griffin,  Woodward,  Inc. 

•10:30  A  M 
•Jan.  1957  ARB ckuwl 

John  C.  Mullins,  President 
Joe  Herold,  Station  Manager 

K  BTV 
1089   Bannock 

Dial  TAbor  5-6386 

NIGHTTIME  RADIO 

(Continued  from  page  33) 

According  to  the  plan,  night  rates 

would  begin  at  7  p.m..  night  announce- 

ment packages  would  be  run-of-sched- 
ule  or  rotating  from  7  to  10  or  7  to  11 

p.m.  I  but  with  limited  choice  of  days 
nl  week  I.  and  packages  would  be  at 

the  10-.  15-,  or  20-per  week  levels  only. 

"Current  day  packages  or  straight  rate 

announcements,"  the  plan  continues, 

"may  apply  for  night  minimum*,  but 
not  vice  versa.  Packages  at  these  lower 

prices  to  be  applicable  for  minutes  or 
breaks;  no  separate  minute,  break  or 

quickie  packages.  Pre-emptible  by 
other  higher  priced  spots  on  one 

week's  notice." 
To  work,  the  plan  needs  a  majority 

of  stations  in  a  great  number  of  mar- 
kets. "Agencies  have  said  that  they 

may  be  interested  in  night  radio  if  it 

is  priced  right,"  Maillefert  said,  "and if  they  know  that  they  can  plan  on 

equitable  night  rates  on  good  stations 
on  a  broad  regional  or  national  scale. 

But  they  are  not  going  to  consider  it  if 

it  can  be  bought  economical!)  in  only- 

scattered  markets." Naturallx  the  advertiser  who  is 

about  to  become  the  first  major  to  en- 
ter nighttime  spot  radio  is  watching  to 

see  how  this  plan  develops.  Price  will 
be  a  consideration.  But  it  will  not  be 
the  final  consideration. 

He  will  move  into  nighttime  radio 
because  he  believes  in  it.  He  wants  to 

hit  at  an  audience  that  isn't  rushing 
around  burning  toast  and  getting  the 
kiddies  off  to  school.  He  wants  to 

reach  the  millions  of  working  women 

when  they  are  relaxing  with  their  fami- 
lies or  dressing  for  their  date.  He 

wants  to  catch  the  married  couple — 
not  when  they  are  racing  against  a 

time-clock  in  the  morning,  but  when 

they  are  driving  home  from  a  movie 
or  a  dance  at  the  country  club. 

He  has  heard  all  about  the  peak  tv 

tune-in  hours,  but  he  himself  is  a  tv- 
owner  who  listens  to  radio  sometimes 

at  night.  In  his  circle  of  friends,  he 
has  found  that  many  of  them  do  the 

same.  He  is  a  selective  viewer  of  tele- 
vision and  does  not  spend  all  night  in 

front  of  it.  In  fact,  he  sometimes  pre- 

fers a  certain  radio  program  to  a  cer- 

tain tv  program.  And  he  knews  in- 
stinctively that  he  is  not  alone. 

He  knows  there  are  more  people  lis- 

tening to  radio  at  night  than  anyone 

thinks.  He  is  going  to  be  first  to  reach 
them.  ^ 
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[Continued  in>m  page  55) 

ness  when  Bimilar  themes  are  taken  bj 
competing  brands,  or  when  .1  compet- 

ing brand  comes  up  with  something 
r\ i'h  moi e  effect i\<i. 

How  lt>ni±  you  run  .1  t\  commercial 
also  depends  to  .1  great  extent  upon 
how  often  \  ou  run  it,  and  pai  tii  ulai  l\ 
upon  whethei  successive  repetitions  are 
seen  primarily  l>\  the  same  audience 
i>r  In  different  audiem  es.  Running 
the  same  commercial  repeated!}  on  .1 
program  which  has  largeh  the  same 
people  making  up  it~  audience  each 
time  is,  oi  course,  verj  different  from 
showing  the  commercial  successive!)  i>> 
different  groups  "I  people.  Our  \<ti- 
\;iiimi  studies  have  shown  that  a  num- 
ber  of  commercials  have  been  used  ef- 

fectivel)  over  long  periods  of  time  l>\ 
merelj  changing  the  program  on  which 
thej  appear,  and  therefore  the  audi- 

ence, periodical]) .  In  other  cases,  com- 
mercials have  been  run  effectivel)  over 

long  periods  bj  occasionall)  changing 
the  lead-in.  providing  a  cue  "I  news  or 
difference. 

Activation  Research  shows  thai  cer- 

tain campaigns  can  sell  effectivel)  over 
a  long  period  ill  time  without  major 
change  in  campaign  strategy.  For  ex- 

ample the  current  top  selling  i\  cam- 
paign in  the  headache  remed)  field  has 

run  almost  identical  commercials  for 
several  years,  and  a  leading  cleanser 
campaign  produced  sales  at  an  excep- 

tional!) high  rate  for  an  equall)  long 
period  oi  time.  This  suggests  thai 
mam  strong  campaigns  and  commer- 

cials could  be  run  effectivel)  for  much 
longer  periods  than  the)  ordinaril)  are 
run. 

On  the  other  hand,  main  advertis- 

ers, not  taking  into  account  the  above 
factors,  often  run  compai  ati\  el)  weak 
campaigns  far  longer  than  the)  should, 

on  the  theor)  that  a  campaign  needs 
sufficient  time  to  produce  sales.  The 
Activation  data  show  that  such  cam- 

paigns do  not  ordinaril)  "build  up"  to 
a  high  rate  of  sales  effectiveness,  no 

matter  how  long  the  commercials  are 
repeated. 

I  his  again  says  that  the  onl)  wa)  t" 
realK  know  how  long  to  run  a  given 

commercial  is  to  periodicall)  deter- 
mine how  much  product  -ales  are  at- 

tributable to  the  commercial,  and  to 

change  the  commercial  or  time  strat- 
eg)  when  this  measurement  indicates 
a  relatheK  low  level  or  a  decline  in 

sales  efficiency .  ^ 

MEAN  TEMPER  ATI  RE 

The  Central  Ohio  market  has  a  mean 

temperature  of  S3.6  .  but  don't  let  that 
throw  you  it's  the  hottesl  market  going 
when  n  comes  to  sales  It  has  - 
   to  spend    Pulse  places  \\li\s  Radio 
iirst  m  any  Monday-thru-Friday  quarter- 

hour,  day  or  night,  ami  that's  no  mean fact  Ask  John  Blair. 

WBNS    RADIO 
COLUMBUS,    OHIO 

it's  KSAN  in  San  Francisco 
PROVEN  MOST  POPULAR  WITH  NEGRO  LISTENERS     A 

YEAR  AFTER  YEAR*  cn.,.^. 

Is  Your 

Best  Buy... 
Because 

ml 
Goes  Where 
280,000 

KSAN 
SAN  HANCISCO  1 

,  \  Where 

fc\  Neg
ro 

/Market 

Listeners 

r  specific  proof  of  all  KSAN  claims  to  fame, 
ntact  Stars  National,  Tracy  Moore,  or 

WRITE,  WIRE,  PHONE  KSAN 
,11  MARKET  STREET,  SAN  FRANCISCO,  CALIFORNIA,  MA  1-8171 

SPONSOR 1  june  1957 

75 



BigNew? 
MPM? z~m. 
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CBS*k^> 
5  *%%?  WATTS  - 1280  KC 

EUGENE. OREGON 
WA/VT  MORE  FACTS  P 

-COA/rACr.   W£ED  £  CO. 

To 

Reps  at  work 

Peter  F.  Yaman,  \  oung  Television  Corp.,  New  York,  feels  that  a 

better  understanding  of  the  problems  faced  by  both  buyer  and  sales- 

man would  eliminate  many  of  the  unnecessary  aggravations.  "Let's 

take  the  situation,"'  Pete  says,  "where  the  rep  doesn't  get  his  avails 

in  on  time.  There's  usually  a  good  reason  for  it.  The  times  when  I 
submitted  late  avails  I  certainh 

realized  that  the  tardy  ser\  ice 

might  hinder  the  Inner  from  se- 
lecting a  good  schedule.  But  I  felt 

I  was  offering  the  best  schedule 
because  I  had  taken  the  time  and 

effort  to  consider  the  buyers  re- 

quest and  set  up  avails  according- 

ly. So  the  buyer  gained  from  this 

rather  than  lost."  Pete  points  to 
another  particularly  sensitive  area 

in  the  bu\er-salesman  relationship. 

"The  rep  would  like  to  know  win 

his  station  did  not  get  a  portion  of  the  budget  allocated  to  the  mar- 

ket. We  feel  it's  a  fair  question,  but  generally  it  creates  an  air  of 
suspicion  and  a  difficult  situation  develops.  The  buver  should  realize 

that  the  rep  has  an  obligation  to  the  station  to  ascertain  the  reasons 

for  the  loss  of  advertising  revenue.  In  that  way  the  television  sta- 

tion can  appraise  the  situation  and  then  can  correct  the  problem." 

Byron  Nelson,  CBS  Radio  Spot  Sales,  manager  of  the  San  Fran- 

cisco office,  comments:  "Spot  radio  has  doubled  in  our  office  in  the 
past  two  years  because  of  the  tremendous  growth  of  the  Pacific 

Coast  area.  New  residents,  lured  to  the  pleasant  climate  in  great 

numbers,    have   forced    manufacturers   to   expand    nationally.      The 

one-man  office  on  the  Coast  is  now 

a  thing  of  the  past.  General  of- 
fices of  large  and  small  companies, 

in  many  cases  entire  factories, 

have  moved  here  to  cope  with  con- 

sumer demands  and  the  competi- 

tive picture  nationally.  The  Ford 

Motor  Co.'s  new  assembly  plant 
covers  44  acres,  and  even  General 

Motors  is  constructing  a  massive 

assembly  plant  near  San  Fran- 
cisco. The  W  est  s  expansion  is 

well  documented  in  I.  S.  Steels 

activities.  It  now  handles  two-thirds  of  all  West  Coast  consumption. 

All  of  this  residential  growth — expanding  the  labor  force — has  re- 
quired the  industrialist  and  his  agency  to  make  revisions  in  their 

public  relations,  promotion,  advertising  and  marketing  plans.  Find- 

ing it  impossible  to  reach  people  in  this  vast  area  with  more  expen- 

sive   media,   thev    have   turned   to   effective   and   economical   radio." 

SI'ONSOK 
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Enter  Chicago's  charmed  circle 
for  sales . .  .WGN- radio 

You're  in  good  company  when  you  join  the  nation's  smartest 
time-buyers  who  confidently  select  WGN  to  sell  millions  of 
dollars  worth  of  goods  for  top-drawer  clients. 

1957  promises  exciting  new  programming  to  make  WGN's 
policy  of  high  quality  at  low  cost  even  more  attractive  to  you. 
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KTBC-TV 
is  growing  older 

fJer  .     .  stronger  . 

NOW! 
a  TALLER  tower 
11280'  above  average  terrain) 

MORE  coverage 
\  11137'  above  ground! 

J^^     and  right  in  the 
*  IR/  HEART   of 
At^TI—     TEXAS 

KTBC 
CHANNEL  7 

CBS  •  NBC  •  ABC 

3161 

590  Ic  RADIO 
CBS 5.000  watts   (lsi 

AUSTIN.    TEXAS 

Represented    Nationally   by 

Paul   H.   Raymer  Co.,   Inc 

WTOX 
IN   WILMINGTON 

DELAWARE 

YOUR  BIG 

1       BARGAIN 
station  covering  the  millions 

in  the  rich  Delaware  Valley 
F! 
||  ask  your  Walker  man  about 

the  "Timekeeper  Show"  6:00- 
9:00  A.M. 

for   results    that  count  and    can 

be  counted  use 

Wilmington,   Dela. 
1290  on    the   dial WTOX Itooojfc^l 

Siiiiiiniiiiiiiiiii   iiiiiiiiiiiiinii   iiiiiiiiiiiiiiniii   iiiiiiiiiiiiiimii   iiiiiiiiiiiiiiiiiiiiil 

Tv  and  radio        I 

NEWSMAKERS 

J.  Robert  Kerns  lias  been  appointed  inan- 

aging  director  of  WITH,  Storer  Broad- 

casting's newl)  acquired  tv  station  in 
\\  ilmington.  Announcement  was  made  1>\ 

George  I!.  Storer,  Jr..  tv  ir.p.  Kerns  is 

an  18-year  veteran  with  Storer  and  also 

a  v.p.  He  started  in  the  industry  in  1939 
as  a  salesman  at  WHIZ,  Zanesville.  In 

1942  he  was  made  commercial  manager 

of  that  station  and  managing  director  in  1946.  Subsequently  he 

managed  WOLK,  Lima.  0.;  WMMN,  Fairmont.  \Y.  \a.:  and 
WASI.  Cincinnati.  In  1953  when  Storer  bought  WBRC-AM&TV, 

Birmingham,  Kerns  moved  south  to  manage  the  stations.  \\  illiam 

E.  Rine,  Storer  v.p.  for  radio,  also  announced  a  new  appointment: 

Lionel  Baxter  as  managing  director  of  WIBG,  Philadelphia.  This 

station   was  included   in  the  recent  purchase  from    Paul   F.   Hanon. 

Max  Wylie  has  joined  Lennen  &  Newell 

as  production  supervisor  for  the  agenc)  's 
tv  shows  in  New  York.  In  his  new  position 

Wylie  will  work  on  program  development 

with  Nicholas  E.  Keesely.  IAN  senior  vice 

president  in  charge  of  radio  and  t\.  Wylie, 

recently,  has  been  associated  with  Omnibus 

I  seen  this  past  season  on  ABC  TV  I  ;  he 

was    editor    of   that    program    during    the 

1955  season.  In  the  five  years  prior  to  that  time,  he  was  with  \\  il- 

liam Esty  Co.  where  he  supervised  programs  and  the  development 

of  new-  shows.  Wylie  also  was  with  CBS  for  nine  years.  At  Columbia 
he  served  as  editor-in-chief  of  the  script  department  and  during  that 

time  was  one  of  the  initiators  of  the  award-winning  Columbia  \J  ork- 

shop.  A  noted  author,  he  has  written  six  books  about  the  broad- 

casting industry,  the  most  recent  of  which  is  titled  "Clear  Channels. 

Raymond   Ruff  is  a  Horatio  Alger  news- 

f  m  maker.    Ruff,  who  started  out  as  an  office 

boy  for  KOMA.  Oklahoma  City,  in  1937 
has  returned  to  the  station  this  week  as 

manager.  He  replaces  Sol  Schildhause. 

managing  partner  who  has  sold  his  interest 
in  the  station.  Ruff  conies  directly  from 

KOTK.  Oklahoma  City,  where  he  has  been 

commercial  manager.  He  is  a  20-yeai 

broadcasting  veteran  with  experience  in  almost  ever)  branch  "I 

station  operation.  He  served  with  KOMA  from  1937  to  1953  in  va- 
rious capacities  including:  office  boy,  traffic  manager,  program 

director,  sales  promotion  manager,  salesman,  sales  manager  and 

assistant  manager.  In  1953  he  joined  KTYQ.  Oklahoma  Cil\.  as 

commercial  manager  and  a  year  later  went  to  KDK A.  Pittsburgh. 

He  returned  to  Oklahoma  Cit\    in  Jul\    1955  to  take  the  KTOK  job. 
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BROOK  TROUT 
Salvelinus  fontinalis 

In   Michigan's   mlt/  woodland   streams,    the 
lirool  or   Sptckltd    I  rout  plan  I'ii/c  and  \9tk 
it  it/>  anglers,  //<  isgamey,  colorful— Mid  dotes 
on  M.iy  /lies.        ~  ,  ,     ii... 

'  Ongmol  ikclch  by  comervatiormt 
Chorle*  E.  Schafer 

Put  your  money 

where  ffie  people  are! 

*  c.-- 

Docs  your  radio  advertising  talk  to  trout  instead  of 

people?  Summer,  winter,  spring  and  fall,  \\  W'J's  Hi-Fi 
signal,  personalities,  music,  and  news  concentrate  on 

the  millions  of  big-earning,  big-spending  folks  in 

southeastern  Michigan  to  whom  WW"  J  is  a  constant 

companion  and  trusted  friend.  Use  W'Wj  all  day  .  .  . every  day. 

Hit  Your  Real  Michigan  Target 

Seventy  per  cat  of  Michigan's 
population  commanding  ~^  per 
cent  oj  the  state's  buying  pouer 
Hies  within  WWJ's  daytime 

primary  area. 

WWJ    RADIO 

NBC 

Affiliate 

WORLD'S  FIRST  RADIO  STATION 

Owned  and  operated  by   The    Detroit    NeWS 

National  Representative!:  Peters,  Griffin,  Woodward,  Inc. 
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SPONSOR 

Fee  tv  again  becomes  a  burning  issue  with  the  FCC's  request 
for  opinions  on  how  to  conduct  a  fee  tv  test.  Two  years  ago 

during  lengthy  FCC  exploration  of  fee  tv,  sponsor  carried  the 

following  editorial.  The  concern  we  expressed  ovei  the  fee  tv 

danger  in  und-May  1955,  sponsor  feels  even  more  strongly  today. 

11   in   i   mil   iiiii   iiliiiiiililillllllllllinilll   lllllllll   lli| 

Fee  tv  and  free  tv 

The  Federal  Communications  Commission  will 

need  the  wisdom  of  Solomon,  the  vision  of  Joseph, 

and  the  courage  of  Daniel  to  safely  navigate  the 

treacherous  shoals  of  a  lengthy,  tedious  fee  tv  hearing 

and  emerge  with  the  right  decision. 

For  here  is  an  issue  that,  in  its  hasic  implications, 

is  more  important  than  anything  that  has  yet  come 
before  the  FCC. 

The  issue  is  the  effect  of  a  system  of  fee  tv  on  a 

system  of  free  tv.  Can  the  existing  system  of  com- 

mercial radio  and  television,  expressing  the  broad- 

cast concepts  of  a  democratic  nation,  live  side  by  side 

in  the  same  household  with  a  system  that  is  not  free? 

Will  advertisers  be  adversely  affected  by  the  compe- 

tition for  top-audience  sports  events  and  entertain- 
ment features?  Will  fee  tv  outbid  free  tv  whenever 

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  public,  pressure  politics,  and 

endless  debates.  This  is  all  in  the  great  American 

tradition. 

There  is  much  to  be  said  for  fee  tv.  Many  of  the 

arguments  of  its  proponents  are  telling  indeed.  But 

the  basic  consideration  is  whether  the  American  sys- 

tem 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  Commission  are  great. 

Twice  in  10  years  it  has  seen  fit  to  foster  broadcast 

developments  which,  in  retrospect,  we  believe  the 

Commission  would  change  if  it  could.  For  what  hap- 

pened after  the  advent  of  commercial  fm  and  com- 
mercial uhf  could  happen  after  the  adoption  of  fee 

tv — only  worse. 

.iiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiii   iiiiiiiiiiiiiiiiiiiiiiiiii<   i   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiini   mil   iiiiiNiimiiiniiliiiii   liilliilllllllllliS 

lO-SECOND  SPOTS 

Coverage:  When  a  30-pound  chunk 

of  ceiling  plaster  fell  and  missed  Texas 
Governor  Price  Daniel  by  inches, 

KITE,  San  Antonio,  was  on  the  air 
with  a  first-hand  beeper  telephone 

report  almost  before  the  plaster  dust 
settled.  Newscasts,  sportscasts.  and  now 

— plastercasts  ! 

Impulsive:  A  Brookhn  dock  worker 

was  recently  jailed  for  trying  to  turn 
down  a  neighbors  television  set  with 

an  automatic  pistol.  What  Madison 

Ave.  would  call  "Selective  Inattention." 

Synopsis:  From  a  daily's  tv  log — "10:00— VIDEO  THEATER— Drama: 

The  Armed  Venus.  With  Esther  Wil- 

liams. Man  falls  in  love."  Unusual 

plot! 

IT:  "Imagery  Transfer,"  Joe  Culligan'a 
radio  concept  is  now  being  promoted 

by  NBC  through  half-bushel  baskets 
filled  with  leading  cigarettes  in  sacks 

imprinted  only  with  such  slogans  as 

"Filter,  flavor,"  "Live  Modern,"  "Light 

up  time."  Idea:  to  pick  your  brand 
by  Imagery  Transfer.  The  first  guy 
to  reach  the  moon  will  be  a  network 

promotion  man. 

Longhair:  Philadelphia  Radio  Month 
climax  w  as  a  motorcade  of  station  cars 

carrying  show  personalities  —  except 
for  WFIN-FM  whose  car  contained  a 

bust  of  Ludwig  van  Beethoven.  The 

young  lady  driving  sported  a  button 

reading,  "I  like  Ludwig."  You  gotta 

say  this  for  Ludivig;  he's  been  around 
longer  than  Elvis. 

Progress:  The  Forum,  a  new  restau- 

rant planned  for  New  York's  Radio 
City,  will  feature  table-side  tv  sets  for 
busy  admen.  //  the  boys  sit  long 

enough  they  may  even  get  the  over- 
lunch  Trendexes. 

Homework?  Teen-age  panel  at  New 
^  ork  teachers  conference  revealed  that 

when  students  get  book  review  assign- 

ments, they  try  to  work  from  tv  feature 
films  rather  than  read  the  books.  An- 

other coup  for  Educational  Tv! 

Coode  olde  days:  Spot  advertiser 

Chock  Full  0"  Nuts  sent  in  this  ad 

copy  from  a  1657  London  paper — 
"The  drink  called  Coffee  .  .  .  closes 
the  Orifice  of  the  Stomack.  fortifies 

the  heat  within,  helpeth  Digestion. 

quickneth  the  Spirits  ...  is  good 

against  Eye-Sores,  Coughs  or  Colds. 
Khumes.  Consumption.  Head-ach. 
Dropsie.  Gout.  Scurvy,  Kings  Evil  and 

many  others.  .  ."  W hat  a  fiehlday  FTC 
would  have  had  with  that  one! 



;mon ales   in   Cleveland  are  gonna   be   hot  .  .  . 

nd    you   get   eberyt'ing    we   got! 

Yes,  sales  in  Cleveland  are  go- 

ing to  be  hotter  than  ln.nl 
Street  in  Trinidad  on  an  Au- 

gust afternoon!  Summer's  Sjic 
cial  on  KYW-TV,  and  we're 
beating  out  a  planned  product 
promotion  that  will  keep  your 
sales  figures  whirling  merrily. 

Here's  what  is  going  on  to  back 

up  your  Summer  s  Special  buy 

on  KYW-TV: 

Mm      Eleven  supermarket  and  drug  store 
chains  co-operating 

(1027  separate  sales  center  units) 

©@@ 

Tl'l     Giant-sized  contest  with  such  prizes  as  21"  color  TV 
—  Electronic  organ  —  Fishing  boat  and  motor 

111  (Participation  by  entry  blank  available  only  at  your  point-of-sale) 

m 
Trade  mailing  to  all  food  and  drug  dealers 

llli     Full  page  ad  in  "Grocer's  Spotlight"  .  .  . 
including  your  product 

ill 

I'lWi      5-15  extra  promotion  spots  per  week  showing 

your  product 
(Tying  it  in  with  Summer's  Special  on  KYW-TV  Contest) 

iwA'l     Televiewers  will  be  told  to  go  to  your  product 

point-of-sale  for  Free  Entry  Blank 

THERE'S  MORE..  .MUCH  MORE  TO  KEEP  CASH  REGISTERS  PLAYING  A  HAPPY  TUNE! 

For  all  the  facts,  make  with  the  phone  to  Al  Krivin,  KYW-TV  Sales 

Manager  in  Cleveland  .  .  .  CHerry  1-0942;  A.  W.  "Bink"  Dannenbaum, 
Jr..  WBC  Sales  Manager,  MUrray  Hill  7-0808,  New  York;  or  your 
PGW  Colonel. 

SUMMERS    SPECIAL    ON 

KYW/3TV 
CLEVELAND,    OHIO 

WESTINGHOUSE        BROADCASTING         COMPANY.         INC. 

Radio    BOSTON.  WBZ  +  WBZA  •   PITTSBURGH.  KDKA  ■  CLEVELANO.  KYW  .  FORT  WAYNE,  W0W0  •  CHICAGO.  WIND  •  PORTLAND.  KEX 
Television    BOSTON.  WBZ-TV  •  PITTSBURGH    KDKA-TV  ■  CLEVELAND.  KYW-TV  •  SAN  FRANCISCO.  KPIX 

WIND  reprinted  by  A  M  Ridio  Siles         KPIX  represented  by  The  RiU  Atencv.  Inc         All  other  WBC  stations  represented  by  Peters.  Gnffm.  Woodward.  Inc. 
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"After  a  morning  of 
being  immersed  in  a  lot 
of  conflicting  ratings, 

this  feels  good." 

"I  know  5  markets  where 

the  figures  don't  leave 

your  head  swimming.' 

x  ** ■i 

ny  of  these  5  important  markets 
z  Station. 

NEAPOLiS-ST.   PAUL with  WDCY. 

6  p.m.,  Muu. -Sat.).  Latest  Trendex  ranks 

'  first  all  day.    Latest  Pulse  has  WDGY  first 
a  afternoon.  Make  sure  you're  working  with late  data  from  the  Twin  Cities.  See  JOHN 

{  or  WDGY  <JM  STEVE   LABUNSKI. 

HA  .  .  .  with  KOWH.  First  all  day  on  all 

ha  surveys.     First    mi   latest    (March-April) 
Hooper.  10.99<  first  place  all-day  average, 

Omaha  Trendex.  J  lii  out  of  264  first-place 
e    quarter-hours,    on    latest     Pulse.     Contact 
YOUNG    INC..   or   Ki  twit    GM    VIRGIL 

l'K. 

SAS  CITY    .    . 
0  Pulse.  Nielsen. 

with    WHB.     First    per 

Trendex  and   Hooper     firsl 

you  get  the  big  audience  with  the 

per  AREA  Nielsen  and  Pulse.  x7',  renewal  rate 
among  Kansas  City's  biggest  advertisers  proves 
dynamic  sales  power.  See  JOHN  HI. All;  or  WHB 
<;\l  GEORGE  W.  ARMSTRONG. 

NEW  ORLEANS  .  .  .  with  WTIX.   Month  . 

month  WTIX  maintain-  or  widen-  it-  first  place 

position  m  New  Orleans  listening.  First  on  Pulse 
(6  a.m.-ti  p.m..  Mon.-Fri.).  Ami  first  per  latest 

Hooper.  A-k  ADAM  YOUNG  INC.,  or  WTIX  GM 
FRED  BERTHELSON. 

MIAMI  .  .  .  with  VVQAM.  Way  out  front.  M 

than  "J1 2  times  the  audience  ol  the  second  station, 
per  late-t  Hooper.  Now  Pulse,  Hooper  and  Trendex 

are  in  agreement:  All  Ihret  show  WQAM  first  -all 
day!  See  JOHN  BLAIR,  or  WQAM  GM  JA(  K 
SANDLER. 

he  Storz  Stations 
fay's   Radio   for    Today's   Selling 

TODD  STORZ 
President 

WILL  INTERURBIA 

MEAN  MEDIA 

REVOLUTION? 

\-  the  I  .*v  population 

spreads  from  the  cities, 
<  i eating  morecit) -town* 
city  areas,  media  vv  i  1 1 
follow  also.  I  \  and 
radio  \\ ill  benefit  most. 

Page  31 

Hollywood  paints 

scathing  picture 
of  tv  and  admen 

Page  34 

Fee  vs.  free 

television: 

A  debate 

Page  37 

TV  BASICS: 

Costs,  ratings, 

programing 
Page  55 



olncleA, 

The  circle  of  WSLS-TV  influence 
reaches  a  2  billion  dollar  market 

and  bringing  548,200  households 
within  sales  range. 

Confirmed   by   NCS      2   Spring    1956 

NORFOLK 

MARKET 

Population-"-*  <  2,209,500 
Consumer  Spend.  Inc. .  '  $2,700,177,000 
Retail  Sales  v '      $1,950,146,000 

By  store  classifications: 

Food  ?  $456,058,000 
Drug  ̂          /  $  55,502,000 
General  Merchandise      $235,399,000 

Apparel    * Home  Furnishings   $107,784,000 
Automotive   $403,677,000 
Filling  Stations  $174,001,000 

Farm  Population  624,100 
Gross  Farm  Income  $351,801,000 

N 
Source:      1-1-57    SRDS  estimates  of 

consumer  markets 

HIGHEST  RATED  IN  AREA 

16  of  the  top  20  nighttime  network  programs 

on  WSLS-TV. 

11    of   the    top    13    half-hour    film    shows    on 
WSLS-TV. 

Rated    highest   in    341    of   499  quarter-hours. 

(March  '57  A.  R.  B.) 

WSLS-TV  Roanoke 
316,000  Watts Channel  10 

REPRESENTED    BY    AVERY-KNODEL,    INC. 



Dora   Lee's   Do-it-yourself  Hints 

/ffataa^ 

RADIO 

1313  North  Vine  Street 

Hollywood  28,  Cohfornti 

1000  Von  Nmi  A.cnu* 

For*  the   U.S.  Go-vernmerit.  type   IVIir»t, 

...add  the  45-station  Don  Lee  Network— the 

only  radio  network  specifically  designed  to  fit 

the  recipe.  "How  to  Make  a  Mint  on  the  Pacific 
Coast!'  No  matter  what  other  media  you  use. 
Don  Lee  (and  only  Don  Lee)  will  give  you  the 
broad  base  you  need  for  complete  coverage  of 

the  Pacific  Coast  market.  - 

DON    LEE    IS    PACIFIC    COAST    RADIO 

Represented,  naturally,  by  H-R  Representatives,  Inc. 

S000W KFRC 

% 
i 

To  make  a  mint  in  J 
the  West's  i^i1  largest,  bkm       8 

concentrated  markets.  Don  Icc"S recommends  its  network  kc.  3 
stations.  KHJ  and  KFRC  A 

>JOooQ3r»»>3
^ 
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DIGEST  OF  ARTICLES 

Will  Interurbia  revolutionize  media? 

31     As   population    spreads    from   cities,   creating      re   city-town-city    com- 
plexes,  media   will   shift    i"".     Tv   and   radio   uill   be   big   beneficiaries 

Hollywood's  biting  portrait  of  tv  admen 

34     New  movie  was  written  by  Hudd  Schulberg  of  "Whal  Makes  Sammy  Run" 
fame;  he  researched  movie  in  agencies.     Here's  what  he  says  he  found 

Fee  tv  vs.  free  tv:  a  debate 

37     Battle  to  put  fee  tv  over  is  reaching  fever  pitch.     Here's  the  case  for 
fee    tv    from   a   leading    exponent,    with    sponsor's    answer    for    free   tv 

Sinclair's  10,000  radio  short-short  spots  a  week 

40     Oil    company's    unusual    five-second    commercials    are    mainstay    of    ad 
effort.      Their   purpose:    to    spread    impact    economically    over    big    area 

Tv  basics/June 

55     This  month's  Comparagraph   features  programing  costs,  how  competing 
clients  compare,  alphabetical  program  index  and  spot  television  basics 
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In  Upcoming  Issues 

The  nine  hats  of  Leonard  Coldenson 

\\  hat    i~   the   philosophy   of   the   man   who   heads   AB-PT?     Where   is   he 
headed?    The  answers  are   in   an   article   scheduled   for   15  June   issue 

How  timebuyers  rate  the  reps 

An  analysis   of  what   makes  good  service  and  good  selling  today  with 

an  evaluation  of  where  reps  do  best  and   where  they  need  to  improve 
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LOVIN  and  LOYAL 

NCS   No.   2   CIRCULATION 

DAYTIME    HOMES NIGHTTIME    HOMES 

WEEKLY DAILY WEEKLY DAILY 

WHO-TV 

Station  B 

Station  C 

181,490 

175,650 

176,340 

121,620 

123,430 

104,930 

21  1,500 

204,280 

218,690 

166,460 

163,920 

148,320 

We  always  knew  that  Central  Iowa  loves  W'HO-TY  . 
and  were  real  happy  that  the  new  Nielsen  NCS  No.  2 

shows  how  large  and  loyal  that  audience  is. 

NCS  No.  2  proves  again  that  Central  Iowa  families 

have  the    "WHO  habit".  .  .  with  more  homes  tuning  in 
WHO-TV  every  day  than  any  other  television 
station   in   the   region! 

You  who  have  known  the  WHO  Radio  operation,  over 

the  years,  will  understand  the  Central  Iowa  audience 

preference  for  WHO-TV.    Decades  of  highest  integrity, 

public  service,  confidence  and  believabilit)  all  add 

up  to  a  QUALITY  audience  and  QUALITY  RESULTS. 

WHO-TV    is    pan    "f 
Central   Broadcasting  Company, 
which   also  owns   .ind   operates 

WHO   Radio,    IXs   Moines 
WOC-TV,    Davenport 

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 
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 

Col.   B.  J.   P.ilmcr.  President 
P,    \.  I.iuet.  Resident  Manager 
Robert  II.  Eiarter,  >.ile>  Manage 

Peters,  Griffin.  W'oodw.i Siitioiul  Rcprt  u  nl. tin  ei rtl.   Inc.      -JB   -# 
Affiliate 

SPONSOR 8  june  1957 



WJBK-TV 
So  many  boys  and  girls  are  storming  the  doors  to  be  on 

WJBK-TV  with  Sage,  his  cartoons,  and  his  ventriloquist  dummy 
characters  that  special  theater  showings  are  in  the  works  to 
forestall  a  hopeless  waiting  period  for  the  groups  at  the  bottom 
of  his  list!  Pulling  power  like  this  means  thousands  of  customers 
for  you.  And  we  still  have  a  few  availabilities  for  alert  advertisers 

interested  in  staving  off  Summer-time  sales  dips  for  their  products. 

'"(and  tens  of  thousands  of  their  doting  parents,  too) 

Typical  of  WJBK-TV's  local  programming 
SAGEBRUSH   PULLS    TOP   RATINGS 

up  to  16.3  Saturday  and  Sunday;  8.5  Mon.  thru  Fri.  (when  "Breakfast  Time"  rates*  apply) Ratings  from  April,  7957,  ARB  and  Pulse 

*  Ask  your  Katz  man  about  these  terrif-  1,700,000  TV  homes.  Maximum 

ic  bargain  buys  on  Detroit's  CBS  station  100,000-watt  power,  1,057-foot  tower, 
that   saturates   southeastern    Michigan's        Commanding    Channel    2    dial    position. 

Represented  by  THE  KATZ  AGENCY,  INC. 

STORER   NATIONAL  SALES  OFFICES:   625  Madison,  New  York  22,  N.Y.;  230  N.   Michigan,   Chicago    1,   III.;    Ill    Sutter,  San   Francisco,  Co 
" 



The  news:  The  first  substantial  addition  t<>  regularly-reported 

radio  audience  data  m  the  two-decades-plus  history  oj  C.  E.  Hooper, 

Inc.,  ma)  be  forthcoming  ihi\  summer.  I  hi'  ratings  lum  Ims  com- 

pleted a  pilot  ■>tm/\  designed  to  test  hou  accurately  information  on 

m'\.  age,  income  and  education  oj  listeners  <""  be  gotten  by  phone. 

The  newsmaker:  In  the  promotion-conscious  world  of 

Madison  We.,  James  L.  Knipe,  president  and  board  chairman  "I 

C.  E.  Hooper,  Inc.,  is  .1  little  oul  "I  place.  This  is  nol  the  same 

thing  as  saying  he's  uncomfortable  in  it,  which  nes  not,  since  he 
thrives  in  a  competitive  atmosphere.  Perhaps  the  contradiction  here 

can  be  hastil)  resolved  bj  saying  ihai  he  operates  quietl)  l>ui  effec- 

tively. For  example:  the  Fact  thai  the  radio  markets  regularl)  mea- 
sured b)  Hooper  have  risen  from  30  to  L75  in  less  than  three  years 

i-  doI  <•■  mmioii I \  known.  It's  typical  o\  Knipe  thai  he's  al  .1  bil  "I  .1 
loss  to  explain  how  it  happened, 

though  the  span  of  time  during 

which  this  rise  took  place  covers 

practically  his  entire  career  with 

Hooper. 

It's  also  i\  pica)  that  he's  rathei 
cautious  about  making  claim-  for 

the  new  qualitative  data  on  radio 

listening  thai  Hooper  will  begin 

gathering  on  a  regular  basis  in  a 

dozen-odd  cities  shortly.  He  i- 

aware  oi  the  problems  "I  bias  in- 

volved in  asking  people  aboul 

their  age,  income  and  education. 

However,  at  this  point  Hooper  researchers  are  convinced  the) 

a   formula   for  gathering   the  data   in    fairh    accurate   form. 

Knipe  point-  out,  even  with  the  bias,  the  information  is  useful  in 

making  comparisons  since  the  assumption  is  thai  the  bias  is  constant. 

The  pilot  study,  which  was  made  in  foui  cities  (San  Francisco, 

Hartford,  Buffalo  and  Dallas),  u;i-  primaril)  for  the  purpose  oi 

working  up  a  usable  questionnaire  and  gauging  the  reaction  oi  peo- 

ple   to    intimate   questions.      Regarding    the    latter    point,    knipe    -a\- 

Hooper  interviewers  have  always  found  people  willing  to  talk.  In- 
deed, the  problem  is  often  in  shutting  them  up.  While  the  pilot 

stud\  was  not  intended  to  answer  basic  questions  a!  out  radio  audi- 

ences, Knipe  told  sponsor:  '"It  is  our  guess  thai  we  will  find  radio 
audiences  a  substantia]  group  ol  citizens  in  term-  oi  income  ami 

education,  not  just  a  hunch  of  teen-agers,  as  some  detractors  oi  radio 

claim.""  One  tentative  conclusion:  The  characteristics  oi  audiences 
to  network  radio  -how-  do  not  differ  significantl)  from  audiences  to 

disk  jockej s. 

\moiiii  Knipe's  quiet  accomplishment-  are  a  Ph.D.  in  economics 
from  Yale  (in  1940)  and  an  almost-finished  treatise  on  the  pari 

played  l>\  the  Federal  Reserve  Bank  in  maintaining  employment.  ̂  

/    Knipt 

nave bid, 
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IF  YOU  WANT 
TO  KNOW 
THE  SHAPE 
OF  THINGS 
TO  COME 

READ 

"THE  DYNAMIC 

CHANGE  IN  RADIO" This  revealing  report 
will  be  sent  promptly 

on  request 

TTctcUK 

3  East  54th  Street,  New  York  22,  N.  Y. 

the  fastest  rising  name 

in  Radio-TV 
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Point  well  taken 

As  in  purebred  pointers,  championship  traits  are  transmitted 

within  a  great  television-station  family. 

Each  station  of  the  WKY  Television  System  excels  in  programming,  production, 

and  public  service.  Each  station  offers  the  same  experienced  management 

that  has  won  the  confidence  of  America's  leading  advertisers  since  1921. 

In  television  advertising,  it  pays  to  choose  a  championship  line. 

THE    WKY   TELEVISION    SYSTEM,   INC. 

WKY-TV  Oklahoma  City 

WKY   Radio  Oklahoma  City 

WSFA-TV   Montgomery 

WTVT  Tampa-St.  Petersburg 
Represented   by  the   Katz  Agency 
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FOUR  IN  ONE  PLUS 
This  one  television  station 

delivers  four  standard 

metropolitan  area  markets  plus 

$ 

917,320  TV  sets 

1,015,655  families 

3V2  million  people 

$3%  billion  retail  sales 

$6/4  billion  annual  income 

CHANNEL    8    MULTI-CITY    MARKET 
\inumii>M»/i 

ALTV 
LANCASTER,   PENNA. 

NBC  and  CBS 

STEINMAN  STATION    .    Clair  McCollough,  Pres.  1 

Representative : 

The  MEEKER  Company,  Inc. 
New  York  Chicago 

Los  Angeles  San  Francisco 
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\io$t  significant  tv  ami  toiIw 
news  of  the  week  with  interpretation 

in  depth  j<>r  busy  readers 

SPONSOR-SCOPE 

8  June  \,,w  that  spot  planning  is  high  <>n  everybody's   agenda,   tin*   station    rep*    have   an C*fyrl|kl    IS57  ,.  _    ,  ill  ■      i  i 
sponsor  publication*  mo.       e' "I1"'"*'   problem:     It  s  gelling   to   be   Murder    ami    harder    to    net    up    agency    ap- 

pointment* for  visiting  station  people. 

Here's   the   hint   that    reps    arc    getting    from    timehuwrs: 

"We'd  love  to  meet  your  man.  but  there  aren't  enough  hours  in  the  working  day  to 
rheu  the  fat  unleas  ue  have  something  in  mind  at  just  th.it  moment  for  a  particular 

market." This  is  hov  several  rep-  told  SPONSOR-SCOPE  stations  could  pet  a  bigger  travel  l>ene- 

tit  :  'Instead  of  coming  to  New  York,  the  manager  might  spend  his  time  working  on 
brokers  ami  distributor!  of  national  products.  There  he  can  help  his  rep  plenty — 

and  even  the  agency  for  a  nationally  distributed   product." 

In  the  Conflicting  opinions  about  spot's  "over-commercialization."  you  could 

begin   to  see  a   slight   current   in   spot's  favor   this   week. 

True,  the  accusers  were  still  going  Strong.  A  plans  board  meeting  at  one  of  Madison 

\\e.'s  biggest  shops  heard: 

"It  looks  as  though  radio  is  choking  itself  to  death.  Stations  are  offering  huge  weekh 
packages   without   making  sure  that   the  schedules  will  hold  them. 

"Even  though  a  saturation  campaign  is  best  for  our  plan,  our  timebuying  depart- 

ment should   first  examine  a  station's  log  before  placing  an  order." 

But  on  another  important  front,  spot  found  a  defender.  Recently  Esty  checked 

a  mass  of  station  logs  for  R.  J.  Reynolds  to  determine  how  big  the  commercial  logjam 

is.    This  week  SPONSOR-SCOPE  was  informed  that  the  survey  shows : 

1)  Relatively  few  stations  are  derelict  in  spotting  Reynolds-tabooed  products  close 

enough  to  the  tobacco  company's  announcements  to  cause  trouble. 

2)  Most  "offending"  stations  were  unaware  of  the  "abuses";  in  fact,  some  of 

the  stations'  top  managements  thanked  the  agency  for  calling  the  situation  to 
their  attention. 

Implied  John  Peace,  Esty  v. p. -media  director:  The  agency  was  gratified  by  the 
overwhelming  sense  of  responsibility  it  found. 

Note  the  restraints  against  over-commercialization  that  KSFO.  San  Francisco, 
is  setting  up: 

•  No   more   than   eight    minutes    of   commercial   copy   in   any   half-hour   period, 

including  copy  on  the  breaks  and  in  sponsored  news  periods. 

•  No  double  spotting  of  minutes,  or  back-to-backing   of   a    minute   and   a    30-second 

announcement.    Even   two  30-second   announcements  must  be  separated. 

•  Anvthing  less  than  30  seconds  will  be  counted  as  a  30-second  announcement. 

According  to  PIB.  NBC  TV's  gross  time  sales  for  April  came  out  about  even  with  the 
prior  April.  NBC  TVs  $15,154^338  represents  a  margin  of  0.1%  compared  to 

an  upturn  of  8%  for  ABC  TV,  and  9.77c  for  CBS  TV. 

ABC  TV  grossed  $6,667,427  and  CBS  TV  S19.385.098. 

The  gain  for  the  first  four  months:  ABC  TV.  2.7%;  CBS  TV.  11.1%;  NBC 
TV.  6.1%. 
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* SPONSOR-SCOPE    continued 

What  does  a  tv  network  do  when  it  reaches  the  end  of  the  fall  selling  season 

and  finds  itself  with  some  open  half-hours — plus  a  flock  of  bids  for  several-shot  par- 
ticipations? 

Naturally,  it  is  tempted  to  match  supply  and  demand. 

The  definitive  answer  will  come  early  in  August.  But  meantime  several  agencies  are 

putting  out  feelers. 

One  indicates  it  has  three  several-shot  clients  in  the  wings,  and  even  promises 

it  would  bow  out  politely  whenever  a  longer-term  customer  comes  along. 

The  chances  of  your  tv  show  getting  by  the  second  year  are  improving,  ac- 

cording to  Nielsen's  latest  observations  on  network  program  mortality. 
Nielsen  makes  this  contrast : 

•  Until  two  years  ago,  about  half  the  newcomers  took  a  brody  the  first  year  and  more 

than  two-thirds  were  dead  by  the  third  year. 

•  In  the  past  two  years,  though,  the  second-year   mortality   rate   has   been   going 

down   sharply — from   61%   to  47%. 

Contrast  Kraft's  plans  for  its  NBC  Wednesday  night  Theatre  with  the  aver- 

age tv  network  client's  tendency  to  cut  costs  in  summer   (usually  with  film  re-runs). 
Kraft  this  week  advised  JWT:  Use  the  current  budget  level  for  the  show  — 

$50,000  gross — throughout  the  summer. 
Note:  In  the  May  Trendex  report,  the  Kraft  Theatre  topped  all  other  hour 

dramatic  shows,  including  Climax! 

More  women  view  tv  than  men  and  children,  but  what  are  their  program 

preferences   by   age? 

A  Park  Avenue  agency's  research  department  this  week  came  up  with  the  following 
table  of  average  female  viewers  by  age  groups  per  100  homes: 

TYPE 16-34  YEARS 35-49  YEARS 50  AND 

Situation  Comedy 42 36 

22 

Mystery-Crime 
31 26 21 

Quiz-Panel 

24 
35 41 

Westerns 37 33 20 

Comedy-Variety 28 27 

30 

Dance  Music 19 24 33 

Hour  Drama 

23 
25 28 

Indications  are  that  United  Artists,  after  much  dickering,  will  throw  the  high- 

powered  segment  of  its  post-1950  feature  into  syndication. 

UA's  top  echelon  (basically  bankers)  looks  to  net  a  minimum  of  $250,000  per 
film.  The  roster  includes  High  Noon.  Barefoot  Contessa.  African  Queen,  Moulin  Rouge. 

Red  River,  Summer  Time. 

Why  hasn't  the  banking  business  in  the  east  by  and  large  kept  step  with  the 
retail  service  revolution  in  using  the  modern  techniques  of  advertising? 

An  agency's  marketing  director  summed  up  his  answer  to  SPONSOR-SCOPE  thus: 
"The  eastern  banks,  with  New  York  as  their  Mecca,  are  still  living  in  the  traditions 
of  J.  P.  Morgan  the  Elder. 

"In  practically  all  other  sections  of  the  country,  the  banking  people  realize  that  they  are 
in  the  service  business  and  you  find  them  merchandising  themselves  with  consistent  radio 

and  tv  campaigns." 
P.S.:  The  Manufacturers  Trust  Co.,  ranked  among  New  York's  very  largest, 

is  switching  its  advertising  from  McCann-Erickson  to  Y&R. 
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SPONSOR-SCOPE  centum* 

Admittedly,  tin  schedule,  rates,  discounta)  .mil  packages  available  on  net* 
»im  k  radio  would  put  a  commuter  timetable  to  shame.  So  (Its  Radio  If  codifying 

tin-  whole  shebang  into  a  tori  of  primer  which  will: 
li  Explain  in  elementary  terms  the  various  types  <>i  (  lt^  radio  nnita  and  pack* 

ages  available  and  bow   the)   can  be  used  most  effectively. 

2)  Show  Imms  the  planning  of  a  network  radio  campaign  in  1957  differs  from  the 
old   days,   and   the   baaici  to   bear   in   mind. 

\-  John  Kar.d.  CBS  Radio  sales  chief,  put  it  to  SPONSOR-SI  OPE  this  week:  "We've 

been  talking  glibl)  in  symbols  about  a  l"t  (»f  new  elements,  so  it"-  about  time  we  ilowed 
down  and  reduced  it  all  to  simple  equations  not  onlj  foi  the  generation  in  the  ad  trade 
nurtured  on  t\.  In   also  for  the  oldtimers  who  think  of  radio  in  terms  <>f  2o  yean   i 

In  the  Bame  vein,  tin*  Kata  Vgencj  has  just  turned  out  a  "primer*  on  spot  radio. 

Campbell-Ewald  (for  Chevrolet)  showed  this  week  it  doesn'l  harbor  ■  peeve 
very  long. 

two  weeks  ago,  C-E  reproached  CBS  Radio  Bales  lor  not  giving  it  a  whack  at  the 
radio  deal  lord  got  This  week  Campbell-Ewald  not  only  renewed  the  Chevrolet 

newscasts  hut  added  two  more  segments — making  a  total  of  It  a  week. 
The  billings  will  be  around  $32,000  gross  per  week  For  time  and  talent. 

Other  new  CBS  Radio  business:  Toni  (North),  twenty  T1^  minute  drama  units  pei 
week:  Dodge  (Grant),  five  segments  a  week  (nights  and  weekend)  f<>r  10  weeks:  Kitchens 

of  Sara  Let*  i  G\\\  |,  weekl)  quarter-hour  of  Godfrey;  it.  J.  Reynolds  (Esty),  renewal, 
three  weekl)  five-minute  segments  <>f  Bports;  and  Sleep-Eae  f Milton  Carlson),  weekly  unit 
of  House  Part) . 

NBC  Radio's  big  plum  hiis  bringing  I'epsi-Cola  (K&E)  back  to  network  radio 
l via  cosponsorship   of  Fibber  McGee  &    Molly  and  Ray  &  Bob). 

NBC  also  got:  R.  J.  Reynold?*,  extension  of  News  of  the  World;  Dodge,  half  of  the 

Monitor  sports  package;  No-Doze  (Sidney  Garfield).  10  weeks  of  News  of  the  World: 
and    RCA    <  K\K  I .   thirteen    weeks   of   Monitor. 

This  may  Ik*  an  omen  of  big  tidings  for  radio:  \  network  radio  sales  executive 
in  recent  visits  to  P&G  and  Campbell  Soup  found  them  as  wide-eyed  as  kids  at  the  circus. 

Said  the  network  official  to  SPONSOR-SCOPE  this  week:  "I  was  amazed  at  the  interest 

and  questioning,  as  compared,  say,  to  only  six  months  ago." 
There  max  be  a  note  of  encouragement  in  all  this  for  BBDO,  particularly.  It's  been 

trying  to  nudge  Campbell  hack  to  radio  for  several  months. 

This  weeks  status  report  on  Professor  A.  W.  Prey's  study  on  advertising-agenc]  - 
media  relations  and  compensation:  Ad  managers  throughout  the  country  are  faced 

with    filling   out   a    12-page   questionnaire  mailed  by  Frey. 
Purpose  of  the  55-questions  qui/:  Supplement  tbe  data  that  Fre>  i-  gathering 

for  tbe   VN  \  through  personal  interviews. 

Note:    The  signature  of  the  answering  ad  manager  is  optional. 

P&G  this  week  dished  out  heavy  orders  for  spot  tv.    But   it"*  interesting  to 
note  how  some  reps  looked  the  gift   horse  in  the   mouth. 

Even  though  contracts  were  issued  on  a  52-week  basis,  these  reps  posted  the  busi- 
ness on  the  basis  of  1 3  weeks. 

If  the  reps"  behavior  implies  skepticism,  it's  because  of  P&G's  record  in  the  past  year: 
Issuing  heftv  52-week  schedules  and  then  watering  them  down  with  sudden  floods  of  can- 
cellations. 

Said  one  rep:    "No  P&G  cancellation   is  going  to  catch   me  again  on  ("loud   7." 
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SPONSOR-SCOPE    continued 

AFTRA  could  turn  out  to  be  one  of  spot  radio's  best  allies  in  competing  with 
I  lie  networks. 

Here's  a  case  in  point : 

A  client  had  agreed  to  a  network,  saturation  campaign,  provided  it  included  commer- 

cial  break-ins   by   local   announcers. 

His  agency  checked,  and  found  that  according  to  AFTRA  rules  the  salaries  for  local 

announcers  would  add  30%  to  40%  to  the  cost  of  the  proposed  campaign. 

P.S. :     The   network   buy    i*   forgotten — for  the  present  at  least. 

A  second  NBC  radio  o&o — WMAQ,  Chicago — now  limits  a  spot  advertiser  to 

three  months'  protection  against  future  rate  increases.  (WRCV.  Philadelphia,  started it.) 

WMAQ's  latest  rate  card — with  the  90-day  protection  limit — was  issued  27  May  and 
hecame  effective  1  June. 

Because,  of  the  steady  climb  in  radio  station  rates,  more  and  more  agencies  are 

figuring  on  a  contingency  of  10%  for  increases  during  a  campaign. 

Not  so  long  ago  they  allowed  5%. 

Y&R's  Rod  Erickson  has  found  British  film  producers  a  puzzled  bunch  of 
showmen. 

Just  back  from  London  after  planning  next  season's  Robin  Hood  product,  Erickson 

says  Britons  are  asking:  "Why  can't  we  sell  our  films  to  your  network  advertisers?  Why 

are  they   so   cold?" 
This  may  suggest  the  answer:  Two  British  costume  pieces  (Lancelot  and  Bucca- 

neer)   bit  the  network   dust  this  season. 

Erickson  also  reports  he  found  that  all  sorts  of  financing  available  to  American 

advertisers  interested  in  British  tv  product. 

Because  of  the  need  for  American  dollars,  as  much  as  $10,000  might  be  absorbed 

under  the  British  film  quota — bringing  delivery  for  network  use  down  to  as  low  as  $15,000. 

To  NBC  Tv's  claim  that  it  has  caught  up  with  CBS  TV  from  11  a.m.  to  1  p.m. 

in  ratings,  CBS  TV  answers:  that  depends  on  what  part  of  the  elephant  you're 
measuring. 

Using  Nielsen  as  source,  NBC  TV  is  boasting  this  average  audience  summary: 
PERIOD  CBS  TV 

May  1,  1956  9.4 

May   1,   1957  6.7 

CBS  TV  counters  with  these  figures  for  the  full  daytime  span,  7  a.m.  to  6  p.m.: 

May   1,  1956  7.8  4.8  —38% 

May  1.   1957  6.6  5.6  —15% 

Media  measuring  sources  and  trade  papers  that  downgrade  tv  and  radio  bill 

ing  were  rapped  across  the  knuckles  this  week  by  TvB  and  SRA. 

Share-of-budget  charts  in  two  ad  publications  prompted  TvB's  Pete  Cash  to  point  out 
this  statistic: 

When  missing  spot  tv  figures  are  added  to  net  tv,  the  video  medium  dominates  with 

50%  or  more  of  the  total  ad  budget  of  45  national  advertisers  in  the  top  100;  magazines 

are  the  dominant  media  of  only  9;  newspapers  of  6. 

SRA's  Lary  Webb,  complained  "Why  habitually  leave  spot  radio  out?  Last  year  it 

accounted  for  $1 50  million  alone." 

NBC  TV %  DIFFERENCE 3.2 

—  66% 

6.7 
0 

For  other  news  coverage  in  this  issue,  sec  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  67;  Spot  Buys,  page  74:  News  and  Idea  Wrap-Up,  page  76;  Washington 

Week,  page  85;    sponsor  Hears,  page  88;    and  Tv  and  Radio  Newsmakers,  page  94. 
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the  fallen  Angel 

"There  I  wa-  Hying  along  like  a  bat  oul  oi  heaven,"  said  this  sore  angeL 

"'  rhere  was  a  stack  of  nimbostratus  stretching  for  miles  right  across  mj  course 
and  I  was  late.  M\  lliidit  plan  called  for  tu<>  thousand  Feet  but  I  figured  what 

tlif  hell  and  dropped  down  a  bit  to  IK  under  the  ~tufT  when  splatt!" 

"What  happen?"  asked  the  dispatcher. 

"What   happen?      I   ll\   smack   into  the  \\  \I  I -T\    tower   mj    map  says   was 

blown  over  last  h  inter." 

"You  been  skipping  Bulletins  again.    It  was  on  the  last    VU-Angel  release 

the  tower's  going  up  again  and  it'll  he  full  of  juice  an\    minute.    You  luck) 
your  wines  weren  1  scorched.   Gel  on  the  hall  or  Hell  ground  you  again. 
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There's  more  to  Florida! 
The  state's  8,426  miles  of  tidal  coastline,  its  30,000  lakes  and  Us  71 

average  temperature  are  irresistible  to  corporations  ̂ /.s  u  ell  a\  individuals: 

each   Year  hundreds  <>/  businesses  move  to  Florida.  Foi  example,  the  state 

has  become  a  major  insurance  center,  with  business  increases  since  l(>ln 

of  from   >■>>''  (life  insurance)  to  628%  (other  insurance) 

There's  Jacksonville,  for  instance 
.  .  .  financial  center  of  (lie  Southeast,  u  here  more  than  50  stories  of  neu 

insurance  office  buildings  have  gone  up  recently.  One  company,  Prudential, 

series  a  ten-state  area  from  a  neic  22-Story  slum  place:  its  1,500  local 

employees  take  home  $6,000,000  annua  1 1  v.  All  told  the  city  is  regional 

headquarters  lor  more  than  50  insurance  firms,  who  echo  the  words  of 

Prudential  Vice  President  Charles  K .  Campbell,"We  at  Prudential  are 

certainly  sold  on  Jacksonville." 

(i  till     7  f    f  m  13  M  9  ~  1    f    insures  your  sales  in  Jacksonville's 

$1,775,521,000  market  by  delivering  almost  five  times  the  audience  of 

its  competition  inside  the  metropolitan  area'—  and  eleven  times  the 

audience  in  the  i  a St" outside"  area ."  ' 

W  Ml$li~r\  —Channel  4, Jacksonville •  Operated  by  The  Washington  Post  Broadcast  Division 

Represented  hy  CBS  Television  Spot  Sales 

'I.atfst  (March)  ARB    "V 



CASE  HISTORY -AMUSEMENTS 

\\  HEN  TWO  SOUTHERN  CALIFORNIA 

trademarks  ^ct  together,  it  means  business 

.  .  .  increased  business,  when  they're  the 
famed  mermaids  oi  Marineland  of  the  Pa- 

cific,  world's  most  spectacular  circus  of  ma- 
rine life  (Julie  Reding,  left)  and  of  radio 

station   KBK;   Catalina    (Marilyn    Smith). 

FOUR  -  MILLION  -  DOLLAR  MARINE- 
LAND  of  Palos  \  erdes  Peninsula  opened  in 
1954.  Originally  it  relied  chiefly  on  seasonal 

promotion.  Then  in  1956  William  F.  Mona- 

han,  Marineland's  new  vice-president  and 
general  manager,  decided  to  seek  patronage 

on  a  year-round  basis. 

SPOT  PACKAGES  on  four  radio  stations 

were  bought  on  a  12-month  schedule  by 
Roger  Combs,  vice-president  of  West-Mar- 

quis, Inc.  advertising  agency,  Los  Angeles. 
Results?  A  spurt  of  40%  in  business  for 
the  fiscal  year  ended  April  1957  .  .  .  and 
the  authorization  of  a  million-dollar  addi- 

tion to  -Marineland  this  fall  by  a  delighted 
board  of  directors. 

"'SPOT  RADIO,  which  gets  a  major  share 
of  our  media  budget,  also  receives  promi- 

nent mention  from  customers  as  the  inspira- 

tion of  their  visit"  says  Mr.  Monahan. 
"KBIG's  600  spots  over  the  past  year  have 
brought  us  business  from  below  San  Diego 
to  well  above  Santa  Barbara — and  from 

everywhere   in   between!" 

YOLR  WEED  MAN  is  a  prime  source  for 
other  case  histories  to  help  you  evaluate 
Southern   California    radio. 

KBIG 
Ttie  Catalina  Station 

10,000  Watts 

740°"»r 
JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3205 

Nat.  Rep.  WEED  and  Company 

Timebuyers 
at  work 

Franklyn  W.  Dyson,  Ro)  S.  Durstine,  Inc.  New  York,  says  this 

<il  timebuying  Erom  an  account  man's  viewpoint:  ""When  an  account 
man  >ils-  down  to  discuss  t\  buying  with  his  media  man.  what  does 

he  want  to  know?  Obviously,  the  first  poini  of  importance  is  to 

get  the  Largest  possible  audience  for  the  client's  always-too-limited 
budget.  \nd  this,  of  course,  ties 
in  with  natural  desire  for  excellent 

adjacencies.  But  high  on  this  list 

of  requirements  is  that  the  spots 

be  timed  to  reach  the  type  of  audi- 

*fy£^  r"^^" Jpr  ence  most  likel)  to  Inn   the  client's products.  No  point  in  having  a 

huge  audience  at  a  nice  low  cost- 

per-1,000  if  the\ 're  not  \our client  s  prospects  and  not  the 

slightest  bit  interested  in  his  prod- 
uct. Station  coverage  is  the  third 

important  consideration.  Natu- 

rally we  have  selected  only  those  cities  that  fall  into  the  client's 
over-all  marketing  plan.  But  even  without  these  cities,  the  area 
covered  by  the  station  is  important.  For  the  availabilih  of  the 

product  must  dovetail  with  the  area  covered  by  the  station's  signal. An  account  man  has  other  considerations,  but  all  else  must  wait  until 

he  is  happy   with   cost-per-1,000,   type   of  audience   and   coverage." 

Jack  Ciebel,  Benton  &  Bowles,  New  York,  all-media  buyer  for 

Florida  Citrus  Commission,  comments:  "Cost-per-l.OOO  is  an  impor- 
tant consideration  for  any  media  purchase.  But  use  of  this  criteria 

alone  eliminates  the  judgment  and  experience  of  the  buyer.  For 

example,  in  daytime  spot  tv.  the  alternative  availabilities  might  be 

either  a  highly  rated  announce- 
ment adjacent  to  a  network  show 

or  a  lower  rated  participation  in  a 

local  program.  While  the  network 

adjacency  is  more  efficient,  a  lo- 
cal participation  may  be  the  bet- 
ter buv.  Remember,  a  60-second 

spot  is  available  in  a  participating 

program,  whereas  the  network 
adjacencx  is  limited  to  20  seconds. 

Here  are  some  things  to  consider: 

( 1  I  The  products  story  in  local 

participation  can  often  be  fulb 

told — a  ver\  important  point  because  mam  products  to  be  adequate- 

ly sold  to  an  audience  need  the  time  a  minute  commercial  offers. 

(2)  The  local  personality  often  has  a  loyal  local  following  which  will 

bu\  the  recommended  products.  (3)  The  local  personality  can  often 

naturallv  integrate  the  message  with  entertaining  continuity  and 

gi\e  it  impact  an  adjacency  to  a  network  program  might  not  have. 
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NOT    LOCAL 

REGIONAL WRGB 
SCHENECTADY- 
ALBANY-TROY, 

NEW   YORK 

CHANNEL  6 

MAINE 

A  prestige  station  that  delivers  the  advertiser's  message to  a  maximum  audience  in  a  vital  market 

America's  Pioneer  Television  Station  serves  Eastern  New  York  and  Western  New  England.  Meet- 
ing our  responsibilities,  we  deliver  the  finest  in  programming  to  more  than  half  a  million  families  in  this 

prosperous  region.  Thousands  depend  completely  on  WRGB's  V-signal  —  their  only  source  of  television,    m 

WRGB,  Channel  6  Represented  nationally  by  NBC  SPOT  SALES 



IN  SUMMER  SELLING,  TOO— THERE'S  A  SOUND 

Summertime  .  .  .  and  the  sellin'  is  easy,  especially 
with  WBC  Summer  Service  Songs  to  air-condi- 

tion audiences  in  the  big,  sunny  markets  beamed 
on  by  WBC  Radio. 
WBC  has  a  raft  of  Summer  Service  Songs  built 

to  waft  your  warm-weather  story  onto  the  patios 
and  into  the  pocketbooks  of  one  out  of  every  five 
people  in  America! 

We've  got  songs  on  where-to-go,  what-to-do, 

V 

fishing,  boating  and  the  like  .  .  .  and,  of  course, 
weather  and  traffic  info  around  the  clock.  Served 

up  with  your  spiel,  they  make  wonderfully  light 
summer  sales  snacks. 

Baseball?  WBC  plays  ball.  Coverage  varies 

from  station  to  station,  but  wherever  there's 
WBC  Radio  (and  shh  .  .  .  tv,  too!),  there's  the 
Great  American  Game  drawing  fans  as  loyal  to 
WBC  and  the  products  we  advertise  as  they  are 



J  DIFFERENCE    ON  WBC   RADIO! 

to  the  rookie  who  got  an  early  shower  yesterday. 

Yes,  there's  a  sound  difference  on  WBC  Radio, 
and  in  the  heat-beating  way  WBC  pitches  sum- 

mer hiatus  right  into  oblivion.  Get  the  hot  scoop 

Dn  why  ...  in  the  good  ol'  summertime  ...  no 
selling  campaign  is  complete  without  the  WBC 
nations.  For  a  hand  in  paddling  your  sales  canoe 

this  summer,  call  A.  W.  "Bink"  Dannenbaum, 
Jr.,  WBC  VP-Sales,  MUrray  Hill  7-0808,  N.  Y. 

WESTINGHOUSE 
BROADCASTING 

COMPANY,  INC. 

©© 

RADIO 

BOSTON PITTSBURGH     ■ 

CLEVELAND     • 

FORT    **■•.{ 
CHICAGO 
PORTLAND.    HEX 

TELEVISION 

BOSTON.   WB*  TV 

PITTSBURGH     • 
CLEVELAND.    nrWTV 
SAN    ruiNC'V 

WIND  represented  by  A  U  R»«o  Seles 
KP1X  represented  by  The  Ketr  Agency,  hx 

Ail  other  WBC  it  jt<x-i  represented  by 
Peters,  Grrffin.  Woodward.  Inc 



more  for  your 

money  on  .  .  . 

IV     WRBL
 

COMPARE 
RATINGS 
on    nation   wide   top 
once-a-week      TV   shows 

by  Bob  Foreman 

PHIL 
SILVERS 

National 
Average 

Rating* 

WRBL-TV 
Telepulse 

March    '57 

Ratings  are   higher  on   Ch.  4 
for  ALL  these  shows: 

WRBL-TV   % 
above  nation  avge. 

I   Love  Lucy"  32.6 
Ed  Sullivan"  23  5 
'64,000  Question"  52^6 
'I've  Cot  a  Secret"  57.5 
December    Bride"  50.O 
Burns  &  Allen"  55  3 
Climax"  355 

Multi  ■  Weekly    Shows 

Mickey  Mouse  Club  '  32.7 
CBS  News"  183 Radio-Television   Daily — May  7     1957 

WRBL 
AM-FM-TV 

COLUMBUS,   CEORCIA 

CALL  HOLLINGBERY  CO. 

Agency  ad  libs 

Nothing  new  but  time-slots  and   badmen 

Though  the  besl  laid  schemes  of  mice,  men  and 

t\  entrepreneurs  gang  aft  agley  and  in  the  latter 

categorj  they  can  agley  in  a  handbasket.  this  is 

usually  the  time  of  year  when  the  fall  sea-on  can 
be  considered  all  set.  Right  now,  therefore,  one 

ma)  view  what  lies  ahead — meaning  for  the 

l').~)7-.~>o  season — with  assurance  that  today's 

plans  are  pretty  much  what  tomorrow's  television 
will   be    revealing. 

It  is  a  bit  disquieting  to  view  this  upcoming  season  since.  t<>  my 
jaundiced  e\es  at  least,  there  seems  tu  be  little  evidence  and  less 

chance  that  what  does  lie  ahead  in  the  area  of  regular  programing— 

not  one-shots — can  be  expected  to  bring  new  heights  to  the  medium. 

The  reasons  for  this  unhapp)  <tate  are  fairly  apparent  and  quite 
understandable. 

Lets  start  with  the  networks,  alphabetically.  ABC  without  ques- 

tion will  have  its  biggest  year.  Nighttime-wise  this  aggressive  young 

group  will  come  in  with  more  shows  sold  than  ever  before.  These 

programs,  too,  it  is  fairly  certain  will  assure  their  sponsors  of  more 

circulation  I  people,  that  is — I'm  beginning  to  talk  like  a  media- 
mogul  I  than  ABC  has  delivered.  Furthermore,  previous  incumbents 

will  benefit  greatly  since  fewer,  if  any,  island  spots  will  exist  here; 

feed-ins  and  follow-ups  will  make  ABC  a  logical  place  for  viewers  to 

spend  the  entire  night. 

The  survival  of  the  safest 

However,  to  get  back  to  my  premise.  ABC  dedicated  to  building 

traffic  and  holding  same  (more  media  patois!  i  has  refrained  from 

doing  anything  which  will  cause  the  little  theater  movement  to  de-ert 
their  downtown  stages.  It  is  good  business,  in  fact,  essential  that 

tlic\  operate  this  wa\  !  Nevertheless,  the  net  effect  on  the  medium 
will  be  as  stated. 

Next  leave  us  look  through  the  kev-hole  at  CBS.  alread\  just  about 
as  sold-out  as  movies  banned  in  Boston  but  for  a  different  reason. 

That  reason  is — all  season  long,  week  in  and  week  out.  CBS  was  so 
far  ahead  that  few  advertisers  had  a  care  over  there:  hence,  there  is 

less  compunction  on  the  part  of  CBS  program  and  sales  executi\e-  to 
change  things. 

This  passing  season  also  demonstrated  the  aesthetic  as  well  as 

rating  wisdom  of  CBS'  weekly  hour-and-a-half  gamble.  Playhouse  90. 
This  program  not  only  won  almost  every  award  but  confounded  the 

skeptics  b\  maintaining  its  standards  week  after  week  I  at  least  in  its 

live  shows  I  and  at  the  same  time  pleased  the  Philistines  (including 

imselfi  b\  delivering  whopping  big  audiences,  a  tribute  to  Messrs. 

Robinson,  Manulis  and  della  Cioppa  and  the  other  talents  who  ac- 

complished  same. 

\\  ith  the  difficult)    of  doing  one — as  well  as  clearing  such  a  time 

slot — you  cant  blame  CBS  for  not  attempting  another. [Please  turn  page) 
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I  oil  Might  fVin  7  National  Tennis  Championships      — 
HIT  . 

NIELSEN   NCS   NO.  2 

NOVEMBER,   1956 

Station 
Radio 
Homes 
In  Area 

Monthly 

Homes 

Reached 

D  A \ 
Weekly 

NCS 
Circ. 

TIME Daily 

NCS 

Circ. 

WKZO 

B 

208,450 

106,570 

107,490 

43,420 

95,520 

38.670 

67,470 

25.630 

YOU  NEED  WKZO  RADIO 
TO  WIN  SALES 

IN  KALAMAZOO-BATTLE  CREEK 
AND  GREATER  WESTERN  MICHIGAN! 

WKZO — CBS  for  Kalamazoo-Battlc  Creek  and  Greater  Western 

Michigan — is  one  of  America's  most  obvious  radio  bins.  Nielsen 
figures,  left,  show  that  WKZO  delivers  over  2X  z  times  as  man) 
radio  homes  as  its  nearest  competitor  .  .  .  and  WKZO  lias  almost 

twice  the  share  of  audience,  according  to  Pulse.' 
Take  a  good  look  at  those  November  1956  Nielsen  figures.  \\  KZO 

actually  delivers  56r'r  more  homes  daily  than  the  second  station 
can  deliver  moiithh  .' 
Your  Avcrv-Knodel  man  has  a 

^'TV^ 

WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  — KALAMAZOO  BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS  KALAMAZOO 
KOLN-TV  — LINCOLN.   NEBRASKA 

Associated  with 
WMBD  RADIO  — PEORIA.  ILLINOIS 

CBS    RADIO    FOR    KALAMAZOO-BATTLE    CREEK 
AND   GREATER   WESTERN    MICHIGAN 

Avery- Knodel.  Inc.,  Exclusive  National  Representatives 

"Hill  TUden  did  it  in  1920,  1921,  23,  1924,  1925,  and 

SPONSOR 

8  june  L95' 

21 



In  Houston 

the  turn 

■  is  to 

because  we 

show  them 

every  day 

pleasant  part 

of  their 
0 

families 

r   >-■    ̂  

HOUSTON'S BEST  BUY 

KTRK-TV 
CHANNEL 

THE   CHRONICLE   STATION,   CHANNEL   13 

P.  O.   BOX   12,   HOUSTON   1,  TEXAS-ABC  BASIC 
HOUSTON   CONSOLIDATED  TELEVISION  CO. 

General   Manager,   Willard   E.   Walbridge 
Commercial   Manager,    Bill    Bennett 

NATIONAL  REPRESENTATIVES:  Geo.  P.  Hollingbery  Co. 
500   Fifth   Avenue,   New   York   36,   New   York 

22 

Agency  ad   libs  continued 

And  finally  we  come  to  NBC.  These  folks  have  just  made  the  move 

to  get  on  a  competitive  basis  at  7:30  p.m.  Monday  through  Friday, 

where  the  other  two  networks  have  been  solidly  entrenched  with 

half-hour  epics.  Whether  NBC  is  right  to  approach  the  tilt  with  the 

same  type  of  programing  as  ABC  and  CBS  remains  to  he  seen.  Sets- 
in-use  may  even  decline  once  the  15-minute  news  and  music  programs 

vacate,  leaving  three  networks  to  split  the  famih  viewing  that  here- 

tofore had  been  shared  by  two.  Begardless  of  who  gets  the  lion's 
share,  the  tv  viewer  will  probably  have  nothing  unusual  to  witness 

at  7:30,  the  only  changes  being  in  the  trimming  on  the  holsters  and 

who  holds  the  six-shooters. 

A  field  day  for  tv  critics 

As  for  the  later  spots  which  will  see  changes  in  programing  on 

NBC,  there  seems  to  be  little  if  any  desire  on  NBC's  part  to  do  ;tn\- 
thing  but  try  to  get  back  into  the  Trendex  battle  for  which  one 

can't  blame  their  brass.     Them's  the  economics  of  the  business. 

However,  as  stated,  it  all  adds  up  to  a  no-new-look  in  tv  next 

year,  merely  a  change  of  hats,  time-slots,  and  bad  men:  something 
sure  to  give  the  critics  juicy  September  columns  to  compose  and 

the  public  less  reason  than  ever  to  be  lo\al  to  am  one  channel.  As 

for  advertisers  and  their  harried  advertising  agents,  when  vou  con- 

sider the  mortality  rate  (see  below  I.  vou  can  understand.  I  believe, 

why  so  few  adventurers  are  found  on  Madison  Avenue.  ^ 

i!ilillll!lll!ll!!llllll!lll!flllllllllllllllll! 

NUMBER    OF    NEW    TV    SHOWS    WITH    NUMBER 

THAT   SURVIVED  TO    NEXT    SEASON 
Number  53 

of  new 
TV 

shows 

41 39 

36 

30. 

21 

Number that 

survived 
to  next 

season 

19 

1952-3        1953-4       1954-5         1955-6      1956-7 

lllllllllllllllillllllllllll  IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIHIIII 
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T.  If.  spot  editor 
i  column  tpontored  /»>  one  <»/  ihr  leading  ///m  producers  in  television 

s  \  it  it  \ 
NEW    YORK:    200    EAST    56TH    STREET 

CHICAGO:   16  EAST  ONTARIO  STREET 

"Sunday  breakfasi  is  .1  sunshiny  meal,  isn'i  it?  Peaceful.  Relaxed".  Vnd 
this  60-second  Sarra  spoi  i«>i  Pel  I  vaporated  Milk  sustains  th<  mood  ol  1 1 » *  - 
opening  lines.  Yel  the  leisurely  pace  is  more  artful  than  ii  seems,  because  il 
allows  time  to  show  the  product  in  use  throughout  the  commercial.  Sel 
In  understatement,  this  live  action  commercial  shows  what  can  I"-  done  with 
friendly  atmosphere  and  strong  viewei  identification.  Produced  in  black  and 

white  and  color,  anothei  in  th<  continuing  series  by  SARRA  foi  I'l  I  Mil  K 
(  <>M|'\\\    through  GARDNER    ADVERTISING  COMPANY. 

SARRA,  INC. 
New  York:  200  East  56th  Street 

Chicago:   16  East  Ontario  Street 

Sarra  shows  how  television  commercials  foi  pharmaceutical  products  can  l><- 
kept  lively  .ind  interesting  in  this  series  <>|  one  minute  and  20-second  spots 
lot  MUSTEROLE.  Full  orchestral  accompaniment,  jingle,  and  different 
stylized  animation  treatment  are  used  in  each  spot.  Believable  liv<  action 

sequences  added  to  the  animation  show  the  soothing  "baked  heal  comfort" 
Musterole  brings,  .is  well  as  emphasize  the  availability  ol  the  producl  in 
three  strengths.  Produced  by  SARRA  E01  PLOUGH,  INCORPORATED, 
through  1  \Kl  SPIRO  SHURMAN,  INC. 

SARRA,  INC. 
New  York:  200  East  56th  Street 

Chicago:   16  East  Ontario  Street 

rhis  60-second  commercial  foi  Breck  Hau  Sel  Mist  successfully  translates  the 

"soft  sell"  technique  ol  Breck  print  advertising  into  television.  Charm  and 
smi|)li(it\  characterize  the  live  action  thai  is  used  throughout.  \n  original 

score,  .1  carefully  chosen  cast  and  tasteful  sets  bring  the  "joy  ol  living"  mood 
to  life.  Natural  use  ol  the  producl  makes  identification  an  integral  pari  <>| 
the  action.  Produced  by  SARRA  E01  fOHN  II.  BRECK,  l\(  through 
II    B.  HUMPHREY,  AI.I.1N   \  RICHARDS,  l\< 

SARRA,  INC. 
New  York:  200  East  56th  Street 

Chicago:   16  East  Ontario  Street 

rhe  top  award  winnei  ol  the  1957  Chicago  F<  derated  Advertising  Clubs  i"i 
dramatized  mw  minute  commercials,  this  spot  l<>i  Stopette  features  an  en- 

chanting  watei  ballet.  Both  setting  and  action  underscore  the  sponsor's 
message:  How  clean  you  feel  .  .  .  with  new  Stopette",  whose  "deodorani  in- 

gredient is  actually  used  to  purify  the  watei  you  drink".  Vnothei  example  of 
agency-producei  teamwork  that  results  in  winners  .it  exhibitions  and  on  the 
selling  line.  Produced  by  SARRA  for  the  Stopette  Division  ol  H1I1\I 
CURTIS  INDUSTRIES,  INC.   through    I  \  R I  1     I  1  DGIN    4  COMPANY. 

SARRA,  IXC. 
New  York:  200  East  56th  Street 

Chicago:   16  East  Ontario  Street 
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Summer 

Sellin's  Easy 
0   0  0 

WBZ 
m  BOSTON.  NO  SELLING  CAMPAIGN  IS  COMPUTE 

WITHOUT  THt  W8C  STATIOt 



We've  got  everything  you  need... People!  Programs!  Promotion! 
WE'VE  GOT  PEOPLE!  You  bet  we  have!  WBZ  TV reaches  5.8  million  people  ,  .  .  more  than  halfoi  Neu 

England's  entire  population.  And  because  onlj 
theae  people  ;ire  away  from  home  ;it  any  given  tune 
during  the  summer,  you  can  he  assured  of  a  tremendous 

audience  for  your  sales   message  and   tins  normally 
large  audience  is   boosted    by   5.5   million   more  people 
who    flock    to    New    England    fox    summer    va.    itiOM 

WBZ-TV  audiences  don't  melt  away  during  June,  -July, 
and  August.   Wise  advertisers  don't  either' 

WE'VE  GOT  PROGRAMS!  The  best!  Our  strong  hue- up  of  new  programming  is  geared  to  gam  an  even 
greater  share  of  audience  than  last  year,  when  WBZ-TV 
made  its  com | x 'tit tils  rather  hot  under  their  limp  collars 

(with  8  •-'■">'  ,  in*  i.  see  over  li).r)5!).  Here  are  just  a  few 
of  the  audience-capturing  shows  that  will  brighten 
summer  viewing  on  WBZ-TV  .  .  . 

•  "Big  Brother"  —  Bob  Emery, 
1956  Sylvania  Award  for 

"Outstanding  Local  Chil- 

dren's Show  in  America" 
and  favorite  entertainer  of 

New  England  children,  has 
even  more  viewers  now  that 

school  is  out. 

O  "Hollywood  Playhouse,"  "Boston  Movietime,"  "Pleasure 

Playhouse,"  "Saturday  Movietime,"  and  "Hollywood's 

Best"  ...  all  feature  first-run  films  that  provide  first-rate 
spots  for  your  sales  message. 

•  Several  new  syndicated  shows  such  as  "Silent  Service," 

and  "Whirlybirds". 

9  "Rudder  and  Reel"  —  a  thrilling  boating  and  fishing  show 
hosted  by  Don  Kent,  recognized  throughout  New  England 
as  an   authority   in  these  fields. 

•  "Let's  Go  Places" — a  highly  entertaining  travel  show,  in 
which  viewers  are  taken  on  filmed  auto  trips  through 

scenic,  historic  New  England. 

•  Red  Sox  Baseball  Games  —  51  of  them,  both  home  and 

away,  carried  live  by  WBZ-TV  exclusively.  Pre-game  shows 

"Lookin'  at  Sports"  on  Saturdays  and  at  night  feature  the 
dean    of   New    England    sportscasters,    Leo    Egan. 

•  "Boom  Town"  —  Rex  Trailer,  a 
real  cowpoke,  draws  a  huge 

and  loyal  audience  of  young- 

sters—  and  grown-ups,  too  — 
with  his  western  films,  songv 

tales  of  authentic  Western  folk- 
lore and  guest  stars. 

•  "2000  AD  '  Jonathan  Karas, 
noted  professor  of  physics  at 
New  Hampshire  University, 

conducts  an  educational  pro- 

gram packed  with  showman- 
manship,  gets  consistently  high ratings. 

•     j 

K  a 
These  and  many  more  wi//  keep  'em  tuned  to  Channel  4 
all  iummer  long! 

WE'VE  GOT  PROMOTION!  Scads  of  it!   Well   be 
doing  On-the-air  promotions  such  as  sinking  jingles, 

talent    plugs,    special    programs.    We'll    use    C8X    card'-. 
newspaper  ads,  taxi  posters.  24-eheel  billboards,  mag- 

azine ads,  laundry  stufT'ers,  direct  mail,  window  displays, and  a  host  of  other  devices. 

There'll  be  contests,  exploitations,  and  giant  remote 

programs. 

People  will  know  what's  going  on  at  WBZ-TV.  And 
because  they'll  know,  they'll  look  and  listen,  and  they'll 
buy!  Sign  up  with  WBZ-TV  for  the  greatest  summer 

sales  you've  ever  experienced.  It  won't  take  long  to 
convince  you  that  Summer  Sellin's  Easy  when  you 
Go  Bee  Zee! 

Yes,  sir  (or  madam)!  We've  got  people,  programs,  and 
promotion.  And,  we've  got  power,  too.  New  Power from  our  brand  new  tower  .  .  .  1,349  feet  of  television 

sell  that  puts  your  message  into  an  additional  100,000 

homes  that  competition  just  can't  deliver 

So  check  with  us  right  NOW7  for  availabilities.  We  still 
have  some  real  beauties.  Then  let  us  take  it  from  there. 

We'll  make  the  cash  registers  ring  for  you  in  Boston 
...  all  summer  long!  /    / 

And  you  .  .  .  why  you  can  just  sit  in  the  shade,  sipping 
a  long,  cooling  drink  while  you  count  your  money  and 
congratulate  yourself  on  your  good  judgment  ! 

Summer Sell  iris  Easy. . .  Go  BeeZee! 

N 
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PRIMARY 
MARKET 

400,000  people  in  the 
Ann  Arbor  area  respond 

primarily  to  local  radio. 

It's  a  huge  market  AND 
NOT  ADEQUATELY 
COVERED  BY  OUTSIDE 
STATIONS. 

ANN  ARROR 
AREA 

Includes  Plymouth, 

Ypsilanti,  Livonia  and 
23  important  industrial 
communities  in  Michigan. 

FIRST  in  POISE* Most  recent  Pulse 

indicates  WHRV's  strong 
superiority...  18  firsts 
(half  hours)  out  of  24. 

WHRV 
1,000  watts       abc       1600  kc 

Major  league  baseball, 
University  of  Mich,  sports 
Detroit  Red  Wing  Hockey 

6:00-9:00  A.M.    Joe  and  Ralph, 
famous  in  Mich,  area 

J] 

Write  for  special  merchandising 
plan  or  contact: 

BOB  DORE  ASSOCIATES 

National  Representatives 
the  door  is  ahrays  open  .  . . 

Bob  Dore  Assoc,  420  Madison  Ave.,  N.  Y.  17,  N.  Y. 

*    JUNE    '56    PULSE 

A  ews  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Stock-buying  week:  Gals  who  are  interested  in  making  money 

i  and  what  gal  isn't  i  might  take  note  of  a  tip  <nven  by  Wibna  Soss  of 

NBC  Radio's  Pocketbook  News,  Sunday   11:15  p.m.: 

"Bin  stock  in  the  spring,  and,  if  you  want  to  make  a  quick 

profit,  sell  before  Labor  Day.  That's  an  old-time  stock  market  adage 
particularly  during  times  of  inflation.  So,  girls,  wherever  you  go 

on  your  vacation,  keep  an  eye  on  the  market.  Who  knows,  you  may 

be  earning  your  vacation  with  the  twist  of  the  tickertape." 

Wilma,  whose  interest  in  the  stock  market  derived  from  "the  in- 

heritance 1  lost  in  1929,"  says,  'If  I  can  get  interested  in  finance. 

an)  woman  can." So  great  did  her  interest  become  that  she  founded  an  association, 

Woman  Shareholders  of  America,  to  promote  her  cause  of  more 

women  in  top  management  and  more  women  who  are  better  in- 

formed about  finance.  The  big  thing  Wilma's  still  trying  to  live 
down  is  The  Solid  Gold  Cadillac,  a  plav  and  movie  she  says  were 
written  about  her. 

Psychology  of  Standings'  Dreamhouse:  The  latest  study  of 
American  living  habits  (conducted  by  Newsweek  for  its  3  June 

article  on  exurbia  I  reveals  that  the  '"tug  of  normalcy  draws  the 
highest-paid,  most  anxiety-ridden,  greatest  creative  minds  of  the 
countrv  into  exurbia.  Hence,  savs  Newsweek,  admen  and  air  media 
executives  abound. 

\\  hat  is  an  exurbia?  It's  the  area  beyond  the  suburbs  where  city 
folk   i  well-heeled  I   move  for  country  living. 

Leading  exurbanite  clusters  throughout  the  country  are:  Paoli 

to  Coatesville  for  Philadelphia:  Bucks  County,  Pa.,  for  New  York 

and  Philadelphia  I  though  the  literati  cluster  around  New  Hope  I . 

Lake  Forest,  Barrington  and  Wayne,  111.  for  Chicago:  Bel  Air. 

Beverly  Hills.  Palos  Verdes  Hills  and  Rolling  Hills,  for  Los  Angeles. 

New  York  is  rich  with  exurban  areas,  ranging  from  two  near 

the  Hudson  River  in  Rockland  County  to  Sneden's  Landing,  and,  of 
course.  Fairfield  County.  Conn. 

Warning  from  socio-psychologists  to  wives:  Do  not  urge  husband 
to  move  to  exurbia  for  an  address  as  you  might  with  a  chic  city 

or  suburban  location.  A  move  to  exurbia  implies  more  than  the 

will  to  belong.  Exurbia  has  been  defined  as  the  one  living  area 

where  a  man  earning  SI 2.000  can  feel  a  total  failure. 

Lady  v. p.  at  BBDO:  The  growing  recognition  of  women  in  adver- 

tising agencies  is  brought  into  focus  this  week  by  the  recent  appoint- 

ment of  Olive  Plunkett  as  v. p.  at  BBDO.  Olive,  who  is  account  super- 
visor for  DuPont  and  works  on  new  business  development,  has  been 

at  the  agency  for  10  years. 

Her  specialty,  she  savs  is  "speechif\  ing.  after  all.  women  are  sup- 

posed to  talk  a  lot."  Her  talks  to  trade  associations,  dealer  groups 
and  industry  meetings  are  all  the  more  unusual  since  the  chemical 

industn   is  still  one  of  the  last  virtual!)  "all  male"  strongholds. 
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AN  U*ftt  BUY 
IN  WASHINGTON 

The  MIDDLE  of  Washington  State,  a 

growing  economy  based  on  diversified 

agriculture*  and    metal    industries. t 

*   The  Apple  Capital   of  the  World,   plus 
1,000,000  new  acres  of  irrigated 
farm  lands. 

t  Alcoa,  Keokuk  Electro,  and  other  metal 
industries  have  selected  Wenatchee 

plant  sites  due  to  low-cost  hydropower 
from  the  Columbia  River  dam  system. 

More   are  coming! 

The  AA  S
TATION That's  AUDIENCE  APPEAL: 

We  program  to  our  audi- 

ence, with  SELECTED  top 

network  programs  plus  lo- 
cal color  .  .  .  music,  news, 

farm  shows,  sports  —  the 

things  people  call  about, 

write  in  for,  and  partici- 

pate in. 

5000  WATTS 
560  KILOCYCLES 

KPQ's  5000  W,  560  KC  combination  gets 
way  out  there,  covering  Central  Washing- 

ton, parts  of  Oregon,  Idaho,  and  Canada. 

We  know  because  of  our  regular  mail 
from  those  areas.  Then  too,  we  have  no 

TV  station  here,  we're  separated  from 
Seattle  by  the  high  Cascade  mountains, 

and  we're  many  miles  from  Spokane. 
YOU  CAN'T  COVER  WASHINGTON 
WITHOUT  GETTING  IN  THE  MIDDLE,  AND 

THAT'S  KPQ     Wenatchee,  Wash. 

GUARANTEE 

TO  OUTPULL  all  other 

North    Central 

Washington  media 

TWO  to  ONE 

National  Reps:  Portland  and  Seattle   Reps: 

FORjOE  AND  CO.,  INC.  ART  MOORE  &  ASSOCIATES 

One  of  the  Big  6  Forjoe  Represented  Stations  of  Washington  State 

I  49th  anj 

Madisoi 

28 

Nighttime  radio  breakthrough 

The  article  in  the  June  1  issue.  "\\  ho 
Will  Make  the  Big  Night  Radio  Break- 

through? hits  right  on  the  button. 

Nighttime  radio  listening  has  been 
overlooked  for  no  ver\  valid  reason. 

Perhaps  since  the  advent  of  tv  we 
have  heen  putting  too  much  emphasis 

on  peak  viewing  times  and  have 
missed  a  very  good  bet  in  the  sister 
media. 

Joe  Ostrow,  research. 
Young  &  Rubicam,  Sew  York 

Zenith's  case   for  fee   tv 

The  "remarkable  calm"  with  which  ad- 
vertisers, agencies,  and  the  broadcast 

industry  react  to  the  prospects  of  sub- 

scription tv — in  \our  recent  edi- 
torial— is  at  least  partly  due  to  a  re- 

markable attitude  which  sponsor 

ought  to  look  at  and  report  objective!)  : 

A  very  large  number  of  the  people 

you  are  talking  about  want  subscrip- 
tion television.  They  are  prepared  to 

welcome  it  in  their  homes,  for  their 
families,  and  for  themselves.  This 

group  includes  top  executives  whose 
days  are  Larger)  devoted  to  program- 

ing, time-buying  and  devising  commer- 
cials, and  the\  are  not  disloyal  to  the 

hand  that  feeds  them,  ll  is  true  that, 

like  all  of  us.  the\  want  relief  from  the 
worst  of  tv  commercialism.  Bui  is 

workers  in  the  vineyard,  the)  realize 

that  in  other  ways,  too,  sponsored  t\ 

can  onlj  benefit-  as  business  historj 
shows — b\    a   measure  .of  competition. 

The  friend!)  attitude  toward  sub- 
scription t\  which  is  so  widespread 

among  vour  readership  —  tr)  a  poll 

among  them  if  you  doubt  it -can  be 
very  easiK  under  tood,  simpl)  b)  dis- 

posing of  the  three  arguments  you 
\  ourselves  list  against  subscription: 

1.  It  is  not  a  minorit)  which  would 

benefit  from  subscription  programs  a-~ 
you  sa\.  but  the  vast  majority  of  the 
low  and  middle  income  group  to  whom 

subscription  would  bring  first-run 
movies  and  other  top  box  office  enter- 

tainment, at  a  fraction  of  box  offifce 

prices  and  do  so  as  routine  program- 
ing,   not    as    a    matter    of    ballyhooina 
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ami  "spectaculars."  \\\\-  major  it)  also 
Includes  pi  acl  icalh  .ill  Vmei  icana  h  ho 
are  oul  "I  rea<  li  oi  Mew  ̂   •  •  i k  City, 
ami  therefore  "I  Broadwa)  openers, 
music,  and  ballet.  .  .  . 

2.  Subscription  t\  will  nol  impaii 
commercial  television,  a-  \  •  >m  tear,  but 

will  strengthen  it.  Subscription  i\  i- 
(iiic  way,  perhaps  the  onlj  way,  to  | >i < »- 
vide  independent  i\  stations,  especiall) 

those  in  smallei  cities,  w  itli  tin-  supple- 
mental*) revenue  the)  need  to  —  1 1 1  v.  i v  t - 

and  prosper.  I"  thai  end  Zenith  Eta- 
(liu  Corporation  has  su  ;gested  thai  the 
FCC  liniii  subscription  programing  i" 

15' «  of  anj  Mai  ion's  broadcast  time. 
During  al  leasl  85'  i  of  the  time  there- 

fore, tin'  station  would  broadcasl 

"free"  programs. 
Such  an  authorization  would  permit 

independent  stations  t"  broadcast,  l"i 
nol  more  than  two  oi  three  hours  per 

day,  subscription  programs  nol  pro- 
vided l>\  networks  or  advertisers,  paid 

for  directl)  l>\  the  people  who  see 
them.  The)  would  provide  the  supple- 

mentary income  needed  to  support  in- 
dependent stations  in  man)  of  the 

I  100  allocated  i\  channels  thai  are  now 

standing  idle.  This  would  bring  nearer 

to  fulfillment  the  Commission's  plan 
for  a  trul)  nationwide,  competitive  i\ 

system.  These  hundreds  ol  new  sta- 

tions, each  devoting  85'  I  ol  it-  time 
to  sponsored  and  sustaining  programs, 
would  greatl)  increase  the  amount  ol 

"free"  programing  available  to  1 1  <«• 
public. 

."i.  i  ou  are  180  olT  course  w  hen 

you  sa)  subscription  t\  would  "make 
the  government  part)  to  a  discrimina- 

tor) system  thai  bars  freedom  ol  the 
ail  wa\  s  to  \  iewei  s.  Vai  ious  <  om 

panies,  including  the  relephone  Corn- 
pan)  and  \\  estern  I  nion,  use  the  air- 

waves directl)  to  sell  sen  ices.  Si 
the  broadcasting  companies  the) 
simpl)  collect  their  fees  indirectl) .  bul 
ultimatel) .  from  the  u  \  iewer.  li  is 
nol  the  function  of  government  to 
stand  in  the  wa)  of  enterprises  which 
wish  to  offer  a  particular  service  to  the 
public,  and  stand  or  fall  on  whether 
the  public  w  ill  bu)   it  oi   not. 

The  fact  is  thai  today's  t\  system  is 
the  one  thai  is  discriminatory.  Pro- 

grams are  restricted  to  whal  networks, 
stations,  and  advertisers  want  to  pre- 

sent. .  .  . 
Ted  Leitzell, 

director  public  relations, 
Zenith  Radio  Corp.,  Chicago 

•  SPONSOR  i-  glad  lo  all....  I.. I  I  .  it/.  II 

opportunity    lor  rebuttal.    For  "Fee  t.    vs.  free  it" 
ilcliatr.     -.'.-     patfo     ;t7     this     i~*in-. 

The  big  K  is  50  mi 

KSL  radio,  t  he  best  sellei  in  t  he 

big  and  boomii  itei  Sail  Lake 

Markel  .It's  a  mat  kel  I  hat  includes 

KSL.s  leadership  in  mel  rupolil  an  ai  i 

as  well  as  dominance  ol  the  eagei  -to-buj 

t  housands  in  smaller  cil  ies  and  tow  ns, 

a  markel  area  ol  l  ,67 1 ,200  people. 

It's  ill  i  mini  ies  'IIIs  states  w  here 

people  arc  leached  and  sold  by 

KSL  radio. 

BEST 
SELLER 

KSL    RADIO 
50,000  WATTS 

CBS  for  the  Mountain  West 

Represented  by  CBS 

Radio  Spot  Sales 

Reaches  and  sells  a  GREA  TER  SA  I.  T  LA  KE! 
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WHEN  KANSAS  CITY  GOES  SHOPPING  .  .  . 

It's  a  WHB  world 
FOOD  -  -  . 
More  national  food  product  advertising  is  placed  on  WHB  than  on  all  other  local  radio  stations 
combined.   And  locally,  virtually  all  major  food  chains  advertise  consistently  on  WHB. 

DRUGS  .  .  . 
National  drug  advertisers  and  local  drug  stores  spend  more  money  on  WHB  than 
on  all  other  local  radio  stations  combined. 

AUTOMOTIVE  .  .  . 
WHB  carries  schedules  for  every  major  national  automobile  advertiser.    Local  car  dealers 
buy  more  time  on  WHB  than  on  all  other  local  radio  stations  combined. 

CIGARETTES  .  .  . 
Every  cigarette  brand  buying  spot  radio  in  Kansas  City  in  1956  bought  WHB. 

.  .  .  because  IT'S  A  WHB  AUDIENCE  .  .  . 

Whether  it  be  Metro  Pulse,  Nielsen,  Trendex  or  Hooper — 
whether  it  be  Area  Nielsen  or  Pulse  —  WHB  is  the  dominant  first  among  every  important 
audience-type.    That  statement  embraces  the  housewife,  her  husband,  their  teenagers  — 

as  well  as  the  farm  family.   Every  survey  agrees.    Whether  it's  audience 
or  advertising  it's  a  WHB  world!  Talk  to  Blair  or  WHB  GM  George  W.  Armstrong. 

WHB 

10,000  watts  on  710  kc.  Kansas  City,  Missouri 

WDGY  WHB 
Minneapolis-St.  Paul  Kansas  City 

Represented  by  John  Blair  &  Co. 

TODD  STORZ, 

President 

KOWH 
Omaha WTIX 

New  Orleans 

Represented  by  Adam  Young  Inc. 

30 SPONSOR       •      8   JUNE    1957 



SPONSOR 
8        J    U    N    I         19S7 

J  '~-  ■ 

,      1-4l 

t 

■<- 

1957 
I  \    Inii  i  in  ban   areas   .1   ml 
1.. 1   ..\.  1   50'     -I  I   S.   Bales 

1975 

Man]  more  interm bias  are  ex- 

pected  to  rin^  up  7(i' ',  of  sales 

INTERURBIA: 
WILL   IT   REVOLUTIONIZE    MEDIA? 

I  his  week  if  \<>u  followed  the  moving  vans  ol  the  nati  •   m  d  -  1 

revolution  in  the  making.     For  if  media  f<>ll"\\  people,  then    lia  ovei  th 

few  years  have  a  l<>t  <>f  traveling  t"  <1". 

The   people  are   beaded    f"i    Interurbia,   nol    to   !■»•  confused    with   Suburbia. 

What  i-  an  Interurbia?    1 1  •  •  \>.  does  it  differ  from  Suburbia  01  thai  new  darling 

word  of  the  intellectual  set,   Exurbia    (see  Women's  Week,   paj 

\n  Interurbia  is  .<  complex  of  cities,  towns,  suburbias  which  ha  to- 

gether.     Example:  the  600-mile  -trip  from  Boston  to  Washington  which  virtually 

constitutes  a  single  citj .     It  took  a  team  of  J.  W  alter   I  hompson,  ̂   ale  Univ<    - 

and   Fortune   research   men   t<>   documenl   the   importance   of   Interurbia  to   the 

SPONSOR jlne  1957 
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Concentration  of  retail  sales  in  relatively  few 

population  strips  may  boost  value  of  spot  radio 

and  television,  and  stimulate  new  media  combinations 

nation's  marketers.  This  is  what  the\ 
Idiind  thai  contains  within  it  the  germs 

of  media  and  marketing  revolution: 

•  Todaj  over  ~>0',  of  the  nation's retail  sales  come  from  14  Interurbias 

which  amount  to  just  a  fraction  of  the 

nation's  land  area   I  see  map  I . 
•  H\  197.~>  oxer  70'  i  of  retail  sales 

and  oxer  oo' <  of  the  U.  S.  population 
will,  it  s  predicted,  be  concentrated  in 
I  nterurbias. 

•  \loieo\er  the  people  who  live  in 

[nterurbias  are  the  marketer's  best  tar- 
get: richer,  more  active,  quicker  to  ir\ 

new  things. 

The  growth  <>l  Interurbia  represents 

an  unparalleled  opportunity  for  the  air 

media.  For  main  of  the  strengths  of 
both    radio    and    television    stations    lit 

the  Interurban  pattern  like  a  glove. 

Conversely,  for  printed  media.  Inter- 
urbia ma\  mean  a  struggle  to  adapt  to 

the  population  trend. 
Consider  radio.  It  has  always  sold 

against  the  printed  media  on  the  basis 

of  wider  coverage  out  of  a  metropoli- 
tan center  at  far  lower  cost  and  higher 

intensit)  than  its  competitor,  the  news- 
paper, can  offer.  This  is  particular!) 

true  of  the  ""powerhouse"  station. 
Says  JWT  Media  V.P.  Arthur  Porter: 

"People  are  now  going  where  radio's 

alwav  s  been.  " Said  a  top  agencj  media  buyer 
i  nameless  because  after  all  JWT  is  a 

competitorl:  '"The  national  magazines 
are  too  indexible  at  the  moment.  The 

city  newspapers  are  not  sufficiently  sec- 

ill!lll!!l!lllllll!lll!!l!U!l!ll!lll!i!lllillll!!l!l!!illllllll!ll!ii:'  il^IBi 

\    \ 

INTERURBIA    IS    RICH   TARGET 

Product  hunger  and  upgrading  urge  is  concentrated  in  Interurbia.  says 
JWT  —  1 1 1 < J >  -  Interurbia  determines  when  luxury  becomes  a  neces-il\.  \-  in 
case  of  clotheswasher  (above)  social  pressure  to  consume  is  strong,  making 

[nterurbanite    most    receptive    to    advertising,    new    product    introductions. 

Mobility  of  Interurbanite  dictates  need  for  more  cars  per  family  (below) 
and  longer  use  of  car  for  home-to-work-shopping  center  commuting.  This 
trend  puts  focus  on  car  radio  audience  not  only  because  of  it>  growing 

size,    but    because    car    radio    can    influence    closest     to    time    of    purchase. 

Homogeneousncss  and  sophistication  of  Interurbanites  favors  tv  pro- 
graming for  broad  Interurban  coverage.  Program  taste  differences  between 

city  and  Interurbia  will  melt  a\\a\.  according  to  the  study.  As  population 

in   l\    hinge  coverage  area  grows,  it  may  dictate  program,  commercial  ~lant. 

tionali/ed   And    the    trub    local 

weekb  newspapers  can't  compete  price- 

wise  as  individual  bu\s." Into  this  pot  stir  just  one  fact  about 

Interurbia:  It  is  the  ear-usingest  coun- 
tt\  on  the  American  continent,  a  land 

in  which  the  two-car  and  eventually 

the  three-car  famiK  will  abound.  If 

radio  did  not  exist  except  for  its  use 
in  cars,  the  medium  would  toda\  be  on 

the  threshold  of  great  expansion  as 

Interurbia's  importance  multiplies. 

(Prediction:  this  week  Kiplinger's 
Changing  Titties  projected  a  total  of 
70  million  cars  and  trucks  on  the  high- 

wass  1>>   1965,  100,000,000  by  1975. t 
Consider  television.  It  is  the  show- 

case medium  which  all  acknowledge 

has  helped  to  fill  the  gap  in  personal 

salesmanship  left  1>\  the  growth  of  self- 
service.  And  Interurbia  toda\ — and 

more  so  tomorrow — is  the  land  of  self- 

service  and  drive-ins  which  sell  every- 

thing from  groceries  to  hardware  to 

personal  services. Moreover,  television  like  radio  is 

strong  in  terms  of  its  ability  to  reach 

out  from  a  metropolis  and  embrace 

surrounding  communities. 

Does  all  this  add  up  to  a  picture  of 

domination  b\  ke\  stations  beaming  to 

ever-larger,  ever-richer  empires?  Far 
from  it.  The  indications,  say  media 

buyers,  are  that  the  pattern  w  ill  be  one 
of  combination,  a  situation  already 

common.  In  other  words  there  is  op- 

portunity for  the  station  with  the  big 

umbrella  as  well  as  opportunity  for  the 

station  operating  under  that  umbrella 

at  an  efficient  price.  The  very  richness 

of  Interurbia  assures  that  the  adver- 
tiser will  want  to  mine  it  thoroughly. 

But  he  will  use  the  media  which  de- 
liver customers  most  efficiently. 

Although  the  population  shift  is  on 

to  existing  Interurbias.  and  there  are 

more  Interurbias  forming,  stations  out- 
side Interurbias  may  benefit  as  well. 

The  strength  of  spot  radio  and  televi- 
sion has  always  been  its  ability  to  pick 

a  target  economically.  The  non-Inter- 
urban  area  will  always  be  important; 

the  question  w  ill  become  one  of  how  to 

reach  it  efficiently.  As  population 

grows,  the  isolated  cit\  far  awa\  from 
an  Interurban  complex,  will  be  more 

important  than  it  is  today — even 
though  it  is  a  smaller  slice  of  the  pie; 

for  the  pie  will  ha\e  grown.  (Popula- 
tion specialists  predict  the  L.  S.  will 

have  230.000.000  people  b\  19112.  com- 
pared with  170.000.000  today.) 

Interurbias  growth  has  so  many  im- 

plications, all  of  them  are  not  yet  evi- 
dent.    The  more  SPONSOR  spoke  to  me- 
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ili. i  strategists,  the  more  implications 
occurred.     Examples: 

I.     \\  ill    ill.-    growth    ..I     1 1 1 1  -  i  hi  l.i.i- 
stimulate  the   formal   I   more  and 

strongei  regional  networks  designed  t" 

give  advei  tisei  -  an  area  s  rich  potenl  ial 
in  one  package? 

_'.  \\  ill  radio  ami  u  resean  li  itsell 

be  forced  i"  adapl  ?  <  \b\  iousl)  the 
I  i. .will  ill  Intel  in  bia  makes  two  i\  pes 
ill  i.nlii)i\  research  more  important: 
i  .1 I  ratings  w  hich  covei  be)  ond  the 
metropolitan  area  to  counties  spread 

n.i\     bej  ond :     1 l>  i     coverage    studies. 

'.  \\  ill  the  irlr\  ision  netwoi  k- 
i\  •  I \ t -  mi  ,i»  in  concentrate  on  Intel 

urbia,  winnowing  down  overlapping 

coverage  and  easing  "musl  buj  re- 
quirements? <  >i  will  the)  ̂ "  the  othei 

route,  maintaining  their  identit)  a-  the 
trul)  iiaiininl  coverage  medium  ami 

lea\  ing  concentral  ion  on  the  Ini-  i 
urbias  t<>  the  individual  station  ami  the 

n  gional  combination? 
I.    \\  ill     Network     radio,     already 

ARTICLE      IN      BRIEF 

In  the  new  Interurbia  study.  JWT 

Yale  and  Fortune  analyze  the  sisjmfi 

crnce  of  the  population  shift  into 

14  city  town  suburb  city  complexes 

Air  media,  favored  by  peoples  move 

into  outer  rim  of  radio  tv  coverage, 

n^ay   be  bought  in   new   patterns  soon 

high!)  flexible,  regroup  -till  furthei 
around  the  intei  ut  bias  ' 

I  In-.-   are   questions   "I    long  rang) 
id.  in. .-      Hut  the)   an-  also  short 

i  ange.    I  "i   Intel  m  bia  is  no  futui  i»ti. 

COni  >  |'l.       Main     things    u  In.  li    lia\  i-   al 
M.i.lv  happened  in  media  buying  relati 

ii-lii  back  i"  the  growth  .>f  Interurbia 
\\  hethei  the)  rei  ognize  ii  in  socio 

logical  terms  oi  not,  media  buyers 

have  been  quick  i"  sense  tin-  impoi 
lam  .-  ..I  population  spreadoul  from  ilu .  ii ies. 

I  he  i.al  importance  "t  i  on<  epts  lik. 

Interurbia  i-  nol  ihai  ili>-\  .li-.  ..\<-.  [hi 

brand  new  bul  thai  the)  dramatize  (••! 

marketing  and  mi  -'-  » hal 
inii-i  be  uppermosl   in  theii   attention 
I  ni.  i  hi  l.ii    then    i-  simpl)  a  word  thai 

helps   make   the  tree*   stand   ..ni    from 
rest. 

Nonetheless  there  are  some  sponsor 

mntered  w  li"  -.  offed  al  ll 

1. 1  bia  -  om  epl      Said  one  su<  li  cril  i< 

Fane)     obbled   ■    I    •  i  \  l.«.<l\  knew 
ilii—  was  happening  an)  wa) . 

Kiii    il   ra  sponsor 

found  among   media   people    ii   n 
i  i.--  n as  one  ol   interest.     If 

thing,  the  Intel  m  bia  i  on<  <■;  i.  In-i  un- 
veiled ai  the   l\-  -|>iiiiL.'  meeting,  has 

nol  yel  lia.l  ii-  full  impai  t.    Reasoi     .- 
sponsor  -•  •  -  it,  time,   li  « ill  take  plan- 
i..  i -    months   to    fo<  u-   theii    thinking 

upon  the  Interurbia  i  oni  epl  and 
-in.-  ili.-ii  own  needs  againsl  ii-  i mpl i - 
.  iii.  ai-. 

( Ine  |.la.  e  j  .>u  can  go  t.n  a  l....k  into 

.  Please  turn  t<>  pagi  '  >  < 

Four  JWT I.  in   r.  i  :    R     \\  ■         v.p.;   Vf.  Hanson,  v.p. ;    \,  Porter,  media  v.p.;  W.  McKeehan,  v. p. 

/ 



HOLLYWOOD  PAINTS 

A  SCATHING  PORTRAIT 

OF  TV  AND  ADMEN 

Pro   or  con,   you'll  talk  about  Budd 

Schulberg's  movie,  Face  in  the  Crowd. 

Schulberg  researched  Madison  Ave.  for 

four  months.   Here  he  sums  up  admen 

Build  Schulberg 

^%dvertising  agencies  are  packed 

with  talent  and  overloaded  with  fear." 
So  says  Budd  Schulberg  who  feels  he 

should  know  after  completing  a  four- 

month  survey  of  advertising  and  tele- 
vision for  his  new  picture,  A  Face  in 

the  Crowd.  The  picture,  which  opened 

late  last  month  in  New  York,  is  a  bit- 

ing portrait  of  tv  which  tells  the  story 

of  a  radio  station  personality  ('"not 
Arthur  Godfrey,"  says  Schulberg), 
who  rises  to  network  tv  fame  and 

power. 
Best-selling  author  Schulberg  (The 

Disenchanted,  What  Makes  Sammy 

Run )  became  intrigued  with  tv  as  a 

subject  for  a  behind-the-scenes  movie 
as  far  back  as  1952.  The  result  is  a 

movie  in  which  "tv's  Sammy"  out- 

Sammies  Hollywood's  Sammy  at  ever) 
turn. 

Schulberg  says  of  Madison  Avenue 
and  television: 

'"It's  worse  than  Hollywood!  There 
most  of  us  ran  scared  some  of  the  time 

and  a  few  of  us  trembled  all  of  the 

time.    Our  impression   was  that  in  tv 

and  advertising  finding  a  man  who 

isn  t  scared  might  make  Diogenes'  job 

look  like  a  cinch." 
"I  don't  want  to  pose  as  an  expert," 

Schulberg  told  SPONSOR.  A  mild-man- 
nered, almost  diffident  man  of  43,  he 

says  he's  concerned  with  "being  honest 
in  my  writing,  not  pleasing  every- 

body." 

"In  this  movie,  I  wrote  what  I  saw. 

In  fact,  I  think  I'd  be  a  good  reporter. 
In  the  space  of  about  four  months.  I 

interviewed  about  200  people  in  agen- 
cies and  at  the  networks.  They  were 

good  to  us.  Thev  let  me  sit  in  on  client 
presentations  and  when  I  heard  some 
of  the  things  that  went  on.  I  wondered 

that  they  did  let  me  sit  in.  Me,  if  I 

were  in  their  place,  I  wouldn't." 
Schulberg  talks  slowly  and  seems  al- 

most reluctant  to  repeat  face-to-face 
some  of  the  criticisms  he  made  so  bit- 

ingly  in  Face  in  the  Croud.  He  under- 
scores the  fact  that  he  has  no  answers 

to  the  very  advertising  and  television 

problems  he  posed  in  the  movie. 

"The    problem    hasn't    even    begun 
■r..i  SPONSOR'S  Ti'ply  to  the  growing  numb 

v  et.  be  says.  "There's  a  tv  genera- 

tion being  born  now  and  they're  the 
toughest  audience  tv  has  yet  had  to 

face. "  He  hesitated  momentarily,  then 
mused.  "I  wonder  what  agencvmen 
will  do  for  tranquilizers  then,  when 

their  system's  become  immunized  to 

the  stuff  they're  taking  now." The  problem  admen  will  have  to 
face,  as  Schulberg  sees  it,  is  the  con- 

stantly increasing  sophistication  of  the 

younger  viewers. 
"In  Hollywood  the)  used  to  say, 

'Let's  appeal  to  the  12-year-old.'  Well, 
tv  would  do  well  to  learn  from  the 

movie  people  and  upgrade  its  product. 

Most  of  t\  tends  to  play  to  the  six-vear- 

old.*  The  12-year-old's  too  wise.  My 
kids  automatical!)  turn  off  the  sound 
on  the  commercials,  and  I  certainly 
never  told  them  to.  In  fact,  some  of 

the  stuff  I  think  is  kind  of  funny,  but 

the  kids  spot  phoniness.  They  just 

yawn." 

Schulberg's  two  youngsters  are 
eleven  and  twelve-and-a-half  respec- 

tively.   hence  according   to   his  defini- 
criUclsmi  on  tliis  oasU,   see  editorial   this   issue,   page  96. 
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don,  ilif  ideal  Holljrw   I  audience. 

"Hell,  the  worse  i\  is,  tin-  better  for 

pictures,"  In-  said  with  a  slow  grin. 
"So  I  want  t\  to  -ia\  just  as  it  is.  .  .  . 

Then,  seriously,  "It  could  be  so  great 
though.  But  what  admen  are  facing 

now  is  the  law  <>f  diminishing  returns, 

especiall]  on  the  commercial-..  The} 
I  an  t    make   absurd    claims   and    expect 

people  to   believe   them.     People  are 
getting  smarter  all  the  time.    The  onl) 

answer  is  softer  and  softer  sell." 
These  are  otT-the-culT  observations. 

Hut  for  the  movie  Schulberg  went  at 

the  job  of  researching  t\  and  advertis- 

ing with  the  same  intensity  he  says  he 

previously  employed  in  researching 
It  aterfront. 

"I  told  Cadiz  i  Klia  Kazan  '  when 
'/  aterfront  came  out  that  I  wanted  to 

do  something  on  the  t\  industry,  and 
we  both  decided  we  wanted  to  work 

together  again.  Two  or  three  month- 

later  we  decided  to  use  my  short  stor\. 
Arkansas  Traveler,  as  a  base,  and  to 

do  our  researching  here  in  New  York." 

Hero  moves  from   local  radio  to  net  tv 

Hero  villaii    I  oni    ■    •    R  hodi        v  i .    ••  from  lo<  .il    \i 

i  id   i"  i  ition  i"  big  time  network  u  through  In-  guitaj  ind 

l<>lk-\  patl  erenl  ipontor-kidding  on  ail  paya  "it.  makes  liim 
I'  ■■  In-  head      \i  left,  hi    i  n<  )  pil<  h. 

Reverse  sell  panics  iponsoi  until  he  ward 

Tie-in  merchandise  catapults  n  ■.tar  to  head  of  "Rhodes  empire" 

Tv  advisor  '  ential  candidate,  hen  political  I 
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So  Schulberg  spent  the  summer  with 
Kazan  in  Connecticut  and  came  into 

town  to  make  the  rounds  at  the  agen- 

i  ies.  First  he  called  Sig  Larmon,  presi- 
dent of  WK.  whom  he  knew  from 

Dartmouth  days,  and  set  up  a  lunch 
w  illi  him  and  with  Kazan. 

"He  was  terribl)  nice  and  said  he  d 
lirl|p  ns,  w hich  he  did. 

All  in  all.  Schulberg  talked  to  four 

agenc)  presidents,  to  numerous  radio- 

h  v.p.'s.  heads  of  media  departments, 
account  supervisors  and  assistant  ac- 

count men  "and  even  all  the  way  down 

to  copywriters."  (Schulberg's  biggest 
surprise:  the  "gigantic  salaries  of 

copywriters."  I  In  fact,  he  expressed 
genuine  awe  over  copy  writing  careers. 

"How  they  can  do  it."'  lie  said,  shak- 
ing his  head  in  bewilderment.  "How 

they  can  sit  there  and  write  that  stuff 
all  da)  long.  ... 

He  will  not  mention  the  names  of 

most  of  the  agenevmen  he  interviewed, 

"because  they  really  bared  their  souls." 
.Among  names  he  will  mention:  Bill 

Paley.  Ed  Murrow.  Pat  Weaver. 

"\\  e  asked  the  heads  of  netw  orks 
how  they  felt  about  their  responsibility 

to  the  people  .  .  .  and  they  gave  beau- 

tiful answers." 
His  own  interpretation  of  this  re- 

sponsibility is  "continuously  improved 
programing,  preferably  conceived  and 
produced  well  out  of  reach  of  the  ad- 

vertisers." In  fact,  the  sure  way  to 
have  mediocre  programing,  says  he,  is 
to  let  agencies  and  clients  get   into  it. 

ARTICLE     IN     BRIEF 

Schulberg  made  four-months'  survey  of 
agency  life  and  network  tv  to  supple- 

ment short  story  on  which  his  new 
movie,  Face  in  the  Crowd,  is  based. 

His  conclusion,  broadly:  Tv's  and 

advertising's  "Sammies"  run  because 

they're    anxiety-driven    and    insecure. 

"They  don't  tell  the  New  York  Her- 
ald Tribune  that  it  should  change  its 

front  page,  do  the)  ?  \\  h)  should  the) 

he  able  to  dictate  programing'.''  And 
they  do.  .  .  ."  He  seemed  utterly 
stunned  by/  the  latter  discovery,  con- 

tinued with  total  amazement,  "Why, 

I've  seen  agency  men  actually  tr\  to 

change  lines  in  scripts." 
Schulberg  seemed  almost  apologetic 

about  criticizing  the  medium,  although 

he  satirizes  it  with  great  glee  and  free- 
dom in  his  new  feature. 

"I  don't  want  to  write  a  fairy  tale," 
he  said.  "I  know  someone  has  to  foot 
the  bill.  But  one  thing  is  certain  :  the 

creative  people  will  entertain  viewers 
better  than  business  executives  and 
admen.  The  future  of  tv  lies  with  the 

Chayevsky's.  The  trouble  with  adver- 
tisers is  that  they  think,  'Will  they  like 

this?  Will  they  like  that?'  A  guy,  say 
Stravinsky,  who  takes  his  chances, 

doesn't  take  a  popularity  poll. 
"The  turnover  in  shows  indicates 

that  there's  too  much  creative  work  al- 
located    to     the     wrong     department. 

Agencies  are  just  not  the  proper  home 

for  top  talent.  The  talent  is  there — 

some  of  the  brightest  people  I've  met 
are  in  llii-  business,  but  the  structure 
of  the  business  defeats  them. 

"The  trouble  is  that  advertising  is 
neither  an  art  nor  a  science,  so  no  one 
knows  where  he  stands. 

"I  guess  that's  the  reason  for  all  the 
charts  in  agencies  .  .  .  charts  and 
charts  and  more  miles  of  charts.  .  .  . 

It  gives  them  a  sense  of  security,  some- 
thing tangible  to  show  bow  the)  spent 

their  week.  .  .  .  Sad."'  he  said,  "very 

sad." 

In  the  picture,  an  agency  account 
supervisor  is  so  fearful  of  losing  his 

job,  when  bis  main  account  is  being 
stolen  from  him.  that  he  keels  over 

with  a  heart  attack. 

The  television  networks,  he  feels, 

aren't    immune    from    anxiety    either. 
"L  nfortunateh.  advertisers  seem  to 

have  almost  as  much  influence  on  the 

networks  as  on  the  agencies,  but  the 

proper  place  for  the  programing  func- 
tion. I  think,  should  still  be  the  net- 

work. One  things  sure :  How  many 

homes  you  reach  for  a  dollar  is  no 

measure  of  artistic  success." 
What  would  Schulberg  do  if  he  were 

in  the  shoes  of  an  account  executive? 

••Well."  he  said,  with  a  smile.  "I'd 

probably  counteract  all  my  loveh/  theo- 

ries. I'd  try  to  take  control  and  run 

the  shows  after  all.  Then  I'd  get  fired 

and  have  a  heart  attack.  .  .  ."  & 

Telethon  at  height  <>\  his  popularity  convinces  tv-star  Rhodes  he's  "a  power,  an  influence"  Account  man  fears  losing  job.  keels  ova 
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THIS   WE    FIGHT    FOR:      Vo   OTIC   who   l>u 

sells  ii  time  can  afford  t<>  stand  aloof  ti<mi  the 

question  of  fee  vs.  free  tv.   Fee  ti  will  seriously 

damage  t\  as  we  Limn   it.    /<■//  »<*///  . 
man  //<</<    you  stand  on  fee  ii  :  tell  him  why. 

*
>
 \
>
 

& 

& 

TV 
TV 

With  FCC  on  brink  of  considering  tests  of  toll  t\.  the  issue 

becomes  pressing.  On  pages  that  follow.  SPONSOR  debates 

published  views  of  leading  fee  tv  advocate,  Dr.  Millard  Faughl 

[Jrti.ir    il    will    ron>idei     autliori/ini:    e\|>ei  iinental    fee   t\    ti~t-.    tin     Mi      i-     i-kmj     II 

specific  questions  on  how  the  experiment  would  I"-  handled  (sponsor  I  Jun< 
Jul)  has  been  sel  as  the  deadline  l"i  these  answers,  the  <  hai  thai  the  <  ssion 
nun    in>t   make  a  decision  until   fall.    Meanwhile  proponents  for  fee  t\     Zenith   Radio 

Corp.,  Skiatron  Electronics  &  Television  Corp.,  and   International    felemetei    <  orp. 
pushing  haul.    Fee  t\   i-  even  being  named  as  the  fulcrum  on  which  balances  the  ; 
posed  -liift  of  the  Brooklyn  Dodgers  and  New   York  Giants  t"  the  Wesl  Coast.     In  the 

June  issue  of  Pageant,  an  article  1>\    Dr.  Millard  ('.  Faughl  presents  the  case  t"i   fee  t\ 
to  the  public,     fie  contends  thai  channels  and  talent  ar<-  available,  and  thai  t\   can  ; 
form  miracles  in  programing  oner-  it  i~  untied  from  the  limited  apron  --tiiir_»  of  adv< 
rising  revenue,     sponsor,  an  uncompromising  opponent  ol  fee  tv,  takes  up  the  gauntlet    ̂  

and  debates  some  ol  the  ke\  argument  from   Dr.  Faught's  brief  on  the  llowing.    v 

SPONSOR !!  .11  \i     1951 

17 



Dr.  Millard  (.'.  I'auglit.  television  economist  and  author,  is  probabh  the  most  articu- 

late advocate  of  fee  t\.  Since  L949,  when  he  published  a  monograph  titled  "Some 

Billion  Dollar  Questions  about  Television,"  Fauglit  has  turned  out  thousands  of  words 

ol  cop)  and  delivered  hundred-  of  addresses  in  favor  of  pay-as-you-watch  television. 

Hi-   latest   word   on  the  subject  is  an  article  in  the  June  issue  of 

will  tv  be  worth      Pageant  .ailed.  "The  $64,000,000,000  Question:  Will  T\    I,-  Worth PAYING  FOR?  .  .  „,      ,  ,  .    ,        , 

Paying  tor.'  It  is  a  thought-provoking,  well-balanced  article,  hut 

clearh  a  case  for  fee  tv.  SPONSOR,  which  contends  that  approv- 

al of  fee  t\  would  not  be  in  the  public  interest,  lias  received  from 

Dr.  Faught  and  the  editors  of  Pageant  permission  to  excerpt  and 

i    debate  some  major  points.    Here  are  the  points  and  our  rebuttals. 

FAUGHT  SAYS  .  .  . AS  SPONSOR  SEES  IT  .  .  . 

ho^BR-ar 
^haj^PTsT 

For   ease   of   understanding, 
light  call  this  idea  Ticket  Televi^ 

rsion,  or  "TTV"  if  we  get  pinched^ 
for  space.  We  are  already  in  the 
habit  of  buying  tickets  to  movies, 
plays,  ball  games  and  many  other 
kinds  of  spectator  entertainment 
at  the  box  office  before  we  go  in, 
and  that's  what  Ticket  Television 
amounts  to.  It  adds  a  box  office  to 
your  television  set,  so  you  can  then 
use  TV  to  deliver  to  you  at  home 
those  kinds  of  "spectator  commodi- 

ties" which  you  now  have  to  go  out] 
to  some  special  "audience  accumuj 
lator,"  like  a  theatre  or  a  stadiur 
jn  order  to  see. 

^)f  course,   the  basic 
■feuii    itse 

h have  j. 

Lto  start  i 

grams  we But  bef. 

fiember  th 
lew  gadget: 

long,   man bunded   tha 

|w  to  protec 
Fortunately 

jinds  in  fact- itest  argumr 

bf  progresr 
vho  getr 

Th- 

rinr 

Fee  tv  would  indeed  add  a  "box  office  to  your  television 
-el.  But  how  necessary  is  such  a  box  office?  Television 

already  delivers  free  to  our  homes  a  wide  variety  of  *"s|  ec- 

tator  commodities.'"  Without  ha\  ing  to  go  to  a  theater  or 
stadium — and  without  even  having  to  stir  from  our  arm- 

chairs to  drop  coins  in  a  box — we  can  watch  major  league 
baseball  games  including  the  entire  World  Series,  boxing, 

ice  hockey,  horse  races,  golf  and  tennis  tournaments,  basket- 
ball, bowling,  professional  and  collegiate  football  complete 

with  all  the  top  bowl  games,  spectacular  musicals  and  plays 

l  Cinderella,  Peter  Pan,  etc.  I,  feature  films,  and  even  orig- 
inal television  dramas  such  as  Marty  and  12  Angry  Men 

which  Hollywood  later  turns  into  successful  motion  pictures. 

Tv  also  gives  us  our  own  free  home  news-reel  theater  where 

we  can  follow  political  conventions,  around-the-world  cover- 
age of  events.  Would  the  Kentucky  Derby  be  any  more 

thrilling  if  we  had  to  pay  for  it  instead  of  Gillette?  In  short. 

wh\   pay  for  the  cow  when  were  getting  milk  for  nothing? 

4IIIIIIIIIIIIIIIIIIIIIIUIIIIIIIIIIIIIIIHIII   iiiiiiiii   mi   in    ,,.    |   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiii   iiiiiiiiiiiiiiiiiiii'iiiiiiiiiiiiiiiiiiiiii   iiiimiiii   iniiiiiiiiiii   mi   

*   Ops. 

-o   events,   or   a 

_,o   education.    With 
a  oox  oruce,  TV  will  p^f  ffrp  pub- 

l      lie    "the    power^ is      per, 

lere   is   room    on   the   airwayS, 
For  1500  or  more  new  TV  stations. 

Hence,  there  are  plenty  of  facilities 

to  serve  all  those  "minority  audi- 
ence program  demands"  which  are 

now  ignored  by  present  day  "mass 
market"  TV.  Ticket  TV  puts  the 
■limits  on  what  you  want  from  TVi 
kstrictly  up  to  you  and  your  pocl 

vv  o  u  1  d^^^^^^hoic  e . 

mall  its  f  i  ■iendw!r^Tffrrneshope  or  fear 
heir  it  will  or  won't  become  a  regularly nd  available  TV  service, 

of  *»oH   better  take  the 

What  businessman  deliberately  sets  out  to  market  his 

product  to  a  "minority "?  If  he  is  to  be  successful  in  such 

an  approach,  then  the  price  tag  of  his  product  must  be  so 

high  as  to  make  it  prohibitive  for  the  "majority."  It  was 
not  in  such  spirit  that  television  itself  was  pioneered.  The 

40  million  tv  sets  now  in  use  were  sold  to  the  public  with 

the  understanding  that  these  sets  were  their  "windows  on  the 

world,"  their  free  admission  to  w  hatever  was  programed.  It 
is  a  question  how  far  off  the  ground  television  would  have 

flown  if.  ten  years  ago.  tv  salesmen  had  told  the  public. 

"You  bin  a  receiver,  and  then  \  ou  pay  for  the  programs 

you  want  to  watch."  W  hen  it  comes  to  a  mass  form  of  com- 

munication— under  the  control  of  a  government  commission 

supported  by  public  taxation — the  public  has  every  good 

reason  to  resent  being  discriminated  against  on  grounds 

that  they  may  onlv  watch  according  to  their  abilit\   to  pay. 

.',;; 
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mce  competition  is  the  life  of 
trade,  you  will  really  sec  lome  nev» 
sparks  fly.  The  ad\ ei  Users  will  now 

have  some  new  high-quality  com- 
petition on  TV  for  the  first  time 

They  too  will  have  to  upgrade  then 
own  offerings  to  hold  their  audi- 

ences. You  will  soon  see  new  kinds 

of  ads  like  this:  "Watch  our  new 

luper-dooper  program  tonight  on 

Widget  Playhouse.  It's  absolutely 
free!  And  our  commercials  arc  the 

shortest  on  TV]"  Hut  just  to  make 
sure  that  the  advertisers  don't  get 
crowded  ofT,  the  FCC  plans  to  limit 
the  toll  programs  to  a  small  per- 

'  entage  i  15  percent  to  25  percent) 
of    a    participating    station's    timei 

Competition    is  certainlj    the   life   ol   trade.     Bui    nni.ni 

competiti   -  the  death  ol  it     II"-  government  itself  wise!) 

recognizes  this,  keeps  a  watchful  eye  on  industry  f"i  trusts 

oi  monopolies  dangerous  to  the  economy.  Uread)  between 

television  sponsors  there  is  keen,  brisk  competition  t"  up 

grade  the  qualit)  ol  theii  individual  shows,  rhej  hire  top 

talent,  Bpend    ill  thai  budgets  permit.     Bui  how  could  the) 

ni   mpete  w iili  fee  t\.   i  Garj  antua  whi<  h  if  il  i  ip- 

tured  .•nl\  five  percent  ol  the  potential  I  .  S.  audience  al  a 

dollar-per-home,  would  be  able  to  spend  close  to  -2  million 

..ii  ,i  single  show  '  I  ven  il  FCC  plans  to  limit  fee  h  to  15 

oi  _'.V  ,  of  .i  parti(  ipating  station's  time,  this  could  well  be 
the  hours  between  7  p.m.  and  11:30  p.m.  Where  would 
othei  Btations  in  the  market  find  advertisers  willing  to  paj 

nighttime  <  lass  "A"  rates  t   mpete?    Fee  television  foi 
the   minority    could   end    free   television    foi    the   majority. 

what  happens  if  between 
9  p.m.  a  station  is  broadcasting 

fi  pay-to-see  show?  What  do  the  ad- 
vertisers and  the  viewers  who  don't 

want  to  pay  do  then?  Well,  there  are 
over  1,500  TV  station  allocations 

now  going  begging  because  the  ad- 

vertisers can't  support  the  less  that 
500  already  on  the  air  |  over 
are.  running  in  the  red).  Tl 

hopes  that  the  .ul(]e^MB^»mT'fron make    i 

more"  UK  .11    I  V   stations  p* 

hence  increasing  the  r*" 
service.  It  is  part^ 

The  concern  Bhown  b)  proponents  "I  fee  h  foi  the  w< 
of  -tali.. n~  ma\  be  altruistic  bul  hardl)  realistic.  The  big 

problem  in  t\  growth  has  been  the  struggle  between  u.li.f. 
,in.l  \.li.L  with  u.li.f.  n..i  jrel  t«  hnicall)  on  a  par  with  v.h.f. 

in  in.. -I  areas.  x"  it  fee  h  should  gel  the  nod  from  I  <  I 

who  i-  to  sa)  thai  this  new  type  of  programing  will  nol  be 

grabbed  <>tT  l>\  these  stations  who  are  now  mosl  successful 
mi  the  litems  thai  the)  are  in  the  besl  position  to  handle  it? 

Actually,  latesl  FCC  profit-loss  figures  Bhow  thai  of  the  166 
i\  stations  operating  sometime  during  1955,  more  than  half 

showed  a  profit:  238  reported  a  gain,  186  a  loss,  and  12 

with  no  data  available.   The  '56-57  picture  ma)  be  brighter. 

ind  as  for  color  television — an* 

other  of  TV's  most  edstly  and  slow- 
moving  headaches — the  home  box 
office  may  represent  salvation  here 
too.  In  the  first  place,  the  prospect 

of  seeing  Hollywood's  brightest  new 
color  films  and  costumed  Broadway  ̂ 

plays  on  home  TV,  even  for  a  fee 

would  give  people  some  rjpl  in- 
rjucement  to  buy  color  sru^Knd,  as 

-set  audJeaaaati 

advertisers  wo»« 

pJgi 

>r  commercials. 
The  channels  are  available;  the^ 

ideas,  talent  and  eager  willingness 
are  unlimited.  Yet,  because  of  its 
economic  Achilles  heel,  TV,  to  date, 
has  only  been  able  to  hint  at   the 
miracles  it  could  perform  if  onlv  it 
were  not  tied  to  the  limited  apron 
striags  of  advertising  revenue. 

Among  the  "televisionaries"  v 

subscription    broadcasJ^flj"' 
way  '  71^<^<^M tmm m^"""^^ 
°rtisins:    dollar    chains,    w*~' 

There  is  no  solid   foundation   in   facl    foi    the  supposition 

thai  fee  h  will  be  the  "salvation"  of  coloi  television.    <  olor 

t\   is  alread)   here,  although  nol  yet  in  depth.     It  i-  techni- 

call)    acceptable  and  there  is  no  lack  ..I   spectacular  coloi 

entertainment.     Even  so  it  has  nol  broken  through    - 

medium.     Bul  it  will,  in  it-  own  good  time  and  withoul 

"assist"  from  fee  t\.    One  "I  the  deterrent  factors  has  been 
found  to  be  the  cosl  of  receivers.     It  the  public  is  now  d 

ging  il-  feel   because  it   feels  coloi   t\   sets  are  t....  high  in 

price,  will  the)   rush  in  an)   faster  t..  bu)   knowing  that,  in 

addition,  the)  must  pa)  for  the  shows?    This  seems  unlikely. 

In  summing  up,  SPONSOR  contends  that  t\   is  <l"i' 

ceptional  job  in  the  public  interest  as  nedium  "tied 

I.,  the  apron  strings  of  advertising  revenue."  l"he  aim 
belong  to  the  public  and  the)  have  a  righl  t"  watch  without 

paying.  Fee  t\  revenue  would  attract  top  talent  from 

current  sponsors;  free  programing  would  be  hurt.  I 

commercial  t\  is  .i  vital  part  of  our  national  economy.  In 

ten  short  years,  it  has  prove  I  itself  a  prime  mover  ol  goods 
from  manufacturer  to  consumer.  \&  No.  1  Salesman,  it 

turn-  factor)  wheels  faster,  digs  mine-  deeper.  Hurt  it 
with  fee  t\.  and  which  of  us  will  have  coins  foi  the  h  toll? 

SPONSOR 
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SINCLAIR'S     10,000     RADIO     SHORT-SHOI 

What   do   you   do   when  you've   got   a    much   lugger  distribution 

area   than  your  competitors   but   a   lot   less   money?     Sinclair   is   using 

10,000    five-second    commercials   weekly,   biggest   number  of  spots 

in   radio  history,   instead   of   previous    thin   spread   in   all   media 

I  In-  average  person  has  a  5,000- 

word  vocabularj — yet  there  are  120.- 
1100  manufactured  items  bearing  brand 

names.  These  facts  are  building  blocks 

in  the  advertising  strategy  of  James  J. 

Delaney,  ad  manager  of  Sinclair  Re- 
fining Co. 

Delane)  s  problem,  how  to  get  your 
name  across  to  the  public,  is  the  same 

one  facing  every  marketer,  but  with 
this  difference:  Sinclair  has  to  cover 

an  unusualh   bis  territory   for  its  size. 

Sinclair  —  a  billion-dollar  corpora- 
tion and  seventh  largest  oil  companj 

in  the  country  —  and  its  New  York 
advertising  agency,  Morey,  Humm  Si 

Warwick,  (hose  radio  nol  onlj  to  get 
the  name  across  but  have  it  remem- 

bered. "We're  buying  remembrance, 

says  Delaney.  "We're  registering  our 
name  and  our  product.  This  is  the  big- 

gest thing  we  have  to  do." The    radio    advertising    schedule    is 

100'v     spot — some    10.000    announce- 

ments we'ekl)  spattered  through  Sin- 
clair's 36-state  distribution  area.  The 

coverage  looks  casual  but  in  actuality 
is  the  refinement  of  a  formula  which 

has  been  developing  for  at  least  three 

years. 

The  formula:  10.000  quickie  (12- 

word)  live  announcements  weekb  on 
900  radio  stations  in  1  >0  cities  for  52 

weeks.  This  schedule,  according  to  Syl- 

vester M.  Morey,  presidenl  of  the 

agency,  adds  up  t<>  an  industry  record. 

President  of  Morey,  Humm  & 
Warwick    agency,    S.    M.    Morey 

'V 
1 

$ 
7 

'/Q 

SINCLAIR'S 
SHORT-SHORT 
SATURATION 
STRATEGY 

Objective: 
Wide  coverage,  low  cost 

Markets  used: 

450  in   36  states 

Duration: 

52  weeks 

Frequency: 

Up  to  200   per  week 

Length : 

5  seconds,   12  words 

Allocation: 

$1.5   million 

SPONSOR   estimate 

Timebuyer  who  placed  record campaign,      Kathryn      Shanahan 
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VERY     WEEK 

Idea  came  in  a  cab.   Originators  wtre 

i  from  I.)  S,  I  .  I  ll-» "i ili    agent  j  ac<  mini 

mei .;    I .  I.  I lelanej .  ̂ im  laii  ad 
W.I.  Wernii  ke,  M 1 1  W   l\  radio  di 

1  Ic  Bays:  "Within  mj  knowledge 
there  nevei  has  been  .mil  i-  nol  now 

an)    campaign    so    big,    none    i  ith    as 

iikiiin  stations  with  a-  man)  am   •■•  >■■ 
ments  For  as  manj  continuous  weeks. 

The  station  represental  h  es,  w  ho  \  e 
had  to  deliver  man)  thousands  <>l 

a\  ailabilities  during  the  bu)  ing  per  iod 

between  mid-  Vpril  ami  late  Ma)  air 
more  than  inclined  to  agree  with  him. 

\\  hat'-  the  tab  loi  a  schedule  w  ith 
this  much  breadth  and  depth?  Vboul 

$1.5  million,  l>\  sponsor's  estimate. 
sponsor  calculates  Sinclair's  total  ad- 

vertising budgel  at  some  812  million, 

which  includes  radio,  newspapers,  bill- 
boards, faun,  industrial,  motor  ami 

fuel  nil.  co-op,  point-of-sale  ami  man) 

other  phases  of  the  over-all   progra   1. 

Newspapers,  which  used  to  he  the 
primar)  advertising  elTort.  gel  aboul 

$900,000,  with  outdoor  billing  20'  I  ol 
the  total,  an  estimated  $600,   1.  Tele- 

vision spot  ha-  been  omitted  From  the 
L957  schedule.  I  It  used  to  be  a  favored 
medium    for   Sinclair   and    it-   dealers.) 

These  dealer-  are  \ital  to  Sinclair, 

a-  the)  are  to  all  oil  companies.    I  here 
are    25,000    of    them       all     independent. 

franchiser]  gasoline  station  operators 

in  the  36  -tale-  serviced  b)  the  oil 
firm. 

These  .'id  states  represenl  a  coverage 
problem  for  Sinclair-  ad  budget. 
One  major  competitor,  lor  example. 
>ells  aboul  four  time-  a-  much  a-  Sin- 

clair and  operate-  in  onl)  L8  -tale-  yel 
has  a  much  larger  advertising  budget. 

Few  oil  companies  have  such  a 
wide  distribution  area  (Texaco,  a-  a 

matter  of  fact,  i-  the  onl)  one  operat- 

ing in  all  18  states),  and  Sinclair's 
onl)  major  gaps  are  New  England  and 
the  West  Coast. 

This  marketing  situation  has  pro- 

voked main  a  question  at  Sinclair's 
Fifth     \\enue    headquarters    in    New 

1  mi  L  I  low  do  we  compete  w  ith  big- 

gei  ami  richei  <  ompanies  ?  I  l"w  do  we 
i  ovei  a  biggei  geog raphii  al  area  than 

the)  do .'  Mow  1  an  we  gel  the  mosl 
mileage  oul  oi  oui  s  isoline  advertising 

dollar?  How  do  we  gel  people  to  pa) 
attention  to  u-  and  remembei  the 

name  ?  I  low  do  we  back  up  oui  de  ll- 
ei  -  locall)  ■ 

I  he  answers  Foi  Sinclaii  take  the 

loi  in  of  it-  unique  satui  ation  spot  ra- 

dio campaign.  I  he  real  answei  -  on 
whether  the  compan)  i-  succeeding  in 

it-  goals  won't  e\ en  "begin  to  be  seen 
loi  ~i\  month-.'  says  Advertising 

Manager  Delane) .  "W  e  think  it'll  jusl Imir  to  register  with  people  he.  ause  ol 
the    cop)     impact     and    the    saturation 
bu)  ing. 

He    has    more    tangible    reasons    to 

think  the  campaign   will  hit   home  with 
1  onsumei  s. 

In  the  fall  of   L955,   I  )elane\    and  two 

ageni  \  \  ice  presidents,  \\  illiam  I.. 
\\  ei  nicke,  radio  and  t\  director,  and 

Stanle)  I  .  Ellsworth,  account  execu- 

tive, were  riding  in  an  Atlanta  cab — a 
radiocab.  The)  heard  occasional traffit 

messages  for  the  driver,  all  inter- 

spersed between  directions  a-  to  where 
he  should  pick  up  a  load. 

That  triggered  the  idea.  During  the 
long  ride  Mo  a  Sinclair  distributor), 

the)  dreamed  up  a  quickie  -p"t  radio 
drive  based  on  a  public  sen  it  e  and 
traffic  theme. 

Toda)  tin'  strateg)  conceived  in  a 
taxi  i-  being  used  on  900  stations:  a 

ARTICLE     IN     BRIEF 

Sinclair  has  huge  distribution  area,  less 

ad  money  than  competitors.  Radio — 
five-second  announcements  on  900 

stations  in  450  cities  at  frequency  up 

to  200  per  week — is  the  new  answer. 
Time    and    copy    aim    at    car    drivers 

h\ e  se<  "nd  announcement  at  saturation 

l  requem  \  in  pi  ime  listening  time-. 
I  In-  annoum  ement,  then  and  now, 

-impl\    reminds  listeners,  "Driving  t" 
Remembei    to   drive   with   1 

ami  bu)  Sinclaii      Power-X  gasoline. 

This  i-  when  Delane)   -tailed  to 

the  tangible  retui  ns  w  he  h  lead  him  to 

think  he's  betting  on  a  winner.     \ 

using  eight  stations  in  the  New    iork 
area,    he    commissioned     Vdvertesl    to 

check    response    in    telex  ision    ho 
lie  learned  onl)    one  mouth  aftei   the 

campaign  took  the  an  thai    >  ■ '  ■   ol  the 
men    and    27.  \'  <     of    the    women    had 
heard   the    ladio   .iniioum  en  entS.       I  w  o 

months  aliei  the  start  of  the  commer- 

cials, 39.6'  i  ol  the  men  and  27.89$  °f 
the  women  had  heard  them.  And  deal- 

er- were  enthusiastic. 

This  clinched  a  marketing  plan 
v  Inch  pro\  ided  foi  expansion  to  100 
stations  in  50  cities  in  the  spring 

L956.  Shortl)  aftei  this  new  -1  hedule 
was  added.  Sim  laii  asked  Trendex  to 

inten  iew  listeners  in  a  Fiv<  -■  it\  -am- 

ple. Philadelphia  results  wen-  t\  pical : 
L06  commercials  ran  ever)  week  foi 
in  week-,  and  100  persons  were  inter- 

\  iewed.  Some  80'  i  of  the  men  and 
7i'<  of  the  women  said  the)  had  heard 
the  commercial. 

Impact  of  this  100-station  -  hedule 
was  also  indicated  b)  the  prea  ntati  »n 

last  \pril  to  Sin<  lair  of  the  Vlfred  P. 

Sloan  radio-h  award  for  it-  contribu- 

tion to  highv  ry,  as  well  as  the 
National  Safet)   <  oun<  il  award. 

Sinclair  moved  into  higl  irlj 

this  \e.ir.    \  thorough  media  a|  praisal 

was    prepared    foi     Reynolds    Girdler, 

Sinclair's  dire,  toi    of  publii    relal 
ami    advertising,    and    then    presented 
for  executive  1    to  1     W  .  \  eath, 

vice  president  ai  -         man- .11  d    to    other    com. 

I  he)   approved  the  general  plan  I 

SPONSOR 8  .11  v.     1957 
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SINCLAIR    continued  .  .  . 

switch  in  advertising  funds  so  that 
radio,  for  the  first  time  in  company 

history,  would  ̂ et  the  lii^est  share  of 

the  firm's  media  allocation.  This 

meant  eliminating  t\.  cutting  hack  on 

newspapers. 
It  took  them  from  January  through 

pari  of  April  to  get  the  final  lines  on 
the  radio  blueprint.  Planners  look  to 
the  road  to  talk  with  ke\  field  market- 

ing managers,  showing  how  the  pro- 

jected schedule  would  help  them  lo- 
callj . 

By  April  everyone  had  been  con- 
tacted—  and  field  support  was  as- 

sured. The  blueprint  came  to  life, 

particularh  the  buying  part  of  it.  The 
theor\  which  had  been  applied  to  one 

city,  New  >>  ork,  was  now  being  put  to 
the  test  in  449  others. 

This  theory,  in  Ellsworth's  opinion, 
"is  the  best  wa\  we  have  found  \et  to 

give  dealers  support  with  a  high  de- 
gree of  consistency.  Radio  used  in 

this  way  gives  us  the  quantity  in  the 

degree  we  want — total  impressions." 
All  he  hopes  for,  at  this  point,  is  "fa- 
\  i  >rable  association  with  the  Sinclair 

and  Power-X  names."  Then,  he  says, 

'"when  people  are  ready  to  buy  they'll 
remember  us — and  our  dealers." 

The  quickie  public-service-plus-small- 
commercial  announcement  contributes 

to  a  consumer  picture  of  a  friendly 

dealer  and  company.  "We  tell  a  more 

direct  sales  story  in  other  media,"  says 
Ellsworth.  "In  the  meantime,  if  we 
can  register  one  thought  with  listeners 

with  radio  we  figure  we're  doing  very 
well.  Long  copy  is  used  to  better  ad- 

vantage in  our  other  ad  media." 

Buying  was  finished  in  late  May  for 

a  campaign  which  may  well  have  as  its 
minimum  the  staggering  number  of 

400. 000  spot  announcements. 
Here  are  the  dimensions  of  the  buy. 

►  Markets:  Buying  was  directed  by 
Bill  Wernicke,  with  450  markets 

divided  as  to  I  1  i  major  areas  of  im- 
portance to  Sinclair,  some  150  of  them 

and  1 2)  areas  of  les-er  magnitude,  in 
some  of  which  it  had  never  advertised 

before,  accounting  for  the  remaining 
300. 

kathryn  Shanahan.  timehuyer,  pur- 
chased schedules  in  the  top  150  cities. 

with  her  assistant  buyer,  Alice  Middle- 
ton,  handling  the  others.  In  the  major 

cities,  the  oil  company  maintains  staffs 
of  salaried  personnel.  These  cities  are 

usually  points  on  product  pipelines  or 
to  which  tankers  carry  the  petroleum 

product,  terminal  from  which  it  is  later 

shipped.  The  smaller  markets  are 
called  marketer-distributor  areas  where 

the  companv  has  extensive  oil  market- 
ing and  dealer  structures. 

►  Frequency:  The  number  of  an- 
nouncements ranges  from  15  to  200 

weekly,  proportionate  to  the  population 
and  to  the  relative  importance  of  the 
cit \  to  Sinclair  in  terms  of  sales.  New 

York  and  Chicago  (Sinclair  is  very 

strong  in  the  latter)  would  get  the 

maximum;  a  city  such  as  Birmingham, 

although  a  major  market,  is  not  so 

major  in  terms  of  Sinclair  sales  and 

gets  40. ►  Multiple  stations:  Most  cities  have 

three  stations  carrying  the  Power-X 
quickie  but  larger  areas  have  as  many 
as  six  to  eight  stations  in  the  lineup. 

Safety  awards:  J.  E.  Dyer  (1.),  pres.,  Sinclair  Refining,  receives  the  Alfred  P.  Sloan  high- 

way salet}   aw  aril  limn  Sloan,  Jr.,  for  "62.500  safe  driving  appeals  on  93  radio  stations"  in  '56 

Friendly  Station  theme  is  used  in  news- papers, on  billboards  as  well  as  on  the  radio 

"Man)  times,"  sa\s  Wernicke,  "we  buy 
every  station  in  the  market  because  we 
want  the  entire  audience  regardless  of 

its  listening  loyalties  or  preferences. 

He  "spots  the  advertising  where  the 
pumps  are.  So  if  the  pumps  are 
in  the  metropolitan  area,  rather  than 
scattered  throughout  the  trading  area, 

we  buy  the  heavy  in-city  stations. 
Powerhouses,  by  and  large,  base  their 
rates  on  total  coverage  of  the  signal 

area  and  this,  mam  times,  is  a  sec- 

ondar\  consideration.  We  don't  have 
distribution  even  where  and  we  trv  to 

match,  very  exactly,  our  advertising  to 

our  pump-. 
►  Air  times:  Sinclair  is  insistent  on 

peak  driving  times  and  only  peak 

driving  times — from  7  to  8 :30  a.m. 

and  4  to  7:30  p.m.,  plus  peak  tune-in 
times  on  Sundav  afternoon.  Because 

the  quantity  of  announcements  could 
become  unwieldly  in  the  purchase  of 

time  by  specifics — such  as  7:08  a.m. — 
Morey,  Humm  &  \\  arwick  left  it  to  the 
station  rep  in  many  cases  to  slot  the 

quickies  as  best  he  could  within  these time  ranges. 

►  Audience:  The  reason  for  the  selec- 

tion of  these  times  is  obvious  —  and 

typical.  Sinclair's  top  consuming  tar- 
get is  the  man  in  his  car.  Sinclair 

thinks  so  much  of  this  in-car  audience 

and  its  potential  that  the  home  audi- 
ence is  the  bonus  audience.  Home 

listeners  are  fine,  but  the  biggest  help 

comes  from  the  car  driver.  The  Sun- 
da\  audience,  which  Sinclair  tries  to 

reach  from  1  to  5  o'clock,  is  likewise 

not  vulnerable  to  tv.  That's  why  they bu\    -a heel-rolling  times. 

►  Copy:  Until  now.  all  copy  has  been 

the  same — the  "drive  with  care"  theme 
handled  li\e  by  staff  announcers  or 

personalities  (disk  jockeys,  commenta- 
tors i.  The  agency  is  currently  broad- 

ening the  scope  of  the  quickies  by 

writing    a    special    announcement    for 
I  Please  turn  to  page  44) 



in  Rochester,  N.  Y. 

is  Channel  10  with 

*  15  of  the  Top  16  Favorite 

TV  Programs! 

in  every  category  ! 

Comedy,  Mystery,  Drama,  Juvenile 

Western,  Quiz,  Variety,  Serial,  Network  News, 

Local  News  &  Weather  and  Sports! 

in  the  Morning  Six  days  out  of  Seven ! 
SHARE   OF   AUDIENCE   60% 

in  the  Afternoon  Five  days  out  of  Seven ! 
SHARE   OF   AUDIENCE   53% 

in  the  Evening  Se\/et\  days  out  of  Seven ! 
SHARE   OF   AUDIENCE   58% 

and . . .  out  of  459  competitive  weekly  quarter-hours  in  Rochester, 

Channel  10  rates  FIRST  277  times  plus  6  first-place  ties! 

NATIONAL  REPRESENTATIVES: 

THE  BOLLING  CO.  WVET-TV 

EVERETT-McKINNEY      WHEC-TV 
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SINCLAIR   ON   THE  AIR 

(Continued  from  page  12 1 

each  holiday,  when  motor  traffic  in- 
i  reases.  Ii  has  also  developed  a  stand- 
b)  commercial  which  stations  toss  in 

if  the  weather  is  bad.  Instead  of  open- 

ing with  a  cheer)  "Driving  today?  . 
ii  begins  with  "il  you  must  drive  to- 

daj  .'.  ." 
►   Ratings:    Wernicke  doesn't  bu\   on 
ratings.  "We  used  ra t i n ^ -  onl)  in  iso- 

lated cases,"  I  e  explains.  The  usual 
case:  when  one  station  was,  say,  charg- 

ing five  times  as  much  as  an)  other 
outlet  in  the  market  for  the  five-second 

commercial.  "Then  wed  check  to  see 
i:  he  had  an  audience  five  times  as 

great  tn  justif\  the  huge  cost  differ- 
ential.    \nd  he  never  did ! 

I  nless  the  cost  was  wa)  out  of  line, 

he  d  bu)  ever)  significant  station  in 
the  market  to  get  the  total  audience  in 
that  area. 

I  he  agenc)  estimates  it  gets  in  ma- 
jor markets  an  average  rating  of  three 

(per  cent  of  the  total  population)  for 

each  spot  announcement.  \nd  this. 

says  Wernicke,  "times  the  number  of 
commercials  we  use  per  week  gives  us 

a  lot  of  ears  at  a  \er\    nominal  cost." 

►  Costs:  Hale-  lor  the  quickies  go 

up  and  down  the  entire  dollar  scale. 

Some  stations  had  no  provisions  for 

i  op)  this  short  and  had  to  invent  a 

new  rate.  Other-  didn't  want  an)  part 
of  the  whole  quickie  scheme  I  hut  these 
were  few  i.  Then  there  were  some  who, 

figuring  them  more  trouble  than  the) 
were  worth,  set  unusuall)  high  prices. 
In  one  market  area  of  some  million 

persons,  one  station  charged  $50  for 

a  quickie — and  no  Ircpieiicx  discounts 
whereas  the  other  four  stations  in 

the  market  charged  an  average  of  $7. 
I  he  cost  for  five  seconds  averages  out 

to  about  one-third  ol  the  minute  rale. 

In  smaller  markets — and  Sinclair  is 

using  man)  of  these — costs  sometimes 
dropped  to  less  than  SI  per  announce- 

ment. The  tv  and  radio  vice  president 

of  the  agency,  however,  ha-  set  $1  as 
the  cutoff  point  below  which  he  will 

not  pay.  If  he  wants  a  station,  and  it 

charges  50  cents,  he  still  pa\  s  tin- dollar. 

►  Products:  Onl\  Power-X  with  X 

additive  gasoline,  the  premium  brand, 

gets  specific  commercial  mention.  But 
the  pull  of  the  copy  is  expected  to 
brin"  the  driver  into  the  station,  first. 

bes/shot  of 
t«e  vm 

"FALL  FACTS  BASICS  is  a 
basi<  everyday  tool  at  GREl 
because  it  provides  important 

pertinent  information  on 
television  and  radio  costs  and 

programing.   I  don't  know  anyone 
in  the  timebuying  business  who 

can  afford  to  do  without  it.'' 
Joan    Stark 

Timebuyer,  GRE1  advertising,  V.F. 

Ma 

*** 

C  n 

/Alt 

and  to  sell  him  on  specific  Sinclair 
items,  second. 

Among  its  product  line  are  the  H-C 
gasoline,  the  regular  grade:  a  variety 
of  motor  oils  and  lubricant-,  man) 

specialt)  items  such  as  auto  polish,  etc. 
Advertising  the  premium  grade  brings 
in  customers  for  the  regular,  as  well, 

says    Advertising    Manager  Delane\ 
"We  want  to  reach  the  gu\  who  has 

a  new  car.  because  the  new  models  are 

high-compression  cars  which  need 
superior  or  premium  gasoline.  But  we 

also  want  to  sell  the  man  who's  driving 

an  (dder  car — and  there  are  man)  !" 

►  Other  media:  "Were  set  through 
the  rest  of  the  year  with  this  satura- 

tion radio  schedule.'  says  Delaney, 
"and  we  hope  we'll  still  be  riding  it 

throughout  1958.  However,  we  know 
in  our  business  that  the  plans  \ou  lay 

toda)   can  be  obsolete  in  six  month-.' Ellsworth  explains  the  account 

group's  approach  to  other  media.  "W  e use  hea\  \  new -paper  and  billboard, 

and  in  each  case  we  integrate  the  feel- 
ing and  some  of  the  phrasing  of  our 

radio  commercials.  Print  has  to  do 

the  straight  selling,  however.' 
As  for  the  possibility  of  network 

radio  or  tv.  tv  is  out  of  the  question 
because  of  the  mone\  involved  and  the 

waste  which  would  be  implicit  in  the 

purchase  of  a  network  because  of  Sin- 

clair's spotty  distribution.  Network radio,  on  the  other  hand,  offers  future 

possibilities  because  of  its  relatively 
new  flexibility  in  lining  up  station 
affiliates  to  match  the  marketing  needs 
of  an  advertiser. 

In  the  meantime.  Delaney  is  happ\ 

with  the  prospective  results  of  his  new 

spot  radio  campaign.  He  likes  the 

bare  statistics  of  there  being  "almost 
one  radio  set  in  the  country  for  every 

person."'  But  he's  most  impressed  with 
the  nation's  35  million  automobile 
radios,  and  the  fact  that  the  in-car 

audience  is  6095    adult  males.  'J* 
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I  his  1  the  .in-.  1  ..f  Eastern  \<-v\  England  served  bj 

iO.OOU  wall  W  IIDII  W  ith  this,  the  fifth  »urve)  of  uV 

« •  •  11 1 1 1  \  W  1 1 1  > 1 1  area  bj  Pube,  I  n<  .  the  numbet  "f  inter 

views  conducted  in  this  series  reaches  11,000  I  In-  sur- 

vey is  made  in  the  same  mannei  as  Pulse  "f  Boeton,  m>w 

in  it-  eleventh  yeai  with  .1  total  of  582,200  interview! 

conducted  in  tin-  five  counties  of  Metropolitan  Boat< 

["here  1-  a  close  corollary   between  tin-  January-February 

Pulse  <>f  Boston  and  the  January    1957  Puke  of  tin- 
WIIDH  area. 

I  In-  average  quarter  hour  ratings  "f  1  >< >i I ■  r t-(>< •  r t -  -Im*  a 

very  -liu'lit  difference  (one  tenth  of  a  rating  point),  whi<  li 

again  proves  the  premise,  stated  and  proved  in  1953,  thai 

WIIDH  serves  it-  ana  *  iili  the  -a  me  leadership  in  whii  li 

il    -er\e-  ( .r.-ali-r   Boston. 

But  aln>\r  and  beyond  the  11 1»- r »-  statistics  of  rating  points, 

ratlin  i>  families  ami  people,  and  the  facts  in  tlii-  survey 

show  thai  more  men  and  women  listen  to  W  HDH  than  the 

total  number  "f  adult-  plus  teens  and  children  *h>>  listen 

to  the  second  highest  rated  station. 

I  he  men  and  women,  purchasers  of  foodstuffs,  dm;:  prod- 

ucts, apparel,  real  estate,  house  furnishings  and  automo- 

biles, listen  to  WIIDH  in  greater  numbers  than  they  do 

to  an)  other  radio  station  in  New  England. 

\"  matter  where  you  bu)    "ii   WIIDH.  \  uu  can  be  -lire  nf 

having   the  greatest   number  i>f  potential   purchasers   f<>r 

youi  product  within  these  ramparts  vw-  watch  from  Hi>«k- 

laml.  Maine,  to  I't.  Judith.  Rhode  Island    and  fr«>m   I 
'   "  tn  west  id  W  orcester. 

WHDH 
50,000  WATTS  •  BOSTON  •  850  KC 

ARE  THE  RAMPARTS  WE  WATCH  FROM  ROCKLAND.  MAINE  TO  POINT  JUDITH.  RHODE  ISLAND  AND  BOSTON  WEST  THROUGH  WORCESTER 



Iii  ll  -I  area  surve) . 

Jjii,  1953, 

ii  ed   ilia!  : 

habits  "I 
|M  i  i ■  I  n    i  < •nut  ic- 

u\  area 

.    those   ol 

:jii\  city  area. 

!  .isteners-per-hundred-sets 
differed  in  the  two  areas. 

The  \\  IIDII  lily  rating-  were 

projects ble  to  the  lotal 

area,  whereas  those  of 

network  affiliates  were 

in. i   projectable. 

W    H.  D    H 

In  ihe  second  area  survey, 

January,   1954, 

it  was  proved  thai : 

I  here  i~  a  difference  in 

audience  composition  between 

.a  home  and  out-of-home 

listening,     \udience  composition 

varies  when  the  loial 

audience  is  counted. 

The  cumulative  weekly  audience 

of  individual  programs  on 

W  IIDII  and  other  radio  stations 

is  from  2.0  to  8.16  times  larger 

than  the  average  daily 

quarter  hour  rating. 

In   the   third  area   survey, 

January,   1955, 

il  v»a*  proved  that : 

The  listening  audience  to 

radio  comprises  the  greatest 
circulation  of  any  medium, 

because  the  Cumulative  Pulse 

Vudience  figure*  showed  that 

radio  reaches  into  93.6%  of  the 

homes  in  the  course  of  a  week. 

\\  111)11  became  more  dominant 

in  its  area  than  in  the 

ling   two  years.    WHDH   reaclu 

into  71.2%  of  the  homes  in  the 

area  in  the  course  of  a  week. 

|      THE  K        MRTS WI  WATCH 
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In  the  fourth  area  si 

January,   1956, 

it  was  proved  that: 

The  metropolitan  f.i 
of   \\  IIDII   more  do 

In  this 

Fifth  Area  Survey, 

January   1957, 

in  addition  to  other 

pertinent  data  we  show: 

COUNTY                 %  OF INTERVIEWS & POPULATION 
MAINE 
( lumberland 3 
Knox Vl 

Lincoln 

'■> 

Sagadahoc 

V-i 

York 
2 

MASSACHUSETTS 
Barnstable 1 

Bristol 
8 

Dukes % 
*  Essex 

10 ♦Middlesex 
21 

Nantucket % *  Norfolk 

8 •Plymouth 
4 

♦Suffolk 

16 
\\  on  ester 2 

NEW  HAMPSHIRE 
Belknap 

',• 

Hillsboro 3 
Merrimack 1 
Rockingham 2 
Strafford 1 

RHODE  ISLAND 
Bristol 

Yi 

Kent 
2 

New  port 
1 l'io\  ulence 

11 
Washington 

'.■ 

Audience  in  total  numbers  of  men,  women, 

teens  and  children  listening  per  half  hour 

Monday  through  Friday,  and  hourly  on 

Saturday  and  Sunday  to  WHDH  and  the 

four  next  highest  rated  Boston  stations. 

This  is  the  first  time  such  a  study  has  been 

made,  and  it  enables  an  advertiser  to  figure 

the  cost  per  thousand  for  men,  women, 

teens  and  children  listening  to  the  major 
Boston  stations. 

TOTAL   100 

The  counties  listed  to  the  left 

are  those  in   the  WHDH   coverage 

area.     Those  which  are  asterisked 

are    in    the    Boston    City    area 

which   is  part  of  the  total  area. 
The   total   25   counties   contain 

1.493.800   radio   homes. 

This    25    county    area    contains 

75%  of  the  population  of  the 
four  New  England  states  of  Maine, 

New     Hampshire.     Massachusetts 
and  Rhode  Island.    And  this  25 

county  area  accounts  for  77%  of 
the  retail   sales  of  the   four  states. 

The   people  in   the  area   bought 
>e\en    and   a   quarter   billion 

dollars    worth    of    retail    goods 
last    year. 

Therefore,   we   believe   that   time 

buyers  should  be  aware  of  the 
facts  about    this   seven   and   a 

quarter    billion    dollar   market. 



METROPOLITAN    FACTOR 

The  Metropolitan  factoi  i~  -~ i 1 1 1 1 > I n  the  per- 
centage of  ihc  nunibei  of  homes  in  the 

metropolitan  area  opposed  to  tin-  numbei 

of  homes  in  the  total  area.  In  this  195" 
Total  Vrea  Stud)  there  are  1,493,800 

homes  in  the  total  25  count)  area  and  'M2.- 
TOO  in  the  5  count)  Boston  metropolitan 

.in . i  I  In-  percentage  of  the  city  homes  to 

the  total  area  i-  61.1'/.  This  ell'.  be- 
comes  the  ideal  Metropolitan  factor,  and 

indicates  that  an\  station  approaching  tlii^ 

ideal  ma)  project  it-  cit)  ratings  to  the 

total  area  w  illi  accural') . 
In  the  table  t<>  the  right,  the  average  quar- 

ter-hour ratings  are  taken  from  Pulse  ol 

Boston,  January-Februar)  19.57  and  Pulse 

ol  W  111)11  Vrea,  January  1957.  The  table 
also  includes  the  ideal  and  actual  metro- 

politan factors.  It  will  he  observed  that 

\\  111)11  >  metropolitan  factoi  closel)  ap- 

proaches  the  ideal  factoi  with  a  slight  mar- 

Kin  ol  tolerance  ol  onl)  two  and  two-tenths 

percent,  thereb)  showing  intense  listening 
to    its    facilities   outside    the    metro    area. 

RELATION     OF    THE    CITY     AREA    AUDIENCE 

TO    THE    TOTAL    AREA    AUDIENCE 

METROPOLITAN      FACTOR 

►r  Projeetabilitj  of  t  it\  Rating*  to  Total   \r«-a 

AVIHAul     '«    HOUR    RATING 

e    AM— ia    MID 
METROPOLITAN    FACTOR 

MONDAY     THRU     SUNDAY       JAN        1*97 

pulse   or    s pulse  or   ii 
IDEAL ACTUAL 

STATION COUNTIES 
COUNTIES FACTOR 

FACTOR 

\\  111)11 

1.6 

1 ..-, 

61.1* 

62.4% 

\ 3.03 
61.19! 

77.8 

B 3.73 

2.  (.(I 

61.195 

695 

< 3.64 
2.88 

Ml', 

77.2' , 

I) 

2  ~.<  1 
1.75 

61.195 

:;7._" , 

E 2.26 

l  13 
61.195 

96  i 

F 2.17 1.34 

61.195 

98.J 

I  he  accompanying  graph  shows  the  close 

relationship  between  WIIDH  "<it\"  and 
"area"  ratings.  Ihi>  chart  i>  based  on 
all  rated  time  periods,  Monday  through 

Sunday,  from  6:00  AM  through  12:00 

Midnight.  The  figures  were  taken  from 

Pulse  of  Boston,  January-Kel>ruar\  1057 
and  Pulse  of  \\  111)11    Vrea,  January    1957. 

CUMULATIVE 

PULSE 

AUDIENCE 

As  further  proof  of  \\  111)11. -  status  in  it- 

25  county  area,  the  chart  on  the  right 

shows  the  penetration  of  \\  111)11  and  SIX 

other  Boston  stations  into  the  25  county 

area,  lor  simplification  we  have  com- 

pressed the  report  into  five  5-count)  break- 
downs of  Maine.  New  Hampshire,  Rhode 

Island.  Metropolitan  Boston  and  other 
Massachusetts  counties.  In  each  case 

WHDH  reaches  more  homes  in  the  course 

of  a  week  than  any   other   Boston  station. 
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WHDH     AUDIENCE     COMPOSITION 

Fur  the  firsl  time,  we  have  determined  the  actual  number  of  men, 

women,  teens,  and  children  listening  to  each  radio  station. 

I  rom  the  listenership  data  obtained  in  the  total  area  survey,  audi- 

ence  composition  «;i~  tabulated  for  seven  stations.  This  was  done 

Ij>  half  liour  periods  for  the  Monday-Friday  average,  and  bv  hours 

I'M  Saturda)  and  Sunday.  The  data  are  reported  as  the  total  num- 

ber ol  men,  women,  teenagers,  and  children  listening.    This  is  the 

combined  in-home  and  out-of-home  audience.  Men  and  women  are 

18  years  of  age  and  older.  Teenagers  are  12  to  17  year?  of  age. 

Children  arc  II  year-  of  age  and  younger. 

These  figures  are  available  for  each  of  the  -even  major  Bo-ton 

-tatimi-.  For  purposes  of  brevity  and  space,  we  have  published 

figures  on  the  five  hading  stations:  WHDH,  WBZ.  WCOP. 

WEE!    an, I    WNAC.     <  Data   on    WORK   an, I    \\ A  DA   on   request) 

6:00     \M 

WHDH    WBZ  WCOP    WEEI  WNAC 

Men         25.3       10.5        6.0  10.5  6.7 

Women    26.3       10.5         6.0  9.7  6.7 

Teens         1.4                                      .7 

Child.  .7 

TOTAL     53.7       210       13.4  20.2  14.1 

'     VM 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men         42.0      20.2       12.0  18.6  10  5 

Women    40.9       21.1        12.7  18.1  11.1 

Teens         2.8           .8         1.4  .8  .8 

Child.            .6          ....  .8 

TOTAL     86.3       42.1       26.8  37.5  23.2 

7i00     VM 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          56.4       42.6       20.9  30.5  21.8 

Women     56.4       42.0       21.8  33.4  21.8 

Teens         7.3         2.7         3.7  3.0  2.1 

Child.         3.7         1.6         1.5  2.1  2.1 

TOTAL   123.8       88.9  47.9  69.0  47.8 

7:30     VM 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          63.4       47.7       24.1  46.0  24.6 

Women    64.9       48.4  24.8  43.6  26.8 

Teens         7.1          3.7         5.2  5.4  3.2 

Child.         4.8          1.9         2.4  3.0  2.1 

TOTAL   140.2      101.7  56.5  98.0  56.7 

8:00     VM 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          52.1        39.2  25.5  44.0  25.4 

Women     55.2       43.2  29.3  44.0  28.4 

Teens         5.4        4.0        6.7  5.0  3.0 

Child.          3.1          3.4         3.8  4.4  2.2 

TOTAL   115.8       89.8  65.3  97.4  59.0 

8:30     VM 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          43.9       23.1  17.0  31.5  16.6 

Women    63.8       37.2  29.3  40.9  29.7 

leens         5.8        2.4        5.1  2.8  3.2 

Child.         3.3         2.8        3.2  2.8  3.2 

TOTAL   116.8       65.5  54.6  78.0  52.7 

9:00  VM 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          31.8       20.8  14.3  22.3  16.4 

Women    59.2       37.5  27.8  41.2  29.7 

Teens         3.0        2.3         44  2.4  2.3 

Child.          4.4         2.8         3.7  2.4  3.0 

TOTAL     98.4      63.4  50.2  68.3  51.4 

n    \m 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          21.0       11.9  11.9  17.3  9.1 

Women    55.2      33.7  29.8  33.7  24.8 

Teens         3.3         3.2        3.2  2.9  1.5 

Child.         4.6        3.2        2.1  2.9  2.3 

TOTAL     84.1        52.0  47.0  56.8  37.7 

111:1111      VM 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men         22.7        9.9  12.7  19.2  8.3 

Women    56.8       29.9  38.2  52.0  23.3 

Teens         5.7         3.2         4.7  3.7  1.4 

Child.         6.4        2.1         3  8  6.2  2.2 

TOTAL     91.6       45.1  59.4  81.1  35.2 

Monday  through   Friday  by  half  hours 

Men 

Women 

Teens 

Child. 

TOTAL 

WHDH 

234 

57.5 

5.7 
6.4 

93.0 

10:30     VM 

WBZ  WCOP  WEEI 

12.8  20.3 36.5 

46 

3.6 

57.5 

9.1 

23.9 

2.9 2.3 

38.2 

50.2 3.0 

5.4 

78.9 

WNAC 

7.4 

20.1 
1.4 

2.2 

31.1 

I  I   :<MI     AM 

WHDH  WBZ  WCOP  WEEI  WNAC 

Men          22.9  9.1  105  19.2  7.6 

Women     60.9  27.6  38.7  54.6  25.4 

Teens         4.3  3.1  5.3  3.7  1.5 

Child          5.0  2.2  4.3  5.0  2.3 

TOTAL     93.1  42.0  58.8  82.5  36.8 

I  I (IP     vvi 

WHDH  WBZ  WCOP  WEEI  WNAC 

Men          24.2         9.1  11.1  16.0  5.2 

Women    62.2  26.1  38.0  50.2  22  5 

Teens          5.9         3.1          4.6  4.7  1.6 

Child.          4.4         2.2         4.6  4.7  2.4 

TOTAL     96.7  40.5  58.3  75.6  31.7 

12    NOON 

WHDH  WBZ  WCOP  WEEI  WNAC 

Men          23.2  14.8         9.9  18.8  7.5 

Women     59.7  35.8  285  52  1  210 

Teens         4.9        3.1         4.6  3.8  2.2 

Child.         6.3         4.5        3.9  6.3  3.0 

TOTAL     94.1  58.2  46.9  81.0  33.7 

l2::tO     I'M. 
WHDH  WBZ  WCOP  WEEI  WNAC 

Men          15.8  11.3  10.6  14.5  6.7 

Women     38.0  32.2  27.5  44  1  20  0 

Teens         3.9         4.7         3.7  4.3  1.5 

Child.         5.4         3.9         3.7  4.8  2.2 

TOTAL     63.1  52.1  45.5  67.7  30.4 

I  :00  I'M WHDH  WBZ  WCOP  WEEI  WNAC 

Men          22.2         9.9  11.1  12.2  8.3 

Women     57.0  28.5  32.9  44.2  21.6 

Teens         3.5         2.1         4.5  2.0  1.4 

Child.         5-6        3.2         3.7  3.6  2.2 

TOTAL     88.3  43.7  52.2  62.0  33.5 

I    :.IO  I'M 
WHDH  WBZ  WCOP  WEEI  WNAC 

Men          22.9        9  9  11.1  12.1  6.7 

Women    60.9  25.3  30.1  40.3  18.6 

Teens         4.3         2.3  5.1  2.4  1.4 

Child.         4.3  3.0  3.2  2.9  2.3 

TOTAL     92.4  40.5  49.5  57.7  29.0 

2:00  I'M 
WHDH  WBZ  WCOP  WEEI  WNAC 

Men          18.4  9.0  9.7  13.6  6.7 

Women     49.0  24.8  29.9  41.8  16.5 

Teens         5.2  3.2  5.0  3.7  3.0 

Child.         3.5  2.3  3.1  4.7  1.5 

TOTAL     76.1  39.3  47.7  63.8  27.7 

2:30  I'M WHDH  WBZ  WCOP  WEEI  WNAC 

Men          22.6  9.9  12.1  14.3  7.4 

Women    53.2  24.7  32.9  38.7  18.5 

Teens          6.6  3.6  7.4  4.3  3.0 

Child          3.3  2.3  3.0  5.3  2.2 

TOTAL     85.7  40.5  55.4  62.6  31.1 

WHDH 

Men  29.7 
Women  55.9 

Teens  9.4 

Child.  5.1 

TOTAL   100.1 

WBZ 
13.5 

28.2 

5.1 

2.9 

49.7 

I'M 

WCOP 
15.1 

35.8 
8.9 

2.8 

62.6 

I'M 

WEEI 19.6 
41.3 

5.2 

52 

71.3 

WNAC 
8.3 

16.8 

2.2 

1.6 

28.9 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          33.4        14.8       15.7  18.0  105 

Women     55.8       26.4       33.8  41.0  20.2 

Teens        10.1          5.3         9.7  4.5  2.9 

Child          3.6         3.2        2.8  5.0  2.4 

TOTAL   102.9       49.7       62.0  68.5  36.0 

I  :00  I'M 
WHDH    WBZ  WCOP  WEEI  WNAC 

Men          38.0       216       20  0  19.2  11.9 

Women     55.9       33.5       36  0  36.0  19.3 

Teens        12.9         8.4       13.5  4.6  4.4 

Child.         2.2         1.3         3.0  1.4 

TOTAL   109.0       64.8       72.5  61.2  36.3 

I  :30  I'M 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          42.7       23.8       23.2  196  13.4 

Women     60.6       36.4       37.2  36.5  20.2 

Teens        12.4        10.7        15.0  3.6  3.7 

Child.         3.1          1  5         3.1  1.4  .8 

TOTAL   118.8       72.4       78.5  61.1  38.1 

.->  :00  I'M 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          45-8       29.7       23.0  26.7  13.3 

Women     59.8       39.8       38.5  38.9  18.5 

Teens        14.0        12.2       15.0  7.3  4.4 

Child          3.9        2.1         2.0  2.4  1.5 

TOTAL   123.5       83.8       78.5  75.3  37.7 

5:30  I'M 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          55.7       35.3  25.5  29.2  17.9 

Women     65.0       410  37  5  34.2  22.2 

Teens        16.9        15.1        160  8.2  5.1 

Child.         3.4         2.2         2.0  2.3  1.7 

TOTAL   141.0       93.6  81.0  83.9  46.9 

6:00  I'M 
WHDH    WBZ  WCOP  WEEI  WNAC 

Men         63.8       49.6  28.5  42.9  26.3 

Women     60.5       42.2  36.0  36.1  23.9 

Teens        12.9         9.9  12.5  5.2  4.4 

Child.         3.2         12         30  2.1  1.3 

TOTAL   140.4     102.9  80.0  86.3  55.9 

6:30  I'M 

WHDH    WBZ  WCOP  WEEI  WNAC 

Men          60.6       42.1  32.9  43  6  26.2 

Women     59.1        40.4  38.2  38.7  23.9 

Teens        10.9         9.5  13.3  4.4  4.4 

Child.         2.3          1.7         2.1  2.7  1.3 

TOTAL  132.9       93.7  86.5  89.4  55.8 

TOO  I'M 
WHDH    WBZ  WCOP  WEEI  WNAC 

Men         40.4      22  3  21.3  33.6  24.9 

Women    46.5       24.8  24.5  35.4  25.9 

Teens         8.8        6.9        8.7  5.4  4.4 

Child.         2.8         1.3         1.6  1.8  1.3 

TOTAL     98.5       53.3  5=.'  76  2  56  5 

7  :30 

I'M 

WBZ 

WCOP 

23.2 

23  2 24.5 

27.1 

7.1 

102 1.6 

1.4 

56.4 

61.9 

8  :00 

I'M 

WBZ 

WCOP 
25.5 

21  6 

24.1 

22.5 

6.2 7.7 

1.0 

1.3 

56.8 

53.1 

WHDH 

Men  43.1 

Women  48.4 

Teens  9.3 

Child  2.3 

TOTAL   103.1 

WHDH 

Men         45.5 

Women     43.2 

Teens         9.8 

Child.  1.2 

TOTAL     99.7 

8:30  I'M 
WHDH  WBZ  WCOP   WEE' Men          49.6  23  0  21.4 

Women     42.4  23  7  23.7 

Teens         9.1  49  8.2 

Child          1.2  16  1.3 

TOTAL   102.3  53  2  54  6       64  2 

'1     llll 

I'M 

WHDH 

WBZ 
WCOP 

Men 

45.5 

22.9 

21.8 
29.1 

Women 

39.7 

21.9 

224 

27.9 

Teens 

8.1 

2.9 9.0 
Child. 

1.2 

.6 6 .4 

TOTAL 

94.5 

48.3 

'1  :  30 

53.8 

I'M 

62.1 

WHDH 

WBZ 

WCOP 

WEE 

Men 
49.6 

21.5 21.5 

26.1 
Women 

43.4 

21.5 

20.9 

24.1 
Teens 

9.3 2.2 

9.5 

2.8 

Child. 

1.2 

.6 

.6 

7 

TOTAL 

103.5 
458 

525 

53.7 IO:O0    I'M 
WHDH 

WBZ 
WCOP 

WEEI Men 
42.8 

30  2 

21.6 

25.4 

Women 
39.7 

26.2 21.9 

24.5 

Teens 

7.2 39 

7.6 

3.1 

Child 

1.0 

1.1 .9 .6 TOTAL 
90.7 61.4 

520 

53.6 

10:30    I'M 

WHDH 

WBZ 

WCOP WEEI 
Men 

43.2 
26.4 19.7 

24.2 

Women 
40.1 

24.2 

20.2 
23.7 

Teens 

7.1 

3.1 

6.0 

3.5 

Child. 1.0 .6 

.8 

.9 TOTAL 
91.4 

54.3 

1    1    MM 

46.7 

i    I'M 

523 

WHDH 

WBZ 

WCOP 

WEEI 
Men 

40.9 

23.7 

17.9 

24.5 

Women 

36.5 

22.2 

16.0 
21.8 

Teens 
4.4 

2.3 4.8 

3.0 
Child. 

.5 
.3 .5 

.3 

TOTAL 
82.3 

48.5 

39.2 

i    I'M 

49.6 

WHDH 

WBZ 

WCOP WEEI Men 

32.5 19.8 

13.7 

18.4 
Women 28.9 

17.8 

12.5 

170 
Teens 

3.6 2.2 

3.5 

1.9 
Child. 

.4 .2 

.4 

.2 

TOTAL 

65.4 

40.0 

30.1 

37.5 



WHDH    AUDIENCE    COMPOSITION 

Saturday    by    hours 

WHDH WCOP WNAC 

27.0 66 
50 

50 280 

1  1 

66 60 I  0 139 50 

1.0 

56  1 M  1 130 26  3 100 

WHDH WCOP WEEI WNAC 

49  1 20  5 26.6 

51  7 26  6 

39 3.7 1.8 

20 1  0 2.8 

.7 
r    106.7         -  I       19  9      56  I       36.5 

VM 

WCOP    WEEI    WNAC 

42  6  !3.4  28  0  21.8 

51.0  J       290  31.8  255 

3.9  2  7  20 

2.6  20         1.7  1.8  1.0 

100.1  714      61.5  67.3  50.3 

VHDH WCOP WEEI WNAC 

28  3 22  7 
14.3 

16.9 15.8 

52.6 36  6 29.0 29.8 27.3 

72 7.7 
9.5 

4.7 
4.6 

26 1  0 30 .8 1.9 

90.7 68.0 
55.8 52.2 

49.6 

II      X  M 
WHDH 
44  7 

61  6 
14  3 

3  4 TOTAL    124  0 

ih,     m 

WHDH  WNAC 

Men  47  8 66  5 

17  8 

37  1.6         20 

TOTAL    1358 

.  m\ 

WHDH         BZ     WCC  WNAC 

Men  45  9 

Women    70./  25  2 

Teens       14  4 

Child  2.7         2  1  19         18         10 

TOTAL   133.2       61  4       6 

I'M 

WHDH  WBZ  WCOP  WEEI  WNAC 

Men          41.9  16.9  20.4  20  9  14  I 

Women     6S.8  318  37  3  34  1  24  4 

Teens       15.6  10  1  13  4  4  7  6.7 

Child          2.5         2  0  2.0  1.7  2  2 

TOTAL   125.8  60  61  4  47  4 

WHDH 

30  7 
51  8 

ii  ; 

38 

97  8 

WHDH 

33  2 
49  8 

12  I 

26 TOTAl       97  7 

WHDH 

31  0 

54  3 123  48 

2  6 

TOTAl     100  2 

WHDH 

42  4  162 

60.9 Teens        I  3  4 

3  0  9 

TOTAL   119.7       5C  . 

II     I'M 

WHDH  WNAC 

Men         50.8  25  5      22  0 

60  6  3      32  0      26.6      27  6 
Teens       11.4         67       120 

3.8  I  9         1.8        2.0 

TOTAL   126  6 

WHDH 

56  6 
55  9 
12  1 

30 
127  6 

WHDH 
70  2 

56  5 

1 1  3 I  6 

139  6 

WHDH 74  7 

63  I 

13  3 18 

152  9 

Sunday 

by   hours 

■     \M 
WHDH    WBZ    WCOP    WEEI    WNAC 

2.3        7  8        2.3        6  2 

4.5         59         1.2         7.2 
1  0 

6.8 13.7         3.5 144 

\M 

WHDH  WBZ  WCOP  WEEI  WNAC 

20.7  5.6  95  17.9  5.8 

•    283  47  105  190 
II  29  .8  .9 

4.9 

;    55  0  10  3  22  9  38  5  115 

'I    no  \M 

WHDH  WBZ  WCOP  WEEI  WNAC 

42.3  3.8  197  188  3.2 

■    52  0  I  4  20.7  4.2 

-     5.9  65  19  .3 

2.0  .9  1.1  .8 

1 102.2  10.3  517  42  2  7.7 

In    nil      VM 

WHDH  WBZ  WCOP  WEEI  WNAC 

67.3  7.7  26.4  11.3  2.3 

I  68.3  107  340  12.4  3.4 

I  16.6  2.8  11.2  .9 

68  .9  2.0  .9  _ 

159.0  22.1  73.6  25.5  5.7 

HI       \M 

WHDH    WBZ    WCOP    WEEI    WNAC 

Men  70  3 

Wome^     72  5 

Teens        18.7 

7.7 

169  2 

6  8      32  9       12  3 

8.6      35  3       13.4 

1.9 

.9        3.7         1  0 

34 

23 

19.1 85.9      28.6        5.7 

IJ      MlllS 

WHDH  .  :OP   WEEI    WNAC 

Men         61.8  3.9      28.3 

69  3  I  3       32  8 

Teens       14  1  10       11.4 

4  7  2.0  10 

TOTAL    149  9 • 

  'M WHDH    WBZ    WCOP    WEEI    WNAC 

Men  46  4 

Women     62.2 

Teens        14.9         30  6.5 

Child.         5.8         1  0 

TOTAL   129  3  0  4       68  0       19  1 

I'M 

WHDH     .  •   IOP    WEEI    WNAC 

Men  58  3                     32.0       30.1 

Women  60  7                     35  6 

Teens  14.2 

Child  3.9                       1.0 

TOTAL  137.1                                  63.0 I'M 

WHDH  .-.     '      .'.COP    WEEI  WNAC 

Men          53  3            9       36  6       27.1  6  1 

56  2 Teens        118  1.0 

22                                    10  _ 

TOTAL   123.5  45.1                      56  9  12  1 

WHDH  •.  COP  WEEI  WNAC 

514  28  1  12.4 

Women     56  4  !       35  6  29  3  13.5 

Teens       11.4  6  7       10  2  4  0        2.0 
2.9  28 

TOTAL  122.1  53  3       "9  8  64.2  28.8 

I'M 

WHDH      •  .-.COP    WEEI    WNAC 

Men         55-6      21.4  150 

56  4 

Teens        13.9  105 

3  7  1.3 

TOTAL  129.6       55  2       81.2     100  3 

I'M 

WHDH  WNAC 

51  3  30.2 

Women     51  3 
Teens         96 

34         10 

TOTAL   115  6 

WHDH 

Men  347 

36  7 

Teens         6  4 
29  1.0 

80  7 

WHDH 40.2 

38  " 

7  7  8.3        2.9 

2  1 

SS  " 

WHDH 70  2 

51.6 
9  I 

8 

TOTAL    138  7 

WHDH 51  5 

Wooic      44  0 

Teem         3  7 

TOTAL     99.2 

WHDH     AUDIENCE    COMPOSITION 

■     I'M WHDH 
470  11.5 

Women    46.4       I1.S  10.6 

Teens         6.6        2  0 

3.0 

TOTAL   1030 

WHDH 42  0 

43  1 

76 

1.6 

94  3 

WHDH 
29  8 
31  0 

2.7 

63  5 

Cost   per  Thousand 

■ 

.sand 

SI  5    SI  8    S30    S36    S50    S55 
23     28     46     56    .77    .85 



\\  111)11-  continuing  dominance  is  a  result 
its  sensiti\it\  to  listener  ( hange.  The 

iora  of  "Top  10"  programing  on  other 
ons  gives  \\  IIDH  the  opportunity  to 

stand  out  even  more  solidly.  Realizing  that 
the  radio  dial  can  hecome  monotonous  with 

such  mechanically  contrived  programing. 

>H  has  expanded  its  live  programing 
in  the  continuing  concept  that  it  must 

always  maintain  an  individual  personality 
and  sound  for  the  listener.  At  the  same 

time,  such  live  programing  must  he  equal 

or  superior  to  such  recorded  talent  as 

might  be  offered  competitively.  Attesting 

to  such  quality  is  the  fact  that  three  of 

WHDH's  featured  artists  record  for  RCA 
Victor  and  Columbia  Records. 

This  sensitivity  to  the  changes  that  occur 

in  listening  habits  is  the  major  factor  for 

WHDH's  continuing  dominance  over  all 
other  radio  stations  since  the  advent  of 

television. 

The  graph  at  right  reflects  W'HDH  leader- 
ship and  dominance  in  its  25  count\  cover- 

age area. 
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WHDH      4.47   

WBZ  2.38"" WCOP       2.60    
WEEI  2.88  -■ 

WNAC  1.75  — 

V* 

RATING    POINTS  -  -  PROJECTED   TO    RADIO    HOMES    BASED   ON  1,493,800    IN   WHDH    AREA 

RATIN© RADIO '*:*«*»-' 1 RATING RADIO 

POINTS HOMES 

US 
$18 

$30 $36 
$50 $$5 

POINTS HOMES 

$15 

56 

.77 

-1 

19 14.9*8 1.00 

1.20 
2.00 

2.40 

3.34 

3.68 
64.233 

.23 

28 .46 

WBmw 16.432 .91 1.09 1.82 
2.19 

3.04 

3.34 
65.728 

.22 

.27 

•  45 

54 

.76 

83 

1.2 
17.926 .83 1.00 1.67 

2.00 2.79 3.06 67.221 

.22 

.26 

.44 .53 
.74 

1  3 
19,419 .77 

.93 
1.54 

1.85 

2.57 2.83 

^E£fl 
68,714 

.21 .26 

.43 

.52 
.72 

1.4 20.913 .71 
.86 1.43 

1.72 

2.39 
2.63 

' 70.209 

.21 

.25 

.42 

.51 

.71 

71 

1.5 

22.407 .67 80 
1.34 

1.60 
2.23 

2.45 
Kff^H 

71.702 

.20 

.25 .41 

.50 

.69 

76 

■  ■   , 
23,900 .62 

.75 

1.25 

1.50 

2.09 2.30 
Bjt^H 

73,196 

.20 

.24 

.40 

.49 

68 

75 

1.7 
25.394 

59 

.70 
1.18 

1.41 

1.96 

2.16 74.690 .20 

.24 

.40 

.48 

.67 
.73 

18 
26.888 

.55 .67 1.11 1.34 1.86 

2.04 

HM 76,182 .19 

.23 

.39 

.47 

.65 

1.9 28.382 .52 
.63 105 

1.26 

1.76 1.93 

77.678 

!9 
23 

.38 

.46 

.64 

70 

2.0 29.876 
.50 

.60 
1.00 1.20 

1.67 

1.84 

5.3 

79,171 

.18 

.22 

.37 

.45 

.63 

69 

2  1 31.370 
.47 .57 

95 

1.14 

1.58 
1.75 

5.4 

80.666 

.18 .22 

.37 

.44 .62 

68 
22 32.854 

.45 
.55 

.91 
1.09 1.52 

1.67 

5.5 82.159 

.18 

.22 

.36 

.44 
.60 

66 

2.3 34.357 .43 
.52 

.87 

1.04 

1.45 

1.60 

5.6 

83.652 .17 

.21 

.35 

.43 

.59 

65    II 

35.851 
.41 

50 

.83 1.00 1.39 

1.53 

5.7 

85.146 

.17 

.21 

.35 

.42 

.58 

64 

z.5 
37.345 

.40 
.48 

.80 

.96 

1.34 
1.47 

5.8 
86.640 

.17 

.20 

.34 
.41 

.57 

63 

■%■ 38.839 .38 .46 
.77 

.92 
1.29 1.41 

59 

88.134 
.17 

.20 

.34 

.40 .56 

62 

40,333 .37 

.44 

.74 

89 

1.24 

1.36 

6.0 
89.628 

.16 

.20 

.33 

.40 

.55 

61 

2.8 41.826 
.35 

.•»3 

.71 
.86 1.19 1.31 

6.1 

91.122 
.16 

.19 

.32 

.39 
.54 

.60 

1U 43,320 .34 .41 
.69 

.83 

1.15 

1.26 
6.2 

92.616 
.16 .19 

.32 

.39 

54 

59 

mm 44,814 
.33 

.40 .67 
.80 

1.11 

1.22 
6.3 94.110 

15 

.19 

.32 

.38 

.53 

58 

mm 46.308 
.32 

.38 
.64 

.77 
1.08 1.18 

6.4 

95.604 

.15 .18 

31 

.37 

.52 

57 

mm 47.802 
.31 

.37 

.62 

.75 

1.04 

1.15 

6  5 

97.097 

.IS .18 

.30 

.37 

.51 

56 

s 

54 

3.3 49,296 JO 36 .60 

.72 

1.01 
1.11 

6.6 

98.592 

.15 .18 

.30 .36 .50 
3.4 50,789 

.29 

35 

.59 
.70 

.98 
1.08 

6.7 

100.084 .14 

.17 .29 

3S 

.49 

3.5 
52,283 

28 

.34 .57 

.68 

95 

1.05 

6.8 101.578 

.14 

.17 

.29 

.35 

.49 

3.6 53,776 
■28 .33 .56 

.67 

.93 

1.02 

6.9 103,072 

.14 .17 .29 .34 .48 

53 

3.7 55.271 .27 

.32 

.54 

.65 
.90 .99 

104.566 

.14 

.17 

.28 .34 

.47 

52 

3.8 
56.764 

.26 
.31 

52 

.63 .88 

.96 

106.060 

.14 

.16 

.28 

.33 

.47 

.51 
3  9 53.258 

25 

.30 
.51 

.61 

85 

.94 
107.552 

.14 .16 .28 

.33 

.46 

.51 

4.0 59,752 

25 
.30 

.50 
.60 

.83 

.92 mm 109,047 .13 

.16 

.27 

.33 
.45 

SO 

4.1 61.246 
.24 

.29 

.49 
.58 .81 

.89 
110,542 .13 

.16 

.27 

.32 

.45 

.49 
4.2 62,740 .23 

.28 .47 

.57 

.79 .87 
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WKY-TV The  nation's  first  color  TV  station 

OKLAHOMA  CITY 

The  WKY  Television  System,  Inc 
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WE    LIVE    IN   A 

TOWN    OF    12,754 

Small  town  stuff,  you  say?  Home  town  stuff,  we  say!  Yes,  Hometown  and  Rural 
America  families  like  this  represent  one  of  the  most  valuable  sections  of  economic 
America!  They,  together  with  millions  and  millions  of  their  counterparts  make  up  the 
vast  audience  that  Keystone  Broadcasting  System  covers  like  a  blanket. 

Simple  multiplication  of  this  hometown  brings  into  focus  the  importance  of  these 
Keystone  markets  to  your  advertising  and  your  product.  No  longer  can  this  facet  of 

the  great  national  marketplace  be  ignored— it  represents  too  much  profit  potential! 

Like  this  family,  Hometown  and  Rural  America  buys  the  products  they  hear  about 

through  the  939  Keystone  stations  ...  an  audience  of  90  million  listeners! 

Send  for  our  new  station  list 

CHICAGO  NEW  YORK  LOS  ANGELES  SAN  FRANCISCO 
111  W.  Washington 

Sta  2-8900 

527  Madison  Ave. 

ELdorado  5-3720 

3142  Wilshire  Blvd. 

Dunkirk  3-2910 

57  Post  St. 

SUtter  1-7440 
•  TAKE  YOUR  CHOICE.  A  handful  of  stations  or  the  network  ...  a  minute  or  a  lull  hour-it's 
up  to  you.  your  needs. 

•  MORE  FOR  YOUR  DOLLAR.  No  premium  cost  (or  individualized  programming.  Network 

coverage  for  less  than  some  "spot''  costs. 
•  ONE  ORDER  DOES  THE  JOB.  All  bookkeeping  and  details  are  done  by  Keystone,  yet  the  best 
time  and  place  are  chosen  for  you. 

.1 
SPONSOR 

8  JUNE  1957 



TV    BASICS/JUNE 

I  he  eighth  l\  Basics  section  completes  the  second  series  of 

data  "ii  how  i  ompeting  clients  compare  in  network  show  ratings. 

Industr)  categories  in  ilii-  issue  covei  f   I  and  grocer)  prod- 

ucts, gasoline  and  oil,  cleansers  and  polishes,  laundn  prod- 

ucts, ImhwcImI, I  appliances,  genera]  household  products  and 

tobacco.  I\  Basics  also  contains  the  regular,  up-to-date  mate- 

rial on  network  sponsors,  agencies,  costs  ami  schedules  as 

shown  in  tin-  Comparagraph.  [Tie  Sop  Basics  -''111.111-  presents 

a  special  tvB  cosl  calculatoi  l"i  buying  l.D.'s  on  a  13-week 
schedule.  Costs  air  shown  for  various  groups  "I  markets, 

various  frequencies  ami  various  times  ■•!  the  day.  \l-"  in  Spol 

Basics  is  .1  chart  on  Daylight  Saving  changes  in   H"1  markets. 

Program    profile    provides    costs, 

sponsored  Imuis  <lut<i  .  .  .  *cc  below 

Index  of  network  11    iponsort  Im* 
slum     ratings    .    .    .  pogc    56 

(  otnparograpk    gives    day-by-daj 

chart  <>f  all  net  thou  1  .  .  .  p°9c  60 

Alphabetical   index    of  <ill    thou  1 
includes    COSt    data     .     .     .     page   62 

Spol  to  basics  features   cost   cal- 

culator   on    l.D.'s    .    .    .     page  65 

iiiiiiiiiiiiiMiiiiiiiiiiiiiiiiuiiiiinii 

1.   NETWORK    PROGRAM    PROFILE 
AVERAGE  COST  OF  SPONSORED  PROGRAMING  BY  TYPES 

Cost                      Number Cost                       Number Cost                       Number Cost                        Number 

Hour  drama 

$59,833                     12 

Half-hour  drama 

$33,382                      17 

Situation  comedy 

$36,534                      15 
Hoar  comedy-varietj 
$65,555                        9 

Half-hour  comedy-Tar. 
$39,607                        7 

Half-hour  adventure 

$30,155                     16 

Quiz 

$25,835                      12 Daytime  Berials 
$10,429*                      7 

M\t  wc.-k  rvf  lire  Ql  u  on:  other  program!  are  onc*-wMklr  an-l  tit  til    nlchulme  ihowi. 

NUMBER   OF   SPONSORED   HOURS:    LIVE  AND   FILM 

Daytime  Nighttime 

Network 
Sponsored hours 

1 
°o   live °o    film 

ABC+ 
4.00 25.0 

75.0 

CBS+ 
32.00 

95.3 
4.7 

NBC 22  25 88.8 11.2 

Sponsored Network            hours           %   live           °o    film 

A8Cr 

19.75 41.8 
58.2 

CBS 

25.25 
52.7 

47.3 

NBC 
22.00 63.6                     36  4 

• 
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2.    HOW  COMPETING   CLIENTS   COMPARE 

Second  series  of  ratings   by  major 

clients  and  brands  is  completed  here 

Designed  to  aid  advertisers  in  making  quick  comparisons 

between  their  show  ratings  and  those  of  competitors,  this 

regular  TV  Basics  feature  runs  in  two  parts.  Data  is  based 

on  material  supplied  by  Broadcast  Advertisers  Reports, 

monitored  off-the-air  by  tape  recordings,  plus  weighted 

Pulse  multi-market  ratings.  Industry  categories  here  in- 

clude food  and  grocery  products,  laundry  products  and 

tobacco.     The   next   list    will   appear   in    5   Jul\    Tv    Basics 

Industries  covered  here  include  food,  grocery,  laundry,  tobacco  products 

Food  and  Grocery  Products 

American  Dairy  Assn. 
Disneyland;      ABC;      W-N;      cottage 

cheese   
American  Home  Products 

Arthur  Godfrey  Time;  CBS;  W-N; 
Chef  Bov-Ar-Dee  food  products 

Love  of  Life;  CBS;  M.F-D;  Chef  Boy- 
Ar-Dee  food  products  _     
Armour  &  Co. 

It  Could  Be  You;  NBC;  W-D;  Star 
canned  meats    

Matinee  Theatre;  NBC;  W-D;  Star 
canned  meats      

Mickey  Mouse  Club;  ABC;  Tu,W-D; 
Dash  dog  food,  Star  meat  products 
Best  Foods 

Galen  Drake;  ABC;  Sa-N;  Nucoa  mar- 
garine, Skippy  peanut  butter    

Garry  Moore;  CBS;  Tu-D;  Hellmanns 
Mayonnaise            

Our  Miss  Brooks;  CBS;  Tu-D;  Hell- 
maims  &  Old  Homestead  French 
Dressings,  Hellmanns  Mayonnaise, 
Nucoa   Margarine        

You  Asked  For  It;  ABC;  Su-N;  Nucoa 
margarine,  Skippy  peanut  butter   
Borden  Co. 

Fury;   NBC;   Sa-D;  dairy  products  ..__ 
Queen  For  A  Day;  NBC;  W.F-D; 

cheeses,  processed  milk  products- 
California  Packing  Corp. 

Home;  NBC;  Th-D;  Del  Monte  stewed 
tomatoes          

Campbell  Soup  Co. 
House  Party;  CBS;  M-D;  Franco- 
American  food  products,  frozen 
soups  .                  

Lassie;  CBS;  Su-N;  canned  soups,  V-8 
vegetable  juice          _.   

Garry  Moore;  CBS;  M-D;  Franco- 
American  food  products 

On  Trial;  NBC;  F-N;  canned  soups 
Carnation  Co. 

Burns   &   Allen;    CBS;    M-N;    Friskies 
dog  food,  processed  milk  products  . 
Continental  Baking  Co. 

Howdy  Doody;  NBC;  Sa-D;  baked 
goods    

Corn  Products  Refining  Co. 
Ii   Could   Be  You;  W.F-D;  Mazola  oil, 

.Niagara  starch            
Matinee   Theatre;   NBC;   F-D;   Mazola 

oil,    Niagara   starch      
Queen    For   A   Day;    NBC;    F-D;   Karo 

syrups.  Niagara  starch   

Derby  Foods 
Disneyland;    ABC;    W-N;    Peter    Pan 

peanut  butter       
General  Foods 

Bengal  Lancers;  NBC;  Su-N;  Jell-O, 
Minute  rice              

December  Bride;  CBS;  M-N;  Gaines 
dog  food.  Maxwell  House  instant 
coffee.    Swans    Down    baking    mixes 

Furv;  NBC;  Sa-D;  Post  dry  cereals 
Arthur  Godfrey  Show;  CBS;  Th-D; 

Bakers  Angel  Flake  coconut 

25.9 

21.2 
8.9 

5.5 

8.4 19.3 

4.3 

9.1 

8.2 

9.4 

12.3 

11.7 

3.7 

10.1 

24.7 

9.1 20.4 

30.6 

8.4 

5.5 

8.4 

11.7 

25.9 

10.1 

28.2 
12.3 

9.9 

I  Love  Lucy:  ci:.S;  M-X;  Sanka  in- 
stant coffee               ...   37.7 

Mighty  Mouse;  CBS;  Sa-D;  Post  dry 
cereals       15.5 

Roy  Rogers;  NBC;  Su-N;  Bakers  in- stant chocolate  mix,  Gaines  dog 
food,  Maxwell  House  regular  coffee, 
Post  dry  cereals        _    13.9 

West  Point  Story;  CBS;  F-N;  Max- 
well House  regular  coffee,  Post  dry 

cereals      20.7 
Zane  Grey;  CBS;  F-N;  Maxwell  House 

instant  coffee      ._       21.8 
General  Mills 

Bob  Crosby;  CBS;  W.F-D;  Betty 
Crocker  baking  mixes,  Bisquick  8.7 

Giant  Step;  CBS;  W-N;  Betty  Crocker 
baking  mixes,  dry  cereals,  Gold 
Medal  flour  ...                 10.3 

Lone  Ranger;  ABC;  Thu-N;  Betty 
Crocker  baking  mixes  and  dry  cere- 

als, other  drv  cereals      15.5 
Lone  Ranger;  CBS;  Sa-D;  Betty 
Crocker,  drv  cereals,  other  dry  cere- 

als,        ....         11.8 
Mickey  Mouse  Club;  ABC;  T,W,Th,F- 

D;  dry  cereals                19.3 
Texas  Rangers;  CBS;  Sa-D;  dry  cere- 

als       13.5 
Valiant  Lady;  CBS;  W.F-D;  Betty 

Crocker  baking  mixes,  Gold  Medal 
flour              8.7 

Wyatt  Earp;  ABC;  Tu-X;  dry  cereals  25.2 
Gerber  Products 

Bob  Crosby;   CBS;   W-D;    baby   foods, 
strained   apple  and   orange  juices  8.7 

Our  Miss  Brooks;  CBS;  W-D;  baby 
cereal    quads,     strained    apple    and 
orange  juices   —   —       8.2 
Gordon  Baking  Co. 

Kukla,  Fran  &  Ollie;  ABC;  M.F-N; 
Silver  Cup  bread          6.6 
Hansen  Laboratory 

Captain  Kangaroo:  CBS;  W.F-D; 
Junket  desserts              9.9 
Hartz  Mountain  Products 

Captain    Kangaroo;    CBS;    S-D;    bird 
food               12.0 

Circus  Time;  ABC;  Th-N;   bird  food       8.2 
H.  J.  Heinz 

Captain  Gallant;  NBC;  Sa-D;  ketchup, 
pickles    ....-   -          8.2 
Kellogg  Co. 

House  Party;  CBS;  Tu,Th-D;  dry- 
cereals,  Gro-Pup  dog  food       10.1 

Arthur  Godfrey  Show;  CBS;  Tu,Th-D; 
dry   cereals          9.9 

Name  That  Tune;  CBS;  Tu-X;  dry 
cereals        _      19.1 

Wild  Bill  Hickok;  CBS;  Su-D;  dry 
cereals       _     9.7 

Kimberlv-Clark 
Danny    Thomas    Show;    ABC;    Th-N; 

Delsey   tissue          11.9 
Perry      Como      Show;      XBC;      Sa-X: 

Kleenex  paper  products      35.3 
I^ever  Bros. 

House  Party;  CBS:  W.F-D;  Good 
Luck  margarine  10.1 

Carry    Moore    Show;    CBS;    M, W.F-D; 
Good   Luck  margarine     9.1 

Video  Theatre;  XBC;  Th-X;   Imperial 
margarine  18.0 

C.  H.  Musselman  Co. 
Hcin.-;    XBC;    Tu.Th-D;    applesauce  3.7 

National  Biscuit  Co. 
Kin  Tin  Tin;  ABC;  F-X;  Xabisco  dry 

cereals         18.6 

National  Dairy  Products 
Comedy  Time;  XBC;  Th-D;  Kraft 

caramels,   mayonnaise  7.1 
Kraft  Theatre;  XBC;  W-X;  Kraft 

cheeses,  marshmallows,  mayonnaise  21.6 
Matinee  Theatre:  XBC;  Th-D;  Kraft 

jellies  &  preserves,  salad  dressings 
&  spreads        8.4 

Modern  Romances;  XBC;  Th-D;  Kraft 
marshmallows.  mayonnaise,  Parkay 
margarine      8.7 

Tic  Tac  Dough:  XBC;  Th-D;  Kraft 
cheeses,  jellies  &  preserves  5.6 
Nestle  Co. 

Blondie;  XBC;  F-X;  Xescafe  instant 
coffee              .            19.5 

Lcne  Ranger;  CBS;   Sa-D;   chocolate     11.8 
Carry  Moore.  CBS;  Th-D;  Eveready 

cocoa        9.1 

Oh  Susanna;  CBS;  Sa-X;  Xescafe  in- stant coffee    „      20.0 
Our  Miss  Brooks;  CBS;  Th-D;  Ever- 

eady   cocoa       ...  8.2 
Valiant  Lady;  CBS;  Th-D;  Eveready 

cocoa         8.7 
Pet  Milk 

George  Gobel;  XBC:  Sa-X;  processed 
milk  products  21.2 

Red    Skelton;    CBS:    Tu-X;    processed 
milk  products      28.0 
Pillsburv  Mills 

Arthur  Godfrey  Show;  CBS;  Tu.Th- 
D;  baking  mixes.  Best  flour,  chilled 
rolls  &  biscuits,  pancake  mixes  9.9 

Arthur  Godfrey  Time:  CBS;  W-X; 
baking  mixes,  chilled  rolls  &  bis- 

cuits, pancake  mixes        .  21.2 
House  Party;  CBS;  Tu,Th-D;  baking 

mixes.  Best  flour,  chilled  rolls  & 
biscuits         ....      10.1 

Mickey  Mouse  Club;  ABC;  Th-D;  bak- 
ing mixes              19.3 

Procter  &  Gamble 

Brighter  Day;  CBS;  M.Tu,Th-D;  Cris- 
co  shortening           .  7.0 

Jane  Wyman;   XBC;   Tu-X:   Crisco  24.0 

Quaker  Oats  Co. Caesar's  Hour;  XBC:  Sa-X:  Aunt 
Jemima  mixes,  Puss-n  Boots  cat 
food  24.1 

Xews;  XBC;  Tu-X;  Aunt  Jemima 
mixes,  Ken-L  dog  foods.  Puss-n 
Boots  cat  food     10.3 

Sgt.  Preston;  CBS:  Th-X;  dry  cereals, 
hot  cereals,  Ken-L  dog  foods            15.3 
Ralston-Purina  Co. 

Big  Story;  XBC:  F-X;  Purina  dog 
chow  22.9 

Bold  Journey;  ABC;  Th-X;  dry  cere- 
als.  Ry-Krisp  7.9 

lata  above  and  on  pace  58  are  baaed  on  Broadcast  Advertisers  Reports  tor  the  week  ending 
5    April.     More    detailed    data,    audi    aa    length    and    placement    of    commercials,    can    be    found 
In  BAR  reports  themselves.  Not  Included  here  are  buys  in  participation  shows,  such  as 

NBC's    "Today."      Ratings    are  based  on    a   Pulse   23  market    weighted    average    material    for    the 

week  ending  7  April.  All  ratings  are  averages  for  the  week,  e.g.,  ratings  for  segmented  shows 
do  not  necessarily  show  the  audience  for  the  actual  segment  sponsored  by  the  client.  All  time 

purchased  by  advertisers  follows  name  of  network:  "X"  means  night.  "D"  means  day.  days  of week  are  abbreviated.     For  exact  time  of  show,   see  Comparagraph  itself. 
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"     -        In    Puerto    Hieo 

Spanish   is   the   language 

0 So    Spanish-speaking    Pulse    interviewers     ring    doorbells    there 

same  as  in  similar  foreign-language  arras  in  I  .  S.    No  other  method  works! 
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2.    HOW  COMPETING  CLIENTS  COMPARE  continued. 

Scolt  Paper  Co. 
Father      Knows     Best;      NBC;     W-N; 

Scotties,  Scottowols  21.8 
Arthur    Godfrey    Show;    CBS;    Th-D; 

Scotkins,    Scotties          9.9 
Standard   Brands 

\niiur  Godfrey  Show;  CBS;  M-D; 
Blue  l!<  unit  margarine.  Hunt  Club 
dog  food,  Royal  desserts  &  pie  fill- 

ings,  Koyal  nuts    9.9 
linns,-  Party;  CBS;  M-D;  Chase  & 
Sanborn  instant  coffee,  Tender  Leaf 
tea  io.i 

Tennessee  Ernie;  NBC;  Tu-D;  Blue 
Bonnet  margarine,  Chase  &  Sanborn 
instant  coffee,  Hoyal  Desserts  &  pie 
fillings,  Tender  Deaf  tea  5.8 

Valiant  Lady;  CBS;  M-D;  Blue  Bon- 
net margarine,  Chase  &  Sanborn  in- 

stant   coffffee    8.7 
Sterling  Drug 

Detectives  Diary;  NBC;  Sa-D;  iron- 
ized   yeast        

Modern    Romances;   NBC;    F-D;    iron- 
ized   yeast      8.7 
Sunkist  Growers 

Queen  For  A  Day;  NBC;  Th-D;  citrus 
fruits            11.7 

Swift  &  Company 
Bob  Crosby;  CBS;  Th-D;  Pard  dog 

food,  Premium  frozen  meats  and 
meat   products       _..     8.7 

Disneyland;  ABC;  W-N;  Premium 
frozen  meats  &  meat  products      25.9 

House  Party;  CBS;  F-D;  canned 
meats,  Premium  frozen  meats  & 
meat   products      10.1 

Lone  Ranger;  ABC;  Th-N;  Premium 
meat   products           15.5 

Garry  Moore;  CBS;  Th,F-D;  baby 
foods,     Pard     dog     food,     premium 
meats  products   9.1 
Van  Camp  Seafood  Co. 

Queen  For  A  Day;  NBC;  Tu-D;  Chick- 
en of  the  Sea  Tuna     11.7 

Welch  Grape  Juice  Co. 
It  Could  Be  You;  NBC;  Th-D;  grape 

products       5.5 
Wesson  Oil  &  Snowdrift  Sales 

Comedy  Time;  NBC;  M-D;  Wesson  oil     7.1 
Bob  Crosby;   CBS;   Tu-D;  Wesson   oil      8.7 
Matinee  Theatre;  NBC;  M-D;  Wesson 

oil             8.4 
Valiant  Lady;  CBS;  Tu-D;  Wesson  oil     8.7 

Gasoline,  Oil,  Etc. 

American  Home  Products 
It    Could    Be   You;    NBC;    M-D;    Free- 

zone           5.5 
Love  Of  Life;  CBS;  M-D;  Freezone  8.9 
Queen  For  A  Day;  NBC;  M-D;  Free- 

zone       11.7 
Secret  Storm;  CBS;  Tu-D;  Freezone       7.0 

American  Oil 
Person  To  Person;  CBS;  F-N;  Amoco 

gasoline   and  oil      28.7 
Gulf  Oil 

Life    Of    Riley;    NBC;    F-N;    gasoline 
and  motor  oil   22.7 

Cleansers,  Polishers 

American  Home  Products 
Douglas   Edwards;   CBS;   M-N;   Aero- 

wax       11.9 
It  Could  Be  You;  NBC;  M-D;  Aerowax     5.5 
Love    Of     Life;     CBS;     Tu,W,Th,F-D; 
Aerowax,  Easy  Off  oven  cleaner  8.9 

Queen  For  A  Day;  NBC;   M-D;  Aero- 
wax, Easy  Off  Oven  Cleaner  __   ._   11.7 

Secret  Storm;  CBS;  M,F-D;  Aerowax, 
Easy  Off  Oven  Cleaner        7.0 
Beacon  Co. 

Masquerade  Party;  NBC;  W-N;  floor 
was     12.0 
Best  Foods 

Bob  Crosby;  CBS;  Tu-D;  Shinola  shoe 
polish        8.7 

Garfy     Moore;    CBS;    Tu-D;    Shinola 
shoo    polish        9.1 

Brillo  Manufacturing  Co. 
■  mid     Be     You;     NBC;     Th,F-D; 
tiring    pads  5.5 

Matinee  Theatre;  NBC;  Th-D;  scour- 
ing pads  _                                               8.4 

Colgate-Palmolive  Co. 
Big     Payoff;     CBS;      W.Th-D;      Ajax 
cleanser  8.7 

Mi     Adams  &  Eve;  CBS;    F-N;    Ajax 
cleanser  22.2 

Strike    it    Rich;    CBS;    Tu,W-D;    Ajax 
cleanser  8.2 
Drackett  Co. 

Queen  For  A  Day;  NBC;  F-D;  Windex 
glass  cleaner     11.7 

S.  C.  Johnson  &  Son 
Robert      Montgomery;      NBC;      M-N; 

waxes  it   polishes  19.5 
Red    Skelton;    CBS;    Tu-X;    waxes    & 
polishes  28.0 
knomark  Manufacturing  Co. 

Caesar's    Hour;    NBC;    S-N;    Esquire 
shoe  polish  24.1 
Procter  &  Gamble 

As  The  World  Turns;  CBS;  M.Tu.Th, 
F-D;  Comet  cleanser     7.0 

Edge  Of  Night;   CBS:    M.F-D;   Comet 
cleanser,   Spic  &  Spon   cleaner          7.7 

Search  For  Tomorrow;  CBS;  M.Tu.W. 
Th-D;  Spic  &  Span  cleaner  9.8 Simoniz  Co. 

Arthur  Godfrey;  CBS;  W-D;  waxes  & 
polishes           9.9 

House    Party;    CBS;    W-D;    waxes    & 
polishes       10.1 

S  O  S  Co. 
Bob  Crosby;  CBS;  F-D;  scouring  pads     8.7 
Mickey     Mouse     Club;     ABC;     W-D; 

scouring  pads      _  19.3 
Sterling  Drug 

Detectives    Diary;    NBC;    Sa-D;    Ener- 
gine    cleaning    fluid                 

Modern      Romances;      NBC;      W.F-D; 
Energine  cleaning  fluid            8.7 

Laundry  Products 
Armour  &  Co. 

George     Gobel;     NBC;     Sa-N;     Liquid 
Chiffon  detergent     21.2 

Danny   Thomas;   ABC;    Th-N;    Liquid 
Chiffon  detergent         11.9 

B.  T.  Babbitt  Co. 
Today;  XBC;  F-D;  Glim     3.9 

Colgate-Palmolive  Co. 
Big    Payoff;    CBS;    M-F-D;    Ad,    Fab, 

Vel  detergents  &  Liquid  Vel         8.7 
Strike  It  Rich;  CBS;   M-F-D;           8.2 

Lever  Bros. 
House    Party;    W.F-D;     Lux    Liquid, 

Rinso                 10.1 
Garry    Moore;    CBS;    M,W,F-D;    Lux 

Liquid,  Rinso         9.1 
On  Trial;   XBC;   F-N;   Rinso  _       20.4 
Video     Theatre;     NBC;     Th-N;     Lux 

Liquid;    Rinso        18.0 
Procter  &  Gamble 

As   The   World    Turns;    CBS;    M-F-D; 
Ivory  Snow,  Oxvdol            7.0 

Brighter  Dav;  CBS;  M-F-D;  Cheer..  7.0 
Bob  Crosby;  CBS;  Th-D;  Ivory  Flakes  8.7 
Edge   Of   Night;    CBS;    M-F-D;    Dreft, 

Tide         7.7 
Guiding    Light;    CBS;     M-F-D;     Blue 

Dot  Duz       _      10.0 
Hey  Jeannie;  CBS;   S-N;  Dash        19.2 
Lineup;  CBS;  F-N;  Cheer         28.1 
Matinee  Theatre;  NBC;  M-F-D;  Tide.  8.4 
Queen     For    A     Day;     NBC;     M-F-D; 

Dash,    Ivory   Snow   _       11.7 
Search    For    Tomorrow;    CBS;    M.Tu, 

W.F-D;    Joy             9.8 
Phil   Silvers;  CBS;   Tu-X;   Joy    28.5 
Tic  Tac  Dough;  NBC;  M-F-D;  Dreft  .  5.6 
Loretta   Young:    NBC;    Su-N;    Tide.....    23.8 

Purex  Corp. 

Big   Surprise;    NBC;    Tu-X;    Beads-O- 
Bleach          15.2 

A.  E.  Staler  Manufacturing  Co. 
Garrv     Moore;     CBS;     F-D;     Sta-Flo. 

Sta-Puf          9.1 

Appliances 
Bissell  Carpet  Sweeper  Co. 

Matinee    Theatre;    XBC;    W-D;    carpet 
sweeper            ...  8.4 
Hoover  Co. 

Carry     Moore;     CBS;     Tu-D;     vacuum 
cleaners         9.1 

S.  C.  Johnson  &  Son 
Robert       Montgomery;       NBC;       M-X; 
Polisher-Scrubber  19.5 

Radio  Corp.  of  America 

Producers'       Showcase;       XBC;       M-X: major  &  small  appliaie  17.4 
Sylvania  Electric  Products 

The     r.ueeaneers;     CBS;     Sa-X;     tubes, 
major  appliances  15.7 
Westinghouse  Corp. 

Studio  One;  CBS;  M-X;  major  &  small 
appliances  Ci.4 
Whirlpool-Seeger  Corp. 

Matinee     Theatre;     NBC;     M.W.F-D; 
RCA  Whirlpool  major  appliances  8.4 

Producers'      Showcase;      NBC;      M-X: 
RCA    Whirlpool  major  appliances        17.4 

Household,  General 

Aluminum  Co.  of  America 
Alcoa   Hour;  NBC;  Su-N;  Alcoa  wrap, 

aluminum    products    
American  Home  Product* 

It    Could    Be    Von:    NBC;    M-D;    Sani- 
Flush.    Wizard   Wick   Deodorizer  5.5 

Queen   For  A  Day;  XBC:  M-D;  Wizard 
Spring  Bouquet  &  Pine  Scent  11.7 

Secret      Storm;     CBS;     AY. F-D;      Sani- 
Flush,     Wizard    Spring    Bouquet    & 
Pine    Scent       7.0 

Best  Foods 
Bob  Crosby;   CBS;   Tu-D;    Kit   dves  & 

color  remover,  Rit  Easter  Egg  kit         8.7 
Our    Miss    Brooks;    CBS;    Tu-D;    Rit 

Easter   Egg  kit  8.2 
Colgate-Palmolive  Co. 

Big     Payoff;      CBS;      Tu-D;      Florient 
Aerosol       8  7 

Strike  It  Rich;   CBS;   Th-D:    Florient Aerosol  g_2 
General  Electric 

Conflict;    ABC;    Tu-X;     electric    light 
bulbs             

S.  C.  Johnson  &  Son 
Robert      Montgomery;      XBC;       M-X: 

Glade  Air  Freshener       19.5 
Kaiser  Aluminum  Co. 

Circle    Theatre;    XBC;    Tu-X:    broiler 
foil        19.5 
Lehn  &  Fink  Products 

Queen  For  A  Day;  XBC;  Tu-D;  Lysol 
disinfectant        11.7 
Reynolds  Metals  Co. 

Circus     Boy;     XBC;     Su-X;     Revnolds 
wrap         16.4 
Simoniz  Co. 

Arthur    Godfrey;    CBS;    W-D;    Ivalon 
sponges      9.9 

Tobacco 

American  Tobacco  Co. 

Big   Story;   XBC;   F-X;   Pall   Mall        22.9 
Marge     &     Gower     Champion;     CBS; 

Su-X;  Hit  Parade  cigarettes    
Hit    Parade;    XBC;    Sa-X;    Filter    Tip 

Tareyton,  Luckv  Strike  22.4 
Navy  Log:   ABC;   W-X:   Pall   Mall  16.6 

Brown  &  Williamson 
Douglas  Edwards;  CBS;  M-F-X:  Vice- 

roy 11.9 
It  Could  Be  You;  NBC;  W-D;  Raleigh      5.5 
Lineup;  CBS;  F-X:  Viceroy                        28.1 
Queen      For      A      Day;      NBC;      M-D; 

Raleigh     ...  .  11.7 
Steve  Allen;   XBC:   Su-X:   Yieercv  26.4 
Tennessee  Ernie;  XBC;  W-D;  Raleigh      5.8 

General  Cigar  Co. 
John   Daly:   ABC:   M.Tu. W-X:   cigars        6.3 

Liggett  &  Myers 
Dragnet:   NBC;  Th-N;  Chesterfield...    24.1 
Gunsmoke;    CBS;    Sa-X;    L&M    ..  26.4 
Hey  Jeannie:  CBS;  Sa-X:  Chesterfield  19.2 
Spike  Jones;  CBS:   Tu-X;    L&M  20.4 
Panic;    NBC;    Tu-X:    Chesterfield  18.5 

P.  Lorillard 

Jackie   Gleason;   t'l'.S;   Sa-X:  Gld  Gold   25.9 
$64,000   Challenge;   C1',S:    Su-X:    Kent      27.1 

Philip   Morris 
Playhouse  90;   CHS;  Th-N;   Marlboro     30.7 

R.  J.  Reynolds 

Bob  Cummings;  CBS;  Th-N;  Winston  24.2 
I've  Got   A   Secret:   CHS;    W-X.   Salem, Winst.  n  26.0 
Mr.  Adams  &  Eve;  NBC;  Sa-N;  Salem  22.2 
People  Are  Funny;  NBC;  Sa-N;  Salem  20.5 
Phil  Silvers;  CBS;  Tu-X;  Camel  28.5 
Wire   Service:    .\l\f :    M-X:   Camel  9.1 
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Billboard 
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ocmcnt 

Rooms 

In  BILLBOARD'S  19th  Annual  Promotion 
Competition,  a  distinguished  board  of 
advertisers  and  advertising  agency 

judges  selected  KWTV,  Oklahoma  City, 

as  BEST-IN-THE-NATION  for  promotion 

of  locally-produced  programs  in  mar- 
kets of  one  and  two  stations. 

KWTV  was  the  only  Oklahoma  station 

whose  promotion  was  honored  with 
an  award 

KWTV's  award-winning  promotion  was 
a  public  service  project  which  sent 

newsman  Bruce  Palmer  to  92  European 
installations  to  interview  Oklahomans 

in  the  Armed  Forces.  He  made  1  3  pro- 
grams out  of  the  footage.  Before  each 

program  relatives  and  local  papers 
were  notified 

In  Oklahoma  .  .  . 

KWTV 
Your  Best  Buy  for 
Better  Promotion! 

"Bruce  Palmer  Reports  from 

Europe"  was  a  tremendous 

undertaking,  hut  we'd  do  it  all 
over  again  for  the  satisfaction 

and  happiness  it  brought  to 
thousands  of  Oklahomans. 

The  publicizing  of  "Bruce  Palmer 
Reports  from  Europe"  was  just 
one  of  many  projects  undertaken 

by  KWTV's  full-time  promotion 

department.  Be  sure  you're  getting 
"promotion  proved"  service  for 
your  clients  and  their  products- 
choose  KWTV  .       Oklahoma  City. 

nro 
OKLAHOMA   CITY 

EDGAR  T.  BELL — Eiecutite  Vice  President 

FRED  I    VANCE— So/«i  Manager 

MONTEZ  TJADEN — Promotion  Director 

O 

»epr,f*nr«d  national!,  by     A VER Y - KNODEl 

Many   a  Heart   ii   Happy,      the   story  or 

8ruce   Palmer   Reports    from   Europe        • 
callable    on    request 

SPONSOR 8  jink   1957 



DAYTIME C  O P  A 

SUNDAY 
ABC  CBS NBC 

ABC 
MONDAY 

CBS  NBC 

TUESDAY 
ABC  CBS  NBC 

Lamp    Unto   My 
Feet 

tuat 

Carry    Moore 
II    Soup 

Lever    Bros 
alt 

Bird   &   Son 

Home 

partlc 
10-11 

Carry    Moore Hoover 

Best    Fonds 

(Usl    ■ 

Home 

partlc 

Look   Up  &  Live 

lust 

Arthur    Codfrey 
Stand  Brands 

Stand  Brands 
Home 

Arthur    Codfrey 

Mutual   of   Omaha 
Home 

UN    In 
Action 

sust 

Bristol-Myers 
Bristol-Myers Price   Is  Right 

sust 

Kellogg 

Plllsbury 

Price  Is  Right 

sust 
Camera  Three 

sust 
Strike     It     Rich 

Colgate 

Truth   or 

Consequences 
sust 

Strike    It    Rich 
Colgate Truth  or 

Consequences 

sust 

Let's   Take    Trip aust 

Wild  Bill  Hickok Kellogg 

Valiant   Lady 

Stand  Brands 

Love  of   Life 
Ainer  Home  Prod 

Tic    Tac    Dough 

P&G    alt 
Church  &   Dwight 

Toni    alt   P&G 
■SearcrT  for 

Tomorrow 
P&G 

Cuiding  Light 
P4Q 

It  Could  Be  You 
sust 

Amer    Hnme    Prod 
alt    P&G 

Valiant   Lady 

Wesson  Oil 

Love  of   Life 
Amer  Home  Prod 

Search   for 

Tomorrow 
P&G 

Tic   Tac    Dough 

Stand    Brands P&G 

It    Could    Be    Yoi sust 

Cuiding  Light P&G 

Alberto  Culrer alt  P&G 

Heckle  &  Jeckle 
sust 

Frontiers  of 
Faith 

sust    (last    6/16) 
Effective  6/23 

No  net  service 

News 

(1-1:10)  sust 

Stand  Up  &  Be 
Counted 

  susl   

Close-Up 
co-op 

News 

(1-1:10)  aust 

Stand  Up  &   Be 
Counted 

sust 

Close-Up 
eo-op 

No    net   service As  the  World 
Turns 
P&G 

Club  60 
co-op 

As  the  World Turns 

P&G 

Club  60 

co-op 

No    net    service       No  net  service 
Our  Miss  Brooks 

sust 

Club  60 

lenn   brnie 

Sust/Br  &  Wmsn ,li  Toni  '  last  6  24) 

Bride   &   Groom 
7    1    start  i ,    sp    tba 

Our  Miss  Brooks 
Best  Foods 

alt   sust 
Club   60 

No   net   service 

Mr.  Wizard 

sust (last  6/16) 
Effective  6/23 

No  net   service 

Art  Linkletter 
Stand  Brands 

Campbell  Soup 

Art  Linkletter 

Kellogg 

Pill-h     list    6/4) 

Tenn   Ernie Hast    6/25) 

Stand    Brands 

Bride  &  Croom 

1 7  i  start  i   si>  tbi 

Youth  W  T   Know 
ust  alt  Am  Forum 
sust:    (last   6/16) 

Effective  6/23 
No  net  service 

No  net  service 
Afternoon    Film 

Festival 
(3-4:30) 

partlc 

Big   Payoff Colgate 

Matinee 

(3-4) 

partlc 

Afternoon    Film 

Festival 
(3-4:30) 

partlc 

Big   Payoff 
Colgate 

Matinee 

(3-4) 

partlc 

No  net  service        No  net  service 

Zoo   Parade 

sust  (last  6/16) 
Mr.    Wizard 

Ust  (6/23  starts) 

Afternoon    Film 

Festival 

Bob  Crosby 

sust 

Gerber    alt 

sust 

Matinee 
Afternoon    Film 

Festival 

Bob  Crosby 

Wesson    Oil Matinee 

Best    Foods 

College  News 
Conference 

(last  6/16) 

Face  The  Nation 

SUst 

W   W   World 

Gen.    Mot. 

(6/9,   4-5:30) Youth   W  T   Know 

alt  Amer  Forum 
ust    (6/23    start) 

Afternoon    Film 

Festival 
Secret   Storm 

Amer   Home   Prod 

No  net  service 
World    News 
Round  Up 

sust 

Project   20 

(4-5,    6/16)    sust 
Zoo  Parade 

(6/23   start)    sust 

No    net    service 

Brighter    Day 
P&G 

uc-en    for    a    Day 

Amer   Home  Prod 

Toni  alt  Brown 
&    Williamson 

Afternoon    Film 

Festival 

Edge  of  Night 
P&G 

Brighter   Day 

P&G 

Secret  Storm 
Amer  Home  Prod 

Queen  for  a  Day 

Stand  Brands 

Borden 
alt    Stand   Brands 

odern   Romances 
Sterling   Drug 

No    net    service Edge  of  Night 
P&G B 

odern  Romances 

Culver   all 
Sweets   Co 

College  News 
Conference 

(6/23   start) 

sust 

Open   Hearing 

sust 
1(6/16    only,    5-6) 

Odyssey 

sust 

(5-6) i.i. t   6    16) 

Topper   (6  16) 
alt    uks.    "i  5  30) 
Frontiers  of 

Faith 
G/23  start)    sust 

Odyssey 

sust 

Mickey     Mouse 
Club co-op 

co-op 

Comedy  Time 
Wesson  Oil (last  6/3) 

Mickey  Mouse Club 
co-op 

Outlook 
sust 

Coca  Cola 

Miles  alt 
Minn  Mining 

  Armour   

B.    F.    Goodrich (last  6/4) 

Carnation    (6/11) 

Comedy   Time sust 

HOW  TO  USE  SPONSOR'S 

NEW  NETWORK  TELEVISION 

COMPARAGRAPH  AND  INDEX 

The  network  schedule  on  this  and  following  pages  (62.  63) 

includes  regularly  scheduled  programing  on  the  air  between 

8  June  and  5  July  (with  possible  exception  of  changes 

made  by  the  networks  after  presstime).  Irregularly  sched- 

uled programs  to  appear  during  this  period  are  listed 

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

grams not  listed  are  as  follows:  Tonight,  NBC,  11:30-12:30 
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J  G   R  A   P  H 8   JUNE- 5    JULY 

NESDAY 

us NBC 

Home 

panic. 

•    ■  Home 

Price  Is  Right 
fUlt 

Truth  or 

Consequences 
•utt 

Law 

THURSDAY 

ABC  CBS  NBC 

Cirry    Moot 
Nettle    in    MM 

Hwitl    III 

•It    i 

Arthur    Codfrcy 

tiro     I     --U 
Scott  Pipei 

Home 

pirtlr 

Home 

Price   U  Right 

•uit 

II    Rich ■III 

Valiant    L»«r 

Truth   or 

Consequences 

•ust 

ABC 

FRIDAY 

CBS 
NBC 

Cm.    Moore 

••  OlaM 

•It    Mil 

John**)    A    Johnaon 

Home 

t>«rtle 

Home 

<T    (It 
I'lltl     fl.tr    Gl> 
SJ.lry     | Price  Is  Rich! 

Strike    It   Rich 

-«if 

Truth  or 

Consequences 

suit 

Yalta  n  I   tJtlT 

SATURDAY 

ABC  CBS  NBC 

'.i.'   "'.i'.'-  Hcwiy  Doodr 

II. k 

Mighty   Mouse 

Susan  s    Show 

Cumby 

l.i-r.     Konll 

•  It 

It    S    A    Hit 

Cipt    Cilljnt 

Tic   Tic   Dough 

•uit 
|',m; 

It  Cosrtd  Be  Yero 
Armour    alt   lust 

Broun    &    VVroson 
•  It    Com    Prod 

Tonl   Ht 
N'Mtl* 

Love    of    Lite 

Search  lor 
Tomorrow PAG 

Tic  Tic  Dough 

Kr.ft 
Minnesota  Mlnlnf •It    P*G 

It  CouW  Be  You 

rati 

Love   ot    Lite 

\      -ii 

Tic    Tic    Dough 

•Uit 

Guiding  Light 
P*0 

Newa 

Welch    alt 

Brlllo 

Search    lor 

Tomorrow 
PAO 

Cuidint;  Light 
PAO 

It  Could  B«  You 

A  mer    1 1 •It   ruit 

Itrlllo     .It 

News- 

Big   Top 

•uit 

True    Story 

i 

Big    Top 

•  .c   Diiry 

r 

Close-Up 
co-op 

Club  60 
co-op 

(1-1:10)   iu.t 

Stand   Up  0   Be 
Counted 

■uit 

Close  Up co-op 

As  the  World 
Turns 

PAO 

Club  60 co-op 

Mil        . 

Stand  Up  0  Bt 

Counted 
rail 

As  the  World 

Turns 
PAG 

Close  Up 

Club  60 
co  op 

Our    Miss  Btuuks 

Lone    Ringer 
No  net  service 

N 

Dizzy    Dean 

suit 

No    net    service 

Club   60 

Tenn   Ernie 

1    Win.n 

Bride  O   Croom 

7  :;  iiart  I     ig  tbi 

Our  Miss  Brooks 
•uit Club   60 

Neitle  lit  iuiI 

Art   Linkletter Kelloag 

Plllibunr 

Johmon    A    Johmon 
ill    lult 

Taon  Ernie 

Out 

lust    U 

Bride   &   Croom 
(7'    itirt).    >p    to 

Art      Linkletter 
I-ever    Broi 

Club   60 

Tenn   Ernie 

Bride   &    Croom 

-tirt) 

r    tba 

Matinee 

(8-41 
panic 

Afternoon    Film 

Festival 
(3-4:30) 

partlc 

Big   Payoff 
Colgate 

Matinee 

(3-4) 

panic 

Afternoon    Film 
Festival 
(3-4:30) 

partlc Bob  Crosby 

Big    Payoff 
Colgate 

Bob  Crosbv 

Matinee 

(3-4) 

partlc 

Matinee 

Afternoon    Film 
Festival 

PAO   (lait  6/27) 

Matinee Afternoon    Film 

Festival 

BrlgKTer   Day         $uccn~for  a~Day PAO  Sunktn    alt 
Mlnne«ot»  Mtnlnf 

alt     sos 
Matinee 

Queen  for  a  Day 

Boplen 

Baseball 

con'tl 

Philip    Morrli 

Baseball  Came         No    net    service 

of   the   Week 

Falitaff  Brewing 
Leo    Durocher's 

Warmup co-op 

Major  League 
Baseball 

C '30 -conch 

R     J      Il»mihi 

K    ipon 

Baseball 

Baseball 

*»  co-op 

Queen  for  a  Day 
r>Wle    Cup    lit 

Sandura 

Borden    alt 

Cam   Prnrl   

Afternoon    Film 

Festival Secret   Storm 

A  mer  II  ■ 

Afternoon    Film 

Festival 
Miles 

Brighter    Day 

  
PAO 

Scc-ct    Storm 

a  mac  H 

A  mer    Home    Prod 
•  It    Corn   PTod BasrMII 

PAO 

Modern   Romances 
Corn    Prod   alt 
Sterling   Drug 

No    net    service         Edge  of  Njgn,  PAO 
I'm".  Modern  Romance 

Kraft 
No  net  service Edge  of  Night 

PAfl 

Mode-n   Romances 
Sterling  Drug  lit 

Corn     Prod 

Mickey   Mouse 

Club 

co-op 

o>    gp 

Belmont  Stakes 

Comedv  Time 
Lever 

Mickey  Mouse 

lub  co-op 
Plllsbury    alt 

Am-Par 

Comedy   Time 
Knft 

Welch    lit    >uat 

Comedy  Time 
suit 

No  net   service 

BrlJtol-Myen 

Pen   Mill. 

Oen    Mtlli 

Five    Star Comedy 

No  net  service 

p.m..  Monday-Friday,  participating  sponsorship;  Sunday 

News  Special.  CBS,  Sunday,  11-11:15  p.m..  sponsored  by 

Pharmaceuticals  Inc.:  Today,  NBC.  7:00-9:00  a.m..  Mon- 

day-Friday, participating:  The  Jimmy  Dran  Show,  CBS. 

7:00-7:45  a.m..  Monday-Friday,  participating:  Captain 

Kangaroo.    CBS.    8:00-8:45    a.m..    Monday-Friday,    9:30- 

10:00  a.m..  Saturday,  participate  I  I'.-.    :    I 
a.m.  and  8:l5-'>:00  a.m..   Monday -Friday. 

Ml  times  are  Eastern   Daylight    Participating   spom 
are  not  listed  because  in  many  cases  thev  fluctuate. 

Sponsors,  CO-sponsors  and  alternate-week  sponsors  are 
shown  along  with  the  names  of  programs.  Agencies,  brands 

i  osts  and  ratings  appear  in  separate  listings  on  pages  ">' 
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3.  NIGHTTIME C  O P  A 
H 
* ABC 

SUNDAY 
CBS 

NBC ABC 

MONDAY 

CBS  NBC 
ABC 

TUESDAY 
CBS  NBC 

The   Last  Word 

lUlt 

Meet  The  Press 

Jotuu  Manvllle 
alt 

■oat 

You   Are  There 
Prudential 

Roy  Rogers 
I     i  |  la  t  6/2) 

Cowboy   Theatre 

(6  9,16,23—6:30-7) 

(6/30    6:30-7:30) 

No  net  service 

D   Edwards 
Brown  &  Wmson D   Edwards 

Whitehall 

Kukla   Mast  5  27 i 
SDorts    Focus 

(6/3  start)   suet 

John    Daly    News 
Genl    Cigar 

fou  Asked  for  It 

Skippy  Peanut 
Butter 

Lassie  77th   Ben   Lancers 

Campbell  Soup       p   Poodi    i  laslO/23) 
Cowboy   Theatre 

sust 

Hollywood 
Film    Theatre 

partlc 
(7:30-9) 

Champion  alt  Benny 
(last  6/16)  Circus  Boy 

My  Fav  Husband        Reynolds   Alum 

(6/23   start) Amcr   Tobac 

No  net  service 

D    Edwards Brown  &  Wmson 

Kukla   Hast  5  28) 

Sports   Focus 
C8    1    -larl)    sust 

No   net   service 

....       .  Robin  Hood Wire   Service         jormson    &    Jhsn K.   J.    Reynold.  alt   wudroot 

Nat  King  Cole 

sust News 

American   Can 
alt    sust 

John    Daly   News Genl  Cigar 

Cheyenne 
Gen   Electric 

(alt   wks 7:30-8:30) 

D    Edwards Whitehall 

KuTl"
 

St 

_i 

Johri 
G 

|  Wint— I..M   Ilwe 
Name   That   Tune  i  la-i  6 Wlillehall  all         Valli  Wrus   | 

C Kellogg 

Steve    Allen i  h  icketl 

Greyhound, 
Polaroid. 

Pharmacraft 

Phil  Silvers 

P&G 

alt 
B.  J.  Reynolds 

(last  6/18) 

News 

sust 

Hollywood 
Film    Theatre 

Ed  Sullivan 
Lincoln-Mercury 

(8-9) 

Wire   Service 
Miller  Brewing 

alt   sust 

Burns    &    Allen 
Carnation    alt 

Goodrich 

Hollywood 
Film    Theatre 

Ed    Sullivan 

Steve   Allen 

(8-9) ,11    7/14 

l'hartn    '  i    hi  * 

Voice  of  Firestone Firestn    (last  6/10)         Ta|ent  Scouts 
Bold   journey  Upton 
(6/17   start)  aU    Tonl 

Kalstun-Purina 

Sir  Lancelot 
Amcr  Hume  alt 

Lever    Bros 

(3  wks  In  4) 

Wells  Farga-G  F. 
Lew    Howe    ' !-!-' 6/251     Valli     & 
Williams    (7/2) 

(S-9  ::si>  i     Hancock 

Conflict 

Chesebrough- 
Ponds 

(alt  wks 
7:30-8:30) 

A.    Murray  Party 

(laat  6/25) Loretta  Young 

(7/2    start) 

I*uri-x  alt   Bpeldel 

Wyatt  Earp 

Gen    Mills 
alt  P&G 

Private 
Secretary 

Lever  alt  SheafTer 

Panic 

LAM    alt 

Mas    Factor 

Iv  Playhouse 

Goodyear    alt 
Alcoa 

Broken  Arrow OB  (last  5/21) 

Assoc  Products 

(5/28  start) alt  Miles 

Amateur  Hour 
Pharmaceuticals 

(9-10) 

C.   E.  Theatre 
Gen   Electric 

Press   Conference 
Corn  Prod 

I   Love  Lucy 

(last  6/24) 
Whiting  Cirls 

(7/1     start  l P&G  alt  G  Foods 

Twenty-One Pharmaceuticals 
To  Tell  The 

Truth 
Pharmaceuticals 

Dec  Bride   RotTT  Montgomery 
Cavalcade  Theatre 
DuPont    (last    6/4) 

Telephone  Time 

Bell 
(6/11    start) 

Jane   Wyman 
(last  6/25) 

Meet    McCraw 

(7/2  start) 

OzZI 

Amateur  Hour 

Hitchcock 

Theatre 

Rristol-Myers 
Tv  Playhouse 

Welk  Top  Tunes 

New    Talent 

Dodge-Plymouth 
(9:30-10:30) 

G   Fds    (last   6/24) 

R.    Diamond 
Priv   Detective 

(7/1   start)    G   Fds 

C.  Johnson  all 
Mermen  (last  6/24) 
A.  Murray  Party 
Hr-My    (7/1   start) 

Red  Skelton 

(last  6  J",  i 

Spot    Playhouse 7/2   start) I'd   M   alt  80  John 

Circle  Theatre 
Armstrong 

(alt    w,    9:30-10:30 
(last    6/11) 

(6/25   tba) 

For<  he 

Mike    Wallace 
Philip   Morris 

$64,000 Challenge 
Revlon  alt 

P.    Lortllard 

Loretta  Young 

(last  6/30) 
The  Web 

(7/7  start) P&G 
Welk  Top  Tunes 

Studio  One 
Westinghouse 

(10-11) 
7/1 
tba 

It's  Polka  Time 
co-op 

$64,000 

Question 

Revlon 

Kaiser    Alum    Hr 
Kaiser   Alum 

(alt  w.  9:30-10:30) (last   6/18) 

(6  25,    tba) 

Wi   , 

It! 

Jltl 

What's  My  Line 

Sperry-Rand 
alt  H  Curtis 

No    net   service 

(eft  6/10) 

Studio  One 

Summer 
Theatre 

Westnghse     (10-11) 

Spike   Jones L&M 
No  net  service 

4.  ALPHABETICAL   PROGRAM   INDEX 

Sponsored  Nighttime  Network  Programs  6-11  p.m. 

PROGRAM COST SPONSORS    AND    AGENCIES 

Adventure  Theatre:  A-F 
Amer  Tobacco,          ;   alt   R. 

Hudnut,       (6  15  start  I 

Steve  Allen  Show:  V-L $  63,000 Drackett,  Y&R  ( V3  hr  6  91;  C:e/- 
hound,  Crey;  Polaroid,  D.  D.  Bern- 
bach  ( i'3  hr  6  9,  6  231  ;  U.  S. 
Time,  Peck  Uasr  6  16);  Pharma- 

craft. JWT  e3  hr  6  23,  6  30;  eft 
7/14—1/2  hr) 

Amateur  Hour:  V-L 23,000 Pharmaceuticals,   Kletter 

Red  Barber's  Corner:  Sp-L 
3,000 State  Farm   Ins,  NLB 

Beat  the  Clock:  Q-L 
18,000 Hazel   Bishop,  Spector 

Jack  Benny:  C-L&F 
65,000 Amer  Tobacco,   BBDO 

Big  Story:  Dr-L&F 
33,000 Amer  Tobacco,  SSCB;  Ralston  Purina, 

Gardner    (last  6  28) 

Blondie:  Sc-F 37,500 Nestle,  B.  Houston;  Toni,  Tatham- 
Laird,  C.  E.  Frank 

Bold  Journey:  A-F 8,000 Ralston    Purina,   CBB 

Jim  Bowie:  A-F 32,000 
Amer   Chicle,    Bates;    Chesebrough- 

Ponds,    Mc-E 
Broken  Arrow:  A-F 

31,000 Cen    Elect    Hast    5  21),    Y&R;    Miles, 
Wade;   Asso   Products. 
(5  28   start) 

Buccaneers:  A-F 24,000 Sylvania,    |WT 

Burns  &  Allen:  Sc-F 33,000 Carnation,   Wasey;   Goodrich.    BBDO 

PROGRAM COST SPONSORS    AND    AGENC  i 

114,000 
Babbit,    DFS;    Benrus,    L&N,   Kno  -k 

Mogul;  Quaker  Oats,   NLB;  Wm 

Oil,    Fitzgerald 

35,000 

Gillette,    Maxon 
41,000 

Amer  Tobacco,   BBDO 

90,000 Cen  Elect.  Y&R,   BBDO  &  Crey 
40,000 

Armstrong  Cork.   BBDO    (last  6  1 

34,000 

55,000 

Reynolds     Alum,     Clinton     E.     F  k, 
Buchanan 

Chrysler,    Mc-E 108,000 

90,000 

Cold  Seal,  North;  Kleenex,  1; 
Noxzema,  SSCB;  RCA,  K&E;  H 

Stamps,  SSCB;  Sunbeam,  Perrin-I  I (last  6  8) 

Chcsebrough-Ponds,    )WT   &    Mc-I 

38,000 
31,000 

Campbell    Soup,    BBDO;    Lever  Bro 
BBDO 

Chevrolet,  Camp-Ewald 

36,000 Colgate,    Brown;    R.   j.    Reynolds,    r 

6,000tt 

Du    Pont.    BBDO;    General   Cigar,  '■ 
Kellogg.    Burnett     (7  3    start'    3     s tba 

*  Color  show,  (L)  Live,  (F)  Film,  ttCost  is  per  segment.  List  does  not  include 
sustaining,  participating  or  co-op  programs — seo  chart.  Costs  refer  to  average  show 
costs  including  talent  and  production.  They  are  gross  (include  15%  agency  com- 

mission).   They  do  not  include  commercials  or  time  charges.    This  list  covers  period 

Caesar's  Hour:  V-L  (last  5/25) 

Cavalcade  of  Sports:  Sp-L 

Marge  &  Cower  Champion 

V-L&F 

Cheyenne:  A-F 
Circle  Theatre:  Dr-L 

Circus  Boy:  A-F 

Climax:  Dr-L 
*  Perry  Como:  V-L 

Conflict:  Dr-F 

Joseph  Cotten  Show :  Dr-F 

Crossroads:  Dr-F 

Bob  Cummings  Show:  Sc-F 

John  Daly  News:  N-L 
\  ic  Damone  Show  :  V-L 

of  8  June   thru   .">   .Inly.      Program   types   are   indicated   ;o  follows:       \      Advcs. 
I  An  )    Audi,  -in  c    Participation,    i('>    Comedy,      I  >  ■    Documentary. 
Interview,    I .'  |    Juvenile,    (M)    Misc.,    (Mu)    Music,    (My)    Mystery,    <N 
(.iiii/,    i  si    Serial       -       Situation  Corned]     (Sp)    Sports,    (V)    Variety 
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(.GRAPH 8   JUNE     5   JULY 

if NESDAY 
NBC 

THURSDAY 

ABC  CBS  NBC 

FRIDAY 

ABC  CBS  NBC 

SATURDAY 

ABC  CBS  NBC 

r«icc 

D    Edwards 
•ball 

D    Edwards 

•It     li     I 

Kukla  'last  5  30) 
Sports   Faeut ,  Kf>ice 

( j-dt 
John    Daly    News 

No    net    service 

D   Edwards 
Wl.tt.hall 

rum  wit  b  i\ I  acus 

D   Edwjrdi 

iohn    Oily    News         ill     H     I 

Helen    O'Connell 

Kill 

Lone  Ranger 

0«n   M Ilia    all 
Sulft 

Sgt.    Preston 

Dmih    Shore 

News 

Sparry    Rand 

Rm    Tin    Tin 
NabllOD 

Beat  the  Clock 
ll     B 

H.  I.  n    O  Conncll 

■  uit 

New* 

MUM 

This    It 
Cikn    Drake 

Famous    Film 

•  «jl 

Tonight 

Buccaneers 

People  Art 

Funny 

H     J      I! 

Circus    Time 

partlr 

(lilt  ■ 

Circus    Time 

Bob  Cummings 
('"lull     ill 

Chm  i  . 

(S  30  9:30. 

You    Bet    Yr   Lite >    tit 

Tonl 

Dragnet 
1-1 M    ill    Schick 

|im    Bowie 

West  Point 

Pondi 

Crossroads l^ivrmlft 

Zane  Crey 

ill     Ford 

Blondie Timl    •!( 
Naall* 

Life  of  Riley 

■  on 

I,    all l 

Introducing  lackie  Clcason 

Th. 

United    Kingdom        |immy    Durante 

Billy  Craham 

Corr.o 
Julius  La  Rosa 

Branfell 

i   The 

Money 

Uilaiy  of   Stars 

Pabst    Th 

■I  aire  Kraft  Theatre 
Kraft    |9-10> 

Danny  Thomas 
ir    alt 

Klmberly  Clark 

Bold   Journey 

Climai People's  Choice 

.  |    I'm; 

Hun*       Mr    Adams  &   E».     I<»  Cotton   Show 

I     all It    J     lUynolda 

5«crct      Kraft  Theatre 

Ralston  I'urlna 

(last Compass 

:i  »ki   In  41 

Lawrence   Welk 
D  dga 

(9-10) 

Cale  Storm 
Nellie   all -    Curtl* 

Playhouse   90 
Amer  Oat alt 

Bristol    Myers 

Ford   Show 
The  Vise 

Strrllni    Druf 
Schhfz 

Playhouse Sciillu 

Big   Story ilaat 

Big    Moment 

S  R  O   Playhouse 

Lawrence   Welk  *  •"    •■ 

Color  Carm.al 

el  Hr  This    Is 
Your  Life 

J
O
 
 

11)    
       

       
 VfcC.

 

Fox  Hr  
  N°  

 nct  
 servi

" 

oil)
 

 
 

Telephone    Time 

Ball 

Focus 

Playhouse  90 

I'hlltf 

alt 

Brlstnl    Myers 

Playhouse  90 

nut 

Lux    Theatre 
I.erer    Broa 

(10  111 

Lux  Theatre 

Date   With 
The  Angels 

I'lyr: 
Line-Up ■    llrmrr. 

A    Wllllamion 

I- 

Pantomime   Quiz 

Chevy   Show 

Cavalcade  of 

Sports Gillette 

(10  cnncll 

Red   Barber St    farm    Ins 

Ozark    jubilee 
.\m   (Tilde 

alt 

Williamson  Dlcki* 

Ozark    Jubilee 

co-op 

Cunsmokt i-sv    alt 

iti-.  I 

Two   For   The 

Money 

|immy    Dean 

  -■■ 

Ceo   Cobel Arwur   alt   Pa« 

Hit    Parade 

Jj_]   !   

PROGRAM COST 

ue  With  the  Angels:  Sc-F 
■cember  Bride:  Sc-F 
>neyland:  M-F 

t:    My-F 
jPont  Thealre:  Dr-F 
mmy  Durante:  C.-L 

it!  Earp:  A-F 
>ug  Edwards  News:  N-L&F 

ither  Knows  Best:  Sc-F 
>rd  Show:  V-L 
>rd  Theatre:  Dr-F 

.  Theatre:  Dr-F 
mi  Step:  Q-L  (.last  5/29) 
ckie  Gleason:   V-L 

Ktfrey's  Scouts:  Y-L 
\rtbur  Godfrey  Time:  V-L 

?orge  Gobel:  C-L 
insmoke:  A-F 

itchcock  Presents:  My-F 
ibin  Hood:  A-F 

Love  Lucy:  Sc-F 
re  Got  a  Secret :  Q-L 

[ones:    Mu-L 
aiser  Alum.  Hour:   Dr-L 
<raft  Tv  Theatre:  Dr-L 
h  Club  Plavhouse:   Dr- 
ukla.  Fran  &  Ollie:  J-L 

38.000 

28.000 

75.000 

37.000 

37.000 

18.000 

30.000 

9.500+t 

38.000 

33.000 

36.000 

45.000 

23.000 

102.500 

28.000 

38.000tf 

45.000 

38.000 

34.000 
28.000 

52.000 

24.000 

35.000 

58000 
34.000 

9500 

SPONSORS    AND    AGENCIES 

Plymouth,   Crant 

Ccn    Foods.    BOB 

Amcr.  Motors.  BFSD  &  Ccycr:  Amcr. 

Dairy.   Camp-Mithun :    Derby.    McE 
L&M,   Mc-E:  Schick.  W&L 

DuPont.   BBDO     last  6  4i 

P     Lonllard.   L&N    '6  29   start' 

Ccn    Mills.    DFS:    P&C.    Compton 

Whitehall.  Bates.  Brown  &  Wmson. 

Bates:    Hazel    Bishop.   Spcctor 

Scott   Paper.   JWT 

Ford,    JWT 

Ford,    |WT 

Cen    Elect.    BBDO 

Ccn    Mills.    BBDO 

P     Lonllard     L&N      last    6  22' 

Lipton.    Y&R;   Tom.    North 

Amcr  Home  Prod.  Y&R;  Bristol- 

Myers.  Y&R;  Kellogg.  Burnett;  Pills- 
bury      Burnett       last    6  26 

Armour.  FCB:   Pet  Milk.  Cardcner 

L&M.  DFS;  Sperry  Rand  1  wk  in  4>. 
Y&R 

Bristol-Myers.   Y&R 

Johnson  &  Johnson.  Y&R;  Wildroot. 
BBDO 

Cen    Foods     Y&R;    P&C.    Crey 

R.   |     Reynolds.   Esty 

L&M.    DFS 
Alum     Y&R 

Kraft.  JWT 

Mogen  David    Weiss 

Cordon   Bkng     A.cr 

last    6   18 

5  31   start' r    co-op 

PROGRAM 

Juliii-  I  aRosa i  \  I 

•:    A-L 

•Life  of  Riley:  Sc-F 

Line-Up:  My-F 
lone  Ranger:  A-F 
•Lux  Video  Theatre:  Dr-L 

*  Masquerade  Party :  I  \  I 
Meet  McGraw     M)  \  I 
Meet  the  Preaa:  1  L 

Millionaire:   Dr-F 
•Robert   Montgomery:   Dr-L 

Mr.  Adams  &  Eve:  Sc-F 
*  \rtliur    Mnrr.is     Part]  i    \   I 
M\   1  ivorite  Husbai 

Name  that  Tune:  Q-L 
Viw    Log:   Dr-F 

NBC  Newi    N  1 

O/ark  Jubilee:  V-l 

8  Harriel     5 

My-F 

Panic:    Dr-F 
Panto  Quia    Q-l 

Funny:  Ml 

COST  SPONSORS    AND    AGENCIES 

Cold   Seal     North     S&H   Stamps    SSCB 

Noxzcma.    SSCB      Sunbeam 
Paus        RCA      &      Whirlpool       K&E. 

Kimbcrly    Clark      FCB       6   15    start 

34.000  Campbell    Soup     BBDO 

32.000  Culf   Oil     Y&R       Ictt   6  14  alt 
Bros     BBDO 

31,000  Brown   &   Wm  son     Bates     P&C.    Y&R 

24,000  Ccn    Mills     DFS     Swift     Mc-E 

43.000  Lever    Bros.    )WT 

22.000  Knomark     E     Mogul     6  12    6  26' 

33.000  P&C     Benton   &    Bowles     7   12   start 

7.500  lohns  Manville.    |WT.   alt  wks  open 

32.000  Colgate.   Bates 

52,000  S     C     lohnson     NIB     Mcnncn   C-- 

i  24 

41.000  Colgate.    L&N;    R.    J     Reynolds.    Esty 
••  Purex.    E     H     Weiss     Spc'del.    NC&K 

•   Tobacco  6  23   start 

23.000  Kellogg     Burnett     Whitehall.    Bates 

32,000  Amer    Tobacco      SSCB;     US      Rubber. 
F     D    Richards 

9.500^'  American  Can    Compton:    Miles  Wade; 

Sperry   Rand     TW 1    seg  &    I    alt   veg   open 

18.000  Amer       Ch.clc         Bate,         Williamsoa- 

D.ck.e     Evans     alt   wks    10-1030)  : 

co-op  10:30-11 Eastman  Kodak.   |WT 

15.000  Pabst     Burnett      6  22    start 

36.000  L&M     MC   [     Max    Factor     DOB 

r  Oil    I    Katz    Ham    Cairp-Mithun 
Time-Life     Y&R      7   15    start 

H  MM  R     |     Reynolds.    Esty:   Tom.    North 

•Talent  and  production  cost*  are  carried  by  A  Murray. 

63 
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lnd6X    continued Sponsored   Nighttime  Network  Programs  6-11  p.m. 

PROGRAM COST 

People's  Choice:  Si 
Per-      to  Person:  I-L 

Playhouse  90:   Dr-L&F 
Press  Conference:  LL 

Private  Secretary:  Sc-F 
Kin  Tin  Tin:  A-F 

Roy  Rogers:  A-F 
SchliU  Playhouse:  Dr-F 
77th  Bengal  Lancers:  A-F 

(last  6/23) 
Phil  Silvers  Show:  Sc-F 

*Sir  Lancelot:  A-F 

Sgt.  Preston:  A-F 
*  Dinah  Shore:  Mu-L 
$64,000  Challenge:  Q-L 
$64,000  Question:   Q-L 
•Red  Skelton:  C-L&F 

S.R.O.  Playhouse:  Dr-F 
(5/11  start) 

Gale  Storm  Show:  Sc-F 

Studio  One:  Dr-L 
Studio  One  Summer  Theatre: 

Dr-L 
Ed  Sullivan  Show:  V-L 
Sunday  News  Special:  N-L 
Telephone  Time:   Dr-F 
This  Is  Galen  Drake:  V-L 
This  Is  Your  Life:  D-L 

34,000 

34,000 

117,000 

8,500 
36,000 

32,000 

32,000 

36,000 
41 ,000 

41,000 

24,000 

32,000 

22,000 

32,000 
32,000 

48,000 

11,500 

39,500 

55,000 

55,000 

69,000 

9,500 
31,000 

15,000 

52,000 

SPONSORS    AND    AGENCIES 

Borden,    Y&R;    P&C,    Y&R 

Amer    Oil,     J.     Katz;     Hamm,     Camp- 
Mithun;  Time-Life,  Y&R  Hast  6  28i 

Amer  Cas,  L&N;   Bristol-Myers,  BBDO; 
Philip   Morris,   Burnett 

Corn   Prod,  C.   L.   Miller 

Lever,   OB&M;   Sheaf fer,   Seeds 
Nabisco,    K&E 

Cen    Foods,    B&B 
Schlitz,  JWT 

Cen   Foods,   Y&R 

R J.     Reynolds.     Esty 

Lever   Bros, 

P&C,    Burnett 
Hast    6  18) 

Amer   Home   Prod,    Bates 

SSCB 
Quaker   Oats,   WBT 

Chevrolet,    Camp-Ewald 
P.   Lorillard,   Y&R;   Revlon,   BBDO 
Revlon,   BBDO 

S.  C.   lohnson  FCB;  Pet  Milk,  Cardner 

Hast  6  25 » 
Whitehall,  Bates;  Helene  Curtis,  Lud- 

gin 

Nestle,     B.     Houston;     Helene    Curtis, 
Weiss    &    Geller 

Westinghouse,    Mc-E    I  last  6/3) 

Westinghouse,   Mc-E    16  10  startl 

Lincoln-Mercury,    K&E 
Pharmaceuticals,    Kletter 
Bell,  Ayer 

Best   Foods,  Guild,   Bascom  &  Bonfigli 

P&C,  B&B 

PROGRAM 
COST 

Danny  Thomas:  Sc-F 36,000 

Those  Whiting  Cirl-:  Sc-F 

To  Tell  The  Truth:  Q-L 
22,000 

Treasure  Hunt:  Q-L 

21,000 

•TV  Playhouse:  Dr-L 
52,000 

20th  Century  Fox:  Dr-F 

110,000 

Twenty-One:  Q-L 
30,000 

U.S.  Steel  Hour:  Dr-L 58,000 

The  Vise:  Dr-F 
19,500 

Voice  of  Firestone:  Mu-L 

24,000 

Mike  Wallace:  I-L 
15,000 

Wednesday  Fights:  Sp-L 
45,000 

Lawrence  Welk:  Mu-L 
14,500 

Welk  Top  Tunes:  V-L 

16,500 

Wrells  Fargo:  A-F 
38.500 

West  Point:  Dr-F 
40,000 

What's  My  Line:  Q-L 
28,000 

Jonathan  Winters:  C-L 

12,500 

Wire  Service:  Dr-F 

77,000 

Jane  Wyman  Show:  Dr-F 
27,000 

You  Are  There:  Dr-F 37,000 

(5/12  start) 
You  Asked  For  It:  M-F 

14,000 

You  Bet  Your  Life:  Q-F 
51,750 

Loretta  Young  Show:  Dr-F 
40,000 

Your  Hit  Parade:  Mu-L 
46,000 

Zane  Grey  Theatre:  Dr-F 45,000 

SPONSORS    AND    AGENCIES 

Armour,    FCB;    Kimberly-Clark,   FCB 

Cen   Foods,   Y&R;  alt   P&C,  Cray   17  ] 

start) 
Pharmaceuticals,    Kletter 

Mogen    David,    Weiss    &    Geller    i  last 

5  24) 
Alcoa,    Fuller,    Smith    &    Ross;    Cood- 

year,  Y&R 
Revlon,   C.    J.    LaRoche 
Pharmaceuticals,   Kletter 

U.S.   Steel,   BBDO 

Sterling    Drug,    DFS 
Firestone,      Sweeney     &      James     <  last 

6  10) 
Philip    Morris,    Ayer 

Mennen,  Mc-E;  Miles,  Wade  left  6  5' 

Dsdge,   Grant 
Dodge   &   Plymouth,   Crant 
Amer    Tob,    SSCB;    Cen    Foods,    Y&R 

Cen  Foods,  B&B   ieff  7  5  alt  sustl 

Helene    Curtis,     Ludgin;    Sperry-Rand 
Y&R 

Lewis-Howe,   DFS 

Miller     Brewing,     Mathiesson;     R.     J 
Reynolds,  Esty;  V4  sust 

P&C,  Compton  Hast  6  25' 
Prudential,    Reach,    McClinton 

Skippy  Peanut  Butter,  CBB 
DeSoto,  BBDO;  Toni,  North 

P&C,   B&B  &  Compton 

Amer   Tobacco,    BBDO;    Warner   Hud- 

nut,    SSC&B 
Ford,  JWT;  Cen   Foods,   B&B 

Sponsored  Daytime  Network  Programs  7  a.m. -6  p.m. 
PROGRAM 

As  the  World  Turns:  S-L 
Baseball   Game   of  Week: 

Sp-L 
Big  Payoff:  Q-L 

Brighter  Day:  S-L 

Capt.  Gallant:  A-F 

Comedy  Time:  Sc-F 

Bob  Crosby:  V-L 

Detective  Diary:  A-F 
Edge  of  Night:  S-L 
Five  Star  Comedy:  J-L&F 

Fury:  A-F 
Arthur  Godfrey: V-L 

Guiding  Light:  S-L 
Gumby:  J-L 
Howdy  Doody:  J-L 

It  Could  Be  You:  Q-L 

Art  Linkletter:  V-L 

Love  of  Life:  S-L 
10,000  wk 

Lone  Ranger:  A-F 
18,000 

Major    League    Baseball: 

Sp-L 
Medical  Horizons:  D-L 22,000 

Mickey  Mouse  Club:  J-F 5,040  to 6,300ft 

COST 

$  3,400ft 

6,000ft 

10,000  wk 

31,000 
rerun 

3,150tt 

8,000 
17,000  wk 

6,000 

33,000 4,150ft 

10,000  wk 
3,500tt 

24,000 

3,000ft 

4,000ft 

SPONSORS    AND   AGENCIES 

P&C,    B&B 

Falstaff    Brewing,    DFS;    Amer    Safety 

Razor,  Mc-E;    Philip  Morris,    Burnett 

Colgate,   Houston 

P&C,  Y&R 

Heinz,    Maxon 

Kraft,   JWT;   Lever,   BBDO;  Welch,  R. 
K.      Manhoff;     Wesson,     Fitzgerald 

Hast  6  3);  6  segs  &   1    alt   seg  open; 
1   seg  co-op 

Best   Foods,    DFS,   Ludgin    Hast   6  25 1; 
Gen  Mills,  Knox-Reeves  Hast  5  51  )  ; 

Cerber,  D'Arcy;  P&C,  Wesson,  Fitz- 
gerald; SOS,  Mc-E;  Swift,  Mc-E,  Toni, 

North;    P&C,    B&B     Hast    6  27);    4 
segs  &  2  alt  segs  open 

Sterling   Drug,    DFS,    Jfc    spon 

P&G,    B&B 

Joe  Lowe  Corp,  Paris  &  Peart 

Cen   Foods,   B&B;   Borden,  Y&R 

Bristol-Myers,  Y&R;  Florida  Citrus, 
B&B  i start  5/28);  Cen  Foods,  Y&R; 
Kellogg.  Burnett;  Mutual  of  Omaha, 
Bozell  &  Jacobs;  Norwich,  B&B 
Hast  6  25);  Pillsbury,  Burnett; 
Scott  Paper,  JWT;  Sherwin  Williams, 
F&S&R;  Simoniz,  Y&8;  Stand  Brands, 
Bates;  3  segs  open 

P&G,    Compton 

Sweets  Co.,  Eisen 

Cont  Baking,  Bates;  Sweets  Co,  Eisen; 

'/2   open   alt   wks 
Amer  Home  Prod,  Bates,  Ceyer;  Ar- 

mour, T.  Laird;  Brillo,  JWT;  Brown 

&  Wm'son,  Seeds;  Corn  Prod,  C.  L. 
Miller;  Alberto  Culver,  Wade; 
P&C,  DFS;  Welch,  Rich  K.  Manoff; 
3  segs  &  2  alt  segs  open 

Campbell      Soup,      Burnett;      Kellogg, 
Burnett;    Lever    Bros,    BBDO;    Pills- 
bury,   Burnett;   Simoniz,  Y&R;  Stand 
Brands,    JWT;    Swift,    Mc-E;     1     seg 

open Amer   Home  Prod,   Bates 

Cen  Mills,   DFS;  Nestle,   Mc-E 

R.  J.  Reynolds,  Esty,   '4  spon 

Ciba,  JWT 

Amer-Paramount,  Buchanan;  Armour, 
Tat-Laird;  Bristol-Myers,  DCSS; 
Coca  Cola,  Mc-E;  Cen  Foods, 
Carnation,  Wasey  (6/11)  start); 
FC&B;  Cen  Mills,  Knox  Reeves; 
Coodrich,  Mc-E  Hast  6  4);  Mattel, 
Carson  Roberts;  Miles,  Wade;  Minn 
Mining.  BBDO;  Pillsbury,  Burnett; 
SOS,  Mc-E;  8  segs  co-op 

PROGRAM SPONSORS  AND  AGENCIES 

Mighty  Mouse:  J-F 
Modern  Romances:  S-L 

Garry  Moore:  V-L 

Our  Miss  Brooks:  Sc-F 

Price  Is  Right:  Q-L 

Queen  for  a  Day:  Au-L 

Search  for  Tomorrow:  S-L 

Secret  Storm:  S-L 
Strike  It  Rich:  V-L 

Tenn  Ernie  Ford :  V-L (last  6  28) 

Tic  Tac  Dough:  Q-L 

True  Story:  Dr-L 
Truth  or  Consequences:  Q-L 

Valiant  Lady:  S-L 

Wild  Bill  Hickok:  A-F 

20,000 2,700ft 

3,600ft 

3,170tt 
3,000ft 

10,000  wk 

9,500  wk 
15,000  wk 3,500ft 

2,500ft 

18,000 
3,450ft 

10,000  wk 

27,000 

Cen  Foods,  B&B;  Colgate,  Bates 

Alberto  Culver,   Wade;  Corn   Prod,  C. 

L     Miller;     Kraft,     JWT;     Sterling, 

DFS;    Sweets   Co,    Eisen 

Best   Foods.   DFS.    Ludgin    Hast  6  25); 
Bird    &    Son,    H.    Alley   &    Richards; 
Campbell.   Burnett;  Hoover,  Burnett; 

Swift,     JWT,     Mc-E;     Toni,     North; 
3  segs  &  2  alt  segs  open 

Best     Foods,     DFS;     Cerber,     D'Arcy; 
Johnson    &    Johnson,    Y&R;    Nestle, 
Mc-E;    5    segs    open    &    5    alt   segs 

open 
Lever  Bros,  BBDO;  9  segs  open 

Amer  Home  Prod,  Bates,  Ceyer;  Bor- 

den, Y&R;  Brown  &  Wm'son,  Seeds; Corn  Prod,  C.  L.  Miller;  Dixie  Cup, 
Hicks  &  Creist;  Miles.  Wade;  Minn 
Mining,  BBDO;  Sandura.  Hicks  & 
Creist;  Stand  Brands,  Bates;  Sun- 
kist,  FCB;  Toni,  North 

P&C,  Burnett 

Amer   Home    Prod,    Bates 

Colgate,    Bates 

Brown   &   Wm'son,   Seeds;    Dixie  Cup, 
Hicks     &      Creist;      Miles,     Wade; 
Stand    Brands,    Bates;    Toni,    North; 

5  segs  open 
Church   &   Dwight,   JWT;   Kraft,  JWT; 

Minn     Mining,     BBDO;     P&C,    DFS; 
Stand    Brands,    Bates;    Toni,    North; 2   segs  open 

Sterling    Drug,    DFS,    '/2    spon 

Lever   Bros,   BBDO;  8   segs  open 

Cen  Mills.  DFS 
Mc-E;  Stand 
Tatham-Laird; 

2  days  open 

Kellogg.   Burnett 

Hast  ?  ?);  Nestle, 
Brands,  JWT;  Tom, 
Wesson,    Fitzgerald; 

Specials  and  Spectaculars 

Belmont  Stakes:  Sp-L 
•Chevy  Show:  V-L 
*Sat.  Color  Carnival: 

Dr-Mu-L 
Producers"  Showcase: 

Dr-Mu-L 
RCA  Galaxy  of  Stars:  Mu-L 
•Washington  Square:  V-L 

Wide  Wide  World:  M-L 
XA     not   available 

NA 

$145,000 

250,000 

320.000 

80.000 
125.000 

195,000 

Cillette,   Maxon — 6  15 

Chevrolet,   Camp-Ewald — 6  14 

RCA-Whirlpool,       K&E;       Oldsmobile, 
Brother — 6  8 

RCA-Whirlpool,    K&E;    John    Hancock. Mc-E— 6  24 

Breast  O'  Chicken  tuna.  FCB— 6  15 

Helene  Curtis.  Ludgin — 6  13 

Gen.    Motors,    Brother    &    Camp-Ewald 

—6  9 
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5.     SPOT    TELEVISION     BASICS 

(lost    of    using    I\     l.l>.*>    ami 

daylighl  saving  time  chart  are 

highlights  of  this  section 

Cut  togethei  bj  rvB  the  charl  below  on  I.D.  costs  represents  the  first 

findings  ol  .1  special  —[•••!  i\  study.  Othet  data  will  I"-  released  on  dif- 

ferent length  announcements  and  campaigns.  I  "-1-  below  are  based  on  the 

highest  rate  station  in  each  market  but  special  announcement  packages  in 

not  included.  Audiences  are  projected  fi""i  Nielsen  ludimetei  homes  dur- 
ing 1  In-  11-15  February  L957  week.  Ml  time  periods  are  la  al  except  11:30 

p.m.,  which  is  10:30  p.m.  in  the  Pacifii  zone.  Hie  chart  on  the  next  page 

covers  daylight  saving  time  data  in  100  markets,  is  from  NB<    Spot  Sales. 

Cost-per-1,000  "sales  call"  data  tor  users  of  spot  in  l-D.'a  on  13-week  basil 

If  you  spend 
this  much  money 

per  week 

You  cm  deliver 
this  many  sales 
calls  per  week 

In    this 
many    top 

markets 

At 
this    time 
of  day On    these 

days    of the    week 

COST- P  E  R All 

television 
Homes 

-1,000    SALES    CALLS 
Youngest                        Largest 
Housewife                         Family 

Homes                          Homes 

$    1^729 4,008,600 

50 

10:30  a.m. 
M&F(2) 

SI. 18 

- ■ 

5,007 5,1  16,900 

50 

12:30  p.m. 
M&F(2) 

98 

2.8K 

1.07 
5.292 6,539,500 50 4:30  p.m. 

M&F(2) 

.81 

1.79 
2.83 

5.995 4,621,700 

75 

10:30  a.m. 
M&F(2) 1.30 

3.82 fi.322 6,787,100 50 11:30  p.m. 
M&F(2) 

.93 

1.4  1 
2.93 

6,333 6,217,300 75 12:30  p.m. 
M&F(2) 1.02 

2.99 4.51 

6.662 7,305,900 

::. 

4:30  p.m. 
M&F(2) 

91 

2.11 3.01 

6.9.-18 
5,262,300 

11)0 

10:30  a.m. 
M&F(2) 1.32 

1.11 

l.ll 

7.3  JO 6,822,500 100 12:30  p.m. 
M&F121 

1.08 

3.24 4.81 

7,448 8,913,200 
KM) 

4:30  p.m. M&F(2) .87 
2.31 

3.23 

7.905 8,347,300 75 11:30  p.m. M&F(2) 
.95 

3.68 
3.31 9.090 9,007,600 

100 
11:30  p.m. 

M&F(2) 
1.01 3.88 3.57 

9,469 9,196,200 50 6:30  p.m. 
M&F(2) 

1.03 

1.6  1 

4.43 

11.148 10,603,100 

50 

10:30  a.m. 
M  F  (5) 1.05 3.19 3.10 

11.825 12,112,300 50 12:30  p.m. 
M-F  (5) 

.98 2.80 3.91 

12.156 10,563,800 75 6:30  p.m. 
M&F(2) 1.15 

4.35 

-,.09 

12,261 15,044,000 50 4:30  p.m. 

M-F  (5) 

.82 1.90 2.57 

13.200 11,082,600 50 10:30  p.m. 
M&F(2) 

1.19 5.05 4.29 

14,158 12,320,600 75 10:30  a.m. 

M-F  (5) 
1.15 3.53 

3.38 
1  1.211 12,167,300 100 6:30  p.m. 

M&F(2) 

1.17 1.17 5.03 

14.679 16,058,000 50 11:30  p.m. 

M-F  (5) 

.91 
3.14 

3.01 

14.978 15,327,000 75 12:30  p.m. 

M-F  (5) 

.98 

2.8  1 

4.40 

15,516 17,119,100 75 4:30  p.m. 

M-F  (5) 

.91 2.18 
2.90 15.536 16,144,400 

50 

8:30  p.m. 
M&F121 

.96 3.50 3.44 
16.414 13,016,200 75 10:30  p.m. 

M&F(2) 1.26 

5.31 

3.86 

16.448 12,917,900 100 10:30  a.m. 

M-F  (5) 

1.27 
3.71 

3.76 

17,374 17,095,500 100 12:30  p.m. 

M-F  (5) 
1.02 

ill 

18,102 20,428,100 too 4:30  p.m. 

M-F  (5) 

89 

2.38 

3.01 

18.408 14,336,600 100 10:30  p.m. 
M&F(2) 1.28 

5.52 
L54 

18.439 17,897,200 

7-) 

11:30  p.m. 

M-F  (5) 1.03 

3.45 3.25 

19,110 18,750,000 75 8:30  p.m. 
M&F(2) 

1.02 
4.03 3.46 

21.258 19,595,000 100 11:30  p.m. 
M-F  (5) 1.08 

3.76 

21.500 20,384,900 100 10:30  p.m. 

M&F«2i 

1.05 
3.71 

22.458 25,089,100 

50 

6:30  p.m. 
M-F  (5) 

90 
3.19 3.79 28.849 28,802,900 75 6:30  p.m. 

M-F  (5) 

1.00 

31,961 25,820,100 50 10:30  p.m. 
M  F  (5) 1.24 4.69 

l  12 

33.739 33,546,500 100 6:30  p.m. 
M-F  (5) 

1.01 3.91 411 

37.788 35,692,300 50 8:30  p.m. 

M-F  (5) 1.06 3.84 3.91 

39.606 30,913,400 75 10:30  p.m. 
M-F  (5) 1.28 5.08 

l.ll 

44.352 33,974,900 100 10:30  p.m. 

M-F  (5) 

1.31 5.20 1.17 

46.348 42,915,600 75 8:30  p.m. 
M-F  1 5 1 

1.08 4.08 

3.82 
52.039 48,610,200 100 8:30  p.m. 

M-F  (5) 
1.07 

4.33 4.07 
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5,    SPOT    TV    BASICS   continued 
iiii!i!i;;:; 

Poo  • 
rank 

Ho 

W  -rer 
time 

m  the 

Jummcr 
time 

top  J  00  metropolitan  marke 

MARKET 

ts  art' 
Hours 

jehind 

EDST 

affect 

Po- 

rank 

ed  lr 

Writer 

time 

v  Dayli 

Summer 
time 

ght  Saving  Time  changes 

MARKET 

Hours 
behind 
EDST 

48 KS  1 edsi \kroll 0 

25 
ESI 

EST Miami   1 
40 

49 

1    V| 

1  -1 

1  IM 
Ubany-Schenectady-Troj 0 17 

CST CDST 
Milwaukee 

1 

EDST Ulentown-Bethlehem-Easton 0 

13 

CST 

<  DST 

Minneapolis-St.   Paul                   1 
23 

EST 

K.s'l 

Atlanta 1 80 CST 

(  SJ 

Mobile 2 
83 EST ESI 

Vugusta 1 64 

<  S'l 

CST 

Nashville 2 
85 PS1 PDST Bakersfield 3 33 EST EDST New    Haven-Waterbury 0 
12 EST EDST Baltimore 0 

20 

CST 
CST 

New    Orleans   2 

31 CST CST Birmingham 2 1 EST EDST New   York-N.  E.   New  Jersey   0 

6 EST EDST Boston           _ 0 41 EST EST Norfolk-Portsmouth 1 

34 EST EDST Bridgeport-Stanford-Norwalk    0 

56 

CST 
CST 

Oklahoma   City                                2 

61 
CST CST Brownsville-Harlington-Mc  Allen 2 

54 

CST 

i  SI 

Omaha                                              2 

14 EST EDST Buffalo        0 

79 

CST 
CDST 

Peoria        1 

69 EST EST Canton                    1 4 
EST EDST Philadelphia 0 

66 EST EDST Charleston        0 46 MST 
MST 

Phoenix 3 

100 EST EST Charlotte           1 8 EST EDST Pittsburgh               0 

81 
EST EST Chattanooga       1 22 

PST 
PST Portland,  Ore.         4 

2 

16 

CST CDST 
Chicago     '....    

1 

76 

EST EDST Poughkeepsie-Newburgh 0 

EST 

EST 

EST Cincinnati   -    ....      1 27 
EST 

EDST Providence-Paw  tucket    . 0 
11 EDST Cleveland                   0 

87 

EST EDST Reading       0 

35 EST EST Columbus       1 

60 

EST EST Richmond       .         1 

98 

21 

CST CST Corpus    Christi 2 

43 

Es'F 

EDST Rochester     0 

CST CST Dallas            2 57 PST PDST 
Sacramento       3 

91 
CST CST Davenport-Rock  Island-Moline 2 

73 
MST 

MST Salt  Lake  City      3 

44 EST EST Dayton        1 

36 

CST CST San  Antonio    2 
26 MST MST Denver          3 

32 

PST PDST San  Bernardino-Riverside-Ontario 3 

93 CST 

EST 

CST Des  Moines     ..      ... 2 19 PST 
PDST San  Diego 

3 

5 EST Detroit          .. 1 7 PST PDST 
San  Francisco-Oakland           3 

82 CST CDST Duluth-Superior             1 50 PST PDST San  Jose    3 

84 MST 

EST 

MST El  Paso         3 90 EST EDST Scranton       0 

97 EDST Erie         0 

24 
PST 

PST Seattle       4 

53 EST EDST Fall  River-New  Bedford    0 92 
CST 

(  ST 

Shreveport         
2 

65 EST EST Flint      1 

96 

CST 
CDST South   Bend              1 

45 CST CST Fort   Worth   2 88 
PST 

PST Spokane    ....                      4 

68 

67 

PST PDST Fresno    3 

47 

EST 
EDST Springfield-Holvoke 

0 

EST EST Grand   Rapids      1 9 CST 
CDST 

St.    Louis 1 

72 EST EDST Harrisburg        0 99 PST PDST 
Stockton    ... .... 3 

29 EST 

HST 

EDST Hartford-New   Britain   0 

59 
EST 

EDST Syracuse                                          0 

52 HST Honolulu      6 

74 

PST PST Tacoma            4 

15 CST CST Houston    .      2 

39 
EST EST 

Tampa-St.  Petersburg 1 

86 EST EST Huntington- Ashland 1 

51 

EST EST Toledo   1 

30 CDS! CDST Indianapolis      1 

89 

EST EDST Trenton 0 

55 EST EST Jacksonville         1 

75 

CST CST Tulsa    2 

78 EST EDST John-town       0 77 EST EDST Utica-Rome 0 
18 

CST CST Kansas  City     2 

10 

EST EDST Washington            0 

62 EST EST Knoxville    .... 1 63 
EST 

EDST \\  heeling-Steubenville 0 

94 EST EDST Lancaster            0 

70 

CST 
CST 

Wichita 2 

95 CST CST Little  Rock-North  Little  Rock 2 58 EST 
EDST Wilkes- Barre-Hazelton 0 

3 PST PDST 
Los  Angeles-Long  Beach  .. 3 

71 

EST EDST 
Wilmington        -      

0 

28 CST CDST Louisville   1 

37 
EST EDST 

Woroestei 0 

42 

■  SI 

CST Memphis             _ 2 38 
EST 

EDSJ Youngstown 0 

Sail      ifaru  lement" 

!lllllllllllllllllllll!lllllllllllllllllllllll!llllllllllllllll!l!llllllllll!lll!!!lllllllllll!l!ll 
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/  ii  eekl)  h  tting  ni  i  ha 
in  the  advertising  ami  broadcast  fieldt 

NEW  AND  RENEW 

BROADCAST    INDUSTRY    EXECUTIVES 
NAME 

C     B     Akers 

E.    Paul  Albert 

Calty   E     Augustine 
Lionel     Baxter 

lack    Bcrch 

W    E     Boss 

|oc   V.    Bowman 

FORMER    AFFILIATION 

KVOO   TV.   Tulsa     Ken   mgr 

WPROTV.    Providence,    operations    mi;r 

W)AS.    Pittsburgh.   di>    pub  rel  0   prom 
WBRC     Birmingham,   managing   dir 

lack    Berch    Productions     NY     h,  id 

RCA    Victor    Distributing     Chi     vice   pr,  s    sis 

KVOO  TV.   TuIsj.  office  mgr 

Clayton    H     Brace 
Ed    Cinlin.il 

Dick    Ch.irles 

I.    Byron    Cherry 

0.    Lindell    Christell 

Lynn    Geary    Christenson 
Jack    Clark 

I     R.  Cl.uk 
Wm  Lewis  Cooper.  |r 
Maurice   Corbctt 

Charles  H    Cowling 

George   H     Cummings 
Henry  |     Davis 

lack    Dill 
Mary    Kit.ino    Dill: 
Lee  Fondren 

William    R     Furnell 

Henry   A     Cillcspic 
Alma   F.  Craef 

Henry    Grossman 
Charles    L.    Haltcman 

KLZ   TV.    Denver,   pgm   dir 

Omaha   automobile   agency,    sis   mgr 

CBS.     Inc.     NY.    mngmnt    consultant    in    chg    mngmnt    si  rvici  s 
div 

KMTV,   Omoha.   acct  exec   ntl  b    local 

KTRB    Modesto.  Calif 

WLAC-TV.    Nashville,   sis 

WIAR-TV.    Providence,   head   of   film 
Ntl  Food   Distributors  Assoc,  eastern  mgr 
Of    Tucson.    Arizona 

Harry    Harkins 
Richard    Harris 

Harvey  ).   Hauptman 
|ohn   I,   Hcffernan 
Sam   F     Hill,   |r 
Lcc   David  Hirshland 

fames  R     Hoel 
Phil   Hoffman 

Harry    Huey 
Ned   |ay 

Marshall    H.    Karp 

I     Robert  Kerns 
Kenneth    Klein 
Norma    Klotz 

Charles  Knab 

Harrison    Kohl 

Jack  Lcmmon 
Harold   Levy 
Cibbs    Lincoln 

Jack   Link 
jay   Livingston 
Bill    Lydlc 
Norman  Marks 

Ron    McCoy 

Bill    McDowell 

Mary    McKenna 

WFAA  TV     Dallas     network    production 

Carmi    Bdcstg   Co     C.irmi     III     comm   sis   mgr 
KNXT.    Hollywood    admin   assf  audience   prom 
KLZ  Radio,   Denver,  gen  sis  mgr 

KCCC-TV,   Sacramento,   pgm  dir 
Screen   Gems,    midwest   sis   mgr 
NTA   Film   Network     NY    consultant 

CBS  TV.   NY,  dir  of  ops 

Walker    Rep   Co,    Chi.    sis   mgr 

WKLM.   Wilmington,    NC.   gen   mgr 
KOA-TV.    Denver,    acct   exec 

WCTC.   New   Brunswick     N|.   asst   pgm   dir 
Woman  s  Home  Companion.   NY    sthrn  sis  rep 
CBS  TV  Spot  Sales.   Chi 

Katz  Agcy.   Minn-St    Paul,  sis  exec 
KLZ  Radio  &  TV,   Denver,  stn  mgr 

KOLO-TV.    Reno,    gen    mgr 

WTVT-TV.   Tampa-St     Petersburg    prom   mgr 

.NBC-TV.   NY.   sis  service   supvsr    co-op  pgm  sis 
Storcr  Bdcstg.   Birmingham.   Ala.  vp 
WNEW.    NY.    advtsg   dir 

KNXT,    Hollywood    CTPN   sis  dept 
KLOR-TV.    Portland.  Ore.  sis 
KMTV     Omaha,   acct   exec 

ATV   Film   Productions,   exec   vp 

Head  of  own  retail  organization.  Washington 
KINC     Seattle,   sis 

KING.  Seattle 

KNXT,    Hollywood.    CTPN    log  ed 
KOA   Radio.    Denver,   acct  exec 

KRLD.    Dallas    in   chg  publicity   b   prom 

KALL.   Salt  Lake  City    mgr  pgm  ops 

WNEW    NY    dir  of  research  &  sis  dvlpmnt 

Crosley   Bdcstg     NY    admin   asst   to  vp   in  chg  sis Scott    McLean 

Joseph     Morton 
George    Nicholaw 
lames   F.   0  Crady 
Dick  Osborne 
Frank   Peddie 

|ohn  Allen   Potts 
Carlos  Reese 

A.    |     Richards 

Ceorge   Rogers 

Raymond   Ruff 
Paul    Scanlon  CBS.   Inc    LA    asst  chf  auditor  w  coast 

Joseph    Schackncr  Mutual   Bdcstg.    NY.  sis  service   dept 

Alfred   W.   Schwalbcrg  Artists-Producers    Asso.    prcs 

KNXT.    Hollywood,   wk-end   super   tv   city   dept 
Young   Television.    NY     asst   sis   mgr 
Crosley  Bdcstg     WLW  O     Columbus    ntl  sis 

KMTV.   Omaha     local   sis  mgr 

WCTC.   New   Brunswick.   NJ.   pgm   dir 
Ziv   Co.    St     Louis,    sis   rep 

KCCC  TV    Sacramento,   sis  b   gen   mgr 

KOLO-TV.    Reno     ntl    mchndsng 
KTOK.   Oklahoma  City,  comm  mgr 

Irving    Starr Screen   Ccms.   NY,   producer  Ford  Theatre 

Bud    Stone 
Harold  C.  Stuart 

Robert    Taliaferro 

Eugene  S.  Thomas 
|3ck   Tipton       
Frank    Townley 
Oliver   T.    Trittlcr 
Fred    Von    Hofen 
Donna  Wear 

Ceorge    Whitney.    Jr 
Paul    Williams 

Ted   Wrobel 
David  Yarnell 

WAB|.   Adrian     Mich     pgm   dir-news  cd 
Central     Plains    Ent      b    Southwestern    Sis    Corp     Tulsa 

vp   of    both 
WTVT-TV.   Tampa-St.    Petersburg,   prom   staff 
KETV    Omaha,   brd   member   b   gen   mgr 

KLZ-TV,    Denver     gen   sis   mgr 
CBS    TV.    NY     auditor 

KWK-TV.  St     Louis,  sis  rep 
KINC     Seattle,   mgr 

San    Diego  advtsg 
Detroit  newscaster 

Dumont   Bdcstg  Corp.   WTTC.  Washington   DC     acct  exec 

WNEW,    NY,   publicity  dir 

NEW    AFFILIATION 

Ctntral    Plains   fnt     Inc     Tulsa     exec   vp 
WTIC-TV     Hartford,   asst   prod   mgr 
WIIC    TV     Pittsburgh     same 
WIBG    Phlli    managing  oil 

ATV    film    Productions     NY     vp    in    chg    sis    b    client    relations. 

and   partner 
RCA     NY     dir   Color    TV   Coord 

Ontr.il    Plains   Ent    Inc     b    Southwestern    Sis   Corp     Tulsa     secty 
b   asst    tn  as   both 

Sam.      asst    to   prcs     radio   b    tv 

KOLO   TV     Reno     pgm    dir   b    operational    supvsr 
KMTV    Omaha    local  acct  exec 

Same,    vp   finance    b    mngmnt    services 
Some,  asst  ntl  sis  mgr 

NTA   Film   Network     NY     asst   to  vp  b   gen   mgr 

KFIV.    K-5   Modesto    Calif    acct  exec 
WKDA     Nashville     acct   exec 
WPIX-II.   NY.   film   mgr 

WTV|   TV     Miami     nurchandsng   dir 

Great  Western  Radio  Net  Salt  Lake  City  sis  dir  b  ntl  sis 

mgr    for    KDYL 
Cuy   Gannett   Bdcstg.   Portland.    Me.   sis   prom   mgr 
KTVX.    Muscogee-Tulsa    acct  exec 
RCA   Recorded   Pgm   Services    sis  rep 
Same,  publicist  Ch  2 
Same,  plus  stn  mgr 

KOVR-TV     Stockton.   Cal     Sacramento  sis  rep 
CBS  Tv  Film  Sales.   Chicago    mgr 
Same,   dir  of   sis   services 
Same,  dir  of   fax  ops 

RCA  Recorded  Pgm  Services  sis  rep  tv  film  synd  b  Thcs 
library  &  synd  radio 

WAKE     Atlanta,   sis  mgr 

Same,  gen  sis  mgr 
Same,  pgm  dir 

NBC   Tv  Films.   NY.  acct  exec 

CBS  Tv  Spot  Sales    NY.   acct  exec 

KOLO-TV.   Reno     local   sis   mgr 
WTCN-TV.   Minn  St     Paul,  gen  sis  mgr 

WTCN    Radio  b   TV.    Minneapolis,   gen   mgr 
Same,  plus  ntl  spot  b  network  contracts 

Same     plus   night-time   prom   &   overall   prom   activity 
Young  Tv  Corp,   NY.   acct  exec 
WPFH-TV    Wilmington,   managing  dir 

Same,  b    DuMont   Bdcstg  Corp     NY    dir  advtsg 
Same,    sis   prom   publicity   dept   sccty 

KOIN-TV.    Portland.   Ore.    local  sis  mgr 
Same,  asst  local  sis  mgr 

Wilding   Picture    Productions    NY    eastern   mgr   tv  sis 
WCMS-AM  b   FM.  Washington    advtg  exec Same    sis  mgr 

Same,   pgm   mgr 

Same,  admin  asst  in  chg  audience  prom 
KOA-TV.    Denver    acct   exec 

KNXT.  Hollywood  copy-continuity  writer  audience  prom  b 

pgming KMUR.    Murray     Utah     sis   mgr 
KH|    Clcndale    acct  exec 

Same,  b  DuMont  Bdcstg  Corp  NY  dir  of  research  &  sis 

dvlpmnt 
WLW     NY.   gen   sis   mgr 

Wilding    Picture    Productions.    Chi.    midwest    mgi    tv   sis 
Same,   log  editor 

Adam    Young    rep    firm     Chicago     midwest    sis    mgr 
WLW.   Cincinnati     asst   sis   mgr 

Same,  b  rcgnl  sis  mgr 

Same,  sis  mgr 
John   Blair  b  Co.  St     Louis    acct  exec 
KROY     Sacramento     gen   sis   mgr 
Same,    local   sis 

KOMA     Oklahoma   City     mgr 
CBS     Inc.   NY.  resident  auditor 
NTA   Film   Network     NY.   asst   to   dir   stn   relations 

Ntl  Telefilm  Asso  NY  exec  mngmnt  &  operations  NTA  Pic- tures,   Inc 

Same.  England,  supvr  prod  activities  in  Cr  Britain  &  conti- 
nent 

WOWO    Fort  Wayne     Ind.  day   news  cd 

Same    pros  of  both 
Same,  plus  daytime  audience  prom 
Herald  Corp.  Omaha,  vp 

Same,    plus   stn    mgr 
CBS  TV.   Hollywood    chf  auditor 
Blair-TV    St    Louis,  acct  exec 

KENO    Las  Vegas    mgr  b  part  owner 

KOLO-TV     Reno     ntl   network   correspondence    ■ 
KSDO    San   Diego    acct  exec 

Same    plus  WWC  b  WW|-TV     Detroit    pub  affairs  mgr 
WBZ-TV    Boston,  sis 

Same,   b    DuMont   Bdcstg  Corp     NY.   dir  pub  relations 
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SPONSOR  ASKS 

How  does  your  media  department  launch  a   spot  campaign  M 

Anita  Wasserman,  timebuyer,  Lawrence 
C.  Gumbinner  Advertising  Agency,  New  York 

Timebuying  can  be  compared  to  a 

game — a  hard,  down-to-earth  game  in 
which  the  team,  which  consists  of  the 

client,  account  executive,  radio-h 

media  director,  timebuyer  and  station 

rep  comes  into  play  at  the  point  where 

their  experience  and  know-how  will 
score  for  the  account. 

Initial  plans  for  a  campaign  are 
made  by  the  account  executive  assisted 

by  the  radio-tv  media  director — and 
the  client.  In  some  cases,  a  client  will 

present   his   budget,   sales   figures   and 

"buyer  must 

get  product 

information" 

other  pertinent  data — and  leave  it  en- 

tirely to  the  agency  to  initiate  and 

prepare  a  hard-hitting,  realistic  cam- 
paign for  his  approval.  In  other  cases, 

a  client  is  right  in  at  the  beginning  of 
the  planning — and  is  with  the  agency 
during  all  preliminary  steps  right  up 
to  the  definite  okay  on  the  final  buying. 

Then  the  buyer  enters  the  picture. 
He  or  she  has  the  basic  strategy,  a 
definite  budget  figure,  contemplated 

markets,  and  general  thinking  on  the 

kind  of  campaign  needed  (radio  or 

tv,  spot  or  network).  The  buyer  also 

has.  or  must  get,  product  information, 

fill-in  on  copy  approach,  must  know 
the  type  of  audience  desired. 

Next,  the  buyer  breaks  down  the 

over-all  budget  figure — deciding  what 
percentages  of  it  should  be  allocated 
to  individual  markets  on  the  basis  of 

past  sales  in  the  area,  population,  buy- 
ing   potential,    etc.      That    done,    the 

station  reps  are  called  (usually  by  the 
estimator)   for  avails. 

We  tell  the  reps :  what  we're  trying 

to  accomplish,  who  we're  trying  to 
reach  in  this  campaign,  its  length, 

budget  for  each  market,  type  of  spots 

or  programing.  The  timebuyer  depends 

on  the  rep  to  give  quick  but  accurate 

data  on  avails  and  cost,  station  cover- 

age, latest  rating  surveys — and  usually 
there'll  also  be  some  very  good  ideas 
on  how  to  use  the  station  most  effec- 

tively and  efficiently. 
When  choices  of  schedules  have  been 

made  by  the  timebuyer  she  goes  over 

the  recommended  buys  with  the  radio- 
tv  media  director  and  if  they  are  both 

satisfied  that  it  will  produce  the  best 

results  for  the  client — the  timebuyer 

goes  into  battle  to  get  the  schedules 
she  likes. 

Naturally,  legitimate  questions  will 

arise  in  a  client's  mind  that  he  will 
want  to  communicate  to  the  agency — 
special  problems  of  distribution  or  the 
necessity  for  heavier  saturation  in 
some  markets  than  originally  planned, 

etc.  Generally  speaking,  though — a 
client  who  knows  the  agency  team  is 

working  in  his  best  interests  is  a  happy 

man  and  one  who  will  give  you  a 

fast  okay  when  you  need  it.  The  way 

things  are — you  need  it  much  of  the 
time! 

I  have  left  the  estimator's  job  to  the 
end — but  not  because  it's  the  least  im- 

portant one  in  this  team  operation. 

It's  the  estimator  who  is  right  on  the 
scrimmage  line,  who  safeguards  and 

polices  the  buys,  who  is  in  the  real 

battle  which  starts  with  checking  con- 
firmations of  ordered  schedules.  The 

spots  have  to  run  as  ordered — -we  have 
to  be  billed  correctly — if  spots  are 

missed,  what's  the  best  make-good  we 
can  get,  etc.  She  does  research  on 

future  projects  and  generally  keeps  the 

timebuying  operation  working  smooth- 

ly once  it's  under  way — so  that  the 
game  is  won — on  the  sales  field! 

Ted  Kelly,  broadcast  supermsor,  McCann- Erickson,  Inc.,  New  York 

Truly  there  is  no  set  procedure  in  bu\- 
ing  time.  Every  campaign  is  different. 
This  refers  to  of  course,  the  initial 

decision  to  use  spot  media.  It  can,  and 

has  originated,  solely  with  the  client, 
or  with  the  account  service  group,  or 

with  the  media  department.  Most  gen- 

erally however,  it  represents  the  co- 
operative  efforts  of  the  client-agencv 
team,  with  a  co-ordination  of  sales 
needs  and  media  recommendations  de- 

termining the  ultimate  type  of  spot  to 
be  used  and  the  markets  where  it  is  to 

be  placed. 
Once  all  these  decisions  have  been 

made  the  actual  placement  of  a  spot 

campaign  is  the  timebuyer's  function. 
It  is  he  who  calls  the  reps  for  avail- 
abilties,  sees  them  when  they  present 
the  availabilities  and  makes  the  actual 

decision  as  to  time  and  station  to  be 

used.  The  timebuyer  is  responsible  for 
all  the  details  that  are  involved  from 

the  original  okay  for  a  campaign  to 

its  actual  appearance  on  the  air.  This 

means  a  report  to  the  account  service 

group  and  client  of  the  actual  schedule 

purchased,  notification  to  the  traffic 
department  to  ship  tv  and  radio  copy 

"the  buyer  is 

responsible  for 

details" to  the  designated  stations.  Schedule? 

are  also  given  to  the  estimator  which 
when  prepared  and  client  signed  are 
authorization  for  the  billing  depart- 

ment to  pay  the  station  invoices. 
It  is  the  billing  department  which 

checks  station  affidavits  of  actual  per- 

formance against  the  estimate  and  re- 

ports any  discrepancies  to  the  esti- 
mator, who  in  turn  informs  the  buver 
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who  appnn  i-  ni.iki  >g   I-  and  .11  i.i 
foi  credit. 

Tin-  buyer's  job  is  >  ertainl)  not 
finished  when  .1  schedule  is  actuall) 
mm  the  air.  It  is  his  furthei  responsi- 
bilit)  in  Bee  thai  ii  continues  t"  run 
smooth!)  ami  il  it  is  .1  continuing 
campaign  i<>  make  .ill  possible  im- 
|iin\  ements. 

Rod  Mac  Donald,  vice  president  in 
charge  i>t  media.  Guild,  Bos 

III'  ..    s 

I  lir  Media  Depai  tmenl  is  ili\  ided  into 
account  groups,  each  headed  b)  .1 
media  director.  I  he)  make  plans  in 
conjunction  \\iili  account  teams  and 
direct  activities  "I  timebuyers  .1-  buy- 

ing proceeds. 
I  he  selection  "I  markets  depends 

ti|niN  the  individual  account  situation. 
In  most  cases,  the  client  defines  broad 
sales  areas  and  the  timebuying  group 

"then/  defines 
broad  sales 

area" 

recommends  market  coverage  to  fit. 
Market   data,   local    market   studies, 

national  and  local  rating  services,  sta- 
tion coverage  maps,  trade  magazines 

all  arc  used  in  defining  the  scope  and 
setting  standards  for  a  campaign  buy. 

rhe  timebuyers  normall)  Belect  avail- 
abilities, with  final  approval  !>\  the 

media  director.  The)  also  i|uer\  repre- 
sentatives, interview  representatives, 

discuss  data,  check  and  tabulate  a\ail- 
abilities,  place  the  orders  on  the  phone 
and  -end  •  > ii i  written  confirmations. 

I  he)   also  prepare  cost  estimates  and 
evaluate     ratings,     with     other    clerical 
assistance  .1-  needed. 

Media  director-  normall)  set  the 
policies  regarding  the  handling  of 
spots   omitted   and    make-goods. 

The  review  inn  oi  schedules  depends 
upon  the  length  of  the  campaign  and 
the  audience  requirements  of  the  prod- 
uct. 

The  budget  section  ol  the  accounting 
department  maintain-  cost  control 

against  budgel  and  estimate.  Billing 
i.«  checked  against  schedules  and  esti- 

mates b)  both  media  and  accounting 
departments. 

Media  directors  are  responsible  for 
reporting  progress  to  both  account 
executives  and  client-.  ^ 

l-N-C-R-E-A-S-l-N-G-L-Y      the 

Radio  Station  in  Houston  is 

SHARE  OF  AUDIENCE 
Hooper:    March-April,    1957 

Monday   thru    Friday 
Noon 7  A.M. 

KNUZ 
Net. 
Net. 
Net. 
Net. 
Ind. 
Ind. 

Ind. 

Sta. 

Sta. 
Sta. 
Sta. 
Sta. 

Sta. 
Sta. 

'A" "B" 

"0" 

'A" 
'B" 
'C" 

29.4 

6.3 9.5 

12.7 
17.8 

5.9 2.5 

8.0 

Monday   thru 

Friday 

12   Noon — 6 

P.M. 

KNUZ 37.3 

Net.    Sta.    "A" 

—      9.1 

Net.    Sta.    "B" 

—     7.8 

Net.    Sta.    "C" 

—    11.2 

Net.    Sta.    "D" 

—      5.5 

Ind.    Sta.    "A" 

—      5.5 

Ind.    Sta.    "B" 

—      7.4 

Ind.    Sta.    "C" 

—      8.9 

«**ggg  - 

Tako  Your  Choice  .  .  .  Hooper. 

Pulse.  \i«»ls«Mi  ;uifl  Cumulative 

Pulse  ALL  AGREE  K-NUZ  is  No. 
I  in  HOUSTON! 

HOUSTON'S    24    HOUR    MUSIC    AND    NEWS 
National  Reps.:  Forjoe  &  Co. — 
New   York    •    Chicago    •    Los   Angeles    • 

San    Francisco    •    Philadelphia    •    Seattle 

Southern   Reps.: 

CLARKE   BROWN   CO.— 
Dallas    •     New    Orleans    •    Atlanta 

IN  HOUSTON,  CALL  DAVE  MORRIS,  lAckson  3-2581 
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fELEPULSE RATINGS:  TOP   SPOT 

Top    10    shows    in     1 0    or    more    markets 
Period   1-7   March    1957 

TITLE.    SYNDICATOR,    SHOW    TYPE 

Highway  Patrol  (M) 

Dr.  Hudson's  Secret  Journal  (D) 

Sheriff  of  Cochise  (W) 

State  Trooper  (A) 

Death  Valley  Days  (W) 
PACIFIC     BOR" 

Superman  (A) 
FLAMI NGO 

Science  Fiction  Theater  (SF) 

I  Search  For  Adventure  (A) 
GEO.      BAG  NALL 

Stage  Seven  (D) 

Annie  Oakley  (W) 
CBS      F I LM 

Top   10  shows  in   4  to  9   markets 

Life  of  Riley  (C) 
NBC     FILM 

Count  of  Monte  Cristo  (A) 

Esso  Golden  Playhouse  (D) 
OFFI  CIAL     Fl  Lr. 

Frontier  Doctor  (W) 
HOLLYWOOD     TV     SERVICE 

Last  of  the  Mohicans  (A) 

I  Led  Three  Lives  (A) 
ziv 

Patti  Page  (Mu) 
SCREEN     GEMS 

Jungle  Jim  (A) 
SCREEN      GEMS 

Captain  David  Grief  (A) 

Great  Gildersleeve  (C) 
NEC    Fl  Lh 

Average 
ratings 

23.2 

21.3 

20.6 

20.0 

18.7 

18.7 

18.1 

17.6 

17.1 

16.9 

21.6 

19.5 

19.0 

16.9 

16.3 

14.5 

14.5 

14.4 

14.3 

14.1 

7-STATI0N 

MARKETS 

NY. LA. 

14.0     15.9 

7:1   i kttv 9 :00pm 

4.7 w  abd ;  30pm 
10.2 
km 

;  30pn 

4.9 

wor  i\ 

8  :00pm 

10.8 

khj-tv 
8:00pm 

9.7 
wrca  1  I 
7   pm 6.9 

krra 

7:00pm 

7.8 

wabc-tv 
fi  :00pm 

4.8 
kabc 0 :30pm 

2.7 u  pix 
U  :30pm 

12.2 
km 8:00pm 

5.2 u  pix 
7  :   in 

12.9 
koop 

7:30pm 

2.7 wabd 

9:00pm 

6.3      10.8 
wabc-tv      kabc 
'1 :00pm     6    in 

17.2 

khv 

<  : : 1 1 1 , ii i 

1.2 
wabd 
8:30pm 

8.8 km 

9:00pm 

8.3 
u  abc  u 0  :00pm 

8.3 krca 
7:00pm 

2.0       12.6 

wpix         kttv 3:00pm    8:30pm 

5.8 
1 1  i  1 1  ■     |  \ 6  15pm 

5.8 

wabc-tv 

  pm 
10.3 

kttv 

G  00pm 

10.2 

km 

7  30pm 

4.3 

Show  type  ijrmbolj:  (A)  adventure;  (C)  comedy;  (D)  drama;  (Doc)  documentary;  (K)  kids;  (M) 
myitery;  (Mu)  muilcal;  (S)  sport;  (SF)  Science  Fiction;  (W)  Western.  Films  listed  are  syn- 

dicated, >4  hr.,  Vz  hr.  &  hr.  length,  telecast  in  four  or  more  markets.  The  average  rating  is 
an    unweighted    average    of    Individual    market    ratings    listed    above.     Blank    space    Indicates    film 

5-STA. 

MARKET 

18.3 

kn-n   tv 
G  :30pm 

13.7 

kpix 
7:00pm 

16.9 

kron-tv 6  30pm 

8.3 

kgo-tv 

10:00pm 

9.9 

kgo-tv 

7:00pm 

9.3 

kgo-tv 

6:00pm 

18.5 

kron-tv 7   niipni 

20.5 

kpix 

7:30pm 

6.7 

kgo-tv 

ll  :00pm 

4-STATI0N    MARKETS 

Seattle- 

Boston     Chicago     Detroit       Milw.        Mnpls.        Phlla.      Tacoma      Wash. 

20.2     12.5     18.5       11.9     13.5     18.5     24.6     18.9 
uti/  l\      ukii  tv     wjbk-tv    wtmj-tv      kstji  tv     wcau-tv    komo-tv  wtop-tv 

10:30pm    8:00pm    10:30pm    10:30pm    10  80pm    7  00pm    7:00pm    7:00pm 

17.5     14.5     15.5      21.7     11.5 

WPBC   lv        \wib<|        wxyz-tv     utini-tv      k-tp-lv 
10:30pm   10:00pm  10:30pm     8:00pm     7:30pm 

23.9     17.9     20.0      10.7     19.9  29.3      11.7 

wnac  ti        wnbq        wwj-tv     wtmj-tv    woco  tv  king-tv     wrc-tv 
6    >m     7:30pm     7:00pm     10:30pm    9:30pm  7  DOpm    10:80pm 

21.0     17.5 
wnac-  iv       u  abq 

in  30pm    9:30pm 

16.9     16.9     10.0 

wtmj-tv    kstp-tv      wrcv-tv 
9:30pm     9:30pm     10:30pm 

22.4     15.5     12.2      14.2     21.9 

wnac-  rv 

in  ::ii].m 

wnbq 

•i  :;ii|,n, 

wwj-tv 

7 :00pm 
vvvix       wcco-tv 10:00pm    0  :00pm 

8.7     20.9 

komo-tv 

:1:1m!, in 

wrcv-tv 

7:00pm 

23.5     13.8      9.5        11.3      19.0     29.2     22.7      17.7 
wnac-tv     wgn  tv     wxyz-tv     witi-tv     wcco-tv     wcau-tv   king-tv     wrc-tv 
S  30pm     0:00pm     6:00pm     6:00pm     4:30pm     7:00pm    6:00pm    7:00pm 

21.2     10.9      8.9         7.7       7.8  20.3     12.7 
uliz-tv        wnbq       wxyz-tv     wtmj-tv  kmgm-tv  king-tv  wmal-tv 
7:00pm    10:30pm    10:30pm    ll:0flpm    8:30pm  10:00pm    6:00pm 19.0 

wnac-tv 

5:30pm 
3.0 9.4      18.0 
cklw        witi  wtcn 

8:30pm     9:30pm     9:30pm 

26.3 

king-tv 

7:00pm 

17.0 

rthz-tv 

7  00pm 
11.9 

kstp 

4  :30pm 

25.5     16.5     10.0       17.9 

wnac-tv    wbbm-tv    wxyz-tv    wtmj-tv 
":00pm      "i  :30pm     6:00pm     6:00pm 

18.9     19.0     15.5 
wrau-tv    king-tv   wtop-tv 
n  :30pm     fi  :00pm    7:00pm 

3-STATION   I  RK 

Atlanta 
Bal 

22.0 

16.. 

waga-tv 

7:30pm 

umir     «, 

15.7 

wcb-tv 

10:30pm 

2i.:  i 
14.5 

wsb-tv 

7:00pm 
KbaW  <*- 

10:30, 

21.2 

waga-tv 

7:00pm 

15.3 

15.315 

wlw-a 

6:30pm 

wbil     «»■ 7:00p. 

21.9 

26.5  Ol 

wsb-tv 

7:00pm 
wbal  '     t» 

17.5 

1781B 

wa^a-tv 

7:00pm 
Hi  30pnH 

21.2 - 

wsb-tv 

7:00pm 

13.5 

11.5   
* 

u<l>   tv 
10 :30pm 

wbal-tv  [■ 

22.3 

wbal-tv  I 

5 :30pm 

25.0 

kn.nm 
7  :00pm 

16.2 

kpix 
6  3   n 

20.5 

kron-ti 

8:30pm 

18.5 
wnbq 

6:00pm 

13.5 

kstp-tv 

6:00pm 

33.6 

king-tv 

7 :30pm 

29.2 

wnac-tv 

s:;iipin 8.5 

cklw-tv 

7:00pm 

11.5 

wtop-tv 

6:30pm 

17.2 

wbz-tv 7  :00pm 

18.5 

wcau-tv 

10:30pm 
10.2 

wrc-tv 

10:30pm 

19.7 

wxyz-tv 

6:00pm 

16.0 

u  xix 
10:00pm 

22.5 

king-tv 

6 :00pm 

23.9 

wnac  t\ 

7  30pm 

8.5 
wgn-tv 
9:30pm 

7.5 

cklw-tv 
10:00pm 

16.1 

wnac-tv 

7 :15pm 5.5 

wwj  -  tv 

11 :15pm 

9.8 

H  llli.l    tv 
10:00pm 

5.7 

wnbq 

]  1  30am 
13.9 

u  gyz-tv 

■•  30pm 

12.8 

wmal-tv 

  poo 

6.2        9.2 

u  nbq 

10:30pm 
ujlik 

7:00pm 

12.5 v  30pm 

6.8 

wwj  t  V 

6 :30pm 

4.9 

kstp 

".  30pm 

8.8        7.0 komo 
7 :00pm 

wttg 

mlpni 

11.8 

wbal-tv 

6:15pm 

15.5 

wmar-tv 

7:00pm 

15.9 waga 
5:30pm 

11.8 

wbal-tv 

6:00pm 

13.8 

wbal-tv 

7 :00pm 

not  broadcast  in  this  market  17  March.  Wliile  network  shows  are  fairly  stable  from  one 
month  to  another  In  the  markets  In  which  they  are  shown,  this  Is  true  to  much  leaser  extent  with 
syndicated  shows.  This  should  be  borne  In  mind  when  analyzing  rating  trends  from  one  month  to 
another  in  this  chart.     'Refers  to  last  months  chart.     If  blank,  show   was  not  lated  at  all  In  last 



* ILM   SHOWS 

STATION    MARKETS 

;i      CW»e      Celumbui    St.  L. 

2   STATION    MARKETS 

Blrm     Charlotte    Dayton    New  Or     Providence 

30  7    29.9     27.9 27.3                  40.8     56.3     30  0 

in  00pm 

10     10.2                25.4 24.3     64.0                 300     20.8 
MbtT 
0pm 

9     29.2    26.7      16.0 

>  ItVSOi 

25.0     45.8     23.8                 25.8 

13.5                32.2 31  5                  38.3     38.8     18.5 

18.3                34.2 
kwfc  li 

220     61.3 

in  OOpi 

18.3     13.0 

nbni  i>     i 
i 

35.0     29.3     26.8     16.3 

16  4               16.3 

kid  n 

24.5     51.8     20.8     39.0     19.8 
whiv        win  d 

i    :  iMM.Mi    i 

10.5 

5  30pm 

50.8 

12.2    23.2 
mui        k\\k  iv 

in  30pm  i   Ipm 

23.5                 14.0    39.0     19.3 
«  ha    i 

18.5   21.9     24.2 

wjw-tv    wbns  li     kwk  tv 

20.5                   178                   14.3 
10pm 

-J ' 
29  2 

kuk-lT 

44  8 

IU-tT 

"!>m 

40.8     20.3 

« 

S                  20  2 
HUM 

i                :  00pm 

18.8 '.■ni 

15  5 

in  30pm 

31.5 

Ipm 

6.4 39.8     15.8 

41.0 

!    Opm 
_, 

16.2     20.0 
wbns  ti    1 
S  :00pm 

33  3 ■  1-tT 

'am 

12.7    17.9 

kyiT-tT       wl 
T  :00pm    7:30pm 

24.8 "lira 

29.7 36.3                 13.3 

• 
»  or  wis  in  other  Hinn  top   1 

*H  It  Pulse's  own.    l*ulse  det 
"eVtually   received   by   hornet    1 
Tthourh   station    Itself   may   b 

).   Classification   as  to  number  of  jtatloni  In 
■rmines   number  by  measuring  which  statlona 
n   the   metropolitan   area  of   a   trlTen   market 
e   outside  metropolitan   area   of   the   market. 

?mi IN  THE  HEART  OF  TEXAS! 

COVERAGE  IN  33  COUNTIES  MAKES 

KCEN-TV  THE  LEADING  STATION  IN  TEXAS' 

IMPORTANT  5TH  TELEVISION  MARKET 

.  .  .  and  Nielsen  says  so! 

•  tall  i 833  foot)  tower  and  manmum  100  Kw  power  for  coverage  where  i 

counts  •  dynamic  "self  aimed  right  at  your  buyers  •  powerful  programming 

Now  the  big  ston  is  put  on  record  l>\ 

\(  S  021  H.«  facts  prove  thai  KCE1N  W 

gets  \<>iii  message  seen  where  it  counts 

.  .  .  real!)  covering  Texas'  bustling  big 
FIFTH  T\  market.  KCEN-TV... located 

at  thf  lmli  ol  Texas  four  major  markets 

.  .  .  LM\rs  your  message  33-count)  cover- 

age. In  One  station  you  buy  top  notch 

programming  PLUS  the  tall  tower  and 

power  that  get  this  programming  seen 

by  more  viewer-buyers  in  the  heartland 

ol  Texas  than  any  othci  single  station. 

(  hi  i  k  Nielsen  <n\<l  prox  e  t>>  yours*  If  that  "m  i  \- 
i\    is    mi    ii  \Di\i.  STATION   i\    n\\v    StH    mi 

\  ISII  >N  si  miki  i  ' 

NIELSEN  NCS  No.  2  -  November  1956 
DAYTIME NIGHTTIME 

Station 

No    of 

TV  Horn., In  Area 

Monthly 

Horn.. 

Reached 

Weekly 

NCS 

C.rc 

Doily 

NCS 

C.rc 

Weekly NCS 

C.rc 

Da.ly 

NCS 

C.rc 

KCEN-TV 106,370 88.040 
76  760 56.700 

83.010 68,420 

Station    B 87.040 66,270 55.410 39,650 
62,820 

49.940 

to 

SERVING    THE    TEMPLE-WACO   MARKET    AND    ALL   CENTRAL    TEXAS 

KCEN-TV 
fl 

FT    WORTH  •     •  OAUAS 

•    SAN    ANTONIO 

C/tasctC'    C INTERCONNECTED 
cT 

AFFILIATE 

T.mpl.    OK.ce      17    S     TS.rd 

Si       Ph     Protp.ct    3-444* 
Waco    Office      S04 
Prof.tsionol     Buildmg 
Ph     Plata    4  001] 

TWX     Eddy     T.»oi     »4»4 

National    R.pr.i.motiv.t 
George    P     Mollmgbery    Co  . 

Texat    Repr.t.ntat.vet 
Clyde   M.I. ,11.   Co  .   Oolloi 

,W  b 

(J  <? 

s>/. 

71 



KTBS-TV 
Gives  You 

MORE 
FOR  YOUR 

MONEY 
in  the 

SHREVEPORT 

MARKET 

Here's  Proof! 

*3 16,400    HOMES  in  KTBS-TV 
AREA 

31,900    homes    MORE    than    sta- 
tion  B. 

*157,980   TELEVISION    HOMES    in 
KTBS-TV  Area 

13,120    MORE   than   station   B. 

136,860    HOMES     REACHED 

MONTHLY   by    KTBS-TV 

6,740    MORE    than    station    B. 

*131,870    HOMES     REACHED 

WEEKLY  by   KTBS-TV 

5,120    MORE  than   station    B. 

^'Latest  Nielsen  Survey 

MAXIMUM    POWER 

KTBS-7i> CHANNEL 

SHREVEPORT 
LOUISIANA 
E.    NEWTON    WRAY,    President    &    Cen.    Mgr. 

NBC   and   ABC 
Represented  by 

Edward  Petry  &  Co.,  Inc. 
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Agency  profile 

Read  Wight:    From  theatre  to  tv 

I  t  maj  sound  funny — but  I've  always  had  a  notion  I  got  into 

advertising  because  of  something  m\  wife  said  vears  ago,"  Read 
Wight,  J.  M.  Mathes  v. p.  in  charge  of  radio-tv,  told  SPONSOR. 

"Almost  everyone  knows  how  people  not  connected  with  the  thea- 
tre lit  ink  about  acting.  Well,  when  I  met  my  wife  in  1928,  I  was  in 

a  stock  company  in  Pa.  But  she  kept  insisting  that  one  thing  I  needed 

before  she  would  marry  me  was  a  steady  job  in  a  field  a  little  more 

'acceptable'  than  show  business :  so  I  gave  up  the  theatre  and  went 
into  writing  for  a  living.  And  from  writing  professionally  to  adver- 

tising seemed  a  natural  transition." 
When  Wight  says  ""advertising,"  he  means  even  thing  from  brand 

man  at  P&G  to  packaging  radio  shows,  network  producing  and  finallv 

agency  work.    He's  headed  up  radio  and  tv  at  Mathes  just  about  as 
long  as  tv  has  existed  commerciallv.  that  is  about  nine  vears. 

I 

Amateur  chef,   Wi^ht  appreciates  product  of culinary  experiments 

Todav  over  209?  ()f  the  agency's  $18  million  in  over-all  billings 
are  in  the  air  media,  and  Wight  anticipates  seeing  more  and  more 

money  going  into  radio  and  tv. 

"We  have  a  preponderance  of  industrial  accounts,  and  it  s  only  in 
the  last  couple  of  years  that  heavy  industry  has  become  air  media 

conscious,"  says  Wight.  '"But  the  impact  of  television  particularly 

is  such  that  manufacturers  who'd  have  scoffed  at  the  idea  of  using 
mass  media  because  the  sales  are  to  a  highly  fractional  audience, 

today  feel  that  they  can't  ignore  television.  P.r.  advertising  on  radio 
and  tv  can  act  as  a  valuable  umbrella  for  specialized  advertising." 

As  an  example,  Wight  mentioned  a  $1  million  air  media  test  that 

J.  M.  Mathes  launched  on  1  March  for  the  Fire  Underwriters"  Labora- 
tories. This  group  (an  association  of  insurance  companies  I  is  at- 

tempting to  get  people  to  increase  over-all  insurance  coverage,  and 
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Agency    Profile    continued  .  . 

i-  trying  a  L3-week  .iii  effort  to  Bee  whethei  radio-ti  1  .m  do  tin-  job. 

"We're  averaging  three  news  adjacencies  daily,  be  it  on  radio  oi 

u."  says  \\  i-lii.  "  I  In-  results  will  be  measured  strictly  through  the 
reactions  ol  the  agents  and  also  through  sales.  II  there's  .1  pro- 

nounced effect,  we'll  extend  the  campaign,  of  course.  The  test  is 
running  on  800  radio  stations  and  Borne  35  to   l<»  t\  stations." 

Even  in  his  spare  time,  Wight  says  he's  occupied  foi  long  hours 
with  (\.  Fortunately,  he  says,  he  and  his  wife  tend  to  like  most  "I 
the  same  programing. 

"The  terrible  thing  about  i\  today  is  the  ai   ml  "I  feature  film," 

he  told  sponsor.  "This  interest  will  have  to  ease  "11  eventually,  bul 
in  tin-  meantime  it's  killing  off  live  programing. 

"The  i\  industry  has  built  big  studios  and  invested  money  in  i\. 

\ml  now  they're  hardly  using  the  big  studios.  It's  nol  .1  healthy 
situation  for  programing  balance  over-all,  nor  for  the  networks  in 

particular." 
(  urrently,  two  clients  "I  the  agency  are  manufacturers  ol  pacl 

-   I-  active  in  i\  and  radio:  Luden's  and  Canada  Dry  Gingei    Ue. 
Over  the  years,  these  clients  bave  sponsored  Pink)  Lee,  Howdj 

l>  ■</».  Captain  Kangaroo,  innie  Oakley,  Super  Circus,  Terr)  and 
the  Pirates,  among  others. 

\  major  heavy  industrial  client,  I  oion  Carbide,  did  a  trial  i\  run 

this  year  with  it-  26-week  participation  in  Omnibus  ami  i-  returning 
to  it  this  season. 

Films  are  a  West  Coast  specialty 

"'II  you  arc  shooting  films  5  ourself  as  an  agency,"  he  told  SPONSOR, 
"you're  virtually  forced  to  look  into  the  West  Coast  availabilities. 
I  think  even  today,  though  New  York  has  become  such  a  big  center 
of  tclr\  ision,  there  are  more  (  eople  on  the  \\  esl  Coasl  who  know  how 
to  make  films.  For  instance,  the  camera  men  and  their  crews  out 

there  tend  to  he  superior,  though  possibly  more  expensive  also,  than 

their  colleagues  in  the  East.  In  the  over-all,  then,  shooting  a  film 
package  on  the  West  Coasl  may  turn  out  t'>  be  less  expensive  than 

(loinu  it  in  the  l'.a-t.  -impK  hecause  the  people  are  more  experienced, 
therefore  can  cut  corner-  and  work   faster." 

\-  a  showman  during  the  two  years  after  bis  graduation  from 

Harvard  hack  in  1()2(>.  Wighl  feels  he'll  always  have  a  soft  spol  for 
the  excitement  of  theater,  and  "what   i-  live  t\    if  it   isn't  theater'.'"" 

Production  is  no  mystery  to  Wight  from  a  Dumber  of  angles.  In 
Chicago,  prior  to  World  War  II.  he  built,  wrote,  directed  and  acted 

in  the  Welch  Grape  Juice  radio  serial  starring  Irene  Rich  for  H.  W. 
(Castor  and  Sons.  Later  he  ran  the  Chicago  studios  of  World  Broad- 

casting System,  which  did  "')()',  of  all  the  electrical  transcription 
work  in  the  Midwest  for  the  largest  advertisers.  I'M-  alone  did  ovei 
400  programs  a  month  for  10  years  in  our  studios." 

On  network.  Wighl  had  a  chance  to  develop  new  programing  for 
\i:<  . 

"Stop  tin'  Music  in  radio  on  Sunday  night  opposite  Fred  Ulen 
and  Edgar  Bergen.  We  clobbered  those  programs  and  got  \l>(  greal 
kudos.  I  was  executive  producer  for  U$l 

When  not  up  to  his  car-  in  radio  and  t\.  Wight  like-  to  gel  away 
from  it  all  on  extended  fishing  trips. 

""In  fact,  that's  what  I  did  last  year  while  my  wife  went  over  to 
Europe  to  visit  my  daughter  and  our  only  grandchild  in  Geneva."  ̂  
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WKLO 
LOUISVILLE   Tftr 

Your  Kcntuckiana  cus- 

tomers consistently  dial 

1080  KC,  where  twenty- 

four  hours  a  day,  seven 

days  a  week,  the  people 

who  represent  the  micro- 

phone side  of  the  WKLO 

Sales  Family  arc  telling 

and  selling  your  Ken- 

tuckiana  consumers.  Each 

WKLO  Air-salesman  has 

an  individual,  personal- 

ized approach  that  as- 

sures saturation  impact 

regardless  of  product  type. 

You'll  reach  more  people, 

(check  your  latest  Pulse), 

you'll  observe  greater 

sales  IMMEDIATELY 

when  you  use  any  and  all 

of  the  TOP  AIR-SALES- 

MEN who  staff  WKLO— 

Where  Kentuckiana  Lis- 

tens On  the  dial 

Represented    by 

John    Blair    &    Company 

Jb^Jte 
WKLO 
LOUISVILLE  Tftr 



WHAT 
IS 

YOUR 

PHOTO- 
GRAPHIC 

MAL- ADJUSTMENT 

m 

■ 
1)  QUALITY 
2)  SERVICE 
3)  PRICE 

THESE  ARE  THE  3 
BIG  PROBLEMS 

Let  us  cure  them  for  you 
as  we  have  done  for  some 

of  the  top  business  firms 

and  advertising  agencies 

DAKALAR 

"^OSMO 
^^^  Photographers 

I  19  W.  57th  St.,   N.Y.C.         Ci.  6-3476 
PHOTOGRAPHERS    FOR   SPONSOR 

BAKALAR-COSMO 
119  W.  57th  St.,  N.  Y.  C. 

Gentlemen:  Please  have  your  re 

presen- 
tative    □    Phone    G    Drop    in 

Date                                            Time 

Firm        —   -  - 

Address                     ...  Tel.  No.  ... 
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National  and  regional  spot  buys 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV   BUYS 

Rootes  Motors,  Inc.,  Long  Island  City,  N.  Y.,  is  conducting  a  four- 
week  tv  test  in  New  York  for  its  Hillman  Minx  car.  The  advertiser 

has  purchased  15-minute  segments  three  times  weekly  on  the  film 
feature  Late,  Late  Show  on  WCBS-TV.  Commercial  is  on  film.  Buy- 

ing is  completed.  Buyer:  Bob  Morton.  Agene\  :  Erwin,  Wasey  & 

Co.,  New  York.    (Agency  declined  to  comment  on  campaign.) 

RADIO    BUYS 

General  Foods  Corp.,  Jell-0  div.,  White  Plains,  N.  Y.,  is  entering 

markets  throughout  the  country  to  advertise  its  gelatin  dessert.  Cam- 

paign will  begin  1  July  and  will  run  for  10  weeks.  LD.'s  will  be 
slotted  within  8:30  and  12  a.m.  period,  Monday  through  Friday. 

Buying  is  half-completed.  Buyer:  Bill  Bollard  and  Marie  Fitz- 
patrick.    Agency  :  Young  &  Rubicam,  New  York. 

Ex-Lax,  Inc.,  Brooklyn,  N.  Y.,  is  planning  a  nationwide  campaign 
in  major  markets  for  its  laxative,  SPONSOR  learned.  Campaign  will 

kick  off  1  July  for  13  weeks.  Minutes,  20s  and  LD.'s  will  be  sched- 
uled for  mid-morning  and  early  afternoon  hours.  Buyer:  John 

Hughes.  Agency:  Warwick  &  Legler,  Inc.,  New  York.  (Agency  de- 
clined to  comment  on  campaign.) 

Welch  Crape  Juice  Co.,  Inc.,  Westfield.  N.  Y..  is  scheduling  a 

six-week  campaign  in  25  selective  markets  for  its  juices,  sponsor 
was  told.  20-second  e.t.  and  live  announcements  will  be  aired  7  a.m. 

to  7  p.m.  to  reach  a  woman's  audience.  Buyer:  Lee  Oakes.  Agency: 
Richard  K.  Manoff,  New  York.  I  Agencv  declined  to  comment  on 
campaign.) 

RADIO  AND  TV  BUYS 

Corn  Products  Refining  Co.,  New  York,  is  going  into  35  markets 

in  the  Southwest  for  25  weeks  to  push  its  Niagara  starch.  In  radio, 

minutes  will  be  placed  primarily  during  early  morning  hours:  fre- 

quency will  be  12-15  per  week  in  each  market.  In  tv,  daytime  min- 
utes will  be  used;  frequency  per  week  in  each  market:  six.  Films  in 

tv,  and  e.t.'s  in  radio,  will  feature  well-known  Southwestern  person- 
ality Sunshine  Sue  making  these  product  points:  ill  it  is  the  onl} 

true  cold  water  starch:  (2l  it  dissolves  instantb  in  cold  water:  (3  I 

excellent  results  and  economical  use.  Buying  is  completed.  Buyer: 

Frank  Delaney.    Agency:  C.  L.  Miller  Co..  New  York  City. 

J.  A.  Folger  &  Co.,  Kansas  Cit\.  Mo.,  is  going  into  Fastern  markets 

for  its  coffee  starting  9  June.  SPONSOR  learns.  The  details:  Station 

breaks  and  minutes  will  be  bought.  7  a.m.  to  7  p.m.  in  radio.  Prime 

nighttime  hours  will  be  secured  in  tv.  Frequency  will  be  saturation 

with  e.t.'s  used  in  radio,  film  in  tv.  Buyer:  Yal  Ritter.  Agency:  Cun- 
ningham   &    Walsh,    New    York,     i  \gencj    declined    to    comment.! 
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Why  J.    Walter  Thompson  Timebuyer  Selects 

Crosley  WLW  S1         ins    for  '.'.  iompany 

"WLW  Stations  do  more  than  jus-  I 
your  time  dollars.  Their  staff  of 

merchandising-promotion  experts  work  rig 

along  with  the  advertiser's  sales  people 
and  follow  through  with  trade  contacts — 

buyers,  brokers,  distributors,  store  managers 

Yes.  I'd  sure  say  that  the  WLW  Stations  of 

Tip-Top  service  everytime.  all  the  time!" 

Mario  Kircher,  J.  Walter  Thompson  Timebuyer 

Like  J.  Walter  Thompson,  you'll  get  top  service  for  your  products  on  the 

WLW  Stations.  So  before  you  buy.  always  check  first  with  you:     Stations' 

Representative.  You'll  be  glad  you  did! 

WLW 
Radio 

WLW-T 
( 'incinnati 

WLW-C WLW-D 
i) . . 

WLW-A 
rite 

Network  Affiliations:    NBC    ABC:  MBS     Sales   Offices:    New  York.  Cincinnati.  Chicago 

Sales    Representatives:    NBC  Spot  Sales-  Detroit.  Los  Angeles.  San  Francisco  1\(  '() 
Bomar  Lowrance  &  Associates.  Inc  .  Charlotte.  Atlanta.  Dallas   Crosley  Broadcasting  Corporation,  a  division  of      J  I 

sponsor     •     8  .n  \k  1957 
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TERRE  HAUTE, 

Indiana's  2nd   Largest 
TV  Market 

V   

1  /■■ 

257,970 

TV  Homes 

BOLL1NG        CO. 

NEW  YORK 

CHICAGO 

V  HAVEN'T 

I     LOOKED  UP!  \ 

SPECIALIZED  NEGRO 

PROGRAMMING 
With  100%  Negro  programming  per- 

tor.nel,  KPRS  if  effectively  directing 

the  buying  habits  of  its  vast,  faithful 

audience.  Your  sales  message  wastes 

neither  time  nor  money  in  reaching 

the  heart  of  its  "preferred"  market. 
Buying  time  on  KPRS  is  like  buying  the 

only  radio  station  in  a  community  of 

127,600  active  prospects. 

1,000  W.      1590  KC. 

KPRS 
KANSAS   CITY,    MISSOURI 

for  availabilities  call  Humboldt  3-3100 

Represented  Nationally  by- 
John  E.  Pearson  Company 

News  and  Idea 

WRAP-UP 

ADVERTISERS 

T\  now  lias  a  money  tree,  thanks 

to  P&G.  It's  a  ""money-tree  give- 

away'* promotion  Leo  Burnett 

Co.,  ageney  for  P&G's  Joy  (dish- 
washing liquid)  has  dreamed  up 

I  to  hoost  national  Joy  sales. 
Tlie  1(1  winners  of  this  Joy-jingle 

contest,  launched  on  CBS  TV's  Phil 
Silvers  show  21  May.  will  get  mone) 

trees  ranging  in  value  from  815.000 
to  SI ,000  each,  in  return  for  sending 

in  a  four-line  jingle  with  the  serial 
number  from  the  bottom  of  a  can  of 

Joy. 

Hawaiian-      get      hangovers,      too. 
Miles  California  Co.  is  stepping  up  its 

1957-8  advertising  in  Hawaii  with  a 

25 %  budget  increase  because  of  the 

zooming  sales  of  Alka-Seltzer,  and  oth- 
er Miles  products  in  the  Hawaiian 

market  during  the  past  year. 

Frank  G.  Clancy,  v.p.  of  Miles  Cali- 
fornia Co.,  and  Forrest  Owen,  gen- 

eral manager  of  Miles"  agency.  Wade 
Advertising,  Hollywood,  recently  re- 

turned from  a  two-week  trip  to  Hawaii, 
are  planning  to  put  the  bulk  of  the 

budget  into  KGMB-TV,  KONA-TV, 
kl  LA  and  KULA-TV. 

Following  their  pattern  of  success 
on  KTTV,  Los  Angeles,  with  Sheriff 

John  as  a  salesman  of  Bactine  anti- 

septic to  kids.  Miles  bought  two  kid 
shows  across  the  board :  Sheriff  Ken 

on  KGMB-TV  and  Just  Kids  on  KONA- 
TV. 

Continental  Baking  Co.  follows 

population  into  "•Suburbia.'"  Ma- jor air  advertisers  are  definitely  mov- 
ing further  and  further  out  of  major 

metropolitan  cities.  In  line  with  the 

popular  urge  to  suburban  and  exur- 
ban  living,  Continental  Baking  Co. 

spent  a  frantic  Decoration  Day  week- 

end moving  .'-500  home  office  employees 

from  the  firm's  current  New  ̂   ork  City 

offices  to  the  new  SI  million  "porce- 
lain-coated" steel  and  aluminum  struc- 

ture in  Rye,  New  ̂   ork. 
R.  Newton  Laughlin,  president  of 

the  baking  company    (and   a   resident 

76 

of  suburbia — Scarsdalet  sees  this  move 
as  the  culmination  of  his  ambition  to 

have  home  office  and  research  facili- 

ties  consolidated    in    one   spot. 

"It's  like  sipping  pure  fruit,"  says 
White    Rock    Girl    on    radio.     The 

"hot-weather"  saturation  for  \\  hite 

Rock  Corp.  will  start  on  WOR  on  15 
June,  with  35  minute  announcements 

weekly  for  a  13-week  run.  Remainder 
of  campaign  will  he  in  newspaper  ad- vertising. 

Danny  Thomas  gets  a  whiff  of  new 
Golden  Dial  deodorant  soap.    New 

soap  product's  advertising  campaign 
kirks  off  this  month  with  heavv  tv 

schedules,  including  sponsorship  of 

ABC  TV's  Danny  Thomas  Show.  Some 

magazine  and  newspaper  comic  sec- 
tion advertising  as  well  as  couponing 

will  support  the  introductory"  network tv  campaign. 

Tv  makes  Swedish  car  big  seller 

in  Indiana.  Indianapolis  Volvo  car 

dealer.  Jack  Ensley,  owner  of  Sports 

Car  Lnlimited,  has  been  using  live  in- 
terviews of  Volvo  car  owners  as  com- 

mercials on  WBRM's  Saturday  night 
feature  films.  He  says  his  tv  effort 

boosted  Volvo  into  top-seller  among 

foreign  sports  cars  in  Indiana  with 
current  rate  of  50  ̂   olvo  familv  sport 
sedans  a   month. 

L.A.  advertisers  band  together  in 

public  service  baseball  sponsor- 
ship. In  a  joint  fund-raising  effort 

for  the  Big  Brothers,  Farmers  Insur- 

ance Co.,  Arrid's  Men's  Spray  Deo- 
dorant. Rise  Instant  Lather,  Bardahl 

Oil  additive.  Goetz  Country  Club 

Stout.  Volkswagon  Dealers  of  South- 
ern California  and  Budget  Finance 

Plan  jointly  donated  810,000  in  tv 

time  and  facilities  for  a  five-and-a-half- 
hour  L.A.-San  Diego  doubleheader 

over  KHJ-TV.  Los  Angeles. 

According  to  Wally  Hunt,  chair- 
man of  the  Baseball  Jamboree,  40 

leadins    California    businessmen     will 
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KWTV 
OKLAHOMA  CITY 

ROANOKE 
60  County  Coverage 

/ 

ROANOKE 

\\ 

POWER^^N.  C.       7  HEIGHT 

Television's  Top  Programs 

Ask  Your  "Colonel"  at 
Peters,  Griffin,  Woodward,  Inc. 

WDBJtV 
CHANNEL 
ROANOKE,    VIRGINIA 

take     telephone     pledges     during     1 1  •  •  - 
show    I"   ui\>-  the  city 'a     <>u 
helping  hand. 

Accounts    and    executive!    <»n    the 
move i      Hie    W  <  -inn    Division    <>l 
I. «m;J  Loan  (  <>..  I        \ 

in   the   Edward   S.   Kellogg    <  o.   on    I 
Inn.-.    Lawrence  J.   <  ondon,   I 
I. ii, in    \  .p.    in   i  hai  ge   ill    the   W  esti  i  n 
I  >i\  ision,  announced   Local   Loan   « ill 
■  ontinue    its    broadi  i-t    s*  hedules    in 
more   than    21 '   leadin      W  esti  rn 

kct-.  .  .  .   Paul   Klein,   president   "t 
Men  -  Toilet]  i>--.  Bevei  l\   Hills,  pla 
in  New    i  ork  tlii-  week  to  I  tunch  the 

firm's   new    "Executive"    line   \  i.i    na- 
tional  .tii    advertising    (through    R 

mond    Ii     Morj  an  • . 

AGENCIES 

Since  over  .">()',  of  the  cost  of  <>p- 
i  rating  an  agency  represents  |>a\ 
to  oilier  ih. id  the  principals  of  an 

agency,  "payroll  control*1  i-  as 
importanl  :i-  research,  marketing, 

copj  and  layout.  Ilii-  was  the  major 
point  stressed  b)  Lucius  '  oleman,  .i 
rnanagi  menl  i  onsultant,  .ii  a  re<  enl 
New  York  seminai  ol  the  I  eague  of 
Advertising    Agencies. 

\  time-reporl  ing  sj  stem  is  a  i  it.il 
pari  or.  ai  liii\  ing  such  i  ontrol,  < !ole- 
iii. in  told  the  seminar.  Such  statistics 

will  enable  the  agencj  to  analyze  its 

paj  roll  function  and  spot  "dai 

zones." 
V  major  revolution  in  food  distri- 

bution and  packaging  techniques 
in  niaiiN  European  countries  is 

seen  bj  Car]  W.  Slun  or,  directoi 
.  I  sales  for  Grand  I  nion  Co.,  \nIio  re- 
centlj  returned  from  a  food  clinic 
meeting   it  I  trecht. 

"It  could  mean  a   Madi  on    Avenue 
i  \    Row    in    Amsterda  n,  Brussels, 

Paris,  Zurich,  Rome  or  Cologne,"  Sha- 
\nr    says,    "and    soap    operas    in    six 

images." Account  movements:  Pan  Ameri- 

can World  Airways,  Inc.  to  knd- 
ner  Agency  t.>  represent  it  in  I  .  S. 
"ii  ( Hipper  i  argo  Pi  ogi  am.  ...  rry« 
Ion  Products  (  o.  ol  (  hi<  ago  to  Don 
Kemper  Co.,  Dayton,  for  advertising 
two  cosmetic  products  Bathe  n  Glow 

oil  and  [rylon  bubble  bath  \i.i  tele- 
\  ision,  radio  and  newspapers.  .  .  .  <  on- 

i  Please  turn  to  jhil.'-  .".1  I 

BROADCAST  MUSIC,  INC. 
NEW  YORK  •  CHICAGO  •  HOLLYWOOD 

TORONTO  •  MONTREAL 

Mim  in    I  \    prodm  lion  .ill  uq 

"Th'-  'i>r  from  Jo 

M\TH 

OPTH  OS 

,,N 

JAMIESO 
FILM    COMPANY 

3825     Bryan     •     T A  3-8158     •     Dallas 
•  inrlaJe: 

■ 

pirn.  Inc.™  yV- 
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Announcing ... 

SPONSOR'S   FIRST  ANNUAL 
TV/RADIO  TRADE  PAPER 

ADVERTISING  AWARD! 

THE  NEED:  Trade  paper  advertising  in  today's  television  and  radio  industi 

is  improving.  But  quantity  is  moving  faster  than  quality.  Agencies  and  ac 

vertisers  complain,  "We  don't  get  enough  meat  from  trade  ads."  Stations  as! 

"What  do  buyers  want  to  know?"  On  the  premise  that  example  is  the  best  teach 

er,  and  to  do  our  bit  to  inspire,  stimulate,  and  reward  the  best  campaigns  of  the  t 

and  radio  advertising  industry,  SPONSOR  inaugurates  its  annual  advertising 

awards.  A  distinguished  group  of  tv  and  radio  executives,  each  an  active  large 

scale  spot  and  network  buyer,  will  serve  as  judges.  SPONSOR  reports  wit! 

pride,  and  as  an  expression  of  advertiser/agency  enthusiasm  for  such  awards 

that  all  but  one  of  the  invitations  to  serve  on  this  panel  was  promptly  accepted 

Publisher 



COMPETITION     DETAILS 

Who    is   eligible? 

tMy   iv  itation,   radio    >tation,   network,   broad 
iup,  film  »yndi<  ator,  and  broad 

, ,-,  rep,    manufacturer,    i   lui  er,    01    tupplii  < 

Award    Classifications 

v    stations  ',0"  ,0<>  hou'iv  rati 

.roup  I   to  $500 

•nap  2      $500   i<>    $1000 
.,„„|.  3   $1000   m    $1500 

,roll|,  i   $1500    m    $2000 
,,,,lip    7t   $2000     anil      m.  i 

adio    stations 

.roup    <>    I"    $150 

.,„n|>   7      $150    i<>  $300 
;ro0p   K   $300   m  $450 
Ironp  9      $450   to  $600 
.roup     10   $600    and    our 

.roup     I  I   network* 
•roup    12   group-owned    stations 
'•roup    l«i   film    syndicatori 
,M,ii|p    1  I   l>    commercial    producers 
.roup    I  ■>   broadcast     services,     reps, 

manufacturers,  producer-,  suppliers 
Awards 

.  First-place  winner  in  each  group  i~  awarded 
•  iallj  designed  plaque. 

'.  Promotion  manager  of  each  first-place  din- 
ner is  awarded  a  $50  government  bond  and 

a  certificate  bearing  his  name. 

,.  Meritorious  awards  will  I"  given  2nd,  3rd, 
ith,  and  5th  place  entries  in  each  group. 

L  Winning  campaigns  will  be  featured  in  an 
Awards  Issue  of  SPONSOR. 

Entries 

acli  entry  must  consist  of  live  <>r  more  differ- 
m  advertisements  of  a  campaign  tliat  has  been 

Tinted  in  any  trade  publication  or  publications 

luring    the    12    months    preceding    Jul)     1(>.~>7. acb  entry  must  also  include  Mi  classification 

ii  which  entry  belongs;  (2)  name  and  address 

t  entry;  (3)  names  of  general  manager,  pro- 
notion  manager,  and  advertising  agency;  (4) 

page  summary  expressing  objective  and 

trategy  of  the  campaign  with  results,  if  known. 

acfa    station  of   a    group-owned    compan; 
ntcr   its   individual  campaign.     Ml    entries   be- 
iime  the  property  of  SPONSOR. 

Deadline 

ompctition  closes  15  August  1957  Winners 
%  i  11  be  announced  in  an  issue  o)  SPONSOR 

hortly  after  Labor  Day,  1957. 

Judges 

i  fudges   are  George   Abrams,    vice    president    in 
of    advertising,    Revlon;    Donald    Cady, 

rice  president  in  charge  of  general  advertising, 

Nestle;     William     Dekker,     vice     president     in 
hart:.-  of  Media.  McCann-Erickson;  Frank  B. 

Kemp,  vice  president  and  director  media,  i  omp- 

„n;  Peter  G.  Levathes,  vice  president  and  di- 
rector media  relations.  Young  &  Rubicam; 

I  .  S.  Matthews,  vice  president  and  m 

media  department.  Leo  Burnett;  Francis  Mine 

iian.  \ice  president  and  media  director,  SS<  &B; 

Arthur  Porter,  vice  president  and  media  direc- 
tor. J.  Walter  Thompson;  Rod  MacDonald,  vice 

president  and  media  director.  Guild.  B 
and  Bonfigli. 

r—        Special    Contribution 

...  to  Broadcasters'  Promotion  \ss,,ciation: 

!To  encourage  the  aims  and  activity  of  the  fast- 

growing  BPA.  SPONSOR  will  contribute  $5 
Ition  entry.  The  contribution  will  he  in  the 
to  this  organization  for  each  tv  and  ra 

*)name  of  the  promotion  manager  of  the  station. 

from  the  president  of  the 

BROADCASTERS'    PROMOTION    ASSOCIATION 

o*r*ctmt 

r>,-  Jt-M 
lx..rf  P  F.n.  J(> 

BROADCASTERS'   PROMOTION    ASSOCIATION,    INC. 

(Hunt,,  BulLtmt  •  I .'.'  '  ajl  41*4  S,r„i  ■  Srw  York  1 7,  N  Y  •  MVrtaj  HUt  7-MO* 

<  M-lc  K  W,ho. 
»  ,  ma  n 

Mnolrr  T)ftdra 

ll.,».»x)  M«k< 

»  W»t-Tv 
Roy  C  Pnlcn«B 

•  »p»,  r 

Com  Go* 

V.rk* 

fag  /   -TTTCTTIMflO »rt  •  wnn 

lata  M.dp-t,/ 

ll»f »  I 

I    Kty* 

***** 
P,<jl  I   Wondlud 

nu  A  wtMi-rv 

Mr     Norman  (ilrnn.    Publisher 
SPONSOR 
40  East  49th  Street 

York 

Dear  Norm: 

Congratulations  on  your  proposed  trade  paper  advertising  contest 
for  the  broadcasting  Industry' 

The  contest  you  propose  cannot  help  but  bring  about  n  m 

improvement  in  the  quality  of  broadcast  advertising  in  trade  publi- 
Uj   --by  encouraging  stations  and  related  businesses  to  cast  a 

more  critical  eye  at  thi  mg      It  baa 
mystery  to  me  why  so  many  astute  station  operators  have  shown 
little  or  no  Imagination,    inspiration,   and  showmanship  In 
Using  of  their  own  facilities  to  the  trade.     Outstanding  examples  of 
broadcast  advertising  or  campaigns  in  the  trades  have  been  : 
fully  few  and  far  between,   despite  the  healthy  expenditures  r; 
each  year  in   this  type  of  advertising 

I  hardly  need  repeat.    Norm,   how  delighted  I  am  that 
plans  to  contribute  $5  00  to  the  Broadcaster:- 
tion  for  each  entry  received  in  the  contest      As  President  of  I 

I  can  assure  you  t  will  do  everything  possible  to  promote  the  - 
mum  number  of  entries  among  BHA  member  stations  --  as  well  as 
the  stations  throughout  the  country      The  funds  derived  from  this 
generous  contribution  from  SPONSOH  will  enable  BPA  !     ;  r 
more  and  better  services  to  its  members  --  and  help  assure  its 
continuing  growth  and  usefulness. 

Cordially. 

SPONSOR 

£ 

David  E.    Partridge 
President 

THE   WEEKLY    MAGAZINE  TV    AND    RADIO    ADVERTISERS    USE 



Pictures  of  the  week,  including  a  water  skier, 

a  cake-cutting,  a  new  affiliate,  a  broadcast  breakfast 

* PICTURE  WRAP-UP 

Waterskiing  is  part  of  entertainment  featured  at  the  convention 
of  the  Advertising  Federation  of  America,  held  8-13  June  at  the 
Fontainebleau  Hotel,  Miami  Beach.  The  skier  is  Willa  McGuire  of 

the  Cypress  Garden  waterski  troupe.   They  will  perform  Sunday  eve. 

Early  morning  hreakfast  is  hosted  by  Campbell  Arnoux,  president 
and  gen.  mgr.  oi  WTAR,  Norfolk.  Business  leaders  and  agencymen 
heard  an  ad  Iress  b)  Norman  E.  Cash,  pres.,  TvB.  Seated  by  Cash  (L 

to  r.)  :  Boli  Lambe,  sis.  mgr.  and  John  Peffer.  ass't  gen.  mgr..  WTAR 

Celebrating  the  10-year  association  of  Thrifty  Drug  Stores  and 
MAC  are  (1.  to  r.)  Morton  Sidley,  general  manager,  KLAC:  Morti- 

mer Hall,  president  of  the  station;  Manny  Borun.  v.p.  of  Thrifty 

stores;  Morry  Axelrod.  advertising,  merchandising  mgr.  for  the  chain 

All  smiles  at  sale  of  WMTV,  Madison,  (1.  to 
r.)  L.  Wolfson  II.  WTVJ,  Miami:  I).  Mercer, 

NBC  TV,  sta.  rel.;   G.   Bartell,   pres.,   Barrel] 

Crp.:  M.  Wolfson,  pre-.  WT\  J  :  I..  Row  itch,  v.p. 

First   affiliate   is   signed   by   Weaver   for   Pro-  Singer  and  sponsor  meet  informally  in  Detroit, 

gram    Service,    Inc.'s    major    market    tv    network.  Pat  Boone   (l.i   chats  with  K.  E.  Staley,  executive 

Ward    L.   Quaal,   v.p.   and   gen.    mgr.   of    WGN-TV  ass't  gen.  sale-,  manager  of  Chevrolet.    Boone  will 
and    Pat    Weaver    announce    affiliation    agreement  star  in  weeklv  half-hour   \BC  TV  show   for  Che*} 
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verted  Rice,  Inc.,  Houston,  to  E.  \\  . 
|{«-\  noliU    Ltd.    ol     I   In    foi    lian 
,!lin  '   in  •    in  nla. 

\r»  Marketing  plant  ;tt  Ronton 

(  orp.  has  created  a  two-agency  <>p- 
eration.    Norman,  Craig  X   kum- 
ini'l  will  handle  lighter  produi  ts, 
lightei  fluid  and  flints.  Grcj  Adver- 

tising \\a-  been  appointed  l"i  ii~  line 
uf  electric  sha\  ers,  as  w  ell  .i~  foi  new 
Ronson  electric  appliances  i<>  be  intro- 
Jin  ed  next  year. 

J«»l>  movements:  Don  Trevor  joins 

Y  V   tv-radio  department    "I    Doyle 
Dane    Brinhacli   a-   !\    producer.   .   .   . 
John  \{.  Carr  becomes  marketing 
director  of  Vnderson-McConnell 

kgency,  Los  Angeles.  .  .  .  II.  R.  St«-I>- 
hins  is  new  director  ol  merchandising 
at  Vic  IVfaitland  •£  Associates  in 

Pittsburgh.  .  .  .  Henry  \\ .  Qeeff 
joins    Ogilvy,    Benson    &    Mather. 
Y  1 ..  as  timebuy er.  .  .  .  Peter  II. 
Nicholas  goes  to  Charles  \\  .  Boyl 
Co..  Y  i ..  as  \  .p.  in  charge  of 
research. 

\t  Leo  Burnett  Co..  N.Y.,  three  new 

v.p.'s  were  elected:  Robert  <».  Ever- 
ett, Dewitl  L.  Jones,  and  \\  illiam 

K.  TreadweD. 

NETWORKS 

This  week's  .ill  tv  programing notes : 

WW.  'l"\  :  Ralston-Purina  has  signed 
as    the   alternate   sponsor   on    Broken 
trrou  i  Tuesday  9-9:30  p.m.  i . 
CBS-TV:  Looks  like,  but  this  is  not 
firm.  //  Gives  Mr  Great  Pleasure  with 

Eve  Arden  will  take  the  [uesday  8:30- 
')  p. tn.  spot.  Lever  Bros,  and  Shulton 
are  set  in  the  time  period,  [he  I":  10- 
11  p.m.  slot  on  Tuesday  is  now  open 
with  L&M  dropping  out  as  of  29  June. 
Playhouse  90  (Thursdays  9:30-11 
p.m.  i  has  filled  its  sponsor  roster  with 

LAKE  CHARLES 
the 

fC  Negro  Radio  Buy 
is 

KA0K 

Allstate  Insurance  taking  the  remain- 
ing alin  nate  week  half-houi  -  [his  is 

the  insurant  e  comp  iny  -  first  network 
h  ride.  I  oi  the  Saturday  8  10  9  p.m. 
period  Mogen  David  is  definitely  tak- 

ing Ihil.  and  the  Duchess  and  looking 
foi  an  altei  nate  sponsoi 
N  B4  T\  :  Anothei  day  time  quizzei 

h  ill  p<>p  up  in  tin-  nighttime  pi'  ture 
this  fall  with  The  Price  Is  Right  going 

into  the  Monday  7:30-8  p.m.  period 
i"i  Speidel.  Tu  Tat  Dough  has  al- 

ready joined  the  nighl  Bhow  ranks  on 
I  hursday  T  30-8  p.m.  foi  \\  arner- 
Lambert.  Looks  lik'-  the  Jane  II  yman 
Show  (decked  out  with  a  new  format) 
v  ill  now  tin  ii  up  on  I  uesday  nights 

10-10:30  with  Singei  ami  Quakei  OaU 
alternating.  Sterling  Drug,  -till  fond 
oi  ii-  Mark  Saber  detective  series,  will 
bring  a  new  version  ol  the  Bhow  to 
NBC  T\  on  Friday  nights  at  7:  10-8 
p.m.  \  new  title  will  be  forthcoming also. 

NBC  T\  has  divorced  it-  public 
affairs  and  news-sports  depart- 

mental    New    set    up    works    this 
M  BJ  . 

Publii  affairs  "<  reative  unit  undei 
the  direel  ion  "I  I  [em  j  Salomon,  Salo- 
mon  i~  director  of  Project  20  and 

h  i  iter-producer  <>l  I  ictot  \  at  N'  a. 
News  department  under  W  illiam  It. 

Mi  Andrew,  director  of  news. 

S]  oi  t-  department  under  I  homas  N. Gallery. 

Davidson  Taylor  continues  as  v.p. 

for  public  affairs  and  has  been  ap- 
pointed a  genera]  program  executive. 

Personality  notes:  Rudy  line- 
man, newspaper  columnist,  has  joined 

the  < T>>  Radin  press  information  staff. 
.  .  .  Michael  Burke  lia-  been  named 

director  of  network  programs,  I  ng- 
land,  foi  i  BS  l\.  Burke  left  this  week 
t"  establish  an  office  in  London. 

TV    STATIONS 

Cooks  lik«-  Pat  Weaver's  Program 
Service  network  wiD  blow  renewed 

broadcasting  activity  towards  tin- NX  inch    (  il>. 

Waul  I..  Quaal,  vice  president  and 

eral  manager  of  w*GN,  Inc., 
Chicago,  commenting  on  the  affiliation 

of  W  GN-TV  with  the  "fourth"  network, 
said:  ""  \  very  substantial  portion  "I 
the  network  programing  will  come 
from  Chicago. 
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production,  has  jusl  gone  into  -i\ more   markets. 

I  hi    stations:   \\  (  I)  \    I  \      \ 
\  N       KATV,    I  ittle    Rock,    KOI  \ 
rulsa,  \\  DWI   l\    Hattiesbui 

WCPOTV.I  ti,  and  KPRl    I  \ 
I louston.  It  -  a  Victoi  8  Ri<  liai de 

package,  with  Alan  Sands  writing-  pro- 
ducing. 

I  \    applications :     Between    .'      Via 
ami     I      1 1 J 1 1<     tWO    '  Onsl  i  in  I  i"li    pel  mil- 

•  anted,  three  applii  ations 
foi  new  stations  were  filed  and  one 
Btation  took  t"  the  air. 

Applii  ations  were  made  by:  Spi  ing- 
field    IV|c\  ision   Broad<  asl 

field,  Mass.,  foi  <  bannel  64,  Pittsfield, 
Mass,   1)1   k«   visual,  «itli  towei 

feel  above  average  tei  rain,  plant  v  I  l<  I, 
100    yearly    operating    cost    190,0 
(  ommunity    I  ele<  asl  ing  •  orp.,  Moline, 
III.,  for  Channel  8,  Moline,  316  kw  vis- 
ii.i I   h  itli  towei  1000  feet  above  avi  i 

terrain;  and  Evangeline  Broadcasting, 
I  afa\ ette,  La.,   l"i   •  hannel  3,  I .afay - 
ette,  LOO  kw  visual,  with  tower  947  feet 
above  average  terrain,  plant  1634,098, 

j  eai  U  operating  cost  S  107,01  H  I. 
(  . .ii-t i  m  ti'.n  permits  went  to  KAYS, 

I n* .  Rays,  Kan.  foi  <  hannel  7.  II 

PRODUCTS  FOR  YOUR lh)  TV  AND  ART  DEPT. 

"STORYBOARD"  PAD 

(  ».. —   n 

CO 
The  pod  thot  hoi  big  5*7 
video  panels  thot  enable 

you  to  make  man -fixed  TV 
visuals.  Perforated  video 
ond  audio  segments  on  gray 

background. 

No     72C— Pad   Sire   14x17  2.50 

(50  Sheets — 4   Segments  on   Sheet) 

No.  72  E— Pocket   Size   6*4    i   8'4 
(50  Sheets — 1    Segment  on   Sheet) 

Tomkins  TELEPAD 

Most  popular  TV  viuoi  pod 

with  ?'/]«*"  video  ond 
audio  panels  on  gray  back 

ground  Each  panel  perfo- 
rated 

No.   72*— 19  I  24 

(50  Sheelt — '2  paneli  on  Sheet) 

No     72B— Pocket   Size   8  «  18 
,75   SriccH — 4  panelt  on  Sheet) 3  SO 

2.00 

VIDEO  PAPER 
Sensational  n«w  poper  for 

TV  art  \i\  Mokes  an  ordin- 

ary pen  c.i  line  vivid  and 
colors     just     pop  I     Write     for 
sample 

FREE    SAMPLES 

FOR   THE   ASKING1 Wnte     on      your      letterhead     for 

200-page     catalog     of     on     sup- 
A->        £~  :tc  orcd  a        of 

ARTHUR  BROWN  t  BRO. 
2  West  46th  St..  New  York  36. 

*C      UL 
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permit  allows  81.3  kw  visual;  and  Cas- 
cade  Broadcasting.  Great  Falls.  Mont., 
for  Channel  3,  Great  Falls,  permit 
allows  .118  k\\   \  isual. 

New  station  on  the  air  was  \\  SI'D- 
TV,  Puducah,  Ky.,  Channel  (..  M!C 
T\  interconnected  affiliate,  owned  1>\ 

i'aducah  Sun-Democrat. 

kCCC-TV,  Sacramento,  Calif.,  is  off 
the  air  as  of  31  May.  I  his  puts  the 
count  at  475  commercial  t\  stations 

now  operating  .  .  .  With  the  demise 

of  KCCC-TV,  KYOR-TV,  Stockton 
Calif.,  hecame  the  ABC  TV  exclusive 
affiliate  for  the  Stockton-Sacramento 
area. 

WWJ-TV,  Detroit,  this  week  cele- 

brated its  10th  anniversary  with  a  spe- 
cial closed  circuit  program  piped  to 

New  York  for  an  audience  of  adver- 

tising and  agenc}  men.  "Believeabil- 
ity"  was  the  keynote  as  the  show  took 
\  iewers  on  a  tour  of  the  Detroit  studios 

and  presented  capsule  version  of  many 

local  programs.  The  special  presenta- 
tion was  also  put  on  in  Chicago  and 

Detroit. 

KCOP,  Los  Angeles  has  been  sold 

to  Bing  Crosby.  George  L.  Coleman. 

Joseph  A.  Thomas  and  Kenyon  Brown. 

Purchase  price:  $4,000,000  .  .  .  Call 

letters  of  WDAK-TV,  Columbus, 
Ga.,    have    been    changed    to    WTVM. 

People  in  the  news:    Jack  Miller, 

formerly  with  Buchanan  &  Co.,  Los 

Angeles,  has  been  appointed  assist- 
ant general  manager  of  KTVR,  Den- 
ver .  .  .  Paul  Blue,  has  been  made 

program  director  for  KLZ-TV.  Denver 
.  .  .  Rohev  Kim!)^U  has  stepped  in 

as  promotion  manager  for  WAGA-TV, 
Atlanta  .  .  .  Richard  D.  Wilson  is 

the  new  associate  farm  director  for 

WKY-AM&TV,  Oklahoma  City  .  .  . 
Irving  Waugh  has  been  made  vice 

I  resident     and     general     manager     of 

WSIX-AM&TV,  Nashville.  Waugh 

formerl)  was  with  \\S\I.  Nashville, 
a>  executive  assistant  to  the  president 
ami  commercial  director  .  .  .  William 

Lewis  Cooper,  Jr.  has  been  named 

film  manager  for  WPIX,  New  York 
.  .  .  George  F.  Spring  has  been 

appointed  f\  sale-  manager  at  \\  RGB, 

Schenectad\  .  .  .  George  A.  Green- 
wood will  become  promotion  manager 

of  WSAZ-AM&TV.  Huntington.  W. 

Ya..  on  1  July  .  .  .  C.  R.  "Hi"  Bram- 
hain  has  been  appointed  commercial 

manager  of  WSM-TV,  Nashville  .  .  . 
Richard  H.  Gurley,  Jr.  has  joined 

the  sales  staff  of  WBZ-TV,  Boston. 

RADIO   STATIONS 
Silence  is  indeed  golden  at  WCAU, 

Philadelphia,  where  General  Elec- 
tric Appliances  is  paying  good 

money  for  five  seconds  of  quie- 
tude. 

It's  a  new  way  to  get  listeners  at- 
tention, with  GE  using  five  of  the  60 

seconds  in  50  commercials  weekly  as 

a  silent  opener  to  a  pitch  for  tv  sets 

and  appliances.  They  figure  a 
strained  ear  will  hear  that  much 

more  when  the  sound  comes  in. 

Lower  fidelity,  or  better  fidelity 

on  this  side  of  high,  is  being  test- 
ed and  introduced  via  a  new  system 

at    WMGM,   New   York,   after' FCC 
permission. 
Arthur  Tolchin,  v.p.  and  director 

of  the  station,  is  testing  the  new  Kahn 

system  of  compatible  single  side  band 
transmission  which  he  hopes  will  make 

improved  fidelity  possible  with  aver- 

age-priced receivers. 
If  experiments  work,  he  says  thev 

will  mean  a  bigger  coverage  area  and 
less  co-channel  interference. 

WDGY,  Minneapolis,  is  whipping 

up  public  enthusiasm — and  funds — for 
the  proposed  Channel  2  educational 
tv  station.  Its  interest  in  the  project 
is  a  community  one  only. 

WFBR,  Baltimore,  has  switched  to 

independent  operation  and  changed 

programing.  Theme  is  "exciting  new 
sound."  Streamlining  includes  reduc- 

ing all  talk  shows  to  not  more  than 
five  minutes  I  with  the  exception  of 

one  10-minute  sports  feature  I .  The 

station  is  also  playing  up  one-minute 
featurette  on  traffic  information,  boat- 

ing  and  fishing  bulletin  and  even  wom- 

en service.  The  big  changeover  coin- 

cides with  the  station's  35th  annher- sar) . 

Management  matters:  Nine  new 
stations  have  become  affiliates  of  the 

Keystone  Broadcasting  System, 

bringing  the  total  to  955.  Thev  are 
WBCA,  Bay  Minette,  Ala.:  KIBE, 
Palo  Alto,  Calif. ;  KAFA,  Colorado 

Springs;  WMOR,  Morehead,  Ky.; 

KLFY ,  Lafayette,  La. ;  KLPL,  Lake 
Providence,  La.;  KLCB,  Libhy, 

Mont.;  WKXL,  Concord,  N.  H.; 

KRTN,   Raton,   N.   Mex. 

Gerald  A.  Bartell,  president  of  the 

Bartell  Group,  has  purchased  WILD, 
Birmingham,  Ala.,  for  a  reported 

$300,000.  It  operates  at  10  kw  on  850 
kc.  Morton  J.  Wagner,  executive 

vice  president  of  the  Group,  will  serve 

as  manager.  Bartell  has  five  other 
radio  properties. 

Former  owner  of  WILD  is  Gordon 

Broadcasting  Co.,  which  operates 

WSAI  AM  and  FM,  Cincinnati,  un- 

der the  presidency  of  Sherwood  R. 
Gordon. 

Personnel  moves:  Dale  Drake,  na- 

tional sales  manager  of  KFJZ  and 

KFJZ-TV,  Fort  Worth  and  the  Tex 
as  Network,  joins  KLIF,   Dallas,   as 

general  manager  of  the  key  McClen- 
don  station.  He  replaces  William  S. 

Morgan,  new  vice  president  in  charge 

of  programing  for  ABC. 

FILM 

AAP  has  put  together  a  library  of 

features  and  syndicated  film  which 

is  being  offered  to  stations  on  a  per- 

hour  rather  than  a  per-show  basis. 
A  total  of  436  hours  are  being  sold 

under  this  plan  with  discounts  for  vol- 
ume. Individual  series  ma\  still  be 

purchased,    however. 
Among  the  feature  packages  in  the 

library     are     Movieland.     Sherlock 
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Holmes,  Monogram  and  Westerns.    \l- 
■o     ,i\ ailable     are     i  andid     <  amera, 

Jn/uitn    Jupiter,  C(il>l>\    Hayes   Show, 
M-li.lU    .tliil    lilll~ir.ll    -In  >  1 1  ~. 

Another  distributor  baa  joined  the 

long  li->t  <>t  those  expanding  over- 
leas  activities. 

Latest     to     join     is     I  ■<  oss-K i  .i~ti<-. 
h  hich  has  opened  offices  in  London  to 
handle  I  ast<  i  n  I  lemisphere  sales.    I  .1 
cilities  \\  ill  be  sel   up  shoi  il\    in  I  atin 
\  1 1 11  ■  1  ii.i  .mil  ( lanada. 

MCA  TV's  Soldier*  of  Fortune,  a 
national  spot  exclusive  with  Seven 

I  l>  since  1955,  will  I  >•  available  for 
local  .mil  regional  sponsors  in  the  fall. 

Seven  I  |>  has  renewed  the  sei  ies  in 
more  than  100  markets  through  the 
summer  months.  Ml  >_'  half-hours 
v  ill  be  a\  ailable  after  the  summei .  ai 

cording  to  Da\i<l  Sutton,  vice-presi- 
dent in  charge  of  the  syndication  di- 

\  i-iuii. 

Produced  l>\  l><\  ue  Productions,  the 

show  averaged  a  26.9  rating  in  the 

latest  available  Mil!  reports  for  19 
hading   markets. 

Guild's  24th  and  latest  film  acquisi- 
tion, \dinutes  of  Prayer,  is  now  being 

offered.  I  In-  series  consists  of  365  one- 
minute  films  in  color  with  voice  over. 

.  .  .  MGM-TV  will  put  The  Feminine 
Touch,  a  situation  corned)  series  about 

two  women  who  form  a  partnership  in 
a  beaut)  shop,  into  production.  .  .  . 

Screen  Gems  has  purchased  I  anadi- 
an  rights  to  Stories  <>i  John  \esbitt. 

NTA  Film  Network  has  announced 

three  appointments  to  it-  executive 
stalT:  Alma  F.  Graef  has  been  named 

director  of  -ale-  sen  ices,  l.\nn  Clean 

<  hristenson  assistant  i"  the  v  u  e 

1  resident  and  genet  al  man  1  ;et  and 
Joseph  Schackner  assistant  to  the 
director  oi  station  relations. 

REPS 

I  he  ladies,  God  l>l<  — .  'em,  love  ra- 
dio— and  with  radio  an  advertis- 

er <an   Love     I'm  and   la-ad   'Ian. 
MM  Spot  Sales,  in  a  new  radio 

presentation  angled  toward  f   I  prod- 
ucts advertisers,  Bhows  li"»  the  ladies 

are  loved  "because  radio  is  the  house- 

\  ives  constant  1  ompanion"  and 
the)  re  led  "with  sound  merchandis- 

ing as  the  l"ll"u  through  that  makes 

'em  |nii   youi    product   in  the  basket." 

W  i:\l-l  \  and  W  EAT  Radio,  West 
Palm  Uracil.  Ila..  have  named  Ven- 

ard,  Rintoul  &  McConnell  a-  na- 

tional representatives.  The  t\  Btation 

was  recent!)  bought  b)  Rex  Hand. 
V  INZ,  Miami,  and  Bert  Lebhar, 

genera]  manager  ol  the  station  since ( Ictober. 

Reps  an-  moving:  Ted  Page  has 
been  promoted  from  the  sales  staff  to 

assistant  -ale-  manager,  Edward  Petr) 
S  Co. 

\l. 

swers  to  Sponsor  Sears  quiz 
or. 

radio  -lalwart-  and  the 

prod- 

net 
1. -  the)  advertised  ( |>a<:«' 

1  ast)  east 

««): 

_>
 

Quaker  <>ai- 
Vrmour 

1. Ro)  al  <  lelatin 
i. 

Ford  Dealers 
6. (    1  1S4  0 

1 . 

1  >. 

Fletchei  -  t  astoria 
I  nioii  Central  Life 

9. 

'  -i  apenuts 

10. 1  ei  raplane 
1 1. Kraft 
12. Bond  Bread 
13. (  iiic\-(  Idorono 
1  1. .1 11 1 1  i  ~  1  .K  e  <  ream 

15. 1  aPalina  <  igar 
16. Che\  rolel 
17. \\   Han  5   Soap 

18. Swift 1<>. 

Gulf 
20. Gulf 

It  happens  to  be  a  recipe  I  heard 

over   KRiZ    Phoenix! " 

RESEARCH 

Vdmen  and  marketing  executives 

will    find    a    newly-published     Mil 

book  on  "The  Use  of  Survej   Re- 
search    Findings     as     Legal     Evi- 

dence" useful  in  .1  number  ot  ad- 
vertising areas. 

\\  1  itten   b)    II.   <      Barksd  tli      1 

I  iate   professoi    ol    n  .it    New 
^  oik    I  niversit) .    il  e    book    explains, 

among   othei    tliinu'-.   how    surve) 

Bean  li  findings  can  I"-  used  in  tradi 
mark  and  1  rade  name  <  onfusion  1  1 

false  and  misli  idin  \  adi ertisin  1   -mi- 
and   design    patent    and   <  op)  1  ighl    in- 
I I  ingemenl   suits     where  1  onsun  ei   al 
titudes  an    an  issue. 

I  "I     those    not    tl. lined    in    .itli.i     l.iu 

01    -in \ ej    M -1  .in  li.   the    I   k    1  d\  1  1  - 
the    nil  i---.ii  \    I. ,n  k.  round    to    undei 

-land  the  problems  1  overed. 

\l!l    dew  1  ibed  the  I   k.  publie 

!'\  Printers'  Ink  Books,  .1-  "the  most 

comprehensive  discussion  available" on   the   subject. 

FINANCIAL 

Stork  markel  quotations:  Follow- 
ing Blocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 

lions  for  Tuesday  this  week  and  I  u ••-■ 

da)  the  week  before,  '.'notation- 
plied  lis  Mm  il  L)  nch,  ['leu  e,  I  enner and  Beane. 

rues. 

1  u 

N.  1 

Sloi  k 

28  Mai 

t  June 1 \  1 1/ 

}   nrl.       - 

W  I'l 

-    % 

\IM 17V  , \     0 

1  BS  "A" 

;i  . 

Columbia  Pii 

17'  ■ 

18% 

1  in  »  - 

19% 
I''1, 

Paramount 

in    \ 

37% 

:7T, 
■ 

Storei 

27% 

20thFox 

29 

• 
'.'              •     !Ir..-. 

•25 

\\  estinghouse 1  change 

MM.-  I    \ni-i-  -  % 

I  &l    Super                                T>  —  A 

I  11 M.  in  I  abs.        "-', 
Guild  Films  -  '■• 
M  \                        8  -  ', 

NEW  ORLEANS  1 
the 

OK  Negro  Radio  Buy 

WOK 
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include  WJAC-TV 
if  you  want  a  schedule 

with  a  top       Hl-Q 

Hi-Quantit 
with  41  key  counties  jin 
Southwestern  Pennsyr 

Marketing  Area 

Hi-Q uan 
in  20  of  these  41  co 

WJAC-TV  reaches 
of  TV  homes 

The  one  key  to  Pennsylvania's  3rd  TV  Market 
OVER  A  MILLION  TV  HOMES  .  .  .  and  WJAC-TV  is  the 

one  station  that  can  deliver  maximum  coverage  of  this  vital 

marketing  area.  WJAC-TV  reaches  into  63%  of  these  TV 

homes  .  .  .  and  holds  viewer  preference  with  outstanding  pro- 

gramming. Latest  ARB  study  in  the  Johnstown-Altoona  area 

alone  shows  WJAC-TV  with  24  out  of  the  25  top  night-time 

shows.  If  you  have  something  to  sell,  in  Southwestern  Penn- 

sylvania .  .  .  showcase  it  on  WJAC-TV  .  .  .  the  station  with 

that  remarkable  Hi-Q! 

call  your  KATZ  man  for 
full  information  about 

;;i 
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//  haft  happening  in  I  ,  S.  (,<>vernment 

that  affect*  tponsors,  agencies,  ttationi 

WASHINGTON  WEEK 

8  JUNE  .  .    .        w,r  . 
c«»yri*ht  i8S7  Ne*    probes  ol   the  M.i.  »ciT  shaping  up  ■  1 1 ■  —  Mirk     r\cii  though  reports  <>ll  tWO 

SPONSOR  PUBLICATIONS  INC  , ,  |     h,~t     \e.ll-     I  !<  I II  U  I e  —  i«  MKll     t\      |  •  I  o,  eel  I  i  m;  -     -till     ue|r     li.illL'ill-     file. 

Ii  -  ;i ti \  1  >. »» t \ ' -  -in---,  when  'In-  Senate  Commerce  Committee  will  do  anything  aboul 
the  report  <>f  it-  staff  on  networks.  Celler's  House  Vntitrusl  Committee  report  1  i k •  - v% i ~ # ■  has 
been  up  in  the  aii     I >nt  may  appear  nexl  Monday. 

The  lateel  major  problem  the  FCC  faces  appears  i<»  be  the  investigation  to  be 

undertaken  1»\  a  House  <  ommerce  subcommittee,  v% it Ii  Rep.  Moulds*  O)..  Mo.) 
as  chairman. 

Object  of  this  probe  is  to  determine  whether  Government  regulator)  agencies  are 

administering   tlir   laws   in   line   with   Congress'   intent   v>lien   tin-  laws  wen-    passed. 
Rep.  Moulder  figures  on  getting  around  to  the  FCC  about  September.  What-  signifi- 

cant about  his  move  is  that  House  Speaker  Sam  Raybnrn  is  wholeheartedly  with 

Moulder  on  tin-  thesis  that    regulator)    agencies  make  laws  l>\    "administrative  decision." 

While  Vfouldei  was  checking  bis  timetable,  the  FCC  was  the  target  of  a  bitter 

attack  on  the  House  floor  from   Rep.  Dingle    (D.,   Mich.). 

Dingle,  a  member  <>f  the  full  Commerce  Committee  •  hut  not  of  the  Bpecial  committee 

which  will  probe  the  FCC)  singled  out  FCC  chairman  George  McConnaughej  and  Com- 
missioner   John    Doerfer    for    special    censure. 

Dingle's   potshots  included   these  statement-: 
•  Chairman  MeConnanghey  Mas  offered  reappointment  merely  as  a  faeesaving 

device. 

•  Uthougfa  the  activities  of  the  Commission  have  been  such  that  high  adminis- 

trative circles  were  prompted  to  "search  for  a  more  desirable  type  of  official." 
this  faeesaving  indicates  they  are  not  too  serious. 

•  Commissioner  Doerfer.  who  is  slated  to  succeed  McConnaughe\.  has.  like  the 

chairman,  "demonstrated  a  penchant  for  endearing  himself  to  the  networks  and 

the   bigger  broadcasters — the  people,   in   short,  whom  the  FCC  is  supposed   to   regulate." 

•  Cases  before  the  FCC  are  "arranged"  now.   rather  than  tried. 

What   Dingle  wants  is  a  sweeping  inquiry  into  the  FCC"s   operation-. 
His  special  grievance  has  been  the  award  of  Channel  .>  to  the  Herald- 

Traveler,   of   Boston. 

He  reviewed  that  case  in  his  latest  diatribe,  noting  that  the  Herald-Traveler  baa  been 

convicted    of  antitrust    law   violations   aimed   at   competing  newspaper-. 

The  deadline  for  tiling  on  the  FCC  proposal  to  junk  the  t\  table  ot  a-»i:ni- 
ments  is  falling  due.  but  so  far  the  invitation  to  present  industry  \ie*»  and  ideas 
has  met  with  only  minor  response. 

The    networks    really    were    the    onl\     ones  that   had   much  oi  anything   to   - 

CBS  was  in  favor  of  the  plan  to  permit  tiling  of  application-  for  anv  chan- 

nel in  any  location,  providing  the  FCC  would  guarantee  to  hold  firm  on  its  stipulations 

il)  that  uhf  stations  must  be  protected  and  (21  that  existing  mileage  separations  between 
Stations   be    maintained. 

NBC  took  a  middle  ground,  holding  the  FCC  should  !-•  -ure  that  tv  service  v* ill 

not  be  degraded  and  that  uhf  be  protected  before  the  commission    moves. 
The  Association  of  Maximum  Service  Telecasters  was  dead  set  in  opposition. 

It  contended  that  only  through  degradation  of  service  could  more  stations  be  accommodated. 
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JOHNSTOWN  OVERLAP "      >.      -f 

I 
G»»DE   8   CONTOURS 

76,701  MORE  TV  HOMES 
From  PITTSBURGH  to  HARRISBURG 

You  get  76,701  more  TV  homes  with 

WFBG-TV,  Altoona,  plus  Pittsburgh— the  best 
combination  of  stations  in  the  area!  Sign  on 

to  sign  off,  seven  days  a  week,  WFBG-TV 
delivers  average  ratings  30.1%  greater 

than  Johnstown;  71.4%  more  quarter-hour 
firsts.  ARB  Altoona  Coverage  Study,  March 

1956;  ARB,  November  1956. 

Every  day,  more  and  more  timebuyers  and 

advertisers  are  discovering  the  fact  that 
THE  AUDIENCE  BELONGS  TO  ALTOONA 

and  Pittsburgh!  Your  Blair  man  will  show 

you  why  smart  timebuyers  and  advertisers 

are  switchingVto  ALTOONA. 

ONLY  BASIC  CBSTV  STATION  SERVING  THE  AREA 

WFBG-TV 
ALTOONA PENNSYLVANIA 

Channel  10 

ABC-TV  •  NBC-TV 

Represenfd  by  BLAIR-TV 

operated   by:    Radio  and  Television    Div.  /  Triangle   Publications,   Inc.  /  4-6th  &  Market  Sts.,   Philadelphia  39,   Pa. 

WFIL-AM  •  FM  •  TV,  Philadelphia,  Pa./WNBF-AM  •  FM  •  TV,  Blnghamton,  N.  Y.  /  WHGB-AM,  Harrisburg,  Pa. 

WFBG-AM  •  TV,  Altoona,  Pa.  /  WNHC-AM  •  FM  •  TV,  New  Haven-Hartford,  Conn.  /  WLBR-TV,  Lebanon,  Pa. 

National       Sales       Office,       485      Lexington       Avenue,       New      York      17,       New      York 
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IF 
WNHC-TV  LEADS -DAY  AND  NIGHT! 

Sign  on  to  sign  off,  seven  days  a  week, 

WNHC-TV,  New  Haven-Hartford, 

trounces  ail  competition.  In  a  14-county  £n 
area  covering  896,000  TV  homes, 

WNHC-TV  delivers  average  audiences 
210%  greater  than  top  New  York  City 

station;  244%  greater  than  Hartford; 

174%  greater  than  New  Britain. 

WNHC-TV  nearly  triples  monthly 
coverage  of  next  Connecticut  station, 

delivering  all  of  Connecticut  plus 

entire  Springfield-Holyoke  market 
area.  Your  Katz  man  has  the  facts.- 
ARB,  Nov.  1956;  Nielsen  NCS  #  2, 1956. 

a    triangle:    station 

WNHC-TV 
NEW  HAVEN-HARTFORD,  CONN. 

Channel  8 

ABC-TV  •  CBS-TV 
Represented  by  KATZ 

operated  by  :   Radio  and  Television   Div.  /  Triangle  Publications,  Inc.  /  46th  &  Market  Sts..  Philadelphia  39,  Pa. 

WFIL-AM  •  FM  •  TV.  Philadelphia,  Pa./WNBF-AM  •  PM  •  TV,  Binghamton,  N.  Y.  /  WHOB-AM,  Harrisburg.  Pa. 

WFBG-AM  •  TV.  Altoona,  Pa.  /  WNHC-AM  •  PM  •  TV,  New  Haven-Hartford,  Conn.  /  WLBR-TV,  Lebanon.  Pa. 

National' Office,       485 New      York      17,      New      York 

ESPECIALLY  IN  HARTFORD! 
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A  round-up  of  trade  talk, 

trends    and    tips    for    admen 

SPONSOR  HEARS 

8  JUNE 
Copyrlfht    IM7 

SPONSOR   PUBLICATIONS   INC. 

The  ease  with  which  contest   promoters  latch  onto  airline  due  bills  could  cut 

into  that  sector  of  the  spot  business. 

Why  put  out  cash  for  spot  announcements,  say  the  airlines,  when  you  can  get  all  you 

uant  in  exchange  for  free  rides  through  loads  of  promotions? 

Note   on    rising   costs:    A   New    York   advertiser   tossed   $3,000   out   the   window 

because  he  didn't  like  the  waltz  tempo  used   in  a  completed   commercial. 
His  reproof  to  the  agency:    I  have  a  modern  product  and  I  want  a  modern  beat, 

like  jazz,  to  sell  it. 

Nestle  apparently  has  borrowed  an   old   P&G  subterfuge  in   its  current  buy- 

ing of  a  spot  radio  campaign  via  D-F-S. 

The  product  mentioned  to  reps  is  Decaf.  A  Nestle  competitor,  however,  says  it's  really 
in  behalf  of  an  upcoming  powdered  cream,  a  la  Preem. 

A  filmed  "public  service"  series,  each  installment  of  which  cost  the  network 
at  least  $75,000,  can  be  had  by  sponsors  next  season  for  $7,500  a  throw. 

The  network  figures :    Sponsorship  assures  lots  of  coverage.    And,  anyway,  some  of  the 

difference  can  be  recovered   from  the  hookup  sale. 

A  new    wave  of  nostalgia  is  building  up  across   the  nation.     You  can  see  it  in 

the  fascination  with  such  oldtime  greats  as  Eddie  Cantor,  Helen  Morgan,  Buster  Keaton, 

Lindbergh,  Dempsey.  etc.    (with  more  to  come — a  biography  of  Mae  Murray,  for  example). 

Motivation-minded  observers  attribute  it  to  a  desire  to  escape  today's  tensions 
by  reveling  in  a  romantic  past  whose  tensions  long  since  are  forgotten. 

It's  got  Madison  Ave.  blowing  the  dust  off  historv  books  in  search  of  "new  material." 

Radio  is  now  old  enough  to  induce  a  nostalgia  all  its  own.  It's  beginning  to 
take  its  place  in  the  hall  of  fame  with  vaudeville,  the  legitimate  stage,  and  film. 

How  good  are  you  at  remembering  the  products  each  of  these  1933  network 
radio  stalwarts  advertised? 

1.  Baby  Rose  Marie 

2.  Babe    Ruth 

3.  Phil  Baker 

4.  Fannie  Brice 

5.  Lum  &  Abner 

6.  Sisters  of  the  Skillet 

7.  Albert   Spalding 

8.  Roses  &   Drums 

9.  Byrd  Expedition 

10.  Believe-It-Or-Not 

11.  Al  Jolson 

12.  Crummit  &  Sanderson 

13.  Phil  Harris 

14.  Eddie  Duchin  . 

15.  Kate  Smith 
16.  Jack  Benny 

17.  Bing  Crosby 

18.  Olsen  &  Johnson 

19.  Will  Rogers  _ 

20.  George  M.  Cohan 

Jot  down  your  guess  and  then  check  it  against  the  answers  on  page  83. 
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According  to  the  Nielsen 

Coverage  Service  Number  2 

WSB-TV  the  dominant  Georgia  station 

The  map  shows  WSB  l  S  effective  coverage 

area  as  determined  by  Nielsen  (  March-May, 
1956).   136  counties  with  536,690  viewer 

families  arc  covered  by  WSB-TV.  No  other 
Atlanta  television  station  covers  as  many 

counties;  do  other  is  viewed  by  as  many 
families. 

In  the  50%  or  better  penetration  areas: 

WSB-TV  covers  100  counties 

25\  \  more  than  Station  11 
72'  ,   more  than  Station  C 

WSB-TV  viewed  by  419,810  families 
7' ,  more  than  Station  B 
2  V  ,   more  than  Station  C 

RETAIL  SALES*— In  the  50%  or  better 

penetration  areas,  counties  covered  bv  V\  SB- 
TV  have  retail  sales  of  $2,209,524,000. 
This  is  SI  35.277.000  more  than  Station  B. 
and  S456. 27 1.000  more  than  Station  C.  I 
complete  details  of  the  Georgia  NCS  study 
contact  your  Petry  man.  Get  more  for  your 

money  in  Georgia.  Get  on  WSB-TV. 
*SRDS  Coiuiu  m.  r  Mn  r 

"White  Columns" 

is  the  lionn- 
of  WSB  Radio 
and  WSB-TV WSB-TV ATLANTA 
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NOW  EVEN  MORE  THAN  EVER   

HOOPER  RADIO  AUDIENCE  INDEX 
STOCKTON,  CALIF.  OCTOBER  -  DECEMBER   1956 

MONDAY  THBU  FRIDAY 

7:00  A.M. -12:00  NOON 

RADIO 
SETS 

IN    USE 
C N KSTN A M OTHER 

am  &  fm 
SAMPLE 
SIZE 

iv.o 
l>+.2 8.1 

42.1 11.6 
5A 

18.5 
10,163 

MONDAY  THRU  FRIDAY 

12:00   NOON-6:00  P.M. 

RADIO 
SETS 

IN  USE 
C     . 

^J 

KSTN A M OTHER AM  &  FM 

SAMPLE 

SIZE 

10.  IA ^8.8 

6> 
34.6 

7.0 

11.2 21.8 12,159 

Fall  1956  Hooperatings  again 

shows  4-year  KSTN  dominance 
of    Stockton  Radio  Audience. 

*America's  92nd  Market 

Represented  by  Hollingbery 

INTERURBIA 
{Continued  from  page  33) 

the  future  is  the  West  Coast.  While 
the  West  Coast  is  not  the  most  fullv 

developed  Interurhia  today,  it  does  in- 
dicate the  pattern  of  media  in  the  fu- 
ture, according  to  JWT  executives 

who've  been  most  active  in  the  Inter- 
urhia project.  The  characteristics  of 

West  Coast  media  which  may  set 

trends  are  their  regional  nature.  For 

one  thing,  the  West  Coast  has  com- 
plete regional  radio  and  tv  coverage. 

It  also  has  Sunset,  a  truly  regional  or 
"interurban"  magazine. 

According  to  media  executives  who 
see  Interurhia  rising  out  of  the  wall 

maps,  the  print  media  are  particularlv 
behind  the  eight-ball  in  the  face  of  this 

population  trend.  However,  print  me- 
dia have  shown  awareness  of  the  prob- 

lem— magazines,  by  splitting  advertis- 
ing forms  regionally  (  some  media  men 

predict  more  regional  splits  may  even- 

tually apply  to  editorial  matter  as 
well);  and  newspapers,  by  running  area 
sections,  but  this  is  a  costly  process. 

There's  some  disagreement  among 

agency  media  executives  over  the  effi- 

ciency of  basic  tv  "must-buy"  net- 
works. The  Interurhia  concept  will 

focus  more  attention  on  this  question. 

Says  Arthur  Porter:  "It's  possible that  the  tv  networks  could  rearrange 

their  'must-buy'  list  in  the  future  to  be 
more  efficient.  Right  now.  you  have  to 

supplement  Interurbia  coverage  with 

extra  buys,  whereas  vou  may  be  get- 

ting some  waste  elsewhere." 
Media  executives  agree  that  a  na- 

tional advertiser  can't  limit  his  tv  cov- 
erage to  Interurbia.  but  needs  network 

coverage  in  the  remainder  of  the  coun- 
try as  well.  The  part  of  the  countrv 

outside  Interurbia  still  accounts  for 

half  of  the  country's  retail  sales. 
"Just  because  Memphis  isn't  an  In- 

terurbia doesn't  make  it  a  bad  mar- 

ket," says  Porter. 
But  the  basic  network  structure  does 

not  necessariK  follow  strict  population 
lines. 

"There's  a  little  padding  neces- 

sarily," sa\s  the  head  bu\er  of  one  of 
the  top  10  agencies.  "For  one  thing. 
as  the  number  of  stations  on  the  air 

increases,  the  list  of  must-buys  gets 
longer  too.  And  you  may  be  getting 

into  some  pretty  secondary  market-, 

which  you'd  rather  skip  in  favor  of 
stronger  coverage  in  prime  areas. 

Were  stud\  ing  this  problem  right  now. 

Also,  there  are  some  must-buys  that 

vou  might  call  semi-political,  where  a 

90 
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Keep  your  eye 
on  these 

Plough,  Inc. 
stations: 

Radio  Baltimore 

Radio  Boston 

Radio  Chicago 

WJJD 
Radio  Memphis 

W1P 
*    They're the 

most! 

KILL  TWO  BIRDS 
WITH  ONE  STONE 

TOP  \l  DIENCE  —  On  all 

Borveys,  W  HKN  is  righl  up 
there  in  all-day  audience, 
uiih  Bound  hour-by-hour 
ratings  and  a  wider  distribu- 

tion of  audience. 

iREA  COVER  U.K  —  WREIN 

combines  hiuli  ratings  with 

effective  coverage  of  the  I 'o- 
peka  trading  area  ....  yours 
at  competitive  rates,  too! 

5.000  Watts  Topeka.  Kansas 

station  in  eithei  of  two  adjacenl  <  it i»-~ 

could  do  the  coverage  job,  bul  if  one's 
a  must-bu) .  the  othei  one  is  i 

\l>( '.  I  \  -  must-buj  requirements, 
based  on  gross  dollai  volume  i  ithei 
ill. in  specific  stations,  ma)  bei  ome  the 

i  rend,  according  to  -nine  media  ex<  i  u 
tives,  if  station-muat-bu)  requirements 
become  too  rigid  on  the  two  major 
networks. 

"For  the  moment,  basic  network  re- 
quirements seem  prett)  realistic,  Bays 

Ted  Kelly,  McCann-Erickson  broadcast 

supervisor.  "The)  might  present  prob* 

lems  l"i  a  Bpe<  ific  client,  bul  that's  all. 
If  the  population  -liifi  begins  to  war- 
rani  it,  the  networks  would  have  to 

consider  changes  for  competitive  rea -mi-. 

"The  must-bu)  stations  are  in  prett) 

big  markets,'  says  Jim  English,  i\l! 
associate  media  director.  '"  \ml  Phila- 

delphia and  \iu  York  are  still  prett) 
different.  So  even  il  a  station  could 

cover  both  electronicall) .  you  d  need 

separate  coverage  in  each.  Besides, 

the  marketing  strategies  and  appor- 
tioning '>l  sales  disti  icts  "I  most  majoi 

advertisers  are  not  yel  keyed  to  the 
[nterurbia  trend.  Therefore,  on  a 

market-by-markel  basis,  network  re- 
quirements  and  advertiser-distributor 
needs  -till  tend  to  coincide.' 

Main  ol  the  new  media  trends  ma) 

deriw  from  (hi-  eharaeteristies  ol  In- 

terurbia's  rilizens  as  seen  1>\  the  J\\  I . 
Yale  and  Fortune  sociologists.  The) 
see  [nterurbia  as  a  stabilizing  influence 

upon  the  national  eoonoim  because  of 

the  [nterurbanite's  near-unquenchable 
thirst  for  haul  «<>ods  and  ap])liances. 

\-  home  owner-  and  a-  "aggressive, 

competitive  consumers,"  the  [nterur- 
banites  are  expected  to  be  pace-setters 
in  buying  habit-.  Psychologically,  the 
[nterurbanite,  according  to  the  study, 
'"want-  to  be  a  leader  and  influence 

other-."  For  the  advertiser,  this  means 
a  growing  and  spreading  market  that 
i-  unusuall)    receptive  to  new   product 
idea-.  ^ *0S^&^ 

MEMPHIS 
the 

OK  Negro  Radio  Buy 

ID 
Rep.    by    John    E.    Pearson    Company 

Shreveport's ONLY 

STATION! 
That's  why  KANV  it 
THE  station  to  use  to 

reach  this  richer-than- 
average    Negro    market. 

Write,  call  or  win  the  KANV 

Representative  in  your  area — NOW ! 

1050  kc  -  250  Watts  -  DAYTIME 
SHREVEPORT,  LOUISIANA 

in 

JACKSON, 

MISSISSIPPI 

more    people    listen    to 

WSLI 
CPULSE    SURVEY — MARCH    1957) 

than  to  any  other  station! 

MISSISSIPPI'S   BIC 
MUSIC    &    NEWS    STATION 

WSLI 
5,000  WATTS 

930  KCS 

CAPITOL   BROADCASTINC  CO 

JACKSON     MISSISSIPPI 

REPRESENTED    BY    WEED    AND    CO. 
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Oldtime  Ohio  River  steamboat 

whistles  let  passengers  know  it 

was  time  to  get  under  way.  The 
more  forceful  the  whistle,  the 

bigger  the  boat  .  .  .  the  more 

passengers  it  could  carry  .  .  .  the 
faster  it  took  them  further. 

Similarly,  the  latest  Nielsen 

figures  sound  a  forceful  blast  for 

WSAZ-TV  in  today's  busy  Ohio 
River  market.  With  an  audience 
of  over  half  a  million  TV  homes 

in  69  countries,  WSAZ-TV 
reaches  (says  Nielsen)  100,580 
more  homes  on  weekday  nights 

than  the  next-best  station.  And 

it's  the  consistent  leader  around 
the  clock! 

This  is  impressive  traveling— and 
to  very  prosperous  ports  of  call 
where  income  has  never  been  so 

high.  Get  aboard  this  prime 

mover  of  goods  and  let  WSAZ- 
TV  blow  your  own  whistle  where 
it  will  be  heard  —  and  heeded  — 

most.  The  gangway  is  down  at 

any  Katz  office. 

HU/STIMGTOM-CHARLESTOM,  W.  VA. 

1T.S.G.  iraTWOBK 
Affiliated  with  Radio  Stations 

WSAZ.  Huntington  &  WKAZ.  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 

Represented  by  The  Katz  Agency 

■>2 

Reps  at  work 

Ken  Beech,  Headley-Reed  Co..  New  York,  says:  "Someone  has  to 
straighten  out  the  rating  mess.  There  are  glaring  contradictions 
in  station  popularity  between  the  three  or  four  rating  services  used 

in  top  markets.  Apparently,  people  are  of  one  mind  when  answering 
on  the  phone  and  of  another  when  queried  in  person.  This  rating 
conflict  makes  every  radio  buy 

open  to  question.  Let's  take  tbe 
station  which  lost  tbc  business 

and  which  doesn't  subscribe  to  the 
same  service  on  which  the  agency 

based  its  buy.  It  cries  'foul!' 
when  tbe  agency  discards  its  sur- 
\e\  in  favor  of  another.  The 

agency's  reasons  for  not  using 
it  may  be  valid.  So  may  be  the 

station's  reasons  for  using  it.  Who 
then  is  to  decide  what  is  valid?  Is 

it  reasonable  that  one  S100.000,- 

000  agency  should  subscribe  to  surve\  X  and  another  subscribe  to 

survey  \  ?  Stations,  advertisers  and  agencies  must  concern  them- 

selves with  this  problem.  The  SRA,  lA's  RAB  and  TvB  should 
unite  their  research  efforts  to  determine  the  valid  features  of  each 

survey.  Impartial  researchers  would  scrutinize  tbe  services — apprais- 

ing method  as  well  as  result,  until  a  satisfactory   method  is  found." 

Ed  Rohn,  radio  division.  Edward  Petr\  &  Co..  New  York,  sa\s: 

"Surveys  have  shown  several  times  that  most  people  on  hearing  a 
rumor  that  war  was  declared  would  turn  to  their  radios  for  con- 

firmation and  details.  This  is  undoubtedly  true,  and  it's  true.  too. 

that  in  each  market  there's  one  particular  station  that  most  people 
turn  to.  That  station  might  not 

have  the  highest  ratings  or  the 

widest  coverage  or  the  lowest  cost- 

per-1.000,  but  it  would  have  the 
confidence  of  the  people:  it  would 

have  believability.  It  would  be  a 

responsible  "citizen"  with  real 
stature  in  the  community.  I'm  not 

talking  about  the  'small  but  lovaF 

audience  routine.  I"m  talking 
about  something  even  less  tangible 
than  that.  Certainlv  a  station 

should  have  a  mass  audience.  But 

big  exposure  isn't  enough.  What  value  is  an  audience  if  that  audi- 

ence doesn  t  have  faith  in  the  station?  It  won't  sell  products.  To  be 
genuinely  successful,  a  station  must  have  the  power  to  move  an 

audience,  and  the  good  sense  to  avoid  abusing  that  power.  Then  and 

onlj  then  is  a  station  an  important  advertising  force.  So.  adver- 

tisers can't  afford  to  overlook  the  station   that   people  believe   in." 

SPONSOR 
8  JUNE  1957 



KSTP-TV  SELLS  the  *4  billion  Northwest  market! 
Tlu"  success  story  above  ma\  be  a  bit  exaggerated, 
but  whether  or  not  you  are  in  the  lemonade  game, 

it's  typical  ot  the  selling  job  that  KSTP-TV  can  do 
For  you  ill  the  vital  Northwest  market. 

Since  19  IS  when  it  became  the  Northwest's  first 
TV  station.  KSTP-TV  has  been  the  Northwest's 
success  station,  as  hundreds  of  satisfied  advertisers 

will  testify. 

Our  files  are  hill  ot  success  stories  .  .  .  facts 

proving  that  KSTP-TV  not  only  reaches  but  also 
sells  this  market  ot  693,519  television  homes  in  an 
area  with  more  than  FOUR  BILLION  DOLLARS 

in  effecth  e  hu\  ing  income. 

Interested  in  success  stories?  It  so,  yoiu  nearest 

lVtrv  office  or  a  KSTP-TV  representative  will  be 

happ)  to  gr\  e  \  ou  the  details. 

CHANNEL 

100,000  WATTS 
5 

MINNEAPOLIS  •  ST.  PAUL       Basic  NBC  Affiliate 

*Tfo  n/wtto>&fi'&-  Leading  Qta&otC 
Represented  by  Edward  Petry  &  Co.,  Inc. 
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8  June  195' 
93 



HERALDS  A 

REVELATION 
1 1 1  n  mil 

FOR     WSAU-TV 

nr  ̂ PUrtt'a  squires,  THE 
MEEKER  CO.,  INC.,  have 

just  proved  beyond  a  dragon- 
shadow  of  a  doubt  that 

WSAU-TV  is  a  good  buy. 

^>ir  ̂ FUPtt  invites  you  to 

"round-table-it-up"  with  the 
MEEKER  MEN  for  this  vi- 

tal, fast  moving,  fact  reveal- 

ing presentation. 

Waulu 
WAUSAU,  WIS. 

OWNED   AND    OPERATED    BY 

WISCONSIN   VALLEY   TELEVISION   CORP. 

94 

Tv  and  radio 

NEWSMAKERS 

Richard   D.    Buckley  has  been  appointed 

^^^t^  *  '<p    president    in    charge    of    programing 
ft  and  sales  for  the  entire  DuMont  group  in 

addition  to  his  present  post  as  president 
of  the  W  NEW  division  of  the  DuMont 

Broadcasting  Co.  Buckles  became  president 

•  if  \\  NEW  when  he  headed  a  group  of  busi- 

nessmen  who  |)urehased  the  station  for 

$2,100,000  in  1954.  In  October  195.").  Buck- 
ley retained  a  25'r  interest  in  \\  NEW  when  it  was  again  sold — this 

time  for  $4,100,000.  FCC  approsal  of  the  sale  of  W  NEW  t<.  DuMont 

came  in  April  of  1957  when  under  Buckles  "s  leadership  the  station 
was  sold  for  87. 500.000.  a  record  price  for  a  radio  station  and  the 

third  highest  price  ever  paid  for  any  broadcast  facility.  Buckles  '- 
start  in  broadcasting  was  with  John  Blair  and  Co.,  where  he  worked 

up  from  the  ranks  to  president.     Buckles   held  this  position  10  years. 

Thomas  D'Arcy  Brophy,  chairman  of  the 
board  at  Kenyon  &  Eckhardt.  has  an- 

nounced he  will  retire  at  the  end  of  Septem- 

ber. Brophs  made  this  announcement  dur- 
ing the  annual  K&E  meeting  at  Lake  Placid. 

Noss  63.  Brophy  has  been  board  chairman 

of  K&E  since  1949  and  was  agency  presi- 

dent for  mans  years  prior.  His  prowess  at 

client  meetings  and  in  landing  new  accounts 

is.  however,  only  a  part  of  the  Brophy  story.  His  career  was  marked 

by  a  struggle  to  overcome  personal  misfortune.  In  1933  Brophy  was 

badls  burned  in  a  car  accident.  For  18  months  he  was  in  a  hospital, 

completely  blind — and  has  had  13  major  plastic-surgery  operations. 
His  record  of  public  service  is  cross  ned  b\  the  campaign  he  headed  to 

sell  the  ISO  to  the  American  people  during  WW  II.  His  post- 

Sept,  plans  indicate  that  retiring  from  a  job  is  not  retiring  from  life. 

Phil  Hoffman  has  assumed  the  position  of 

vice  president  and  general  manager  of 

W  TCX  Radio  and  Television.  Hoffman's 
move  results  from  the  purchase  of  the  sta- 

tions by  Time.  Inc..  whose  Denver  prop- 

erty, KLZ-TY  and  Radio.  Hoffman  leaves 

to  take  over  his  ness  post.  Other  broad- 
cast properties  owned  and  operated  by 

Time.  Inc..  include  KTYT  and  K.DYL  Ra- 

dio, Salt  Lake  City;  WFBM  Television  and  Radio.  Indianapolis; 

WOOD  Television  and  Radio.  Grand  Rapids.  Hoffman's  previous 
broadcast  experience  includes  management  of  stations  in  Des 

Moines:  Yankton.  S.  D.:  and  Washington.  D.  C.  and  the  ABC  o&o 

KABC-TV,  Hollvwood.  Miller  Robertson  continues  as  manager  of 
WTCN  Radio  and  Television,  both  ABC  network  affiliates.  No 

changes  of  personnel  at  either  station  are  contemplated  at  this  time. 
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STATI 

PROVIDENCE,  R.  1. 1 
are  pleased  to  announce  Uujj 

the  appointment  of  S 

Edward  Petry  &  Co.,  Inc. 
NEW  YORK    •    CHICAGO    •   ATLANTA    •    DETROIT 

LOS  ANGELES    •    SAN   FRANCISCO    •    ST.   LOUIS 

The  Original  Station  Representative 

with  the  family  of  top  stations 

% 

sponsor     •     8  .11  \k  1957 



SPONSOR 

Tv  and  the  12-year-olds 

Author  Budd  Schulberg  has  been  one  of  Hollywood's 

deftest  critics  ("What  Makes  Sammy  Run").  Now  he  has 
moved  his  attention  3,000  miles  east  and  written  a  movie 

called  "Face  in  the  Crowd"  which  is  the  most  biting  film 
portrait  of  television  and  admen   to  date. 

sponsor  disagrees  with  Schulberg's  major  premises.  Hut 
nevertheless  what  he  has  to  say  on  screen  and  in  person  (see 

page  34  this  issue)  is  important.  He  is  just  one  of  a  grow- 

ing number  of  critics  who  think  the  same  way. 

Many  of  the  critics  are  newspaper  columnists.  Others,  like 

Schulberg,  are  successful  writers  from  other  media.  And 

even  the  insiders  take  an  occasional  flyer  at  lambasting  tv. 

Goodman  Ace,  for  example,  one  of  television's  most  suc- 
cessful comedy  writers,  recently  attacked  tv  in  the  New  York 

World-Telegram  &  Sun  for  programing  to  12-year-olds. 

The  12-year-old  accusation  is  one  of  Schulberg's  favorites 
too.  This  accusation  has  been  repeated  so  often  it  has  become 

a  cliche  which  obscures  more  constructive  points  of  criticism. 

The  fact  is  television  could  not  have  achieved  its  present 

dominant  position  among  entertainment  media  if  it  under- 

rated its  audience  so  drastically.  The  proof  is  in  audience 

reaction.  This  year  the  average  television  program  on  the 

networks  at  night  reached  more  people — 21%  more — than 
in  the  year  past. 

It  achieved  this  record  by  programing  for  the  majority  of 

the  audience,  which  any  mass  medium  must  do.  But  major- 

ity programing  is  not  the  same  as  programing  for  12-year- 

olds — and  Goodman  Ace's  own  achievements  (the  Perry 
Como  show  for  example)  prove  it. 

sponsor  believes  strongly  that  television  should  also  ap- 

peal to  important  minority  tastes.  And  tv  has  indeed  already 

brought  cultural  events  like  opera,  ballet,  original  musical 

comedy  and  penetrating  drama  to  more  people  than  any  other 

medium  in  history — though  it  can  and  should  do  more. 
What  most  television  programers  really  want  to  achieve  is 

gradual  uplift  in  the  public's  standards  through  constantly 
improved  mass  programs.  A  fellow  like  Budd  Schulberg 

can  make  more  of  a  contribution  toward  that  end  by  writing 

for  tv  than  by  grumbling  like  a  man  with  a  yen  to  start  an 

oil-Broadway  experimental  theatre. 

A fcx\ 
THIS  WE  FIGHT  FOR:  Big  market  changes 

are  under  way  today,  making  this  the  ideal 

time  to  get  out  and  learn  about  stations  first 

hand.  Travel  yourself,  let  your  timehuver 

travel  to  stations.    The  dividends  will  be  big. 

I 

lO-SECOND  SPOTS 

Out,  grey-flannel!  I.ilh  Dache,  wom- 
en's fashion  designer,  is  planning  a 

line  of  fancy  shirts  for  men  this  fall. 

And  won't  the  agency  group  on  the 
I  Untie  account  be  a  gay-looking  crew! 

Tvocabulary:  From  A.  Y.  World-Tele- 

gram— ".  .  .  Armstrong  Circle  Theater 

is  doing  an  actual  based  on  .  .  ."  So 
the  medium  tfiat  gave  new  meaning  to 

the  word  "spectacular''  now  comes  up 
with  an  "actual."  Put  them  both  to- 

gether and  you'll  have  a  "spectactual." 

Quiet,  please:  GE,  through  Philadel- 
phia ad  agency  of  W.  S.  Roberts.  Inc.. 

has  bought  a  three-week  campaign  on 

W'KCV  in  that  city.  Each  announce- 
ment begins  with  five  seconds  of  com- 

plete silence.  Ah,  silence — the  softest 
sell  of  all. 

Gal  Friday?  New  secretary  on  Madi- 
son Avenue  asked  her  boss  where,  in 

New  York,  is  station  BBDO. 

All  shook  up:  In  Yorkshire  area  of 
England,  television  suffered  a  confu- 

sion of  sound  and  picture  that  resulted 
in  such  mixed-up  commercials  as: 
viewers  were  urged  to  clean  their  teeth 

with  a  sausage;  a  picture  of  a  tooth- 
paste tube  was  accompanied  by  a 

sound  track  that  said,  "This  will  make 

your  hair  gleam";  a  well-fed  cat  was 
shown  as  a  woman's  voice  declared, 
"This  is  my  husband."  A  British  tv 
official  said,  "I  suppose  a  technical 

fault  was  inevitable  sometime."' 

Minor  league:  NBC  TVs  Zoo  Parade 
recently  uncovered  a  chicken  that  plaj  - 

baseball.  That's  nothing  —  Baltimore 
has  Orioles  that  play  baseball. 

Rainmakers:  In  seasons  of  drought, 

at  KITE,  San  Antonio,  d.j.'s  used  to 

spin  such  disks  as  "Singing  in  the 
Rain"  at  the  slightest  hint  of  a  shower. 
Now  that  the  deluge  has  hit,  Program 
Director  Stan  Nelson  has  been  re- 

quested to  cut  out  the  "rain  music."' Mark  Twain  was  wrong;  KITE  not 

only  talks  about  the  weather — /'/  does 
something  about  it! 

Snub  appeal:  With  employers  and 

personnel  agencies  stressing  "\\\ 

League  types,"  Chester  Laurie,  men's 
M\list,  says  that  "it's  getting  so  \  uu 
can  hardly  tell  the  Yale  or  Princeton 

graduate  from  those  of  the  not-so-fash- 
ionable mens  colleges.  Like  the  School 

of  Hani  Knocks'/ 



COVERAGE  THAT  REALLY  COUNTS 

IN  WESTERN  NEW  ENGLAND  .  .  . VT. 
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•WWLB 
CHANNEL  22 
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600,000  VIEWERS 
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CHANNEL  32 
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CHANNEL  79 

19,000  VIEWERS 
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The  Best  in  View  is  Channel 
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WNHC-TV  DOMINATES  AGAIN! 

In  a  14-county  area,  covering  896,000 
TV  homes,  sign  on  to  sign  off,  seven  days  a 

week.  WNHC-TV  deli\ers  average  audiences: 

a  210'   greater  than  top  New  York  City  station! 
a  244     greater  than  Hartford!! 

a  I  "4     greater  than  New  Britain!!! 

WNHC-TV    nearly   triples    monthly  coverage 
of  next  Connecticut  station,  delivering  all 

o(  Connecticut   plus   entire    Springfield- 
Holyoke    market   area.    Katz  has 

proof:  ARB.  Nov.  1956;  Nielsen 
NCS  #2,  1956. 

t 

' 

WNHC-TV 
NEW  HAVEN-HARTFORD,  CONN. 

Channel  8 

ABC-TV  «CBS-TV 

Represented  by  KATZ 

fperated   by  :    Radio   and  Television    Div.  /  Triangle    Publications.   Inc.  /  4.6th  &   Market   Sts..   Philadelphia   39.   Pa. 

WFIL-AM  •  FM  •  TV.      Philadelphia,  Pa.  /vVNBF-AM  •  FM  •  TV.      Binghamton.  N.  Y.  ̂ HCB-AM.      Harrisburg,  Pa. 

WFBC-AM   •  TV.      Altoona.  Pa.  /vVNHC-AM  •  FM  •  TV,      New  Haven-Hartford.  Conn.   /WLBR-TV.      Lebanon,   Pa. 

National       Sales       Office.       485       Lexington       Avenue.       New       York       17.       New       York 

I  ESPECIALLY  IN  HARTFORD! 
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VERSATILITY  •  ORIGINALITY 

. . .  a/7c/  twelve  months 

out  of  every  year 

stations  under  the  sign  of  MEEKER 

benefit  by: 

VERSATILITY  virtually 

unique  in  the  Rep  field. 
Carefully  selected 

staff  with  solid 

backgrounds  in  every 

phase  of  sales  and 

broadcasting  . . . 

Ad  agencies, 

newspapers,  networks, 

local  station  operation, 

magazines,  research 

organizations  and 

representatives. 

ORIGINALITY   overcomes 

many  a  tough  sales 

problem. 
We  offer  stations 

our  original 

approach  to  problems 

of  promotion, 
research, 

sales  and  service. 

the  meeker  company,  inc. 
personalized 

selling 

of  a 

limited  list 

radio  and  television  station  representatives 

new  york      Chicago      san  francisco      los  angeles      Philadelphia 



Climaxing  one  "t  the  happiest  anniversaries  in  Sheraton  bis-  Big,  bold  and  !"■  mtiful,  ilii-  one-page  ad  c|<.<-~  ,i  three-wa)  job 
tor)  \v  -i  -  the  recent  opening  oi  it-  new  Philadelphia  hotel.   Vftej  for   Vrmstrong  <  ork  I  ompan]  -  I  ushion-Eze      the  remarkable 

nineteen  years  ol  -ir-.nlv  growth,  the  Sheraton  famil)  now  num-       new  ll   ing  that  cushions  youi  steps  with  built-in  air  bubbles. 
hers   K)  hotels  in    12  i  1 1 1«-~.    Vlso  celebrating  an  anniversary   is  First  i • » 1  *  was  as  a  merchandising  mailer  t"  Armstrong  dealers. 

Sheraton's  distinctive  "magazine-poster"  campaign      now  in  it-  Then,  the  ad  went  to  work  in  magazines  with  a  total  circulation  of 
fourth  big  year.  BBDO  Boston  i-  proud  to  pla>   .1  part  in  the  more  than  14  million.  Now,  as  a  retail  display,  the  same  ad  helps 

continuing  success  ol  Sheraton,  "the  proudest  name  in  hotels."  keep  Cushion-Eze  sales  rolling  in  stores  throughout  the  1  ountry. 

Peelabancma,  eatabanana, drinkabanana  that's  Bananaslang. 
Vint  il  awards  are  an)  indication,  ilii-  campaign  for  I  oited  Fruit 
Company  i-  a  bananasmash  hit.  As  a  consumer  series,  Banana- 
slang  \\a-  honored  by  Esquire  magazine,  and  in  Advertising 

Adapted  for  trade  papers,  Bananaslang  won  a  prize  in  the 

Associated  Business  Publications  contest.  True  to  the  campaign 

theme,  Banana  readership  has  been  'St  holesome    and  then  some." 

Newest  number  in  American  Saferj  l!.i/"!  I  tion  line 

bids  to  make  children's  home  haircuts  as  universal  as  the  Satur- 

day-night bath.  Supreme  Electric  II":-  >■  II   tting  Kits  include 
everything  needed  for  professional  results.  Supreme  Kit  I  \  >  om- 
mercials  feature  how-to-do-it  footage,  stress  the  money-saving 

angle.  T\  time  buys  for  Supreme  include  co-sponsorship  with 

VSR    veteran    I'al    Blades   on   a   network   and    regional    basis. 

BATTEN,   BARTON,   DURSTINE  &      OSBORN,   INC.,   ADVERTISING 
NEW    WiHk UUMi    -     BOSTON     ■ 

iltMl   »M' 
I'lThOIT     •     ll»in*'"«-     •     LOS     .N.tii-    - IT1-M  in- II     -    «*  N     F^  « 

SPONSOR 15  june  1957 
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DIGEST  OF  ARTICLES 

The  hypo  spot  tv  needs 

33     Dollar  figures  show  fir-t  quarter  gain  of  11.6$   over  la-t  year.     Mm  t his 
>   g   medium    nerds   the   push  of   hard   and   creative   selling 

Television  de  Puerto  Rico 

36     Puerto  Rico's  rapid  growth  is  paced  by  tv,  which  i-  1   ming.     Dollar 
economy,   more  tv   sets  and  low  cost-per-].0(Mi   invite    I  .   S.   advertisers 

Do  admen  live  in  fear? 

39      \<l men    answer   Budd   Schulberg's  jibe:    "in   .   .   .   advertising   finding   a 

man    who    i-n'l    -cared    might    make    Dingcm"-'    job    look    like    a    cinch" 

The  time  slot  nobody  else  wanted 

41  Mr.   Friendl)   put  a  local  country  music  show  opposite  top  rated  $64,000 
Question.    After  one  year  he  has  gone  from  five   to    11   furniture  stores 

What  a  radio  flop  taught  Humphreys 

42  ̂   '"'"  ' '•'• '"  failed  to  deliver,  live  announcements  by  a  personality  proved 
the  right   combination   in  market-test  launching  new  poison  ivy  remedy 

The  tv  fan  who  runs  a  network 

44      Leonard  Goldenson  i-  many  things  to  ABC,  but  "Mr.  Middle-Majority" to  himself.     Hi-  aim   is  to  make  ABC  leading  net  in  both  radio  and  tv 

FEATURES 

28  19th  and  Madison 

53  .New  and  Renew 

62  News  &  Idea  Wrap-Up 
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88  Rep-  at  Work 

56  Sponsor  Asks 

20  Sponsor  Backstage 

84  Sponsor  Hears 

9  Sponsor-Scope 
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92  Ten  Second  Spots 

16  Timebuyers  at  Work 

90   Tv  and  Radio  New  -makers 

60  Tv   Results 

81    Washington  Week 

26  Women's  Week 

In  Upcoming  Issues 

How  timebuyers  rate  the  reps 

An  analysis  of  what   makes  good  service  and   good   selling  today  with 

an  evaluation  of  where  reps  do  best  and  where  they  need  to  improve 

Radio  Basics/June 

Second   of   a   regular   monthly   section   which    highlight-    ke\    fact-   about 

radio — of  interest  to  both  spot  radio  and  network  advertisers 
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KTHS 
// 

(LITTLE  ROCK) 

Calls  Them  Right" 
in  Umpire  (Ark.)! 

50-County  Pulse  Proves 
KTHS  Tops  In  Arkansas 

KTHS  lias  the  greatesl  coverage  the  greatest 

audience  in  Arkansas.  Pulse  figures  show  that  it 

does  a  tremendous  job,  not  only  in  Little  Rock, 

hut  also  in  hundreds  of  smaller  towns  like  I  mpire, 

110  miles  away  in  Howard  County. 

Lmong  56  station-  penetrating  the  50-county  area 

surveyed,  KTHS  leads  all  other  radio  stations  in 

190  quarter  hour-  out  of  210! 

For  complete  details,  ask  The  Branham  Company. 

PULSE    AREA   SURVEY-NOV.,    1956 
(50  Arkansas   Counties) 

All    Little    Rock    radio   stotions   plus  56 

other  stations  in  the   respective  area. 

QUARTER    HOUR    LEADERSHIP    (240   quarter   hours) 

7  A.M.   to   7   P.M. 

KTHS 190  quarter  hours 
Station    B 

50  quarter  hours 

Station    C 

None 

Station    D 
None 

Station    E 
None 

Station    F None 

Station    G 

None 

56    Others 
None 

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 

Latest  Nielsen  figures  show  KTHS  with  Weekly  Day- 

time circulation  of  62  counties  and  over  1  20,000 

listening    families.       NCS    No.    2 — November,    1956. 



WFBG 
from   PITTSBURGH  to  HARRISBURC 

FIRST! 

World's  Best  Movies:  WFBG-TV, 
Altoona,  has  exclusive  rights  to  the 
great  MGM,  Warner  Bros.,  20th 
Century-Fox  and  RKO  libraries  .  .  .  over 
2500  feature  films  that  have  topped  aU_ 
competition  in  market  after  market. 

FIRST! 

Audience  Superiority:  Only  basic 
CBS-TV  station  covering  the  area, 
WFBG-TV,  Altoona,  also  carries  the 
outstanding  ABC-TV  programs. 
WFBG-TV  delivers  30  of  the  top  40 
shows.  Sign  on  to  sign  off,  seven  days 
a  week,  WFBG-TV  delivers  average 

ratings  30.1  %  greater  than  nearest  com- 
petitor; 71.4%  more  quarter-hour  firsts. 

FIRST! 
Promotion  Superiority:  NUMBER 

ONE  in  the  NATION  in  Billboard's 
19th  Annual  Competition  for 
Promotion  of  Feature  Films,  WFBG-TV, 
Altoona,  is  tops  in  promotion  in  the 
one-and-two  station  market  category. 

For  top-audience  availabilities  on  WFBG-TV,  check  Blair-TV  or  Triangle's  National  Sales  Office  today 



*( 

c««ct  e  contours 

76,701   MORE  TV   HOMES 

Every  day  more  and  more 

smart  time- buyers  switch 

to  WFBG-TV,  Altoona,  because 

they  realize  that  the  audience 

west  of  Johnstown  belongs 

to  Pittsburgh ...  the  audience 

east  of  Johnstown  belongs 

to  WFBG-TV.  It's  that  simple. 
Your  Blair-TV  man  has  PROOF. 

JOHNSTOWN  OVERLAP 

WFBG-TV 
ALTOONA,       PENNSYLVANIA 

-y ONLY  BASIC  CBS-TV  STATION  SERVING  THE  AREA 

Channel  10 

ABC-TV  •  NBC-TV 

Repreienfed  by  BLAIR-TV 

operated   by  :    Radio   and  Television    Div.  /  Triangle   Publications,   Inc.  /  46th  &   Market  Sts.,   Philadelphia  39.   Pa 

WFIL-AM  •  FM  •  TV.  Philadelphia,  Pa.  /  WNBF-AM  •  FM  •  TV,  Binghamton,  N.  Y.  /  WHGB-AM.  Harrisburg,  Pa. 

WFBG-AM  •  TV.  Altoona,  Pa.  /  WNHC-AM  •  FM  •  TV,  New  Haven-Hartford.  Conn.   /  WLBR-TV.   Lebanon,  Pa. 

National       Sales       Office,       485       Lexington       Avenue.       New       York       17,       New      Yor1 



NOW 

280,000 

Tampa-St  .Petersburg 
METROPOLITAN  MARKET 

cover 
ed  by 

wfla-,v 

Television  Magazine  reports  TV 

sets  in  the  Tampa  —  St.  Petersburg 
Metropolitan  Area  now  total  280,000 
— an  increase  of  60,000  based  on  new 
circulation  data! 

The  WFLA-TV  market  is  BIG!  It 

offers  the  second  largest  metropoli- 
tan TV  circulation  available  in  Florida 

— and,  it's  also  Florida's  second  and 

the  nation's  thirty-sixth  market  in retail  sales. 

And  that's  not  all !  WFLA-TV  gives 
you  intensive  coverage  of  this  big, 

fast-growing  metropolitan  market — 
PLUS  a  rich  30-county  area  where 
industrial  and  agricultural  payrolls 
create  steady  buying  power  every 
week  of  the  year. 

WFLA-TV  is  the  only  Florida  Sta- 
tion that  delivers  unduplicated  NBC 

live  programming  within  its  100-mile 
radius. 

See  your  BLAIR-TV  man  for  top 
rated  availabilities  on  this  sales 

powerhouse  of  Florida's  West  Coast. 

National  Representative-BLAIR-TV  Inc 

^■fe  mmmm  ^»  BA.   mm   BdP 

***      If  15^tA 

RCA's  one-market  promotion  of  color  tv  sets — with  near- 
800%  sales  increase  after  few  weeks  heralds  an  intensive 
lit  i  nationwide  fall  effort.  Five-week  Milwaukee  test  showed 
high  price  is  no  stumbling  block  to  color  tv  sales  today, 
based  on  RCA  results.  RCA  executives  feel  nation-ivide  fall 
campaign  may  start  color  television  on  the  way  to  mass  sales. 

The  newsmaker:    Is  the  color  breakthrough  now   in  the 

making?  Robert  Seidel,  executive  v. p.  in  charge  of  RCA  consumer 

products,  told  SPONSOR  color  sets  are  "no  more  a  luxury  item  than  a 

good  car."  That  was  two  years  ago.  With  the  late  spring  "Carnival 

in  Color"  promotion  in  Milwaukee,  Bob  Seidel  and  his  top  execu- 
tives think  they've  proved  his  theory. 

Advertisers  who've  been  color-testing  packages,  experimenting 
w  ith  color  programs  and  with  color  commercials  can  look  forward 

to  the  most  intensive  color  tv  drive  yet.  The  color-t\  promotion 
tested  by  RCA  in  Milwaukee  in 

Ma\  goes  national  come  fall. 
The  Milwaukee  test,  master- 

minded and  executed  by  Martin  F. 

Bennett.  RCA  v.p.  in  charge  of 

merchandising,  at  Seidel's  instiga- 

tion, proved  "so  conclusively  suc- 
cessful, that  we  will  extend  the 

techniques  during  the  coming 

months  to  every  major  market  in 

the  country."  says  Bennett. 
Sale  of  color  sets  compared  with 

the  period  prior  to  the  campaign 

zoomed    783%     (to    over    450    a 

month).   Two  of  the  most  important  lessons  the  test  taught  will  guide 

the  planning  of  the  nationwide  effort  beginning  in  fall: 

1.  Seidel  found  70%  of  the  Milwaukee  color  tv  sales  were  among 

the  most  expensive,  not  the  lowest-price  models.  "This  proves  to  us 
that  the  public  is  ready  for  color  tv  toda\  and  that  price  is  no 

deterrent,"  Seidel  told  SPONSOR. 

2.  RCA  got  solid  proof  of  howr  persuasive  a  color  tv  demonstra- 
tion is  from  fact  that  two  out  of  every  three  home  demonstrations 

brought  a  sale.  As  Bennett  points  out,  "The  average  for  the  home 

appliance  field  is  about  one  sale  out  of  three  home  demonstrations." 
Seven  out  of  10  people  who  bought  color  sets  in  the  Milwaukee 

test  passed  up  the  $495  model  in  favor  of  sets  costing  up  to  $850. 

"This  promotion  showed  us  that  color  tv  is  priced  right  for  large- 

volume  sales,"  says  Seidel.  "It  also  showed  us  how  whole-heartedly 
the  dealers  respond  to  any  concerted  merchandising  effort  to  support 

color  tv  set  sales.  The  Milwaukee  campaign  was  a  smash  hit  despite 
the  fact  that  it  was  undertaken  amid  some  unfavorable  circumstances 

during  a  traditionally  slack  month  for  appliance  sales." 
During  the  summer,  RCA  will  stage  multi-market  promotions  simi- 

lar to  the  Milwaukee  "Carnival  of  Color,"  with  additional  hours  of 
color  telecasting  by  local  stations.  ^ 

Robert  St'iilel 
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with  JameS  Hong  as  the  Number  One  Boy 

Here  it  is!  Television's  own  brand-new  half-hour  \ 
series  now  being  produced  in  Hollywood  and  in  the 

intrigue-filled  Hydrogen  Age  capitals  of  Europe  —  \ 

The  NEW  Adventures  of  Charlie  Chan.  He's  the 
master  mystery  entertainer  of  them  all — Enter- 

tainment's  only   Chinese    detective.    Loved    by 
millions  .  .  .  eager  audiences  have  laid  down  their  dollars  at  box  offices 

everywhere  to  thrill  to  the  exciting  cleverness  of  Earl  Derr  Biggers'  famous 
fictional  sleuth.  Want  to  enjoy  yourself  and  profit  seeing  Charlie  Chan  solve 

"The  Case  of  The  Profit-Building  Program"?  Just  wire  collect  or  phone 
tpa  today  for  a  private  screening. 

Charlie  Chan  and  his 
Number  One  Son  have  filmed  commerical  lead-ins  and  lead -outs  for  you.  At 
small  additional  cost,  you  can  wrap  your  local  announcements  with  the  prestige 

and  power  of  introductions  by  Hollywood's  stars! 

EDWARD    SMALL 
ChMirmtn 

MILTON   A.   GORDON 
Pnsidint 

488  Madison  Ave.,  New  York  22,  N.  Y 

MICHAEL   M.   SILLFRMAN 
Eueulivt  Vice-Pmntent 

PL.   B-2100 



WDAY-TV  DELIVERS 

520%  MORE  FARGO-MOORHEAD  HOMES 

THAN  STATION  "B 
»"» 

V /DAY-T 
V June    1956 

7-City   Area   ARB* 

12:00-  5:00    P.M. 
403%  MORE 

5:00-6:00    P.M. 
468%  MORE 

STATION 

"B" 

6:00-   10:00    P.M. 
7  7  8%   MORE 

10:00  P.M.-  Sign-Off 
400%  MORE 

City,  Wahpeton,  Hillsboro,  Fargo. 
ridge,  Fergus  Falls,  Moorhead. 

Vort 
Mini 

h  Dakota     t  alley 
lesota — li  reckon 

That's  right!  —  December,  1956,  ARB 

figures  for  Fargo-Moorhead  credit  WDAY- 
TV  with  an  average  of  520%  more  homes 

than    Station    "Z?",    for    all    time   periods! 

WDAY-TV  gets- 

760%  More— 12  Noon  to  5:00  P.M.! 

872%  More— 5:00  P.M.  to  6:00  P.M.! 

181  %   More — 6:00  P.M.  to  10:00  P.M.! 

270%  More— 10:00  P.M.  to  Sign-Off! 

That's  just  the  Fargo-Moorhead  picture. 
June.  1956  ARB  figures  ( left  I  prove  that 

\v  DAY-TV  is  almost  as  popular  in  five 

other  Red  River  Valley  cities  —  each 
between  40  and  60  miles  away! 

Your  Peters,  Griffin,  \^  oodward  Colonel 
has    all   the   facts. 

P.  S.  Average  ARB  Rating,  6:00-10:30 

P.M.,  WDAY-TV— 43.6.  Station  "B"—11.9. 

WDAY-TV 
4jp 

FARGO,   N.  D.     •     CHANNEL  6 

Affiliated  with  NBC  •  ABC 

PETERS,  GRIFFIN,  WOODWARD,  INC. 
Exclusive  National  Representatives 
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\l»\t  significant  tv  and  radio 

nt-u  i  uj  ////■  uri-L   with   inlirprrtation 

in  depth  l<>r  busy  readers 

SPONSOR-SCOPE 

15  JUNE 
C«*yrl|M    IM7 

SPONSOR   PUBLICATION*  II 

Las)  week  .1  thoughtful  observer  of  the  t\  scene  leaned  back  in  lii-  chaii  in>l  mused: 

'*!  on  know,  sponsors  have  learned  more  tricki  than  bookies.  They're  passing  theii 

shows  around  like  racetrack  bets.  Prett)  soon  they'll  be  Belling  alternate  sponsorship  in 

I.D.'s." It  (liiln  1  quite  come  t"  thai  this  week.  !>ni  Maxwell  House  and  Bristol-Myers  gol  1 1 1  i •_' h •  \ 

close.  Maxwell  House  arranged  with  K-M  for  Han  lo  take  over  it*  Instant  Coffee 

I.D.'s  on  some  80  stations  >\ liil<>  the  little  brown  buds  went  on  a  three-week  rest. 
While  mosl  stations  informed  their  reps  that    this   was   O.K.,   some   dissented   outright 

and    more   had    the   uneasy    feeling   that    this    was   an    unhapp\    precedent. 

Vrgued  the  dissenters:  li  isn'l  fair  to  advertisers  who  have  been  waiting  in  line  to 

gel   better  positions  '>n  the  station's  schedule. 
Their  counter  proposal:  (1)  Maxwell  House  should  issue  a  cancellation  plus  an  or- 

der for  occupancy  ol  these  I.D.'s  after  the  three-week  period,  and  f2)  each  account  should 

pa)   its  ov n  l>ilK 
One  CBS  o&o.  KNXT,  L.A.,  went  a  step   further:      \ftcr   other    advertisers    on    the 

Station   improved   their   positions,   the   residue  of   the    Maxwell    spots    were    offered    Ban. 
Note:    Benton  VK  Bowie-  is  the  asenro    for  Maxwell:   BBI)(>  handle-  Ban. 

V&R*s  research  department  is  i.ikim.'  a  stab  at  that  tantalizing  morsel:     \  sys- 
tem for   picking   tv  program   winner?. 

The  project  will  start  cautiously  and  modestly.    The  first  chores  will  bp  to: 

•  Trj    to  pel  a  better  understanding  of  tv   entertainment    trends. 
•  Find   out    whether  the   elements   that   make  a  show  successful  can   he   measured. 

•  See  whether  the  type  of  research   used   for  a  product   before   it's  put   on   the   market 
can   he  aoolied  to  some  extent   to   programing. 

Y&R  s  attitude  about  the  outcome:    If  the  research  effort   results   in   a  single  addi- 

tional successful   show,  then  the   nrojeet   has  "got   it   made." 
(See  23  February  SPONSOR-SCOFF  for  a  report  on  a  similar  NBC  undertaking.) 

If  you  take  surviving  shows  as  a  criterion,  network   tv   program   eosts   percentage- 
wise   have    outdistanced    the    rise    in    tv    homes  over  the  past   five  years    (128^   vs. 

78<7r). 

Note  what's  happened  to  thee  surviving   network    programs: 

SHOW 

Fd  Sullivan 

Red   Skelton 

This   Is  Your  Life 

Studio  One 

Lux   x  ideo  Theatre 
Kraft  Theatre 

Schlitz  Playhouse 

}  our    Hit    Parade 

Armstrong  Circle  Theatre 
What'-   M\    Line 

Dragnet 
Talent   Scouts 
TOTAL 

1952-53  SE  VSON 

$30,000 
30.000 

12.000 

22.000 18,500 

20.000 

23,500 
30,000 I  1.000 

8,500 

21.00(1 

20,000 

$249,500 

1957-58  -I  VSON 

$79,000 
52,000 
52,000 
55,000 

18,000 

30.000 

38.000 19.000 

1  ;.ooo 

28,000 
35,000 

32.000 
$561,000 

Source  of  1952-53  season  show  costs:     18    \pril   1953  SPONSOR  Comparagraph. 
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SPONSOR-SCOPE    continued 

What  do  tv-radio  advertisers  gripe  about   most  these  days? 

You  can  get  a  pood  clue  by  skimming  this  list  collected  during  a  recent  session  of  the 

ANA'a  Committee  on  Complaints: 

•  Being  foreed  to  buy  network  tv  programs  in  39-52  packages,  instead  of  in 
20-26  lots. 

•  Stations  pre-empting  network-originated  shows  without  reimbursing  the  adver- 

tiser for  a  share  of  the  program  cost.  Or,  if  a  spot  series,  for  the  cost  of  the  syndicated 
film. 

•  Stations  substituting  a  spot  announcement  for  part  of  a  network  program's 
credits.     ( Particularly  irate  about  this  alleged  practice:    P&G.) 

•  Triple-spotting. 

It  looks  as  if  Colgate  is  going  into  its  new  fiscal  year  (1  July)  with  a  greatly 

truncated  budget  for  advertising — around  S28  million  compared  to  $39  million  for  the 
year  ending  30  June. 

Colgate's  handy  device  for  ad  economy:  Putting  all  brands  of  a  particular  prod- 
uct under  a  single  umbrella. 

Other  economy  moves:  Diminished  action  on  Brisk,  Ad.  and  the  Colgate  deodor- 
ant  bar. 

Salvage  ideas  for  some  50  new  pilot  films  are  bobbing  up  right  and  left.  All 

have  one  common  denominator:  Wrap  the  unused  celluloid  into  a  13-  or  26-week 

package. 

Even  one  of  the  Madison  Avenue  agencies  is  working  on  such  a  plan,  hoping  to  price 
the  pilots  at  around  $25,000  per. 

The  owners  are  promised  (1)  some  return  on  their  otherwise  gloomy  investment,  and 

(2)  the  chance  that  showcasing  a  pilot  might  stimulate  interest  in  the  whole  series. 

Estimated  investment  in  the  50  pilots  is  $2  million. 

Never  underestimate  the  resourcefulness  of  the  Little  Woman. 

One  of  the  reasons  food  chains  now  account  for  37%  of  toiletries  sales,  as  un- 

earthed by  a  Park  Avenue  agency's  marketing  department:  All  the  Old  Man  sees,  should  he 

glance  over  a  checkout-counter  tab,  are  raw  figures;  he  can't  tell  whether  his  better 
half  bought  lettuce  or  a  lot  of  lipstick. 

Surprisingly,  many  a  top  sponsor  takes  a  cavalier  attitude  toward  county  sales 

figures  in   planning  an  ad  campaign. 

A  check  taken  by  one  of  the  top  four  agencies  shows  that  a  substantial  number  of  its 

clients  have  never  taken  the  trouble  to  chart  such  figures. 

Commonly  given  reason:  You  don't  harness  your  sales  effort  to  the  business  done  in  an 
area:  you  work  on  such  broad  information  as  spendable  income,  retail  sales,  and  the  vari- 

ous local  appeals  of  your  product  or  service. 

Some  agencies  studying  Professor  Albert  Frey's  15-page  questionnaire  on 
agency  services  and  compensation  think  it  may  be  too  narrow,  despite  its  length. 

An  official  in  a  topflight  agency  puts  it  this  way:  "The  questionnaire  deals  only  with 
nuts  and  bolts  service. 

"Totallv  ignored  are  today's  marketing  planning,  counseling,  integrating  aspects  of  the 
agencv   field,  not  to  mention  psychological  research. 

"Also  disregarded  are  the  services  performed  directly  with  the  client's  marketing  di- 
rector, sales  manager,  merchandising  men,  and   collateral  relations. 

These  add  up  to  a  lot  of  service  and   money   these  days." 
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SPONSOR-SCOPE    contummi 

Is  Eastman  kodak  twitching  from  J.  Walter  Thompson  t<>  Compton?  Madi- 

son   tvenue  will  give  jron  odds  that  it's  going  to  happen. 
True,  the  account  has  been  with  JWT  lot  over  30  years  i  ii  was  Wahei  Hine  who 

broughl   it   in  i . 
Mut.  says  Madison    Vvenue,  times  bare  changed   rapidly.    Whal   Eastman   now    is  up 

agalnsl   basically   is  a  merchandising-packaging  problem.    Its  one-time  hold  mi  cam- 

era mechanic!  is  broken;  < !  it  I  <  >  its  hold  on  processing.    Meantime  then"-  a   Rood   ol   foreign 
competition  to  contend  with.     Ml  ihi<.  say  observers,  was  signaled  months  ago  when   I 
man  abandoned  fair-trading. 

Whatever  the  situation.  Eastman*!  hillings  are  worth  noting — around  *,9  mil- 
lion last  year,  of  which  $4  million  was  spent    for  network   t\    and   $250,000   for  spot   tv. 

VRC  Radio's  president  Rob  Eastman  apparently  is  veering  more  and  more  to- 
ward the  CRS  Radio  policy  of  making  five  minutes  the  lowest  unit  that  ran  be 

bought  on  ABC 
Tn  instituting  the  five-minute  minimum  this  week.  ARC  withdrew  an  assortment  of 

smaller  packages,   one  of  them   offering   110   lO-second  announcements  a  week. 

Eastman's  explanation   of  the  move:    Retter  relations  with   station   affiliates. 
NRC  Radio  and  Mutual  sell  units  as  small  as  six  and  10  Beconds,  respectively.  Roth, 

of  course,   are  T.P.'s. 

MRS  has  adopted  a  get-tough  policy  with  affiliates  that  consistently  refuse  to 
clear  time  for  nework  business. 

Station  relations  manaser  Rob  Carpenter  this  week  wrote  15  affiliates:  Tt's  pointless 

to  keen  you  on   the  rateeard  if  vou   don't   observe  the  clearance  clause  in   your  contract. 
The  network  savs  41 5  stations,  representing  83$  of  the  rateeard.  have  accepted  the 

contract  stemming  from  Mutual's  new  news  and  music  poliey. 

To  keep  himself  free  to  heat  the  hushes  for  business.  CRS  Radio  sales  v. p.  John 

Karol  this  week  turned  over  much  of  tbe  department's  routine  administration  to 
sales  manaser  Ren  Lochridge. 

Karol  thinks  that  the  $4.2  million  net  sale  to  Eord  has  skyrocketed  radio's  opportuni- 

ties, hut  that  an  open  transom  won't  do  the   whole    job. 

Put  down  Estv  as  an  agency  wHtb  mile-high  enthusiasm  for  radio. 
SPONSOR-SCOPE  learned  this  week  that  Estv  is: 

•  Oeeplv   involved   with   practically  every    one    of    its    accounts    in    radio    buying    or 
planning. 

•  Evaluating  a  $3-millinn  radio  campaign  recently  comnleted  for  Pacrruin  Cream 

to  determine  the  possibilities   of  a   repeat  performance. 

•  Pitching  this  theme  to  clients:    "Radio  is  not  onlv  tbe  highest  outdoor  medium, 

but  tbe  new  outdoor  poster." 

With  all  that  rich  priming  of  tbe  pump  bv  PSrfl  these  past  two  weeks,  na- 

tional snot  tv  should  show  some  glowing  totals  for  this  vear's  second  and  third 
oniarters. 

The  flow  out  of  Cincinnati  stems  from  hoth  the  leftovers  of  the  last  budget  and  the 

coming  vear's   funds. 

Rrands  involved  in  the  push:  Comet.  Prrll.  Zest,  and  Tide.  (See  "The  hvpo  spot 

tv  needs."  page  33  this  issue.) 

The  Katz  Agency's  bandy  primer  on  today's  basic  concepts  of  tv  and  radio 
will  be  incorporated   in  SPONSOR'S  Eall  Facts  issue  20  July. 

The  Primer's  intent:    Update  the  veteran  and  initiate  the  newcomer. 

SPONSOR 15  JUNE  1957 11 



SPONSOR-SCOPE   continued  .  .  . 

Revlon's  ad  manager  George  Abrams  this  week  gave  SPONSOR-SCOPE  this  picture 
of  his  operations: 

ANTICIPATED  SALES  VOLUME:  $100  million  for  1957  as  compared  to  $50  mil- 
lion in  1955. 

AD  BUDGET:  A  minimum  of  $15  million  for  1957.  as  compared  to  $7.5  million  only 

two  \ears  ago.    About  72%  of  the  $15  million  will  go  to  tv. 

FOR  SALE:  Alternate  sponsorship  of  the  Guy  Mitchell  show  on  ABC  TV  for  $30,000 

(net)    per  broadcast. 

Advertisers  and  agencies  next  month  will  see  a  hard-hitting  summary  of  the 
sales  impact  of  spot  tv,  compiled  by  the  Blair   company. 

The  presentation — on  slides  and  tape — will  be  sharply  competitive  with  comparisons  in- 
volving not  onlv  other  media  but  network  tv. 

Continuing  cancer  reports  keep  the  filters  runninsj  ahead  in  cigarettes  sales. 

During  this  year's  first  quarter,  the  splitup  was  as  follows:  filters.  41%;  regular  39%; 
kings.   20%.     The   mentholated    brands    got   6%   of  the  entire  market. 

Here's  the  kind  of  incident  that  keeps  the  reus  and  radio  networks  feuding: 

On  being  informed  this  week  that  a  certain  Midwest  station  hadn't  cleared  for  a  five- 
minute  spot,  an  agencv  asked  the  network  what  the  rebate  would  come  to.  The  answer: 

$14.72. 

The  agencv  then  decided  to  replace  the  hole  with  a  one-minute  spot  on  the  same  sta- 
tion. Cost:  $31. 

Top  management  in  some  of  the  major  agencies  will  tell  you  that  the  No.  1 

problem  over  the  next  two  years  will  be  gearing  themselves  to  the  constant  flux 
of  the  marketing  process. 

Thev  anticipate  that  the  trend  will  be  toward  further  integration  of  thinking  with  client 

top  levels.  The  focus  will  be  on  the  ability  to  contribute  to  sound  marketing  management 

and  improvement  of  the  product's  quality. 

As  one  agency  partner  put  it  this  week:  "It  looks  like  a  tough  competitive  period  for  our 

business.   It's  going  to  separate  the  men  from  the  boys." 

SPONSOR-SCOPE  this  week  asked  the  ad  manager  for  one  of  the  big  soaps 

whether  his  company  had  made  any  strategy  changes  in  planning  this  fall's  tv 
schedules. 

His  answer  in  a  nutshell  was:  "Our  strategy  is  that  wre  try  to  pinpoint  our  audience 

target  as  closelv  as  possible  and  spread  our  money  where  we  think  we'll  get  the  lowest  cost- 

per-1.000." He  also  reiterated  these  principles  that  propel  the  soap  business: 

•  While  brand  leadership  is  important,   the  main   objective   is   tonnage   sales   of  the 

particular  product. 

•  Brand  leadership  has  this  advantage:  You  pile  up  a  reserve  for  developing  more 

products. 
•  Investment  spending  fat  an  operating  loss)   is  justified  onlv  by  vour  chances  of  gaining 

a  competitive  share  of  the  market  for  that  product  within  a  year  or  two. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6:  New 

and  Renew,  page  53:  Spot  Buys,  page  59:  News  and  Tdea  Wrap-Up.  Page  62:  Washington 
Week,  page  81:  SPONSOR  Hears,  page  84:  and  Tv  and  Badio  Newsmakers,  page  90. 
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Newest  Twin  Cities  Pulse  is  further  proof  that  1956  figures  are  worthless  for  1957  time-buying, 

PULSE     UP! 

(7    a.m. -7    p.m.,   Mon.-Fri.) 

March 

April 2.8 
1956 

March 

April 

1957 
6.1 

WDGY  is  now  an  even  strongei  first  ever}  afternoon. 

Look  al  the  charl  al  the  left  .  .  .  and  see  how  far  WDGY  has  come 

on  Pulse  in  the  last  L2  months.  Storz  Station  programming  excite- 
uii'iit  has  overturned  radio  listening  habits  oi  a  generation  and  Pulse 
i-ri 't   alone  in  reflecting   it. 

WDGY  i-  first  N'si  area  9  a.m. -6  p.m.   Monday-Saturday. 
\V|m;y   is  first  all  day   per  latest  Trendex.     In  every  recenl    report, 
WDGY  has  a  big  Brsl  place  audience  story! 

This  is  hardly  the  way  things  were  12  months  ago,  and  thus  buying 
Minneapolis-St.  Tan]  on  the  strength  of  outdated  figures,  or  obsolete 
"images"  ran  be  misleading.  Scrap  them  .  .  .  and  lei  John  Blair 
update   you.    <>r.  talk   to   WDGY   General   Manager   Sieve    Labunski. 

Ma April  1957  Pulse. 

WDGY     .<"."<«<  units   Minneapolis  St     Pnul 

TODD  STOR 

President 

WDGY  WHB  WQAM 
Minneapolis-St.  Paul  Kansas  City  Miami 

Represented  by  John  Blair  &  Co. 

KOWH 
Omaha 

WTIX 
New  Orleans 

Represented  by  Adam  Young  Inc. 

SPONSOR       •       L5     I  I  NE     l')"i. 
13 



NOW  READY 
TO  MAKE 
RATING 
HISTORY! 

ZIV's    NtWi    ALl'NEVi/   MYSTERY-ADVENTURE  SERIES 

'The  NEW  Adventures  of 

Martin  Kane 
starring  Academy  Award  Winner 

William  Gargan 

Your  own  markets  may  be 

among  the  few  unsold  to 
date  for  sponsorship  of 

Ziv's  newest  rating  winning 

series.  Wire  or  phone  for  a 

thrilling  audition,  but  quick! 



IME  IN  CITY  AFTER  CITY! 
"Highway  Patrol" 

R.  '57 

IN   SALT   LAKE  CITY 

a  1.4 
BEATS  id  Sullivan.  I 

Love  Lucy.  $64,000 

Question,  Perry  Como 

and  many  others  ARB 

IN  HOUSTON 

37.4 
BEATS,  f  d  Sullivan.  I 

love  Lucy.  Disneyland. 
Phil  Silvers  and  many 
others  ARB 

IN   PITTSBURGH 
BEATS:  Dragnet,  Law 

rence  Welk.  What's 
My  Line.  Phil  Silvers 

and  many  others  ARB 

science  ficnon  theatre 
IN    BIRMINGHAM 

IN    BALTIMORE 

1. 

BEATS    I   rga  Gobel. 

Lawren  •     Well 

neyland,    Steve   Allen, 
and  others  PULSE 

BEATS:  George  Gobel, 

Kralt  TV  Theatre.  Sid 

Caesar.  Robert  Mont 

gomery  Presents,  and 

many  others  ARB 

IN    PITTSBURGH 

38.0 
BEATS:  Arthur  God 

Irey.  Playhouse  90. 
What's  My  Line.  Wyatt 

E  a  r  p  ,  and  many 

others  ARB 

"The  Man  Called  X" 
IN   NORFOLK 

HI  ATS 

Hour,    and    many 

ARB 

IN  SYRACUSE 

1. 
BLAIS      Lawrence 

•    Hour 

.  Theatre  Tord 

»,   and  many 

AR8 

IN   BUFFALO 

23.0 
BFATS  ,    Como, 

George  Gobel.  SidCae 
sar  Irme  ford,  and 

many  others  I 

IN  NEW  ORLEANS 
BEATS:  Ed  Sullivan, 

$64,000  Question,  I 
Love  Lucy.  Climax, 
and  others    PULSE 

IN   SAN   FRANCISCO 

23.4 
BEATS:  Playhouse  90, 

Steve  Allen.  Red  Skel 
ton.  G  E  Theatre,  and 

many  others  ARB 

IN  COLUMBUS 

22.0 
BtAtS  Playhouse  90. 

Phil  Silvers.  Sid  Cae 

sar.  Robert  Montgom 

ery  Presents,  and 

many  others  ARB 

IN  SAN  FRANCISCO 

26.1 
BEATS  Dragnet.  Play 

house  90.  Red  Skel 

ton.  Steve  Allen  and 

many  others  ARB 

IN  PORTLAND 

49.8 
BEATS:  Perry  Como. 

Bob  Hope.  Playhouse 

90.  Disneyland,  and 
many  others  ARB 

IN  SAN  ANTONIO BEATS:  Dragnet  Ar 
thur  Godfrey.  George 

Gobel.  Steve  Allen  and 
many  others  PULSE 

IN  BALTIMORE BEATS:  Ed  Sullivan. 

Perry  Como.  Groucho 
Marx.  Playhouse  90 

and  many  others  ARB 

IN  ATLANTA 

21.6 
BEATS:  Playhouse  90. 

Phil  Silvers,  Arthur 

Godlrey.  Steve  Allen, 

and  many  others  ARB 

IN  ALBANY-SCHENECTADY  TROY 
BEATS:  Ed  Sullivan, 

lack  Benny.  Lawrence 
Welk.  Arthur  Godfrey 

and  many  others  ARB 26.9 

! 

IN  SAN  ANTONIO BEATS:  Climax.  Drag 

net.  GE  Theatre. 

What's  My  Line,  and 
many  others  PULSE 

IN  SANTA   BARBARA 

24.6 
BEATS:  Ed  Sullivan. 

Perry  Como.  Climax. 
Lawrence  Welk.  and 

many  others  ARB 

IN  SOUTH  BEND  ELKHART 
BEATS:  Groucho  Marx. 

Dragnet.  Disneyland 
Steve  Allen,  and  many 

others  ARB 

IN  DETROIT 

33.1 
BEATS:  Ed  Sullivan. 

Groucho  Marx.  Climax. 

Dragnet  and  many 
others  ARB 

IN  NEW  ORLEANS 

22.8 
BEATS:  Fd  Sullivan. 

$64,000  Question, 
Lawrence  Welk.  Dis 

neyland.  and  many 
others  PULSE 

IN  BALTIMORE 

20.1 
BEATS:  Groucho  Marx, 

Dragnet.  Phil  Silvers. 
Disneyland,  and  many 
others  ARB 

Y'56 

E  '56 

\ik! 

,R.  '56 

IN  CLEVELAND BEATS:  Ed  Sullivan. 

Groucho  Marx.  Climax. 

Dragnet,  and  many 
others  ARB 

IN   SEATTLE-TACOMA 

20.4 
BEATS:  Climax.  Drag 

net.  Godfrey's  Talent 
Scouts.  Steve  Allen, 

and  many  others  ARB 

IN   BOSTON 

22.9 
BEATS:  Disneyland. 

Steve  Allen.  What's My  Line.  This  Is  Your Lite,  and  others  ARB 

IN   BOSTON 
BEATS:  What's  My 
Line.  Dragnet.  George 

Gobel.  Sid  Caesar  and 

many  others  ARB 

IN  SALT  LAKE  CITY 

23.1 
BEATS:  Lawrence 
Welk.  Disneyland.  Red 

Skelton.  Wyatt  Earp. 

and  many  others  ARB 

IN  NEW  ORLEANS BEATS:  Ed  Sullivan. 

Dragnet.  I  Love  Lucy. 

$64,000  Question, and  others  PULSE 

IN    COLUMBUS 

42.1 
BEATS:  Fd  Sullivan. 

Groucho  Marx.  Climax. 

Lawrence  Welk.  and 

many  others  ARB 

IN  SAN  ANTONIO 

29.4 
BEATS:  Perry  Como, 

Wyatt  Earp.  This  Is 
Your  Life.  Fireside 
Theatre,  and  many others  PULSE 

IN   BIRMINGHAM BEATS:  Climax.  Bob 

Hope,  This  Is  Your Life.  Lawrence  Welk. 
and  others  PULSE 

IN  CINCINNATI BEATS:  $64,000  Ques 

lion.  Red  Skelton. 

What's  My  Line,  Phil 
Silvers  and  many 

others  ARB 

IN  CHICAGO 
BEATS:  Groucho  Marx. 

Wyatt  Earp.  Dragnet. 

Godfrey  &  His  Friends, 
and  many  others  ARB 

IN   MILWAUKEE BEATS:  Climai 

Godfrey    Milton  Bene 
Studio  One  ar 
others  PULSE 

Not  just  one  survey,  not  just  one  month,  but 

almost  always!  That's  how  often  you  find 

Ziv  shows  at  the  very  top  of  the  rating  lists. 

So  if  you  want  the  CONSISTENTLY  BIG 

AUDIENCE  of  a  CONSISTENTLY  HIGH-RATED 

SHOW,  join  the  big  happy  family  of  Ziv 

show   sponsors. 

fHOM  M  MP
  rVAME 

'com  M  TOP  SHOI
VS 



Before 

you  dive 

into  the  big 
South  Texas 
Market . . . 

<^ 

Get   the    facts,    man  —  get    the 
facts. 

Get  the  facts  on  the  wonderful, 
wonderful     new     KONO     Radio 

that     is      setting      new,      higher- 
than-ever  records  in  listenership 

throughout    its    51 -county    South 
Texas   market. 

There's    a     big,     big     swing     to 
more  and  more  listening  on  the 

station   that   already   had    49% 

PENETRATION   in   San  Antonio's 
home  county. 
KONO    is    better    than    ever  .  .  . 

and  there's  NO  RATE  INCREASE 
.  .  .  not    yet!    So    get    the    facts 
.  .  .  call  your 

H-R 
or   CLARKE    BROWN    man    now! 

860  kc 5000  watts 

E3     E3 

Timebuyers 
at  work 

Charles  Campbell,  MacManus,  John  &  Vdams,  Bloomfield  Hills. 

Mich.;  buyer  for  Pontiac,  says:  "Agencies  should  give  complete 
details  to  reps  and  stations  on  their  -pot  campaigns.  A  better 

understanding  of  a  client"-  campaign  and  ultimate  sales  goal  helps 
everyone  to  find  more  effective  ways  to  make  the  campaign  a  suc- 

cess. It  also  helps  the  local  sla- 
tions  to  see  liou  and  \\h\  their  fa- 

cilities are  being  used  in  the  o\  er- 

all  strategy.  With  a  more  coop- 
erative attitude  toward  the  sta- 

tions, it  s  amazing  how  main  local 

plans  and  ideas  pop  up  that  can  be 

employed  to  letter  serve  the  client. 

\nv  buyer  who  claims  to  he  an  ex- 

perl  on  the  nation's  top  100  l\ 
markets  is  either  craz)  or  vastl) 

underpaid.  Local  conditions  and 
attitudes  must  he  taken  into  con- 

sideration on  an)  national  spot  campaign  and  these  local  factors  can 

onl\  he  learned  through  greater  cooperation  with  the  men  who 

service  these  markets  on  a  day-to-daj  basis.  Until  we  are  all  re- 

placed bv  IBM  machines,  lei's  lr\  to  learn  as  we  go  rather  than  to 

iiet  so  w  tapped  up  in  ratings  and  budgets  that  we  forget  what  we're lr\  i na    to    accomp lish 
thai    is    to    sell    our    clients"    product." 

SAN   ANTONIO Radio 

Janice  Carrel,  Guild,  Bascom  \  Bonfilgi,  Inc.,  San  Francisco,  time- 

buyer  for  varied  accounts,  says:  "More  tv  stations  should  adopt 
standardized  methods  of  classifying  time  and  simplified  methods  of 

granting  discounts.  A  buyer  must  be  a  Philadelphia  lawyer  or  a 

magician  to  keep  pace  with  changing  adjacencies  and  ratings  and  to 

upgrade  schedules  which  initial! \ 

were  less  than  spectacular.  I' or 
example,  in  a  single  market  each 
station  will  have  different  hours 

classified  AA.  B.  etc..  with  varying 

policies  as  to  whether  a  spot  on  the 
break  hour  will  take  the  higher 

rate,  and  whether  10-seconds  may 

join  their  big  brother  2()"s  and 60's  for  discount  purposes.  There 

is  no  uniformitj  on  discounts  for 

26-,  39-  or  ")2-week  contracts,  and 
some  stations  grant  no  discounts 

at  all.  One  station  we  do  business  with  has  three  different  discount- 

ing methods  on  one  contract.  \l  one  point  this  contract  was  subject 

to  three  different  cards  within  the  year.  Also,  there  had  to  be  a 

separate  contract  for  the  four  or  five  10-second  spots.  Hiis  is  an 

extreme  case,   but   inanv    stations  write  over-complicated   rate  cards. 

10 
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from 
9  to  Noon 

in  the 

nation's 
Capital, 
WRC  is . . . 

THE  NEW 
SPEAKER 

OF  THE 
HOUSE! The  best  time  to  reach  the  keeper  of  the  family  purse- 

strings  is  9  AM  to  Noon.  In  Washington,  WRC  is  tops  in  this  all-important  time  period, 

winning  a  26%  share  of  the  total  radio  audience,  62%  more  than  the  second  station.* 

Al  Ross'  "Timekeeper"  program,  Gene  Archer's  "Date  in  Washington"  and  NBC's 
"Bandstand"  with  Bert  Parks  are  the  big  attractions  that  win  the  homemaker  audience. 

In  Washington's  17-radio- station  market,  a  plurality  like  this,  early  in  the  day,  means 
greater  returns  by  nightfall  for  WRC-advertised  products.  WRC  Radio  should  be  speaking 

for  your  product  now  in  the  nation's  capital.  TXTT^  ^"^       f\  C3  /"\ 
•NSI  Report— Washington  D.  C.  Area- January  1957      V  W     XV  V/  £/  ̂ 3  \J 

WASHINGTON,  D.  C.   SOLD  BY  (nbc) SPOT  SALES 



,     - 

____________ ■'■-■■"   ■     -   '   — — 

r   

1   
■ 

  H 

1   

  i   

1 

f 

^ 

1 

A     I 

  ] 
f u 

1 

■    ■      *   »   ■'■' 

— .   

' 

■—WW. W — ■■— 

— 1 

-1— .-WVi—   fWW y  ■.■■■-—..«.—«-— ww— 

I,—  ,-  ■-.,.. -WW   _-w-w-»-w~«--™ 

  . 

1   1 

1   . — , 

~ 
■  ..»..   

I           l           l          'I    "'  ~r  "• 

; — 

HI      -1                            II          I! 

'■■■■■I    M   ■    1 ■■"   -■■ —   •— 



MONITOR  Sales  Keep  Going 

Up  And  Up,  At  A  Rate  That 

Is  Right  Out  Of  This  World! 

Net-dollar  volume  for  monitor's  first 

quarter  1957  was  239' ',  ahead  of  the 

first  quarter  last  year,  monitor's  net- 
dollar  volume  as  of  May  15,  1957, 

already  exceeds  that  of  the  entire 

year  1956.  And  third  and  fourth 

quarter  orders  are  rocketing  in. 

16  brand-new  advertisers,  and  13 

backforasecondhelping.providethe 

power  for  monitor's  atomic  surge. 

Here  are  some  reasons  why  monitor 

appeals  so  strongly  to  advertisers: 

•  15  announcements  on  monitor  de- 

liver over  6'j  million  listener  home 

impressions  — not  counting  the  au- 
dience reached  through  car  radios 

and  picnic-basket  portables. 

•  monitor  gives  all  advertisers  max- 
imum flexibility  in  choosing  the  time, 

frequency,  and  audience-groups  that 
their  marketing  strategies  demand. 

•  monitor  offers  advertisers  custom- 

tailored  merchandising  plans.      « 

•  monitor's  programming  is  fast- 
moving,  varied.  Listeners  really 

listen— because  there's  always  some- 
thing interesting  to  listen  to. 

Now's  the  season  when  America 
becomes  a  nation  on  wheels.  With 

39  million  cars  equipped  wit1-  radios, 
monitor  will  be  traveling  faster  than 

ever,  every  weekend  from  now  on. 

Want  to  come  along  for  the  ride? 

NBC  RADIO 



by  Joe  Csida 

Sponsor 

COMBINED     *      IrorutATtOM--- S»».000 

MARKETS  TOTALJ  MIA*  f*US . .  $*»«.M1,000 

•  •  • 

tin  lOlM  tTATWMt 

KU$  — 1  MVM 

FO«  COMBHED  BATES LESS  «•* 

Plenty  of  ways  to  skin   the  fee  tv  cat 

Bright  men  with  substantial  mental  and  mone- 

tary resources  have  always  been  aware  that  if  a 

cat  was  worth  skinning  at  all.  there  were  several 

approaches  to  the  denuding.  Any  number  of 

bright  men.  not  all  necessarily  affiliated  with  one 
another,  have  demonstrated  their  firm  convic- 

tion that  the  fee  television  kitten  is  eminently 
worth  skinning. 

Thus,  even  while  some  anti-toll  tv  observers  were  gloating  over  the 

fact  that  the  Federal  Communications  Commission  wouldn't  be  ready 
for  a  long  time  to  authorize  new  fee  tv  tests,  here  and  there  around 

the  country,  bright  men  were  doggedly  exploring  new  devices  for 

removing  the  pussy's  pelt.  Which  mixed  zoological  metaphor  merely 
means,  for  example: 

►  That  various  bright  men  with  the  American  Telephone  and  Tele- 

graph Co.  and  other  leased-line  entepreneurs  were  counting  the  fabu- 

lous leasing  fees  which  might  accrue  to  them  if  pav-as-you-see  im- 

pressarios  would  be  willing  to  finance  large  portions  of  the  cost  of 

originally  laying  closed  circuit  lines,  then  lease  same  on  long  term 

deals.  ( It  is  estimated  that  such  lines  would  lease  for  approximately 

$10,000  per  mile  per  year.) 

►  That  these  same  bright  AT&T,  and  other  phone  men  have  been  in 

touch  with  other  bright  men,  who  control  theatre  chains,  sporting 

events,  Broadway  shows,  etc..  or  have  at  least  the  fee  tv  rights  to 
such  events. 

Fee  tv  involved  in  Dodger  move 

Portions  of  this  were  revealed  in  recent  weeks  in  connection  with 

the  much  discussed  move  of  the  Brooklyn  Dodgers  and  the  New 

York  Giants  from  the  East  to  Los  Angeles  and  San  Francisco  re- 

spectively. As  of  this  writing  it  has  been  said  that  one  Matty  Fox 

of  the  Skiatron  Corp.  has  either  offered  to  pay  or  already  contracted 

with  Walter  O'Malley.  the  head  of  the  Brooklyn  ball  club  for  the 

pav-as-you-see  tv  rights  to  the  Brooklyn  club's  ball  games.  The 
amount  Mr.  Fox  is  reported  to  have  agreed  to  give  Mr.  OMalley  for 

a  season's  games  is  $2,000,000. 
Mr.  Fox  is,  of  course,  the  same  gentleman  who  blazed  some  of  the 

earliest  multi-million  dollar  trails  down  which  feature  Hollywood 

film  product  was  delivered  to  television.  Mr.  Fox.  too.  is  the  same 

gentleman,  who  in  recent  weeks  has  been  negotiating  with  Mark 

Sullivan,  president  of  the  Pacific  Telephone  and  Telegraph  Co.,  to 

have  the  PT&T  feed  Dodger  ballgames  via  closed  circuit  tv  to  such 

customers  as  would  like  to  pay  for  such  ballcasts. 

It  is  a  safe  guess  that  practically  every  Broadway  producer,  from 

Herman  Levin,  who  put  on  "M\  Fair  Lady"  to  the  producer  of  the 
newest  Maiti  Stem  hit.  has  been  approached  in  one  fashion  or  an- 

other. 1>\   one  pa\-as-you-see  tv  promoter  or  another.     Like  any  new 
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announcing... 

'tfo\Jl\<?A0€6O 
and £fc«  tew HOOKUP! 

MBDMBI         A  I.U.l4l-f.l!M'.7.TTl 

QUICK,   EASY     AVAILS'— BILLING- 
PERFORMANCE 

N  »w  for  easy  buying,  easy  billing,  more  effective 

to  the  vast  Negro  Market  in  the  Gold  Coast  of  the 

Gulf  Coast  .  .  .  the  OK  Group  announces  its  affiliation 

with  Stars  National  now  representing  the  entire  group 
\  OK  Stations.  Now  get  Availabilities  from  one 

"Rep"  .  .  one  Bill  .  .  one  Affidavit  .  .  one  Proof  of 
Performance  .  .  one  Guarantee  of  Merchandising  Co- 

operation. You  cau  buy  the  top  Negro  Markets  reach- 
ing 1,500,   >  Neg 

MORE   NEGRO   FACTS— MORE   NEGRO   SALES 

Included  are  the  three  largest  Negro  Southern  Cities 

.  .  .  New  Orleans,  Houston,  and  Memphis.  Buy  a 
package  deal  for  these  three  market-  at  an  amazing 
low  price.  Cover  1,250,000  Negroes  in  the  three 
fastest  growing  southern  cities  with  the  highest  N 
annual  family  income  in  the  South. 

More    intensive    proven    information    and    facts 
the  Negro  Market  than  any  other  source.    A>k  for  the 
facts  .  .  .  Write  or  Call 

Ol\(?AC^O 
Stanley   W.    Ray,    Jr.,    Exec.   Vice-Pres.    &    Gen.    Mgr. 

505  Baronne  Street,  New  Orleans    12.   Louisiana. 

Hl*0lll
M» 

CK^S
 

DESIGNED  TO  DELIVER  THE 

LUCRATIVE  SOUTHERN 

NEGRO  MARKET 

Mr.  Bernard  I  loward,  President  ol  Mar-. 

National,   Inc.,  is   pleased   to  announce 

the  association  >>t  the  ( )K  ( Jn >up  with  his 

organization.  This  association  offers  ad 

vertisers  the  organized  research  and  mer 

chandising   facilities  of  the  OK.   Group 

and   Stars  National    .    .   .   incorporating 

complete  factual  data  concerning  the  OK 

Group  Negro   Market.    For  quick  and 

expert  service  on  availabilities,  program 

and     personality     information,     market 

data  .  .  .  including  the  famous  Houston 

Survey,  the  Middle  South  Research  Rt 

port,    and    many    other    important    t  . 

covering  the  OK  (.roup  story.  .  .  C 

tact  the  nearest  Star-.  National  office. 

5fe/U  WofcoKo!,  kt 
400     Madison     Ave. 
New    York.    Chicago 

Los   Angeles,   San    Francisco 
Atlanta.   Dallas 



WILS 

114%   MORE  audience 

than   Station    B   ALL    DAY! 

5000 
LIVELY  WATTS 

Mar. -Apr.    '57    Hooper    In    Lansing    Shows 

MONDAY    THRU    FRIDAY 

7:00   a.m. -12    noon 

12    noon-6:00    p.m. 

WILS 

61.4 

53.7 

Station  B 

23.5 

30.1 

LANSING 

MORE  listeners 
than  all   other 
stations   heard    in 

Lansing    combined. 

Mar.  thru  Apr. 
average  C.  E. 
Hooper,  Inc. 

WILS 
flv\&s\t  ne^s  s^ft 

Represented    Nationally   by 

Venard,    Rintoul   &    McConnell,    Inc. 

22 

' Sponsor    backstage   continued  . 

venture  holding  the  promise  of  multi-million  dollar  profits  pay-as- 

you-see  has  its  phony,  gold-brick  promoters.  But  it  also  has  its 

financiall)  sound  and  resourceful  promoters,  who  have  already  sunk 

a  few  million  dollars  worth  of  time  and  mone)  into  the  subscription 

video  business,  and  mean  to  get  it  all  back,  and  then  some. 

And  the)  are  not  all  high-level  financier-business  men  of  the 

Matt)  Fox  type.  In  the  Southwest,  for  example,  one  of  the  furthest 

advanced  closed-circuit  fee-tv  projects  is  under  way.  This  is  project 

of  a  currently  thriving  theatre  chain,  known  as  Video  Independent 
Theatres,  who  own  about  200  theatres  in  Texas.  Oklahoma  and  New 

Mexico,  of  which  about  a  fourth  are  drive-ins  and  the  remainder 

closed-in  bouse-.  \  IT  has  worked  out  a  deal  with  the  Southwestern 

Hell  Telephone  Co.,  which  will  result  in  about  40  miles  of  new  co- 

axial cable  being  laid  around  Bartlesville.  Oklahoma.  VIT  would 
lease  these  closed  circuit  lines  from  Southwestern  Bell,  and  transmit 

various  types  of  television  shows  and  events  over  the  lines  at  a  fixed 

subscription  fee. 

Advertisers  could  lose  potent  sales  vehicles 

It  has,  of  course,  been  brought  out  at  various  FCC  and  other 

meetings  that  one  type  of  cable  system  or  another  is  already  actually 

being  utilized  in  many  sections  of  the  country  for  community  tele- 

vision system  projects.  It  should  come  as  a  surprise  to  no  one  to  see 

the  operators  of  main  community  television  projects  working  closely 

with  theatre  chain  operators  such  as  VIT. 

Just  how  soon,  if  ever,  subscription  television  will  have  anv  real 

significance  to  tv  advertisers  or  their  agencies  is  a  difficult  question 

to  answer  at  this  point.  It  goes  without  saying  that  if  pav-as-vou- 

see-tv  secures  the  rights  to  some  of  the  nation's  outstanding  events 
i  World  Series,  Kentucky  Derby,  basketball  playoffs,  etc.),  adver- 

tisers such  as  Gillette  could  conceivably  lose  potent  sales  and  mer- 

chandising vehicles. 

It  is  also  within  the  realm  of  possibility,  however,  that  closed  cir- 

cuit tv  "networks"'  may  eventually  be  another  advertising  and  mer- 
chandising medium.  When,  as  and  if  it  is  more  profitable  for  the 

promoter  who  controls  a  closed-circuit  setup  and  some  choice  events 

to  sell  it  to  a  sponsor  rather  than  to  individuals  on  a  pay-as-you-see 
basis,  just  then  will  advertisers  have  a  new  outlet  for  promoting  their 

wares. 

Of  one  thing  we  may  all  be  sure:  When  as  many  bright  men  as 

have  indicated  their  belief  in  subscription  television  go  after  making 

it  a  reality,  there  is  an  excellent  chance  that  it  will  develop  into  just 

that.  The  balance  of  1957.  and  1958  should  see  some  further  fasci- 

nating, possibly  highl)  significant  developments  for  advertisers  and 
agencies  in  this  field.  ^ 

Letters    to    Joe    Csida    are    welcome 

Do  \ou  always  agree  with  what  Joe  Csida  says  in  Sponsor 

Backstage?  Both  Joe  and  the  editors  of  sponsor  will  be  happy 

to  receive  and  print  your  comments.  Address  them  to  Joe 

Csida,  c/o  sponsor.  40  E.  49th,   New   York    17.    Veto    York. 
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IN    INLAND   CALIFORNIA  (and  western  nevadai 

"BEELINEf—o 

This  group  of  mountain-ringed  radio 
stations,  purchased  as  a  unit,  delivers 
more  radio  homes  than  any  combin- 

ation of  competitive  stations  .  .  .  at  by 
far  the  lowest  cost  per  thousand. 

(Nielsen  &  SR&D) 

They  serve  this  amazingly  rich  in- 
land market  which  contains  5  of  the 

top  9  counties  in  farm  income  in  the 
entire  United  States  —  and  has  an 
effective  buying  income  of  almost  $4.3 

billion  dollars.  (Sales  Management's 
1956  Copyrighted  Survey  &  U.S.  Dept. 

of  Agriculture's  1954  agricultural census) 

McCla*cXuf 

Sacramento,   California 

Paul    H.    Raymer   Co., 

National    Representative 

SPONSOR 
15  june  L95*i 
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WBRC-TV— Birmingham,  Ala. WAGA-TV  -Atlanta,  Ga. 

Storer  Broadcasting  Co. — Home  Office,  Miami,  Fla 



FAR  MORE  THAN  BRICK 

AND  CONCRETE  BLOCK 

WJW-TV  — Cleveland,  Ohio 

WSPD-TV  — Toledo,  Ohio 
The  Storer  Broadcasting  Company  is  naturally  proud  of 

its  television  station  studios  and  facilities.  The  latest, 

most  modern  equipment  in  the  hands  of  trained,  profes- 

sional people  will  obviously  provide  the  best  in  television 

programming  and  advertising  production. 

But  we  prefer  to  think  of  these  structures  as  monu- 

ments to  Storer  success — and  certainly  not  just  financial 

achievement.  Every  brick  and  every  block,  we  think,  is 

mute  testimony  to  the  large  audience  response  to  Storer 

TV  programming— to  entertainment  ability— to  a  consci- 

entious recognition  of  community  needs — to  faith  in  the 

integrity  of  our  advertisers. 

And  the  Storer  Broadcasting  Company  is  grateful  for 

its  good  fortune  in  being  a  part  of  America's  most  influential 

medium— broadcasting,  both  sight  and  sound.  To  pro< 

our  opportunity  zealously;   our  obligation  and   principle. 

STORER     BROADCASTING     COMPANY 

WSPD-TV 
Toledo,  Ohio 

WJW-TV 
Cleveland,  Ohio 

WJBK-TV 
Detroit,  Mich. 

WAGA-TV Atlanta,  Go. WBRC-TV 
Birmingham,  Ala. 

KPTV 

Portland,  Ore. 

^•y  wspd Toledo,  Ohio 

WJW 
Cleveland,  Ohio 

WJBK 

Detroit,  Mich. 

WAGA 
Atlanta.  Go. 

WBRC 

Birmingham,  Ala. 

WWVA 
Wheeling,  W.  Va. 

WGBS 

Miomi,  Flo. 

NEW   YORK  —  625   Madiion  Avenue,  New  York  22,  Plaia  1-3940 

SALES   OFFICES       CHICAGO  — 230  N.  Michigan  Avenue,  Chicago  1,  Franklin  2-6498 

SAN   FRANCISCO-lll  Sutter  Street,  Son  Froncitco,  Sutter  1-8689 



The  8.000-foot  Tehachapi  Mountain 

Range  is  nature's  own  "sound  barrier" 
between    Bakersfield   and   Los  Angeles. 
PROOF:  No  Los  Angeles  Radio  Station 
has  ever  appeared  on  any  recent  Bakers- 
field  Radio  Area  Survey. 
BAKERSFIELD  RADIO  MUST  BE 
USED  TO  EFFECTIVELY  REACH 

BAKERSFIELD  BUYERS 

KGEE    DOMINATES 

7:00   A.M. -12:00   Noon 

KGEE        22.8% 

2nd   station      16.1% 

12:00  Noon -6:00  P.M. 

KGEE       30.1% 

2nd   station       14.5% 

(C.    E.   Hooper,    Inc.— Oct. -Nov.,    1956) 
Shore   of  Audience 

FOR   COMPLETE   KGEE   STORY 
Call 

George  P.  Hollingbery  Co. 

Herb  Wixson,  Star/on  Mgr. 

BE   CAGEY— BUY   K-GEE! 

26 

News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

WHT.VTVs  jin«le  contest:  Reggie  Schuehel,  director  of  network 

relations  and  head  of  Guild,  Bascom  &  Bonfigli's  New  York  office. 

was  packing  her  hags  at  sponsor's  presstime  en  route  to  Bermuda. 
The  all-expense  vacation  was  the  first  prize  awarded  in  the  WHTN- 
T\  .  Huntington,  West  Va.,  jingle  contest. 

Reggie's  slogan,  picked  from  hundreds  of  entries,  was  "The 

SELLIbrated  station  of  the  Golden  Valle\." 

Lee  Gaynor,  D-F-S,  won  the  $150  second  prize  with  his,  "Full 

coverage,  full  power,  new  sales,  new  tower,  WHTN-TV."  And  Kay 

Knight.  Gorden  Best  Co.,  Chicago,  won  $75  third  prize  with  "Now 

one  covers  four,  WHTN-TV  'Grade  A'  signal  gives  vou  more." 

The  contest  was  originated  by  Robert  R.  Tincher,  WHTN-TN  '- 
general  manager,  and  judged  by  Robert  Hutton  of  Edward  Petry  & 

Co.;  Norman  R.  Glenn,  publisher  of  SPONSOR:  Sol  J.  Paul,  publisher 

of  Television  Age;  and  Ken  Cowan.  Eastern  Sales  manager  of  Broad- 
casting-Telecasting. 

Occupational  hazard:  In  the  case  of  blonde,  fashion-conscious 

Marjorie  Kuzsma,  home  economist  and  director  of  Compton's  test 
kitchen,  dieting  is  truly  a  professional  problem. 

"I  literally  can't  stay  away  from  sweets,"  she  told  sponsor,  over 
breakfast  coffee  at  her  formica-covered  desk  right  in  the  frosty-blue, 

pink  and  white  kitchen.  "It's  a  question  of  the  types  of  food  clients 
that  we  handle  at  the  agency.  But  beverage  accounts  are  in  our 

province  just  as  much.  For  instance,  we  were  doing  some  'man- 
tested'  recipes  for  a  beer  account,  and  I  ended  up  eating  Liederkranz 

rarebit  at  nine  a.m." 
Agencies  that  have  staff  home  economists  (e.g.  JWT.  Y&R.  BBDO. 

Benton  &  Bowles  I  are  beginning  to  outnumber  those  among  the  top 

30  air  media  agencies  that  hire  free-lancers  instead. 

"Clients  tend  to  look  toward  the  agency  home  economists  as  a 
source  of  pilot  testing  for  some  of  their  own  basic  product  problems 

quite  frequently,"  sa>s  Marge.  In  other  words,  not  everything 
packed  into  the  enormous  pink  Compton  freezer  relates  to  a  specific 

upcoming  commercial  or  print  ad. 

British  lady  telecaster:  An  unusual  and  attractive  blonde  gal  in 

her  earl\  thirties  is  currently  touring  the  U.  S.  (with  camera  I .  pro- 

ducing a  one-hour  film  documentary  on  the  U.  S.  for  British  com- 

mercial tv.  Carvl  Doncaster  is  chief  executive  producer  of  the  Fea- 

tures Department  of  Associated-Rediffusion.  Britain's  largest  and 
most  successful  independent  producer  and  has  been  responsible  for 

almost  1.000  hours  of  tv  time,  particularly  tv  documentaries. 

Her  six-week  U.  S.  tour,  which  started  in  the  first  week  of  June 

and  is  guided  and  supervised  1>\  I  .S.I.  \..  follows  close  upon  Caryl's 
India  assignment. 

The  London  Daily  MaiVs  tv  critic  said  of  her:  "While  discussing 
tv's  future  let  me  prophesy  that  Miss  Doncaster  will  be  its  first  Dame 

and  that  there  will  be  a  bust  of  her  in  the  foyer  of  Television  House." 

SPONSOR 15  June  1957 



but 

most 

watch 

KCMO-TV 
'And  we  con  prove  il!  Again,  more 
quarler-hour  firsts  as  surveyed  by 

the  April  Pulse  and  the  March 
ARB  and  Nielsen. 

ANOTHER 

KCMO-TV 

WHEN-TV 

KPHO-TV 

WOW-TV 

Kansas  City 

Syracuse 
Phoenix 

Omaha 

channel  5 

channel  8 

channel  5 

channel   6 

Represented  nationally  by  Katz  Agency 

Joe  Hartenbower,  General  Mgr. 

Sid  Tremble,  Commercial  Mgr. 

S 
Meredith  Stations  Are  Affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 

sponsor     •     15  ,ii  m    L95' 



Handy  Bookmark  Series 

Keep  your  place 
in  Los  Angeles 
with  KTTV 

49th  ail 

Madisoi 

1  O-sccond  spots 

'lour  10-second  spot  of  May  18,  ques- 

tioning ''What  kind  of  a  brassiere  is  a 

SAG?"  is  easily  answered,  and  not 
merely  because  we  happen  to  represent 
Exquisite  Form  Brassiere,  Inc.,  b\  : 

"A  SAG  is  any  brassiere  made  by 
companies  other  than  Exquisite  Form 

Brassiere,  Inc." Lawrence  Klingman.  ]>resident, 

Klingman  &  Spencer,  New  York 
•  Tin*  lO-sccond  spot  refers  to  adjacent  items 
in  SPONSOR-SCOPE.  One  referring  to  Screen 

Actors1  Guild  (SAG),  the  other  to  Exquisite  Form 
Brassiere  Co. ^— which  led  a  Madison  Ave.  secre- 

tary  to    ask.   "What    kind   of  a   brassiere    is   a   SAG?" 

Out-of-office    meetings 

When  we  came  across  the  article  "So 
You're  Going  to  Meet  in  a  Wooded 

Nook?"  from  the  August  20,  1956  is- 
sue of  SPONSOR,  ^e  felt  that  our  read- 
ers would  be  most  interested.  Since 

the  subject  matter  lends  itself  to  a  sum- 
mer issue,  however,  we  clipped  the 

article  and  filed  it  for  "next  year." 
Now,  with  our  August  issue  coming 

up,  we  feel  the  time  is  ripe.  May  we. 
therefore,  have  permission  to  condense 
and  reprint  this  article?  Full  credit,  of 

course,  will  be  given  to  sponsor. 
Ed  Brenner,  associate  editor. 
Publishers  Digest,  Chicago 

•  Article  in  question  dealt  with  *'out-of-the- 
office"  meetings.  Permission  is  granted  Editor 
Brenner  and  a  few  copies  are  still  available  for 
readers  who  may  be  planning  to  head  for  the 
w  oods. 

Are   admen   afraid? 

Budd  Schulbergs  article  in  the  June 

8th  issue  of  sponsor  interested  me  par- 
ticularly because,  in  discussing  Amer- 

ican television,  he  used  words  like 

"anxieties"  and  "fear"  and  "defeat." 
Most  of  this  anxiety  and  fear  in  the 

American  television  industry,  Mr. 

Schulberg  attributes  to  the  fact  that 
advertisers  and  advertising  agencies 

are  in  a  position  to  dictate  program- 

ing. I  must  say  that  in  Britain  we  re- 
gard any  interference  from  advertisers 

as  a  positive  absurdity.  .  .  . 

I  found  myself  nodding  in  agree- 
ment when  I  read  Mr.  Schulberg 

quoted  as  saying  "The  turn  over  in 
shows  indicates  that  there's  too  much 
work  allocated  to  the  wrong  depart- 

ment.    Agencies  are  just  not  the  prop- 

SPONSOR 15  june  1957 



i-i  home  for  t<>|>  talent.     I  In-  talenl  is 
there     some  <>f  the  bi  ightesl  people  I 
have  mil  are  in  ihi>  business  but  the 

strut  tun-  oJ  the  business  defeats  them.'1 
Michael  Ingrams,  directoi  oj 
<  'mi    \mi.i  ii  an  (  ousins, 
/A'//  .  London 

•  V. In. .11       ill.JKrrf       ullh       lluil, |       ■<•  liulli,  ru-        in. I 
Michael        I"       ■  I  ..r       lh.tr       llUWirl       irr  II.. 

"'       '   MU     ..I     I.  .  '     tl,,.     ,..„,       ,,,,._.,       n, 

New    farm    radio    scries 

With  .ill  the  articles  sponsor  has  done 

on  farm  I   ideasting,   I   thought   you 
would  It  interested  in  tin-  farm  clinic 

we  held  in  our  Kansas  I  it\  headquai ■ 

ten  June  I.  Mpmiii  ")ii  attended,  in- 
cluding farm  directors,  clients,  radio 

exa  utives  .mil  agency  men. 

Pictured  at  the  meeting  air  (1.  in  r.) 
farm  directors  .lark  Jackson,  KCMO, 
Kansas  <  ii\  ;  R.  Messersmith,  \\  \  \\. 

Yankton,  S.  !>.:  C.  F.  Niessen,  DA 

Sunraj  Oil:  Gerald  Mosley,  Potts- 
\\  oodbun . 

\i  tlii-  meeting  we  aired  the  "l)-\ 
I  u  mi  Information  Center,"  a  new  D-\ 

l>\    Sunray   launches    tarni    ratlin    campaign 

farm  advertising  program.  \ir  and 

print  will  he  used— the  radio  portion 

of  iIh"  program  featuring  broadcasts 
three  times  a  week,  with  a  different 

farm  director  reporting  from  a  differ- 
ent region  each  week. 

This  series  will  be  carried  1>\    D-\ 

<>n  nearl)  _' 1  Midwestern  stations. 
E.  T.  Marshall 

Potts  Woodl>ui\.  Kansas  (.it\ 

Complete    list    of    timebuyers 

One  oi  tin-  great  services  your  maga- 
zine has  done  in  recent  years  «as  the 

release  of  a  complete  list  of  timebuy- 

ers' names  along  with  the  agencies 
with  whom  the)  were  associated.  This 

has  been  invaluable  to  me  and  I'm  sure 
it  has  been  to  man)  other  stations 
throughout  the  country. 

This  i-  m\   small  hid  to  ask  you  to 
bring  it  up  to  date  and  republish  same. 

Bob  Reuschle, 

general  sales  manager 

It  LAC-T)  .    Vashville,   Tenn. 
•       Reader    ReuaeMa    and    man]    ethers   v.  ho    hur 
m.|iiir..l  -ill  he  happy  In  learn  thai  SPONSOR 
will  farri  ju-l  rack  a  li-l  in  hall  rait.  Basics,  nut 
tm<l-Jul>  . 
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BEST\£HOT  OF  THE 

YEAfO 
tembled  unde 

1 1    Bostt  !  '/"./  Radio  Bash  i  in 
/   //  /  /   ICTS  B  tSH  S      

every  worthwhile  lactoi  oj  these  media. 
I  find  FALL  FACTS  B  ISlt  S  readable, 

informative  and  extremely  helpful. 
It  gets  plenty  oj  use  by  buyers 

and  othei  s  at  K.  &  I 
Mary    Dwycr 

Timebuyer,  Kenyon  X  Eckhardt,  \  )  . 

IK)  USE  20  JULY 

AD  DEADUME 
2  JULY 
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it's  KSAN  in  San  Francisco 
PROVEN  MOST  POPULAR  WITH  NEGRO  LISTENERS     A 

YEAR  AFTER  YEAR-       . 

Is  Your 

Best  Buy... 

Because 

W 
Goes  Where 

280.000   ' 

|(  /  Goes
 

\  Where KSAN 
SAN  Ht ANCiSCO  1 

Listeners 

for  specific  proof  of  all  KSAN  claims  to  fame, 
contact  Stars  National,  Tracy  Moore,  or 

i,  WIRE,  PHONE  KSAN 
MARKET  STREET,  SAN  FRANCISCO,  CALIFORNIA,  MA  1-8171 

_ 
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PROJECTING  THE  BEST... 

From  CBS  Television  Film  Sales  come  the  best  film  programs  for 

all  stations:  expertly-made,  wide  in  appeal,  easy  on  the  budget. 

Fast-moving  action  dramas  like  "Whirlybirds,"  "Assignment  Foreign 

Legion"  and  "San  Francisco  Beat"... the  western  adventures  of 

"Annie  Oakley"  and  "Brave  Eagle"... wholesome  family  entertainment 

like  "Mama"  and  "Life  with  Father"... are  part  of  a  catalogue 

listing  more  than  20  top-rated  syndicated  properties.  Each  meets 

CBS  Television  Film  Sales'  quality-first  standards;  each  comes  backed 

with  plenty  of  hard-hitting  merchandising  and  promotion  aids. 

Hundreds  of  local,  regional  and  national  advertisers  in  more  than 

200  markets  (who  last  year  pushed  CBS  Television  Film  Sales'  billings 

to  a  record  high!  i  make  their  best  showing  with  programs  from... 

CBS  TELEVISION  FILM  SALES,  INC. 
". .  .  the  best  film  programs  for  all  stations" 

Distributing  San  Francisco  Beat,  Whirlybirds,  Winning  of  the  West,  Annie  Oakley,  Brave  Eagle. 

Life  with  Father.  Fabian  of  Scotland  Yard.  Amos  n"  Andy.  Gene  Autry,  Buffalo  Bill  Jr.. The  Whistler, 
Files  of  Jeffrey  Jones.  Assignment  Foreign  Legion,  Cases  of  Eddie  Drake.  Under  the  Sun,  Mama. 

Gray  Ghost,  Champion.  Colonel  Flack,  Navy  Log,  Range  Rider,  Terry  toons  and  Newsfilm. 



/ 
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YOUR  BEST  "PITCH 
.  .  in  strong,  major  league 

competition  ^*~* n  ̂  

\ 
\ 

/ 

y 
/ 

iVDfcl     (local   film    programming)   —     lD«V       average    rating 

NBC-TV    (network   programming)   —       18.1*      average    rating 

IiDLl  S  local  films  best  buy  over  strong  network  competition  in 

California's  Central  Valley.  Almost  50%  of  the  more  than  400,000 

TV  homes  consistently  see  KBET's  Great  Movies  over  a  5-day  period. 

For  lowest  cost  per  thousand  TV  story,  call  your  H-R  man. 

Great  Movie  vs.   Robt.   Montgomery  Great  Movie   vs.    This   Is   Your   Life 

Great  Movie   vs.   Circle   Theatre  Great  Movie   vs.   Wide   Wide   World 

Great  Movie   vs.   Geo.   M.   Cohan   Spectacular 

•  Only  KBET-TV  starts  movies  at   10:00  p.m. 
five  nights  weekly 

•  Still  to  come  — over   1700  magnificent   hits 

from  MGM-RKO   packages. 

•figures   obtained    from   ARB   coincidentals  during 

regular    ARB    survey    period.    May    8-14,     1957. 

TOTAL  AREA   SET   COUNT:   401,097 

Sacramento Stockton  Modesto 

KBET-TV     CHANNEL  10 
SACRAMENTO    <&®     CALIFORNIA 

BASIC  %&    CBS  OUTLET 

Call  H-R   Television,   Inc.   for  Current  Avails 

:-2 

sponsor     •     15  jink  1957 
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1953  vs.  1952  55% 

1954  vs.  1953  42% 

1955  vs.  1954  26% 

1956  vs.  1955  25% 

1957  vs.  1956  11.6% 
1st   quarter  only 

THE  HYPO  SPOT  TV  NEEDS 

Diagnosis:    nothing    serious:    patient    >\a^ 

just   a   little   run   down  the  early    part   of   this    year.     Now  that    he's 

picking   up   again,   here    is    how   to    make   him   peppier   than    ever 

^Knce  L949  spot  television  advertis- 
ing dollar  volume  has  rocketed  to  a 

total  gain  of  about  3,500%.   The  first 

three  months  <>f  this  year,  however, 

had  mam  in  the  industry  wondering 
if  the  rocket  had  lost  a  little  of  it-  im- 

petus. It  i-  -till  climbing,  but  the  Tele- 
vision Bureau  of  Advertising  gross 

dollar  figures  for  first  quarter  1()~>7 
showed  the  rate  gain  to  be  "only" 
ll.()'(  over  the  same  quarter  in  1956. 

An  "only"  11.695  gain  would  be 
soundly  cheered  in  main  lines  of  busi- 

ness.    But  spot  tv  is  young,  dynamic: 

it  has  coinc  mi  far  so  fast.  Before  it 

loses  an\  more  headwav  in  its  flight, 

main  of  spot  tv's  sellers  feel  now  is 
the  time  to  blast  ofT  No.  2  Rocket.  This 

will  lake  the  shape  of  harder — and 
more  creative-   sell. 

There  are  indications  that  the  new 
sell  has  ahead)  begun. 

The  past  three  week-  have  shown 

spot  t\  business  in  a  hri-k  upswing.  It 
it  i-  continued,  there  is  good  reason  to 

anticipate  that  year's  end  can  End  the 
dollar  volume  increase  f"r  1957  vs. 

I('.'i(>  matching  or  passing  the  gain  of 

L956  over  L955.  I  bal  in<  r<    - 
To  find  the  reasons  behind   I  1  I   the 

In  -t  quarter  soft  spot ;     2 

upturn:  and  (3)   to  more  full\   under- 

stand  wli.it   spot   t\    must   do  !■ 
business    in    tlii-    new  i    of    its 

growth,   sponsor   sought  the  opir 
of  I'm  ei  -  -    lers  ol  the  medium. 

There  was  a  general  admission   mi 

the    pari  -       rs    that    >\i"t    t\ 

definitely    off  tlii-  spring.    It   must  he 
remembered  thai   some  of  the   11 

gain  in  the  Ersl  quartet   was  due  less 
to  new  business  1  eina  written  than  to  in- 
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Keeping  up  the  rapid  growth  pattern  of  youth 

S  difficult,  but  spot  television  may  come  pretty  close 

to  it  through  harder  and  more  creative  selling 

,  teased  rev<  nue  from  rises  in  time  rates. 
i  e  "I  the  factors  that  contributed 

to  tin-  pinch  in  spot  t\  \\a>  the  de- 
termined  and  spirited  competition 

from  spol  and  network  radio  and  net- 
rwork  television.  What  is  more,  net- 

work t\.  through  its  participating  and 

oilier  multi-sponsored  shows,  has  been 
increasingly  competitive  with  spot  t\. 
Barter  deals  were  also  mentioned  as 

having  siphoned  dollars  out  of  the 

spot  t\  barrel,  since  mosl  of  these  sales 
are  not  reported  as  spot  volume  (see 

"Should  you  huy  bartered  time?" 
sponsor  2">  May  i . 

Other  inroads  into  spot  t\  business 

volume  were  made  by  radio,  complete- 
ly recovered  from  its  inferiority  com- 

plex and  fighting  for  sales.  Network 

radio,  too,  has  racked  up  an  impres- 
-iye  sales  record  since  last  fall.  As  for 

spot  radio.  Station  Representatives  As- 

sociation  reported  dollar  volume  busi- 
ness for  first  quarter  1957  up  10..V  , 

over  the  same  period  last  year.  Buyers 

and  sellers  are  quick  to  admit  that  a 

good  slice  of  this  new  radio  business 

came  out  of  spot  tv's  pocket. 
\  look  at  product  categories  whose 

stakes  in  spot  tv  were  less  this  January, 

February  and  March  than  in  the  same 

months  last  year  I  see  table  spot  tv  dol- 

lar figures  of  2.")  \la\  SPONSOR,  page  15) 

max  help  explain  why  this  vear's  gain 
so  far  has  not  been  greater. 

Automotives,  down  about  one-third 
in  spot  tv  spending,  started  their  first 

year  without  factory-dealer  co-op  ad- 
vertising funds.  The\  have  been  busy 

setting  up  their  new  all-factory  funds, 
planning  the  new  advertising  strategy 
that  will  determine  spending  patterns. 

Their  first  consideration  apparently 

has  been   lining  up   network   t\    shows 

for  fall,  and  spot  has  had  to  xvait  its 
turn.  Besides  this,  car  manufacturers 

can  apparently  no  longer  count  on  a 

spring  car  buying  boom. 
Building  materials  also  spent  less 

I  about  4.V ,  down  i.  but  then  the 

building  boom  itself  has  developed 

some  soft  spot-. 
Dental  products  (down  about  two- 

thirds)  and  household  laundry  prod- 
ucts i  off  about  one-quarter  i  might  be 

explained  away  on  several  counts. 

Such  products  are  traditionally  un- 

predictable in  their  media  buying 

habits,  moving  in  and  out  of  spot  at 
any  time  with  most  of  their  campaigns 

tied  to  the  introduction  of  a  new  prod- 

uct. One  of  spot  tv's  big  creative  sell- 
ing jobs  will  be  to  keep  them  in  the 

family  on  a  heavy,  52-week  basis. 

There  may  have  been  other  factors 

to  account  for  the  deceleration  in  spot 

tv  growth:  difficulties  encountered  by 

clients  to  get  into  certain  markets,  sta- 
tion rates  not  commensurate  with  cir- 

culation, complexities  of  spot  buying. 

But  now  optimism  is  in  the  saddle. 
Sellers  of  spot  ty   report  the  sudden 

HOW  TvB  SUMS  UP 

SPOT'S  PROGRESS 

Status  of  business:  Spot  tv  is  defi- 

nitely healthy.  No  business  can  ex- 
pect to  double  its  volume  year  after 

year.  Why  do  people  refer  to  the 

1957  first  quarter  gain  as  "only 

11.6%"?  Many  businesses  would 
be  delighted  with  such  a  pick-up 

which  reflects  real  mature  growth. 

The  outlook:  Spot  tv  is  young,  dy- 

namic—its future  is  bright.  And  it 

can  be  made  even  brighter  as  selling 

becomes  harder  and  more  imagina- 

tive. Stations  can  help  clients  to  still 

better  use  of  the  medium  by  con- 

vincing them  to  use  it  consistently 

ii  itli  long-term  campaigns.  We  are 

presently  trying  to  work  out  a  plan 

for  exploiting  tv  with  tv  through 
short  announcements  beamed  at  the 

advertisers  promoting  the  medium. 

At  right:    Peter  Cash,  TvB  president 
with   George    Huntington,   <lir.   salc^   develop- 

ment;   Harvej    Spiegel,   asst.  dir.   of   research 



upturn  in  business.  Major  spenders 
ulii>  li.nl  taken  a  breathe]  i"i  .1  few 

months  are  returning  to  the  medium. 

\  few  experimenters  who  had  gone  in 

during  t he  pasl  few  yean  with  half- 
cocked  campaigns  learned  thai  spol  t\ 

\% »i~-  too  expensive  a  medium  i"  plaj 
with,  withdrew  temporarily  to  lick 

their  expensive  wounds,  and  are  now 

moving  back  with  well-planned  buys. 

I'n  hypo  the  acth  ii\  thai  has  now 
been  restirred,  here  is  uli.it  spol  i\ 
must  do  .1-  a  medium.  1  \ml  it  had 

better  tliink  in  terms  "I  i  1  — < •  1  (  as  a 

medium.  "W  e  li.i\  en  1  Itch  Belling 

spot  i\  as  a  medium,"  a  station  repre- 
sentative admitted,  "and  as  a  result, 

the  networks  have  clobbered  us.  1  I  he 

In  po  is  four-needled  : 
1 .  rlai dei  and  more  creath e  sell. 

2.  Furnish  prooi  i>f  performance. 

3.  1 11 1 1 1 1  < > \ e  the  medium's  ability  l<> 
sell  for  the  advertiser. 

I.  Ilfl|)  advertisers  merchandise 

their  bu)  s. 

Harder  and  more  creative  selling 

will  center  around  these  objectives: 

Mi    I"  hold  existing  clients  on   lone- 

\  Scored  < . ■  I >  1  ■  I ■  •  ■  ■  -  increase*  in  i-.u-K  1950's 
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term  contracts;  '  2 1  bring  park  de- 

faulting clients;  1  3  1  broaden  the  base 
oi  the  entire  medium  with  a  lot  of  new 
advertisers. 

'I »< » t  t\  is  now  at  a  mature  stage  in 

its  growth.  No  |on»er  ran  it  hope  for 
such  a  spectacular  gain  as  it  had  in 
l''.>o  when  dollar  volume  registered  a 
23595  hike  over  1949.  Bui  it  can  fan 

""i  and  bring  in  a  diversification  ol 
product  categories  in  a  heav)  enough 

volume  SO  that  it  will  not  feel  the  pinch 
when  one  or  two  of  its  majors  la\  off 

for  a  spell,  spot  sellers  believe. 

Here's  some  >>f  the  strategy  sug- 
gested for  a  creative  sales  approach. 

Loral  personalities  will  get  more 

stress.  Radio  has  capitalized  on  this 

approach:  t\.  it's  felt,  can  hit  this 
angle  harder  too.  \  list  of  the  top 

spot  t\  personalities  in  50  top  mark. 't- 
would be  an  ideal  promotion  piece  to 

take  in  on  an  agenc)  call. 
\  realistic  re-examination  ol  rates 

b)  some  stations  is  called  for,  main 
admen  told  SPONSOR,  and  a  few  reps 

also  conceded  this  point.  Situations 

were  cited  where  comparable  stations 

in  comparable  market-  in  comparable 
time  were  a-  much  apart  as  $100  pel 
minute  announcement. 

Not  onl\  do  these  admen  feel  rate- 

are  too  high  in  some  cases,  but  the} 
complain  of  the  inconsistencies  of  the 

bases  on  which  the  rate-  are  figured. 
Spol  buying  is  complex  enough,  the) 
led.  without  having  to  wonder  before 

the)  ever  begin  a  campaign  how  much 
extra    mone\     lhe\     mn-t     -et     aside    to 

covei  all  the  discrepancies  in  1  hai  ges. 

Even  packages  bargains  though 

the)  an-  lose  some  of  theii  appeal  to 
the  adman  be  ause  ol  ilen  i  omplexi- 

ties  and  lack  of  uniformity.  "II  the) 
want  to  sell  more  spol  t\.  one  -aid. 

"they'd  bettei  work  out  some  |e—  com- 

plicated plan  loi  frequenc)  discounts.'9 <  lomplicated  as  spol  t\   buj  ing  ma) 
be.     no     media     man     would     admit     to 

turning  his  back  on  it  in  fa\  01  of  an 

easier  bu)  on  network  t\.  But  the 
temptation  is  there  and  sometimes 

when  all  thin^-  appear  equal  or  nearl) 

so,  it  i-  simple  to  see  how  spol  <  ould 
come  out  second  best  Into  important 

focus,  then,  in  tin-  era  i-  thrown  the 

movement  to  make  spol  easier  to  bin . 
Here  is  what  one  adman  suggested 

.1-  a  h\  po  foi  spol  t\  a  In  po  that 
would  lift  it  straight  into  competition 

with  network.  "Win  don't  they,"  he 
said,  "'work  up  a  single,  national  spol 
package  of  the  magnitude  of  a  network 

package  covering  the  same  markets?" 
Such  a  suggestion,  whether  it  co 

to  pass  01    not,  certainl)    fit-  into  the 

1  ategoi  j    oi    "creative   selling."     \n«l 
1  reative    selling    was    mentioned    time 
and    again    as   something    spol    n< 
W  hen    business    is    I   ming,    and 

market   belongs  t-  the   seller,   notl 
drastic    i-   needed    in   the    imas 

department. 
But  when  bus  --  is  spot  tv 

-bowed    -  doing   this   spring — 

tapers  off  on  a  gentl)    rising  plat 
/'  •  as<    /urn  to  p 
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attraction   is  variety   show  like   WKAQ-TV's  Super  Show    (above) .     Puerto  Rican  television  now  parallels  U.  S.  tv  in  its 

stages 

TV  de  PUERTO  RICO 

Puerto  Rico's  rapid  growth  as  a  consumer  market  is  paced 

by  booming  tv  industry.    Dollar  economy,  low  cost-per-1,000  and 

increasing  tv  set  saturation  invite  U.  S.  advertisers 

Indrew  I  ladimir 

This  is  the  second  report  prepared  for 

SPONSOR  on  television  abroad  by  An- 
drew Vladimir.  The  first,  published 

last  year,  was  on  television  in  Eng- 
land. Mr.  Vladimir  recently  resigned 

as  sales  manager  of  WAPA-TV,  San 
Juan,  where  he  has  served  for  the  past 

year,  to  rejoin  Gotham-Vladimir  Ad- 
vertising, Inc.,  as  vice  president  and 

manager  of  their  Puerto  Rican  branch. 

I  v  in  Puerto  Rico  is  really  booming. 

Its  pace  has  been  fast  even  for  the 

rapidlv  expanding  economy  of  this 
tropical  island  1,600  miles  south  of 
New  York.  Three  tv  stations  are  in 

operation  on  the  island  employing 
more  than  600  people.  This  staff  of 
600  produce  about  140  live  programs 

weekly  ranging  from  soap  opera  to  top 
variety  (with  some  of  the  biggest 
names  in  Latin  American  show  busi- 

ness).    Production    budgets   are   from 

$50  for  a  news  or  weather  program  to 

over  $1,500  for  a  good  variety  show. 
The  story  of  Puerto  Rican  tv  goes 

back  to  early  1954  when  Puerto  Rico's first  tv  station  hit  the  air.  Before  this 
there  was  little  entertainment  business 

on  the  island,  with  local  radio  stations 

programing  mostly  music  and  soap 

operas,  and  the  few  night  clubs  import- 
ing their  talent  from  Cuba  and  Mexico. 

Consequentlv  when  tv  was  intro- 
duced, with  it  came  directors  and  pro- 
ducers from  the  United  States,  Mexico, 

Cuba,  and  the  Argentine.  As  a  result 

"television"  is  today  one  of  the  most 
important  words  in  the  Puerto  Rican 
brand  of  the  Spanish  language. 

The  facts:  Three  television  stations 

on  the  island  of  Puerto  Rico  serve  ap- 

proximately 138.000  sets  I  Pulse  count 
made  in  December.  19561.  Two  of  the 

stations  are  located  in  the  capital  city 

of  San  Juan,  the  third  is  in  the  city  of 

Mayaguez.  According  to  the  most  re- 
cent Pulse  survey  I  December  19561. 

the  two  San  Juan  stations,  WAPA-TV 

and  WKAQ-TY,  reach  approximated 
120.000  sets  and  the  Mavaguez  station, 

WORA-TV.  reaches  approximated  20,- 
000  sets. 

A  range  of  mountains  effectivelv 
blocks  the  two  San  Juan  stations  from 

broadcasting  to  Mayaguez.  However, 
one  of  the  two  San  Juan  stations. 

\\  KAQ-TV,  has  made  a  "network" 
agreement  with  WORA-TV  in  Maya- 

guez and  by  means  of  a  mountain-top 
receiver  W  OR  VT\  receives  and  re- 

transmits about  90%  of  all  WKAQ-TY 

productions. This  year  should  see  the  opening  of 
three    new    tv    stations    on    the    island. 

Census  figures  show  there  are  some 
450.000  families  on  the  island.  Tv  to- 

dav   in   Puerto   Rico   has   reached  ap- 
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proximatel)  30'  I  saturation.  \\  ith  set 
Bales  booming  .1-  1  lit-\  are  i-  g   I  rea- 

son to  believe  thai  50'  I  saturation  will 
be  the  figure  bj  the  end  ol  1957. 

The  advertisers  1  Virtuallj  .ill  "I  the 
nl\ el  1  isei b  in  Puej to  Rico  use  i\ 

today.  McCann-Erickson,  foi  example 
reports  these  Puerto  liii"  clients  are 
ail  ive  In  the  medium  at  the  moment  i 

I  sso,  Del  Monte,  Nestle,  Rheingold,  and 

1  01 .1  •  "la.  \ll  are  using  |in>^i ams, 

except  Rheingold  which  i-  using  a  Bpot 
campaign.  McCann  recentl)  conducted 

.,  stud]  "I  the  effectiveness  >>f  tele\  i- 
aion  in  tin-  market  using  then  own 
Facilities  and  Harlan  McFadden,  the 

Met  .mil  managei  in  San  Juan,  repoi ts 

that  the  results  showed  that  52.5'  i  "I 
all  retail  sales  on  the  island  were  made 

in  the  greater  San  Juan  Metropolitan 
\na  which  is  the  same  area  where 

52.3'  .    "I  all  l\  homes  arc  located. 

Publicidad  Badillo  is  using  t\  for 

Philip  Morris  (spot),  Chevrolet  (spot), 

I  rigidaire  I  spot  I .  Scars  Roebuck  1  pro- 
gram  1 .  I  laze!  Bishop  1  -|>"t  &  pro- 

gram) and  Shell  Oil  (program).  In 
the  case  of  Shell  Oil.  Harwood  Hull. 

executive  vice  president  "f  Badillo,  re- 
ports that  Shell  has  used  a  five  minute 

weather  shovi  on  \\  K  \n  I  \    dail)   at 
6:25  p.m.  since  the  earl)  days  of  t\ 
here.  Dealer-  have  hcen  enthusiastic 

and  report  good  anil  Ircipient  con- 
sumer comment. 

Gotham-Vladimir  is  buying  —  j > <  •  t  for 

Ml  detergent,  Lanolin  Plus,  Maybel- 
line  Eye  Make-up,  Ex-lax,  and  Jacob) 
Bender  watch  bands.  One  minute  par- 

ticipations on  a  noonda)  variety  show 
over  \\  \P\-TV  are  used  for  Kleenex 

and  participations  on  a  cookinu  pro- 
gram  on  \Y\P\T\  foi  Pill-bun 
Flour.  J.  Walter  Thompson  uses  t\ 

programs  for  Kraft  Foods.  Kelloui:-. 
Pan  American  \irwa\-.  and  Standard 
Brand-. 

Joe  \  amonde,  the  ̂   oung  \  Rubicam 
manager  in  San  Juan,  reports  thai 
Warner-Lambert  substantial  in- 

creased sales  for  DuBarry  in  one 

month  when  they  bought  a  One-minute 
participation  dail\  on  El  Show  Del 

Mediodia,  the  noonday  variety  pro- 
mam  on  \\  \P\-T\.  Druggists  noted 
man)  comments  from  customers  and 

the  distributor  reported  a  decided  in- 

crease in  repeat  sale-.  Other  large  ad- 
vertisers now  ushiL:  t\  in  Puerto  Rico 

include  Pordens  (using  a  dubbed  ver- 

sion of  Stage  7  ovei  Y\  k  \(KT\  1.  Lev- 
er Brothers,  Heinz,  Maidenform,  Chase 

Manhattan  Bank,  and  Pabst  Peer  (all 

of  which   are   using    spot    television  1. 
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PROGRAMING   is   varied 

but  emphasizes  name 

stars  and  slapstick 

I  ike  U.  S.  t\  in  the  lati    1940      Puerto  1: 

i\    i-   .  I..-.    1,,   vaude> ill'-     I  iti'  > 

•  ii.i     .  v  ludes    I  .    S     net    progi  iming    and 

i.i>'-    I".  J.    live    prodm  1  ion    "i    sj ndii 

I  .   S.   lilin   uidi   (liililnil   voices   in   Spanish. 
Operetta:  lavish   productic 

II  h  in  I  I 

Comedy:      /(    //'  I  Tl  '&     "Mixed-lip     family"        Quiz  show:  " //  n    with  Satl   Rio,"   II    II'  I   II 

Variety:    Mlyrta   Silva   hosts   »n    II    II' 111        Vqriety:  spectacular,  Super  Show,  WR  UJTV 

COMMERCIALS  are 

usually  live,  multiple 

spotting  is  problem 

High  costs  resulting  from  large  volume  oi 

live  programing,  force  stations  t"  -'-II  t»i>- 
niinut.--.it  breaks.  Some  advertisers  contract 

for  the  tn-t  spot.    Sponsorship  "t   programs 

i-    economii  a]    ami    rn-t-pi-r-1,000    i-    . 

f 
.  3S 

Pitch  G  I  nrbia  on  W  K  IQ-T\ 
Palmolive   I  I bi  //  tr  1  n   j 

Wesfinghouse   l.itrhen  of  air  on    W    11'  ITI 



T:  ■  programs:  According  to  the 
recent  Pulse  Survej  all  top  L5 

■a-week  shows  on  tv  are  on  chan- 

nel 2.  WKAQ-TA  (CBS).  The  number 
one  program  with  a  Pulse  rating  of 

(>2.i!  i-  Profesoi  Colgate.  This  depicts 

life  in  a  comic  adult  "'classroom  with 

the  'Profesor'  and  his  six  students  por- 

trayed b)  some  of  the  island's  most  tal- 
ented comedians.  Number  two  pro- 
gram, Taberna  India,  sponsored  by 

India  Beer  is  a  variet)  show  with  a 
number  of  different  acts  including 

hoofers,  vocalists  and  comedians.  (  !ol- 

gate  and  India  are  the  two  largest  ad- 
\crtisers  in  Puerto  Pico  with  budgets 

of  between  $450,000  and  $500,000. 

Of  the  top  15  programs  only  one  is 
on  film — Cisco  Kid.  fifth  with  a  54.3. 
This  is  a  dubbed  version  of  the  state- 

side series  done  in  Mexico  by  Zi\ . 
\\  \P  \-  I  \  -  i  the  numbei  two  station 

in  Puerto  Rico  I  top  program  is  an- 
other Ziv  Production  Patrtilla  De  Ca- 

in inos  or  Highway  Patrol  with  a  39.0. 

What  does  it  cost?:  The  top  pro- 
gram on  the  island  has  a  Pulse  rating 

of  02.8  and  the  normal  in  "AA"  time 
has  a  rating  between  30  and  40  (de- 

pending on  the  station  and  the  time). 

The  cost  of  a  one-minute  spot  is  $80 

on  WKAQ-TV  and  $55  on  WAPA-TV. 

This  makes  the  cost-per-1,000  homes 
with  a  40  rating  about  $1.43  on 

WKAQ-TV  and  $1.02  over  WAPA- 
TV.  Oscar  Reinosa,  the  Sales  Manager 

of  WKAQ-TV  feels  that  while  sponsors 
in  the  past  have  been  able  to  buy  spots 

w  ith  a  cost-per-1,000  as  low  as  85^  the 

average  "good  buy"  is  82.50.  which 
compares  favorably  with  U.  S.  tv  costs. 

Hourly  costs  on  the  two  stations  for 

"AA"  time  are  $375.00  on  WKAQ-TV 
and  $250.00  on  WAPA-TV.  However, 

production  costs  run  the  cost  of  pro- 
ducing an  hour  show  on  either  station 

ARTICLE     IN     BRIEF 

Puerto  Rico  offers  a  strong  poten- 

tial market  for  the  U.  S.  advertiser. 

Tv,  although  still  in  it's  early  years, 
'with  three  stations  I  is  booming.  A 

rapid  expansion  of  consumption,  low 

costs  and  a  U.  S.  dollar  economy  make 

the   island   a   natural   target  for  sales. 

up  to  between  &800  and  $1,500.  Sel- 
dom if  ever  do  single  programs  cost 

more.  \  two-hour  "spectacular"  pro- 
duced over  WKAQ-TV  had  37  sets  and 

a  $2,500  budget. 

How  to  buy  Puerto  Kican  tv:  There 

are  a  few  important  points  an  adver- 
tiser should  be  aware  of  when  buying 

tv  time  in  Puerto  Rico.  One  of  the 

problem  areas  is  the  practice  of  multi- 

ple spotting.  Stations  have  a  two-min- 
ute station  break.  The  station  policy 

on  availabilities  is  to  take  up  to  two 
minutes  of  spots  in  whatever  form  they 

are  ordered.  For  example,  the  station 

will  accept  yvithin  one  break  up  to  six 

20-second  spots,  four  30-second  spots 
or  tyvo  one-minute  spots.  The  last 
is  a  rare  case,  so  that  most  station 

breaks  carry  between  three  and  five 

spots.  Moreover,  yvhile  the  two-minute 
break  is  the  spoken  policy,  stations 
have  been  known  to  exceed  this  when 

time  is  scarce  and  put  as  much  as  tyvo- 
and-a-half  minutes  of  spots  in  a  single 
break.  This  had  led  certain  clients  to 

insist  las  a  provision  of  the  contract! 

that  their  spots  be  first  in  the  break. 
The  reasons  for  a  two-minute  break 

are  many.  Most  important,  however, 
is  that  stations  in  Puerto  Rico  do  not 

have  network  shows  to  fill  up  time  (be- 
cause thev  are  in  English  I  and  so  must 

use  more  live  programing  than  their 

[U.  S.  contemporaries.    A  station  under 

COMMERCIAL  TV  GROWING  OUTSIDE  U.S. 

Great  Britain:  3  stations  broadcasting 

commercially.  As  of  February  1957 
close   to    2    million    IT  \    converted   sets 

West  Germany:  15  ty  stations  by  1958. 
700,000  receivers.    Commercial    tv   soon 

Japan:  1958:  35  stations,  1  million  sets 

Mexico:  21  tv  stations  expected  by 
1958.    250.000   sets  as  of  January   1957 

Spain:  3  stations  by  1958.  1.000  se^  imw 

Venezuela:  10  stations  expected  by 

L958.     100,000    t\    <ets   as   of    this    year 
SOURCE     Ci  Bd  by  McCai      Erl  ckson 

ilium:  in  inn   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin 

Argentina:  7  tv  stations,  3  million  sets 
Australia:  after  6  month-  of  tv.  6  tv 
stations.  Expected  by  1958,  300,000  sets 

Brazil:  1957,  6  t\  stations.  A  total  of  19 

expected  b)  l(t">8  w  ith  over  400,000  sets 
Canada:  1958:  35  Nations,  3  million  sets 

Central  America:  10  i\  stations  are  ex- 
pected bj  1958.  There  are  200,000  tv  sets 

Colombia:  16 1\  stations  are  expected  bj 
next  year.   There  are  60,000  t\  sets  nov 

Cuba:  Three  t\  networks,  23  t\  stations 
,i!.  expected  b}  1958.   275,000  tv  sets  now 

the  present  set-up  is  literally  forced  to 
accept  two  minutes  in  spots  or  double 
their  rates  in  order  to  make  a  profit. 
\e\crtheless,  the  \  ARTB  does  not  of- 

ficially recognize  this  situation  and 

both  stations  have  stopped  subscrib- 
ing to  their  code  of  good  practice  rath- 

er than  abandon  the  two-minute  break. 

If  its  a  program  you  are  after  in 
Puerto  Rico  remember  that  tv  in  this 

market  is  still  in  the  "big  name"  stage. 
Sc  iripts  and  formats  have  not  yet  ad- 

vanced to  the  point  yvhere  thev  affect 

audience  program  selection  to  an\ 

large  degree.  The  old  vaudeville  for- 

mula, "it's  the  talent  not  the  material" 
is  still  true  here. 

Labor  relations:  Puerto  Rican  t\  is 

not  unionized  and  consequently  an  un- 
usual wage  scale  exists  in  comparison 

to  the  States.  While  the  general  mana- 
ger of  a  station  who  was  imported 

from  New  York  receives  815,000  per 
annum,  a  local  Puerto  Rican  director 

will  average  only  J300-$400  a  month 

as  salary.  With  the  growth  of  televi- 
sion and  the  need  for  experienced  per- 

sonnel it  is  evident  that  the  situation 

is  in  a  state  of  flux.  Even  among  the 

artists  there  are  signs  of  a  union  being 

formed  to  protect  them  against  the  in- 
flux of  foreign  talent. 

What  lies  ahead:  Arno  Johnson,  vice 

president  and  director  of  research  for 
J.  Walter  Thompson.  New  1  ork.  spoke 

recently  at  a  luncheon  of  the  Sales  Ex- 
ecutive Club  of  Puerto  Rico  at  the 

Caribe  Hilton  Hotel.  At  that  meeting 

\!r.  Johnson  predicted  a  50%  increase 

in  living  standards  in  the  United  States 
within  the  next  10  years.  He  went  on 

to  say.  "It  would  seem  probable  that  a 
50 /c  increase  in  living  standards  in 

the  United  States  by  1967  could  mean 

a  much  more  rapid  increase  percent- 
agewise in  Puerto  Rico — probably  an 

opportunity  for  doubling  living  stand- 
ards in  Puerto  Rico  within  10  vears 

v\  ith  the  acceleration  of  industrial  pro- 

ductivity ." 

This  means  for  Puerto  Rican  tv 

an  even  greater  boom  in  the  near  fu- 
ture. As  the  number  of  tv  sets  increase 

and  advertising  budgets  expand  to 

keep  pace  with  growing  consumption. 
if  is  certain  that  television  will  reflect 

this  growth.  Although  this  is  the 
first  year  the  tv  stations  have  emerged 

from  the  red.  what  lies  ahead  is  as 

exciting  and  new  as  stateside  tv  yvas  in 
L948.  The  road  is  paved  yvith  oppor- 

tunity but  the  pioneers — men  with 

courage  and  foresight  have  \et  to  really 
start  tra\ eline  it.  ^ 
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DO  ADMEN LIVE  IN  FEAR  OF  TV? 

In  last  week's  SPONSOR  Budd  Schulberg  told  of  four- 

months'  tour  of  Madison  Avenue  from  which  he  con- 

cluded admen  (1)  are  anxiety  ridden,  (2)  program 

to    12-year-olds.    Here  admen  answer  Schulberg  jibes 

HIE 
HikIi!  Schulberg Movie  villain  '  \nd\  i.iillitlii  zooms  From  local  radio  d.j.  job  to  network  u  stardom,  power 

Through  his  hero  in  new  film,  "Face  in  the  Croud."  Schulberg 
takes  on  the  radio-tv  and  advertising  industries,  satirizing 
Faults  of  admen  a-  he  sees  them.  The  trouble  »iili  agency- 

men,  according  to  Schulberg,  i-  thai  "they're  all  terrified 
scared  "t  losing  their  jobs,  scared  of  losing  accounts,  scared  of 

the  n«-\t    frendex."    Agencies  are  loaded  with  talented  people, 

he  Bays,  but  the  structure  of  agencies  is  such  thai  the)  stifle 
the  talent  and  creativity.  T\  programing  should  properl)  be 

controlled  l>>  the  networks,  the  art i-t~.  not  admen,  he  warns; 

then  it-  qualit)  would  he  far  better.  '"'T\  commercials  l"T> 
even  12-year-olds,"  he  add-.  "Neither  commercials  nor  pro- 

grams have  ki-[>t  pace  sufficient!)  with  sophistication  of  viewers." 

Comments  from   admen    which   follou 

are  cross-section    <>l    response   to   Budd 

Schulberg' s    views    in    last    issue    (8 
June  I.     Other    renders    are    invited    to 

express  opinions  particularly  around 
theme  what  hind  o)  u  public  relations 
program  does  advertising  need  to 

counter  growing  number  of  critical 

novels,  movies,  articles.  {See  sponsor's 
viewpoint  in  the  l><>\   on   next  page.) 

I 'errj  Cunningham,  director  of  ad- 
vertising, Sylvania.  I'm  not  at  all  sure 

that  I  agree  with  Budd  Schulberg  <>n 
the  supposed  greater  creativit)  of  pro- 
graining  produced  and  controlled  by 
the  networks. 

I  don  t  know  thai  the  source  of  the 

programing  necessaril)  in  itself  affects 
the  qualit]  or  contents.  \ml  above 

all.   I   think  it's  not  health)    for  this  in- 

<  I  u — 1 1  \  to  eliminate  anj  possible  source 
of  programing  be  it  the  networks, 

agencies,  outride  packagers  or  atlu-i- 
tisers  themselves. 

Take  this  example:  Last  year  we 

dropped  Beat  the  Clock  and  bought 
The  Buccaneers.  We  bought  the  61m 

-how  from  three  pilots  and  neither  the 

agenc)  nor  we  as  the  client  had  any- 
thing to  do  with  shaping  or  producing 

the  show.     Yet  the  show  has  been  gen- 
erallv    low -rated. 

The  same  producer,  however,  has  an 

extreme!)  successful  show,  Union 
l/ood.  which  has,  in  general,  the  same 

creative  group  working  on  ii  as  our 
-how  does,  i  M.\  iousl) .  program  su<  ■ 

cess  hinges  on  a  lot  more  than  even 
the  creative  talent  involved  in  produc- 

ing it.  In  t\  you  tnusl  also  consider 

the  time  slot,  and   it-  appropriateness 

t<>  the  storj  j  ou  re  -how  Lag,  the  com- 

petition and  the  show-  leading  in  and out  of  \  ours. 

v"  I. ii .  w  here  I  m  concerned,  the  net- 

works haven'l  proved  thai  the)  do  a 
bettei  programing  job.  Shows  like 
Matinee,  ma)  have  hue  entertainment 

qualities,  but  the)  haven'l  been  par- 
ticular!) successful  a-  advertising  ve- 

hicles   "i    in    boosting    audience    size. 

[deall) .  t\  progi  aming  should  stem 
from  the  besl  combined  effort  of  all 

creative  people  outside  pat  k.iu>-r-. 
networks,   agent  ies  and   advertise    - 

Stanle)  V.  Lomas,  t\  commercial 

alist.  \-  an  advertising  man.  pri- 
maril)  concerned  with  u  commercials, 
I  i  an'l  auk-c  that  .  .  .  "Madison  \  ■ 
nue  and  television  are  worse  than 

Ho||\  wood  •  .  .     or  thai  "advertising 
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%dmen  reply,  tv  is  younger  than  Hollywood, 

works  under  pressure  of  many  new  risks  and  problems 

agencies  arc  packed  with  talent  and 

overloaded  with  fear." 
Fear  is  a  relative  emotion.  Peoole 

who  understand  are  usually  not  afraid. 

An  agencv  working  on  a  day-to-da\ 

expedient  basis  has  more  "fearful  tal- 
enl  than  one  more  consistent  in  its 

planning  and  relations  with  clients  and 

personnel. 

I'm  sure  there  is  considerable  talent 
in  Hollywood  "that  runs  scared"  .  .  . 
just  as  there  is  in  many  a  business. 

Making  a  profit  (or  loss)  for  one's  cli- 
ent or  business  has  its  pressures.  The 

rating  systems  have  made  many  tv  men 
slaves  to  them.  The  business  rating 

of  "Face  in  the  Crowd"  will  be  the 
number  of  tickets  sold.  The  rating  of 

an  advertised  product  on  tv  is  the  num- 

Admittedlv.  onh  the  si\-vear-olds 
are  recent i\e  t'i  all  commercials  shown 
and  their  elders  ma\  lie  bored  with 

phoniness  and  rendition.  However,  an 

increasing  nurnher  of  tv  ads  —  like 
those  for  Jell-O,  Ford  and  Sheaffer 
Pens  have  been  enjoyed,  believed  and 

sold  products  after  the}  have  been  seen 
and  heard. 

Radio  has  been  criticized  and  satir- 

i/ed.  And  so  will  tv.  And  the  people 
involved  with  it.  A  communications 

medium  with  the  impact  of  tv  presents 

problems  .  .  .  hut  if  we  are  ̂ oinsr  to  do 
anything  worthwhile  with  it  we  have 

"nothing  to  fear  but  fear  itself." 

Edward    Gellert,    account   executive, 

Compton  Advertising.  Evidently  Schul- 

SPONSOR'S  OWN  VIEWPOINT 

Criticisms  of  tv  and  admen,  when  they  come  from  top  creative  people  like  satirist 

Budd  Schulberg,  are  certainly  worth  noting.  Schulberg's  effort,  the  latest  in  a 

virtual  avalanche  of  advertising  novels  and  movies,  is  just  one  more  example  of 

ever-growing  attention  paid  to  the  tv  and  advertising  industry  by  creative  men. 

Their  interpretations,  all  more  or  less  stereotyped,  however,  are  a  warning  adver- 

tising cannot  afford  to  ignore.  Obviously  this  industry  has  failed  in  one  impor- 

tant area:  public  relations.  Advertising  has  not  helped  the  public  understand 

the  advertising  craft  and  its  motivations.  It  may  be  time  now  for  a  creative  public 

relations  effort   that   goes  beyond   the   surface   and   relates   admen   to   the   public. 

jiiiiiiiiiiiiiiiii!iiiiiiiiii!iiiiiiiiiiiiiiiiiiiiiiii!iiii!i:;iiiM 

ber  of  units  sold.  The  number  of  view- 

ers of  a  program  is  not  necessarily  in- 
dicative of  a  corresponding  sales  rise. 

There  are  many  and  complex  factors 
which  have  an  influence  on  the  adver- 

tising success  of  a  product  or  service. 
Many  important  ones  have  little  to  do 

with  the  tv  program  itself.  This  is  a 

phase  of  tv  Mr.  Schulberg  doesn't  have 
to  worry  about.  The  advertising  man 
is  faced  with  unanswered  questions 

about  tv  every  day.  After  all,  tv  is  a 
brief  10  years  old;  the  movies  have 
been  around  since  World  War  I. 

Mr.  Schulberg  says  ".  .  .  but  what 
admen  are  facing  is  the  law  of  dimin- 

ishing returns,  especially  on  the  com- 

mercials. They  can't  make  absurd 
claims  and  expect  people  to  believe 

them.  People  are  getting  smarter  all 

the  time." 

berg  saw  the  surface  of  the  advertising 
business  without  studying  it  at  depth. 

If  the  people  Schulberg  talked  to 

had  been  plagued  with  'fear',  they  cer- 
tainly wouldn't  have  given  him  an  op- 

portunity to  see  what  the  ad  business 
is  like.  There  are  some  facts  he  must 
have  missed. 

Advertising  is  a  business  that  is  sub- 

ject to  many  variables.  Most  consum- 
er goods  are  sold  to  women.  What 

greater  variable  is  there!  Add  to  this 

the  changes  in  weather,  social  and  eco- 
nomic conditions,  politics,  fashions 

and  world  news,  anyone  of  which  can 
cause  a  well  thought  out  campaign  to 

fall  on  its  nose.  This  doesn't  count  the 
inevitable  competitor,  or  the  last-min- 

ute 'scientific  discovery.'  No  computer 
vet  has  been  found  to  determine  all 

these  variables.     This  is  still  a  matter 

of  judgment  based  on  incomplete  facts 

that  are  probably  out  of  date  the  day 

they  are  received.  But  admen  have  to 

plan  their  strategies  allowing  somehow 
for  these  pitfalls.  The  copy  they  pro- 

duce has  to  accomplish  the  job  of  mo- 

tivating a  large  group  of  individuals  to 

buy.  using  the  same  appeal,  but  mak- 

ing that  appeal  personal  to  each  indi- 
vidual. This  is  why  copy  writers  get 

paid  so  much. 
Advertising  isn't  like  entertainment. 

In  entertainment,  you  can  be  success- 

ful by  having  people  enjoy  your  stor\ 

or  play  once.  And  they  don't  have  to believe  it,  or  ever  want  to  see  it  again! 

In  advertising  you  must  be  able  to 

dramatize  and  'romance'  a  product  so 
that  when  the  woman  tries  it  she  not 

only  believes  what  she's  been  told,  but 
she  wants  to  buy  that  same  product 

again.  (This  is  why  we  can  mass  pro- 
duce and  have  our  high  standard  of 

living).  If  Schulberg  would  really  like 

to  look  a  little  deeper  than  the  surface, 

here's  an  invitation  to  come  back  and 
take  a  little  longer  look. 

William  J.  McKenna,  Jr.,  associate 

copy  director,  Bryan  Houston.  One  of 
the  cardinal  rules  in  our  agencv  is. 

'"Don't  write  down  to  people,'"  and  I'm 
sure  that  most  copy  people  in  top  agen- 

cies today  have  a  similar  principle. 

Therefore,  if  tv  commercials  were  in- 

deed slanted  to  12-  or  six-year-olds  as 
Budd  Schulberg  says,  it  would  only  be 

because  some  cop\ writers  had  fallen 

short  of  their  objective,  not  because 
that  had  been  the  intent. 

But  the  thing  that  "outsiders'  tend to  overlook  that  is  admirable  is  how 

high  the  proportion  of  good,  entertain- 
ing and  informative  commercials  as 

well  as  programs  is.  Tv  is  undoubtedlv 

the  hungriest  of  all  entertainment 
media  and  at  the  same  time,  draws  the 

closest  public  scrutiny.  Therefore  the 

pressure  is  continuously  on  creative 

people  in  programing  and  commercials 
work  both  to  turn  out  voluminous 

product.  Inevitably,  a  proportion  of 

this  product  will  fall  short  of  Academx  - 
Award  standards.  Yet  so  powerful  is 
the  medium  itself  that  even  the  bad  is 
memorable. 

Certainly,  there  are  a  few  soft  spots 

in  tv  programing  and  commercials. 
But,  lets  remember  this:  it  s  a  very 

new  medium.  Why.  after  10  years,  the 

movies  weren't  even  talking  \  et.        ̂  
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Friendly  Varieties  on  W  \l  VT\ imed]    stars,  delivers  Bales   bui 

THE  TIME   SLOT   NOBODY   ELSE   WANTED 

"Mr.  Friendly"  put  country  music  show  opposite  $6  l9000  Question 

After   one   year   he   has  expanded   from   five  to   11   stores 

Mr.   Friendly   (N.    \.  Graham),  does  lii- 
own  commercials,  uses  no  newspaper  linage 

lobile,    Via'  ama's  "Mr.  Friendly 
ha-  till  —  radical  formula  for  a  success- 

ful  local  t\    show  : 

•  I  ake  a  group  (15)  ol  counl  i  j 
music  personalities; 

•  Then  time-slol  the  hillbilly  jam- 

boree opposite  one  of  the  highest-rated 
network  shows — in  1 1 1  i  —  case  $64,000 

Question. Mr.  Friendlj  who  own*  a  chain  of 
furniture  stores  in  Uabama,  Missis- 

sippi and  Florida,  came  to  \\  \l.\-l\ 
a  year  ago  requesting  the  hard-to-sell 
time  spot.  Since  the  M<>1  ile  station 
reaches  every  town  in  which  his  stores 
arc  located.  Mr.  Friendly  figured  thai 

the  time  was  good  for  selling  furniture 

regardless  ol  the  high-powered  opposi- 
tion of  the  network  show . 

Then  the  furniture  man  (less  well 

known  as  V   \.  Graham)  gathered  his 

( a-t  -m.C,  Jack  Caldwell,  and  a  group 
comprised  of  musicians,  singers  and 
comic-.  Ml  are  local  talent  specializing 

in  variety  .  country  -sty  le. 
Mr.     Friendli     admit-     that     some 

friends  in  the  furniture  and  t\  busi- 

ness had  theil  doubts  about  his  minia- 
ture bam  dance,  but  after  the  firsl 

telecast  he  and  the  station  knew  the) 

had  a  real  selling  -how.  Friendly  ' 
eties  now  comes  up  with  a  successful 

case  history   almost  e\  ery   w<  ■ 

I'm  example:  One  week  Mr.  Friendly 
pushed    bedroom    suites    expecting    to 
sell  around  30;  the  results  three  days 

aftei  the  pi ogi am  showed  all  1  1  si 
sold    "ui    >  ompletel)     to   the   turn 
135  sets  of  bedroom  furniture. 

\  <  1 . 1  the  fa<  i  thai  Mr.  Fi  iendly  i 

not  use  any    newspapei   advertising  at 

all  and  the  score  is  even  mure  impres- 
sive. 

Business  has  nevei  been  better  and 

Mr.  Friendly  says  final  prool  of  how 
effective  his  show  has  been  i-  the  fact 
that  before  he  went  on  television  with 

Friendly  Varieties  he  had  five  st< 
but  in  the  year  the  program  has  been 
on  he  has  added  -i\  new  stores  to 

bring  the  total  up  to  11.  ^ 
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WHAT  A  RADIO  'FLOP'  TAUGHT  HUMPHREYS 

W 
hat  do  you  do  when  the  product's 

new,  the  budget's  limited  and  the  sell- 

ing season  is  short'.'' 
To  the  Humphreys  Medicine  Co.  of 

New  York,  the  answer  seemed  clear 

last  spring:  use  spot  radio. 

The  product  was  Myratrol,  a  poison 

ivy  remedy  packaged  in  an  attractive 
plastic  squeeze  bottle. 

The  copy  story  was  good.  Myratrol. 
which  was  based  on  an  old  fern  reme- 

dy, had  proved  effective  in  extensive 
tests — vet  had  no  harmful  side  effects 

When  e.t.'s  failed  to  deliver,  live  announcements  on 

the  Jack  Sterling  Show,  WCBS,  proved  the 

winning  combination  in  launching  a  poison  ivy  remedy 

as  is  the  case  with  some  other  new 

poison   i\\    cures. 
The  stations  were  chosen  carefullv 

in  three  markets  close  to  Humphrevs 

headquarters:  New  York.  Philadelphia. 
Boston. 

How   could  you  go  wrong? 

Yet  for  one  uneasy  month  last  spring 

Humphreys  sweated  out  what  looked 
like  a  flop  in  the  making. 

As  Susan  Humphreys  de  Florez, 

president  of  the  102-year-old  family- 
owned  organization,  and   Douglas  Lee 

Wood,  advertising,  marketing,  sales 
consultant  firm,  recently  engaged  bj 

Humphreys,  see  it  the  trouble  was 
really  quite  simple.  With  its  limited 

budget  Humphreys  couldn't  afford  to 
buy  saturation.  It  was  scattering  a  few- 
transcribed  announcement  shots  in  a 

medium  which  today  requires  either 

saturation — or  real  impact  built  into 
every   single  commercial. 

In  time  to  catch  most  of  the  season's 
potential.  Humphreys  made  a  switch 
in  one  of  the  markets  to  ad  lib  copv  bv 

Employee  turned  SOOnsor  when  ( i a  1  > >   La  Pointe  of  CBS  sold  family  remedy  to  Suzanne  Humphreys  de  Florez  and  put  product  on  W(  1'>V 



Pcrson.il  touch  i»u  tried  aftei  •  t.'i  failed     Facie  Sterling 
Show    ».!~  .1      ol   Suzanne   Humphreyi   de   Florw    preai 
dent,   Humphreyi    Medicine  <"     and   Will. ml   Eldredge,  \.p 

Immediate  results!     Sales  in  Sterlii  ■  ■!  up. 
Sam   I    Slati     genera]  mana  ■•    w<  BS    Me      York,  and 
Sterling    (shown  .il»>wi    check   fact   sheel   copj   on   Myralrol 

.1  radio  personality.  Ii  bought  the 

early-morning  .lark  Sterling  show  on 
\\CI!>.  ill  kept  the  low-frequency 
transcribed  copy  on  in  Philadelphia 

through  the  season  and  got  nowhere, 

proving  as  far  as  Humphreys  is  con- 
cerned   thai    the    success    i>f    Sterling • 

wasn't  a  fluke  related  to  the  particulai 
months  he  was  doing  the  commercials). 

You   ran   gauge   the   success   Sterlini: 

helped  Humphreys  score  l>\  this  rule 

of  thumb.  In  the  firs!  year  Humphreys 

figures  a  ncu  product  must  "lose" 
money.  \\  hat  you  >|>«-n<l  to  -ell  it  i>  an 
investment.  In  the  second  year  you 

should  break  even.  Profits  come  in  yeai 
three 

But  with  the  impact  of  Sterling  in 

New  York  and  environs  Myratrol  came 

close  to  breaking  through  the  profit 
barrier  during  it-  firsl  year. 

Myratrol     itself    has    an     interesting 

history.  \  Laconia,  N.  II..  housewife, 

Eva  La  Pointe,  bad  a  family  of  1  1  chil- 
dren who  were  always  catching  poison 

i\\.  Mrs.  La  Pointe  concocted  a  reme- 

dy from  the  sweet  fern  which  is  found 

only  in  areas  free  of  poison  i\  \ .  The 

itching  stopped  when  the  mixture  was 

applied  and  the  rash  cleared  up  within 

a  few  days.    \t  that  time  young  Gaby 

La  Pointe,  her  son.  didn't  think  much about  it. 

Gain  came  to  New  York  where  he 

wound  up  in  charge  of  the  CBS  Studios 
on  52nd  St.  oil  Madison    Vvenue. 

Gain     decided     that     his     mother's 
remedy  might  be  marketable,  succeeded 

in  selling  the  product  to  Humphreys 

on  a  royalties  basis.  Thus  Gab]  be- 
came probably   the   first   employee  of 

i  BS   who   i-  also   in   effect  a  sponsor. 

The    firsl    year's    radio    budget    for 
Myratrol  was  $25,   -plus,  about  ::o\ 
of    the    total    advertising    budget     and 

some  l|)r<  of  the  cost  of  manufactur- 

ing   ami    marketing.      I  hi*    year    the 
budget  will  be  about  the  -ame  but  will 
be  down  to  about  30'  i  of  the  total 

cosl  since  more  Myratrol  will  be  made. 

Humphreys  is  concentrating  its  ra- 
dio  campaign  in  two  markets  again  and 

will  use  trade  and  newspaper  advertis- 

ing. The  campaign  is  for  the  summer 
i  onlhs  onlv.  Uthough  the  product  has 

full  national  distribution  i  riding  on 

the  rest  of  the  Humphreys  line),  New 
Vnk  and  Philadelphia  are  the  only 

market*  selected  for  advertising  sup- 

port. 

This  year's  campaign  will  continue 
dominantr)  radio.  \nd  there  are  defi- 

nite plan-  of  expansion  to  other  areas. 

The  strategy  of  participation-  on  day- 

time personality  -how-  is  being  foi- 
lowed  up  with  Jack  Sterling  continuing 

in  New  York  and  Red  Benson,  WPI.N 

and  Bernice  rhompson,  WDAS,  hand- 
ling the  assignment  in  Philadelphia. 

""In  radio  the  personality  pilch  i- 

the  most  effective,"  says  \\  ilia i <  1  Eld- 
redge. "".lack  Sterling  i-  an  outstanding 

exponent  of  that  personalty  pitch  a-  was 

ARTICLE     IN     BRIEF 

Radio  failed  for  Humphreys  Medicine 

Co.  of  New  York  when  e.t.'s  were 
spotted  in  selected  markets.  Live  copy, 

delivered  by  personality  was  the  final 

choice  in  launching  a  new  drug  prod- 
uct. Myratrol.  for  relief  of  poison  ivy. 

Test    run    on    WCBS    brought    results 

most  certainly  indicated  by  the  re- 
markable   -ale-    increase    in    hi-     in 

within  a  few  month-.  Foi  a  family 

product        one    to     be    u-ed     b\     ■  liildlrn 

a-  well  a-  adults,  you  have  to  gain  the 

i  onsumei  -  i  onfidence,  -ell  the  house- 
wife. Humphreys  i-  ovei  LOO  years  in 

the  drug  business.  We  have  the  con- 
fidence  of  the  disl  i  ibutoi  and  the  re- 

tailer." 

Sterling  and  Benson  work  from  a 
M\  ratrol  facl  -beet  and  supply  theii 

own  continuity.   Sterling,  foi  example. 

will    tell    a    Story     about     a    friend     who 

i-  particularly  prone  to  poison  i\  \  and 

then  move  into  the  commercial.  "It's 
don.-  so  smoothly  thai  you  don't  realize 

i'  -  a  commercial  until  if-  over,"  com- 
ment- Suzanne  Humphreys  de  Florez. 

A     woman-     audience     i-     the     one 

sought  and  -o  daytime  radio  i-  used 

exclusively.  Ii  i-  the  housewife  win.  i- 
the  family  doctoi  foi  minoi  things  bike 

poison  i\  \  and  I  [umphrey  -  reports  an 

amazing  number  of  recommended  cus- 
tomers,   women    whose    friends    heard 

about  the  product  on  Sterling's  -how 
and  pa—  on  the  w  ord. 

Humphreys  and  Douglas  Lee  Wood 

an-  now  concentrating  on  a  "'be  ready" 
theme.  Hiey  are  selling  Myratrol  like 

sun-tan  oil.  tn  he  taken  along  on  tie 

family  trip  to  the  i  ountry  .  j usl  in 

"I  he  leSSOn  we've  learned  with  My- 

ratrol  will  apply  to  all  our  other  radio 

advertised  produi  t-. "  says  Susan  Hum- 

phreys de  Florez,  We're  a  company  with 
an  established  reputation,  dealing  in 

family  medicine-  -our  products  need 
the  warmth  and  sincerity  of  Live  copy 

and  a  real  person.  ^ 
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THE  TV 

FAN  WHO 

RUNS  A 

NETWORK 

Leonard  Goldenson  sees 

ingenuity,  counter-programing 

as  ABC's  road  to  No.  1  net. 

Other  eyes  watch  to  see  if 

his  take-over  is  permanent 

Laeonard  Harry  Goldenson.  president 

of  American  Broadcasting-Paramount 
Theatres,  which  last  year  grossed 

$206.9  million;  graduate  of  Harvard 
College  and  Harvard  Law  School; 
friend  of  company  presidents  from 

coast  to  coast;  intimate  of  top-name 
talent,  says  that  he  is  Mr.  Average  Guy. 

He  may  be  right. 

There  are  many  executives  who  pose 
as  unaffected  and  down-to-earth  citi- 

zens, even  adapting  folksy  mannerisms 
intended  to  establish  rapport  and  set 
visitor  or  subordinate  at  ease.  With 

Goldenson,  a  pose  is  not  only  unlikely 
it  is  virtually  unthinkable. 

You  can  talk  to  the  man  who  works 

for  him  today,  the  man  who  worked 
for  him  five  years  ago  or  the  man  he 

fired  a  few  weeks  ago.  The  reaction 

does  not  vary  by  a  hair's  breadth.  All 
peg  Goldenson  as  a  simple,  straight- 
from-the-shoulder  and  remarkably  un- 

pretentious fellow. 

The  point  has  more  than  passing  so- 
cial significance.  It  ma\  explain  win 

•  ioldeni-on.  one  of  I  lie  three  most  im- 

portant figures  in  network  broadcast- 
ing, is  still  something  of  an  unknown 

quantity  to  the  broadcast  industry  and 
Madison    and   Michigan   Avenues.   His 
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Full  responsibility  |nr  n  network  i-  in 

Ollie  rreyz'  hands,  Coldenson  says.  The  t»<> 
pose   "iili    Wyatl    Earp   -t.ir    Hugh    O'Brian 

Coldcnson's  role  m  he  -   -  il  ii  i<>  r< 
idi n  eventually   to    \ B-Fl    beadquarti  n  and 

broad  polii  y.   Here  he  -|x;i k~  to  stockholders 

Showbusincss  negotiation  «ill  l><  kej 
Coldenson  activity.  He's  old  friend  of 
start    lik'-    Sinatra     producers    like    Id-n-s 

ideas  and   operating   approach   are   as 

yel  nol   widel)   understood,  a  situation 

sponsor  on  these  page:  seeks  to  correct. 

Goldenson's  Mr.  Average  personality 

iliis  own  phrase  i-  "Mr.  Middle-Major- 
it\  i  finds  its  iniist  important  expres- 

sion in  his  programing  philosophy. 

He  puts  it  tliis  waj  : 

"We're  in  the  Woolworth  l>u>in«- — . 

nni  in  fiffany's."  \nd.  he  adds.  "Last 

rear  Tiffany  made  onl)  $30,000." 
Coldenson  is  calm,  measured  and 

_fnial.  The  nearest  he  conn-  to  show- 

ing pique  is  when  he  talks  about  some 

oi  television's  critics  "the  wealthy  in- 
telligentsia who  lounge  on  the  Riviera 

and  watched  television  once  for  an 

hour  a  few  years  ago." 
Goldenson  lias  apparentl)  met  with 

little  success  in  explaining  the  role  of 

a  mass  medium  to  his  acquaintances  in 

the  Riviera  circle.  But  his  point  of 

\  iew  is  more  than  likely  to  find  warm 

acceptance  among  advertisers  and 

agencies. 
He  sees  television  as  the  medium  of 

the  middle-majority.  Rut  this  does  not 

represent  a  static  level  of  programing 
or  a  presumption  that  mediocrity  is  the 

safe-and-sane  path.  He  sees  the  pub- 
lic as  constantly  rising  in  its  level  of 

taste  so  that  what  is  programing  for 

the  minority  today  nun  be  majorit) 

programing  tomorrow . 

"Gradual  uplift"*  in  the  public's 
standards  is  the  way  he  describes  the 

proper  objective  of  tv  programing. 

He  is  vehement!)  opposed  to  fee  t\ 

on  the  grounds  that  the  very  people  to 
w  horn  television  means  most  would  be 

deprived  of  its  benefits  through  fee  tv*s 
ability  to  outbid  free  tv  for  the  most 

popular  programs.  "I'm  opposed  to 

fee  tv  on  the  basis  of  public  interest." 
he  sa\s.     "  \s  far  as  our  own  interest- 

air  concei  ned,  I  know  we  could  make 

much  more  monej  from  fee  t\ ." 
While  the  image  of  Coldenson  as  a 

top-rung  administrator  who  has  none- 
theless retained  his  identity  with  the 

average  t\  viewer  is  valid,  ii  is  of 

course  an  over-simplification.  Golden- 
son  himself  recentb  pointed  out  that 

the  modern  broadcaster  "wear-  at  least 

-i  \cii  hat-.  '  This  was  the  theme  of  his 

speech    in    Chicago    in    mid-Ma)    when 

new  headquarters  for   VB-PT's  \\  BKB were  dedicated. 

SPONSOR  sees  Goldenson  as  wearing 

at  least  eight  business  and  personal 
hats.  Consider  them  one  by  one  and 

you  arrive  at  the  full  picture  of  the 

man.  his  philosophy,  his  objectives — 
which  are  less  modest  than  his  de- 
meanor. 

1.  Broadcaster:  Man)  people  think 
Leonard    Goldenson    is    new    to    the 

broadcasting  fraternit\  because  I  nited 
Paramount  Theatres  and  American 

Broadcasting  Co.  didn't  merge  until 
L953.  Rut  Goldenson's  broadcast  his- 

tnr\  goes  back  to  \')'.V)  when  Para- 
mount and  its  Ralaban  ̂   Katz  movie 

chain  subsidiary  put  (what  is  now) 

\\  BKB  on  the  air  in  Chicago.  He  was 

also  familiar  with  radio  station  opera- 

tion long  before  1953  through  I  I'T- 
partial  ownership  of  \\  SMB.  New  Or- 
leans. 

ARTICLE     IN     BRIEF 

Leonard  Coldenson  is  many  things  to 

ABC,  but  just  "Mr.  Middle-Majority" 
to  himself.  He  has  taken  dead  aim  at 

network  leadership  for  ABC  and  that 

includes  radio,  recently  set  up  as  a 

separate  division.  Here  s  his  pro- 

graming and   administrative  approach. 

(  me  "I  the  things  w  hi<  h  *  roldi  nson 

sa)  -  -in  pi  ised  him  in  the  eai  K  t\  years 

was  the  despair  among  radio  broad- 
casters.     "Onh    the    people    in    radio 

weir  discouraged."  In-  -a\-.  "<  tiit-id- 
ers  could  see  it-  great  potential. 

Goldenson  has  retained  his  faith  in 

radio,  manifesting  it  recentl)  with  the 

appointment  of  a  top-drawei  adminis- 
trator and  salesman  in  the  person  of 

Robert  Lastman  to  head  the  UJC  radio 

network.  The  radio  network  IS  ii"w  a 

separate  corporation  with  Eastman  as 

president. Goldenson  stresses  again  and  again 
his  belief  in  delegation  of  authority 

and  separation  of  function-. 
\\  ill  he  then  30on  name  a  president 

fo.  \r,<:  r\  ? 

Goldenson  says  thai  Ollie  Treyz  as 

v. p.  in  charge  of  \BC  I\  ha-  all  the 
power  and  responsibilitv  he  would 
have  if  his  title  were  pre-ident.  that  the 
board  of  directors  sees  Ollie  Treyz  as 

no  less  responsible  for  ABC  T\  with 

the  V.p.  title  than  with  the  title  of  pre-i- 
dent. But  he  doe-  not  dismiss  the 

possibility  thai  \BC  T\  will  in  time 
be  set  up  as  a  separate  corporation 
with  a  separate  president 

1  nlil  the  departure  of  Robert  Kint- 
ner  as  pre-ident  of    \BC  (t\   and  radio 

tin-  past  fall.  Goldenson  had  not  main- 

tained an  office  at    \l'><     headquai 
But  since  October  he  has  -pent  n  osl  of 
his  time  at    VBC,  although  i   immuting 

back   downtown    to    \B-PT  headquar- 

ters a  da)  or  two  a  week.     He  says  that 

his  goal  i-  to  work  his  wa\  bark  d< 

t .  > w  n   Foi    good  (ABC's  i       es  on 
\\ .  66th  St,  \li-P  I  -  on  Broadv 
tween  13rd  and  1  kh  St  . 

Certainly  his  office  in  the  VB(  build- 
ing doe-  nol  look  like  the  permanent 

quarters  ol  a  man  who  heads  a  1207- 
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Early  leader  in  I  aited  Cerebral  Palsy  cause,  Coldenson  here  presents  scroll  to  President 
Eisenhower  with  other  I  IT  leader-:  Jack  llausman.  M.  Hausman  &  Sons;  William  Clay,  Ford 

\.p.:   Roger  S.  Firestone,  Firestone  Plastics  pres.;  Joseph  A.  Martino,  National  Lead  Co.  pres. 

million  corporation.  It  is  spacious  and 

comfortable  but  the  scanty  decor  sug- 
gests transience.  (His  office  at  LPT 

headquarters  is  paneled  and  strewn 
w  ith  pictures.) 

There  are  some,  however,  who  doubt 
Goldenson  is  a  visitor  at  ABC.  Here  is 

the  analysis  of  one  former  ABC  ex- 
ecutive: 

"Leonard  is  fascinated  with  pro- 
graming and  although  he  has  stated  he 

only  intends  to  stay  in  an  active  capac- 
itv  at  ABC  for  one  year,  I  believe  he 

will  stay  on  indefinitely." 
\\  hat  are  the  basics  of  the  ABC  TV 

programing  strategy  around  which 

Goldenson  and  Ollie  Treyz  are  build- 
ing?   Thev  boil  down  to  these  three: 

A.  ABC  will  counter  program — of- 
fer the  kind  of  shows  which  the  other 

networks  are  not  offering  in  a  time 
slot.  This  is  not  merely  a  question  of 

mechanically  reshuffling  existing  pro- 

gram types.  The  objective  is  to  devel- 
op new  and  different  formats. 

Goldenson  points  to  the  adult  west- 

erns and  the  shows  m.c.'d  by  singers 
I  Frank  Sinatra,  Pat  Boone)  as  two 

types  in   which  ABC  has  led  the  way. 
What  of  the  tendency  in  television 

as  well  as  motion  pictures  for  one  suc- 
cessful show  to  spark  a  flock  of  imita- 
tors? Goldenson  finds  no  fault  with 

such  strategy  but  draws  on  his  experi- 
ence in  the  motion  picture  business  for 

this  summation:  "The  first  of  a  cycle  is 
always  successful:  tlie  last  is  never  suc- 

cessful.   \\  e  want  to  be  first." 

B.  ABC  will  program  to  many  pub- 
lics. While  the  basic  mission  is  to 

reach  the  majority.  Goldenson  believes 
a  network  must,  as  a  matter  of  public 

responsibility  and  good  business  prac- 

tice, present  programs  which  "add  to the  richness  and  fulfillment  of  our 

lives."  He  told  an  RTES  luncheon  in 
New  ̂   ork  recently  that  if  ratings  alone 

were  used  as  the  guide  post,  televi- 

sion's "program  pool  would  dry  up, 
the  virus  of  sameness  and  monoton) 

would  sap  the  strength  of  television." 
C.  ABC  will  experiment.  W  ith 

ABC's  growth  in  coverage  and  audi- 
ence popularity  and  with  the  building 

of  a  solid  team  under  Ollie  Treyz  and 
Bob  Eastman,  Goldenson  feels  there  is 

opportunity  to  seek  new  things.  Does 
television  with  its  high  costs  provide 

opportunity  for  experiment?  Does  tv 

need  some  system  for  "out-of-town" t:\outs?  Goldenson  told  sponsor  he 

has  considered  the  possibilitv  of  test- 

ing new  shows  in  one  market — "all 
you'd  need,"  he  says. 

2.  Showbusinessman :  Goldenson 
has  been  in  show  business  24  of  his  50 

years  and  this  may  help  to  explain  wh\ 
he  looks  10  vears  younger  than  he  is 

Ian  even  suntan  helps,  too).  He  knows 

all  the  top  performers,  producers  and 

writers  in  Holl\  wood.  He's  worked 
with  every  big  name  star  who  has  trod 

the  mink-producing  boards  of  New 
York's  Paramount  Theater.  Since 

I  I'T  was  part  of  Paramount  Pictures 

I 'el  ore  the  consent  decree  separating 

the  two.  he's  been  associated  with  pro- 
duction as  well  as  motion  picture  dis- 

tribution. And  this  \ear  AB-PT  itself 

goes  into  theatrical  movie  production 
for  the  first  time.  I  First  release:  a  sci- 

ence fiction  film  next  month  i .  He 

heads  Am-Par  Record  Corp.,  which 

features  top-ranking  popular  vocalists. 

\nd.  in  the  \er\  earl)  days  of  tele- 
\  ision  at  \\  BKB.  Chicago,  he  helped 

develop  a  tv  roster  of  stars  headed  by 
Burr  Tillstrom  and  his  Kukla.  Fran 

and  Ollie  ithis  was  in  the  mid-40's). 
\\  hat  has  he  learned  from  the  mo\  ie 

business  that  applies  to  tv?  "Even 
though  there's  no  similarity  between 
operating  a  theater  chain  and  a  radio 
or  tv  chain,  subject  matter  which  has 
done  well  in  movies  will  do  well  in  tv. 

The  bad  things,  likewise,  are  common 

to  both." 

What's  bad?  "Fantasy,  the  type  of 

fantasy  where  a  person  dreams."  other- worldly fantasies.  People  basically 

want  programs  with  which  thev  can 

identify.  This  is  why  he  feels  antholo- 
gies have  a  limited  tv  future. 

3.  Administrator:  People  who  have 

been  exposed  to  Goldenson's  adminis- 
trative approach  say  he's  the  mythical 

perfect  executive. 

T\  pical  quote  from  a  L  PT  execu- tive: 

"He  delegates  authority  all  down  the 
line — and  backs  it  up  every  minute  of 
the  day.  If  you  do  well,  you  get  a 

very  warm  compliment.  If  you  stub 
your  toe,  he  gives  you  a  good  reason 

why  it  happened.  He'll  do  anything himself  which  he  asks  \ou  to  do. 

"He's  willing  to  take  chances.  He'll 
listen  to  advice,  and  listen  not  only  po- 

litely but  considerately.  He  pays  at- 

tention. Hell  accept  readilv  from  sub- 

ordinates, but  if  you  aren't  able  to  con- 
vince him  he'll  go  ahead  with  what  he 

had  in  mind.  He's  not  bull-headed  or 

stubborn.  He's  thoughtful  and  inter- 
ested in  people  but  not  ever  curious  in 

a  Peeping  Tom  sense." But  this  dissenting  voice  is  heard 
from  one  of  the  executives  who  left 

ABC:  "Goldenson  still  needs  time  to 

learn  this  business.  Exhibitors  don't 
take  risks  and  he  is  still  essentially  an 

exhibitor.  He's  a  great  businessman, 

but  he  has  a  lot  to  learn."' Goldenson  sees  the  right  man  in  the 

right  job  as  the  kev  to  administration. 
"There's  no  substitute  for  quality 

people,"  he  sa\s.  "\\  e  know  this  makes the  best  chemical  formula.  W  eve  al- 

vvays    gotten   the   best   and   we've   got 
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them    now    in    lYeyz    and    I  Ml im.ui. 

( ioldenson  -  i ole  at  ilii-  | ••  •  i i ■  i  i-  one 
i>l  chief  integrator.  He  says  he  makes 

mi  client  sales  presentations;  nevei 
pitches  his  network  facilities  despite 

reports  i"  the  contrarj  <  though  he  has 
made  tours  to  met  admen  ' , 

■*l  know  man)  advertisers  and  agen- 
r\  people  sociall)  From  club  work, 

and  activities,  parties  and  projects.  I 
never  discuss  mj  specific  business  with 

them;  that's  up  to  the  sales  depart- 

ment." Advertisers  who  have  dealt  with 

\\'<i.  during  the  spring  buying  season 
rOport  it  is  indeed  true  that  Goldenson 

has  given  the  ball  i<>  <  Mie  Trej  /  and 
has  let  him  run  w iili  ii  t"  w hal  alread) 

looks  like  a  great  season.  "Ollie  will 

come  mil  looking  like  a  hero,"  one  of 
\  Hi  -  customers  commented,  ""anil  he 
deserves  it.  lie  has  worked  around  the 

(luck  and  fought  haul  for  ever)  -ale." 
lint  Goldenson,  meanwhile,  has  not 

been  sitting  astride  a  mountain  waiting 

lor  hi-  captains  i>>  bring  him  new-  ol 

\  ictoiy .  \  i\  pical  comment :  "He  i-  in 
on  everything,  apparent!)  working  in 
close  touch  with  Ollie.  We  spoke  mi 
the  phone  Id  Leonard  Goldenson  as 
well  as  Ollie  I  tt\  /  in  tin-  course  of 
negotiation.  He  hail  been  filled  in  on 

.  \it\  detail  to  the  letter." 
One    of    the      \|!C     clients    SPONSOR 

spoke  to  felt  Goldenson's  delegation 
of  authorit)  ha-  more  purposes  than 
arc  put  down  in  the  Harvard  Business 
School  textbook.  The  advertiser  in 

question  ha-  concluded  satisfactory 
negotiations  with  the  network  but  re- 
•  alls  this  incident : 

"We  had  a  protest  over  one  phase 
o|  the  negotiation  and  called  Leonard 
Goldenson  on  it.  We  think  we  were  iii 

the   right    but    on   the   other   hand     VBC 

had  it-  own  good  reasons  lor  seeing  it 
the  other  wax.  Leonard  simplv  told 
us  the  matter  was  in  Trev  /  hand-.  We 

think  he  should  have  stepped  in. 

I  here  -  a  case  v\  here  delegation  |uo\  ed 

might)  convenient." 

4.  Lawyer:  Hi-  Harvard  law  degree 
(he  worked  his  wa)  through)  has  been 
angled    in    mam     direction-    since    his 

graduation  in  L930.  In  L933  lie  was 

assigned  to  reorganize  Paramount's 
New  England  theaters.  He  took  a 

straight,   legalistic   business   tack.      In 

1950,  when  the  federal  government  is- 

sued an  injunction  divorcing  Lara- 

mount's  production  and  distribution 
activities,  Goldenson  became  immersed 

in   the   pertinent    federal   statute-, 

i  /'lease  turn  page  ' 
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$500,000  SUMMER  SALES   BLITZ 

I  here  i-  less  reason  foi  an  advertise]  to  take  •  >  "hiatui  in 

feature  him  sponsorship  than  in  almost  othei    form  "I  aii 
media  advertising.  Reason:  summertimi  mdiences,  research 

shows,  an-  biggei  during  late-evening  than  ;'"  ire  during  the 

winter.     Probabl)  tin-  i-  because  people  sta)  up  late  i"  heat  the 
heal. 

This  fact  wa-  -mall  consolation  i"  the  radio  and  l\  ision  of 

Triangle  Publications   Inc.   late  last   month.    There  wen    japing 

hole-  in  the  sponsorship  Bchedule  for  feature  film-  on  the   I  i  i  ingle 

stations  -  \\  FIL-TV,  Philadelphia;  W  NB1  T\    Binghamton,  V  Y.\ 

WFBG-TV,     \lt   ia.    Pa.;     WNHC-TV,    New     Haven-Hartford, 
W  LBR-TV,  Lebanon,  Pa.). 

Roger  Clipp,  v.p.  in  charge  of  the  Triangle  stations,  called  in 

Ken  Stowman,  general  sales  managei  foi  Will,  and  Wlll-I\. 

""Ken."  In-  -aid.  "you've  come  up  with  man)  an  ingenious  idea. 
( lome  up  iv  i 1 1 1  one  now  . 

W  ilhin  one  week  Stowman  not  onl)  had  hi-  idea  approved  and 

executed    hut    the   Stations    were    richer    b)    $500,000    in    gTOSS    -ale-. 

The   idea    wa-   what    Nowman   calls  old-fa-hioned   Belling:    bring 

the  buyer  and  the  seller  together  in  a  "showroom. 

To  di-plav  their  '"ware-."'  the  Triangle  promotion  and  advertis- 
ing department  under  John  N  heiier.  Jr..  made  up  large  schedule 

hoard-  on  which  were  shown  -old  and  un-sold  lime  in  feature 

film  programs.     \t  a  glance  potential  buyers  were  made  aware  of 
what   time  slot-   were  available.     There   wa-  a   hoard    for  each    -I  i- 

tion.  To  pre-sell  the  campaign,  Triangle  devoted  one  of  it-  regular 

spread  ad-  in  sponsor  to  the  summer  -ale-  blitz. 

Then,  within  live  days  after  Clipp's  admonition  that  Stowman 
come  up  with  .in  idea.  Triangle  had  it-  hoard-  set  up  in  a  Chat- 

bam  Hotel  suite  in  New  York  Lilv.  Stowman  and  Howard  Machs- 

meir  of  Triangle  sales  in  New  1  ork  i  as  well  as  theii  national  rep- 

resentatives at  Ldaii-Tv  and  kat/  I  hit  the  phone-  and  invited 

account  men.  media  directors,  l>uvei~  to  come  see  then  wan--. 

W  ith  the  SUCCeSS  "I  theii  "-how  mom  Mil/  I  Triangle  would 

have  been  happ)  if  -ale-  hit  1 100,000 1 ,  Triangle  will  now  move 

the  same  technique  to  Detroit.  ^^ 

Uaschmeier  im<i  Stowman,  of   Triangle  stations,  show  summer  film  siheditle 
to    Jut  i  nision    account    execuMvt    at    Young    \     Ruhi>am 

:: 



GOLDENSON    continued... 

He  directed  what  his  company  calls 

the  largest   theater  reorganization  in 

industry   history,  reducing  tlir  number 
houses  from  1. 12  1  in  \()V)  to 

today." [oday  Goldenson  is  using  his  attor- 
s  talents  as  a  talent  negotiator.    He 

i-  credited  with  a  major  t\  coup — get- 
ting   Frank   Sinatra   exclusively    for  a 

I  riday    nighl   starter   next    fall.     How 
did  lie  laml  him? 

More  than  a  year  ago  he  visited 
Sinatra  several  times  in  his  dressing 
mm un  at  the  Paramount  Theater  in 

New     York,    talking    about     ways    in 

which     the     heavily-taxed     performer 
(ould  make  a  profitable  l\  deal.  Gold- 

enson came  up  with  an  answer.  The 
details  have  never  been  revealed  hut 
it's  a  stock  deal. 

A  personal  friend  of  Goldenson  says 

his  strategy  is  to  "put  a  gu\  in  busi- 
ness  for  himself."  Talent,  he  adds, 
have  confidence  in  the  man. 

This  was  substantiated  in  a  timely 

way  for  a  SPONSOR  reporter.  Sitting  in 

Goldenson's  reception  room,  the  re- 
porter saw  Jack  Wehh  emerge.  Said 

Webb  to  a  friend  who  accompanied 

him:  "'That  gu\"s  as  nice  as  you  are! 

If  anybody  will  give  you  a  good  deal, 

he  will." 

Goldenson  says  that  talent  negotia- 
tion will  always  be  a  field  in  which  he 

will  remain  particularlv  active  on 
ABC's  behalf. 

One  of  the  advantages  of  his  per- 

sonal participation  in  talent  negotia- 
tion is  apparently  the  ability  this  gives 

ABC  to  move  fast.  ABC  can  often 

deliver  a  decision  on  a  program  pur- 
chase while  its  contemporaries  are  still 

trying  to  gather  an  executive  quorum. 
This  factor  has  proved  important  in 

landing  new  properties  for  ABC. 

5.  Planner:  "When  1  start  anything, 
I  like  to  see  it  finished.  I  like  to  see 

something    over    the    horizon,"    says Goldenson. 

Long  before  he  urged  the  merger 
with  ABC.  he  knew  he  would  some  day 

see  Paramount  Theatres  in  a  com- 

manding tv  position.  "It  was  merely  a 
matter  of  how  he  was  going  to  do  it," 
sa\s  one  of  his  executives,  "and  the 
ABC  thing  happened  along  at  a  fine 

time." 

In  the  competitive  realm  of  network 
tv,  he  fully  expects  to  move  ABC  up 

the  program-billings  barometer  to  the 

point  where  first  it  narrows  the  mar- 

gins between  ABC  and  the  other  net- 
works and  then  passes  them. 

A  friend  says  simply  "His  only  ob- 
jective is  to  run  the  biggest  and  the 

best  company  devoted  to  mass  enter- 

tainment— movies  and  radio  and  tv." 

6.  Financial  man :  Finance  is  some- 

thing he  insists  his  top  men  under- 
stand and  use  to  corporate  advantage. 

Why?  Because  "as  far  as  money 
paid  for  talent  and  programing,  the 

movie  industry  looks  like  a  piker  com- 

pared with  tv.  It  took  the  picture  in- 
dustry 30  years  to  hit  the  point  where 

}  tv  is  now,  in  terms  of  dollars  paid  for 

properties  and  talent. " AB-PT  in  the  next  four  years  will 

spend  $65  million  on  plant  and  color 

tv  alone.  "We  are  all  in  big  business. 
very  big  business.  The  cost  of  doing 
business  in  television  is  even  greater 
than  the  cost  of  doing  business  with 

television." 
The  ABC  properties  aren't  paying off  as  the  companv  anticipated  a  year 

ago.  But  "we're  ahead  of  the  point 
where  we  thought  wed  be  in  the  blue- 

print we  made  in  1953."  The  five-year 
plan  assumed  it  would  take  that  long 

before  ABC  TV  reached  a  truly  com- 

petitive status  with  the  other  nets. 
I  Please  turn  page  I 
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Seattle's  120  Yellow  Cab  drivers  know 

what's  going  on  in  town. 

That's  why  we  made  them  Radio  KING 
"stringers." 

They  report  eye-witness  news  to  their 

dispatcher.  He  relays  "yellow  alerts"  to 

the  KING  News  Bureau  by  private  wire. 

Another  reason  people  are  saying: 
"You  Don't  Miss  a  Thing, 

If  You  Stay  Tuned  to  KING" 

FIRST  IN   SEATTLE 

50,000  WATTS— 1090  KC    j  Dm  fJ  j  f*       If  £  WA  /* 

ABC— BLAIR,  INC.  ImClUIW      ■  %  ■  ■  ̂  \P 

ASSOCIATED  WITH  KING-TV.  SEATTLE,  WASH.  AND  KGW  RADIO-TV.  PORTLAND,  OREGON 



Baltimore's  top-rated* 

feature  film  show 

Saturdays  at  11  pm 

now  has  availabilities 

FIRST  RUN 
FILM  THEATRE 

exhibiting  a  new  host 

of  screen  triumphs 

selected  from  major 

Hollywood  packages 

full  length  productions  including: 
Diamond  Jim,  Adam  Had  Four  Sons, 

Penny  Serenade,  Together  Again,  Bed- 
time Story,  Ladies  In  Retirement,  She 

Married  Her  Boss,  It  Had  To  Be  You,  A 

Night  To  Remember,  House  Of  Seven 

Gables,   The   Doctor  Jakes  A  Wife. 

famous  stars  including-. 
Claudette  Colbert,  Melvyn  Douglas, 

Ingrid  Bergman,  Fred  Astaire,  Rita  Hay- 
worth,  Fred  MacMurray,  Ginger  Rogers, 

Cary  Grant,  Marlene  Dietrich,  Charles 

Boyer,  Rosalind  Russell,  Ray  Milland, 

Susan   Hayward,   Brian   Aherne. 

Maryland's Pioneer 

TV  Station 

SUNPAPERS  TELEVISION,  BALTIMORE,  MD. 

TELEVISION     AFFILIATE     OF     THE 

COLUMBIA    BROADCASTING    SYSTEM 

Represented  by  THE  KATZ  AGENCY,  Inc. 

New   York,   Detroit,  St.  Louis,  'San   Francisco, 
Chicago,  Atlanta,  Dallas.  Los  Angeles 

Goldenson  clears  all  hills,  checks  all 
financial  statements  from  the  owned 

and  subsidiary  enterprises,  approves 

all  major  expenditures  requested  b\ 

the  nine  and  one-half  owned  and  oper- 

ated stations  I  five  tv,  four  and  one- 
half  radio i . 

7.  Citizen:  Goldenson's  biggest 
growth  company  started  with  nothing 
seven  years  ago  and  this  year  will 

gross  $10  million.  He's  plowing  to- 
ward a  $50  million  yearly  goal.  The 

''company"  is  United  Cerebral  Pals\ 
which  he  and  his  wife  founded  in  1050. 

Their  initial  interest  was  prompted 

by  the  fact  that  one  of  their  daughters 
has  CP.  But  parental  interest  shortl) 

became  an  all-encompassing  public  one 
with  the  Goldensons  raising  money  for 

research,  education  and  hospital  clin- 

ics. They  collected  the  first  CP  fund — 
s75.(  KM)  in  I  950  l>\  sponsoi  ing  a  \  a- 

riety  show  with  40  big  name  perform- 
ers at  a  Westchester  County  country 

club. 

Today,  chairman  of  TCP  for  the 
third  \ear.  Goldenson  helps  direct  and 
finance  many  medical  research  projects 

which  are  helping  thousands  of  young- 
sters. 

He's  also  interested  and  active  in  the 
therapy  and  rehabilitation  of  the  old. 

His  wife's  father  established  the  Home 
and  Hospital  for  the  Daughters  of 

Jacob  in  New  York,  maintaining  it  for 
600  persons  as  a  family  project. 

8.  Family  man:  Leonard  Goldenson 

gets  up  at  6  o'clock  in  the  morning, even  if  he  has  staved  in  his  ABC  office 

until  3  that  same  morning.  He  gets  up 

early  so  be  II  have  what  may  be  the 
only  chance  during  the  day  to  talk 

with  his  youngsters,  ask  them  what's 
happening  at  school,  tie  the  family  into 
a  social  unit  even  if  only  for  a  brief 
time.  The  youngsters  are  Genise,  13; 
Loreen.  nine;  Maxine,  six. 

They  live  in  a  big.  rambling  house 
in  Mamaroneck,  N.  Y.,  with  lots  of 

ground  and  no  ostentation.  This  lack 
of  pretension,  friends  report,  extends 

to  home  habits  and  his  patterns  of  in- 

conspicuous consumption.  "Leonard 

has  several  cars — all  small." He  drives  one  of  them  to  work, 

checking  in  with  his  secretary  at  8:45. 
Then  a  round  of  conferences  I  largely 

with  Treyz  on  tv  matters) — a  few  by 
formal  appointment — a  lot  of  paper 
work,  business  luncheons  but  few  din- 

ners, nighttime  meetings  which  often 

go  on  until  midnight  or  afterwards. 

He  doesn't  drink  or  smoke.     These 

abstentions  may  or  may  not  have  am 

influence  on  his  vitality.  His  only  con- 
cession to  keeping  in  shape  is  playing 

tennis  ever)  Saturday  and  Sunday 

morning  near  his  home.  "Those  two 
hours  cam  me  through  the  week  with- 

out exercise,"  he  says. 
One  of  his  favored  recreations,  tap- 

ered off  in  the  past  few  months  because 

of  his  time-taking  ABC  reorganization, 

is  seeing  movies.  He  has  a  60-seat 
movie  theater  in  a  wing  of  his  home. 

equipped  with  both  16  and  35  mm 

projectors. "I  see  kines.  pilot  films:  I  frequently 

borrow  film  shows  I've  missed  from 
the  other  nets.  I  love  double  features, 

have  run  as  many  as  four  full-length 

features  in  an  evening."  He  gets  choice 
products  from  all  movie  producers, 

and  in  the  past  has  entertained  from 

25  to  30  people  as  often  as  four  times 
weekly  with  new  films. 

These  aren't  parties,  as  such.  The\'re 
showings.  He's  looking  for  reactions 
but  he  never  asks  for  them.  "The  mo- 

ment you  ask  someone  what  they  think 

of  a  picture,  you're  asking  a  leading 
question.  I  like  criticism  to  be  spon- 

taneous, unsolicited — and  I  think 

women  have  better  judgment  on  these 

matters  than  men  do."  ^ 

MEMO: 

TO 

TIMEBUYER 

WILK 
packs  the  kind  of 

SALES  WALLOP 

The  big  boys  Look  for! 

When     MAJOR    ADVERTISERS 

want  their  story  to   REACH  the 

radio  audience  in  the  WILKES 
BARRE  METROPOLITAN  AREA 

they  do  it  WITH  WILK. 

Big  advertisers  like  Pepsodent  — 

Beech  Nut  —  Listerine  —  use  WILK 

for  their  complete  radio  campaign. 

They  know  from  past  experience 

WILK  gets  their  message  to  the 

greatest  listening  audience  in  the 

rich   Wyoming   Valley   area. 

Atlantic  Refining  has  sponsored  the  Phillies  base- 
ball   games    on    WILK     for    the    past    six     years. 
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in  only  9  short  months 
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UP  LIKE  A 
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Pp*  the  fastest  rising  star  in 
the  southeastern  sky 

blazes  another  trail  of 

TV  LEADERSHIP 

sJiil&iim 
»*# 

BEAUTIFUL  NEW  STUDIOS 

* '  V-  * 

m i 
KNOXVILLE,  TENN. 

Serving  217,433  Homes  in  a  5 -State  Area 

CHANNEL TEN 

316,000  WATTS 
-  -  +-.  r 

NATIONALLY  BY  KATZ 



WFMY-TV  •  MAXIMUM  POWER  ON  CHANNEL  2  ■  GREENSBORO,  N.C. 

Why  flounder  around  for  sales  in  the  Prosperous  Piedmont  section 

of  North  Carolina  and  Virginia?  Make  a  big  cafch  every  time  with 

WFMY-TV.  Easy  to  do  here  in  the  industrial  South  because 

WFMY-TV  provides  coverage  of  the  area  that  no  station,  or  group 

of  stations,  dares  claim.  Call  your  H-R-P  man  today. 

Greensboro 

Winston-Salem 

Durham 

High  Point Salisbury 

Reidsville 

Chapel  Hill 
Pinehurst 

Southern  Pines Fort  Bragg 

Sanford 
Martinsville,  Va. 

Danville,  Va. 

WFMY-TV  .  .  .  Pied  Piper  of  the  Piedmont 

"First  with  LIVE  TV  in  the  Carolinas" 

50  Prosperous  Counties 

$2.7  Billion  Market 

2.1  Million  Population 

$2.1  Billion  Retail  Sales 

uifmij-tv 
GREENSBORO,     N.     C. 

Represented   by 

Harrington,    Righter   &    Parsons,    Inc. 

New  York        Chicago        San  Francisco        Atlanta 

Basic 

Since  1949 

52 
-     ONSOR 
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in  the  adx  ertising  and  b  • 

NEW  AND  RENEW 

U 
NEW    ON    RADIO    NETWORKS 

i 

SPONSOR 

Beltonc   Htjnin  Aid  Co,  Chi 

Dodge.    Detroit 
Grove   Labs.   St   Louis.    Mo 

Crovc  Labs.  St   Louis.   Mo 

Intcrntl    L.idies   Garment   ' 
Miller    Brewing   Co.    Milwaukee 

Miller    Brewing    Co,    Milwaukee 

C.    H.    Mussclman   Co,    Biglcrville.    Pa 

AGENCY 

Oli.in   0    Bronner,   Chicago 

Crant.    Detroit 

Sidney  Carficld.   SF 

Sidney  Carficld,   SF 

Interntl    Llditl   C.irment    Workers   Union,    NY      Furman.   Fciner   &   Co     NY 
M.ithisson    6    Assoc. 

Milwaukee 

Mathisson   &   Assoc, 
Milwaukee 

Pabst    Brewing   Co.   Chi 
Pabst    Brewing   Co.    Chi 

Pepsi -Cola.    NY 

RCA.    NY 

Arndt,    Preston.    Chapin,    Lari 
Ci   Keen,   Inc 

Leo    Burnett.    Chi 
Leo    Burnett.    Chi 

Kcnyon   &    Eckhardt.    NY 

Kcnyon   &    Eckhardt.    NY 

STATIONS 
ABC 

330 
NBC 
NBC 

165 

168 

NBC 

165 

ABC 

ABC 

330 ABC 
330 

ABC 

330 
NBC 

NBC 

165 165 

NBC 

165 

NBC 

165 

PROGRAM,    time,    start,    duration 

Don    McN.  ill  •.    Bf   iM  i'.i    Club,    two   5   mm  p   >    *  I 

16  Sept 

Monitor   Sports   segs      V%    spon     22   |unc;    10  wks 

N.ws   ot    thi     World      M    F    7  30-7  45    pm     one    mm   parlic.     2H 
May.    10   wks 

Nighthne      T     W     Th    8  30-10   pm;    one   mm    parties     28    May 

10   wks 
ILCWU   Anniversary   Pgm ;    10  05-11    pm ;    13   |unc   only 

Newscast;   nine   5   mm   segs     M-F   8:25   pm,   Th   4  pm     F   2     3. 

4  pm;    1    July;    39   wks 

Sportscast;    eight    5    mm    si  gs     Th    &    F    6    pm     S.i    I   25     2  25 
3  30.  4  30.  5  30.  7  25  pm.    I    July;  39  wks 

Don     McNeills     Breakfast     Club;     three     5     mm     segs    per    wk  ; start    16   Sept 

Monitor;  60  &   30  sec   parties:  7   June;    13  wks 

Nighthne;    T,    W     Th    8:30-10    pm;    60    &    30    sec    parties;    4 

|unc;    13   wks Monitor    i  Bob   &    Ray.    Fibber    McCcc   &    Molly   segs*      10   one- 
min  &    10  thirty-sec   parties;    15   |une;    13   wks 

Monitor:   Sa     Su :   parties;    13   July ;  8  wks 

RENEWED   ON    RADIO   NETWORKS 
SPONSOR 

Admiral    Corp.    Chicago 

Midas.   Inc,  Chicago 

R.   J     Reynolds.   Winston-Salem.    NC 

Swift  &  Co.  Chi 

AGENCY 

Henri.   Hurst.   McDonald. Chicago 

STATIONS 

ABC  330 

Bozell  &   Jacobs.    Inc,   Chicago    ABC  250 

Wm    Esty.    NY  NBC    168 

Mc-E.    Chi  CBS    198 

PROGRAM,    time,    start,    duration 

Don    McNeills    Breakfast    Club;    five    5    min    segs    per    wk;    1 

July;    52    wks Paul    Harvey    News;    M-F    6:30-6:35    pm;    extended    additional 

39  wks 
News   of    the    World;    M-F    7:30-7:45    pm;    onc-min    parties;    1 

July;   26   wks Art  Linklcttcr's  House  Party;  F  3:15-3  30  pm;  7  June;  52  wks 

ADVERTISING   AGENCY   PERSONNEL   CHANGES 
NAME 

C.   Kenneth   Adams 

Frank    I.  Allebaugh 
Max   D.  Anwyl 

Irving    Baldner 
Edwin   R.    Barrows 
Howard    Becker 

Alfred   Paul    Bcrger 

Norman   J     |     Berger 
Curtis    Berrien 
Howard  M.   Brcnncman 

Emil    Busching 
Bcnita    Camicia 

|ohn    R.    Carr 

lean   Carroll 

FORMER    AFFILIATION 

Calen   E.    Broylcs.    Denver,   industrial  advtg 
Ncedham,    Louis   &    8rorby.    Chi,    treas 
Boston    Post 

NEW    AFFILIATION 

Landers,   Frary  &   Clark,   New   Britain,  Conn,  advtg  prod  mgr 

Crey  Advt,    NY,   acct  exec 

Emil   Mogul  Co,   NY,  copy  grp  head 

Crey  Advtg,   NY.   corp  secty  &  gen   mgr 
Footc.  Cone  &   Bcldlng.   Chi,  vp 

Ncedham.    Louis  &   Brorby.   Chi.  controller 
Dormin,    Inc.   NY,   gen   mgr 

Thomas  B.  Casey 

David    S.    Christy 
Henry   W     Clccff 
Frank    Daniel 

Robert  F.   Desmond 

Betty    Dickie 

Sullivan.    Stauer,    Colwell   &    Baylcs.    NY,    time   buyer   &    medi 
coord    

Ross  Advtg.  Peoria,  art  staff 

Kal.   Ehrlich  &   Merrick  Advtg    Wash.   DC.  acct  exec Same,  vp 

Same,  financial  vp  &  secty 

Allcngcr   Advtg   Agcy.    Brooklme     Mass.   acct  exec 
Wm    Schallcr    Co.    W    Hartford     Conn,    prod    mgr 
Richard  K    Manoff,  NY,  acct  exec 

Same,  copy  chief 
Leber  &   Katz  Advtg.   NY,  partner  6  gen  mgr 
Reach     McClmton  &  Co     NY     vp  &   copy  dir 
Same,  treas 

Same,  vp  chg  of  sis 

Clint  Sherwood  Advtg.  SF.   head  publicity  &  pub  rel's  dept 
Andcrson-McConnell  Advtg.   LA.   mrktmg  dir 

McCann-Erickson,     NY 

Lenncn  &  Newell.   NY.   business  mgr  radio-tv  dept 
I     Walter   Thompson.    NY 

KTLA.   LA,   supvsr  traffic  Or  cont 
Vincent  W.  Enckson  Ncedham,   Louis  &   Brorby.   Chi.  asst  controller 
Robert  C     Everett 
Arthur   P.    Fclton 

Richard    E.    Fisher 
Robert   L    Flink 

Lester   E.    Gallagher,   Jr. 
Maurice   J.    Carrett 
Clayton   C.    Comg 
Marx  Hartman 

John   Hoagland 
Wm    I.    Hoffhine.    Jr 
Robert  C.   Holmes 

Ernest  Lee  Jahncke. 
Dcwitt  L.  Jones 
Ted    Kepcs 
Victor   Lee 

Donald   L.    McCcc 

George  Miller 
William    I.    Moore 
Paul  E.  Nelson 

Peter  H.   Nicholas 
Martin   L.   Nierman 
Ted    Page 

Donald    E.    Perdue 

Wm  R.   Pinkney,  Jr 

Ceorge    Polk 
Norman    Raw 

Stephen   H.   Richards 
Charles  F.  Rivers 
Don  Rowe 

I' 

Leo   Burnett.    NY.   acct   supvsr 

Bruce   Payne  Asso.   vp  &  dir  mrktmg 
Amcr  Airlines.   NY.   dir  community  affairs 
Ross  Advtg.    Peoria,   art  dir 

Kctchum.  MacLeod  &  Grove.   Pitts-NY.  merchdsng  acct  exec 

Kudncr  Agcy.   Inc.  LA.  pub  rcl's BBDO.    SF.    acct    exec 

Eisaman-Johns.    LA.   prod   mgr 

BBDO.   NY.  in  chg  tv-radio  pgmmg 

Guild.    Bascom   &    Bonfigli.   SF.   sccty-trcas 
WWLP-TV.   Springfield,   prod 
ABC   Radio   Net.   NY,   vp  &  asst   to  prcs 
Leo   Burnett.    NY.   acct  supvsr 
|     Mather  Lupton  Co.   NY.  asst  prod  mgr 

Wank  &  Court  &  Lee.  SF.  secty-treas  &  partner 
Buchanan  &  Co.  SF.  v-chrmn  of  plans  bd  &  acct  exec 

Operated  own   public   rcl's  agcy    SF    
NBC.    NY.   mgr   pgm   &   fax   pricing 

Gardner   Advtg.    St.    Louis,    radio-tv   prod    supvsr 
Benton  &   Bowles.   NY,  asso  research  dir 

Edward    Pctry.    NY.   eastern   sis   mgr 
Edward  Petry.  NY,  acct  exec    

Biddlc  Co.   Bloommgton.   prod  mgr 
WTVH-TV.    Peoria,    sis 

BBDO.   NY.   in  chg  tv-radio  planning 
Allied    Graphic    Arts.    NY 

Kudncr  Agcy.   Inc.   LA.   liaison  exec 
Robt  M.  Garrlck.  acct  exec 

BBDO.   Hollywood,  head  tv-radio  prod 

Compton    Advtg.    LA.    media    dir 
Same,   research-media  mgr 
Anderson   6  Cairns.    NY.   asst  acct  exec 

Ogilvy  Benson  &   Mather.   NY.   time-buyer 
Ted   Bates,    NY.   asst   media  supvsr 
Burke   Dowling  Adams.   NY.  art  director 
Bcrnie   Ebert  &  Asso.   LA.   prod  supvsr 
Same,   asst  to  treas 
Same,    vp 

Cunningham   &   Walsh.    NY.    same 
Lennen  &   Newell.   NY.  asso  dir  merchdsng 

Same,   acct  exec   client   service 
Same,  dir  of  merchdsng  dept 

Same.   LA   liaison  exec 
Same.   LA.   acct  exec 
Bcrnie   Ebert  &  Asso.   LA.  acct  exec 
Same,   acct   exec 
Same,    plus   vp 

Houck  &  Co.   Roanoke.  Va.  dir  radio-tv  dept 
Edward  Pctry,   NY    vp  &  asst  to  prcs Same,    vp 

Same,  prod  mgr 

Honig-Coopcr    SF    art  director 
Honig -Cooper     SF     merchndsg   acct   exec 
Campbcll-Mithun.    Hollywood     acct   exec 
Benton   &   Bowles.    NY.   dir   tv  ops 
Aubrey  Finlay  Marley  &  Hodgson.  Chi.  acct  exec 
Chas    W.   Hoyt  Co.   NY.   vp  in  chg  research 

Same,   vp  &   ntl   sis  mgr   of   tv  div 
Same,    asst    sis   mgr 

Ross   Advtg     Peoria     prod   mgr 

Ross   Advtg.   Peoria     head   tv-radio   div 
Same     plus   tv-radio   pgmmg 
|.    Mather    Lupton   Co     NY.   asst   prod   mgr 
Same.   NY    acct  mgr   Buick   Mtr  div 
Endorsements.   Inc.   NY.   vp  in  chg  western  div 

Same.   NY    tv-radio  acct  exec 
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NEW   AND    RENEW 

ADVERTISING    AGENCY    PERSONNEL   CHANGES  continued 
NAME  FORMER   AFFILIATION 

H.    R     Stebbins  |ohnson    0    Johnson,    New    Brunswick,    N|.    public    rel's   & mcrchdsng    
BBDO.    Hollywood Robert   Stefan 

V,   lliam   F.   Treadwell 
Don  Trevor 

luseph   ).   Trout 
Virginia  Voboril 
Nat   Waterston 
William    L.   Wernicke 
Ken  Westerdale 
Max  Wylie 

Leo   Burnett,    NY,    mgr   publicity   dept 
ATV   Film   Productions,   exec   prod  &  dir 
Progressive   Crocer   Mag,    NY.   asso  ed 

Cood  H'skeeping  Mag,  NY,  asso  food  ed 
J.    Mather    Lupton   Co,    NY 
Morey,    Humm  &   Warwick.    NY,   radio-tv  dir 
Peoria   art   studio 
Omnibus  tv  show  editor           

NEW    AFFILIATION 

Vic    Maitland   &   Asso,    Pittsburgh,    dir   of   merchdsng 
Same,  asst  to  vp   Hollywood  office  &   head  of  prod Same,    vp 

Doyle   Dane   Bernbach,   NY,   tv  producer 
BBDO.   NY.   grocery  mrkting  specialist 
Kenyon  &   Eckhardt.   NY.  asst  home  economist 
Same,   acct  exec  &  prod  supvsr 
Same,  vp 

Ross  Advtg.   Peoria,   asst  art  dir 
Lennen  &   Newell.   NY,   prod  supvsr  tv  shows  NYC 

BROADCAST   INDUSTRY    EXECUTIVES 

NAME 

Rudy   Bergman 
C.    R.    Bramham 
Michael   Burke 

Roger  N.   Cooper 
William    F.    MacCrystall 

FORMER   AFFILIATION 

New  York   Daily  News.  NY.  columnist  &  assoc  radio-tv  ed 
WSM-TV.   Nashville,   sis  mgr    

ARB,   Washington.   DC.  western  div  mgr 
KOA-TV.   Denver,  gen  sis  mgr 

Thomas  P.   DeVito 
Dale  Drake 
Merl    L.    Calusha 
Ceorge    A.    Greenwood 
Tom  Criscom,   Jr. 
Richard   H.   Curley,   Jr. 
Burton   H.    Hanft 
Robert    Kimball 
Richard    F.    McCarthy 
Peter    McCovern 

Jack  Miller 
Harry    Pertka 
Robert   B.   Read 
Robert    F.    Reid 
William    Seaman      
Ceorge   F.   Spring    _ 
Irving  Waugh  _   

ABC-TV,    NY,   assoc   dir       __ 
KFJZ-TV.   Fort  Worth,  ntl  sis  mgr  ... 
WCY.   Schenectady,   mgr    _   

  WNAX,   Yankton,   S.    Dak,   prom    mgr   
WSM-TV,    Nashville,    acct    exec   
WEEI.  Boston,  sis  staff  _   
Screen   Cems.   NY,   dir  of  business  affairs 

...  .WKRC-TV,  Cincinnati,  sis  rep  ... 
Byron    Productions,    tv   ed-researcher 

..Buchanan  &  Co.   LA.  acct  exec   
ABC-TV,    NY.   sis   exec 
WKRC-TV.   Cincinnati,   local  sis  mgr    
WRCB,   Schenectady,  sis  mgr  _   
ABC-TV,    NY,    pgm    service    mgr 

  WCY,   WRCB.   Schenectady,   sis 
WSM,  Nashville,  exec  asst  to  pres  &  comm  dir  radio-tv 

NEW    AFFILIATION 

CBS  Radio.   NY.  press  &   info  dept 
Same,    comm    mgr 

CBS-TV.    England,   dir  of   net   pgms 
Same,  stn  relations  mgr 

Head  of  new  stn  syndicate  including  KVOA  AM  &  TV,  Tucson. 
&   KOAT-TV.   Albuquerque 

Same,   pgm  service  mgr 
KLIF.  Dallas,  gen  mgr 
WRCB,   Schenectady,   mgr 
WSAZ.    Inc.   Huntington,   W.   Va.   prom   mgr 
Same,   local  sis  mgr 
WBZ-TV,    Boston,   acct  exec 
Same,   vp   in   chg   business  affairs 
WACA-TV.   Atlanta,   tv   prom   mgr 
Same,  local  sis  mgr 
NTA   Film    Network,    NY,   dir  of  net   prom 
KTVR,   Denver,  asst  gen   mgr 
NTA   Film   Network,    NY,   sis  exec  net  sis 
Same,  asst  gen   mgr  &  gen  sis  mgr 
WCY,  Schenectady,  mgr 

Same,    production    mgr 
WRCB,    Schenectady,    sis   mgr 
WSIX,   Nashville,  gen  mgr  radio  &  tv 

NEW  ON  TELEVISION   NETWORKS 

SPONSOR  AGENCY  STATIONS 

Bauer  &   Black,   Chi        ...Leo  Burnett,  Chi    _   CBS   77      
Campbell  Soup,  Camden,  N)   BBDO,    NY   ABC   

Chesebrough-Pond's,   NY     Mc-E,  NY    NBC 
Florida  Citrus  Commission,  Lakeland,  Fla.    Benton    &    Bowles,    NY       CBS   102 

Kellogg  Co,  Battle  Cr'k,  Mich   Leo  Burnett,  Chi        ABC   
Kellogg  Co,  Battle  Cr'k,  Mich   Leo  Burnett,  Chi   ABC   
Kellogg  Co,  Battle  Cr'k,  Mich       Leo  Burnett,  Chi   ABC   
Kellogg  Co,  Battle  Cr'k,  Mich      Leo  Burnett,  Chi   ABC    
Kellogg  Co,  Battle  Cr'k,  Mich    Leo  Burnett,  Chi    _   _   ABC    
Kellogg  Co,  Battle  Cr'k,  Mich     Leo  Burnett,  Chi       ABC   
Oldsmobile,  Lansing,    Mich       __D.   P.    Brother,    Detroit    NBC    

Pabst,   Chi         .   Leo  Burnett,  Chi        NBC   

Pepsi-Cola.     NY     Kenyon  &  Eckhardt,  NY   NBC  __ 

Pontiac,    Pontiac,    Mich    _     MacManus,    J   &   A,    Bloomf'd Hills.  Mich   NBC    
P&C.   Cincinnati        Benton  &  Bowles.  NY  _  NBC 
Ralston   Purina,  St   Louis.   Mo     Cardner.   St   Louis,    Mo   ABC   120 
Union  Carbide  Corp.  NY       _..J.  M.   Maches.  NY   NBC    

PROGRAM,   time,   start,   duration 

Arthur  Godfrey  Time;  Th   10:30-10:45  am:  4  July.  9  wks 
Colt.  45;  alt  F   10-10:30  pm;   18  Oct;  52  wks 

  Bob  Cumming's  Show:  alt  Tu  9:30-10  pm;   1    Oct;  52  wks 
Arthur  Godfrey  Time;  Tu   11-11:15  am;  28   May;   16  June  eff, 

11:15-11:30  am;  13  wks 

The  Buccaneers;  alt   F  5-5:30  pm;  4  Oct;  26  wks 
  Circus  Boy;  alt  Th  7:30-8  pm;  19  Sept;  52  wks 

Sir   Launcelot;  alt  W.   5-5:30  pm;   2   Oct;   26  wks 
Superman;    M   5-5:30   pm;  30   Sept;   26   wks 
Wild  Bill  Hickock;  Tu  5-5:30  pm:   1   Oct:  26  wks 
Woody  Woodpecker;  Th  5-5:30  pm;  3  Oct;  26  wks 

...Six  special  1    hr  pgms  starring  Jerry  Lewis;  '57-8  season;  dates &   times  tba 

Pabst   Mystery  Theatre;   Su  9-9:30  pm;  29  June;   13   wks 
Annie  Cet  Your  Gun    Hl/2);  W  8:30-10  pm;  27  Nov  only 

Annie  Cet  Your  Cun    (%);  W  8:30-10  pm:    27   Nov  only 
Meet  McCraw;  Tu  9-9:30  pm;  2   July;   52  wks 
Broken   Arrow;  Tu   9-9:30  pm;   1    Oct;   52  wks 
Omnibus    ( '  3 1  ;  Su  4-5:30  pm;  20  Oct;   13  wks 

RENEWED  ON  TELEVISION   NETWORKS 

SPONSOR  AGENCY  STATIONS PROGRAM,    time,    start,    duration 

Ceneral    Motors,    Detroit 

Kellogg  Co.  Battle  Cr'k.   Mich Simoniz  Co,   Chi         

MacManus,    J    &   A,    Bloomf'd Hills.   Mich 
Leo  Burnett.  Chi   
Y&R,    Chi   _.. 

NBC   148    Wide   Wide   World;   alt   Su   4-5:30   pm;    15   Sept;   40  wks 
CBS    119  Wild   Bill   Hickock;   Su    12:30-1    pm;  2  June;  52  wks 

CBS    104    __      Art  Linkletter's  House  Party;  W  2:45-3  pm;  3  July;  52  wks 

NEW     FIRMS,     NEW    OFFICES     (Change  o<  address) 

Alfred   Coile   Co,    Minneapolis,   has   moved    to    larger   quarters   in   the  Amer 
Hardware    Mutual    Bldg 

Crosley   Bdcstg  Corp.   Cincinnati,   has  moved   its   Eastern   sis  offices  to  3   E 
54  St 

Cunningham  &  Walsh   Inc.   NY.  has  opened  an  office  in  the  Melrose  Bldg. 
Houston,    Texas 

Cannaway    Productions    Inc.    Hollywood,    has   opened    a   sales   office   at   350 
W  57    St,   NY 

Edward    S.    Kellogg   Co,    LA,    has   opened   offices  at  899   American    St.    San 
Carlos.   Calif 

Richard  Lane  has  formed  his  own  agency.   Richard  Lane   &  Co  with  offices 
at  220  W  39th  St.   Kansas  City 

Charles    L.    Rumrill    Co,    Rochester,    has   changed    its   name   to   The    Rumrill 
Co.   Inc.  and  moved  to  its  new  building  at   1895   Mt.   Hope  Ave 

W-CAR.    Detroit,   has   moved   to   500  Temple  Ave 

STATION    CHANGES 

KCBC  Radio.  Des  Moines,  has  appointed  Devney.  Inc.  as  its  exclusive 
national    sales   rep 

KCOP.  LA  tv  station  has  been  sold  to  Bing  Crosby.  Ceorge  L.  Coleman. 
Joseph   A.   Thomas  and   Kenyon    Brown 

KOVR-TV,  Stockton.  Calif,  is  now  ABC's  exclusive  tv  outlet  for  Sacra- 
mento-Stockton  area 

KPAC-TV.  Beaumont.  Texas,  will  become  an  optional  affiliate  of  NBC 
tv   network 

KPTV.    Portland,    Ore,    is    now    the    exclusive    NBC    tv    outlet    in    Portland 

KVEC-TV,   San    Luis  Obispo,    is   now  a   satellite  station   of   KSBW-TV,   CBS 
tv  affiliate   in    Salinas-Monterey,   Calif 

WDAK-TV.   Columbus,   Ceorgia.   has  changed   its  call   letters  to  WTVM 
WEAT-TV,    Inc.   West    Palm    Beach.    Fla.    have   appointed   Vernard.    Rintoul 

&    McConnell    their    stn    reps 
WFIE.    Inc.    now   owns    and    operates   WFIE-TV.    Evansville.    Ind.    replacing 

Premier  Television ".1 
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Another  facet  of  the  fabulous  WSM  story. . . 

THE  /*s 

GHAUD  OLE  OPRY     V 

Wf*
* 

There    is    a    difference   .   .   .    it's     WSM    radio 
50,000   WATTS,  CLEAR   CHANNEL,  NASHVILLE   •   BLAIR    REPRESENTED 
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SPONSOR  ASKS 

Can  television  comedy  come  back— and  how   Z 

Steve  Allen,  SBC  TV,  New  Yorh 

I  here  is  no  question  tlmt  the  tradi- 

tional  corned)  show — as  we  have  come 
to  know  il  in  radio  and  television — is 

on  the  ropes.  The  old-line,  stand-up 
comic  who  created  a  memorahle  pat- 

tern for  so  many  years  is  fading,  a  vic- 
tim not  so  much  of  age  (although  so 

main   of  our  comics  arc  growing  old  I 

"difficult  to 
sustain  high- 

level  comedy" 

■ut  of  things  like  "over-exposure,"  lack 
of  material  and  changing  tastes  on  the 
part  of  viewers. 

In  fact,  the  comedy  sketch — the  10- 

oj  12-minute  "bit"  -  is  vanishing. 
There  are  few  comedy  or  variety  shows 
which  present  the  sketch  consistently 

i  m\  show  on  NBC  TV  Sunday  nights 
is  one  of  them  I  and  I  am  not  giving 
away  any  trade  secrets  when  I  say  that 

it  is  quite  difficult  to  sustain  high-level 
comedy  in  sketches  week  after  week. 

Probabl)  the  lone  exception  to  the  Law 

of  Over-Exposure,  in  my  opinion,  is 
Sid  Caesar.  I  think  the  quality  of  the 
Caesar  show,  week  after  week,  year 
after  year,  has  been  a  tribute  to  the 

genius  of  this  man  and  his  organiza- 
tion; and  I  cannot  believe  that  televi- 

sion will  allow  him  to  remain  idle. 

Is  there  a  solution  for  improving  the 

outlook  of  comedy  in  television?  Well, 
for  one  thing,  a  new  generation  of 

comics  and  comedy  writers  must  be  de- 

\  eloped.  Comedians  don't  have  the 
outlets  they  used  to  in  the  old  da\s  of 
abundant  club  and  small  hotel  book- 

ings. Also,  they  are  frequently  slung 
onto  the  big-time  tread-mill  without 

enough  audience  experience.  Any  an- 
swer  to  the  problem  involves  the  loca- 
tion,  1  raining  and  careful  management 

omedy  personalities,  both  in  the 
performing    and    writing    field.     The 

question  as  to  how  this  is  to  be  accom- 
plished lias  yet  to  be  answered  by  the 

networks. 

Jack  Philbin,  executive  producer,  The 
Jackie  Gleason   Show,  CBS  TV,  New   Yorh 

I  here  is  a  base  canard  making  the 
rounds  that  tv  comedy  has  been  shorn 

of  its  prestige,  dropped  into  a  manhole 
and  the  cover  clamped  tight.  In  my 

opinion,  nothing  could  be  further  from 
the  truth. 

The  histor)  oi  the  tv  entertainment 
business  has  been  one  of  cycles  where- 

in trends  and  phases  are  the  pivots 
around  which  the  industry  revolves. 

We  are  in  a  period  at  the  moment 

w  here  the  giveaway  and  western  shows 
seem  to  have  an  unusual  importance 
in  our  scheme  of  entertainment,  and 

the  corned)  titans  seem  to  have  taken 
a  temporary  setback.  If  I  remember 

correctly,  industry  executives  were  say- 

ing the  same  thing  about  the  big  com- 
edy shows  during  the  heyday  of  radio. 

"remove  it  from 
the  weekly 

assembly  line" 

but  when  the  final  accounting  was  in  it 
was  the  comedian  who  outlasted  the 

giveaway  and  variety  shows. 
The  comedian  has  been  the  bulwark 

of  the  entertainment  medium  since  the 

very  beginning,  and  the  laugh  is  now 
more  therapeutically  necessary  to  help 
relieve  the  strain  of  our  e\er\da\  liv- 

ing. It's  a  kind  of  sustenance  that  is 
as  important  to  us  emotionalK  as  food 

is  necessary  for  our  physical  well- being. 

The  weekly  tv  corned)  show  revolv- 

ing around  star  performers  has  be- 
come a  monster  with  an  insatiable  ap- 
petite for  good  material,  without  which 

no  comedian  can  exist,  and  our  audi- 
ences are  becoming   more  demanding 

for  new,  different  and  more  exciting 

approaches  to  entertainment.  There- 
fore it  seems  that  comedy,  the  most 

sensitive  of  the  arts,  should  be  removed 

from  the  weekh  assembly  line  and  pre- 
-i  nted  on  a  once-a-month  basis.  This 
would  allow  the  comedian,  his  writers 

and  supporting  players  the  luxury  of 
time  and  adequate  preparation  to  do 

justice  to  their  talents. 
The  distress  flares  have  gone  up  be- 

cause such  great  comedians  as  Jackie 
Cleason  and  Sid  Caesar  have  aban- 

doned their  regular  weekly  schedules, 
but  let  us  not  shed  tears  prematurely. 

I  believe  they'll  be  back.  They've  just 
gone  fishing. 

Walter  Craig,  wee  i>res.  in  charge  oi 
radio    and    tv,    Norman.    Craig    &    Kummel, 

New  York 

And  how!  Nature  abhors  a  vacuum. 

Where  there's  a  demand,  a  supply  de- 
velops. Ever  since  the  days  of  the 

court  jester,  there  has  been  a  demand 
for  the  comedian:  and  there  will  al- 
wa\s  be  a  demand,  on  the  publics 

part,  for  him.  Ergo:  Comedians  will 
"come  back"*  i  if  the\  can  be  said  to 

have  "gone  away"  i . 
Sponsors,  and  the  comedians  they 

sponsored,  failed  to  foresee  the  "wear out"  factor  in  tv's  terrific  saturation. 

Consequently,  comics  fastened  onto 

characters  and  repeated  them  week- 
after-week  in  like  situations  to  an  au- 

dience that  was  preponderately  the 
same  year  round.  Quite  naturally,  the 
audience,  as  it  became  more  and  more 

familiar  with  the  pattern,  gradually  de- 

parted until  it  fell  below  practical 

"pay-off"  size.  \o  one  is  particularly 
to  blame.  \\  e  were  all  sailing  unchart- 

ed waters.  That  we  found  the  shoals 

and  can  chart  them,  augurs  well  for 

those  yet  to  come. 
However,  if  your  question  bad  been 

"Can  today's  comedians  come  back? 

m\  answer  would  be  the  same — "And 
how!"  Ever)  comedian  worth)  of  the 
name  is  a  good  actor.  His  actions  and 
reactions,   his   readings   and   his  char- 
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■ctei izations,  are  .ill  basii  all)  legil 

ones  bul  broadened  out  i"i  corned) 
pin  poses.     I  le  is  the  actoi  w  iili  .1  plus 

the  inherent  ;i!>ilii\  to  \«-  funn) .  I  !>■ 
has  onlj  one  pi  oblem  the  propel  use 
of  hi-  talent.  Hie  answei  must  lie  in 

.'  1 1 1 •  w  approach,  In  the  comic,  ti»  the 
iv  medium. 

Most  comedians  do  nol   plaj    them- 

"foresee  the 
II  fill  oil/ 

factor"
 

-1  Ives  as  Jack  Bennj  does.  Rather,  the) 

find  funn)  characters  to  play.  (Gleason 
with  his  Timid  Soul,  bartender  .  .  .: 

Mutton-  with  his  punch  drunk  fighter, 

street  urchin;  Caesar  with  In-  Pro- 
fessor, the  commuter  1 .  Hie)  find 

three  or  four  thai  pa)  "IT  big  and 

the)  sta)  with  them  histor)  indicates 

the)  >ta\  w  itli  them  tun  long. 

So  I  suggest  we  start  i<>  |>irk  up  t li«- 
pieces  b)  asking  the  comics  and  the 
writer-  to  stop  trying  to  take  a  stel 
character  or  characters  and  repeating 
them  week  after  week  in  situations  that 

are  raerel)  variations  on  a  basic  theme. 

I  et's  a-k  them  t"  remember  the  comic 

i-  an  actor.  Let's  create  new  charac- 
ters for  li i it  1  to  play.  The  new  char- 

acters will  It-ad  tin'  writer-  into  new  sit- 

uations, the  new  situation-  will  trigger 
new  gags,  this  new  material  will  force 
the  comedian  to  invent  new  manner- 

isms, different  pacing  and  surprise 

readings,  and  the  public  will  suddenl) 
find  the  comic  and  his  corned)  stays 

"fresh." 

It  isn't  eas)   bul  it  certainl)   can  be 
done.      The  comic   won't    need   a   whole 
new  set  of  characters  ever)  week  1  mi  1 
should    drop    even    highl)     successful 
ones  after  a  few  weeks,  let  them  lie  on 
the  shelf  awhile  and  then  return  them 

for  another  whirl  when  the)  will  again 

->  em  sparkling  new . 
For  m\  part.  I  could  never  -ell  co- 

medians short.  \-  a  matter  of  fact, 

because  of  m\  feeling  for  corned)  and 
comedians,  our  agenc)  is  in  serious 

negotiations    right    now    with    a    new 
comedian    to    develop    a    new     comedy 

series  along  ezactl)  these  lines.  v" 

let  -  don't  weep  for  the  comic-.  Let's 
give  them  a  moment  to  catch  their 

breath,  adapt  to  the  worlds  most  vo- 
racious medium  so  far,  and  the)  will 

answer  your  question.  Corned)  will  be 
back     and  how  !  ^ 

BENTON  &  BOWLES 
Parliament  Cigarettes 

"Restaurant  Counter" 

LEO  BURNETT 
Marlboro 

"Filter,  Flavor,  Flip-top  Box" 

CAMPBELL  EWALD 
General  Motors 

"Salute  to  the  '57  GM  Cars" 
Chevrolet 

"Rebus" 

KENYON  &  ECKHARDT 

Pepsi-Cola 
"Polly  Bergen  at  Rural  Station" 

Mercury 

"1957  Floating  Ride" 

J.  WALTER  THOMPSON 
Eastman  Kodak 

"Brownie  Movie  Camera" 
Ford 

"Standing  on  the  Corner" 

We're  happy 

to  put  you  on  the  spot ! 
Congratulations  to  Benton  &  Bowles.  Leo  Burnett,  Campbell  Ew  aid. 

Kenyon  &  Eckhardt  and  J.  Walter  Thompson  for  those  television 

commercials  recently  selected  by  the  4A's  as  outstanding  examples 
of  improvement  in  advertising  content. 

We  are  proud  to  have  played  a  part  in  producing  them. 

UNIVERSAL  PICTURES  TELEVISION  DEPARTMENT 
"There's  no  substitute  for  experience" 

\ew  York  Office  —  445  Park  Avenue 
Telephone:  PLaza  9-8000 

Hollywood  Office  —  Universal  Studio,  Universal  City 
George  Bole  in  charge  of  Production  M'l 
Telephone:  STanley  7-1211  ^^   I 

FOB  THE 
Write  for  free  illustrated  brochure  professional  touch 
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TV  comedy  is  not  a  funny  business. 

What  seemed  hilarious  at  a  story 
conference  can  fall  flat  at  airtime. 

Film  can  help  here — in  many  ways  I 

With  film,  pre-testing  is  easy  . . . 
laughs  can  be  measured, 

highlighted— "fluffs"  cut  out . . . 
stations  and  time  lined  up  with 

far  more  control.  That's  why 
a  good  comedy  show  is  a  better 

comedy  show  on  EASTMAN  FILM. 

For  complete  information  write  to: 

Motion  Picture  Film  Department 
EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

East  Coast  Division 
342  Madison  Ave. 
New  York  17,  N.Y. 

Midwst  Division 

\  30  East  Randolph  Drive 

Chicago  1,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  Calif. 

or  W.  J.  GERMAN,  Inc. 
Agents  for  the  sale  and  distribution  of 
Eastman  Professional  Motion  Picture  Films, 

Fort  Lee,  N.J.;  Chicago,  III.;  Hollywood,  Calif. 

Be  sure  to  shoot 

IN  COLOR  . . . 

You'll  be  glad  you  did 

Valional  and  n  ■  ional  ̂ »>f  bu  ■  i 

///  iiaiL  nou  m  r<  ompleted 

SPOT  BUYS 

RADIO    BUYS 

General  Foods  Corp.,  Maxwell  House  div.,  Hoboken,  Y  I.,  i-  pur- 

chasing time  in  25  scattered  markets  i"  promote  ii-  instant  coffee. 
Schedule  Btarted  I11  June  l"i  two-to-seven  weeks  depending  upon 
the  market.  Ten-  ami  20-second  Live  announcements  will  be  broad- 

cast 7  in  9  a.m.  iii  reach  both  nun  ami  women.  Semi-saturation 

frequenc)  in  each  market  will  I"-  about  25  announcements  pel  week. 

Buying  i-  completed.   Buyer:  Grace  Porterfield.     Vgency:  Benton  X 

BoW  If-.     \ru     N  (ilk. 

Lever  Bros.,  New  York,  is  planning  a  campaign  for  Ocala,  Orlando. 

Tampa,  St  Petersburg  and  Lakeland.  I'la..  to  t « — t  it-  Praise,  a  new 
toilet  soap.  Campaign  will  begin  8  Jul)  for  52  weeks.  Minute.  20 

ami  30-second  e.t.'s  will  lie  -lotted  during  daytime  hour-.  Frequency 
per  week  in  each  market:  14.  Buying  is  completed.  Buyer:  Luc] 

Kerwin.    Agency:  Kenyon  &  Eckhardt,  New  York. 

Chesebrough-Pond's  Inc.,  New  York,  is  initiating  a  campaign  in 
125  markets  for  its  Vaseline  hair  tonic.     The  area  covered  will  be 

the  Southeast.  Southwest.  West  Central  and  I'aeilie  -tales;  26-week 

campaign  will  begin  1  July.  Minute-  will  he  placed  primaril\  during 

earl)  morning  and  late  afternoon  to  reach  a  male  audience.  I"  re- 

queue) per  week  in  each  market:  five  to  15.  Buying  i-  one-fourth 
completed.  Bu\er:  Charles  Willard.  Vgenc)  :  McCann-Erickson, New  York. 

Westinghouse    Electric    Corp.,    Pittsburgh,    i-   going    into    man) 

major  markets  to  promote  it-  air  conditioners.  Short-term  campaign 

is  calculated  to  reach  a  famil\  audience.  E.  I .'-  will  In-  placed  during 
early-morning  hours:  saturation  frequenc)  will  var)  from  market 
to  market.  Buying  is  completed.  Bu\er:  Tom  Hollingshead.  Vgenc)  : 

McCann-Erickson,  New   ̂   ork. 

Sterling  Drug  Inc.,  National  Brand-  division,  is  planning  a  Wesl 

Coast  campaign  for  its  insecticides  and  rat  poison.  Schedule  will 

-tart  1  Jul)  and  run  through  30  November.  Minute  participations  in 

farm  programs  and  five-minute  service  show-,  an-  being  sought 
during  the  early-morning  and  noon-hour  periods.  Frequenc)  per 

week  in  each  market:  five.  Commercials  foi  d-Con  Read)  Mix  and 

Bid-N  will  be  both  e.t.'s  and  live.  Buying  is  half-completed.  Buyer: 
Boh  Mall.     Vgency:  Thompson-Koch,  New    York. 

RADIO  AND  TV  BUYS 

Liggett  &  Meyers  Tobacco  Co.,  New  York,  i-  entei  ing  \\  est  <  oast 

market-  for   it-  Oasis  cigarettes.     Four-week   campaign   will   b< 

shortl)   in  California  and  then  moves  into  Oregon,  Washington  and 

Arizona  as  distribution  is  extended,      relevision  frequency:  fouj   to 

five  per  week   in  each   market:    radio     ovei    30  pei    week   in  each 

market.  Other  major  market-  will  be  added  as  distribution  i-  ex- 

panded. Buying  i-  completed.  Buyer:  John  Morena.  Vgency:  Mc- 

Cann-Erickson, New    ̂   ork. 
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TV  RESULTS 

Capsule  case  histories  of  successful 

local  and  regional  television  campaigns 

USED   CARS 
SPONSOR:  L.  0.  Gates  AGENCY:  Direct 

Capsule  case  history:  Television  made  a  perfect  score  on 

this  one;  over  a  13-week  period  L.  0.  Gates,  automobile 

dealer,  sold  every  used  car  it  advertised  on  tv.  Last  Novem- 

ber. Gates  completed  a  26-week  contract  for  two  announce- 

ments a  week  on  WNDU-TV.  Results  to  that  point  were 

such  that  the\  bought  a  52-week  renewal  order  for  three 

announcements  a  week.  Since  19  November,  one  of  the 

three  weekb  announcements  has  been  used  exclusively  to 

promote  the  sale  of  used  cars.  During  the  13-week  period 

following  the  first  of  these  announcements  every  one  of  the 

used  cars  featured  on  television  was  sold.  The  sales  oc- 

curred either  the  next  day  or  within  a  week.  It  was  noted 

that  although  display  material  and  classified  ads  are  some- 

times used,  customers  consistently  ask  to  see  "that  car  on 

tv."  The  cost  per  announcement  per  used  car  sold  was  $36. 
Gates  sales  are  hitting  an  all  time  high  with  the  aid  of  tv. 

WNDU-TV,  South  Bend-Elkhart PURCHASE:  Announcements 

HAM 

SPONSOR:  II.  I..  Hand)  Co.  AGENCY:  Hoag  &  Provandie 

Capsule  case  history:  Television  proved  to  be  a  natural 

for  introduction  of  H.  L.  Handy 's  new  product  improve- 
ment Ham-in-the-Pan.  Tv  commercials  enabled  the  adver- 

tiser to  demonstrate  very  graphical!)  the  major  benefits  of 

this  new  type  of  pre-cooked  ham.  Ham-in-the-Pan  is  a  bone- 

less, fruited  ham  which  comes  to  the  consumer  fully  cooked 

and  candied  in  an  aluminum-foil  pan.  After  the  ham  is 

heated,  which  is  the  onl\  preparation  necessary,  the  pan  can 

be  thrown  out.  The  basic  appeal  of  the  convenience  of  the 

throw-away  pan  was  emphasized  in  commercials  carried  bv 

WHCT-TV.  This  campaign  spearheaded  the  Ham-in-the-Pan 

promotion  in  the  Hartford  market  area.  The  tv  saturation 

consisted  of  24  one-minute  announcements  broadcast  on 

WHCT-TV  during  the  big  pre-Christmas  ham  weeks,  10  to 

21  December.  Scrubbing  pans  must  be  Hartford's  pet  peeve 

■ — the  tv   campaign  gave  the  new   products   a   flying  start. 

WHCT-TV,  Hartford,  Conn.  PURCHASE:   Announcements 

MILK 
SPONSOR:  Leatherwood  Co.  AGENCY:  Direct 

Capsule  case  history:  This  dairy  advertiser  gained  500% 

in  sales  of  half-gallons  of  Leatherwood  Homogenized  Milk 

b\  means  of  a  special  merchandising  campaign  based  on 

The  Cisco  Kid's  popularity  with  television  audiences.  To 

introduce  their  new  two-quart  container,  which  features  pic- 

tures of  Cisco  and  his  sidekick  Pancho  with  cop\  about  the 

show,  Leatherwood  offered  a  plastic  Cisco  Kid  tumbler  as  a 

package-attachment  premium.  The  offer  was  advertised  just 

twice  on  The  Cisco  Kid  program  on  WHIS-TV.  Commer- 
cials indicated  that  the  tumbler  would  be  available  for  two 

days  only.  As  a  direct  result  of  the  two  exposures  on 

\\  IIIS-TV,  Leatherwood  sold  its  entire  stock  of  15,000  spe- 

cial cartons  long  before  the  close  of  the  weekend  offer.  W.  S. 

Brank,  general  sales  manager  of  the  dairy  company,  esti- 

mates that  these  15,000  sales  represent  purchases  by  three 

out   of  every   four   families  in  the  Bluefield.   \\  .    \  a.   area. 

V,  BIS-TV,  Bluefield,  W.  \  a.  PURCHASE:  The  Cisco  Kid 

REAL  ESTATE 
SPONSOR:  Zweifel  Realty  Co.  VGENCY:  Direct 

Capsule  case  history:  Zwiefel  Realty  Co.  achieved  a  new- 

kind  of  success  through  television  advertising.  Its  tv  cam- 

paign brought  so  much  new  business  that  the  firm  was 

forced  to  suspend  its  commercial  schedule  or  risk  being 

completely  swamped.  Zweifel  Realty,  a  small  real  estate 

agency,  wanted  to  increased  its  propert\  listings  through  tv 

advertising.  With  a  restricted  budget,  the  firm  invested  just 

$19  per  week  in  television.  Zweifel  bought  alternate  week 

co-sponsorship  of  an  earl\  evening  weather  cast  I  aired  from 

6:10  to  6:15  p.m.  on  KROC-TV).  Commercials  were  broad- 

cast four  times  between  25  March  and  10  May.  After  just 

these  four  appearances  Zweifel's  property  listings  had  in- 

creased to  a  point  far  beyond  the  company's  physical  abil- 
ity to  handle  them.  Suspension  of  tv  was  necessary  to  catch 

up  with  the  landslide  of  listings,  though  Zweifel  Realt)  plans 

a  return  to  KROC-TV  when  it  is  able  to  handle  tv  results. 

KROC-TV.  Rochester,  Minn. PURCHASE:  Weathercast 
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John  II.  DelVitt,  Jr.,  President 

WSM  and  WSM-TV,  Incorporated 

announces    the    appointment    of 

Hi    Bramham 

as 

Commercial   Manager 

WSM  -TV 
Mr.  Bramham  has  been  Local  Sales  Manager  of 

WSM-TV  for  the  past  seven  years.  In  his  new  capacity 

he  will  have  direct  supervision  of  all  national 

and  local  sales.  He  brings  to  his  new  position  a 

comprehensive  sales  and  advertising  background 

which  includes  radio,  and  outdoor  advertising 

as  well  as  television. 
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News  and  Idea 

WRAP-UP 

BOTH  "BOUNCED"  TO 

NO.  1  STATIONS 
ratings  STILL 

on  the  climb! . . . 

KOBY    IN    SAN    FRANCISCO  — 

KOB'f  is  the  radio  success  story  of 
the  year!  All  ratings  have  zoomed 
showing  KOBY  No.  1  independent 

in  the  nation's  7th  largest  market. 
March-April  Pulse — weekdays  6  a.m. 
— midweek  7.3.  Saturdays  7.6,  Sun- 

days 9.3.  March-April  Hooper  — 
weekdays  7  a.  m.-6  p.  m.  21.3. 
Saturdays  27.9,  Sunday  34.7.  Niel- 

sen agrees— rates  KOBY  at  21,100 
NSI  6  a.  m.— midnight.  KOBY  op- 

erates full  time  .  .  .  10,000  watts 

make  it  the  entire  bay  area's  most 
powerful  independent.  Represented 

nationally  by  Edward  Petry  &  Com- 
pany,  Inc. 

KOSI    IN  DENVER— 
the  No.  1  independent  and  ratings 

continue  to  climb!  April-May  Hoop- 
er 17.2  a.  m.,  21.4  p.  m.  share; 

Febuary  Pulse  15.5  all  day  average 

.  .  .  there's  no  limit  to  KOSI's 
popularity.  KOSI  sells  with  5000 
watts  day  time — operates  full  time. 
A  "must"  buy  in  Denver.  Repre- 

sented nationally  by  Forjoe. 

MID- AMERICA 
Broadcasting    Company 

In   Greenville,    Mississippi   WGVM 
is   No.    1    in   Hooper  and    Nielsen 

'•J 

ADVERTISERS 

Ideal  Toy  Corp.  (which  pulled  it- 
self out  of  the  red  back  in  1935 

when  it  brought  out  the  first  Shir- 
ley Temple  doll)  may  again  back 

the  moppet  star — this  time  on  tv. 

The  toy  company's  television  plans for  fall  will  take  one  of  these  four 
courses : 

•  NTA's  Shirley  Temple  re-issue 

package 
•  Network  tv  show 

•  Interstate  TVs  Kite  Flight 

•  Heavy  spot  tv  in  45  markets,  if 
no  show  is  selected. 

The  Temple  movies  currently  are 

running  ahead  of  the  rest  of  the  field 

with  Ideal  particularly  since  the  com- 

pany plans  to  re-issue  the  Shirley  Tem- 
ple doll  this  fall. 

Ideal  is  increasing  its  tv  budget  by 

509r  this  coming  fall  to  bring  it  up 

to  $300,000.  The  toy  company's  agen- 
cy, Grey,  is  now  researching  the  vari- 
ous show  suggestions  which_  also  in- 

clude several  network  kidshows  plus 

NBC  TV's  Hans  Brinker  special. 

Quick    takes:    Borden's    Elsie    the 
Cow  "name  the  twins"  contest  pulled 
a  total  of  2,963.103  entries.  The  Reu- 

ben H.  Donnellev  Corp..  handlers  of 

the  contest,  report  that  this  is  a  record 
for  contests  of  this  kind  ...  P.  Loril- 
lard  offers  this  twist  on  the  current 

custom  of  buying  pop  melodies  for 

use  in  singing  commercials:  the  to- 

bacco company  has  just  sold  the  orig- 
inal melody  of  its  Kent  cigarette  sing- 
ing commercial  to  Tin  Pan  Alley  for 

use  as  a  popular  tune.  Aladdin  Rec- 
ords has  used  the  theme  as  an  instru- 

mental and  also  put  lyrics  to  it  in  a 

number   called    "For   Love." 

People  making  news :  Bette  Doo- 
little  has  been  appointed  director  of 

women's  press  and  radio-tv  relations 
for  the  Grocerv  Manufacturers  of 

America  .  .  .  David  Mazer  has  been 

named  cup  and  container  product  man- 
ager at  Hudson  Pulp  \  Paper  Corp. 

.  .  .  Job  title  changes  at  the  Dr.  Pepper 
include  Yi  .   W  .   Clements   from   vice 

president  and  general  sales  manager 

to  vice  president-marketing  and  Rob- 
ert L.  Stone  from  assistant  general 

sales  manager  to  sales  manager  .  .  . 

Ralph  Fields,  Re\nolds  Metals  Co. 
veteran  executive,  has  been  named  to 

the  newly  created  post  of  director  of 
sales  promotion  and  merchandising 
for  all  consumer  markets  .  .  .  Edward 

R.  Bartley  has  been  named  manager 

of  marketing  research  at  B.  F.  Good- 
rich Tire  Co.  .  .  .  Claire  G.  Ely  has 

been  elected  vice  president  in  charge 

of  marketing  for  Maytag  effective  1 

Sept.  He  succeeds  Roy  A.  Bradt  who 
is  retiring  as  vice  president. 

AGENCIES 

N.  W.  Aver,  which  has  handled  the 

Dole  account  for  Hawaiian  Pine- 

apple Co.  for  25  years,  bows  out 
of  the  account  1  October. 

Dole  will  move  over  to  FCB  which 

now  has  the  rest  of  Hawaiian  Pineap- 

ple's business. 
In  announcing  the  disassociation, 

Aver  said  the  move  was  due  to  the 

agency's  "basic  disagreement  with 
marketing  programs  adopted  by  Ha- 

waiian Pineapple." 
The  company  currentlv  is  diversify- 

ing and  test  marketing  other  fruit  and 

vegetable  products  under  the  Dole 
label. 

North  Advertising  has  worked  out 

an  affiliation  arrangement  with 

Clifford  Gill  Agencv,  Beverlv  Hills, 

Cal. 

Under  the  set-up  Norths  YA  est  Coast 
office  force  will  move  into  the  Gill 

shop  under  the  direction  of  Clifford 
Gill. 

Don  Paul  Nathanson.  president  of 

North,  emphasized  that  both  agencies 

"will  continue  to  serve  their  respective 
accounts  at  separate  entities  though 

pooling  their  talents  and  facilities." 

**88  Current  Merchandising  Con- 

cepts— and  Their  Practical  Appli- 
cation/* fourth  in  a  series  of  studies 

by  E.  B.  Weiss,  director  of  merchan- 
dising   at     Dovle-Dane-Bernbach.     has 
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jusl   come  "II    the   press.    Thia   latest 
stud)   is  .1  collection  "I  ideas  and 

gestions  designed  to  help  both  manu- 
facturers and   retailers  mo>  e  |   Iu<  ti 

quickei   and  w  ith  more  pi  ofit. 

New  agenc)  appointments!  Clin- 

ton E.  Frank  fol  foni's  new  hail 

color  rinse,  Bright'ning.  Hill  Blacken, 
Jr.  is  the  account  supervisoi  .  .  .  Ber- 
mingham,  Castleman  A  Pierce  for 
the  Julian  Freii  ich  ( !o.,  meal  packers. 

I  In-   agenc)    will    handle   radio.   |\    and 

newspaper  advertising  .  .  .  Cunning- 
ham «K  VN  alsh  for  Beatrice  Foods 

dairj  dn  ision  i  Meadow  Gold  I  as  01 

I  August  .  .  .  Milton  Weinberg  V<l- 
vertiaing  for  Rol  Rite  BB  Pen  Co. 

Campaign  will  be  launched  in  Cali- 
fornia and  then  go  national  in  behalf 

of  new  151!  Bel-  Ah  $1.49  model  .  .  . 

Kaator,  Farrell,  Chedej  &  Clif- 
ford for  Lanolin  Plus.  \  $2.5  million 

campaign  is  planned  and  air  media 
will  be  used.  New  agenc)  will  also 

handle  test  marketing  for  several  new 

products  .  .  .  Gardner  for  Grove's 
Bromo  Quinine  Cold  (ablets  with  bill- 

ings of  about  $1    million. 

Guild,  Bascom  «K  Bonfigli  has  re- 
sinned the  l«e-al  Tale  llrewinj:  ac- 
count.    The    account    bills    over    $1.5 

million. 

People  on  tin*  move:  Frank  I  •.mi.  I 
has  joined  Ted  Bates  a~  assistant 
media  supervisor.  Daniel  comes  from 
l.ennen  \  Newell  .  .  .  Howard  Becker 

has  moved  to  Richard  I\.  Manoff  a- 

an  account  executive.  Becker  formerl) 

was  with  Grej  .  .  .  George  Miller, 

formerl}  head  of  his  own  p.r.  agenc) 

in  San  Francisco,  ha-  moved  to  Holly- 

wood and  Campbell-Mithun  as  an  ac- 

count executive  .  .  .  Nat  Wa'.erson 
has  been  promoted  to  accounl  execu- 

tive and  production  supervisor  at  John 
Mather  Lupton  Co.  \t  the  same  time 

led  RLepes  has  been  upped  to  produc- 
tion manager  and  Norman  Kau  has 

I  ecu  made  assistant  production  man- 

.  .  \  irginia  Voboril  ha-  left 
Good  Housekeeping  to  join  K&E  as 
assistant  home  economist  .  .  .  Curtis 

Berrien  has  left  FCB  to  become  vice 

president  and  copj  director  at  Reach, 
McCHnton.  Other  new  appointments 

at  the  agenc)  include:  Frank  Sliarpe 

as  traffic  control  manager,  Stephen 

HoMampf.  Jr.  a~  production  man- 

ager and  Henry  K.  Jaeger  as  assist- 
ant production  manager  .  .  .  Frank 

Mct^nillen  is  the  new  operations  man- 

a  ei  foi  Vfaxwell  Assoi  iates,  Philad  -I- 
phia  .  .  .  Irving  Baldner  has  been 
appointed  account  executive  at  the  M 

lengei  Advertising  Agency,  Brookline, 

Mass.  .  .  .  James  W.  Carey,  Bene- 
dict W.  Law  ami  George  Lasezkaj 

h.n  c    been   appointed   to   1  he   ai  1  ounl 
executive    -tall    al    (   Btock    &    '  0., 

Buffalo  .  .      W  illiam  J.  O'Donnell, 
I  ;|ll  )(  •      v.p.      and      media      hc.nl.      and 

James  K.  Schule,  legal  counsel,  have 
I  een  named  assistants  to  the  agenc)  a 

genera]  manager,  Charles  II.  Browei 
.  .  .  Werner  Michel,  formerl)  with 

B&B,  has  joined  Reach,   McCHnton  8 

Co.  as  1  hIi"  ii  directoi  .  .  .  Pietei  P. 
•  I.     ka.lt    has    I.H     Mind    Polita    Ri 

ch  i"  join  the  N.  \\  .    Ayei    1  adio- 

i\  department  in  New  ̂   "i k  <  vene 
<  uddeback,  formerlj  ol  Buchanan- 

I  homas,  has  joined  <  ary-Hill  as  man 
  I  the  •  Imaha  offii  e.    '  uddeback 

succeeds  Virgil  dark  who  has  he- 
come  director  of  the  sj  •■  ial  food  and 

packaged  goods  division.  Dirk  Moon 
has  also  joine  1  <  ary-Hill  as  an  ai  1  ounl 
executive  in  the  Kansas  <  i  1  v  office  .  .  . 

Stuaii  Heinemann,  formei  general 

manage]  of  Allied  Advertising  Agent  .. 

has    joined    Anderson-M<  <  ionnell    I  os 

IN  51  OF  72  COMPETITIVE 

Daily  QUARTER  HOURS  in  Rochester,  N.Y. 
and  tied  for  first  Four  times! 

WHEC 
STATION 

B 
STATION 

c 
STATION 

D 
STATION 

E 
STATION 

F 

FIRSTS             51 
13 

4 0 0 0 

Ties  for  First         4 1 3 0 0 0 

'latest  Rochester  Metropolitan  Area  PULSE,  March  1957. 

(Mondays  thru  Fridays  —  Sign  on  to  Sign-off.) 

*  Station  signs  off  of  local  sunset. 

WHEN  WHEC  SPEAKS...  ROCHESTERIANS  LISTEN! 

BUY   WHERE    THEY'RE    LISTENING     - 

WHEC Jl&tfie&fei NEW    YORK 

5  000    WATTS 

EVEIETT-M.KINNf T    l«c    Nrw  Tort.  Clbra*..  HE  F   O'CONNf  U  CO  .  d  «.».!>.  im,  f 
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Pictures  oj  the  week  including  a  coronation, 

a  bowling  mulch,  (i  new  approach  to  electioneering 

PICTURE  WRAP-UP 

|_^-Hi|^F Longevity  with  CKLW,  Detroit,  i>  celebrated  by 
25-year  employees.  \i  station  party  (1.  to  r.)  as 
J.  E.  Campeau,  president,  cuts  cake:  Walter  Collins, 
\\ .    Gatfield,    and    Gordon    Fleming    gather    around 

Coronation  awaited  Alan  Flouton  of  Compton  advertising  on  the  anniversarj 

of  his  20th  year  with  the  agency.  Account  supervisor  Flouton  found  the  office 

prepared  to  celebrate.  Arrows  led  him  to  the  throne  room  where  he  was  in- 
stalled as  king.    Setting  was  replete  with   crown,  carpet   and   full  dress  portrait 

MOTS  FOR 

The  game's  Over  and  William  L.  Putnum  i  l.i.  treasurer  and  general  man- 
ager of  WWLP,  and  Gustave  Nathan,  commercial  manager  of  WkNB.  New 

Britain.   Conn.,   examine   scoresheet.     Match    was    won    h\    WNBC-WkNB    team 

Program    for   Great    Alliums    of    Music      Transfer  of  stations  i-  completed.  Wes  Pm 
i-  checked  b>  gen.  mgr.  [van  Newman   (1.)        v.p.,  Time  Inc.  hands  check  to  Harry  M.  Bi 

and  pres.  E.  W.  Scudder,  WVNJ,  Newark       WFBM,  WTCN,  WOOD  radio,  tv  are  inv< 

A  new  approach  is  shown  h>  Herman 
Paris,  \.p..  WW  DC  Radio.  Washington,  as  he 

campaigns  for  a  post  on  the  board  of  direc- 
tors of  the    \d\ertising  Club  of  Washington 



Detroit's  Baseball  Statio 

MICHIGAN'S  MOST  POWERFUL 
INDEPENDENT  STATION 

10,000  Watts  Days  .  .  .  1000  Watts  Nights 

1500  KC 

TOPS  IN  NEWS,  MUSIC  and  SPORTS 

Represented  by 

THl  KATZ  ACtNCY,   INC. 

STORER   NATIONAL  SALES  HDQTRS. 

625  Madison,  New  York  22,  N.  Y. 

PLoxa  1-3940 

mm RADIO 

All  Detroit  Tiger  Gomes... 

Night  and  Day. . .  at  Home  and  Away 



cles.  as  an  account  executive  .  .  . 

Kit-hard  MeShane  Kelly  has  joined 

5S<  !'■  as  \.|>.  and  account  supervisor 
.  .  .  \\  alter  A.  Tibbals,  formerly 

\  ilh  BBDO.  has  joined  Anderson-Mc- 
Connell,  Los  Angeles,  as  head  of  the 

radio-h  department  .  .  .  Norman  A. 
Churcfa  has  joined  the  Los  Angeles 
office  .  1)1)1)0  as  an  account  executive 

.  .  .  Deane  I  ptegrove,  executive  v.p. 

at  Humphrey,  Alley  &  Richards,  has 

been  appointed  head  of  the  agency's \c\\    ̂   ork   office. 

New  agencies  and  mergers:  Fran- 
ces, Morris  &  Evans  has  just  opened 

its  doors  in  New  York  .  .  .  Russell 

kolburiie  has  resigned  from  Grant 

&  \\  adsworth  to  open  his  own  agency 
in  New  York  .  .  .  The  N.  A.  Winter 

Advertising  Agency,  Des  Moines. 
and  The  Biddle  Co.,  Bloomington. 
III.,  will  merjie  effective  1  Jul\. 

NETWORKS 

One  of  the  programing  trends  of 

the  1956-57  season  that  appears 

to  be  reversing  itself  for  the  up- 
eoming  fall  term  is  the  regularly 

scheduled  "long'"  show  pattern. 

| 

(j  Now  there's 

a  detergent!" Commercials  on  WGN-TV  have 

away  of  getting  results  -because 
WGN-TV  programming  keeps 
folks  wide-awake,  interested — 
and  u  atching.  For  proof,  let  our 

specialists  till  you  in  on  some  -ur- 
pri-ini:  \YC\-TV  case  histories 
and  discuss  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 

While  the  weekK  or  alternate  week 

long  show  of  an  hour  or  more  was  on 

the  upswing  in  nighttime  tv  last  sea- 
son, a  look  at  the  upcoming  fall  sched- 
ule shows  the  long  program  has  lost 

ground — and  there  is  little  room  left 
to  fit  an  hour  stanzas.  ABC  TV  has 

three  hour  time  blocks  open  and  NBC 
I  \    has  one  hour  show  set,  hut  unsold. 

Comparing  last  season's  quota  of 
long  nighttime  shows  with  those  set  for 
next   season : 

1957-58  1956-57 
23  32 

Some  faets  and  figures  on  NBC 

Radio's  Monitor  as  it  celebrates 
its  second  anniversary  on  16  June: 

•  The  week  before  the  program 
went  on  the  air  in  1955  it  was  70$ 
sold  out.  with  close  to  $1  million  in 
net    billings. 

•  Billings  during  the  second  year 

reached  S3. 3  million — a  35 'A  increase. 
•  Availabilities  for  this,  the  anni- 

versary month,  are  alread\  93' <  sold out. 

During  the  past  two  years  over  80 

advertisers  have  bought  time  on  Moni- 
tor, using  10,485  participations. 

Fall  network  tv  programing  notes: 
ABC  TV  which  thought  it  had  R.  J. 

Reynolds  all  set  to  sponsor  a  half- 
hour  version  of  Wire  Service  on  Mon- 

day nights  this  week  found  the  deal 

was  off  .  .  .  Eve  Arden's  new  series, 
It  Gives  Me  Great  Pleasure,  is  defi- 

nitely set  fc.  the  Tuesday  8:30-9  p.m. 
spot  on  CBS  TV.  Lever  Bros,  and 
Shulton  will  sponsor  .  .  .  Chrysler 

plans  to  continue  to  scatter  some 

Shower  of  Stars  specials  amidst  its 
Climax  series  (CBS  TV  Thursdav 
8:30-9:30  p.m.). 

Current  network  tv  programing 

notes:    NBC  TV's  Tonight  (Amer- 

BATON  ROUGE 

the 

OK  Negro  Radio  Buy 

WXOff 
with 

WW GN-TV 
Channel  9 Chicago 

30  Years  Young 

June  15th 

WBOW 
1230  ON  THE  DIAL  IN 

TERRE  HAUTE,  INDIANA 

THE  KEY  TO   THE  GREAT 

WABASH  VALLEY 

SERVING  TERRE  HAUTE,  VIGO 

COUNTY,  THE  GREAT  WABASH 

VALLEY,  AND  8  OTHER  POPU- 
LATED COUNTIES. 

IF  YOU  WANT  TO  REALLY  MOVE 

A  PRODUCT  IN  THIS  METRO- 

POLITAN HOOSIER  MARKET  — 

CALL,  OR  WRITE 

RALPH  A.  PETTI,  JR. 

GENERAL  MANAGER 

RADIO,    WBOW,    INC. 

Represented  by  WEED 

TERRE  HAUTE,  INDIANA'S 
MOST   LISTENED  TO  STATION 

WBOW 
Entertainment 

Headquarters 

at 
1230  on   Everyone's Radio 

<,., SPONSOR 
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YOU  WIN, 
 X MISS  REGGIE  SCHUEBEL! 

Just  tell  us  when  you  want  to  leave 

for  Bermuda . .  .we'll  do  the  rest. 

And  congratulations  on  this  slogan: 

"The  SELLibrated  Station 

of  the  Golden  Valley." 

and  the  WHTN-TV  giveaway  goes  on.,. 

*175  to  MR.  LEE  GAYNOR 
*75  to  MISS  KAY  KNIGHT 

and  On  .  .  .  additional  prize  winners  have  been  notified  by  mail. 

Contest  Judges: 

Ken  Cowan,  Eastern  Sales  Manager,  BROADCASTING-TELECASTING  •    Norman  R.  Glenn,  Editor  &  President,  SPONSOR  MAGAZINE 

Robert  Hutton,  Promotion  Mgr.,  TV  Div.,  EDWARD  PETRY  &  CO.,  INC.    ■  Sol  Paul,  Publisher,  TELEVISION  AGE 

Thanks  to  all  of  you  for  getting  in  the  act... 

WHTN-TV 
CHANNEL   13 

ABC  Affiliate  316,000  Watts  Huntington,  W.  Va. 

COWLES   STATIO 
ROBERT  R.  TINCHER.  GENERAL  MANAGER 

Represented  by 

Edward  Retry  &  Co..  Inc. 
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l_A  FAMILY 

BUYER. 

SHE  OFFERS 

YOU    A    LOVELY 

SALES   CURVE 

on  KOIN-TV, 

PORTLAND.  ORE. 

EXCLUSIVE   30- 

COUNTY   COVER- 

AGE .  .  .  RATINGS 

YOU    WISH 

EVERYBODY    HAD. 

The  boys  from 

CBS-TV  Spot  Soles 

hove  her  vital 

statistics  in  their 

little  black  book. 

ica  After  I)(irk)  show  will  sa\  good 

night  and  good-bye  in  the  middle  of 

July.  Replacement  will  be  Jack  I'aar in  what  sounds  like  a  new  version  of 

Sieve  Mien  late  night  series,  which 

was  replaced  l>\  the  hot-spots  hop- 

scotching  show  currently  in  the  1  1  :30- 
12:30  a.m.  time  slot  .  .  .  Max  Factor 

will  go  in  as  alternate  sponsor  on 

Those  Whiting  Girls  (CBS  TV,  Mon- 

da\  9-9:30  p.m.)  starting  8  July.  Fac- 

tor replaces  P&G.  Agency  for  the  cos- 
metic   firm    is     Vnderson-McConnell. 

The  longest  surviving  variety 
show,  Ed  Sullivan,  will  mark  its  ninth 

anniversary  on  28  June. 

New  job  appointments:  William 

Seaman  promoted  to  production  man- 
ager for  ABC  TV  .  .  .  Thomas  P. 

DeVito  upped  to  program  sen  ice 

manager  for  ABC  TV. 

TV    STATIONS 

Persons  broadcasting  in  behalf  of 

a  political  candidate  or  issues  in 
Ohio  are  now  required  by  law  to 

identify  themselves. 

Another  requirement:  All  such 
broadcasts  must  identify  either  the 

chairman  or  secretary  of  the  organiza- 
tion behind  them. 

The  chances  are  that  this  legislation 
will  be  tested  in  court  on  constitution- 

al and  other  grounds;  interference  with 

free  speech  with  Federal  powers. 

WWLP,  Springfield,  Mass.,  is  plan- 

ning to  set  up  a  system  of  trans- 
lator stations  throughout  Western 

New  England. 

The  station,  which  aleady  has  one 
satellite  located  in  Winchester.  N.  H., 

and  servicing  Greenfield,  Mass.,  has 

applications  pending  for  four  more 
translators  to  be  located  in  Benning- 

ton, Vt.,  Rutland,  Vt.,  Lebanon,  N.  H., 

and  Newport,  N.  H. 

William  L.  Putnam,  general  man- 

ager of  WWLP,  and  George  Town- 
send,  v. p.  and  chief  engineer,  sav  the 
translators  will  provide  a  city  service 

signal  fringe  areas.  They  also  feel  that 
the   use   of  translators   may   solve  the 

problem  of  making  uhf  as  efficient  as 
\  hf  as  far  as  t\   coverage  is  concerned. 

Ideas  at  work:  WSTV-TV,  Steuben- 

ville,  0.,  has  gotten  out  a  merchandis- 

ing director)  for  the  use  of  its  spon- 
sors. Directory  covers  department,  va- 

riety,  drug,  food  and  hardware  stores 
in  the  stations  coverage  area  .  .  . 

KFMB-TV,  San  Diego,  submits  this 
answer  to  critics  of  radio  and  tv  li- 

censees and  operations:  a  bound  com- 
pilation of  sample  clippings  and  letters 

which  record  the  stations  public  serv- 
ice contributions.  A  copy  has  been 

sent  to  each  FCC  commissioner  as  well 

as  many  other  prominent  legislators  to 

point  up  the  record  of  the  broadcaster's contribution  to  his  community. 

Tv  applications:  Between  3  and  8 
June  one  construction  permit  was 

granted,  three  applications  for  new 
stations  were  filed  and  one  station  took 
to   the   air: 

Construction  permit  went  to  Mid- 
Florida  Tv  Corp.  for  Channel  9,  Or- 

lando. Fla. :  permit  allows  103  kw 
visual. 

Applications  include:  Wistenn.  Inc.. 
Milwaukee,  for  Channel  42,  St.  Louis, 

Keep  your  eye 
on  these 

Plough,  Inc. 
stations: 

Radio  Baltimore 

\ 

Radio  Boston 

M>1 
Radio  Chicago 

WSSB 
Radio  Memphis 

WMP 
*    They're 

the 

most! 
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NOW  TELECASTING  ON 

OMAHA  <S 

1                        ̂ \                              N. 
IOWA              \ 

NEBRASKA        Y 

^   ST.  JOSEPH 

MISSOURI           /                / 

^  •   KANSAS   CITY            / 5> 

\  
   
\ 
 

\ 

IN  ST.  JOSEPH,  MISSOURI 

It's  the  biggest  news  for  the  St.  Joseph,  Missouri,  37 
county  area  since  the  Pony  Express  .  .  .  KFEQ-TV,  St. 

Joseph's  only  television  station,  has  now  completed 
television's  unbeatable  combination  .  .  .  100,000  watts 
maximum  power,  television's  most  efficient  channel  2, and   an   810   foot  tower. 

Over  888,100  people  will  now  receive  KFEQ-TV's 
stronger,  clearer  picture.  This  superior  picture  plus  a 
programming  powerhouse  that  includes  three  great  net- 

works .  .  .  CBS-TV.  ABC-TV  and  NTA  Film,  popular 
local  shows,  top  syndicated  programs  and  famous  feature 
films.  It  all  adds  up  to  increased  selling  power  for  you 
in  this  four  state  market.  See  your  Blair  representative 
for  further  details. 

CHANNEL    2   CBS   
ABC   

NTA 

ST.     JOSEPH,   M
ISSOURI 

A     KENYON
    BROWN 

  STAT.O* 

Blair   Television  Associates  Rep. 
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...  BUT  YOU  SELL  ADULTS 

TO  GET  RESULTS! 

Direct  your  commercial  message  to 

the  listeners  who  are  in  a  position 

to  buy!  92%  of  KGB  audience  is 

in  the  adult  category! 

now  has  a  CITY  population  of 

500,000  (based  on  the  recently  com- 

pleted State  Census  and  an  overall 

County  population  in  excess  of 
800,000)1 

Sell  this  billion  dollar  market  by 

exposing  your  Client's  message  to 
the  92%  adult  audience  on  San 

Diego's    FIRST   station    .    .    . 

RADIO 

Mutual  Don  Lee  Network 

H    -    R   Representatives 

22.27  kw  visual,  with  tower  442  feet 

above  average  terrain,  plant  $144,500, 

\earl\  operating  cost  $320,000;  Wesl 
Virginia  Radio  Corp.,  Morgantown, 
W.  Va.,  for  Channel  5.  Weston,  W.  Va., 
LOO  kw  \isual.  with  tower  1000  feel 

above  average  terrain,  plant  $600.5<'!0. 
\earl\  operating  cost  $360,000;  and 

Telecasting,  Inc..  Pittsburgh,  for  Chan- 
nel 5,  Weston,  W.  Va.,  26.8  kw  visual 

with  tower  1000  feet  above  average 

terrain,  plant  $308,739;  yearly  operat- 

ing cost  $231,201. 

New  station  on  the  air  is  W'RI,I\ 
Greenfield,  Mass..  Channel  32.  Station 

is  WW  LP.  Springfield.  Mass..  satellite. 

KONA-TV,  Honolulu,  which  has 

changed  40'  '<  of  its  programing  since 
the  first  of  the  \ear.  is  holding  a 

double-barreled  station  promotion  con- 
test based  on  the  new  lineup.  Prizes 

for  viewers  and  prizes  for  agency,  ad- 
vertiser and  other  industry  firms. 

Clever  contest  announcement  and  entr\ 

blank  is  made  to  look  like  a  blueprint 

since  first  prize  for  viewers  is  a  house. 

Personality    notes:     Gene    Pierce, 

manager  of  KPIC.  Roseburg,  Ore. 

(KVAL-TV,  Eugene,  Ore.  satellite), 
will  return  to  the  Eugene  station  to 

become  manager  of  local  account  serv- 
ice and  Aaron  Boe  will  leave  the  sales 

staff  of  KVAL-TV  to  become  manager 
of  KPIC  .  .  .  James  V.  McNeil  has 

been  appointed  traffic  manager  of 
WTIC-TV,  Hartford,  Conn.  .  .  . 
Charles  W.  (Chad)  Mason  has 

been  made  program  director  for 

WSUN-TV,  St.  Petersburg,  Fla.  .  .  . 

Eugene  J.  Muriaty  is  now  promotion 

manager  for  WTIC-AM&TV,  Hartford. 
Conn.  .  .  .  William  G.  Walker  has 

been  appointed  promotion  and  pub- 
licity director  for  WFGA-TV,  new  sta- 
tion under  construction  in  Jackson- 
ville. Fla.  .  .  .  Robert  L.  Lamb  moves 

from  the  position  of  sales  manager  of 

Crosley's  Chicago  office  to  sales  man- 

4J^^f^A 

ager  of  WI.W-1.  Indianapolis  on  1 

Jul\  ...  Gene  Walz  is  leaving  KA  \\  - 

TV,  Cleveland,  t<>  go  to  Miami  as  ex- 
ecutive producer  for  WCKT-TV  .  .  . 

Ced  Price  has  been  appointed  man- 

aging director  of  CKGN-TA  .  North 
Bay,  Out..  Canada  .  .  .  William  A. 
Gietz,  is  now  local  sales  manager  at 

WTAR-TV,  Norfolk.  Va.  .  .  .  Bud 
kirvan,  newspaper  editor,  has  been 
named  director  of  promotions  and  pub- 

licit)  for  WXYZ-AM&TY  .  .  .  Joe 
Evans  has  been  made  national  sales 

manager  for  KFJZ-TV,  Fort  Worth 
.  .  .  John  F.  Hurlbnt  will  become 

promotion  and  public  relation--  man- 
ager of  WFBM  and  WFBM-TV.  while 

Estel  D.  Freeman  will  take  over  as 

publicity  manager  on  1  Julv  .  .  . 

Richard  K.  Fife  has  joined  the  K- 

TVT,  Salt  Lake  City,  sales  staff  .  .  . 

Barry  Hersh,  commercial  produc- 

tion manager  with  WKRC-TY.  Cin- 
cinnati, has  been  promoted  to  sales 

representative. 

New    affiliations:    KYEC-TV,    San 

Luis  Obispo.  Cal..  will  become  a  satel- 
lite station  of  KSBW-TV,  Salinas- 

Monterev.  KSBW-TV  is  a  CBS  TV 

affiliate  '.    .    .    KPAC-TV,    Beaumont. 
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GiE|  Let's  try  that 

toothpaste!" Commercials  on  WGN-T\  have 
a  u.i\  oi  getting  results  because 
\\  ( .  N  I  \  programming  keeps 
folk-  wide-awake,  interested — 

ami  watching.  For  proof,  I « - 1  our 
specialists  till  you  in  on  some  sur- 

prising WGN-TN  case  histories 
ami  <li-<-ii"  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 

with!"   Q 
Channel9 

/    Chicago 

<p\ 
This  is 

a  man  i 

pretty  gi 

IF  Y 
WIN 

THE  H( 

IN  SAN 

DO  1 

IT  COU 

Ki 
More      Da 

dience  in 

Than    Any 
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elsewh 

•„             Call    Avery-K 

a  picture  of 
linking  at  a 
rl  in  the  dark 

OU  ARE 
KING  AT 
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ANTONIO, 

r  WHERE 

NTS...  ON 

iTE 
ly      Home      Au- 
StlM  &MfolMQ 

Other     Station; 

qef   the<-      -»         — — 
ere             ct-NCS  -1 

nodel.    Inc. 

I  ex.,  m<i\\  mill"  i  i  onsti  u<  i  ion,  m  ill  be- 

i  ..me-  .in  opl ii 'ii. il  affiliate  oi   \ in    I  \  . 

I  In-  -iai inn  i-  due  iu  go  i in  the  1 1 1  I  • 

Septerabei . 

RADIO    STATIONS 

Currently  over  I7.'>  station!  in  tin 
(  nited  Slates  and  Canada  are  par- 

ticipating in  tin-  Community  (lull 
iwardi  plan. 

lines  how  ii  works:  Community 

Club  Services  organizes  all  the  wom- 

en -  i  tubs  in  a  communit)  and  gives 
good-sized  cash  awards  For  the  clubs 
collecting  the  most  Bales  Blips  From 

participating  sponsors  ovei  a  L  3- week 

cycle. 
Here  -  a  success  stoi  j  sample:  Birt- 

cherd    Dairj .    Norfolk,    V  a.,    reports 

that    after   jn-l    two   and    a    half   weeks' 
participation  in  Community  Club 
Wards  through  WGH,  Norfolk,  sales 

wen-  u | >  in  independent  Btores  and 

"best  of  all.  through  Communit}  Club 
members  asking  for  our  products,  the 

largest  chain  store  operators  have  de- 

cided to  sell  -nine  of  our  products." 

Unusual    station    promotion    at 

KS1  M.  Fairmont,  Minn,  on  2  June. 

International  Shut-Ins  Day,  as  the  sta- 
tion  sent  500  shut-ins  a  small  box  of 

Fannj  Farmer  candj  | > I u s  Hallmark 

greeting   card.     Local    store,    Koenigs 
Hallmark  (lard  and  (,ift  Shop  coop- 

erated. Response  was  so  high  that  the 
Lift  shop  signed  a  52-week  contract 
l"i  a  half  hum  weekl)  broadcast,  plus 
u|>tion  fur  another  year.  The  contract 
guarantees  the  client  the  e\clusi\e 

right  to  the  shut-ins  promotion  each 
year  the  contract  remains  in  effect. 

National  Radio  week  \>ill  be  ob- 

served HO  Mav  next  year.  The 

tour  sponsoring  organizations  are 
RAB,  NARTB,  RETMA  and  the  Na- 

tional Appliance  and  Radio-T\  Deal- 
ers   Association. 

Personality  notes:  Eugene  F. 
"Red"  Mitchell  is  now  merchandis- 

ing directoi  at  \\  !  I  I.  Boston  .  .  . 

Bob  Salter  has  been  appointed  re- 

gional program  director  for  KM  \\ . 
Spokane  .  .  .  Kill  K.  Brown  i-  now 

national  sales  manager  foi  k<  >  1  i >  . 
San  Francisco  .  .  .  Jack  Fiedler  has 

been  upped  to  lo<  al  sales  managei  at 
KLIF,  Dallas  .  .  .  Charles  M.  Fer- 

guson  has  been  named  commercial 

manager   for  the  new   station   k-  \i  I  . 

FLORIDA'S    FIRST    FILM    CENTER 

.I'
 

I L 
Y 

35    and     16    mm 
CAMERA    EQUIPMENT 

Mitchell— Arriflex— 8  *    H 

I  7 72  and    16  mm   Maqnaiync 

SOUND  GEAR 

Studio  And   Location 

LIGHTING 

Silenced  arcs — generators 

35  and    16  mm   B   W 
LABORATORY 

Moviola-equipped 

EDITING    ROOMS 

Related  Services  and    Facilities 

Your    Inquiry    Invited 

STUDIOS  I  ~i^  W 

Thomas  B.  Casey.  Pros       Ad  Schneider.  Ccn.  M?r. 

Winter  Parle.   Florida 

P.   O.    Box    1345  Phone    4-0601 

WGR-TV SELLS 
BUFFALO  ! 

ABC  AFFILIATE  CHANNEL  2 

Peters,  Griffin,  Woodward,  Inc. 
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WHAT 
IS 

YOUR 

PHOTO- 
GRAPHIC 

MAL- ADJUSTMENT 

1)  QUALITY       ? 
2)  SERVICE       ? 
3)  PRICE  ? 

THESE  ARE  THE  3 
BIG   PROBLEMS 

Let  us  cure  them  for  you 

as  we  have  done  for  some 

of  the  top  business  firms 

and  advertising  agencies 

DAKALAR 

■^OSMO ^^  Photographers 

I  19  W.  57th  St.,   N.Y.C.         Ci.  6-3476 
PHOTOGRAPHERS    FOR   SPONSOR 

BAKALAR-COSMO 
!      119  W.  57th  St.,  N.  Y.  C. 

•      Gentlemen:  Please  have  your  re 

presen- 
■      tative    □    Phone    □    Drop    in 

1      Date                                               Time 

■      Address                            Tel.   No. 

Riverside,  Calif.  .  .  .  George  K. 

Oliviere,  formerl)  sales  manager  for 

\\\l.\-l\.  Richmond,  Va.,  lias  been 

appointed  executive  director  of  \\  GST, 
Atlanta,  Ga.  .  .  .  John  Moler  lias  been 

named  director  of  \\  K1! .  Oklahoma 
Cit\  .  .  .  Jack  Chapman  lias  joined 

WI'OV  Pontiac,  Mich.,  as  sales  man- 
ager .  .  .  Sales  realignment  at  Kl)^  L. 

Sale  Lake  City,  Ends  Del  Leeson  tak- 

ing over  as  manager  and  directing  lo- 
cal sales  operations  while  Charles  H. 

Cowling  will  handle  national  sales  .  .  . 
Jack  Lee,  manager  of  the  Clark 

Brown  Co.'s  Houston  office,  has  been 
made  commercial  manager  at  KILT. 

Houston  .  .  .  William  Schwartz,  for- 
merlj      with     K^  \\  .     Cleveland,     has 

Answers   to   SPONSOR   HEARS 

quiz    on    notable    station    trade- 
marks  (page  84) : 

1. WBAY-AM-TV,  Green  rkn 
2. WDAY-AM-TV,  Fargo 
3. 

KMBC-AM-TV,  Kansas  Citj 
4. \\  VAX.  Yankton.  S.  D. 
5. KBIG.  Los  Anaeles 
6. WE  A I  -AM-TV,  Eau  Claire. 

Wis. 
7. \\  JAR-TV,  Providence o 
o. 

KTRK-TV.  Houston 
9. KM  J -TV.  Fresno 

ID. KCOP.  Los  Angeles 

11. \\  S  \Z-TV.  Huntington,  W.  Va. 

12. 
\\  .GTO.  Haines  Citv.  Fla. 

13. 
KPQ.  V.  enatchee.  Wash. 

14. WOOD-AM-TV,  Grand  Rapids 
15. 

WBTV-WBTW,   Charlotte- 
Florence 

16. WREX-TV,  Rockford.    III. 
17. WTVJ.  Miami 

18. KBET-TV,   Sacramento 
19. \\  \GA-TY.    Atlanta 

20. WAFB-TV.  Baton  Rouge 

moved  I"  \\  CCO.  Minneapolis,  as  pro- 
gram manager  .  .  .  John  B.  Jaeger 

has  been  named  executive  vice  presi- 
dent and  John  \,  B.  Sullivan  has 

been  appointed  \.p.  and  sales  man- 
ager for  \\  NEW,  New  York  ...  Hal 

.Moore  is  now  program  manager  of 
\V\E\\  .  New  York  .  .  .  Robert  Evans 

Cooper  has  been  appointed  director 
of  WSM.  \a-h\illc.  This  is  a  ne\\l\ 
created  post. 

Station  changes:  KDAY.  Los  \n- 

geles.  is  now  operating  under  the  own- 
ership of  Radio  California,  subsidiarv 

of  Gotham  Broadcasting  Co.  (ElrO) 

McCaw  and  John  Keating  i  .  .  .  KH- 
MO,  Hannibal.  Mo.,  has  been  bought 

by  Jerrell  Shepherd,  owner  of  KNCM, 
Moberly.  Mo.  On  FCC  approval  the 
Hannibal  station  will  operate  as  the 

Mark  Twain  Broadcasting  Co.  with 

Shepherd  as  president  and  Ed  Dahl  as 

general  manager. 

FINANCIAL 

Stock  market  quotations:  Follow- 
ing stocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 
tions for  Tuesday  this  week  and  Tues- 

day the  week  before.    Quotations  sup- 

•  Mississippi's  ONLY  Negro  Station 
•  In   Jackson— 45%    Negro 

•  Top  Hooperated  —  consistently 
•  The    ONLY    way    to    the    72,000 

Negroes   of   Jackson 

KRIZ    Phoenix   plays  the  most  ro- 

mantic music!" 

of  ARKANSAS' No.  1  Market  with 

•  Arkansas'    ONLY    Negro   Station 
•  In   Little    Rock- 1/3    Negro 

•  Top  Hooperated   -    consistently 
•  The    ONLY    way    to    the    72,000 

Negroes   of    Little   Rock. 

Buy  Both  These.Exclusive 
Markets  —  in  Combination 
JOHN    E.    PEARSON   CO. 
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channel  12 
CALL    HEADLEY-REED,    REP. 

WINSTON-SALEM 
f         WINSTON-SALEM 

UiU      0r     GREENSBORO HIGH   POINT 

A"    .     A'C 

sponsor     •     L5  ji  m    L951 



WHEN  YOU  USE 

KMSO-TV 
YOUR  ARE  WELCOMED 

INTO  36,370  HOMES 

\  / 

191,000  watts 

KMSO-tv 
TRANSMITTER 

100  MILE    RADIUS 

ATOP 

TELEVISION 

MOUNTAIN 

ELEVATION 

7000    FT. 

SELLING 

WESTERN 
MONTANA 

Motby't, 
Inc. 

SELLS 13 

COUNTIES 
• 

ABC 

CBS NBC 

MISSOULA,  MONTANA 

WWRL       NEW  YORK  CITY 

ames  Taylor 
310  W.  144  St. 
New  York,  NY. 

WWRL  S  PERSONALITIES  SELL 

more  merchandise  for  sponsors  by: 
Delivering  the  largest  NEGRO 

AUDIENCE  for  your  product.  .  .  . 

Supporting  your  schedule  with  a 
barrage  of  CONSUMER  ASS.  .  .  . 

MERCHANDISING  CREWS  work 

full  time  in  Supermarkets  and  drug 
stores  for  you.  .  .  .  FREE.  .  .  . 

LOW  SELLING  COST  of  12c  per 
thousand.   .  .  . 

call  or  write 

plied  by  Merril  Lynch,  Pierce,  Fenner 
and  Beane. 

Stock Tin-. 

1  JlllN- 

Tues. 1 1  June Net Change 

New  York  Stock  Exchange 

\BPT 

\'I,VI 

\\c  O 

CBS  "A" 

Columbia  Pic. 

I.iii-u  's 
Paramount 

RCA 
Storei L'Olli-Fox 

\\  arner  Bros. 
\\  estinghouse 

23% 

IT''1, 

6% 

35% 
18% 

m 
34 ■;:', 

26% 

29% 25% 

63 

2314 

177 

6% 

::.;', 

I8's 

20% 

36% 
■'.:'. 26% 
29% 

24% 

63  ••', 

American  Stock  Exchange 

Mlied   \rtists <  &(    Super 

I) ii  Mont  Labs. 

Guild  Films \T\ 

5% 

■;', 
7% 

3% 
5% 

3% 
7% 

-  % 
-2% 

-  % 
-2% 

f-1% r-2% 

+  % ,        % 

-  % 

-  \ 

-  BEST     FOR   NEGRO   PROGRAMS 

COMMERCIALS 

ARB's  ratings  on  the  viewers'  favorite 
tv   commercials   for   April: 

1.  Dodge    .  5.6 
2.  Hamms  ...5.1 

2.   Piels  ..  5.1 
4.  Chesterfield  ...3.5 

5.  Ford  ..  .2.8 
6.  Winston  2.5 

7.  Jello  _.  2.2 

8.  Ipana  _  2.1 
8.  Lucky  Strike  2.1 

10.  Revlon  .  1.9 

11.  Alka-Seltzer  ..  .1.7 

12.  Ivory  Soap  ..  ..1.6 
13.  L&M  1.5 
13.  Schlitz  1.5 

15.  Chevy    .....   ...1.4 
16.  Ballantine    .  ...1.3 

17.  Kraft  ...1.2 

18.  Gillette  ..  1.1 

18.  Tide  1.1 

20.  Bardahl  1.0 

20.  Scott  .1.0 

I  Figures  represent  preference  for 
the  commercial  and  do  not  evaluaie 

audience  size  or  sales.) 

People  and  places:  Franeis  C. 
McCall,  former  general  manager  of 
Public  Service  Television.  Miami,  has 

joined  Cellomatic  Corp.  as  vice  presi- 
dent in  charge  of  sales  .  .  .  Five  Star 

Productions,  one  of  Hollywood's 
earl)  producers  of  tv  film  commercials, 
closed  down  this  week. 

Transfilm  has  reorganized  its  produc- 
tion  division    to    provide   a    producer- 

account  executive  for  each  agenc)  cli- 
ent. Tran-film  president,  William  Mie- 

segaes,  says  move  conies  from  grow- 
ing need  of  agencies  for  a  closer  and 

more  creative  association  with  t\  film 

commercials  producers  .  .  .  Hazard 

E.  Reeves,  president  of  Reeves  Sound 

Studios,  Reeves  Soundcraft  and  Ciner- 
ama has  received  the  alumni  distin- 

guished service  award  for  1957  from 
the  Georgia   Institute  of  Technology. 

REPS 

Food  and  grocery  products  ac- 
counted for  the  largest  percentage 

of  national  radio  spot  sales  in  the 

first    1957    quarter. 

The  percentage  for  these  products 

came  to  17'^.  according  to  a  product 
category  breakdown  by  the  Station 

Representatives   Association. 
Other  major  product  categories  rated 

as    follows : 

•  Tobacco  products  and  supplies,  a 

close  second.  16.7' <  . 
•  Drug  products,  in  third  place, 11%. 

SRA's  radio  spot  sales  estimated  for 

the  first  quarter:  s48.827.O0O.  This  is 

40.5' r     higher   than    the    gross    dollar 

||£  That's  the 
coffee  for  me!" 

Commercials  on  WGN-TV  have 

a  way  of  getting  results—  because WGN-TV  programming  keeps 

folks  wide-awake,  interested  — 
and  watching.  For  proof,  let  our 

specialists  fill  you  in  on  some  sur- 

prising WGN-TV  case  histories and  discuss  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 
...  ■■     #%  i|      *V"1  f  Channel  9 

fcGN  ■  T  V  Ch
i"*° 
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volume  Bales  !"i  the  same  period  in 
1956. 

Nen  appointments i    ivery-Knodel 
.1-  exclusive  national  sale  rep  foi 
\\  li;\\  \\l  &  T\ .  Topeka,  Kans.  .  .  . 
Jamea  S.  iyera  as  Boutheastern  Bales 

rep  foi  W  I  AT-  Wl  &TV,  Weal  Palm 
Beach,  Fla. 

\e>*  firms  and  addrcaaea i  W  illiam 

J.  Reilly,  foi  mei  \  .p.  al  ̂ dam  ̂   oung, 

baa  resigned  to  open  his  own  rep  of- 
fice in  i  1 1  i <  ago  .  .  .  Dei  nej  has  opened 

new  offices  in  Chicago  at  1!!"»  \n. 
Wabash  \\e.  The  Devnej  stations  for- 
merl)  were  handled  bj  Hal  Holman 
in  ( Ihicago. 

FILM 

The  summer  hiatus  has  practically 

disappeared  from  the  syndicated  film 
scene,  according  to  M.  .1.  I!i\ kin.  sales 
\  .p.   of  /i\     I  \ . 

Rivkin  said  98.59?  of  2,860  clients 

sponsoring  Zn  shows  now  air  pro- 

grams on  a  vear-round  basis.  In  l()i2. 
he  pointed  out.  more  than  209?  gave 

up  their  time  periods  during  the  sum- 
mer. 

l{i\kin  cited  two  reasons  for  the 

hiatus  decline:  ill  a  general  trend 

toward  52-week  selling  and  i2l  a  re- 
luctance on  the  pari  of  t\  advertisers 

to  give  Up  choice  slots. 

CBS  Tv  Film  Sales  has  sold  the 
Nikita  Khrushchev  interview  on  a  cost 

basis  to  2'^  1  .S.  stations  and  eight 
foreign  stations  or  networks,  includ- 

ing an  hast  (icriiuun  video  outlet  .  .  . 

(dJS  also  sold  /  Love  Mama  to  Na- 
tionwide Insurance  Co.  in  14  midwest 

.md  eastern  markets  .  .  .  AAP's  first 
department    stole    tie-in    with    its    Pop. 
eye  cartoons  attracted  more  than  2.i0() 

children  and  their  parents  to  Macy's 
department  store  in  New  ̂ 1  ork.  Jordan 
Marsh  of  Miami  ran  a  promotion  this 

past   week. 

INS-TeleneWfl  lias  sold  four  addi- 

tional markets  of  its  11  eekly  \ews  Re- 
ticle to  Studebaker-Packard  .  .  . 

Screen  Gems'  new  trade  and  consum- 

er press  editor  is  Gene  Plotnik,  for- 

merly with  Billboard  .  .  .  AAP*s  new- 
eastern  sales  manager  is  \l  Suss  man. 
who  replaces  the  late  \rthur  Kalman 
.  .  .  NTA  Film  Network  staff  addi- 

tions include  Peter  McGovern.  direc- 

tor of  promotion,  and  Harry  Pertka. 
a   sales   executive. 

and  completely  covered 

KTHT's  0.5  mv/m  contour 
blankets  tteo  and  one-half  million 

Gulf   Coast   residents,   in 
750,000  radio  homes. 

Reach  them  quickly,  effectively, 
inexpensively  by  calling  your 

Paul  Raymcr  Man. 

FOR       HOUSTON       AND       SOUTH 

If  you  want  to  "hecf  up"  a  campaign  in 
mid-Ohio,  cut  yourself  a  piece  of  Pulse- 

inspected,  prime  cut.  Grade  "A."  i  We're first  in  .ins  Mond.i> -through-Friday  quar- 
ter hour  you  want  to  name,  d.i>  and  or 

night.)  Ask  John  Blair. 

WB  NS     RADIO 
COLUMBUS,    OHIO 

sro\soR \r>   JUNE    1951 
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VICA  TV  is  t>ing  »p  loose  ends 

of  i's  recent    programing  coup — 
the  signing  "I  \Iic\e\  Spillane  for  a 

new  s)  ndicated  set  ies. 
Still  to  be  determined:  who  will 

handle  the  writing  chores  and  who  will 

I  la)  the  role  of  Mike  Hammer,  Sj>i I- 
lane's    hard-boiled    detective   hero. 

The   syndicator    will   offer   39   half 
hours  to  local  and  regional  advertisers 
for  fall  airing. 

The  series  lias  alread\  been  sold  to 

the  RKO  Teleradio  o&o's  in  New  York. 
Los  Angeles.  Detroit.  Memphis  and 
Boston. 

Described  l>\  MCA  as  the  most 

sought-after  t\  film  property  in  re- 
cent years,  the  Spillane  series  was 

wrapped  up  after  Spillane  turned  down 
numerous  offers  seeking  rights  to  his 

property. 

Sales  of  the  mysterj  writer's  paper- 
bounds  have  reached  more  than  27 

million   copies  to   date. 

Though  Paramount  Pictures  in- 

tends to  become  an  important  sup- 

plier of  film  for  tv.  "traditional 
theatre  outlets  have  demonstrated  their 

abilit)  to  continue  as  our  basic  source 

"I  revenue,  although  at  reduced  lc-\- 
els,  Paramount  President  Barnes 
Balaban  told  stockholders. 

Balaban  also  told  stockholders  at 

Paramount  a  annual  meeting  on  4  June 
that : 

•  Pa\  tv  is  "inevitable"  because  ris- 
ing t\  costs  are  discouraging  sponsors. 

•  The  companv  has  been  careful  not 

to  make  "an)  premature  deals  involv- 

ing our  pre-1948  film  library."  Bala- 
ban said  the  companv  is  coming  closer 

to  a  decision  on  the  subject  and  added 
that  Paramount  s  position  is  stronger 
for    its    delav. 

European  set  ownership  is  up  con- 

siderably during  the  first  five  months 

of  1957.  says  Manny  Reiner.  TP  \ 's 
foreign  sales  manager. 

Back  from  a  European  trip.  Reiner 

said  figures  given  him  in  nine  Euro- 
pean countries  show  a  jump  from  7,- 

917,000  as  of  the  first  of  the  vear  to 
9.526,500  as  of  1  May. 

England  leads  the  continent  by  far, 

Reiner's  figures  showed,  with  7  mil- lion tv  homes  as  of  1   Mav. 

A  new  departure  in  co-production 
deals  has  been  pulled  off  bv  Screen 
Gems  and   six   tv    stations. 

The  six  are  associated  with  the  svn- 

dicator  as  co-investors  in  the  produc- 
tion and  distribution  of  Casey  Jones, 

a  new  half  hour  series  about  the  fa- 
mous   railroad    engineer. 

The  stations  are  \\  PIX.  New  York; 

KTTV,  Los  Angeles  and  the  four 

\\  estinghouse  tv  outlets:  kl)K.\-T\. 

Pittsburgh;  WBZ-TV,  Boston:  KPIX. 
San    Francisco    and    l\A  \\ -T\  .    Cleve- 

NTA  will  be  out  shortly  with  its 

third  package  of  20th  Century- 
Fox  features. 

Dubbed  "The  Big  50,  the  package 

has  ahead)  been  bought  in  a  pre- 
release sale  bv    WCBS-TV,   New    York. 

The  new  package,  it  was  announced 

bv  NTA's  sales  v. p..  Harold  Goldman, 
is  the  first  of  a  series  of  feature  film 

groups  to  be  offered  at  six-month  in- 
tervals. Another  50,  to  be  released  in 

the  fall,  is  expected  to  contain  "high- 
budgeted"  features  from  leading  inde- 

pendent producers.  ^ 

K.liiK   delivers  more  than   twice  as  many  metro- 
politan   listeners    as    it--    nearest    competitor 

34% SHARE* 

MORNING   &   AFTERNOON 
(*latesi    Hooper) 

K  JOE  SELLS    !  !  !   Jus!   one   reason   why 
our     national     advertiser     volume     is     up 

847%   over  last  year 

Merchandising — Personal    Sales    Calls 

Largest  Audience — Lowest  "CPT"  in  Shreveport 

K-JOE 
>. ,     Forjot     for    S  JOE 

BEST  SHOT  OF  . 
the  y£*h\  u^^y 

"FALL  FACTS  BASICS  is  a 

basic  everyday  tool  at  GREl 
because  it  provides  important 

pertinent  information  on 
television  and  radio  costs  and 

programing.   I  don't  knotv  anyone 
in  the  timebuying  business  who 

can  afford  to  do  without  it." 
Joan    Stark 

Timebuyer,  GREY  advertising,  \.Y. 

»NUSf  3Qjfjlv 

^ 

*J 

'*>, 
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~ 

AUDIENCE 
\ 

POWER 

TOWER COVERAGE 

New  ARB  18-County  study  (April  7-18,1957)  shows  dominance  of  KOSA-TV. 

KOSA-TV  leads  all  summarized  afternoon  and  evening  periods. 

T     ;.oc.u.   !  >....»  :   o-**.     J  "St*"  ! 

V  O  A  «  W  M    [      B»*jw*6td  lT"sN        |OMM  CI.  -»^>—         » 

TOWER:  1013  feet  above 
average  city  terrain 

POWER:  316,000  watts  of 
maximum  signal  strength 

POPULATION:  348,000 

TV  SETS:  87,000 

*  share  of  audience 

**Sales  Management,  May  19.'7 

O 

On  the  overall  basis,  Monday-Friday,  between  9  A.M.-11  P.M., 

during  the  280  rated  quarter  hours,  KOSA-TY  ranks  first  187 

quarter  hours  or  66.8 c'(  of  the  total  time.  <It  ranks  second  82 
quarter  hours  or  29.3 %  of  the  time  during  the  same  period.) 

Call  John  E.  Pearson  Company  today  for  the  full  facts  on  how- 
to  reach  the  three-quarter  billion  dollar  area  covered  only  by 
KOSA-TV. 

KOSA-TV CHANNEL  7 
ODESSA,  TEXAS 

Represented  by  John  E.  Pearson  Television,  Inc. 
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THANK  YOU,  SRDS, 

FOR  YET  ANOTHER 

PROOF  OF  SPONSOR'S 

DOMINANCE  IN  THE 

BROADCAST    FIELD 



SRDS  has  newly  released  its  study 

<>f  agency  and  advertiser  tradepapi  r 
readership,  /fere  are  some  typical 

findings: 
Broadcast  magazines  read  for  t\ 

information:  SPONSOR,  60.4%; 

B  T,  53.2% ;  TV  Age,  40.2% ;  Tele- 
vision, 34.2%. 

2.  Broadcast  magazines  read  by 
agency  and  advertiser  personnel 

who  regularly  participate  in  selec- 
tion of  radio  station  time:  SPON- 

SOR, 66.4%;  B  T,  60.3%. 

3.  Broadcast  magazines  read  h\ 
New  York  advertisers  tor  t\  infor- 

mation: SPONSOR.  58.3%;  Tele- 
vision, ^.^c  TV  Age,  24.0%, 

B  T,  19.4%.  For  radio  information  : 
SPONSOR.  46.0%;    B  T.    16.2%. 

4.  Broadcast  magazines  read  for 
radio  information:  SPONSOR. 

59.6%;  B  T.53.0%. 



THIS 

ISN'T WHAT 

YOU  THINK 

HARRINGTON, 

RIGHTER 

&  PARSONS,  Inc. 

This  "S.R.O."  stands  for  what  we  give  our  stations 

listed  below  —"Specialized  Representation  Only". 

The  uniqueness  of  each  market— the  individual  character 

of  each  station  —  the  particular  kind  of  joh  the  station 

delivers  for  a  particular  sponsor  —  that's  where 
Harrington,  Righter  and  Parsons  concentrates 

manpower,  time,  skills  and  imagination.  And  —  since  a 

specialized,  tailor-made  job  takes  more  of  these  than 

mass-produced   run-of-the-mill   representation  — 

we  focus  our  energies  by  — 

1 .  Restricting  oursi  Ires  to  the  television  medium 

2.  Representing  a  limited  list  of  outstanding  stations 

3.  J  f  or  king  for  quality  television  stations  that 

appreciate  what  specialized  representat'nr>  cat 

do  for  them. 

This  is  a  simple,  sound  line  or  reasoning  —  ami  it  works. 
By  delivering  most  to  the  few,  Harrington,  Righter 

and  Parsons  today  serves  a  group  of  eminent  television 

stations.  Perhaps  other  stations  who  share  this  same 

point  of  view  would  like  to  know  more  of  the  story. 

television  —  the  only  medium  we  serve 

WCDA-B-C  Albany     WAAM  Baltimore   WABT    Birmingham 

WBEN-TV  Buffalo  WJRT  Flint  WFMY-TV  Greensboro/ Winston-Salem 

WTPA  Harnsburg    WTIC-TV  Hartford    WDAF-TV  Kansas  City 

WHAS-TV   Louisville   WTMJ-TV  Milwaukee    WMTW  Mt.  Washington 

WRVA-TV  Richmond     WSYR-TV  Syracuse 

!',() SPONSOR 
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U  Imt's  happening  in  /     S.  Government 

thai  affectt  >/i»nii>/i    agencies,  station* 

WASHINGTON  WEEK 

15  JUNE 
C«pyrl|ht    l»57 

SPONSOR  PUBLICATIONS   INC 

V>w  thai  the  Cellei  House  antitrust  subcommittee  has  li.nl  it-  sa)  about  them,  <  MN 

and  NBC  are  waiting  tor  the  other  shoe  to  drop:  Tin-  report  of  the  FCC  network 
stud)  committee,  which  fin  the  moment  I-  hamstrung  bj   invited-witness  trouble. 

I  In-  final  report  thai  came  out  "I  the  subcommittee  was  .1  smoothed-down  version  "f  the 

original.    The  strongest  remaining  parts  meantime  drew  <li^ — «-iii-. 
Many  of  the  harsh  words  remained  and  our  lone  legislative  recommendation 

survived >  Changing  the  Robinson-Patman    \<t  so  that  network  discounts  can  I"-  regulated. 
Celler  did  fight  » » tT  in  a  direction  lew  suspected  he  was  particular!)  concerned  about:  ad 

agencies.  He  asked  the  Justice  Department  to  sec  whether  there's  an)  collusion 
between   the   networks   ami   agencies. 

[he   Brooklyn   legislator's   jabs  at   agencies  in  the  report: 
•  Agencies  are  granted   IV,    commission  bj  the  networks,  hut  no  advertiser  ever  sim^ 

money  by  placing  business  directlj  with  tin-  networks. 
•  Ui«  agencies  are  getting  bigger  and  that   more  and   more  business  i-*  being  placed 

through   fewer  and   fewer  agencies. 

•  The  agencies  must  at  all  times  remember   they    have   a    responsibility    toward    the 

public  interest. 

The  reports  recommendations  to  the  Justice  Department  included: 

A  look-see  at  network  option  time  and  must-buy  policies,  network   program  pro- 

duction and  sales,   with  a  view   to  allowing  advertisers  to  pick  their  own  -latum   lineup-  and 

whatever  the  amount  of  hilling-  the)    elect. 

The  report's  -trongest  language  was  reserved  for  the  Fl  C,  but  the  actual  recommen- 
dations to  the  commission  were: 

II  Consider  changing  option  time  rules.  (The  Republican  members  of  the  subcom- 

mittee dissented  on  this  suggestion.  I 

2i  Adopt  for  itself  a  "code  of  ethics"  to  stop  FCC  members  from  discussing  cases 
with  interested  parties  and  revealing  how  other  commissioners  planned  to  vote. 

The  report,  while  inveighing  against  the  MJC-Westinghouse  trade-sale,  multiple  owner- 

ship of  stations,  longtenn  network  talent  contract-  and  insufficient  liaison  between  the  FCC 
and  the  Justice   Department,  did  have  some  kind  words. 

The  networks  were  praised  for  pioneering  in  tv  and  providing  good  national 

programs. 

Even  though  Celler  had  to  remove  most  of  the  sharp  edges  from  his  report,  much  of 
the  material  on  which  he  relied  for  the  deleted  conclusions  is  still  available  lor  use 

by  Dean  Barrow's  FCC  network  study  committee. 
The  House  Commerce  subcommittee,  which  is  set  to  probe  the  Federal  regulator)  agen- 
cies, likewise  can  use  it. 

On  this  -core.  Rep.  Henry  Reuss  (D.,  Wis.)  last  week  became  the  second  con- 

gressman to  demand  that  the  subcommittee  delve  deepl)  into  the  F(  <  '-  administra- 
tion  of  the   laws  under  its  jurisdiction. 

Reuss  seconded  the  slashing  attack  launched  against  the  FCC  the  preceding  week  b) 

Rep.  John   Dingle   1  D.,  Midi.  1 

Rep.  Oren  Harris  (I)..  \rk.).  chairman  of  the  House  <  ommerce  Committee, 

apparently  isn't  going  to  let  the  FCC  have  any  peace  on   the  fee  tv    problem. 
Hani-  last  week  told  the  FCC  that  he  want-  it.  in  effect,  to  quote  chapter  and  verse  in 

the  Communications   Act  supporting  its  recent   conclusion    that    it    did    have   authorit)    to   ap- 

pro\e  fee  tv. 
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GETTING       THE      MOST      FRO/I 

If  the  Picture  "Pops" 
It  Has  What  It  Takes! 

Many  a  good  film  commercial  has  been  ruined  by  a  poor  presenta- 

tion "on-air."  If  the  picture  "pops"  out  at  you,  has  sparkle  and  dimen- 

sion, you  know  it's  good.  With  modern  RCA  Film  Equipment  you  can 

expect  and  get  the  highest  quality  reproduction  and  long  term  reli- 

ability in  operation. 

"fa**    ST*"0"
'* 

82 
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CUR       FILM       DOLLAR 

How  to  Get  the  Kind  of  Picture 

Quality  that  Advertisers  Want 
There  are  two  ways  to  increase  the  quality  of  your 

film  programs: 

(a)  By  using  Vidicon  film  cameras 

(b)  By  using  professional  projectors. 

Vidicon  cameras  give  you  sharp,  clear,  virtually  noise-free  pictures 
of  live  picture  quality.  The  Vidicon  will  show  every  detail  that  is 

on  the  film.  For  example,  night  scenes  are  much  clearer  with  new 

Vidicon  cameras  than  with  older  Iconoscope  equipment.  Vidicon 

film  cameras  have  ideal  tone  or  gray  scale  range  for  high  quality 

reproduction  of  film.  A  remote  light  control  permits  the  RCA 

Vidicon  camera  to  be  adjusted  to  optimum  operating  conditions 
at  all  times. 

Professional  RCA  projectors  are  another  requirement  for  high 

picture  quality.  Professional  film  projectors  provide  a  rock-steady 
picture,  free  from  jump  and  jitter,  as  well  as  high  fidelity  sound. 
Precise  optics  in  the  RCA  film  and  slide  projectors  assure  evenness 
of  illumination  and  excellent  resolution. 

Whether  you  ore  a  station  executive,  program  sponsor  or 

agency  man,  you'll  be  helping  the  cause  of  good  film  program- 
ming by  advocating  the  use  of  up-to-date  film  room  equipment. 

Ask  the  RCA  Broadcast  Representative  to  show  you  our  new  film 

manual  "Planning  TV  Film  Facilities  for  Color  and  Monochrome." 

Tmk(»)  ® 

RADIO     COR  PORAT  ION    of    AMERICA 

BROADCAST   AND    TELEVISION    EQUIPMENT 

CAMDEN,    N.  J. 

In  Canada.  RCA  VICTOR  Company  Ltd  ,  Montreal 
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A  round-up  of  trade  talk, 

trends    and    tips    for    admen 

SPONSOR  HEARS 

15  JUNE 
Cyrliht    IM7 

SPONSOR  PUBLICATIONS  INC. 
The  Jergens  people  won't  discuss  it,  but  there  were  strong  indications  this  week 

that  McCann-Erickson  will  succeed  Robert  W.  Orr  as  the  agency  for  that  account. 
Moreover,  this  goodwill  note  figures  in  the  situation:  Reports  from  Cincinnati  are 

that  some  P&G  officials  have  put  in  a  good  word  for  Compton  with  their  friends 

at  Jergens.  Although  Compton  has  loads  of  P&G  business,  none  of  it  apparently  overlaps 

with  Jergens'  products. 

Department  stores  deep  in  rural  areas  credit  tv  for  creating  a  boom  in  brand 
bras  and   fitted  foundation  garments. 

It  isn't  just  that  the  farmer's  wife  is  becoming   figure  conscious:     It's  that  tv   shows 
them  the  mechanical  and  aesthetic  advantages  of  the  new  gear. 

Remember  Parks  Johnson — who  originated  the  man-on-the-street  program  via  Vox 
Pop  in  1932? 

He  got  tired  of  just  fiwhiif  and  is  back  in  the  business  as  correspondent  for 

KTBC-AM-TV,  Austin,  from  the  resort  town  of  Wimberly  in  the  Hill  Country. 

This  bit  of  purported  dialogue  between  Henry  J.  Kaiser  and  Sam  Goldwyn  is 
making  the  Madison  Avenue  rounds  this  week: 

KAISER:  How  about  coming  out  here  to  Honolulu  for  a  few  days  rest?  I'll  send 
my  plane  for  you. 

GOLDWYN :  Look,  Henry,  I  know  you  want  my  picture  for  your  television  show. 
I  can  tell  you  over  the  phone  right  now  my  price  is  $10  million. 

Hollywood  studios  eventually  may  gear  themselves  to  a  revenue  structure  some- 
what similar  to  the  book  publishing  business. 

There  the  hardback  often  serves  simply  as  a  prestige  builder,  a  shill  for  the  paperbound 
that  brings  in  the  real  boodle. 

Similarly,  theatre  exhibition  might  become  largely  showcasing,  with  tv  as  the  main 
source  of  income. 

Station  operators  from  the  early  days  of  the  business  have  been  alert  to  the  impact 

of  a  trademark.    How  good  are  you  at  identifying  this  current  radio-tv  sample? 

7 

8 

9 

10 

1.  Tillie,  the  Cow  . 

2.  Little   Hayseed  . 

3.  The  Swing  Girl 

4.  Big  Aggie    
5.  Mermaid      

6.  The  Big  Cheese  . 
The  Rooster    

The  Black  Cat  . 

The  Bee   

Policeman     

11.    Ohio  River  Steamboat 

12  .  Alligator      
13.  The  Apple 

14.  Woodpecker      

15.  Thomas  Jefferson 

16.  The  Lion    

17.  The  Flamingo    

18.  The  Little  Bear  ... 

19.  Little  Scottie    

20.  Boxing  Gloves   

Jot  down  your  guesses  and  check  them  against  the  answers  on  page  72. 

84 
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Mason's  Greetings" to  Bob 

's 

r^ 

•    •    •    • 

EDWIN    K    WHEEIER 

GENERAL   MANAGER 

DETROIT     31.    MICHIGAN 

Mr.  Robert  W.  Sarnoff 
President 
National  Broadcasting  Company 
30  Rockefeller  Plaza 

New  York  20,  New  York 

Dear  Bob: 

Before   the   1956-37   season  comes  to  a   close   I'd  like  to  pass  along  a 
few  words   of  praise   and   gratitude   to  you  and   your   entire   network   staff. 

You   know  enough  about   station  men  to   realize   that   the  surest   way  to  an 

affiliate's   affection   is  with  new  business.      And   this  season's   sensa- 
tional  upsurge   in   NBC  daytime    ratings   brought   us  more  than   our  share  of 

new  advertisers   and  new  revenue.      So,   many   thanks    for  this. 

Nighttime  we're  running  a  strong  race  against  CBS  and  broadening  our 
already  substantial  margin  over  ABC,  (April  ARB  gave  WWJ-TV  five  of 
the  Top  Ten.)  The  development  of  Steve  Allen  and  Tennessee  Ernie  as 

hit  shows... the  great  an,-*  continuing  success  of  Perry  Como ,  Bob  Hope 
and  ri-inah  bhore...the  emergence  of  "21"  as  the  year's  big  est  neve- 
making  show. , .Wells  Fargo's  quick  bounce  into  the  big  time. ..real 
accomplishments  like  these  have  done  much  to  strengthen  the  position 
of   the  NBC  network  —   and   the  NBC  affiliates. 

We're  all    looking    forward  with   enthusiasm  toward  NBC's   great    fall 
schedule   but   me?nwhile    I    thought   you   might   like   to  have   this   vote  of 
confidence   for  a    job  so  well    done   in   3  956-57, 

Cordially, 

Edwin   K.   Wheeler 

EKW/BMc 

,w 

Aa 

-V, 

T| 

OWNED  AND  OPERATED THE  DETROIT 

I 
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Rochester's  5 

Most  Wanted*  Men 
'WANTED . . .  by  audiences  and  advertisers 

.  .  .  because  they  make  WVET's 
unique  programs  of  music,  loved  by 
all  .  .  .  and  everyhour  news  .  .  . 
NUMBER  ONE  in  Rochester  radio  for 

reception  and  response. 

ROCHESTER,  N.Y. 
1280    K.  C.  5000    WATTS 

Represented  Nationally  by 

THE   BOILING   COMPANY 

G     C  j  That's  some 

rug  cleaner!" Commercials  on  WGN-TV  have 

a  wav  of  getting  results — because 
WGN-TV  programming  keeps 

folks  wide-awake,  interested — 
and  it/itching.  For  proof,  let  our 

specialists  fill  you  in  on  some  sur- 
prising WGN-TV  case  histories 

and  discuss  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales withWGN 
-  "'  Channel  9 

.    Chicago 

HYPO    SPOT    TV   NEEDS 

(Continued  from  page.  35) 

ideas  are  of  first  magnitude.  That  is 

when  the  seller  traditionally  pockets 

his  order  book  and  puts  on  his  think- 

ing cap,  goes  to  the  prospect  with  a 

complete,  dramatic  plan  for  action. 

Radio  has  done  it  in  the  last  few  years, 

stirring  up  a  draft  that  television  felt. 

Now  ;i  number  of  spot  tv  sellers  are 

themselves  engaged  in  this  "go-in-w  ith- 

a-plan"  approach,  and  the  effects  are 

beginning  to  he  felt.  At  the  buyers' 
end,  such  salesmanship  is  welcomed. 

The  adman  can  always  use  ideas. 

A  big  step  in  assisting  the  creative 

salesman  is  the  I.D.  cost-per-1,000 

'"sales  call"  data  chart  just  worked  out 

by  TvB.  (See  "Spot  television  basics," 
sponsor,  8  June,  page  65 1 .  It  gives 

spot  tv  selling  new  dimensions  and 

new  benchmarks.  Costs-per-1,000  and 

average  ratings  in  varying  numbers 

of  markets  at  different  times  of  the 

day  can  be  seen  at  a  glance  along  with 

new  figures  on  audience  composition. 

The  data  from  which  this  chart  was  as- 

sembled is  on  IBM  cards  at  TvB  so 

that  advertisers  may  quickly  work  out 

any  combinations  of  buys. 

With  hard,  creative  sell  as  the  major 

hypo,  here  are  some  other  stimulants: 

Stations  must  come  up  with  im- 

proved proofs  of  performance — deeper 

research,  more  convincing  presenta- 

tions, well  promoted  documentations 
of  results. 

Stations  must  look  to  their  stand- 

ards. "It's  pretty  irritating  when 

you're  about  to  make  a  spot  buy,"  one 

adman  put  it  to  SPONSOR,  "and  you  just 
know  for  sure  that  somewhere  along 

the  line  you're  going  to  get  triple- 
spotted.  Or  some  station  is  going  to 

let  your  announcement  run  back  to 

back  with  a  competitor." 

Spot  television  must  merchandise 

itself  as  a  medium.  It  must  get  its  mes- 

sage through  to  the  advertisers.  George 

Huntington,  director  of  sales  develop- 
mnt  at  TvB.  thinks  tv  should  exploit 

itself  with  tv.  "Print  media  are  using 

television  to  promote  themselves,"  he 

said,  "so  why  shouldn't  television?  It 
could  reach  directly  out  to  advertisers 

with  short  announcements  saying  no 

more  than.  "Did  you  know  that  eight 
million  homes  watch  television  10 

hours  a  day?"  ^ 

MORE 
radio  homes  at  the 

LOWEST 
cost  per  home  are 

DELIVERED 

by  WSUN 
than  any  other  station  in  the 

HEART  of 

FLORIDA 
(check  your  Neilsen   No.  '1 

WSUN  RADIO 
ST.     PETERSBURG     -    TAMPA 

Represented    By    VENARD,    RINTOUL    & 
McCONNELL 

Southeastern:    JAMES    S.    AYERS 

sooo  w 
Best  Buu 

9 

^h 
 over  100

.000 
people  wHh   

an   effect*- bJU  income 
 of  S6.000 per   family,  in   KFJl's  

 ex- 1 elusive    8,000    square   mile  I 

:;<> 

coverage  area. 

Things  h^ppe^  | 

Best  Buu 

KFeJI KLAMATH  FALLS,  OREGON 

Ask  -the  Meeker  Co. 

II  SO   KC 
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Famous  on  the  Georgia  Scene 

MARTHA  BERRY  SCHOOL,  where  students  pay  for  their 
education  through  the  fruit  of  their  own  labor,  is  in  north- 

west Georgia,  near  Rome — a  region  fully  covered  by  WAGA- 

TV,  famous  on  the  Georgia  scene,  too.  Reaching  60  counties 

with  a  population  of  nearly  2  million.  WAGA-TV's  tallest 
tower,  maximum  power,  top  ARB  and  Pulse  ratings  make  it 

the  leading  television  station  in  the  Southeast's  No.  1  market. 

STORER    BROADCASTING    COMPANY    SALES     OFFICES 

NEW  YORK-625  Madison  Ave.   •   CHICAGO-230  N    Michigan  Ave     •   SAN   FRANCISCO-1 1 1    Sutter  St 

Represented  Nationally  by  THE  KATZ  AGENCY,  Inc. 



Call   Branham 

or  Dick  Watts  at 

KROD-TV 
Channel   4 

EL    PASO,   TEXAS 

CBS   

AFFILIATED  with  KROD-600  kc    (5000w), 
Owned  0  Operated  by  El  Paso  Times,  Inc 

Rep.   Nationally  by  the  BRANHAM  COMPANY 

Montgomery's  No.l 
(says   Hooper)    is 

WRMA 
Serving   200,000   Negroes 

Oct.-Nov.    1956   Hooper 

* 

Av.  share  7AM-6PM 

WRMA  27.6% 
Second  station,  21.4% 

Signed  off  4:45PM  during  survey 

Exclusive  Market 

The  only  Negro  station 
in  a  Central  Alabama 

area  with  53%  Negro  population 

WRMA 
Montgomery,  Ala. 

Judd     Sparling,     Commercial     Manager 

Joseph    Hershey    McGillvra, 

National    Representatives 

Reps  at  work 

Frank  DeRosa,  NBC  Spot  Sales.  Chicago,  thinks  that  there's  a  ver) 

important  point  which  hasn't  heen  emphasized  enough  in  spot  radio 

— the  preparation  of  copy.  "Much  has  heen  said  about  ratings,  the 

use  of  local  personalities,  and  salutation  schedules."  Frank  says, 

"but  how  about  the  memorabilitj  of  the  commercial  message?  Ex- 
tensive thought,  time  and  expense 

goes  into  the  preparation  of  tv 

commercials,  print  ads  and  bill- 

board ads.  Perhaps  so  much  em- 

phasis is  placed  on  these  ads  be- 
cause they  are  visual  and  must  be 

informative,  e\e-appealing  and  en- 
tertaining. But  exactly  the  same 

treatment  should  be  given  the  ra- 
dio commercial  to  make  it  ear- 

appealing,  informative  and  stimu- 
lating to  the  imagination — leaving 

a  memorable  listener  impression. 

The  excellent  commercials  in  the  past  year  or  so  of  Pepsodent,  Con- 

tadina.  and  Beechnut  Gum,  among  others,  combined  with  their  spot 

buving  formulas,  took  full  advantage  of  radio's  great  advertising 
potential.  More  success  stories  for  advertisers  can  be  written 

through  the  use  of  carefully  thought  out  commercial  messages  than 

for  saturation  campaigns  with  strong  local  personality   programs." 

Dick  Hayes,  The  Branham  Co.,  New  York,  says  that  "the  continuing 
studies  being  made  bv  Branham  reveal  that  no  less  than  eight  out  of 

10  davtime  tv  spot  advertisers  insist  upon  'minute'  announcement 
schedules.  But  tv  stations  are  limited  in  the  number  of  choice  day- 

time  minute  availabilities  because  of  network  commercial  commit- 

ments and  the  consequent  competi- 

tive conflicts.  So,  some  advertis- 
ers must  settle  for  less  than  the 

best  minute  schedules."  Dick 

points  out  that  there  are  advertis- 
ers who  must  adhere  to  minute 

film  commercials  because  of  spe- 

cific product  problems.  "To  them 
the  full  minute  is  a  necessity  in 

doing  a  good  selling  job  for  the 

product,"  Dick  observes.  "But 
many  other  daytime  advertisers 
can  use  20-second  and   10-second 

announcements  as  effectively  as  minute  spots  and  yet  do  not.  They 

completely  overlook  the  wide  selection  of  brief  spots  by  their  short- 

sighted policv.  These  10-  and  20-second  announcements  have  been 

attractively  priced  bv  television  stations  to  reach  the  maximum  num- 

ber of  housewives  at  an  extremely  low  cost-per- 1.000.  Many  adver- 

tisers   should    investigate    this    as    yet    untapped    source    of    sales." 
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You  COVER  the  market  at  MINIMUM  cost 

in  UNCLE  JERRY'S  CLUB  on  WBEN-TV 

Since  1955  over  2000  youngsters 

have  appeared  wit^i  "Uncle"  Jerry  Brick, 

genial  emcee  -  and  "talent  scout"  to 

Western  New  York's  budding  entertainers 

Sure,  there's  a  COVER  and  MINIMUM  at  "Uncle 
Jerry's  Club"  .  .  .  but  it  works  in  your  favor  ! 

This  weekly  Children's  Program  has  been  enjoyed 
every  Sunday  morning  for  the  past  two  years  by 
hundreds  of  thousands  of  youngsters  and  adults. 

They  find  the  variety-entertainment  of  talented 
tots  a  high-spot  of  leisurely  Sunday  viewing. 

And  you'll  find  it  the  right  spot  for  your  product 
promotion  !  If  you  want  to  reach  children  and 

people  interested  in  children — and  who  doesn't? — 
you'll  do  it  quickly  and  economically  by  partici- 

pating in  Uncle  Jerry's  Club. 

Our  sales  department  and  our  national  representa- 
tives, Harrington,  Righter  and  Parsons,  will 

be  happy  to  arrange  a  table  for  you  —  up  front  at 
ringside  !  Contact  them  for  costs  and  availabilities. 

WB  EN-TV 
CBS    in    Buffalo 

SPONSOR 15    ii  nk  1951 IV) 



GIEf  I'm  going  to 
try  that  candy!" Commercials  on  WGN-TV  have 

awaj  of  getting  results  because 
WGN-TV  programming  keeps 
folks  wide-awake,  interested — 
and  watching.  For  proof,  let  our 

specialists  nil  you  in  on  some  sur- 
prising WGN-TV  case  histories 

and  discuss  \  our  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 

with  WGN  "TW 
Channel  9 
Chicago 

IN 

MONTGOMERY 

ALABAMA 
ITS 

WCOV 
RADIO 

for 

•    POWER 
(10,000  watts) 

•    NETWORK 
(CBS  Radio) 

•    LISTENERS 
(Check  any  Survey  I 

GET    THE   FACTS 
from 

Adam  Young,  Inc. 

James  S.  Ayers 

WCOV  RADIO 

90 

i 

Tv  and  radio 

EWSMAKERS 

Wayne  Coy  has  been  named  president  and 
director  of  Twin  States  Broadcasters,  Inc. 

(WFMB-AM&TV,  Indianapolis.)  The  two 

Indianapolis  stations  along  with  WTCN- 

\\I&T\.  Minneapolis,  were  recently  ac- 

quired by  Time,  Inc.  From  the  time  of  his 

graduation  from  college  in  1926  through 

\\  orld  \\  ar  II.  Coy  was  active  in  the  news- 

paper field  and  then  later  in  government 

service.  Following  the  end  of  the  war  he  became  assistant  to  the 

publisher  of  the  Washington  Post  and  also  in  charge  of  that  paper's 
radio  operations.  In  1947  he  was  appointed  chairman  of  the  FCC 

and  held  that  position  for  over  four  \ears.  In  June  1952,  Cov  joined 

Time.  Inc.  as  radio-tv  consultant.  He  later  became  president  and 

general  manager  I  also  50'  <  stockholder  I  of  Time's  KOB-AM&TV, 
Albuquerque.     New  v. p. -gen.  mgr..  W  FBM  group  is  Eldon  Campbell. 

William  B.  Caskey  has  been  made  execu- 

tive  \ice  president  of  WPEN-AM&FM, 
Philadelphia.  Caskey  has  been  upped  from 

the  position  of  vice  president  and  general 

manager  of  WPEN.  He  joined  the  station 

10  years  ago  as  promotion  and  public  rela- 
tions director.  Subsequently  he  was  ad- 

vanced to  the  posts  of  program  director, 

assistant  to  the  president,  general  manager 

and  then  v. p.  and  general  manager.  Caske\  was  an  early  advocate 

of  the  music  and  news  programing  format  for  radio.  Along  with 

Caskev's  appointment.  WPEN  this  week  also  upped  Murray  Arnold 
from  assistant  station  manager  to  station  manager.  Arnold  has  been 

in  broadcasting  for  27  vears  in  varied  phases  of  the  business  includ- 

ing announcing,  as  production  director,  advertising-promotion-pub- 
licity  director  and  program  director  for  WIP  Radio.  Philadelphia. 

Reginald  P.  Merridew  is  the  new  man- 
aging director  of  WJW.  Cleveland,  and  Jack 

Kellv.  former  managing  director  of  the  sta- 

tion, is  moving  to  Storer's  New  ̂   ork  sales office.  Both  moves  were  announced  this 

week  by  William  E.  Rine.  vice  president 

for  all  Storer  radio  operations.  Merridew, 

a  graduate  of  Bucknell  I  niversity.  entered 

the  broadcasting  industry  in  1937  as  an 
announcer.  In  1942  he  became  a  member  of  the  staff  of  W  GAR. 

Cleveland.  He  spent  15  years  with  that  station  serving  as  chief 

announcer,  production  director,  program  director  and  director  of 

operations.  In  October  of  1955  he  resigned  to  become  v. p.  in  charge 

of  sales  and  public  relations  for  Crown  Hill  and  Sunset  Memorial 

Park  in  Cleveland.  Kelly  who  has  been  managing  director  of  \^  J^ 

since  1954  has  a  wide  background  in  broadcasting  and  advertising. 
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Vtf* 

bless  their  cotton  pickin'  little  hearts! 

No,  we  don't  mean  these  little  pea  pickers  bein'  measured  . . .  but  low  overhead 

Robert  Hall,  nationally-known  clothing  chain.  KXLA  "suits"  'em  'cause 

it  measures  up  with  folks  who  buy  bales  'o  duds.  Yep,  stuff  moves  fast  when  you 

use  KXLA,  most  listened  to  24-hour  country  and  western  music  station. 

10,000  watts  covering  the  greater*  los  angeles  market 

1110  on  the  dial 

Represented  nationally  by  Burkc-Stuart  Co.,  .Vtu  York,  Chicago.  Detroit.  Los  Angeles.  San  Francisco 
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Why  is  spot  ignored? 

I  here  was  some  justification  for  the  tendency  of  trade  pub- 

lication- and  advertising  columnists  to  ignore  spot  tv  and 

radio  hack  in  the  days  when  neither  published  their  billings. 

Today  spot  tv  has  TvB's  reports;  spot  radio  has  the  SR  Vs. 
It  is  hard  to  understand,  therefore,  why  these  two  major 

and  growing  media  continue  to  he  ignored  in  the  graphs  pre- 

sented to  the  industry.  A  recent  issue  of  one  of  our  contem- 

poraries, for  whom  we  have  great  respect,  carries  a  detailed 

bar  chart  in  color  ui\  ing  ad  expenditures  in  eight  media. 

The  chart  excludes  spot  tv  and  radio. 

Oddly  enough,  to  get  figures  for  network  radio,  which  has 

no  dollar  report,  the  publication  went  to  the  trouble  of  ask- 

ing RAB  for  an  estimate.  But  it  left  out  spot  radio  when  fig- 

ures are  available.  In  fact  in  the  same  issue — many  pages 

further  hack — the  publication  carried  a  few  lines  to  the  effect 

that  spot  radio  billings  were  40.5'",  ahead  for  the  first  quar- 
ter of  1957! 

We  just  don't  understand  it.  But,  having  successfullv 
waged  a  battle  to  get  the  air  media  to  supply  dollar  figures 

in  the  first  place,  we  won't  rest  until  they  are  accorded  their 
proper  place  in  all  quarters. 

ANA  study  won't  "blow  over" 

Agencies  who  are  inclined  to  dismiss  ANA's  present  study 

of  the  commission  system  as  something  which  will  just  "blow 

over"  (like  the  ANA  study  of  the  1930's)  may  he  in  for  a 

rude  awakening.    One  thing  that's   different  this  time:   tv. 
There  is  a  quiet  determination  among  many  major  tv  cli- 

ents to:  (a)  do  something  to  end  the  flat  15' V  commission  on 
programs  agencies  do  not  produce;  and  to  (b)  find  a  new  Avay 

to  compensate  agencies  for  all  phases  of  their  service. 

This  does  not  mean  clients  are  critical  of  agencies  or  the 

job  they're  doing — only  of  the  compensation  system. 
If  agencies  fail  to  gauge  the  intensities  of  sentiments  for 

change  among  certain  large  advertisers,  they  will  be  caught 

short.  Agencies  should  now  he  actively  at  work  exploring 

the  possibility  of  change — whether  major  or  minor.  Or  they 

should  be  working  to  document  the  advantages  of  the  status 

quo  with  point-by-point  specifics. 

\ 

0 
THIS  WE  FIGHT  FOR:  How  big  is  your  bud- 

get next  year  for  rculio  and  tv  commercials?  In 

the  press  of  decision-making  for  programs  and 

time,  don't  forget  the  single  most  important 
air  media  basic:  the  commercial  is  the  payoff. 

lO-SECOND  SPOTS 

Snap,  crackle,  pop:  A  baby  alligator 

sent  by  a  Florida  vacationer  to  a  secre- 
tary in  a  Madison  Avenue  agenc)  Has 

resulted  in  an  all-out  organizational 
drive  for  the  latest  information  on  the 

care  and  feeding  of  alligators.  Biggest 

problem  facing  agencj  researchers — 
ailligator  doesn't  like  being  put  in 
water.     Call  for  Dr.  Dichter! 

Co  where  you  go:  A  German  radio 

manufacturer  has  introduced  to  I  S. 

motorists  the  Blaupunkt-Blue-Spot  Hi- 
Fi  car  radio  which,  it  claims,  will  play 

FM  under  bridges  and  through  tun- 

nels. Adding  a  new  dimension  to  out- 

oj-home  listening:  The  bridge  and  tun- 
nel audience. 

Channeled:  An  overwrought  time- 

buver.  feeling  the  need  for  analysis, 

was  referred  to  a  psychiatrist  on  East 

60th  Street.  Upon  entering  the  plush 

ground  floor  reception  room,  the  time- 

buyer  was  greeted  by  a  svelte  recep- 
tionist who  indicated  three  doors. 

'Take  the  door  that  matches  your  in- 

come," she  told  the  timebuyer.  The 
first  door  was  labeled  $30,000  to  $75,- 

000;  the  second.  $15,000  to  $30,000: 
the  third.  Under  $15,000.  He  took  the 

third,  wandered  down  a  corridor, 

made  a  sharp  U-turn,  and  suddenly- 
found  himself  out  on  60th  Street  again. 

Alas,  poor  Yorick:  Recently  there  has 

been  a  movement  among  morticians' 
groups  to  limit  drastically  the  right  of 
members  to  advertise.  Oh.  well,  it 

would  be  a  tough  business  to  write 

singing  commercials  for  any  nay. 

Headline:  From  Y.  Y.  Times — 
U.S.  WEIGHS  ASKING 

TIME  ON  SOWETTV 
FOR  EISENHOWER 

Ma\  Seek  "Full  Reciprocity' 
For   Interview   On   CBS 

Granted  Khrushchev 

'Full  reciprocity' — is  this  another  word 

for  'equal  time'? 

Road  test:  At  the  Bloomfield  Hills, 

Michigan,  headquarters  of  MacManus, 
John  &  Adams,  a  1957  Pontiac  Star 

Chief  Catalina  is  on  tap  for  visitors. 

They  may  drive  it  before  or  after  ap- 
pointments, are  furnished  with  a  map 

detailing  scenic  attractions  of  the  area. 
Now  the  reps  tvill  hare  something  to 

do  while  waiting  to  see  the  timebuyers. 



It's  your  move... 
to  the  TOPS  in 

Cleveland  Television 

WIW-TV 
%J|       CHANNEL    8 

*  Sales  Management  May  10.  1956 

WJW-TV—  Storer  Broadcasting  Company  •  1630  Euclid  Avenue,  Cleveland  IS,  Ohio  •  TOwer  1-6080 
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V    is  Watched  MORE 

ilies'iMKo&si       ̂  and  Sells  More  Goods  for  Spons&g? 

tSgSZSS*-™?  ■"*-«■■■.  night-time  schedu 
BAS.C  ABC  AFF.UATE  S0MMER 

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY m 
SATUf A 

"ROMPER    ROOM".- MoPPets  and  their  mothers  both  watch  Virginia  Adam,  «  <h„  a  », 
fun,  ,earn,ng^and  sel„ng-on  this  enormous^^pu^^^Ltr^e'X  sho" 

"JACKPOT    MOVIE"  -Top  feature  fji^e  combined  with  the  opportunity  ,0  w,n  hundreds  of 
"must"  tor  Kansas  City  viewers'       P  %    mafce    ,h'S    m0rning    show    a 

COMIC  I 

"HAPPY    HOME   THEATRE"  -Excellent    feature    films    emceed    by    Bea    Johnson     Director    n, 

getwellts'1^ 

gets  results  on  this  audience-rich  show. 

LITTLE  R*< 

BUFFALO  Bl 

CHILDRE. THEATF 

SIX  GUV 
PLAYHOU 

TEXAS  I 

rasslinI 

CARTOON  CAR  i 
CIRCLE 

MOVIE  Tl 

BOWLIN' 

WITH 

MOLEN 

why 

the  SWING  is  to   _  _    -  . 
Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 

KMBC-TV 

y 
y 

■*y* 

televisio 
DON  DAVIS,  President 

JOHN  SCHILLING,  Executive  Vice  \'4 GEORGE  HIGGINS.  Vice  Pres.  &  Sa  4 

MORI  GREINER,  Manager  of  Televis 
DICK  SMITH,  Manager  of  Radio 

id   m    Radio,    it's KMBC./  Kansas  City— KFRM/**  the  State  of  Ka 
J 
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40<  ■  copy*  910  ■  year 

NBC 

30    I 

THE   WEEKLY    MAGAZINE   TV/RADIO   ADVERTISERS    USE 

Surveyed  Facts 

asm 

Dominance! 
JL   WXEX-TY  is  your  best  buy — by  far — to  cover  the  whole  Richmond 

TV  area.   A  35-county  Grade  B  area  survey  made  by  ARB  proved 
conclusively : 

JL   WXEX-TV  leads  any  other  Richmond  station  in  total  area  rating 
points  by  3V/3%. 

,JL,   WXEX-TY  leads  any  other  Richmond  area  station  in  more  quarter 

K    hours  by  33'.,%. 

JL  WXEX-TV  leads  any  other  Richmond  area  station  in  total  share  of 
audience. 

Don't  project  urban  ratings  to  the  Grade  B  set  count.  You  get  faulty 
cost-per-thousand  figures.    Use  the  facts  in  the  ARB  area  study.    Get 

them  in  full  from  Select,  For  joe  or  WXEX-TY. 

Of 

NBC   BASIC  — CHANNEL  8 
Tom  Tinsley,  President  Irvin  G.  Abeloff,  Vice-Pres. 

laticrtal  Representatives:    Select  Station   Representatives  in  Ne*   Yorlt,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago    Seattle    San  Francisco    Los  Angeles,  Dallas,  Atlanta 

TV  DOMINATES 

SPENDING  BY 

TOP  100  CLIENTS 

15  of  the  top  100  ad- 
vertisers spend  ovei .">()' !  of  their  ad  bud- 

gets on  t«'lr\  ision. 
Newspapers  dominant medium  for  onlj  six, 

and  magazines  for  nine 

Page  29 

Must  industries 

soft-pedal 

group  selling? 
Page  32 

How  to  save 

money  on  tv 

commercials 

Page  36 

Radio  Basics: 

spot  spending, 

network  clients 

Page  41 



-tUfckW, 
~t(i6 /rtigfCG[. .  • 

There  are  171  cities  in  Wiscon- 
sin. Exactly  1/3  or  57  of  them 

are  "Our  Cities"  regularly  serv- 
iced by  WFRV-TV. 

Wisconsin  has  22  cities,  10,000 
to  39,000  population.  Exactly 
one  half  or  1  1  of  them  are  inside 
our  circle. 
Wisconsin  has  8  cities.  39,000  to 

150,000.  Three  are  WFRV-TV 
cities.  The  others  are  widely  scat- 

tered across  the  state. 

The  WFRV-TV  market  includes  the 
well  known  industrial  cities  of 

Green  Bay,  Appleton,  Oshkosh,  Fond 
du  Lac,  Manitowoc,  Sheboygan, 
Neenah,  Menasha.  The  Fabulous 

Fox  River  Valley  of  the  Industrial 
Giants. 

Famous  for  its  concentration  of 

huge  nationally  advertising  man- 
ufactories, the  WFRV-TV  coun- 

try also  has  more  than  50,000 
farms,  more  than  75%  with  TV 

sets,  and  a  gross  cash  farm  in- 
come of  $317,013,600. 

This  is  the  MIGHTY  station  in  this 

MIGHTY  market  doing  a  MIGHTY 

big  job  with  the  HIGH  tower.  1165 
feet  above  average  terrain,  the 

highest  antenna  in  a  5-state  area. 

Lowest  Cost  per  7000  TV  Homes. 

Lowest  Cost  per    7000  People. 

Lowest  Cost  per  $7000  Purchasing 
Power. 

IN  SELECTING  MARKETS  . . .  COMPARE  MARKETS 
with   these   WFRV-TV   figures 

357,340  TV  Homes 
Authority:  Television  Magazine  April,  1957 . 

More  Than  A  Million  Population  •    More  Than  A  Billion  Retail  Sales       « 

Basic   ABC 

plus   CBS 

GREEN     BAY,      WISCONSIN 

From  the  Wonderful  Fox  River  Valley  to  1/3  of  the  State  of  Wisconsin 

Soren    H.    Munkhof,      Exec.    V.P.    &    Gen.   Mgr. 



there  are  175  counties  and  over  600,000  radio 

homes  under  Big  Aggie's  Umbrella 
That's  a  sizable  chunk  of  these  United  States 
and  a  mighty  important  market.  Over  two 

million  people  live  under  Big  Aggie's  umbrella. 
The  last  time  anyone  counted  the  dollars  they 

spend,  it  amounted  to  2.8  billion  a  year. 

Where  do  they  spend  it?  Let's  look  to  Big  Ag- 
gie for  that  answer.  For  the  vast  expanse  of  Big 

Aggie  Land  is  defined  by  the  power  of  one 

radio  station— WNAX-570.  80°o  of  Big  Aggie's 
609,590  radio  families  tune  to  WNAX-570  three 

to  seven  times  a  week.  That  s  66.4°o  share  of 

audience.  It's  a  safe  bet  that  these  prosperous 
people  spend  a  good  amount  on  products  ad- 

vertised on  WNAX-570. 

Yes,  Big  Aggie  Land  is  an  important  market. 

And  nothing  covers  it  all — delivers  it  all — except 
WNAX-570. 

Ask  your   Katz   man  for  details. 

1956    Nielsen   Coverage   Service 

dlfe bic  accie  land       35th  ANNIVERSARY  OF  WNAX  -  1922  ■  1957 

WNAX-570 
Yankton,    South    Dakota 

CBS    Radio. 

A    Cowlcs    Station. 

Don    D.    Sullivan,    General    Monager. 
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DIGEST  OF  ARTICLES 

Tv  dominates  spending  by  top  100  clients 

29     Some   I")  of  top  100  19.">n  clients  spent  over  .">()';   of  four-media  a<l  bud- 
get  in    tv.    Newspaper*    arc    dominant    media    of    six:    magazines,    nine 

Can  an  association  sell  hard? 

32     American  Dain  Association  shifts  t\  network  gears  from  Como  to  Disney, 

add-  weekday  radio  saturation;    V)"i  broadcast  budget   nears  S3  million 

Where  does  the  money  go? 

36     Hots    advertisers  can  save  money  through  producing  several  tv  commer- 
cials as  unit  is  demonstrated  with  step-by-step  production  cost  breakdown 

Radio  hatches  a  nest  egg 

39     Elite  Chicks  of  Iowa  has  sold  over  500,000  birds  in  the  first  four  months 
of  1957.  Owner  Vance  McCray  says  credit  for  90%  of  sales  goes  to  WMT 

Radio  Basics/June 

41     The  second  monthly  Radio  Basics  section  features  spot  radio  spending  by- 
industry    categories   and    the    current    list   of   network    radio    advertisers 
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In  Upcoming  Issues 

Don  McCannon  of  Westinghouse 

Lawyer-president  of  WBC  stations,  a  leader   in   programing,   promotion 
and  sales  concepts,  analyzes  station  operation  today 

Beneficial  Finance  Co. 
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for  local  office  advertising  support  and  coordination 
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LARGEST  f  AUDIENCE il 

OF    ANY    STATION    IN    IOWA  '     OR    ILLINOIS    (outside    Chicago) 

According  to  Nielsen  aoveraee  Service,  WOC- 

j;l
 

TV  Leads  in  ALL  Categories:  Number  of  Homes 
m 

Reached  Monthly,  Number  Reached  Weekly  .  .  . 

Weekly  and   Daily 

Weekly  and   Dail 

Daytime  Circulation; 

\    Nighttime  Circulation. 

WOC-TV   COVERAGE    DATA 

Population 
Fomiliei 

Retail  Sales 

Effective  buying   Income 
Source 

Number  TV  Hornet 

Source 

1.583.800 

489."00 1,934,984,000 
2,686.4 1 3.000 
195"  Survey  of  Buying  Income 
(  Sales  Management ) 

317,902 Advertising  Research 
Foundation 

WOC-TV-   Davenport,   Iowa    is    part    of    Central    Broadcasting    Company    which    also    owns    and 

operates   WHO-TV   and    WHO-  Radio-Des  Moines 

The  Quint-Cities  Station 
—  Davenport  and  Helten- 
dorf  in  Iowa:  Rock  Is- 

land. Moline  and  East 
Moline  in   Illinois 

Col     H.  J.   Palmer. 
President 

I  rnesi  (  .  Sanders, 
Rev    WKr 

Mark  Wodlinger, 

Riv    Saks    Manager 
PI  I  I  RS,  GRII  I  IN, 
WOODWARD.    INC  . 
I  V   LUSIVE 

N  V  I  IONAL 
REPRESENTATIVE 



This  week  admen  were  still  struggling  to  digest — and  inter- 
pret— the  Celler  committee  report  on  the  tv  industry  (see 

tt '  ashington  Week  15  June).  Is  the  report  so  much  word- age  to  be  duly  entered  in  the  records  or  will  it  lead  to 
tangible  action?  To  get  perspective,  SPONSOR  went  to 
Rep.  Emanuel  Celler  (D.,  IS.Y.)  for  this  exclusive  interview. 

The  newsmaker:  Rep.  Celler  conceded  to  SPONSOR  that 

many  times  in  the  past  reports  of  Congressional  committees  have 

been  forgotten  as  quickly  as  they  were  issued.  "But  we  will  not 

allow  our  report  to  hang  in  mid-air  and  gather  dust.'"  he  told 
sponsor.  The  committee,  he  said,  will  keep  a  steady  eye  on  devel- 

opments "to  see  that  our  recommendations  are  carried  out." 
These  are  among  key  recommendations  for  which  Celler  will 

maintain   unrelenting   pressure: 

1.  That   the   FCC   consider   amending   the   option   time   rule. 
2.  That  the  FCC  consider  a 

rule  prohibiting  "must  buy"  re- 
quirements in  network  station 

lineups. 

3.  That  the  Dept.  of  Justice 

continue  its  study  to  determine 
whether  the  networks  tie  sale  of 

time  to  the  sale  of  network-con- 

trolled programs. 

One  of  the  puzzlers  for  admen 

in  the  Celler  committee  report 

was  this  statement:  "Without  de- 
tracting from  the  services  ren- 

dered by  an  agency,  the  proba- 

bilities would  suggest  that  some  advertisers  at  least  are,  or  could 

be,  equipped  to  perform  a  number  of  agency  services  and  thus 

effect  considerable  saving  in  their  tv   advertising  budgets." 
The  committee  recommended  that  the  Dept.  of  Justice  seek  to 

determine  whether  use  of  agencies  results  from  voluntan  choice  of 

networks  and  advertisers  or  whether  there  is  an  understanding 

between  agencies  and  networks  "that  network  time  will  be  sold 

only  to  an  agency  and  not  directly  to  a  sponsor." 

What's  unusual  is  that  the  committee  single  out  television  for 
question  on  the  granting  of  commissions  to  agencies  only  when 

the  practice  is  standard  for  all  media — and  it  is  not  possible  for 

advertisers  to  save  commissions  by  buving  direct  in  any  national 
medium. 

Celler's  own  diagnosis  as  expressed  to  SPONSOR:  His  hearings 

have  uncovered  "clear  indications "  of  a  "tendency"  toward  collu- 
sion between  the  networks  and   agencies. 

Celler  conceded  to  sponsor  that  he  did  not  know  what  the  full 

story  is  in  agency-network  relations.  But,  he  insisted,  the  hearings 

had  produced  enough  evidence  to  warrant  Justice  investigation.    ̂  

Rep.  Emanuel  Celler 

at  the  Chicago 

Federated 

Advertising  Club 

Awards  Banquet...     | 
were  WMAQ  and  WNBQ,  the  llC 

stations  that  were  honored  with  r  re 

awards  than  any  other  broadcaiig 

operation  in  Chicago! 

Possibly  the  most  cherished  awarof 

all  was  the  one  to  WMAQ  an' its 
news  staff.  It  is  well-earned  reccii- 

tion  for  WMAQ's  superior  effor  in 
bringing  to  Chicago  timely  ancn- 
formed  reports,  right  around  it 
clock. 

The  CFAC  awards,  four  eaclto 
WMAQ  and  WNBQ,  are  signifi  nt 

because  they  come  from  advertiif 

professionals,  representatives  of  v 

Midwest's  leading  advertisers  id 
agencies.  Their  selection  of  WMQ 

and  WNBQ  implies  a  sound  endce- 
ment  of  the  stations'  programrif| 
.  .  .  and  the  commercial  impai  of 
that  programming. 

These  awards  offer  further  proc 

WMAQ  and  WNBQ's  broadca* 
leadership  —  the  kind  of  leader* 
that  means  greater  rewards  for  llb| 
audiences  and  advertisers  in  Chic  a 

WMAQ-WNBQ,  Chicag 

SOLD  BY  (NBfySPOT  SALES 
WMAQ  Awards:  WMAQ  News  DeA 
ment  —  Best  General  News  Cove ragi\ 

any  station;  "Wed  Howard"—  Best 
Jockey  (Tie); "  Virginia  Marmaduke"—  I Women's  Show;  "Promenade  Concer\ 
Best  Local  Music  Show. 

WNBQ  Awards:  "Clint  Youle"  - 
Weather  Program;  "City  Desk"  — 
Commentary  Program;  "Club  60"  -I network  musical  and  variety  prograrM 

Chicago;  Station  WNBQ  —  Special  <j>  j 
for  contribution  to  the  welfare  of  \ 
community  in  the  religious  field. 
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There's  more  lo  Florida! 
Imposing  is  the  record  $1,200,000,000  spent  by  Florida's  sun-worshipping  visitors  last  year. 

But  bigger  by  far  today  is  the  ever-expanding  spending  poweroj  Florida's  year-round  residt 

There s  Jacksonville,  for  instance  ..mamspringofadynamu 
$1,775,521,000  market  where  population  has  jumped  20%,  food  sales  86%,  drug  salt--,  W 

since  1950.   Tola!  retail  sales  are  up  90%  ...a  rale  oj  increase   78{      above  the  national  level! 

((ml    r?    filSit'i    f  provides  advertisers  a  golden  opportunity  to  grou  with  the 

market.  For  WMBR-TVs  year-in,  year-out  dominance  of  the  territory  is  unquestioned.  Insole 

metropolitan  Jacksonville.  II   XIBR-TV delivers  almost  five  times  the  audience  oj  its  competition, 

with  the  largest  number  of  viewers  in  every  quarter-hour  oj  the  week,  from  8  a.m.  to  midnight. 

And  that's  only  part  of  the  picture.   In  all.  powerful  WMBR-TV covers  a  market  totaling  67 

northern  Florida  and  southern  Georgia  counties... 29 1,000  television  families  who  fane  made 

WMBR-TV  an  eleven-to-one  favorite  over  any  other  station  .' 

rcea    Sola  Managemt  ■■■    a<li.   \CS  f  2  updated 

Channel    1.  Jacksom  die  -  W  W  BRH 

Operated  by  The  Washington  Post  Broadcast  Division 
^""  Represented  by  CBSTelevis 



This  one  television  station   delivers  four 

standard   metropolitan  area  markets  plus 

•  917,320  TV  sets 

•  1,015,655  families 

•  3!/2  million   people 

$33A  billion   retail   sales 
$6%  billion  annual   income 

WGALTV 
LANCASTER,    PENNA. 

NBC  and  CBS 

STEINMAN  STATION    .    Clair  McCollough,  Pres. 

Representative: 

The   MEEKER  Company,  Inc. 
New  York  Chicago 

CHANNEL.    8     MULTI-CITY    MARKET 

Los  Angeles San    Francisco 
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\iott  iignificoni  tv  and  radio 

mwi  nj  tin-  week  with  interpretation 

in  depth  lor  Iiu.sy  reodert 

#*      SPONSOR-SCOPE 

22  JUNE 
CvtHM    IM7 

•PONSOR   PUBLICATION* 

Do  i%  spectaculars  and  ■pedals  increase  the  total  audience,  or  do  they  mere- 
1%   rob  Peter  to  pay  Paul? 

sides  and  sponsor-  [ong  have  kicked  tins  problem  around  because  of  it-  obvious 
competitive  implications. 

This  week  NBC  TV  compiled  ■  clue  for  SPONSOR-SCOPE.  !i  radicates  thai  the 

total  andienee  doei  expand  in  varying  degrees  when  b  special  goes  on.  Here  is  the 

picture  — make  of  it  what   vou   will: 

TUNE-IN TUNE-IN 

II  M'.IN 

DIM  i  i:i  \f  I 
WK.  RFFORF DURING  SPECIAL WK    Mill: o\  EH  w;. 

Peter   Pan 

64.8% 
74.795 

60.4% 

+15% 
Jack  &  Beanstalk 66.4 

71.3 
66.0 

+11 

Cinderella 62.3 70.3 
65.5 

+13 

Entertainment    '55 
62.7 66.2 

61.8 

+  6 

Ford   Star  Jubilee 51 .0 61.8 57.9 

+21 

The  deal   fell   through   this   week,   but   it   nevertheless   was   an   ominous   straw    in   the 

wind:     Co-sponsorship   of   an   alternate-week  sponsorship. 

One   serious  question   the   proposition    raised:     Would    the    principal    sponsor    he    agree- 

able to  giving  a  cross-plug  to  next  week's  two    sponsors? 

Proof  that   the   Colgate  Theatre    (which  uses  the  MGM  library  exclusively  on 

KTTV.  L.A.)    is   a   whopping   sueeess:     Colgate  has  renewed  the  series  for  the  fall 

even  though  it's  still  hazv  about  its  network  setup   for   the   coming   season. 
The  KTTV  renewal  is  for  39  weeks,  after   a    12-week   hiatus.    There   will   he   Borne   re- 

runs on   the  theory  that  thev   will  he  plaving  to   a   substantially   new    audience. 

Only  other  sector  of  the  air  media  that  knows   where   it   stand-    with    Colgate   is    CBS 
Radio:     All  20  of  the  Colgate  segments  on   that   network  have  been   renewed. 

It's  just  about  axiomatic  that  the  hip;  keep  petting  higger.  So — as  vou  might  suspect 
the  real  market  for  network  tv  film  showings  is  concentrated  in  fewer  and 

fewer    hands. 

SPO\SOR-SCOPE  this  week  analyzed  the  agency  connections  for  60  half-hours  of  tv 
film  scheduled  on  the  networks  for  the  fall.  Almost  70%  of  the  time  involved  will  he 

administered  by  just  10  agencies: 

AGENCY NO.  FILM  SHOWS 
TOTAL  tt  HRS.  PER  WK. 

Young  &  Ruhicam 14 

7% 

Dancer-Eitzgerald-Sample 13 

6% 

I.  Walter  Thompson 8 6 

RRDO 
8 5 

Renton  &  Rowlc; 7 

3Mj 

William  Estv 5 3 

McCann-Erickson 3 

2% 

Compton 3 

2' j 

SSCR 3 
21.- 

Ted  Rates 3 2 
67 

11 
i  Source:    1   June  sponsor.  pa?r  36.1 
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SPONSOR-SCOPE    continued 

Your  grocery  advertising  stands  to  gain  from  a  sophisticated  super  market 
accounting  concept  advanced  in  studies  at  Harvard  and  New  York  University. 

This   is   the   hasic  thesis: 

•  What  really  makes  or  breaks  a  super  market  is  the  profit  per  square  foot. 

•  But  this  picture  today  is  obscured  by  the  old  habit  of  prescribing  markup  by 

volume  rather  than  the  space  occupied  item  by  item.  It's  a  hangover  from  the  bulk- 
goods  era. 

•  On  a  space-accounting  basis,  it  stands  to  reason  that  the  pre-sold,  branded  mer- 
chandise is  the  hands-down   winner. 

•  Ergo,  any  changeover  to  this  kind  of  thinking  implies  not  only  a  stepup  in  adver- 
tising, but  also  a  change  in  margins.  For  example,  it  might  be  good  strategy  to  trim 

margins  somewhat  in   favor  of  more  advertising.    Long-run    it   would   pay    off. 

Want  to  know  how  many  outlets  will  be  needed  in  1960  to  do  70%  of  all  food 
sales?     Marketers  say  20,000. 

Going  backward,  today  37,000  outlets  account  for  70%  of  food  store  sales,  as  against 
50.000  in   1954  and   112,000  in   1939. 

Remington  Rand,  which  spends  around  $6  million  a  year  in  tv,  has  taken 

over  the  sales  leadership  in  the  electric  shaver   field   from   Schick. 

Another  interesting  sidelight:  Norelco,  which  is  about  to  introduce  its  own  sales  force, 

is  coming  up  fast  and  threatens  to  nudge  Sunbeam  out  of  third  place. 

The  electric  shaver,  one  of  the  businesses  notably  catapulted  into  the  big- 

time  by  tv,  is  headed  for  a  7,500,000-market  in  1957 — five  times  the  figure  of  five 
years  ago. 

For  the  package  goods  manufacturer — especially  with  a  new  product — the  use 
of  the  various  weapons  in  the  tv  arsenal  has  taken  on  an  almost  fixed  pattern. 

The  usual  sequence  is  this: 

1)  When  informed  that  a  lot  of  advertising  weight  will  be  put  in  his  favor  via  spot 

tv,  the  dealer  loads  up  on  the  product. 

2)  As  a  result  of  this  particular  tv  pressure,  the  product  moves  and  the  dealer 
reorders. 

The  manufacturer  then  often  looks  to  his  network  show  to  do  the  job  for  the  balance 
of  the  year. 

McCann-Erickson  has  come  up  with  a  new  approach  for  testing  a  product 
on  tv. 

Dr.  Jay  Niefelt,  of  media  research  and  advocate  of  the  new  approach,  thinks  that 

the  conventional  system  of  testing  bv  cities  is  not  so  efficient  as  pinpoint  testing  in  re- 
gions that  represent  the  best  target  for  the  product. 

Dr.  Niefelt  told  SPONSOR-SCOPE  this  week:  "The  most  logical  wav  to  direct  a  tv 
test  for  a  product  is  to  find  the  greatest  concentration  of  consumers  that  are  likely  pros- 

pects and  work  on  that  area.  That's  in  contrast  with  what  you  might  call  the  old  shotgun 

method  of  simply  banging  awav  at  a  lot  of  cities." 

According  to  a  Nielsen  analysis  of  tv  network  program  changes,  the  number  of  spon- 
sored shows  on  the  air  each  spring  has  become  progressively  smaller. 

The  trend:  March  1955,  139  shows;  March  1956,  136  shows;  and  March  1957,  132 

shows. 

(See  sponsor's  Fall  Facts  issue,  20  July,  for  chart  showing  number  of  shows  canceled 
and  added  during   various   periods  from  fall   of  1954  to  March  1957.) 
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SPONSOR-SCOPE    rrmtimmd  .  .  . 

Thin    week    ■    real    l><-li<-v<--i(-or-not    hit   the   trade   in    spades: 

I  I     One  of   the   radio   networks   Wll   forced    to    put    out    tin-    SI{<>    ni^ii,    .iml 

2 1    The  sponsor  thereupon   promptly   wooed  ipot> 

DnPon'i  Zeres  wu  the  product  involved. 

BBDO  made  a  I> i< I  for  a  chunk  of  NBC's  Monitor,  starting  in  the  EaiL  li  ran  into  i 
full-up  schedule  and  decided,  with  the  cHent*a  approval,  to  switch  to  spol  radio.    Tue  cam' 
pai<in   will  spread  over  every  state  in  the  union    except    Florida. 

DuPont'a  other  anti-freeze,  /crone,  previously   had  been  set  writh    \BC  Radio. 

NRC  Radio  also  is  polishing  up   another   SRO  wiirn — on    drtlg    products. 

In  the  process  of  negotiation  this  week  is  a  contract  with  a  major  dni'_r  manufacturer 

— estimated  billings,  around  SI  million  -and  once  llii-  BCCOUnl  IS  in  the  house  DO  more 

drug  products  will  he  accepted.  The  network  now  is  runninc  ahout  80  dru^  spots 
a   week. 

This  is  turning  onl  to  he  the  healthiest  summer  for  radio  since  the  medium 
started   on   its  oomehack  trail. 

Spot  continues  hotter  than  the  thermometer.  Meantime  CRS  Radio  reports  that  r\en 

though  there  are  some  vacancies  in  the  afternoon  billings  are  running  wav  ahead  of  last 

summer's. 

Roth  CRS  and  \Rf!  Radio  business  levels  have  heen  supported  thi^  summer 

by  H  "l  far  fewer  cancellations  than  had  heen  anticipated,  and  (2)  a  flock  of  seasonal 
accounts  darting  in   uifh  four-  to  ei<rht-weck  campaigns. 

Decision  makers  should  find  this  sidelight  on  nighttime  radio  quite  pro- 
vocative: 

\  studv  conducted  by  Pulse  for  Peters.  Griffin.  Woodward.  Inc..  '-how-;  that  for 
the  rates  now  in  effect  an  advertiser  hnvinjr  nighttime  radio  (between  6  and  10 

p.m.)  srets  0.6^  more  families  than  hetween  6:30  and  9  a.m.  He  als<   ts  essen- 

tially  the  same  audience  composition. 

Though  the  survev  was  limited  to  the  23  radio  markets  represented  by  POW.  the  firm 

thinks  the  nYures  are  a  strong  clue  to  what's  happening  all  over. 

A  problem  von  hear  more  and  more  timebuver«  grumbling  ahout:  Stations  failing 
to  note  in  their  affidavits  the  exact  time   announcements   were   hroadcast. 

A  major  agencv  this  week  told  SPONSOR-SCOPE  it  is  refusine  to  pav  radio  stations 
that  neilect  to  specifv  all  broadcast  times,  even  thonirh  floatincr  schedules  are  involved. 

Said  this  airencv's  timchuver:  "We'd  rather  not  set  tou<rh.  Tint  our  client*  are  entitled 

not  onlv  to  information  ahout  specific  time  hut.  if  he  elects,  the  station's  loir  for  a  half 

hour  on  either  side  to  «ee  how  much   product  protection  he  got." 

ARR  has  devised  a  service  to  counter  the  "rating  week"  hypo. 

There's  no  stopping  a  station  from  loading  a  "ratimr  week"  with  attention-getting  gim- 

micks, hut  competitor-;  can   offset  this  hv  buving    ARR's   new  four-week   ratine. 
The^e  additional  wcek<  of  research  u ill  he  available  in  individual  markets  on  ad- 

vance  order. 

Media  hovers  this  week  crnl  projrram  presentations  from  a  couple  of  the  nan- 
recnlar   networks: 

PVT  WEAVER  NETWORK:  An  hour-and-a-half  of  dance  music  from  the  tragon 

Rallroom.  Chicago,  over  14  stations  hetween  New  York  and  Minneapolis.  Saturday  nights. 

Price  rer  half  hour    'time   and   talent"):   115,000.     Estimated    COSt-per-1,000:     13.57. 
NT  V  FTT  AT  NETWORK :  Three  one-minute  participations  on  thi  hour  tv  ' 

over  110  station-  at  Sfv'.nOO  per  week  Crime  and  talenf'i.  Estimated  COet-per-1,000,  baaed 
on  an  average  of  16.2  million  homes:    *4. 
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SPONSOR-SCOPE    continued 

Benton  &  Bowles  has  seored  a  major  coup  for  General  Foods  by  persuading 

the  majority  of  the  stations  carrying  Maxwell  House  Instant  Coffee  I.D.'s  to  ac- 
eept   Bristol-Myers  as  an   alternate  sponsor. 

Several  agencies  protested  to  reps  about  the  situation,  hut  the  dual-client  deal  stands. 
It  does  this: 

1)  Commits  General   Foods  to  sponsor  I.D.'s  for  36  out  of  52  weeks. 
2)  Permits  Bristol-Myers  to  move  into  the  open  spots  for  three-  or  four-week  flights, 

totaling  16  weeks. 

3)  Requires  each  of  the  advertisers  to  issue  separate  contracts  and  accept 
separate  discounts. 

The  orders  add  up  to  an  annual  expenditure  of  $3.6  million  hy  General  Foods  and 
$1.6  miliion  hv  Bristol-Mvers. 

In  a  letter  to  the  stations  involved.  B&B  stated  that  there  was  nothing  illegal  or 

unfair  about  the  proposition  and  explained  that  it  was  acting  on  a  "special  television 
assignment  from   Bristol-Myers." 

(See  15  Tune  SPONSOR-SCOPE,  page  9,  for  earlier  reaction  to  this  move  to  introduce 
alternate  sponsorship  in  spot  tv  on  a  massive  scale.) 

General  Foods'  arrangement  may  be  a  mild  form  of  time  brokerage,  but  there's  noth- 
ing in  it  that  might  draw  even  so  much  as  a  glance  from  the  FCC. 

That's  what  several  leading  lawyers  who  practice  before  the  FCC  told  SPONSOR-SCOPE this  week. 

They  feel  the  FCC  would  deem  it  bad  policy  only  if  the  stations  delegated  their 

programing  or  other  responsibilities   along  with  the  sale  of  time. 

P&G  will  go  on  cherishing  its  soap  operas  during  the  coming  tv  season. 

Even  with  the  cutback  of  10  quarter  hours   a   week.   P&G   still   will   spend    around 

$2.8  million  for  serials  on  CBS  TV.    An  additional  $2.7  million  will  go  into  production. 

P&G's  other  daytime  tv  network  commitment:    Five   half -hours    a    week    on   NBC, 
estimated  to  run  around  $1,250,000  for  the  vear. 

Reps  are  keeping  their  fingers  crossed  over  the  balance  of  the  big  chunk 

of  tv  spot  business  that  P&G  recently  placed. 

P&G  last  week  canceled  the  Tide  section  of  the  orders  before  the  campaign  really 

got  rolling.    Tn  all.  the  Tide  spots  will  run  s°ven  to  eight  weeks. 
Other  brands  placed  at  the  time:    Comet.  Prell.  Zest. 

Take  it  from  Chicago  FCB's  Genevieve  Lemper,  tv  moves  so  fast  and  has 

become  so  complex  that  it's  getting  most  difficult  for  an  agency  to  train  people 
as  thev  should  be  trained. 

Miss  Lemper  this  week  described  in  an  interview  with  SPONSOR  how  every  transaction 
now  takes  much  more  time  than  it  used  to.  and  involves  an  incredible  amount  of 

paperwork. 
Cited  as  headache  inducers:  CI)  multiple  agencies,  (2)  multiple  products,  (3) 

whether  to  co-sponsor  or  alternate-sponsor,  and  (4)  how  to  match  up  your  client's 
market  needs  with  the  station  lineup  required  hv  vour  fellow  sponsor. 

i* 
Flav-R  Straw,  exclusively  a  spot  tv  babv.  wound  up  its  first  year  of  opera- 
tion with  a  gross  of  $9.5  million. 

Its  tv  expenditures  for  the  vear:    $2.5  million. 

For  other  news  coverage  in  this  issue,  ?re  Newsmaker  of  the  Week,  page  4:  New 

and  Renew,  page  48:  Spot  Buys,  page  49:  News  and  Tdea  Wrap-Up,  page  54:  Washington 
Week,  pace  65:  SPONSOR  Hears,  page  68;  and  Tv  and  Radio  Newsmakers,  page  75. 
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Recent  modernization  includes  new  radio  trans- 

mitter, new  radio  tower  system  and  increose  in 

operating    space    to   50,000    square    feet. 

Thirty-two  years  ago  the  selection  of  a  Houston  radio  station  was  relatively  simple.  There  was 

only  one . .  .  KPRC.  Eight  years  ago  the  selection  of  a  Houston  television  station  was  relatively  simple. 

There  was  only  one  .  .  .  KPRC.  Pioneering  in  broadcast  media  has  been  a  welcomed  opportunity 

for  KPRC  management  since  1925.  KPRC  has  grown,  progressed  and  modernized;  keeping  pace 

through  the  years.  Today  there  is  only  one  completely  modern  radio  and  tele- 

vision facility  in  Houston  .  .  .  KPRC,  offering  the  finest  broadcast  service 

in  the  South  and  Southwest.  Radio  950  Kilocycles.  Television  Channel  2. KPRC 
Jack  Harris,  Vice  President  and  General  Manager     •     Edward  Petry  &  Co.,  National  Representatives     •     Jack  McGrew,  National  Soles  Manager 
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NO  MOR 

Bobby  Hackett  and  his  jazz  combo 



ST.  LOUIS  BLUES 

TheyWe  singing  out  the  happy  news  in  St.  Louis  — 

KTVI,  now  VHF,  has  heroine  ABC-TV's  exclusive  outlet. 

There's  music  with  an  upbeat  for  St.  Louis  viewers,  who, 

come  September,  will  see  all  the  ABC-TV  shows, 

in  proper  program  sequence,  on  one  VHF  channel. 

It's  music  with  a  beckoning  beat  for  advertisers,  who 

can  now  cover  this  multimillion-dollar  market 

with  strictly  competitive  KTVI  .  .  .  ABC-TV  in  St.  Louis. 

Now  St.  Louis  joins  San  Antonio,  Omaha  and  Norfolk  — 

all  top-market,  primary  stations  in  the  ABC-TV  line-up. 

Boston,  New  Orleans,  Pittsburgh  and  others 

are  due  this  coming  season. 

Among  the  exciting  people  ABC-TV  is  presenting 

this  fall  are  Frank  Sinatra,  Guy  Mitchell  and  Pat  Boone. 

They  aren't  likely  to  cause  the  blues  to  be  sung  in  St.  Louis 

—  or  anywhere  else. 

Jabcj 



CASE  HISTORY-WOMEN'S  WEAR 

SAI.1A  IS  19  THIS  SUMMER.  A  beauti- 

ful and  health)  1(>.  thank  to  the  tender,  lov- 
ing  car<  of  her  folks,  The  Zuckennan  Famil) 

nl  Los  Vngeles,  and  the  solid  nutrition  of 
Southern  California  radio  advertising. 

THE   ZUCKERMANS    founded    the   Sail) 

Shops  in  1938,  to  bring  high  fashion  to 

women  in  tlieii  own  residential  neighbor- 

hoods, at  popidai    |n  ici  -. 

STARTING  WITH  ONE  STORE,  Sally 

has  grown  to  15  throughout  I-os  Angeles. 
S;in  Bernardino  and  Ventura  counties.  Sally 

radio  advertising  has  increased  every  year 
and  so  have  Sally  sales. 

"RADIO  GETS  OVER  90%  of  our  year 

round  ad  budget'"  says  partner  and  ad  man- 
ager Marvin  Zuckennan.  '"We  use  five  sta- 
tions 52  week-,  with  direct  mail  and  news- 

papers supplementing  them  for  special 

events." 

WRITES  JOHN  RAINBRIDGE,  account 

executive,  Tilds  &  Cantz  Advertising  Agency: 

"Our  three-year-old  morning  newscast,  daily 
jingles  and  weekend  programs  on  KBIG 

make  The  Catalina  Station  an  ideal  day- 

after-day  selling  tool  of  Sally  merchandising. 

KBIG  gives  us  the  quantify  of  a  -ignal  cover- 

ing all  our  stores,  plus  the  quality  of  a  top- 
notch  award-winning  program  and  news  de- 

partment." 

YOUR  WEED  MAN  is  a  prime  source  of 
other  case  histories  to  help  your  Southern 

California  advertising  decisions. 

/0 
KBSG

 
The  Colalina  Station 

10.000   Walls 

740  °v,:r 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone     HOtlywood  3-3205 

Nat.  Rep.  WEED  and  Company 

Timebuyers 
at  work 

L6 

Penelope  Simmons,  Foote,  Cone  &  Belding,  New  York,  timebuyer 

for  Imperial,  Spreez  and  Clairol,  makes  this  happv  lament  of 

phone   calls,    mails,    salesmen,    cost-per-1,000   and    cocktail   parties: 
A    typical    day    each    bin  it 

will  agree 

Proves  that  the  bee  lias  noth- 
ing on   you   and   me. 

The  innocent  plume  run  be- 
come friend  or  foe 

But  most  of  the  time  it  just 
adds  to  our  woe. 

The  mail  is  in   with   a  batch 

of  new  avails 
And  salesmen  are  uniting  to 

tell   you    their   tales. 
Time  out  to  see  station   men 

whose  help  we  need 
Time     usually      well    spent     I 

think   we  all  agree. 
The  budgets  we  do  from  Plan  A  to  Plan  Z 

Starting  soon,  in   the  fall  or  never  be. 

Figures  and  figures  and  then   some  more 

Homes  reached,  cost-per-1 .000     right  ones  or  there's  war. 
A    telephone   call  from   a   station    who   lost 

Now  offering  us  all  a'  no  extra  cost. 
We   like    the    cocktail   parties,    boat    rides   and   lunches 

But  why,  or  why.  do  they  all  come  in  bunches. 
Thank  goodness  for  sponsor  who  gives  us  the  news 

Keeps  us  up   to  date  with   the  other  fellow's  views 

A.  Hundley  Griffith  ("Griff),  radio-tv  director.  Doremus  &  Co., 

New  York,  savs:  "Because  of  the  kaleidoscopic  nature  of  advertising, 
media  is  both  simple  and  complex.  The  end  result  is  the  simple  part 

— it  must  return  to  the  client  his  investment,  plus  dividends.  Pro- 

ducing the  end  result  is  the  complexity.    It  isn't  the  individual  alone 
as  a  media  director,  but  a  combi- 

nation consisting  of  the  station, 

the  rep.  and  the  agency.  No  buy 

can  be  better  than  the  ability  and 

integrity  of  each  of  the  three.  To 
me.  a  bu\  consists  of  man\  things 

— the  client  as  a  corporate  entitv. 
the  client  as  an  individual  with 

personal  likes  and  dislikes,  the 

copy  or  commercial,  the  problems 
to  be  solved  b\  the  commercial 

and  by  the  client,  the  specific  -ta- 
tions,  the  budget,  the  time  or  posi- 

tion,  the  audience,  the  follow-up  by  the  station,  and  the  competition. 

I  nfortunateiy,  no  numerical  factors  can  be  assigned  to  these.  Each 
must  be  considered  in  each  individual  buv.  This  is  an  intangible 

business  with  intangible  factors  governing  the  intangibles.  Yel  it  is 

verj   simple-  it  must  return  the  client's  investment,  plus  dividends. 
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called 
on  account 

cartoons 

Bugs  Bunny  and  Popeye  are  breaking  up  a 

lot  of  young  ball  games  in  Salt  Lake  City.  The 

kids  hurry  home  at  four  every  weekday  after- 

noon to  watch  the  "Popeye  and  Bugs  Bunny 

Cartoon  Hour"  on  KUTV-giving  the  station  an 
ARB  average  rating  of  22.5  against  an  even 

3.0  for  each  of  the  two  competing  stations. 

And  only  months  ago,  before  programming 

these  all-time  favorites  of  the  small  fry,  KUTV 

had  a  rating  of  3.8  in  the  4-5  PM  time  period 

against  5.9  and  21.8  for  the  competition.     • 

The  Popeye  and  Warner  Bros,  cartoons 

distributed  by  A.  A.  P.  are  setting  the  same  * 
kind  of  record  in  market  after  market  from 

coast  to  coast.  When  you  want  this  kind  of 

audience  in  your  area,  write  or  phone 

345  Madison  Ave..  New  York  City.  Murray  Hill  6-2323 

IM* 75  E.  Wacker  Dr..  DEarborn  2-4040 

1511  Bryan  St..  Riverside  7-8553 

9110  Sunset  Blvd.,  CRestview  6-5886 

DALLAS 

TTT^B 





BIG 
PUSH 

This  summer  America's  consumers  will 
fill  their  shopping  baskets  fuller  than  any 

summer  in  their  history.  And  they  will  fill 

them  with  the  products  they  know  best  — 

the  brands  they  see  on  television. 

Last  summer  they  spent  nearly  10  per  cent 

more  than  they  did  the  previous  winter  — 

7  per  cent  more  for  food;  12  per  cent  more 

for  household  appliances;  15  per  cent  more 

in  department  stores  and  nearly  8  per  cent 

more  on  installment  purchases. 

For  the  television  advertiser,  each  summer 

becomes  more  inviting  than  the  last. 

Each  summer  the  average  family  spends 

more  time  watching  television. 

Each  day  8,000  new  families  join  the  vast 

television  audience,  and  by  July  the  number 

of  television  homes  in  the  country  will 

total  40,300,000  -  nearly  3V2  million  more 
than  last  July. 

And  each  summer  CBS  Television  brings 

to  its  advertisers  bigger  audiences  than 

the  summer  before  and  larger  than  any 

other  network. 

CBS  Television  advertisers  are  better 

prepared  for  the  big  summer  sales  push 

than  ever  —  in  fact,  this  summer  14  per  cent 
more  of  our  winter  advertisers  will  be  on 

the  air  than  a  year  ago. 

These  are  compelling  facts  for  an  advertiser 

who  is  debating  when  or  where  to  launch 
his  new  advertising  campaign. 

Clearly  the  time  to  start  is  now;  the  place.. 

CBS   TELEVISION 



THE    MIDDLE    OF 

WASHINGTON    STATE 

5000 
560 

w 

KC 

IN  A  MARKET  BY  ITSELF 

Mountains  and  miles  keep  us  apart  from 

Seattle  and  Spokane.  Coverage  comes 
from  WITHIN  our  farm  and  industrial 

area,    not    from    without. 

Retail   Sales 

$438,983,000 
Radio    Homes 

116,594 
Radio    Farm    Homes 

20,000 
WE   GUARANTEE 

to    outpull    all    other 

North   Central   Washington 

Media 

2  to  1 

5000  WATTS 
560  KC 

(ABC-NBC  Affiliate) 
National  Reps:  Seattle  &   Portland  Reps: 

Forjoc  &   Co.,   Inc.  Art  Moore  &  Assoc. 

National  Sales: 

Pat  O'Halloran 

No   3-5121,    Wenatchce 

20 

by  Bob  Foreman 

Agency  ad  libs 

Tv  js~"a~sacred  trust"  for  adman 

While  ridin»  the  New  Haven  Railroad's  5:25 

luxury  flyer  one  evening  I  the  luxun  being  that  I 

was  able  to  leave  the  salt  mines  so  earl)  I,  I  hap- 

pened to  glance  at  two  newspapers  in  front  of  me. 
Both  were  turned  to  the  tv  page  where  m\ 

20-20  though  bloodshot  vision  was  able  to  pick 

up  a  headline  in  each,  one  maligning  the  previ- 

ous evening's  Playhouse  90  performance  of  Helen 

Morgan's   life,   the  other   heaping   extensive  praise   upon   it. 
By  the  time  I  reached  Westport.  I  was  able  to  scavenge  a  copv  of 

each  paper  thereby  saving  20c  in  addition  to  giving  myself  a  long- 

winded  lead-in  to  a  piece  on  tv  critics  and  critiques. 

Although  there  is  seldom  complete  unanimity  of  opinion  among 

the  critics  of  the  legitimate  theater,  it  isn't  often  that  one  sees  such 

diametrically  opposed  opinions  as  the  two  mentioned.  It's  hard  to 
believe  these  two  tv  reviewers  witnessed  the  same  program. 

One,  I  felt,  was  a  bit  unfair  in  that  his  piece  seemed  to  find  fault 

with  the  fact  that  Polly  Bergen  had  bought  the  rights  to  the  Helen 

Morgan  story  from  the  stars  mother  and,  therefore,  had  frozen 

herself  in  the  lead.  Much  of  the  comment  was  about  who,  in  the 

reviewer's  opinion,  could  have  plaved  the  role  better. 
A  few  days  later,  this  time  riding  the  8:12  in  the  other  direction. 

I  read  praise  for  Polly  lavished  by  the  tv  critic  of  another  New  York 

paper,  a  gent  who  usually  is  the  toughest  of  them  all. 

Critics  can  strengthen  tv 

Diversity  of  opinion  or  no,  television  critics  are  faced  with  a 

superhuman  task.  Keeping  up  to  date  on  a  medium  which  presents 

more  fare  daily  than  a  season  on  Broadway  and  more  footage  per 

week  than  that  of  all  the  studios  in  Hollywood  combined  calls  for 

new  standards  of  critic-endurance. 

In  addition,  this  hardv  group  of  men  and  women  must  remember, 

as  they  lav  the  plus  and  minus  signs  down  alongside  of  the  programs 

thej  watch,  they  are  reviewing  a  form  of  theater  supported  by  com- 
mercial enterprises.  It  must  sell  products  via  its  programs.  To  be 

successful  these  programs  should  reach  more  people  per  dollar  than 

an)  other  advertising  media.  But  despite  its  commercial  obligations. 

t\  must  constantlv  seek  to  attract  the  more  thoughtful  and  to  raise 

it>  own  aesthetic  level.  No  art-form  ever  had  to  shoulder  such 
burdens! 

Some  issues  ago  I  spent  a  few  words  on  the  sameness  of  television. 

I  expressed  concern  over  this.  Since  that  was  written,  some  of  l\  - 

by-line  critics  and  otheis  (not  influenced  b\  me.  I  realize)  have 

talked  at  length  on  this  subject.  Just  as  long  as  their  criteria  are 

fair  and  pertinent,  these  comments  can  and  will  help  the  medium. 

For  example,  their  constant  vigi]  serves  to  keep  all  of  us  in  tv  on 
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KROH  is  TV  in  Sf 

S-oalsT^zskx^c&ciczscs  ate  so£d  Gtc  /C&OA/-TV 

S.  F.  CHRONICLE    •    NBC  AFFILIATE    •    CHANNEL  4    •    PETERS.  GRIFFIN  .  WOODWARD 
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PRIMARY 
MARKET 

400,000  people  in  the 
Ann  Arbor  area  respond 

primarily  to  local  radio. 

It's  a  huge  market  AND 
NOT  ADEQUATELY 
COVERED  BY  OUTSIDE 
STATIONS. 

ANN  ARBOR 
AREA 

Includes  Plymouth, 

Ypsilanti,  Livonia  and 
23  important  industrial 
communities  in  Michigan. 

FIRSTinPULSr 
Most  recent  Pulse 

indicates  WHRV's  strong 
superiority...  18  firsts 
(half  hours)  out  of  24. 

WHRV 
1,000  watts       abc       1600  kc 

Major  league  baseball, 
University  of  Mich,  sports 
Detroit  Red  Wing  Hockey 

6:00-9:00  A.M.    Joe  and  Ralph, 
famous  in  Mich,  area 

Write  for  special  merchandising 
plan  or  contact: 

BOB  DORE  ASSOCIATES 

National  Representatives 
the  door  is  always  open  . . . 

Bob  Dore  Assoc,  420  Madison  Ave.,  N.  Y.  17,  N.  Y. 
*   JUNE    '56    PULSE J] 

Agency  ad  libs  continued 

our  toes.  Though  we  are  aware  that  the  critics  do  not  have  the  <ame 

life-and  death  stranglehold  on  our  husiness  as  the  aisle-sitters  do  on 

the  legitimate  theater;  nevertheless,  the  tv  critics'  words  are  read, 
passed  on  to  clients,  and  paid  heed  to! 

The  big  problem  is — what  are  fair  criteria?  Thev  mur-t  accept  the 
fact  that  the  medium  is  supported  by  husiness  which  in  turn  for 

underwriting  the  programs  seeks  to  sell  product  or  ideas  in  sufficient 

quantity  to  justify  the  expenditure.  Gambling  is  not  sound  business 

practice.  This,  however,  does  not — cannot! — blind  tv  makers  to  the 

fact  that  the  air-time  we  use  to  sell  things  is  a  far  more  important 

commodity  than,  for  example,  are  handbills  and  bottle  labels.  Tele- 

\ision  is  a  "thruway  to  people's  minds"  ( B.  C.  Duffy  i.  The  insist- 
ence of  it,  the  time  spent  with  it,  the  special  effect  it  has  on  our 

children  make  this  advertising  medium,  more  than  all  others,  a  verj 

sacred  trust.  Mis-use  it  and  we  advertisers  harm  more  than  an  ad- 

medium.  Cheapen  it  and  we  perform  a  real  disservice.  Satisfy  our- 
selves with  the  status  quo  instead  of  striving  for  improvement  and 

we  place  road-blocks  on  our  best  avenue  to  people's  minds. 

Tv  people  want  good  television 

Those  in  the  offices  of  the  sponsors,  of  the  agencies,  of  the  pack- 

agers, contrary  to  the  way  they  are  portrayed  in  novels  and  on  the 

screen,  are  mostly  men  and  women  of  taste  ...  of  responsibility  .  .  . 

and  of  pride.  They  prefer  to  do  good  television.  They  want  to  do 

better  television.  (Editor's  note:  See  rebuttal  to  charges  of  irre- 
sponsibility leveled  by  author  Budd  Schulberg  in  22  June  issue.  I 

Critics  who  recognize  this  can  help  in  the  achievement  of  a  better 

medium.  Those  who  are  snide,  personal,  and  narrowly  sophisticated 

deserve  nothing  better  than  to  sit  before  their  sets  week  in.  week  out, 

and  witness  a  parade  of  westerns.  ^ 

Helen  Morgan  story  on  Playhouse  90  had  conflicting  reviews  in  N.Y.  papers 

22 SPONSOR      •      22   JUNE    1957 
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RECORD  EMPLOYMENT! 

RETAIL  SALES  SOARING 
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NEW  CITY  AUDITORIUM! 

NEW  SHOPPING  PUZAS 

IN  PURCHASING! 
Utica  tied  for  4th  place  in  proportionate  increase 

in  department  store  sales  in  1956  among  the  20 

top  northeastern  metropolitan  cities,  as  new 

industries  joined  expanding  "natives"  to  give  the 
Utica  area  the  largest  proportionate  increase 

over  last  year  in  total  non-agricultural  employ- 
ment of  all  major  New  York  State  markets  .  .  . 

pushed  Utica's  average  production  wage  up  a 
record  30%  in  7  years!  Utica  Area  Annual  Retail 

Sales  (estimated):  $352,000,000!  This  is  real  pur- 
chasing power! 

WK 

IN  TV  COVERAGE! 
And  WKTV  matches  this  purchasing  power  with 

selling  power  —  the  first  television  station  in 
Central  New  York  to  broadcast  with  maximum 

visual  power  of  316,000  watts  .  .  .  equal  in 

strength  to  any  VHF  television  station  in  the 
United  States!  WKTV  brings  the  best  possible 

picture  with  the  greatest  continuity  of  service  to 

the  widest  possible  audience  —  both  in  black 
and  white  and  in  color!  Tell  your  story  to  this 

rich  market  through  its  strongest  medium  — WKTV! 

serving  UTICA -ROME  New  York 
Repreicnlcd  nationally  by  Donald  Cooke,  Inc. 

7?<uv  telecGAtuty  tvit&  tnaxuHUtK  vitcozl  pccvei  *l  3? 6.000  «ACitt4 
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DOMINATING 
SACRAMENTO 

KCRA   TV  Has 

57#5%  More 
Audience  Than 

Sacramento's 
Second  Station 

Sign-on  to  Sign-off 
Sunday  -  Saturday 

Aft  C% £.*? TXJulJ       Audience 

Throughout  the  day  and  night 

KCRA-TV  completely  dominates 
the  big  Sacramento  Television 
Market: 

mmmm 
Mon.-Fri.  Sun. -Sat. 
Sign-on  to  6  p.m.  to 

6  p.m.  Sign-off 

KCRA-TV   57.5%  43.8% 

B"        25.5%  34.0% 
21.1%  21.8% 
7.3%  7.4% 

mammmmmm 

Throughout  the  week,  KCRA-TV 
has  virtually  twice  as  many 

quarter-hour  "firsts"  as  the 
other   three   stations  combined: 

Average 

Share  of Audience 48.5% 
30.8% 
16.3% 7-4% 

W 

Ask  Petty 

about  the  Highest  Rated 
NBC  Station  in  the  West. 

'ARB,  Sacramento.  April  1957 

KCRA-tv SACRAMENTO,    CALIFORNIA 

Serving   28   Northern 
California  and  Nevada 

Counties 

i\  ens  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Birds  Eye  in  Poland:  Housewives  who  wonder  how  their  counter- 

parts are  living  behind  the  Iron  Curtain  might  just  drop  a  line  to 

Barbara  Samson  at  General  Foods — but  after  9  July,  because  until 
then  she's  in  Poland. 

Home  economist  Barbara  Samson  has  had  a  pretty  ideal  job  so 

far:  testing  all  Birds  Eye  products,  finding  new  uses  for  them  that 

can  be  the  base  of  tv  commercials  for  instance,  and  occasionally, 

demonstrating  cookery  for  Birds  E\e  on   television. 

The  six-week  jaunt  into  Poland,  at  the  invitation  of  the  U.  S.  De- 

partment of  Commerce,  is  to  give  Barbara  and  General  Foods  rep- 
resentation at  the  Polish  trade  fair. 

Her  job  behind  the  Iron  Curtain?  To  teach  Communist  ladies 

bow  to  111  sew  with  Dacron.  and  (.2)  cook  with  frozen  foods. 

Playhouse  90's  lady  producer:  "Don't  let  men  scare  you!"  says 

Eva  Wolas,  producer  of  the  Screem  Gems  films  on  CBS  TV's  Play- 
house 90.  "In  a  field  as  new7  and  creative  as  tv,  there's  more  chance 

for  women  to  rise  to  the  top." 

Eva  herself  is  an  outstanding  example  of  a  gal  who's  landed  a  job 
top-notch  male  film  producers  would  like  to  have.  The  last  film  she 

did.  on  the  20  June  Playhouse  90,  was  a  war  drama  and  didn't  have 

a  single  woman  in  the  cast  ("Ain't  No  Time  for  Glory").  This  didn't faze  her  one  bit. 

"There  are  times  when  you  can  appreciate  the  male  majority  in 
tv,"  she  says. 

Eva.  who  has  a  couple  of  graduate  degrees  in  play  writing  (from 

Yale  and  the  University  of  Geneva!,  got  to  be  a  producer  via  script 

writing  and  storv  editing  for  tv  shows.  But  there  are  many  equally 

good  routes  to  top  production  jobs.  As  Eva  points  out,  acting,  direct- 

ing, wiiting,  production  are  all  components  of  being  a  producer.  \n\ 

experience  in  these  areas  may  eventually  lead  to  top  producing  jobs. 

AWRT's  slum-clearance  work:  Working  hand-in-hand  with  the 

Advertising  Council,  AWRT  has  launched  a  three-month  fight  on 
slums  to  extend  through  the  summer. 

As  the  agency  for  the  Advertising  Council.  Y&R  has  supplied  1,600 
members  of  AWRT  with  material  to  use  in  connection  with  their 

local  shows:  five  prepared  announcements  from  10-  to  16-seconds 

long;  a  20-  and  a  CO-second  film;  flip  cards;  slides  and  a  fact  sheet. 

Edith  Fern  Melrose,  president  of  AWRT,  and  Mrs.  Doris  Corwitb 

of  NBC  public  affairs  and  past  president  of  AWRT.  set  up  AWRTs 

public  service  cooperation  with  Advertising  Council.  Their  rea- 
soning: 

"The  campaign  theme  is  'Good  neighbors  are  our  nation's 
strength."  and  good  neighbors  are  primarily  the  responsibility  and 
concern  of  homemakers.  Since  our  members  are  leaders  in  civic 

affairs  and  influence  homemakers,  they  can  make  a  big  contribution 

to  this  campaign."" 

-1 
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If  you're  a  TV  station  owner  or  operator 
— your  basic  commodity  is  TIME!  And 
since  nobody,  but  nobody,  has  ever 

come  up  with  a  plan  to  expand  the 

twenty-four  hours  in  a  day,  there's  a 
very  circumscribed  limit  to  the  amount 

of  time  you  can  sell! 

You  can  increase  the  number  of  viewers, 

however,    who    watch    your    particular- 
channel  at  any  given  hour.  And  forgive  us 

for  being  obvious — but  by  so  doing,  you 
must  automatically  increase  the  value  of 

your  air-time ! 

That's  where  M-G-M  features  become  a  very  im- 
portant consideration.  Literally  dozens  of  stations  have 

found  that  the  higher  ratings  achieved  by  the  programming 

of  M-G-M  features  have  justified  important  rate-card  increases. 

Therefore,  we  wonder  if  you  have  looked  over  your  rate-card 
lately?  And  have  you  thought  about  what  these  fabulous 

M-G-M  features  can  do  towards  boosting  your  rates  upwards? 

We  would  be  happy  to  have  you  contact  us  for  the  full M-G-M  story. 

A    SERVICE   OF 

LOEWS   INC 

RICHARD  A    HARPER.  Genera!  Sales  Manager 

701  7th  Avenue,  New  York  36.  JUdson  2-2000 



WBAY -   CH. 

2   GREEN  BA\ 

GIVES  PERSONAL  SERVICE*  TO  tJie,  la*A  o{  Mi£fe  &  % 

AND  WE   RELAY  THIS  SERVICE,   BY  PRIVATE   MICROWAVE, 

175  MILES  TO  CH.  6  MARQUETTE,  MICHIGAN 



I  49th  and 

I  Madison 

After-dark    radio 

i  ong i atulal ions  i"  sou  and  in  the  nn- 
aamed  author  ol  the  splendid  piece, 

"Who  W  ill  Make  The  Big  Nighttime 

Radio  Breakthrough?'  in  the  June   I 
i  — lie. 

One  point  thai  seems  i<>  have  been 
overlooked  is  this:  \t  sundown  a  third 

oi  tin-  country's  stations  shut  down; 
the  audience  is  thereaftei  splil  in  larg- 

er pieces  for  those  ol  ii-  who  run  lull- 

time,  in  Springfield,  Holyoke,  for  ex- 
ample, three  of  our  contemporaries 

quit  ilif  air  ai  sundown,  leaving  five  "I 

ii-  to  serve  tli>'  nighttime  audience. 
I  do  hope  \  our  article  jogs  some  ad- 

venturesome pioneer  into  taking  the 

long  step  l>ack  to  after-dark  radio. 
I  .aw  rence   \.  Reilly .  gen.  m^; . 

II  TXL,  If .  Springfield,  Mass. 

A   Face   in   the  Crowd 

I  have  read  Mr.  Schulberg's  response 

to  lii-  four  months'  tour  <>f  mj  busi- 
ness, the  advertising  business.  I  nfortu- 

nately,  I  haven'l  seen  the  movie  based 

on  ilif  "Arkansas  Traveler"  story  in 
the  collect  inn  Faces  in  the  Crowd. 

However,  based  upon  hi-  interview 
with  SPONSOR  I  would  like  to  lake  issue 

with  Mr.  Schulberg  on  several  scores. 

\-  one  w  ho  ha  ■  spent  most  of  his 
lite  connected  with  the  motion  picture 

industry,  Mr.  Schulberg  i-  undoubtedly 
sensitive,  if  not  downright  angry,  about 

the  Hollywood  novel-  of  man)  British 
writers  who  have  -pent  even  less  than 

tour  months  studying  the  motion  pic- 
ture industry  before  writing  an  attack 

on   that    industry.     Hi-   statements   as 
quoted     in    SPONSOR,     like    the    British 

assaults  on  Hollywood,  discomfort  me 
where  they  are  accurate  and  upset  me 
w  here  the\    miss  the  mark. 

In  the  first  place,  the  insecurity  Mr. 

Schulberg  remarked  upon  in  the  adver- 
tising business  i-  common  to  all  indus- 

tries where  opportunities  lor  personal 
advancement  abound.  Advertising, 

motion  picture-,  the  broadcast  indus- 

try, even  professional  baseball  oiler  to 

the  young  and  able  the  opportunity  to 

achieve  position-  of  responsibility 
and   to   make   mone\       without   waiting 

for  those  above  them  t"  retire  "i  i" 

die.  In  general,  ii  would  he  -aid  that 
insecurity  in  any  business  i-  only  in 

proportion  to  tin-  opportunities  l"i 
personal  advancement  in  that  business. 

f  inally .  an)  business  dealing  pi  i- 

marily  in  personal  sei  \  ice,  such  a-  ad- 
vertising, law.  medicine,  architecture, 

etc..  i-  bound  to  create  problems  and 
mixed  emotions  among  the  principals 
in\  oh  ed. 

Mr.   Schulbei  ̂     in   tin-   ai  tide  -  • 

".    .    .    creative    people    will    entertain 
viewers  better  than  business  executives 

and    ad    men.    The)    don't    tell    the    New York  Herald  Tribune  that  it  should 

change  it-  front  page,  do  they?  \\  li\ 

should    they    be   able    to   dictate    pro- 

g  i  a  mini: ?" Now  let's  'jet  one  tiling  straight 

the  responsibility  for  the  editorial  in- 
tegrity of  broadcast  media  rests  en- 

tirel)  on  the  editor-  of  that  medium. 

\\  e  don't  tell  the  New  i  ork  Herald 
Tribune  what  to  do  hecau-e  lhe\    don  t 

ask  ii-. Lloyd  < '.  W  hitebrook,  v.p., 
k<i\tt>r  I- an  ell  Chesley  &  Clifford, 
\  en     )  ml, 

No   double-sporrirg 

'liii  reading  Sponsor-Scope,  page  9 
of  the  June  8,  1957  issue,  I  feel  that 

your  readers  should  lie  made  aware 
of  what  we  lielie\e  to  he  the  finest 

over-all  commercial  programing  policy 
in    I  .S.    radio   today  . 

1.  KMiK  allows  no  more  than 

seven  commercial  announcements  dur- 

ing an)    half-hour  period. 
2.  KMYB  does  no  double  spotting 

of  minute-.  30-second,  10-second  oi 

eight-s<  cond  announce]  cut-. 
3.  In  fact  k\H  I!  does  not  double- 

spot  an)  announcement-,  he  the)  pub- 
lic sen  ice  or  commercial. 

\-  long  a-  kudos  are  being  passed 
around  I  think  thai  radio  station 

KM^Ii-  outstanding  over-all  policies 

deserve  -pace  in  your  wonderful 

Sponsor-Scope. 
ken  Hildebrandt,  general 

manager,  l\  V )  A'.  Dem  ei 

ONE 
MILLION 
AND   A   QUARTER 

DOLLARS 

A  DAY! 

That's  how  much 

the  553,000 

Spanish-Speaking 

People  spend  in 

the  LA.  Area 

EACH  DAY. 

Those   who   advertise 

over  KWKW  get 

their   share   of 

this    BIG    market 

For    your    share    call 

THE    24-HOUR    SPANISH 

RADIO    STATION    NOW. 

I..A.— RYan    1-67  I  t 

S.F.— Theo  B.  Hall 

Eastern  Rep. — 
National    Time    Sales 

SPONSOR 
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Datt  of  NCS  #2 

Just  this: 
August,   1956       WQAM  became  a  Storz  Station. 

October,    1956      WQAM  went  independent. 

November,    1956      WQAM  leaped   to   first    place   all    day    (28.4%,    Hooper)    without 

a  give-away. 

February,    1957       WQAM  rocketed  to  first  place  all  day  on   Trendex    (34.19?  I. 

Feb. -Mar.,  1957       WQAM  jumped  to  first  place  all  day  on  Pulse. 

Mar.-Apr.,  1957        WQAM   now  has  more  than  twice  the  audience  of  the  runner-up 
station. 

Apr. -May,  1957       WQAM  now  has  more  than  2'L>  times  the  audience  of  the  runner- 

up  station. 

WOAM 
Next  time  somebody  quotes  NCS  #2  about  Miami,  yell  w  w    >£-***▼* 
for  a  Blair  man.  or  get  in  touch  with  WQAM  General  covering   all  of  Southern    Florida 

Manager  Jack  Sandler.  with    5,000    watts  on   560  Ac 

MIAMI 

Today's  Radio  for   Today's   Selling 
WDGY 

Minneapolis-St.  Paul 

WHB 
Kansas  City 

WQAM 
Miami 

Represented  by  John  Blair  &  Co. 

WTIX 
New  Orleans 

Represented  by  Adam  Young  Inc. 
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TV  TAKES  OVER  THE  TOP   100 
Latest  list  provides  dramatic  evidence  of  tv  dominance  in 

terms  of  total  spending  by  top  100  (see  above)  ;  and  in  number  of  clients 

spending  over  50%  of  budget  for  tv   (see  breakdowns  next  page). 

Air  emphasis  would  show   up  still  higher  if  radio  had  figures 

I  be  chart  above  dramatizes  the  dominance  of  television 

todaj  among  the  ■"top  loo"  national  advertisers.  It  shows 
network  and  spot  tv  together  accounting  for  -K>..V ,  of 

Bpending  by  the  top  loo  in  10.">(>  nearlj  20  percentage 
points  ahead  of  the  next  largest  medium,  newspapers.  The 

tup  LOO  spent  $1,274  billion  gross  (in  media  shown). 

I'lie  real  importance  of  the  chart  is  that  it  provides  a 
dramatic  statistical  reason  f<>r  what  has  been  happening  to 

advertising  strategy.    It  explains  why: 

•  Television  decisions  are  made  first  toda)  b)  most  major 
national   advertisers. 

•  Television  is  toda]  taking  a  dominant  share  ol  tlie 

planning  time  of  advertising  executives  to  the  point  where 

some  ad  managers  are  freeing  themselves  from  print  media 
detail  to  concentrate  on  television. 

The  ehart  is  based  on  "the  top  100  national  advertisers 

of  1956"  compilation  bv   the  Bureau  of    Advertising  of  the 

Pjrt  of  sponsor's  continuing 

\\l'\.  It  covers  tbese  major  media  only:  newspapers, 

magazines,  network  and  spot  tv.  and  outdoor.  Network  and 

spot  radio  are  not  included  because  no  published  figures  are 

available  on    radio  spending    bv    individual   advcih-      - 
Since  spot  and  network  radio  togethei  accounted  foi  gross 

expenditures  of  ovei  $220  million  in  L956,  the  top  ltM>  in- 
cluding these  media  would  be  dominated  even  more  beavil) 

1>\   the  air  media.    But  the  L956  top  1""  chart,  which 

appeared  in    idvertising    [ge  earl)   this  month,  nonetheless 

provides  a  better  representation  "I  the  standing  ol  th< 
media   tlun   charts   compiled    in    previous    years. 

for  the  first  time  a  full  year  of  spot  tv    :  irovided 

bv     I'vl!'    were   available   for   inclusion. 

It    remained    tor    sharp-eyed    >lati-t'  [VB    to 

provide  the   final   walloping   evidence  of  t\    dominance  to 

come  out  of  the   \M'\  chart:    Of  the  top  100  advertis 
TvB   points  out,    15  spend  over  50^5    of  their   budgets  in 

\11-Media  Evaluation  >tuH\ 



TV    TAKES    OVER  continued  .  .  . 

television:  onl)  nine  spend  over  50';  of  their  budgets 
in  magazines;  onl)  >i\  in  newspapers.  (See  charts  at  ri <ih t 
and  below  for  breakdowns  on  these  CO  advertisers.) 

Commented  TvB  President  Norman  E.  I  Pete  I  Cash:  "Fig- 
ures and  figure  analyses  may  be  dull  reading  to  many,  but 

the)  are  also  highh  revealing.  I  here  can  be  no  den\  ing  thai 

I  hi-  latest  arra\  of  figures  indicates  clearly  that  national 

advertisers  an-  more  and  more  turning  to  t\  as  their  basic 

medium  .  .  ." 
Further  TvB  breakdowns  show  that:  29  advertisers  spend 

over  TV,    <>f  their  budgets  in  tv;  one  each  spend  over  TV, 

in  newspapers  and  magazines.    Three  of  the  top  100  spend 

over  90%   in   tv:    there   are  none   such   in   magazines   and 

one   in   newspapers. 

-roNSOR  sought  further  light  on  radio's  stake  in  the  top 
100  ranks  from  RAB,  SRA  and  others.  While  no  figures 

were  available  on  spending  b\  individual  clients,  this  broad 

picture  emerged. 

•  Station  Representatives  Association  made  a  special  anal- 
ysis of  the  top  100  list  for  sponsor  and  found  that  at  least 

80  of  the  100  are  currently  using  national  spot  radio.  (For 

SRA  breakdown  by  industries  of  spot  radio  spending  in  the 

first  quarter  of  1957.  see  June  Radio  Basics,  page  43  this 
issue.) 

•  Matthew  J.  Culligan,  v.p.  in  charge  of  NBC  Radio,  told 

SPONSOR  that  in  April  1956  an  NBC  analysis  showed  26  of 

the  top  100  advertisers  were  using  network  radio.  In  April 

this  year,  he  says,  49  are  using  network  radio.  (  For  a  list 

of  all  network  radio  clients  today,  see  June  Radio  Basics, 

page  44  this  issue.  I  ^ 

[Six    advertisers    spent    over    50%    on    newspapers^ 

i   """
"" 1          % 

newspaper 
% 

magazine 

% 
net  tv 

% 

spot  tv 

% 
outdoor 

=  Seagrams 51.7 
32.7 

2.8 

12.8  I 

1  National  Distillers 55.7 31.9 

12.4  | 

gSchenley 51.1 
24.8 

5.0 

19.1  | 

H  Monsanto  Chemical 51.4 28.6 
L4.7 5.3 

—  I 

B  Liebmann  Breweries 51.7 6.6 19.1 

22.6  I 

^Eastern  Airlines 94.3 ___ 5.7      §= 

i     lllllllllllllllllllllllllllllllllllllllilllllllllll IIHIIIillHIIIIIIIIIIIIIIIIilll Illllllllllllllllllllllllll lllllllllilllllllllllll llllllllllllllllllllllllll lllllllllilllllllllllll 
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|Nine    advertisers    spent    over    50%    on    magazines! 
advertiser % 

newspaper 
% 

magazine 

% 
net  tv 

% 

spot  tv 

% 
outdoor 

AT&T 1.7 55.5 15.0 25.0 

llll
llll

ll 

Goodyear  Tire 
22.7 53.5 23.4 0.4 

  m 

DuPonl 16.9 54.7 
15.0 10.0 

3.4  I 

Johnson  &  Johnson 11.0 
64.3 23.3 1.1 

_  s 

Hunt's  Food U.8 50.8 __   . 

7.4  I 

Rexall  Drug 19.4 76.1 
4.5 

— -  B 

<  alilnrnia  Packing 12.9 50.1 13.3 
23.7  I 

Heublein 15.1 51.0 2.1 llll
llll

l 

oq
 

Avco  Manufacturing 15.0 56.2 
28.1 

0.7 

  = 

ADVERTISERS 

Procter  &  Gamble 

Colgate-Palmolive    
General  Foods  _ 

Lever  Bros.   . 

R.  J.  Reynolds- 
American  Home  Prod. 
(iillette   . 

General  Mills 

Brown   &   \\  illiamson  _ 
Bristol-Myers 
Sterling   Drug 

Liggett  &  Myers  _ 
Coca-Cola      Kellogg  _ 

\\  estinghouse  Electric 
National  Biscuit 

Warner-Lambert 

Miles  Laboratories    

P.  Lorillard 

Continental  Baking    

Nestle  _ 

Rev  Ion 
Borden    

Corn  Products  Refining 
Pharmaceuticals    . 

Helene   Curtis 
Scott  Paper 

Carter  Products  _ 
Pabst  Brewing  _ 

Wesson  Oil  &  Snowdrift 

Sunbeam          

Sperry  Rand 
H.  J.  Heinz 
Bulova     

S.  C.  Johnson  &  Sons  _ 

Best  Foods  _ 

Chesebrough-Pond's    Prudential   __ 

Philco 

Aluminum  Co.  of  Amer. 

Max  Factor  _ 

Ralston  Purina    

Grove   Labs. 
Mennen      

Block  Drug  _   - 

Off   tp 

NEWSPA^s 

Amount  J, 

$7,141,885 12.335.541 

0.7(11.155 

10.570.501 

6,5 17,893 
1,811,081 

2,809.071 

3,432,581 
774,571 

2.032.5:  M  i 
2.51e!.2<!7 1.755.772 

2.110.391 

1,635.515 

3,137.(  12; ; 4,281,819 
511,417 

325.710 

1,607.42(1 
2.430.771 

3,319,632 

1.120.25V 

1,380,333 1.264,122 

443.761 

1,485.355 
1.112,815 

1,244,671 
1.302.270 
1.00.5.013 

1,141.303 
119.290 

1.264.070 

1,120.17; 1,341.486 
1,362.158 
2,203,603 

714,393 

534.105 
457.155 

532.266 

1.213.458 

292.343 

1.007.  lol 

SOURCE      I'll:    and    Bureau     >l    Advertising,    AM', 
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{•0    spent  over   50        of  published  budgets   on  tv   in    1956 

kiajor  media   excluded   arc   net   and   spot   radio   which   issue   no   figures) 

MACAZINES 

A  unt  Qo  Total 

NETWORK    TV 

Amount  °o  Total 

SPOT   TV  OUTDOOR 

Amount  °0  Total  Amount  °0  Total 
TOTAL   IN   ̂    MEDIA 
1956  1955 

I   I.I 

21.3 

7.5 

I :».:. 

L2.4 
1.  c 

32.6 

26.5 

L3.8 

L3.5 
10.3 
L0.6 
1 5.5 

92 
25.0 

7.0 
8.0 

L.3 
L2.6 

I  L5 

25.5 

26.3 

19.0 

24.4 

2.6 

:.(> 
22.6 

30.5 

39.3 

24.6 
0.2 

L8.4 

10.7 

K..I 
i).:; 

37.8 

7.6 

2.6 

L2.5 
0.2 
o.l 

$43,457,339 

19,880,282 

15,688,789 

11,322,643 

11,424,421 

15,758,019 

15,257,871 

9,891,113 

3,987,901 

9.132,455 

2,638,741 

7,786,114 

3,631,999 
6,101,919 

8,598,023 

1,810,052 

2,265,660 

4,485,467 

5,324,843 

847,243 

2,892,319 

5,002,528 

3,722,931 

1,855,366 

6,272,787 

4,302,168 

3,856,325 

802,153 

1,461,195 

1,266,658 

3,014,261 

3,139,404 

1,673,820 

1,472,384 

3,412,804 

2,419,882 

1,718,344 

3,070,155 

2,539,257 
2,285,215 

421,247 

2,029,343 

655,077 

2,655,631 

396,126 

55.0 

44.7 

37.7 

37.4 
48.5 

70.7 

72.5 

47.4 

22.7 

55.3 

16.3 
48.3 

25.3 

43.3 

61.1 
14.1 
19.8 

41.1 

53.9 
8.6 

29.5 

53.8 

41.1 

22.9 

80.1 
57.8 

55.6 

11.9 

23.9 
21.0 

50.1 

53.7 
28.8 

25.5 

59.4 
43.7 

32.0 
57.3 
48.5 

49.4 
9.6 

48.2 

16.1 
70.3 

10.8 

$17,522,450 
7,314,700 

9,415,940 

5,576,780 

1,952,760 

1,965,900 

1,782,860 

669,040 

11,288,620 

864,040 

8,823,300 
4,400,900 

3,697,460 

4,810,530 
156,100 

5,536,500 

5,820,440 

5,354,730 

2,147,080 

5,732,480 
2,374,920 

1,817,870 

1,483,500 

2,849,350 

1,108,580 
247,440 
229,510 

4,535,210 

2,057,130 

2,064,350 
21,070 

232,100 

1,334,260 

4,298,650 
142,320 

914,550 

1,425,440 

65,810 
147,500 

53,940 
3,181,730 

1,143,750 

1,696,100 
595,500 

1,937,800 

22.2 

16.5 
22.7 

18.4 

8.3 
8.8 

8.5 

3.2 

64.4 

5.2 

54.4 27.3 

25.8 

34.2 
1.1 

43.3 

50.7 
48.9 

21.8 

58.3 
24.2 
19.6 

16.4 

35.2 
14.2 

3.3 

3.3 

67.1 
33.7 
34.3 

0.4 
4.0 

23.0 

74.3 

2.5 

16.5 
26.5 

1.2 
2.8 

1.2 

72.4 

27.2 
41.6 

15.8 

52.7 

71 

919,727 

,|iii  ii  u, 

80,972 
i:;:.2;2 

107,488 

3,435,101 
36,420 

L.7 

687,357 

151,91  I 

48.K.2 

730,824 

266,975 

37.428 

103,4  '.I 

272.111. 

2^.12;: 

0.4 

0.8 

ii.7 

23.9 
ii.:; 

7.0 
1.7 

0.7 

12.0 
I.I 

1.0 1.8 

L9 

0.5 

194,875         ".1 

$78,975,193 
44,465,989 
41,560,613 

30,252,961 

23,535,492 
22,288,440 

21,055,079 
20,870,698 

17,547,325 

16,507,850 

16,227,217 

16,115,843 
14,362,294 
14,076,362 

14,066,622 

12,809,134 
11,458,664 

10,926,389 

9,871,352 

9,834,811 

9,819,527 

9,290,485 
9,050,567 

8,094,414 
7,825,128 

7,453,304 

6,943,359 

6,756,664 
6,102,540 

6,027,489 
6,010,316 

5,846,655 

5,800,599 
5,781,334 

5,742,410 

5,542,718 

5,371,728 

5,353,538 

5,231,018 

4,623,077 
4,395,647 
4,210,971 

4,074,291 

3,777,323 

3,677,412 

-  19,002   ■■  I 

19, '..  (,51  l 
I'Hll.    , 

I  1,971   '• 

20,47  II  II 17 

1,041 

I  l,i 

6,079,170 
10,928,127 

10,740,846 

7,333,281 
8,785,996 

8,322,028 

1,670,849 

1,047,861 
9,828,510 

3,132,266 

6,456,785 

1,461,05  I 
8,373,575 L453, 184 

1,971,180 
5,398,861 

3,9002252 
32277,220 

1,084,182 

1,854,115 

6,   ."1". 

1.71. 

3,945,520 
1.277.  (18 

2.!  »2  I 

implied   Bcures      All    figures    are    gross    sp«ce   or    tin  (    production    costs. Tnpulillshed   flirur.  - 



CAN  AN  ASSOCIATION  SEIL 

Nation's   dairy   fanners   in   American   Dairy  Assn.   'sell'   five  product 

lines  with  $2,611,000  tv  and  radio  budget.    This  year  the  pattern  is 

shifting.     Como    replaces    Disneyland    and    ADA  adds  semi-saturation 

schedules  on  network  radio.    In  the  offing:  color  and  daytime  tv 

^^  CHICAGO 

I  he  monolithic  American  Dairy  As- 
sociation, which  numbers  almost  one 

million  dairy  farmers  as  its  members, 

is  shifting  broadcast  advertising  gears. 

It  appears  to  be  a  hydromatic  shift. 

despite  the  size  of  the  vehicle.  The 
smooth  and — thus  far — effortless  tran- 

sition is  being  made  in  both  television 
and  radio,  which  this  )ear  will  get  an 
allocation  of  some  $2,611,000. 

Here  are  the  shifts  being  carried  out 

at  Campbcll-Mithun  agency  in  Chicago. 
In  television:  from  early  evening  to 

prime  nighttime:  from  kids  to  adults: 

from  the  formalized  presentation  of 

Disneyland  on  ABC  TV  to  the  informal 

tactic    of   Perry   Como    on    NBC    TV. 

In  radio:  from  sporadic  use  of  net- 

work radio  on  a  weekly  basis  to  con- 
tinuous use  of  NBC  Radios  new  hop- 

in-hop-out  plan  of  announcements  dur- 
ing daytime  hours:  from  individual 

program  identification  to  announce- 
ments: from  an  institutional  schedule 

to  one  themed  to  specific  dairy  promo- 
tional events. 

"We're  moving  into  high,"  is  the 

way  Donald  F.  Coleman,  ADA's  adver- 
tising director  puts  it.  His  use  of 

"high"  refers  not  only  to  the  stepped- 
up  broadcast  schedule  but  more  spe- 

cifically to  the  cost  of  television. 

"Every  year  it  seems  we  have  to  add 

another  zero  to  the  end  of  the  tv  line 

in  our  budget  proposal." 
The  dairymen  directors  and  mem- 

bers of  the  American  Dairv  Associa- 
tion have  seen  a  lot  of  zeros  added  in 

the  past  few  advertising-minded  years. 
In  1956,  the  association  set  aside 

$3,225,000  for  tv  and  radio  from  a 

total  consumer  ad  budget  of  $4.9  mil- 
lion. This  year,  broadcast  media  are 

getting  $2,611,000,  in  addition  to  un- 
allocated or  contingency  funds,  from  a 

total  of  $5,175,000.  Next  year,  tv  and 
radio  have  been  allowed  $2,790,000 
from  an  ad  budget  of  $5,550,000,  and 

this  doesn't  include  a  large  unallocated 
sum.    Because  of  the  swing  into  hish. 

Commercial  production  gets 

hefty  10%  of  the  budget         Milk  Commercial 

Isn  •  t  Milk  ytji/i/L///// 

Isn't  Milk  ///^//;| 

mm 
REFRESHING 

m    <— ls-» 
Animation  has  been  used  in  combination  \\ith  live;  will  be  diminished  with  ADA's 
switch  from  animated  Disneyland  to  live  Perry  Como  on  NBC  TV  this  fall.  Mr.  Moo, 

typing    a    milk    commercial    here,    is    a    continuing    identification    figure    in    visual    media 
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r 
HARD? 

Ad -minded  dairymen  ap- 
prove  evei  bigger  budgets.  <  on- 
Burner  advertising  gets  about  83 
cents  in  evei y  $1,  w  » 1 1 <  i\  allocated 
more  than  an)  other  medium.  \l)  \ 
works  two  yeai  a  in  advance  on  bud- 

one  "ii  advertising,  promotion 

Kit  \  spenda  mosl  <>l  Its  monej  on  consumer  advertising 

1956  1957  1958 

budget01*"  16,000,   

i  ted 
'  l'roliahlj  <!<•*!  liiiM   fOl    tl  ll 

ii.DKO 

$7,250,000 \.u.  rtisii 

men  handisini 
I  989  iOO 

5,175,000 
6,1 10,000 

i  onsumei 

advertising I.I  72.1  KM) 1,650,000 
00 

\'r\<\  iaion 

3,150,000 2,311,000 2,490,000 

Radio 75,000 300,000 300,000 

Prinl 1,247,000 2,039,000 2,435,000 
1  collocated 
hinds 32,500 

10,000 

11I..IH.O" 

prime  nighttime  gear  and  the  new 
Como  slot,  \D\  has  sel  aside  a  con- 

tingenc)  fund  in  L958  of  $440,000,  the 

largest  ever.  This,  says  Coleman,  ia 

"prett)  much  pegged  For  network  tele- 

\  ision." 
\l)  \  i-  believed  to  be  the  largest 

trade  association  in  the  country  which 

represents  local  producers  in  reaching 

tlie  consuming  public.  Since  1953  it 

bas  relied  ever  more  strongl)  <>n  adver- 
tising tn  tell  ilie  dair)  stor\  to  thai 

public. 

Todaj .  J'.'?(-  in  everj  \D  \  dollar 
ies  for  advertising  and  merchandis- 

ing. Network  television  gets  the  big- 
gest media  share  of  t li«-  consumer  ad- 

vertising, Followed  l'\  newspapers, 

magazines  and  radio.  The  ta-k  as- 
signed  to  all  these  media  is  simple:  in- 

i  rease  consumption  of  dair)  fond-  be- 

cause this  gives  the  raw-milk  farm  pro- 
ducer more  dollar-  to  Btufi  into  his 

blue  jean-.  The  products  which  re- 
quire the  mosl  raw  milk  are  the  ones 

which  get  the  most  \l)\  advertising 
and  promotion. 

That'-  win  milk  i-  allocated  lo.l  '  I 
of  the  mone)  set  aside  for  consumer 

ad\  ertising  ;  butter,  20. 1 ' ',  :  cheese. 
lo._>'<  :   ice  cream,  o.!!',  ;  evaporated 

milk.  O.O',  :  nonfat  dx)  milk,  1..".'.  . 
Milk  and  butter,  accounting  roughl) 

For  7095  of  the  dain  farmei  -  revenue, 

w  ill  therefore  gel  the  most  "produt  i 
mentions  on  telet  ision. 

I  hc-c  "pi  oducta  actuall)  produi  t 

types    or    lines — are    all    non-branded 
items,  but  \l>  \  sells  them  in  the  -am. 

wa_\    Borden'-   -ell-   it-   milk   and    Kraft 
-ill-  ii-  cheeses.  I  he)  all  get  a  bai  d 

sell  in  a  soft  sell  package,  says  Cole- 
man. \D  \  -  l>i:^e-t  ad\ ertising  com- 

petitors work  in  the  same  way:  the 
Pan-American  Coffee  Bureau  and  the 
Tea  Council. 

Competition  from  such  special  inter- 
est groups  as  these  has  undoubtedl) 

jacked-Up    \l)  \  -  interest  in  promotion 
.it  the  national  level.  \ml  as  the  as- 

sociation developed  a  nation-wide  .id- 

Live  action  filmed  sequences  depict  freshness,  vitality,  relaxa- 
tion a-  typical  of  milk  drinkers.  Milk  gets  mosl  stress  in  cop} 

because   dairymen's    basic    product    i-    raw    milk    from    which    other 

dair)     t   I-    are    made.       \l*\    slots    its    commercials    in    network 
shows,  uses  sporadii    -!"■;.     In  in    ii   relies  more  >>n  picture  than  on 
words;   in  radio,  more  on  unique  musical  arrangements  jn.l   ji 
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Dairy  group  seeks  teens,  adults  and  women 

with  night  tv;  housewives  with  daytime  radio 

June  Dairy  Month,  biggest  promotion  is  planned   far  in  advance.    Dinner  meet  included 
ADA,    Campbell    Soup.    Nabisco,    Quaker    Oats,    General    Foods,    General    Mills    executives 

ISI1C 

ttjland 
ABC  TELEVISION 

Tells  50  million  Americans 

Promotion   goes   to   members,  dealers  and 
dairy  plant-  with  outline  of  advertising  plans 

vertising  and  merchandising  program 
it  has,  itself,  grown  stronger.  In  1940, 
there  were  only  six  states  which  had  a 

state-wide  division  of  American  Dairy 
Association.  In  1944,  the  number 

leached  19;  in  1946,  28;  in  1950,  33; 

in  1954,  38.  Today,  there  are  only  two 

"holdouts"  among  the  48  states  and  the 
District  of  Columbia — Florida  and 
Rhode  Island. 

Eighty-seven  percent  of  the  member 
dairymen  think  advertising  and  pro- 

motion are  helping  to  sell  their  own 

raw  milk  and  also,  therefore,  to  in- 
crease consumption  on  all  dairy  items. 

That's  why,  year  by  year,  they've  ap- 
proved an  ever  expanding  operating 

budget — and  a  growing  ad  budget. 

Ad  director  is  Donald 
I'.  Coleman  who  worked  in 
radio,  press,  before  direct- 

ing ADA's  $5,175,000  bud- 
get; He  buys  heavy  tv  and 

print:  likes  color  in  both. 

He'll  test  color  commer- 
cials   this    fall   with    Como 

"They  look  for  a  national  voice  in 

ADA's  advertising,"  says  Don  Cole- 

man, because  they've  long  since 
learned  that  no  local  or  regional  opera- 

tor can  attempt  a  campaign  of  the 

quality  and  quantity  supported  by  a 
big  association  nationally.  Knowing 

this,  the  dairymen  producers  serve 

their  vital  interest  in  sales  by  partici- 
pating in  a  broad,  umbrella  program 

of  talking  with  the  consumer  about  the 
advantages  of  dairy  foods. 

Most  of  this  conversation  takes  place 
in  television  and  radio,  but  a  lot  of  it 

hits  a  chatty  note  in  four-color  as  well 

as  black-and-white  ads  in  major  na- 
tional magazines,  Sunday  supplements 

and  special  newspaper  sections. 

Why  tv  and  radio  for  this  conversa- 
tion with  the  consumer?  Because  of 

the  mass  coverage,  and  the  cost  in 
terms  of  people  reached.  Because  of 
the  personal  identification  which  comes 
with  two  such  outstandingly  successful 

properties  as  Disneyland  and  the  Perry 
Como  Show.  Because  of  the  merchan- 

dising possibilities,  and  the  fact  that 

every  major  tie-in  advertiser  cooperat- 
ing with  ADA  is  a  blue-chip  account 

buying  media  heavily   on   its  own. 
Another  reason  for  broadcast  media, 

and  an  important  one  to  a  trade  asso- 
ciation, is  the  fact  that  its  dairymen 

members  see  television  and  listen  to 

radio — but  they  don't  always  read  Bet- 
ter Homes  &  Gardens  or  Look.  Local 

dairymen    and    dairj     plant    operators 

(15,000  of  these  plants  cooperate  with 
ADA  locally  l  like  the  fact  that  Como 
is  their  show  and  that  the  radio  com- 

mercials boost  their  local  sales. 

A  lot  of  broadcast  patterns  remain 
the  same  for  ADA  because  the\  ve 

been  time-tested.  Other  new  ones  are 

being  evolved. 
The  biggest  shift  is  in  the  switch 

from  Disneyland,  which  ADA  has 

sponsored  on  alternate  weeks  for  three 

years,  to  Perry  Como  in  September. 

The  Disney  show  was  "usually  in  the 
top  10,  always  the  top  15.  sa\s  Cole- 

man. It  never  delivered  less  than  24 

million  viewers,  and  its  peak  audience 

was  55  million.  The  three-year  pro- 

gram sponsorship  "was  a  driving  force 
in  the  building  of  sales  promotions 
that  hit  hard  at  the  public.  It  has  been 

a  prestige  show  that  builds  support  and 
cooperation  of  dairies,  restaurants  and 

food  stores  to  our  sales  efforts."  So 
explains  the  ADA  in  its  progress  re- 

port submitted  to  members  in  March. 

Why,  then,  drop  the  program? 
I  here  are  three  reasons.    Since  1954. 

ARTICLE    IN    BRIEF 

American  Dairy  Association  spends 

$5,175,000  a  year  on  advertising,  mer- 
chandising, to  sell  public  on  drinking 

milk,  eating  dairy  foods.  Broadcast 

media  get  almost  $3  million.  New 

network  patterns:  Como  on  television, 

and  semi-saturation  schedule  on  radio 

31 
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Top  planners  i"1    ̂ DA:  Martin  I.  Fram 
rr,    I.   pen.    mgr.;    I.ynian    McKee,    pres. 

\D  \  says,  the  weight  ol  audience  com- 
position has  swung  from  adult  to 

youngsters  ami  kids  alreaiK  drink 

milk.  Tilt-  biggest  target  i>  non-con- 
Bumers  or  low-consumers,  adults.  I  lie 

costs  ol  the  show  were  increased  >ig- 

nificantl)  for  the  l957-'58  t\  season, 
which  railed  for  reappraisal.  \ml  this 
coming  season  half  of  the  Disneyland 
shows  u ill  he  re-runs. 

i  omo,  starting  for  \D  \  II  Sep- 
tember on  alternate  weeks,  will  bring 

the  association  an  audience  which  it 

considers  more  profitable — teen  agers, 
adults  ami  must  particularly  wom- 

en. Housewives  control  the  shopping 
and  the  consuming  tastes  of  the  family . 

especiall)  on  what  might  be  termed  the 
more  mundane  items.  Dad  nun  choose 

steak  <t  ribs,  but  mom  selects  the  ac- 
cessories. 

Disneyland  had  a  station  l'mrii|>  of 
175,  ami  Harr\  Johnson,  account  ex- 

ecutive on  \D\  at  Campbell-Mithun, 

thinks  they'll  line  up  the  same  for 
('omo.  This  i-  one  reason  for  the 
large  contingency  fund  of  1 1 10,000, 

because  at  this  point  onlj  lit*  have 
been  cleared. 

The  client  likes  small  markets,  too, 

says  Johnson.  "We  can  go  a  lot  far- 
ther down  the  li-t  into  lesser  markets 

because  dair\  product  -ale-  account 
for  between  10  and  15^5  ol  all  food 

store  sale-  whatever  the  citj  size.  The 
dain  department  is  one  ol  the  biggest 

■  Please  turn  to  page  70  I 
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WAKE's  BIG  WAKE-UP: 
O  TO   50   NATIONAL  CLIENTS 

^L  i  lii  months  ago,  radio  station  \\  \KI.  in  Atlanta,  was  as  ban 

■  ■I  national  advertisers  as  Mothei  Hubbard's  <Ni.hM.ud.  In  short 
there  were  none.     Last  month,  thi  ttl  station  broadcast  ovei 

1,500  announcements  foi  nearlj   50  national  clients. 

Whit  i-  hch  i  ml  this  rocketing  ol  national  Bpol  business  on  ̂   \K  I 

from  nothing  to  •  >■'>'•  of  its  gross  billing  in  less  than  a  year?  The 
resurgence  ol  radio  has  played  it-  part.  The  attraction  of  more 
ami  more  national  clients  to  the  medium  i-  reflected  in  the  10.59? 

ini  rease  of  spot  dollai  volume  reported  bj  SR  \  for  the  lii-t  quar- 

ter ol  1 957  ovei  the  same  pei  iod  last  j  eai . 

Here'-    how    \\    \KI     did    il    a-    MortOD   J.    W.i.ihi.    . '.  I  -\  ea  I  -old    M 
ecutive  v.p.  ol  the  Bartell  Group  and  manage]  ol  \\  \KI  .  re<  alls  it. 

From  November  1955  to  Vugusl  1956,  Wagner  and  his  staff  con- 
centrated on  sales  to  local  clients.  Once  gains  were  consolidated 

on  the  home  front,  be  was  read)  to  move  on  Madison  Vvenue  in 

search  of  national  business.  For  this  he  enlisted  the  station  repre- 
sentative til  in  of    \dam  J.  5  OUUg,  Jr. 

first   order   was   from    rilliebu\el    Jeane    I. life  of   l.ennen   &    Newell 

for  McCormick  Tea     a  schedule  of  1~>  announcements  weekly. 
Here  i-  what  Wagner  says  about  the  thinking  behind  the  opera- 

tion: '"  \  Kartell  station  begins  bj  tuning  itself  to  community  needs 
a  condition  precedent  to  top  ratings.  Then  comes  pursuit  of 

national  hu-ine-s."  Other  Bartell  properties  include:  \\<'K>.  Mil- 
waukee: KCBQ.  San  Diego:  K.HI  \.  I'hoenix;  and  recent!)  pur- 

chased (subject  to  FCC  approval)  WBMS,  Boston  and  WILD, 

Birmingham,  which  will  be  supervised  bj   Wagner.  ^ 

Here  are  national clients  on  WAKE  now 

Com mun it  \   Loan  &  [nvestment 

Spuds Gaston   Johnston   Corp. 

1  . .  r .  f  Motors 

Stein's  Stores Montii  ello  1  h 
Robert  Hall 

Park  &  T.I 
\piil  Showers 

Pure  Oil 
( lamels 

Saturday  1    ■ 
1  III    1'  ir.nl.     1    ii  irelli'- 

Buick 

Luck]  Srj  ike  '  igarettes 

liimil  <   lot 

Trill  >  Tea Bri-k  i  Colgate  Palmoli 
6-12  Lnsecl  Repellant sterfield  k 
Sinclair  B ln-tuut   vanka 

Budweisei 
M.ii.  \   Lei 

1!'  ardon  I'aini- 
\|.  i \\  ilson's  <  .innr.l  Meats Time,  [nc. 

li'  ■  I  limit   (  lii'u  ing  <  - 1 1 ill \\  -    Dept  "i    \ 

Hellman's  Mayonn I  oited  Fruit 

Jell-0  Instant  Pu  1 pan} 

Oscar  Mayer  ( 
Top  \  alue  Stamps 

Sara  1  e<   pi" 1  \  1  >\ Mr-.   Paul-   Kiti  licn- 

Mi  <  ormick   1  ■ Bru       1 
( )M  S 

-  ids 

,,.  rips 

1 

S  VS    Urlines 
1        v\       M      ' 

Slendereila 

v  it/ 
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A  SPONSOR  COST  ANALYSIS 

WHERE  DOES  THE  MONEY  GO? 

w 

Here's  how  clients  with  several  tv  commercials 

in  mind  can  save  money  by  producing  them  all  at  once. 

Step-by-step  production  cost  breakdown  shows  how  to 

squeeze  six  out  of  a  client's  five-commercial  budget 

hether  two  can  live  cheaper  than 
one  has  heen  debated  down  the  years, 

but  when  it  conies  to  producing  tele- 
vision commercials  there  is  sound  evi- 
dence that  the  more  you  make  the 

merrier  for  the  budget.  An  increasing 

number  of  sponsors  are  saving  them- 
selves money  by  making  a  series  of 

commercials  in  one  studio  instead  of 

one  at  a  time. 

Naturally,  not  every  commercial 

campaign  can  be  adopted  to  unit  pro- 
duction. Where  the  approach  to  each 

is  completely  different  and  where  pro- 
duction long  in  advance  of  exposure  is 

risky,    agencies   are   sticking   to   indi- 

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllli 

Cost  analysis  shows  17%  saving  by  producing   five  commercials  as  a  unit  instead  of  separately 

Cc 
st  to  produce  5  commercials  separate 

(|y   

Total  cost 

if  produced individually 

Total  cost 

5  commercials 

producedl 

as  unit 

Total 

savings 

via    unit 

production 

Costs Commercial  A 
60-second 

Commercial  B 
20-second 

Commercial  C 
10-second 

Commercial  D 
20-second 

Commercial  E 10-second 

i    Labor  &  set 
A"  construction $1,170 $620 $615 $915 $515 

$3,835 $3,260 $575 
2    Facilities  & Lm  equipment 

175 85 70 85 
70 485 435 

50 

o    Recording  & *m  effects 875 300 400 335 125 

2,035 1,635 

400 

*    Stock  & 
*■  laboratory 265 190 125 150 120 850 740 no 

5.  Miscellaneous 120 
70 75 75 

55 
395 

245 150 

£    Overhead  & °-  profit 820 400 405 495 280 

2,400 1,985 

415 

TOTALS 
SOT'ROE:  Figures  ca   led   h\ $3,425 Robei     I 

$1,665 
l'l  '..'in!  ii'HS 

$1,690 $2,055 $1,165 
$10,000 

$8,300 $1,700 ^llllil!l!lllll!!lll!!!lllllll!!llllll!l!!lll!!!!!l!!l[ll^ i;ili!l!l!!lllll!llll 

.",(, 
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vidual  productions,  Hut  in  man)  cases 

commercials  can  be  planned  and  exe- 
cuted in  hulk.  .Hid  when  thai  is  possi- 

ble the  dollar-and-cents  advantages  an 
1 1  msidei  able. 

I'lir  chart  <>M  these  pages,  prepared 
t.,r  sponsor  bj  Roberl  I  am  rence  Pro- 

ductions, is  a  cosl  breakdown  on  five t\ 

commercials  which  it  produced  separ- 
ately would  have  cosl  $10,000.  Bui 

produced  as  .i  unit,  the  total  tab  came 

to  18,300,  .i  ~.i\  ing  of  $1,700  or  ap- 

proximate!) tin-  cosl  "I  "in-  ol  the  1 1 >- 
hi  20-second  commercials. 

Exactl)  how  was  ilii-  saving  ef- 
fected? \\  hat  phases  ol  production  ac- 

count for  the  niMiiiim  that  is  leading' 

admen  mine  and  more  int<>  "gang-up" 
buys? 

Labor  and  Bel  construction  is  the 

major  factor.  In  the  case  of  the  chart- 

ed example  (Item  li  it  accounted  for 

v">7")  ol  the  $1,700  savings.  Even  if  a 
set  takes  onlj  hall  a  da)  t<>  construct, 

a  full  day's  payment   musl   be  made. 
\rnl  if  the  casl   ami  crew    work  onl)    a 

fraction  ol  a  day,  tlit-\  too  are  paid  for 
the  whole.  Thus  b)  filming  five  com- 

mercials at  once  instead  ofsingl)  over 
a  period  of  weeks,  hard  cash  was  saved 

on  director,  assistant  director,  unit 

manager,  cast,  narrator,  cameramen, 

grips,  electricians,  sound  crew,  carpen- 
ters, script  girl,  musicians,  as  well  as 

wardrobe  and  make-up  personnel. 
i  osts  also  were  pared  on  such  items  as 
set  striking,  lumber,  hardware,  paint, 

properties,  tun  kin-,  and  of  course — 
on  pa)  roll  taxes. 

The  savings  effected  under  Item  2. 

which  includes  equipment  and  stage 

costs,  and  those  under  Item  6,  oxer- 
head  and  profit,  likewise  result  from 

the  reduction  of  time  involved  in  pro- 
duction. 

brother  sizeable  cosl  cut,  according 
Roberl  Lawrence,  can  be  achieved 

through  unit  production  in  such  areas 

as  music,  special  effects,  re-recording, 
animation  to  run  with  live  action,  opti- 

cal? and  titles.  (See  Item  3).  Econ- 

om)  is  particular!)  eas)  in  re-record- 
ing, the  process  1>\  which  a  sound  re- 

cording  taken  on  the  >et  (equivalent  of 

a  photographic  negative)  is  trans- 

ferred to  a  film  "positive."  It  several 
commercials  are  produced  at  once, 

says  Lawrence,  the  re-recording  cost 
can  be  cut  2V  ,  . 

Optical  effects,  titles,  art  work  and 

animation,  provided  the)  are  identical 
in  more  than  one  commercial,  can  ef- 

fect further  savings  through  unit  pro- 
duction.    That  is.  if  a  10-second  ani- 

Set:  Greatest  saving  in  producing  several  commercials  as  a  unit  comet  thro 

gel  construction  and  labor.     Ibove,  K..1 ..  r i   Lawrenci    Productions  carpentei   shop 

Opticals:   Titles,  effects,  arl   u.'ik    md  animation     provided   the)    are   identical 
in  more  than  one  rcial     i  an  redu<  e  i  osts  through  unit  production  technique 

3      Editing:    In  the  numerous  processes  between  production  ami  the  final  "ai 
■  print,1   <  "in>-  opportunities  for  cosl  economies  when  making  blocks  ol  commi 

if  rrfrrn'i 
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WHERE    MONEY    GOES  continued 

(nation  sequence  is  to  be  a  part  of  four 

live-action  minute  commercals,  then 
better  plan  and  produce  all  four  com- 

mercials at  once. 

I  nil  production  brings  aboul  an- 

other considerable  saving  in  the  labo- 
ratory and  in  the  cost  of  raw  stock 

film,  i  Sec  Item  h.  Reels  of  raw  stock 

used  in  commercials  are  usualK  1,000 
feet  long.  Should  the  last  reel  used  in 

producing  a  single  commercial  be  un- 
finished, the  unexposed  footage  cannot 

be  economically  salvaged.  But  if  five 
commercials  are  produced  as  a  unit, 

then  only  the  last  reel  of  the  unit — not 
of  each  single  commercial — will  end 
up  with  possible  waste  footage. 

"Miscellaneous"  (Item  5)  covers  in- 
surance, contingencies,  projection  and 

lil in  storage.     As  is  evident  in  the  cost 

50  commercials  i"  French  and  Eng 
a^  a  iniil  by  Lawrence.    Here  is  how   tin- 

\>\\  for  u>e  in  Canada  li>   Sterling  Drug  were  filmed 
same  sets  were  used  with  different  actors  and  tiller 

breakdown,     these     too     are     reduced 

through  unit  production. 

Aside  from  the  monetary  savings  of 

making  several  commercials  at  the 

same  time,  there  perhaps  are  other  in- 
tangible benefits.  For  example,  in  the 

production  of  am  commercial,  a  great 

Sonic  tv  advertisers  who  recently  went  into  unit  productions 
NO. LENGTHS 

3 3 — 60  sec. 

4 2—60  sec. 
2—20  sec. 

4 2 — 60  sec. 
2—20  sec. 

3 3 — 60  sec. 

12 6    60  sec. 
1     20  sec. 
2     10  sec. 

4 3     60  sec. 
1—20  sec. 

3 1—60  sec. 
2—20  sec. 

50 20—60  sec. 
12     30  sec. 
12—20  sec. 
6 — 50  sec. 

6 6 — 60  sec. 

4 2 — 60  sec. 
2—20  sec. 

3 1—60  sec. 

5 5—  -60  sec. 

3 3—20  sec. 

4 2—60  sec. 
2—20  sec. 

4 1     60  sec. 

6 6 — 60  sec. 

14 
7     60  -  :c. 
7 — 40  sec. 

6 2—60  sec. 

1       I'll    see. 
3—10  sec. 

6 1     'HI  sec. 
2—20  sec. 

6 3    60  ssc. 

PRODUCT 

Delsey  Tissue 

K>sii 

Blue  Dot  Duz 

Good  Luck  Margarine 
Pfeiffer  Beer 

Maple  Leaf 

Spic  &  Span 

Aspirin. 
Phillips-  Tablets, 
Phillips'  Milk  of  Magnesia 

Winston 

American  Beer 

Bulova 

Knickerbocker  Beer 

Sweet  Caporals 
American  Beer 
( Pintoff-Lawrence) 

Spic  &  Span 

Heinz 

Molson's  Beer 

Proctor  electric  products 

Fi/i  in 

OTCeefi 

SOURCE:  Robert  Lawrence  Clients 

AGENCY 

Foote,  Cone  &  fielding 

McCann-Erickson 

Compton  Advertising 

Young  &  Rubicam 

Maxon,  Inc. 

James  Lovick  (Canada) 

Young  &  Rubicam 

Dancer-Fitzgerald-Sample 

William  Esty 

VanSant-Dugdale 

Marschalk  &  Pratt 

Warwick  &  Legler 

Cockfield  Brown  (Canada) 

VanSant-Dugdale 

Young  &  Rubicam 

Maxon,   Inc. 

Cockfield  Brown  (Canada) 

Weiss  &  Geller 

Compton  Advertising 

Comstock  &  Co. 

deal  of  time  and  effort  is  expended  b) 

the  client  and  agenc)  in  orienting  the 

producer  with  special  problems  of  ihe 
product,  the  taboos,  highlights,  ap- 

proaches required.  With  this  concept 
fresh  in  his  mind,  the  producer  can 
tackle  a  series  of  commercials  at  the 

same  time  with  no  more  need  for  "re- 
fresher courses."  This  also  can  effect 

a  high  degree  of  continuity  in  the  pres- 
entation of  the  advertising  message. 

"Filmed  commercials  are  often 

planned  as  a  series:  why  then 

shouldn  t  they  be  produced  that  way?" 

says  Lawrence.  "And  in  main  in- stances, two  or  more  commercials  have 

many  things  in  common  with  one  an- 
other. Nothing  is  gained  b\  spread- 

ing the  time  and  place  of  producing 

them.  In  such  cases,  unit  production 

seems  to  hold  the  ke\  to  optimum  con- 

tinuity and  cost  savings." 
So  far  this  year.  Robert  Lawrence 

Productions  has  been  engaged  in  turn- 
ing out  20  blocks  of  commercials  rang- 
ing from  three  to  50  in  a  series.  Some 

of  these  are  still  in  production,  others 
have  been  finished  and  are  on  the  air. 

For  a  complete  list  of  these  clients, 
their  agencies,  and  their  buys,  see  box on  this  page. 

Note:  The  cost  breakdown  chart  is 

based  on  factual  information  gathered 

from  a  number  of  productions,  and  the 

figures  have  been  rounded  off  for  the 
sake  of  simplicity .  ^ 

ARTICLE     IN     BRIEF 

When  tv  commercials  can  be  planned 

and  executed  in  bulk,  the  cost  can  be 

greatly  reduced — about  25°o  in  some 
cases  according  to  Producer  Robert 

Lawrence.  How?  Through  re-use  of 
sets  and  concentration  of  labor,  less 

film    waste,    using    identical    opticals. 
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RADIO   HATCHES  A   NEST   EGG 

In  fii>t  lour  months  of  L957,  Elite  Chicks  of  iowa  has 

Bold  over  500,000  chicks.    Owner  Vance  McCraj  attributes  90$ 

of  i\w  volume  to  W.MT,  (irriar  Rapids,  his  voice  for  2.">  years 

Party  lo  celebrate  25-year  successful  "part- 
aership"  of  Elite  Chicks  and  \\  Ml  features 
chicken  dinner.  (L.  to  r.  i  Ken  fiastie,  War- 
renl  Tempera,  Ford  Roberts,  Dean  Landfear, 

Beryl  Starbuck,  "Howdy"  Roberts,  Vance 
Mr(  ray.  Lew  Van  Nostrand,  Jim Bowennaster 

vO-Jt 

^%-  almost  an)  Iowa  chicken  raiser 
or  hatcheryman  can  tell  you,  this  year 

has  been  the  mosl  miserable  -ales  pe- 
riod anyone  can  remember. 

Vmid  all  this  wailing  and  carrying 

on  there  is  one  gentleman  in  eastern 

Iowa  who  smiles  constantly,  even  gig- 

gles ever}  once  in  a  while.  He's  \  .  \\  . 
(Vance)  McCra)  who  own-  and  oper- 

ate- F.lite  Chicks  in  Cedar  Rapid-. 

"Biggest  year  I  ever  had,"  says  Mc- 
Cray.  "Business  up  20' <  !  In  fact,  the 
first  four  month-  id  this  \car  I've  sold 

over  500,000  birds." What-  the  answer  In  Name  Mc- 

Cray's  success?  One  word:  radio. 
Radio,  however,  i-  no  new-found  sales 
formula  for  Elite  Chick-.  This  month 

they're  celebrating  their  silver  anni- 
\ ersar)  on  \\  M  I. 

Since  1932,  McCra)  ha-  used  earl] 

Saturday  and  Sunday  morning  radio 
time  to  move  his  feathered  friend-. 

The  ke\  to  his  advertising  pro-ram  lie- 
in    the   offering    of   Sunday    "discount 

specials"  on  his  15-minute  Sundai 
morning  Ill-Star  11  estern  Roundup 
-how  (7:30  to  7:45  a.m.),  supplement- 

ed h lienc\ ei  necessai j  !■•  additional 
Saturday  a.m.  announcements.  \ 
'"talk-     bis  OW  n  commercial-. 

Ihc-e  "specials  are  offered  on  a 

"good  lil  noon"  basis  and  the  results are  overwhelming. 

"People  -i.irt  lining  up  at  the  dooi 
about  eight  ever]  Sunda)  morning  and 

I'll  be  darned  if  I  can  gel  them  all 
taken  'arc  of  before  the  middle  of  the 

afternoon,"  saj  -  \  ani  e. 
The      ipiarter-i  enlurs       I  lite      I  h 

W  M  I'  Radio  association  bas  produced 
hundreds  ol  fabulous  su<  i  ess  stoi 

lu-i  tin-  March  M>  <  ra)  had  all  his 

1  i ooders  full,  h itb  an  additional  •' 
bab)  chick-  bozed-up  on  the  floor 
read]  for  quick  sale  when  sudden!) 
one  of  the  wildest  snow  storms  in  years 
-truck  eastern  Iowa.  The  thought  of 

destroying  the  chick-,  for  lack  of  feed- 
[Please  turn  to  page  70) 
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BOOKS 

$4 

1  All-Media  Evaluation  Study 
155  Pages 

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  and  test 
media  .  .  .  plus  hundreds  of  other  media  plans,  suggestions, 
formulas  you  can  put  to  profitable  use. 

2  TV  Dictionary/Handbook  $2 
48  Pages 

The  new  edition  contains  2200  definitions  of  television  terms 
.  .  .  1000  more  than  previous  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  techniques,  artwork,  tv  moving 
displays,  slides,  etc. 

3  Timebuying  Basics  $2 
144  Pages 

The  only  book  of  its  kind — the  most  expert  route  to  radio 
and  television  timebuying.  A  group  of  men  and  women  who 
represent  the  most  authoritative  thinking  in  the  field  talk 
with  complete  candor  about  tv  and  radio  and  the  oppor- 

tunities these  media  offer. 

REPRINTS 

4  Radio  Results  1956 

5  TV  Results  1956 

6  Television  Basics 

*  Radio  Basics 

8  Film  Basics 

9  Where  Does  the  Money  Go? 

10  Procter  and  Gamble  Story 

11  Advertising  Agency  in  Transition 
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RADIO  BASICS /June 

rhis  i-  the  second  ol  sponsor's  new  Radio  Basics  section.  Ii 
h  ill  appeal  everj  foui  weeks  and  will  complement  and  alternate 

with  \\  Basics.  Three  sections  make  up  Radio  Basics,  ["he 
first  is  a  Beries  of  four  indices,  giving  material,  updated  ever) 

foui  weeks  l<>r  the  most  part,  on  numhei  ol  homes,  Btations, 
Bets  in  bomes  and  sets  Bold  01  produced,  rhe  Becond  bo 

lion  covers  Bpot  and  will  provide  periodit  indices  "f  local 

listening  in  various  markets  ami  research  material  of  interest 
to  users  ol  Bpot.  The  third,  or  network,  section  will  eni|>ha>i/e 

web  radio  clients.  Ii  provides  a  complete  li-t  of  network  ad  mi - 

tisers  as  of  the  week  beginning  with  the  date  ol  each  i -~u« •.  to- 
gethei  with  information  on  programs  used,  da\~  of  the  week 
bought  ami  the  amount  of  program  time  purchased  bj  each  cli- 

ent.   Suggestions  from  readers  as  to  content  and  Formal  will  lie 
welcomed   and    used    as   a    liasis    for    future  addition-   and    revi- 

sions.   The  next  Radio  Basics  will  appear  in  the  20  JuK   issue. 

Radio  dimensions  are  indexed 

in  tei  ms  "i  homi  -.  stal  ions  -■  I  - 
in  homes,  seta  Bold  .  ,  .sec  below 

Spot  basii  -  pro>  ides  loi  al 
ket     listening    index,    spending 

data   bj    industry    .  .  .  page  42 

Network  basics  i  ompi  ises  the 

complete  li-t  ol  cui  rent  we|, 
advertisers   p°9c  44 

inn 

1.   RADIO'S   DIMENSIONS  TODAY 
Radio   homes    index 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiini 

Radio   station    index 

1957  1956 

48.2 

radio 
homes 

47.3 

radio 
homes 

50.0  49.1 
U.S.  homes        U.S.  homes 

Soui  *.    I       Nielsen,     1    July    each    year. 
>ts  figures  In  millions. 

nun 

Am 
Fm 

End  of  M;in   L957 

Stations 

on  air 

CPs  not 
on  air 

Applications on   hand 

1060  167  311 
532        I  2:        I  21 

End  of  May  1956 

Applications 

in    hearing 

Am  2890  118  273 
Fm  532         I  15        I  6 

Source:  FCC  monthly  reports,  commercial  station*.       'End  of  March   195" 

1  12 
0 

101 0 

Radio   set   index Radio    sales   index 

Set location 

Home 

\iltn 

Public 

places 

Total 

llllllli  " 

1957 1956 

84,000,000 82,000,000 

14,000,000 
12,000,   

1  n.iiOO.OOO* 10.001  i.ui  iu 

I  _':,. 000,000     121.000.000 

B  LB     I    January  each   year,    estimates     | 
I     of  sets  tn  working  order    "No  new  Information.     § 

*     .            ::;;:iiiiiiiii 

Type April    1957 

April    1956 Four  Months 1957 
Four  Months 

1956 

1  tome 

xUtO 

543,092 

380,452 

i:i 2,362,068 

2,022,467 

Total 923,544 

OM   figures    are 

ii'. 

retail    1 
4,384,535 

'699 

siiiiiiiiiii'ii: 
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2.   SPOT   RADIO   BASICS 

Spot  listening 

market  index 

Figures  for  the  10  markets 
at  right  show  homes  using 

radio  (in  and  out-of-home) 

during  March-April,  except 
for  Cleveland,  Dallas,  Fort 

Worth,  which  are  Febru- 

ary-March. Data  comes 
from  Pulse,  covers  average 

quarter-hour  listening  Mon- 

day-through-Friday. This  is 

the  second  group  of  mar- 
kets covered  in  Radio  Ba- 

sics. Others  will  appear  in 
this   section   in   the   future. 

lliraillllllllll!l!!IIIII!llllllltllllll!llllillllll!lllll!llll!li!llllllllllllllllillll!lll!lllllll!lll!lll 

How  local  markets  compare  in  listening  levels  by  three-hour  day  parts 

Market  6-9  a.m.  9  a.m.-N  N-3  p.m.  3-6  p.m.  6-9  p.m.  9  p.m.-M 

Birmingham 
27.5 28.3 26.2 

27.8 
20.8 

14.6 

Buffalo 
22.3 26.8 25.8 27.4 

19.8 13.0 

1 

Cincinnati 22.2 
26.6 

25.2 26.5 
19.9 

12.9 
| 

Cleveland 20.7 
21.2 

21.3 
26.9 24.4 

19.2 = 

Dallas 22.7 
25.4 

24.2 

26.0 
23.0 15.8 

Detroit 23.4 26.2 26.4 
28.3 19.8 

13.1 

Fort  Worth 
23.5 25.8 

25.6 
26.5 22.3 15.8 

| 

Kansas  City 
23.7 

26.7 25.0 
25.8 19.6 

13.5 

= 

1   Minneapolis-St.  Paul 26.7 29.4 
28.6 28.5 21.3 14.0 

New  Orleans  23.3 

iilllllllUlllllllllllllllfllllllllllllllllllltlllllllN 

30.1 

28.1 

lllllllllllllll 

29.6 
21.4 

iiiiiiii 

14.7 

II 

What's  the  trend  in  daytime  and  nighttime  spot  rates? 

iiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiniiiiM 

1946  =  100.0 1950  =  100.0 

YEAR DAYTIME NICHTTIME m YEAR DAYTIME NIGHTTIME 

1946 100.0 100.0 ^ 1946 78.8 78.0 

1950 126.9 
128.3 

| 
1950 100.0 100.0 

1951 132.3 ■ 1951 104.2 

1952 133.9 129.9 § 1952 105.6 101.2 

1953 133.6 | 1953 105.3 

1954 132.7 
B 1954 104.6 

1955 124.8 
if 

1955 
93.8 

1956 116.7 62.6 B 1956 92.0 
48.8 

1957 119.7 60.0 1 
1957 

93.9 46.4 

■iiiiiiii   ii    
.    iiiiiiiiiiiiiiiiii   I.IIHIIIIIIII  milium   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiimmiiiiimiiiiiii

   iiiiummiiiiiimiiiiuiiiuuiiiT? 

Prepared  by  The  Katz  Agency,  this  data  shows  rate  data  on  Katz 

radio  stations  as  of  1  January  each  year.  The  figures  are  based  on 

a  schedule  of  12  one-minute  announcements  for  13  weeks.    Daytime 

rates  are  those  for  the  majority  of  hours  between  8:00  a.m.  and  6:00 

p.m.  Nighttime  rates  are  those  that  apply  for  the  majority  of  hours 

between   7:00   and   10:00  p.m.    Prime    time   rates   are   not   covered. 
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Spot  radio  spending  by  industry  category 

Product  category 
1st    Quarter 1957 4th    Quarter 

1956' 

3rd  Quarter 

1956 

DOLLARS ",,  OF  TOTAL DOLLARS 

%  OF  TOTAL 

DOLLARS 
>,>  ■     i.- 

1 .  Food,  gri  m  i-i  j  products 

_'.    1  obacco  products,  supplies 

$   8,291,000 

8,141,000 

5,375,000 

4,020,000 

2,902,000 

2,487,000 

2,158,000 

2,149,000 

2,019,000 

17.0 

16.7 

11.0 

8.2 

5.9 

5.1 
4.4 

4.4 

4.1 

S     7.<)  J  1.1  Kill 

1,179,   (.808.000 

I."l".   

17.1 

9.0 

1 1. . 

7.6 

-   V::i  I 

1,906,91  1 
2,8  r6,765 

1  1.6 

1    Mi  ii-  produ<  ts 

1.    Vutomotive 

.'  I  i 

201 

8.9 \lc  beer,  u ine 3,529,000 2,(  21,502 

102,481 

—  *  > 

6.  Dental  prods.,  toothpaste,  etc. 

7.  Cosmetics,  toileti  ies 

117,000 .9 .9 

2,461,000 

2,786,000 
6.0 

L,81  1  886 

1,949,  122 

5.4 

!'..  ( lasoline,  lulu  i(  ants 5.8 

9.  Consumer  sen  ices 
1,486,000 

i.2 

1,041,879 

504,135 

33,609 

1,277,1  12 

1  I 

10.  Religious 1,420,000 

1,319,000 

1,291,000 

1,264,000 

1,098,000 

998,000 

2.9 

2.7 

2.7 

2.6 

2.3 

2.1 

1.4 

7  1  1.000 

16.000 
1.0 .1 

3.9 

1.5 

1 1.   Notions .1 

12.    Vgriculture 1,811,000 

13.   Miscellaneous 2.368.000 

696,000 

5.1 

L.5 

1,613,232 

974,661 

1,041,879 

907,493 

1.8 1  1.  Transportation,  travel 2.9 

1  5.   Household  cleaners,  soaps,  etc. 

1  .">.  Confections,  soft  di  inks 

1,346,000 
2.9 

3.1 

699,000 

644,000 

413,000 

1,300,000 

2.:: 
2.7 

17.   Household  laundr)  products 
1.3 
.9 

.8 

.5 

.5 

.4 

557,000 1.2 403,308 1.2 

18.   Household  general 464,000 1.0 369,699 1.1 

19.   Publications 408,000 603,000 L.3 
U  ,3.308 

1.2 

20.  Clothing,  accessories 259,000 185.000 .1 134.1  16 
.4 

21.    Amusements,  entertainment 240,000 

325,000 
 " 

.7 2352263 
.7 

22.  Dairy,  margarine  products 202,000 185,000 .4 

l08.04.-i 

5 

23.  Household  paper  products 146,000 
.3 

139,000 .3 

.i. 

100,827 

2  1.  Finance,  insurance 142,000 
.3 

.3 278.000 
168,045 5 

25.    Hotels,  resorts,  restaurants 140,000 139,000 .3 
67,218 

.2 

20.  Pet  products 138,000 
.3 

231  u  m  ii  i 
..) 201,654 

27.  Household  furnishings 120,000 .3 93.000 

1 1 

1  7,218 

-2 

28.  Household  appliances 

29.  Garden  supplies,  equipment 

30.  BIdg.  material,  fixtures,  paints 

31.  watches,  jewelry,  cameras 

113,000 .2 

11  7.i  H  Hi 

872 

108,000 .2 

.1 
|     I'M,,  HI 

.3 100,827 

64,000 

278,   

.6 

201,654 

59,000 .1 16,000 .1 
218 

I 

TOTAL $48,827,000 100.0 

M(>.  1  12.1  II  H»  " 

1 00.0 - 

|  Mi 

SOURCE     Station    RepresentattTea     \--i>      •  I  hence 

"r.xtl   Includes  unlisted  categories:   Tv.   radio,   phonograph,    musical   instruments.   politicaL 

Sllllllllllllllllllllllllllllllllllllllllllllllllllli; 
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3.    NETWORK   RADIO'S   CURRENT   CLIENTS 

Compilation  of  program  time 

bought  by  advertisers  and  brands 

is  shown  below  by  network 

1  his  is  the  second  list  of  network  radio's  current  clients.  The  first 
appeared  in  the  1  June  issue.  Henceforth,  the  current  roster  of  web 

radio  advertisers  will  appear  every  four  weeks  as  part  of  Radio  Basics. 

The  information  contained  here  covers  one  week — the  week  beginning 

with  the  date  of  issue — in  this  case,  22  June.  Data  on  minutes  bought 

is  in  terms  of  program  time,  except  for  MBS  and  NBC  where  commer- 
cials shorter  than  a  minute  are  listed  separately.  On  NBC,  minute 

commercials  are  arbitrarily  credited  as  five  minutes  of  program  time. 

The  new  MBS  schedule,  which  started  2  June,  is  covered   in  this  list. 

ABC 
Admiral:  appliances;  Breakfast  Club;  M-F;  25  min. 

AFL-CIO:  institutional;  Ed.  P.  Morgan;  M-F;  75  min.;  /.   W.  Van- 
dercook;   M-F;   25  min. 

Amino  Products:  Ac'cent;  Breakfast  Club;  W;  5  min. 
Asco    Electronics:   Flea   Guard,   Magic   Mite   Ball;    Breakfast   Club; 
Tu.Th;    10  min. 

Assemblies  of  God:  religious;  Revivaltime ;  Su;  30  min. 

Atlantic  Sales:  French's  bird  food  products;  My  True  Story;  W,F  & 
Tu.Th;   alt.  wks. 

Ball  Bros.:  home  canning  prod.;  Breakfast  Club;  Tu-F;  20  min. 

Bankers  Life  &  Casualty:  White  Cross  Hospital  Plan;  Paul  Harvey; 
Su;    15  min. 

Beech  Nut:  Beech-Nut  gum;  Breakfast  Club;  Tu,W,F;   15  min. 
Bridgeport  Brass:  various  insecticides;   When  A  Girl  Marries;  Tu-F; 
20  min. 

Bristol-Myers:    Bufferin;    Breakfast    Club;    M,W,F;     15    min.;     Sal 
Hepatica;  Breakfast  Club;  M,W,F;   15  min. 

Compona  Sales:  Ayds,  Italian  Balm;  Breakfast  Club;  M;   5  min. 

Carling  Brewing:  Red  Cap  Ale;  Martin  Block  Show;  F,Sa;  100  min. 

The  d-Con.  Co.,  Inc.:  Ant  Prufe  &  Roach  Prufe;   My  True  Story; 
Tu,Th;  10  min. 

Dixie  Cup:  paper  cups  &  plates;  Breakfast  Club;  W;  5  min. 

Dow  Chemical:  agricultural  prod.;  Red  Foley  Show;  Sa;  30  min. 

Drackett:  Windex,  Drano;  Breakfast  Club;  W,Th,F;  15  min. 
Dromedary:  cake  mixes;  My  True  Story;  Tu,Th;   10  min.;    When  A 
Girl  Marries;  W,F;   10  min.;   Whispering  Streets;  Th;  5  min. 

Duffy-Mott:  Sunsweet  prune  juice;  Breakfast  Club;  Tu,Th;   10  min. 
Ex-Lax:  Ex-Lax,  Jests;  My  True  Story;  M,W,F;  15  min. 

Foster-Milburn:  Doan's  pills;  My  True  Story;  Th;  15  min.;   Whisper- 
ing Streets;  Tu;  5  min. 

General  Foods:  Calumet;  Breakfast  Club;  Tu;  5  min.;  Jell-0 
Breakfast  Club;  M,Tu,F;  15  min.;  My  True  Story;  W,F;  10  min. 
When  a  Girl  Marries;  Tu,Th;  10  min.;  Whispering  Streets;  W,F 
10  min.;  Kool-Aid;  Breakfast  Club;  M-F;  25  min.;  La  France 
Breakfast  Club;  M,Tu,Th;  15  min.;  Post  Cereals;  Breakfast  Club 
M-F;  25  min. 

Gospel  Broadcasting  Assn.:  religious;  Old  Fashioned  Revival  Hour; 
Su;   60  min. 

Billy  Graham:  religious;   Hour  of  Decision;   Su;   30  min. 

Highland  Church  of  Christ:  religious;  Herald  of  Truth;  Su;  30  min. 

Charles  E.   Hires  Co.:  Hires  Root  Beer;    Weekday  Newscasts:  M-F; 
100  min. 

Midas  Muffler:  auto  mufflers;   Weekday  Newscasts;  M-F;  25  min. 

Milner  Products:  Perma  Starch,  Pine-Sol;  Breakfast  Club;  M;  5  min. 
Mishawaha  Rubber  &  Woolen  Mfg.:  casual  shoes;  Breakfast  Club; 
Tu.Th;   10  min. 

National   Brands,  div.  of  Sterling   Drug:   Dr.   Caldwell's;   Sunshine 
Boys;  M-F;  25  min. 

Norwich-Pharmacal:  Pepto-Bismol;    Weekend  Newscasts;   Sa.Su;   90 min. 

Oral    Roberts    Evangelistic    Assn.:    religious;    Oral   Roberts'    Broad- 
casts ;  Su ;  30  min. 

Paine,  Webber,  Jackson  &  Curtis:  institutional;  Business  &  Finan- 
cial Hour;   M,W,F;    15  min. 

Radio  Bible  Class:  religious;  Radio  Bible  Class;  Su;  60  min. 
Renuzit  Home  Products:  cleaning  fluids,  air  sprays,  etc.;  Jack  Paar 
Show;  Th;  5  min. 

R.  J.  Reynolds:  Camel;   Weekday  Newscasts;  M-F;   100  min.;    Week- 
end Newscasts;  Sa,Su;  90  min. 

Sandura  Company:  floor  covering;   Breakfast  Club;  Th;  5  min. 

Sterling    Drug    Company:    Phillips   Tooth    Paste;    My    True   Story; 
Tu,Th;   10  min. 
Voice  of  Prophecy:  institutional;  Voice  of  Prophecy;  Su;  30  min. 
Dr.  Thomas  Wyatt:  institutional;   Wings  of  Healing;  Su;  30  min. 

Amino  Products:  Arthur  Godfrey;  W  &  Th,  alt.  wks.;  15  min. 
Bristol  Myers:  Arthur  Godfrey;  M,W;  60  min. 
Campana  Sales:  Robert  Q.  Lewis;  Sa;  5  min. 

Chesebrough-Pond's:  Sports  Time:  M.W.F:  5  min. 
Chrysler:  Dodge;  Amos  'n  Andy;  F;  5  min.;  Gunsmoke;  Sa;  5  min.; 
Mitch  Miller;  Su;  5  min.;  Sports  Resume;  Su;  5  min. 
Chun  King  Sales:  Arthur  Godfrey;  W  &  F,  alt.  wks.;  15  min. 
Clairol:  Galen  Drake;  Sa;  5  min. 

Colgate-Palmolive:    Our   Gal  Sunday;    M-F;    37%   min.;    Backstage 
Wife;  M-F;  37%  min.:  Strike  It  Rich;  M-F;  37%  min.;   2nd  Mrs. 
Burton;  M-F;  37%  min. 
Cowles  Magazine:  Jack  Benny;  Su,  alt.  wks.;  3%  min.;   Robert  Q. 
Lewis:  Sa;  5  min. 
Curtis  Circulation:  Arthur  Godfrey;  Tu;   15  min. 
Dixie  Cup:  Robert  Q.  Lewis;  Sa:  5  min. 
Florida  Citrus  Comm.:  Arthur  Godfrey  Time;  Th;   15  min. 
General  Foods:  Arthur  Godfrey;  Th,  every  4th  F,  18%  min.;   Wendy 
Warren;  Th;  5  min.:  World  News  Roundup:  Su;  5  min.;  Gunsmoke ; 

Su;  5  min.;   Our  Miss  Brooks;  Su;   5  min.;   Amos  'n'  Andy  Music 
Hall:  M-F;  25  min.;  Galen  Drake:  Sa;  5  min.;  Robert  0-  Lewis:  Sa; 
5  min.;  Gunsmoke;  Sa:  5  min. 

General  Mills:  Galen   Drake:   Sa:   5  min.:   Robert  Q.  Lewis:   Sa;    5 
min.;  Gunsmoke :  Sa:  5  min.:  Gunsmoke :  Su:  5  min.:  Mitch   Miller: 

Su:  5  min.:  Amos  'n'  Andy;  F:  5  min. 
General   Motors:   Chevrolet;    Allan   Jackson       News;    Sa;    20   min.: 

Robert    Trout — News;    Su,   M-F;    50   min.:    Deko:    Lowell    Thomas: M-F:  75  min. 

Grove  Laboratories:  Amos  V  Aiuh  :   W.Th.F:    15  min. 

Hartz  Mountain   Products:  Arthur  Godfrey;  Th  &  F.  alt.  wks.:    15 
min. 

Hearst  Publications:  Right  To  Happiness;   M:   7%  min. 
Kendall  Co.:  Bauer  &  Black:   Arthur  Godfrey  Time:  F;   15  min. 

NOTE:  Data  on  time  purchased  refers  to  weekly  brand  or  advertiser  total  for  each 
program.  Time  bought  for  particular  brands  Is  shown  where  possible.  In  cases 
where  groups  of  brands  precede  a  show  or  group  of  shows.  It  was  not  possible  to 
pinpoint    which    brands    were    advertised    on    each    show    or    on    which    days    of    the    week 

the  brands  were  advertised.     Except   t<>r  General  Motors  and  Chrysler,  brands  information 
was    not    available    from    CHS 
In    NRC    list,    rot,    means   commercials    are    rotated    on   different   days    of   the   week   under 
the  web's  run-of-schedule  plan. 
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Lever  Bros.:   Ma  Perkins;   Ml    .ill.  wk-.;  37%  min.;   Romanic  vj 

IhUn  Trent;  Ml';  37%  nun.;  Ma  Perkins;  M  F  ah.  wks.;  lH'i  min.; 

Kowif  Dr.  M alone;  M  F;  37%  mm.;  House  Party;  Ml';  37%  min. Lewis  Howe:  Robert  Q.  Lewis;  Sa;  5  min. 

Longines-Wittnaucr:  Longinet  Symphonette ;  Sli;  30  min.;  I'll  Ili.iiri- 

fl  24  8  .">:. Milncr  Products:   Robert  Q.   leu  is;    Saj    5   min. 
Mutual   Benefit   Health   &   Accident   Assn.:   Arthur  Godfrey  :   Tu    8 

rwi\    I'll   Fj    18*4   min. 

North  American   Philips:   Herman   II HI.  mutt  Sports ;    M.W.K;    ]  ">   mill. 
Norwich   Pharmacol:     \rthtU   Godfrey;     In;    e\ery    llli    Fj    l'!'i    mill. 
Pharmacraff:   House  Party;   M.TIi.F;   30  min. 
Pillsbury:   Arthur  Godfrey;   Tu.Th;   30  min. 

Reader's  Digest:   Arthur  Godfrey;  W;    15  min. 

R.  J.  Reynolds:  Herman  Hn  kman — Sports;  Tu.Th, Vi;    1">  min. 
Scott  Paper:  Arthur  Godfrey;  Th.F  8  every  1th  F;  1H-,  min.;  Bach 
Stage  Tile;   F;  7%  min.;    Young  Dr.  Ma/one;  Th.F;   15  min.;   Nora 

D'ake;  Tu.Th;   IS  min.;    \fa  Perkins;  Tu  &  W  alt.  irks;   7%  min.; 
2nd   Mrs.   Burton;   Th.F;    15   min. 

Sherwin-Williams:  Arthur  Godfrey;  W,  every  4th  F;   18-vi   min. 
Shulfon,  Inc.:  Arthur  Godfrey  Time;  F;    15  min. 

Simoniz:  Arthur  Godfrey;  W;   15  min;  House  Party;  W;  15  min.;  G. 

Herman — News;  Th.F;   10  min.;  F.  Sevareid — News;  Th.F;  10  min.; 
5  •;    15  min.;  Sports  News;  Sa;   10  min. 

Slcnderella:  Slcnderel/a  Show;   Sa;    10  min. 

A.  E.  Sfaley  Mfg.:  House  Party;  Tu;   15  min.;  Arthur  Godfrey;  F; 
IS  min. 

Standard  Brands:  House  Party;  M;  15  min.;  Arthur  Godfrey;  M,  & 
every  4th  F;  37%  min. 
Swift:  House  Party;   F;    ] 5   min. 

Toni:  Robert  Q.  Lewis;  Sa;  5  min.;   Nora  Drake;  M-F;   37%  min.; 
Dr.  Mahne;  M.T.W;  22%  min.:   Road  of  Life;   M.W.Th.F:   30  min.; 
Helen  Trent;  T.W.F;   22Ms   min.;    Right  To  Happiness;   M-F;   37% 
min. 

Vcrnell's  Buttermints:  Robert  Q.  Lewis;  Sa;  5  min. 
Wcco  Products:  Arthur  Godfrey;  M;   15  min. 
F.  W.  Woolworth:  Woolworth  Hour;  Su;  60  min. 

Wm.  Wrigley,  Jr.:  Howard  Miller  Show;  M-F;  75  min.;  Pat  Buttram 
Show;  M-F;  75  min. 

MBS 
Billy  Graham   Evangelical  Assn.:   religious;   Billy  Graham;   Su;   30 
min. 

Carter  Products:  Little  Liver  Pills;   Gabriel  Heatter—Neivs;  M.Tu, 
Th ;   15  min. 

Christian   Reformed  Church:  religious;  Back  To  God;  Su;   30  min. 
Coca-Cola:  Coca-Cola;  Eddie  Fisher;  Tu.Th;  30  min. 
Dawn  Bible  Institute:  religious;  Frank  and  Ernest;  Su;   15  min. 
Drug  Products,  Inc.:  A*Ium;   True  Detective  Mysteries;  M;  5  min.; 
Treasury  Agent;  Tu ;  5  min.;  Gang  Busters;  W;  5  min.;  Secrets  of 
Scotland  Yard;  Th;  5  min.;  Counter-Spy;  F;  5  min. 
First  Church  of  Christ,  Scientist:  religious;   How  Christian  Science 
Heals;  Su;   15  min. 

General   Tire   &    Rubber   Company:   General   tires;    General   Sports 
Time — Harry  Wismer;  Su;    10  min. 
Kraft  Foods  Co.:  All  Purpose  oil,  mustard,  Kraft  dinner.  Miracle 
Whip,  Italian  dressing,  cheese  spread*.  Parkay  margarine;  Les  Higbie 

—News;  M-Sa;  30  min.:  Holland  Fngle—News;  M-Sa;  30  min.: 
John  B.  Kennedy— Neus;  M-Sa:  30  min.;  Cedric  Foster — News;  M- 
Sa;  30  min.;  Frank  Singiser — News;  M-Sa;  30  min.;  Charles  B.  War- 

ren— News;  Sa;  5  min.;  True  Detective  Mysteries:  M;  5  min.; 
Treasury  Agent;  Tu;  5  min.;  Gang  Busters;  W;  5  min.;  Secrets  of 
Scotland  Yard;  Th;  5  min.;  Counter-Spy;  F;  5  min. 

Lutheran  Laymen's  League:  religious;  Lutheran  Hour;  Su;  30  min. 
Manion  Forum  of  Public  Opinion:  discussion;  Dean  Clarence  Man- 
ion  ;  Su ;   15  min. 

Miles  Laboratories,  Inc.:  Nervine,  One-A-Dav  Vitamins,  Tabcine: 
Steve  McCormick — News;  M-Sa;  30  min.;  Robert  F.  Hurleigh — 

.  M-F;  25  min.;  Westbrook  I'an  Voorhis — News;  M-F:  2~i  min.: 
John  Scott— News;  M-F,  Su;  60  min.;  Lyle  fan-News;  M-F;  25 
min.;  Lester  Smith — News;  Sa;  5  min.;  Floyd  Mack — .Yens;  Sa.Su; 
20  min.;  Ed  Pettitt—News;  Sa.Su;   10  min. 

Minute-Maid  Corporation,  Hi-C  Div.:  Hi-C  products;  station  break-: 
W,Th,F;  9  20-sec. 

North  American  Accident   Insurance  Co.:   ill  nmiiei  .    Gabriel  Ileal 
t.t        \eu  I,    \|,\\.l!,,|-  ,    20   min. 

Quaker  State  Oil   Refining  Corporation:   Q  I  *'■     Gw 
the  Day;  Sa;  I  \l  iih  Frankie  Frisch;  Sa,Su; in. 

Radio   Bible  Class:    religions;    Radio  litlilr  (lass;    Suj    30   min. 
R.  J.   Reynolds  Tobacco  Co.:   <  him  I;    '  •reboard;    5 
min.;   Winston;   Winston  Seoreboa  min, 

Slcep-Ezc  Co.:  sleep  tablet;   True  Detective   l/j  teries;   M;  5  min.; 

Gang  Busters;  W;  ■">  nun.;  Countet  s         F;  5  min. 
Voice  of  Prophecy:  religions;  Voice  of  Prophecy;  Sn;  30  min. 

Wings  of  Healing:   religions;    Wingt  of  Healing;  Su ;  60  min. 

Word  of  Life  Fellowship:  religious;   Word  of  Life  Hour;   "-a ;  30  min. 

NBC 
Allis-Chalmcrs:    institutional;    Nal'l.   Farm    &   Home   Hour;    Sa;    25 
min. 

American  Dairy  Asso.:  dairy  products;  Truth  or  Consrr/ueners; 
M  F;  25  min.;  Bandstand;  M-F;  25  min.:  Affairs  of  Dr.  Gentry; 
M-F;    2">   min. 
American  Motors:   Rambler;   Monitor;  Sa.Su;  55  min. 

American  Oil:  Amoco  products;  Monitor;  Sa.Su;  50  min. 
Bell   Telephone:   Monitor;    Su;    10   min.;    Telephone   Hour;    M;    30 
min.:    Telephone  Preview;    M;   5  min. 
Billy  Graham  Evangelistic  Assn.:  religion;  Hour  of  Decision;  Su; 
30  min. 

Bristol-Myers:  BufTerin;  Hourly  News;  M-F;  105  min.,  21  30-sec 
Brown  &  Williamson:  Kools,  Viceroy;  Hourly  News;  M-F;  215  min., 
42  30-sec. 

Calif.  Packing:  canned  fruit;  Hourly  News;  M-F;  110  min.,  21  30- sec. 

Carter  Products:  Arrid,  30  min.;  Little  Liver  Pills,  60  min.;  Band- 
stand; M-F;  20  min.;  True  Confessions;  rot.,  5  min.;  Woman  In  My 

House;  rot.,  5  min.;  Hilltop  House;  rot.,  5  min.;  Pepper  Youngs 

Family;  rot.,  5  min.;  News  of  The  World;  Tu,W,Th;  15  min.;  Moni- 
tor; Sa,Su;  35  min. 

Chrysler:  Dodge;   Monitor;   Sa,Su ;  30  min.,  7  30-sec. 

Columbia  Pictures:  "Fire  Down  Below";   People  Are  Funny;  W;   5 

min.;  Bandstand;  M,T,\\',Th;  20  min. 
DcSoto:  DeSoto  cars;   You  Bet  Your  Life;  Sa;  30  min. 
Evangelistic  Foundation:  religion;  Bible  Study  Hour;  Su;  30  min. 
Evinrude  Motors:  outboards;  Monitor;  F.Sa.Su;  25  min. 

Ex-Lax:   Fx-I.ax;    Monitor;    Sa.Su;    1   30-sec,  5  6-sec. ;    Bandstand; 

Tu.Th;  2  6-sec;   Woman  In  My  House;  M,Th,F;  10  min.,  1  30-<=er. ; 

5  Star  Matinee;  Tti.Th;  2  30-sec;  Pepper  Young's  Family;  M-W;  5 
min.,  2  30-sec;  One  Man's  Family;  Th;  5  min.;  People  Are  Funny; 
W;  5  min.;  Great  Gilderslevee;  Tu;  5  min. 
Florida  Citrus  Comm.:  ritni*  fruit*:  Monitor;  Sa,Su;  30  min. 

General  Foods:  Instant  Postum;  Bandstand;  M-F;  25  min.;  Pepper 

Young's  Family:  M-F;   25  min. 
General  Mills:  Cheerios;  Monitor;  Sa.Su;  50  min.,  10  30-sec. 
Gillette:  Gillette  prods.,  Paper-Mate,  Toni  prod.;  Boxing  Bouts;  F; 
25  min. 

Grove  Labs.:  No-Doz;  News  of  the  World;  W,Th,F;   15  min. 
Ins.  Co.  of  No.  America:  insurance;  Monitor;  Su;  20  min. 

Knopp-Monarch:  picnic  supplies;  Monitor;  Sa.Su;  4  30-sec 

Lutheran  Laymen's  League:  religion;  Lutheran  Hour;  Su;  30  min. 
Midas:  car  muffler*:   Monitor;  Su;  5  min. 

Morton  Salt:  salt:   Alex  Dreier — News;   Sa;   5  min. 
Mutual  of  Omaha:    insurance;    On   the  Line    With   Considine;    Su; 

15  min. 
North  American  Van  Lines:  moving  sen-ice;  Monitor;  Sa.Su;  20 
min. 

Pepsi-Cola:  Pepsi-Cola:    Monitor:  Sa.Su;   50  min.,  10  30- 

Plough,    Inc.:    St.   Joseph    aspirin,    children's   aspirin.    Dr.    Edward'* 
olive  tablets,  Mexana;  Monitor;  Sa.Su;  55  min.,  9  30-sec. 
Quaker  State  Oil;  motor  oil;  Monitor:  Sa.Su:  30  min. 

Ralston-Purina:    feed   division;    Harkness — News;   M-F:    25   min. 
R.  J.  Reynolds:  Camel;  News  of  the  World:  M-F:   25  min.:   Prince 
Ubert;  Grand  Ole  Opry:  Sa;  30  min. 
Dr.  Scholl:  Zino  Pad*:  News  of  the  World:  Tu.F:  10  min. 

Simoniz:  Simoniz;  Monitor:  F.Sa:  35  min.:  Su:  6  30 
Skelly  Oil:  oil:   Alex  Dri  M-Sa;  90  min. 
Sun  Oil:  oil;  Three  Star  Extra:  M-F:  75  min. 
Voice  of  Prophecy:  religion;   Voice  of  Prophecy;  Su;  30  min. 
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AROUND  THE  WORLD 
IN  52  jf 
ADVENTURE- 
PACKED 
HALF  HOURS 
ON  FILM... 

WITH  MCA'S  "TOP  TEN 
ADVENTURE  HIT... 
JUST  MADE  AVAILABLE 
TO  LOCAL  ADVERTISERS! 
YOU  KNOW  THIS  SHOW  IS  WORTH 
A  FORTUNE  IN  RATINGS  AND  SALES! 
YOU  KNOW  IT  IS  "TOP  10"  IN  49  MARKETS!  (latest  available  ARB  ratings  as  of  May,  1957) . . .  with  a 

world-beating  average  of  26.9 !  You  know  you  are  going  on  the  air  with  a  huge  and  happy  audience ! 

YOU  KNOW  WHY  IT  ALWAYS  RATES  HIGH! .  . .  because  the  REVUE  PRODUCTIONS  seal  spells  television's 

finest  film  programs.  Made  on  seven  seas  and  five  continents,  soldiers  of  fortune  takes  viewers 

adventuring  in  the  mountain  fastnesses  of  Tibet,  the  jungles  of  the  Amazon,  the  menacing  waters  off 

Hong  Kong !  Everyone  claims  to  spend  a  fortune  on  production  —  Revue  really  does. 

YOU  KNOW  ITS  TERRIFIC  SALES  RECORD!  Seven-Up,  exclusive  national  sponsor,  ran  26  of  these  programs, 

took  a  look  at  the  results,  asked  Revue  to  produce  26  more!  Consistently  high  ratings  are  matched  by 

ideal  audience  composition  —  50%  adults,  50%  kids. 

Call  your  MCA  TV  Film  Syndication  representative  for  details  on  TV's  most  successful  adventure  hit 

tmm starring  JOHN  RUSSELL  and  CHICK  CHANDLER 

SOLDIERS 



.  phone 

FILM  SYNDICATION 

America's  No.  1  Diatributoi  oj  TV  Film  Programs 
598  Madison  Avenue,  New  York  22.  N.  'i  .  PLaza  9-7500 

and  principal  cities  everywhere 

A 
v 

FORTUNE 



A  weekly  listing  of  changes 

in  tlie  advertising  and  broadcast  fields 

NEW  AND  RENEW 

ILEVIJ   ION   NETWORKS 
AGENCY SPONSOR 

Ccncral  Mills,   Minneapolis   

Ccncral   Motors,   Detroit   

Howard  D.  Johnson,  NY   

P&C,   NY   

Standard  Brands,  NY   

DFS,   NY   

D.   P.   Brother 
N.  W.  Ayer, 

B&B,  NY  _ 

Detroit 

NY    

Ted  Bates,  NY 

STATIONS  PROGRAM,   rime,  start,  duration 

CBS  73  .   Our  Miss  Brooks;  alt  F  2-2:15  pm;  14  June;  52  wks 

CBS   153   Vic  Damone  Show;  alt  W  8:30-9  pm;  10  July;  10  wks 

NBC  44   Today;  30  1-min  parties;  13  June;  13  wks 

NBC  152     Matinee  Theatre;  M-F  3-4  pm;  90-sec  parties;  1   July;  52  wks 

„NBC  95    .Queen  For  A  Day;  alt  Tu  4:15-4:30  pm;  9  July;  52  wks 

RENEWED  ON  TELEVISION   NETWORKS 
SPONSOR 

Bristol-Myers,    NY    

General    Mills,    Minneapolis 

Ceneral    Mills,    Minneapolis 

P&C,   NY   

Simoniz,  Chi    

Standard  Brands,  NY 

Standard  Brands,  NY 

Sunbeam,   Chi   

U.  S.  Steel,  NY   

Zenith  Radio  Corp.,  Chi 

AGENCY 

DCSS,  NY 

DFS,   NY  . 
DFS,   NY  . 

B&B,    NY 
-Y&R,  Chi  _ 

Ted  Bates,  NY  _ 

JWT,    NY   
.Perrin-Paus,   Chi 

BBDO,   NY 
Earl   Ludgin, 

Chi 

STATIONS  PROGRAM,  time,  start,  duration 

.NBC  _     N.C.A.A.   Football  Cames;   %  spon;  21,  28  Sept;  5,   19  Oct; 
2,  16,  28,  30  Nov;  7  Dec 

CBS   101      ...Bob  Crosby  Show;  alt  F  3:45-4  pm;  14  June;  52  wks 

CBS  73      Lone  Ranger;  alt  Sa  1-1:30  pm;  8  June;  52  wks 

NBC  152   Matinee  Theatre;  M-F  3-4  pm;  90-sec  parties;  1  July;  52  wks 

CBS  95    Arthur  Godfrey  Time;  W  10:45-11  am;  3  July;  52  wks 

NBC  73   Tic  Tac  Dough;  Tu  12:00-12:15  pm;  13  Aug;  52  wks 

.CBS   105    Valiant  Lady;  M  12-12:15  pm;  3  June;  52  wks 

NBC   N.C.A.A.  Football  Games;   '/4  spon;  21,  28  Sept;  5,  19  Oct; 
2,  16,  28,  30  Nov;  7  Dec 

CBS  142   U.  S.  Steel  Hour;  alt  W  10-11   pm;  3  July;  52  wks 

NBC   N.C.A.A.   Football  Cames;   1/4  spon;  21,  28  Sept;  5,  19  Oct; 
2,  16,  28,  30  Nov;  7  Dec 

BROADCAST   INDUSTRY  EXECUTIVES 
NAME  FORMER  AFFILIATION  NEW  AFFILIATION 

Murray  Arnold   __ —  WPEN,  Phila,  asst  stn  mgr   Same,  stn  mgr 

Aaron   Boe  _   KPIC,   Roseburg,  Ore,  sis   Same,  mgr 

Wallace   Brazeal   .   .   Mid-America   Broadcasters,  SF,  business  mgr 

Bill  E.  Brown       .   .   Mid-America  Broadcasters,  SF,  ntl  sis  mgr 

Eldon  Campbell    Time,  Inc,  Salt  Lake  City,  management  advisor   WFBM-TV,   Indianapolis,  vp  &  gen  mgr 

William  B.  Caskey   WPEN,  Phila,  vp  &  gen  mgr   .   Same,  exec  vp 

Jack  Chapman   WHRV,  gen  mgr      WPON,  Pontiac,  Mich,  sis  mgr 

Vincent  Patrick  Comiskey    NBC,  NY,  sis  service  rep   RAB,  NY,  natl  sis 

Charles   H.   Cowling   KDYL,  Utah,  in  chg  ntl  sis 

Tod   Edwards   For  joe  &  Co,   NY,  asst  sis  mgr   Blair  Tv  Asso,  NY,  acct  exec 

Joe   Evans      KFJZ-TV,  Fort  Worth,  local  sis  mgr      Same,  ntl  sis  mgr 

Charles  M.  Ferguson   KBUC,  Corona,  stn  mgr    .   K-ACE,   Riverside,  Calif,  comm  mgr 
Jack  Fiedler   KLIF,  Dallas,  acct  exec   Same,   local  sis  mgr 

Richard  K.  Fife   Provo  Herald,  Utah,  advtg  rep   KTVT,  Salt  Lake  City,  sis 

Estel  D.  Freeman   WFBM  &  WFBM-TV,   Indianapolis,  night  ops  mgr   Same,  publicity  mgr 

Beulah  Funk   MBS  &  WOR-TV,  NY,  stns  relations  &  asst  mgr  film  dept   Blair-TV,  NY,  supvsr  of  pgm  prom 

William  A.  Cierz   WTAR-TV,  Norfolk,  Va,  sis      Same,  local  sis  mgr 

Leonard   Goorian   WKRC-TV,  Cincinnati,  exec  prod   Same,  plus  comm  prod  mgr 

Lloyd  Heaney   Chicago  Tribune,   sis  development   ,   Blair  Tv  Asso,  Chi,  acct  exec 

John  F.  Hurlbut   Peters,  Criffin,  Woodward,   NY,  mgr  tv  prom  research   WFBM-TV,    Indianapolis,    prom    &    public    relations    mgr 
John  B.  Jaeger   WNEW,   NY,  exec   .   _________   Same,  exec  vp 

Barry   Kersh   WKRC-TV,  Cincinnati,  comm  prod  mgr   Same,  sis  rep 
Bud  Kirvan   The  Livonian,  Livonia,  ed   ,   WXYZ,   Inc,  Livonia,  dir  of  prom  &  publicity 

Robert  L.  Lamb   Crosley  Broadcasting,  Chi,  sis  mgr   WLW-I,   Indianapolis,  sis  mgr 
Jack  Lee   Clark  Brown  Co,  Houston,  mgr   KILT,  Houston,  comm  mgr 

Del  Leeson   .   KDYL-KTVT,  Utah,  prom  mgr   .__   KDYL,   Utah,  mgr 

Keith  E.  McCallum   Exhibitors'  Service,  Inc,  LA,  buying,  booking  films  &  services  A. A. P.,  Inc,  LA,  acct  exec  w  div 
James  V.  McNeil   WJAR-TV,  Providence,  staff  dir      .   WTIC-TV,  Hartford,  traffic  mgr 

Reginald  P.  Merridew   Crown    Hill    &    Sunset    Memorial    Park,    Cleveland,    vp    in    chg 

sis  &  public  rel's      WJW,  Cleveland,  managing  dir 
Eugene  F.  Mitchell    Armour  &  Co,  Boston,  product  sis  mgr   ._.   WEEI,  Boston,  dir  of  merchdsng 

John  Moler        WKY-Radio,  Oklahoma  City,  comm  mgr      Same,  plus  dir 

Hal   Moore      _     WNEW,   NY,  asst  pgm  mgr        .   ___Same,  pgm  mgr 

Robert   Murdock   KSL,  Salt  Lake  City,  dir  advtg  &  prom   KSL-TV,  Salt  Lake  City,  same 

Eugene   ).    Muriaty    WBZ-TV,   Boston,  advtg  &  sis  prom  mgr   WTIC  Radio  &  TV,  Hartford,  prom  mgr 

Cene   Pierce      .   KPIC,  Roseburg,  Ore,  mgr   ,   Same,  Eugene.  Ore,  mgr  local  acct  service 

Cene   Plotnik    Billboard,  NY,  asso  ed  tv  dept  in  chg  special  features   Screen  Gems,  NY,  trade  &  consumer  press  ed 

Ced  Price   Price  Signs,  North  Bay,  Ont,  Canada,  owner   CKCN-TV,  North  Bay,  Ont,  Canada,  managing  dir 

Robert   Pusey   KSL-TV,  Salt  Lake  City,  acct  exec      KSL,  Salt  Lake  City,  dir  advtg  &  prom 

William  Schwarz    KYW,   Cleveland,   exec   prod   WCCO,  Minneapolis,  pgm  mgr 

Jennie   R.   Snell   Blair  Tv  Asso,  NY,  sis  development 

John  V.  B.  Sullivan   WNEW,  NY,  acct  exec      ____.   Same,  vp  &  sis  mgr 

Al   Sussman   A.A.P.,  Inc,  NY,  acct  exec  east  &  mid-west  sis  div     Same,  eastern  sis  mgr 

William  C.  Walker   .       WFCA-TV,  Jacksonville,   Fla,   prom  &  publicity  dir 

Cene  Walz   .   KYW-TV,  Cleveland,  ops  chief    WCKT-TV,  Miami,  exec  prod 
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National  urn!  regional  wot  buys 

n  work  nou  01  recently  completed 

SPOT  BUYS 

TV    BUYS 

Sterling  Drug  Co.  Inc.,  New  ̂  . •  i k .  National  Brands  div.,  is  adding 

substantial!)  to  campaign  which  began  17  June  For  Z.B.T.  babj 

powder.  [Tie  new  schedule  kit  k^  olT  I  Jul)  in  30  major  markets  foi 
II  weeks.  Filmed  minute  and  20-second  announcements  will  be 

slotted  during  daytime  segments.  Frequency  :  three  per  week.  Buy- 
ing is  nol  completed.  Buyer:  Rosemarie  Vitanza  Vgency:  Carl  S. 

Brow  n  Co.,  Inc.,  New  ̂   ork. 

Bristol-Myers  Co.,  New  York,  i-  entering  major  markets  t"  pro- 

mote it-  Mum  Mist.  Campaign  will  begin  shortlj  and  will  run  fur 

-i\  weeks.  Minute  f.D.'s  will  be  scheduled  for  nighttime.  Fre- 
quency: six  per  week.  Buying  i>  n< >t  completed.  Buyer:  Bob 

Widholm.      \'.'cnc\  :  DCS&S,  New  "^  . > i k. 

RADIO    BUYS 

Eversharp,  Inc.,  i-  planning  a  campaign  in  several  markets  through- 

out the  country  for  it>  pens  and  pencils.  It  is  believed  thai  the  sched- 

ule (minute  e.t.'s)  will  start  in  late  Vugust  for  seven  weeks  to  reach 
i  bark-to-school  audience.  Frequency  will  vai")  from  market  to  mar- 

ket. Buying  has  not  started.  Buyer:  (Jar\  Pranzo.  Agency:  Cun- 
ningham \  Walsh,  Inc.,  New  York. 

RADIO  AND  TV  BUYS 

The  Texas  Co.,  New  ̂   ork.  i-  purchasing  radio  and  h  in  50  to  (>n 

market-  to  advertise  its  gasoline.  In  radio,  heav)  concentrations  of 

minute  and  20-second  announcements  will  be  placed  round-the-clock 
on  weekends;  a  light  schedule  will  be  used  7  to  9  a.m.  dailj  and  7  to 

10  p.m.  Nighttime  radio  strip  is  experimental  and  will  l>e  carefull) 

watched  1>\  the  advertiser.  Vverage  number  of  announcement-  per 

week  in  each  market  will  l>e  4">.  In  t\.  20-second  and  minute  an- 
nouncements will  l>e  slotted  7  to  11  p.m.  Frequenev  :  10  per  week. 

Some  baseball  programing  will  be  u-ed  in  both  radio  and  tv  be- 
cause the  advertiser  seeks  primarily  a  male  audience.  Films  <m  t\ 

and  e.t.'s  on  radio  will  slant  their  "Tower  of  Power"  theme  to  vaca- 

tioning. Buying  i>  completed.  Buyer:  Jack  Bray.  Vgenc)  :  Cunning- 
bam  &  W  alsh.  Inc..  New  ̂   ork. 

American  Home  Foods,  New   York,  is  purchasing  time  in  major 

markets   for   it>  Chef -Boy- Ar- Dee   Italian    f   Is.     Schedule   will   -tart 

1  July  and  run  for  2(>  week-.  In  radio,  minutes  will  he  bought 

during  morning  hours  and  up  till  1:30  p.m.:  frequency  per  week 

in  each  market:  five.  For  t\ .  minute-  will  he  used  during  all 

da\time  hours,  with  an  average  of  10  per  week  in  each  market. 

Commercials  will  e.t.  and  live  in  radio,  film  and  live  in  t\.  Buying 

is  completed.    Bu\er:  Adelaide  Hatton.     Agency:  Young  S  Rubicam. 
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You're  in 

good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  i  In-  nation's  smartest 
lime. Inner-  w  li<>  -elr.  i  \\  <  ,\ 

for  results!  1957  promises 

exciting  new  programming  i" 
nuke  \\  GN's  polic)  ol  high 

quality  ai  low  cost  even  more 
attractive  to  jou. 

WHAT  ARE  PITTSBURGH'S WORKING  HOURS? 

ASK  YOUR  COLONEL! 

—  Factory  shifts,  office  hours,  — | 

and  school  hours  arc  ju*t  a 

few  of  the  facts  your  (  oloucl 

has  assembled  for  Pittsburgh 

.  .  .  and  for  26  other  market- 

he  represents. 

Peters.  Griffin, 
Woodward,  mc. 

TELEVISION  SALES 
250  Park  Ave.,  New  York,  N.Y. 
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SPONSOR  ASKS 

What  is  your  reaction  to  Pulse's  new  all-media  yardstick 

C.    Maxwell    Ule,   senior  vice  president, 
kfii  \,m  S:  Eckhardt,  New  York 

The  Pulse  experimental  research  on 

comparisons  hetween  media  is  a  very 
logical  development  in  the  industry  s 

endless  quest  for  improving  the  effec- 
tiveness  of  media  schedules. 

Its  positive  contribution  lies  in  its 

shifting  of  the  basis  of  cost  compari- 

"it  jails  to 

consider  total 

effectiveness" 

sons  from  the  traditional  standard  of 

total  circulation  of  the  publication  or 

program  to  a  suggested  standard  of 

actual  exposure  to  the  commercial  mes- 

sage. This,  in  my  judgment,  is  a  sub- 
stantial step  forward. 

Its  shortcomings  largely  center  upon 

the  implicit  assumption  that  memora- 
bility of  the  advertising  message  is  the 

controlling  variable  in  estimating  the 
differential  effectiveness  of  alternative 

media.  This  is,  at  best,  an  oversimpli- 
fied assumption  which  fails  to  consider 

that  the  total  effectiveness  of  an  adver- 

tising message  today  cannot  be  mea- 
sured exclusively  at  the  level  of  con- 
scious rational  recall.  This  is  not  un- 

like trying  to  measure  the  effect  of  a 

college  course  upon  a  person  on  the 
basis  of  his  examinations  alone.  We 

know  that  many  plusses  independent  of 
grade  marks  are  inherent  in  a  course 

of  study.  We  are  not  even  certain  that 
the  really  effective  results  of  education 

are  measured  by  grades  alone.  Mea- 
sures of  motivation,  of  attitudes,  of 

scales  and  standards  of  value  certainlv 

would  give  us  a  better  picture  of  the 
total  effect  of  a  college  course. 

In  the  field  of  advertising  media 
evaluation,  we  must  remember  that  the 

total  effect  of  advertising  is  in  part  ra- 
tional, in  part  irrational,  in  part  con- 

scious in  part  unconscious.  When  we 
attempt  to  place  our  total  dependence 

only  upon  the  conscious,  rational  recall 
of  advertising,  we  are  limiting  our  ef- 

forts far  more  than  we  should.  Many 

media  and  creative  people  have  voiced 
their  resistance  to  such  measures  by 

insisting  that  there  is  no  substitute  for 

judgment  and  experience. 
While  I  agree  with  their  stand 

against  such  limiting  research.  I  sug- 
gest that  the  reasoning  supporting  their 

stand  is  far  stronger  and  deeper  than 

that  usually  expressed.  The  fact  is  that 
currently  the  research  measures  on  the 

qualitative  aspects  of  media  response 
are  too  limiting  and  restrictive  since, 

first  of  all,  they  do  not  measure  all  of 
the  rational  response  to  advertising; 

second  of  all,  they  measure  little,  if 

any,  of  the  important  non-conscious 
and  irrational  effect  of  advertising, 

which  advanced  research  has  proved 
over  and  over  again  exists. 

I  know  that  some  resist  attempts  to 

develop  research  measures  which  cover 
both  areas  (rational  and  irrational  re- 

sponse to  advertising  I .  because  of  a 
mistaken  belief  that  more  knowledge 

will  reduce  the  areas  of  judgment  and 
make  media  selection  a  mechanical 

process.  Their  fear  is  mistaken.  The 
better  our  analytical  tools,  the  more 

demands  there  will  be  upon  the  human 
factor — the  human  factor  which  takes 

the  results  of  these  analytical  tools  and 

constructs  them  into  imaginative  and 
efficient  recommendations. 

Mary  L.   McKenna,  director  of  research 
&  sales   development.   Dumonl  Corp., 

Vet«  York 

In  my  opinion,  the  most  significant 

contribution  of  Pulse's  new  '"Single Yardstick  For  Broadcast  and  Print 

Media"  is  that  it  makes  a  valid  attack 
on  what  has  been  a  research  shibbo- 

leth, namely  the  old  worn-out  "\  ou 
can't  compare  apples  and  oranges." 
This  old  phrase,  in  itself,  can  be  ques- 

tioned since  there  are  certain  charac- 

teristics common   to   both   apples  and 

oranges  which  can  be  compared : 
a  i    Both  are  fruits 

b  I    Both  are  round 

c  i    Both  are  eaten  by  human  beings 

d)    Both  grow  on  trees,  etc. 

Similarly,  the  proponents  of  the  "no 

"print  and 

broadcast  can 

be  compared" 

apples  and  oranges"  school  have  de- 
clared that  print  and  broadcasting 

cannot  Le  compared.  Just  as  in  the 

case  of  oranges  and  apples  which  are 
fruit,  round  and  eaten  by  people,  print 

and  broadcasting  media  have  common 
characteristics  which  can  be  compared. 

As  entities,  media  have  value  only  be- 

cause people  read,  look  at  or  listen  to 
them,  so  that  comparable  measurement 

of  the  '"people  exposure"  is  not  onlv 
proper  but  necessarv. 

Since  most  advertisers  are  concerned 

with  size  as  well  as  characteristics  of 

audience  impact,  it  is  vital  that  certain 

t\pes  of  comparisons  be  made  on  the 
abilities  of  schedules  in  these  media  in 

reaching  quantities  of  people.  Since 

the  Pulse  '"Single  Yardstick"  measures 
a  common  base,  all  the  people  in  the 

market,  an  important  step  is  made  in 

achieving  this  type  of  measurement. 
The  subject  of  media  effectiveness 

is  an  entirely  different  one  which  the 
new  field  of  motivation  research,  as 

well  as  other  sales  effectiveness  studies, 

are  attempting  to  evaluate,  but  as  a 

base  point  for  planning,  sheer  audi- 
ence size  of  schedules  in  various  media 

must  be  compared. 

Another  important  contribution 

which  the  Pulse  ""Single  Yardstick" makes  is  that  the  measurement  is  con- 

cerned with  evalution  of  a  typical  ad- 
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vertisei  -  schedule,  nol  a  compai  i~"n 
oi  one  total  medium,  pei  se,  versus  an- 
othei  I ""  much  <>f  i h«-  media  evalu- 

ation being  done  concerns  itself  with 

the  potential  total  influence  of  the  me- 

dium rathei  than  with  the  exposure 

uliii  li  the  advertisei  -  budget  can  af- 
ford  in  said  medium. 

I  he  Pulse  "Single    1  ardstii  k"   is  a 
forward-looking    efforl    to    dramatize 

this  need  for  coming  tu  grips  w  ith  the 

■■■    problem   of   measuring    the   size 

in  advertiser's  cui  renl  schedule  im- 
'   in  am    one    narket,  or  in   media 

m'ng,    a    prognostication    of    whal 
site  impacl    his   available  dollars  can 

duce  in  \ .11  ious  local  media. 

One   major   problem   e\i-t>   in   con- 

tinuing   use   ol    —  i  j  «  1 1    ;i    measurement 

.mil  ili.it  is  in  make  proper  allowance 

•lit-  varying  effectiveness  "f  differ- 
ent i\  pes  oi  print  ad  approaches. 

It    must    l>e   apparent    to    everyone, 
though,  thai  if  this  type  of  stud)   is  to 

be  widel)    used   in   tin-  industry,  sim- 
studies   should    be   conducted    at 

least  unci' a  year  land  preferablj  more 
uenth  i    in   all   ol   the  major  mar- 

kets.   Financial  support  for  such  stud- 

-  k  ill  nl>\  iousl)   have  to  come  from 
h  .iml  radio  stations,  agencies  and  ad- 

vertisers, since  it  is  quite  obvious  that 

newspapers  and   publications   will  not 
welcome  this  research  approach. 

Kevin  Sweeney,  president,  Radio  Adver- 
tising Bureau,  Ve»  York 

I!  \l!  is  in  favor  of  am  move  that  will 
reduce  the  number  of  yardsticks  being 
used  l>\  clients  in  their  media  buying. 

1  lie  prospect  that  there  can  ever  be 

"a  stride  in 

the  right 

i/i reel  inn" 

a  single  yardstick  for  buying   is  opti- 

ic.  at   best.      \\  e  don't  think  there 
will  ever   be   one  because   advertising 
criteria  \  ary  so  much. 

And  no  matter  what  we  do  the  chair- 

of    the    boards    wife    is    always 
going  to  make  a  lot  of  media  decisions. 

But    placing    the    debate    over    who 
reaches  the  most  people  per  dollar  on 
the  same  footing  is  one  of  the  most  im- 

ortant   steps   that   buyers   and   sellers 
lake.    The  Pulse  studj  appears  to 

be   a    good    long    stride    in    the    right 
direction.  ef> 

Remember 

When  you  invest  in  Maine 

radio  coverage    

•    ••••• 

The    four   stations   of    the 

MAINE    BROADCASTING    SYSTEM 
blanket  all  Maine's  major  markets  and  speak  per- 

suasively to  virtually  all  of  its  effective  buying 

power.  No  other  Maine  network  can  deliver  so  many 

radio  homes  for  your  advertising  dollars. 

MEBS 

...PORTLAND 

...LEWISTON 

...AUGUSTA 

...BANGOR 

MAINE 
BROADCASTING  SYSTEM 

Represented    by    Weed    and    Company 
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&  up/ 

Population  in  the 
La  Crosse  television 

market  has 

•    increased  almost 

10  per  cent  in  the 

past  year  — ■ more  than  five  time s 
the  rate  of  the 

country  as  a  whole. ' 
* Sales  Management Sn rvey  of 

Buyer  Power, 

May  '56, 

May  '57. 

WKBT 
Serving 

130,000 
TV  Homes 

CBS.-  NBC- ABC 

Represented 

by: 
TELEVISION,  INC. 

HARRY  HYETT 
Minneapolis 

M 

CHANNEL 8 LA  CROSSE,  WIS. 
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Frank  Trembly:  man  with   lOO  bosses 

f\>  chairman  of  the  American  Gas  Association  Tv  Committee, 

Frank  Trembly  is  in  a  unique  position:  He"s  actually  responsible  to 
some  100  bosses — the  various  utilities,  pipe  line  companies  and 

appliance  and  equipment  manufacturers  who  put  up  the  money  for 
the  AGA  tv  effort. 

"The  gas  business  was  never  in  tv  as  an  industry,  but  used  to  con- 

fine its  industry  advertising  to  national  magazines,"  Trembly  told 

SPONSOR.  "We'd  thought  of  tv  but  never  found  the  right  vehicle. 

Yet,  as  the  nation's  sixth  largest  industry,  we  certainly  wanted  to 

reach  the  public  with  the  most  powerful  mass  medium  available." 

Last  fall,  Trembly  and  the  tv  committee's  agency  (Lennen  &  New- 
ell) were  searching  about  for  the  right  program  when  plans  for  CBS 

TV's  Playhouse  90  were  announced. 

"We  moved  in  fast  and  took  a  chance  with  it,"  says  Trembly. 
AGA  started  on  the  air  in  January  1957.  putting  its  entire  $2.25 

million  tv  budget  into  alternate-week  sponsorship  of  the  first  half- 
hour  on  the  90-minute  drama  Ion  132  stations  I. 

Flying  allows   Trembly  to   indulge  travel  hobby  even   in   the  press  of  business 

"After  four  months  on  the  air.  we  canvassed  all  the  utilities  that 

share  in  this  effort  to  decide  what  we  should  do  after  September 

when  our  contract  runs  out.  We  listed  all  sorts  of  program  possibili- 

ties for  them  to  choose  from.  The  response:  97  r<  in  favor  of  re- 

newing Playhouse  90." 
And  that's  just  what  Trembly  did  (through  Lennen  &  Newell  i  this 

May,  AGA  plans  to  spend  a  $2.9-million  budget  on  the  program  for 

52-week  sponsorship,  compared  with  nine  months  in  AGA  s  first 

year  on  television. 

"I  think  the  fact  that  we're  100  sponsors,  not  one.  has  caused  us 

to    contribute    more   to    audience-building."    says   Trembly.      "Each 
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ui  i  I  it  \  wants  a  big  audience  toi  the  show  in  its  area.  So  each  utilit) 

backs  up  the  show  with  paid  advertising  in  newspapers  and  good 

point-of-sale  support." 
I  In  \(.\  stall  sends  the  utilities  pictures  "I  the  stars  t"  appeal 

in  Future  shows  and  kil-  promoting  Future  shows  from  which  1 1 1« • 
individual  utilities  ran  work  up  theii  audience  promotions. 

[Yembly,  who  is  directoi  oi  sales  l"i  the  Philadelphia  Gas  Works, 

bas  devoted  a  big  chunk  oi  hi-  time  to  the    \<>\  i\   c   mittee.     \ 

man  i:1  hi-  fifties,  (all.  grey-haired,  with  an  easy-going  manner,  be 
gives  an  impression  of  having  precisel)  the  kind  ol  vigorous  energ) 
lie  needed  in  launch  this  major  network  i\  effort 

Mi-  efforts  in  behali  "I  \<.  \  earned  him  industry-wide  recognition 

in  iln-  form  ol  the  \<-\  Distinguished  Service  Ward  in  fall  1956, 
an  honor  that  has  previously  been  given  foi  research  contributions 

rather  than  for  advertising  achievement 

Program  choice  i-  nearl;    unanimous 

Says  Trembly,  "We've  figured  oul  thai  I  Bpenl  56  days  last  yeai 

working  on  this  \(i\  program  ami  I've  got  to  admit  that  it'-  been 
very  satisfying  time  spent.  When  ')7'<  of  an  industn  composed  of 
rugged  individualists  who  never  agree  on  anything,  back  up  youi 

program  choice,  you  feel  prett)  good." 
The  aim  of  this  major  network  t\  elTort  i-.  according  to  Trembly, 

to  promote  the  use  ol  gas  in  the  home  and  to  show  it-  advantages 

an. I  "modernity.  I  hi-  message  i-  liein»  put  aero—  b)  Julia  Mead 

who  was  both  the  committee's  and  the  agency's  choice  as  "gas  in- 

dustry ambassador." 

"I  guess  all  sponsors  think  their  commercials  read  like  Shakes- 

peare.  says  Trembly.  "But  I've  got  to  admit  we  like  the  job  the 

agenc)  has  done  for  us.  We  don't  want  hard-sell  or  pressure,  but 
persuasiveness.  \nd  that's  what  we're  getting,  judging  from  the 
Schwerin  le-is  of  our  commercials.  This  month  we  intend  to  do 

-onie  direct  consumer  testing.  We'll  have  a  2.(>00-customer  test  in 

Philadelphia  to  see  how  our  message  is  coming  aero--.''  Tremblv 
commended  highl)  the  work  that  Lennen  &  Newell  ha-  done  in  con- 

nection with  the  (las  I  tilitie-  program.  "The)  have  worked  verj 

effectively  in  ever)  phase  of  this  operation"  he  said,  "■from  basil 

planning  to  the  smallest  detail." 
It  doesn  t  sound  as  if  Trembly  could  find  an)  -pare  time  between 

directing  sales  and  ad  efforts  for  Philadelphia  Gas  Work-  and  head- 
ing up  the  \( ,  \  tv  committee.  Nonetheless,  his  major  hohb)  is 

probably  the  single  most  time-consuming  one  there  i-:  traveling. 

"The  onl)  concession  I  make  to  time  i-  that  I  ll\  wherever  I'm 

gping,  though  I'd  prefer  taking  a  boat.  M\  wife  and  I  have  enjoved 
Caribbean  cruises,  trips  to  Mexico.  Latin    America  and  Europe. 

Between  trip-,  he  make-  his  home  in  the  suburbs  of  Philadelphia, 

where  his  two  kids  (a  son  and  daughter)  mew  up.  Hi-  -on.  an 

interne  at   Yale,  has  made  Tremblv    a  grandfather  twice  over. 

"His  familv  is  prett)  typical  of  the  young  married  people  we  like 

to  reach  with  our  advertising  effort,"  says  Tremblv.  "The  best  cus- 
tomers for  new  appliances  in  the  home  are  young  people  between  2n 

and  in.  People  in  their  fifties  don't  bu)  a-  man)  new  things  for 
the  home." 

The  reason  the  committee  and  Lennen  &  Newell  chose  Playhouse 

90  was  precisel)  for  its  mass  adult  appeal,  somewhat  weighted  to- 

ward alert  young  people. 

"It's  got  a  broader  appeal  as  a  show  than  -av  straight  comedy,  we 
think.  I  know  one  thing  I  get  bored  prett)  easilv.  but  I  watch  that 

show  every  week."  ^ 
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MIDDLE       GEOQ.&.a'S ORIGINAL 

nGLAMOfc?USS y  P  K.E  SENTfi 

1% 

rIAS  r-H 

c4  Pate  oorf  i?Del 
After  a  big  splash  in  Chicago  and 
St.  Louis  radio,  and  dramatic  parts 

in  New  York  television,  Dell  has 

come  home  to  give  all  Middle 

Georgia  a  touch  of  glamour,  genuine 
southern  friendliness,  and  just  plain 

charm,  on  our  Monday  througTi  Fri- 

day program  at  1  1  A.M.  Her  main 
interests  (and  those  of  her  viewers) 

are  people  —  national  celebrities, 
hometown  folks,  and  neighbors  do- 

ing a  job  for  other  neighbors.  Her 

message  "gets  through"  and  so  will YOUR  sales  message. 

How  would  you  like  "A  Date  with 
Dell?"  Your  next  campaign  needs one! 

MACON  ,  C-A 
National    Rep: 

AVERY-KNODEL,    INC. 
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BALTIMORE 
IS  EASIER 

TO  REACH 

WHEN  YOU 

RIDE  WITH 

llli, n  i 

|i  'i  1 1|"  "i  | 
REPRESENTED  BY 

JOHN   BLAIR  AND  CO. 

News  and  Idea 

WRAP-UP 
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ADVERTISERS 

Television  will  get  the  major 

share  of  the  Florida  Citrus  Com- 

mission's   new    record   ad    hudget. 
Radio's  share,  however,  has  been 

cut. 

Tv's  share  of  the  $4.4  million  ad 
expenditure  for  the  fiscal  year  ending 
30  June  L958  is  set  at  $2,145,100. 

This  compares  with  $1,740,000  last 
season. 

Benton  &  Bowles  is  the  Commis- sion's agency. 

In  another  radio  success  story, 

RAB  reports  the  Pepsi-Cola  test 
in  Muncie.  Ind..  showed  the  cam- 

paign achieved  its  three  desired 

objectives: 

1)  Awareness  of  the  product's  ad- 
vertising— doubled. 

2 1  Consumption  —  "healthy"'  in- crease. 

3  )  Public  acceptance  of  new  single- 
drink  sized  bottle — volume  of  distribu- 

tion up  1,200%. 

In  the  Muncie  campaign  radio  was 

used  to  carry  the  ad  load.  Results  of 
the  test  were  worked  out  by  Advertest 
Research  in  two  series  of  before  and 

after  (the  fourth  week  of  the  promo- 
tion i    interviews. 

New  products  introduced  this 

week:  Helene  Curtis  new  liquid  En- 
den,   dandruff  treatment  shampoo. 

People  in  the  news:  Sinclair  Ja- 
cobs. Jr..  former  account  executive 

at  Ted  Bates,  has  joined  Pharmaceu- 
ticals as  product  manager  for  Zarumin 

.  .  .  Another  agenc)  man  joining  the 
advertiser  ranks  is  Robert  E.  Mott. 

Jr..  of  BBDO  who  now  becomes  as- 

sistant advertising  manager  for  in- 

stant products  at  Carnation  .  .  .  How- 
ard F.  Harris  has  been  appointed  to 

the  newlj  created  position  of  director 
of  public  relations  for  Corn  Products 

Refining  Co.  Harris  formerly  was  pub- 
lic information  director  of  the  Grocerv 

Manufacturers   of   America. 

C.  Paul  Amerman  has  been  made 

merchandise  manager  and  Arthur  F. 

Connolly  has  been  named  assistant 
sales  manager  for  Simoniz  Co  .  .  . 
Richard  I.  Hirsch  has  joined  Helene 

Curtis  Industries  as  assistant  adver- 
li-inn"    manager. 

AGENCIES 
Mayers  Division  (Los  Angeles) 

and  Brisacher  Wheeler  Division 

(San  Francisco)  of  Cunningham 
&  \S  alsh  are  now  dropping  their 
individual    divisional    names. 

The   two   \^  est   Coast   agencies   just 
recentlv    merged   with   C&W  . 

.V  w  firms  and  offices:  W.  G. 
"•Bill'''  Goldsmith  has  opened  his 

own  ad  agency  and  publicitv  firm  in 
Los  Angeles  .  .  .  Fuller  &  Smith  & 

Ross  has  opened  a  new  office  in 
Pittsburgh.  John  A.  McKinven.  v. p., 
will  head  the  new  operation. 

Job  changes :  West  Woodhridge  is 

now  v. p.  and  member  of  the  Y-w 
York  account  executive  staff  at  Rob- 

ert Otto  &  Co.  Woodbridge  conies 
from  Estv  .  .  .  Gerald  S.  Curhan  has 

joined  Allenger  Advertising.  Bronk- 
line.  Mass.,  as  an  account  executive 
.  .  .  MacLean  Chandler  has  left 

Harrington-Richarc's  to  join  BBDO. 
San  Francisco,  as  an  account  execu- 

tive .  .  .  Dorothy  Chase  has  been 

named  production  planning  director 
for  David  Singer  Associate-.  Men 
\  ork.  and  as  such  will  be  in  charge 

of  media  and  traffic  operations  .  .  . 
Robert  E.  White  is  now  a  v. p.  at 

Rutledge  &  Lilienfeld  and  will  coordi- 

nate the  operations  of  the  agency's 
three  offices  as  well  as  be  in  charge 
of  client  service.  W  bite  fonr.erh 

senior  v. p.  and  a  director  of  Henri. 
Hurst  &  McDonald.  Chicago  .  .  . 

Harry  D.  Goodwin  has  been  ap- 
pointed director  of  sales  promotion  at 

Daniel  F.  Sullivan  Co..  Boston.  Good- 
win comes  from  INS.  New  \  ork  .  .  . 

Ernest   L.  Avers  lias  1  een   added  to 
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il,.-  -t  ill  of  Met  lurry,  I  [endei  son,  En> 

,  i  Li.  [nc,  Noi  t"lk.  \  a.,  aa  produc- 

t i<>ii  manager  ,  .  .  Bruce  KeUett  baa 

joined  Weaton-Barnett,  Waterloo,  la., 
a~  assistant  account  executive  .  .  . 

Ubert  W  •  Kadiafc  has  been  appoint- 

ed marketing  research  a  •  i  iate  .11 
t  lore-Sei  wer,    New    ̂   ork. 

NETWORKS 

Hazel  Biahop'a  buj  <>l  the  Jim- 
m\  Drcn  Show  for  nighttime  air- 

ing (CHS  TV,  Saturday  10:30-1  I 
p.m.)    has   these    reasons    behind 
it: 

•  Teen  age  appeal 

•  Rural  appeal 

•  General  appeal  due  t"  upsurge 

in  popularity  of  country  -  western 
music. 

Raymond  Spector,  Bishop's  agency, 
told  Sponsor  this  week  thai  thej  also 
think  \i>uiii;  Dean  is  lioini:  to  turn  in 

to  a  "hot"  pro  ertj .  I  he  agenc) 
points  to  the  spiraling  success  "I 

Dean's  morning  show  on  CBS  l\ 
in  a  formerlj  ratlier  barren  tir.it*  -li>t. 

7-7: l~>  a.m. 

Fall  t\  programing  notes:  Socony 

Oil  will  go  network  this   fall  joining 

erica n  Tobacco  .1-  alternate  spon- 
sor on  /  nifliiloii  n  1  w estern  series  cen- 

tering around  exploits  of  the  Texas 

Rangers)  on  CBS  T\  Frida)  8-8:30 
p.m.  .  .  .  Remington  Hand  plans  to 
use  network  t\  in  the  form  of  H  alh 

and  the  Beaver  (situation  faioil)  ser- 

ii  - 1  on  l  R>  I  \  ]'iida\  7:'i(.-J!  p.m. 
to  push  its  portable  typewriters.  The 
alternate  week  is  -till  open,  however. 

...  R.  J.  Reynolds'  new  sea  ad- 
\enture  series  on  CBS  T\  Thursday 

8-8:30  p.m.  has  1  ecu  re-titled  Scott 
Island  .  .  .  The  Lone  Ranger  will 

ride  for  General  Mills  again  on  \l'>< 
TV  next  fall  but  in  the  Saturday  5  30- 

6  p.m.  time  slot.    General    Mill-  will 
sponsor.  Thus  the  masked  rider  will 
be  on  view  on  CBS  T\  also  Satur- 

day     afternoon-.     General      Mill-     and 
Nestle  have  alread)  renewed  the  CBS 

T\  1-1:30  p.m.  version  .  .  .  VHC  TV 
also  has  its  new  ///  Star  Golf  show 

Saturdays  l-~>  p.m.  three  quarters  sold 
out  with  Miller  Brewing  taking  a  half 
hour  each  week  and  \\  ildroot  in  for 

a  half  hour  alternate  week-  .  .  .  . 
American  Home  Products  will  be 
the    alternate    with    Borden    on     NBl 

Hfr  eta  mediufti  give*  you 
Sir  Mlldl  [jM 

SoLittto  "
 

TV  Tells 

Your  Story  Best 

In  This  $625,000,000  Island 
With  more  than  90,000  sets  in  this  isolated 

market,  WTOK-TV  reoches  more  people,  more 

ofien,  than  any  other  medium  .  .  .  and  it 

reaches  them  cheaper,  too. 

Nielsen  shows  WTOK-TV  reaches  69%  of 

these  TV  homes  every  day  (before  dark), 

78%  every  evening,  80%  every  week,  82% 

every  month  .  .  .  proving  that  folks  in  the 

Meridian  market  watch  WTOK-TV  early  and 

late  .  .  .  and  often! 

If  you  want  more  sales  push  in  this  market  of  • 

640,000  .  .  .  call  your  Headley-Read  Tele- 
vision man,  or  call  us.  TV  tells  your  story  best 

.  .  .  and  cheapest  ...  in  the  Meridian  area! 

WTOK-TV 
Maximum  power  316,000  warts Channel  12 

Meridian,  Miss. 
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TV's  Peoples'  Choice  Thursday  9-9:30 

p.m. 

I\ew  to  network  Iv:  This  week  How- 

ard I'.  Johnson  Co.,  the  restaurant 

chain,  bought  a  13-week  participation 

campaign  on  NBC  TV's  Today  show. The  Inn  tlois  not  include  the  West 

Coast  as  the  Johnson  chain  lias  just 
recent l\  moved  west  of  the  Mississippi. 

The  sponsor  will  devote  some  of  its 

time  to  plug  its  new  chain  of  motor 

lodges  hut  heavy  emphasis  will  be  on 
the  restaurants  and  ice  cream.  Agency 
is  N.  W.   Aver. 

ABC  has  had  a  heavy  week  of 
naming  executives: 

1  )  Eugene  C.  Wyatt  promoted  to 
national  sales  manager  for  ABC  TV. 

Wyatt  has  been  national  program  sales 
manager. 

2)  Thomas  C.  Harrison  became 

vice  president  in  charge  of  sales  for 
ABC  Radio.  Harrison  formerly  was 

head  of  Blair's  St.  Louis  office. 
3)  Stephen  B.  Labunski  appointed 

a  vice  president  of  ABC  Radio,  with- 
out portfolio.  Labunski  comes  from 

WDGY.  Minneapolis  (a  Blair  repre- 
sented  station). 

4)  John  B.  Green  appointed  man- 

ager of  ABC  TV  network  program  de- 

partment. 
5)  Henry  Hede  named  eastern  sales 

manager  for  ABC  TV. 

6)  John  Fitzgerald  named  director 
of  sales  service  for  ABC  TV. 

Other  personnel  notes:  Harold 

Graham,  Jr.  has  been  appointed  pro- 

gram executive  with  CBS  TV,  Holly- 
wood. Graham  comes  from  McCann- 

Erickson  .  .  .  Lucian  Davis  has  been 

upped  to  executive  producer  of  CBS 

Radio  Network  programs,  Hollywood 
.  .  .  Ernest  Fladell  has  been  named 

manager  of  sales  promotion  for  NBC 
TV  network  sales. 

TV    STATIONS 

Tv  applications:  Between  10  and 

15  June  two  construction  permits  have 

been  granted  and  six  applications  for 
new  stations  were  filed. 

Construction  permits  went  to 
WMBD,  Inc.,  for  Channel  31,  Peoria, 

111.  Permit  is  subject  to  engineering 

conditions  and  WMBD  has  30  days  in 
which  to  file  technical  information: 

Central    Kansas     Television     Co.     for 

THESE  STANDOUT  AIR  SALESMEN  are  typical  of  hundreds  the  advertiser 

employs  through  Spot  Radio.  They  speak  the  language  of  the  communities 
they  serve.  When  live,  your  sales  message  reaches  listeners  with  the  persuasive 
warmth  of  a  voice  they  like,  in  whose  words  they  believe.  When  recorded, 

your  message  is  presented  with  the  implied  endorsement  of  and  direct  asso- 
ciation  with   a   local    personality    whom   listeners   regard   as   a    trusted    friend. 
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flemenfs  that  make  Radio  Pay-off 

I         and  these  major-market  stations  excel 

I         in  putting  your  sales-message  across 
The  advertiser  who  measures  radio  by  quantity 

—whether  in  chunks  of  time  or  sheer  numbers 

of  commercial  "exposures" — just  doesn't  under- 
stand what  makes  radio  move  merchandise. 

When  TV  virtually  pre-empted  big-time 
network  names,  those  radio  stations  depending 

primarily  on  networks  to  attract  listeners, 

suddenly  saw  the  listeners  disappear  during 

certain  hours. 

Yet  many  major-market  stations  held  their 

listener-ratings,  and  kept  increasing  them. 

Why?  Because  those  stations,  through  applied 

audience-research,  developed  and  intensified 

the  elements  that  give  radio  its  real  selling- 

power— elements  only  Spot  Radio  can  provide: 

1.  Local  interest  programming,  which  serves 

listeners  throughout  the  station's  own  area 

in  a  personal  way  no  distant  program -source 
can  duplicate. 

2.  Local  selling  personalities,  who  speak  the 

language  of  the  area  they  serve,  and  endow 

your  commercial  message  with  believability 

that  converts  ratings  into  cash-register 
results. 

Over  40  stations  in  these  major  markets  are 

represented  by  -John  Blair  &  Company— by  far 

the  most  important  group  of  markets  and  sta- 
tions served  by  one  representative  firm. 

So  when  you're  thinking  about  radio,  as 
most  advertisers  are,  think  about  the  type  of 

radio  that  Sells— Spot  Radio.  And  talk  with 

your  John  Blair  man,  who  represents  stations 

giving  you  a  full  measure  of  the  elements  that 
make  radio  pay  off. 

JOHN 
BLAIR 
l  COMPANY 

JOHN    BLAIR   &   COMPANY 
OFFICES: 

NEW  YORK 

ATLANTA 

CHICAGO 

DALtAS 
BOSTON 

tOS  ANGEtES 

DETROIT 

SAN   FRANCISCO 
ST.  LOUIS 

SEATTLE 

Mew  York   WABC 

thicago   WLS 

!hiladelphia   WFIL 

•etroit   WXYZ 

[oston   WHDH 

Kin  Francisco   KGO 

>     Usburgh   WWSW 

I  Louis   KXOK 

/ashington   WWDC 

oltimore   WFBR 

allas-Ft.  Worth   KLIF-KFJZ 

Exclusive  National  Representatives  for 

Minneapolis-St.  Paul.  .  .WDGY 

Providence   WPRO 

Seattle   KING 

Houston   KTRH 

Cincinnati   WCPO 

Kansas  City   WHB 

Miami   WQAM 

New  Orleans   WDSU 

Portland,  Ore   KGW 

Louisville   WKLO 

Indianapolis   WIBC 

Columbus   WBNS 

San  Antonio   KTSA 

Tampa   WFLA 

Albany-Schenectady- 

Troy   WTRY 

Memphis   WMC 

Phoenix   KOY 

Omaha   WOW 

Jacksonville   WJAX 

Knoxville   WNOX 

Wheeling   WWVA 

Nashville   WSM 

Binghamton   WNBF 

Fresno   KFRE 

Wichita   KFH 

Tulsa   KRMG 

Orlando   WDBO 

Savannah   WSAV 

Wichita  Falls- 

Amarillo   KWFT-KLYN 

Bismarck   KFYR 
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KTBS-TV 
Gives  You 

MORE 
FOR  YOUR 

MONEY 
in  the 

SHREVEPORT 

MARKET 

Here's  Proof. 

*31 6,400    HOMES  in  KTBS-TV 
AREA 

31,900    homes    MORE    than    sta- 
tion  B. 

*  157,980   TELEVISION    HOMES    in 
KTBS-TV   Area 

13,120    MORE   than   station    B. 

136.860    HOMES     REACHED 

MONTHLY   by    KTBS-TV 

6,740    MORE    than    station    B. 

*131,870    HOMES     REACHED 

WEEKLY  by   KTBS-TV 

5,120    MORE  than   station    B. 

Latest  Nielsen  Survey 

MAXIMUM    POWER 

KTBS-7i> 
CHANNEL 

SHREVEPORT 
LOUISIANA 
E.    NEWTON    WRAY,    President   &    Cen.    Mgr. 

NBC   and   ABC 
Represented  by    

Edward  Petry  &  Co.,  Inc. 

Channel  11,  Garden  City,  Kan.,  per- 
mit allows  53.7  kw    visual. 

Applications  were  made  by:  Wis- 
tenn,  Inc.,  Milwaukee,  for  Channel  48. 

Mobile,  Ala.,  23.25  k\\  visual,  with 
tower  185  feet  above  average  terrain, 

plant  $137,797,  yearly  operating  cost 

$180,000;  Wistenn,  Inc.,  Milwaukee, 
foi  Channel  23,  Des  Moines,  22.21  kw 
visual,  with  tower  214  feet  above  av- 

erage terrain,  plant  $144.  H>~>.  j  early 
operating  cost  $180,000;  Acadian 

Television  Corp.  for  Channel  3,  Lafay- 
ette, La.,  50  kw  visual,  with  tower  942 

feet  above  average  terrain,  plant  $702,- 

838,  yearly  operating  cost  $525,000; 

Crescent  City  Telecasters,  Inc.,  Shreve- 

port,  La.,  for  Channel  12,  New  Or- 
leans. 316  kw  visual,  with  tower  1352 

feet  above  average  terrain,  plant 

$892,442,  yearly  operating  cost  $1,- 
080.000:  Duhamel  Enterprises,  Inc.. 

Rapid  City,  S.  D.,  for  Channel  4,  Hay 

Springs,  Nebr..  100  kw  visual,  with 
tower  649  feet  above  average  terrain, 

plant  $165,000,  yearly  operating  cost 

$18,000  (as  satellite  of  KOTA-TV, 
Rapid  City)  ;  and  Atlantic  Coast 
Broadcasting  Corp.  for  Channel  4, 
Charleston,  S.  C,  58  kw  visual,  with 

tower  367  feet  above  average  terrain, 

plant  $222,500.  yearly  operating  cost 

$425,000. 

New  affiliations:  WFGA-TV,  Jack- 
sonville. Fla.,  will  become  a  basic 

NBC  TV  affiliate  when  it  begins  op- 
erations in  mid-summer. 

WGAL-TV,  Lancaster,  Penna..  re- 
ceived the  Award  of  Merit  at  the  26th 

annual  management  conference  of  the 
National  Advertising  Agency  Network 
last  week  for  its  advertising  campaign 

which  ran  in  sponsor  .  .  .  WTSN- 
AM&TV,  Milwaukee,  has  moved  to 
its  new  $1.25  million  communications 
center  at  19th  and  Wells  Sts. 

People  in  the  news:  William  E. 
Daley,  former  sales  manager  for 

WTCN  Radio,  Minneapolis-St.  Paul, 
has  been  made  local  sales  manager 

for  WTCN-TV  .  .  .  Willard  "Bill" 
Fraker  has  been  named  local  sales 

manager  for  WFGA-TV.  Jacksonville. 

1,120,679 
WOMEN 

are  actually  watching  "Dame- 
time"  programs  on  the  Television 
Stations  represented  by  PGW. 

The  first  N.Y.C.  agency- account  executive  uho 

gives  the  time  he  read this  ad  to  George 

Castleman,  YU  6-7900 
uill  receive  a  portable TV  set. 

ASK  YOUR  COLONEL! 

Peters,  Griffin, 

INC. 
TELEVISION  SALES 
250  Park  Ave.,  New  York,  N.Y. 

BMI 
'BOOK  PARADE 

\  America's  Most  Widely 
Listened-to  Book  Program 

THESE   BOOKS: ••Alexander     Hamilton     and     the 

Founding   of   the   Nation  
—Rich- ard   B.   Morris,  ed. 

••Forty  Days  of  Musa  Dagh"— F
ranz Werfel 

"Creenwillow"— B.    |.    Chute 

••The    Bible    As    History"  —  Werner 

Keller 

-A     Farewell     to     Arms"  —  Ernest 
Hemingway 

"Narratives  of  Exploration  and  Ad- 
venture"— |ohn    Charles    Fremont 

"The  Daughter  of  Time"— Josephine 

Tey 

"The     Government      Inspector"    
— 

Nikolai    Cogol 

••Invitation     to     Poetry"    —    Lloyd Frankenberg 

"The    Revolt    of    Gunner    
Asch"— Hans    Hellmut    Kirst 

THESE  REVIEWERS: 
Dumas  Malone;  Gilbert  E.  

Covan: 

Bernardine  Kielty;  Richard  
Powell. 

Frederick  ).  Hoffman;  David
  Laven- 

der; Nina  Brown  Baker;  David 

Magarshack;  Donald  Elder;  C
.  L. 

Douglas. 

BROADCAST  MUSIC,  INC. 
NEW  YORK     •     CHICAGO     •     HOLLYWOOD 

TORONTO     •     MONTREAL 
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/  fii  (Ol  ml  iii  a  a    n\  In,  nl 

mill  national  indusli  \  • 

PICTURE   WRAP-UP 

Formal  opening  ol  KONO-TV,  San   Vntoni   d  the  aii  20  Janu 
was  celebrated  with  three-da)  open  house.  Meeting  guests  .it 

nc»  — : n ■  1 1 . ■  ~  are  'I.  to  r.)  Lafayette  Ward,  stockholder;  Bob  Roth, 

com'l  mgr. ;  Randolph  Scott;   I.  M,  Brown, gen  mgr.;  Gene  Roth,  pres. 

Wide  Wide  World  rom  "Indian  Cirj 
homa  ilities  and  crew  of  WIO    I  \    <  »•    i   i  <  1 1 \ . 

Scenes  wen   pan  ol  special  telecast  on  the  "Ameri 
NBl     l\   men  and   II  from  WFAA-TV,  Montgon 

Coffee  K  larch  audience  of  Hi  worn-  First  shovelful  in  groundbreaking  for  nev.  iale  ol  k<  OP  foi  |4  million  is  completed  by   I 
en  invaded  tin-  suburban  home  of  Mr-,  facilities  ol  KFSD-TV    and  Radio,  San  Diego.  '•'    Kenyon   Brown    (one  of  buyers);    Raj    Hamilton 

K     Steers,   site  of   a   "listener   remote*1  WilJiam    Coetze,    exec    v.p.    and    gen.    mgr.  (handled  negotiations) ;  Jack  Heintz,  v.p„ 

segment  ol  .1   WIIIMI.  Boston   program  (1.)   helps  San  Diego  Mayor,  1  harles  C.  Dail  K<  OP,  Los    Angeles;    Paul   O'Bryan,  buyers  counsel 

-  / 

Popeye  day  it  Macy*i  -!i  of  tie-in  \.  \  I' . 
distributors  ol  I'  >n  •••.  W  PDC,  N<      '1 

■  ies    and    Ma<  y's.    < 

Tagged    fish    worth    $2  -    1  n •  •  ■    I 
Tossing  1-  Jean  Bayes,  h  a.  t r«  -~  and  ll'-nrs    I    -    .^n.  a— 
~i~tant   nfneral   manager,   WNBQ,  which   is  staging  ■ 



*  #0 

adventures  of 

CHARLIE  CHAN 
Brand-new  half-hour  TV  series! 
Excitement— thrills  and  chills 
of  Hollywood  and  exotic 
European  locations  captured  on 
film.  Veteran  character  actor, 

J.  Carrol  Naish,  makes  Charlie 
Chan  live  and  breathe.  James 

Hong  is  the  Number  One  Son. 

Beloved  by  millions,  who've 
paid  out  their  dollars  to  match 
their  cleverness  with  Earl  Derr 

Biggers'  most  famous  detective! 
Wire  or  phone  collect  today  to 

reserve  your  market  before 

some  other  quick-thinking 
advertiser  snaps  it  up. 

Hurry!  Marketsare 
being  reserved 
today!  Wire  or 
phone  for  private screening! 

Television  Programs  of  America,  Inc. 
488  Madison  Ave.,  N.  Y.  22  •  PLaza  5-2100 

Fla.  .  .  .  Dean  McCarthy  lias  been 

made  assistant  to  the  president  to  han- 
dle national  sales  at  WITI-TV,  Mil- 

waukee. McCarthy  will  also  continue 

as  program  director,  with  Lawrence 
Turet  assigned  to  assist  McCartbv 

while  continuing  to  supervise  promo- 
tion and  public  relations.  Also  at 

WITI-TV,  Leon  Dolniek,  account 
executive,  has  been  made  merchandise 

manager  .  .  .  Jim  Halpin,  lias  joined 

WSBT-AM&TV,  South  Bend,  as  pro- 
motion manager  .  .  .  Judil  A.  Choler 

has  joined  \\ FMY-TV,  Greensboro. 
N.  C,  as  promotion  manager  .  .  . 
Charles  C.  Crockett  has  been  made 

general  sales  manager  and  Robert 
Costa  local  sales  manager  for  the 

Hawaiian  Broadcasting  System,  Ltd. 

(KGMB-TV,  KMAU-TV,  KHBC-TV) 
.  .  .  Edward  E.  Kash  has  joined 

WFBM-TV,  Indianapolis,  as  an  ac- 

count executive  in  the  sales  depart- 
ment. 

RADIO     STATIONS 

Now  that  daytime  radio  is  boom- 
ing, many  stations  are  taking  a 

second  look  at  their  nighttime  of- 
ferings. The  Westinghouse  radio 

group  looked  and  this  week  came 

out  with  a  new  idea — lateral  pro- 

graming. 

This  is  a  programing  concept  "struc- 
turally built  Sunday  through  Saturday 

with  the  same  theme  in  all  shows,  yet 

a  different  aspect  of  that  theme  in  each 

program."  Running  theme  is  behind- 
the-scenes.  Titled  Program  P.M.,  the 
new  concept  combines  flexibility  with 
regularity. 

Lateral  programing  will  debut  on 

WBC's  five  powerhouse  stations  24 

June. 

WWCA,  Gary,  Ind.,  is  making 
available  to  advertisers  copies  of 

the  recently  compiled  Fitzsimmons 

Negro  Survey  of  its  area. 

Survey  covers  comparative  studv  of 

change  in  the  city's  population  by  col- 
or and  sex,  distribution  of  Negro 

population  by  age  and  sex,  income, 
labor  force,  Negro  consumer  market 

growth,  etc. 

Focus  on  personalities:  David  H. 

Morris,  manager  of  KM  Z.  Houston, 

is  buying  10%  interest  in  the  station 
and  will  become  a  member  of  the  own- 

er company,   the   Veterans   Broadcast- 

You're  in 

good  company 

on  WGN-RADIO Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buyers  who  select  WGN 
for  results!  1957  promises 
exciting  new  programming  to 
make  WGN's  policy  of  bigh 
quality  at  low  cost  even  more attractive  to  you. 

HOW  WARM  IS 
DENVER  IN  DECEMBER? 

ASK  YOUR  COLONEL! 

—  The  weather  in  Denver  (or  — 
Des  Moines  or  Davenport) 

can  mean  dollars  or  deficits 

to  the  advertisers  of  a  great 

many  products.  Your  Colonel 
has  a  month  by  month  pic- 

ture of  the  weather  in  27 
markets. 

Peters.  Griffin. 
Woodward,  inc. 

TELEVISION  SALES 
V   250  Park  Ave.,  New  York,  N.Y.  J 
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in  Co.  .  .  .  William  C  Rhodes  baa 

joined  KNEW,  Spokane,  as  general 
sales  manager.  Rhodes  has  been  man- 

age] "I  KLER,  Lewiston,  Idaho  for 
the  pasi  Foui  years  .  .  .  Jack  (  «»-- 
grove  1i.i~  been  promoted  i"  the  posi- 

tion nl  sales  manage]  "I  \\  l(  V  \ J i n- 
neapolis  .  .  .  W  illiam  \\  .  Grigsb) 

has  joined  KMBC-KFRM,  Kansas  Citj 
as  an  account  executive  .  .  .  Jamei  I*. 
Boysen  has  been  named  program  <li- 
rector  al  \\  I .( 'I  .  Minneapolis-St.  Paul 

.  .  .  James  !•'.  Jae  has  been  promoted 
in  ilif  newl)  created  posl  of  station 

i  lanagei  al  KLIK,  Jefferson  City,  Mo. 
w  the  Bame  time  Hoh  Benedid  will 

succeed  Jar  as  Bales  manager  .  .  .  Jack 
Irvine  moved  from  genera]  manager 
"t  K\  \\.  Portland,  Mr.  to  general 
manager  of  KROW,  Oakland.  Calif. 
In   addition    Irvine   will   also   be   een- • 
era]  manager  of  the  Sheldon  F.  Sack- 

'ii  properties  which  include  KROW, 
K\  W.  KOOS,  Coos  Bay,  Ore.,  and 
the  Coos  Baj  rimes.  \t  the  same  time 
Larry  Lan  has  been  advanced  from 
genera]  sales  manager  to  genera]  man- 

age] of  KVAN  .  .  .  \l  \  are  has  been 
promoted  to  program  director  for 
W  Mill!.  Jacksonville,  Fla.  .  .  .  John 

II.  Norton.  Jr..  has  been  named  via 

president  and  general  managi  i  ol  the 
(  Hivei     Hi "aili  asting    Corp.      WPOR 
Portland,  I  Ire.  I . 

COMMERCIALS 

ill  l\.  the  20th  Century-Fox 
subsidiary,  is  expanding  its  film 
commercials  production  group. 

\ililf  I  personnel  includes :  <  !hest<  i 
Glassley,  former  president  of  Five  Stai 

l'i  oductions ;  Peni  od  I  tennis,  "I  \  &R  ; 
Joseph  I  >i  lando  and  I  foward  Frem  h, 
Imili  formerly    of  Five  Star. 

Mol)ilu\.  the  dancing,  floating 

images  created  h\  John  Hoppe 
thai  caused  so  much  comment 

when  viewed  on  NBC  TV's  Ernie 
Kovaca  Show  earlier  thi*  year, 
will  now  !»«'  used  i>i  t\  commer- 
( ials. 

Rohfii  Davis  Associates  i-  current- 

ly al  work  on  the  firsl  foui  commer- 
cials i"  use  the  new  animated  figure 

technique. 
Mobilux  will  be  used  ilii>  fall  in 

announcements  for  Kellogg's  Special 
K    High    Protein   Cereal    Lux   Liquid 

HOW  MANY  SERVICE 

STATIONS  IN 

SAN  FRANCISCO? 

THUfJniWJ 
TT 

r  i 

,  1 

TFT 

- 

1  j 

u 

^u 

4.       u 

ASK  YOUR  COLONEL! 

-  If  tin*  number  of  outlets  foi — i 
I  ir«'s.   Batteries  ami   Acces 

BOrieS  in  not   important   l< 

yon  . . .  food  utor*'*  mifihi  l>«- iour  Colonel  has  that  infor 
mation,  too  ...  in  27  mar 
kets. 

Peters.  Griffln. 
Woodward,  .m. 

TELEVISION  SALES 
V      250  Park  Ave.,  New  York,  N.Y. 

Paul   H.   Raymer   Co.,   National   Representative 
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: 

You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buyers  who  select  WGN 
for  results!  1957  promises 
exciting  new  programming  to 

make  WGN's  policy  of  high 
quality  at  low  cost  even  more 
attractive  to  you. 

Men  in  TV  production  all  say: 

"The  best  spots  come  from  Jamieson" 

JAMIESON 
FILM    COMPANY 

3825     Bryan     •     TA3-8158     •  '  Dallas 

'clients  include: 

Fitzgerald  Advertising  Agency 
Crawford  &  Porter  Advertising 
McCann-Erickson,  Inc. 

Tracy-Locke  Company,  Inc." 

Inc. 

Detergent,  Olympia  Beer  and  Wilson Ham. 

New    appointments:     Edward     C. 
Dowden  has  joined  Shamrock  Stu- 

dios, Winter  Park,  Fla.,  as  director  <  f 
advertising  and  publicity. 
Martin  Low  has  been  appointed  to 

the  newly  created  post  of  vice  presi- 
denl  in  charge  of  sales  at  Robert 

I  awrence  Productions.  In  his  new  po- 
sition Low  will  coordinate  the  activ- 

ities of  the  film  company's  main  head- 
quarters with  its  branches  and  affili- 

ates. 

FILM 

Madison  Avenue  was  exposed  to 
the  details  of  the  NTA  Film  Net- 

work's Triple  Exposure  Plan  this 
past  week.  (For  some  details  on 

cost,  see  SPONSOR-SCOPE  in  this 
issue.  I 

Agencies  hearing  the  pitch  included 

JWT,  BBDO,  D-F-S.  FC&B.  Bates, 
B&B  and  C&W. 

TEP  represents  NTA's  second  big 
step  in  building  its  film  network.  Al- 

ready on  the  air  is  Premiere  Perform- 

ance, a  package  of  20th  Century-Fox 
features  being  shown  weekly  on  134 
video    outlets. 

The  new  plan  provides  for  the  pro- 

graming of  three  half-hours  on  Mon- 

day, Wednesday  and  Friday  between 
7:00  and  11:00  p.m.,  according  to 
\\  illiam  Koblenzer,  network  sales 
manager. 

The  network  reports  assurances  of 
clearances  from  affiliates  in  about  a 

dozen  top  markets,  plus  about  60  oth- 
ers. NTA  is  aiming  for  clearances  on 

110  stations  covering  an  estimated 

93.6%  of  U.S.  tv  homes,  feels  the  top- 
market  assurances  already  in  will 

grease  the  way  for  the  rest. 

TEP.  which' resembles  NBC  Radio's 
old  Tandem  Plan,  provides  for  three 
advertisers.  Each  would  have  a  one- 

minute  commercial  plus  opening  and 
closing  billboards  on  each  of  the  three 

different  shows  to  be  programed.  The 

three  shows  will  be  How  to  Marry  a 

Millionaire,  produced  by  20th  Century- 

Fox  and  two  shows  produced  by  Desi- 
lu.  This  Is  Alice  and  The  Last  Mar- 
shal. 

The  healthy  state  of  the  film  re- 
run business  has  been  underlined  bv 

one  of  the  biggest  library  sales  in  re- 
cent years. 

The  deal  involves  the  sale  of  seven 

WREN  MOVES 
OUT  FRONT 

With  ALL-NEW  Facilities 
New  office*  .  .  .  all  new  studio 
facilities!  Yes,  WREN,  the  station 
lhal  moves  your  goods,  is  mo\ing 
our  place  of  business.  And  now, 
\\  HEN  alone  in  Topeka  operates 
from  facilities  specifically  built 
for  radio  broadcasting.  Adver- 

tisers, thanks!  Your  confidence  in 
WREN  has  prompted  this  con- 

fident  forward  step. 

5,000  Watts  Topeka,  Kansas 

Rep.    by    John    E.   Pearson    Company 

if  it  is  .  .  . 

4  P.M. 
when  you  read  this     J   

1,218,128 
WOMEN 

are  actually  watching  "Dame- 
time"  programs  on  the  Tele- 

vision Stations  represented  by 
PGW. 

For  full  details  and 
latest  availabilities 

ASK  YOUR  COLONEL! 

Peters,  Ghiffin. 

INC. 
TELEVISION  SALES 

V       250  Park  Ave.,  New  York,  N.Y. 
S^— ig MUUWMUBJI    ■■11—11 
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programs  *\iih  368  episodes  t>>  \\(,l! 
I  \ .  \iu  ̂  . .  i  k .  for  .1  reported  $500,- 

000.  Ni<-  sale  was  made  bj  Ziv's 
I  i  onomee    I  \    outfit. 

Programs  include  Science  I  nimti 
Theatre,  Favorite  Story,    Meet  Corliss 
Ircher,  Eddie  Cantor,  You)  Television 
Theatre,  Boston  Blackie  and  Times 

Square  Playhouse.  I  lies  will  be  used 
in  both  vertical  and  horizontal  block 

programing. 

\  iicu  production  and  distribu- 

tion firm,  Telestar,  In*-.,  has  been 
Formed  b)  Bernard  L.  Schuberl  and 
Si    W  eintraub. 

Telestar  will  nol  onlj  make  and  sell 
films  for  i\.  but  will  be  involved  in 

feature  films  and  station  ownership. 
\\  eintraub,  one  of  the  founders  il 

Flamingo  Films,  is  president  "I 
KMGM-TV,  Minneapolis,  and  WKIT. 

the  latter  .i  radio  station  <>n  Long  Is- 
land   near   New    ̂   <>ik    (  it\ 

Vmong  new  properties  ol  lelestar 
i-   White   Hunter,    which    Schubert    ha- 

alread)  gotten  underwaj  in  Africa. 
Schubert  will  throw  about  WO  half- 

hours  i n 1 1 >  die  corporate  pot. 

REPS 

\(l;mi  Young,  Inc.  lias  jusi  com- 
pleted and  release  d  the  Becond 

-mhI\  in  a  geries  on  radio's  chang- 
ing profile. 

Special  report  number  two  asks 

'ilnw    Important   I-  Coverage? 
\\  bile  nol  tr\  ing  to  minimize  the  im- 

portance <>f  station's  facilities,  the 
stud)  emphasizes  two  main  themes: 

•  "Implied  effectiveness  based  on 
facilities  alone  cannot  measure  a  Na- 

tion's true  advertiser  \  alue. 
•  Stations  and  market-  \ar\  and 

must  be  reappraised  often  in  view  of 

the  dynamic  changes  taking  place  in 
radio. 

This  week  Petrj  opened  its  eighth 
office.    The  new  operation  in  Boston 

KSON 

Son  Diego's  No.  II  Radio  Statior 

PULSE 

'Out  of   Home"  It  "In    Home' 

u.vu -viitr.i  v.ii.Hi.ih  i.y  muniK  ,\  I 

ill    lie   managed    b>    loll    W  alsh    w ho 

also  heads  up  the  i\    department. 
I  i am  i-    I low aid    has    been    put    in 

charge  oi  radio  -ale-  for  the  Nei    I  ■ 
kind  ar<  i 

\\  ,.1-h  comes  t"  Peti  j   from  Will 

Boston,  and  I  low  aid  ii    the  i  hai  li  - 
II.   Nolan  ad  agency. 

CBS    Radio    Spot    Sales    has     tie 

opened    a    new    brani  h    office     in    St. 

Louis.     I  lii-   brings   total   number   of 
offices   to  seven. 

\<  \%  appointments:  Vvery-Knodel 

as  national  rep  foi  W  [BW-AM&TV, 
I  ■  1 1  oka  .  .  .  Simmons   Associates  as 

national  rep  for  Kvl<).  San  Jose, 

CaUf. 

FINANCIAL 

Stock  market  quotations:  Follow- 
ing -lock-  in  ail  media  and  related 

held-  arc  listed  each  issue  with  quota- 

tions for  Tuesda)  this  week  and  rues- 

da)  the  week  before.  Quotations  -up- 
plied  1>\  Merrill  l.\  in  li.  Pierce,  Fenner 
and  Beane. 

if  it  is  .  . 

Stock 

I  ues. 

I   I     I  Mill 
I  II   - 

la  Inn. 
\  eu   )  i'il.  Slot  k  Exci 

VB-PT 
VIM 

\\  in 

I  BS  "A" 
i  olumbia  I'ic 
I  .new  - Paramount 

Rl    \ Storei 
20th-Foj 
\\  arner  Bros. 

\\  estineho   - 

177 

6% 

ia7- 
_N>7. 

291  i 

24% 

63  , 

23 

I7n;, 

6  j£ 

19% 

.18 

291  i 

24% 

65  •.. 

American  Stock   Exchange 
Ulied    Vrtists 
1  &(    Supei 
|)n  Mon I  Labs. 
( ruild  I  ilms \  i  \ :■"•- 

Net 1  banc -1% 
-1 

i 

-   '- 

_   il 

2  P.M. 
  \     when  you  read  this       /   

1,051,245 
WOMEN 

;irr   mliialli     n  nli  In n t>    "I);iiii<- 

linn"  programs  <>n  the  Tele 
\i«i<>n  Stations  represented  l>> 

PCU  . 

^  ̂̂        A  hi  full  details  and 
^k\     it        latest  availabilities 

ASK  YOUR  COLONEL! 

Peters,  Griffin. 
Woodward,  inc. 

TELEVISION  SALES 
V     250  Park  Ave.,  New  York,  N.Y. 

Keep  your  eye 
on  these 

Plough,  Inc. 
stations: 

Radio  Baltimore 

Radio  Boston 

Radio  Chicago 

WJJD 
Radio  Memphis 

WMP 

^  They're 

.     the 

most!   1 

Those  KRIZ  Phoenix  air  personali- 

ties make  the  biggest  impression ! 

SPONSOR 
22  .11  ne   L95' 
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coverage 
If  you  want  radio  coverage  in  New  Jersey — we're  the  boy  with  the  pail. 

WVNJ  delivers  more  listeners  than  any  other  radio  station 
broadcasting  from   New   Jersey.      Almost   twice  as  many 

as  the  next  2  stations  combined.* 
♦Source  -  Hooper  -  Jan.  Feb. 

WVNJ  delivers  this  audience  for  less  money  than  any  radio  station 
in  either  New  York  or  New  Jersey.    No  other  metropolitan 

station  comes  anywhere  near  it. 
(31c  per  1000  homes) 

WVNJ  is  your  safest  advertising  buy  because  not  only 
does  it  have  superb  programming  (it  plays  only  Great  Albums 

of  Music  from  sign  on  to  sign  off)  but  it  backs  that  programming 
with  the  heaviest  promotional  schedule  of  any  independent 

radio  station  in  America. 

Check  its  impressive  list  of  national  and  local  advertisers. 

There's  no  better  proof  of  a  station's  power  to  produce. 

WVNJ 
Represented   by: 

Broadcast   Times   Sales 

New  York   OX  7-1696 

Newark,   New  Jersey 

RADIO  STATION  OF  ̂ he  Ketuavk  5Ctttis 

(.1 
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C**>rl|hl    l»S7 

IKUN1UN   PUBLICATIONS   INC 

/I  '/<i/\  happening  m  I     S,  Government 

that    affects    ̂ «'/i'  U  in,    statioiu 

**        WASHINGTON  WEEK 

22  june  The  shading   heal   this   week   didn't    wither  the  nop  of  speculation  ov<  n   such 

topics   a-: 
•  Will  there  be  a  nwefa  sharper  bite  to  the  -tall    report  on  network   practices 

which  the  Senate  Commerce  Committee  u  about  t"  relea 

•  \\  ill  tin-  Department  of  Justice  take  iti  cue  from  t !■  •-  recommendations  of  this 

report  (as  well  as  the  Celler  Committee's)  to  start  court  actions  on  the  criticized  practi 

Latest  line  on  the  Senate  Committee's  report:  I  nless  it  i-  watered  down  for  final  ap- 
proval, 1 1 1 ■  m  drastically-phrased  document  will  offer  specific  recommendations  on 

modification  of  option  time  and  must-bu]   policies. 

In  the  pause  between  Congressional  reports  on  network  practices,  fee  t\  has  tak«-n 
over  tin    industry  spotlight. 

I  luff  major  incidents  occurred  in  that  area  this  week: 

1.  FCC  Commissioner  T.  A.  M.  Craven  told  the  D.C-Maryland  Broadcasters 

they're  just  trying  to  lmlil  up  the  wheels  of  progress  when  the.  seek  to  halt  the 
coin-box  system.  Fee  '.>.  Craven  warned  them,  is  coming  in  some  form  and  the  onlj 

question  open-    as  far  as  tin-  FCC  is  concerned     is  the  nature  ami  the  extent  of  the  trial. 

2.  NAKTB  president  Harold  E.  Fellows  teed  off  in  the  opposite  direction.  I  It- 

told  Congress  in  a  letter  that  it  was  up  to  the  lawmakers  to  make  the  necessary  deci- 

sions on  fee  t\.  \rgued  Fellow-:  lee  tv  would  place  free  l\  in  jeopard]  and  a  test  only 
would  eonfuse  the  issue. 

3.  Sen.  Strom  Thurmond  introduced  a  hill  to  prohibit  the  pa\  system.  The 

hill  i-.  similar  to  the  one  authored  earlier  h\  Rep.  Emanuel  <  eller,  chairman  of  the  Hnu-i- 
Judician    Committee. 

Craven  also  had  some  hlunt  things  to  say  ahnut  those  in  the  industry  who 

run  to  the  government   for   protection. 

He  said  he  meant  not  onl]  those  who  want  to  he  protected  from  fee  t\  competition  but— 

inferentially,  at  least     the  uhf-ers  who  ask  for  special  protection  against  \hf  competition. 

Craven's  keynote:  The  broadcasters  can't  have  their  cake  and  eat  it.  too.  If  the]  want 
freedom  from  excessive  government  regulation,  they  shouldn't  ask  Washington  to  help 
them  run  their  business  or  protect  their  imestments. 

This,  declared  Craven,   is   not   the  stuff  which    made    American    radio-t\    great 

Instead,  he  ended,  it  is  the  route  toward  government  censorship  ami  complete 

government    dictation    o\er    broadcasting. 

The    FTCs    latest    complaint    in    the    field    of    air    media    actuallv    involves    the 

telephone   more   than   hroadcasting. 

\  California  furrier.  Benjamin  I'aniglia.  sponsors  a  radio  program,  hut  what  the  I  l< 

doesn't   iike   i-   his  calling   up  people  at   random  to  tell  them  the]    won   a   pri/e  on   it. 
The  prize:  \  credit  check.  Moreover,  complain*  the  lit  .  when  the  hearer  enter-  the 

furshop,  Caniglia  ups  the  price  hy    the  amount   of  the   credit   cheek. 

Personal   income  in   May  was  SI    billion   higher  than  in    \pril. 

According  to  the  Commerce  Department,  the  Ma\    level  was  at  a  seasonally  adju-ted 
rate  of  $340. i  billion,  or  $17.5  billion  over  what  it  was  in  Ma]    19J 
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THANK  YOU,  SRDS, 

FOR  YET  ANOTHER 

PROOF  OF  SPONSOR'S 

DOMINANCE  IN  THE 

BROADCAST    FIELD 



SRDS  has  newly  released  its  study 
of  agency  and  advertiser  tradepaper 
readership.  Here  arc  some  typical 

findings: 

1_  Broadcast  magazines  read  for  tv 
information:  SPONSOR,  60.4%; 

B/T,  53.2% ;  TV  Age,  40.2% ;  Tele- 
vision, 34.2%. 

2.  Broadcast  magazines  read  by 
agency  and  advertiser  personnel 

who  regularly  participate  in  selec- 
tion of  radio  station  time:  SPON- 
SOR, 66.4%;  B/T,  60.3%. 

3.  Broadcast  magazines  read  by 
New  York  advertisers  for  tv  infor- 

mation:  SPONSOR,  58.3%;  Tele- 
\ision,  33.3%;  TV  Age,  24.0%, 
B/T,  19.4%.  For  radio  information : 
SPONSOR,  46.0%;   B/T,   16.2%. 

4.  Broadcast  magazines  read  for 
radio  information:  SPONSOR, 

59.6%;  B/T,  53.0%. 



A  round-up  of  trade  talk, 

trends   and   tips   for   admen 

SPONSOR  HEARS 

22  JUNE 
Crrlfht   IM7 

SPONSOR    PUBLICATION*   INO. 
Man-bites-dog  episode  of  the  week: 
Helen  Horrigan,  media  director  of  Charles  F.  Hutchinson,  Inc.,  Boston, 

staged  a  cocktail  party  at  the  Lexington  Hotel  for  the  reps  who  periodically  come 
up  from  New  York  to  visit  her. 

In  estimating  the  cost  of  a  film  commercial  series,  a  Park   Avenue  agency  forgot 
to  include  salaries  for  extras. 

The  oversight— as  the  client  found  out — came  to  $20,000. 

There  are  so  many  Ph.D's  working  in  McCann-Erickson  regearch  that  at  times 
the  interdepartmental  phone  calls  sound  like  a  Hollywood  hospital  movie. 

The  illusion  deepens  when  McCann  executives  are  told  several  times  a  day   by  their 

secretaries,  "Dr   calling." 

The  we-get-it-for-you-free  boys  in  Hollywood  now  are  directing  a  fast  pitch 
to  trade  groups. 

For  instance,  one  of  them  wrote  the  Asphalt  Institute:  "Why  spend  thousands  in 
radio  or  tv  advertising  when  for  a  fee  we  can  get  shots  of  asphalt  roads  in  films 

made  for  television?" 

Bing  Crosby  needs  money  for  that  library  he's  building  for  his  alma  mater, 
Gonzaga.    So  he  has: 

1)  Agreed  to  appear  in  film  commercials  for  the  American  Gas  Association's 
special  Christmas  promotion  campaign. 

2)  Insisted  that  CBS  throw  in  a  few  tv  shows  with  the  Ford  radio  deal. 

P.S. :   JWT  says  the  Ford  deal  stands,  with  or  without  Crosby. 

Next  week  marks  one  year  since  Milton  Biow  folded  his  agency.     So  SPON- 
SOR HEARS  thought  it  appropriate  to  trace  the  whereabouts  of  some  of  his  people. 

Best  wishes  for  a  Happy  Anniversary  to  these  ex-Biowites  now  at: 
F.  Kenneth  Beirn    R&R 

Louis  Berger     Schlitz 
Everett  Bradley  _     JWT 

Robert  Bragarnick    Revlon 
Col.  Robert  Branch  _    -Schlitz 

E.  L.  Deckinger        Grey 
John  Garabrant,  Sr.      _DSF 
Robert  Goldsmith  -...Harry  B.  Cohen 
Allen  Hahn       Joseph  Katz 

David  Halpern    _   ...Joseph  Katz 

Philip  Hinerfeld      K&E 

Dorothy   Houghey*         Grey 
Sol  Israel*           __„Ayer 
Kenneth  Kearns*      Grey 
John  Kucera*      Bates 

William  Mahu            L&N 

Edward  Meyer         Grey 
John  Schneider     L&N 

Al  Sessions*        R&R 
Don  Severn*      Bates 
Will  Shelton  .   .Compton 

Walter  Smith            Esty 
Jerome    Stolzoff       Grey 
Jack  Tarcher       L&N 

Leonard  Tarcher*       L&N 

John  Toigo     Schlitz 
Sam    Vitt*          Bates 

Gerard  Van  Horson*    Bates 

Ethel  Wieder*    Grey 

Isabelle    Ziegler*             Aver 

Note :    Those  marked  with  an  asterisk  composed  the  main   Biow  tirnebuying  crew. 
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You  may  be  a  Hop"  at  the  Charity  Ball,  but... 

WKZO  TV -GRAND   RAPIOS-KALAMAZOO 
WKZO  RADIO -KALAMAZOO  BATTLE  CREEK 
WJEF  RADIO -GRAND  RAPIDS 
WJEF-Fm  — GRAND   RAPIDS  KALAMAZOO 
KOLN-TV  — LINCOLN.   NEBRASKA 

Allocated   »  Hfc 

VVMBO  RADIO  — PEORIA.  ILLINOIS 

ARB  proves 

you're  "solid" 
when  you  pick 

WKZO -TV 
in  KALAMAZOO 

GRAND  RAPIDS 

The  March   IT)  7    \KH  Report  showe 

that  \\  KZO-TY  is  first  in  327 

out  (tf  116  quarter  hours — or  78.6%  of 

the  time!    \>k    Wery-Knodel 

for  ALL  the  comparisons! 

AMERICAN  RESEARCH   BUREAU 

MARCH    1957   REPORT 

GRAND  RAPIDS-KALAMAZOO 

•^B^P    TIME    PERIODS 

Number  of  Quarter  Hours 

With  Higher  Ratings 

WKZO-TV 
Station  B 

MONDAY    THRU    FRIDAY 

8:00  a.m.  to     6:00  p.m. 

6:00  p.m.  to  1  1:00  p.m. 

SATURDAY 

8:00  a.m.  to  1 1:00  p.m. 

SUNDAY 
9:00  a.m.  to  1  1:00  p.m. 

143 

94 

50 
40 

57 
6 

10 
16 

NOTE:  Survey  based  on  sampling  in  the  following  proportions  — 
Grand  Rapids  (42.8%),  Kalamazoo  (18.9%),  Muskegon 
(19.8%),  Battle  Creek  (18.5%). 

WI0TV 
100,000  WATTS  •  CHANNEL  3  •   1000'  TOWER 
Studios   in   Both   Kalamazoo   and   Grand   Rapids 

for   Greater   Western   Michigan 

A\ cry-Knodrl.  Inc.  Exclusive  National  Representatives 
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You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buyers  who  select  WGN 
for  results!  1957  promises 
exciting  new  programming  to 

make  WGN's  policy  of  high 
quality  at  low  cost  even  more 
attractive  to  you. 

People 

ELITE    CHICKS 

[Continued  from  page  39) 

ing  facilities,  came  across  Vance's 
mind  but  he  decided  to  put  his  plight 
on  WMT. 

He  offered  the  8,000  chicks  at  an 

additional  $2  per  hundred  off.  With 
one  short  announcement  he  accom- 

plished his  goal- — the  chicks  were 
saved.  By  3  p.m.  that  same  afternoon 
he  was  sold  out  because  customers 

drove  through  the  raging  snowstorm 
from  miles  around  to  take  advantage 
of  this  radio  special. 

Earlier  this  year  McCray  had  20,000 

chicks  on  hand.  More  chicks — bigger 

campaign.  Again  he  was  sold  out  with- 
in a  few  hours.  This  time  he  used  only 

three  WMT  farm-time  announcements 
to  do  the  job! 

McCray.  an  Iowa  State  College  agri- 
cultural journalism  advertising  grad- 

uate, attributes  909? 

ly  to  WMT  radio, 
was  shown  recently 

at  a  dinner  party  for  his  WMT  friends, 
including  the  engineer  on  his  program. 
The  menu :  delicious  Char-broiled 

Chicken  with  all  the  trimmings.        ̂  

of  his  sales  direct- 

His   appreciation 
when  he  was  host 

AMERICAN     DAIRY 

l  Continued  from  page  35) 

single  units  in  the  food  store  business 
so  that  Missoula.  Mont.,  for  example, 

is  important  to  us  even  if  it  isn't  to 

General  Foods." Ad  Director  Coleman  and  his  ADA 

and  agency  advertising  pros  will  spend 

most  of  the  summer  detailing  the  com- 
mercial treatment  on  Como.  They  have 

filmed  announcements  in  the  works 

now,  and  are  thinking  of  new  ap- 
proaches which  will  contrast  with 

what's  been  done  on  Disneyland. 
In  the  Disney  show  there  were  four 

segments  plotted  in  a  stylized  format. 
Each  provided  a  natural  commercial 

lead  in.  with  ADA  combining  anima- 
tion— which  aided  the  transition  from 

and  to  Disney's  animations — with  live action.  Como  is  neither  stv  lized  nor 

animated,  says  Coleman,  so  he's  plan- 
ning to  use  highly  informal  live-action 

in  commercials  and  to  reduce  anima- 
tion in  filming. 

One  animated  figure  will  remain, 

and  he's  an  engaging  little  man  called 
Mr.  Moo.  Mr.  Moo  serves  as  an  identi- 

fication device  carried  in  all  print  and 

*&**    J  BEST  ->H0T  OF  THE  YEAR 3  Minutes  from  Grand  Central 

Convenient  to  Fifth  Avenue 
Shopping 

All  Outside  Rooms  with  Tub 

and  Shower 

Radio,-  Television;  Circulating 
Ice-Water 

HOME  OF  THE  FAMOUS 'Hawaiian 

Room* 

„  Known  For  Authentic 
Hawaiian   (Cuisine  and 
\ative   Entertainment 

see  your 
local  travel  agency 

or  write  to  Promotion 

Oept.   for  Brochure  180. 

LEXINGTON  AVE.  at  48th  ST. 
NEW  YORK  CITY,  17 

BOSTON— HANCOCK  6-6625 
CHICACO— DEARBORN  2-4432 
MIAMI— FRANKLIN  9-8331 

$H 

$fo 

Hl>* 

iW 

"Radio  and  Television 

Basics  are  as  essential  to 

an    agency   as   a   good 

client.    They're  required reading  tor  timebuyers, 
account   supervisors, 

exet  it  tires  and  copy  people.^ 

They  re  easy  to  read,  too." Don    P.    Nathanson 

president, North  Advertising  Inc., 
(.hit  ago 

IN  USf;  ZGJULY  AD  DtAWMEZJo* 

Til 
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WS.JS- 
Radio  deliv- 

ers more  audience 

in  Winston-Salem 

plus  a  rich,  pro- 
gressive  18-county 

Piedmont  area  than 

all  other  Winston- 
Salem  stations 

combined. 

WINSTON-SALEM 
NORTH  CAROLINA 

r     WINSTON-SAIEM 

jr\,      i     GREENSBORO 
^         /      HIGH   POINT 

5000  W  •  600  KC  •  AM-FM 
AfriUATC 

HEAOLEY  REED    Riprcscntative* 

i 

That's  why  KANV  is 
THE  station  to  use  to 
reach  this  richer-than- 
average    Negro    market. 

Write,  call  or  wire  the  KANV 

Representative  in  your  area — NOW! 

w 
1050  kc  -  250  Watts  -  DAYTIME 

SHREVEPORT,  LOUISIANA 

u  advertising,  .i  modernistii  line  draw- 
ing uf  a  -in. ill  i  ,ii  n  atured  male 

\l )  \  -   commerciala   < :osl    .i    lot    of 

mone) .  much  more     propoi  tionateh 
ili. in  mosl   national  advertisers  spend. 
I  In-  association  estimates  film  and  live 

commercial  production  l"i  i\  this  ci 

ing  year  will  cosl  aboul  1300,000    ' 
reason  foi  id>-  high  figure  is  thai  there 

are  five  products  t"  be  "sold"  and  ea<  l> 
takes  a  differenl  commercial  treatment 

h  iih  h  idel)  \ ;u\  ing  copj  appeals. 
Manj  of  the  commercials  are  tied  in 

with  national  advei  tisei  -  I  bui  li  a- 
Pillsbui  j .  foi  buttei  cookies  I  and  maj 

be  used  onlj  tw  ic  >-. 
Coleman  plans  to  do  a  lot  of  the 

I  lomo  prog]  am  commercials  I  i  v  •  - .  some 
of  them  as  cut-ins  from  Chicago  be- 

cause \D  \  i-  headquartered  there. 
I  here  are  man)  new  possibilities,  and 

we  wanl  to  be  both  flexible  and  versa- 

tile as  our  star  and  his  show  are." 
Como  i-  the  besl  show  we  could 

buy,  In- add-,  "and  from  ever)  possi- 
ble standpoint  in  addition  to  the  o|>\  i- 

ous  one  of  audience.  We're  getting  a 
fine  personal  association  with  him  as 
we  did  « iili  Disneyland.  Ili-  i-  a  Ho- 

ratio Uger  t\  pe  storj  .  \\  e  gel  a  con- 
notation  of  snow  white  pureness  in 
both  shows.  Some  network  perform- 

ers, despite  their  popularity,  would  ju-t 

be  impossible  l"i  us  to  sponsor." 
I  he  snow  white  pureness  of  which 

he  speaks  has  mam  difficult-to-describe 
facet.-.  Dairymen,  even  more  than 
farmers,  are  concerned  with  cleanli- 

ness—of a  physical  kind.  The  puritj 
of  the  milk  the\  produce  i-  primary. 
Thej  tend  to  fall  into  the  class  of 

clean-living,  solid  citizen-.  \ll  of  these 
intangibles  musl  go  into  advertising 
decisions  made  b)  the  \l)\  -talf.  and 
into  all  strategy  >et  |.\  \I)\-  general 
manager,  Martin  J.  Framberger,  and 

it-  dairyman  president,  Lyman  I).  M<-- 
Kee  of  Madison,  \\  i-. 

This  same  "purit\ ""  i-  reflected  in 
the  radio  commercial-  which  took  the 

air  last  month  to  herald  the  June  Dair\ 

Month  promotion.  The\  "re  blight, 
sparkling  and  relaxing  in  musical 
mood  as  well  as  in  (a  few  well-chosen) 
word-. 

NBC  Radio'-  new  2n. lo  plan  gives 
the  dairj  -roup  a  chance  to  u-<-  semi- 
saturation  schedules  on  a  network  l>a- 

-i-  for  26  week-  in  e\er\  i2.  The  pat- 

tern i-  flexible  here.  too.  Dairj  com- 
mercial?— 10   one-minute-    and    10    30- 

seconds — are  broadcast  each  week  for 

two  week-  on  weekday  days  only.  The 

quantity   peak-  on  Thursday  and  Fri- 

"THE  SQUARES" 

MOM  POP 

(Adults   who   con   buy) 

LISTEN  TO 

KiTE 
"Cool  Cats"  Get  Their 

Kicks  Elsewhere 

More  QuMj  Qj^XoMji*X 

Mommies  and  Papas  Listen 

Daily  to  KiTE  Than  To 

Any   Other   Station* 

NCS=2 
Coll    Avery- Knodel,    Inc. 

mm 

K 

:f79\-  weekly  penetration 
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day,  prime  shopping  days  for  house- 
wives, and  cuts  off  for  weekends. 

This  is  costing  about  $11,000  week- 

ly, says  Coleman,  and  is  "good  across- 
the-board  added  coverage  to  our  tele- 

vision and  print  schedules."  The  net- 
work radio  commercials,  as  those  on 

tv,  are  tied  directly  to  major  dain 

promotional  events. 
Commercials  and  print  copy  are 

planned — some  a  full  year  in  advance 
— to  correlate  with  ADA  s  own  tbemes 

and  those  of  participating  food  manu- 
facturers. 

This  month,  ADA  is  giving  June 

Dairv  Month  the  biggest  promotional 

emphasis  in  its  history.  The  five  ma- 
jor cooperating  advertisers,  splitting 

costs  and  ideas  in  all  major  media,  are 

Campbell  Soup  Co.,  Quaker  Oats,  Na- 
tional Biscuit  Co.,  General  Foods  and 

General  Mills. 

June  Dairy  Month  is  set  up  as  a  sep- 
arate corporation  by  ADA,  but  the 

same  principals  develop  this  special 

promotion  along  with  the  entire  adver- 
tising and  merchandising  program. 

Campbell-Mithun  people  include  John- 
son, Phelps  Johnston,  vice  president 

and  account  supervisor;  Paul  Ingvald- 
son,  tv  and  radio  producer,  and  Ted 

LeMaire,  tv  and  radio  copy  chief. 

They  work  with  ADA  Merchandis- 
ing Director  Clinton  E.  Hentrick  and 

Public  Relations  Director  Frank  R. 

New  in  effecting  the  ad  program  drawn 

by  Coleman  and  Framberger. 

Coleman  and  his  advertising  com- 
mittee of  dairymen  have  a  lot  of  future 

ad  plans.  In  the  near  future,  hell  use 

some  spot  television  to  fill  in  a  few 

network  holes.  And  "certain  promo- 
tion events  also  lend  themselves  well  to 

the  additional  'muscle'  of  radio. 

"In  the  years  to  come,  it  is  not  in- 
conceivable to  imagine  an  advertising 

plan  that  would  feature  continuous 

programs  of  selling  on  two  or  three  top 
television  shows.  One  of  these  might 

be  a  color  tv  program,  another  might 

be  a  daytime  program  reaching  direct- 

ly at  America's  housewives.  And  per- 
haps we  might  have  radio  programs 

that  back  up  and  fill  in  the  holes." 
Because  of  NBC  Chicago's  experi- 

mentation in  color  television,  Coleman 

has  had  a  good  opportunity  to  see  the 

full-color  tv  potential  for  his  dairv 

"products."  As  color  is  becoming  more 
standard  in  his  print  advertisement, 

he's  anticipating  the  day  when  his 
home  economists  can  show  moutb- 

watering  foods  on  tv  in  full  color.  That 

day  will  come  in  September,  because 
the  Como  show  is  a  colorcast.  ^ 
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A/LW Kdudixy 

C   V\  jocXvu^  rijifrtyikl  —  txldW 
ML 0 

■0  fcaA(.'  bvnlnMAj 

o  before:  vcu  bu 

6UL \A/^W  (Ro/jUcr  <^u>*a 

Network  Affiliations:   NBC;  ABC;  MBS    Sales  Offices:   New  York,  Cincinnati.  Chicago 

Sales   Representatives:   NBC  Spot  Sales:  Detroit.  Los  Angeles.  San  Francisco 

Bomar  Lowrance  &  Associates,  Inc.,  Charlotte.  Atlanta.  Dallas   Crosley  Broadcasting  Corporation,  a  division  of 
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Oldtime  Ohio  River  steamboat 

whistles  let  passengers  know  it 

was  time  to  get  under  way.  The 
more  forceful  the  whistle,  the 

bigger  the  boat  .  .  .  the  more 
passengers  it  could  carry  .  .  .  the 
faster  it  took  them  further. 

Similarly,  the  latest  Nielsen 

figures  sound  a  forceful  blast  for 

WSAZ-TV  in  today's  busy  Ohio 
River  market.  With  an  audience 

of  over  half  a  million  TV  homes 

in  69  counties,  WSAZ-TV 
reaches  (says  Nielsen)  100,580 
more  homes  on  weekday  nights 

than  the  next-best  station.  And 

it's  the  consistent  leader  around 
the  clock! 

This  is  impressive  traveling— and 
to  very  prosperous  ports  of  call 
where  income  has  never  been  so 

high.  Get  aboard  this  prime 

mover  of  goods  and  let  WSAZ- 
TV  blow  your  own  whistle  where 
it  will  be  heard  —  and  heeded  — 
most.  The  gangway  is  down  at 

any  Katz  office. 

HU/NTIfNGTQ/N -CHARLESTON.  W.  VA- 

AHilialed  with  Radio  Stations 
WSAZ.  Huntington  &  WKAZ.  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 

Represented  by  The  Katz  Agency 

74 

Reps  at  work 

Roy  Miller,  Midwestern  radio  sales  manager.  The  Katz  Agents. 

Chicago,  says:  "It's  been  suggested  that  spot  can  be  given  the 

semblance  of  a  'network  buy'  by  quoting  an  over-all  price  for  a 
list  of  stations  when  bought  as  a  group.  On  the  surface,  this  method 

of  buying  spot  is  intriguing,  hut  it  negates  the  inherent  advantages 

which  make  spot  such  an  effective 

advertising  medium.  Its  significant 

advantage  is  that  it  permits  the 

timebuyer  to  pick  the  best  buy  in 

each  market.  By  its  very  nature, 

spot  enables  the  buver  to  make  his 
selections  on  the  merits  of  each 

station — coverage,  audience,  cost, 

talent,  program  appeal,  etc.  The 

'easy-to-buy',  inflexible  'group  buy' 

straight-jackets  the  bu\er  in  much 

the  same  way  as  a  'network  buy'. 
It  may  mean  less  paper  work  and 

fewer  details,  but  what  agency  would  sacrifice  its  clients'  interests 

merely  to  save  a  little  work?  Though  any  rep  can  offer  a  'group  bu\ 
of  its  stations — with  one  order  and  one  bill — this  easy  way  is  not 

necessarily  the  best.  For  radio  to  provide  full  benefit  to  the  adver- 

tiser, the  timebuyer  must  have  the  greatest  possible  leeway  in  mar- 

ket and  station  selection.    Only  spot — true  spot — affords  this  choice." 

Frank  E.  Pellegrin,  vice  president.  H-R  Television,  Inc..  New  York. 

says:  "Congratulations  are  in  order  for  ARB  for  taking  a  firm  stand 
on  area  surveys.  In  the  past,  agencies  and  advertisers  spent  many  a 

frustrating  hour  in  trying  to  evaluate  the  accuracy  of  the  area  se- 

lected.    Areas  ranged  from  four  to  five  'select'  counties  to  125-mile 

radii.  Many  times  the  result  in- 
cluded counties  which  in  no  way 

reflect  an  equitable  basis  of  com- 

parison among  the  stations  in  a 
market.  The  new  ARB.  by  using 

an  area  which  is  the  maximum  po- 
tential of  the  market,  will  assure 

agencies  that  all  stations  are  rated 

according  to  a  lOO't  yardstick, 
and  lighten  the  stress  of  making 

comparative  area  evaluations.  This 
new  ARB  audience  report  will 

publish  total  station  audience  in- 
stead of  a  metropolitan-only  rating.  By  actually  surveying  the  mar- 

ket's potential,  rather  than  the  city  alone  or  an  area  not  representa- 
tive of  the  entire  market,  the  agency  can  use  this  report  without  fear 

of  bias.  The  difference  in  coverage  between  stations,  the  changes  in 

tune-in  and  program  choice  from  urban  to  rural  will  be  clear,  and 

media   people  will   have   more  complete  data   upon   which   to   bu\ . 

I 
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I    Tv  and  radio 

I    NEWSMAKERS 

Irving  Waugh   has   Ik-cm   named  general 

manager  <if  W  S\l- 1  \  .  N;i~h\  ille,  Tenn.  I  be 

'  ^&  announr fluent    wa-    in.idc    \>\     John    II      I  •■■ 

>    w  Will.  Jr..  president  of  \\S\I.  Inc.,  and  fol- 

lows last  week's  appointment  of  Robert 
Evans  Cooper  as  director  of  WS\1  Radio. 

I  lit-  two  appointments  signal  the  division 
of  the  radio  ami  i\  operations.  Waugh,  the 

new  genera]  manager  fur  W  Ml  I  \  .  has 

been  affiliated  with  the  station  for  the  last  l(>  years.  Hi*  first  radio 

jol)  was  as  an  actor  on  llic  March  of  lime.  CBS.  Waugh  later  went 

into  announcing  with  W(,ll.  Norfolk.  Va.;  Wl)l!\.  Roanoke,  Va.; 

\\  I  \f.  Nashville;  and  joined  W  SM  in  1941.  He  was  Pacific  .one- 

spondent  for  the  station  during  the  war.  In  1948  he  was  made  radio 

commercial  manager  ami  in  1950  assumed  that  title  for  the  t\ 

operation.     Later   he  became  executive  assistant   to   the   president. 

Werner  Michel  has  left  Benton  S  Bowles 

where  lie  produced  Edge  oj  Sight,  NBC  I  \ 

daytime  myster)  drama,  to  join  Reach.  \I<- 
Clinton  &  Co.  as  radio-tA  director.  Charles 

Dallas  Reach,  chairman  of  the  hoard,  said 

the  move  marks  "a  significant  increase  in 
the  agenc)  9  t\  and  radio  activities,  both 

network  and  spot.  Werner  Michel  will  be 

an  important  factor  in  reaching  this  goal." 
Michel  s  is  the  second  major  appointment  made  b)  the  agencj  r«  ent- 
1\ .  Last  week  Curtis  Berrien  joined  Beach.  McClinlon  a-  vice 

president  and  cop)  director.  Berrien  came  from  FCB,  Chicago, 

where  he  had  been  a  vice  president  Michel's  background  includes: 
DuMont  Television  Network.  CBS  and  K&E.      \t  K&E  be  produced 
the  Fonl  Theatre  and  as  associate  radio-t\  director  worked  on  the 

hit   Sullivan    Shitu     and    created    the    Ford    50th     \nni\cr-ar\     Show. 

f  ,*K   «»»  I 

George  C.  Stevens  has  been  named  gen- 

eral sales  manager  of  the  Transcontinenl 

television  Corp.,  according  to  an  an- 
nouncement made  ih i-  week  l>\  David  C. 

A     %^     I  Moore,   Iran-continent  president.     Stevens 

j^^  has  resigned  as  sales  director  of  W  l!<   V 

^^%3r^^    ■  NB('~  radio  outlet   in   New    ̂   oik.  to  accept 
£A    ff  ̂   ̂ |  the  new    appointment.     He   will   take  up  hi- 

new  post  on  5  VugUSt  in  I'ran-continent- 
executive  headquarters  in  New  York.  Transcontinenl  current!)  owns 
and  operates  WROC-TV,  Rochester,  N.  Y.;  is  a  50$  participant  in 
the  owner-hip  of  W  S\  \- 1  \  .  Harrisonburg,  Va.  and  recentl)  con- 
eluded  a  merger  agreement  for  the  acquisition  of  WRG-AM&TV, 

(Buffalo.  Steven-  ha-  been  connected  with  NBC  for  12  years.  He 

Erst  joined  the  radio  recording  department  in  I'M"),  was  later  made 
comptroller  ol   W  KC  \.  then   account   executive  and  sales  director. 

SI'ONSOK 22  .11  m:   L957 

Mag'net«ism Dictionaries  define  it  as  "power  to 

attract,  power  to  gain  the  offeclions  " 
AND  KOA  RADIO  HAS  IT'  The  pro- 

gramming and  personality  magnetism 
that  dominates  the  entire  Western 
Market! 

Cover-age.  KOA  RADIO  reaches 

—  and  sells— 4  million  Western- 

ers in  12  states,  PLUS  the  sum- 
mer BONUS  oudience  of  over 

12'.'    million    tourists! 

Ra'dlO  meons  KOA  RADIO  -  the 

only  station  you  need  to  sell  the 
entire  Western   Market! 

Call 
KOA 
Radio 

Sales  or 

NBC  Spot  Sales 

w '«■- 

KO 
DENVER 

\> 

^adk 
One   of   America's   greof   radio   itolions 
850    Kc  •  50,000    WATTS 

You're  in 

good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join    the    nation's 
time-buyers  who  select  W  <  -\ for   results!     1957   proi 

l 

make  W  <  .V-  polit      ol  high 
qualitv  at  low  more 
attr.i-  >u. 

-  > 



SPONSOR 

The  marketing  process 

\ve  give  station  managers  and  reps  who  want  to  stimulate 

national  spot  business  this  word  of  advice:  Become  an  ardent 

student  of  the  marketing  process. 

The  marketing  process  was  always  with  us.  But  until  re- 
cently broadcast  sellers  have  only  been  dimly  aware  of  its 

changing  nature  and  vastly  increasing  importance. 

Only  in  recent  years  has  the  industry,  led  by  RAB,  TvB 

and  alert  national  reps,  worked  to  break  away  from  the  claus- 
trophobia that  visualizes  purchase  of  national  spot  as  a  direct 

line  in  which  only  the  timebuyer  and  timeseller  are  involved. 

But  even  as  the  industry  has  grown  wiser  (and  learned 

more  about  the  processes  behind  the  important  timebuying 

function )  marketing  changes  are  evolving.  The  broadcast 

seller  should  know  the  relationship  between  the  product  and 

his  market.  He  should  know  the  basic  objective  of  the  cam- 
paign, the  competitive  situation,  the  amount  of  money  that 

can  be  invested  in  his  market,  the  basic  product  strategy,  and 

which  people  are  involved  in  the  buy.  All  of  these,  and  much 

more,  are  part  of  the  marketing  process  which  the  broad- 
caster and  his  rep  must  know. 

Those  funny  commercials 
We  warned  in  a  recent  editorial  that  comedy  commercials 

are  tricky.  Here  are  two  which  we  think  prove  the  point.  To 

us  they  show  that,  despite  their  great  impact  when  they  are 

successful,  the  comedy  commercial  which  doesn't  come  off 
backfires  worse  than  most  any  other. 

1.  The  recent  Hoffman  radio  commercials.  Seems 

to  us  that  after  the  first  clever  copy  about  sarsaparilla  not 

being  happy,  the  remaining  commercials  have  lost  their  fizz. 

Not  surprising.  Retelling  the  same  basic  joke  over  and  over 

is  bound  to  be  difficult  no  matter  how  many  twists  you  use. 

2.  The  current  Post  cereals  punch  line.  This  is  the 

one  which  goes  "buy  any  cereal  as  long  as  it's  Post's"  or 

words  to  that  effect.  Straight  out  of  Joe  Miller's  joke  book. 
Pity  of  it  is  the  production  and  jingle  accompanying  are  tops. 

We  wouldn't  have  remembered  the  punch  line  otherwise. 

The  moral  again:  there's  nothing  funny  about  comedy  com- 
mercials that  misfire. 

I 
0 

1  THIS  WE  FIGHT  FOR:  Admen  have  learned 

how  to  sell  everything  but  their  role  in  society. 

Tlie  spate  of  anti-advertising  novels  and  movies 
proves  it.  Advertising,  especially  the  tv  branch. 

needs  a  public  relations  program.  And  right  note. 

lO-SECOND  SPOTS 

Gift:  In  Morro  Bay,  Calif.,  six  wait- 
resses chipped  together  and  surprised 

their  boss  with  three  10-second  tele- 
vision announcements  on  KEY-T  ad- 

vertising their  restaurant,  Cooky's 
Grill.  A  tv  commercial — for  the  boss 
who  has  everything. 

Educational  tv:  Prospectus  for  the 

Indiana  University.  WTTV,  Blooming- 
ton,  summer  television  correspondence 
course,  Introduction  to  Typewriting, 

closes  with  this  line:  "A  typewriter  and 
a  supply  of  8]4  x  11  typewriting  pa- 

per are  required."   That  figures. 

Letter  home:  Hooper  White,  tv  pro- 
ducer for  Earle  Ludgin  in  Chicago, 

who  is  off  to  Europe  to  supervise  film- 
ing of  some  commercials,  has  worked 

out  a  cable  for  admen  who  want  a  few 

extra  days  in  Paris  to  send  back  to 

their  agency :  "Rushes  will  follow.  I 

won't." 

Test  patterns:  Foster  D.  Snell  Re- 
search, chemist-engineers  of  New  York 

City,  now  offers  the  following  for  test- 

ing purposes:  "artificially  soiled  fab- 
rics," cotton,  wool  and  nylon  dirtied 

up  with  such  components  as  motor  oil 
and  carbon  black.  Get  set  for  a  new 

wave  of  cleaner-demonstration  tv  com- 
mercials. 

P.R.  at  work:  A  press  photo  of  a 

broadcaster's  party  showing  three 
femmes  (left)  and  three  broadcasters 

I  right  I  bore  crop  lines  disposing  of 
the  distaff  side,  while  the  caption  copv 

attached  began  with  this  instruction: 
"NOTE:  PLEASE  CROP  PICTURE 

WHERE  MARKED!" 

Bobby  in  Adland:  Bobby,  a  four-year 

old  dog  who  was  recently  left  an  es- 
tate of  S50.000  by  his  late  mistress  on 

the  condition  he  have  "the  best  food  a 

dog  can  have,"  has  now  been  given  an 
executive  position  as  honorary  con- 

sultant by  the  Friskies  Division  of  Car- 
nation Co.  at  an  annual  salary  of  5,000 

Friskies  Cubes.  This  salarv  will  en- 
able him  to  live  from  the  interest  of  his 

estate  without  touching  the  principal. 

He  might  even  wind  up  with  enough 

to  buy  himself  an  ad  agency-  partner- 

ship. 

Splash:  Miami  tv  commercials  studio. 
Soundac  Productions  Inc.,  has  added 

a  swimming  pool  for  the  use  of  clients. 

OK.  let's  plunge  for  an  J. I). 



JOHNSTOWN  OVERLAP 

76,701  MORE  TV  HOMES 
From   PITTSBURGH  to   HARRISBUR6 

You  get  76,701  more  TV  homes  with 

WFBG-TV,  Altoona,  plus  Pittsburgh  — the  best 

combination  of  stations  in  the  area!  Sign  on 

to  sign  off,  seven  days  a  week,  WFBG-TV 

delivers  average  ratings  30.1%  greater 

than  Johnstown;  71.4%  more  quarter-hour 

firsts.  ARB  Altoona  Coverage  Study,  March 

1956;  ARB,  November  1956. 

Every'day,  more  and  more  timebuyers  and 
advertisers  are  discovering  the  fact  that 

THE  AUDIENCE  BELONGS  TO  ALTOONA 

and  Pittsburgh!  Your  Blair  man  will  show 

you  why  smart  timebuyers  and  advertisers 

are  switching  to  ALTOONA. 

ONLY  BASIC  CBSTV  STATION  SERVING  THE  AREA 

WFBG-TV 
ALTOONA PENNSYLVANIA 

Channel  10 

ABC-TV  •  NBC-TV 

K,pr.,*nt.d  by  BLAIR-TV 

operated    by  :    Radio    and    Television    Div.   /  Triangle    Publications.    Inc.   /  46th  &    Market   Sts.,    Philadelphia   39.    Pa. 

WFIL-AM  •  FM  •  TV.  Philadelphia.   Pa.  /  WNBF-AM  •  FM  •  TV.   Binghamton,  N.  Y.  /  WHGB-AM,  Harrisburg,   Pa. 

WFBO-AM  •  TV,  Altoona.  Pa.  /  WNHC-AM  •  FM  •  TV.  New  Haven-Hartford,  Conn.   /  WLBR-TV,   Lebanon.  Pa. 

National        Sales        Office.        485       Lexington       Avenue,       New       York       17,       New       York 
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THROUGHOUT  NEW  ENGLAND 

MORE  PEOPLE 
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i 

r^  ,■  r, 

^■^■'■■■■■i 

y  —  i       i      . 
  1  B        ,  I        ,  ■*-- 



I..SS 

874 

^nOCKl-FELLTEB    
PLAZA 

NEW    YORK    20    N    Y 

2*     JUNK     1957 

40(  m  copy  •  %XO  m  ymmr 

PO OR 
THE   WEEKLY    MAGAZINE   TV/RADIO   ADVERTISERS    USE 

There  Must  Be 
A  Reason 

Millions 

and 

^millions 

w  iik'  Hollars 

were    in  v<  stt  d   in    Spol     I  \ 

advertising  by  leading  drug  manufacturers  during  L956. 

ted  because  Spot   TV   brings  drug  advertisers   so  manj    more  sales  dollars 

led  for  every  dollar  they  spend.    There's  no  waste.    You  pin-poinl  the  audi 
ron  want  ...  in  the  markets  yon  want.    Ami  drug  advertisers  linil  ilii-  rate 

nni  i>  even  higher  « > i i  Petry  represented  stations  because  they  are  the  great- 
\  8  in  their  areas. 

KOB-TV Albuquerque 
WSB-TV Atlanta 

KERO-TV Bakersfield 
WBAL-TV Baltimore 
WSN-TV 

Chicago 

WFAA-TV Dallas 

WESH-TV Daytona     Beach 
WTVD Durham-Raleigh 
WICU Erie 

WNEM-TV Flint-Bay  City 
WANE-TV Fort   Wayne 
KPRC-TV Houston 
WHTN-TV Huntington 
WJ  HP-TV Jacksonville 
KARK-TV Little    Rock 
KCOP Los    Angeles 

WISN-TV  Milwaukee 

KSTP-TV  Minneapolis. St.    Paul 

WSM-TV Nashville 
WTAR-TV Norfolk 

KMTV 
Omaha 

WTVH-TV 
Peoria 

WJAR-TV 
Providence 

KCRA-TV 
Sacramento 

WCAI-TV San    Antonio 

KFMB-TV 

San    Diego 

KTBS-TV 

Shreveport 

WNDU-TV South    Bend-Elkhart 

KREM-TV 
Spokane KOTV 

Tulsa 

KARD-TV 

Wichita 

Television    Division 

CWARD  PETRY  &  CO.,  INC. 
THE   ORIGINAL   STATION   REPRESENTATIVE 

'>.'*<  •  CHICAGO  •  ATLANTA  •   BOSTON  •  DETROIT  •  LOS  ANGELES  o  SAN  FRANCISCO  •  ST.  LOUIS 

TIMEBUYERS 

RATE  THE 

STATION  REPS 

\\  li.ii  Ben  ices  are  mo«l 

important?  How  man) 
reps  excel  in  proi  iding 

them?  \  depth  anal- \  -i-  based  on  a  su i 
in  V  } .  and  Chi< 

Page   33 
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Page  40 
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THE 

WHEELING 
INDUSTRIAL  EXPANSION 

STORY  BOARD 

The  /(  heeling  Story 
i-  a  story 

of  Expansion  .'  (iron  lli 
'  Progress! 

The  I  pper  Ohio  \  all< 

■\  i-  truly 

one     "|     the     fastest grow  ing 
markets  in  America ! 

\-  an  advertiser,  this  stor)  is 

important  to  j  ou  because  indus- 
trial expansion  means  new  em- 

ployment added  people  —  in- creased  buying pou  er  onsoleting 

an)  market  figures  published  a- 
recenth  a-  six  moiiili-  a'ro. 

And  the  story  continues  to  un- 
iold.  For  instance  .  .  .  \n  hen  com- 

pleted. Weirton  Steel  will  have 

the  world  -  fastesl  cold  reducing 
Tandem  Mill — creating  new  jobs 
for  it-  13,500  employees. 

Thi 
ad\  erl 

-  i  n  g 

medium  cover- 

ing 

this  ex 

pam 

ing  area  best  is 

WTRF-TV- 

-far 

and    awa)    the 

#1 

Station 

in 

every   accepted 

ami 
tence  measu rement. 

c 

r^^ 

1 

3 A 
4 J 
6 i 

f 
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M        I  (TO  BE  CONTINUED)  g 

a     station     worth    watching" 

wtrf  tv 
Wheeling  7,  West  Virginia 

As  buying  power  soars — so  can 
your  sales  soar  in  this  expanding 

market — if  yon  tell  your  story 
to  the  vast,  interested  audience 
on  Channel  7. 

m 
316,000  wafts 

Equipped  for  network  color 

For  availabilities  and  complete  coverage  information 
-  call  Bob  Ferguson,  V.  Pres.  and  Gen.  Mgr., 

or  Needham  Smith,  Sales  Mgr.    Wheeling  Ex- 
change— CEdar  2-7777   -  or  any  George  P. 

Hollingbery  Co.  Representative. 

reaching  a  market  that's  reaching new  importance! 



BROOK  TROUT 
Salvelinus  fontinalis 

hi    Michigan's    cold  woodland   ttream 
Brook  in  Speckled  Trout  plays  )> 
u  ith  anglers,  lit  is  gamey,  <  olorjh 
on  May  flits.       _ Oncjinal  ̂ kefch  by 

Chartol  E    Schufer 

.-;.'  • 
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Puf  /our  money 

where  fhe  people  are! 
Does  your  radio  advertising  talk  to  trout  instead  of 
people?  Summer,  winter,  spring  and  fall,  WW'J's  Hi-Fi signal,  personalities,  music,  and  news  concentrate  on 
the  millions  of  big-earning,  big-spending  folks  in southeastern  Michigan  to  whom  WW/  is  a  constant 
companion  and  trusted  friend.  Use  WW  J  all  day  .  .  . every  day. 

*£as£ 
Hit  Your  Real  Michigan  Target 

Seventy  /■<  r  ct  at  of   Mi population  commanding  75  per 
(rent  0/  :■  ■  uyhtg  pou  er 
lives   within   H  WJ's  daytime 
primary  area. 

WWJ    RAD.O 

NBC 

Affiliate 

WORLD  S  FIRST  RADIO  STATION 

Owned  and  operated  by  The   Detroit   News 

Motional  Representatives:  Peters,  Griffin,  Y/oodword,  Inc. 

SPONSOR 29  .it  \k   1957 
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DIGEST  OF  ARTICLES 

Timebuyers  rate  the  reps 

33     Whal   rep  services  are  most  important  to  the  buyer,  where  do  the  reps 
excell,   or   fall   short?      \    depth    analysis   based   on   a   sponsor   survej 

A  copy  chief  looks  at  radio 

36     David  B.  McCall,  associate  copy  chief  at  Ogilvy,  Benson  &  Mather,  gives 

tips    on    writing    successful    radio    copy    to    sell    today's    busy    listener 

Fish  story 

39  \  $3.00  spot  on  WBCM  Radio,  Bay  City,  Mich.,  caused  a  near-riot  on 
a  dock  40  miles  away  and  sold  thousands  of  fish  for  Henry   Engelhard 

So  retailers  can't  afford  tv  .  .  . 

40  By  pooling  their  ad  budgets.  Philadelphia-area  Mercury  Outboard  dealer- 
broke  into  tv.    WCAU-TV  and  Roberts  agency  promoted  this  co-op  plan 

Don  McCannon  of  Westinghouse 

42      '"  SPONSOR  interview  lie  explains  why  WBC  swapped  stations  with  NBC; 

how   WBC  views  network   takeover  of  station   time-:    outlook   for   indies 

FEATURES 

26   19th  and  Madison 

57   New  and  Renew 

64  News  &  Idea  Wrap-Up 
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59  Radio  Results 
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In   Upcoming  Issues 

How  to  get  more  out  of  station  merchandising 

An  agency  specialist  evaluates  station  merchandising  sen  ice-  and  tells 
how  maximum  results  can  be  obtained  by  earl)   planning 

Tv  basics/July 

July   comparagraph   will   feature   programing   costs,   "how    competing   cli- 
ents compare,"  program  index  and  spot  television  basics 
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Effective  July  1—  Two  More 

GREAT  Radio  Stations  — 

KTHS,  Little  Rock 

KWKH/  Shreveport 

Join  the  Other  GREAT  Stations 

Represented  Nationally  By 

HENRY  I.  CHRISTAL  CO.,  INC 
KTHS,    Little   Rock  —  50,000   Watts  —  CBS. 

Radio    for    all    of    Arkansas. 

KWKH,    Shreveport  —  50.000    Watts  —  CBS. 
Dominant  station  of  the  Ark-La- IYx  area. 

KTHS KWKH 
Henry  Clay,  Executive  Vice  President 

B.  G.  Robertson.  General  Manager 

Henrv  Clay,  Executive  Vice  President 

Fred  Watkins,   issistant  Manager 
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the  more  you  compare  programming, 

ratings,  coverage,  or  costs  per 

thousand  —  the  more  you'll  prefer 

WAVE  Radio 

WAVE-TV 
LOUISVILLE 

NBC  AFFILIATES 

NBC  SPOT  SALES,   EXCLUSIVE  NATIONAL  REPRESENTATIVES 
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Exquisite  Form  Itriis  (through  (>rv\  tdvertising)  is  plan- 

ning <i  s^  million  tv  expenditure  starting  in  fall,  with  S.'i. ."> 
million  in  spot,  $1.5  million  hi  four  network  spectaculars 
through  the  year.  This  //  campaign,  according  in  train  Rose- 
man,  Exquisite  Form  director  of  advertising  ami  salt's  pro- 
motion.  is  largest  ever  planned  by  a  soft  goods  manufacturer. 

The  newsmaker:  It's  always  .1  problem  to  advertise  .1 
bra  "ii  i\.  Hut  Exquisite  Form  Bras,  which  solved  the  problem  in 

tin-  past,  i-  now   planning  t<>  go  into  a  fall  t\   effort  of  a  dimension 

Dot   dreamed   of   1>\    -"It    u   Is    manufacturers    in    the   past.     Irwin 
Roseman,  Exquisite  l"|>  ad  executive,  announced  this  week  thai  the 

firm  will  be  spending  >•">  million  1  through  Grey  Advertising )  on  its 
52-week   h    effort    -tailing    in    fall. 

•(•in  commercial  theme  will  be  the  same  as  it  i-  in  magazines: 

'In  Exquisite  Form  the  lad)  is  you',"  Roseman  told  SPONSOR.  "And 
there'll  be  zither  music  in  the 

ba<  kground.  In  effect,  we'll  be 
telling  women  through  the  live  ac- 

tion films  'here's  how  you  look 

when  dressed  if  you're  wearing 

an  Exquisite  Form  Bra  and  you've 

got  yourself  a  guy,  too'." 
The  film  commercials  will  be 

riltuall)  a  transliteration  of  the 

magazine  ads,  thus  bypassing  am 

possible  continuity  acceptance 

problems.  In  the  commercials,  li\>- 

models  wearing  the  Exquisite 

Form  Bra  will  always  appear  fully 
dressed,  ami  the  copy   point  will  be  made  b)   implication. 

Exquisite  Form  and  (.re\  Advertising  plan  to  gel  this  message 

x  i"-~  through  varied  filmed  man-woman  situations  "in  lush,  roman- 
tic settings  thai  carry  the  conviction  of  feminine  loveliness  and  ap- 

peal." They'll  be  playing  this  theme  a  minimum  four  or  five  times 
dail\  seven  days  a  week  on  a  52-week  basis  in  at  least  90'  <  of  the 
top  t\   markets  in  the  country. 

Says  Roseman:  "In  each  market  there  will  be  at  least  one  one- 
minute  announcement  between  7:30  and  10:00  p.m.,  with  additional 

one-  between  10:00  a.m.  and  1:30  p.m.  and  7:30  p.m.  to  midnight 

we'll  use  onh    network  affiliated   stations." 
Where  the  network  spectaculars  are  concerned,  Exquisite  Form 

still  has  trial  balloons  in  the  air,  but  expects  to  anchor  firm  plans 

for  three  fall  and  one  spring  show  In  mid-July.  "We  do  know  that 
we  will  telecast  our  spectacular-  either  Saturday  or  Sunday  night 

between  l):00  and  10:30  p.m.  Our  choice  of  programing  is  Bome- 

what  limited  by  our  product.  We're  nol  contemplating  am  children's 

fain    tale  spectacular-." 

Also  still  up  in  the  air  i<  the  lady  mistress  of  ceremonies  who'll 
introduce  the  commercials  and  probabK  deliver  them  on  network. 

It's  said  (seriously  1  that  Jayne  Man-field  U  being  considered.     ̂  

Irwin  Roseman 
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IN  PHILADELPHIA 

MORE  PEOPLE  LISTEN  TO 

WPEN  THAN  TO  ANY 

OTHER  RADIO  STATION 

* Pulse  March-April  1957—6  A.M.  to  Midnight  Monday  thru  Satt'i) 
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THE     STATION     OF     STAR     ENTERTAINERS 

THESE    ARE    THE   PERSONALITIES 

PHILADELPHIA      LIKES      BEST 

JACK   O'REILLY 
5:00-9:00  A.M. 

PAT   A    JACK 

9:00-10:00  A.M. 

RED   BENSON 

10:00  A.M.-1:00  P.M. 

MAC    McOUIRE 
THE   950  CLUB 

1:00-3:00  P.M. 

Sundays  10  A.M. -6  P.M. 

CAL  MILNER 
A    LARRY   BROWN 
THE  950  CLUB 

3:00-7:00  P.M. 

C233T 

BUD   BREES 

7:00-11:00  P.M 

FRANK   FORD 

11:00  P.M.-2:00  A.M. 
ART  RAYMOND 
2:00-5:00  A.M. 

WPEN  was  yea
rs  ahead  in 

establishing  itself  as  Philadelphia's 

Music  and  News  station. 

We  are  an  independent  station,  free  to 

program  to  local  tastes.  We  offer 

Entertainers  —  not  platter  spinners.  And 

we  program  them  in  long  blocks  of 

time  to  give  the  audience  an  opportunity 

to  form  lasting  listening  habits. 

We  are  dedicated  to  the  proposition 

that  only  top  calibre  entertainers 

provide  top  flight  entertainment. 

And  the  music  they  play  is  selected 

with  loving  care. 

Commercial  messages  are  not  delivered 

between  network  shows  by  nameless 

announcers.  Our  clients'  sales  are 

managed  by  Star  Entertainers  whose 

names  inspire  loyalty  and  confidence  in 

the  products  they  sell. 

We  are  first.  There  is  no  other  place 

to  go — so  we  intend  to  stay  right  here. 

THE      BEST      IN 

RADIO       ENTERTAINMENT 

24      HOURS      A      DAY 

7      DAYS     A      WEEK 

Represented  Nationally  by  GILL-PERNA  INC.  — New  York.  Chicago.  Los  Angeles.  San  Francisco  and  Boston 
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APITAI J 
On  May  2, EVENT 

the  cornerstone  for  wrc-tv's  new  four  million 
dollar  color  television  plant  in  Washington,  D.C., 

was  officially  installed  by  Vice  President  Richard 
M.  Nixon  and  NBC  President  Robert  Sarnoff. 

Beginning  this  Fall,  wrc-tv  will  fulfill  the 

promise  in  Mr.  Sarnoff  s  dedication  remarks : 

"Soon  the  nation  will  be  able  to  see  in  living  color 
the  events,  personalities,  and  scenes  of  the  Capital, 

and  from  this  added  dimension  our  people  will 

gain  a  truer  picture  of  the  institutions  that  are  part 

of  our  national  heritage.  In  a  real  sense,  they  will 

acquire   a  better  picture  of  their  government/' 
And  in  the  words  of  Mr.  Nixon  this  was  "an 

historic  occasion,"  for  this  is  the  first  structure 
ever  built  expressly  for  color.  It  is  also  a  symbol 

of  wrc-tv's  integration  with  Capital  life,  and  of 
its  aontinuing  service  to 
viewers  and  advertisers 

:  m,(f>w°4 
Washington, . 

Sold  by  (NBC)  Spot  Sales 

WRC IV 

RC    WRC  TV 
w 

V1)/ 

y. 

i 



Wosi  tignificant  tv  and  radio 

newt  oj  the  week  with  interpretation 

in  depth  for  Ihi^y  readeri 

•PONSOR    PUBLICATION!    IX) 

SPONSOR-SCOPE 

29  JUNE  The  wheels  In  DetroH  are  beginning  to  go  aronnd,  and  It's  ;c<  happj  ■  sound C**yrlikt    IM7  ..  ...     .  .  .    . 

u  spot  radio  "ill  hear  anywhere  tin*  summer. 

The  rush  is  on  to  gel  campaigns  started  in  Jul\  and  August.  For  the  auto 

people  want  t.>  be  sure  the)  can  lew  up  the  top  50  markets.  Not  onlj  thai  the  car  mak- 

ers always  tend  to  jocke)  around  fur  t hi-  earliest  feasible  announcement  deadline,  thus  will 
need  their  air  arsenal   in   readiness. 

Ford  Institutional  starts  a  26-week  campaign  in  July  primarily  to  pave  the 

waj  for  the  in-"  Edsel.  The  pitch:  To  identify  the  newcomer  with  the  company  which 
builds  the  Ford,  Mercury,  and  Lincoln.  Chicago  JWT  takes  possession  of  the  periods 
for  EdaeJ  itself  In  September. 

Other  heav}  spol  buyers  "ill  In-  the  Dodge  ami  Plymouth  divisions  of  Chryslei 
— with  an  c\f  open   for  the  l"--t   franchise. 

\-  .1  sidelight  in  the  scramble:  Watch  for  the  cold  remed]  boys  to  advance  their 
buying  from    kugusl  to  .lul\    to  avoid  running  into  clearance  problems. 

I  liai  -  already    happened   network-wise.    Groves  this  week  closed   f"r  20  weekrj 

menta  on  CBS  Radio   ($20,000  per  week),  starting  in  late  September;  an. I  NBC  Radio  '-'"t 
commitments   For   business   worth   $8,000  a   week. 

Meantime  NBC  Radio  lias  a  hid  from   one  of  tin-   Big  Three  auto  companies 
for  any   open    spots   on    Monitor    in    November. 

I  In-  contract   would  be  for  three  weekends. 

This  is  the  kind  <>f  thumbnail  success  story  that  ,ui\es  radio  a  dramatic  lift:  Nash 

Rambler  dealers  in  one  daj  disposed  of  135.000  cardboard  Mile-a-Dials  as  a  re- 
sult of  nine  mentions  for  the  piveaway  on  Monitor  over  a  weekend. 

The  promotional   gadgets   had   been   uatherin;:  dust   in   dealers'  showrooms. 

key  noting  all   the  radio  activity   shaping   up   in   Detroit    is   this   system   of   logic 
voiced   by   (ihrysler  executive   to  a      network    official: 

•  \< l\ r rt isi nix   alone   doesn't   sell   cars.     Car-  tend   to  sell  ear-. 

•  The  best  prospect   is  the  car  owner  who  is  unhappy    with   "hat    he's  got — and 
whats  a  better  time  to  cash  in  on  tlii-  dissatisfaction  than   while  he's  driving? 

•  So   there's  no   more   Ideal    "ay   to   pet  a  car  owner  to  a  dealer's  showroom  than 
while  he's  mi   t lie  road  with   his  radio  turned   on. 

The  Petry  Company's  "crusade"  to  hypo  niphttime  spot  radio  sales  by  the 
rate-reduction    route    is   cvokinp    three   schools  of  thought   among  the  reps. 

\   cheek   bj    SPONSOR-SCOPE   (hi-   week   found  the  rep-  entrenched  in  the-e  positions: 

li     Coins  along    with   the   Petrv   thesis  hut  limiting  rate  cuts  to  Stations  and   mar- 
kets that  show    no  signs  of  an  early  pickup    in    nighttime    business). 

2)  Allowing  discounts  or  combination  rate-  on  nighttime  spot-  to  advertisers  who 
also  are  usinp  daytime  spots  on  the  same   station. 

3)  Standing  firm  againsl  nighttime  reductions  on  the  theory  that  as  more 

and  more  advertisers  pet  crowded  out  of  daytime  they'll  have  to  buy  nighttime 
at    uncut    rates. 
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SPONSOR-SCOPE   continued  .  .  . 

Kingpin  network  tv  advertisers,  like  General  Foods  and  P&G,  are  finding  it 

so  tough  to  spot  their  brands  without  running  into  product  conflicts  that  some  admen 
are  predicting: 

The  time  is  not  far  off  when  the  biggies  will  have  to  throw  away  the  book  on 
produet  and  brand  proteetion. 

Take  GF  for  instance:  It's  got  Instant  Coffee  which  conflicts  with  Maxwell  House's 

regular  brand;  Postum  which  competes  with  these  two  as  well  as  Sanka;  and  Baker's  Choco- 
late which  competes  with  all  four.  Fitting  them  into  a  network  schedule  rapidly  is 

approaching  the  impossible. 

(See  2  Fehruarv  SPONSOR-SCOPE  for  pertinent  hackground  on  this  problem.) 

Pepsi-Cola  is  using  Monitor  this  summer  basically  as  a  medium  to  catch  peo- 
ple outdoors. 

Note  this  paragraph  describing  Pepsi-Cola's  promotional  target  in  a  statement  by  ad 
v.p.  J.  Charles  Derrick: 

"During  the  summer.  America  becomes  a  nation  on  the  go.  with  millions  of 
people  in  cars  and  small  boats,  at  beaches,  at  resorts,  at  home  in  the  backyard.  Wherever 

they  go,  we  want  them  to  think  of  Pepsi,  and  we  are  going  with  them  through  the  most 

effective  wav  of  reaching  this  'nation  on  the  go' — with  radio." 

i- 

If  you  have  a  consumer  product  whose  sale  depends  to  a  large  extent  on  the 

housewife's  hot  little  hands,  you  might  just  as  well  face  it — either  you  crash  the 
super  markets  or  drop  out  of  the  bigtimc  Latest  to  learn  this  lesson:  The  makers 

of  photographic  film. 

Likelv  to  lead  the  rush  for  shelf  space  is  Eastman  Kodak,  which  takes  over  alter- 
nate sponsorship  of  the  Ed  Sullivan  show  6  October. 

Amon?  other  competitors.  Eastman  lately  has  had  a  wary  eye  on  Polaroid  (successfully 

using  the  Steve  Allen  show). 

The  Eastman-Sullivan  buy  involves  $5.5  million  annually  in  time  and  talent  under  the 

ae?is  of  J.  Walter  Thompson.  Thoueh  Compton  made  a  strong  bid  for  the  Eastman  busi- 
ness while  this  marketing  transformation  was  going  on.  JWT  pulled  through  to  retain 

its  long-standing  relationship  with  the  Rochester  giant. 

P.S. :  K&E  also  pitched  the  Sullivan  show  to  Eastman. 

Items  that  go  into  the  medicine  chest — not  beans  or  steak — are  the  top  profit- 
takers  for  the  super  markets. 

Note  this  breakdown  of  weekly  gross  profit  per  square  foot  of  space  as  developed 

in  a  grocery  store  study  by  the  C.  J.  LaRoche  agency: 

Hair  spray  &  rinses  __   .$31.80         Butter     .   $8.94 

Bandages  &  tapes     21.45         Other  dairy  products      _  8.80 

Dentifrices  15.96         Tomato  soup     7.41 

(Headache  remedies  rate  11th  in  dollar  volume  and  5th  in  total  profits.) 

The  quickening  trend  to  agency  mergers — forced  in  a  large  measure  by  cli- 

ents wanting  more  services — has  a  point  of  rebound  in  the  not  too  distant  future. 

Agency  management  experts  think  that  product  conflicts  could   put  the  brakes  on. 

One  of  these  experts  predicted  to  SPONSOR-SCOPE  that,  because  of  this  limited 

product  scope,  the  peak  in  domestic  billings  any  agency  will  be  able  to  achieve 

is  about   8300  million.     BBDO  now  ranks   as   the   biggest   domestic    agency    with    S200 

The  big  gasoline  sponsors  won't  be  able  to  bring  their  next   year's  ad   plans 

into  focus  until  they  know  the  horsepower  situation  of  next  year's  Detroit  models. 
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SPONSOR-SCOPE   continued 

It  stands  to  reason  thai  t*  would  nol  command  such  rabnloni  audiences  it  it* 

programs  were  planted  toward  particular  audiences.    1 1 1 « -  statistical  proof  "f  the  pud- 

ding  i-  ill. it  there  aren't  am  reall)  drastic  listening  differences  bj  region,  urban-rural  popu- 
lation, "i   i\ in  income  and  education. 

Tine,  men-women-children  preferences  do  exist  Bui  aside  from  that,  there  seems  to 
be  only  our  other  factor  of  major  consequence — age< 

NBC  TV  told  SPONSOR-SCOPE  this  week  thai  il  has  been  doing  quite  s  bit  of  prob- 

ing in  this  direction  i>n  m  continuing  basis.  \n<l  much  of  it  Is  concentrated  on  1 1 •  •  -  ap< 

peals  that  tingle  the  younger  and  t  !■«-  older  housewives. 

Here  is  how  MK  I  \'  found  the  homebodies  divide  their  loyalties  for  some  of  t  f  1  *  -  big- 
ger shows,  bj  iups: 

vol  NfGEH  HOUSEWP  ES 

Robert  Curamings  show 

I've  '-"I    i  Question 

Playhouse  90 

Steve    \lli-n 
Dragnet 
Margie 

Matinee  Theatre 

Gunsmoke 

01  DEB  HOI  SEWIV1  - 

$64,000   question 
Burns  &  Allen 
Groucho  Marx 

Vrthur  Godfrey 
Ed   Sullivan 

Lawrence  Welk 

Ralph   Fdwards 
Hit  Parade 

Here's  our  bit:  reason  for  Colgate's  indecision  about  continuing  with  The 
Ttiti  Payoff  and  Strike  It  Rich:  It  wants  to  make  sure  thai  its  daytime  tv  fare  is 

well    distributed    in    appeal    among   the   younger  and   older   housewives. 

In  cost-per-1,000  these  two  shows  consistently  have  rated  among  the  lowest  fat  one 

time  the  figure  was  around  00c*  per-l,000-homes-per-commercial-minute).  Age-appeal  now 
is   the  question. 

\RC  TV's  sale*  developers  have  come  to  the  conclusion  that  the  women's 
service   program   is  kaput   as  a   sponsor  lure. 

Here  are  their  observations: 

•  The  cost  of  tv  makes  it  mandatory  for  the  advertiser  to  set  his  sights  for  a  mass  audi- 
ence that  will  drop  it<  chores  to  look  at  the  screen. 

•  Minority-interest   groups  are  too  expensive  to  cater  to. 

•  Not  enough  women   look   to  tv  for  self-improvement.    The\    prefer  to  be  enter- 
tained bv  the  medium. 

As  the  tv  networks  try  to  build  up  their  teen-age  audience-  with  pop  musical 

shows,   radio   is  heading  in   another  direction — toward    more   drama. 

RCA  Thesaurus  report*  that  sales  of  transcribed  soaps,  adventure-:,  and  mysteries  have 
"one  up  around  300T   the  pa«t  vear. 

Other  radio  program  transcribers  Hike  World.  Goodman,  and  Michaelson)  give  a 
similar  picture. 

(For  an  analysis  of  thi«  trend  see  the  spot  radio  section  of  SPONSOR'S  Tulv  Tv  and 

Radio  Basics.  For  why  sponsor's  annual  has  changed  name — from  Fall  Facts  Basics  -sec 
editorial,  page  81.  I 

In  term«  of  total  sponsored  hours  per  month  at  night,  the  trend  toward  al- 

ternating and  participating  sponsorship  on  the  tv  networks  slowed  down  slightly 

the  past  season    (though   it's   still   a  lnsty  force). 
A  Nielsen  compilation  of  the  hours  occupied  by  alternating  and  participating  sponsors 

vs.  full  sponsorship  gives  these  ratios: 

SPRINT,  1955 
31% 

SPRINT,  19.>6 

42% 

SPRING   1957 

13 
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SPONSOR-SCOPE    continued  .       . 

Chicago  ad  agencies  have  found  a  pleasant  anil  profitable  occupation  for  the 
physically  handicapped:    Monitoring  their  spots  on  radio  stations. 

The   recruiting   is   done   through   state  agencies. 

Several  major  tv  film  producers  have  an  answer  to  Madison  Avenue's  cynical  question 

"What's  the  good  of  pilots?" 

The  replv  "We're  eliminating  them." 

Here's  how   these  companies   will   be  showcasing  their  future  product: 
CALIFORNIA  NATIONAL  (RCA  subsidiary)  :  Will  produce  a  "prototype,"  tell- 
ing about  star,  theme,  writers,  director,  etc.,  running  about  eight  minutes.  After  the  cap- 

sule has  been  exhibited  to  prospects,  the  actual  series  will  go  into  production.  With  or  with- 
out an  order.  39  will  be  made. 

RKO-TELERADIO:  Each  proposed  series  will  be  put  under  the  motivational  re- 

searcher's microscope  and  the   analysis   submitted  to  prospects  along  with  39  scripts. 
SCREEN  GEMS:  Will  sell  from  a  visual  presentation,  including  10  minutes  of  film 

giving  the  essence  of  the  show,  and  39  story  outlines. 

GUILD:  Intends  to  focus  the  sales  pitch  strictly  on  performance  records:  com- 

pany, pyoducer,  writer,  star,  and  how  similar  material  has  been  received  in  the  past. 

(See  Why  Admen  Deprecate  Value  of  Pilots  11  May,  SPONSOR-SCOPE,  page  11.) 

Another  tv  network  v.p.  this  week  took  the  long  trek  to  see  Henry  J.  Kaiser 

in  Honolulu:    ABC  TV's  Ollie  Treyz. 
The  mission:  Salvaging  something  out  of  the  Sunday  night  film  feature  deal  which 

recently  blew  up  when  not  enough  good  product  could  be  scrounged. 

Y&R.  Kaiser's  agency,  thinks  he's  gone  out  with  a  print  of  Maverick   (western). 

The  trend  toward  simplifying  the  buying  of  spot  is  taking  definite  shape. 
The  first  draft  of  a  form  which  would  serve  both  as   confirmation   and   an  order 

has  been  worked  out  between  the  SRA  and  the  Four  A's. 

It's  all  part  of  the  push  by  seller  and  buyer  to  reduce  the  ever-increasing  tonnage  of 

paperwork. 

NBC  Radio  has  sold  the  first  network-created  radio  documentary  in  years: 
Life  Around  the  World. 

It  will  be  a  quarter-hour  strip  across  the  board  after  7:45  p.m.  Life  Magazine  will 

participate  two  ways:  As  supplier  of  editorial  matter  and  as  participating  client.  The  deal 
is  via  Y&R. 

CBS  TV  Spot  Sales  is  putting  its  promotional  guns  to  work  to  combat  the  im- 

pression that  open   prime   spots   are  hard  to  find  on  its  stations.    The  pitch: 

1)  Among  its  four  top-market  stations,  out  of  a  total  of  164  AA  breaks  100  turned 

over  at  least  once  a  week.    Average  turnover  was  at  least   2.0  times. 

2)  You  can  get  weekly  bulletins  showing   open   spots   and   ratings. 

Rather  than  create  a  ticklish  situation  with  its  Dorothy  Gray  account,  McCann- 

Erickson  this  week  abruptly  called  off  a  pitch  that  was  to  be  made  in  behalf  of  its 

subsidiary.  Marschalk  &  Pratt. 

The  opportunity  it  thereby   passed  up :    Woodbury- Jergens. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  57;  Spot  Buys,  page  62;  New?  and  Idea  Wrap-Up,  page  64;  Washington 

Week,  page  73;  sponsor  Hears,  page  76;  and  Tv  and  Radio  Newsmakers,  page  82. 
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WHEN   KANSAS  CITY  GOES  SHOPPING  .  .  . 

It's  a  WHB  world FOOD   .   .   . 

Mote  national  food  product  advertising  is  placed  mi  WHB  than  on  all  other  local  radio  stations 
combined.   And  locally,  virtually  all  major  food  chains  advertise  consistently  on  WHB 

DRUGS . . . 

National  drug  advertisers  and  local  drug  Stores  spend  more  money  on  Willi  than 
on  all  other  local  radio  stations  combined. 

AUTOMOTIVE  .  .  . 

WHB  carries  schedules  for  every  major  national  automobile  advertiser.    Local  car  dealers 
buy  more  time  on  WHB  than  on  all  other  local  radio  stations  combined. 

Every  cigarette  brand  buying  spot  radio  in  Kansas  City  in  1956  bought  WHB. 

NEW   HOMES   .   .  . 
Kansas  City  home  builders  put  more  new-home  advertising  on  Willi  than 
any  other  Kansas  City  radio  station. 

and  IT'S  A  WHB   AUDIENCE  .   .   . 

Whether  it  be  Mr  fro  Pulse,  Nielsen,  Trendex  or  Hooper — 
whether  it  be  Area  Nielsen  or  Pulse  —  WHB  is  the  dominant  first  among  every  important 

audience-type.    That  statement  embraces  the  housewife,  her  husband,  their  teenagers  — 

as  well  as  the  farm  family.  Every  survey  agrees.    Whether  it's  audienci 
or  advertising  it's  a  WHB  world!  Talk  to  Blair  or  WHB  GM  G<<>r<i<   W.  Armstrong. 

WHB    10,000  watts  on  710  kc.  Kansas  City,  Missouri 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM   Miami 
REPRESENTED    BY    JOHN    BLAIR    &    CO. 

TODD    STORZ,    PRESIDENT 

ION 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WTIX  New 
REPRESENTED    BV    ADAM    YOUNG    INC. 

SPONSOR      •      2«)   ,ll\K    195' 
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Maybe  you  heard  them  too    the  sound 
and  fury  of  claims  about  new  programs 
that  were  supposed  to  blow  New  York 
viewing  habits  sky-high. 

Well,  the  smoke  is  settling  now.  Let's 
see  what  actually  has  happened: 

WCBS-TVs  share  of  total  vu  wing  is 
greaU  r  than  at  any  tirru  in  tht  past  two 
years!...  WCBS-TV  leads  tfu  second- 

place  station  by52%—tfu  third  station 
by  is.;' ;.'...  WCBS-TV shows  a  largi  r 
audiena  gain  than  any  other  station  in 
the  past  year!. .  .  WCBS-TV  leads  in 
every  hour  of  tht  day  but  onejrom  5  am 
straight  through  to  sign-off! 

It  takes  day-in,  day-out  showmanship 
to  win  and  hold  attention  in  television's 
biggest  market.  To  its  superb  schedule 
of  CBS  Television  Network  progran 
WCBS-TV  add-  a  dazzling  array  of 
local  entertainment  and  put. lie  affail 

programs,  including  allfivi  of  the  top- 
rated  local  participating  programs, 

andfour  oftfo  topfivi  daik 
programs  in  all  New  York  television. 

Naturally,  more  national  advertisers 

buy  the  station  that  attracts  the 

biggest  audience  most  of  the  time. 

WCBS-TV 
Channel  2 -represented  by  C!  ^iles 



BOTH  "BOUNCED"  TO 

NO.  1  STATIONS 
ratings      STILL      climbing 

by  leaps  and  bounds! 

KOBY    IN    SAN    FRANCISCO  — 

Everyone's  talking  about  KOBY's 
amazing  rise  to  San  Francisco's No.  1  independent  station.  Ratings 

prove  KOBY's  popularity — March- 
April  Pulse:  weekdays  6  a.m.  to 

midnight  7.3.  Saturdays  76.  Sun- 
days 9.3!  March-April  Hooper: 

weekdays  7  a.m.  to  6  p.m.  21.3, 

Saturdays  27.9.  Sunday  34.7.  Niel- 
sen agrees — rates  KOBY  at  21.100 

NSI  6  a.m.  to  midnight.  KOBY 
operates  full  time  .  .  .  10,000 

watts  make  it  the  bay  area's  most 
powerful  independent.  Represented 

nationally  by  Edward  Petry  &  Com- 

pany, Inc. 

KOSI IN   DENVER- 

AM  Ratings  are  on  a  constant  up- 

swing leaving  no  doubt  on  KOSi's 
No.  1  independent  position.  April- 
May  Hooper:  17.2  a.m.,  21.4  p.m. 
share.  February  Pulse:  155  all  day 

average.  KOSI  sells  full  time — to  a 
big.  big  audience  .  .  .  Operates  at 
5.000  watts.  Represented  nationally 
by   Forjoe. 

MID-AMERICA 
Broadcasting    Company 

In   Greenville,    Mississippi   WGVM 
is   No.    1    in   Hooper  and   Nielsen 

16 

I   Timebuyers 
at  work 

Norman  Baer,  director  of  radio-tv,  Lew  in.  Williams  &  Saylor,  Inc., 

New  York,  says:  "I've  noticed  lateh  the  increased  popularity  of  a 

closed-circuit  industry  show  I  call  'Musical  Chairs'.  I'm  referring 
to  the  ever  increasing  changes  among  reps  and  salesmen.  Looking  at 

m\  list  of  a  year  ago  compared  to  today's  men  who  call  on  me,  I 
find  few  of  the  same  men  repre- 

senting the  same  companies.  In 
one  instance  I  notice  that  six  men 

have  called  on  me  from  the  same 

compam  within  11  months.  I  was 

getting  so  worried  about  these 

changes.  I  thought  something  must 

he  wrong  with  me  and  I  verv  care- 
fully investigated  my  soap  and 

toothpaste,  hut  found  them  all  to 

be  irreproachable  and  completely 
blameless.  Nevertheless,  salesmen 

left  me  in  the  midst  of  obtaining 

availabilities  and  data  and  failed  to  mention  the  negotiations  to  their 

successors.  A  great  deal  of  confusion  resulted  and  often  buys  didn't 
go  through  because  of  the  delays.  I  realize  that  this  is  not  a  new 

situation  and  well  always  have  to  live  with  it  in  our  business,  but  I 

think  it  s  reaching  the  point  where  it's  a  major  problem  to  the 
buyer-seller  circuit  and   the  reps  should   take   a   good   hard   look. 

Gary  Pranzo,  Cunningham  &  Walsh.  New  York,  timebuyer  for  Bri-k 

and  Super  Suds,  feels  that  "merchandising  isn't  a  primary  consid- 

eration, but  all  things  being  equal  it  can  plav  a  decisive  part."  The 
most  important  merchandising  service,  he  thinks,  is  placing  store 

displays.     "Here,  the  station's  standing   in  the  community    and  the 
impact  of  its  advertising  can  be 
the  kev  to  its  merchandising.  For 
thev  must  sell  the  merchant  on  the 

value  of  your  particular  store  did 

play  to  his  cash  register.  This  isnl 

easy.  Store  space  is  usually  lim- 
ited and  competition  for  space  is 

severe.  Literally  hundreds  of  oth- 

er sales  and  promotion  men  are 

tr\  ing  to  secure  the  same  space  for 

their  displays.  The  station's  mer- chandising force  must  show  why 

your  store  display  should  be  gives 

preference.  It  must  point  out  the  relation  of  its  advertising  to  the 

merchant's  store  displa\  :  that  its  athertising  initiates  the  sale — help- 
ing to  bring  attention  to  the  product,  and  creating  desire  and  belief 

in  it — and  that  the  store  display  consummates  the  sale  as  a  visual 
salesman  who  reminds  the  consumer  to  bin  the  merchandise.  Thus, 

it  becomes  a  strong  sales  weapon  when  properly    placed  in  stores.' 
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WFBG  -TM from   PITTSBURGH  to  HARRISBURl! 

FIRST! 

Wnrld'x  RpKt  Mnvir*-  WFBG-TV, 
Altoona,  has  exclusive  rights  to  the 
great  MGM,  Warner  Bros.,  20th 
Century- Fox  and  RKO  libraries  .  .  .  over 
2500  feature  films  that  have  topped  qll_ 
competition  in  market  after  market. 

FIRST! 

Audience  Superiority:  Only  basic 
CBS-TV  station  covering  the  area, 
WFBG-TV,  Altoona,  also  carries  the 
outstanding  ABC-TV  programs. 
WFBG-TV  delivers  30  of  the  top  40 
shows.  Sign  on  to  sign  off,  seven  days 
a  week,  WFBG-TV  delivers  average 

ratings  30.1  %  greater  than  nearest  com- 
petitor; 71.4%  more  quarter-hour  firsts. 

I 

Promotion  Superiority:  NUMBER 

ONE  in  the  NATION  in  Billboard's 
19th  Annual  Competition  for 
Promotion  of  Feature  Films,  WFBG-TV, 
Altoona,  is  tops  in  promotion  in  the 
one-and-two  station  market  category. 

I-
 

For  top-audience  availabilities  on  WFBG-TV,  check  Blair-TV  or  Triangle's  National  Sales  Office  tod< 

Sources:  ARB,  29-County  Coverage  Study,  March  1956 
ARB,  Altoona,  November  1956 



C«»Ot   B   CONTOuOS 

JOHNSTOWN  OVERLAP 

01  MORE  TV  HOMES 

E sry  day  more  and  more 

rart  time- buyers  switch 

cWFBG-TV,  Altoona,  because 

ry  realize  that  the  audience 

vst  of  Johnstown  belongs 

oPittsburgh . . .  the  audience 

(t  of  Johnstown  belongs 

oWFBG-TV.  It's  that  simple. 
cir  Blair-TV  man  has  PROOF. 

WFBG-TV 
ALTOONA,       PENNSYLVANIA 

«    HLY  BASIC  CBS-TV  STATIOH  SERVIHG  THE  AREA 

Channel  10 

ABC-TV  •  NBC-TV 

Reprtteniid  by  BLAIR-TV 

■■ted  by:    Radio   and  Television    Div.  /  Triangle   Publications,   Inc.  /  46th  &  Market  Sts..   Philadelphia  39,   Pa 

FIL-AM  •  FM  •  TV,  Philadelphia.  Pa.  /  WNBF-AM  •  FM  •  TV,  Binghamton,  N.  Y.  /  WHGB-AM,  Harrisburg,  Pa. 

FBG-AM  •  TV,  Altoona,  Pa.  /  WNHC-AM  •  FM  •  TV.  New  Haven-Hartford.  Conn.  /  WLBR-TV,  Lebanon.  Pa. 

es       Office,       485       Lexington       Avenue,       New      York       17,       New      York 



WRBL 
19  COUNTY 
COVERAGE 
(in  Ala.  and  Ga.) 

In  those    19  counties   live  500,000  people   with 

an  effective   buying    power  of 

$659,425,000! 
(Survey     of     Buying     Power     Report,     May     10, 
1957) 

55%  MORE  RADIO 
HOMES  DELIVERED 

THAN  STATION  "B" 
Day  or  night  monthly — NCS 
No.  2.  WRBL  also  leads  in 

day  or  night  weekly,  daytime 

weekly,     and     daytime     daily. 

IMPORTANT   To   important   people 

the  1,200.800  people  in  the  WRBL-TV 
Coverage  area 

LOCAL    ADVERTISING  ON  +20.2% 

WRBL-TV  +20.0%     J"aj -  Proof  of         +:}:{. 2%  i    £  i 
confidence  I  *"  S  I 

.■■■■ 

A'l      percentage     figures     show 
increase     over     previous     year. 

Sales  results  for  the  advertiser 
and  community  acceptance  are 
p. oven  by  our  continuous  gains 
year   after    year. 

WRBL 
AM-FM-TV 

CALL  HOLLINGBERY  CO. 

COLUMBUS,  CEORCIA 

by  Joe  Csida 

Sponsor 
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A  fat  year  for  tv  film  companies 

There  are  all  kinds  of  continuing  indications 

that  the  telefilm  business  is  heading  into  its  big- 

gest season  I  1 9.57-1 958  i .  Around  the  Holly- 

wood lots  production  is  booming  at  an  unprece- 

dented pace.  The  network  fall  schedules  show 

more  film  programs  (as  opposed  to  live  I  than 

at  am  time  -ince  video's  beginning.  On  the  lat- 
ter score  an  ad  run  recentlv  by  Screen  Gems 

served  to  highlight  the  web  usage  of  filmed  shows.  The  Screen  Gems 

copy  made  the  point  that  each  week  2.558  Screen  Gems  shows  are 
televised  in  the  nations  100  top  cities. 

And  the  ad  listed  10  programs  currenth  showing  or  about  to  show- 
on  one  or  another  of  the  three  tv  networks.  Of  these  Father  Knous 

Best.  Mystery  Theatre  and  The  Web  are  programed  via  NBC:  Ford 

Theatre,  Circus  Boy,  Adventures  of  Rin  Tin  Tin.  and  Wild  Bill  flir- 
hock  pla\  the  ABC  airlanes;  and  Hickock  and  Playhouse  90  grace 

CBS'  channels.  Captain  Midnight,  of  course,  runs  national  spot,  and 

Tales  of  the  Texas  Rangers  will  go  network  but  hasn't  been  set  yet. 
Almost  every  day  another  American  made  tv  film  series  is  sold  in 

another  foreign  country.  More  and  more  the  foreign  market  looms 

as  a  big  additional  profit  potential  for  the  right  kind  of  film. 

Stations  will  share  production  cost 

Financial  activities  also  indicate  the  thriving  state  of  the  industrv. 

As  an  example,  National  Telefilm  Associates'  nine-month  statement 

i  for  the  period  ending  30  April  I  shows  more  than  a  300'  \  increase 
over  the  equivalent  three-quarter  period  a  year  ago.  with  a  $81 8.592 
net  for  the  last  nine  months  as  against  a  $191,397  net  for  the  same 

time  last  vear.  NTA  claims  to  have  exhibitor  contracts  for  its  prod- 
uct to  the  extent  of  812.346,041  dollars.  For  the  equivalent  time  a 

\  ear  ago  such  contracts  totaled  about  83,500.000.  Other  recent  tele- 
film statements  have  been  healthy  too. 

And  a  somewhat  unusual  new  arrangement  was  concluded  in  the 

tv  film  field,  just  about  the  time  this  piece  was  being  written.  Four 

Westinghouse  tv  stations  (KYW-TV,  Cleveland:  KDKA-TV.  Pitts- 

burgh: WBZ-TV,  Boston  and  KPIX.  San  Francisco)  and  two  inde- 

pendents I  WPIX.  New  York  and  KTTY.  Los  Angeles  i  have  made  a 

deal  with  the  aforementioned  Screen  Gems  to  share  in  the  produc- 
tion and  distribution  of  a  new  tv  film  series,  called  Casey  Jones. 

The  stations  will  pav  part  of  the  production  costs  and  share  in  the 

profits  i  if  am  I  of  the  series.  Each  of  them  is  renting  the  series  on 

the  usual  syndication  basis  for  its  own  market,  and  the  series  is  then 

being  made  available  for  markets  in  the  rest  of  the  country  on  a  local 

and  regional  basis.  If  tin-  works  out  there  doesn't  seem  to  be  any 
reason  why  other  stations  around  the  country  may  not  go  into  simi- 

lar producing  and  distributing  partnerships  with  other  film  firms. 

Increasing!)  interesting  to  watch  is  the  accelerated  acti\it\  in  the 

fee  tv  phase  of  the  business.     We  carried  on  at  considerable  leniith 
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in  our  last  column  on  the  subject,  with  some  detail  concerning  the 

Video  Independent  Theatre  operation  in  Oklahoma,  Some  addi- 
tional interesting  fa<  ta  have  been  revealed  concerning  this  operation. 

Foi  instance,  while  \ll  has  no  intention  ol  carrying  commercials 

in  thai  phase  ol  their  program  which  shows  tn~i  run  "i  re-runs  ol 

feature  films,  the)  'I"  anticipate  carrying  commercials  in  anothei 

phase  of  their  programing,  .1  —  t ■  i  1  >  dealing  with  news,  weather,  linn- 

ami  music.  I  In'  Oklahomans  have  alread)  discussed  theii  project 
with  man)  Hollywood  film  producers  and  distributors  ami  claim 

that  the  HolK  w < >. •« I  I, .Ik  were  ver)  much  interested  in  supplying 

|,i oducl  to  the  \  I  I  operation. 

\-  this  i~  being  written  the  >i\th  annual  Convention  i>f  the  Na- 

tional Communit)  relevision  Association  has  just  about  concluded 

in  Pittsburgh.  Reports  from  the  Convention  indicate  thai  the  ap- 

proximatel)  350  communit)  television  system  operators  attending 

were  ver)  bullish  on  the  fairl)  immediate  prospects  "I  the  introduc- 

tion and  rapid  growth  ol  wired  fee  television. 

Fee  h  convention  in  Pittsburgh 

Two  ki-\  speakers  at  the  convention  were  <  arl  Leserman  "I  Inter- 
national telemeter  Corp.  and  Milton  Slia|i|i  of  Jerrold  Electronics 

Corp.,  one  "I  the  leading  manufacturers  "I  communit)  antenna 

equipment.  I  IT.  of  course,  is  the  fee  t\  system  whereb)  a  coin  box 

i-  attached  to  the  te\e\  ision  set,  and  the  \  iewei  inserts  a  coin  oi  coins 

to  unscramble  the  signal  on  a  given  program.  Slia|>|i  made  an  all- 

out  pitch  for  fee  t\  via  closed  circuit  wires,  while  Leserman  indicated 
that  in  his  \  iew  either  broadcast  fee  t\  oi  closed  circuit  would  be 

acceptable.  Shapp  told  the  group  that  it  was  bis  belie!  that  broad- 

cast fee  t\  would  not  go,  and  Hut  the  onl)  sound  wa)  for  fee  tele- 

vision to  operate  was  \  ia  closed  circuit. 

High  on  the  discussion  agenda,  both  on  and  olT  the  official  speak- 

er's platform  was  the  Video  Independent  Theatres  projecl  discussed 
here  last  week,  and  above.  It  was  the  consensus  that  the  Bartlesville 

experiment  was  highl)  important  to  the  assembled  operators.  If  the 

experiment  is  successful  there  seems  to  be  ever)  possibility  thai  other 

communit)  antenna  operators  wiL  join  with  theatrical  exhibitors  to 

set  u.i  similar  enterprises. 

I  verybody,  it  seems,  is  hustling  into  the  fee  t\  act  Both  Zenith 

ami  (T>S.  on  opposite  sides  of  the  fee  t\  fence,  made  it  their  business 

to  make  their  respective  pitches  before  the  General  Federation  of 

W  omen  s  Clubs  com  en  lion  in  \-he\  il'.s,  N.  ('..  last  week.  I  he  situa- 
tion seemed  a  little  confused,  but  the  genera]  feeling  is  that  the 

ladies  are  lining  up  against  lee  t\.  at  least  a-  a  broadcast  service. 

Sen.  Strom  Thurmond,  Democrat  ol  South  Carolina,  introduced  a 

hill  in  the  Senate,  which  would  prohibit  charging  a  fee  for  home  t\. 
The  hill  was  similar  to  one  introduced  in  the  House  earlier  in  the 

year  b)  Rep.  Emanuel  Celler.  \ml  in  New  V'ik.  a  gent  we've  never 
heard  ol  before,  named  Max  Kantor  wind  Horace  Stoneham  of  the 

New  1  o,k  Giants  and  Walter  O'Malle)  of  the  Brooklyn  Dodgers 

15,000,000  each  for  a  season's  fee  l\  rights  to  their  respective  team's 
ball  games.  Kantor  called  a  press  conference  in  town  to  reveal  his 

wired  offer  because  the  ball  moguls  ignored  him.  Said  his  corn- 

pan)  was  a  newl)  formed  closed-circuit  t\  compan)  called  I  \'\  .  Inc. 

Don't  know  where  this  i-  all  leading,  but  with  such  large  billows 
oi  smoke  floating  about  a  blaze  is  likel)  to  erupt  somewhere.  It  will 

l>e  interesting  to  watch.  ^ 

WILS 

114°o    MORE  audience 

than    Station    B    ALL    DAY' 

5000 
LIVELY  WATTS 

Mar. -Apr.    '57    Hooper    In    Lansing    Shows 

MONDAY    THRU    FRIDAY 

WILS         Station  B 

7:00   a.m. -12    noon  61.4  23.5 

12   noon-6:00   p.m.  53.7  30.1 

SPONSOR 2()    .11  \K    1957 

MORE  listeners 

than   all    other 

stations   heard    in 

Lansing    combined. 

Mar.  thru  Apr. 

average  C.  E. 

Hooper,  Inc. 

WILS 
K0|^   *|£  cjlft 

Represented    Nationally   by 

Venard.    Rintoul    &    McConnell,    Inc. 
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SOME 
PEOPLE 
NEVER -  LEARN! 
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"Once  bitten,  twice  shy,"  goes  the  <>1<I  saw.  But  every  year,  Summei 

bright  promise  puts  a  silencer  on  the  maxims.  And  all  over  again,  forgetful  baseball  fans 

are  firmly  convinced   that    their  seventh-place  stalwarts  are   a  shoo-in    for  the   pennant. 

In  television,  it's  a  sure  sign  of  Summer  when  the  talk  in  the  trade  press  18 

all  about  Fall.  A  favorite  theme,  of  course,  is  always  the  unprecedented  variety  of  programs 

waiting  in  the  wings.  Programs  skillfully  designed  to  please  all  tastes,  all  ages.  Westerns! 

Mysteries!  Comedies!  Adventures!  They're  all  coming— all  you  have  to  do  is  wait  till  Fall. 

However,  more  and  more  local  and  regional  advertisers  are  learning  they 

don't  have  to  deal  in  futures.  Variety  and  balance  of  programs?  That's  exactly  what  non- 

network  advertisers  have  had  to  choose  from,  and  can  choose  from  right  ""//•,  in  the  CNP 

catalogue  of  prime  syndicated  TV  film  products.  Variety  and  balance  like  this: 

Tin  crunchy  goodness  qj  charter-boat  <i<l !v< mt  u re  in  rolling  Caribbea n  waters. 

The  toothsome  hilarity  <>/<i  Unit/locked  \\'<it<  r  CommissUnu  r's  misadvi  ntures. 

Gripping  episodes  ofundt  m>ver  espionage  with  a  real  bird  of  a  secret  agent. 

Blazing  six-gun  action  by  a  thunder-browed  Marshal  with  a  lightning  draw. 

Spine-tingling  tales  with  chilling  plots  that  always  hingt  on  narrow  squeaks. 

Stirring  stories  of  pioneers  whosi  exploits  set  Conestoga  tongues  to  waggn 

Smashing  dramas  of  polia  versus  underworld  that  provi  thosi  prison  cells 

are  busting  up  that  old  gang  of  crime. 

This,  as  they  say,  is  only  a  partial  listing.  To  give  you  a  clearer  idea:  In 

New  York  City  alone,  14  different  CNP  shows  are  currently  being  programmed  every  w> 

Want  a  real  run  for  your  money?  Or  a  profitable  re-run  for  your  money? 

We  probably  have  exactly  the  program  type  you're  looking  for.  Not  "coming  next  Fall,"  but 

now.  Don't  phone,  wire  or  write.  One  of  our  sales  representatives  will  call  on  you  in  the 

near  future.  If  he  doesn't,  let  us  know.  NBC  TELEVISION  FILMS  a  division  of 

CALIFORNIA  NATIONAL  PRODUCTIONS,  INC. 

\ 



PLUGS 
THE  HOLE 

IN   THE  CENTRAL 
WASHINGTON 

MARKET 

FABULOUS  HOOPER 

f     Jan.  21   Ihru 
Feb.  9,  1957 

Mon.  thru  Fri. 

7  AM- 12  Noon 

Mon.  thru  Fri. 

12   Noon- 6   PM 

Sets  in  use 31.4 

19.0 

KIT 43.2 
50.1 

Slo     B 25.1 
20.0 

Sta.  C 17.0 15.2 

Sta.  D 
14.0 

16.4 

^  Sample  Size 9,543 
11,702         J 

AM  RATING  AV.  13.6 

PM   RATING  AV.     9.5 

Washington  State's  FOURTH  MARKET, 
with  54,478  radio  homes,  is  200  miles 
from  Spokane,  and  150  miles  from  Seattle 

and  Tacoma — set  apart  by  the  Cascade 
mountain  range.  NO  OUTSIDE  MEDIUM 
CAN  CLAIM  MORE  THAN  AN  INSIGNIF- 

ICANT DRIBBLE  OF  INFLUENCE  AND 
COVERAGE  IN  THE  YAKIMA  MARKET 

AREA.  Fill  this  big  gap  in  the  Northwest 

with  Radio  KIT,  Central  Washington's 
FIRST  radio  station — its  popularity  proved 
by  HOOPER.  KIT,  Independent  Radio- 
Music,   News,    Sports.      Established   1929. 

YAKIMA,  WASH. 

5000  WATTS    •    1280  KC 

mv 
SOUNDS    BETTER — 

SELLS    BETTER 

REPRESENTATIVES 

NATIONAL:  THE  BRANHAM  CO. 

SEATTLE:  HUOH  FELTIS  A  ASSOCIATES 

PORTLAND:  Q.  COX  A  ASSOCIATES 

JACK  GOETZ,  Gen.  Mgr. 

BOX    Mil,  YAKIMA,  WASH. 

News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Lady  ad  maiiager  for  Lady  Esther:  kav  Reed,  who's  something 
of  a  walking  ad  for  cosmetics,  has  just  been  appointed  advertising 

manager  of  Lady  Esther  (division  of  Chemway  Corp.  of  Chicago) 

b\   Milton  S.  Samuels,  general  manager  of  the  company. 

Before  joining  the  35-year-old  cosmetics  firm,  Kay  was  an  agency 

account  executive  for  various  cosmetics  products.  She  also  traveled 

throughout  the  Southwest  as  beauty  and  fashion  coordinator  for 
industrial  relations  firms. 

"Times  have  changed  radically  in  the  beauty-fashion  field,"  she 

told  sponsor.  "We've  just  launched  a  new  Lady  Esther  Dry  Skin 
Cream  and  are  test-marketing  it  with  radio  announcements  in  sev- 

eral markets,  through  our  agency,  Donahue  &  Coe.  Now  in  the  old 

days  women  worried  about  dry  skin  in  winter  only.  But  we  expect 

to  have  them  talking  about  'drychosis,'  our  term  for  dry  skin,  bv 

fall  and  use  this  cream  as  a  year-'round  aid."' 
While  radio  has  not  been  traditionally  used  as  extensivelv  as  tv 

and  magazines  for  selling  face  creams.  Kav  feels  that  today's  women 

are  sufficiently  "sophisticated  about  beauty  care  to  form  their  own 

image  from  spoken  copy  alone."  If  the  test  campaign  is  successful. 
Ladv  Esther  plans  to  use  spot  radio  extensively  by  fall  to  open  up 

national  distribution  on  a  market-by-market  basis. 

Kay,  who's  a  slim  tall  blond  with  a  models  shape,  will  be  lecturing 
to  teen-agers  on  beautv  care  throughout  the  country  this  fall. 

"I  should  know  about  teen-agers,"  she  told  SPONSOR.  "I've  got  a 

teen-age  daughter  who's  married  and  lives  in  Japan  at  the  moment 

with  her  G.I.  dentist  husband." 

AWRT  group  reports  on  Venezuela:  The  four  AWRT  am- 
bassadors to  Venezuela  I  courtesy  of  the  Creole  Petroleum  Corp.) 

returned  from  a  one-week  tour  of  the  country   on   16  June. 

At  a  cocktail  reception  in  New  York's  Park  Lane  Hotel.  Edythe 
Fern  Melrose,  president  of  AWRT  and  WXYZ  and  WXYZ-TV,  De- 

troit, personality,  spoke  enthusiastically  about  the  Venezuelan  econ- 

omy and  culture. 

"This  is  a  nation  racing  toward  its  destiny  which  seems  inev- 

itablv  one  of  greatness,"  she  said.  "I  was  particularly  impressed 
with  the  tremendous  amount  of  construction  work  that  is  evident 

everywhere,  and  with  the  advanced  architectural  concept  of  the 

Venezuelans." Vacationers  might  note  the  comments  of  Helen  Hall.  NBC  Monitor 

correspondent,  who  "loved  the  modern  homes,  built  around  patios 
and  designed  for  functional  living:  the  widespread  use  of  modern 

equipment  like  deep  freezers,  washing  machines  and  other  ap- 

pliances." 

And,  career  gals  with  a  ven  for  Latin  America  might  note  that 
Venezuelan  women  are  assuming  main  important  government  and 

industr)    jobs  as  well  as  rising  to  prominence  in  professions. 

The  other  two  AWRT  returning  wanderers  are  Edna  Lizbeth  Free- 

man of  WFBC,  Greenville,  S.  C.  and  Fran  Riley.  Ted  Bates  radio- 

t\    publicist. 
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Most 
honorable 

report : 
Miami  prefer 
"Destination 

Tokyo " 

if 

Miamians  had  a  choice  of  two  trips 

to  Tokyo  one  recent  Sunday  night  from 

10:00  to  12:30.  Station  WTVJ  showed 

Warner  Bros.'  "Destination  Tokyo", 

starring  Cary  Grant  and  John  Garfield, 

while  WCKT  had  MGM's  "Thirty  Seconds 

Over  Tokyo",  starring  Spencer  Tracy 
and  Van  Johnson. 

Results:  a  25.4  ARB  rating  for  the 

Warner  Bros,  film   distributed  by  A.A.P. ; 

a  9.1  rating  for  the  other  Tokyo  story, 

shown  during  the  same  time  period. 

This  kind  of  pulling  power  for 

Warner  Bros,  features  is  being  repeated 

in  market  after  market  from  coast 

to  coast.  For  rates  and  availabilities, 

write,  wire  or  phone 

CI.CI.D: 
Distributors  for  Associated  Artists 

345  Madison  Ave..  MUrray  Hill  6-2323 

75  E.  Wacker  Dr..  DEarborn  2-2030 
1511  Bryan  St..  Riverside  7-8553 

9110  Sunset  Blvd..  CRestview  6-5886 

nc. 

Productions  Corp. 

NEW  YORK 
CHICAGO 

DALLAS 
LOS  ANGELES 
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Handy  Bookmark  Series 
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Keep  your  place 
in  Los  Angeles 
with  KTTV 
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49th  aid 

Madisoi 

An  early  start 

I  was  pleased  on  inspecting  the  picture 

page  in  the  8  July  issue  to  find  our 
group.  It  is  surprising  that  we  look 
reasonably  wide  awake  at  such  an 

early  hour.  We  had  always  had  trou- 

ble in  getting  a  big  turnout  at  the  cock- 
tail hour  or  luncheon  hour  but  we 

were  agreeably  surprised  at  how  pop- 
ular with  the  businessmen  the  break- 

fast hour  was  as  we  got  a  very  satis- 

factory attendance. 
Campbell  Arnoux.  president 
WTAR  Corp.,  Norfolk 

•  Reader  Arnoux  refers  to  SPONSOR'*  new 
picture  pa?e  feature.  Pieture  Wrap-Up,  which 
appears    on    pape   66    this    i&ue. 

Pulse  all-media  study 

Your    article    on    Pulse's    new    media 
measuring  system  raises  certain  ques- 

tions about  research  techniques. 

Pulse  with  its  so-called  "single  yard- 
stick for  all  media"  has.  in  my  opin- 
ion, made  a  significant  contribution 

in  the  area  of  inter-media  studies. 

Pulse  has  placed  the  cost-per- 1,000 
comparison  between  newspapers  and 
radio  and  television  on  a  more  realis- 

tic basis  than  any  generally-publicized 
effort   to   date. 

The  basic  concepts  behind  the 

"yardstick"  are  imaginative  and 
sound.  However,  some  of  the  research 

techniques  used  seem  to  need  to  be 

refined  before  a  truly  precise  compari- 

son between  print  and  broadcast  costs- 

per- 1,000  is  possible. 
In  the  area  of  media  selection.  Pulse 

has  made  a  contribution  that  is  of 

quite  apparent  importance:  that  of  re- 
ducing newspaper-broadcast  compari- 

sons to  the  common  denominator: 
what  it  costs  in  each  medium  to  reach 

1%  of  homes  in  a  market.  The  means 

is  thus  provided  for  cutting  through  a 

vast  amount  of  promotional  hocus- 

pocus  in  both  broadcast  and  print  me- 
dia measurement.  In  so  providing. 

Pulse  has  registered  two  important 

points:  one  is  the  likelihood  that  the 

typical  number  of  newspaper  ad-read- 
ers probablv  comes  much  closer  to  the 

typical  number  of  broadcast  commer- 
cial viewers  or  listeners  than  has  been 

generallv  supposed  to  be  the  case.   The 
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-, ii  ..ml  i-  the  likelihood  thai  the  i\  pi- 

ca] coal  of  reaching  a  given  percent- 
.1  people  in  a  im:ii  kel  m  iili  .1  news 

paper    ad    is    pi  obablj     man)     tim 

iter  than  thai  "I  reai  hing  the  same 

percentage  "I  people  w  iili  .1  1  adio  com- 
mercial, and  several  times  greater  than 

m  ith  .1  i>-lr\  ision  commercial. 

I  iliink  it  can  fairrj  be  said  in  m.ik 

ing  it-  recent  comparison  studies, 
Pulse  ii  ied  i"  lean  ovei  backwards  to 

rive  newspapers  the  benefit  of  the 

doubt.  Even  so,  the  difference  in  cost- 

per-person  reached  l>\  newspapei  a< I- 

.iikI  in  cost-per-person  reached  b) 
broadcast  commercials  is  too  startling 

1. 1  be  passed  < » i  1  as  an  ei  ror  in  meas- 

urement. Given  costs -per -ad  readei 
for  newspapers,  thai  are  as  much  as 

in  times  a>  hijih  as  those  per  commer- 

cial listener  in  radio  and  I  ~>  times  as 
liijih  as  those  per  commercial  viewei 

in  television,  there  is  n<>  question  l>ut 

that  a  drastic  reappraisal  <>f  formerl) 

accepted  media  cost-per*l,000  "rules  ol 
thumb"   is   indicated. 

I'lii-  Pulse-developed  concepts  and 
findings  noted  above  are  impressive. 
However,  while  mam  of  the  research 

techniques  used  in  conjunction  with 

those  concepts  and  findings  meet  de- 

sired standard-,  some  lew  might  be 

unproved,  if  trul)  precise  compari- 
sons are  the  ultimate  goal.  F01  one 

thing,  to  interview  ever)  member  of 

the  famil)  present  in  a  home  probabl) 
produces  less  accurate  information  as 

to  each  person's  level  ol  readership  or 
listenership  than  to  interview  onl)  one 

person    per    family. 

\  more  important  problem  i-  thai 
the  method  tlms  far  emploi  ed  b)  Pulse 
for  obtaining  prinl  ad  remembrance  is 

intrinsicall)  different  from  that  used 
to  obtain  broadcast  commercial  re- 

membrance. For  newspaper  ad  re- 

membrance,  an  actual  cop)  of  yester- 

day -  newspaper  i-  leafed  through  with 
the  respondent  as  he  indicates  the  ads 

lie  "remembers."  On  the  other  hand, 
for  broadcast  commercial  remem- 

brance, a  li-t  o|  the  brand  name-  i- 

shown  the  respondent  and  he  then  in- 

dicate- which  he  "remembers"  hearing 
01  seeing.  Obviously,  the  two  devices, 
the  actual  newspaper  and  a  brand  li-t 

otTer  considerabl)  different  levels  of 
help  to  the  respondent. 

However,  Pulse  has  experimented 

further.  The  experimental  de\  ices 

Pulse  has   mentioned:     frames   to    help 

1  Please  turn  paae  I 
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Get  the  inside  facts 

Get  the  facts  from  INSIDE  San  Antonio's  51- 
county  market.  Get  the  facts  on  KONO  .  .  .  the 

No.  One  station  that  DARED  to  change  its  pro- 

gramming to  make  its  listening  audience  even 

bigger  than  ever  .  .  .  DARED  to  offer  a  com- 

pletely new  concept  in  radio  broadcasting  that 

has  already  strengthened  KONO's  audience  lead 
over    its    follow-the-leader    stations. 

Get  the  facts  ...  all  the  facts  .  .  .  call  your  H-R 
or  CLARKE  BROWN  man. 

860  kc       5000  watts 

E3     E3 
SAN  ANTONIO  RADIO 
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advertisers  with  rapidly  changing 

market-by-market  problems  are 

as  a  basic  advertising  medium 

Alan  c.  Garratt,  Advertising  Manager  of  the  ACC  Division  ("PALL 

MALL"  and  "HIT  PARADE"  cigarettes)  of  the  American  Tobacco  Company, 

puts  it  this  way:  "Introducing  HIT  PARADE  cigarettes  to  a  mass  audience 
in  a  highly  competitive  field  is  a  major  advertising  problem.  Thanks 

especially  to  BBD&O  and  Spot  Radio  and  Television,  we  have  cracked  the 

country,  market  by  market.  The  stations 

represented  by  NBCSpotSalesplayeda  big  i 

part  in  the  promotion  of  our  new  brand." 

InbcJ 

OF  THE 
YEAR 

"SPONSOR'S  Fall  Facts  Basics  is  a 

handy  reference  sounc  on  the 
basics  of  broadcasting,  designed  for 

year-round  use.   Bigger  and  better 
with  em  h  edition.   My  only  complaint 

is,  it  gets  borrowed  too  often." Jeremy  D.  Spraguc 
Time  Buying  Supervisor, 

(Cunningham  it-  Walsh,  Inc..  \  .)  . 

FINAL  AD  DEADLINE   11    JULY 

49TH    &  MADISON     continued  .  .  . 

identify  a  television  commercial  and 

jingles,  etc.  to  help  identify  a  radio 
commercial  are  intriguing  because 

they  seem  to  offer  promise  of  eventual- 
ly establishing  more  trulv  comparable 

print-ad  and  broadcast-commercial  re- 
ii M a nl i ranee  techniques. 

A  final  point  to  put  the  above  re- 
marks about  refining  research  tech- 

niques in  their  proper  perspective. 
Such  changes  as  I  have  suggested 

probabl)  would  not  materially  alter 
the  relationships  Pulse  found  between 

newspapers   and   broadcast   media. 

Summing     up     my     comments,     the 

Pulse    "single    yardstick"    establishes 
new   and    important    relationships    be- 

tween newspaper  and  broadcast  costs. 
The  yardsticks  concepts  are  basically 

sound  but  its  research  techniques  could 

be  made  more  precise  if  it  is  to  pro- 
vide the  most  comparable  print/broad- 
cast measurements  possible. 

Harry   Smith, 

director    radio-tv    research 

N.  W.  Ayer  &  Son,  New  York 
#  Reader  Smith's  comments  refer  to  the  article 
"Fountl,  an  all-nierlia  yardstick"  in  the  23  Maj 

issue  and  la~t  is-ue's  Sponsor  A-k-.  **\*  hat  i* 

>our    reaction    tf»    Pulse's    new    all-media  >  ard-lick  ?" 

Art   director  awards 

Our  studio  was  pleased  to  see  the  men- 
tion accorded  as  winner  of  the  New 

York  Art  Directors  Club  Medal,  on 

page  46  of  sponsor  for  18  Max  1957. 

However.  I'm  sure  that  someone  else 

has  pointed  out  the  caption  switch  be- 
tween the  Lincoln  and  Ford  medal 

winners. 

Actually   Bill  Melendez  was  the  art 
director    for    the    commercial:     Chris 

Jenkyns  and  Sterling  Sturtevant.  layout 
and   design:    and    Bill   Littlejohn.   the 
animator.     Of   course   the   agency    for 
whom  the  commercial  was  created  was 

J.  Walter  Thompson  Co..  of  New  \  ork. 

George  W  .  Woolen 
director  of  public  relations 
Playhouse  Pictures.  Hollyuood 

New  sales  manager 

In  vour  issue  of  April  20.  in  New  and 

Renew,  under  "Broadcast  Industry  Ex- 

ecutives," \  ou  have  listed  Robert  S. 

Tyrol's  new  affiliation  with  W  TIC  as 
■'local  account  executive  and  his 

former  affiliation  "assistant  general 
sales  manager.    The  reverse  is  the  case. 

Bernard  Muffins 

vice  president,  public  relations 
WT1C,  Hartford 
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KLZ-TV  dominates 
in  Denver 

KLZ-TV 
station  manager,  looking  over 
the  undisputed  leadership 
of  Channel  7  in  the  latest  (May) 
ARB  Denver  ratings. 

shows  in  the 

top  50  than  for  all  three  other 
Denver  TV  stations  combined. 

(KLZ  has  27;  Station  B,  13; 
Station  C,  10;  Station  D,  0.) 

KLZ-TV  non-network 

shows  in  the  top  15  non-network 
than  for  all  others  combined 

(12  out  of  15). 

share  of  audience 

sign-on  to  sign-off,  seven  days 
a  week,  of  all  Denver  TV 
stations. 

*  Highest  rated  network 
show  in  Denver. 

*  Highest  rated  local  TV 
show  in  Denver. 

*  Highest  rated  news  — 
weather — sports  shows. 

*  Highest  rated  local  news 
shows  —  morning, 
afternoon  and  night. 

Capitalize  on  the 
overwhelming  dominance  of 

.  Sell  to  Denver's 
largest  TV  audiences.  Call 

Jack  Tipton — or  wire  your 
KATZman— NOW! 

**'<- 

& 

CBS    in    DENVER 

Channel 

-TV 

Represented  by  the  KATZ  Agency 
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MARTIh 

Starring 

GARGAN 
Meet  James  W\  Seiler, 

Director  of  ARB,  The  un- 
biased source  of  the  ratings 

upon  which  these  facts 
are  based. 



ANE  WINS 

7/^  Share  of  Audience 
IN  FIRST  RATING  SURVEY! 

55.6 
45.8 
50.8% 

0/  OF  AUDIENCE 

0  IN  CINCINNATI,  0. 

0/  OF  AUDIENCE 

0  IN  COLUMBUS,  0. 

Friday  —  10:00  10:30  pm 

MARTIN  KANE   -55.6°o  share 

Station  B  —20.9%  share 

Station  C  -20.0°o  share 

Other  —  3.5°o  share 

Wednesday  —  10:15  10  45  pm 

MARTIN  KANE   -45.8%  share 

Station  B  —  43.0°o  share 

Station  C  —  11.2°o  share 

OF  AUDIENCE 

0  IN  ATLANTA,  GA. 

Monday  —  10:301 1:00  pm 

MARTIN  KANE   -  50.8°o  share 

Station  B  —  41.4°o  share 

Station  C  —  7.8°o  share 

ARB,    May,    1957 

► 

4  WW  THE  TOP  ««
 

TIME  AFTER  TIME. 

ZIV 
SHOWS 

N   CITY  AFTER  CITY! 



WBRE-TV  Means 
NEW  COMMUNICATION 

to  the  people  of  19  Counties  in  N.E.  Pennsylvania 

A  bride  is  more  than  orange  blossoms,  church  music  and  honey- 

moon .  .  .  She  represents  a  lot  of  new  beginnings,  new  clothes, 

new  home,  new  furniture,  new  friends,  new  neighbors.  She  and 

thousands  like  her  represent  a  whole  new  market  every  day  to  the 

advertisers  on  WBRE-TV.  With  a  set  count  of  330,000  reaching  a 

population  of  2,000,000  you  can  sell  a  lot  of  merchandise  to  and  for 

brides  in  North  Eastern  Pennsylvania  on  WBRE-TV. 

i   !  r- 
AN.JMta^J  BASIC    BUY  :   National    Representative  :  The    Headley-Reed    C 
Counties    Covered:    LUZERNE  LACKAWANNA  LYCOMING  COLUMBIA 
SCHULYKILL  NORTHUMBERLAND  MONROE  PIKE  WAYNE 
WYOMING  SULLIVAN  SUSQUEHANNA  BRADFORD  UNION 

LEHIGH  SNYDER  MONTOUR  CARBON  CLINTON 

rm 

TV  Channel  28 
WILKES-BARRE.  PA. 

A  new  form  of  communication  was  conceived 

by  the  Pharos.  They  built  the  world's  tirst 
lighthouse  which  dominated  the  eastern 

Mediterranean.  It's  tiery  beacon  sent  mes- 
sages to  navigators  at  sea,  and  to  the  citizens 

ot  the  ancient  metropolis  oi  Alexandria.  This 
beacon  was  accounted  one  ot  the  Seven 
Wonders  ot  the  World. 
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TIMEBUYERS  II   RATE  THE  REPS 

JPONSOR  survey  finds  wide 

igreement  on  which  rep 

inns  do  the  best  job.  Buyers 

«>n>ider  delivery  of  "fast 

nd  thorough  availabilities** 

lost  important  aspect  of 

ep  service.  "Data-in-depth** 

rated  the  least  vital 

f\  sponsor  surve)  of  timebuyers  in  New  York  and  Chicago,  just 
completed,  for  the  first  time  provides  answers  to  these  questions  aboul 
me  pei  formance  of  station  representatives: 

•  is  there  an  elite  group  of  representatives,  recognized  as  superior in  selling  and  sen  icing  ? 

•  How  I. ii  ahead  are  the  leaders  ' 

•  Ire    leading    representative    firms    uniformly    outstanding    in    .ill 
aspects  "I  selling  and  sen  icing  '. 

•  \\  bat  do  timebuyers  fed  reps  should  do  to  improve  sen  ii 
sponsor's  surve)    was  conducted  b)    mail   in    fune.     Question! 

u.-ni  I,,  250  buyers  in  New  York  and  I  hi<  igo  al  known  to  be 
highl)  acth  e  in  -|i"(  buj  ing. 

\-  an  index  of  the  interest  in  the  subject  among  buyers  themselves, 
2493    -I  those  surveyed  returned  questionnaires      rhis  is  an  extreme!) 
high  return  since  the  questionnaire  asked  buyers  to:   (1)   li~t  five  rep 
firms  m  the  order  oi  ilu-ir  performance  foi   five  categories  of  servii 
2)  ch  ol  il..'-r  categories  of  service  in  ordei   of  importai 

and    (31    suggest    improvements,      \    total    of    60    buyers    answered 
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Timebuyers  want  more  creative  selling  from 

reps — but  they  want  it  fast  and  before  they  start 

buying.    The  big  plea:  make  avails  clear,  complete 

Some  33  buyers  from  24  different 
agencies  signed  questionnaires  (though 

the)  were  not  required  to  do  so).  Tlius 

at  least  24  different  agencies  are  repre- 

sented in  the  returns  and  the  probabil- 

ity i-  the  number  is  considerably  high- 
er since  the  original  mailing  went  to  70 

different  agencies. 

The  survey  demonstrates  that  lead- 
ers in  the  representative  field  are  far 

out  in  front  of  their  competitors.  As  a 
glance  at  the  charts  at  right  will  show, 

the  same  five  representative  firms 

ranked  among  the  top  five  for  each  of 

five  categories  of  performance.  This 
was  so  despite  the  fact  that  buyers 

were  definitive  in  filling  out  the  ques- 

tionnaires— and  did  not  merelj  repeat 
the  same  names  in  the  same  order  for 

each  category. 

A  total  of  31  representative  firms  in 
all  were  mentioned. 

In  written  comments,  buyers  pointed 
■out  that  the  fact  a  firm  was  not  ranked 

near  the  top  did  not  mean  individual 
sealesmen  for  that  firm  might  not  be 

outstanding.  Some  buyers  who  ranked 
certain  firms  high  did  so  because  as 

they  pointed  out.  "my  salesman"'  from 
that  firm  is  tops.  Buyers  said,  too,  that 

cooperation  from  the  stations  a  firm 

represents  is  all-important  in  determin- 
ing whether  the  firms  salesmen  can  do 

a  good  job.  If  the  stations  don't  come 
through  with  the  facts,  the  salesmen 

can't  look  good  in  front  of  the  buyer. 

Sonic  Inner-  said  Hath,  their  ranking 

was  influenced  l>\  quality  of  stations 
represented.  The  better  the  station, 

the)  said,  the  better  the  liaison  with the  rep. 

sponsor  asked  timebuyers  to  state 

which  of  the  five  categories  of  service 

are  most  important  to  them:  dav-in. 

day-out  selling:  providing  fast  avail- 
abilities: providing  thorough  availabil- 

ities data:  in-depth  market  and  other 
data:  follow-through  after  the  buy. 

Fast  availabilities  and  thorough 
availabilities  were  tied  as  number  one, 

with  166  points  each.  Day-in,  day-out 

selling  was  third  with  129  points:  fol- 
low-through was  fourth  with  109;  in- 

depth  data  was  fifth  with  89. 

The  point  system  worked  this  wa\ 
(both  for  ranking  of  the  rep  firms  and 

of  performance  categories  I  : 

|  Each  number  one  vote  counted  five 
points;  number  two  counted  four:  and 
so  on  down  to  number  five  which 

counted  as  one  point. 

The  five  categories  of  rep  service 

were  then  graded  as  to  their  relative 

value  in  the  esteem  of  the  buyers.  In- 
depth  data  with  89  points  was  set  at  a 

value  of  "1"  and  the  other  categories 

graded  in  ratio. 
The  purpose  of  this  grading  was  to 

find  the  real  value  of  each  point  scored 

under  the  different  categories.  Obvi- 
ousl"    if  buvers  consider  fast  and  thor- 

What  aspects  of  rep  service  are  most  important? 

Score  # 
1.  Providing  availabilities  fast                166 Value** 

1.87 

1.  Providing  thorough  availabilities        166 

1.87 

3»  Day-in,  day-out  selling                           129 

l.ltS 

lu  Follow-through  after  the  buy                  109 
1.22 

5.  In-depth  market  and  other  data                89 1.00 

*A  first  place  "vote"  equaled  Eve  points  and  so  on  down  to  fifth  place  which  equaled 
one   (see  text).    **The  last-ranking  category  was  given  a  value  of  "1"  and  the  others  rated 

i  lingly.    "Raw    -cures"   in   charts   were   multiplied   by   "values"   to   get    "weighted   score-.'' 

ough  availabilities  more  important 

than  in-depth  data,  then  these  cate- 
gories should  be  given  more  weight. 

By  this  grading,  each  point  scored 

under  the  "availabilities"'  categories 
was  worth  1.87:  "dav-in.  dav -out  sell- 

ing'' was  weighted  at  1.45  per  point: 

"follow-through"  at  1.22;  and  "in- 

depth  data"  at  1.00  (see  chart  bottom 
this  page  i . 

These  "values  per  point"  were  mul- 

tiplied against  the  "raw  scores"  in  the 
charts  at  right  to  achieve  the  "weighted 
scores"'  shown. 

Stripped  of  technicality,  the  real 
meaning  of  the  charts  is: 

►  that  a  few  reps  are  way  out  in 

front; 

►  that  even  these  reps  are  not 

equally  good  in  all  facets  of  their  oper- 

ation; 

►  and  that  there's  real  need  for  the 
majority  of  firms  in  the  rep  field  to 

improve  their  operations. 
SPONSOR  asked  buvers  to  suggest  the 

way.     From  among  50  written  suu 
tions,  here  are  a  number   which   best 

sum  up  the  views  of  buyers. 

A  lady  buyer  from  a  major  agencv 
in  Chicago  wrote  what  was  probably 

the  most  forceful  and  all-embracing 
comment : 

"1.  Make  appointments.  Don't  all 
jam  in  at  once  expecting  time  for  full 

presentations  at  what  mav  be  our  busi- 
est moment. 

"2.  Realize  that  when  a  buver  is 

actually  'buying'  time  for  a  campaign, 
he  or  she  is  busiest.  Give  us  a  chance 

to  do  the  buying  by  avoiding  unneces- 

sary follow-up  calls.  If  the  avails  are 
thorough,  written  out  and  the  market 
data  is  attached,  anv  good  buver  can 
do  the  ret.  Reps  onlv  build  up  per 

sonal  resentment  with  inane  remark- 

such  as:  'What's  new  on    ?   i  deep 

sigh  I." 

"The  prying  questions  are  childish 
— as  if  we  were  their  deep  dark  bud- 

dies who'd  share  all  secrets.  (Having 
just  been  through  buying  a  campaign, 

I  guess  I'm  blowing  off  steam.  But 
salesmanship  is  one  thing — nuisance 
value  quite  another.) 

"3.  Reps  should  fill  \ou  in  on 
strong  market  points  at  times  when 

you  are  not  busv  buying.  But  thev  i 
should  only  brief  you  on  a  market  if 
tliev  know  a  specific  account  is,  uas. 
or  is  likely  to  be  interested  in  that 

market.  W  ho  cares  about  ̂   ippahoo- 

peeburg  if  the  clients  aren't  there? 
"4.    No    sour    grapes    routine   after 

losing  a  buy.     An  honest  loss  shouldn  t 
(Please  turn  to  page  78  I 
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Timebuyers   rated   rep  firms   on   five   categories   of   performance 

tabulated  below  are  results  ol  .1  sponsor  surve)  "I  time- 

buyers  in  New  ̂   • » 1  k  and  Chicago  Questionnaires  went  I" 

250  buyers  in  70  agencies.  \  total  of  f'11  buyers  -'I'.  1 
returned  questionnaires;  Beven,  however,  arrived  too  late 

for  tabulation  90  thai  figures  below  represent  results  foi 

"> ;  questionnaires  >  2 1' .  > .  Inspection  showed,  however,  thai 
the  seven  late  arriving  questionnaires  <li>l  nol  significant!) 
titer  the  tabulated  figures.  \i  leasl  24  agencies  are  repre- 
tented  in  the  returns  below  and  the  probability   i«  thai  the 

figure  1-  much  highei  -> ■<  text).  ITie  questionnaire  itself 
,i-ki«l  buyers  t"  li-t  the  five  r<  iresentative  firms  which  <l" 

the  besl  job  l"i  ea<  li  of  ii  •  •(  pei  f"i  ih.uk  e. 
I  ai  li  time  .1  rep  firm  was  voted  numbei  I.  it  received  five 

[>"inN:  .1  numbei  2  ranking  was  worth  four  points;  numbei 

I.  three  points  and  so  on  down  i"  one  point  f"i  numbi 

I  In-  totals  each  firm  received  undei  ilii»  point  system    in 

Bhown    undei    heading    "raw  I  ■•!    explanation    <>f 
"weighted  score     see  chart  .m<l  caption  on  opposite  p 

L   Whioh  fire   representative  firm*   do 

the   best   day-in,   day-out    selling   Job? 

K*w        Weighted 
Soore Score 

1. Rep  a 161 233 
2. Rep.  B 140 203 

3. Rep  C 107 165 
4. Rep  D 

91 
132 

5. Rep  E 
66 81 

1. Whioh reps 
proride 

the  mo Bt  thorough 
availabili ty  information? 

Raw 
Soore 

Weighted 
Soore 

1. Rep  A 149 27  9 
2. Rep  C 127 238 
3. Rep  6 126 

236 
ft. Rep  D 70 131 
5. Rep  E 55 103 

II.   Whioh  representative   finas   proride 
availabilities    fastest? 

1. 

Rep 

A 2. 

Rep 

E 

3. 

Rep 

c 4. 

Rep 

D 

5. 

Sep 

E 

Raw 
Weighted Soore Soore 

142 
266 

92 

172 

87 163 
80 

150 
63 

118 

IV. Which  reps 

proride 

the best  market 
and  other 

in- 

■depth 
data? 

Raw 
Weighted 

Soore Soore 

1. 

Rep  C 

138 

138 2. Rep  6 
126 

126 
3. Rep  A 112 112 
4. Rep  D 64 

64 
5. Rep  E 

53 

53 •  Whioh  reps  do  the  best   follow-through 
job  after  the   buy   is   made? 

Raw Weighted 
Score Score 

.  Rep  A 132 162 

.  Rep  B 118 144 
-.  Rep  C 94 116 
I  Rep  D 

91 111 

1  Rep  E 60 

73 

Totals   for  all   five    oategories    of 
service   on  which  reps  were   rated. 

1. 

Rep 

A 

2. 

Rep 

B 
3. 

Rep 

C 4. 

Rep 

D 
5. 

Rep 

E 

Raw Soore 

696 602 

553 

396 

287 

Weighted 
Soore 

1052 881 

809 588 

428 
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A  COPY  CHIEF 

LOOKS  AT  RADIO 

David  B.  McCall  of  Ogilvy,  Benson  &  Mather 

says  radio  today  must  use  attention-snaring  devices. 

Old  mellifluous-voiced  announcer  is  now  obsolete 

This  is  Dave  McCalCs  first  article  jor  SPONSOR.  Dave 

joined  Ogilvy,  Benson  &  Mather  in  ll>5l  as  a  copy- 

writer and  in  1953  went  to  the  David'  J.  Mahoney 
agency  as  v.p.  and  creative  director.  Back  with  OBM 
as  associate  copy  chief  since  1956,  McCall  supervises 
many  of   the  OBM  accounts  used  here  as  examples. 

ENGLISH  ACCENT 

WePt 

QUININE  WATEJ 

Schweppes  Tonic  is  one  of  the  few  t 
eign  products  that  has  heen  successfully  m 

keted  on  a  large  scale  in  America.  5| 

radio  was  used  from  the  beginning.  All  col 

mercials  feature  the  voice  of  Commam 

Whitehead.  His  unusual  and  distinguid 

Briti-h  accent  i-  as  "ear-catching"  as 

beard  is  "eye-catching."  Radio  spot-  li 

the  Commander  in  "ad  lib'"  conversati 
with  chara:  teri:ti;   regional  American  TOi 

David  B.  McCall 

lo  medium  has  changed  so  radical- 
1\  and  heen  studied  so  sparingly  in 

the  last  20  years  as  radio.  And  yet 

this  despised,  misunderstood  medium 
offers  enormous  returns  for  relatively 

small  investments — if  it  is  used  prop- 
erly. 

In  days  of  yore — pre-television — 
radio  was  a  giant  among  salesmen. 

Sponsors  lined  up  patiently,  waiting 

for  one  of  the  great  networks  to  allow 

them  to  spend  money  on  one  of  the 

top  shows.  Programing  was  the  sine 

qua  non — and  many  agencies  created 
their  own  shows.  The  entire  country 

could  he  found  tuning  in  on  such 

shows  as  Jack  Bennv.  Charlie  McCar- 

thy and  Boh  Hope.  Franklin  Roose- 
velt solidified  his  hold  on  the  Amer- 

ican public  through,  the  medium  of 
radio. 

Them  days  are  gone  forever.  Radio, 
in    its    halcyon    days,    was    a    primary 

medium.  People  tuned  in  to  listen  to 
a  show  and  to  hear  every  word  that 

was  spoken  on  it.  There  was  a  respect- 
ful silence  in  the  living  room  when  the 

radio  was  on.  Commercials  could  be 

low-key,  well-bred,  soft-spoken,  subtle, 
beautifully  orchestrated. 

Today,  radio  is  a  very  different  dish 
of  tea.  First,  a  clock  radio  wakes  a 

family  up  and  it  stays  tuned  while  the 

family  prepares  for  its  day.  The  radio 

is  on  while  a  man  shaves — and  a  good 
commercial  must  penetrate  through  the 

sound  of  running  water  and  into  a 

mind  that  is  not  consciously  listening. 

The  radio  is  on  through  breakfast. 
The  radio  is  on  while  a  housewife 

works.  The  car  radio  is  on  when  a 

commuter  drives  to  the  station  or  to 

his  job.  The  portable  radio  is  on  at 
beaches  and  during  family  picnics.  In 

fact,  the  radio  is  on  most  of  the  day— 
but  its  listeners  are  engaged  in  a  thou- 

sand activities  that  are  more  impor- 
tant than  merelv  listening  to  a  radio 

commercial  unless  they  are  forced  to. 

Something — a  jingle,  a  sound  effect. 
a  unique  voice — must  trigger  the 

minds  of  radio's  semi-conscious  listen- 
ers into  complete  attention. 

The  pattern  of  radio  programing  on 
the  most  successful  stations  of  toda\  is 

instructive.  I  he  giant  networks  are  no 

longer  the  powers  of  modern  radio. 

The  aggressive  independent  stations 
ha\  e  stolen  the  show .  How  did  the\ 

do  it?  With  music-and-news  program- 

ing in  every  case.  Disk  jockeys  in  va- 
rious forms  have  become  the  new  em- 

perors of  radio.  Pop  disk  jockeys  like 

Jerry  Marshall  .  .  .  rock  and  roll  disk 

jockeys  like  Alan  Freed  .  .  .  funnv 

disk  jockeys  like  Klaven  and  Finch. 

These  men,  who  play  endless  variations 

on  the  theme  of  the  10  top  tunc- 
the  week,  are  listened  to  by  as  main 
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POP  SONG   JINGLE 

SPUD  I 

Niter  Spud  i-  pn-.ntl\    l.rin^  intrn 

ill  more  than  .'{(H)  ratlin  -puts  .t  week 

J    major   metropolitan    mat  k>  K 

»  nt-atlin^  the  iampai::n   i-  a  inu-iial    j i n - 

-I    the    name'-    the    -ami-.    lm\-    .    .    . 

I    i-    new  !"    ha-etl    nit    the    melntK. 

i'u:lie   hlame  nil    Main.-."   a    -mi::    popular- 

ti  >   Rita  ILiNunrth  in  the  movie  "Gilda." 

ill  i  iirarette-  are   li^lillv    meiitholatnl 

i     product    of     Philip     Mm  i  i-.     In<  . 

NO   TWO   ALIKE 

Dove  Bath  and  Toilet  Bai  used  radio  as 

ondarj  medium  in  it-  New  inrk  debut. 
Mni  rathei  than  the  customarj  method  oi 

one  •  ommi  n  ia]  and  r<  i"  ating  it  .it 

high  fri  quent  \.  it  m  19  di  1  idt  •!  to  use  as 

man)  different  and  highly  unusual  radio 

spots  as  possible.  This  program  "l  20  ■  :om- 

pletel)  different  commercials  over  a  two- 
week  period  brought  considerable  comment 

and  word-of-mouth  assistance  for  the  product. 

LOCAL    STAR    SINGS 

Toil.l  01   f.e.h   01  "Km  tnow  whof 1 
GOOD 

LUCK' 

V MARGARINE 

/ 

Good  Luck's  -I"'1  radio  efforts  are  mainly 
in  Southern  markets.  Wheneva  possible, 

the  agenc)  tries  to  have  thi  commercials 

delivered  (01  Bung)  bj  a  local  radio  per- 
sonalitj .  I  he  Imlk  oi  the  camp 

-i-t-  of  10-second  commercials;  a  six-second 

i ingle    and    Imir   -■  1  -  ingle 
sentence    delivered    U\    the    emt  ee).     I 

spots    have    the   ad  if    low    cot 

jingle    and    local    personality    endorsement 

people  as  listened  to  the  "real  stars  in 
the  days  oi  the  Thirties. 

Hut  people  listen  in  .1  differenl  wa) 
toda\  and  commercials  to  be  •  - 1 1 » 1  ■ 
ti\e  musl  be  written  with  a  clear  un- 

•  andin»  i>t  modern  audience  hab- 

I  he\  must  be  loud,  clear  and  sim- 

|ile.  \lui\t"  all  simple.  Take  the  jingle, 
for  example.  The  jingle  is  the  mosl 

important  factot  in  a  successful  mod- 

ern radio  commercial.  It  i-  the  spear- 

head in  the  commercials  efforl  t>>  pen- 
etrate. It  must  convert  passive  radio 

listeners  into  active  commercial  lis- 
teners. 

Listen  to  \\  M.W  —the  mosl  sui  1  ess- 
ful  modern  radio  station  in  [\ew  York 

1  it\  and  you  w  ill  hear  most  «>l  the 

selling  jingles  on  the  air  today.  What 
kind  of  tunes  do  the\  have?  1  h<\  may 

mblic  domain  tunes  and  the)  may 

iriginal — but  the  good  ones  are  all 

straight  and  simple,  almost  child-like. 

\\  r    ti  \    to    follow    ihi-    example    foi 

Ogilvy,  Benson  ̂ \  Mathei  clients.    I  "i 
example,   we  chose   London   B 
Falling    Down    f < > r    Tetle)    Tea;    Da 

ptown  Ra>  et  foi  <  -   I  Lack  Mai  ■ 
_ai  iin' :     /'///    llif  ■■!     Mann-    foi 

New  I  ill  'i  Spud  <  ig  irettes  and  a  basii 

■  al)  pso  1  li\ t h in  for  l)i>\ e. 
Perhaps  a  g   I  thing  to  remember 

when  choosing  01  writing  a  jingle  tune 

i-  that   Motorola's  //'//>/n   Birthday   to 
)  on    was    one    oi    the    all-time 

spots. ( me  frequent  fault  oi  jingles  1-  0 

ARTICLE     IN     BRIEF 

New  radio  is  a  companion  listening 

medium.  The  listener  is  usually  doing 

something  while  the  radio  is  on.  The 

radio  commercial  must  trigger  him  into 

attention,  jingles,  sound  effects,  off- 
beat voices  are  efficient  methods  when 

backed  with  high  frequency  schedule. 

production.    Ii  is  often  possible  to 

complish  more  with  .1  small  combina- 
tion   "I    carefull)    chosen    insl run 

than   with  a   full  orchestra.     \n 

unique   \  "i'  e   can    be    infinitely    more 
memorable     as   well   as  clearer     than 
a  ■  umbersome  1  horal  group. 

The  u ords  that   lit  good   jin 

as  simple  as  the  tunes.     \  good  jingle 

lyrit    should   state  your  major  selling 
m   ii-  1  learest,   mosl   cot 

form,     ["here's  nothing  complicated  01 
subtle  about.  uyi  ■■nil  winder  where  the 
yellow     went    when    you    brush    youi 

teeth  m iib  Pepsodent." 
Repulsh  '•.     said     the  -  1  nti, 

i\ hen   tin-  '  ommen  ial   In -1   appeared. 
Bui  tin   \'i-   bluntness  which  offet 

some    people    made    this    commercial 
'    foi    radii>. 

\  n  all  s< »und  effet  t  1  an  do  an 

effective  job  of  penetrating  to  the  Lis- 

1  Please  turn  \><u 
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COMEDY  MONOLOGUE VOICE  QUALITY ROCK  'N'   ROLL 

Pepperidge  Farm  Ha~  been  receiving  fan 

mail  almiit  it-  magnificent  bread  for  years. 

Now  Pepperidge  Farm"*  advertising  gets  it- 
own  fan  mail.  Listeners  actually  write  to 

say  how  funny  and  entertaining  they  find 

the  Titus  monologues  about  "Maggie  Rudkin 

and  her  bakery."  Actually  these  commer- 

cial-, although  entertaining  are  extremely 

hard-sell.  They  all  tell  a  strong  ingredi- 

ent  story   for   farm-fresh   Pepperidge   bread. 

The  Tetley  Tea  commercial  combines  a 
musical  lyric  and  a  -traight  announcement 

delivered  in  a  friendly  but  authoritative  man- 

ner. The  girl  singer's  voice  was  chosen 
because  it  is  unusual  and  memorable.  The 

announcer  was  specifically  picked  because 

his  voice  combined  pleasing  quality  with 

an  ability  to  sell.  He  is  definitely  not 

"".Madison  Avenue,"  but  rather  sounds  solid 

and  convincingly  familiar  with   the  product. 

Thorn  Mc  An  shoes  singing  commercia 
for  the  illustrated  model  I  -Miap  Jacks)  ran 

la-t  fall  in  11  cities  on  23  programs.  Only 

rock-and-roll  programs  were  used  and  com 

menials  were  slotted  about  every  25  min- 

utes on  each  show.  In  preparation  is  a 

series  of  radio  commercials  to  assist  ii 

the  introduction  of  Mr.  Thorn  Mc  \n.  th' 

company's  new  symbol,  a  rather  dignifiec 
but    also    highly    personable    real    Scotsman 

teners  conscious  mind.  The  Pepper- 
idge Farm  Bread  commercials  are 

punctuated  with  the  sounds  of  a  farm: 

the  moo  of  a  cow,  the  buzzing  of  the 

bees,  the  clatter  of  a  Model  T,  etc. 

Everv  Schueppes  spot  opens  with  the 
nautical  sound  of  two  bells.  The  sound 

effect  can  both  attract  initial  attention 

— and  maintain  interest  throughout  a 
commercial.  A  vice  president  of  the 

National  City  Bank  in  New  York  was 

so  fascinated  by  the  Pepperidge  Farm 

commercials  that  he  asked  for  a  com- 

plete record  of  them  to  play  at  his  own 
convenience. 

The  announcer's  voice  is  a  vital  fac- 
tor in  an  effective  commercial  today. 

The  faultless,  sonorous  voices  of  the 

Thirties  should  be  avoided  like  the 

plague.  A  commercial  writer  should 
presume  that  his  listener  is  running  a 

vacuum  cleaner  while  babies  cry  and 

dogs  bark.  Melodious  tones  simply  are 

not  designed  to  beat  this  kind  of  com- 

petition. But  the  removal  of  the  typi- 

cal announcer's  voice  from  considera- 
tion -till  haves  a  vast  number  of  voices 

piiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

McCall's  tips  on  radio  copy  today 

Get  attention:  radio  is  a  secondary  listening  medium.  The  audience  is 
usually  doing  something  else  while  listening.  A  commercial  must  trigger  the 

listener  into  complete  attention  so  that  the  message  is  heard  and  retained. 

Devices:  'he  jingle  and  the  sound  effect  are  two  most  efficient  ways  to 
force  listener  attention.  Jingles  must  he  loud,  clear  and  simple,  almost 

child-like  in  their  directnes-  and   yel    contain  the   complete  sales   message. 

Voice  quality:  announcer's  voice  should  be  off-beat  (not  those  melodious tones  of  yesterday)  and  should  end  commercial  on  an  up-beat  by  repetition 
of  the  jingle  or  sound  effect.   Commercial  should  not  be  allowed  to  fade  out. 

Stop  drag:  commercial  should  be  kept  moving  in  the  middle.  Two  an- 
nouncers talking  back  and  forth  is  one  method.  Interruption  of  the  an- 

nouncer with  bit*:  of  the  jingle  is  another.     Don't  lose  listener's  attention. 

Frequency:  'h'-  is  the  most  important  factor  in  radio  today.  A  schedule 
of  75  minute  spot-  per  week  in  a  market  is  considered  a  minimum  in  hot 
radio  agencies.    Some  250  spots  a  week  have  been  used  by  Pall  Mall,  others. 

Croup  your  spots:  announcements  should  be  massed  within  specific 
time  periods  so  that  the  listener  who  hears  it  once  will  hear  it  again  and 

again.     By    grouping    commercial-    you    can    guarantee    maximum    impact. 
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ih. 111  can  be  effective.  I  nglish  voicea 

like  Commandei  Whitehead's.  Dia 
\,t  i  \ oices  like  Mr.  ITiom  Mc  Vn'a. 

Home)  voices  like  Parkei  Fennelly's 
fur  Pepperidge  Farm.  High  voices. 

| ,,,w  voices.  \n\  thing  bul  .1  radio  an- 
nouncei  s  \  oice.  ( H  com  se,  ii  i-  ci  n- 

cialh  important  to  hi  tin-  voice  to  the 
message  an.1  the  product. 

How  should  a  commercial  end       I  he 

mo*!   important   thins;   I"  do   is  to  end 

I  ,  ommercial  on  a  high  note,  lea\  ing 

ilic  listener  with  youi  sales  message 

stated    in    il-    most    convincing    terms. 

II  youi  commercial  has  .1  -   I  jingle, 
it  should  be  repeated  in  toto  or  al  least 

the  lines  containing  the  sales  message 

should  be  repeated.  II  your  commer- 
cial 1-  1'iiilt  around  .1  sound  effect,  the 

sound  effect  should  be  repeated  with 

the  sales  message. 

The'  important  thing  is  not  to  allow 
immercial  to  run  dow n  hill  after  a 

sparkling   start.    Some  ver)    successful 
commercials    have    even     repeated    a 

jingle  line  throughout  the  commercial. 

One   Tim-t    never   lei    the    listener's   at- 
tention >li|>  awa)  once  it  has  been  won. 

I  hesitate  to  get  into  the  media  de- 

partment's field,  hut  it  is  impossible  to 
uss  radio  commercials  without  dis- 

ng  frequency.    In  the  late,  great 

days  of   radio,   a   definite   pattern   ol 

spot    radio    buying    was    established. 

^  i>u  put   your  clients  on   52   weeks  a 

year.   Seven  evening  spots  a  week  was 

considered  a  ver)  reasonable  schedule. 

Some  20  daytime  spots  a   week   were 
rtuff. 

\ud  the\    were   in  those  da\  -  of  ac- 

tive, intense.  priniar\  listenership.    Bul 

the  tragic  thing  is  thai  mam   agencies 

ue  -till  buying  radio  in  this  outdated 
litem. 

I  olume  has  become  a  vital  ingredi- 
ent in  successful  radio  today.  You] 

commercial  should  become  a  part  of 

your  listener's  life  during  the  period 
that  it  is  on  the  air.  The  knowledge- 
ible  radio  advertisers  ol  toda)  have 

■stablished  a  new  pattern.  The)  l>u\ 
from  75  to  250  spots  a  week  in  a  mar- 

ket lhe\  saturate  market-  for  sis 

reeks  and  then  the)  drop  out.  Then 

hey  come  hack.  They  blockbust  a  time 

egment,  running  two  or  three  spots 
vithin  an  hour  on  the  same  station. 

\nd  so  forth.  The  wise  radio  buyer 

<'d.w    Inns  spots — not  rating  points. 
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FISH    STORY 

I  In-  gratitude  ol  1  aponsoi  foi  money  he'a  made  out  ol  ■ 
radio  campaign  haa  nevei  been  expressed  hettei  than  in  the 
lettei  below.  It  telle  whal  a  13  spot  did  for  Henrj  Engelhard 
h ho  i-  in  the  I1-I1  business  in  Mm  In 

I  In-  L0-second  II'.  broadcasl  ovei  WB(  M  Radio,  in  Ba) 

(  ii\.  brought  cai  aftei  cai  to  the  Baj  Porl  dock,  ovei  l(|  milea 
awa)  and  Bold  boatload  aftei  boatload  ol  freshlj  caught  perch 
and  all  thia  within  .1  few  hours  ol  the  announcement. 

\-  indicated  in  the  letter,  Henrj  Engelhard  1-  verj  anxious 

1   ni  in  in-  Id-  -c  In -dull-  on  \\  BCM  and  even  step  it  up  a  bit 

llii-  i-  probabl)  as  small  a  "campaign  aa  you'll  ever  i<-^<\ 
about  in  the  pages  of  sponsor,  tad  yet  it  haa  Bignifh  am  e  going 

In  beyond  the  question  of  numbers.  Foi  thia  ia  what  radio  is: 

a  town  crier  thai  geta  results  fast  in  small  town  01  big  'it\. 

\  in  I  this  i-  win  i.nlio  li\cd  through  an  age  of  pani<  into  an  era 

of  great  expansion.  You'll  find  the  statistics  elsewhere  in 
sponsor,  hut  for  the  feel  of  it  read  tin-  letter  below.  a^ 

Bay  Port  FlSH  COMPANY 
t^y 

C«i<>wi  O*  and  WKoUul*  D*«U-» 

J>
 

Afc  v>T 

„#*■ 

y 
■at  pout.  memo  an       /    r  V\      V 

■*&pr* 

1/ 

~o  the  Manager 

Radlon   Statl         -PCM 

Bay  City,    Michigan 

"0OO0   friends': 

Yeste-'ay  aornln    ,    before    .ea-Ai     for  church,    I    called 

your    station,    asking  for   a  #|>.0r,   ad   av-l'i!(_   jour   -.lstnerB 
rf«r  perch   for    Mepreaslon  prices."      Y'ur  nan 

eTO«'         '  '-      wa9   closed   for  qdvertlelng,    iu*    I    bet 
nta   •    pr      er  autrcrltl.-s,   try   to   ,;•••    thia  add    on 

arou-t     noon,     tfhll*   hr   cooli    not    luarantce,    he   said   he  vou'd 

try. 

irally,    aft»r   church,    '•    lar    dla*»ly   t  inrd    In    -our sta*'.  I  erful   anr.ounceoent.   You 
-    e    •   a  fine  nesF__cX_£iah*   on  top   ef   the   $    . 

for        If   g-nnd    Job. 
It  w    -  nom    or   le    r.    '.ater,   when  my  pkojie   beerji 

to  ring,    u  >rs    started   to  arrive.  .  some   In   Cadillacs, 

'oni-    In   Fords,    ton-'  ol" ,    none   new.      Sincerely,    the-     >.  as 
a-    ]      pn-lcil:  j   space   left  rial    dock,    as  they   rweraed 

-  r-    "f    "Me   great   opportunity.      And,    wer- 

9o  was  I.      And,    I  wish  to   ask  right    now,   plan  or.   another 
J   3   0     ad  t-.le   comlnt   Satur   ay,    around  noon.    If   possible;    and 

another  I    ?.rr    9p»t   at   that   12j00>     9'clocknoon 
repeat   d   ad,  ae»l":     Henry. 

Er.gel'ar<'    of  P.;     "--•    ~lrh  Co.,    Bay  Port,    r'porte   go-J.    oatchea 
able  at    "depression  prices'.      Yee{    "JLi   will 

ever,    scale   -      a  for      ou   for  Only    -or.'   penny"    per  pour. 4  Jrtrt. 
Yes,    one  penny  for   ecall      p-*-ch.        nlso   available  dr'se.i. 

-    '■  '    etTed.        And,    since   the   perch   soae—   closes  Arr'l   15th. , 
■hi s   Is  the   la--    ehar.ce,    to   secu-"  Peroh  for  Depresalonprlces. 

And,   please  whan   through   this  way,    look  ne  up  personally, 

and    see   to    It   that   I    keep  ay  pronlac   for   a  aeee   of  fish   r    - 
"ou  ar.J.    ye    r   faally.      I  will   feel  hurt,  ccept   ay 

"    r. 

Thanks,    again.      Heedless   to    say,    I  st»r"  Bthe  aornlng 
with   a    -.h-'isand    pounOe   of  perch   or.   hard;    ar. :    r-y   last      oat 
larded   at   ay  dooi   w.--    »er    r    -       jen.--    -ourds.      Er.i-d     :r   a"    -le—, 
with   300  pounie  peroh  left.      So,    has   sufflceltn   for   all  ay 

customers,    -.f   they  could  wilt    for   the  boa*»"-o   land   at-he  dock. 
Vha"    a  thrill    It    was    to    th--a,    to  wa"ch    "-••e   boat  e    land 

with  fish   alive   I    flopping — plrk    out    their   dfcolce   of    fish, 
h  avs    It   s   »led,    f  11  letted   or  dressed,    a-*    take   ho-«the   choleet 
satlr/  hletory — still    offered  at   depreselcr.    prlcss. 
Last    hcha.ic*   t.-.:s  we    k  end — ssson   oloses    April    ljth. 

r 
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Idea  session  roughs  in  Mercury  campaign  strategy.  'Left 

to    r.)    \\.    S.    Roberts,    "Rick"    Levy,    \\<U-T\    salesman 

anil   Franklin   S.    Robert-,   v.p.    Robert-    agency    I  r.  I    hit    upon   direct 
lead   approach.    Prospective  customers  were  offered  a  free  trial  ride 

SO  RETAILERS  CAN'T  AFFORD  TV 
By    banding    together,    Philadelphia-area   Mercury  Outboard   dealers 

broke   into   tv.     WCAU-TV   and   the   Roberts   agency  show  how  retailers 

can  organize  to  share  tv  costs  and  take  advantage  of  co-op  funds 

#%dvertise  on  tv?  That's  fine  for  U.  3.  Steel.  ]>ut  I'm  a 

little  gu\."  Typical  reaction  from  many  a  retailer.  \  et  this 
same  "little  guy"  will  not  hesitate  to  use  newspapers. 

\\  lien  you  ask  why,  hell  mention  cost.  Hut  the  fact  i- 
that  he  knows  how  to  advertise  in  newspapers.  He  knows 

what  kind  of  ad  pulls  customers,  what  kind  of  item  brings 

the  reader  into  his  store.    Tv  to  him  is  a  "fairy  castle. 
Retail  tv  has  long  been  the  loser  because  of  the  need  for 

retailer  education — stemming  from  a  lack  of  interest  in 

selling  the  "little  guy."  But  where  the  effort  is  made  the 
results  are  amazing. 

When  WCAl-TY.  Philadelphia,  successfully  staged  a  l\ 

campaign  for  a  group  of  Gulistan  rug  dealers  in  the  area. 

"Rick'"  Levy,  a  WCA1  -T\  salesman,  and  the  \\  .  S.  Roberts 
agency  saw  a  potential  in  dealer  group  t\  advertising  and 
set  out  to  sell  the  concept. 

Marine  Equipment  and  Supply,  a  \lercur\  Outboard 

motor  distributor,  was  chosen  as  a  prospect  and  the  pitch 

was  made.  A  cooperative  method  of  t\  advertising  was  out- 

lined  to  the  distributor  and   his   Philadelphia  area  dealer-. 

1(1 

It  was  pointed  out  that  with  the  addition  of  a  little  more 

mone\  to  the  usual  advertising  program,  the  budget  could 

be  put  into  tv  advertising. 

At  this  point  everything   was  turned  over  to  the  Roberts 

agenc\    for   development.      Franklin    Roberts    met    with   thej 

dealers  and  outlined  the  campaign  and  the  fundamental- 

l\  ad\  ertising.      The  \\  CAl  -TV  team  outlined  the  benefit  ol  i 

local  tv  advertising  on  their  station. 

The  distributor  agreed  and  12  dealers  within  the  \\i'\l 
I  \   coverage  area  were  signed. 

Timed  to  break  at  the  peak  of  the  outboard  selling  -.-a-mi 
in   May,    one-minute   commercials   were    placed   during    the 

Million  Dollar  Matinee    (Monday-Friday.   5:00-6:30  p.m.), 

the  late  evening  show    Million   Dollar  Movie,    (both  hi° 

rated  feature  film  shows  in  the  area  I  :   and  J  ictorx  al   s 

(Sundays,  6:00-6:30). 
The  campaign  lasted  two  weeks.    The  cost  for  the  12  one-jj 

minute   commercials   to   the   dealers   was   -mne   S200   each.lj 

The  total   revenue  to  the  station   was  $4,000    i  si. (.0(1  wa- 
from  the  Mercurx  co-op  fundi.  W 
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Pitch  to  dealers  is  handled  bj    Roberts  and   W<   \l 
l\    sales  staff.     Fundamentals  ..I  h  advertising  were  oul 

l""'1   '°«ethei    »ith   the   methods  ol    getting    tl   si   oul   ..I   the 
campaign.    Postei    held  b5    Roberts  is  pan  ol   in-store  promotion 

O  Contract  is  signed  for  time  on  Wi  \i  i\  (L  to 
•*■  '■'  I  'I  Mi  Mahon,  vVCAl  l\  personality;  Rob<  rl  - 
Mi  Gn  dy,  v.p.  in  \\  i   \|    |  \     R„b<  rts 
foi    retail   group);    Don   Kirkland,  Kiekhaefei    Mercury,  clienl 

^k         Demonstration  of  ihi    Mercun  Outboard  is  staged  for 
Ed    McMahon,  who   wanted   to   learn   firsl   hand   what   the 

ird  could  do  before  he  pitched   it   on   television.   McMahon, 
tentative*  nl  the  manufacturer,  station  and  agenc)  take  a  spin 

Cy        Customer  leads  ^"1  bj   "B    • "   I in  ul  -:r-t  few  days 
-m»  to  pile  up.    The  viewer  demonstration  n 

vided  equal!)  amoi  .  an,|  pj„.p„inI 
a  large  number  of  potential   Mercun    customers   in 

C  First  hand     iperience  helps  McMahon  to  em- 

■     phasize  selling   points  of  the    S  I  tatboard 
motor.     Knowledge  of  performance  rati.m  all      - 

f" ' '   '"  "spice  up"  the  agency-supplied   fact-sheel    in  an- 
nouncements  on   the  two  dailj    \\  (   Ul\    feature   film- 



MOST  INDEPENDENT  AFFILIATE 

Don  McGannon,  36-year-old  president  of  Westinghouse's  10 

stations,  foresees  new  "get-tough"  policy  among  affiliates 

against  television  network  use  of  the  station's  own 

time.    Here  are  his  views  on  today's  broadcast  problems 

Uon  McGannon  is  one  of  those 

easy-going,  genial  fellows  you  feel 

you've  known  all  your  life  after  about 
10  minutes.  But  here's  what  it  takes 
a  little  longer  to  know: 

Item:  He  sets  policy  for  the  10 

Westinghouse  Broadcasting  Corp.  tv 
and  radio  stations  from  a  lush  office- 

living  room  suite  atop  Manhattan's 
Chanin  Building.  But  luxury  embar- 

rasses him. 

Item:  He's  got  a  soft-spoken,  nat- 
ural charm  that  might  be  traced  to  his 

father  ("an  Irish  fire  chief  with  a  feel 

for  New  York").  But  top  WBC  exec- 
utives know  him  to  be  a  driving  work- 

er with  no  mercy  for  the  clockwatcher. 

Item:  He  helped  disassociate  the 
WBC  radio  stations  from  network 

affiliation.  But  he  fights  hard  for 

strong  tv  affiliations  for  the  four  WBC 
tv  stations. 

Item:  McGannon  believes  in  close 

affiliate-network  teamwork.  Yet  he  told 
sponsor  that  the  WBC  tv  stations  will 

resist  further  network  moves  into  sta- 

tion-option time:  "There  are  only  a 
few  high-set-in-use  periods  left  to  the 

stations  as  it  is."  In  his  soft-spoken 
way,  he  may  very  well  be  the  most  in- 

dependent affiliate. 
McGannon   came  into   broadcasting 

through  "a  casual  conversation  with 

Chris  W  itting"  who  brought  him  into 
DuMont  as  his  administrative  assistant. 

He  took  to  tv  like  Snead  took  to  golf, 

followed  Witting  right  on  up  into  the 

the  WBC  presidential  suite  at  age  35. 

Today,  the  young  man  who  was  born 

"twro  express  and  one  local  stop"  from 
his  midtown  New  \  ork  office,  shapes 

programing,  sales  and  administrative 
policy  for  a  widely  scattered  group  of 
10  stations.  I  He  has  almost  as  many 

children  as  he  has  stations — nine — the 

youngest  having  been  born  this month.) 

Some    of    the    problems   that    came 

Client-agency  relations  are  McGannon's  frequent  lunchtime 
occupation.  Shown  here  (third  from  1.),  McGannon  discusses  "new 

radio"  with  (1.  to  r.)  Jim  Luce,  assoc.  media  dir.,  JWT;  A.  W. 
Dannenbaum  Jr.,  WBC  sales  v.p. ;  Perry  Bascom,  WBC  radio  sis.  mgr. 

A  fW 

^ 

.-■' 

aM 

Film,  feature  and  syndicated,  is  "mainstay  of  local  tv  pro- 
graming  today,"  says  McGannon.  Searching  out  new  film  fare  for 
the  WBC  tv  station-.  McGannon  discusses  programing  with  Ely  Lan- 

dau, pres.  \TA  Film  Network    (1),  and  Dick  Pack,  programing  v.p. 
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along  with  the  responsibilit)  ̂ l  head 
up  WBC  seem  tailoi  made  foi  Ford 

ham  lawyei  VIcGannon,  who's  been 
laid  in  thrive  on  tackling  insoluble 
I  roblems.  ( lurrentl) .  \\  IK  figures  im- 

portant!) in  a  Justice  I  department  anti 
i'  usl  .11  ii"ii  againsl  III  \  and  \  ll< 
ulio  are  charged  u  iili  ha\  ing  exei  ted 

■  undue  pressure  upon  \\  l>(  in  bring- 
about  the  Philadelphia-I  leveland 

h  station  swap. 

i  \-  a  reminder,  the  \\  l!(  i adio  sta- 
tions are:  \\  I!/.  Boston,  50  k \\ .  and 

WBZA,  Springfield,  I  U  two  trans- 

mitters operating  .1-  one  station;  k^i  \\  . 
Cleveland,  50  kw.;  kl>k  \.  Pittsburgh, 
50  ku.:  WOWO.  Fori  Wayne,  Ind.,  50 
ku.:  WIND.  Chicago,  5  ku.  bought 
bsl  year;  KEX,  Portland,  Ore.,  50  k 

Mi.'  i\  holdings  include:  \\  BZ- 
Boston  and  k>  \\  T\  .  Cleveland,  I 
NBC  T\  affiliates;  kDk  \-T\  .  P 

burgh,  now  (akin-  programing  I' all  three  nets,  but  t"  become  basic  < 

l'\  affiliate  when  a  second  vhf  goes 
the  air  in  the  area:  kl'IV  San  F 
Cisco,  a  CBS  l\  affiliate.  \\  \  \M. 

timore,  will  l>c  bought  subject  to  I 
approval  and  is  an    \l><:  T\   affiliate 

Here,  in  question-and-answer  fo 
■re  details  on  how  McGannon  l<><>k' 

station  operation  toda) . 

New  radio  shows  are  auditioned  bj 
McGannon,    (1.   to   r.),   Charles   Wood- 

ard  Jr..   WBC   adm,  ass't    to   pres.; 
Die  k  Pack,  programing  v.p. 

O.    //  In  did  U  l:i    a  ree  to  the  ■  1 

change  of    \>mr   Philadelphia   stations 
foi  the  SBi    Cleveland  stations,  which 
led  to  the  Government  anti-trust  action 
taken  against  Ri   I  and   \  B( 

\.    We   pun  based   WPTZ   Foi    18  i 
million  based  on  oui  abilit)  to  re  dize 
a  1  ei  tain  level  ol  retuj  n,  and  an  \  U< 
affiliation.    \\  ithin  one  yeai    latei    we 
were  1  onfronted  w  iili  one  "i  two  al'et 
m  tives :   one    retain   the   station,   lose 

the  \  l'>i    1  ieup  and  h  ive  out  eai  ni 
radical!)  redui  ed ;  or,  two,  sell  to  NBl 
We   used  oui    best   business   judgment 
.'in!  elected  to  presei  ve  oui  im estmenl 

full)  .1-  we  were  able  to    \\  e 

il  1  I-  11   from  the  itarl  thai  we  didn't 
*  .nil  the  exi  hange  and   would  so 
press  "in seh es  if  thi  00  aaioi 

Qi    Do  ■    <;//  v   <  hange  "<  the 
texture  oj  station-network  relations  in 
the  immediate  future? 

V.     I  hen    are  man)    fai  i"i  -   which 
Id  bi  ing  thai  about   ̂   ou  onl)  I 

!••  read  th    latest  <  ellei  <  ommittee  ri 

!  "ii  i"  see  thai  certain    ;enerall)  1  on- 
■  idered  established  elements  "f  ili<-  bus- 

iness are  in  .1  state  "f  llu\.    I  ..1   oni 



DON   McGANNON    continued... 

thing,  I  know  the  stations  arc  con- 
cerned over  the  further  clearance  of 

network  shows  in  station  time. 

\-  ii  i~.  network  option  hours  leave 
i  i.imK  low-set-in-use  times  to  llic  sta- 

tions  excepl  L0:30-]  1  :00  p.m.  and 

6:00-7:30  p.m.  ()nl\  during  these  non- 
network  n|iii(pn  limes  can  the  station 

establish  il-  own  character  in  the  com- 

munity. This  is  important  tu  the  net- 
work too  in  lei  ins  of  the  audience  the 

•  latinii  can  then  feed  in  In  the  network 

programing  as  well  as  the  station's 
value  as  an  advertising  medium  within 

the  network  station  lineup. 
Of  course,  with  this  sort  of  stand 

i  not  clearing  more  station-option  time  i 
comes  added  responsibility  as  well, 

lor  instance,  most  of  us  liked  it  prett) 

well  when  \l>(!  went  into  the  \erv  earl) 

morning  hours  which  have  always  been 

difficult  and  expensive  for  the  stations 

to  program  and  never  brought  very 

good  returns.  On  the  other  hand,  there 
has  to  he  a  consistency  about  a  policy. 

II  we  object  to  the  networks  coming 

into  the  6:00-7:30  p.m.  and  10:30- 

11:00  p.m.  blocks,  we  must  corres- 

pondingly face  the  necessity  of  having 

to  program  the  earl)  morning  hours  or 

the  late  night  hours  if  that  be  a  con- 

sequence of  nets  giving  up  option  time. 

(J.  1 1  aic  feature  films  given  stations 

greater  ability  to  program  effectively 

and  independently  oj  the  networks? 
A.  Feature  films  have  certainly  been 

big  audience-getters  for  us.  \\  hen 
Hollywood  released  its  libraries,  the 

totality  of  this  creative  effort  of  20 

) ears  broughl  about  an  accompanying 

elevation  of  the  public  taste  and  threw 

into  low  audience  acceptance  much  of 

the  local  live  entertainment  effort. 

Certainly,  local  live  programing  can- 

not meet  this  competition  because  of 

I  lie  high  costs  of  local  live  shows,  the 

non-availability  of  broad  talent  pools 

outside  Chicago,  New  York  and  L.A., 

and  the  gravitation  of  the  audience  to 

motion  pictures  with  outstanding  star 

value,  strong  story  lines  and  costly  pro- 

duction and  promotion   budgets. 

ARTICLE    IN    BRIEF 

Since  Don  McCannon  became  WBC 

president  two  years  ago  at  age  35,  he 

has  firmed  tv  station  policy  toward  net- 
work time  options,  is  now  promoting 

new  program  and  sales  ideas  for  the 
10  WBC  stations.  He  tells  his  views 

on  air  media   in   SPONSOR   interview. 

i).  )  on  acquired  some  features  on  a 
barter  basis.  Would  you  be  lulling  to 

extern!  such  arrangements  into  the  fu- 
ture? 

A.  Probably  not.  We  bought  the 
RKO  library  for  three  of  our  markets 

at  a  time  when  this  was  the  only  ma- 

jor library  available,  and  we  regarded 

the  product  as  desirable  from  a  pro- 

graming viewpoint.  The  arrangement 

finally  achieved,  in  our  opinion,  bal- 

ances  any  of  the  possible  disadvantages 

of  such  a  deal — particularly  the  fact 
that  we  retain  absolute  control  of  the 

continuity,  copy    and  the  advertiser. 

Today,  product  is  sufficient!)  avail- 
able on  a  cash  basis,  thereby  obviat- 

ing the  occasion  for  such  an  arrange- 
ment in  the  foreseeable  future. 

Q.  How  long  do  you  think  the  ap- 

peal of  features  n  ill  continue,  and  u  hat 
a  ill  happen  after  the  supply  runs  out? 

A.  We  think  the  f).()00  pre-1948  fea- 
tures will  be  effective  program  material 

on  our  stations  until  1961  or  1902. 

Then  the  post-'48  films  will  provide  an- other two  vears  of  programing. 

We're  actually  more  concerned  with 

high  quality  programing  material  be- 
yond that  period.  Where  will  the  writ- 

ing and  acting  talent  and  other  produc- 

Review  of  WBC  stations'  sales  and  ratings  i~  subject  of  executive  sessions  at  WBC. 

Here,  John  I..  McClay,  ass'l  to  Cleveland  area  v.p.,  describes  current  KYW  and  KYW-TV 

ratings  i<>  (clockwise,  starting  lovwr  r.i  Don  McGannon;  A.  W.  "Bink"  Dannenbaum,  Jr.: 
Dick   Pack    (standing);    Mel   Goldberg,   research   director:    Perry   Baseom.  radio   -ale-   manager. 

II 

Engineering  problems  of  the  10  radio and  l\  stations  ate  reviewed  by  McGannon 

(1.)  and  George  Hagerty,  ass't  engineering 
mgr.    WBZ-T\    tower  i-  subject  of  study. 
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Hon  facilities  come  from  aftei  that? 

^  ou'll  nevei  again  hav e  the  reset \"ii 

of  .'?(•  years  production  efforl  .1-  ia 
■vailable  now. 

\\  lim  we  tried  pitting  local  li\ '• 
shows  against  features,  we  loal  audi 

ence.  \-  a  consequence,  we  scheduled 
feature  and  sj  ndicated  film  pi  ograms 
in  ordei  to  compete  foi  the  attention 
■  ■I  Mm  audience. 

i).  II  /,„ 1  ah,,,,/  Mike  II  aUace's 

Nightbeal    >>„    II    till)/      Doesn't   the 
SUCCesS    <>l    that    Jmu     prove     you    ran 
prpgram  live  against  features  and 
against  net  competition? 

V.  Yes,  Mike  Wallace  did  well 

against  features.  Dial  just  bears  out 

our  own  continuous  searching  for  in- 
gi  nious  creal  i\  e  foi  ms  in  competition 
with  film  and  other  programing. 

We're  looking  for  such  fornix.  We 
haven't  eliminated  our  staffs  "r  aban- 

doned live  programing  development, 

hut  we're  programing  film  at  the  mo- 
ment in  man}   periods. 

ty.     tre    the    networks    getting    the 
most  the)  can  from  the  affiliates  other 
than  in  the  matter  0}  clearance? 

A.  I  don't  think  so.  They're  fie- 
quentl)  overlooking  the  local  operation 

a-  a  source  of  talent  and  programing. 
\nd  further,  the)  could  use  local  -la- 

tion~  as  an  effective  sounding  hoard  to 
uet    local    reaction    to    programing    and 
advertising  value  ol  a  network  project. 

The  industry  collectively  isn'l  doing 
enough  to  develop  new  talent.  \nd 

now  that  there's  limited  occasion  for 
stations  to  do  more  live  programing,  a 
natural  training  ground  for  network 
t\  talent  of  the  future,  the  networks 

and  stations  should  reall\  join  hand- 
in  an  efTort  to  collaborate  in  new  talent 

de\  elopment. 

Q.  Should  programing  control  he  in 
the  hands  of  the  networks  or  agencies? 

V.    I\    is  a  hungrj    medium.      It  can't 
afford  to  overlook  anj  good  program- 

ing source. 

{}.  Do  agencies  let  station  men  in  on 
their  plans? 

\.  We  certainl)  would  like  them  to. 

In  fact,  we  go  to  the  agencies  and  ad- 
vertisers  on  a  regular  ha>is  to  find  out 

their  needs.  While  we're  not  a  net- 
work with  a  huge  sales  force,  we  arc 

close  to  our  stations,  each  of  which 

acts  autonomously.  Our  national  reps 
(Peters,  Griffin,  Woodward,  the  Katz 

Vgenc)  and  \\I  Radio  Sales)  are  at 
the  agencies  on  the  time  buying  level 

ev  el  \    dav    ol   I  lie   w  eek. 

Hut  we  ourselves  have  meetings  hv 
indiv  idual  agenc)  eithei  at  luni  h  oi 

I  it  - 1  e  In  "in  offices,  w  here  we  disi  uss 

nev\  programing  "i  sales  01  promotion 

projects  we  ve  developed.  We  feel  thai 

ratings  and  audience  alum-  don't   tell 
the  whole  -l"i\.  W  i-  want  to  know    u  hat 
<  in  1  1  we  have  nil  a  client  -  whole  mar- 

keting effort.  We  vr  realized  the  need 
foi  1  continuous!)  more  informed  Bales 
fori  e  t"  'leal  "ii  a  111.11  keting  [e\ el. 

O.  II  hat  1, 1  nd  ol  marketing  problem 

have  you  been  called  upon  l>\  am 

agency  to  soli  e? 
•  \h(  lannon,   w  ho   like-  i<>  delegate 

authority  to  In-  \"\>  exet  utives  when  he 

can.  a-ked    \.    W.  "Itink      I  lanninhaum 

Jr.,  v ,p.  in  .  lii  1  .  ..i  tales  i"  talk  on 

tins  point,  since  he  -  in  fai  <  losei  ■  on- 

ta<  1  w  ith  thi-  problem  than  I."  1 Dannenbaum  1  I  here  should  b<  > 

■  1  »■  1 1  <  ■  1    it  1    unit  nil  dependent  1 

and  reliant  e  I  etween  agent  ies  and  me- 
dia. 1 1 1 1 1  the  situation  1-  improving 

'■v  ei  \  day. 

I  ..i  instant  e,  in  agenc)  foi  .1  soft 
di ink  client  hail  a  pai  tit  ulai  sales  and 

di-ti  ibul i"ii  problem.  It-  «  onsumei 
surveys  showed  the)  were  not  getting 

to  the  teen-agei  theii  best  market 

Well,  the  agenc)  came  to  us  and  -aid. 
"<   an    W  \\i.    delivei     thi-    audi.ii.  e    and 

reach  the  "city  on  wheels" 

2,339.700  automobile  radios— and 

the  bumper  crop  of  home  listeners. 

Our  programs  are  geared  to  this 

audience  and  have  been  selling 

it  for  over  31  years.  Let  us  help 

you  sell  yourself  and  your 

product  to  this  key  market  area. 

r QUimf'™MM 

KFWB 
the  personality  station 

-'al    Representatives:    The    Branham    Co.;    McGavren-Quinn.    San    Francisco. 

Robert  M.  Puree''.    President  and   Genera'    Manager. 
5000   Watts    day   and    night    .    .    .    c  ear   regional   cha- 

ll 
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1 St  again 
Latest  PULSE*  survey  shows 

KLZ  HAS  MORE 

1st  RATED  1/4  HOURS 
THAN  ALL  OTHER 

DENVER  STATIONS 
:  COMBINED!  I 

TWICE  AS  MANY  AS  THE 

SECOND  PULSE-RATED  STATION 

3  TIMES  AS  MANY  AS 

THE  THIRD  PULSE-RATED  STATION 

PUT  KLZ's 
TOP-RATED 
SELLING 

PERSONALITIES 
TO  WORK  FOR  YOU! 

For  the  whole  story 

call  your  KATZ  man 

or  Lee  Fondren,  station 

manager  and  director 

of  sales  — in  Denver. KLZ Kadio. 
560  kc 

•February,  1957 

CBS  for  the  Rocky  Mountain  area.  Represented  by  the  Katz  Agency. 

how?  What's  your  recommendation.'" We  like  it.  of  course,  when  we  are 

called  upon  this  way.  because  we  can 
then  tailor  schedules  for  them  or  gi\c 

them  existing  programing  and  still 

serve  our  listening  public.  We  don't have  all  the  answers  but  we  sure  relish 

the  chance  to  turn  a  creative,  dedi- 

cated team  loose  on  such  a  problem. 

Q.  What  have  local  station  such  as 
yours  been  able  to  do  to  make  national 

campaigns  pay  off  for  advertisers  in 
sales? 

A.  f  Dannenhaum  I  :  This  past  year 

we  have  extended  and  improved  our 
use  of  national  sales  coordinators  at 

each  station.  The  function  of  these  co- 

ordinators is  really  to  sit  down  with 

the  client's  local  distributors  and  sales 
force  and  explain  to  them  the  basics 
of  broadcast  selling  I  stuff  that  the  tea 

salesman,  for  example,  doesn't  know  I . 
They  help  him  understand  ratings,  the 

reasoning  behind  the  schedule,  the  ad- 
vertising aims.  They  show  the  client 

sales  force  how  to  use  radio-tv  adver- 

tising to  get  more  or  better  shelf  space 
and  to  sell  to  department  stores  and 
other  retailers. 

If  the  client  salesman  feels  public  de- 
mand will  result  from  advertising,  he 

isn't  afraid  to  push  hard  and  get  extra 
shipments  to  the  store. 

Q.  Wfiat  do  you  think  of  the  future 

of  spot  radio  and  tv  business? 
A.  ( McGannon  I  A  relatively  small 

part  of  spot  tv"s  high  level  today  is  due 
to  rate  increases.  Rather,  the  expan- 

sion of  the  business  has  been  such  that 

there's  greater  dollar  volume.  More 
advertisers  are  continuously  coming 

into  the  spot  media. 

I  believe  that  20fJf  to  21  %  of  all  ad- 
vertising budgets  in  the  next  five  years 

will  be  in  radio  and  tv — the  electronic 
media. 

Q.  What  frequency  do  you  recom- 
mend to  clients  as  optimum  in  radio 

and  tv? 

A.  There  is  no  fixed  or  rigid  rule — 
it  varies  with  each  client,  each  prod- 

uct, each  marketing  effort.  The  client 
must  diversifv  his  message  just  as  we 

change  our  personalities  on  the  air. 
We  spend  hours  rewriting  the  news  so 
the  words  wont  become  tiresome.  The 

same  should  be  done  with  commercials. 

This  vear,  more  advertisers  seem  to 

be  aware  of  this  in  radio.  The  resurg- 
ence of  radio  in  1956  versus  1955 

makes  it  hard  to  compare  the  two 

vears.    There  s  been  quantum  improve- 
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1 

i,  ,.,ii.  not  onlj  ii "iii  mil  business  point 

of  view,  1  > ii t  ;il-i>  in  the  i   •■  effective 
n-r  ..i  tin-  medium. 

O.  It  Imi  makes  a  good  commercial? 

II  Imi  ii  unlit  \i>u  suggest  in  a  client? 
\.  Be  .1  trend  leader,  nol  .1  tollowei , 

Pn  to  be  entertaining,  imaginative 

and  above  all.  novel  in  \ our  approach. 

( lei  .in  announcer  w  Ii"  hi-  \  our  prod' 
ii,  1  .mil  \  mir  audience  ami  i-  belies  • 
able.  1 1  \  i"  use  local  il.j.  -  when  \ ou 

can  since  they're  influential  in  theii 
tets.  Integrate  live  commercials 

m  iili  the  local  program  1  haractei  ami 
flavor.  Give  local  personalities  leeway 

h  iih  your  copj . 

O.  \\  Imi  an-  tin-  vm>  in  commen  ials, 

■j  \  mi  ■.<•<•  them  ? 

V.  In  i\.  tin-  worst  commercials  have 

the  video  wording  saying  one  thing 

and  the  audio  something  r\-<\  Bui  here 
other  faults:  blatancy,  talking 

down  l<>  the  audience,  extravagant 

claims  for  tin'  product. 
I  think  main  client-  lose  tin'  besl 

pari  of  -pot  b)  using  transcribed  an- 
nouncements or  insisting  upon  a  word- 

for-word  deliver)  l>\  a  local  announc- 
er. Uso,  some  tend  to  tax  the  audi- 
ence with  over-long  commercials.  \ml 

tlit'n  there's  always  the  client  who  in- 
-.i-i-  mi  just  one  particular  time  dur- 

ing the  broadcast  da)  instead  of  trying 

to  reach  the  station's  entire  audience, 
morning,  afternoon,  evening  ami  night. 

<^.  Where  does  radio's  future  lie/ 
If  hat  is  the  seope  oj  modern  radio? 

V.  We  talk  of  modern  radio  a-  the 
medium  since  the  advent  of  t\.  which 

represents  a  radical  change  from  ra- 
dio- previous  status,  when  it  was  the 

focal  point  of  home  entertainment  with 

heaw  sets-in-use  at  night  and  emphasis 
on  spectacular  and  feature  programing. 

\t  that  time,  a  small  group  of  sta- 

tions, not  network  affiliated,  couldn't 
re-ort  to  bigh-cost  programing  ami 
therefore  evolved  the  music  and  new- 

pattern.  The)  weren't  generall)  well 
recognized  at  the  time,  hut  now  the 

WIND's  and  the  \\  NEW's  are  the  lead- 

ing stations  of  the  country,  particular- 
l\  since  1950  when  the  corresponding 
decline  of  radio  networks  set  in. 

That's  win  our  radio  Stations  tunc 
resorted  to  local  programing  entirely. 
The  role  of  radio  toda)  is  that  of  a 

local,  personal,  companion,  omni-pres- 
ent.  multi-attention  medium. 

In  programing,  the  pioneering  of  the 
independents      modified      In       creative 
thinking  is  the  answer.     We  reach  for 

In  Mobile 

GETS     STILL     BIGGER 

IN    ALL    3    DIMENSIONS  ! 

ADD    WKRG'TV  se,s  a 
rA«l\iDt  new    record    in 

A.R.B.  (Feb.  '57),  leading  281 

to  150  in  quarter-hours  when 
both  VHF's  are  on  the  air  .  .  . 

with  a  record  new  night-time 
lead,  too  ...   139  to  59! 

Dl  II  CC  TelePu
,se  (Sept. KULbt  '56)showsWKRG- 

TV  leading  in  275  quarter  hours 

to  171  for  Station  "X".  Even 
then,  the  night-time  lead  was 

one-sided,  1 17  to  48. 

NIELSEN Nielsen  Cover- 

age Service  (Re- 
port =r2)  shows  WKRG-TV  leading 

in  every  department  .  .  .  covering 

33  counties  to  26  for  Station  "X", 
with  45,000  extra  homes  in  Channel 

5's   Nielsen   Coverage   Service   area. 

Channel 

® V 
CBS Reps: 

Avery-Knodel 
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llie  broadesl  possible  audience  with 

programing  that  ill  renders  valid 
service  in  the  fields  of  new-,  weather, 
community,  leisure  hours  and  traffic, 

and  yet  i2l  achieves  listener  appeal 
with  meticulousl)  selected  music,  well 

produced. 
\ot  mam  advertisers  realize  the 

amount  of  pacing  and  production 

know-how  that's  needed  for  good  mu- 
sic programing.  If  all  it  took  was  a 

slack  of  records  and  a  voice,  anyone 

could  do  it.  But  we've  invested  in  tal- 
ent,    personalities    and    creative    pro- 

graming  staff>  to  program  music  well 
From  the  listener  and  advertiser  view- 

point. 
Weve  tripled  our  news  staffs  for  all 

radio  stations.  We've  also  acquired 
mobile  units  and  beeper-phones  to  re- 

lay hack  to  the  stations  the  news  with 

the  outstanding  qualit)  of  radio — im- 
mediacv .  In  news  todav.  were  com- 

mitted to  the  concept  of  going  out  and 

getting  the  news  hetter  than  new-paper- 
men  do.  Weve  set  up  a  stringer  sys- 

tem for  suhurhan  areas  to  feed  us  in- 

formation, rather  than  reiving  on  wire 

for COVERAGE 
WBIR-TV  covers  more  than 

50  prosperous  counties  in 

East  Tennessee,  Kentucky 

and  North  Carolina. 

HEIGHT 
WBIR-TV's  antenna  tow- 

ers 991  feet  above  the 

average  terrain. 

for POWER 
WBIR-TV  is  one  of  the 

nation's  most  powerful  sta- 
tions operating  on  a  full 

316,000  watts. 

CALL  YOUR  KATZ  MAN 
for  availabilities 

WBIR-TY Serving  Tennessee's  2nd  Market nonius  1 A 
CHANNEL  lU 

service  or  police  reports,  in  order  to 

serve  full)  and  complete!)  the  commu- 
nities that  surround  each  of  our  major 

markets. 
Radio  todav  is  a  mobile,  dvnamic 

thing,  and  vou  can't  afford  to  let  any- 
thing impair  vour  audience.  The  Bu- 

reau of  Applied  Social  Research  at  Co- 
lumbia I  Diversity  found  that  people 

todav  in  radio  listen  not  to  a  show,  but 

to  a  station.  There's  constancv  in  lis- 
tening, with  severe  emphasis  on  flow 

of  audience. 

(J.  How  do  you  custom  tailor  your 
news  coverage  to  your  local  markets 

and  local  needs.' 
A.  We  want  all  our  news  efforts  to 

be  especially  meaningful  to  our  local 
areas.  For  example,  our  Washington 
Bureau  will  reach  for  national  news 

with  local  flavor.  For  instance.  Rod 

MacLeish.  our  Washington  correspon- 
dent, interv  iewed  Jack  Kennedy  on  his 

presidential  aspirations,  and  an  analv- 
sis  of  the  meaning  behind  his  being  on 
the  panel  to  select  the  top  five  senators. 

We  might  seek  similar  angles  with  Sen- 
ators Lausche  or  Knowland  or  Douglas 

or  Saltonstall  for  some  of  our  other 
markets. 

In  other  words,  we  try  to  avoid 

straight  international  or  national  news 
that  is  available  from  the  wire  services 

or  the  networks,  without  tving  it  in 

in  some  way  to  the  meaning  it  carries 
for  our  particular  market. 

Q.  Hon  do  you  think  future  popu- 
lation growth  and  shifts  in  the  U.S. 

will  affect  your  powerhouse  radio  sta- tions? 

A.  We've  made  a  careful  study  of 
such  vast  moves  into  outer  areas  of 

metropolitan  centers  as  the  one  re- 

ferred to  in  J.  vv  alter  Thompson's  In- terurbia  study  and  we  feel  that  these 

not  only  favor  the  50  kw  stations,  but 

apply  with  almost  equal  force  to  tv. 
I  SPONSOR  analyzed  Interurbia  and  it- 
air  media  implications  in  detail  in  the 
8  June  1957  issue.  I 

Our  current  aim  in  programing  the 

50  kw's  is  to  maintain  their  local  char- 
acter even  though  they  service  such  a 

broad  area  of  people.  For  instance, 

WBZ  covers  parts  of  five  or  six  state-, 
but  we  sell  it  rather  as  the  strong  local 

station  covering  an  entire  ■"communi- 

cations area."" 

Radio  and  tv  have  found  the  most 
custom-tailored  value  in  interurban 

patterns.  Newspapers  have  specific 
ph ,  sical  distribution  problems  beyond 
the  metropolitan  confines,  whereas  the 
air  media  do  not.  f^ 
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WE  WATCH 

S.  Paris*  / 
-".^Homwr    /  ANDROSCOGGIN  V 

W.utuet 
Do^Und 

OuifN  • 

',      BELKNAP     \ 

t«Wport0 
'Laconic 

ii-  i^  the  area  <>f  Eastern  Ne»  England  icrved  I". 

10  wall  \\  111)11.  \\  nl.  this,  it..-  fifth  survey  of  tl 

county  \\  IIDII  area  by  Pulse,  Inc.,  the  number  <>f  inter- 

views conducted  in  this  seriei  reaches  11,000.  This  -ur 

vey  ia  made  in  the  same  manner  as  Pulse  of  Boston,  now 

in  it-  eleventh  \<-.ir  with  ,i  total  of  582,200  interview 

conducted  in  the  five  counties  of  Metropolitan  Boston. 

There  is  a  close  corollary   between  the  January-February 

Pulse  of  Boston  and  the  January   1().~)7  l'uk»-  of  the \\  IIDII  an 

The  average  quarter  !■•  >u r  ratings  of  l><>th  it-|.->ri-  show  ,i 
very  -li^lit  difference  (one  tenth  of  a  rating  point),  which 

again  proves  the  premise,  Btated  and  proved  in  1953,  that 

\\  IIDII  serves  its  area  with  tin-  -aim-  leadership  in  which 
serves  <  Jreatei  Boston. 

Hut  above  and  beyond  the  mere  statists  -  of  rating  points, 

radio  i>  families  and  people,  and  the  facta  in  tin-  survey 

->li<>\\  thai  more  men  and  women  listen  t"  \\  111)11  than  the 

total  number  <>f  adults  plus  teens  and  children  who  listen 

lo  the  second  highest  rate. I  station. 

The  men  and  women,  purchasers  of  foodstuffs,  dm;:  prod- 

ucts, apparel,  real  estate,  li<>u-r  furnishings  and  automo- 

biles, listen  ti>  W  IIDII  in  greater  numbers  than  they  d" 

t"  am  other  radin  station  in  New  England. 

I 

No  matter  when-  you  l>u\  on  \\  IIDII.  you  can  be  -ure  of 

having  the  greatest   number  of  potential  purchasers  f<>r 

M>ui  product  within  these  ramparts  •>■>>■  watch  from  Rock 
land.  .Maine,  to  Pt.  Judith.  Rhode  Island,  and  from  I 

tu  wi'-i  <>f  \\  mi  ester. 

W  HUH 
50,000  WATTS  •  BOSTON  •  850  KC 

ISLAND  AND  BOSTON  WEST  THROUGH  WORCESTER 



1  .in-a  Mir\< 
1953, 

thai : 

ning  habits  « ■  f 
•  the  twenty  i  ounlies 
the  ' 1 1  v  area 

red    frinn   those   of 

.  utility  '  it y  an 

i  isteners-per-hundred 
differed  in  the  two  ai 

The  \\  111)11  city   ratings  were 

protectable  to  the  total 

.in  ,i.  u  In  i<-:i-  those  id 
network  affiliates  were 

nut  proj<  i  table. 
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In  the  second  area  sur\e\. 

January ,  1954, 
it  was  proved  that : 
I  here  is  a  difference  in 

audience  composition  between 
at-home  and  out-of-home 

listening.    Audience  composition 
varies  when  the  total 

audience  is  counted. 

The  cumulative  weekly  audiem  e 

of  individual  program-  on 
WIIDH  and  other  radio  stations 

is  from  2.0  to  8.16  times  larger 

than  the  average  daily 

quarter  hour  rating. 

In  this 

Fifth  Area  Survey, 

January   1957, 

in  addition  to  other 

pertinent  data  we  show: 

In   the  third  area   survey, 

January,  1955, 

it  wa>-  proved  that : 
The  listening  audience  to 

i  idio  i  omprises  the  greatest 
circulation  of  any  medium, 

because  the  Cumulative  Pulse 

Audience  figure  showed  that 
radio  reaches  into  93.6$  of  the 

homes  in  the  course  oi  a  week. 
WIIDH  became  more  dominant 
in  its  area  than  in  the 

preceding  two  years.    WIIDH  reachr 
into  71.2%  of  the  homes  in  the 
area  in  the  course  of  a  week. In  the  fourth  area  i 

January,  1956, 

it  was  proved  that: 
The  metropolitan  fact 
nf   \\  111)11   more 

the  ideal  factor  than    I 

any  oilier  Boston  r,i 
\\  111)11  penetrati 
area  more  deeply 

than  did  any  other 

Audience  in  total  numbers  of  men,  work 

teens  and  children  listening  per  half  hlr 

Monday  through  Friday,  and  hourh  <n 

Saturday  and  Sunday  to  WHDH  and  le 

four  next  highest  rated  Boston  stations 

This  is  the  first  time  such  a  study  has  1  n 

made,  and  it  enables  an  advertiser  to  h  I 

the  cost  per  thousand  for  men.  worn, 

teens  and  children  listening  to  the  in  >r 
Boston  stations. 

COUNTY                 %  OF INTERVIEWS 
& 
POPULATION 

M  \I\K 
Cumberland 3 

knox % 
Lincoln 

Vi 

Sagadahoc 

Vi 

York 2 

M  \>SACHUSETTS 
Barnstable 1 

Bristol 8 
Dukes % 

10 

•Middlesex 

21 

Nantucket 
% 

•Norfolk 

8 
*  I'K  mouth 

4 

•Suffolk 

16 

Worcester 
2 

Nl-W    HAMPSHIRE 
l!<  Iknap 

'-■ 

HilNboro 3 

Merrimack 1 
Rockingham 2 

Strafford 1 

RHODE  ISLAND Bristol 

'■-• 

Kent 2 
V  »  port 1 

Pro\  idence 

11 

VA  .i-liington 

'.• 

TOTAL  100 

The  counties  listed  to  the  left 
are  those  in   the   WIIDH   coverage 
area.    Those  which  are  asterisked 

are   in   the   Boston   City   area 

which   is  part  of  the  total  area. 
The  total  25  counties  contain 

1,493.800  radio  homes. 

This    25   county    area    contains 

75%  of  the  population  of  the 
four  New  England  states  of  Maine, 
New    Hampshire,    Massachusetts 

and  Rhode  Island.    And  this  25 

county  area  accounts  for  779c  of 
the  retail  sales  of  the  four  si 

The  people  in   the  area   bought 

seven   and   a  quarter   billion 
dollars    worth    of    retail    good- 

last   year. 

Therefore,  we  believe  that  time 

buyers  should  be  aware  of  the 
facts  about   this  seven  and  a 

quarter    billion    dollar    market. 



ETROPOLITAN    FACTOR 

| In-  Metropolitan  factoi  i-  simpl)  the  per- 

centage <>f  the  nunibei  of  homes  in  the 

metropolitan  area  opposed  to  the  nunibei 

of  homes  in  the  total  area.  In  this  l').~>7 
fatal  \"-'  Stud>  there  are  1,493,800 

homes  iii  the  total  2.")  count)  area  and  ')\2.- 
700  in  the  >  fount \  Boston  metropolitan 

.in. i.  The  percentage  of  the  cit)  homes  to 

ilic  total  area  i>  01. 1'  [ .  This  ( >  1 . 1 ' ,  be- 

comes ill'-  ideal  Metropolitan  factor,  and 

indicates  that  am  station  approaching  this 

nli-.ll  ma)  project  it-  <  its  ratings  to  the 
total  area  w  itli  accurao . 

.■Ill, m    factor.  . 

\\  HDH  's    metropolitan    factor    closel)    ap- 
ii  In-  tin-  ideal  factor  with  a  -liulit  mar- 

gin of  tolerance  of  onl)  two  and  two-tenths 

nt.  thereb)    showing   intense  listening 

to    it-    facilities    outside    the    metro    area. 

I  he  accompanying  graph  shows  the  close 

relationship  between  \\  IIDH  "'city"  and 

'area1  ratings.  This  chart  is  based  on 
.ill  rated  time  periods,  Monda)  through 

Sunday,  from  <>:IW)  \\I  through  12:00 

Midnight.  The  figure:-  were  taken  from 

Pulse  of  Boston.  Januarx  -Februan  1957 

and  Pulse  of  WHDH    \rea,  Januar)    1957. 

EMULATIVE 

>ULSE 

AUDIENCE 

\s  further  proof  of  WHDH's  statu-  in  its 

•  count)  area,  the  chart  on  the  right 
MWS  the  penetration  of  WHDH  and  six 

iher  Boston  stations  into  the  25  count) 

jrea.  lor  simplification  we  have  com- 

teased  the  report  into  five  5-countv  break- 

Mwns  of  Maine.  New  Hampshire,  Rhode 

Mand.  Metropolitan  Boston  and  other 
lassachusetts  counties.  In  each  case 

HDH  reaches  more  homes  in  the  course 

|  a  week  than  am    other  Boston  station. 

RKLATION    OF    THE    CITY    AREA    AUDIENCE 

TO    THE    TOTAL    AREA    AUDIENCE 

METROPOLITAN     FACTOR 

Or  I'rojrrtability  of  City  Ratings  to  Total  Arm 

AVIRACI     '«     HOUR    MATINS 

•    AM  — 11     MID mnoroulAN 
FACTOR 

MONDAY     TMRU     SUNDAY.     JAN         •»» 

FUl.II     OF     • 
IDCAL 

ACTUAL 

•  TATION COUNTlll FACTOR FACTOR 

WHDH 
1,6 4.5 

61.1% 

62.4% 

A 
3.03 

2.38 

61.1'. 
77: 

B 
3.73 

2.60 

61.1'. 

87.6 

C 
3.64 

2.88 
61.1. 77.  J D 

2.50 1.75 61. r. 

87.2% 

E 
2.26 1.43 

61.19 

96.5% 

F 2.17 1.34 

61.1% 

98.8% 

6 

.-. 

u 1        /\ 
\ ...  ••  JAVvl s 

nil* 

V  \ 
\l. 

.•VaA_' 

■••••; 

A 
L/         v / 

li  U'S-A 
4 \\Jf 

■■. 

1 
n • 

2 l 

■MM  0»  SOVO*  UN  Ml  HO... rwM  O*  AM*  MM  lf»>    BVJM l 

7        8        9       10       II        12         1         2        3        4* 8        9        10     II      12 

PENETRATION  OF  25-COUNTY  TOTAL  AREA  IN   S-COUNTY  GROUPI 

MAIN! 

•  TATION  •    MAIN! 

FCNCTRATlON       COUNTICS 

NH  Rl 

■     NM  ■    Rl 
COUNTIES  CdUNTlIi 

MASS 

S    OIMIH 

MASS 

COUNTIC* 

BOSTON S     SOS 

MCTRO 
COUNTlll 

TOTAL 

<S 

COUNTlll 

FutciNT  64.7%  63.47<  44.3%  68.i  78.9%  70.6% U  HDH 

famous  35.400  61,800  100.300  117.000  720.300  1 .034,800 

44J%  43.c  17;  56.4% 

37,900  41.900  39.500  89.500  631'.  841,500 

-i •    ■  -  • WBZ 

117'-
 

FSRCCNT WCOP 

FAMILIES  10.000 

89-; 
H.7oo 

9.800 50.100 559300 637.600 

FCRCINT  51.7°; WEE1 

familks  44.200 41,900 nLSOO 

>h  »■  | 

100.500 
983300 

FCRCSNT 
WNAC 
FAMILICS 

31.  V  ", 

17.900 

■2V.W. 

12.0% 

27.300 

IL2" , 

45.100 
VV8'; £4*300 

665.000 

FCRCCNT 
WORL 

L0J 

5.100 

fcftj 

S.MU. 

I/.'', 

3,500 

1.1. 7% 

turn 
KhVMH 

23. 1  % 

MSJH 

rtwctNT  21.4%  163%  ".»",  36.2%  27  A% 

VyDA 

PASMUtM  18300  15.900  21.400  30.500  330.700  416300 

r«rc««t  943%  9L3%  943%  903%  913%  923% 

f\*.uJ°  81300  91.900  213300  155.700  835300  1377300 



PULSE  OF  THE 

TTi 
1 m T 

I 
AREA,  JANUARY  1957 

l i 
FIRST  480 

OUT  OF 

RATED  QUARTER 

HOURS! 

9Km 

111 I I 
FIRST  OR  SECOND  495 

OUT  OF 

RATED  QUARTER 

HOURS! 

1 

MONDAY  THROUGH   F(IC 
r 

fi  00    . 

at 

>',  IS   AM 

6:30  AM 6:45  AM 

:  mi  am 

7:13   AM 

7:3ft    AM 

7:45   AMj   Id 

MORNING WEEl 

0  9 

WBZ         12 WBZ        1.8 
WEEl        2.2 WBZ        3.8 

WBZ        3  3 
WEEl       4.1 

W"BZ       *    WEI 

6:00  AM  TO  -1 

WBZ 
0  s 

WEEl       1.0 WEEl      1.2 
WBZ         1.9 

WEEl       2  7 
WEEl       29 WBZ        4.0 

WEEl      4/WB2 

12:00  NOON 
WNAC 
WCOP 

0.6 

0.4 

WCOP     0  8 

WNAC     0.8 

WCOP     1.0 

WNAC     1.0 

WCOP      1.4 

WNAC      1.1 

WCOP     2.0 

WNAC     2.0 
WCOP      2. 1 
WNAC     2.1 

WCOP     2.3 

WNAC      2  3 

WNAC     2     w,, 

WCOP      2     \\M 

k 

WVDA 

03 

WVDA     03 WVDA     0.5 WVDA     06 WVDA     0.6 
WVDA     0.8 

WVDA     1.0 

WVDA     1     WVI 

Wlllll. 

WORL     0  1 WORL     03 WORL     0  4 WORL     0  5 WORL     0.6 WORL     0.8 

WORL 

AFTERNOON 

12:00   NOON   TO 

f 12:00 N 
12  r.  PM 

12  3U  PM 12:45  PM 

1:00    I'M 

1:15    PM 

1:30    I'M 

1:43   PM:    2M 

WNDN 

«.» 

WHOH    4  1 

WEEl      3.8 WEEl       34 IB 

tt  EE1 WBZ 

3.8 
3  1 

WEEl       46 

WBZ        2.9 

WEEl      33 
WCOP      27 

WEEl      3.5 
WCOP     2.8 

WEEl      3.2 

WCOP      2.7 

WEEl      3    WKF 

WBZ        2.7 WBZ        2.5 WCOP     2    »-,,, 

6:00  PM 
WCOP 2  1 

WCOP      2  3 WCOP     2.5 
WCOP      2  4 WBZ        23 

WBZ        2.4 WBZ        2.2 

WBZ 

< 
WNAC 
WORL 

1.9 

1.8 

WORL      1.9 

WNAC     17 
WORL     1.7 
WNAC    16 

WNAC     1.7 

WORL     1  a 
WNAC     2.0 

WVDA     1.8 

WNAC     1.7 
WVDA     1.6 

WNAC     1  '. 

WORL     15 

WNAC 
WVDA 

WVDA 

13 

WVDA     14 

WVDA     14 WVDA     1.5 
WORL     1.5 

WORL     14 WVDA     1.5 WORL     1 

EVENING 

6.00   PM   TO 

r 0:00    1 

'M 

a  is  pm 
6:30  PM 

8:45   PM 
7:00   PM 

7:15   PM 
7:30   PM 

:  13  i-\i 1 BHJ 
WBZ 

4.3 

WBZ        40 WBZ        3.9 
WEEl       4  1 

WEEl      3.1 WEEl      29 
WEEl       2.8 

WEEl      3    Wli 

MIDNIGHT 

WEEl 

3  6 

WCOP     3  4 
WCOP     3.6 

WBZ        3.6 WNAC     2.4 WCOP     2.2 WNAC     2.5 

WCOP     2    WM 

WCOP 
3.3 

WEEl      3.4 WEEl      3  2 
WCOP     3.3 

WVDA     2.2 

WBZ        2  I 

WCOP      2  3 

WNAC     2     » 

•*. 

WNAC 

2  4 

WNAC    2.1 WNAC     1.9 WNAC    2.6 WBZ        2  1 WNAC    2.1 WBZ        2.1 WBZ      ;    u WVDA 

1.6 WVDA    1.7 
WVDA     16 

WVDA     17 WCOP      2  1 
WVDA     1.8 WVDA      1  7 

WVDA     1     Ki 

SATURDAY  6:0 

MORNING 
7:00  AM  TO< 

r 6:60  AM 6:13  AM 6:30  AM 
6:45  AM 7:00  AM 

7:15   AM 
7:30  AM 

7:45  All    M 

WHDH 
1.5 

WHDH    2.0 
WHDH    3.0 

WHOH    3.0 WHDH    3.5 WHDH    4.5 WHDH    5.0 WHDH    4     » 

WEEl 0.8 WEEl      1.0 
WEEl      13 WEEl      1.5 WBZ        2  5 WBZ        3  0 

WBZ        4  0 

WBZ       3    *ES 
WBZ 

0.5 WBZ        0.5 WCOP     0.8 WBZ        1.0 WCOP     2.0 WCOP     2.3 WEEl      28 
WEEl     1 H 

12:00  NOON 
WCOP 

WNAC 

0.3 

0.3 

WCOP     0.5 

WVDA    0.5 

WBZ        0.5 

WNAC    0. 5 

WCOP     6  8 

WNAC    0.8 

WEEl      2  0 

WNAC    1.5 

WEEl      2.3 

WNAC     1.5 

WCOP     2  0 

WNAC    1.8 

WCOP    2  mm 
WNAC*    l.^| 

WNAC    0.3 WVDA    05 
WVDA    0.5 

WVDA    0.8 WVDA    0.8 WVDA    0.8 
WVDA     1    WTO, 

f 
12  N 12:15  PM 12:30  PM 

12:45  PM 1:00  PM 
1:15    PM 

WORL     03 

1:30  PM 

WORL    0  |H 

1:45   PM     M 

AFTERNOON 

12:00  NOON  TO, 

WHDH 6.0 WHDH    5.8 WHDH    6.3 WHDH    6.0 WHDH    5.5 WHDH    6.0 WHDH    5.5 

WHDH    5    •-. 
WCOP 

3.0 

WCOP     3.3 
WEEl      3.5 

WCOP     3  5 WEEl      33 WCOP     3.5 
WCOP     3.5 

WCOP     3    WK 
WBZ 

2.8 

WBZ        3.0 
WCOP     3.0 WEEl      3.3 WCOP     30 

WEEl      30 
WEEl      2.8 

wbz     3  mm 

6:00  PM WEEl 

2.5 

WEEl      2.8 WBZ        2.5 WBZ        2.8 WBZ        2.5 WBZ        2.8 
WBZ   •    2  5 

wee!    :  mm 

WNAC 

2.5 

WORL     2  3 WNAC    2  5 WNAC    2.6 WNAC    2.5 WNAC     23 WNAC    2.0 
WNAC    1    WM 

v. 

WORL 
2.3 WNAC    2.0 WORL    2.5 WORL     2  0 

WORL    2.0 WORL     1.8 WORL     1.8 worl   i  rm 

WVDA 

1.0 

WVDA    1.0 WVDA     1.0 WVDA    1.3 
WVDA    1.5 WVDA    1.5 WVDA     1.3 WVDA    1    W0 

EVENING 

6:00  PM  TO. 

r 
6:00   PM 6:15   PM 

6:30   PM 6:45  PM 
7:00  PM 7:15  PM 

7:30    PM 

7:45  PM     •• ■ 
WHDH 5.5 WHDH    4.8 WHDH    5.0 WHDH    5.0 

WHDH    4.8 WHDH    5.3 
WHDH    4.8 

WHDH    5    VM 

WCOP 3.5 WCOP     3.0 WCOP     3.3 WCOP     3.0 WCOP     3  0 WCOP     3.3 
WCOP     3.0 WCOP    3  mm 

WEEl 

3.0 

WEEl      2.5 WEEl      2.3 WEEl      1.8 WBZ        2  0 WEEl      2  3 
WEEl      2  5 WEEl     1  wn 

MIDNIGHT WNAC 

2.5 

WNAC    2.3 WNAC    2.3 WNAC    1.8 WEEl      20 WVDA    2.0 WBZ        23 wbz     :  vol 
WBZ 

2.3 WBZ        2.0 
-WBZ        2  0 WBZ     ( 1.5 WVDA     1.5 WBZ        18 WVDA     1.3 

WNAC    1   WM 

k 
WVDA 1.5 WVDA     18 WVDA     1.8 

WVDA  *  1.5 

WNAC     13 
WNAC     1.5 

WNAC     13 

\v\  da    :   «r<ai 

J*0
"" 

TT'x 

SUNDAY 
7:0CAI 

MORNING 

6:00  AM  TO  J- 12:00  NOON 

r 

%*
 

&    > 
\ 

7:00  AM 7:15  AM 7:30  AM 

T  )5  AM.  »■ WEEl      ('  («■ WBZ        0.5 WBZ        0  8 
WBZ        0.8 

v 

) 

WEEl      0.3 WEEl      03 
WEEl      0.5 

wbz  o  m 

eng 

WCOP     0  3 

WCOP    0  Wl 

AFTERNOON f 
12:00 

N 12:15  PM 12:30  PM 12:45  PM 1:00   PM 
1:15   PM 

1 :30    PM 

1  43   PM     ■ 
WHDH 

M 
WHOH    «.J WHOH    «  i 

WHOH    M 

WHOH    J  » 

WHOH    SJ WHOH    5.8 WHOM 

WCOP 
3  3 WCOP     3.5 WCOP     3.5 WCOP     30 WCOP     3  0 WCOP     3  3 WCOP     3.5 

wcop   J  ** 

12:00  NOON  TO  < WEEl 1.8 WEEl      2.0 WEEl       1.8 WEEl       1.5 WEEl      2  5 WEEl      3.0l_  WEEl      3  3 

WEEl     2  ■«•■ 

6:00  PM 
WORL 

1.0 WORL     10 WORL      1.0 WNAC     10 WORL     13 
WORL     1.5 WORL     13 

WORL     1  ■* 

WNAC 
0.8 WVDA     10 WVDA     III WORL     10 WNAC     1.0 

WNAC     13 WBZ        0.8 

WBZ       »  *** 

^ 
WVDA 

0  8 

WNAC     0.8 WNAC    0.8 
WVDA    0.8 WBZ        0.8 WBZ        0.8 

WNAC    0.8 

WNAC     "   *'M
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I  m  the  firsl  time,  we  have  determined  the  actual  number  of  men, 

women,  teens,  and  children  listening  to  each  radio  station. 

From  the  listenership  data  obtained  in  the  total  area  survey,  audi- 

ence composition  was  tabulated  for  seven  stations.  This  was  done 

by  half  hour  periods  for  the  Monday-Friday  average,  and  by  hours 

for  Saturday  and  Sunday.  The  data  are  reported  as  the  total  num- 

ber of  men,  women,  teenagers,  and  children  listening.    This  is  the 

combined  in-home  and  out-of-home  audience.  Men  and  women  are 

18  years  of  age  and  older.  Teenagers  are  12  to  17  years  of  age. 

Children  are  1 1  years  of  age  and  younger. 

These  figures  are  available  for  each  of  the  seven  major  Boston 

stations.  For  purposes  of  brevity  and  space,  we  have  published 

figures  on  the  five  leading  stations:  \U1DH,  WBZ,  WCOP, 

WEEI    and    WNAC     (Data   on    WORI.    and    WVDA    on    request) 

Monday  through   Friday  by  half  hours 
Total    num ber   o f    persons    listening    in thousands 
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]  1  :10     AM 
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36.8 
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52 
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Child.         3.7 1.6         1.5 2.1 
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1.3         30 

14 

.7 Child.          1.2 16         1.3 
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75.6 31.7 
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24  6 

Men          23.2 14.8        9.9 18.8 

7.5 
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36 
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98.0 
56.7 

TOTAL     94.1 58.2      46.9 
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52 

44 Teens         7.1 3  1         6  0        :> 

Child.         4.4 2.8        3.7 

2.4 

30 Child.          4.3 3.0        3.2 2.9 2.3 Child.         3.2 1.2         30 

2.1 1  3 

Child.         1.0 6           .8 

TOTAL     98.4 63.4       50.2 

9:30    AM 

68.3 
51.4 TOTAL     92.4 40.5       49.5 

2:00    PM 57.7 

29.0 

TOTAL   140.4 102.9      80.0 

6:30    PM 

863 

55  9 

TOTAL     91.4 
54  5       46.7      5-i 

I'M 

WHDH WBZ    WCOP WEEI WNAC WHDH WBZ    WCOP 
WEEI WNAC 

WHDH 
WBZ    WCOP WEEI 

WNAC 

WHDH 
WBZ    WCOP  Vj 

Men         21.0 11.9       11.9 
17.3 

9.1 
Men          18.4 9.0        9.7 136 
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25.9 
Women    28.9 178       12.5      11 
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WHDH     AUDIENCE    COMPOSITION 

Saturday    by    hours 
Total   number    of    persons    listening    in    thousands 
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\\  IIDII'-  continuing  dominance  is  a  result 
of  its  sensitivity  t<>  listener  change.  The 

plethora  <>f  '"Top  40"  programing  on  other 
stations  gives  WHDH  the  opportunity  to 

stand  out  even  more  solidly.  Realizing  that 
the  radio  dial  can  become  monotonous  with 

such  mechanically  contrived  programing, 

WHDH  has  expanded  its  live  programing 

in  the  continuing  concept  that  it  must 

always  maintain  an  individual  personality 
and  sound  for  the  listener.  At  the  same 

time,  such  live  programing  must  he  equal 

or  superior  to  such  recorded  talent  as 

might  be  offered  competitively.  Attesting 

to  such  quality  is  the  fact  that  three  of 

WHDH's  featured  artists  record  for  RCA 
Victor  and  Columbia  Records. 

This  sensitivity  to  the  changes  that  occur 

in  listening  habits  is  the  major  factor  for 

WHDH's  continuing  dominance  over  all 
other  radio  stations  since  the  advent  of 

television. 

The  graph  at  right  reflects  WHDH  leader- 

ship and  dominance  in  its  25  county  cover- 
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RATING    POINTS  -  -  PROJECTED   TO    RADIO    HOMES    BASED    ON   1,493,800    IN    WHDH    AREA 
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kly  listing  <>f  eha 
in  the  advertising  <m<l  broadcast  fields 

NEW  AMI 

NEW   ON    RADIO   NETWORKS 

SPONSOR 

Am.ricin    Products     Ami  '    Hon'.       NY 
Chrysler      Dodgt      t 

Chrysler,     Doilo       Detroit 

Chrytlll      DoJ^.       Detroit 
Chrysl.  r      Dodge      Detroit 

Chrysler,      Dodge       I 

Citiltn'l    Committee    on    Unemployment     In 

sur.incc    b    Workmen's   Compensation.    NY 
Ekco  Products.  Chi 

Ekco   Products    Chi 

Ekco  Products    Chi 

Ekco  Products.  Chi 

Florid.)    Citrus      Lakeland 

Ccncr.il   Mills.    Minneapolis 

Cener.il    Mills.    Minneapolis 

Gener.il  Mills.  Minneapolis 

Ceneral  Mills.  Minneapolis 

Ccncral   Mills.    Minneapolis 

Ccneral  Mills.  Minneapolis 
Crovc    Labs.    St.    Louis 

S.    C.    Johnson.    Racine.    Wis 

Philip    Morris.  N.    Y. 

Pan-American  Coffee,  NY 

Pan-American  Coffee.  NY 

Pan-American  Coffee.  NY 

Pan-American  Coffee.  NY 

Pan-American  Coffee.  NY 

AGENCY STATIONS 

YCrR      NY CBS  201 
CBS  201 

Drtroit CBS  201 

Detroit 
Crjnt.     Detroit 

CBS  201 
CBS  201 

Cr.int      Detroit CBS  201 

Furman 
DFS,     Ch, 

NY CBS   10 

ABC 

DFS.  Chi 

DFS  Chi 

DFS  Chi 

BOB  NY 

DFS.  NY 

DFS.  NY 

DFS  NY 
DFS.  NY 

DFS.     NY 

DFS  NY 
Carficld      SF 

FC&B.      NY 

..N  W.  Aycr.  NY 

Robt  W  Orr  &  Asso  NY 
Root  W  Orr  6  Asso.  NY 

Robt  W  Orr  &  Asso  NY 

Robt  W.  Orr  &  Asso  NY 

R»bt  W    Orr  &  Asso.    NY 

ABC 

ABC 

ABC 

CBS  201 

CBS  201 

CBS  201 

CBS  201 

CBS  201 
CBS  201 

CBS 

201 
CBS 

201 
MBS 

425 

CBS 
76 CBS 
79 

CBS 79 

CBS 79 

CBS 79 CBS 
79 

PROGRAM      time,    storr,    duration 

Aithur    God!  Th    10  15-10  30    am      II     Jul,      I 
Arm,  7  45    pm      I    5   mm    s<  g      14    Jun. 

Cunsmokt      Sa    12  30-12  55    pm.    I     5  mm    teg;    15    |unc.    10 
wks 

Cunsmokr      Su   6  30  6  55    pm.    1    5   mm    Mg;    16    |un 

U    8  05   8  45    pm.     I     5    mm    so:       16    |unc       10 
wks 

Sports   Resume;   Su   8  45   9   pm      I    5   mm   Mg;    16   |un 

15    mm    W  F  M     5     7      10    |u 

Don    McNeills   Breakfast   Club;    M   F    9-10   am  wk 

30    Sept.     13    wks 
My    True    Story;    M-F     10-10:30    am      I 

13    Wl 

When    A    Cirl    Mums      M   F    10:30-1045    am 

30  Sept;    13    wks 
Whi.,  M-F     10  45    11     am       I     seg    per    wk ;     30 

13    wks 

Arthur    Codfrey    Time;    Tu.Th.F    yar    15    rnm    set;;    28    May;    12 
wks 

Amos     n     Andy;    F    7:05-7  45    pm .    1     5-mm    scg      7    |unc      13 
wks 

Calcn    Drake.    Sa    1005-10  50    am;    1    5-mm    scg;    1    June;    13 
wks 

Cunsmokc;   Sa   12:30-12:55   pm;    1    5-mm   sew.    1    |unt     13   wks 

Cunsmoke;    Su    6:30-6  55    pm;    2    June.     13    wks 
Robert  Q    Lewis;  Sa    11:05-12   noon;    1    5-mm   scg;    I    June;   13 

wks 

Mitch  Miller;  Su  8:05-8:45   pm;    1    5-mm  scg;  2  June.   13  wks 
Amos    n    Andy;   M-F  7:05-7:45  pm ;   1    5-mm  seg:  22   May;   13 

wks Counterspy;    F    8  05-8  30    pm;    5    min    segs     5    |uly.    5    wks.    & 
wkend    stn    breaks.    5    July;    1    mo    saturation 

Country   Music   Show     F    10:30-10  55   pm ;   5   July;   26  wks 

Nora    Drake;    M    1-1    15    pm ;    '2    spon ;    8    July:    8   wks 

Our   Cal    Sund.-y     Th    12  45-1    pm      's    spon      11    July:    8   wks 

Road  Of   Life:   Tu   1   45-2  pm ;    '2    spon ;  9  July:  8  v*> 

_Sccond   Mrs     Burton.   F   2   15-2:30  pm ;    'j   spon;    12   |uly:  8  wks 

Strike    It    Rich:   W    2  30-2  45    pm;    >2    spon;    10   July:   8   wks 

BROADCAST    INDUSTRY    EXECUTIVES 

NAME 
John    Alexander 

Clayton    Bond 

Judd   A.   Cholcr 

Jack     Cosgrovc 
Robert     Costa 

Wayne    Coy 

FORMER    AFFILIATION 

•<ODY.    North    Platte     Neb.    mgr 
TPA,     NY.     sis     staff 

yVSBT-WSB-TV.    South    Bend,    promotion    mgr 

WTCN.    Mmn-St      Paul,    radio    sis 

Time,    i  KOB   &   KOB-TV'    Albuquerque,   prcs  &   gen   mgr 

Charles    C.    Crockett 

William    E.    Daley  WTCN    Radio.    Minneapolis,    sis    mgr 

Lucian     Davis  CBS.    Hollywood     m;r    net    broadcasts 

Leon    Dolnick  WITI-TV.    Milwaukee,    acct    exec 

Harry   |.    Dowd.   Jr. 
Edward    C     Dowden 

Joseph    E.    Faraghan  WCN-TV.    Chi.    pgm    mgr 

Ernest    Fladell  NBC-TV.   NY.   mgr  special  pro-notions 
Willard    Fraker  W|HP-TV.   Jacksonville,  gen   mgr  &  sis  mgr 

Harold    Craham,    |r.  McCann-Enckson.    NY.    tv    acct    exec 

John    B.   Crcen  NBC   TV     NY.    asso    producer    "Wide    Wide    World 
William   W.    Crigsby  Kansas    University     sports    radio    net.    announcer 

Jim    Cunn  KONA-TV.    Honolulu,   gen   sis   mgr 

Jim     Halpin  'Jtica.     NY 
Charles  L.   Hildrcth 

Jack     Irvine  KVAN     Portland     gen    mgr 

James    F.     Jae  <LIK     )cffcrson   Citv    head  of  sis  dept 
Edward    E.    Kash  Kenvon   &   Eckhardt.   Chi     comm   prod  &    tv  client  contact 

lack     Kelly  WJW.    Cleveland,    managing    dir 

John    M.    Kimball 

Edward    L.    Koenig.    |r  Hal    Roach    Studios     LA     gen    sis    mgr 

Stephen    B.    Labunski  WDCY.    Minneapolis,    vp   &   gen    mgr 

Larry   Lau  KVAN.    Portland,    sis   mgr 
Lester    A.    Loeb  WMCM.    NY.    sis    stiff 

Lou    Marget  MCA    TV.    NY,    asst    in    sis    promotion    dept 

Dean    McCarthy  WITI-TV      Milwaukee,    pgm    dir 
Sid   Mesibov  TVB.    NY.    dir    public    id  s 

|ohn  H.  Norton.  Jr.  WMTW.    Mt.    Washington     vp   &   gen    mgr 
William   C.    Rhodes  KLER.    Lcwiston      Idaho     mgr 

Eugene  C.  Wyatt  ABC-TV.    NY.    ntl    pgm    sis    mgr 
Stanley   L.   Ycntes  NBC   Television    Films     NY.   sis  service    supvsr 

NEW    AFFILIATION 

WFLA     Tampa-St     Petersburg     radio   stn    mgr 
NBC    Television    Films     Cincinnati     sis   staff 

WFMY-TV     Crcensboro     NC     promotion   mgr 
Same     local   sis  mgr 

Hawaiian    Brdcstng    System,    local    sis   mgr 

Twin   States  Broadcasters.     WFBM    Radio  0    TV-     Indianapolis. 
Prcs    &    dir 

Hiw.inin    Brdcstng    System,    gen    sis    m?r 

WTCN   TV,    Minneapolis     local    sis    mgr 

Same,  exec   producer  radio   net   pgms 

Same,  merchandise   mgr   &   asst   in   ntl   <ls 

Oliver    Brdcstng    Corp     WPOR     Portland     assist    treasurer 
Shamrock    Studios     Winter   Park     Fla.   dir  of  advtg   &   publicity 

WFLA.    Tampa-St      Petersburg     dir    tv    pgm    dept 

Same,    mgr    sis    promotion     net    sis 

WFCA-TV     Jacksonville     local    sis    mgr 

CBS-TV      Hollywood,    pgm    exec    net    pgm    dept 
ABC-TV      mgr    net    pgm    dept 

KMBC    KFRM    Radio     Kansas   City     advtg   acct   exec 
KVAN     Portland     gen    sis   mgr 

WSBT     South    Bend     promotion    mgr 

Oliver    Brdcstnj;    Corp     WPOR      Portland     board    of    dir  s 
KROW      Oakland      gen    mgr 

Same,    stn    m?r 
WFBM   TV     Indianapolis     acct    exec 

Storcr     Ntl     Sales      NY      sis 

Oliver   Brdcstng  Corp    WPOR     Portland    prcs    secty  O   treasurer 
Same     vp    in    chg    sis 

ABC    R.idio   Net     NY     vp 

Same.    Ken    mgr 
ABC    Film    Syndication     NY     eastern    sis    rep 

Same,    supvsr    sis    promotion 

Same     plus   asst    to    prcs     ntl   sis 
ABC    tv    net      NY      dr    of    special    exploitation    proicc's 

Oliver    Brdcstng   Corp    WPOR     Portland,    vp   C- 
KNEW     Spokmc     gen    sis   mgr 

Same,  ntl  si 
Same     mgr   sis   service 
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NEW   AND   RENEW 

ADVERTISING   AGENCY    PERSONNEL   CHANGES 
NAME 

lames  W.  Carey 
MacLean  Chandler 
Norman   A.   Church 

Virgil    Clark 
Dorothy    Cross 
Cenc    Cuddeback 
Cerald   S.   Curhan 
Harry    D.    Coodwin 
Stuart   Heincmann 
Stephen    Holdampf,   Jr. 
Henry    R.    Jaeger 
Albert  W.    Kadish 
Pieter   P.    de    Kadt 
Bruce    Kellett 

FORMER   AFFILIATION 
Taylor    M.    Ward,    Ithaca,    copy    chf    b    vp 
Harrington-Richards,     SF 

°hilip    |.    Meany,    LA,    vp 
Cary    Hill,    Omaha,    mgr 
Tor-Ad,    NY,   partner  b   production    mgr 
Bjchanan-Thomas,   Omaha,   asst   to   pres 

Allied    Advtg,    LA,    gen    mgr 
Reach,    McClinton,    NY,    acct   prod 
Reach,    McClinton,    NY,   prod   dept 

"CSS.   NY,   field   mgr  merchandising  dept 
Alfred    Politz    Research,    Pa.    asst    project    dir 
3i.nni.Td    Daily    Despatch.    Brainerd.    advtg    dept 
William   Esty,   NY,   acct  exec 
^trout    Realty,    LA,    advtg    mgr 
Melvin  F.  Hall  Advtg.  Buffalo,  copy  chf  b  acct  exec 
Hutchins   Advtg,    Pa,   prod    mgr 
B&B.    NY,    radio    tv    exec    _ 

"ubhsher    &    public    info    specialist 
SBDO.    NY,    vp 

BBDO.     NY,     legal    counsel 
Reach,   McClinton.  NY  prod  mgr 
BBDO,    LA,    vp 

H.    B.    Humphrey,   Alley  b   Richards.   NY,   exec  vp 
Henri    Hurst    &    McDonald,    Chi,    sr    vp 

Richard    McShane    Kelly 
Ceorge   Lasezkay    
Benedict   W.    Law 
Frank    McQuillen 
Werner    Michel   
Dick     Moon      

William  J.  O'Donnell 
James  R.  Schule 
Frank     Sharpe 
Walter   A.    Tibbals 
Deane    Uptegrovc 
Robert   E.   White 

West   P.   Woodbridge.   Jr.  William    Esty,    NY,    acct   supvsr 

RENEWED  ON   RADIO  NETWORKS 
SPONSOR 

Bridgeport    Brass.    Bridgeport 

Coca-Cola.    NY 
First  Church  of  Christ,  Scientist,   Boston 

Interntl  Minerals  &  Chemical,  Ac'cent.  Chi 

Radio  Bible  Class.  Crand  Rapids 
Standard  Brands.  NY 

AGENCY 

Hazard.   NY   ABC 

Mc-E,  NY 

Hoag  &  Provandic,  Boston 
BBDO.   Chi 

J.   M.   Camp,  Wheaton    
Ted  Bates,  NY          

NEW    AFFILIATION 
Comstock  &  Co,  Buffalo,  acct  exec 
BBDO,  SF,   acct  exec 
BBDO,   LA,  acct  exec 
Same,    dir    special    food    b    packaged    goods    div 
David    Singer    Asso,    NY,    production    planning    dir 

  Cary-Hill,    Omaha,    mgr 
Allenger    Advtg    Agency,    Brookline,    acct    exec 
Daniel  F.    Sullivan.   Boston,   dir  of  sis  promotion 
Anderson-McConnell    Advtg,    LA,    acct    exec 
Same,    prod    mgr 
Same,    asst    prod    mgr 

Core   Serwer,    NY,    marketing    research    asso 
N.W.    Ayer,    NY,    radio-tv    dept 
Weston-Barnctt,    Waterloo,    asst   acct    exec 
SSC&B,   NY,   vp  b  acct  supvsr 
Comstock    &   Co,    Buffalo,    acct   exec 
Comstock    b    Co,    Buffalo,    acct    exec 
Maxwell    Asso,    Pa,    operations    mgr 
.Reach.    McClinton   &    Co,    NY,    radio-tv   dir 
Cary-Hill,    Kansas    City,    acct    exec 
Same,    plus    asst    to    gen    mgr 

  Same,    plus    asst    to    gen    mgr 
  Same,    traffic    control    mgr 

Anderson-McConnell    Advtg,    LA,    head   of   tv   &    radio   dept 
Same,    head    NY    office 
Rutledge    b    Lilienfcld.    Chi,    vp 
Robert    Otto   &    Co.    NY.    vp   b    member    acct    exec    staff 

PROGRAM,   time,  start,  duration 
When    A    Cirl    Marries;    M-F    10:30-10:45    am;    4    seg    per   wk; 

"  July 

MBS  340  Coke  Time;  Tu,  Th  7:45-8  pm;  2  July;   13  weeks 
MBS  425  ..How  Christian  Science  Heals;  Su  12:45-1   pm;  23  June;  52  wks 

ABC  Don    McNeill's    Breakfast  Club;    M-F   9-10   am;    1    seg   per   wk; 

2  July 

ABC    Radio  Bible  Class;  Su  8-8:30  am;  30  June;  52  wks 
CBS  201  Arthur   Codfrey   Time;   M   b   ev  4th    F    10:45-11    am;   3   June; 

52  wks 

SPONSOR  PERSONNEL  CHANGES 
FORMER   AFFILIATION NEW   AFFILIATION 

Simoniz,  merchandise  mgr 

NAME 
C.    Paul  Amerman    

Edward  R.  Bartley           B.  F.  Goodrich  Tire  Co,  statistician-business  research  dept  .       Same,   mgr-marketing  &   research 
Roger  H.  Bolin    _     Westinghouse   Electric,   mgr  general  advtg    Same,  dir  of  advtg 
Crover  C.  Clark    __._B.  F.  Coodrich  Tire  Co,  advtg  &  sis  prom  mgr     Same,  merchandising  mgr 

W.   W.   Clements      Dr  Pepper  Co,  vp  &  gen  sis  mgr  _     Same,  vp-marketing 
Arthur   F.   Connolly                    Simoniz,  jsst  sis  mgr 
Bette    Doolittle           _     Crocery    Manufacturers    of    America, 

radio-tv  rel's 
R.  Carter  Dye              Olin  Aluminum,  sis  dir     Same,  gen  sis  mgr 
Claire  C.   Ely        Maytag  Co,  gen  sis  mgr              Same,  vp  in  chg  marketing 

dir    of    women's    press    & 

Ralph   Fields 
Jay  B.   Ford,  Jr.  . 
John   Cray         
jerry  Crossberg      
Bruce   Hamilton    
Howard  F.  Harris      
Richard  I.  Hirsch 
Robert  O.  Howard 
Sinclair  Jacobs,  Jr.   
John  C.  MacKinnon    

David  Mazer 
Robert  E.   Mott,  Jr.   
John   H.    Platts 
Robert  L.  Stone    

Henry  Turnbull       
Samuel  Wieder      

Reynolds  Metals  Co,  mgr  consumer  sis 
  U.S.  Potash  Co,  asst  gen  mgr    

General  Foods,  asst  product  mgr 

Women's  Wear   Daily,   advtg   prom   mgr 
U.S.  Tobacco  Co,  advtg  mgr        
Crocery  Manufacturers  of  Amer,  public  info  dir 
H.    M.  Cross  Co,  vp           

_.B.  F.  Coodrich  Tire  Co.  merchandising  dept   

Same,   dir  of   sis   prom   &   merchandising 
Pacific  Coast  Borax  Co,  asst  gen  mgr 
Best  Foods,  asst  advtg  mgr 

Brookfield  Clothes,  dir  of  advtg  b  public  rel's Best  Foods,  advtg  mgr 

Corn   Products   Refining,   dir  public   rel's Helene   Curtis    Industries,    asst   advtg   mgr 
Same,  advtg  &  sis  prom   mgr 
Pharmaceuticals,   product   mgr Ted  Bates,  acct  exec 

Hood    Rubber  &   B.    F.   Coodrich    Footwear,    mgr   footwear   mer- 

chandising   __     Same,  gen  sis  mgr  of  footwear  &  glove  div's 
Hudson   Pulp  b   Paper,  mgr  bulk  sis        Same,  Cup  b  Container  product  mgr 
BBDO,   food,  drug  &  industrial  accts     Carnation  Co,  asst  product  advtg  mgr 
Whirlpool,   St.   Joseph,    Mich,    mgr   laundry  sis  Sears        Same,  gen   mgr  Evansville  div 
Dr  Pepper  Co.  asst  gen  sis  mgr           Same,  sis  mgr 
Compton   Advtg,  vp  b  acct  supvsr    _                Theo.   Hamm   Brewing  Co,  dir  of  marketing 
Lederle   Laboratories,  advtg   mgr  Shaller-Rubbin  Co.   vp  b  group  supvsr 

NEW  FIRMS,  NEW  OFFICE  (Change  of  address) 
CKCQ,    Quesnel,    B.C.,    Canada,    will    be    in    operation    by    mid-July,    with 

studios  in  the  Advertiser  Bldg,   Reid  St 
Confession,   Inc.   newly  formed  tv  film  firm  in   Dallas 
John    P.    Cunningham    announced    that    Brisacher    Wheeler    Div,    SF,    and 

Mayers    Div,    LA,    will    be    called    Cunningham    &    Walsh    Inc.    effective 
immediately 

Devney   Inc,   Chi,   has  opened   new   offices  at   185  Wabash   Ave 
Robert  C.   Foster  and  William  A.   Creed  announce  the  formation  of  a  new 

firm,    Foster  &   Creed   Reg'l   Radio  &  Tv  Stn   Reps,  with   headquarters  in 
the   Statler    Office    Bldg,    Boston 

Frances.    Morris   &    Evans.    Inc,    newly    formed    advtg,    marketing    &    public 

rel's  company,   with   offices  at   231    E    51    St,    NY 
Fuller  b   Smith  b    Ross   Inc,   has  opened   a   new  office   at   211    Oliver  Ave, 

Pittsburgh 

W.   C.   Goldsmith  Co.  new  advtg  b   publicity  organization,  with  offices  at 
857  S  San    Pedro   St,   LA 

Russell  Kolburne,   Inc.   NY.  is  new  agency  with  offices  at  10  E  43rd  St 
McCurry,   Henderson,   Enright,   Inc,   Norfolk,  Va,   has  moved  to  larger  quar- 

ters at  200  W  22nd  St 

NBC    International,    Ltd,    a    new    wholly-owned    subsidiary    corporation    of 
NBC.  will  open  its  headquarters  in   Montreal,  Canada,  in  July 

William   J.    Ri  illy     Chi.   will  open   his  own   offices  in   the  stn   rep   business, 
location   tba 

Telecast  Pictures  Corp,    NY,  newly  formed   tv  film   firm  with   headquarters 
at  130  E  40th  St 

N.    A.    Winter   Advtg,    Des   Moines,    and    Biddle    Cc,    Bloomington,    III,   will 

merge    effective    1     July,    to    form    Biddle    Advtg    Co    with    hdqrtrs    at 
Bloomington 

WISN.    Milwaukee,    has    moved    its    radio    b    tv    offices    to    new    quarters 
at  759  N   19th  St 

KDAY,   LA,   has  been   sold   to  Radio  California,   Inc.  subsidiary  of  Gotham 
Brdcstg   Corp,    and    has   received    FCC    approval    for    power    increase   to 
50,000  wafts 

KCMS,    Sacramento,    will    become    a    Don    Lee    affiliate,    effective    1     July, 
replacing    KXOA 
KHMO.    Hannibal.    Mo.    has   been    bought   by   Jerrell   Shepherd,   and  will  be 

designated  the   Mark  Twain   Brdcstg  Co,  upon   FCC  approval 
KPAC-TV,    Beaumont,    Texas,    now    in    construction,    will    become    an    op- 

tional affiliate  of  NBC  tv  network  effective  15  Sept 
KS|0.    San    Jose,    has    appointed    Simmons    Asso,    NY    b    Chi,    ntl    sis    reps. 

effective   immediately 

KVEC-TV,  San  Luis  Obispo,  Calif,  will  become  a  satellite  stn  of  KSBW-TV, 
CBS  tv  affiliate   in   Salinas-Monterey 

KWLK.    Longview.   Wash,   has  appointed    Everett-McKinney   ntl   reps 
WEAT-TV.    Inc.,   West   Palm    Beach,    has   appointed    James   S.    Ayers  Co  of 

Atlanta  &  Charlotte  southeastern   stn   rep 

WFGA-TV,    Jacksonville,    Fla,    will    become    a    basic    affiliate    of    NBC    tv 
network   effective   midsummer 

WIBW    Radio    b    TV,    Topeka,    Kansas,    has    appointed    Avery-Knodel.    Inc. 
exclusive  ntl  sis  rcos 

WJHP-TV,   Jacksonville,   Fla.  will  no  longer  be  an   NBC   tv  affiliate  effec- 
tive midsummer 
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RADIO  RESULTS 

historiei  ■  isful 

l<><  nl  niul  regional  radio  campa 

AUTO   LIABILITY   INSURANCE 

SPONSOR:  I  niwi-.il  hiMiranrt-    Vjienc)       VCI  N(  ̂      Benjamin  K.n/ 

Capsule  Case  History:    \  steadily   maintained  ini  rease  in 

the  number  ol  hoi  prospects,  life-bl   I  "I   insurance  agen- 

has  been  achieved  l>\  the  I  niversal  Insurance  Vgenc) 

through  radio.  In  Octohei  55,  I  niversal  decided  to  ex- 

penmen)  in  selling  it-  auto  liabilit)  policies  through  \\  II  \  I  . 

which  concentrates  on  Negro  audiences.  Directing  its  cam- 

paign at  uninsured  drivers,  the  firm  purchased  several  five 

minute  shows   weekly,   but    results   in   the   first    week      150 

direct  leads     were  so  gratifying,  it  inn   liatel)  switched  to 

an  across-the-board  buy.     [Tie  company  purchased  .ill  avail- 

able five-minute  segments  on  the  late  aften   a  portion  <>l 

Snap  Club,  a  campaign  of  l'>  segments  weekl)  .it  .1  cost  ol 

•  per  week.  I  niversal  is  -till  maintaining  this  campaign, 

.mil  has  been  averaging  LOO  leads  per  week.  It  reports  it 

hat  become  the  largest  local  independent  and  has  drastically 

reduced  the  number  n!   uninsured  drivers. 

BOTTLING  WORKS 

SPONSOR    Wuh.*  ■  orlu  iCI  N<  *     Direct 

Capsule  Case  History:  \  report  ol  instantaneous  results 

through  the  use  ol  local  radio  advertising  comes  from  the 

Washington  '  oca-(  ola  Bottling  Works.  Though  local  ft 

'In-ill  bottling  works  frequentl)  use  radio,  it  was  a  new 

approach  foi  this  firm.  Some  months  ago  when  it-  advei 

tising  wasn't  bringing  In  the  desired  results,  it  launched  a 
radio  campaign.  It  bought  spot  schedules  on  several  local, 

independent  stations,  including  \\\\l><  .  On  the  latter,  its 

pitch  was  selling  through  the  personality  of  disk  jock<  - 

Speaking  of  the  campaign,  \\ .  Y  Sales,  manage)  of  the  com- 

pany, reports:  "The  results  wen-  instantaneous,  with  oui 

three  plants  in  this  area  showing  a  20,  15  and  I  !'■  inert 

in  the  ln-t  month.  I  In-  -ueee-s  storj  doesn't  stop  there 

We  have  continued  the  spot  schedule  and  are  -till  getting 

increases  eat  li  month."  Di-k  jot  keys  who  did  the  Belling  foi 
(  oca-(  ola  were    \it   Brown,  Fred   Fiske  and    lack  Rowzie. 

WIIVT.  Philadelphia PURCHASE:    Announcement*  WW  lit.  ft  Others,  Washington.  D.  C.    IM  H<  II  W  :   Announcements 

FERTILIZER-INSECTICIDE 
SPONSOR:  Ward  Feed  Store,  Inc.  AG!  Nl  \     Di 

Capsule  Case  History:  Local  tie-in  advertising  following  a 

network  plug  proved  a  combination  that  brought  excellent 

results  for  Waul  Feed  Store  of  Syracuse.    Starting  8   April. 

and   allocating    it-   entire   ad    budget,    Waul'-    launched    a 
Monday-through-Frida)     series     "I     one-minute    Bpots     on 

WHIN.     I  he  campaign  was  concentrated  on  Fiestar,  .1  fer- 

et   and  insecticide.    Ward'-  bought   the   11:30  a.m.  spot 
immediateb    following   the    Arthur   Godfre)    neiu.uk   show, 

which  was  also  advertising  Fiestar.    Trior  to  tlii-  campaign, 

Sard's  had  been  handling  a  maximum  of  one  carload   ol 

'  11  a  \ear.    I  -inu  tlii-  W  III.N  promotion  <>nl\.  the)  have 

noved  3Vo  carload-  in  the  past  1 '  •_•  months,  a  sales  increase 

»f  approximate!)    25-fold    on   the    product     (Incidentally, 

star  requests  from  market  centers  as  fat    awa)    .1-   Nor- 

\alk.  Ohio,  and  Elkins,  W  .  \  a..  1  au-ed  the  station  to  theorize 

hat  sun  spots  have  been  boosting  their  signal  coveraj 

^HEN,  Syracuse,  N.  Y.  PURCHASE:    Announcements 

REAL  ESTATE 

SPONSOR:  Insured  Investment*,  I  \i.f\i  'i     D 

Capsule    Case    History:     Mn    contrast    between   the   high 

price  ol  a  house  and  the  1 « •  w  1  osl  of  radio  I"  sell  it  has  lured 

man)    a   developer.     Case   in    point:    Insured    Investments, 

Inc.,  of  Wichita,  had  found  it-  home  sales  ratbei  slow.    On 

1  March,  at  a  cost  of  approximate^  x  100  |»-r  week,  tlii-  I 

launt  hed  a  semi-saturation  campaign  of  50  one-minute  spots 

|ier  week  "ii  kl  BI.     I  lu-e  spots  were  built  with  a  21 

ond  singing  intro  followed  b)    1"  seconds  of  hard  Bell.     B 
I    \la\    Insured   Investments  \\<\t\  sold   33  homes  at   a  total 

cost   in   radio  advertising   of  approximate! 

newspaper  promotion  was  used  (the  newspaper  budget  was 

1  ut  in  half  to  pa)  l"i  r.nlii'  I .  but  the  firm  said  that  almost  all 

lead-  came  from  Kl  BI.    ITie  original  campaign  was  to  I 

run  to  the  middle  of  June,  but  due  to  lack  of  < 

sales  have  been  temporaril)    frozen.     Hie  firm's  sales  man- 
reports  it  i-  awaiting  the  elimination  i>f  tlii-  problem. 

KFBI,  Wichita  PURCHAS1      Announcements 
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SPONSOR  ASKS 

Howjfdo  you  measure  the  impact  of  a  broadcast  campaign 

Jules  Ru  do  miner,  executivi  v.p.  in 
charge  oj  marketing,  advertising  &  merchan- 

dising, Rayco  luto  Seat  Covers,  Inc., 

Paterson,  \ .  ./. 

Back  in  April  of  L952,  our  newly- 

;i I ) j <<>i ntecl  agenc\.  I.niil  Mogul,  devel- 

oped a  novel  media-check  system  de- 

signed  to  measure  the  comparative  ef- 

fectiveness of  KaM-n's  advertising  ex- 
penditures.  In  essence,  it  lets  our  cus- 

tomers tell  us  what  brought  them  into 

our  stores  and  gi\es  us  at  headquar- 

"  developed 

a   novel 
media  chec: 

system" 
ters  a  week-by-week  measure  of  adver- 

tising effectiveness  in  each  market. 

More  than  five  years  and  a  few  modi- 
fications and  refinements  later,  the  sys- 

tem remains  in  effect  as  one  of  the 

foundations  of  our  entire  media-buying strategy. 

As  a  franchisee!  operation  with  150 

stores  in  major  markets  throughout  the 

country,  we  need  a  method  that  will 
show  us  what  our  advertising  dollars 

are  accomplishing  for  our  individual 

dealers.  Our  need  was  no  less  appar- 
ent in  1952  when  our  54  franchised 

operators  were  spending  95%  of  their 

aggregate  budgets  in  newspapers.  To- 
day, the  biggest  percentage  of  our  ad- 

vertising budget  flows  into  broadcast 

media.  The  change  in  media  was  dic- 

tated not  by  whim  or  even  the  usual  re- 
search studies,  but  by  the  results  of 

our  agency's  system  of  evaluating  con- 
sumer questionnaire  cards. 

Each  of  our  operators  is  supplied 

with  cards  prepared  by  the  agency. 
The  cards  are  divided  into  three  sec- 

tions: an  open-end  question  which  asks 

the  customer,  "How  did  you  happen  to 

come  to  Rayco?";  a  more  detailed 
question  which  asks  customers  to  iden- 

lil\  Rayco  advertising  seen  or  heard 
b)  name  of  station  or  newspaper  and 

name  of  specific  program  in  the  case 
of  radio-t\  :  and  a  detachable  tab 

which  serves  as  the  customer's  uncon- 
ditional guarantee  of  Rayco  Auto  Seat 

Covers  against  manufacturing  defects 
for  the  life  of  the  car.  The  detachable 

guarantee,  of  course,  insures  a  favor- 
able attitude  and  high  response  for  the 

media  check. 

The  cards  are  submitted  weekly  to 

Rayco  headquarters  in  Paterson.  where 

they  are  tabulated,  evaluated  and  sum- 
marized. We  then  send  the  summan 

sheets  and  detailed  sales  charts  to  the 

Mogul  agency,  which  analvzes  the  fig- 
ures with  one  major  objective  in  mind: 

to  determine  the  effectiveness  of  our 

current  media  structure  in  terms  of 

sales  per  dollar  of  ad  expenditure. 

In  applying  the  check  system  to 

broadcasting  advertising,  we  don't  neg- 
lect the  significant  criteria  of  ratings, 

cost-per-1,000  of  estimated  audience 
and  the  results  of  frequent  field  re- 

search studies.  These  are  correlated 

with  the  customer  checks  to  give  us  a 
constant  evaluation  of  our  advertising 
effectiveness. 

Since  our  operators  allocate  a 
share  of  their  sales  volume  to  the  ad- 

vertising  budget  they  have  more 
than  a  passing  interest  in  the  pulling 

power  of  their  ad  dollar.  This  helps 
account  for  the  high  rate  (85%)  of 

consumer  responsiveness  to  the  check 

s\  stem,  therein  increasing  the  statis- 
tical validity  of  the  tabulations. 

We  constantly  seek  refinements 
and  improvements  for  the  system.  But 

it's  doing  a  job  for  us  that  the  skeptics 

said  couldn't  be  done:  it's  getting  for 
us  the  most  mileage  out  of  every  adver- 

tising dollar. 

William  C.   Stophlet,  sales  promotion 
director,  The  Fair,  Chicago 

The   impact   of  a    broadcast   campaign 
is   measured    in   terms   of   results.     Re- 

gardless    of     media,     campaigns     are 

planned,  produced  and  presented  witl 
concrete    objectives. 

In  our  world  of  retailing  there  an 

four  basic  objectives  in  advertising  t< 
the  consumer   and   the   decree   of   ful "measured 

in  terms  of 

results" 

filment  of  these  objectives  determine 
the    impact. 

1.  Sales  results  in  dollars   ico\, 

ering  a  specific  period).    Since  thi 
lailer's  life  is  built  on  dailv  sales,  thi 
is  vital.    Impact  here  is  determined  I 

establishing  the  percentage  cost  of  th 

broadcast  to  three-day  sales  doliai 

ures  of  the  product  advertised  on  tl air. 

2.  Sales  results  in  dollars  I  cox 

ering  a  seasonal  period).  Equallv  in 

portant,  this  objective  covers  product 
that  represent  greater  investment  an 

must  be  sold  over  a  prolonged  but  d< 

fined  period.  An  example  might  1> 
swim-wear.  This  campaign  would  1" 

gin  in  May.  prior  to  peak  sellim 
extend  into  late  July. 

3.  Increased  traffic  (transaction 

inquiries  I .  Such  things  as  store  in 

provement,  credit-sales  promotioi 
new  customer  services,  opening 

suburban  stores  all  command  broac 

cast  time.  Measuring  impact  achieve 

on  these  points  is  more  difficult  tha 
with  merchandise.  But  a  few  xan 

sticks  might  be:  periodic  in-store  tra 
fie  counts,  customer  interviews  an 

average   sales   comparisons. 
4.  Public  acceptance  and  favo 

able  opinion.  This  is  important  t 

vour  standing  within  the  communil; 
It  is  the  impression  \ou  wish  to 

tablish  in  the  minds  of  those  unfami 
iar    with    you.     The    results   are   Ion; 

en SI'ONSOK 
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i,.   mil   difficult    i"   determine,    bul 

irill   be    reflected    in    im  reasi  d    cl 

(  n-t •  > 1 1 K-i - :  greater  sales;  bettei  advei 
I • — i 1 1  —   |   Im  tn  it)  • 

Clayton  R.  Sanders. 

Ptoples  Drug  Stores  0.  ( 

In  the  highl)   c   petitive  \\  ashington 

market.     Peoples    has    one    sales     l"i 
Mllil, i  no  one  in  the  i  hain  evei   forgets 

/>(•(>/>/<•  into  the  stores.  <  mce 

they're  in,  Peoples  will  make  i  ustomera 
,,ui  of  them.  The  trick  is  to  gel  them 

into  the  stores.     \ml  thai  -  w  here  i  adio 

"get  people 
iniD  the 

stores 

luing   the  j<>l>  at   an   extremely    low 

ost-per-customer   figure. 
In  fa<  I.  store  traffic  is  our  \  ardsl  ick 

in  measuring  the  success  "I  oui  over- 

all advertising  program  and  that  in- 
cludes newspapers,  radio  and  l\. 

\\r  have  used  radio  consistently    for 

the  past  -even   years  and.  through  ex- 
ierience.   Peoples   has   learned   how    to 

he  medium  effectively . 
Willi   radio   we  tend   to  concentrate 

■  a  a  -mailer  number  ol   items,   in  con- 

m-i   to   our   newspaper   ads   that    fea- 
a   greatei    list    ol    products.      I  he 

adio  spots  ui\e  intensive  coverage  to 

teekly     specials,    seasonal    campaigns 

uch  as  film  and   photo-finishing,  and 
onstantly   feature  prescription  service. 

Peoples  i-  also  aware  ol  radio  -  flex- 
hility.     Changes    in    our    advertising 

opj  can  l>e  made  even  a  few   minutes 
ire  air  time  il   necessary . 

For   example,    during    a    recent    un- 
•asonahle    hot    spell    in    Washington, 

'eoples  -witched  it-  radio  copy  to  elec- 
ic   fans.     The   sales    results    were    in- 
antaneous. 

iles  would  also  like  to  point  oul 

tat  we  have  no  static  advertising  prai 

\\  e  are  constantly  checking  and 

•viewing  our  schedule  in  an  effort  to 

•ep  pai  e  with   public   interest. 
Radio  has  become  an  important  pari 

our  advertising  program  because  it 
eates    -tore    traffic    and    sells 

>th  on  a  short  and   long   term  basis. 

i-  no  longer  a  question  with  Peoples 
tether  or  not  to  use  radio,  but  only 
how  to  continue  it-  use  to  our  best 
(vantage.  ^ 

OW...THE 

BARTELL  GROUP 

is  running  W II   Q  ' 

and WBMS 7 
too! 

i* Two  more  GIANT   STEPS  into  two  more  major 
markets,  and  two  more  radio  stations  take  on  the  modern 

broadcasting  concept  that  distinguishes  the  Bartell  Group. 

Step  No.  1 :  WILD.  Birmingham.  Most  powerful  full-time 

independent  station  in  Alabama's  richest  market. 
850  KC  . . .  10,000  watts. 

Step  No.  2:  WBMS,  Boston.  The  new  Bartell  Sound 

sets  off  a  new  revolution  in  the  nation's  6th  market. 
1090  KC  . . .  1000  watts. 

Now,  in  six  cities,  from  sea  to  sea, 

your  best  buy  for  building  sales  is  a 

Bartell  Station. 

Subject  to  usual  F.C.C.  Approval 

WILD,    WBMS,    WAKE,    KCBQ,    KRUX 

Represented  by  Ada-"  Young 

WOKY 

Represented  by  Ttie  Katz  Age-    y,  Inc 

THE 
BARTELL  GROUP 

/ 

PHOENIX 
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KiTE 

San  Antonio 
MORE  DAILY  HOME 
AUDIENCE  IN  SAN 
ANTONIO  THAN 

ANY  OTHER  STA- 
TION! 

MUSIC   &   NEWS 

for  ADULTS 

Call    Avery-Knodel,    Inc. 

NCS  #2 

4SL 

i^  POWER 
I-**.      "^LUMBER ^agriculture 

>s  ">ore  ,u 

r%  'or  \w 

_  •'"nam  _ 

^es'ern  0r  '  c°unry 

C  BS  K*dio 
S.OOO  WArrS-l280KC 

lira 
EUGENE. OREGON 

WANT  MOR£  FACTS  ? 
-conrAcr.  ivsfd  e  co. 
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National  and  regional  spot  buys 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV   BUYS 

The  Procter  &  Gamble  Co.,  Cincinnati,  is  going  into  scattered 
markets  to  advertise  its  Crisco.  I)a\  and  nighttime  film  minutes  will 

be  scheduled  for  the  short-term  campaign,  with  an  average  of  three 
per  week  in  each  market.  Buying  is  completed.  Buyer:  John  Pape. 
Agency:  Compton  Adv..  Inc.,  New  York. 

Cold  Medal  Candy  Corp.,  Brooklyn,  is  buying  Eastern  market>  foi 

its  "Bonamo's"  candies.  Minute  participations  will  be  purchased  on 

late  afternoon  children's  shows  and  on  Saturday:  the  advertiser  i- 
primarih  seeking  the  6  to  12  age  group.  Frequency  will  range  fron 

two  to  five  per  week  in  each  market.  Copy  for  the  live  announce 

ments  will  be  written  to  fit  the  program's  personality.  Buying  is  doI 

completed.     Buyer:  Joyce  Peters.    Agency:  Emil  Mogul,  Inc..  Y  "l 

Block  Drug  Co.,  Jersey  City,  is  entering  major  markets  to  promoti 

its  Nytol  sleeping  tablets.  Schedule  will  begin  1  July  for  24  weeks 

Minutes  will  be  placed  during  nighttime  segments.  Frequencv  wil 

vary  from  market  to  market.  Film  commercials  will  continue  thi 

Nytol  theme  that  its  drugless  and  harmless.  Buying  is  completed 

Buyer:  Ira  Gonsier.     Agency:  SSCB.  New  York. 

Bristol-Myers  Co.,  New  ̂   ork.  has  planned  a  nation-wide  campai«r 

for  its  Ipana  tooth  paste.     Schedule  is  30  June  to  20  July.     I.D. 

have  been  prepared  for  prime  nighttime  hours.   Frequency  will  rang< 

from  two  per  week  in  some  markets  to  18  in  others.     Buying  is  i 

pleted.     Buyer:  Sam  Vitt.    Agency:  Doherty.  Clifford,  Steers  ̂   5 
field.  New  York. 

General  Foods  Corp.,  White  Plains,  is  increasing  its  schedules  ii 
some  markets  for  its  Post  cereals.  New  schedule  kicks  off  1  Jul\  f< 

39  weeks.  Minute  announcements  will  be  slotted  for  morning  hour- 

frequency  will  vary  from  market  to  market.  Commercials  will  b 

both  live  and  on  film.  Buying  is  completed.  Buyer:  Bob  Inne- 
Agencv:  Benton  &  Bowles.  Inc..  New  York. 

R.  J.  Reynolds  Tobacco  Co.,  \\  inston-Salem,  is  entering  majo 

markets  with  a  campaign  for  its  Winston  cigarettes.  Filmed  minul 

announcements  are  being  scheduled  for  nighttime  segments:  frc 

quencv  varies  from  market  to  market.  Starting  date  is  indefinite 

Buver:  Hal  Simpson.  \genc\  :  Win.  Est\  Co..  Inc..  New  Vorl 

i  Vgencj  could  not  be  reached  for  comment,  i 

The  Royce  Chemical  Co.,  Carlton  Hill.  Y  J.,  is  purchasing  s|mt  t 

advertise   its   Royox.      Daytime   minutes   and   I.D.'s  are  being 

Frequencj  :   12-1")  per  week  in  each  market.     Buyer:  Robert  Croo 
Agenc\  :  The  Samuel  Croot  Co.,  Inc.,  New  York,    i  Agency  could  m 
be  reached  for  comment.) 

SPONSOR 

29  JUNE  195 



International  Shoe  Co.,  vi    I  ouis,  i-  going  into  I-'11  i\   markets  i" 
■dvertise  ii-  Poll   Parrot   shoes.     Schedule  will   initiate    19    August 

i  o-operative  advertising  arrangements  will  I"-  made  w iili  local  deal- 
,i-  throughoul  the  country  «li"  wish  additional  promotion.     Buyei 
Fred  Wuellner.     Agency:  Krupnick  &    Associates    St.  Louis. 

RADIO    BUYS 

Helena  Rubcnsrcin,  Inc.,  Mew   "N . ■  i  k .  i-  planning  .1  teal  campa 
in  Indianapolis  l"i    its  Reduce-Aids.     Schedule  starts  in  Jul]    and 
runs  foi   tout   i"  six  weeks.     Minnie  participations  were  I   ghl  on 

women's  shows,  with  producl  cop)  slanted  to  the  li"i  weather,    Buj 
ins  is  completed.     Buyer:  Frank  Gianattasio     Agency:  Ogilvy,  Ben- 

ion  v\  Mather,  Inc.,  \ew   York.    I  Agenc)   could  nol  I"-  reached   l"i 
comment. ' 

The  Best  Foods,  Inc.,  New  York,  1-  using  .1  heav}  saturation  sched- 

ule in  major  markets  t"  pro   !<•  ii-  mayonnaise,     Ine  campaign  ̂ NiH 
k itk  otT  shortl)  and  will  have  two  three-week  Rights;  frequency  for 
minute  announcements  »ill  varj  from  market  to  market  Buyer: 

(,.iil  Myers.  Agency:  Dancer-Fitzgerald-Sample,  Inc.,  New  ̂   <>rk. 
■  Agenc)  could  m >t  be  reached  !"i  comment.) 

Cold  Medal  Candy  Corp.,  Brooklyn,  is  planning  .1  campaign  in 

I  astern  markets  for  its  Cocilana  Cough-Nips,  ["he  schedule  for  min- 
ute announcements  is  as  yel  indefinite;  it  will  run  L3  t"  26  weeks, 

The  advertiser  will  use  two  or  time  stations  in  each  market,  with 

emphasis  on  either  news  or  saturation.  Commercials  will  !><•  I • « ►  1 1 1 
live  and  e.t.  Buying  has  not  started.  Buyer:  Joyce  Peters.  Agency: 
I  mil  Mogul,  I nc,  Nev    1  ork. 

Colgate-Palmolive  Co.,  New  V.ik.  i-  entering  markets  in  the 

Southwest  to  push  it-  Super  Suds.  Minute  announcements  \vill  \«- 
placed  noon  to  5  p.m.  dailj  starting  I  July;  frequency  will  vary 

from  market  to  market.  Buyer:  Gary  Pranzo.  Agency:  Cunning- 
ham &  Walsh,  New  York.    I  Agencj  declined  to  comment.) 

Esso  Standard  Oil  Co.,  New  York,  i-  planning  the  I  .ill  campaign 

for  it-  gasoline  and  oil.  The  advertise!  is  considering  two  fi\.-- 

minute  news  -trip-  a  da>  in  major  markets,  Monda)  through  v.itin- 
day,  for  a  52-week  schedule.  Buying  has  not  begun.  Buyer:  S) 

Goldis.  Agency:  McCann-Erickson,  Inc.,  New  ̂ "ik.  [Agency  de- 
clined to  comment  on  campaign.) 

RADIO  AND  TV  BUYS 

American  Cyanamid  Corp.,  New  York,  is  conducting  a  campaign 

to  familiarize  the  public  with  it-  Acronized  process,  which  retards 

apoilage  in  fresh-killed  poultry.  Tin-  radio-to  schedule  i-  for  three 

(lights  of  three  weeks  each.  I.D.'s  will  !><■  used  during  non-crowrded 
daytime  segments.  Buyer:  Bob  Palmer.  Agenc)  :  Cunningham  v\ 
Walsh,  New  York. 

,.■_  McKesson  &  Robbins,  Inc.,  Bridgeport,  has  arranged  heavj  sched- 

ules in  radio  and  t\  in  major  markets  for  it-  tartan  suntan  lotion. 

(Campaign  will  start  shortl)  and  will  run  for  three  \v.-k-.  Buyer: 
Dick    McClenahan.     Buying    is   completed.       Agency:    Dancer-Fitz- 
gerald-Samplf.  New   ̂   ork. 

RATINGS! 

MERCHANDISING! 

COVERAGE! 

RESULTS! 

Ct-P@IP> 

So.  California's Radio  Success 

Formula 

5.000  w  RtprtMntcd  b»:  1020  kc 

BROADCAST  TIME  SALES    I    H  OL  I  I  NT,  BE  R  V  CO 

N  Y     Chictgn   Ortroit   D.ilUi    |  San  Francivco 

Keep  your  eye 
on  these 

Plough,  Inc. 
stations: 

Radio  Baltimore 

Radio  Boston 

Radio  Chicago 

WJJD 
Radio  Memphis 

WMf> 
^  They're 

,    the 
most!   ■ 
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IN    WILMINGTON 

DELAWARE 

YOUR  BIG 
BARGAIN 

station  covering  the  millions 
in  the  rich  Delaware  Valley 

ask  your  Walker  man  about 

the  "1290  Club"  1:00-6:00 
PM  daily 

for  results  that  count  and  can 

be  counted  use 

Wilmington,   Dela. 
1290  on   the  dial WTUX liooojtmj 

imiiiiiiinii   iiiiiiiiiiiiii   minium   iiiiiiiimi   uiiniii   iiiiimiiiiiiih." 

WIN 
The   BIG   Audience! 

PLACE 
Your  schedule  on 
KTRN!  Let  us... 

SHOW 
REAL   RESULTS! 

April-May  '57 HOOPER 

AVERAGE! 62% 

KTRN 
Wichita    Falls,  Texas 

A.  Boyd  Kelley-Gen.   Mgr. 

Burlce-Stuart-Nat'l    Rep. 

" 

ews  and  Idea 

WRAP-UP 

ADVERTISERS 

Bourjois  (Evening;  in  Paris)  will 
lake  on  t Ik-  heaviest  schedule  of 

network  and  spot  tv  in  its  history 
for  the  big  Christmas  push. 

Campaign  will  be  concentrated  in 
the  three-week  period  before  the  holi- 

day   season. 

Network  show  will  be  NBC  TV's 
da\  timer.  Arlene  Francis.  Spot  will 

be  used  nighttime  in  111  cities.  Lau- 
rence C.  Gumbinner  is  the  agency. 

Ideas    at    work:      Miller    Brewing 

Co.  which  co-sponsors  the  Milwaukee 
Braves  broadcasts,  has  inaugurated  a 

telephone  scoreboard  service  in  Mil- 
waukee. By  dialing  OR  1-5500  day  or 

night,  fans  get  the  scores  of  the  Braves 
and  other  major  league  teams  plus  a 

quick  plug  for  Miller  High  Life  .  .  . 

Russell's  Department  Store  in  Eu- 

gene, Ore.,  uses  radio  to  tell  custom- 

ers about  its  buyers'  activities  during 
their  seasonal  trips  to  New  York.  The 

buyers  make  15-minute  tape  record- 
ings of  informal,  on-the-scene  news 

and  notes  about  style,  fabric  and  color 
trends  and  then  air  mail  the  tapes  back 

to  Eugene  for  local  broadcast. 

People  in  the  news:  William  A. 
Nichols  has  been  named  national 

merchandising  manager  for  Minute 

Maid-Snow  Crop  Frozen  Foods  .  .  . 

Karl  O.  Nygaard  has  been  appoint- 
ed director  of  business  research  for 

B.  F.  Goodrich  Co.  .  .  .  P.  G.  Beach 

is  now  advertising  manager  for  Union 
Pacific  Railroad,  Omaha,  and  H.  J. 

Forbes  is  advertising  manager  for 

the  railroad's  Los  Angeles  headquar- 
ters. 

AGENCIES 

Henry  B.  Cohen's  announcement 
this  week  that  it  was  resigning  the 
B.  T.  Babbitt  account  underscored 

this:  The  phenomenal  success  of 

P&G'S  new  Comet  brand  has  had 

a  jarring  effect  on  the  cleanser 
field. 

(.1 

The  leadership  had  previously  been 

held  b)    Colgate's  Ajax. 
Babbitt's  '56  expenditure:  $390,. 

000,  t\  spot;  $880,000,  newspapers. 

Benton  &  Bowles  is  looking 

around  for  a  half-hour  network 
tv  for  alternate  weeks. 

Sponsor:  Maxwell  House  regular 
coffee  brand. 

Norman  B.  Norman  has  been 

elected  president  of  Norman,  Craig 

&  Kummel  to  succeed  Elkin  Kauf- 

man whose  resignation  takes  ef- fect  1   July. 

Other  changes  in  the  agency's  man- 
agement team  find  Eugene  H.  Kum- 

mel, former  vice  president  and  secre- 
tary, becoming  executive  vice  presi- 
dent and  B.  David  Kaplan,  former 

vice  president  and  treasurer  also  be- 
coming an  executive  vice  president. 

W  alter  Craig,  the  fourth  member  of 
the  management  group,  remains  vice 

president  in  charge  of  radio  and  tv. 

New  agency  appointments:  Comp- 
ton  for  P&G's  new  product,  Ivory 
Liquid  Detergent  .  .  .  Clinton  E. 

Frank  for  Toni's  Bright "ning  hair 
color  rinse  .  .  .  North  for  Toni's 
Twirl  home  permanent  for  children 

.  .  .  McCann-Erickson,  Chicago,  for 
Lewis  &  Howe  I  Tunis  and  Natures 
Remedy  I . 

Resignation:  Buchanan  has  re- 

signed the  Tidewater  Oil  account  ef- 
fective immediately,  but  the  agency 

will  "complete  contracts  outstanding." New  firms:  Halstead  Associates, 

new  ad  agency,  in  Kansas  City.  Mo. 

.  .  .  John  D.  Morgan.  Chicago  agen- 

cy executive,  has  opened  his  own  of- fice  in    that    city. 

Job  notes:  William  Vance  and 
Victor  Miranda  have  joined  the 

radio-tv  department  at  Fletcher  D. 
Richards  .  .  .  Richard  Fishel  has  re- 

joined the  Geare-Marston  Division  of 
Ruthrauff  &  Ryan  as  sales  promotion 

director  .  .  .  George  Fen  more  has 

been  appointed  to  the  newly  created 
posl    of    director    of   public    relations 
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.iiul  publicity  foi  the  i  ial  prod 
in  I-  •  I i v  i-iiin  .it  Blaine  I  hompson  .  .  . 
t  harles  T.  Rabkin  has  been  named 

,K  i  r.uni  group  Biipei  \  i-"i  and  mem- 
l.i  of  the  plana  board  "I  Emil  Mogul 
Co.  ...  S.  E.  "Doc"  Frohok  haa 
joined  KM  aa  .1  merchandising  execu- 

tive in  the  promotion  department. 
I  rohok  comes  from   BBDO  <  I.- 

menl  W,  MacKaj  haa  been  appoint- 
ed exe<  uth e  \  ii  e  president  .u  Roj  S. 

Durstine,  Inc.  .  .  .  Desmond  O'Neill, 
former  associate  media  < I i r  •  <  toi  .ii 

r>i\.ui  Houston,  has  joined  the  media 
department  ol  KM  as  a  broadi  asl 

buyer  .  .  .  George  T.  Byers  haa  l«-fi 
Beech-Nul    Life Ii to    join 

I"  ̂ v  as  .in  account  executive.  \n- 
other  new  account  executive  .ii  the 

agencj  i-  Robert  <  .  Doherty,  tor- 
mei  managing  editoi  ol  Gentn  .  .  . 
M;ir\  Dunlave)  has  joined  Kastor, 
I  ai  rell,  ( Ihesle)  &  Clifford  in  an  ex«  u- 
live  capacit)  and  will  handle  i  onta<  t- 
media  work  .  .  .  J(»lin  R.  Roirdan 

haa  joined  ( leyei  .1-  an  account  supei  ■ 
risor.  Roirdan  cornea  from  Ro)  S. 
Durstine,  Inc.  .  .  .  Marvin  Goldman, 
former  advertising  managei  with  Rap- 

id Film  I  echnique,  has  joined  Norman 
I).  Waters  &  Associates  .  .  .  (  harles 
F.  Mallorv  has  joined  Goodman  \d 
vertising,  I  .os  Vngeles,  a*  .1  senioi  ac- 

count executive  .  .  .  John  T.  Murph) 
haa  left  Lynn  Baker  to  go  with  Burke, 
Dowling,  Vdams  aa  an  account  execu- 

tive and  Edward  l>.  <  ummings. 
formerl)  media  director  at  Robert  \\  . 
Orr  Vssociates,  has  also  joined  Burke, 

Dunlin-.  Vdama  in  the  media  depart- 
ment .  .  .  Kirke  Beard,  general  man- 
"l  Vnderson-McConnelL  has  been 

appointed  a  vice  president  .  .  .  Jamee 
(.  Kissman  haa  joined  Advertising 
Agencies,  Inc.,  Studio  City,  Calif.,  aa 
production  director  .  .  .  Herbert  \\  . 

Warden,  formerlj  with  Ogilvy,  Ben- 
son &  Mather,  is  now  executive  vice 

president  of  Kastor,  Farrell,  Cheslej  & 
Clifford. 

NETWORKS 

SBC  TV  has  scheduled  the  first  of 

its  li\«>  da)  time  shows. 
Lucky  Lady,  the  \\  alt  Framer  pack- 

age,   will    take    the    1 :  10-5    p.m.    slot 
across  the  board.    Interesting   twist 
tlii-  show    i-  the   reverse  of   Frai 
old  timer,  Strike  It  Rich.   Luck)   I 
haa  women  telling   the  audience  of  a 
piece  of  good  luck  that  has  happened 
to  tlit'm  rather  than  a  sob  ston . 

ill  network  t>  programing  notes  1 
<  IIs  \  \  reports  thai  Vmei  ican  to 
hai  1 0  haa  hnalh  found  alternati  foi 

the  fai  I.  Benny    Shou .    It'll  be  Bat  he 
lot  I  nihil .  -itii.it   nedj   filmed  In 
\H    \  .    Kodak    m  1-   qui)  k    l"   step 
in  > I •  ■  —  week  when  Lincoln  decided  t" 

pull  "lit  ..1  the  /  d  Sullivan  Shou  <  BS 
l\  1.  Kodak  will  take  alternate  weeks 

\l-o  at  (  BS  l\  it  look-  like  Ibul 

not  In  m  1  Helene  t  urtia  « ill  go  in  aa 
alternate  on  />"  /.  &  tl\>-  Duchess  on 

Saturdaj   8    10  9  p.m.  .  .  .  Both    VIH 

I  \    .nid  \it<     IN    w(  i"    quiet  on  the 
ill    tales    front    this    v 

l'i  rsonnel  changes:     I  riward  K.i\- 
lin.    ....  iate  •  I ■  r •  <  toi    "I   sales 

entationa  i"i  '  BS  R  idio,  haa  assumed 
the    added    dutii  tdministi 

managei   ol  the  advertising   and 

promotion  department  .  .     Henr)   NN  . 
t  i>\    haa    been    named    national    pro- 

sale*  >■  For  ABC-TV     I 
h  1-  been  mana  .••  1  ol  radio  and  teler\  1 

-1..11    programing     foi     General    Mill- 
since    1951       .   .   sid    Mesibo>    is 

PORT    ARTHUR 

Eyeing   Texas?    The    fabulous 

Beaumont 

-P 

ort Arthur 

-Orange 
area 

of over 

1, 

000,000 pro  spe  rous 

people 
is     c  ove  re 

d     only 

by 

K F  D  M Beaumont  Radio &  TV 

CBS 

ABC m -.-  See  PETERS-GRIFFIN-WOODWARD.    MC 
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J  pictorial  review  of  local 

and  national  industry  events 

PICTURE  WRAP-UP 

Charcoal-gray  ribbon  is  cul  l>\  the  Hon.  Richard  ('.  Patterson,  Jr.. 
i  ommissioner  of  Commerce  and  Special  Events,  opening  the  Advertis- 

ing Center,  Inc.  New  York.  Wend)  Barrie  looks  on  as  president 
and  founder,  lain   Schwartz  of  the  Wexton  Co.   (extreme  r.)   beams 

Member  stations  have  not  violated  -\  ARTB  Tv  Code  by  taking 
too  much  time  for  commercials  on  feature  film  shows.  Announcement 

i-  made  l>>  chairman  W .  B.  Quarton  (c.)  :  Don  McGannon,  'standing 

1.)  ;    Roger  Clipp    (standing   r.  >  :    Mr-.   H.   McClung;    Richard   Borel 

That's  a  lot  of  oil.  Charles  E.  Clowe,  president  of  Copper- 
tone  Sales  Corp.  presents  the  50  millionth  hottle  of  Coppertone 

suntan  oil  to  Bea  Mueller,  tin-  year'-  queen  of  the  Festival  of 
Florida  Product-  held  at  Cypress  Gardens  in  the  sunshine  land 

Two    restaurant   radio   studios   at 

'    Fiesta     Carfeterias.     Milwaukee,     are 
used  by  WFOX  and  WRIT.    Both  or- 

iginate     d.j.      shows      from      eateries 

At  ABC  TV  St.  Louis  presentation  are:  J. 

\ul>r>-\ .  v.p.  ABC  TV:  H.  Burke,  gen.  mgr., 

KODE-TV,  Joplin;  G.  Higgins,  v.p.  sales, 
KM  IK  -TV.  K.  C:  J.  Bernard.  KTVI,  St.  Louis 

Blair  Blitz  in  action.  Jim  McCaffrey,  v.p..  Ogilvy,  Benson  &  Math- 

er, gets  a  concentrated  two-minute  "sizzle-pitch"  (100-second  record- 
ing  ami  20-second  live-  presentation)  from  Mort  Bassett  of  John  Blair 
&  Co.  as  part   of    Blair-   hot    radio   drive   during   week   of  24-28  June 

^%L^f 



othei  I  vB-ite  to  join  \K<  I  \ .  Mesi- 
bo\  I ■  -» —  been  appointed  dir«  i"i  oi 
special  exploital i"M  projects  i"i  1 1 1« - 
network  .  .  W  illiam  <  .  Gilloglj 
ha-  been  named  directoi  ..l  sales  foi 

\  l'.<  I  \  -  cenl  ral  di\  iaion.  He  w  ill 
headquartei    in  Chicago. 

TV    STATIONS 

Hi.  WCAI  Stations,  Philadelphia, 
haa  entered  the  field  <>l  creating 
and  producing  t\  film  Commer- 
cial-. 

The  commercial  film  |   luction  di- 
\  iaion  w  ill  be  undei  the  direction  of 

(  li.n  lea  \  anda,  v  .p.  in  i  barge  of  t\ 
for  tlir  -l.ili.iii-.  Vssisting:  \  .iii.l.i 

Jerome  B.  Samuelsohn,  producer-direc- 
i..,  .,i  WCAI  TV,  and  John  I.  Burke, 
cinematographer.  George  G.  Steele, 
Jr..  leaves  the  WCAI  -l\  Bales  stafl 

ti    do  the  new  .li\  ision's  selling. 
In  announcing  the  division,   Vanda 

-.ml.  "Our  new    film  unit   will  .in-un    ,i 

need  long  felt  l>\  Philadelphia  adver- 
tising agencies  who  have  had  i"  de- 

pend <>ii  New  York  ami  1 1  •  >  1 1  \  w   I  foi 
adequate  commercial  films.  \\  iih  oui 

technical  experience,  talent  and  fa<  ili- 
tie-  we  can  cast,  set,  film,  record  and 
edit  all  films  and  preview  mem  ovei 
closed  circuit  television  in  both  b&M 
and  in  color.  This  will  mean  consid- 

erable savings,  in  both  time  and 

money,  t<>  agencies  and  to  theii  cli- 

ents.*' 

Tv  applications:  Between  IT  and 
22  June  two  construction  permits  have 
been    granted    and    three    applications 
for  new  station-   were   filed. 

Construction  permits  went  to:  I  ast 
Texas  Broadcasting  Co.  for  Channel 

]().  Nacogdoches,  Tex.,  permit  allows 
Jo  kw  visual;  and  to  Ponce  l\  Part- 

nership for  Channel  7.  Ponce,  Puerto 
Rico,  permit  allow-  l.|(>!!  kw  visual. 

Applications  were  made  by:  kNIT 
Telecasting  Co.,  Davenport,  la.,  foi 

Channel  !!.  Davenport -Rock  Island - 

Moline,  'M(>  kw  visual,  with  towei 
1.020  feet  above  average  terrain,  plant 

v7lo. ()«)(>.  yearly  operating  cost  $510,- 
000:  WTVJ,  Inc.,  Miami,  for  Channel 

11.  Houma.  La.,  116  kw  visual,  with 

tower  000  feet  above  average  terrain: 

plant  $1,444,500,  yearly  operating  cost 
.,000;  and  North  Dakota  Broad- 

casting    Co.    for    Channel    11.    Fargo, 
20.05  kw  visual,  with  tower  392  feet 

above  average  terrain,  plant  $53,450, 
yearl)    operating  cost   $96,000. 

triangle  Station*!  expansion  <>l 
headquarters  advertising  and  pro- 

motion department  works  out  like 
thisi 

•  [oe  Zimmermann  moves  into  the 

new  K  i  reated  post  oi  directoi  ■•!  sta- 
tion promotion 

•  Kenneth     t  hii  i   ni  inues     at 

promotion    supervisoi    "I    the   station. 
Both  Zimmermann  ami  <  hernin  will 

repot  I    to    John    | ).    ->,  Inn.  i.     1 1 ..    Jin 
toi    ol   publii    relations  and   pi 
ing. 

Zimmei  maun    will    direct    audieni  e 

promotion,    nun  handising    and    pub- 
lii it\   a.  ii\  ities  w li id-  ( Ihei nin  w  ill  di- 

rect the  stations  sales  promotion  si ti\  ities. 

Zimmei mann  was  dire  i"r  ..I  advei • 

tising  and  promotion  foi  \\  III-  \M- 
I  MIX.  Philadelphia,  which  recentlj 
merged    with    rriangle. 

On    the    color    scene    WRCT-TV, 
Philadelphia,  is  adding   five  new   half 
hour    local    COloi    -how-    In    it-    w.ekK 

schedule.  Ihi-  brings  the  station's  lo- 
i  al  tint  "i  iginations  up  to  II  hours 
pel  week  \\  PST-TV,  Miami,  will 

go  on  the  air  1  VugUSl  a-  an  VBC  TV 

primary    affiliate  .   .   .   kSBY-TY   are 

the  new   I  all  I.  II.  i-  l.. i    k\  I  i     I  \     -an 
I  ..ni-  i  Ibispo    i  alif. 

Personnel  changea;  I C 1 1  —  t - 1 1  Kern- 
meter,  formi  i  salesman  foi  I 
Rubbei  i  ....  has  joined  the  sales  stafl 
..i  \\  I  Ml  I  \  Milwaukee  .  .  Mam. 
Reed  bas  been  moved  up  to 

managei  al  Klil\.  Denver,  and  |{u-- 
Kundeii  «ill  take  ovei  as  production 
maii.e'.  i  .  .  \l;in  <  ragin  has  joined 

Kl  MB  I  \  San  Diego,  '  alif.,  aa  a 
m.  ml. .1  ..l  the  sales  stafl  .  .  James 
|{.  Bonfils  has  been  named  station 

managei  of  \\  I  I  • ..  \\  ashington,  1 1  I 
and  James  Anderson,  previous  sta- 

tion managei  at  \\  I  I  < ..  bas  been 
transferred  to  the  DuMonl  New  i..ik 
.•Hi.'-  .  .  .  IJoIk-ii  I..  Smith  ha-  been 

appointed  to  the  new l\  i  reated  post 
•  •I  assistant  Bales  promotion  mat 
al  KPIX,  San  I  rancisco.  Smith  comes 
from  Foster  ami  Kleisei  Advertising 
in  San  Francisco  .  .  .  Jack  Miller 

bas  joined  K'l  \  I!.  Denver,  as  assistanl 
general  manager.  Miller  former!)  was 
an  account  executive  foi  Buchanan  8 
Co.  .  .  .  Dick  Robertson  bas  left 

KSL-1  \  .  Salt  Lake  City,  to  lake  the 
position  of  directoi  ol  sales  develop- 

ment,   promotion    and    publii  it\     for 

THINKING  SIDE-SADDLE? 

*ztj% 

If  you've  been  thinking  side-saddle,  »h> 
not  start  some  Mraight-shootin*,  herd- 
ridin',  calculatin'.   WBNS   Radio  listeners 
sit  up  and  take  notice  and  thes   ha\c 

to  spend    They  and  PuKc 
place    us    tirst    in    an>     Monday -ihrough- 
Fridav  quarter-houi   dav   or  night. 
V-   John  Blair. 

WBNS     RADIO 
COLUMBUS,    OHIO 
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KSBW-I  \.  Salinas-\Ionlere\.  Calif.  .  . 

J.  Robert  Reieinger  has  been 
i, allied  t\  sales  manager  for  Crosle)  s 

Chicago  division  .  .  .  Col.  Joseph  E. 
Goetz  lias  been  named  network  co- 

ordinate for  the  Jimmy  Dean  Shows 

emanating  from  WTOP-TV,  Wash- 
ington, I).  C  .  .  .  Frank  Effron  has 

been  promoted  to  production  super- 
visoi  al  KOTV,  Tulsa  .  .  .  Albert  S. 
Goustin  has  been  appointed  l\  sales 

manager  for  DuMont  Broadcasting  .  .  . 
\\  alter  Rebmann,  Jr.,  has  left 

kl  TV,  Sail  Lake  City,  to  join  KVOO- 
T\  .  Tulsa,  as  an  account  executive 

.  .  .  Leroy  E.  Kilpatrick  has  been 

made  operations  manager  and  C. 
Thomas  Garten  takes  over  as  com- 

mercial  manager  at  WSAZ-TN  .  Hunt- 

ington, W.  Va. 

RADIO      STATIONS 

You  may  have  wondered  what  is 

this  stereophonic  sound  that  sta- 
tions around  the  country  are  be- 

ginning to  promote. 
The  ingredients  are  simpl)   these: 
1  i    Two  stations  (either  two  AM  or 

an    VM  and  an  FM  I 
2  I    Two  receivers  tuned  in  at  home. 

The  method:   One  station  broadcasts 

half  of  the  sound  -in  the  case  of  a 

musical  piece  say  the  strings  with  the 
brass  heard  onl\  in  the  far  background 
— and  the  other  station  broadcasts  the 

other  half  or  the  brass  with  the  strings 

heard  onl)    in  the  background. 
The  result:  The  two  receivers  at 

home  do  what  two  ears  do  and  give 
full  roundness  to  both  sounds  (in  the 

musical  composition  both  the  strings 

and  bra—  I . 
Latest  station  to  experiment  with 

stereophonic  sound  is  WCBS,  New 

York,  which  will  feature  an  hour  and 
a  half  of  binaural  tape  recordings  on 
its  Music  Til  Dawn  show  on  29  June. 
The  CBS  New  York  outlet  will  use  its 
\\I  and  FM  facilities  and  will  have 
listeners  turn  on  both  their  AM  and 

FM  receivers  (placed  at  the  same  end 
of  the  room) . 

The  binaural  tapes  I  which  have  two 

tracks  I  will  then  be  played  in  this 
manner:  one  track  over  the  AM  trans- 

mitter and  one  over  the  FM  trans- 
mitter. 

The  same  stereophonic  experiment 
was  tried  on  KNX,  Los  Angeles,  last 

month  with  strong  listener  response. 

Many  L.A.  single  set  owners  reported 

the  sound  was  more  exciting  than  or- 
dinary  broadcasts. 

SPEND  YOUR 

ADVERTISING 

DOLLARS 
ON 

WGAR 
CLEVELAND 

In  another  stereophonic  experiment 

WMBB  i  CHS  affiliate)  and  WPDQ 

I  ABC  affiliate)  in  Jacksonville,  Fla.. 

combined  recent!)  in  a  special  co- 
operative broadcast.  Purpose  was  to 

celebrate  their  own  radio  week  and 

was  hacked  by  the  sponsorship  of  all 
radio  dealers  and  distributors  in  the 

area. 

In  \r«  York,  WQXR  has  been 
broadcasting  live  binaural  musical 
shows  for  a  number  of  \ears. 

A  new  radio  station  sales  and  mer- 

chandising group.  The  99  Group, 

has  been  organized  in  California. 

Covering  the  San  Joaquin  Yallev  it 
includes:  KRAK,  Stockton.  KFJY.  Mo- 

desto, KYOS,  Merced.  IO  NO,  Fresno, 

KONG,  Yisalia.  and  KMPC.  Bakers- 
field.  It  will  be  represented  nationally. 

individual!)  and  collectively  bv  Head- le\  -Reed. 

Ideas  a!  work:  At  WLW,  Cincin- 

nati, a  novel  approach  to  station 
breaks.  The  station  break  starts  off: 

"This  is  WLW  in  Cincinnati,  where 

.  .  ."  and  a  bit  of  civic  information. 

zany  humor  or  sage  philosophy  fol- 

lows. An  example:  "This  is  WLW  in 
Cincinnati,  where  there  are  more  than 

50,000  eligible  bachelors   WBUD, 
Trenton,  is  said  to  be  the  first  station 

to  use  Auto  Ad  disks,  huge  hub  cap 

covers  which  earn  a  "commercial." Disks  are  attached  to  the  auto  and  not 

the  wheel  so  thev  remain  stationary 

when  the  car  is  going.  .  .  .  \S  BZ& 

WBAZ,  Boston,  has  gotten  out  a  trip- 
finder  mileage  indicator  for  people 

planning  a  summer  drive  through  New- 
England  as  a  promotional  gimmick. 

KBIG.  Catalina,  Calif.,  has  launched 

what  mav  be  the  nations  first  sea- 

going disk  jockey.  Carl  Bailey  now 
broadcasts  his  daily  show  from  the  top 

deck  of  a  cruise  steamer  as  it  goes  be- 

tween Los  Angeles  harbor  and  Cata- 
lina Island.  .  .  .  International  broad- 

cast has  been  arranged  by  the  Air 
Trails  Network  Stations  (WING. 

WKLO,  WCOL  and  WIZE)  for  the 
International  500  mile  race  from 

Monza,  Italy,  on  2()  June.  In  addition 
to  furnishing  the  race  to  its  own  sta- 

One  of  Spartanburg's Two  Great 

Stations 
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lions,    \ ii    I  i .iiU  i-  making  the  bro  id 
cast  a\ ailable  i<>  othei   stations  across 
the  count i\    il   igh  the   I ndianapolis 
S|  eedwa)   Netwoi  k. 

(  yril  Ouellette  Langlois,  Poundei 
chairman  ol  the  board  ol  I  an  \\  "i  ill 
Feature  Programs   died  last  week. 

People   in   the   news:     Hill   Payne 
has  been  made  promotion  directoi   foi 
K  1 1  \.   Denver.         .  Otl   Devine   is 

mm  program  directoi  nl  \\--\l    Nash 
ville.  .  .  .  Robert  Sampson,  formei 
general  managei  of  WSA1    '  incinnati, 
has  been  appointed  genera]  sales  man- 

for  \\  T(  \.  Vlinneapolis-St.  Paul 
and    Jack    <  osgrove    has    been    ap- 

pointed local  sales  manager.  .  ,  .  Her* 
man  Maxwell  has  been  named  dii 
tor   of  sales    foi    W  R(   \.    New    York. 

.  .  .  James  C.   Dowel!  has  been  ap- 
pointed   publii     relations   directoi    foi 

KIOA,  Des  Moines.  .     \.  II.  "<  hris" 
Christensen    has    rejoined    Westi 
house  Broadcasting  as  advertising  and 
sales    promotion    managei     for    K I  \ 
Portland,  Ore. 

REPS 
This  week  Blair  blitzed  over  a 

hundred  agencj  and  advertiser 

executives  with  it-  quickie  "sizzle- 
pitch,"  designed  to  promote  the 
selling-sound  of  Bpol  radio.  1957 

■tj  !«•. 
The  sizzle-pitch,  developed  b)  Blaii  - 

Mori  Bassett,  features  a  100-second 

recording  with  a  20-second  live  com- 
mercial pitch  delivered  bj  the  Blair 

salesman.     It    works   this   waj  : 
•  [he  recording  demonstrates  how 

.1  top-selling  radio  personality  handles 
local-interest  comment,  time  signals, 
weather  information  and  other  service 
features  local  in  nature. 

•    I  hen   hi   tin-   liv<  nd  poi 

lion  the  Blaii   man  points  up  thi    "  id 
vantage  «  njoyed   bj    the  a<l\ ei  tisei    in 
li.i\  ing    hundreds   ol    sui  Ii   established 
lui  al  pei  sonalities  a\  ailable  to  pr< 
In-   selling    mi 

Idea  I"  hind  the  "sizzle  pitch"  is  thai 
it  shows  a  sample  ol  the  merchandise, 

plus  sales  plug     all  in  two  minuti 

(  hildren's  influence  on  grown- 

ups' buying  habits  is  neatlj 
summed  np  in  MH  Spot  Sales 

booklet  —  "Looking  for  Little 

People?*1 

Brochure    als   itlines    the    avail- 

able  shows    foi    thi     momma-buj  -me- 
ili.it  set  I  bai  ked  up  bj  bu<  i  ess  Btoi  ii  - 
on    all    stations    handled    bj    the    rep 
dh  ision. 

\<\»  appointments:  <  larke  Brown 
<  o.  foi  KG1  N-  I  \ .  I  u<  son,  and 
\\  Tl  \  .  Indianapolis  .  .  .  Dei  nj  as 

I  nited  States  rep  foi  <  I  I  Y  \  an- 
couver,  B.(  .  .  .  .  <  harles  Bernard  & 
t  o.  a-  national  rep  l"i  K!!K  I  >.  I  .os 

Vngeles  .  .  .  Sarkin  (».  (hike*  as 
Wesl  (  ".t-t  rep  and  National  Time 
"-» i 1 1 < -  —  foi  ill'  I  asl  an.l  Midwesl  f < »r 
\l  M-TV,    Mexicali. 

\i  >>  offices]    Blair 

sociates,  <  hi<  igo,  has 
No.    \li.  In    in     \\e. 

i  lc\  ision     \  - 

moved  Uj 

Personnel  notes  i    Jack   I  Isele  has 

been    appointed    man  ' Co.'s      I  louston      offii  ■     .    .    • 
Stuart    I.    Mackie    has    b«  n    named 
i.     die   <  In'  a  ••    radio    sal<  -    stafl 

Knodel   .  .      <  arloa   Rees< 
now  St.  I  "in-  in. ii  .i  ;ei   foi    John  Blaii 

takes  the  pla<  e  ol    I 
Harrison   who  joined    \l!<     Radio  last 
week  as  \  i<  e  president  and  sales 

I  ugene  15.  My<  rs  has  been 

appointed   man  igei    "I   the   newl) 
.it«.l  <  BS   Radio  Spot   Sales  St.  Louis 
offii  e.    M'  ers  leaves  the  <  hi<  ago  office 
of  the  <  BS  spot  sales  di\  ision  to  take In-    new    post. 

ASSOCIATIONS 
T\  stations  got  a  clean  bill  ol 
health  last  week  from  N  MM  15  on 

the  length  and  frequencj  of  com- 
mercials on  feature  film  Bhows. 

The  association  even  found  that 

ovei  three  quai  ters  "I  the  stations  used 
onlj  .i  half  -  or  less  i  "I  the  established 
allowances.  Surve)  was  based  on 
monitoi  ing  of  226  moi  ie  programs  on 

THE  STATION 

WHOSE  LISTENERS  HAVE 

DOLLARS 
TO  SPEND 

WGAR 
CLEVELAND 

"When  I  get  my  guitar,  pardner,  yuh 

can  tune  me  in  on  KRIZ  Phoenix!" 
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WWRL       NEW  YORK  CITY 

rjhl  Jafies  7% //or* Pap 

Aecacse.  Leon  leW/S 

//  aft- 

fvmi 
-James 

510  W    144  St 
New  Yi 

i 

WWRL  S  PERSONALITIES  SELL 
more  merchandise  for  sponsors  by: 
Delivering  the  largest  NEGRO 

AUDIENCE  for  your  product.  .  .  . 
Supporting  your  schedule  with  a 
barrage    of    CONSUMER    ADS.    .    .    . 
MERCHANDISING     CREWS     work 
full  time  in  Supermarkets  and  drug 
stores  for  you.  .  .  .  FREE.  .  .  . 

LOW    SELLING    COST    of    12c    per 
thousand.  .  .  . 

call  or  write 

Woodside   77,   New  York  City 

Tel — DEfender  5-1600 

BEST    FOR   NEGRO  PROGRAMS 

49  stations  in  24  cities  throughout  the 
countrj . 

Average  number  of  commercials  per 

program  was  3.f>.  Majority  of  the 
commercials,  or  52%,  were  of  one 
and  a  half  minutes  in  duration  or  less 

and  I '■'■>'  i  were  from  one  and  a  half  to 

two  and  a  half  minute-   long. 

\\\\\  will  hold  its  third  annuul 

National  Kadin  Advertising  Clinic 

at  the  Waldorf-Astoria  in  New 
York  on  8-9  October. 

Agenda  will  feature  success  stories 

detailed  1>\  representatives  of  adver- 

tisers and  agencies  involved,  panels  on 

radio  copy,  marketing  techniques  and 
media  research  needs. 

Conventions    and    meetings:     The 

Fall  meeting  of  the  eentral  region  of 

the  AAAA  will  he  held  in  Chicago  at 

the  Sheraton-Blackstone  on  17-18  Oc- 
tober .  .  .  The  annual  international 

convention  of  the  Radio-Television 
News  Direetors  Assoeiation  will  be 

held  6-9  November  at  the  Balmoral 
in  Miami  Beach. 

Focus  on  personalities:    Robert  E. 
Raid,  national  advertising  manager 

in  charge  of  merchandising  and  re- 
search at  the  Borden  Co.,  has  been 

elected  president  of  the  New  York 

chapter  of  the  American  Marketing 

Association.  Other  newr  officers  in- 

clude: vice  president.  Joseph  B. 

Doyle,  General  Foods:  secretary. 

John  E.  Murphy,  Bristol-Myers: 
treasurer.  Morton  M.  Yitriol,  Hiram 

talker;  assistant  secretary,  Wallace 

Lepkin.  Efwin-Wasey;  assistant  treas- 

urer. Vernon  Hitchcock,  Life  Maga- 
zine. Directors  elected  were  Henry 

Halper,  MacManus,  John  &  Adams, 
and  Howard  T.  Hovde,  Econometric 

Institute  .  .  .  Douglas  Anello  has 

been  appointed  chief  attorney  for  the 

IN  \RTB  .  .  .  Merrill  Lindsay,  execu- 

tive vice  president  of  WSOY  &  WSOY- 
FM,  Decatur.  III.,  has  been  elected 
chairman  of  the  NARTB  s  radio  board 

and  J.  Frank  Jarman,  vice  president 

and  general  manager  of  WDNC,  Dur- 
ham, has  been  elected  vice  chairman 

.  .  .  Joseph  R.  Rastatter  has  been 

appointed  director  of  public  relations 

for  the  TvB.  succeeding  Sid  Mesiho\ 

who  resigned  to  join  ABC  TV. 

FILM 

News  from  NTA  came  this  week 
from  all  directions.  Here  are  some 
culled    items: 

•  Film  network  features  on  Pre- 

miere Performance  will  be  first-run  all 
summer. 

•  More  than  s5(M).()(K)  ua-  spent  b) 

YI  \  Film  Network  and  its  afliliated 

stations  to  promote  Premiere  Perform- 
ance during  its  first  month  I  \pril  |  on 

the  air.  according  to  an  estimate  l>\ 

Martin  Robert-.  \TA  promotion  direc- 
tor. Future  promotion  will  be  spurred 

l'\  a  "showmanship"  contest  opened 
to  all  134  stations  earn  ing  the  week- 
1\  feature  films.  \bout  75  stations 

are  expected  to  enter  before  deadline. 
•  Veteran  broadcasting  executive 

Ted  Cott  has  joined  NTA.  He  will  di- 
vide his  time  between  general  execu- 

tive duties  and  new  program  develop- 

ment. Cott  had  been  general  manager 
of  DuMont  Broadcasting  Corp. 

•  20th  Centurv-Fox's  ownership  of 
the  NTA  Film  Network  has  been  for- 

malized by  the  appointment  of  Spyros 

Skouras.  studio  president,  and  three 
other  studio  executives  to  the  network 

board.  The  three  are  Donald  Hender- 
son, treasurer:  William  C.  Michel,  ex- 

ecutive vice  president,  and  Otto  Koegel. 

Arkansas'   ONLY    Negro   Station 
In   Little   Rock-1/3    Negro 

Top  Hooperated  —  consistently 
The    ONLY    way    to    the    72,000 

Negroes   of   Little   Rock. 

of  MISSISSIPPI'S No.  1  Market  with 

•  Mississippi's  ONLY  Negro  Station 
•  In   Jackson- 45%    Negro 

•  Top  Hooperated  —  consistently 
•  The    ONLY    way    to    the    72,000 

Negroes   of   Jackson 

Buy  Both  These  Exclusive 
Markets  —  in  Combination 
JOHN   E.    PEARSON   CO. 
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chiel  .1 1 1 < -I  nej ,    I  he  quai  lei  joins  foui 
fil   etwoi k  officials  on  the  I •  * • . t ■  d. 

•  Storei  Broadcasting  <  o.  has  made 
a  tnajoi  purchase  "i  \  I  \  feature  pa<  k> 

-  .mil  -\  ndii  a  ted  films  f"i   it-  five 

video    stations     WITH.    Wilmington- 
Philadelphia;     \\  l\\    IV     (  leveland: 
\\  VGA-TV,    Atlanta;    \\  IBK-TV,    De 
troit,  and  WSPD,   roledo. 

•  Share  ol  audience  i"i  Premiere 

Performance  Iki-  risen  from  229!  in 

\ I •  i  i I  I"  hi'  !  in  June,  .11 cording  to  the 
I  ")i  ii\  rrendex.  \t  the  same  time, 
ratings  have  risen  li om  I". I  to  II .3, 
even  though  sets-in-use  declined  from 
about   16  i"  28'  I  . 

Official  Films  is  riding  Inuh  with 

-> t ■* i | »  sab's. 
Wills  Bruen,  syndication  Bales  man 

ager,  reports  thai   Margie  and  Trouble 
tilth    Father    have    Itch    90W     in    274 

markets,  r » i « » — 1 1  %.  for  across-the-board 
programing.  During  the  |>a-l  two-and- 
a-hall  months,  there  have  been  11  re- 

newals «>f  the  two  shows. 

Bruen  said  that  in  t  w « ■  markets, 
Minneapolis  and  Buffalo,  -tati<>n-  re- 
centl)  bought  the  shows  righl  aftei  .i 

ri\al  station's  contract  expired. 
\m< mil:  the  stations  renewing  were 

\\(  BS-TV,  New  York,  and  WGN-TV, 
Chicago. 

NBC  TV  Films  i-  preparing  For  its 

two-da)  "Syndication  Shindig"  open- 
ing 12  Jul)  at  the  Greenbrier,  White 

Sulphur  Springs,  \  a.  .  .  .  (.ill  Coffee 

has  bought  Gross-Krasne's  0.  Henry 
Playhouse  in  -i\  southern  markets  via 

Lindse)  &  ( '.<>..  Bichmond  .  .  .  Screen 
Gems'  Case)  Jones  has  hit  the  !"■ 
station  mark  .  .  .  Screencrafl  has  re- 

centh  sold  the  \lnh,\  Roone)  ̂ h<m 
in  seven  markets  and  the  fudge  Roj 
Bean  Show  in  five. 

RESEARCH 

Has  the  NARTB's  long  Bearch  for 
a  t\  station  circulation  measure- 

ment method  finallj  borne  fmh? 
It  lo,,ks  like  it  lias.  The  IN  Board's 

Audit  T\  Circulation  Committee  has 

recommended  thai  a  telephone  inter- 
view method  which  has  been  devel- 

oped be  explained  t"  the  industry  at 
at  NARTB  regional  meetings  this  fall. 

The  method  would  measure  average 

daih  and  weekl)  circulation  pin-  t\ 
set  ownership  data  on  a  county-by- 
pount)    basis. 

The  research  snh-eoinmittee  ot  the 

\  It  ('      said      the      method      developed 

"produi es  ai  i  eptable  cin  ulation  pei 
i  t'ntages  .  .  .  w  here  t  hei  e  is  no  prob- 

lem ol  non-response.  \t  present 
there  is  nol  enough  evidence  i"  detei 
mine  the  efte»  t  of  non-response,  i  In 
sub-committee  said.  I  his  problem 
would  be  studied  in  a  pilot  surve) 
which  would  have  to  precede  the  firsl 
n, ii  ion-M  ide  sui  vej . 

Next  step:  Vftei  the  fall  regional 
meetings  I  w hich  h  ill  be  open  to  the 
nil  ire  indii-i  i  \  this  yeai  '  the  I  \ 
It". ii d  will  anal) ze  industi \  rea<  tion 
and  decide  whal  steps  i"  take  in  put- 

ting   the    plan    into   effei  i. 
Woik  on  the  new  method  was  done 

b)  the  I'olit/  oi  ganization  and.  I  itei . 
the  Crossley,  S-D  research  company. 

I'he  experimental  approach  \\a-  to  use a  mechanii  al  re<  ordei  as  .i  standard 

and  tesl  various  personal  and  tele- 
phone  interview    methods  against    it. 

I  In-  research  subcommittee  consists 
..f  Hugh  Beville,  Jr.,  NBC;  Julius 
Barnathan,  \l!(  :  Melvin  Goldberg, 

Westinghouse  Broadcasting;  Ja)  Mia— 
I  erg,    I   BS,    and    Milliard    \1.     Ml-ilon. 
\  \i;n;. 

The   Psychological    Barometer, 
service  of  the  Psychological  Corp., 

makes   these   observations   on    the 
mi  1 1  hi  state  <»t  t*  >  lew Ing  i 

•       I   III  ii-      i  Hit       nf      l\  i|  I        folll       |H  -i  .|i|i 

-.n  the)  watch  t\  more  oi  as  much  as 
i 

FINANCIAL 

Stock  market  quotations!  Follow- 
ing sto<  k-  in  aii  media  and  related 

fields  are  listed  eai  h  issue  w  ith  quota 
tion-  foi  I'm  -d.i\  this  week  and  I 

da)  the  week  before.  Quotations  sup- 
plied l>\  \hi  r  ill  Lynch,  Pierce,  I  ennei and  Beane. 

I  in-..  I  Nil 

Slew  k  18  luni        25  luni       <  I 

\ .  //   )  orh  Stoi  I-  I  o  A./- 
\l!l'l  J I     ,  I1, 
\IM  176%                                    I1, 
\  .,,  (,'_.             _    's 
•  BS  "A"  ;l  K 

Columbia  Pic.  IV,             19%             •    ', 
Loew's  19%             I'", 

•  •iint  14%              —    '- Hi   \  38 

Storei  26Vi            -''i 
20th-Fra  -">'.                                 l1, 
Warnei  Bros.  24%            2.5 

Westinghouse  65%             —   '- 
{merit  an  Stoi  I.  Ext  hangt 

\lli., I    \rli-l-  ;T-  -    ', 
<  &(    Supei  H 

Dm  Mum  Labs.      5  I7-  -  % Guild  Films 

Vl\  «',  ::', 

BEST\£H0T  OF  THE 

YEAR, v 
SPONSOR  plus  its  I  II I  I  n  I 

B  W  S  gets  my  vote  because  it's  jo ern  and  up-to-date;  because  its 
■ir*  hers  da:  deep  <>>r  fat  ts  that 

■unlh  contribute  to  the  iE*s  of  the 
\l  ■  ■  omy 

— Efft 

Tom  Moguire 
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Where  Do 
Great  Ideas  Come  From? 

From  its  beginnings  this  nation  has  been 
guided  by  great  ideas. 

The  men  who  hammered  out  the  Constitution 

and  the  Bill  of  Rights  were  thinkers— men  of 
vision  — the  best  educated  men  of  their  day. 
And  every  major  advance  in  our  civilization 
since  that  time  has  come  from  minds  equipped 
by  education  to  create  great  ideas  and  put 
them  into  action. 

So,  at  the  very  core  of  our  progress  is  the 
college  classroom.  It  is  there  that  the  imagina- 

tion of  young  men  and  women  gains  the  in- 
tellectual discipline  that  turns  it  to  useful 

thinking.  It  is  there  that  the  great  ideas  of 
the  future  will  be  born. 

That  is  why  the  present  tasks  of  our  colleges 
and  universities  are  of  vital  concern  to  every 

American.  These  institutions  are  doing  their 
utmost  to  raise  their  teaching  standards,  to 

meet  the  steadily  rising  pressure  for  enroll- 
ment, and  provide  the  healthy  educational 

climate  in  which  great  ideas  may  flourish. 

They  need  the  help  of  all  who  love  freedom,  all 
who  hope  for  continued  progress  in  science, 
in  statesmanship,  in  the  better  things  of  life. 
And  thev  need  it  now! 

If  you  want  to  know  what  the  college  crisis 

means  to  you,  write  for  a  free 

booklet  to:  HIGHER  EDUCA- 

TION, Box  36,  Times  Square 

Station,  New  York  36,  N.Y. 

IIGMER     EDUCATION 

KEEP    IT    BRIGHT 

Sponsored  as  a  public  service,  in  cooperation  with  the  Council  for  Financial  Aid  to  Education 
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What'i  happening  in  I     s    Government 

that  affecU  tponsors,  agencies,  ttationi 

L 
WASHINGTON  WEEK 

29  JUNE 
C«pyrl|ht    l»37 

•PONSOR  PUBLICATIONS  INC 

Rep.  Emanuel  CeUer'i  Will  to  bring  services  within  the  purview  <>i  tin-  Robin* 
son-Patman  V«-t  ma)  have  a  verj  slow  journej  through  1  ongress.  That  is,  if  ii 
travels  .it  all. 

Umed  primarily  al  the  artworks'  practice  "I  giving  discounts  on  time  sales,  1 1 • « -  bill 
also  undid  liit  discount  practices  throughout  idvertising.  Indeed,  ii  would  affect  count* 
less  services  Gelds  ool  now  undei   the  R-P    Vet. 

Because  the  impact  would  be  so  broad  (widei  perhaps  than  Cellei  had  envisioned)  t In- 
measure  i-  expected  to  encounter  repeated  blocks, 

I  In-  R-P  \<t  -.i\>  tli.it  with  respect  to  products,  discounts  musl  I"-  based  on  actual 
cost  ~.i\in:j-.    Cellei   wants  this  law  to  applj   the  same  yardstick  to  services. 

I  In-  FCC  in  a  sudden  flip-flop  now  proposes  to  make  Ubany-Schenectady- 
Troj    all-N  111     instead   of   all-!  111-. 

The  proposal  «l i« I n 't  negate  the  FCCs  earlier  action  requiring  GE's  WRGB-TN  to 
shift  from  Channel  (>  to  I  III.  It  mere!)  »hel\ed  i lint  idea,  pending  .1  final  decision  on  tin* 
new  approach. 

Those  interested  have  until   1!!  Julj   to  file  briefs. 

The  N  VIM  II  suddenly  lias  manifested  an  interest  in  (indin<-  nut  in  depth  the 
methods,  tests,  and  direction  of  wired  subscription  t\. 

I  lu-  association  heretofore  had  indicated  that  it  was  interested  in  f<-«-i  \  only  if  air 

were  the  carrier.    It  didn't  -a\   much  about  a  system  dependent  on  wires  01   cables. 
But  now  tin-  NARTB  directors  want  a  comprehensive  stud)  of  viewing  habits  in 

Bartlesville,  Okla.,  huth  before  and  after  the  much-heralded  test  of  a  wired  fee- 
i\   system. 

The  inquiry   is  to  develop  farts  on  how  adverser]    free-tv  would  be  affected. 
With  dozens  "t  entrepreneurs  apparently  willing  to  gamble  that  the  system  will  work, 

the  broadcasters  now  are  casting  about  for  ways  to  hall  this  possible  threat  (over  which 

l'( !C  has  no  jurisdiction  1 . 

The  FCC  would  like  to  have  something  to  Bay  about  the  anti-trust  suit  the 

Justice  Department  brought  against  RCA-NB<;  over  the  Westinghouse  trade-sale 
deal. 

Permission  has  been  asked  <>f  the  court  to  file  an  "amicus  curiae"  brief. 

Ihi-  FCC  want-  to  argue  that  anti-trust  considerations  are  not  a  pari  "I  it-  majoi  re- 
sponsibility. It  seeks  to  erase  the  RCA-NBC  contention  that  FCC  approval  of  the 

Westinghouse  deal  exempted  it  from  the  Justice  Department's  action. 

Quoting  from  various  court  decisions,  the  Commission's  brief  will  contend: 
Exemption  can  onh  be  granted  by  an  "expert"  Government  body,  and  the  FCC  is  not, 

like  the  Justice  Department,  expert   in  anti-trust  matters. 

Tin*  FCCs  network  stud*,   committee  now   doesn't   expect   to   finish   ii-  report 

until  .'$((  September.     Previous  target  date  had   been   30  June. 
Cited  as  reasons:  The  complexity  of  tin-  network  probe — more  difficult  than  expected 

— and  the  legal  difficulties  with  the  film  packagers. 

The  FCC  proposes  to  consider  on  a  case-by-case  basis  all  requests  for  an  in- 

crease  in  power  from  250  watts  to   1.000   -.-.alts  1>\    class  IV  fulltime  stations. 

Tlie  radio  stations  contend  the\"re  at  a  competitive  disadvantage  vis-a-vis  the  1,000- 
watt   daytime-only  outlets. 
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GETTING MOST      FRO^ 

Iff  the  Picture  "Pops" 
It  Has  What  It  Takes! 

Many  a  good  film  commercial  has  been  ruined  by  a  poor  presenta- 

tion "on-air."  If  the  picture  "pops"  out  at  you,  has  sparkle  and  dimen- 

sion, you  know  it's  good.  With  modern  RCA  Film  Equipment  you  can 

expect  and  get  the  highest  quality  reproduction  and  long  term  reli- 

ability in  operation. 

HOW    I  —    .J-? 

yOl"* STATIO
NS 

.  mm    ROOM 

WAS    MOD
ERN' 
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OUR       FILM       DOLLAR 

IHow  to  Get  the  Kind  of  Picture 

Quality  that  Advertisers  Want 
There  are  two  ways  to  increase  the  quality  of  your 

film  programs: 

(a)  By  using  Vidicon  film  cameras 

(b)  By  using  professional  projectors. 

Vidicon  cameras  give  you  sharp,  clear,  virtually  noise-free  pictures 
of  live  picture  quality.  The  Vidicon  will  show  every  detail  that  is 

on  the  film.  For  example,  night  scenes  are  much  clearer  with  new 

Vidicon  cameras  than  with  older  Iconoscope  equipment.  Vidicon 

film  cameras  have  ideal  tone  or  gray  scale  range  for  high  quality 

reproduction  of  film.  A  remote  light  control  permits  the  RCA 

Vidicon  camera  to  be  adjusted  to  optimum  operating  conditions 
at  all  times. 

Professional  RCA  projectors  are  another  requirement  for  high 

picture  quality.  Professional  film  projectors  provide  a  rock-steady 
picture,  free  from  jump  and  jitter,  as  well  as  high  fidelity  sound. 

Precise  optics  in  the  RCA  film  and  slide  projectors  assure  evenness 
of  illumination  and  excellent  resolution. 

Whether  you  are  a  station  executive,  program  sponsor  or 

agency  man,  you'll  be  helping  the  cause  of  good  film  program- 
ming by  advocating  the  use  of  up-to-date  film  room  equipment. 

Ask  the  RCA  Broadcast  Representative  to  show  you  our  new  film 

manual  "Planning  TV  Film  Facilities  for  Color  and  Monochrome." 

Tmkl»)  £, 

RADIO     CORPORATION     of     AMERICA 

BROADCAST   AND    TELEVISION    EQUIPMENT 

CAMDEN,    N.  J. 

In  Canada:  RCA  VICTOR  Company  Ltd  ,  Montreal 
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A  round-up  of  trade  talk, 

trends    and   tips   for   admen 

SPONSOR  HEARS 

29  JUNE  Clothiers  report  that  advertising  fellows   have  become  so   sensitive  to   the   gray 

sponsor  publications  ino        flannel   tag  that  tin-  swing  is  to   In-own   pastels. 

Added  fashion  note:    The  "sincere"  tie  is  being  replaced  by  simple  plaids. 

Here's  an  idea  for  a  promotional  window  streamer  for  products  advertised  on 
tv:    Excerpts  from  a  sloryboard. 

Identification  with  something  they  see  on  tv  should  garner  high  readership — a   sort 

of  "Imagery  Transfer." 

Chalk   up   as   the   ultimate    in   frustration    the    plight    of    a    Madison    Avenue 

agency  which  recently  was  awarded  a  $5-million-plus  account. 

It  found  that  the  prior  agency  had  rushed  through  a  summer  network  film  series  and 

other  items — all  out  of  the  1957  budget. 

So   when   the  new   agency    moved    in,    it — like  Mother  Hubbard — found  the  cup- 
board bare. 

Unlike  other  trade  associations,  the  4  A's  prefers  to  keep  its  roster  of  board  and 
committee  members  quiet. 

This  reluctance  stems  from  a  suspicion  that  too  many  names  wind  up  on  "sucker" lists. 

Madison  Avenue  toilers  in  the  tv  vineyard  are  working  up  a  slow  burn  over 

the  publicity  antics  of  script  writers. 

It's  outrageous,  they  say,  the  way  the  writers  pause  on  their  way  to  the  bank  with 
$7,500-a-week  salary  checks  to  complain  to  newspaper  columnists  about  the  low 
state  of  air  programing. 

Confectionery  wholesalers  would  thank  M&M  Candy  to  lay  off  that  no-melt- 

ing-in-the-hand  commercial  for  the  summer. 

Distributors  gripe  that  the  sight  of  messy  palms  tends  to  make  the  consumer  conscious 

of  what  the  warm  season  might  do  to  chocolate-covered  goodies.  They  think  it's  bad  for 
everybody. 

If,  on  a  trip,  you've  tuned  your  car  radio  to  a  smalltown  station  and  wondered  how 
it  was  able  to  snare  so  many  local  merchants,  the  odds  are  that  a  crew  of  high- 

pressure  contest  promoters  has  been  working  the  area. 

These  promoters  refer  to  the  time  packages  they  sell  as  "promotional  advertising,"  and 
their  main  gimmick  is  some  form  contest — often  an  air  version  of  bingo. 

There  are  about  30  such  groups  operating  out  of  New  York.  Their  estimated  annual 

gross  is  $20-25  million. 

The  goal  is  100  26-week  contracts  in  an  area.  The  net  for  the  station  is  25%  on 

each  deal — plus  the  prospects  of  salvaging  some  of  the  merchants  as  future  advertisers. 
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FORGING 

THE  SILVER 

LINK   

IN  OUR 

CHAIN 

OF  YEARS! 

k  > 
QT'esterdaj  the  properties  <>i  our  existence  were 
essentially  the  same  as  the)  hail  been  lor  over  a  decade. 
The  microphone,  the  transmitter,  the  talent,  the 

programming  .        everything  was  there  as  always 
before.  Only  their  si/e  and  shapes  and  scope 

had  been  changed  over  the  sears    And  yet,  .it  the 

stroke  of  an  hour,  all  ol  this  passed  into  a  ne  u  c  >ra 
at  CKLW.  The  silver  \  ear  of  our  first  quarter 

century   of  broadcasting  service  to  this  region 
arrived  this  month    We  greet  this  milestone  with  the 

mixed  emotions  of  youth,  vet  with  a  solemn 
pledge  for  the  continuation  of  the  causes,  the  virtues 

that  have  been  responsible  for  this  station's 
growth.  Our  great  pride  in  fashioning  this   man-made- 
chain  of  business  events  in  such  a  successful 

manner  is  best  exemplified  b\   the  blacksmith  who 

hand-fashioned;  determined  always  to  create  a  finer 
product.  Today,  we  pledge  again  to  st.n   eternally 

young,  and  search  always   for  new   and  modern 
ways  to  be  of  advantage  to  your  promotion  program. 

50,000  WATTS 

CKLW 
800  ON  YOUR  DIAL 

GUARDIAN   BLDG.,  DETROIT 

J.  E.  CAMPEAU 

President  and  General  Manager 

ADAM  YOUNG,  INC 

National    Representative 

TODAY 

THE  FINEST  IN 
RADIO  ENTTRTAINMENT 

CKLW  -h  •*  MUTUAL 
n.lm.rk  now  bring*  HafrflfTI 

lit,-  BKMl  informuli  w  .nnl  .  n 
I.  rl  * .  1 1 1 F 1  l:      nt-ton      .in. I      mu»ir 
lin.    up   in  thrir  hiitorv  ! 

• 
Ml  Tl  Al.    artwork  world 

nrm»  pvrrj  htilf  hour  .luring 
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market'- 

KCIJjWMRY 
The  BIG  City  Station 

with  the  '      "The  Sepia  Station" 
Country  Flavor 

5000W 980  KC  ■  1000W      600  KC 

Southland    Broadcasting    Company 

Morf  Silverman,  Exec.  V.P.  &  Gen.  Wgr. 

GILl-PERNA,  INC.  -  Natl  Rep 

New  York,  Chicago,  loi  Angeles.  San  Francisco 

RATE  THE   REPS 

I  Continued  from  page  34) 

he  questioned.  A  written  review  is  rea- 

sonable  if  the)  feel  they've  got  a  case 
for  future  planning.  A  business-like 
letter  i  no  whining,  no  sarcasm  i  is  like- 

I)   to  get  full  consideration. 
"5.  This  is  as  important  as  the  first 

point  mentioned.  Reps  should  provide 

(a)  clear-cut  avail  forms;  (hi  ratings 
info  as  and  if  requested;  (c)  data 

sheets  as  and  if  requested  or  a  cover- 

ing letter. 

"We  get  tired  of  doing  the  rep's 
work  and  many  a  good  buy  gets  over- 

looked in  log-jam  typing  jobs  or  verbal 
scratch  pad  notes.  OeeasionalU  in  the 
interests  of  time  this  cant  he  avoided. 

But  usuall)  it  can." Another  lady  buyer,  this  one  from 

New  York,  spelled  out  as  part  of  her 
comment  a  useful  review  of  what 

should  go  into  an  availability  list.  She said: 

"When  avails  are  given,  provide 
enough  information  so  that  repeated 

calls  are  not  necessary.  Following  are 

some  things  that  should  be  part  of 

every  avail  list: 

"Market;  station;  affiliation;  chan- 
nel I  tv  I  ;  power  and  frequency  (  am  I  : 

adjacencies  and,  if  local  personality,  a  | 
short  blurb  about  the  person  and  t\  pe 
of  show;  current  market  data;  type  of 

promotion  if  schedule  warrants  same: 

special  packages  if  station  has  same 

and  thev  are  not  shown  in  rate  book.' 
A  former  timebuyer  in  New  York, 

now  a  media  executive,  provided  this 

view  of  rep-buyer  relations  which  will 
be  of  interest  to  agency  management: 

"Manv  times  short  campaigns  are 
over  before  confirmations  of  schedules 

are  received.  Too  many  reps  confirm 
one  or  more  weeks  later.  And  spots  are 

substituted  on  the  confirmation  with- 
out the  knowledge  of  the  buyer. 

"The  substitution  of  spots,  coupled 
with  the  late  confirmation,  causes  du- 

plicate work  in  the  estimating  and  typ- 
ing groups.  With  clerical  costs  rising, 

it  is  imperative  that  information  I  par- 
ticularly rate  breakdowns  on  packages) 

be  received  from  the  rep  accurately 
and  quickly. 

"The  reps  should  standardize  the 
availability  and  confirmation  forms 

and  the  method  of  reporting  the  in- 
formation. It  will  save  time  and  effort 

on  the  part  of  buyers  and  estimators. 

"Late  confirmations  and  spot  sub- 
stitutions, by  the  way.  lead  to  another 

complication:  Discrepancies  on  the  sta- 
tion  bills.      Discrepancies  cause  more 

WREX  -TV REIGNS   SUPREME 

OVER  A  KING  Sill 
MARKET 
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CHICAGO 

A  POPULATION  of  over  one  million 

...  an  estimated  305,921  TV  house- 
holds in  grade  A,  B,  and  C  coverage 

area  where  retail  sales  total  close  to 
one  and  a  third   billion  dollars! 

WREX-TV  brings  viewer-preferred 
CBS  and  ABC  network  programs  to 
the  great  Illinois/Wisconsin  market, 
outside  the  influence  of  Chicago  and 
Milwaukee  TV  coverage. 

THE  ONLY  VHF 
STATION  SERVING  THE 
ROCKFORD  AREA 

An  estimated  43,545  households  have 

television   in   Rockford  area  alone' 

Survey  after  survey  of  14  counties  in- 
dicates uncontested  dominonce  of 

Northern  Illinois-Southern  Wisconsin 

area  by  WREX-TV 

Comparative    1/4   hour   ratings: 

WREX-TV  (VHF)  -  -  440 
Station   "B"    (UHF)   0 

Uncontested  dominance  of  the  Rock- ford   area. 

CBS-ABC    Affiliations 

telecasting  in  color 

J.  M.   BAISCH,  General  Manager 

Represented   by   H-R   Television,   Inc. 

WREX-TV CHANNEL  13 
ROCKFORD 
ILLINOIS 
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trouble,  involve  more  work  and  worsl 

1. 1  .ill  are  non-commissionable.  II 

the)  were,  \w  would  nol  have  to  nave 
.  lients.  \\  f  in  u  Id  live  on  i  ommissioni 

from  discrepancies. 

\  i imebu) ri  in  \rw  ̂   hi k  struck  .1 

note  which  w;h  sounded  frequentl)  : 

"  I  he  rep  sells  sei  \  ii  e,    I  le  has  no 
plant,  l"i  mulas  01   tangibli   la     He 

i>  only  as  good  as  ln~  salesmen  and  his 

properties  i  stations  » . 

"Some    reps    have    pool    salesmen; 
others   have   g   I   ones;    others    have 

some  Hi  each.  [Tie  salesmen  must  sup- 

pi)  service,  no  excuses.  .  .  .  I've  nevei 
been  called  upon  l>\  a  pool  salesman 

from  |  Rep  H  |.  The)  an-  all  good. 
I  he)  |un\  ide  sen  ice.  The)  ha\ e  re- 

search. Mn-\  have  good  stations.  The) 
ti\  to  understand  our  problems  as  well 
,i~  tlir  stations.     Service,  service,  iert/> 

The  importance  "I  the  station's  role 
in  backing  up  the  rep  was  mentioned 

l>\  a  numbei  ol  bu) it-.  \  New  York 

buyer   (masculine  handwriting)    -aid: 

"Much  i'f  rep  service  depends  mi  the 
Btations  the)  represent.  Some  are  more 

aleii  than  others.  Type  of  programing 
enters  into  the  picture  also.  Stations 

with  hlixk  programing,  for  instance, 
are  easier  to  handle  a-  fai  a-  avail- 

abilities air  concerned." 

Urn-  an-  some  -Inut  but  important 
comments : 

"Let  the  buyer  make  the  decisions!" 
"Be  certain  avails  are  -till  unsold 

when  immediate  purchase  is  made. 

Have  competent  secretaries  should  con- 

tact be  out  of  office." 

"Make  more  and  briefer  call-  c\en 

when  agenc)  isn't  buying.  Have  all 
data  at  fingertips." 

'"More  selling  and  If—  mere  deliver) 
■  •I  availabilities.  The  -air-men  should 

ha\e  a  plan  to  submit- — a  reason  for 

buying  hi-  station.  Most  -air-men  de- 

liver avails  and  await  a  decision." 

"I  isten  intelligent])  to  the  buyer 
when  he  describes  the  type  of  avail- 

abilities wanted." 

"Make  an  honest  and  intelligent  ef- 
fort to  specifically  relate  the  properties 

you  sell  to  the  problems  and  aim-  of 

the  clients  we  represent." 

"1  ess  discussion  after  decisions  air 

made.    More  pre-sell." 
'"Prompt  follow-up  on  all  schedule 

changes  (times,  adjacencies,  rate  in- 
creases, preemptions,  an)  mistakes 

-urh  as  competitive  adjacencies,  etc.). 
Keep  visits  to  a  minimum  witli  or  with- 

out station  people."  ^ 

FIRST 
4  straight  months  in  D.  C, 

says  Pulse* •  FIRST  in  share  of  total  weekly 

radio  audience,  6  A.  M.  to  midnight. 

•  Fl  RSI  '  in  quarter  hour  wins. 

WWDC 
RADIO   WASHINGTON 

Represented  Nationally  by  John  Blair  &  Company 

♦PULSE:  Jan.-Feb.,  March-April   1957 

a  great  new  Joplin 
3 

f*ff 

t9^\ created  for  you  by 

KODE-TV 
131,420  TV   HOMES      IN   THE  JOPLIN  MARKET 

Larger   than   Duluth,   Phoenix,    Ft.   Wayne 

$776,919,000   Buying    Income;   669,800  Total   Population 

•NOW   28,3   HIGHER  TOWER  -  HIGHEST   IN   4-STATE   COVERAGE   AREA 

•NOW   29%   MORE   POWER -71.000  WATTS  MORE  THAN 
ANY   OTHER   STATION    IN   THE   AREA 

•NOW  COVERS   131.420  TV  HOMES   IN   JOPLIN 
MARKET  -  AN   ALL  TIME   HIGH 

•Television  Magazine  Set  Count,  March,  1957 

You'll  have  more  luck  with    KODE-TV-  JOPLIN,    MO. 

316,000  WATTS  Designed  Power     ̂   / 
101  miles  Northeast  of  Tulsa  •   150  miles  South  of  Kansas  City 

203  miles  East  of  Wichita  •  250  miles  Southwest  of  St.  Louis 

.  KOOC  -TV JOPLIN 

1 

.►"Si 

Harry  D.  Burke.  V.  P.  &  Gen'l  Mgr. 
Represented  by  AVERY-KNODEL 

A  Member  of  the  Friendly  Group  •  K0DE,  KODE-TV.  Joplin  •  WSTV.  WSTVTV,  Steubenville  •  WBMS,  Boston  .  WPIT  Pittsburgh 
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IT  TAKES 
IN 

TULSA! 

"WAMPUM" 

A  BILLION  DOLLAR 
MARKET 

Anyone  for  a  billion  dollars?  Ir  can 

be  had  by  alert  advertisers  who  realize 

the  tremendous  effective  buying  power 

of  northeastern  Oklahoma. 

Your  key  to  this  treasure  chest  is  .  .  . 

KVOO-TV.  Tulsa  County  alone  is  a 

$50(')-million  market,  and  Sales  Man- 

agement rates  Tulsa  both  a  better 

quality  and  a  better  productive  market 
than  either  Boston  or  Baltimore! 

Yes,  it's  there  for  you  .  .  .  through 
Channel  2.    When  do  you  start? 

KVQfcW 
channel 

For   current   ova 

contact   any    off liabilities    (   ~\ rfice   of    BLAIR  TV 

Reps  at  work 

Bob  Kizer,  television  sales,  Avery-Knodel,  Inc.,  New  York,  says 

that  "creative  buying — calling  for  qualitative  analysis  of  availabil- 

ities— isn't  a  lost  art.  Recently,  well-armed  with  what  I  knew  were 
superior  ratings,  I  called  on  a  timehuyer — and  he  refused  flatly  to 
look  at  my  figures.  They  were  of  no  value  to  him  because  of  the 

changes  in  program  structure 

which  had  taken  place  since  the 

rating  period.  He  realized  that  he 
had  to  make  his  buy  on  another 

basis — track  records  of  audience 

composition,  coverage  and  cost, 

and  future  program  composition." 
This  creative  buyer,  Bob  points 

out,  knows  how  important  these 

factors  are  and  takes  advantage  of 

the  information  well-prepared  reps 

provide.  "Nor  does  he  minimize 

the  ratings  per  se,"  Bob  says.  "He 
simply  is  aware  that  rating  points  cant  answer  his  problem  nor 

support  his  decision  on  their  own.  Even  the  particular  characteristics 

of  viewing  habits  in  each  individual  market  are  of  vital  interest 

to  him.  With  drastic  changes  in  network  and  local  program  lineups, 

he  notes,  agency  buyers  are  going  to  face  up  to  the  very  same  facts 

frequently.     "Lets  have  more  of  this  creative  buying,"  says  Bob. 

Mort  Bassetr,  John  Blair  &  Co.,  New  York,  thinks  that  "spot  radio's 
strongest  media  advantage  is  left  unevaluated  in  far  too  many  of 

todays  media  decisions.  It  is  the  shoumanship-salesmanship-plus 

of  the  spot  radio  medium.  Onlv  spot  radio  can  deliver  literally  hun- 

dreds of  strong  local  personalities,  the  top  caliber  salesmen-showmen 
of  their  areas.  Mort  points  out 

that  as  showmen,  spot  radios  local 

personalities  create  a  familiar, 

friendly  program  climate  that  fits 
the  local  scene.     Their  sales  mes- 

■  sages    are   endowed   with   greater H^  importance,  warmth  and  sincerity. 
These  are  the  features  which  sell 

the  advertiser's  product — and  no 
other  medium  can  offer  them  with 

the  same  impact.  "The  important 
thing  to  remember  about  spot  ra- 

dio is  that  it's  basically  a  sound 

advertising  medium.  It's  a  selling  sound.  You  can't  measure  its 
effectiveness  with  a  slide  rule,  but  you  can  gauge  its  full  sales  power 

— if  you'll  analvze  its  terrific  sales  record  in  conjunction  with  listen- 
ing to  the  actual  sound  of  its  local  personalities.  Your  rep  salesmen 

have  the  proof  that  spot  radio  is  a  sound  advertising  medium  for 

your   product   with   a   solid   history    of   success   stories   behind   it. 
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ARE  YOU 

HALF-COVERED 

NEBRASKA'S  OTHER  BIG  MARKET? 

MAY    1957   VIDEODEX 

PROVES   KOLN-TV   SUPERIORITY! 

The  May  1957  Videodes  covered  all  T\  homes  in  \2 
counties  in  South  Central  Nebraska  and  Northern  Kansas. 
The  ratings  speak  for  themselves: 

SUMMARY-AVERAGE    RATINGS,    °o    TV    HOMES 

KOLN-TV Station  B Station  C Station  D 

Sign  On — 1:00  P.M. 

1:00-5:00  P.M. 

5:00-1  1:00  P.M. 

10.1 

12.5 

22.3 

5.1 
7.3 

12.0 

4.8 

6.5 
9.5 

3.5 
4.5 

6.2 

Daytime    and    nighttime         Sundays   through 
Saturdays —  K<>1  V-3  I    Irmh  the  tecond  station 

/iv  margins  of  71'  ■  to  9 

WK20  TV  -GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO—  KALAMAZOO  BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 

WJEF  FM  — GRAND    RAPIDS  KALAMAZOO 
■COIN  TV  —  LINCOLN    NEBRASKA 

- 
VVMBO  RADIO  — PEORIA.  ILLINOIS 

l^f fl..-^  - 1  \     coven    Lincoln-Land,    a    rich    69    count] 

market  consisting  of  296.200*  families  with  I'M. 710     I  V  $ets. 

I\()|.N-I\     is    farther   removed    from    Omaha    than    Bartford 

is  from   Providence  ...  or  South   Bend   is  from   Fort    W  ayne. 

Latest    AHH,    Telepulse    and    Videodex    Burveya    all    -how 
KOLN-TV  dominates  the   Lincoln-Land   audience. 

Avery-Knodel  has  all  the  facts  on  KOLN-TV,  the  Official 
CBS  Outlet  for  South  Central  Nebraska  and  Northern  Kansas. 

*See  NCS  No.  2 

CHANNEL  10  •  316,000  WATTS  •  1000-FT.  TOWER 

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

Wery-Knodel,  [nc,  Exclusive  National  Representatives 
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—— i  n  mi  iimwiiinmii      mi  n---rrr«Tr  ir-n 

KVLC 
LITTLE       ROCK 

is  undisputed  TOPS  in 

ELEVEN  CONSECUTIVE 

MONTHLY  HOOPER 

RATINCS!  And  leading  in 

1 45  out  of  200  quarter-hours 

according  to  PULSE  Metro- 

politan Report!  • 

'"Monday  Through  Friday 

Sign-On  to  Sign-Off 

ARKANSAS- ONLY  MEMBER 

AIMS   CROUP 

Get    the    KVLC    SUCCESS    STORY    today! 

New  York:         Richard  O'Connell,  Inc. 
Dallas:  Clarke    Brown    Company 

Chicago:  Radio-TV   Rep.,  Inc. 

Los  Angeles:     Tracy   Moore  and   Assoc. 

!!2 

Tv  and  radio 

NEWSMAKERS 

h  Thomas  C.   Harrison,  new   vice  president 

^fjW'    %  i'1   chargi     oj    sales    foi     \l'.(.    Radio,    is    a 
M  station-level    recruit    coming    from    the   St. 

img*  *s^  j  Louis  office  of  John  Blair  &  Co.    Harrison 

\Lr       WL  headed  up  the  St.  Louis  operation  for  the 

jFr",^'B^         station   rep  firm   foi   two  and  a  hall   years. 

^M  R'^r     AV-,  Prioi    to  thai   he  national  sales 
M      II    M  ger  of  WSM.  Nashville.    His  earlier  back- 

ground includes  acting  as  sales  represen- 

tative for  Ralston  Purina  Co.  covering  five  Southeastern  states 

starting  in  1946;  in  1947  he  became  assistant  football  coach  at 

Vanderbilt  University  and  took  over  the  same  post  at  UCLA  in 
1949.  Harrison  then  joined  Brown  Radio  Productions.  Nashville, 
in  1951  as  sales  manager  of  transcribed  shows.  He  left  Brown  in 

1952  to  join  WMS.  In  another  recent  appointment  ABC  TV  has 

promoted  Eugene  C.  Wyatt  to  the  post  of  national  sales  manager. 

Walter  M.  Koessler  has  been  named 

station  manager  of  WPST-TV,  Miami. 

The  appointment  was  announced  this  week 

by  G.  T.  Baker,  president.  WPST-TV,  which 

has  just  completed  contract  negotiations 

with  ABC  TV.  will  go  on  the  air  as  a  pri- 

mary affiliate  of  that  network  on  1  August. 

The  new  station  is  owned  and  operated 

by  Public  Service  Television    Inc..  a  wholly 

owned  subsidiary  of  National  Airlines.  Inc.  As  the  new  station 

manager,  Koessler  brings  with  him  a  background  of  22  years  ex- 

perience in  both  radio  and  television.  He  was  most  recently  man- 

aging director  of  WGBS-TV,  Miami.  This  is  a  post  he  has  held  for 
the  past  three  years.  Before  coming  to  Florida.  Koessler  served  as 

general  manager  of  WROK-TV  in  Rockford.  111.  He  was  connected 

with  the  Rockford  station  in  various  capacities  for  about  18  vears. 

Sam  B.  Schneider,  local  station  market- 

ing specialist,  has  been  appointed  Midwest 

manager  of  sponsor.  Schneider  comes 

directly  from  KVOO-AM&TV,  Tulsa,  where 

he  spent  17  of  his  21  years  in  the  broad- 
casting industry.  His  most  recent  posts 

were  that  of  secretary  of  the  two  corpor- 

ations and  head  of  marketing.  He  has  de- 

veloped an  international  reputation  as  a 

speaker  on  trends  and  training  in  the  fields  of  marketing  and  man- 

agement. He  is  listed  on  the  National  Sales  Executive  Clubs.  Cana- 

dian Sales  and  Advertising  and  National  Management  Ass'n  speak- 

ers' roster,  a  past  president  of  NATRFD  and  headed  a  team  for  the 
Mutual  Security  Agency  to  help  rebuild  radio-tv  in  Europe.  A  jour- 

nalism degree  and  MA  in  economics-marketing  fit  him  well  for 

sponsors  marketing  concept  with  local  stations. 
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ONLY Radio  WOW OMAHA 
DELIVERS 

• 

AVERAGE 

RATING 

*  Monday  through  Friday,  7  AM  to  10  PM 

But,  Now  it's  based  on  a  Greater 

102  COUNTY 

measured  Pulse  Area  - 

with  560,000  Radio  Homes! 

(JANUARY-FEBRUARY   1957  PULSE  SURVEY) 

REGIONAL  RADIO WOW 
0*Pl4M4, 

CBS 
AFFILIATE 

FRANK  P.  FOGARTY,  Vice  President  and  General  Manager 

BILL  WISEMAN.  Sales  Manager 

JOHN  BLAIR  &  COMPANY,  Representatives 

WOW  and   WOW-TV,  OMAHA    •    KPHO  and   KPHO-TV,   PHOENIX 

WHEN  and  WHEN-TV,  SYRACUSE    •    KCMO  and  KCMO-TV,  KANSAS  CITY 

Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 

I 
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ISOR 

^^  f^  d  #%  ■%  ̂ P 

Tv  and   Radio  Basics 

sponsor's  Fall  Facts  Basics  have  been  in  business  for  10 

years.  During  this  decade  this  annual  edition,  published 

each  July,  has  carefully  recorded  the  facts,  figures  and  trends 

of  an  ever  changing  industry  and  they  have  been  gratefully 

received  by  agency  and  advertiser  broadcast  buyers  every- 
where. 

In  its  11th  year  Fall  Facts  Basics  will  become  known  as 

Tv  and  Radio  Basics.  The  reasons  for  the  name  change  are 

simple.  Many  on  the  buying  end  of  the  business  have  told  us 

that  the  "Fall  Facts"  designation  is  too  limited — that  they 

find  the  book  handy  and  useful  from  one  July  to  the  next. 

Furthermore,  the  popularity  of  such  sections  as  Tv  Basics, 

Radio  Basics,  Film  Basics,  Color  Basics  and  other  industry 

guideposts  draw  us  inevitably  to  the  new  name. 

So  when  July  rolls  around  and  you  spot  Tv  and  Radio 

Basics  in  the  morning's  mail  just  remember  that  it's  an  old 
friend — and  a  mighty  basic  one  to  boot. 

"Ratings  week"  progress 

Back  in  May  when  sponsor  urged  the  research  services  to 

end  the  "ratings  week"  problem,  we  anticipated  it  might  take 

many  months  to  find  a  solution  (see  editorial  18  May). 

But  progress  came  rapidly.  Last  week  American  Research 

Bureau  announced  two  new  plans  designed  to  discourage 

special  programing  and  promotion  during  ratings  week. 

ARB,  under  Plan  1,  keeps  ratings  week  secret. 

Under  Plan  2,  ARB  conducts  its  study  during  four  weeks 

of  the  month,  then  prints  the  1-week  ratings  plus  a  4-week 

average  rating.  Thus  if  the  1-week  rating  is  unusually  high, 

there's  a  tip-off  that  the  station  may  have  tried  to  tilt  the 
scales. 

Both  ARB  plans  strike  us  as  important  steps  toward  ending 

a  situation  in  which  some  stations  have  endangered  the  be- 

lievability  of  ratings  for  all  stations. 

Pulse,  too,  has  moved  to  help  end  the  problem  by  asking 

subscribers  to  report  unusual  activity  during  ratings  week. 

This  report  is  then  entered  in  the  ratings  book  itself. 

The  next  move  is  up  to  the  stations.  By  cooperating  with 

the  rating  services  they  can  benefit  the  entire  industry  and 

restore  confidence  of  buyers — especially  in  the  validity  of 

some  feature  film  ratings. 

s 
J 

this  WE  FIGHT  FOR:  Keep  your  eye  on 

nighttime  radio.  The  tide  is  beginning  to  turn 

away  from  today's  imbalance  to  use  of  radio 

around  the  clock.  Don't  get  left  out.  Best  time 
slots  go  to  clients  and  agencies  moving  in  fust. 

lO-SECOND  SPOTS 

Electronic  age:  George  E.  Blechta, 

v.p.  of  A.  C.  Nielsen  Co.,  told  a  meet- 
ing of  Maryland-D.C.  Broadcasters  of 

eventual  possibility  of  electronic  me- 

ters in  station  managers'  offices  that 
will  give  a  second-by-second  index  on 
the  size  of  the  radio  or  tv  audience. 

Thais  how  it  goes — first  instant  cof- 

fee, next  instant  ratings. 

Heat  wave:  During  the  sizzling  sum- 

mer days  on  Madison  Avenue  it  has 

been  noted  that  everyone — even  net- 
work salesmen — are  reluctant  to  call  at 

offices  that  aren't  air  conditioned. 

Have  gray  flannel  suit,  will  travel — 
but  only  in  air  conditioned  circles. 

Off  goes  on:  S.  C.  Johnson  &  Sons 

begin  a  radio  campaign  this  month  on 
Mutual  for  its  new  insect  repellent 

called  "Off."  Should  have  some  inter- 

esting copy  possibilities  —  "The  next time  you  picnic  on  an  ant  hill,  get 

Off!" 

Mysterious  East:  A  Helene  Curtis 
Industries  ad  exec,  on  a  swing  through 

the  Hawaiian  Islands,  sent  back  the 

following  cable:  "Oahu  today,  gone 

to  Maui." Cood  deal:  A  new  survey  by  the  con- 
sumer panel  of  J.  Walter  Thompson 

for  the  Assoc,  of  American  Playing 

Card  Manufacturers  reveals  that  "Tv 

homes  play  cards  more  than  non-tv 

homes,  by  several  percentage  points." These  tv  owners,  they  find  time  for 
everything. 

High  pressure:  Bird  &  Son,  Massa- 
chusetts building  materials  manufac- 

turer, offered  a  free  roof  to  10  lucky 

listeners  to  the  CBS  TV  Garry  Moore 

Show.  More  than  100.000  requests  for 

a  free  roof  poured  in,  among  which 

was  this  letter:  "How  badly  we  need 
it!  I'd  sure  advertise  it  in  our  local 

newspaper,  plus  I  am  president  of  the 
Home  Demonstration  Club,  belong  to 

the  Womens  Club,  Garden  Club,  Moose 

Club,  Church  Guild,  PTA  and  am  lead- 
er of  the  Girl  Scouts  ...  so  if  I  am 

luckv  enough  to  get  a  roof,  you  sure 

wouid  get  advertised."  When  an  ama- teur moves  into  promotion,  the  pros 
better  take  cover. 

Phew!  Lentheric  has  just  brought  out 

a  ball-point  pen  the  ink  of  which  is 
loaded    with    Tweed    perfume.     Once 

those  "perfumed  pen  letters"  pet  circu- 
lating, natch  for  a  pick-up  in  husband- 

wife  conversation. 



old  movies 

-  ■'  \ 

\3 

new  ones 
sv/    * 

and 

local  "live" 

everyday  makes 

THE    CHRONICLE    STATION.    CHANNEL    13 

P     O     BOX    IX    HOUSTON    1,    TEXAS-ABC    BASIC 
HOUSTON   CONSOLIDATED   TELEVISION   CO. 

General   Manager.   Willard   E     Walbrldge 
Commercial   Manager.    Bill    Benne't 

NATIONAL   REPRESENTATIVES    Geo     P.   Hollingbery   Co. 
500   Fifth   Avenue.    New   York   36.    Nev.    York 

AND  HERE'S  FURTHER  PROOF! 

May    A    R    B    Shows - 

KTRK-TV    First    in    Prime    time  — 6-10 

p.m.    Monday   thru    Friday 

KTRK-TV   First  in   Nighttime  — 6  p.m. 
to   Midnight   Monday   thru    Friday 

KTRK-TV   First  in   Nighttime— 6  p.m. 
to  Midnight  Sunday   thru  Saturday 

KTRK-TV  Leads  With  Top  3  Shows  and 
Five  of  Top  10  in  Houston! 



WRCV  IS  #1   IN  PHILADELPHIA! 

on 

%*') H 

TAKE   IT  FROM  NIELSEN... 

Sunday  through  Saturday,  G  a.m.  to  midnight,  WRCV  Radio  averages  20.4%  share-of- 
andicnce— first  in  Philadelphia! 

WRCV  takes  the  play  away  from  16  rival  stations  through  a  program  pattern  that  care- 
fully balances  established  NBC  Network  shows  with  popular,  selling  local  personalities 

. . .  like  Bill  Mayer  in  the  morning,  Vince  Lee  in  the  afternoon  and  Bob  Benson  at  night. 

You  can  sell  on  Philadelphia's  #1  radio  station  at  an  interestingly  low  cost-per-thousand 
—especially  with  WRCV's  economical  20-50  Announcement  Saturation  Plan.  A  letter, 
wire  or  telephone  call  will  bring  you  all  the  details  .  .  .fast! 

Cource:  Nielsen  Station  Index,  Philadelphia  Area,  Tatcl  S'o'ion  Audience,  April,  1957 

PHILADELPHIA 
50,000  WATTS 

SOLD  BY (nbc! SPOT  SALES, 



PO 

!f>c  •'op;-/  , 
"■••.•■■•.    •       **« 

e     JULY     1»87 

40:   a  copy  •  SIO  ■  yaar 

OR 
THE   WEEKLY    MAGAZINE   TV/RADIO   ADVERTISERS   USE 

7 

Where 

there's  a 
Storz 
station. . . 

there's 
Tudience 

, 

■  i 

ii#« 

In  each  of  these   major  markets  more   radios  are 

tuned  to  the  Storz  Station  than  to  any  other. 

Minneapolis-St  Pan]  .  .  .  W'DCV  -1 
Hooper,  Trendex,  N81  Ann — nil  day. 
1'nlst  in  tin  nth  moon. 

Kansas  City  .  .  .  WHB  #] 

Metro  I'ulsi,  Nielsen,  Trendex,  Hooper, 

Art  a  Vu  1st  n.  I' nl si . 

New  Orleans  .  .  .  WTIX  -1 

Hoopi  r,  I'ulsi . 
Miami  .  .  .  SVQAM  #  1 

Hoopt  r,  I'ulsi .  Trt  ndi  x. 

WDGY,    Minneapolis  5».    Pau 
WHB,    Kanm 

WQAM.    Miami 

I    /<//  7o/i»    Bit 

•      TODD  STORZ,   PRESIDENT 
WTIX,    New  O 

THE   STORZ   STATIONS 

HOW  TO  GUARD 

A  $7  MILLION 

TV  INVESTMENT 

rlelene  <  lurtis'  ad  man- 
ager now  delegates 

mosl  of  lii-  othei  re- 

sponsibilities to  concen- 
trate on  commercials 

for    In-    t\    programs. 

Page  27 

Beneficial's 
marketing  jig- 

saw puzzle 
Page  30 

Do  you  sell 

your  station 
like  a  fishwife? 

Page  33 

Tv  Basics/July: 

program  costs 
lineup,  ratings 

Page  39 
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FROM  LAST  TO 

Communique  No.  1.  OPERATION  KILT,  15  June 
1957:  In  its  first  public  announcement  since  the  call 
letters  were  changed  from  KLBS  to  KILT  in  Houston 

on  M  Day  ( 14  May  1957).  Time  Buyers'  Headquarters for  the  Greater  Southwest  reports  complete  devastation 
of  the  pre-KILT  radio  picture  in  Houston.  The  super- 

strategy  of  KILT's  high  command,  headed  by  General Bill  Weaver,  developed  with  military  precision  in  the 

'em  in  Houston! 
IN  THIRTY  DAYS:  HOOPER! 

tough  KLIF  Dallas  and  KTSA  San  Antonio  sectors,  has 

sent  the  opposing  forces  reeling.  On  14  May,  KILT  was 

last  in  Houston  with  only  4.6%  of  the  all-day  average 

audience  (May  '57  Hooper).  Just  thirty  days  later,  on 
1 5  June,  KILT  had  rocketed  from  last  to  first  with  30.5  9c 

of  the  all-day  average  audience  (June  '57  Hooper). 
It's  a  new  world's  record  —  thirty  days  from  last  to  first! 

of  filiated  u/ith 

KLIF/da and KTSA  s ■  c 



YOl   \  '6   '      IU  inc.  I  ML 
.  h/i  i  rtisi/n? 

IMI     TOBA    ■    I    :  I 

CLICK! 

It  makes  a  happy  sound  when  millions  of  peo- 
ple all  over  the  country  click  on  their  TV  sets 

to  watch  your  show. 

And  it'saneven  happier  situation  when  these 

viewers  "tune  in  on"  your  sales  message. 

If  you've  made  your  salesmanship  as  com- 
pelling as  your  showmanship,  viewers  will  not 

only  react  favorably  —  they'll  go  out  and  buy. 

Hi SPONSOR      •      6  JULY    1957 
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DIGEST  OF  ARTICLES 

Tv  commercials  must  dominate  an  ad  manager's  time 
27     Helene  Curtis  ad  manager  now  concentrates  on  t\  commercials,  delegates 

most  other  assignments.    Objective:    to   protect    ST   million   tv   investment 

Spot  radio  solves  a  marketing  jigsaw  puzzle 

30     Beneficial    1"  inane.-  Co.   when   expanding    in    man)    markets   had  to   face 
different    state    laws    on    copy.     Spot    radio    was    choice    for    flexibility 

Do  you  sell  like  a  fishwife? 

33     ''"'    careful    of    knocking    the    competition,    warns    E.    Manning    Rubin, 
tv-radio  head  of  Cargill  &  Wilson.   The  throat  yon  cut  maj  be  your  own 

Is  tv  viewing  off  in  the  summer? 

36     Not  dining  late-night  periods  says  H-R  research  project  hacked  by  ARB 
national   diary  sample.    Summer  viewing  tends  to  start   at   a  later   hour 

Tv  Basics/July 

39     This   month's   section   carries   the   latest   program   costs,    including   sum- 
mer   replacements,    network    ratings    by    industry    and    program    lineup 

FEATURES 
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61  Washington  Week 
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In  Upcoming  Issues 

How  to  get  more  out  of  station  merchandising 

An  agenc>    specialist  evaluates  station  merchandising   services  and   tells 

Imw    maximum  results  can  be  obtained  by  early  planning 

To  Europe  for  commercials? 

\  report  on  commercial  producers  in  Europe  whose  techniques  are  new. 
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Get  more 

than  45% 
(off  Iowa's  Drug   Sales  Potential) 

WHO  gives  you  Iowa's 

Metropolitan  Areas  (45%  of  Drug  Sales) 

•  .  •  PLUS  THE  REMAINDER  OF  IOWA 

Iowa    has    six    Metropolitan    Areas, 

which,   all    combined,    account   for 

44.5%  of  the  State's  total 

Drug    Sales.     The   remainder 

of   Iowa    does   55.5%! 

Quite  a  number  of  radio  stations  can  give  you  high 

ratings  in  ONE  Metropolitan  Area.  WHO  gives  \ou 

high  coverage  in  virtually  ALL  the  State's  Metropolitan 
Areas,  plus  practically  the  REMAINDER  of  Iowa,  too! 

FREE   MERCHANDISING! 

WHO  Radio  maintains  one  of  the  nation's  most  com- 
prehensive and  successful  FREE  merchandising  services 

in  350  high-volume  grocer]  stores  for  FOOD  adver- 

tisers who  buy  $300  gross  time  per  week;  in  250  high- 

volume  drug  stores  for  DRl'Ci  advertisers  who  buv 
|250  per  week.  (A  $200  Food  plan  is  also  available.) 

Ask  us  —  or  PCA\" — for  all  the  facts! 
WHO    R.kIio    is    part    of 

Ccntril    Broadcasting   Company, 

which    also    owns    and    operate) 

WHO-TV,    Dei    Moines 

WOC-TV.    Oascnporc 
£ 

OWA   DRUG   SALES 
1956    Consumer    Markets    Figures 

WHO 
for  Iowa  PLUS! 

Des  Moines  .   .   .   50,000  Watts 

Col.  B.  J.  Palmer.  President 
P.  A.  Loyet.  Resident  Manager 

Robert  H.  Harter.  Sales  Manager 

3T   Peters,  Griffin,  Woodward,  Inc., 

National  Representatit  es 

SPONSOR 
0  ,n  i.y   L95' 





of  the  week 

John  (  ■  Doerfer,  M  isconsin  Republican,  is  the  nets  FCi 

chairman.  Quiet,  hard-workingf  tu-  lias  been  a  little-noticed 
Commissioner.  However,  his  view*  and  approach  u>  the 
industry  prahahls  come  close  in  representing  the  consensus 

among  member*  <>/  the  (  ommission — making  ii  unlikely  hit 
appointment  will  string  the  i  ommission  off  in  new  directions. 

The  newsmaker:  Wli.it  are  Borne  of  the  things  foi  which 

Doerfer  Btands?  He  haa  been  accused  of  being  .1  friend  of  the  net- 

works and  the  "big  interests.'  W  hal  is  more,  he  admits  the  charges. 
Il>-  feels  1l1.1t  it  is  bis  job  to  encourage  profitable  operation  in  .ill 
segments  ol  th>-  industries  undei  It  I    regulation. 

Bui  he  contends  he  is  jusl  .1-  friendl)  and  even  more  sympathetic 

with  the  so-called  small  interests.  He  says  he  %%  i  1 1  nevei  convicl  any- 
body  out-of-hand,  however,   jusl  because  "I   bigness. 

In  the  face  <>f  mam  recent  attacks  on  network  option  time  and 

must-bu)  policies  (see  Newsmakei 
of  the  Week  interview  with  Rep. 
Emanuel  Celler,  22  June  issue), 

Doerfer  defends  must-buj  policies 
outright  and  expresses  Berious 
doubts  thai  elimination  of  option 
time  provisos  would  resull  in  more 
benefit  than  harm. 

If  it  is  found  that  must-bu)  pol- 
icies violate  the  anti-trust  laws, 

then  In-  feels  the  practice  would 
have  to  be  stopped.  Bui  when 
viewed  from  the  public  interest, 

must-bu)  seems  to  him  more  bene-  "      Doer/a 
filial  than  harmful.  One  reason:  without  must-buj  policies,  main 
markets  would  nol  gel  high  budgeted  network  programs  or  live  news. 

He  poses  the  question  whether  elimination  of  option  rime  would 
not  merely  substitute  one  sel  of  national  program  producers  (the 

networks)  for  others.  "The  verj  nature  of  networking,"  he  point- 

out,  "requires  some  minimums  and  some  definiteness  in  arranging 
programs  and  schedules  designed  to  be  broadcast  upon  a  national 

basis." 
\-  to  uhf.  Doerfer  has  never  been  convinced  thai  the  FCC  polic) 

of  selective  deintermixture  oi  creation  of  uhl  islands,  is  a  wise  our. 

"It  is  a  serious  matter  to  take  awaj  01  denj  at  leasl  one  t\  service 
to  millions  of  fringe  viewers     even  on  an  interim  basis,"  he  argues. 

Doerfer.  like  most  other  commissioners,  is  a  strong  advocate  of  the 

theory  thai  the  leasl  government  regulation  over  broadcasting  is  the 
best  regulation.  He  would  go  even  further  than  the  majority  in 
receding  from  am  suggestion  of  FCC  intervention  in  what  actually 

-  over  the  air — and  considerabl)  further  in  avoiding  interference 
in  economic  matters  and  the  business  relationship  between  various 
segments  of  the  industry.  ^ 

SPONSOR (>  .11  i.y  1951 

PRIMARY 
MARKET 

400,000  people  in  the 
Ann  Arbor  area  respond 

primarily  to  local  radio. 

It's  a  huge  market  AND 
NOT  ADEQUATELY 
COVERED  BY  OUTSIDE 
STATIONS. 

ANN  ARROR 
AREA 

Includes  Plymouth, 

Ypsilanti,  Livonia  and 
23  important  industrial 
communities  in  Michigan. 

* 

FIRSTinPOlSE 
Most  recent  Pulse 

indicates  WHRV's  strong 
superiority...  18  firsts 
(half  hours)  out  of  24. 

WHRV 
1,000  watts       abc        1600  kc 

Major  league  baseball, 
University  of  Mich,  sports 
Detroit  Red  Wing  Hockey 

6:00-9:00  A.M.    Joe  and  Ralph, 
famous  in  Mich,  area 

Write  for  special  merchandising 

plan  or  contact: 

BOB  DORE  ASSOCIATES 

C  National  Representative
s 

thf  door  is  always 

Bob  Dore  Assoc..  420  Madison  Ave..  N.  Y.  17.  N.  Y. 
*    JUNE      5«    PULSE 
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Point  well  taken 

As  in  purebred  pointers,  championship  traits  are  transmitted 

within  a  great  television-station  family. 

Each  station  of  the  WKY  Television  System  excels  in  programming,  production, 

and  public  service.  Each  station  offers  the  same  experienced  management 

that  has  won  the  confidence  of  America's  leading  advertisers  since  1921. 

In  television  advertising,  it  pays  to  choose  a  championship  line. 

THE    WKY   TELEVISION    SYSTEM,   INC. 

WKY-TV  Oklahoma  City 

WKY   Radio  Oklahoma  City 

WSFA-TV   Montgomery 

WTVT  Tampa-St.  Petersburg 
Represented   by  the   Katz  Agency 



In  the  approaching  International  Geophysical  Year 

(July  1957-December  1958)  when  scientists  launch 
their  man-made  satellite  in  Project  Vanguard,  they 
may  succeed  in  hanging  the  first  celestial  mirror  of 
our  world  on  the  threshhold  to  outer  space.  From 
such  an  awesome  accomplishment  may  come  many 

practical  developments  — among  them,  possibly, 

globe-girdling,  instantaneous  television  pickups.  In 
any  case,  Project  Vanguard  is  almost  certain  to 
shrink  the  barriers  of  our  earthly  horizons,  bring  our 
dreams  of  global  communication  closer  to  reality. 

our  vision 

goes  - 
around 

the  world! 

Global  telecasting  may  be  nearer  than  you  think. 

You  may  be  sure  WGAL-TV  will  play  an  important 

pioneer  role  in  relaying  the  best  in  television— 
wherever  it  originates— to  its  growing  audience 

in  America's  10th  TV  Market— the  market  of 

•  3  '/a  million  people 

•  in  1,015,655  families 
•  owning  917,320  TV  sets 
•  earning  $6  V*  billion  annually 

•  buying  consumer  goods  that  add  up 

to  $3  %  billion  annually  in  retail  sales 

CHANNEL    8    MULTI-CITY    MARKET 

WGAL-TV 
LANCASTER,   PA. 

NBC  and   CBS 

STEINMAN   STATION 

Clair  McCollough,  Pres. 

Representative.     The     MEEKER     Company,     Inc.     New  York      •      Chicago      •       Los  Angeles       •       San   Francisco 

sponsor     •     0  jiia  195*3 



Most  lignificani  ti   and  radio 

newt  "I  the  week  with  interpretation 

in   depth    for   busy   re<ulrrs 

SPONSOR-SCOPE 

6  JULY 

•rONSOK   PUBLICATIOMt   IM 

The  limc-l 01 -lilni  barter  trend  gol  the  kiml  of  indirecl  accolade  thii  week  thai 

firmi  up  it-  status  as  an  established  business:  1'iVt.  bought  a  batch  «»l  barter  spots 
from  \l(  \    l\.  thus  putting  the  N<>.   I   advertiser  <>n  the  barter  roster. 

I'M)  prefers  i<>  regard  tin-  deal  .1-  an  experiment. 

Bui  at  .int  rate,  the  \m\  i»  for  I  3  weeks;  and  ii  will  I"-  concentrated  in  the  territorj 

where  Lestoil  (  V< !<-l I  (  li«-m i<-;ii )  competitive!)   ia  banging  awaj  at  Spit    'n    Span  volume. 
Lestoil's  spol  t\  expenditures,  incidentally,  now  are  running  .11  the  rate  ol  about 

s  I  ..">  million  annuaU] . 

\  sizeable  t\   advertise!    with  .1  cozj    bartei  deal  oi  anothei  -"it  is  Sterling  Drugs. 

\l»out   I  .">0  stations  are  trading  three  announcements  a  week  for  the  right  to 
rerun   the  Mark  Saber  series     which  Sterling  owns  outright. 

International  Latex's  K<l  Madden  this  week  brushed  off  reports  thai  its  deal  for 
C&C  TVs  barter  >»a«  hitting  Bnags. 

Madden  told  SPONSOR-SCOPE:  "As  in  an)  longterm  deal  ours  is  for  five  wars— 

there  are  problems  thai  call  f"t  readjustment  of  the  contract.  Bui  we  aren't  having  an) 

real  difficult)   with  C&C." 
Note:    The  C&C-Latex  buj    involves   time  bartered  for  KkO  product. 

For  detailed  treatment  of  the  subject,  see  "Should  you  bu)   bartered  time,"  sponsor,  25 
Max.  1 

V>\\  that  network  radio  i-  back  on  ii-  feet,  the  competitive  punching  is  getting  niftier. 

Mm-,  when  Mil  Radio  claimed  to  have  eight  more  commercial  hours  in  June  than 

IJIS  Radio,  counter-punchers  wanted  to  know:  How  \\a«  it  measured? 
These  are  the  standards  which  SPONSOR-SCOPE  obtained  from  NBC  this  week: 

•  V  one-minute  commercial  equals  r>  minutes  of  sponsored  time. 

•  \  30-second  commercial  equals  H1^  minutes  of  sponsored  time. 

•  A  6-second  commercial  i*  equivalent  to  1  ' '•>  minutes  of  sponsored  time. 

V  touch]  t«'»t  of  judgment  i*  shaping  up  on  fall  network  h  schedules.  Spon- 
sors already  have  signed  up  for  1()  situation  comedies  two  more  than  last  season, 

making  the  chuckle  shows  aumericall)   the  program  leaders. 

This  wick,  however,  data  from  a  Nielsen  analysis  of  costa-per-thousand-per-com- 
menial  minute  put  the  situation  comedies  in  a  situation  all  their  own  tins  are 
u.i\  Itrhinil  the  trend  in  cost  efficiency.    Here  are  the  figuri 

PROGB  \M  W  I'l 
\\  estern  drama  •  30  minutes  1 

Situation  corned)   1  30  minutes  > 
( General  drama  <  30  minutes  I 

General  drama  1  60  minuti  - 

Suspense  drama  <  30  minutes  < 
Genera]  \  ariet)    I  30  minuti  - 
Quiz-  Audience  participation 

m  \i;i  11  \n;ii    ' 
6      MAB 

II -  MMill    "57 <  II  Wi.l 

83.58 12.77 

—2 

•>.  ;i 

-   1 

3.75 

-13 

:.  17 

;._"- 

-   2 

L19 

-17 

1.97 1.45 

-13 

;.:i 
1.03 

-18 

sponsor     •     (>  .iri.v  195*3 



SPONSOR-SCOPE    continued 

This  has  been  another  one  of  those  crackling  weeks  for  network  radio. 

CBS"  roster  of  buyers  included  Grove  Lab,  CMC  Trucks,  Sterling  Drug,  Phar- 
ma-Craft,  Chesebrough-Pond,  Scripto,  Midas  Mu  filler  and  Hudson  Vitamin. 

NBC  got  about  1600,000  worth  of  business  from  Grove,  sold  a  heft)  hutch  of  time  to 

Goodrich  Tire,  and  i-  on  the  verge  of  nailing  down  the  Jell-O  division  of  General  Foods  to 

a  $100,000  contract  involving  LOO  six-second  spots  a  week. 

The  volume  of  that  six-second  deal  represents  the  biggest  thing  of  its  kind  since  NBC's 
Joe  Culligan  look  oil  on  lii^  Imager)  Transfer  expedition. 

NBC  TV's  dropoff  of  three  nighttime  commercial  hours  in  June  (as  against 
May)  could  have  this  effect:  Giving  the  network  the  first  adverse  comparison  with 
the  same  month  of  the  previous  year. 

\-  is,  NBC  TV  just  managed  to  stay  on  the  plus  side  for  May.  According  to  PIB.  NBC 

TV's  gross  time  charges  for  that  month  were  hut  1.1%  over  Mav  '56. 
ABC  TV  was  up  9.39?   and  CBS  TV  11.3%. 

The  PIB  reoort  for  May  shows  these  grosses:  ABC  TV.  $7,258.807 :  CBS  TV. 
$20,331,441,  and  NBC  TV.  $15,878,585. 

For  the  first  five  months  of  the  year  the  gains  over  last  year  stand  at:  ABC  TV,  4.1%  ; 
CBS  TV.  11.1%;  and  NBC  TV.  5.0%. 

NBC  Radio  this  week  foeused  the  sales  pressure  in  behalf  of  the  network's 
Nightline  paekage,  in  which   it   hopes  to  garner  at  least  So  million  a  year. 

Two  prospects  toward   which   it's  directing  efforts:  Coca  Cola  and  L  &  M. 

A  sign  that  daytime  competition  from  NBC  TV  is  having  repercussions  at  CBS  TV: 

CBS  has  lifted  the  ban  asainst  eross-plugs  to  alternate  week  advertisers  in  morning 
and  afternoon  slots. 

NBC  TV  has  permitted  this  for  a  long  time. 

Foreeast  from  NBC  TV:  The  10  a.m.  to  6  p.m.  streteh  will  be  75%  sold  by  the 
first  of  August. 

CBS  TV  meantime  is  shoring  up  its  daytime  schedule   with   replacements. 

Ad  ageneies — especially  the  big  ones — have  become  quite  happy  about  radio 
network  people  calling  on  their  clients. 

In  fact,  several  of  them  are  encouraging  more  of  it  with  this  proviso :  Keep  the  agency 

aware  of  what's  going  on. 

One  agencv  executive  rationalized  to  SPONSOR-SCOPE  this  week:  "We  think  it's  to 
our  advantage  for  John  Karol.  Joe  Culligan,  and  Boh  Eastman  to  talk  directly  to  the  client. 

He  gets  a  first  hand  report  on  what's  happened  with  radio,  and  it  makes  it  easier  for  us  to 
move  in  with  our  recommendations." 

John  Blair  has  made  it  plain  this  week  that  it  won't  cooperate  with  its  stations 
in  disposing  of  spots  made  available  to  them  for  sale  by  NBC  Radio. 

Blair's  cool  attitude  in  this  particular  instance  concerns  the  network's  "no  waste"  plan, 
by  which  affiliates  can  sell  and  keep  the  money  for  unsold  participations.  The  added  proviso: 

Such  spots  are  recapturahle  by  the  network. 

The  rep's  comment  to  SPONSOR-SCOPE:  Blair  has  made  it  a  policy  for  some  time  not 
to  become  involved  in  any  eo-op  or  syndicated  program  sales  practices:  this  kind 

of  thing  can  get  too  involved  from  every  direction. 

Both  the  Nielsen  and  the  ARB  reports  for  June  put  NBC  TV  ahead  of  CBS 

TV  from  10:  A.M.  to  5:30  A.M.  weekdays.  Here  are  the  figures  as  conveyed  by  NBC 
TV  this  week : 

SERVICE  NBCTA  CBS  T\  NBC'S  ADVANTAGE 
Nielson  6.3  6.1  Z% 

ARB  7.1  5.9  20', 
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SPONSOR-SCOPE   continued 

\\  Inn  Ford  Introduces  it-  flash}  new  Edsel  in  ;i  couple  of  weeks,  it  x^  ill  be  M»ld 
and  advertised  through  the  standard  automotive  channels  limited-line  dealers  who 
are  Btipposed  i"  dedicate  themselves  i"  the  newcomer. 

This  week,  though,  marketing  men  looked  at  the  situation  from  ■  longer  focal 

length.  Is  the  daj  ol  the  limited-dealei  numbered?  iren'l  tin-  super  market,  the  dis- 
count house,  and  the  air  media  writing  something  <»n  1 1 ■ « -  wall  that's  unmistakably 

long-range?    Mii~  i-  how  the  planners  Bee  it: 
•  I  In-  function  ol  ;i  dealei   is  to  store  merchandise  and  sell  it. 

•  But  the  mass  media — the  air  media,  in   particular — have  preempted  much  of 
the  selling  function,  leaving  the  dealer  mainlj   with  storage,  service,  and  accounting. 

•  \ll  nf  the  lattei  i  an  be  done  mm  li  simplei  in  gross  lots. 

•  Ergo,  the  daj   « > I"  the  super  market,  discouni   house — call   ii   what   yon   will — 
grows  hotter. 

Admittedly,  Detroit  won't  go  down  the  \.&P  trail  soon.  Yel  ii  has  taken  some  first  steps: 
The  air  media,  with  their  l»i«r  pre-seD,  are  lops  on  tlii-  fall's  lists;  co-op  advertising 
i  fur  various  reasons)  is  out;  so  the  car  now  vastl}  outshines  the  dealer  in  the  publii 
r\r.    Vml  the  air  media  will  keep  ii  thai  way. 

\-  the  nexl  step,  ilii-  is  what  Madison  We.  is  guessing:  Gradual  elimination  of  the 

limited-line  dealer  and  emergence  <>!'  the  full-line  Chrysler,  lord  or  GM  outlet. 

The  beer  business  has  had  it-  first  In'j;  break  from  the  rammer  weather  In  three 
years,  and  the  added  sales  means  more  monej  available  for  advertising  this  fall. 

Total  consumption  in  June  is  estimated  20' ',  better  than  a  year  ago.  [nal  will  push 
volume  for  the  first  six  months  up  materially   and  promote  ;i  gemutlich  promotional  mood. 

For  the  first  time  filter  lips  ran  claim  a  larger  share  of  the  cigarette  market 
than  the  regulars. 

The  ratio  as  it  now  stands:  Filter  tips.  10. .V;  :  regulars,  39.5^5  ;  kings,  20%.  \  year 
ago  the  filters  had  onlj  about  309?  of  the  market. 

A  potential  upset  that  has  the  trade  guessing:  Winston  running  ahead  of  Chesterfield 
(both  regular  and  kin^i   l>\   the  end  of  the  vear. 

Liggett  A  Myers  has  earmarked  about  8600.000  for  a  spot  Iv  puff  this  full  in 
behalf  of  L&M   filters. 

The  agency  handling  it:  Dancer-Fitzgerald-Sample.  New   York. 

Interesting  sidelights  on  P&(i*s  air  advertising  to  bear  in  mind  en  route  to  Cincin- nati: 

•  In  the  heydaj    of  radio.  V&i',   figured  that  roughh   60  out  of   100  people  would 
bear  one  of  its  shows  one  or  more  times  aweek. 

•  Tv  c<>-(-  are  such  that  today  you  can  slice  that  figure  down  to  aboul  20  per  100 
cm  a  doDar-for-dollar  l>a»i~. 

•  lini  it  isn't  jn-t  higher  costs  that  keep  P&<)  ad  budgets  pyramiding     it  -  new  product-. 
too.    Fox  aboul   1595   of  sales  volume  comes  from  items  born  Bince  1950. 

The  liquid  detergents  have  seeped   into   the   household   soap   business   to   the 

extent   of   about    I.V ',    of  the   market. 
The  top  liquid  contenders  reflected  in  the  intensity  ol  current  and  looming  ad  cam- 

paigns    are  Lever's  Ltu  and  \\i«k.  Colgate's  Vel,  and  IVK*,'-  .Io>  and  I\or\. 
The  liquid  brands  are  expected  to  produce  an  even  greater  extravagance  of  personal 

use  than  did  the  powder  detergents:  People  like  to  pour  liquid.  \nd.  even  t li. .u uli 
the  directions  on  the  bottle  state  a  thimbleful  will  suffice,  consumers  dish  it  out  as  though 

tlie>  were  hosts  at  a  New  Year's  Kve  part>.  researchers  find. 
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SPONSOR-SCOPE    continued 

Kaiser  Aluminum  joins  ihe  long  list  of  W  estern  sponsors  this  fall  with  a 

weekly  Sunday  (7:30-8:30  p.m.)  Bhowing  of  Maverick  on  ABC  TV. 

Henrj  J.  liked  what  he  saw  in  the  |>il<>t  tluit  VBC  TV's  OIlie  Treyz  flew  out  to  Hono- 
lulu last  week  and  so  advised  liis  Aluminum  division.  Apparently  be  was  impressed  1>\  a  deal 

that   might   turn   into  a  juicy  cost-per-1 .000. 

Evidence  of  what  t\  already  lias  done  for  Kaiser:  The  company's  Chicago  office  recently 
reported  that  sales  traceable  to  the  medium  were  worth  at  least  20  times  the  share  of 

t\  hillings  allocated  to  that  office. 

What  may  be  a  sour  note  for  the  horde  of  music-variety  shows  scheduled  on 
the  tv  networks  this  fall  is  the  dearth  of  name  guests. 

Quite  a  number  of  top  vocalists  are  telling  their  agents  that  they're  not  interested  in  one- 
shot  appearances. 

Tom  Rockwell.  GAC  chairman,  remarked  this  week  that  his  office  wasn't  eager  to  sell 
an\  more  variety  show: — because  it  can  recruit  name  guests  onl)  from  among  the  people  it 

represents  or  play   trade  favors  with. 
Vocalist-m.c.M  shows  scheduled  on  the  tv  networks  this  fall  now  number  11. 

Transfilm.  one  of  the  pioneer  film  commercial  firms,  is  branching  into  feature 

production. 
One  hia  reason  is  that  competition  in  the  film  commercial  business  has  become 

so  stiff  that  it  must  look  for  other  sources  of  revenue. 

Transfilm's  competitors  who  have  executed  a  reverse  twist:  MCM.  Screen  Gems,  Warner 
Bros..   Disney,   and   I  niversal. 

From  the  viewpoint  of  length,  the  15-minute  and  the  90-minute  tv  shows  were 

the  least  economical  buys  this  season,  savs  Nielsen. 

He  gives  the  cost-per-l,000-per-commercial-minute  of  the  various  duration  categories  thus: 

57  CHANGE 

+14% 

—  9 
—  1 

+  10 

ARB's  answer  to  the  question  of  how  much  extra  audience  a  sponsor  gets  when 

he  buys  into  late  Friday  and  Saturday  film  features:  50%  over  weekday  nights. 

Bonuses  of  as  much  as  100%  and  200%  on  these  weekend  nights  are  not  uncommon. 

ARB  reports. 

I  See  sponsor's  Tv  and  Radio  Basics  issue.  27  July .  for  several  studies  on  feature  film 
habits  and  trends,  i 

United  Artists*  failure  not  so  long  ago  to  make  a  bulk  deal  with  a  national  ad- 

vertiser is  turning  into  a  bonanza. 

Price  cited  to  Revlon.  American  Home  Products,  and  other  prospects  for  two  national 

uses  was  $3.5  million. 

UA  already  has  netted  that  sum  from  the  sales  of  the  same  26  post-1952  fea- 

tures to  48  s'ations — and  without  tapping  such  markets  as  New  York.  Chicago.  Boston, 

Cleveland.   Detroit.   Baltimore.  Pittsburgh. 

Estimated  income  from  this  package  over  the  next  30  months:  SI 2  million. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5:  New 

and  Renew,  page  50;  Spot  Bins,  page  51;  News  and  Idea  Wrap-1  p.  page  52;  Washington 

Week,  page  61;  sponsor  Hears,  page  64;  andTv  and  Radio  Newsmakers,  page  70. 
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LENGTH 
MARCH-APRIL  '56 

MARCH-APB 

15  Minutes 

$3.67 $4,17 30  Minutes 3.83 
3.49 

60  Minutes 3.36 
3.31 

90  Minutes 5.53 
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THE  RIGHT  APPROACH  TO  THE  CLIENT'S  NEEDS! 

whio-tv CBS 

Channel    i    Dayton,   Ohio 
ONE    OF    AMERICA'S    GREAT    AREA    STATIONS 

When  you  want  to  improve  your  golf  game,  you  go  out 

to  the  course,  right?  WHIO-TV  goes  one  better  .  .  . 

they're  bringing  the  golf  course  to  their  viewers.  Not  a 
golf  "set"  in  the  studio,  but  an  actual  golf  hole  complete 
with  sandtraps.  approaches,  well-manicured  green  .  .  . 

everything  but  a  "'built-in  tee."  This  is  another  H  MO- 1  V 
first!  Two  of  Dayton's  leading  professional  golfers  gi\e 
instruction  with  demonstration. 

Here  we  offer  authenticity  to  the  golfer's  lessons  and 
to  the  advertiser's  needs. 

Just  another  of  the  facilities  that  make  WHIO-TY  one 

of  the  best  equipped  television  studios  in  the  country. 

Best  equipped  to  show  your  product  .  .  .  best  equipped 

to  sell  your  product.  Even  your  greenskeeper  (everyone 

knows  that  that's  your  treasurer)  will  be  pleased  with 
the  results  when  you  use  WHIO-TV.  Check  with  our 
national  caddy.  George  P.  Hollingberv. 



CASE  HISTORY -SUPERMARKETS 

Thrifty  #cot     10O% 
Vlu$      =  Sales 

Mermaid      Boost! 

TWO  TRADE    CHARACTERS    fa 
miliai  to  all  Southern  Californians 

married  up  in  June  1955,  when  Mc- 
Daniel's  Supermarkets'  Thrify  Scot 
and  the  KHK.  mermaid  made  big 
news  willi  a  3000-SpOt   radio  contract. 

THE  PAIR  RENEWED  their  vows 

in  June  1956.  During  thai  lust  year, 
McDaniel's  sales  in  Greater  Los 
Angeles  skyrocketed  over  100%,  to 
the  highest  peak  in  their  34-year  his- 
ioi\  .  .  .  with  iid  change  in  the  pre- 

vious television  -  advertising  formal 
except    the  addition  ol   KBIG  I 

DURING  THE  SECOND  YEAR  of 

the  relationship,  ending  June  1957, 

grosses  in  the  nine  McDaniel's  stores 
piled  up  another  90%  increase,  again 
with  no  other  change  in  advertising. 
"KBIG  can  lake  a  bow  for  a  substan- 

tial share  of  the  11  edit  for  this  per- 
Eormance"  sa\s  Albert  L.  Wolins,  Mc- 

Daniel's general  manager. 

WRITES  JIMMY  FRITZ,  PRESI- 

DENT Jimmy  Fritz  &  Associates  ad- 

vertising agency,  Hollywood:  "The 
greatest  tribute  we  can  pay  KBIG  is 
the  enclosed  saturation  renewal  for  a 

third  year,  and  the  addition  of  other 
radio  to  supplement  your  strong 

foundation." 
MARRY  YOUR  PRODUCT  to  the 
KHK.  mermaid  .  .  .  then  count  the 
sales  progen) ! 

0 
KBIG 
T/ie  (alalina  Station 

10,000  Watt* 

740  °vr 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3205 

Nat.  Rep.  WEED  and  Company 

I  1 

Timebuyers 
at  work 

Jay  Schoenfeld,  WcCann-Erickson,  New  York,  says:  "Stations 

are  continual!)  sending  material  to  buyers  that's  often  helpful  in 

making  a  more  efficient  'buy'.  But  a  good  deal  of  other  promotional 
material  only  adds  to  the  already  voluminous  paper  work  that  the 

buyer  must  sift  through  each  day.  Productive  time  is  wasted  sorting 

brochures  and  pamphlets,  and 

reading  details  about  stations  and 

markets  that  are  often  too  general 

or  tend  to  distort  or  ignore  im- 

portant items.  Helpful  data  would 

include  notice  of  change  in  pro- 

gram formats  or  changes  and  im- 

provements in  a  station's  facilities. 
"Dope"  sheets  describing  various 
local  personalities  help  the  buyer 
familiarize  himself  with  local 

shows.  Information  regarding  spe- 
cific markets  such  as  times  of 

staggered  work  schedules  or  a  change  in  local  buying  habits  is 

extremely  useful.  Also,  data  regarding  listening  habits  in  specific 

markets  so  we  can  pinpoint  the  commercials  at  peak  times.  Give  us 

all  this  necessary  information  and  minimize  all  the  puff — and  you 
can  be  sure  well  read  your  material  thoroughly.  Needless  to  say, 

we  would  appreciate  that  the  buyer  mailing  lists  be  kept  up-to-date." 

Joyce  Peters,  Emil  Mogul  Co..  Inc..  New  York,  timebuyer  for  Con- 
cilana  Cough  Nips,  Ronzoni  Macaroni  and  National  Shoes,  says: 

"When  bu\  ing  for  a  specific  product  we  should  take  into  consider- 
ation the  qualitative  aspect  of  the  spot,  in  addition  to  the  quantita- 

ti\e.    It's   not   completely   satisfactory   to   know   just   the  program's 
rating  and  co;t-per-l,000.  We 
should  be  familiar  with  other 

vitally  important  features  of  the 

program — the  format,  the  type  of 

audience  delivered  and  the  pro- 

gram's personalities.  The  qualita- 
tive information  were  seeking  is 

available  from  many  varied  and 

widespread  sources.  Consequenth . 

it's  often  difficult  to  compile  and 

time-consuming.  A  partial  answer 

to  this  problem  can  be  found  in 

the  program  information  sheets 
which  main  station  reps  supply  when  submitting  availabilities  for 

radio  and  tv  local  programing.  Many  times  these  sheets  not  only 

elaborate  on  the  t\  pe  of  format  but  list  data  on  personalities  and 

facilities  available  for  live  commercials,  litis  type  of  background 

is  necessary  to  determine  the  best  in  a  market.  Having  these  concise 

reports  is  most  helpful  and  often  enables  you  to  meet  \  our  deadline." 
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KCMC-TV 
I  .<><>k  at  the  amazing  increase  in  <la\  time  viewing, 
as  measured  in  three  consecutive  Area  Telepulse 
sun  evs  .  . . 

I  olgate-PahnoIive  presents  "The  Big 
Payor'  on  KCMC-TN  and  CBS  Televi- 
lion  Mondaj  through  Friday,  1-1:30 
P.M.  CST. 

AVERAGE    V*    HR.   SETS-IN-USE  -  SIGN-ON   6   P.M. 

SEPT.  1955 FEB.  1956 FEB.  1957 

15.7% 
21.2% 33.5% 

26   COUNTIES 26   COUNTIES 29   COUNTIES 

...and.   in   the  same    1().^.    survey,   KCMC-TV    registers   ~3cc 
total  weekly  share  of  audience  throughout    it-  LOO-microvolt  area! 

POWER   PROGRAMMING   PROMOTION 

kcmc-tv  a 
WALTER    M.    WINDSOR 

General  Manager 

CHANNEL   6  /  100,000  WATTS 
TEXARKANA,  TEXAS-ARKANSAS 

Represented  by  I  enard,  Rintoul  &  McConnell 

RICHARD    M     PETERS 

(  ommercial  Manaet  t 
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WSFA-TV,  as  symbolic  of  the  New  South 
as  the  dramatically  modern  State 

Agricultural  Coliseum  near  Montgomery, 

provides  better  coverage  of  the  expanding 
Central  and  Southern  Alabama  market 

than  any  other  single  advertising  medium! 

That's  because  WSFA-TV  gives  you  highest-rated 
local  and  network  programming,  plus  a 

maximum-power  VHF  signal  that  covers  one-third 
of  a  state  to  reach  over  1,000,000  people! 

The  WKY  Television  System,  Inc. 

WKY  and  VVKY-TV  Oklahoma  City 

WTVT  Tampa -St.  Petersburg 
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HIGH  VALUE 
MARKET 

by  Bob  Foreman 

OFFERING 
OUTSTANDING    VALUES IN 

The  Columbus,  Ca. 

metropolitan  area  ranks  11th  in 
the  nation  in  Per  Family  Income, 
97th  in  Population,  98th  in   E.B.I. 

Coverage 
In  our  53-county  coverage 
area  of  159,846  TV  homes 
WRBL-TV  ranked  first  in  92% 
of  all  Class  AA  '4  Hours, 
first  in  87.3%  of  all  Class 

A  '  4  quarter  hours,  and  68.8 
in  all  Class  B  14  hours. — 
(March   Telepulse) 

radio  PEN&uwrm 
WRBL  radio  leads 
homes  delivered  by  55% 

— day  or  night  monthly.l 
WRBL— over  54,420,  Sta-^ 
tion  B— 34,940.  Best  buy 
day  or  night,  weekly  or 
daily  is  WRBL  iNCS  No. 

2) 

&&C9 

^J^A    •  •    •  • 

coMMTjNn:7 

Community  confidence  and  sales  results  are  proven 
by  a  continuously  growing  family  of  local  advertisers. 
Your  Hollingbery  man  has  proof  of  local  preference 
for  WRBL. 

WRBL 
AM-FM-TV 

CALL  HOLLINGBERY  CO. 

COLUMBUS,   CEORCIA 

1:: 

Agency  ad  libs 

The  space  men  have  landed 

In  the  beginning — when  wrestling  was  con- 
sidered the  ultimate  in  entertainment  and  adver- 

tising agencies  were  just  starting  to  think  about 

forming  television  departments — tv  copy  was 

relegated  to  radio-copywriters  one  time,  print 
writers  another. 

As  the  medium  grew  and  assignments  became 

frequent,  a  separate  staff  was  needed  and  thus 

began  the  controversy   about  which,  print  or  radio   writers,   made 

the  best  tv-copywriters. 

Now  the  returns  are  in  and  it  was  a  close  race  .  .  .  with  the  space 

men  winning  the  eight  year  battle,  a  victory  which,  I  might  say, 

resulted  as  much  from  their  longer  service,  hence  greater  importance, 

in  the  agency  as  it  did  from  their  depth  of  advertising  knowledge. 

He's  a  master  at  presentation 

Today  many  agencies  have  returned  to  a  de-segregated  copy  setup. 

In  others,  though  separate  staffs  are  maintained  due  to  the  volume 

of  work,  the  older,  wiser,  and  higher  priced  print-heads  supervise 

all  phases  of  copy  on  the  accounts  to  which  they  ate  assigned, 
television  included. 

Which  is  as  it  should  be. 

It  makes  no  more  sense  to  eliminate  tv  responsibilities  from 

those  of  the  top  copy  people  than  it  would  to  separate  three-sheet 

poster  work  from  24-sheet. 
The  schism  between  tv  and  print  was  natural  at  the  outset.  It 

might  even  have  been  essential  .  .  .  until  the  more  firmly  entrenched 

(meaning  less  hungry)  print  chieftains  were  convinced  that  television 

was  here  to  stay  and  that  by  ignoring  it,  they  would  jeopardize  not 

only   their   future   in   the   agency   but   their   very   presence  as   well. 

The  union  of  these  media  copy-wise  is  for  better  rather  than  for 

worse.  Here  are  a  few  for  instances  derived  from  what  I've  seen 

by  sitting  in  on  copy  reviews  in  all  media. 

The  print  writer  has  a  bundle  of  tricks  up  his  sleeve.  For  example, 

he  is  a  master  at  presenting  ads!  Don't  think  that  this  isnt  im- 
portant! More  good  copy  goes  down  the  drain  because  it  is  poorly 

presented  than  because  it  is  shabbily  conceived. 

He  starts  out  clearly,  our  print  man,  saying:  "Now  let's  look 

at  the  problem."  Then  he  proceeds  to  outline  same,  throwing  back 
at  account  man  and/or  ad  manager  their  own  phrases.  Gradually 

he  works  up  to  a  stack  of  layouts. 

But  not  the  big  one  right  off  the  bat.  Never!  First,  he  sets  up 

a  straw  man  or  two.  "We  might  have  done  it  this  way,"  he  smiles. 

"Pretty  darn  good.  too.  But  not  good  enough."  Then  he  outlines 
where  layout  A  falls  short. 

>PO.\SOK 
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HI  ■§  1         MBM 

0.  '■> WCAU 
PH  I  LADELPH  I  A 

means 

loyalty 

Philadelphians  are  never  without  WCAU  Radio.    In  a  47-county. 
5-state  area,  they  listen  to  WCAU  at  home— on  nearly 

2  million  car  radios— and  when  they're  away  from  home. 

The  fact  is,  90 %  of  all  Philadelphians  who  go  vacationing 

stay  within  WCAU's  vast  coverage  area.   This  day-to-day  impact 
delivered  by  WCAU  makes  every  season  a  selling  season 
for  products  and  services. 

You  can  count,  then,  on  a  larger,  more  loyal  prospect 
list  when  you  sell  on  WCAU. 

WCAU 
Philadelphia 

rvi\.UlU   The  Philadelphia  Bullei 
/.'.  I  nationally  by  CBS  />' 

By  in,-  Philadelphia's  »■"■--'  /..,/,.//„,  station.   Ask  I'nh,-.   Ask  PhUadel\ 
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- Agency  ad  libs  continued  . 

KNX  has  more 

listeners  in 

Los  Angeles 

than  anybody! 

More  people  listen  to 

KNX  .  .  .  daytime 

or  nighttime  .  .  . 

weekday  or  weekend . . . 

than  to  any  other 

Los  Angeles  station* 
That's  just  one  reason 
why  50,000  watt  KNX 

is  Southern  California's 
#1  radio  station. 

Tuhc  of  Los  Angeles -March -April,  1957 

20 

B\  the  time  he  is  ready  to  turn  up  the  great  campaign,  everyone's 
on  the  edge  of  his  chair. 

Drama  of  presentation  isn't  the  only  gimmick  in  our  print-writer's 
little  black  bag.  Take  a  look  at  those  comprehensives  he  shows. 

The  layouts  alvva\s  look  heller  than  the  final  ad.  Copy  blocks  are 

ruled-in  lines,  not  set  in  type  to  distract  from  headline  and  pix.  The 

logo  stands  out  like  a  catcher's  thumb  because  of  the  white  margin 
and  the  nice  bristolboard  mat!    No  other  ads  are  in  sight  to  distract! 

Next  he  discusses  ways  of  merchandising  the  series.  He  anticipates 

good  Starch  readership  ratings  and  he  explains  why.  He  tells  how 

the  buried  offer  at  the  close  of  the  copy  was  planned  and  keyed.  He 

relates  a  dozen  experiences  of  similar  campaigns  and  explains,  from 

these,  why  the  sub-heads  were  done  the  way  they  were,  and  how  the 

logotype  bridges  the  fold  and  the  virtue  of  the  second  color. 

Contrast  our  poor  tv  copy  man  with  his  poorly  drawn  story 

boards,  so  difficult  to  present,  with  so  little  precedent  to  fall  back 

upon  while  explaining  the  whys  of  them. 

They'll  bring  finesse 

So  I  say- — welcome  to  the  print  writers.  We  should  invite  them 

in  warmly.  We  need  them  badly,  not  only  as  medicine  men  but  as 

physicians.  They'll  help  with  the  presentation.  They'll  make  account 
men  and  ad-managers  feel  more  comfortable. 

In  place  of  dialogue  that  sounds  as  if  it  were  written  in  Junior 

High  School,  testimonials  that  are  as  phoney  as  the  spiel  of  a 

midway  barker,  basic  thinking  that's  as  unsound  as  the  Chinese 

dollar,  they'll  give  us  something  better.  And  there's  one  other 

quality  they'll  add  which  is  missing  in  much  of  today's  television 

copy.    Call   it  finesse. 

Who  said  television  commercials  must  be  heavy  handed?  Obvious? 

Overbearing?  Blatant?  Finesse  in  the  writing,  in  the  casting,  in  the 

producing  will  come  (more  often)  when  the  folks  preparing  the 

copy  recognize  it  themselves  and  know  how  to  apply  it.  There  are 

a  lot  of  space  men  who've  been  dealing  in  this  commodity  for 
decades.  ^ 

|   Illl   Illllllll   Illllllllllllllllll   Illllllllllllllllllll   Illlllllllllllllllllllll   Illlllllllllll   II   IIIIIIIIIIII1IIII   IlllllllllllUllllllllllllllllllllllllllllllllllllllg 

"An  adman  ad-libs  on  tv" 
A  192  page  book  of  selected  Foreman  columns  from 

SPONSOR,  released  by  Hastings  House,  Publishers.  Inc..  is 

now  in  your  bookstore.  Bob's  pungent  commentaries  on  the 
broadcast  industry  and  his  keen  analysis  of  its  problems 

are  illustrated  by  Al  Normandia.  The  book's  eight  chapters 
deal  with:  The  agenc\  and  its  denizens;  Nuts,  bolts,  com- 

mercials; The  audience,  confound  "em:  Sponsors,  the  care 
and  feeding  of:  The  fine  art  of  video;  Research — if  you  can 

call  it  that:  The  one  without  pictures — radio:  Color  or 
hue.  w  hew  ! 

It  adds  up  to  an  encyclopedia  of  entertainment  and  in- 
formation.    102  pages,   illustrated,  retails  for  S4..i0. 

fiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiini   mi   iniiiiii   iiniiiiiiiiiiiiiniiiiiiiiiiiiii   miliiiuiiiil   iiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiii   miiiiiiiiiii 
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YOtJ  MIGHT  SHOOT  AM   AHHOW   774    YARDS*  — 
KVT  . 

NIELSEN   NCS   NO.  2 
NOVEMBER,   1956 

Station 
Radio 
Homes 
In  Area 

DAYTIME 

Monthly          Weekly              Daily 
Homes              NCS               NCS 

Reached             Circ.                 Circ. 

WKZO 

1 

208,450 

106,570 

107,490        95,520 

43,420             38.670 

67,470 

25.630 

,  -*
-,v 

~% 

YOU  NEED  WKZO  RADIO 
TO  HIT  THE  TARGET 

IN   KALAMAZOO-BATTLE  CREEK 
AND  GREATER  WESTERN  MICHIGAN ! 

One  station  dominates  Western  Michigan — WKZO,  CBS  radio 

for  Kalamazoo-Battle  Creek  and  Greater  Western  Michigan. 

Morning,  noon,  or  night.  Pulse  ratings  show  that  WKZO  ne.irh 
doubles  the  share  of  audience  of  the  nearest  competing  station. 

And  check  the  latest  Nielsen  figures  at  the  left!  In  all  Nielsen 

categories,  WKZO  delivers  from  14  5'  (  to  1~8',  more  homes  than 
the   second    station! 

Avery-Knodel  can  give  you  all  the   facts. 

one  t  Jc/i'i  i  ///f /  //<  1 1  > 
WKZO-TV  —  GRAND   RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO  BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEFFM  — GRAND  RAPIDS-KALAMAZOO 
KOLN  TV  —  LINCOLN.   NEBRASKA 

Associated  with 

WMBD  RADIO  — PEORIA.  ILLINOIS 

CBS    RADIO    FOR    KALAMAZOO-BATTLE    CREEK 
AND   GREATER   WESTERN    MICHIGAN 

Avery-Knodel.  Inc.,  Exclusive  National  Representatives 

*Charh  -  /' 
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Gas  with 

more  power's  for  me!" 
Commercials  on  WGN-TV  have 

a  wav  of  getting  results — because 
\\  ( )\-T\  programming  keeps 
folks  wide-awake,  interested — 
and  watching.  For  proof,  let  our 

specialists  fill  von  in  on  some  sur- 
prising WGN-TV  case  histories 

and  discuss  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 
with 

iff GN-TV 
Channel  9 
Chicago 

That's  why  KANV  is 
THE  station  to  use  to 

reach  this  richer-than- 

average    Negro    market. 

Write,  call  or  wire  the  KANV 

Representative  in  your  area. — NOW! 

1050  kc  •  250  Watts  •  DAYTIME 

SHREVEPORT,  LOUISIANA 

22 

News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Family  on  the  move?  In  a  field  famous  for  mobility  (in  both  job 

and  geography)  a  good  agencyman's  wife  needs:  (1)  forebearance; 
(2)  an  instinct  for  real  estate;  (3)  social  flexibility  and  (4)  gyps) 
blood. 

'"Beyond  the  natural  tendency  to  cling  to  the  community  you 
consider  home,  the  agencyman  and  family  on  the  move  have  an 

easj  road."  an  agency  v. p.  told  sponsor.  "There's  an  unusual  homo- 
geneity in  ad  center  suburbs.  A  farmer  moving  from  Oklahoma  to 

California  may  run  into  adjustment  difficulties.  But  the  adman 

tends  to  find  his  own  level   land  language  I   wherever  he  mav  land. 

Nevertheless,  if  your  husband  gets  a  tempting  job  offer  -which 
includes  relocation,  scout  out  U.  S.  Chamber  of  Commerce  cost  of 

living  statistics  before  you  count  the  pay  increase.  Language  mav 

be  the  same  in  the  suburbs,  but  rents  can  be  very  different. 

On  entertaining  clients:  Wives  of  agencymen  might  learn  a  lesson 

from  Shirley  Esty's  husband.  Shirley  is  Lennen  &  Newell  a/e  on 
Chicopee  Mills,  a  job  that  requires  the  usual  amount  of  social  inter- 

course as  well  as  talent  normally  demanded  of  account  people. 

"My  husband  is  about  as  far  removed  from  advertising  as  a  man 

can  be.""  she  told  sponsor.  "But  we've  made  the  adjustment.  Y\  e  ve 

both  found  that  our  business  friends  don't  really  like  talking  shop 
during  social  hours,  so  we  entertain  them  as  friends  rather  than 

colleagues." Shirley  has  distilled  two  major  suggestions  from  her  experience 

as  a  top-agency  career  woman:  (1)  Never  force  shop  talk  at  social 

occasions.  (2)  Don't  plague  your  husband  with  your  business  or 
household  problems. 

Women  can  be  tops  in  media:  Mrs.  Edna  Cathcart  who's  been 
with  J.  M.  Mathes  for  20  years,  feels  that  media  holds  a  bright 

future  for  gals  who  want  an  agency  career.  A  buyer  for  the  past 

14  years  in  the  agency,  Mrs.  Cathcart  is  now  media  director  of 

radio-tv. 

"I  rose  from  secretary  in  the  department."'  she  told  SPONSOR. 
"And  I  still  think  that's  a  good  way  to  learn  this  business.  Of 

course,  a  girl  who's  sure  she  will  want  to  go  into  media  might  do 
well  to  take  a  few  business  courses,  not  necessarily  specifically 

media  or  advertising,  but  some  economics  and  statistics  do  help. 

If  she  isn't  sure,  her  best  bet  is  to  become  secretary  in  an  agency 

and  try  several  departments." Several  factors  make  her  chose  media  as  a  good  career  for  women : 

ill  There's  less  prejudice  against  them  in  this  area.  l2i  Media 
departments  tend  to  have  big  turnover  because  lady  media  buyers 

marry   and   men  change  jobs  relatively   frequent!). 
As  an  added  incentive.  Mrs.  Cathcart  mentioned  the  careers  of  two 

former  lady  hu\ers  who've  risen  high  in  agency  ranks:  Gert  Scanlan 
at  BBDO.  New  York,  who  is  an  account  executive,  and  Helen 

Thomas,  v. p.  of  Street  &  Finney.  New  York,  who  still  supervises 
the  buying. 
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in  Rochester,  N.  Y. 

is  Channel  10  with 

*  15  of  the  Top  16  Favorite 

TV  Programs! 

in  every  category ! 

Comedy,  Mystery,  Drama,  Juvenile 

Western,  Quiz,  Variety,  Serial,  Network  News, 

Local  News  &  Weather  and  Sports! 

^Cn)S\  in  the  Morning  Six  days  out  of  $em ! 
SHARE   OF   AUDIENCE   60% 

in  the  Afternoon  Five  days  out  of  Seven ! 
SHARE   OF   AUDIENCE   53% 

in  the  Evening  Seven  days  out  of  Seven ! 
SHARE   OF   AUDIENCE   58% 

and . . .  out  of  459  competitive  weekly  quarter-hours  in  Rochester, 

Channel  10  rates  FIRST  277  times  plus  6  first-place  ties! 

•LATEST    ROCHESTER   TELEPULSE    SURVEY    MARCH    1957 

NATIONAL  REPRESENTATIVES: 

THE  BOLLING  CO.  WVETTV 

EVERETT-McKINNEY      WHEC-TV 

ROCHESTER,  NEW    YORK 

IT  ALL 
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AN  ferttfat  BUY 
IN  WASHINGTON 

The  MIDDLE  of  Washington  State,  a 

growing  economy  based  on  diversified 

agriculture*   and    metal    industries. f 

The   Apple   Capital   of   the  World,    plus 

1,000,000  new  acres  of  irrigated 
farm   lands. 

t  Alcoa,  Keokuk  Electro,  and  other  metal 
industries  have  selected  Wenatchee 

plant  sites  due  to  low-cost  hydropower 
from  the  Columbia  River  dam  system. 

More   are  coming! 

The  AA  STA
TIN That's  AUDIENCE  APPEAL: 

We  program  to  our  audi- 

ence, with  SELECTED  top 

network  programs  plus  lo- 

cal color  .  .  .  music,  news, 

farm  shows,  sports  —  the 

things  people  call  about, 

write  in  for,  and  partici- 

pate in. 

5000  WATTS 
560  KILOCYCLES 

KPQ's  5000  W,  560  KC  combination  gets 
way  out  there,  covering  Central  Washing- 

ton, parts  of  Oregon,  Idaho,  and  Canada. 

We  know  because  of  our  regular  mail 
from  those  areas.  Then  too,  we  have  no 

TV  station  here,  we're  separated  from 
Seattle  by  the  high  Cascade  mountains, 

and  we're  many  miles  from  Spokane. 
YOU  CAN'T  COVER  WASHINGTON 
WITHOUT  GETTING  IN  THE  MIDDLE,  AND 

THAT'S  KPQ      Wenatchee,  Wash. 

GUARANTEE 

TO  OUTPULL  all  other 

North    Central 

Washington  media 

TWO  to  ONE 

National   Reps:  Portland   and  Seattle   Reps: 

FORjOE  AND  CO.,  INC.  ART  MOORE  b  ASSOCIATES 

One  of  the  Big  6  Forjoe  Represented  Stations  of  Washington  State 
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49th  aii 

■  Madisoi 

Adman's  "toll"  in   society 

I  cannot  resist  taking  issue  with  your 

"This  We  Fight  For"  in  the  22  June 
L957  issue:  "Admen  have  learned  how 

to  sell  everything  but  their  roll  in  so- 

ciety .  .  .  ." 

^  i hi  mention  the  state  of  anti-adver- 

tising  novels  and  movies  as  proving 

your  point,  hut  let's  look  at  the  rest  of 
the  record. 

For  instance,  don't  \  ou  think  admen 
have  learned  to  roll  with  the  punches 

(of  cut  budget-,  impossible  deadline-, 
client-   wives'  fetishes,  etc.)? 

Haven't  thej  time  and  again  success- 
ful roll-ed  to  a  4  or  a  5.  when  the  rest 

of  the  world  was  making  the  easj  8's 

and  9's? Don't  they  regularly  "Roll  it  down the  thruwav  to  see  what  exit  it  takes? 

\\  hat  about  the  successes  of  Roll- 

lectric.  and  Tootsie-/?o//,s,  and  Rolls- 

Royce  i  even  if  their  connection  with 
advertising  is  pretty  much  limited  to 

the  faceless  Imperial  chauffeur  and  the 

shaveless  Schweppesman  l  ?  I  And  let 
it  not  be  said  that  admen  are  in  the 

habit  of  roll-'mg  clients,  except,  fre- 
quentlv.  in  the  added  dough  that  good 

campaigns  produce.) 
Seriously,  the  subject  is  not  one  to 

make    am     adman    roll    in    the    aisles 

about.    I'm  sure  the  industry  appreci- 
ates \our  efforts  to  add  deserved  dig- 

nity and  recognition  to  the  role  of  ad- 
vertising men  and  women. 

Max  Gibbons. 

account  supervisor, 
ketchum.  MacLeod  &  Grove.  Inc.. 

\  ew  )  ork 
#  Reailrr  Gibbons1  n>!<-  in  spotting  a  t>|»<>  in 
the  rarl\  part  of  thr  22  Jnne  i--u<-  prcsa  run  i* 

appreciated. 

Insecure   triumph 

In  the  May  25  issue  of  SPONSOB  v\e 

read  with  extreme  interest  your  edi- 

torial titled  "spot  radio's  insecure 
triumph."  Although  what  you  sa)  may 

well  apply  generally,  it  most  definitely 

does  not  apply  to  WGVRadio.  Let's look  at  the  record  : 

1.  Although  the  "prime  time"  pe- riods I  7-10  a.m.  and  4-7  p.m.)  are  the 

best  commerciallv .  WGN-radio  within 

the  past  vear  has  increased  the  amount 

ot  spot  business  in  the  10  to  4  p.m.  pe- 
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i  iod  l>\  -,;;'  <  ;  -""I  in  '!"'  '■ '  '  I'-"1-  I"' 
i  iml  tlir  increase  has  I  een  5  »' I  . 

2.  \\  GIN  Radio  does  nol  "laden"  i li<- 
prime  periods  with  commercials,  we 
do  in>i  permit  over-congestion  and  we 
in-  n"t  creating  advertise)   discontent. 

\\  <  A  allows  "iiK  three  one-minute 

announcements  pel  quartei  houi  with 
,i  station  break  on  the  hall  houi .  h  hich 

is  less  than  \  \l!  I  B'a  standards  of 
prai  in  e  for  radio  specifies.  \\  e  do  nol 
pei  mil  anj  double  or  ti  iple  spotting. 

\\  e  u  ill  not  accepl  business  l"i  anj 

pei  i < . .  I  ~ .  including  "prime  time,1  when ii  can  nol  be  accommodated  without 

crowding,  and  advertisers  have  thanked 
u-  for  doing  so. 

In  fact,  we  have  .1  waiting  li-i  ol 

clients  foi  our  "prime  time"  |>ei  iods. 
3.  During  the  first  five  months  "I 

ilii-  year  \\  <  IN-Radio  billings  are  1  un- 
ning  13' i  over  tlti-  same  pei  i"il  in 
1956. 

I  \\  ( IN-Radio  billings  from  oui 
reorganized,  expanded  New  York  office 
have  increased  37(  i  foi  the  first  five 
months  in  1957  compared  with  ><>  .  .  . 

We  hope  that  radio  stations  indulg- 
ing in  the  practices  outlined  in  youi 

article  will  recognize  and  rectify  the 
harm  the)  are  doing  to  the  entire  radio 
indu-tr\ . 

Jim  Hanlon, 

public  relations  mana 
It  C\.  Chicago 

Product   publoty 

!  would  like  to  know  what  various 

"publicity"  agencies  accomplish  oi 
hope  to  accomplish  bj  sending  oui 
product  press  releases  to  radio  editors. 
Some  go  so  far  .1-  i"  include  postal 
cards  asking  the  radio  '•<  1  it. n -  t<>  tell 
them  when  the)  ran  the  publicity  00 
the  station. 
We  have  seen  these  releases  come 

through  on  a  number  of  products  that 
never  have  advertised  with  us  or  pos- 

sibly an)  other  radio  station.  I  don  t 
believe  too  man)  stations  are  so  dumb 
as  to  use  this  material  but  I  would 
like  to  know. 

I  can  see  how  a  so-called  publicit) 
agenc)   .  .  .  could  go  to  his  client  and 
-a\  that  I  got  SO  mam  free  mention- 
on  the  aii  and  it  didn't  cost  noii  an)  • 
thing  except  mj  agenc)   fee. 

I  tliink  thai  we  are  willing  to  use 
reliable  new-  items  from  client-  on  our 
station  but  we  certain!)  aren  t  going  to 
run  free  publicit)  about  products  that 
never  advertise. 

James  R.  Curtis,  president 
KFUO  Radio.  Longview,  Texas 

\\ 
PROBABLY   THE    HIGHEST    RATED 

WOMEN'S    SHOW    IN     RADIO! 
n 

PAT  GAY 

ON  KIZ  1 
IN  DENVER 

12:05    NOON...  MONDAY  THRU   FRIDAY 

. . .  That's  what  time  buyers  from 
coast-to  coast  tell  us! 

. . .  No  wonder  —  PAT  GAY  consistently  has  a 

PULSE  rating  of  6  or  better. 

. . .  More  importantly— she  SELLS  merchandise 

and  pulls  mail  like  crazy! 

LIVE  •  SPONTANEOUS  •  EXCITING 

With  the  magic  ingredient  of  listener-participation 

to  keep  it  fresh  and  interesting.  Literally  thousands 

of  housewives  on  the  show  in  person  throughout 

the  year! 

PUT  PAT  GAY  TO   WORK   FOR  YOU 

Phone  your  KATZ  man  or 
call  Lee  Fondren  in  Denver 

KLX 
CBS  for  the  Rocky  Mountain  Area 
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WQAM     .   .  37.9%* 
Station  "A"     .  .   .   10.1% 

Station  "B" 

9.8% 

Station  "C" 

7.3% 

Station   ••D" 

6.8% 

Station  '"E" 

6.3% 

Station  "F" 

5.6% 

Station  "G" 

5.4% 

Station    "  II  " 

4.8% 

Station    •• I " 

2.7% 

Station    ■■.}  " 

1.6% 

Others      .... 

1.3% 

1 1  ooper    -  May-Jun 3     1937, 

7  .- 1  .iii  6  p.m.,  Mon.-Sat. 

The  runaway  races  on!  WQAM's  previous  ad  talked  of  an  audience 
more  than  214  times  that  of  the  runner-up  station.  Now  WQAM  with 

37.9%— enjoys  3-3/4  times  the  second  station's  audience.  That's 
what  the  newest  Hooper  says,  continuing  a  dramatic,  fantastic  change 

in  Southern  Florida  radio  listening — and  time-buying — since  the  start 
of  Storz  Station  programming  at  WQAM,  less  than  a  year  ago. 

The  latest  l'ulse  and  Trendex  have  WQAM  in  first  place.  So  it's  unani- 
mous. So  don't  let  1  !).")(j  data  throw  sand  in  your  eyes.  Send  for  a  Bian- 

nual, or  talk  to  WQAM  Genera]  Manager  -lack  Sandler. 

WQAM 
Serving  all  of  Southern  Florida  with  5,000  watts  on 

~>60  Tec.  .  .  .  and  radio  #1  in  MIAMI 

STATI  o  rvj  s 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WD6Y  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM   Miami REPRESENTED    BY   JOHN    BLAIR    *    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED    BY   ADAM    YOUNG    INC. 

2(» SPONSOR 
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ff TV    COMMERCIALS 

MUST  DOMINATE   AD 

MANAGER'S  TIME 
ff 

So  says  Helene  Curtis  management.   Company's 

ad  manager  now  delegates  mosl  duties  to  assistant, 

focusses  on  tv  commercials.    Objectives:  protect 

$7  million  tv  investment,  **vl  maximum  efficiency 

by  Jane   Pinkerton 

^^ 
 (    llll     \l.ll 

I  be  commercial  is  the  j  >a  \  <  •  IT  in  television.  Reduced  to  its  simplest 

terms.  lliis  i-  the  thinking  behind  a  dramatic  change  now  taking  place 

in  the  advertising  management  strategy  "I  Helene  Curtis  Industries. 
From  here  on  in,  (lurtiV  ad  manage]  will  spend  most  of  lii-  time  making 
the  payoff  in  television  commercials  bigger  and  bettei  seeking  to 

reduce  the  margin  "f  error  in  "almost  nothing. 
Jack  K.  Lipson,  advertising  manage]  of  <  urtis  Eoi  the  past  five  years, 

bas  moved  out  from  under  the  weight  of  administration  and  papei  w>rk 

(n  concentrate  on  the  planning  and  development  <>f  the  film  and  live 
commercials  prepared  b)  three  advertising  agencies.  He  II  also  spend 
mure  time  coordinating  the  work  <>f  these  agencies.  The)  are  Earle 

I  udgin  and  Co.,  Gordon  Best  Co.  and  Edward  II.  Weiss  and  <  o.,  all 
headquartering  in  Chicago  where  the  Curtis  plant  is  located. 

I  hi-  move  is  a  new  approai  li  to  an  old  realization  that  am  advertiser 

spending  a  lot  of  mone)  in  television  needs  to  protect  his  investment  at 

ever)  turn.  Curtis  currentl)  spends  about  7n',  of  it-  $10  million  an- 
nual ad  budget  on  t\.  Curtis  management  has  plummeted  Lipson  into 

the   maelstrom   of  t\    to   protect   this   v7   million   investment     and   the 

sponsor     •     6  jt  i \    195' 
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Curtis  theory:  only  the  minutes  of  commercial 

time  are  of  real  importance.    Company  feels  tv 

selling   is   so   vital   it   demands   top-level   attention 

millions  more  i"  come.  (See  sponsor 

L5  October  1956,  "Helene  Curli-'  race 

with  I\."'l In  his  new  role.  Lipson  i-  becoming 

much  inure  than  a  t\  specialist.  He's 
been  thai  lor  some  time.  Now  he  » 

stepping  Ear  beyond  the  usual  line  of 
demarcation  between  client  and  agenc) 

— and  structures  are  changing  to  ac- 
commodate his  new  functions. 

He'll  spend  less  time  on  print  cop\ . 

more  on  sound  tracks.  He'll  give  few- 
er appointments  to  media  salesmen, 

more  to  film  studio  producers.  He  II 
spend  less  time  comparing  background 

notes  with  his  three  agencies,  more 
time  coordinating  creative  tv  action 
with  them.  Hell  cut  down  on  admin- 

istrative detail,  intensify  supervision  of 
t\  commercials  in  various  li\e  and  film 
studios. 

Why  has  the  switch  taken  place? 

The  decision  to  make  Lipson  a  tv 

creative   specialist    was    made   by    two 

executives  in  the  (amis  higher  eche- 
lon: Willard  Gidwitz.  president,  and 

George   factor.  \  ice  president. 
Their  combined  thinking  ran  along 

these  line-:  We  don't  think  in  terms  of 
hour  or  half-hour  shows.  onl\  of  the 

commercial  time  allowed  in  those  net- 
work shows.  We  want  to  get  the  most 

effectiveness  from  our  time.  To  insure 

the  best  and  most  reception  to  our 
commercials  we  need  to  make  them  as 

captivating  and  sell-packed  as  the\  can 

possibly  be.  This  applies  to  all  com- 
mercials, film  or  live,  network  or  spot. 

They  decided  this  could  best  be  done 
by  having  Lipson  work  more  direct!) 
with  the  agencies  in  the  creation  and 

development  of  content  for  those  three 
minutes  in  every  half  hour  which  really 
count — the  commercial  time  allowance. 

This  decision  meant  re-shuffling  of 

duties  at  Curtis'  and  a  revamped  re- 
lationship  with   the   ad   agencies. 

Willard  Gidwitz  and  George  Factor, 

themselves,     have    gone     beyond     the 

usual  line  of  dutj  for  top-level  client 
executives  in  dipping  directl)  into  tele- 

vision. I  hej  conduct  all  program, 
time  and  talent  negotiations  rathei 

than  merel)  rubber-stamp  recommen- 
dations   from    an\    of   their    agencies. 

The)  think  thej  can  make  a  better 
deal  this  wa\.  and  a  faster  one.  Vgencj 

and  network  negotiators  are  able  to  get 

an  on-the-spot  answer  as  well  as  imme- 
diate interpretation  of  company  pol- 

icy. President  Gidwitz  and  Factor 
have  the  authority  to  juggle  products 

and  policy,  something  which  no  agenc) 

i-  empowered  to  do. 
The  idea  of  a  high-priced,  multiple- 

interest  advertising  manager  concen- 
trating on  the  newer  tv  medium  is 

new  and  radical.  It's  even  more 
precedent  shattering  that  his  move  is 
into  commercial  tv  production.  Ad 

managers  traditionally  are  inundated 
with  the  detail  and  administration  of 

the  advertising  process.  They're  nec- 
essarib  involved  in  marketing,  distri- 

bution, merchandising,  media  selection 

and  usage,  cop\  and  art.  personnel  and 
— perhaps  most  of  all — budgets. 

Lipson  will  still  have  over-all  charge 
of  all  these  elements  in  the  advertising 
function.  The  difference:  hell  delegate 

as  many  jobs  as  possible  to  associates 

Casting  is  a  vital  part  of  commercial  production.     Jack  Lipson,  Ludjzin  agency,  check  models  for  personality  which  projects  and  for 
<  urtis   ad    nijjr..    Mar   r.  I    and    Hooper   White,   tv   producer   at   Earle  hair  texture  and  coior.     Client  wants  contrast:   sweetness,  sultriness 



.mil  to  bis  new  assistant  advertising 

manager,  freeing  time  which  li«'  and 
management  think  will  lead  to  im- 
proi  ed  c<  unmet  i  ials. 

The)  iliink  the  commer<  ials  the)  \< 

used  have  been  g   I,  and  the)    haw- 
in)  quai  i'l  u  iili  t  reatmenl  "i  <  ontent 
i>i  galea  results,  t  tu  t  because  >>(  1 1  •  *  - 
.  ..~t  Involved  and  the  necessit)  "I  get- 

ting ili>-  besl  possible  sales  results, 

the)  're  hitting  e\ en  bardei  on  qualit) control. 

I  he  results  ill  u  miK ri tising  are  bo 
important,  the  retui ns  li om  the  effe< 
tiveness  ol  i\  advertising  are  so  big 
and  impressn  e  thai  it  is  impel  ative  the 
i\  commercial  \\ hich  is  the  ti  i 

foi  sales  be  the  most  efficient  one  pos- 

sible.1 So  Bays  Lipson,  adding  "It  you don  I  have  an  effective  commercial  \mi 

are  pouring  awa)  the  potential  of 
reaching  and  Belling  the  audience.  It 

a  commercial  isn't  right,  you  aren'l 
selling.  I  he  more  effective  you  <  an 

make  it,  the  more  people  you  will  sell." 
Some  commercials,  he  says,  can  give 

\  mi  a  minus.  <  Others  liii  < >nl\  20'  i 

of  their  potential  effectiveness.  "We 
aim  for  loir  ,  effectiveness.  I  he  com- 

mercial has  to  sell  merchandise.  \\  hen 

we  pa)  $90,000-plus  weekl)  I'm  Oh 
Susanna    show    or    $100,000-plus    for 

Top   management   is   involved   •  I > ' •  ■ ' l\    in   talent,   show,   timi 
(L    i"    r.) :    Gerald    Gidwilz,    bd.    chm.,    with    I!  >■     Bol  ei      G<  «   i     I  ictor,    v.  p.;     Willard 

Gidwitz,  pres.     Last   season's:  shows:    What'i    l/>    Line?,   Washington  Squ 

each  i'l  3ix  H  ashingtt  n  Sguare  shows 
we  sponsored  lasl  season,  we  bough) 
one  thing  onl)  :  commercial  time. 

He  and  <  urtis  management  think 
this  move  from  .1  l">\  seal  in  the  back- 

stage area  •'!  television  is  one  which 
will  be  taken  b)  man)  anothei  adver- 

tiser spending  the  bulk  <»f  his  budget 
in  t\ .     I  here  are  quite  a  few  ol  them. 

In    th<-   2: I  line    issue   -riiNsoK    re- 

pot ii-il  thai   1>  of  the  top  loo  national 
advertisers  are  spending  50^!   or  more 

Show  direction  on  multiple  product  commercials,  l"'th  live  and  film,  ».i-  supervised  bj 
I  ipson If  ashi >n  Square  sen \i  id final  shot)  i   I  Jpson,  Bolger, mil  then    guests 

■  •I  then  total  ad  budgets  in  1  •  - 1 « -  \  ision, 
compared  with  the  ~i\  who  spend  this 
percentage  in  newspapei  and  the  nine 
investing  it  in  magazines.  Certain!) 
there  is  .1  trend  toward  advertisers 

spending  time  to  learn  more  about  t\ 
and  what  it  can  do.  I  he  r  i - k -  are  big 
in  such  an  expensive  medium,  and  a 
basic  mistake  can  <<i-i  a  compan)  lii- 
erall)  millions  of  dollars.  <  tarda  knows 
this,  and  think-  it-  moves  in  the  diret  ■ 
timi  i>f  firmer  commercials  control  has 

t\\i«  major  pi u-*-~ :  improvement  of  the 

commercial  product  and  tin-  saving  ol time  and  mone) . 

In  the  past  war.  the  three  ad  apen- 
cies  have  used  some  15  different  com- 

mercial production  firms  to  produce  28 
1  ommercials.  Some  films  are  used  onl) 
twice  on  a  network  t\  show;  others 
ina\  run  2n  lime-  in  .1  -pot  campaign. 

The  range  in  costs  is  Irnm  $700,  foi 
a  test  market  film  shot  in  onl)  two 

days,  i"  (16,000  for  a  combination 
animation  and  li\  e-a<  1  ion  sequt 
I  he  average  film,  says  Lipson,  costs 

about  1 1 0,000-  an  ini  esl  tnent  h  liii  h 
led  tn  one  ol  his  first  moves  .1-  a  t\ 
creal  i\  e  specialist 

He  think-  commercial  prodw  timi 

can  I"-  better  integrated  b)  '  1  •  w in- 
nowing  the  15  studios  down  to  perhaps 

five  and  letting  them  do  the  hulk  of 

the  year's  <  urti-  work  01 
up  an  independent  production  unit 
•  •  •  mi | >  1  ised  i'l  tin'  besl  free»lan<  e  peo- 

ple. Both  ideas  arc  being  tested  in  tin 
field  now . 

If  "we  consolidate  mir  prodw  timi 
work  within  a  few  studios,  I  think  we  d 

gel    '  onsistentl)    effe  tive  ■  ials 
and  undoubtedl)  a  bettei  price  than  we 

are  now  paying,  though  price  is  never 
'  I'lcn >c  turn   to  pag(    I  6 



fi&CH.  McCUAMWtCO. 

marks  /00.000  m/'/es of  travel  and  service 

for  Beneficial  finance  System 

Roller    skates    mark    fad    thai    Reach,    McClinton    agency    folk   have  traveled   100.000  miles  in  servicing  the   Beneficial   account.    L.   to  r., 

Harold   H.  Black,  senior  v. p.:   Chas.  Dallas  Reach,  bd.  chm.:   Alfred  E.  Mockett',  Beneficial  adv.  mgr.:   MacDonald  Dunbar,  agency  med.  dir. 

BENEFICIAL'S  MARKETING  JIGSAW  PUZZLE 

Finance  chain  converted  to  mass  medium  of  radio  last  fall  from  direct  mail 

and  newspapers.     Today,  local,  spot  and  network  radio  get  $1  million  of 

$2  million  ad  budget  to  pull  leads  and  loans  for  1,000-plus  offices  all  over  U.  S. 

(Jeneficial  Managemenl  Corp.  of 
Morristown,  N.  J.  (a  subsidiary  of 
Beneficial  Finance  Co.).  and  its  New 

^urk  advertising  agency.  Reach,  Mc- 
Clinton &  Co.,  were  confronted  with  a 

marketing  jigsaw  puzzle  last  fall. 
The  loan  company  had  expanded  to 

the  point  where  it  had  more  than 

1.000  offices — a  numerical  weight  too 
heavy  for  continued  direct  mail  and 

newspaper  solicitation.  Because  of  this 

growth,  it  was  now  ready  to  move  into 
a  mass  coverage  medium. 

Another  part  to  the  puzzle  :  Benefi- 
cial for  years  had  been  operating  local 
9    under   three   names   in   various 

parts  of  the  countrj  —  Beneficial  Fi- 
nance, Personal  Finance  and  Common- 
wealth Loan.  Beneficial,  the  parent 

company,  used  the  Personal  Finance 

designation  for  most  of  its  offices  un- 

til it  purchased  the  Midwestern  con- 
cern of  Commonwealth  Loan.  Not  only 

was  the  use  of  three  advertised  names 

confusing,  the  use  of  the  Personal  Fi- 
nance name  alone  was  misleading. 

Why?  Because  until  about  10  years 

ago  Personal  Finance  was  the  only 
such  name  in  the  loan  field.  Since  then. 

however,  almost  every  major  and  mi- 
nor finance  company  in  the  country 

has  promoted   its  "personal"   loans  — 

and  Beneficial  thinks  it  lost  a  lot  of 

customers  to  the  competition  by  adver- 

tising Personal  Finance  which  encour- 

aged  people  to  get   '"personal"  loans. Reach.  McClinton  agency  worked 

with  Beneficial  management  and  its 

advertising  director.  Alfred  Ernest 

Mockett.  to  develop  a  media  formula 

which  would  serve  the  expanded  num- 
ber of  field  offices  and  get  across  the 

name  change.  A  fundamental  requisite, 
of  course,  was  economy. 

The  decision:  spot,  local  and  net- 
work radio,  supplemented  by  direct 

mail   and   newspaper  which   previously 

30 
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Ii.nl  gotten  the  entire  budget.  Lasl  Fall, 

the  sponsor  allocated  a  sponsor  esti- 

mated ■">"'<  of  the  total  consumer  ad- 
vertising budget  to  radio  vl  million 

from  the  f2  million  total  in  an  effoi  1 

tn  gel  the  ma--  audiences  "f  radio. 

— ■  1  r  1 «  e  ( tctober,  the  station  h-t  bas 
grown  to  L50  and  the  client  anticipates 
.1  total  of  2(1(1  l>\  fall.  T\ .  because  ol 

costs  involved,  is  used  in  fout  markets. 

Harold  II.  Black,  senioi  \  ice  presi- 

dent of  agenc)  and  accounl  Bupervisoi 

on  Beneficial,  -as -  the  1  adio  campaign 

bas  been  "most  buc<  essful."  I  le  credits 
the  radio  effort  h  ith  this  i\  pe  of  result. 

In  \ru  York  City,  before  the  compan) 

bought  it-  first  radio  campaign,  ii  Bur- 

\<-\ ed  a  tesl  group  to  detei mine  recog- 
nition of  the  Beneficial  name.   <  ml)  a 

few    people   bad    heard    of    it    or    could 

identify  it.  But  two  years  later,  aftei 

tin-  cit)  had  been  exposed  to  man}  .1 
Beneficial  radio  commercial,  recogni- 

tion was  "far  greater." 
\t  this  point,  nine  months  after  the 

Btart  ol  the  national  radio  campaign, 
the  Beneficial  name  bas  replaced  the 

other  two  corporate  name-  at  most  ol 

the  compan) "-  local  offices.     \ml.  be- 

I  bese  men  are  <  ailed  re  rional  ad- 

vertising <i  1 1  <<  tors,  and  the\  n-  all  ad 
men.     a-     Harold     Blai  k     explain-     it. 

"The)  know  1 1  nil  areas  very,  ver)  well. 
I  he\  know  the  state  laws  which  appl) 

i"  ea<  h  reg  ion,  and  the  law  -  regulating 
loan  companies  \  ai  \  w  idel)  from  -1  ite 
to  state.  I  he)  know  the  people  in  ea<  h 
communit)  and  theii  tastes,  par) i<  u- 
larl)  as  the)  relate  to  radio  programs. 
I  he)  know  the  i\ pe  ol  advertising  we 
should  l'n\  in  each  ol  these  mat kel - 

I  hese  men  do  about  '>ir  ,  <>i  the  ai 

in.il  timebuying,  negotiating  at  the 
local  level  w  ith  the  stations.  I  he  rest 

ol  the  time  is  bought  through  the  agen- 

I  \     M  hen    a    spot    01     network    older    i- 
involved.  I  he  present  network  vehicle 
i-  an  Edward  R.  Murrou  newscast  on 

i  I  l'>v  Radio  regional  network. 

2.     <  lopj  :     l!e,  an-e   there   are    -tale 
laws  which  limit  content  and  claims 

ol  finance  compan)  copy,  all  Beneficial 

cop)  has  to  be  cleared  through  it-  own 
legal  department  as  well  as  through  a 

legal  expert  at  the  agenc) .  He  is  Ste- 
phen Holdampf,  Jr..  who  worked  for- 

mer!)   at    Beneficial.      Iloldainpf   and 

I  he     guilt)      hoi  i  owei   is  ashamed  "i 

i  h  i   i  iin-d  that  he  needs  mone) .  and  h<- 
i-  urged  not  to  feel  this  tva)  and  told 
boi low inj    ( .in    he    "just    good    busi 

ne--.        (B)    The   ">  .1-11  il     boi  rowei . 
perhaps  a   bit   flip  in   borrowing   and 
spending    mone)    haphazardly,    is    ad 
\  ised   i.,   . .  i   ,i   loan   onl)    wh<  n    it    is 
nei  ----.ii  \  and  not  foi  sudden  splui 

1        I  he    "rational      boi  rowei .    who 

<  onsidei  -    a    loan    Bel  iousl)     and    obji  ■ 

tivel) .  i-  told  m  aii  cop)  thai  he  i  an 
ood,  fast  set  \  i<  e  h  ithoul  <  ollateral 

from  Bi  ii'  in  i.d  ami  thai  boi  low  ing  i  an 
be  -mail  business  management. 

Mosl  people  boi  row  a  lump  Bum  to 

pa)  off  several  small  debts,  says  Black. 

Man)  of  them  have  overextended 

themselves  in  i  ontrai  ting  l"i  time  pa)  - 

menu  ami  find  i li<-\  can't  keep  up  h  ith 
the  monthl)  drain  from  several 

sources.  Others,  espo  iall)  al  this  time 

of  the  year,  borrow  Bums  Eoi  ea<  ations. 

(  op)  doesn  t  onl)  attempt  to  Bell 

mone)  and  services,  he  explains.  "We 
want  our  radio  commercials  to  en- 

hance our  corporate  identity.  We  want 
in  in-till  in  listeners  a  feeling  ol  reas- 

Fall  plans  are  being  made  bj  these  agem  \ 
executives  (from  I.):  Reach,  Curtis  Berrien, 

\.(>..  copy-dir. ;  Hennas  Raucher,  writer;  Ted 
Okon,  BSSt.  ra< I i< >  t\  ilir.:  William  II.  Brown, 
Jr..  of  Beneficial;  Douglas  V  Raynor,  writer. 
Beneficial  plan-  expansion  i"  mure  than  200 
railin    stations    from     present     lineup    ol     150 

cause  of  continual  radio  impressions, 

the  new  name  ha-  prett)  well  dislodged 

manor]    of  the  former  one-. 
Here  are  points  in  the  media  check- 

list used  b)  Beneficial  in  buying  radio. 

1.  Planning:  Mockett  works  close- 
K  with  Black,  who  at  one  time  was  a 

copywriter  for  Beneficial,  and  with 

Mai  Donald  (Mac)  Dunbar,  media  di- 

rector of  the  agency,  in  detailing  oxer- 
all  strategy.  Because  the  finance  corn- 
pan)   operates   1,000  local  companies, 

it  lake-  VCT)  Seriousl)  the  recom- 
mendations ol  it-  10  advertising  spe- 

cialists working  in  the  field. 

Curtis    Berrien,   senior   vice   president 

and  cop)  director  of  the  agency,  ap- 
prove claim-  and  appeals. 

Writers  base  then   cop)   approaches 

main    time-  on   results  of  depth  studies 

conducted    b)    the    client.      \nal\-i-    of 

these  surveys  has  pinpointed  the  cli- 

ent's prime  advertising  targets:  aver- 
age to  low  income  white  collar  work- 
er-, school   teacher-,   plant   and    factor) 

workers  and  ei\il  service  employees 
who  cam.  on  the  average,  13,500  a 

yeai  and  borrow,  as  an  average,  1300. 

One  such  stud]  divides  all  borrow- 

ers into  three  general  types  of  person- 
alities which   radio  need-  to  -ell.    i  \> 

surance,  that  the)  are  dealing  with  the 

largest  in  the  field  and  that  the)  need 
not  be  worried  about  being  turned 

down.  We're  building  the  idea  that  we 
like  t..  sa)  'm-  when  asked  lor  a  loan, 
and  that  the  compan)  i-  large,  repu- 

table and  friendl) .  This  is  ason 

we  hire  people  in  tin-  local  offices  who 
have  .1  feeling  of  warmth  and  of 

nine  interest  in  others." 

.'i.     Time  boys:     Bo  ause  the 

porate  -inn  inn-  of  Beneficial  is  more 
local    than    with    most    national    com- 

panies, the  advertising  bu)  mu-t  match 

ihe    local    need-    more    i|,,-el\.       That's 

SPONSOR (•  .it  i.\    1951 31 



RADIO-TV  RECRUIT  READERS 

Catch-phrase  jingle,  saturation  spot  radio  spark 

the  Detroit  News  in  drive  for  increased  readership 

^^r-llurj  a  newspaper  to  people  who  don't  read  it  regularly  turned 
out  to  be  a  natural  for  spot  radio  and  l\.  \\  hen  the  Detroit  News 

and  W.  B.  Doner  &  Co.,  their  agency,  started  planning  a  circula- 
tion drive  the  media  choice  was  obvious. 

"We  couldn't  use  other  newspapers  and  any  advertising  we  did 

in  The  News  would  reach  only  our  present  customers,"  says  Jack 
Upert,  director  of  promotion  and  public  relations  for  the  paper. 

"By  using  tv  and  radio  as  our  basic  tools  we  hoped  to  reach  those 
who  bought  no  Detroit  paper  regularly  as  well  as  the  readers  of 
the  other  two  dailies. 

The  strategy  has  paid  off  for  The  \eus  in  a  circulation  increase 

of  15.000  for  the  daily  edition  and  19.000  for  the  Sunday  edition 

n\er  figures  of  a  year  ago. 

The  campaign  started  1  February  and  is  still  going  strong. 

Radio  saturation  schedules  are  running  on  almost  all  Detroit  and 

surrounding  area  stations.  The  copy,  a  catchy  jingle  set  to  music, 

uses  the  catch  phrase,  "What  in  the  world  is  going  on?  If  you 

read  The  News  you'll  know."'  The  schedules  were  originallv  daA  - 
time,  but  nighttime  and  week-end  spots  have  been  added. 

Vnimated  cartoon  I.D.s  are  spotted  on  WW  J-T\  I  the  Detroit 

./Veztfs-owned  station)   at  all  hours  of  the  day. 

The  word-of-mouth  impact  of  the  campaign  has  added  tremen- 

dously to  the  advertising  mileage.  As  Felix  Hower,  v.p.  of 

Doner  &  Co.  puts  it,  "The  phrase  'What  in  the  world  is  going  on?" 
is  common  and  emphasizes  The  News  every  time  it  is  used."   ̂  

WESTERN  UNIO
N 

TELEGRAM 

;1,    1»l 

-    .r    FIRST    IN   Cl 

CO 

FIRST    I-  ...  . 

F£U        •  VICE   HUSH 

7.TTR0IT   I     «I
CH= 

Latest  figures  on  results  of  the  Detroit   Xeivs  radio-tv  circulation 
paign   arrived    bj    telegram   after   the   report    above    was    written 

lllllil!!!!!! 
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BENEFICIAL    continued  .  .  . 

why  the  company  buys  almost  every 

type  of  radio — programs  of  news,  mu- 
sic, sports,  local  personalities:  adja- 

cencies at  almost  am  hour  of  the  da\  : 

announcements  both  live  and  tran- 
-cribed.  and  of  varying  lengths;  fre- 

quencies  which  best  suit  the  market 

need  and  the  competitive  situation. 

It's  difficult  to  draw  a  bu\  bag  profile, 

says  Black,  "But,  generally,  we  prefer 
peak  tune-in  periods  when  we  also  get 

a  bigger  automobile  audience — from 
6:30  to  8  in  the  morning  and  from  5 

to  7  in  the  evening,  usually  at  the  rate 

of  five  days  a  week.  We  use  local  per- 

sonalities when  they're  good,  but 
quality  is  not  always  consistent  so 
sometimes  we  send  out  transcriptions. 

In  the  latter  case,  we  provide  for  a  10- 
or  20-second  live  tag  for  giving  the 

local  addresses  of  our  offices." 

A  big  factor  in  the  selection  of  fre- 

quency and  pattern  in  any  given  mar- 
ket is  the  competition.  Beneficial  is 

the  largest  loan  company  in  the  coun- 
try in  terms  of  number  of  branch 

offices,  second  largest  (to  Household 

Finance  Co.)  when  it  comes  to  dollar 

volume.  Last  year.  Beneficial  loaned 

some  $750  million  to  almost  two  mil- 

lion persons. 

4.  Results:  Before  Beneficial  went 

into  its  radio  schedule  last  fall  the 

agency  recommended  it  on  several 

bases,  one  of  which  was  "it  seemed  to 
be  the  most  economical  wayr  to  accom- 

plish our  several  goals."  So  says  Black, 
and  he  adds  that  the  same  seems  to  be 

holding  true  today  . 

"Badio  is  coming  up  fast,  and  a  lot 
of  national  advertisers  are  realizing 

this  is  true.  Were  getting  a  recogni- 
tion factor  from  our  radio  announce- 

ments, and  we  have  to  have  our  audi- 

ence know  the  company  name  before 
thev  will  ever  come  in  that  front  door. 

He  and  the  client  keep  a  running 

check  on  the  effectiveness  of  local  ad- 

vertising and  the  source  of  inquiries 

about  and  requests  for  loans.  F.\er\ 

person  who  walks  into  a  local  office  is 
asked  where  he  beard  of  the  company. 

"\\  e  think  with  more  than  1.000  offices 

that  we  get  a  very  accurate  sample  of 

reaction  to  our  advertising.  sa\s 

Mockett.  "On  the  basis  of  all  these 
data,  we  know  business  and  loans  are 

Steadily  increasing  in  areas  where  we 
are  usinji  radio.  ^ 
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'Watch  out"  is  warning  >>t  E.  Manning 
Rubin,  i\  and  radio  dire<  i"i  oi  i   it 

^ill  \  \\  ilson  agency,  Richmond.     He 

i<-ll-    station    men    "the    throal    n"m    cut 

iii.in   be  \cmr  own"  in  outlining  'I"'- 
and  dont's  "I  media  selling  t" 

members  ol  Va.    \--n.  "1   Broadcasters 

DO  YOU  SELL  LIKE  A  FISHWIFE? 

igencj   broadcasl  expert  gives  hoked-np  demonstration  of 

how  tv  and  radio  salesmen  are  contributing  to  the  'era  of 

the  1  > i «jc  throat-cut."    He  says  honesty  and  professionalism  are 

needed  l>y  salesmen  to  keep  sponsors  from  moving  to  other  media 

E.  Wanning  Rubin,  radio-tv  directoi  of 
( iirxill  &  11  ilson  agency,  Richmond, 

told  the  I  irginia  Issn.  of  Broadcasters 

annual  meeting  how  throats  are  I 

slit  in  media  selling  -using  a  neu  ami 

dramatic  approach  to  the  familiar  do- 
and-dont  admonitions.  II err  is  a  con- 

densed version   of  his  recent  speech. 

I  t-  the  good  "I<1  summertime  now, 

and  vacationitis  is  sweeping  the  coun- 

try. Believe  me,  I'm  raring  to  go  on 
mine.  I've  got  with  me  todaj  three 
presentations  from  travel  representa- 

tives. One  from  the  Seashore  Repre- 
sentatives   Association.    One  from   tin- 

Metropolitan  Center  Bureau,  and  our 
from  the  High  Altitudes  Advertising 
Bureau. 

I  et's  take  a  look  .it  the  seashore 

pitch : 
Point  rr/.-  Come  to  the  seashore! 

Why?   Well.  .  .  . 
Point  ~_\-  1  •'>'.  more  people  drown 

in  fresh  water  than  in  sail  wain  ac- 

cording i"  .1  t'-i  ent  report. 
Point  —  ■'.  And  look  at  this  .  .  .  the 

incidence  ol  disease,  insect  and  poison- 

ous animal  bites  is  <"..">'■  higher  in 
mountain  area-  than  in  seashore  areas. 

Point  ~/:  What-  more,  the  acci- 

dent rate  among  pedestrians  is  ''7'  i 
greater  in  metropolitan  areas  than  at 

the  seashore     I   said  <>7'.    mind  you. 
\\  ell,   lei  -  he  open-minded  and 

the  next  pitch  from  the  hi::  <  it\   repre- 

sentative.    Let's  see,  you  should  relax 
in  the  big  <  it\  !«•■■  ause  i  i   it  survey  : 

Point  =1:  Revealed  that  ov<     l 

of  all  beach  visitors  suffer  from  sun- 
burn or  heal  exhaustion. 

Point  ~_'.  I  hi-  same  independent 
research  organization  also  discovered 

that  drownings  .it  mountain  l.ik--  and 
bea<  hes  are  al  an  all-time  high ! 

Point  #3     lh      -         ther  -urj 
t",i  .   .   .  did   \  "ii   know    that   ratified 

mountain  air  and  pollen  cause  discom- 

forting  breathing  problems  t"  four  out 
nf  in  \i-it.>r-  in  mountain  ar>-.i-.    Four 
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Biggest  need:  tor  stations  to  know  agency  and 

advertiser  problems  in  order  to  do  the  best  sales  job 

good  reasons  why  you  should  come  to 

the  big  'it\  ! 

This  last  pitch  came  from  a  repre- 
sentative  of  the  High  Altitudes  Adver- 

tising Bureau: 

Point  #1 :  Salt  air  proved  damaging 
to  eight  out  of  12  automobiles  last  year 
at  the  seashore.  Chevrolets,  Fords  and 

Plymouths  were  particularly  hard  hit. 
Point  #2:  Good  gosh!  Look  at  how 

the  rates  for  food  and  entertainment 

soared  last  year  in  big  cities — over 
61%  higher  than  at  the  mountains. 

Point  #3:  What's  this?  Palate,  Inc. 
revealed  something  else  about  food  .  .  . 

First,  I'd  like  to  know  that  stations 
know  our  accounts  and  our  agency  be- 

cause I  don't  believe  a  station  can  do  a 
job  for  our  clients  unless  they  know 

enough  about  them.  And  the  more  sta- 
tions know  about  their  prospects,  the 

easier  it  is  to  sell  them.  How  do  sta- 

tions get  this  information?  Well,  one 

good  wa\  is  to  come  see  us. 
When  stations  come  to  see  us,  we  tell 

them  about  our  staff,  our  accounts, 

what  they  sell,  how  and  when  thev  sell 

it.  what  they're  doing  in  the  market 
and  what  problems  they  might  be  fac- 

ing.    Unless  a  station  knows  that,  it's 

Next,  tell  us  about  -your  station,  its 
history,  your  facilities,  your  clients, 
your  realistic  coverage,  your  ratings, 

\our  mail  pulls,  your  relationships 

with  local  merchants,  distributors  and 

associations — like  food  and  drug  re- 
tailers. Tell  us  about  the  various  suc- 

cesses you've  helped  your  clients  to — 
and  that's  important! 

Remember,  your  rate  card  and  rat- 

ings aren't  really  enough  to  sell  you  to 
a  timebuyer  or  account  executive. 

\\  e'd  also  like  to  know  about  the 
well  known  local  personalities  on  your 

staff — win  they're  popular,  the  suc- 

cesses the\'ve  brought  about — win  not 
run  a  disk  or  film  for  us  showing  them 
in  action? 

You  ought  to  also,  of  course,  tell  us 

al  out    \our    pluses.      Like    the    mer- 

|llllllllllllllllllllllllllllillllllllllllllllllllllllM 

DO'S  AND  DON'TS  OF  STATION  SELLING 

1.  DO  know  the  agency  and  its  accounts.  Get  a 

briefing  from  the  agency.  This  makes  more  sales,  firmer 

ones.      Stations    should    sell    merchandise,    not    just    time. 

2.  DO  let  tne  agency  and  advertiser  know  about  you. 
Tell  them  about  your  market,  history,  clients,  successes. 

The  rate  card  and  ratings,  alone,  won't  sell  your  station. 

3.  DO  6°  into  detail  about  your  plus  services,  mer- 

chandising especially.  "Media  sell  the  buyer,  but  merchan- 

dising sells  the  seller.     If  seller  isn't  sold  he  doesn't  sell!" 

1.  DON'T  use  unprofessional  production  and  per- 
forming talent.  40%  of  one  agency  group  complained  of 

this.    Others  dislike  minimum  rehearsals,  "cold  fish"  talent. 

2.  DON'T  cut  your  rates  or  bargain  sharply.  Be 
consistent  and  give  every  advertiser  the  same  rate  break. 

"Adherence  to  published  rates  is  sign  of  quality,  confidence." 

3.  DON'T  he  dishonest.  This  applies  to  dealings 
with  the  client,  the  agency,  anyone  involved  in  the  air 

schedule.     "It  goes  right  back  to  selling  goods,  not  time." 

-^llllllllllllllllllllllllllllllllllllllllllllllliilllllllllllllM 

that  food  poisoning  at  seashore  restau- 
rants occurred  in  one  out  of  every  30 

cases  last  year  alone: 

Point  #4:  So  spend  your  money 

wisely  and  safely  in  the  mountains. 
Do  travel  representatives  really  talk 

that  way?  No  sir,  not  the  majority. 
No  sir,  that  kind  of  selling  seems  to  be 

the  pride  and  joy  of  media  representa- 
tives— a  great  many  of  them  being  ra- 
dio and  tv  salesmen. 

But  it's  up  to  stations  to  see  that  this 

doesn't  happen!  Because  if  everyone's 
throat-cutting  story  is  realistic  and 
strong  enough,  clients  will  believe  them 
all  to  the  point  of  trusting  no  media. 
Those  in  radio  know  only  too  well  what 
that  could  mean:  a  decrease  in  adver- 

tising expenditures  with  the  resultant 
decrease  in  sales. 

"What,  exactly,  do  you  want  to 
know  from  us?"  a  station  asked  me  re- 

cently.    Well.  I'll  tell  you. 

just  selling  time  and,  brother,  who 
needs  it?  Stations  should  be  selling 

merchandise  just  as  we  are.  Just  the 
mere  fact  that  an  availability  has 

opened  up  is  not  of  great  value  to  us. 

You  see,  believe  it  or  not,  we're  not 
interested  in  using  our  clients  to  in- 

crease our  billings.  We're  in  business 
to  help  our  clients  sell  more  goods  and 
services. 

But  let's  get  back  to  what  we  want 
to  know  from  stations  .  .  .  Well,  what 

about  your  market — what  kind  is  it? 
Who  lives  there?  What  do  they  do 

and  earn,  what's  the  growth  and  eco- 
nomic pattern  in  your  market  and  what 

is  its  probable  development? 

And  it  just  doesn't  make  sense  to  us 
to  be  told  that  we're  "crazy"  to  use 
this  medium  or  that  medium  when 

we've  spent  long  hours,  days,  weeks 
determining  our  goals  and  how  to 
accomplish  them. 

chandising  and  promotion  services. 
Merchandising  is  important  because 
where  a  medium  sells  the  buver.  mer- 

chandising sells  the  seller.  And  broth- 

er if  the  seller  ain't  sold,  he  doesn't 
sell! 

Take  the  food  field — with  over  60% 

o)  all  sales  in  super  markets  based  on 

impulse  buying,  those  last  three  feet  in 

the  store  are  all  powerful.  If  a  sta- 
tion can  help  a  client  get  a  displav  up, 

he  s  assuring  the  client  extra  sales 

and.  in  so  doing  he's  building  a  suc- 
cess out  of  the  advertising  that  client 

is  placing  on  the  station. 
Or  consider  the  utility  interested  in 

moving  appliances  regardless  of  brand. 
It  runs  a  schedule  of  programs  or  spots 
to  sell  the  use  of  various  appliances. 

Now  if  the  station  carrying  the  adver- 
tising can  get  local  appliance  dealers  to 

use  tie-in  adjacencies  to  push  their  par- 
ticular brand  and  store,  it  has  accom- 
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plished  .1  \  aluable  mei  chandisin  •  serv- 
ice.  Even  bod)  -  happ)  station,  mil 

it)  and  dealer. 

I'd  like  i"  wind  up  this  "\ acal ion' 
report  w iih  a  hopscotch  around  the  na- 

tion. ^  "ii  Bee  I  AW  is  a  member  of  the 

I  \  \  I  he  Affiliated  Advertising  Agen- 
cies Network.  Wr  are  affiliated  with 

agencies  like  ourselves  in  13  majoi 

I  .  S.  and  I  anadian  markets  plu-  25 
[apanese  markets!  Lasl  week  I  wrote 20 
of  the  3  \  N  agencies  from  Floi  ida  to 
Washington  state,  from  lexas  i"  Mas- 

-.H  husetts.  I  ;i~-k<i I  them  i"  li-t  things 
the)  <l  like  tu  see  broadcasters  prac- 

tice "i  improve  upon,  because  I 
thought  it  might  be  enlightening  to 
you  and  me. 

Some  50|  I  of  the  replies  refei  red  to 
the  desire  for  bettei  merchandising 

support  from  stations.  Creative,  con- 
sistent merchandising  assistance,  it 

seems,  is  important  ever)  w here. 

Over  .">()',  of  these  agencies  protest- 
ed against  the  practice  of  negative 

competitive  selling.  In  othei  words, 

the)  don't  want  to  take  a  '"vacation," either. 

The  point  about  a  station  selling 

"time"  instead  of  creative!)  Belling  the station  s  use  to  move  merchandise 

came  up  in  30\  <  of  the  replies.  \In-t 
oi  these  agencies  fell  that  time  sales- 

men call  without  an)  particular  goal  oi 
plan,  and  so  the\  kill  time  in  more 

wa)  s  than  one! 

Another  major  point  concerned  lo- 

cal station  production.  "Win  can't  an 
announcer  look  at  and  rehearse  his 

script  thorough!)  before  air  time?" 
wrote  one  agenc) . 

And  almost  ever)  agenc)  wanted  sta- 

tions to  give  them  a  more  complete 

picture  of  the  station"-  market,  cover- 
age, facilities,  success  stories,  local  per- 

Bonalities.  In  other  words,  give  'em  a 
thorough  qualitative  and  quantitative 
measure  of  your  market  and  your  sta- 

tion, and  stop  selling  just  "time." 
Overloading  the  commercial  sched- 

ule was  -till  another  frequent!)  men- 
tioned problem.  One  fifth  of  the  agen- 

cies brought  it  up. 

W  hat  about   rate  cutting  :     I  ots  of 
mention-. 

I>\  going  to  the  Greenbrier  and  bar- 

gaining on  room  rate-.  (Why,  it's  like 
trying  to  bargain  with  Hal  Bane  at 
W  K\  V  i  No  deal.  To  ns.  that  uni- 

form adherence  to  published  rate-  i-  a 

sign  ol  qualit)  and  confidence.  It  en- 
ables me  to  know  what  I  can  get  for 

im  budget  without  a  do/en  phone  call-. 

And  it  assure-  me  that  I'm  getting  the 
same  breaks  as  the  next  euy.  ^ 

IS    IT   CHEAPER    TO    GO    ON 

LOCATION    OR    BUILD    A    SET? 

"Carrying  coals  i"  Newcastle"  usuall)  proves  expensive  hut   trans- 
him  did  ju-i  that  t"  produce  .i  I  .  S.  Rubbei  commercial  and  man- 

aged to  save  both  time  and  mone) . 

The  assignment  from  Fletcher  I).  Richards  Inc.  was  to  film  a  scene 

of  a  -hip  refueling,  foi  a  U.  S.  Rubber    Amazon  Hose  commercial. 

\  feu  blocks  from  the  studio  are  the  pin-  of  New  ">  "ik  where  this 
i-  a  dail)  occurrence.  Hut  Iran-film  built  their  own  -hip  in  the 

studio  instead  of  taking  a  crew  "on  location. 
The  reasons  were  simple.    The  highl)  defined  needs  of  the  »toi\- 

board   could   he   best    handled    under   the  controlled   conditions   ..I    the 

studio.  On  location  the  storyboard  must  !"■  tailored  I"  the  limita- 
tion "I  realit\.  Restrictions  on  creativity  are  imposed.  There  i-  al- 

wa\-  the  problem  of  lighting  and  weather  which  can  upset  a  pro- 

duction schedule  and  skyrocket  labor  costs.  \  studio  offers  facili- 
ties and  control.  Sets  built  with  camera  angles  and  lighting  in  mind, 

pei  mil  the  crew   to  hree/e  through  the  assignment. 

The  resulting  commercial,  aired  on  Vatfj  Log  I  \l'>('  l'\  i  turned 
out  realer  than  real      and  much  cheaper  t>>  boot  ^ 

Improvisation:    Reflections   from   film  cans  simulate  rippling  water;    leva 
-  im.it  metion.    Final  i   lie-  are  given  props  I  ..il  shootii  _ 



SUMMER  TV   VIEWING   OFF?   NOT   DURIIH 

I  here  are  few  agenc)  men  who  have 

to  be  reminded  thai  t\  viewing  falls 

nil  during  the  summer.  There  are  more 
than  a  few  who  have  to  he  reminded 

thai  this  dip  does  not  take  place  all 
through  the  da) . 

There  are.  as  a  matter  i>l  fact,  time 

periods  which  show   a  higher  sets-in- 

use  figure  during  the  summer  than 
during  the  winter.  This  is  particularl) 

true  of  late-night  time  periods.  Wheth- 

er it's  because  of  the  heat,  vacation 
time  or  because  the  viewer  starts 

watching  at  a  later  time  period  and 
wants  to  get  his  full  quota  of  tv  time, 
the  fact  remains  that  viewers  are  more 

numerous  around  bedtime  during  the 
hot  weather  months. 

The  facts  on  this  viewing  pattern 

have  been  nailed  down  by  Research 
Director  Avery  Gibson  and  Assistant 
Research  Director  Marty  Goldberg  of 

H-R  Television,  buttressed  with  data 

from  ARB's  national  dian  sample.  ̂  

Sets-in-use,  %, Total  United  States   Monday-Friday 

SOURCE:    ARB 

.',(. 
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TE-NIGHT   PERIODS 

Increases  in  summer  viewing  over  winter 

range  as  liijjli  as  \  \7( (.  according  i<>  \\i\\ 

data  assembled  l>>  H-R  Television. 

There  are  also  increases  in  viewins 

during  some  afternoon   time  periods 
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Western  tim>'  zone  t\  watchers  like  Bum- 
mer tv  almost  a>  much  as  winter  tv.  Dur- 

ing prime  time  in  the  evening  sets-in-use 
are  above  the  50'  -  mark  for  a  considerable 
stretch.  From  10:30  p.m.  on  Julj  viewing 
i-  at  a  higher  level  than  during  February | 

National  \K1?  viewing  figures  show  that 
summer  late  nighl  viewing  pulls  ahead  of 
winter  at  11:00  p.m.  The  increase  widens 
until  Midnight,  when  the  summer  ratine 

'-  h''-  ahead  of  the  winter  figure.  Note 
that  these  figures  are  based  on  Y  ̂   .  time 
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Eastern  iim<-  zone  data  reveal  Jul)  view- 

ing ahead  of  February  l>\  as  much  as 

in  post-network  option  time.  III!  Tele- 
vision researchers  Ba)  late  aighl  -l"t»  are 

good  f"i  -'llin-  fans  and  air  conditioners, 
cold    drink-,    sun-tan    oil,    picnic    supplies 

Central  time  zone  viewing  shows  a  marked 

rise  in  Jul)  over  February  during  the 

pel  iod  from  Noon  to  3:30  p.m.  \t  l_':  tO 

a.m.  the  Jul)  figure  is  actuall)  I  17'  i 
higher  than  in  Fehruarv.  Summer  pulls 

ahead  of  winter  viewing  as  earl)  as  LOp.m. 

SETS-IN-USE. PACIFIC  TIME  ZONES  MONDAY- FRIDAY 

SPONSOR 
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MISSION  ACCOMPLISHED... THE  MARKET'S  COVERED! 

Every  advertiser's  mission  is  to  get  his  story  before  a  responsive  market  that 
has  purchasing  power.  How  and  where  to  reach  such  an  audience?  .  .  . 

That's  the  Keystone  success  story! 

Before  you  cover  a  market  — it's  good  to  know  what  to  expect  in  return  .  .  . in  the  case  of  Hometown  and  Rural  America,  90  million  listeners  are 
reached  through  keystone  broadcasting  system,  representing  one  of  the 

nation's  largest  sales  potentials. 
Keystone  makes  it  easy  ...  so  easy  for  advertisers  to  tap  the  rich  consumer 
response  of  Hometown  and  Rural  America. 

How  best  to  cover  90  million  listeners  .  .  .  with  one  medium? 
This  mission  has  been  accomplished,  and  continues  to  be  by  the  more 
than  957  Keystone  stations  that  are  available  in  part  or  parcel  to  those  who 
recognize  the  prime  importance  of  Hometown  and  Rural  America  as  a 

market.  We'll  be  happy  to  show  you  how  we  can  tailor  a  market  to  fit  your 
particular  needs.  Write  or  phone — no  obligation — and  a  definite  pleasure  for  us! 

BROADCASTING  SYSTEM,  inc. -•■■■•V 

Send  for  our  new  station  list 

CHICAGO  NEW   YORK  LOS   ANGELES  SAN  FRANCISCO 
111  W  Washington 527  Madison  Ave 

Eldorado  5-3720 

3142  Wilshire  Blvd 
DUnkirk  3-2910 

57  Post  St 

SUtter  1  7440 

a  minute  or  a  lull  hour  — it's 

STate  2  8900 

•  TAKE   YOUR  CHOICE.  A  handlul  ol  stations  or  the  network 

up  to  you.  your  needs. 

•  MORE  FOR  YOUR  DOLLAR.  No  premium  cost  tor  individualized  programming    Network 

coverage  for  less  than  some  "spot"  costs. 
•  ONE  ORDER  DOES  THE  JOB.  All  bookkeeping  and  details  are  done  by  Keystone,  yel  the  best 
time  and  place  are  chosen  tor  you. 

:;:: 
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TV    BASICS/JULY 

I  be  ninth  I A  Basics  set  tion  i  ontinuea  its  regulai  features  in 

this  issue  w i 1 1 1  the  exception  "I  N|i"t  I i.i ~ i<  b.  Material  pre- 

pared l"i  Spot  Basics,  featuring  .1  comparison  "f  summei  ami 

winter  television  viewing,  will  It  found  in  ilii-  issue  as  a  sepa- 

rate Btorj  on  page  16.  ["he  viewing  figures  emphasize  the  fact 

thai  lair  evening  viewing  i>  higher  in  tin-  summei  than  during 

the  winter.  \^  for  the  regular  IN  Basics  features,  note  that 

network  program  averages  include  summei  replacements,  a  cal- 

culation thai  was  ii"t  included  in  tin-  '<',  June  figures.  Readers 

of  the  Comparagraph  sections  will  find  a  substantia]  number  of 

changes  in  daytime  sponsorships  in  addition  to  the  program 

changes  that  affecl   nighttime  i\    lineups  in  the  hoi   weather. 

Program     profile     jirmulrs     it>\l%, 

sponsored  Imur^  ilutu  .  .  .  *cc  below 

lllilrx     OJ    /Kill  nil.     Il      s/'oHho/n     lul  s 
thou   ratings   page  40 

4lphabetical   index    o)   nil    thowa 
unhides    cost    data    .    .    .    page   44 

Comparagraph    gives    day-by-da^ 
chart  of  nil  net  slum  s  .  .  .  page    46 

,„„,,,,,, 

w-fira 

1.   NETWORK    PROGRAM    PROFILE 
AVERAGE  COST  OF  SPONSORED  PROGRAMING  BY  TYPES 

Cost                       Number Cost                      Number Cost                      Number Cost                       Number 

Hour  drama 

$63,111                         9 

Half-hour  drama 

$26,105                      19 

Situation   comedy 

$27,219                      16 

Hour  comedy-variety 

$65,555                        9 

Half-hour  comedy-var. 
$39,607                       7 

Half-hour  adventure 

$27,427                      14 

Quiz 

$25,274  
         

         
  

11 Daytime  serials $10,429*                      7 

•    Include  summer  replacements.     *Per  week  of  five  quarter-hour  show?;  rami   are  once -weekly  and  are  all  nighttime 

NUMBER   OF   SPONSORED   HOURS:    LIVE  AND    FILM 

Daytime  Nighttime 

Network 
Sponsored hours 

°o    live °o   film 

ABCi 3.5 
14.3 

85.7 

CBS+ 23.5 95.7 
4.3 

NBC 16.8 86.6 
13.4 

Network Sponsored 
hours 

°o    live °o   film 

ABC+ 

16.0 

34.4 
65.6 

CBS 
25.0 

47.6 

52.4 

NBC 

19.0 
50.0 

50.0 
'Kt  weak  of  S6    J  -I-'  8  Jutj        tExtfadtng  participation  shows. 

SPONSOR       •       (>    .11  l.\     l').i, 39 



2.   HOW   COMPETING   CLIENTS  COMPARE 

Third  series  of  major  industry 

categories,  advertisers,  hrands  and 

ratings  on  web  tv  start  below 

Designed  to  aid  advertisers  in  making  quick  comparisons 

between  their  show  ratings  and  those  of  competitors,  this 

regular  Tv  Basics  feature  runs  in  two  sections.  The  list 
below  starts  off  the  third  series  of  this  data.  It  will  be 

concluded  in  the  3  August  Tv  Basics  after  which  the  list  of 

advertisers,  with  new  brand  and  rating  data,  will  begin 

over  again.  These  lists  cover  major  industry  categories  in 

network  tv  only.  The  list  below  covers  automobile  acces- 

sories, cars  and  trucks,  confections  and  soft  drinks,  cos- 

metics and  toiletries,  dental  and  drug  products.  The  next 

list  will  cover  such  groups  as  food,  soap  and  tobacco. 

Data  are  based  on  material  supplied  by  Broadcast  Adver- 

tisers Reports,  monitored  off-the-air  by  tape  recordings,  plus 

Pulse   multi-market    ratings.     Footnotes   give   further   data. 

Industries  covered  here  include  autos,  cosmetics,  drugs 

Auto    Accessories 

General  Motors 

Wide  "Wide  World;  NBC;  Su-D;  A  C 
automotive  equipment,  Delco  bat- 

teries, Harrison  car  air  condi- 
tioners, Hyatt  ball  bearings,  T3 

headlights          

B.  F.  Goodrich 

Burns  &  Allen;  CBS;  M-N;  tires      30.6 

Cars    and    Trucks 

American  Motors 

Disneyland;     ABC;     W-N;     Rambler autos  ..       _.     

Chrysler 
Ray  Anthony;   ABC;   F-N;    Plymouth 

autos         6.5 
Climax;    CBS;    Th-N;    Chrysler    Corp 

autos  &  used  cars,  Plymouth  autos  30.4 
Lawrence    Welk;    ABC;    Sa-N;    Dodge 

autos  &  trucks         24.6 

Top  Tunes  &  New  Talent;  ABC;  M-N; 
I  nidge     a  ul  os     ,V      t  i  neks       I  'l>  mom  h autos    14.7 

You  Bet  Your  Life;  NBC;  Th-N; 
DeSoto  autos               28.7 

Ford 
Tennessee  Ernie;  NBC;  Th-N;  Ford 

autos        —            20.5 

Ford  Theatre;  ABC;  W-N;  Ford 
autos    __  12.4 

Zane  Grey;  CBS;  F-N;  Ford  autos  21.8 

General  Motors 

crossroads;     ABC;     F-N;     Chevrolel 
autos             15.3 

.    Moore;   CBS;   W-D;   Chevrolel 
           9.1 

Shoi  i  .    NB< '.    Th-N;    Chevrolet rucks  10.7 

Confections    and    Soft    Drinks 

American  Chicle 

Jim  Bowie;  ABC;  F-N;  Chiclets,  Den- 
tyne,  Rolaids         17.5 

Ozark  Jubilee;  ABC;  Sa-N;  Chiclets, 
Dentyne,  Rolaids            7.4 

Coca  Cola 

Mickey  Mouse  Club;  ABC;  M-D;  soft 
drink      _        19.3 

Luden's Captain  Kangaroo;  CBS;  Sa-D;  Fifth 
Avenue  candy  bar         12.0 

Nestle 

Lone  Ranger;  CBS;  Sa-D;  chocolate        11.8 

Pepsi-Cola 
Cinderella;  CBS;  Su-N;  soft  drink  ... 

Sweets   Co.   of   America 

Gumby  Show;  NBC;  Sa-D;  Tootsie 
Roll  candies              6.2 

Heckle  &  Jeckle;  CBS;  Su-D;  Tootsie 
Roll  candies            9.3 

Howdy  Doody;  NBC;  Sa-D;  Tootsie 
Roll  candies      _.       8.4 

Modern  Romances;  NBC;  Tu-D;  Toot- 
sie Roll  candies    I       8.7 

Texas  Rangers;  CBS;  Sa-D;  Tootsie 
Roll  candies       13.5 

Tic  Tac  Dough;  NBC;  Tu-D;  Tootsie 
Roll  candies           5.6 

Cosmetics    and    Toiletries 

Alberto-Culver  Co.  of  Hollywood 
Modern  Romances;  NBC,  Tu-D;  VO-5 

hair   preparations         8.7 

American  Home  Products 

D.  Edwards;  CBS;  T,  Th-N;  Aero- 
shave  11.9 

Love  of  Life;   CBS;   M,T,Th-D;   Jccur 
wave  set,   Neet   depilatory     8.9 

Secret  Storm;  CBS;  F-D;  Neet  de- 
pilatory          7.0 

Armour 

George  Gobel;  NBC;  Sa-N;  Dial 
shampoo  &  soap     21.2 

Danny  Thomas;  NBC;  Th-N;  Dial 
shampoo  &  soap     11.9 

Associated  Products 

Masquerade  Party;  NBC;  W-N:  5-Day 
deodorant   pads      12.0 

John  H.  Breck 
Matinee  Theatre;  NBC;  F-D;  hair  set 

mist       8.4 

Bristol-Myers 

Arthur  Godfrey;  CBS;  M.W-D;  Ban  9.9 
Alfred  Hitchcock;  CBS;  Su-N;  Mum  22.4 
NBA  Basketball:  NBC;  Sa-D;  Vitalls  10.2 
Playhouse    90;    CBS;     Th-N;     Yitalis, Ban   _.             _  30.7 

Carter  Products 
East-West    Basketball;     CBS;     Sa-D; 

Arrid,   Rise      13.9 
NBA   Basketball;  NBC;   Sa-D;   Rise        10.2 

Chesehrough-Pond's Jim  Bowie;  ABC;  F-N;  Vaseline  hair 
tonic    17.5 

Conflict:  ABC;  Tu-N;  Ponds  angel 
skin  lotion  &  cream,  cold  cream,  dry 
skin   cream  18.2 

Colgate-Palmolive 
Big  Payoff;  CBS;  M.Tu.W.K-1  ';  Cash- mere Bouquet  soap,  Lustre  Creme, 

Lustre    Net       8.7 

Bob    Cummings;    CBS;    Th-N;    Halo, Palmolive  soap 

Millionaire;     CBS;     W-N; 
shave  products    .. 

24.2 

Palmolive 
24.0 

are   based   on    Broadi  lsI     Advertisers    Reports   for   the   woe*   ending 
ire    detailed    data,    such    as    length    and    placement    of    commercials,    can    be    found 

In    BAB    reports    then  Not     Included    here    are    buys    in    participation    shows,     such    as 

NBCs   rToday."     Batings   arc   based   on   a   Pulse   23-marl..  i    svelghti  1    average    material    for   the 

ending   7   April.     All   ratings   are  the  week,   e.g.,  rations   for  segi 
do  not  necessarily  shon  thi  audienoi  for  the  actual  segment  sponsored  bj  the  client.  All 

purchased  by  advertisers  follows  name  of  network:  "X"  means  night.  "P"  means  day.  da 
week    are   abbreviated.     For  exact   time  of   show,    see   Comparagraph   its.-li 

It. 
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takes   the  place  <>f  inter* tieu  i 

in    tin- 

honn' 

Since  1941  Pulse  has  rung  doorbells    fT)    .  .  .  interviewed 

millions.'  The  industry's  largest,  most  scientific  sampling. 



2.    HOW  COMPETING  CLIENTS  COMPARE    continued 

Mr.  Adams  &  Eve;  CBS;  F-N;  Lustre 
Creme  shampoo,  Lustre  Net  _  22.2 

Strike  It  Rich;  CBS;  Tu,W,F-D; 
Cashmere  Bouquet  soap,  Lustre 
Creme  shampoo,  Lustre  Net,  Palm- 
olive  soap  -      8.2 

Gillette  Co. 

Cavalcade  of  Sports;  NBC;  F-N; 
Foamy  shave,  razors  &  blades  ..         19.1 

Grove  Laboratories 

Today;  NBC;  W-D;  Fitch  hair  prepa- 
rations 3.9 

Hazel  Bishop 

Beat  the  Clock;  CBS;  F-N;  Liquid 
make-up,   lipstick     13.4 

Douglas  Edwards;  CBS;  F-N;  dry 
skin   cleanser               11.9 

Helene  Curtis  Industries 

Oh  Susanna;  CBS;  Sa-N;  spray  net         20.0 

What's   My  Line;  CBS;   Su-N;   Suave, 
Stopette  deodorant,  Enden  shampoo  28.2 

Andrew  Jergens 

Steve  Allen;  NBC:  Su-N;  "Woodbury deodorant  soap,  Woodbury  shampoo  26.4 

Lanolin  Plus 

Hold  That  Note;  NBC;  Tu-N;  Lanolin 
Plus  products      .._          9.9 

Lever  Bros. 

Private  Secretary;  CBS;  Tu-N;  Dove 
soap             20.7 

Viedo  Theatre;  NBC;  Th-N;  Lux  soap  18.0 

Menneii 

Boxing;  ABC;  "W-N;  shampoo,  shave 
creams,  skin  bracer,  spray  deodor- 
ant          13.3 

Today;   NBC;   Th-D;   spray  deodorant     3.9 

Procter  &  Gamble 

As   The  World    Turns;    CBS;    M-F-D; 
Camay  soap      _...     7.0 

Guiding    Light;    CBS;    M-F-D;    Ivory 
soap       _      10.0 

I   Lcve   Lucy;   CBS;   M-N;    Lilt  home 
permanent         37.7 

This  Is  Your  Life;  NBC;  W-N;  Prell 
shampoo          _  24.3 

Jane  Wyman;  NBC;  Tu-N;  Ivory  soap  24.0 
Loretta   Young;    NBC;    Su-N;    Camay 

soap        _          23.8 

Purex 

Big     Surprise;     NBC;     Tu-N; 
heart  soap      Sweet- 

Bevlon 

$64,000  Challenge;  CBS;  Su-N;  Satin 
Set     _   ._   __ 

$64,000  Question;  CBS;  Tu-N;  Clean 
&  Clear,  Love  Pat  powder,  Satin 
Set         _ 

20th  Century  Fox;  CBS;  W-N;  Clean 
&  Clear,  frosted  nail  enamel,  Futu- 

rama lipstick  cases,  lipstick,  Love 
Pat  powder,  Silken  Net     

Sales  Builders 
Tu-N; 

Panic;      NBC; 
Creme  Puff 

Max     Factor 

Schick 
Dragnet;   NBC;  Th-N;   electric  shav- 

15.2 

27.1 

32.7 

18.5 

18.5 

24.1 

Sbiilton 

Cinderella;  CBS;  Su-N;  Desert  Flow- 
er cologne  &  lotion,  Escapade 

cologne.  Old  Spice  hair  groom 
tonic,  shampoo  &  shave  products.... 

Sterling  Drug 

The    Vise;    ABC;    F-N; Molle    shave 9.8 

Toni 

Blondie;  NBC;  F-N;  Deep  Magic 
facial  cleanser    _    19.5 

People  Are  Funny;  NBC;  Sa-N;  Sil- 
ver Curl  home  permanent,  Tonette 

home  permanent    _  20.5 

Queen  For  A  Day;  NBC;  M-D;  Toil- 
ette  &   Toni    home   permanents...       11.7 

Talent  Scouts;  CBS;  M-N;  Deep 
Magic,  Silver  Curl  home  perma- 

nent, Tonette  &  Toni  home  perma- 
nenls  __        29.6 

Tic  Tac  Dough;  NBC;  M-D;  Silver 
Curl  home  permanent,  Tonette  & 
T(  Tii  home  permanents,  White  Rain 
shampoo                5.6 

You  Bet  Your  Life;  NBC;  Th-N; 
1  >•  •  p  Magic,  Prom  home  permanent  28.7 

Wildroot 

Robin    Hood:    CBS;    M-N;    cream    oil, 
Formula  #2        24.0 

Dental    Products 

American  Home  Products 

Love    Of   Life;    CBS;    Tu-D;    Kolynos 
toothpaste 

Bristol-Myers 

Arthur  Godfrey;  CBS;  M.W-D;  Ipana 
toothpaste            _   

Alfred  Hitchcock;   CBS;   Su-N;   Ipana 
toothpaste              

Mickey  Mouse  Club;  ABC;  W,Th,F-D; 
Ipana    toothpaste            

Playhouse     90;     CBS;     Th-N;     Ipana 
toothpaste        

Colgate-Palmolive 
Big  Payoff;  CBS;  M-F-D;  Brisk 

toothpaste,  Colgate  dental  cream  _ 

Mighty  Mouse;  CBS;  Sa-D;  Colgate 
dental   cream         

Millionaire;  CBS;  W-N;  Colgate  den- 
tal   cream      

Strike  It  Rich;  CBS;  M,W,Th,F-D: 
Brisk  toothpaste,  Colgate  dental 
cream        

Lever  Bros. 

Video  Theatre;  NBC;  Th-N;  Pepso- 
dent   toothpaste  &  brushes   

Proeter  &  Gamble 

Brighter     Day;     CBS;     M,W,Th,F-D; 
Gleem   toothpaste     

Wyatt     Earp;     ABC;     Tu-N;     Gleem 
toothpaste        

People's   Choice;   NBC;    Th-N;    Gleem 
toothpaste        

Queen    For    A    Day;    NBC;    Tu,Th-D 
Gleem  toothpaste       

Search  For  Tomorrow;  CBS;   M-F-D; 
Gleem   toothpaste        _ 

This  Is  Your  Life;  NBC;  W-N;  Crest 
toothpaste    

Loretta    Young;    NBC;    Su-N;    Gleem 
toothpaste          

Sterling  Drug 

Modern    Romances;    NBC;    W-D;    Dr. 
Lyons  tooth  powder          _ 

True    Story;    NBC;    Sa-D;    Dr.    Lyons 
tooth  powder           

8.9 

9.9 

22.4 

19.3 

30.7 

8.7 
15.5 

24.0 

8.2 

18.0 

7.0 

25.2 

20.5 

11.7 

9.8 

24.3 
23.8 

8.7 

Drug    Products 

American  Home  Products 

D.  Edwards;  CBS;  M-Th-D;  Anacin, 
Bisodol,  Heet,  Infra  Rub      11.9 

Love  Of  Life:  CBS:  M-F-D;  Anacin, 
Bisodol,  Heet,  Infra  Rub..  8.9 

Name  That  Tune;  CBS;  Tu-N;  Ana- 
cin     19.1 

Secret    Storm;    CBS;    M-F-D;   Anacin, 
Heet,   Intra  Rub.   Outgro   _       7.0 

B   C  Remedy 

Toilav;  XBC;  F-D;  headache  powders 
&  tablets       3.9 

Bristol-Myers 

Arthur  Godfrey,   M.W-D;   Bufferin       9.9 
Alfred  Hitchcock;  CBS;  Su-N;  Buf- 

ferin,   Minit-Rub  liniment    22.4 
Playhouse    90;    CBS;    Th-N;    Bufferin  30.7 

Johnson  &  Johnson 

Heckle  &  Jeckle;  CBS;  Su-D;  band- 
aids   _           9.3 

Garry  Moore;  CBS;  F-D;  baby  prod- 
ucts,   band-aids        _     9.1 

Our  Miss  Brooks;  CBS;  F-D;  baby 
products,  surgical  dressings    8.2 

Robin  Hood;   CBS;   M-N;  band-aids       24.0 
Today;  NBC;  Th-D;  back  plaster       3.9 

Kendall  Co. 

Afternoon  Film  Festival;  ABC;  M, 

W-D;  Blue  Jay  corn  plasters ... .  3.1 
Captain  Kangaroo;  CBS;  Th-N;  Cur- 

ad  bandages     12.0 
Circus  Time;  ABC;  Th-N;  Curad 
bandages     8.2 

Lewis-Howe 

Jonathan  Winters;  NBC;  Tu-N; 
Turns              7.7 

Luden's 

Captain  Kangaroo;  CBS;  Sa-D;  cough 
drops    _.        12.0 

Mennen 

Robert  Montgomery;  NBC;  M-N; 
Baby   Magic       __    19.5 

Mentholatum 

Bob  Crosby;  CBS;  M-D;  chest  rubs         8.7 

Miles  Laboratories 

Broken     Arrow;     ABC;     Tu-N;     Alka 
Seltzer            19.2 

Mickey  Mouse  Club;  ABC;  M-D;  Bac- 
tine,   One-A-Day   vitamins...   __   19.3 

News;    NBC;    W,F-N;    Alka    Seltzer, 
One-A-Day   vitamins  10.3 

Queen  For  A  Day;  NBC:  Th-D;  Alka 
Seltzer;   One-A-Day  vitamins    11.7 

Tennessee    Ernie;    NBC;    Th-D;    Alka 
Seltzer,  One-A-Day  vitamins             5.8 

Norwich  Pharmacal 

Arthur    Godfrev;    CBS;    Tu-D;    Pepto 
Bismol       _-         9.9 

Noxzema 

Perry  Como;  NBC;  Sa-N;  skin  cream  35.3 

Pharmaceuticals 

Amateur  Hour;  ABC;  Su-N;  Geritol, 
Xiron,  RDX  tablets,  Serutan,  Scm- 
inex,    Zarumin                6.0 

Sundav  News  Special;  CBS;  Su-N; 
Geritol,    Sominex,    Zarumin    13.7 

To  Tell  The  Truth:  CBS;  Tu-N;  Geri- 
tol,  Serutan,   Sominex             17.9 

Rexall  Drug 

Steve    Allen;     NBC;     Su-N;     Intracel 
liniment,    Rybutol    vitamins    26.4 

Tonight;   NBC;   Th-N;    Intracel  4.2 

Sterling  Drug 

Detective's  Diary;  NBC;  Sa-D;  Bayer 
aspirin            -      

Modern  Romances:  NBC:  W.F-D; 
Baver  aspirin,  Dr.  Lyons  tooth 
powder,   rhillips   milk   of   magnesia     8.7 

True  Storv;  NBC;  Sa-D;  Bayer  aspi- 
rin. Dr.  Lyons  tooth  powder,  Phil- 
lips  milk  of  magnesia  _        

The  Vise;   ABC;   F-N;   Bayer  aspirin, 
Phillips    milk    of    magnesia  ...     9.8 

Warner-Lambert   Pharmaceutical 

Your  Hit  Parade:  NBC;  Sa-N;  Bromo 
Seltzer  22.4 

VT.  F.  Young 

Today;  NBC;  W-D;  Absorbine     —     3.9 

42 
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Atomic  power  in  Caesar's  day? 
Certainly! 

It  was  there,  in  the  ground,  in  the  air  and  water.  It 

always  had  been.  There  arc  do  more  "raw  materials" 
today  than  there  were  when  Rome  ruled  the  world. 

The  only  thing  new  is  knowledge  .  .  .  knowledge  of  how 
to  get  at  and  rearrange  raw  materials.  Every  invention 

of  modern  times  was  "available"  to  Ramescs,  Caesar, 
Charlemagne. 

In  this  sense,  then,  we  have  available  today  in  existing 
raw  materials  the  inventions  that  can  make  our  lives 

longer,  happier,  and  inconceivably  easier.  We  need  only 
knowledge  to  bring  them  into  reality. 

Could  there  possibly  be  a  better  argument  for  the 

strengthening  of  our  sources  of  knowledge— our  colleges 

and  universities'.'  Can  we  possibly  deny  that  the  welfare, 
progress  indeed  the  very  tut,  of  our  nation  depends 
on  the  quality  of  knowledge  generated  and  transmitted 
by  these  institutions  of  higher  learning? 

It  is  almost  unbelievable  that  a  society  such  as  ours. 

which  has  profited  SO  vastly  from  an  accelerated  accumu- 
lation of  knowledge,  should  allow  anything  to  threaten 

the  wellsprings  of  our  learning. 

Yet  this  is  the  case 

The  crisis  that  confronts  our  colleges  today  threatens 
to  weaken  seriously  their  ability  to  produce  the  kind  of 

graduates  who  can  assimilate  and  carry  forward  our 
rich  heritage  of  learning. 

The  crisis  is  composed  of  several  elements:   a  salary 
scale  that    is   driving  away   from   teaching  the  kind  of 

mind  most   qualified  to  teach;   overcrowded  classrooms; 
and  a  mounting  pressure  for  enrollment  that  will  dot 

by  1967. 

In  a  very  real  sense  our  personal  and  national  progress 
depends  on  our  colleges.  They  must  have  our  aid. 

Help  the  colleges  or  universities  of  your  choice.  Help 
them  plan  for  stronger  fatuities  and  expansion.  The 
returns  will  be  greater  than  you  think. 

If  you  want  to  know  what  the  college 

crisis  means  to  you,  write  for  a  free  book- 
let to:  HIGHER  EDUCATION,  Box  36, 

Times  Square  Station,  New  York  36, 
New  York. 

HIGH 
EP    EDUCATION 

KEEP     IT     BRIGHT 

Sponsored  as  a  public  service,  i)i  cooperation  with  the  Council  for  Financial  Aid  to  Education 

SPONSOR (>  .H  \.\    1957 
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3.   ALPHABETICAL   PROGRAM    INDEX 
Sponsored  Nighttime  Network  Programs  6-11   p.m. 

PROGRAM COST 

tonight:  My-F 
L5  start) 

oturi    I  In  .in.      \  I 

Steve  Allen  Show:  V-L 

Amateur  Hour:  V-L 

Red  Barber's  Corner:  Sp-L 
Beat  the  Clock :  Q-L 

Big   Moment:  Dr-F 
i :  5  -i.ii  1 1 

Blondie:  Sc-F 

Bold  Journey:  A-F 
Jim  Bowie:  A-F 

Broken  Arrow:  A-F 
Buccaneers:  A-F 
Burns  &  Allen:  Sc-F 

Caesar's  Hour:  V-L  (last  5/25) 

Cavalcade  of  Sports:  Sp-L 
Cheyenne:  A-F 
Circus  Boy:  A-F 
Climax:  Dr-L 
Conflict:  Dr-F 
Joseph  Cotten  Show:  Dr-F 

Couniix   Music  .luhilee:  Sc-F 

Crossroads:  Dr-F 
Bob  Cummings  Show:  Sc-F 

John  Daly  News:  N-L 

\  i>    Damone  Show:  V-L 

Date  With  the  Angels:  Sc-F 
Jiimiiv  Dean:  Mu-L 

(6/22  start) 
Destiny:  Ad-F  (7/5  start) 
Disneyland:  M-F 

Dragnet:   My-F 
Jimmy  Durante:  C-L 
Wyatt  Earp:  A-F 
Doug  Edwards  News:  N-L&F 

Encore  Theatre:  Dr-F 
1 7  6  stan  i 

Charles  Farrell:   Sc-F 
(7/1  start) 

Father  Knows  Best:  Sc-F 
Festival  of  Stars:  Dr-F 

(7/2  start) 
Ford  Show:  V-L  Oast  6/27) 
Ford  Theatre:  Dr-F 
G.E.  Theatre:  Dr-F 

Godfrey's  Scouts:  V-L 
George  Gobel:  C-L 

Hast  6/29) 
Bill\   Graham:  Au-L 

Oast  7  13) 
Gunsmoke:  A-F 

High-Low:  Q-L 
(7/4  start) 

Hitchcock  Presents:  My-F 
Robin  Hood:  A-F 

I've  Got  a  Secret:  Q-L Spike  Jones:   Mu-L 
•Kraft  Tv  Theatre:  Dr-L 
Key  Club  Playhouse:  Dr-F 
*  Julius  Lali.-.i      \    I 

Lassie:  A-L 
•Life  of  Riley: Sc-F 
Line-Up:   My-F  (last  7    12) 
Lone  Ranger:  A-F 

$12,500 

9.750 

63,000 

23.000 

3.000 
18.000 

9.500 

37.500 

8,000 
32,000 

31,000 

24,000 

33,000 
114,000 

35,000 

90,000 

34,000 

55,000 
90.000 
38.000 

18.000 

31,000 
36,000 

6,000tt 

25,000 

0/2  hr) 38,000 

20,000 

13.000 

75.000 

35.000 
18.000 

30,000 9,500tt 

1 1 .000 

1 1 ,000 

38,000 
1 1 .000 

33,000 

36.000 

45,000 

28,000 
45,000 

SPONSORS    AND    AGENCIES 

Amcr   Tobacco,    SSC&B;    alt   wks   open 

Amer  Tobacco,  BBDO;  alt  Warner- 
Lambert,   SSC&B 

S  C.  Johnson,  Ncedham,  Louis  & 

Brorby;  Pharmacraft.  JWT;  Grey- hound, Crey 

Pharmaceuticals.  Kletter  Oast  6  23': 
Hazel    Bishop.    Spector      7    1    start  I 

State   Farm   Ins,   NLB 

Hazel  Bishop.  Spector  <eff  6  21  alt 

sustl Amer  Tobacco.  SSC&B:  Ralston  Pu- 
rina,  Cardner 

Nestle,    B.     Houston;    Toni,    Tatham- 
Laird,  C.  E.  Frank 

Ralston   Purina,   CBB 

Amer    Chicle.    Bates;    Chesebrough- 
Ponds.    Mc-E 

Miles.   Wade;   Asso    Products,   Crey 
Sylvania,    JWT 

Carnation,   Wascy;   Coodrich,   BBDO 

Babbit,    DFS;    Benrus,    L&N,    Knomark, 

Mogul;  Quaker  Oats,   NLB;   Wesson 

Oil,    Fitzgerald 

Gillette,    Maxon 

Cen  Elect,  Y&R,   BBDO  &  Grey 

Reynolds     Alum,     Clinton     E.     Frank, 

Chrysler,   Mc-E 
Chesebrough-Ponds,   JWT  &    Mc-E 
Campbell   Soup,   BBDO;   Lever   Bros, BBDO 

Amer      Chicle,       Bates;      Williamson- 
Dickie.    Evans    < alt    wks    10-10:30); 

co-op  10:30-11 
Chevrolet,  Camp-Ewald 

Colgate.     Brown     (last     6   27);     R.     J. 
Reynolds,   Esty    ' eff  7    4.  wklyl 

Du    Pont.    BBDO    I  last    6    7);    Ceneral 
Cigar.  Y&R    Mast  6    5)  ;  5  days  open 

Kellogg.    Burnett;    alt    Oldsmobile.    D. 
P.   Brother    (7    10  start!    '2   hr  open 

Plymouth.   Grant 

H.    Bishop.   Spector 

Cen     Foods.     B&B;     Ford.     JWT 

Amer.  Motors,  BFSD  &  Ceyer;  Amer. 
Dairy,   Camp-Mithun:    Derby,    McE 

L&M,   Mc-E;  Schick,  W&L 

P.    Lorillard,    L&N 

Cen   Mills,    DFS;   P&C.   Compton 

Whitehall,  Bates;  Brown  &  Wmson. 

Bates;    Hazel    Bishop,   Spector 

Quaker  Oats.  Needham,  Louis  &  Bror- 
by  i3  of  41;  Armour.  FC&B 

Whitehall.    Bates;    Lever,   SSC&B 

Scott  Paper,  JWT 

Purex,    E.    H.    Weiss;    Speidel,    NC&K 

Ford,    JWT 

Ford,    JWT 
Cen   Elect.   BBDO 

Lipton,   Y&R;   Toni,   North 

Armour,  FCB;  Pet  Milk,  Gardener 

B.     Graham     Evangelistic     Asso. 

38  000  L&M,   DFS;  Sperry  Rand   (1   wk  in  4), Y&R 

12.000  ■°r°'.    JWT 

34  000  Bristol-Myers,  Y&R 
28  000  Johnson    &    Johnson,    Y&R;    Wildroot, BBDO 

24,000  R    '•   Reynolds,   Esty 

35.000  L&M'    DFS 

34,000  Kraft'  JWT 
9  500  Mogen   David,  Weiss   <5  31   start) 

108.000  Cold  Seal,  North;  S&H  Stamps,  SSCB; 
Noxzema.    SSCB;    Sunbeam.    Perrin- 
Paus;     RCA     &     Whirlpool,      K&E; 
Kimberly  Clark.  FCB 

34.000  Campbell    Soup,    BBDO 

32,000  Cult  Oil.  Y&R    i  last  6   7);  Lever  Bros, 
BBDO 

31,000  Brown  &  Wm'son.   Bates;  P&C,  Y&R 

24,000  Cen    Mills,    DFS;    Swift,    Mc-E 

PROGRAM 

*Lux  Video  Theatre:  Dr-L 
•Masquerade  Party:  Q-L 

Meel  McGraw:  MyA-F 
Meet  the  Press:  I-L 

Millionaire:  Dr-F 
Mr.  Adams  &  Eve:  Sc-F 
•Arthur  Murray   Party:   V-L 

M\   Favorite  Husband:  Sc-F 
Name  that  Tune:  Q-L 

Navy  Log:  Dr-F 
NBC  News:  N-L 

Ozzie  &  Harriet:  Sc-F 

Panic:  Dr-F 
Pantomime  Quiz:  Q-L 

People  Are  Funny:  M-F 
People's  Choice:  Sc-F 
Playhouse  90:  Dr-L&F 

Press  Conference:  I-L 
Private  Secretary:  Sc-F 

Richard  Diamond:  MyA-F 
(7/1  start) 

Rin  Tin  Tin:  A-F 
George  Sanders  Mystery 

Theatre:  My-F 
Schlitz  Playhouse:  Dr-F 
Phil  Silvers  Show:  Sc-F 
•Sir  Lancelot:  A-F I  la-t  6  24) 

Sgt.  Preston:  A-F •Dinah  Shore:  Mu-L (last  7/18) 

$64,000  Challenge:  Q-L 
$64,000  Question:   Q-L 
Spotlight   Playhouse:    A-F 17  2  start) 

S.R.O.  Playhouse:  Dr-F 

Gale  Storm  Show:  Sc-F 

Studio  One  Summer  Theatre: 

Dr-L Ed  Sullivan  Show:  V-L 
Summer  Playhouse:  Dr-F 

(7/2  start) 
Sunday  News  Special:  N-L 
Telephone  Time:   Dr-F 
Theatre  Time:  Dr-F i7  25  start) 

This  Is  Your  Life:  D-L 
Danny  Thomas:  Sc-F (last  7/18) 

Those  Whiting  Girls:  Sc-F 

To  Tell  The  Truth:  Q-L 
•TV  Playhouse:  Dr-L 

20th  Century  Fox:  Dr-F 
Twenty-One:  Q-L 
Undercurrent:  Dr-F I  7   19  start) 

U.S.  Steel  Hour:  Dr-L 
The  Vise:  Dr-F  Mast  6  28) 
Mike  Wallace:  I-L 
The  Web:  My-F  (7/7  start) 

Wednesday  Fights:  Sp-L 
Lawrence  Welk:  Mu-L 

Welk  Top  Tunes:  V-L 
West  Point:  Dr-F 
What's  My  Line:  Q-L 

Jonathan  Winters:  C-L 
Wire  Service:  Dr-F 

You  Are  There:  Dr-F 
You  Asked  For  It:  M-F 
You  Bet  Your  Life:  Q-F 
Zane  Grev  Theatre:  Dr-F 

(last  6  28i 

43,000 22.000 

33,000 

7,500 
32,000 41.000 

10,500 

23.000 
32.000 

9.500tt 

36.000 
36.000 

8.000 24.000 

34  000 117.000 

8.500 36000 
13.500 

32.000 

15.000 

36.000 41.000 

24.000 

32.000 

22.000 

32.000 

32.000 

9.500 11.500 

39,500 

55.000 
69.000 

10.500 

9.500 31.000 
12,000 

52.000 
36.000 

1 1 .000 

22.000 

52.000 110.000 

30.000 
11.500 

58.000 
19.500 

15.000 
17.000 

45.000 
14.500 

16.500 
40.000 

28.000 

12,500 

77,000 
37,000 14,000 

51.750 
45.000 

SPONSORS    AND    AGENCIES 

Lever    Bros,    JWT 

Asso     Products,     Crey;      i  last     7/311; 
Max    Factor,   Anderson-McConnell 

P&C.    Benton    &    Bowles 

Johns  Manville,   JWT   'last  6/231;  alt wks  open 

Colgate,  Bates 

Colgate,    L&N;    R.    J.    Reynolds,    Esty 

Purex,    E.    H.    Weiss;    Speidel.    NC&K 

Hast     6  25';     Bristol-Myers,     Y&R 
17    1    start) 

Amer   Tobacco.    BBDO 

Kellogg,  Burnett;  Whitehall,  Bates 
Amer    Tobacco,    SSCB;    U.S.    Rubber 

F.    D.    Richards 
American    Can,    Compton    Hast   7    15 

Miles.     Wade;     Sperry-Rand.     Y&R; 
Time-Life,  Y&R;  1   seg  &  2  alt  segi 

open 

Eastman  Kodak,  JWT 

L&M.   Mc-E;   Max  Factor,   DDB 

Amer    Oil,     J.     Katz;     Hamm.     Camp- 
Mithun;    Time-Life,    Y&R 

R.   J.   Reynolds,   Esty;  Toni,  North 
Borden,   Y&R;    P&C,   Y&R 

Amer  Cas.  L&N;  Bristol-Myers.  BBDO 
Philip   Morris.   Burnett 

Corn  Prod,  C.   L.  Miller 

Lever,   OB&M;   Sheaf fer.    Seeds 

Gen   Foods,    B&B 

Nabisco,    K&E 
Pabst,   Burnett 

Schlitz.  JWT 

P&C,    Burnett;     R.    J.     Reynolds,    Est, 

Amer   Home   Prod,   Bates;   Lever   Broi 

SSCB 

Quaker   Oats,   WBT 
Chevrolet,    Camp-Ewald 

P.   Lorillard,   Y&R;   Revlon,   BBDO 
Revlon.   BBDO 

Pet   Milk,  Cardner;  alt  S.  C.   Johnson 
FCB 

Whitehall,  Bates;  Helene  Curtis.  Lud 

gin 

Nestle,     B.     Houston;     Helene    Curtis E.   H.  Weiss 

Westinghouse.   Mc-E 

Lincoln-Mercury,    K&E 

Armstrong  Cork,   BBDO;   alt  wks  ops 

Pharmaceuticals,    Kletter 
Bell,  Ayer 

Armour.    FCB;     Kimberly-Clark.    FCB 

P&C,   B&B 

Armour,   FCB;   Kimberly-Clark,   FCB 

Cen  Foods.  Y&R;  alt  Max  Factor,  Ar 
derson-McConnell 

Pharmaceuticals,    Kletter 

Alcoa.    Y&R;    Coodyear.    Fuller,    Smit &  Ross 

Revlon,   C.    J.    LaRoche 
Pharmaceuticals,   Kletter 

P&C,    Y&R;    Brown    &    Wm'son,    Bate 

U.S.   Steel.   BBDO 

Sterling    Drug,    DFS 
Philip   Morris,   Ayer 

P&G.   B&B 

Mennen,  Mc-E;  Miles,  Wade 

Dodge,    Grant 
Dodge   &   Plymouth,   Crant 
Cen  Foods,  B&B 

Helene    Curtis,    Ludgin;    Sperry-Ram 

Y&R 

Lewis-Howe,   DFS 

Miller       Brewing,       Mathiesson       (la 6    17  i  :    open 

Prudential.    Reach.    McClinton 

Skippy    Peanut   Butter,   CBB 
DeSoto.   BBDO;  Toni,   North 

Ford,  JWT;  Cen   Foods,   B&B 

•Color  show.  (L)  Live,  (F)  Film,  ttCost  is  per  segment.  List  does  not  include 
sustaining,  participating  or  co-op  programs — see  chart.  Costs  refer  to  average  show 
costs  including  talent  and  production.  They  are  gross  (include  15%  agency  com- 

mission). They  do  not  include  commercials  or  time  charges.  This  list  covers  period 
"Talent  and  production  costs  are  carried   by   A   Murray. 

of   6   Julv    thru    2    Aug.     Program    types   arc    indicated    as   follow-      i  A  '    Advent  . 
(An)    Audience   Participation,    (C)    Comedy.    (D)    Documentary.    <Dr)    Drama. 
Interview.    (J)    Juvenile,    (M)    Misc.,    (Ho)    Music,    (My)    Mystery.    (N)    Ni 
Quiz,    (S)    Serial,   (Sc)   Situation  Comedy,    (Sp)   Sports,   (V)  Variety. 

Listinjg  continues  on  page  -' 
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4.  NIGHTTIME C  O PA 

ABC 

SUNDAY 

CBS 
NBC 

MONDAY 

ABC  CBS NBC 
ABC 

TUESDAY 
CBS NBC 

'1 

The   Last  Word 

sust 

Meet  The  Press 
Johni  Manrllle 

(last    6/23) 

alt   sust 

You  Are  There 
Prudential 

Cowboy  Theatre 

sust 
(6:30-7:30) 

No  net  service 

D   Edwards 
Brown  &  Wmson 

D   Edwards 

Whitehall 

fou  Asked  for  It 

Sklppy   I'eanut 
Butter 

Hollywood 
Film    Theatre 

partlc 
(7:30-9) 

Lassie 
Campbell  Soup Cowboy   Theatre sust 

Sports    Focus sust  No  net  service 

John    Daly    News         D   Edwards 
Genl    Cigar            Brown  &  Wmson 

(eff   6/10,    sust)     '   

My    Favorite 
Husband 

Amer   Tobacco 

Circus  Boy 

Reynolds   Alum 
Wire   Service 
B.   J.    Reynolds 

Robin  Hood 
Johnson     &     Jhsn 

alt   Wildroot 

Sports   Focus 

Sporl  • 

John    Daly   News Genl   Cigar 

(eff  6/11.    sust) 

No  net  service 
D  Edwards 

Whitehall 
John   t 

Gen  | 

".  1 1 

Georgia  Cibbs 
sust   (7/1   start) News 

Can    (last  7/15) 

alt    sust 

Cheyenne 
Gen   Electric 

(alt    wks 
7:30-8:30) 

Name   That   Tune Whitehall  alt Kellogg 

Andy    Williams 

June    Valli 

sust 

News 

sust 

Dis  I 

Ame  I 

Ami  : 

Deri  i 

(7:: 

Hollywood 
Film    Theatre 

Ed  Sullivan 
Lincoln-Mercury 

(8-9) 

Hollywood 
Film    Theatre 

Steve    Allen 
S.    C.   Johnson 

(7/7  start)    alt 
Pharma,  Greyhound 

(7/14   start) 

Wire   Service 
Miller  Brewing 

(last  C/17) 
alt    sust 

Burns    &    Allen 
Carnation     alt 

Goodrich 

Sir  Lancelot 
Am  Ilome  alt  Lerer (last    6/24) 

Charles  Farrell 
Whitehall  alt  Level 

Conflict 

Chesebmugh- 

Punds 

(alt  nks 7:30-8:30) 

Phil  Silvers P&G 
■It 

R.  J.  Reynolds 

Festival  of  Stars Purei   alt 

Speldel 

Ed   Sullivan Steve   Allen 

(8-9) 

Bold   Journey 

Ralston-Purlna Talent  Scouts 

Lipton alt    Toni 

Action   Tonight 

(7/15  start) Amer   Tobacco 
alt   sust 

Wyatt  Earp 
Gen    Mills 
alt  P&G 

Private Secretary 

Lever  alt  Sheaffer 

Panic 

L&M    alt 

Mai    Factor 

nj  m 

A  met  ca  i 

C  S  «,, 

Amateur  Hour 
Pharmaceuticals 

(9-10)   (last  6/23) 
Flight   No.   7 

(6/30  start)    sust 

C.   E.  Theatre 
Gen    Electric 

Tv  Playhouse 
Goodyear   alt 

A  lcoa 

Press   Conference 
Corn   Prod 

Those 

Whiting  Girls 

Gen  Foods   alt 
Max    Factor 

(7/1    start) 

Twenty-One 
Pharmaceuticals Broken  Arrow 

Assoc  Products 
alt  Miles 

To  Tell  The 
Truth 

Pharmaceuticals 

Meet    McCraw 

P&G 

Ozzie 

Industries 
For    America 

sust 

Hitchcock 

Theatre 
Bristol-Myers 

Tv  Playhouse 

Welk  Top  Tunes 

New    Talent 
Dodge- Plymouth 

(9:30-10:30) 

Richard  Diamond, 
Priv    Detective 

Gen  Foods 

Arthur  Murray 

Party 

Bristol-Myers Telephone  Time 

Bell 

Spotlight Playhouse Pet    Milk    alt 

S.    C.    Johnson 

Summer 
Playhouse 
Armstrong 

alt  sust 
(7  12   start) 

Forol 

Mike    Wallace 
Philip   Morris 

$64,000 Challenge 

Revlon   alt 

P.    Lorillard 

The  Web 
P&G 

Welk  Top  Tunes 

Studio  One 
Summer 

Theatre 
Westinghouse 

do-")   
Amateur  Hour H.   Bishop 

(7/1    start) 

It's  Polka  Time 
co-op 

$64,000 

Question 

Rerlon 

Nat  King  Cole 

sust 
(7/2  start) 

W    I 

■ 
MerL  .  l_i 

(11 

What's  My  Line 
Sperry-Rand 
alt  H  Curtis 

No   net   service 
Studio  One 
Summer 
Theatre 

Heavyweight 
Title  Fight 

(7/29  only) 
Buick,   (10-concl) Spike  Jones 

L&M No   net   service 

Fanv 

(10: 

•■■ 

Index  continued . . .   Sponsored  Daytime  Network  Programs  7  a.m. -6  p.m. 

PROGRAM SPONSORS   AND   AGENCIES 

As  the  World  Turns:  S-L 
Baseball   Game   of  Week: 

Sp-L 
Big  Payoff:  Q-L 
Bridge  &  Groom :  Au-L 

(7/1  start) 

Brighter  Day:  S-L 

Capt.  Gallant:  A-F 
Comedy  Time:  Sc-F 

Bob  Crosby:  V-L 

Detective  Diary:  A-F 
Edge  of  Night:  S-L 

Five  Star  Comedy:  J-L&F 

Fury:  A-F 
Arthur  Godfrey:  V-L 

$  3,400ft 

6,000tt 

2.600tt 

10,000  wk 

31,000 

rerun 

3,150tt 

8.000 
17,000  wk 

6,000 

33,000 4,150ft 

P&C,    B&B;   5   segs  open 

Falstaff    Brewing,    DFS;    Amer    Safety 

Razor,  Mc-E;   Philip  Morris,    Burnett 

Colgate.   Houston     2  days  open 

Toni.   North;  4  days  &  1   alt  day  open 

P&C,   Y&R 

Heinz,    Maxon 

Kraft,  JWT;  Lever,  BBDO;  Welch,  R. 
K  Manhoff;  Chesebrough-Ponds. 

|WT  i7  16  starti;  SOS,  Mc-E 
(7  17  starti;  Miles,  Wade  (7/11 
start);  Cen  Foods,  Y&R  (7  12 
start);  3  segs  &  3  alt  segs  open;  1 

seg   co-op 
Cen  Mills.  Knox-Reeves;  Cerber, 

D'Arcy;  SOS,  Mc-E,  (last  6  28); 
Swift,  Mc-E;  Toni,  North;  5  segs 
&  2  alt  segs  open 

Sterling   Drug,    DFS,    '/2   spon 

P&C.  B&B;  Stand  Brands,  JWT  17/1 
starti;  Pet  Milk,  Cardner  (7/3 
starti;  3  segs  &   1   alt  seg  open 

Joe  Lowe  Corp,  Paris  &  Peart 

Cen   Foods,   B&B;   Borden,  Y&R 

Bristol-Myers,     Y&R;     Florida     Citrus, 
B&B;    Cen    Foods,    Y&R;    Mutual    of 

Omaha.   Bozell  &   Jacobs;   Scott   Pa- 

PROGRAM 
COST 

SPONSORS    AND    AGEr>   E: 

Arthur  Godfrey — Cont'd 

Guiding  Light:  S-L 
Gumby:  J-L 
Howdy  Doody:  J-L 

It  Could  Be  You:  Q-L 

Art  Linkletter:  V-L 

Love  of  Life:  S-L 
Lone  Ranger:  A-F 
Major    League    Baseball: 

Sp-L 

Medical  Horizons:  D-L 
Mickey  Mouse  Club:  J-F 

10,000  wk 
3,500ft 

24,000 
3,000tt 

4,000tt 

10,000  wk 

18.000 

22,000 

5,040  to 

6,300tt 

per,        JWT;        Sherwin       vta 
F&S&R;       Simoniz,       Y&R;   iti 
Brands,      Bates;      Bauer      6 

Burnett,    i7   4  starti;  3   sc.  :; 
P&C,    Compton 

Sweets  Co.,  Eisen 

Cont  Baking,  Bates;  Sweets  C  I 

Vi   open   alt  wks Amer  Home  Prod,  Bates.  Cc :  ; 
mour,  T.  Laird;  Brillo,  JV  m 

6  211;  Brown  &  Wmson  it* 
Cirn  Prod.  C.  L.  Miller;  ir 
Culver.  Wade;  P&C.  DFS;*V 

Rich  K.  Manoff  (last  6/6  a*1 
Labs.  Wade  (7/11  start  C 

Foods.  Y&R  (7.3  start);*' 
brough-Ponds.  JWT  (7  16  It) 
seg  &  4  alt  segs  open 

Campbell      Soup,      Burnett;     1 
Burnett;    Lever    Bros.    BBDi  t 

bury,   Burnett;   Simoniz,  Y&  St 

Brands.    JWT;    Swift.    Mc-E!  ' 

open 

Amer   Home   Prod,   Bates 

Cen   Mills,   DFS;  Nestle,  Mc-I 
R.  J.  Reynolds,  Esty,  V4  spon 

Ciba,  JWT 

Amer-Paramount,    Buchanan;  n»» 
Tat-Laird;       Bristol-Myers,  IK 
Coca      Cola.      Mc-E;      Cen  Fe 
FC&B;  Carnation.  Wasey;  C  M 
Knox    Reeves;    Mattel.    Car     * 
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D 

I 

JESDAY 

NBC 

THURSDAY 

ABC                       CBS                     NBC 

FRIDAY 

ABC                      CBS                      NBC 

SATURDAY 

ABC                       CBS                      NBC 

/ICC 

D    Edwards 
i 

,      ii 

•  vt 
D    Edwards 
Whitehall 

Sports   Focus 

sBnrli    Ft«M 

No    net    service 
no    ncr    service 

D   Edwards 

|ohn    D.ily    N(*i 

Di 

|ohn    Daly    News ■'.  ,n 
D   Edwards 
Whitehall 

i     ■  ■ 

nl) 

Hcl.n    OConncll 

•  Ult 
Lone  Ranger 

Ota    Mill,    tit 
Sgt.    Preston 

Shore Williams   Villi 

(7/2S  iUrt)   sust 
„       _       T             Beat  the  Clock Rm    Tin    Tin               „     , 

Nabisco alt  nut) 

Helen   OConncll 

lUlt 

Midwestern 
Hayride 

People  Art 

Buccaneers                    Funny 

News 

TIM    alt    «u«t 

S>ufi News 

Sparry    Rand 

News 

IftlM 
R     J      llejmoldB 

•> 

Masquerade 
Party 

The   Big 

PlCtur suit ■tut) 
Bob  Cummings 
K     J You  Bet  Your ' 

DeSolo     alt 
Tonl 

Dragnet 
1  .(.  M     all     Schick 

Jim    Bowie 

and.  ait        Wc,f  Pojn, 

Cheacbrough-                           Foodl 

Tonds 

Blondie 

Tonl  alt 

N'Mtle 

Billy   Graham 
'h,m            ii-.,  riunnn.        I"1'"'  La  Rosa 

f.                                     |,mmv    Durante 

P     l/.rlllard 
:/i3) 

M 

i 

i 

Father    Knows 

Best 

Scott    Pap«r 

Enterprise 
suit 

(1    1  .tart) 

Climax 
•  Icr 

<8:30-»:30. 

Crossroads 

''>let 

Zane  Crey 

(last    1 

Destiny 
■  urn 

.     I    ••:      lit  ] 

Life  of   Riley 

KlmbcrlcyClark, 

Billy  Craham            Two   For  The       R«'A    A    W1 
Money                       un.  Noiwnia, 

I  i:  \                          suit                                  -ampi. 

Seal 

■■■~ ' Kraft  Theatre 

Kraft   ,9   101 

Danny  Thomas 

_.  *'                                 _,.                     People's  Choice 
Theatre  T.me                  Climax              ,.,.*..    ,„    pM 

Arm  alt  Kim  ( 

Key    Club          Mr    Adams 
 &  Eve 

Playhouse               „<*""'    •',' 

R    J    lUjmoldt 

Jos  Cotton  Show 

•  II    alt 

I.*Ter    Broa 
Lawrence    Welk            Cale  Storm           Sanders  Mystery 

Ntatla   alt                    Theatre 

(9-10)                    Helen*    CurtU                    1'ahit 

Kraft  Theatre 
Compass 

Playhouse  90 
Amcr  Ou 

alt 

Bristol    Ms-era 

Ford    Show (last 

High-Low 
tart) 

rord 

3  erUng 

Schliti 

Date  With  Angels           Playhouse 
„,,n                              Srhlll* 

■'   S    start) 
Big    Moment 
Am<-r    Tobacco 

alt 

i:.,i  Purtal 

l]u,    Wf|L       SRO   Playhouse              Dol
lar 

Lawrence   Welk          wtlltrtll[    ,„               A   Second 

II     ■■  ■     iNrtla                      »"«t 

In 
This    Is 

Your   Lite 
I'm; 

Focus 

suit 

Playhouse  90 

Philip    Morris 

alt 

Bristol    Myers 

Lmx    Theatre 

I.erer     Broa 

(10  11 

Date  With  Angels            Line-Up 

• 
Tllv                Undercurrent 

The  Big  Beat       17/19  It      PAG  alt 
■  'art)  suit       Bi      n  a    Wmson 

Cavalcade  of 

Sports 

Olllette 

(10-eooel) 

Country    Music                                             Ccorgc  Cobcl 

lubilcc                    Cju.nwmo,              ̂ ": 

Am   Ct     U                      I-AM     alt 

«-.„■         '"n,*,              SpcmR.nd             fncorc    rh 
Wlllltmion-Dlekl.                                                     imAi) 

a 

i  Hr 
No   net   service 

Playhouse  90 

suit Lux  Theatre 

_ 

Pantomime  Quiz 

Amcr    Oil 

1     H.imrn 
alt    Time 

Country    Music 

jubilee 

i.mmv    n.,n               Adve
nture 

Jimmy    Dean                   Theatre 

11     Iliihop                 .     ,nc£Tri
 

Red    Barber 

si    Fsutb   Ins 

•tart) 

alt 

Wan.   l.amt„n 

m. 

>;:  '         program 

.   ".    Mouse     I  ont'd 

'■louse:  JF 
i  Tn  Romances:  S-L 

re:  V-L 

i Miss  Brooks:  Sc-F 

»    Is  Right:  Q-L 

in  for  a  Dai :  Au-L 

20.000 

2.700tt 

3.600ft 

3.ncm 

3.000U 

h  for  Tomorrow:  S-L 10.000  wk 

SPONSORS     AND     AGENCIES 

erts.  Miles.  Wade:  Minn  Mining. 
BBDO  Pillsbury.  Burnett;  SOS. 
Mc-E :  8  segs  coop 

Ccn   Foods.   BOB:  Colgate.   Bates 

Alberto  Culver.  Wade  'last  6  18  : 
Corn  Prod.  C.  L.  Miller;  Kraft. 
JWT:  Sterling.  DFS:  Sweets  Co. 
Eisen  last  6  18'  ;  Brillo.  |WT  17  2 
start  >  :    1    alt   scg  open 

Bird  &  Son  H  Alley  &  Richard-,  last 
7  29';  Campbell.  Burnett;  Hoover. 
Burnett  Swift  |WT.  Mc-E;  Toni, 
North,    3   segs  &   4  alt  segs  open 

Best  Foods  DFS  last  6  25';  Ccrbcr. 
DArcy;  lohnson  &  Johnson.  Y&R; 
Nestle.  Mc-E:  Ccn  Mills.  DFS  6  14 
start  .  6  segs  open  &  4  alt  segs 

open Lever  Bros.  BBDO  Chcscbrough- 
Ponds.  |WT  '7  16  start';  Ccn 
Foods.  Y&R  17  3  start':  SOS  Mc-E 
17  17  start'  ;  6  segs  &  3  alt  segs 

open 
Amcr  Home  Prod.  Bates.  Ceycr;  Bor- 

den. Y&R  last  6  26':  Brown  & 
W  mson.  Seeds:  Corn  Prod.  C  L. 
Miller:  Dixie  Cup.  Hicks  &  Crcist; 
Miles.  Wade:  Minn  Mining.  BBDO: 
Sandura.  Hicks  &  Creist:  Stand 
Brands.  Bates:  Sunkist.  FCB:  Tom. 

North;  P&C.  Compten:  SOS.  Mc-E 
'7  12  start':  1  scg  &  1  alt  seg 

open 
P&C.   Burnett 

PROGRAM 
COST SPONSORS    AND    AGENCIES 

Secrel  >torm:  S-L 9.500  wk 

Amer    Home    Prod     Bates 

Strike  It  Rich:  V-L 15,000  wk Colgate.    Bates 

Tic  Tac  Dough:  Q-L 
2,500tt 

Church    &    Dwight.    |WT;    Kraft.    JWT. 

Minn     Mining.     BBDO.     P&C.     DFS: 

Stand    Brands.    Bates:    Tom.    North 

Amer    Home    Products     Ceycr    17    10 

start'  ;     SOS.     Mc-E       7   12     start'  ; 
2    alt    segs    open 

True  Story:   Dr-L 18.000 
Sterling    Drug.    DFS.    '2    spon 

Truth  or  Consequern  i  - : 

Q-L 

3.450ft 

Lever  Bros  BBDO  Alberto  Culver. 

Wade  8  1  start  Miles  Labs. 

Wade  17  1 '  start  >  Gen  Foods. 

Y&R  17  12  start  6  sees  &  1  alt 

scg  open \  aliant  I.ady  :  S-L 10,000  wk Nestle.      Mc-E        last     6    27          Stand 

Brands       |WT        last      I    1           Tom 
Tatham-Laird:    Wesson      Fitzgerald : 

3   days  &    1    alt   seg   open 

Wfld  Rill  Hickok:    \  F 
27  000 

Kellogg     Burnett 

Specials  and   Spectaculars 

PROGRAM COST 

Patterson-Jackson  llejw- 

vreighl   Title   r'ii:)it:    5p-L 
Producer's  Shot" 

Pr-Mu-I 

$175,000 

320.000 

SPONSORS    AND    AGENCIES 

Buick     Kudncr— 7  29 

RCA-Wh.rlpool     K&E:    |ohn    Hancock. 
Mc-E— 7  22 



DAYTIME C  O P  A 
SUNDAY 

ABC  CBS 
NBC 

ABC MONDAY 
CBS NBC 

TUESDAY 
ABC  CBS  NBC 

Lamp    Unto   My 
Feet 
lUit 

Carry    Moore 
Campbell  Soup 

Lever   Bros 

alt 

(last    7/20) 

Bird   &   Son — 

Home 

panic 10-11 

Carry    Moore Hoover Home 

panic 

Look   Up  &  Live 
•uit 

Arthur    Codfrey 

Stand  Brand* 

Stand  Brands 

Home 

Arthur    Codfrey 

Mutual   of   Omaha Home 

Eye  On New  York 
Bristol-Myers 

Bristol-Myers Price  Is  Right 
sust 

Price   Is  Right 

sust 

Camera  Three 
sust 

Strike    It    Rich 

Colgate 

Truth  or 

Consequences 

sust 

Strike    It    Rich 
Cole  ate 

Truth  or 

Consequences 

sust 
Let's    Take    Trip 

sust 

Valiant  Lady 

Stand  Brands 

Hast     '.     1 Love  of   Life 
Araer  Home  Prod 

Tic   Tac   Dough 
P&G    alt 

Church  &  Dwlght 

Ton!   alt   P&G 

Valiant   Lady 

Wesson  Oil 
Tic  Tac    Dough 
Stand    Brands Love   of    Life 

Amer  Home  Prod 

Wild  Bill  Hickok Kellogg 

Search   for 
Tomorrow 

P&G 

It  Could  Be  You 
sust 

Cuiding  Light 

PAG 
Amer  Home  Prod 

(last    6/24) alt  P&G 

Search   for Tomorrow 
P&G 

It    Could    Be    You 

I'onds 

(7/16)   alt  su6t 

Cuiding  Light 

P&G 

Al-Culv  i  l 
alt  P&G 

Heckle  &   |eckle 

EUSt 

News 

(1-1:10)  sust 

Stand  Up  &   Be 
Counted 

  sust   

Close-Up co-op 
News 

(1-1:10)  sust 

Stand  Up  &  Be 
Counted 

sust 

Close-Up 
eo-op 

No   net   service 
As  the  World 

Turns 

P&o 

I'm; 

(eft  i  /l,  sust) 

Club   60 

co-op 
As  the  World 

Turns 
P&G 

Club  60 
c»-op 

PAG — (ttt  T/g,   suit) 

Our   Miss  Brooks 
Best  Foods 
(last    6/25) 

alt   sust 

No    net    service Our  Miss  Brooks 
sust 

Club  60 

Club  60 

No   net   service Art  Linkletter 
Stand  Brands 

Bride   &   Croom 
Tbnl  alt  sust 

Art  Linkletter 

Kellogg 

Bride  &   Croom 
Campbell  Soup 

No  net  service 
Afternoon    Film 

Festival 
(3-4:30) 

partlc 

Big   Payoff 
Colgate 

Matinee 

(3-4) 

partic 

Afternoon    Film 

Festival (3-4:30) 

partlc 

Bie   Payoff 

Colgate 

(eff  7/2.   sust) 

Matinee 

(3-4) partlc 

I 

No  net  service Mr.    Wizard 
sust 

Afternoon    Film 

Festival 

Bob  Crosby 

sust 
Gerber    alt 

sust 

Matinee 

Afternoon    Film 

Festival 

Bob  Crosbv 
Wesson    Oil 

Be«'      Foods 
Bfl    7    2,   sust) 

Matinee 

Face  The  Nation 
sust 

(eff  6/23. 
no  net  service) 

Youth    Wants 

To  Know 

alt Amer    Forum 
sust 

Afternoon    Film 

Festival 

Brighter   Day P&G 

Secret   Storm 
Amer   Home  Prod 

}ueen    for   a    Day 
Amer  Home  Prod 

Hast    <■>    21' Toni   alt  Brown 
&    Williamson 

Afternoon    Film 

Festival 

Brighter   Day 
P&G 

Secret  Storm 
Amer  Home  Prod 

Queen  for  a  Day 
Stand  Brands 

Borden  (last  6 

Stand    Brands 

World    News 
Round  Up 

sust 

(eff   6   - 
no  net 

Zoo  Parade 

sust 

No    net    service 
Edge  of  Night 

P&G 

P&G (eff    7/1) 

Stand  Brands 

Modern  Romances 
Sterling   Drug 

No    net   service 
Edge  of  Night 

P&o 

P&G 

(eff  7/2.  sust) 

P&G 

Modern   Romance! 
sust  alt  Cblver 

- 
Brillo  i : 

r  ir 

College  News 
Conference 

sust 
(eff  6/23, 

no  net 

Face  The  Nation 

-list 

-tart) Frontiers  of 

Faith 
sust 

Mickey     Mouse 
Club co-op 

Comedy  Time 
Mickey  Mouse Club 

co-op Comedy   Time Chese-Ponds 

(7/16  start) 
(alt   sust i 

  sust   
Open   Hearing 

sust 
World    News 
Round-Up 

sust start) 

Outlook 

sust 

Coca  Cola 

Miles  alt 
Minn  Mining 

HOW  TO  USE  SPONSOR'S 

NEW  NETWORK  TELEVISION 

COMPARAGRAPH  AND  INDEX 

The  network  schedule  on  this  and  preceding  pages  I  40.  47  i 

includes  regularly  scheduled  programing  on  the  air  between 

6  July  and  2  August  (with  possible  exception  of  changes 

made  by  the  networks  after  presstime).  Irregularly  sched- 

uled programs  to  appear  during  this  period  are  listed 

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

grams not  listed  are  as  follows:  Tonight,  NBC,  11:30-12:30 
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[INESDAY 

»S  NBC 

THURSDAY 

ABC  CBS  NBC 
ABC 

FRIDAY 

CBS 

NBC 
SATURDAY 

ABC  CBS  NBC 

Home 

panic 

Home 

Price  Is  Right 

Milt 

Cirry    Moore 
Nolllo     ill     mil 

Arthur    Codfrcv 
I 

Home 

partlr 

Home 

Cirry    Moore 

I'llti    P 

•  It   tun Swift 

lohnaon    &    J 

•  It   C.I    Parking 

Home 

pntla 

Home 

Opt  Kangaroo Mill 

Mighty   Mouse •  It    ill 

Mia 

Howdy  Doody 

lllklnc    >  ' 

a    Oo 

Cumby 

• Price   Is  Right 

iuit 

ch 
Truth  or 

Consequences 
MUt 

Leva! 

Strike    It   Rich 

lit* 

Truth  or 

Consequences 

Yanlley    >lt 
I'll!!    Plate    Olui 

ll»l 

Price   Is  Right 
U 

Staley    <H    SOS 

Strike    It   Rich 
Colgate 

Truth    or 

Consequences 

Susan's    Show 

■  uit 

fury 

•  •  i 

•  It   Borden 

Its  A   Hit ■  uit 
Opt    Gallant 

llrlni 

Tic   Tac   Dough 

1    atari) 
•It    «uit 

Valiant    Lady 
Tonl   >lt 

Iai; 

Loye   of    Life 

\      -   ii 

Tic  Tac  Dough 

Kr.fl 

•It     PAG 

If  Could  Be  To« 

alt  MII.-<  (J 
I 'A'. 

Valiant    Lady 

Loye   of    Life 
*  H  .rne  l*nwt 

Tic   Tac    Dough ■ 

alt   mil 

iw; Search    for 
Tomorrow 

pao TTCoUTd^Br  Tou 
\  r:  .  -    II  >m©    Prod 

•It  iuit 

Big   Top 

■  uit 

True   Story 

Starling    Jinjg 

It  Could  Be  You 

mow 

Itr.xwi     ,v     Wagon 
•  II    IVirn    Prod 

Search    for 
Tomorrow PAG 

Cuiding   Light PAO 
Cuiding  Light 

P.u; 

Big   Top 
Dctccfiyc   Diary 

i    I>njg 

Close-Up 
co- op 

Club   60 
co-op 

News 
(1-1:10)  iuit 

Stand   Up  0   Be 
Counted 

lull 

Close-Up co-op 

As  the  World 
Turns I'm; 

PAO 

(err 

Club   60 co-op 

News 

(1-1:10)  iuit 

Stand   Up  &   Be 
Counted 

•uit 

Close  Up co-op 

As  the  World 

Turns 

PAG 

I'M. 

'  ■■     -   '    " 

Club   60 
co-op 

Lone    Ranger 

Gen   Mllli 

•  It   Neitle 

No  net  service 

No    net    service 

Dizzy     D    m  No    m  t    service 

iuit 

M    I!    ' 

Club  60 Our  Miss  Brooks 

Nettle  »lt  mit 

Club  60 

Bride   &   Croom 

Art    Lmkletter Kellogg 

Our   Miss   Brooks 

O    Mill-    alt  iuit 
Club  60 

Johnson    A    Jotimon 

Bride   &   Croom 
Art      Linklcttcr 

I^ver    Broa 
Bride   b   Croom 

Baseball  Came 
of    the   Week 

1:30) 

FalitarT  Brewing 

Baseball 

(con't) 

Amrr  Safety   Razor 
Philip    MottIi 

No    net    service 

Leo    Durochcr's 

Warmup co-op 

Major  League 

Baseball 

•oncl) 

"     J      Iltynoidi 

'*    ipon 

Matinee 

(3-4.) 

panic 

Afternoon    Film 

Festival 
(3-4:30) 

panic 

Big    Payoff 
Colgate 

-.  iuit) 

Matinee 

(3-4) 

p>nl« 

Afternoon    Film 

Festival 
(3-4:30) 

rtrtlc 

Big    Payoff 
Colgate 

Matinee (3-4) 

partlc 

Baseball 

'<    OS  ■  V 

Matinee 

- 

Afternoon    Film 

Festival 

Bob  Crosby 

Tonl  alt  iuit 
Matinee 

Afternoon     Film 

Festival 

Bob  Crosby 

90S alt    p 

Matinee 

Qen    Mill!   itmii 

Basebal 

Queen  for  a  Day 
Dtile   Cup    all 

IdtI 

Am   H.vm,. 

Afternoon    Film 

Festival 
l*Ti»l 

Brighter    Day         Queen  for  a  Da) 
PAG  Sunklit    alt 

Secret   Storm  Mlnnennt
i  Minim Amer  II  bm  Pi  id  UUea 

Afternoon    Film 

Festival 
Brighter    Day 

I'M". 

Secret   Storm 
Amrr  Flime  Pmd 

Queen  for  a  Dai 

90S 
suit 

Amer   Home   Ptoc 
alt   Com  Prod 

Baseball 

TAG r.s.n 

Modern  Romance 
On  Pn»l    >lt 
Sterling   Drug 

Edge  of  Night 

No    net    service    ^_! —  Modern  Romanc ''*'■  Kr.ft 

(eft 

No  net  service 
Edge  of  Night 

pan 
Modern  Romanci 
Sterling  Drug   al 

No  net  service 

Comedy  Time 
l>Ter 

SOS     :    i;  start) 

alt    - 

Mickey   Mouse 

Club   co-op) 
Pillsburr    alt 

Am  Par 

Comedy    Time 

Krift 

•  It    W 

Mickey  Mouse 

Club 

so  pp 

co-op 
Comedy  Time 

•uit 

•It   lust 

No  net  service 

Brlitnl-Mrcri 

Gen  Foods 

Gen    Mllli 

Gen   Mllli 
Five    Star Comedy 

re   Corp 
No  net  service 

p.m..  Monday-Friday,  participating  sponsorship;  Sunda) 

Vewa  Special,  CBS.  Sunday.  11-11:15  p.m..  sponsored  by 

Pharmaceuticals  Inc.:  Today,  NBC.  7:00-9:00  a.m..  Mon- 

day-Friday,  participating;    The  Jimmy   Dean   Show,   (  BS, 

7:00-7:45  a.m..  Monday-Friday,  participating;  Captain 

Kangaroo.    CBS.    8:00-8:45    a.m..    Monday-Friday.    9:30- 

10:00  .i.mi..  Saturday,  participating:  »'<•»■<.  i  IS.  7:  l.")-<o.:00 a.m.  and  8:45-9:00  a.m..  Monday-Friday. 

Ml  times  are  Eastern  Daylight  Participating  sponsors 

are  not  listed  because  in  many  cases  they  fluctuate. 

Sponsors,  co-sponsors  and  alternate-week  sponsors  are 
shown  along  with  the  names  of  programs.  Agencies,  brands, 

costs  ami  ratings  appear  in  separate  listings  on  pages  l".  44. 



A  weekly  listing  of  changes 

in  the  advertising  and  broadcast  fields 

NEW  AND  RENEW 

NEW  ON   TELEVISION    NETWORKS 

SPONSOR 
American   Home   Products,   NY 
American   Machine  &   Foundry. NY 

AGENCY 

Y&R,   NY 
Fletcher    D.    Richards. NY 

Hazel  Bishop.  NY  Raymond   Spcctor,    NY 
Brillo.  NY  JWT.    NY 

Brown   &   W'rr    ̂ n,    Louisville    Bates,  NY 

Bristol-Myers,    N  ■' 

Carter   Products,   NY 

Max   Factor,   Hollywood 
Cencral    Motors,    Detroit 
Mentholatum,    Buttalo 
Mentholatum,   Buffalo 
Mentholatum,    Buffalo 

Mentholatum,   Buffalo 
Philip    Morris,    NY 

Nestle,  White   Plains   .   
Pet  Milk,  St.  Louis    
Standard   Brands,   NY    
Star-Kist  Foods,  Terminal   Is,  Calif 

DCSS.  NY 

SSC&B,     NY 

Anderson-McConnell,  LA 
Kudner,   Detroit 

|WT.    NY      

|WT.    NY 

JWT,    NY 

JWT,    NY ^Burnett,   NY 

-Mc-E,  NY   
Gardner,  St.  Louis   

.Compton,  NY           
.  Honig-Cooper,   SF      NBC  62 

STATIONS  PROGRAM,    time,    start,    duration 

NBC  91  People's  Choice;  alt  Th  9-9:30  pm;  10  Oct;  52  wks 
NBC  NCAA    Football;    Va    spon    3    reg'l    games     (Eastern,    Big    Ten 

Conference,    Pacific  Coast);  Su   12,  26  Oct;  9,  23   Nov  only 
CBS  94  Jimmy  Dean  Show;  Sa   10:30-11    pm;  22  )une;  13  wks 
NBC  Bride  &  Croom;  alt  Tu  2:45-3  pm;  10  Sept;  52  wks 
NBC  80  57th   Annual    Ntl   Open   Coif   Championships',    '/i    spon;   Su   5-6 

pm;    16  June  only 
NBC  80  57th   Annual    Ntl   Open   Coif   Championships;    '/2    sp°n;    Sa   6-7 

pm;   15  June  only 
NBC  80  57th   Annual    Ntl   Open    Coif  Championships;    '/2    spon;   Sa  6-7 

pm;  Su  5-6  pm;  15,   16  June  only 
CBS  160  Those  Whiting  Cirls;  alt  M  9-9:30  pm;   1   July;  13  wks 
NBC  CM   Jubilee  of  American   Music;  Su  9-11:00  pm;    17   Nov  only 
NBC  Bride  &  Croom;  alt  F  2:45-3  pm;  11    Oct;  26  wks 
NBC  Comedy  Time;  alt  F  5:15-5:30  pm;  11   Oct;  26  wks 
NBC  The    Price    Is   Right;   alt    F,    M    11:15-11:30    am;    11-14   Oct; 

26  wks 
Queen  For  A  Day;  alt  M  4-4:15  pm;  14  Oct;  26  wks 

NCAA  Football;   '/4  spon  of  Big  Ten  Conference  Reg'l  Cames; Su  12,  26  Oct;  9,  23  Nov  only 
Carry  Mo»re;  alt  Th   10:15-10:30  am;  11    July;  26  wks 
Edge  Of  Night;  alt  W  4:45-5  pm;  3  July;  52  wks 

.  Edge  Of  Night;  M  4:45-5  pm;  1   July;  52  wks 
Tic  Tac  Dough;  alt  F  12-12:15  pm;  16  Aug;  13  wks 

NBC NBC 

CBS   74 

CBS   139 
CBS   139 

RENEWED   ON   TELEVISION    NETWORKS 

SPONSOR 

Borden,    NY   
Brillo.    NY    _   
Brillo,    NY 
Colgate-Palmolive.    NY 
Ceneral  Foods,  White  Plains  __ 
P&C,   Cincinnati   
P&C,   Cincinnati   
P&C,    Cincinnati    
P&C,   Cincinnati     
P&C,   Cincinnati        

R.   J.    Reynolds,   Winston-Salem 
Sterling    Drug;    NY   
Sunbeam,   Chi    

Time,   Inc.  NY     

AGENCY 

_Y&R,    NY      

|WT,    NY 
JWT,    NY      Bates,  NY   

._Y&R,    NY   
_B&B,    NY   
_Y&R,    NY     
_B&B,    NY 
.Compton,  NY    

...  Burnett,  Chi   
Wm.   Esty,  NY  _ 

DFS,   NY 
Perrin-Paus,   Chi 

Y&R,  NY    

STATIONS 

_NBC  91     
..NBC  62   
NBC  59    

CBS    141 
CBS    160 
CBS    113 
CBS   139    

CBS   140    
CBS   117    

.CBS   134     
  CBS   129 

NBC  97 

  NBC    

_   ..CBS   119 

PROGRAM,    time,    start,    duration 

People's  Choice;  alt  Th  9-9:30  pm;  3  Oct;  52  wks 
.It  Could  Be  You;  alt  Tu  12:45-1    pm;  10  Sept;  52  wks 
Modern  Romances;  alt  Tu  4:45-5  pm;  10  Sept;  52  wks 
Strike   It  Rich;  M-F   11:30-12  N;   1    July;  52  wks 
Those  Whiting  Cirls;  alt  M  9-9:30  pm;  8  July;  52  wks 
As  The  World  Turns;  M-F  1:30-1:45  pm;  1   July;  52  wks 
Brighter  Day;  M-F  4-4:15  pm;  1   July;  52  wks 
Edge  of  Night;   M-F  4:30-4:45  pm;   1    July;  52  wks 
Cuiding  Light;  M-F  12:45-1    pm;  1   July;  52  wks 
Search  For  Tomorrow;   M-F  12:30-12:45  pm;  1    July;  52  wks 
Bob  Cummings  Show;  Th  8-8:30  pm;  4  July;  52  wks 
Modern   Romances;  M  4:45-5  pm;  5  Aug;  52  wks 

NCAA    Football;    '4    spon    3    reg'l    games    (Eastern,    Big    Ten 
Conference,    Pacific  Coast*:  Su   12,   26  Oct;  9.  23   Nov  only 

Pantomime  Quiz;  alt  F  10:30-11   pm;  5  July;  52  wks 

BROADCAST   INDUSTRY    EXECUTIVES 

NAME 

James  Anderson 
Rene   Anselmo 

James  R.   Bonfils 
Robert  Buck   
Ted    Cott 
Alan  Cragin 

FORMER  AFFILIATION 
WTTC.  Washington,  stn  mgr      

.  Fremantle  Overseas  Radio  &  TV  &  TV  Pgms  of  Amer 

TV  Productions,  acct  exec   

Harold   Duffitt    

Jack    Eisele 
John    Fitzgerald   
Chester    Classley 
Thomas  C.    Harrison 
Henry  Hede 

WABD,  NY,  vp  and  gen  mgr  &  member  of  board  of  dir's . 

CJON,  St.  Johns,  Newfoundland,  mgr  comm  sis      

KCUL-TV,    Houston,  reg'l  sis  &  promotion   
ABC-TV  Network  Sales,  NY,  asst  business  mgr   
Five  Star  Productions,  LA,  pres 
John  Blair,  St.  Louis,  mgr 
ABC-TV  Network  Sales,  NY.  business  mgr 

Dr.   Myron  H.  Helfgott  Ogilvy,   Benson  &   Mather.   NY,  research  dir   
Russell   Kemmeter    U.   S.    Rubber  Co.   industrial   plastic   slsman        
Walter  M.  Kocsslcr    WCBS-TV,  Miami,  managing  dir           
Russ  Kundert    KBTV,  Denver 
Martin    Low         Cincinnati    Milling   Machine  Co.,   sis  engineer 
George   MacDonald  _-   CJOC,  Quebec  City,  mgr 

Stuart  I.   Mackie   Chicago  Title  &  Trust  Co,  sis  promotion  &  public  rel's  dept 
Jack  Miller 
Joseph   R.    Rastatter 
Mann  Reed 
Carlos    Reese 
A.  Richard  Robertson 

Robert    Sampson 
Robert   L.   Smith 
George  C.  Stevens 
Irving  Waugh 
Ernest  A.    White 

Joe  Zimmermann 

Buchanan  &  Co,   LA.  acct  exec 

John  T.  Casey  &  Asso,  NY,  gen  public  rel's  counsel KBTV,    Denver,   production   mgr 
Ziv  Co,  St.   Louis,  sis  rep 

KSL-TV.    Salt    Lake    City,    dir    of    promotion,    public    rel's    & 
publicity    

WSAI,   Cincinnati,   gen   mgr 
Foster  &   Kleiser  Outdoor  Advtg.   SF.  sis  promotion  supvsr 
WRCA,   NY,  sis  dir 

WSM,  Nashville,  exec  asst  to  pres  &  comm  dir  radio-tv 
Inter-Mountain   Network,   Denver,  sis  &  sis  promotion 
WFIL-AM,   FM,  TV,   Phila,   dir  of  advtg  &   promotion 

NEW   AFFILIATION 
DuMont  Broadcasting,   NY,  exec 

ABC   Film   Syndication,   Mexico   City,   Mexico   &   Central   Amer 

sis  rep 

WTTC,  Washington,  stn   mgr 

CJON-TV,   St.   Johns,   Newfoundland,   sis  dept 
NTA,  NY,  exec  staff 
KFBM-TV,  San  Diego,  sis 
Same,  radio  sis  dept 
Clarke  Brown  Co,  Houston,  mgr 
ABC  TV  Network,   NY.  dir  of  sis  service 
TCF-TV,   Hollywood,  asso  producer 
ABC   Radio  Net,  NY,  vp  in  chg  of  sis 
ABC  TV  Network,  NY,   eastern  sis  manager 
Package   Research    Institute,   NY,   pres 
WTMJ-TV,   Milwaukee,  sis 
WPST-TV,  Miami,  stn  mgr 

Same,   production   mgr 
Robt  Lawrence  Productions,  NY,  vp  in  chg  of  sis 

CJON.  St.   Johns.   Newfoundland,  pgm  co-ordinator 
Avery-Knodel,  Chi,  radio  sis  staff 
KTVR,   Denver,  asst  gen  mgr 

TvB,   NY,  dir  of  public  rel's Same,   pgm   mgr 
John   Blair,  St.   Louis,   mgr 

KSBW-TV  &  Radio.  Salinas-Monterey,  and  KSBY-TV  &  KVEC, 
San  Luis  Obispo,  dir  of  sis  development,  promotion  & 
publicity 

WTCN.   Minn-St.   Paul,  gen   sis  mgr 
KPIX,    SF,   asst  sis  promotion    mgr 
Transcontinental  Tv  Corp.   NY,  gen  sis  mgr 
WSM-TV,  Nashville,  gen  mgr 
ABC  Film  Syndication,  NY,  advtg  &  promotion  dept  copy  chief 
Triangle  Stns.   Phila,  dir  of  stn   promotion 

50 
SPONSOR 6  july  1957 



\utiimal  mill  regional  •~j«it  '<im  \ 

m  null,  rmii  ur  recently  completed 

SPOT  BUYS 

TV    BUYS 

Nationwide  Insurance  Co.,  I  olumbus,  i-  spotting  ""Main.!"  in 
Northeastern  and  Midwestern  markets.  I  he  series  will  begin  in  Oc- 

tobei  for  ~>2  weeks.  Film  commercials  are  calculated  i"  I  I  I  Fa- 
miliarize the  public  with  the  Nationwide  name  and  (2)  advertise  its 

full  line  <>l  policies.  I!u\  in-  i-  not  completed.  Buyer:  i * < •  t >  Glatzer. 

Agency:  Ben  Sackheim,  New  "^  •  > i  k . 
Bymart-Tintair,  Inc.,  \.  u  ̂  . .1  k.  is  entering  al  leasl  10  major  mar- 

kets for  it-  Tintaii  colorings  and  coloi  rinse.  The  52-week  schedule 

will  starl  ahortl)  in  Cleveland.  Minute  and  20-second  announce- 

ments will  be  slotted  adjacent  to  high-rated  network  ami  local  shows. 

Frequency:  2"  per  week  in  each  market.  Buying  is  half  com- 

pleted. Buyer:  Les  Blumenthal  and  Mori  Reiner.  Vgency:  Prod- 
in  i  Sen  ices,  Inc.,  New   i  >>ik. 

RADIO    BUYS 

Ford  Motor  Co.,  Dearborn,  is  said  to  l>r  planning  a  heav}  satura- 

tion campaign  f < » r  Lincoln-Mercury.  Minnie  and  20-second  an- 

nouncements will  be  scheduled  during  peak  traffic  hours.  Buyer: 

Lou  Kennedy,  \gency:  Kenyon  ̂   Eckhardt,  New  York.  I  Vgencj 
declined  comment  i 

Drug  Research  Inc.,  New  York,  is  buying  in  new  markets  for  its 

weight-reducer  Regimen.  Schedule  kirk-  ofi  15  Jul\  for  an  indefi- 

nite run.  Commercials  will  be  ,,|>  seconds  and  longer  in  length. 
Frequency:  50-70  per  week  in  each  market  Cop)  will  have  a  hoi 

weather  tie-in.  Buying  is  no!  completed.  Agency:  Kastor,  Farrell, 
Chesfej  &  Clifford,  New  York. 

Pharmaco,  Inc.,  Kenilworth,  N.  J.,  is  apparentl)  now  making  its 

1957-58  plans  for  Feen-A-Minl  and  Chooz.  Schedule  will  probabl) 

start  1()  September  for  29  t"  33  weeks,  sponsor  learned.  Minute 

e.t's  10  Beconds  for  Feen-A-Mint  20  seconds  for  Chooz  will  be 
Blotted  mostl)  during  the  7-9  a.m.  period.  Mondaj  through  Friday. 

High-rated  station  breaks  and  participations  are  being  sought  Fre- 

quenc)  will  varj  from  market  to  market.  Buying  has  just  begun. 

Buyer:  Sam  \  itt.  Agency;  Doherty,  Clifford,  Meet-  &  Shenfield, 

New  York,  i  Vgenc]  could  not  be  reached  for  comment) 

Cott  Beverage  Corp.,  New  Haven,  is  preparing  a  special  |>u-li  for 

its  cold  drinks  in  the  New  England  markets.  Schedule  will  begin 

shortly  for  four  week-,  it's  -aid.  Minute-  will  be  purchased  7-7  p.m. 
throughout  the  week.  Frequency  :  1<>  t<>  15  per  week  in  each  market. 

Buyer:  Jack  Bradfute.  Agency:  Dowd,  Redfield  &  Johnstone,  Inc., 

New  York.    '  ̂gencrj  could  not  be  reached  for  comment) 

RADIO  AND  TV  BUYS 

Creyhound  Corp.,  Chicago,  i-  buying  radio-ti  schedules  foi  all  it- 

lines  throughout  the  country.  Campaign  will  start  shortly  and  will 

run  through  the  summer.  Minute  commercials  will  be  live  and  e.t. 

in  radio,  live  and  film  in  tv.  Buying  i-  n<>t  completed.  Buyer:  Tom 
ReilK.      Vgency:  (lre\    Vdvertisins    Vgency,  Inc.,  New   York. 

I 

GEEg   I  like  that 
dress,  Mummy!" Commen  ials  on  W  GN-TN  have 

a  waj  ofgetting  results  I"  i \\  (,\  I  \  programming  keeps 

folks  wide-awake,  interested 
>unl  watching.  I  "i  j  >i  <  ■«  •  *  -  lei  our 

specialists  fill  jrou  in  on  some  sur- 
prising \\  <.V  I  \  case  histories 

and  discuss  \'>ur  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales w,h    GN-TV Channel  9 
Chicago 

It's  not  square  miles,  but 
SALES  THAT  COUNT! 

In  Madison,  Wisconsin,  VHF  odds 

more  to  your  cost  than  to  your 

coverage.  With  WKOW-TV  you 

deliver  70°o  as  much  share  of 

the  audience*  at  only  45°o  of 
the   cost. 

Madison   area   Telepulse  —  April, 
1957 

sd    *°
n 

for  V*
*' 

WKOW-TV 
ABC   in   Madison,   Wis 
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I  want  some 

of  those  cookies!" 
Commercials  on  WGN-TV  have 

a  way  of  getting  results — because 
WGN-TV  programming  keeps 

folks  wide-awake,  interested — 

and  watching.  For  proof,  let  our 

specialists  fill  you  in  on  some  sur- 

prising WGN-TV  case  histories 
and  discuss  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 

With     _      'ft,-  Chicago 

BMI 
"Milestones"   for 

August 
BMI's  series  of  progiam 

continuities,  entitled  
"Mile- 

stones," focuses  the  spot- 

light on  important  events 

and  problems  which  
have 

shaped  the  American  s
cene. 

August's  release  feat
ures 

tour  complete  half  -  h
our 

.|1(,„s— ready  for  immedi
- 

ate use — smooth,  well  writ- 

ten scripts  for  a  variety  ot 
uses. 

•SUMMER  FESTIVALS"
 

August  3,  1957 

■WONDERS  OF   THE   W
ORLD" 

(Ancient   &   Modern) 

August   11,  1957 

"V1RCINIA   CITY" 
,A  New  View  ot  the  Old  W

est) 

August   18,   1957 

•MAN  ON  THE  BEAT" 
i  Policemen  of   the  World) 

August  25,  1957 

•'Milestones' 
commercial 

local    >t> 

available       Jor 

nrship   see  your 
for    detaiU. 

m,       'mm,,.       "mm,,..       "w. 
BROADCAST  MUSIC,  INC. 
NEW  YORK     •     CHICAGO     •     HOLLYWOOD 

TORONTO     •     MONTREAL 

52 

+ 
ews  and  Idea 

WRAP-UP 

ADVERTISERS 

The  second  largest  advertiser  cate- 
gory scheduled  to  use  nighttime 

network  tv  next  season  is  the 

drugs-toiletries  group,  with  21 
different  advertisers  set  to  date. 

i  Food  and  grocery  products  lead  with 
23  advertisers  signed  up  at  tins  point.  I 

Here's  a  breakdown  of  the  1  'J57-58 

(hugs-toiletries  sponsors  and  the  num- 
ber of  regularly  scheduled  shows  they 

have  I  partialK  or  exclusively),  coin- 
pared  with  November.  1956: 
ADVERTISER  1956-57  1957-58 
II.  Bishop  1  1  (plus news  seg.) 

Bristol-Myers  3  3 
Cartel  1  0 
Chesebrough  2  1 
Colgate  3  2 
II dene  Curtis  1  3 
Emerson  Drug  1  0 
Max  Factor  1  1 

Jergens  1  0 
Johnson  &  Johnson     1  1 
Lanolin  Plus  1  0 
Lever  Bros.  2  2 
Lew  is  &  Howe  1  0 
Mennen  2  2 
Miles  2  news  segs.  2 
Noxzema  1  1 
Pharmaceuticals         4  3 
I'Iku  ma-Craft  0  1 
P&C  6  4 
Revlon  3  4 
Shu  I  ton  specials         1 
Sterling  Drug  1  1 
Toni  5  4 
Vicks  2  0 
WarnerHudnut  1  2 
Whitehall  2  plus  2  plus 

2  news  segs.  2  news  segs. 
Wildroot  1  1 

Greyhound  Bus,  which  sponsors 
an  alternate  half-hour  on  the 

Steve  Allen  show,  has  signed  a 
consent  decree  with  the  Justice 

Department. 
The  decree,  in  essense.  promises: 

•  Do  everything  it  can  to  avoid   a 

monopoly   in   inter-city  transportation. 
•  Buy    its    buses    and    parts    from 

sources  in  addition  to  General  Motors. 

•  Stop    allocating    territories    with 

other  bus  operators. 

Here's  an  idea  from  the  National 
Association  of  Music  Merchants 

that  other  advertiser  groups  may 

find  applicable  to  their  own  needs: 
the  Recreotiotuil  Piano  tv  series. 

Recreational  Piano  is  a  15-minute 

program  that  teaches  piano  lessons  via 

1\.  It  is  based  on  a  pioneer  series  of 

live  lesson  telecasts  developed  by  edu- 
cational tv  station.  Kl  HT.  I  niversitv 

ol  Houston.  Tex.  (A  survey  taken  by 

the  sociology  department  of  the  Uni- 
\ii-ii\  -hows  that  25,000  people  were 

following  the  piano  programs  regu- 
larly! 

Recreational  Piano  has  been  made 

into  a  series  of  13  films  by  the  \  \\1\1 
and  offered  free  to  subscribers.  Then 

local  music  dealers  were  encouraged 

to  sponsor  the  show  on  local  tv  sta- tions. 

How  to  promote  a  one-shot  on 
network  radio — or.  what  the  Inter- 

national Ladies  Garment  Workers 

I  nion  did  for  its  one-timer  on  ABC 
113  June): 

•  Full  page  ads  in  all  ILGWU 

union  papers.  (The  New  York  union 

paper  invited  members  to  Madison 
Square  Garden  to  see  the  event.  Papers 
in  59  other  cities  told  about  it.) 

•  Letter  from  ILGWU  executive 

v. p.  telling  local  officials  about  the 
broadcast  with  station  list. 

•  Follow  up  press  release  from 
ILGWU  coinciding  with  ABC  press 
story. 

•  Second  letter  from  executive  v.p. 

timed  to  arrive  one  week  before  broad- 

cast, plus  fact  sheet  spelling  out  adver- 
tising and  poster  follow  through.  Home 

office  printed  the  posters  and  sent  ad 

proofs. 

•  Had  Morris  Novik,  radio-tv  con- 
sultant for  the  union  act  as  funnel  for 

clearance  problems,  t  \\  ith  this  set-up 

of  having  local  union  executives  in- 

form headquarters  about  local  clear- 
ance problems,  \o\ik  managed  to 

clear  all  but  one  market.  W  ilmington. 

Del.  I •  Ads  in  metropolitan  newspapers 

two  days  before  and  on  the  day  of 
broadcast  were  also  used. 

•  Local  follow  through  tied-in  by 

local  live  opening.  Standard  opening 
was  written  and  sent  to  each  union 
local  and  each  local  ABC  Station. 

ILGWU  reports  the  promotion  cam- 

paign "worked  like  a  charm."  Detail 
was  just  right  amount  to  get  local  fol- 

low   through    without    disturbing    the 
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lo(  .il  union  executii e  -  routine  and  .it 
ill,-  same  time  comprehensh e  enou  \h 
in  delivei  maximum  local  promotion 

impact. 

People  in  the  news:  l<>m  DeBow, 
directoi  "I  advertising  and  news  l"i 
( lities  Sei  \  ice,  has  been  elei  ted  \  i<  e 

presidenl  and  member  "I  the  board  "I 
directors  .  .  .  Gardner  Barker  has 

been  appointed  executive  vice  presidenl 
foi  rhomas  I.  I >ipton,  I ni ,  Bai kei 
has  been  v. p.  in  charge  "I  new  prod 
ucts  and  acquisitions  ,  .  .  .1.  W, 
Keener,  executive  v. p.,  will  become 

president,  directoi  and  member  "I  iln- 
executi\ e  commiUee  "I  B.  I  .  <  loodrich 

on  I  Vugusl  following  the  retire- 
ment on  3]  Jul)  ol  W  illiam  S.  Rii  hard- 

son,  president.  Richardson  will  con- 
tinue as  a  director  "I  the  company. 

AGENCIES 

\\  eisa  &  Geller,  New  York,  in  an 
expansion  move,  »ill  open  an 
office  in  Miami  tit  service  the  Flor- 
i<la-<  iaribbean  area. 

Jerome  Dobin,  until  recently  head  of 
lii-  own  agencj  in  Nev  York,  will  be 
in  charge  of  the  Florida  operation. 

Ni'w     Vgencj    appointments:    FCB 

I  os  Vngeles  I  !"i  Tidewater  •  'il  ( '<>. 
.  .  .  Y«XR  I  Montreal  I  foi  <  h  itelaine 
Industries  and  for  Breck  Products  in 

Canada  .  .  .  Roman  Advertising  (St. 
Louis)  t . .  i  I  >a  i  i  \  Queen  National  De- 

velopment (.<>.  .  .  .  kiulnrr  for  Gen- 
eral telephone  System  .  .  .  Cunning- 
ham A  Walsh  for  Eskimo  Pie  Corp. 

i  subsidiary    of  I  .S.   Foil  I . 

Another  merger:  the  Rumrill  (  o., 
Rochester,  N.l ..  has  bought  Moser 

A   ( 'olins.  I  tica,  N.l . 
f*he  un>\t>  increases  RumriU's  gross 

volume  I"  over  $10  million  and  makes 

the    companj     a    three-citj     operation 
Roi  hester,    Buffalo    and    I  tica  I .      \ 

NEW  ORLEANS  I 
the 

OK  Negro  Radio  Buy 

WBCff 

NEWS  COVERAGE 

Helps  MAKE 

K- 
Z  No.  1 

Radio  Station  in  Houston 

Big    Mike    X99 

Big    Mike    No.    1 

r~T  -\ 

Big    Mike    No.    2 

Big    Mike    No.    3 

plus 

Houston's  Largest  News  Staff 
(6  FULL-TIME  NEWSMEN) 

MAKE  K-NUZ  1st  in  NEWS 

No.    7    in    Hooper,    Pulse,    Nielsen 
and   Cumulative   Pulse 

HOUSTON'S    24    HOUR    MUSIC    AND    NEWS 
National  Reps.:  Forjoe  &  Co. — 
New    York    •    Chicago    •    Los    Angeles    • 

San    Francisco    •    Philadelphia    •    Seattle 

Southern   Reps.: 

CLARKE   BROWN   CO.— 
Dallas    •     New    Orleans    •     Atlanta 

IN  HOUSTON,  CALL  DAVE  MORRIS,  /Ackson  3-2587 

SPONSOR      •      (>   .11  l.V    195' 
53 



A  pictorial  review  of  local 

and  national  industry  events 

PICTURE  WRAP-UP 

Cal  behind  the  camera  is  \  irginia  Lee  Reed,  who  has  just 

joined  WEHT-TV,  Evansville,  Ind..  as  staff  director  and  cameraman. 

\  irginia  i-  an  Indiana  I  niversity  graduate  who  majored  in  Psychology 
a-  well  as  radio  ami  l\.  No  wonder  talent  arrive-  on  time  for  rehearsal 

Radio  and  Television  Executives  Society  officers  and  hoard: 
(Seated  I.  to  r.  i  Frank  Pellegrin,  treasurer:  Omar  Elder,  Jr..  Secre- 

tary; Bernard  Goodwin.  fir>i  viee  president;  John  Daly,  president; 

Geraldine  Zorbaugh,  vice  president;  John  B.  Poor,  vice  pn-ident. 
Governors  are  standing  (1.  to  r.  I  :  Sam  Slate,  Robert  Leder,  Ma^gi 

Eaton.  Harold  B.  Mers.  Robert  J.  Burton  I  retiring  president), 

Norman  Cluck,  \Iar\  McKenna,  Norman  Glenn,  Ted  Bergman. 

Board    member   Kenneth   W.    Bilby    wa-   not    present    for   this   picture 

News  at  sea  is  covered  b>  KSON,  San  Diego,  with  a  new,  fast 
express  cruiser.  Other  mobile  new-unit-  consist  of  three  radio 

equipped    cars,    and    "walkie-talkies"    for    news    reporters    on    foot 

Silver  dollar  for  50c  is  offered  by  Joe  Finan, 

host  on  KYW^TV's  Cash  on  the  line  as  experi- 
ment. After  a  few  sales  the  crowd  gained  con- 

fidence  in   the   supposed   "con   man"  and   swapped 

Purchase  of  Moser  and  Cotins  agency  is  an- 
nounced 1>>  Arthur  S.  Cotins,  pres.  New  owner 

is  the  Rumrill  Co.,  Rochester,  represented  by 

George   Prince,  exec.   v. p..   Charles   Rumrill.   pres. 

Giant    postcard    is    accepted    by    Ardmore, postmaster.  Martin  Cassidy.  J.  Galy  Yarnell.  open 
director  of  K\  SO-T\    is  sending  the  card  advisinj 

KVSO-T\    i-  back  on  air  after  Tornado  leveled' 
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ujonth  ago  Rumrill  purchased  Baldwin, 
Bowen  and  Strachan  agency,  Buffalo. 

Tin-  I  lit  vi  In  in  « ill  become  a  «li\  i- 

■ion  of  Rumrill  and  retain  tin-  Mosei 
\  Cotiiu  name.  No  tnajoi  personnel 

changes  an'  planned,  George  M.  Prince, 
executive  v.p.  of  Rumrill,  will  become 

executive  v.p,  "I  Mosei  8  Cotins  Divi- 
sion  and  coordinate  activities  of  tin- 
two  organizations. 

\»riw\    changes!     ̂ «'>     idverUa- 
iiifj.   Miami.    1 1 . i -~  changed    it~   name   to 
Southern  Advertising,  Inc.  ,  .  ,  George 
J.  Cobak  l>a~  bought  controlling  Btock 
of  Jesop  Advertising,  Akron,  and  has 
been  named  president  and  general 
manager.  Cobak  bas  been  a  member 
of  the  firm  for  In  years. 

Personnel  notes:  Erick  Marder  has 

been  promoted  to  supervisor  of  mar- 
ket research  for  K&E  and  Dr.  ilberta 

Gilinskj  moves  from  assistant  account 
research  supervisor  to  accounl  research 
supervisor  .  .  .  Royal  A I  cot  t  bas 
joined  Wade  Advertising,  Hollywood, 
a-  producer-director  in  the  tv-radio 
department   .   .    .   Edwin   Led   has   left 
Fuller  S  Smith  S  Ross  to  join  \\ .  S. 
Walker  Advertising,  Pittsburgh  .  .  . 
Grace  RfcMulIan  lia>  been  promoted 
to  chief  timebuyer  and  Fred  Thnmin 
has  been  named  group  supervisor  in 
the  research  department  at  Gardner 
Advertising  .  .  .  Charles  Hull  Wolfe, 
formerU  with  McCann-Erickson,  bas 
joined  Griswold-Eshelman,  Cleveland. 
Wolfe  will  report  directly  to  the  agen- 
c\  president  .  .  .  George  II.  Guinan 
has  joined  Burke.  Dowling,  Adams, 
New  ̂   ork.  as  an  account  executive 
.  .  .  Cnrran  A.  Johnson  has  been 

named  an  account  supervisor  at  W.  S. 
Walker  Advertising,  Pittsburgh  .  .  . 
David  North  bas  been  appointed  to 
the  executive  -talT  and  plan-  board  of 

the  Blaine-Thompson  Co.'s  commercial 
products  division. 

IT'S   HERE! 
WITH    AN    EXTRA    BONUS 

FOR   YOU 

Our  new  maximum  power  and  1,000  foot 
tower  is  erected  ....  delivering  you  a 

market  of  more  than  a  quarter-million 
TV   families. 

W  E AU  TV 
EAU  CLAIRE,  WISCONSIN 

See   Your   Hollingbery   Man 

/VOtV  EVEN  MORE  THAN  EVER   

Stoc6to*t'4  'Tfttet *£i4te*ted ta  Station 
HOOPER  RAD/O  AUDIENCE  INDEX 
STOCKTON,  CALIF.  OCTOBER  -  DECEMBER   1956 

MONDAY  THRU  FRIDAY 

7:00   A.M. -12:00   NOON 

RADIO 
SETS 

IN  USE 
C N KSTN A M OTrER 

AM  &  FK 1  L3 
l"+.0 

1^.2 
8.1 

42.1 11.6 

5A 

18.5 

10,163 

MONDAY  THRU  FRIDAY 

12:00   N00N-6:OO  P.M. 

RADIO 
SETS 
IN  USE 

Cy 

y^ 

KSTN » H OTHER 
AK  &  FK 

SIZE 

10.  IA 

*    . 

e.h 

34.6 11.2 

21.8 

12,159 

Fall  1956  Hooperatings  again 

shows  4-year  KSTN  dominance 
of    Stockton  Radio  Audience. 

*America's  92nd   Market 

Represented  by  Hollingbery 
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ABC  AFFILIATE  CHANNEL  2 

Peters,  Griffin,  Woodward,  Inc. 

Amttq  (Js  Towers 

KWTV 
OKLAHOMA  CITY 

ACHMETf TOWER. 

Ibe  lou  er  uith  the   SALESpnuer  in  Oklahoma 

They  became  v.p.'s:  Edgar  J. 
Donaldson,  director  of  t\ -radio  for 
ketchuin.  MacLeod  &  Grove  .  .  .  Gor- 

don F.  Kami,  account  executive  at 

Burke.  Dow  ling.  \dam-.  New  York... 
John  F.  Wel^fa  and  Fredrus  L. 

Baldwin,  members  of  the  executive 
contacl  stafi  at  Warwick  &  Lejder. 

NETWORKS 
The  count  so  far  is  40  brand  new 

nighttime  shows  starting  on  the 

networks  next  fall.  Here's  how  they 
breakdown  by  types: 

Adventure         2 

Drama  Y->  hr   ___.         3 
Music  1  hr.         1 

Music  y2  hr.  .  1 

Mystery  1  hr.  2 

Mystery  y2  hr.                4 
Quiz  _  2 
Situation  Comedy         7 

Variety  1  hr.     3 

Variety  %  hr.  .....  ..  4 
Western  1  hr.     2 

Western  V2  hr.      _    7 
Misc.  _  2 

Of  these  40  new  starters,  ABC  TV 

has  13,  CBS  TV  has  10  and  NBC  TV 

has  17.  Note:  ABC  TV  figures  it  will 
have  at  least  four  more  new  shows 

when  the  final  count  is  in.  (See 

sponsor's  Tv  and  Radio  Basics  out  20 
Julv  lor  complete  fall  programing 
analysis.) 

Fall  network  tv  programing  notes: 

Eleventh  hour  activity  at  NBC  TV 

this  past  week  signaled  the  end  of 
tv  veteran  the  Lux  Video  Theatre. 

The  network  announced  the  hour 

live  drama  series  was  being  dropped 

by  Lever  Brothers  in  favor  of  a  new 
half-hour  show  yel  to  be  decided  upon. 

Lever  will  now  take  the  10-10:30  p.m. 

spot  on  Thursday  nights  with  Hazel 
Bishop  and  Quaker  Oats  alternating  in 

the  10:30-11  p.m.  period  with  the  new 
Jane  Wyman  Show  .  .  .  Hazel  Bishop 
will  also  move  in  to  two  other  NBC  TV 

programs  in  the  fall  line-up:  as  alter- 
nate with  American  Tobacco  on  Man- 

hunt. Friday  9-9:30  p.m.,  and  as  full 
sponsor  for  the  Original  Amateur 

Hour.  Sunday  7-7:30  p.m.  (Note:  that 
Hazel  Bishop  will  sponsor  Amateur 
Hour  during  the  summer  Ion  Monday 

10-10:30  p.m.  I  .  .  .  RexalFs  special 
production  of  Pinocchio  I  Sunday.  13 

October)  will  now  be  heard  on  NBC 
radio  as  well  as  seen  on  NBC  TV  .  .  . 

Suspicion    is   the    new    title    for   NBC 

TV's  fall  mysterj  series,  formerly 
called  Crisis  (Mondaj  10-11  p.m.  1 

New  program  producing  firm: 
IVfills-Milford-Park  has  been  created 

bj  Ben  Park,  director  of  public  affairs 
for  NBC;  Ted  Mills,  executive  pro- 

ducer at  NBC  and  Gene  Milford,  mo- 

tion picture  editor  and  director. 
Parks  and  Mills  will  quit  their  NBC 

post  on  31  Jul\  and  Milford  will  re- 
sign his  position  as  president  of  MKR 

Productions  to  form  the  new  company. 

The  firm  will  specialize  in  producing 

major  one-shot  tv  shows  and  limited 
series  for  tv  as  well  as  feature  motion 

pictures.  The  company  already  has 

been  asked  to  prepare  two  one-shot 
specials  for  NBC  TV  for  the  upcoming 
season. 

Current  tv  programing  notes: 

Armstrong  Cork  Co.  will  sponsor 

Summer  Playhouse,  film  series,  on 

NBC  TV  Tuesday  9:30-10  p.m.  on 
alternate  weeks  during  the  summer 

.  .  .  Ford  Motor  Co.'s  replacement 
for  the  Ford  Show  I  Tennessee  Ernie 

Ford  I  will  be  High  Lou.  new  Barr\- 

Enright  quizzer,  in  the  Thursdav  9:30- 
10  p.m.  spot. 

Network  radio  sales:  GMC  Truck 

and  Coach  Division  l  General  Mo- 

tors )  has  signed  for  a  four-week  cam- 
paign on  ABC  Radio  picking  up  por- 

tions of  Speaking  of  Sports. 

ABC  Radio  is  considering  cancelling 
its  contract  with  Nielsen. 

Network  feels  that  radio  needs  quali- 
tative as  well  as  quantitative  research 

and  the  Nielsen  isn't  meeting  present 
needs  of  seller-buver. 

TV   STATIONS 

Story    behind    a    unique    sponsor- 

ship— Gunther  Brewing  Co.'s  picking 

LAKE  CHARLES 

the 
OK  Negro  Radio  Buy 

KAOff 

.-,(, 
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OUT  FRONT 

With  ALL-NEW  Facilities 
Nr>»  offices  .  .  .  ill  new  studio 
facilities!   ̂   <■«.  WREN,  the  station 
iliit   moves  your  ̂    1-,  i»  moving 
our  place  «>l  business.  \ml  ii<>«. 
wREIN  alone  in  ropeka  operates 
from  facilities  tpecificallj  buitt 
for  radio  broadcasting.  V<l\«-r- 
tlsers,  thanks!  Your  confidence  in 
\\  KI'.N  has  prompted  this  <•<>,)- 
ndent   forward  step. 

5,000  Watts  Topekn.   Kansas 

Rep.    by    John    E.    Pearson    Company 

DON'T  loo*  T^ 

LOOKED  UP! 

SPECIALIZED  NEGRO 

PROGRAMMING 
With  100%  Negro  programming  per- 

lonnel,  KPRS  is  effectively  directing 

the  buying  habits  of  its  vast,  faithful 

audience.  Your  sales  message  wastes 

neither  time  nor  monoy  in  reaching 

the  heart  of  its  "preferred"  market. 

Buying  time  on  KPRS  is  like  buying  the 

only  radio  station  in  a 'community  of 

127,600  activt  prospects. 

1,000  W.      1590  KC. 

KPRS 
KANSAS   CITY,   MISSOURI 

For  availabilities  call  Humboldt  3-3100 

Represented  Nationally  by- 

John  E.  Pearson  Company 

up  the  ill'  i"i  i  he  Intel  rial  ional  Vi\  .il 
l!c\  iew  I  telex  asl  ovei  W  I  \\\.  Noi  folk, 

\\  BAL-TV,  Balti   re  and  \\  \l  \l    l\. 

\\  ashington,  I >.  I 
•  i  runthei  had  i ei  enl l\  opened  .1 

new  hi. null  in  Norfolk  and  since  the 

Na\  \  i~  \<>ilnlk»  mosl  importanl  1  u~ 
tomei .    the    beei    1  ompanj     Fell    thai 
what  -  j   I  foi   the  Na>  j    is  good  foi 

Noi  l"lk  and  consequent!)  g   A  l"i  1 1 1< • 
iii.iinil.il  tin  11    1 1  \  !?];■    in    capl nil-    thai 

III. II  ki'l  . 

0  I  he  coming  I  leel  Re\  iew  w  .1  •-  ol 
■  mil  -I-,  the  mosl  talked  about  thing  in 
Noi  folk  .11  iln-  time  and  the  Yi\ )  was 
mosl   anxious  to  ha>  e  it   tele>  ised. 

•  I  lunthei  also  Ban  the  telecast  ins 
"I  the  r\  ''Mi  ,i»  an  unusual  opporl  unit  j 
to  sponsoi  .1  1  i-.i  1 1  \  worthwhile  public 
sei  \  ice  r\  ent. 

\\  illi.ini  ( '.  ( Jeoghegan,  director  <>f 
advertising  foi  <.iiiiilin.  told  sponsoh 
that  while  final  sales  results  have  no1 

been  tabulated,  tin-  compan)  is  con- 
\  inced  thai  the)  have  seldom  made  .1 
bettei  buy.  \ml  ,1  Hood  of  mail  lia> 
complimented  them  on,  both  the  show 
and  the  manner  in  h  hich  the  commer- 

cials were  handled. 

The  Friendlj  Group  Stations  held 

a  two-da)  management  conference  last 
week  in  Steubenville,  (>..  and  made 

plans  i"  hold  similar  meetings  ever) 
-i\  months  al  the  different  cities  rep- 

resented  b)    the  stations. 

Friendl)  <  Iroup  includes:  WSAV- 

TV-  \\l-'l  \.  Steubenville;  KODE-TV- 
WI-IA.  Joplin,  Mil:  vvTIT,  Pitts- 

burgh; W  PAR,  Parkersburg,  \\ .  Va., 
and  \\  BLK,  Clarksburg,  \\ .  Va.  I  Ik 
group  also  holds  .1  cp  foi  .1  Clarks- 

burg t\  station  now  under  construc- 
tion. The  new  Clark-Inn-  station  w  ill 

go  .mi  the  air  the  first  da)  of  the 
W..1I, I  Series  as  a  primar)  NBC  I  \ 
affiliate,  but  will  also  telecast  CBS  T\ 
and   \l!<     l\   shows. 

1  hose  attending  the  meeting  includ- 
ed :  .l.nk  N.  Berkman,  president ;  John 

.1.  Jaux,  executive  \.\>.:  Fred  Weber, 
v.p.  WSTV,  Inc.;  Louis  Berkman,  v.p. ; 
Carl  \.  Weinman,  secretary-treasurer; 
and  station  managers:  Don  loset. 
George  Clinton,  and    Harr)    Burke. 

Personnel    miles:     Barbara    Bad- 

d(»\.  |ni  11  ri  pi  1  igi am  |irniiiniiiiii  di- 

rectoi  of  \\  BNS-T\  .  I  lolumbus,  <  >.. 
has  I  een  named  director  of  press  in- 

formation ami  audience  promotion  fur 
(lie  \\  <  \l  stations,  Philadelphia  .  .  . 
Joint    Frederick    Cnndiff   has   been 

W      \W 

GEE    That's  the 
car  for  me!" Commercials  on  \\  '  A  I  \  | 

a  «.i\  nl  getting  results  bei  a'use \\  <  JN-TV  programming  keeps 
folk-  wide-awake,  interested 

and  n  Hi*  liuiL'.  For  proof,  lei  our 

spei  1  ilists  fill  you  in  on  some  sur- 
|n  ising  W  '  A  I  \  case  histories 
and  disi  uss  youi  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 

v  Gfl-TV 
Channel  9 

Chicago 

TERRE  HAUTE, 

Indiana's  2nd   Largest 
TV  Market 

257,970 

TV  Homes 
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GEE !  I'll  try  that 
baking  powder!" Commercials  on  WGN-TV  have 

a  way  of  getting  results — because 
WGN-TV  programming  keeps 
folks  wide-awake,  interested— 
and  watching.  For  proof,  let  our 

specialists  fill  you  in  on  some  sur- 
prising WGN-TV  case  histories 

and  discuss  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 

with  WGN-TV 
Channel Chicago 

Music 

\  MUsje 

appointed  sales  manager  for  WNHC- 
AM-FM-TV,  New  Haven-Hartford, 

Conn.  Cundiff  is  former  sales  man- 

ager of  KCRG-TV,  Cedar  Rapids,  la. 
.  .  .  Edwin  Lasko  has  been  promoted 

In  a>-i>tant  manager.  Bill  Morrow- 
has  been  named  program  and  produc- 

tion manager,  Vince  Doyle  is  now 
national  sales  director  and  Don  Ful- 

ler has  been  upped  to  regional  and 

local  sales  director  at  WSJV-TV,  Elk- 
hart. Ind.  .  .  .  William  A.  Slater  has 

resigned  as  local  sales  manager  of 

\\  J  HP-TV.  Jacksonville,  Fla.,  to  join 

the  local  sales  staff  of  WFGA-TV,  also 
in  Jacksonville  .  .  .  Arthur  Owens, 

former  operations  manager  of  WCSH, 

Portland.  Me.,  has  been  appointed  pub- 
lic service  director  for  WCSH-TV  .  .  . 

Robert  I*.  Rimes  has  joined  the  sales 
promotion  staff  of  WWJ  &  WWJ-TV, 
Detroit  .  .  .  Fred  Bunsen  has  joined 

the  sales  promotion  department  and 

Jaek  Weleh  the  sales  department  of 

KTBC-TV,  Austin,  Tex.  .  .  .  Miehael 
R.  Santangelo  has  been  named  to 

the  newly  created  post  of  coordinator 

of  publicity  and  special  events  for  the 

Westinghouse  Broadcasting  Co.  Sant- 
angelo comes  to  WBC  from  General 

Public  Relations,  a  subsidiary  of  B&B. 

RADIO      STATIONS 

"Summer  Listening  and  WGN- 
Radio,,'  is  a  booklet  prepared  by 

this  Chieago  station  to  show  agen- 
cies and  advertisers  that  they 

"cannot  afford  to  give  their  adver- 

tising a  summer  vacation/' 
The  comprehensive  study,  backed 

by  Nielsen.  Pulse,  RAB  and  ARF  re- 
search and  survey  statistics,  shows: 

•  Summer  listening  is  as  high  as 
winter. 

•  Added  bonus  of  outdoor  radio 

listening  in  the  warm  weather  months. 
•  Outdoor  audience  represents  a 

booming,  new  market. 

CLEVELAND'S  STATION  FOR  MUSIC  8  NEWS 

Two  new  firms  servicing  radio  sta- 
tions: Station  Identification,  Inc., 

Long  Island  City,  N.Y.,  which  operates 

a  custom  library  of  station  identifica- 
tions for  music  and  news  operations. 

The  library,  known  as  the  Bill  Meeks 

Library,  consists  of  station  identifica- 
tions, news  identifications,  time  identi- 

fications, weather  identifications,  etc. 

All  are  custom-tailored  to  the  call 

letters  and  personalizerl  the  slogans  of 
each  station.  Station  Identification,  Inc. 

handles  the  library  east  of  the  Missis- 

sippi  and  Pains  Advertising.  Dallas, 
handles  it  for  the  West  .  .  .  Broadcast 

Services,  Inc.,  El  Paso,  represents 

mainly  Spanish  language  stations  pro- 
ducing singing  jingles,  distributing 

soap  operas,  making  surveys  and  do- 
ing market  research. 

Focus  on  personalities:  Richard 
H.  Schutte  has  been  appointed  sales 

manager  for  KCBS,  San  Francisco. 
Schutte  was  formerly  with  CBS  radio 

spot  sales  .  .  .  Paul  Klempner  is  re- 
signing from  ABC  to  join  WQXR.  New 

York,  in  the  newly  created  position  of 

director  of  sales  development . . .  Earle 
J.  Gluck  has  been  elected  chairman 

of  the  board;  Larry  Walker,  presi- 
dent; and  C.  George  Henderson, 

executive  v. p.  of  WSOC  Broadcasting 

Co.,  Charlotte.  X.  C.  .  .  .  Jack  Con- 

Ion,  former  West  Coast  sports  an- 
nouncer, is  new  vice  president  and 

general  manager  of  KOHN,  Honolulu 
.  .  .  Byron  E.  Anderson  has  been 

promoted  to  sales  manager  for  KSTP, 

Minneapolis-St.  Paul. 

FILM 

Jackie  Gleason's  The  Honeymoon- 
ers  will  be  kicked  off  in  syndica- 

tion this  fall  via  sponsorship  by  Ron- 
zoni  and  Clairol. 

CBS  Tv  Film  Sales  sold  the  show- 
to  the  two  advertisers  on  three  NBC 

o&o's:  WRCA-TV.  New  York;  WRCV, 

Philadelphia  and  WXHC-TV,  New 
Haven.  The  deal  comprises  39  first- 
run-off-network  episodes  and  13  re- 

peats. 

The  sale  was  made  through  Emil 

Mogul  for  Ronzoni  and  FC&B  for 
Clairol.  The  Honeymooners  registered 

a  Xielsen  average  audience  rating  of 

28.6  during  the  1955-56  season. 

Guild  Films"  earnings  jumped 

500%  during  the  six-month  peri- 
od ending  31  May. 

.->!', 
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I  leoi  ;e  I  reMartini,  \  ice  president 

.mil  treasurer,  reported  pre-tax  profits 

ill  >  I  ">_'.. ?<!.'5.  compared  with  >?'. 7.  Ill  I 
during  tin*  previous  corresponding  pe- 

riod. Pre-tax  profits  during  tin-  three 
months  ending  >l  Mas  alone  came  t" 
s_>')7.o:u. 

Guild  i^  n<>\\  preparing  it-  26th  t\ 

program.    Ii   is  Light  oj  tin-  limit/,  a 
radio    sei  ies    for    mans     \  e.n  B,     Co-pro- 

duction  contracts  have  been  Bigned  be- 
tween Guild  President  Reub  Kaufman 

ami  lolm  I..  ( 'la i k.  president  "I  I  i .m- 
american  Productions,  which  holds  all 

i  ights  in  the  sei  if-.  ( luild  h  ill  handle 
world   distribution. 

The  religious  programs  in  the  third 

new  show  announced  b)  Guild  within 
a  month.  The  other  (wo  are  Minutes 

oj  Prayer  ami  The  Michaels  m    [frica. 

NTA  is  readying  ;i  series  <»l    new 

-ln>>»-.  | •In—  network  reruns  on  it-  film 

network  foi  fall  airing.  New  time  slots 

will  be  opened   for  the  programs. 

TCF-T\  Productions,  t\  subsidiary 

20th  Century-Fox,  which  own-  .">(-', 
of  the  \T\  Film  Network,  has  turned 

over  to  \T\  all  ;;  2i)//;  Century-Fox 

Hour  programs.  TCF-TV  will  also  pro- 
duce 20  new  -how-  for  the  film  net- 

work. 

20fA  Century-Fox  Hour  will  be  end- 

ing a  two-year  run  on  (d'>^  TV,  alter- 
nating w  iili  tlir  /  .>.  Steel  /lour. 

Meanwhile,  NTA's  nevi  package  of 
— *  >t ti  Centur)  features,  the  "Big  Fifty," 
has  been  -old  to  23  stations. 

PanG-TV,  Inc..  ha-  purchased  rights 
to  _'(>  features  from  Atlantic  IN  to 
round  out  its  Theatre  \ostalgique  .  .  . 

Wt.VTN .  Chicago,  has  bought  the 

entire  \\  arner  Bros,  cartoon  package 
from  LAP.  .  .  WBZ-TV,  Boston,  an- 

nounced tin-  purchase  of  three  film 
packages  totaling  172  features.  The) 
include  70  Columbia  films  from  Screen 

-.    50   2(i|li    Century-Fox    pictures 

from  \  I  \  and  '.'  ;■"-!  1948  I  nit<  d 
Vrtists  features.  The  buys  represent 

a  - 1 10,000  investment  .  ,     Dynamic 

Filmi  will  covei  I  >"n  <  impbell'e  >i 
tempt    to   break   the   "watei    bai  i  ii  i 
(  ampbell   w  ill   make   his   it  \    on    I  ake 
i  an. nnl. 1 1   hi.  \ .  Y.  latei  tin-  summei . 

Sterling  \\  sales:  \nimal  Crackers 

to  \\  \\l  l\.  Louisville,  Ky.;  Bowl- 

ing Time  to  Kl  I  ( ).  Sioux  Falls,  5.  I». 
and   \\   I  \  \\  .   Evansville,    I  nd.  :    <  hi  I  0OT\ 

Classics  to  KIN  I.  St,  Louis;  Features 

to  Kll  VS,  Hastings,  Nebr.;   Mm  ie  Mu- 
teum  to  \\  I'.  I  \  .  (  h. ill,. lie.   \.  (     :   and 
Sports  Films  in  \\  VTV,  Newark. 

Film  nun  iii  the  D6WS1  Dick  Irving 
has  been  named  |i\  Revue  Productions 

in  direct  the  new  Mickey  SpiUam 
lie-  .  .  .  John  It.  Dalton  Iii-  been 

appointed  an  account  executive  for 
t  BS  Film,  New  York  ,  ,  .  Reuben  R. 

Kaufman,  Guild  Films  president,  has 

lefi  for  l.n-land  with  plan-  to  produce 
film  series  there  .  .  .  Samuel  Gang, 

\  I' \  foreign  representative,  is  leaving 
for  an  extended  tour  of  12  Latin 

American  market-  in  a  move  to  expand 
distribution  to  that   area. 

INTERNATIONAL 

Bow  i-  t\  doing  down-under? 
Hexes  a  rundown  from  agencyman  I. 
I  .   Rose,  director  of  l.inta-.  one  of  the 

largesl  agencies  in   Australia  : 

•  So     far    onK     Sydne)     and     \lel- 

bourne  '  covering  38*  -  of  the  popula- 
tion i  have  t\  stations. 

•  Set  penetration  figures  ■''»'  ,  in 
Sydnej  ;  .".'  I  .  in  Melbourne. 

•  Cheapest    t\     receivers    retail    at 
about  $400      deemed  preltx    -teep  H  lien 

average  Vussie's  take-home  pay,  before 
tax,  i-  ju-t  over  $40,  But  recentl) 
manufacturers  have  started  selling  at 

v2  down  and  people  are  "gradually 

taking  heart." •  I  op  advertisers  are  electrical  ap- 

pliance manufacturer-,  followed  b) 

clothing  ami  then  liquor.     I'op  pro-ram 
sponsors  are  cosmetics  and  toiletries. 

Biggest     single     advertiser     i-     Levei 
Brothers  with  two  half-hour  shows 

fulK  sponsored  ami  two  co-sponsored. 
•  1!\  the  end  id  1957  Rose  expects 

a  li>',  average  of  penetration  in  t\ 
area-  and  25*  -    bj  mid-1959 

•  Film  -how-  like  Disneyland,  Our 
Miss  Brooks.  Rohm  Hood,  I  Love 

Lucy,  etc.  seem  to  be  getting  the  big- 

gest audience-.  I,u,\  rati'-  better  than 
W  i    -hare  of  set-  in  use. 

vo 

4U    O. 
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FILM        COMPANY 

3825     Bryan    •    TA   3-8158    •    Dallas 

PRODUCTS  FOR  YOUR 

TV  AND  ART  DEPT. 

"STORYBOARD"  PAD 
The  pod  that  has  big  5x7 

video  panels  that  enable 

you  to  make  man-sized  TV visuals.  Perforated  video 

ond  audio  segments  on  gray 

background. 

No.   72C— Pad  Size   14  I  17  " 
(50  Sheets — 4  Segments  on   Sheet) 

No.  72  E— Pocket   Size   6^4   i   8'«  ' 
(50  Sheets — I   Segment  on   Sheet) 

Tomkins  TELEPAD 

2.50 

Moil  popular  TV  visual  pod 

with  2Vi«4"  video  ond 
audio  panels  on  gray  bock- 

ground.  Each  ponel  perfo- 
rated 

No.   72*— 19  I  24 
150  Sheets — 12  panels  on  Sheet) 

No.  72B— Packet  Size  8  I  IS" 
(75   Sheets — 4  panels  on   Sheet) 

VIDEO  PAPER 
Sensotional  new      pope'      for 
TV     art  sts  Mokes     on     ordm- 

ary      pencil  line     vivid     ond 

colors     just  popl      Write     for 
somple 

FREE   SAMPLES 

FOR   THE    ASKING1 Write     on     your      letterheod 

200-poge     cotolog     of     art 
pli*t.  An       Encyclopedio 
Artists    Materials 

3  50 
2.00 

ARTHUR  BROWN  fc  BRO. 
2  West  46th  St..  New  York  36. J 
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Another  thinly  disguised  WJR  success  story 

Top  management  men  are  harder  to 
than  the  inside  off  a  harem! 

That  was  the  problem  of  a  company  that  wanted  to 

sell  an  automobile  concern  on  the  advantages  of  chang- 
ing to  a  special  steel.  Since  the  switch  would  be  of 

gigantic  proportions,  it  meant  not  only  selling  top 
management  but  also  engineering,  designing,  styling, 
purchasing,  and  the  head  guard  on  the  main  gate.  It 
was  quite  a  problem  .  .  .  but  not  insurmountable. 

This  enterprising  steel  company  thought  of  reaching 
them  by  radio.  (And  when  you  think  of  radio  in  the 
Detroit-Great  Lakes  area,  you  think  of  WJR!)  The 
steel  company  used  announcements.  The  announce- 

ments caught  the  undivided  attention  of  the  men  that 
had  to  be  reached.  A  series  of  selling  messages  on  WJR 

resulted  in  the  grand  sale.  The  keymen  had  been  pre- 
conditioned, pre-sold. 

The  steel  company  was  most  lavish  in  its  praise  of  WJR. 
It  figured  its  salesmen  would  have  required  years  to 
accomplish  what  WJR  did  in  short  order. 

Whether  you  want  to  reach  millions  of  people,  or  just  a 

select  few,  you  can  do  a  better  job  on  WJR — the  station 
that  dominates  the  Detroit-Great  Lakes  market.  Call 
your  nearest  Henry  I.  Christal  office  for  complete  facts 

on  this  case  and  hundreds  of  others — facts  which  prove 
that  WJR  can  do  more  for  your  product  and  do  it 

quicker,  too! 

The  Great  Voice  of  the  Great  Lakes 

50,000  Watts 
WJR Watte     +J   CBS  Ri 

Detroit 

CBS  Radio  Network 

35  years  of  service 

You'll  never  be  a  part  of  "top  management' unless  you  drive  carefully 

60 
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II  hats  happening  in  I     S.  Government 

that  <if)r,t<,  tponsora,  agencies,  ttatiom 

WASHINGTON  WEEK 

6  JULY 
C«p*Tltht    1*57 

SPONSOR    PUBLICATIONS    INC 

II.  as  b  result  of  the  Senate  Commerce  Committee*!  stall  report  on  h  network 

practices,  the  network!  haven't  got  the  jitters,  they're  simpli  immune  to  <  ongres- 
sional  jolt*. 

I  his   slashing,   hard-hitting    repoi  t 

•  Deals   harahl)    with   network   option-time  and  must-bu)    policies. 

•  Raises  the  question  <>f  whethei   ili<-  aetworks  own   too   man)    stations. 
•  \-k-  Justice   Department   vigilance  <>n   network    production   of   programs. 
•  Indicates  thai  the  FCC  has  the  power   i<»  regulate  networks  and  should  <lo  so 

i«p  some  extent. 

[Tiere  is  little  comfort  i<>  be  gained  saj  FCC  practitioners  from  the  fad  thai  i li<- 
Senate  committee  did  nol  actuall)  adopt  the  document,  but  instead  released  it  .1-  .1  stall 

report.     \ml    here's   ili>-    reading-between-the-lines  the)    <ii<-: 
1  1    Tin'  committee,  without  dissent,  asked  tin-  Justice  Department  and  the  H  4 

to    Stud}    the    recoiiuiH'iidiitioiis    .mil    -ulmiil    •< 'i  1 1 1  mill . 

2  1    The  committee  urged  Justice  to  repl)  a>  rapid!)  ;i«  possible  and  gave  the  I  I  I 
a  90-da)    leewa)   aftei   the  dual   report  of  the  FCC   network   stud]    committee    (Dean   Roscoe 
I'.. 11  row,  chairman  ' . 

3)  The  committee  hinted  thai  it  the  FCC  and  Justice  came  with  explicit  pro- 

grams of  action,  it  mi^lit  !»«•  inclined  to  refrain  from  promoting  specific  legis- 
lation. 

Obviously,  the  committee  feels  thai  b)  leaving  the  initiative  to  the  FCC  and  Justice, 

the  end  results  might  be  more  potent  and  conclusive  than  :i  formal!)  signed  com- 
mittee report. 

The  Celler  Report,  which  was  a  formal  committee  document  l>ui  more  vague  .1-  i" 
directives,  non  lakes  on  added  importance  as  the  thinking  of  a  committee  on  the  House 
side  11I  the  Hill. 

The  pressure  is  mounting  for  changes  in  network  practices,  and  it's  an  ill- 
kepl  secret  thai  the  FCCs  Barrow   group  is  leaning  in  a  similar  direction. 

The  Senate  Commerce  report  makes  these  distinctions  in  outlining  how  the  advertise! 

and  the  public  are  at  a  disadvantage  under  presenl  network  must-bu)  and  option-time 

policies : 
•  Tin-  public  loses  programing,  ami  tin-  advertisers  lose  opportunities  to  obtain 

time  in  major  markets. 

•  \  network  advertiser  whose  competitor  has  a  program  on  the  t\  networks  in  prime 

time  is  unable  t"  get  hi*  order  accepted  because  of  the  competitor's  protection  I  mm 
product   conflict. 

The  committee's  suggested  solutions:  (a)  Substitute  a  minimum  dollar  amount  for 
the  must-buy  list,  and  (bl  reduce  the  amount  of  network  option  time  and  curtail 
clearance  tor  network  sale  of  time  outside  option   time. 

The  FCC  has  ruled  against  the  use  of  booster  stations  l>>   ̂ l>t  t^  Btations. 
However,  ii  has  proposed  a  rule  looking  toward  use  of  boosters  l>>    uhf  stations  to 

(ill  in  their  "shadow*1  area-. 

The  FCC  lias  okayed  the  purchase  1»>  Westinghouse  of  H  \\M-T\.  Baltimore. 
Payment:  $5,070,000  worth  ol  Westinghouse  stock  at  current  market  prices. 

John  C.  Doerf er,  a  Republican  and  former  chairman  of  the  Wisconsin  Publh  Service 
Commission,  is  the  new   chairman  of  the  Ft  (        Se<    Newsmaker  of  the  Week,  pagi 
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Another   reason    why  WTVT  is  your   best   buy   in   the  Twin  Cities  of  the  South! 

NEWS-FROM  SCENE  TO 
New  sound-on-film  cameras,  with 

amplifiers  and  power-packs  developed  by 
the  WKY  Television  System,  enable 

WTVT  news  crews  to  shoot, 

develop  film,  and  telecast  news 
30  minutes  after  it  breaks! 

Swift  coverage,  complete 

coverage  make  the  six  daily 

WTVT  NEWSROOM 

programs  top-rated  in 
Tampa  -  St.  Petersburg 

— another  reason  why  WTVT 

is  your  best  buy  in  the  Twin 
Cities  of  the  South! 

ETERSBURG 

TAMPA -ST.  PETERSBURG  ranks  34ch  m  retail  sales  amongmetropolitan  markets*,  is  a  must  on  ever)  mC 
market  list!  WTVT  dominates  the  Twin  Cities  of  the  South,  delivers  bonus  coverage  of  239  prospering  commun 

*  Sales  Management  Survey  of  Buying  Power,  May  1957 



iCREEN  IN  30  MINUTES! 

WTVT 

STATION 

I 

STATION 

C 

31    OUT   OF    50   TOP-RATED 

SHOWS    ARE    ON    WTVT  * 

\\  rVT  dominates  Tampa  -  St.  Petersburg 
viewing  not  only  with  CBS  programs, 
but  with  Iol.i1  shows,  too!  W  I  \  I  news, 
sports  and  weather  dominate  viewing  in 

their  time  periods.  '57  ■  1KB 

A  remote  a  day  was  the  dizzy  pace  set  by 

WTVT  camera  crews  during  a  recent 

month!  Remote  programs  included  net- 
work originations  of  The  Garry  Moore 

Show,  let's  Take  A  Trip,  I've  Got  a  Sceivt, 
plus  mam   local  and  regional  events 

TAMPA -ST.  PETERSBURG 

UPS  MARKET  RANKING  IN 

EVERY  CATEGORY! 

Total  Retail 

Sales 

Food  Store 

Sales 

Automotive 

Sales 

Genetal 

Merchandise 

Sales 

1957  1956 

ranking  ranking 

34 

39 

29 

33 

36 

44 

34 

37 

Amount 

$786,145,000 

161,983,000 

147,698,000 

114,546000 

(Sales  Management  Survey  of  luymg  Power   May  1 957) 

CBS  Channel  13 

WTVT 
TAMPA-  ST.  PETERSBURG 

The  WKY  Television  System,  Inc. 

WKY-TV  and  WKY  Oklahoma  City 

WSFA-TV  Montgomery 

REPRESENTED  BY  THE  KATZ  AGENCY 



A  round-up  of  trade  talk, 

trends   and   tips   for   admen 

SPONSOR  HEARS 

c«wtiM  it«7  '  "  raake  sim>  a"  the  earl)  evening  periods  are  filled  this  fall,  the  tv  networks  (so  says 
sponsor  publications  imc        Madison    \\(iiu(  i    are  open  to  "program  con  ribution"  hi<ls. 

The  "contribution"  angle      common  in  eai  l\  t\      works  this  way  :  The  network  absorbs 
a  healthy  eliunk  of  the  program  cost. 

Flamingo,  which  has  sold  its   film  library  to  INTA,  expects  to  make  an  easy 
transition  into  its  next  business:  finance. 

Through  the  years  it  learned  the  knack  of  factoring  many  a  deal. 

Bartering   pings   for   trans-Atlantic   flights  seems  to  have  reached  up   into  the 

ranks  of  the  news  commentators,  as  well  as  interviewer-type  personalities. 

A  European   airline  this  week — for  example — asked   sponsor   for   the   explicit   working 

connections  of  a  couple  commentators.   One  of  them  is  a  veteran  of  over  20  years. 

The  current  hoopla  over  wired  tv  strikes  a  reminiscent  note  for  veterans  in  the 

business. 

They  recall  North  American  Industries'  try  with  wired  radio  in  Cleveland  back 

in  the  '30s  and  the  foul-up  that  resulted. 

Disk  jockeys  around  the  country  were  recently  chided  by  an  agency  media 

executive  for  not  "going  all  out"  in  boosting  a  contest. 

Commented  the  general  manager  of  one  of  the  stations:  "That  should  teach  the 

agency  it's  not  smart  to  go  around  the  management's  back.  The  results  might  have 

been  a  lot  better  if  the  promotion  were  made  the  station's  effort.  ' 

The  competitive  picture  on  the  tv  networks  this  fall,  rue  agency  men,  is  so 

complicated  and  uncertain  that  it  may  stall  the  seasonal  game  of  "Nielsen  roulette." 

Here's  how  the  game  is  pla\ed  in  tv-loaded  agencies:  Each  contributor  to  the  pool 

guesses  the  number  of  "points"  each  of  the  agency's  shows  will  get  in  the  initial 
Nielsen.    The  player  coming  closest  to  the  total  number  of  points  wins  the  pot. 

Another  vanishing  breed  is  the  music  librarian — the  erudite,  exacting  fellows  who 

check,  dig  for.  and  often  select  program  music. 

Julius  Mattfeld,  CBS  music  librarian    (also  author  and  concert  organist),  thinks  he's 
just  about  the  last  survivor. 

Says  he:  "If  Arthur  Godfrey  went  off  the  air,  I'd  be  out  of  a  job." 

Mattfeld's  explanation:  In  tv,  most  of  the  live  shows  have  original  music,  whereas 
radio  tends  to  go  more  heavily  for  standard  stuff. 
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This  is  Axel,  odds-on  favorite  children's  television  personality  in  the  Twin 

City  area.  Every  weekday  evening  at  5  o'clock  on  WCCO  television.  Axel 
and  His  I)o^  has  an  avid  audience  37'  -   greater  than  all  three  competing 

programs  combined;  l^1     times  larger  than  the  nearest  competitor.* 
Participations  are  available.  Ask  Peters,  Griffin,  Woodward. 
»ARB   M'  imbtaed  Metropolitan  >nd  Outer  \r.  . 

WCCO    television 
MINNEAPOLIS     •     ST     PAUL 

sponsor     •     6  ji  \.\    1957 
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AD    MANAGER'S    TIME 

I  ontinued  from  \  age  29 1 

a  major  consideration.  He  thinks 
such  an  arrangement,  whereb)  a  studio 
would  know  it  would  be  used  for  a 

continuing  series  ol  commercials, 

\-  <  >  1 1  It  I  give  llie  client  main    benefits. 

"We  wouldn't  have  to  tell  our  stor) 
and  explain  our  needs  2l)  times:  the 
studios  alread)  would  be  briefed  on 

our  concepts  and  approaches.  They'd 
take  much  more  of  a  personal  interest 

in  us  and  would  give  us  more  ideas  on 
the  techniques  of  filming.     If  we  work 

with  a  limited  number  ol  producers 

there's  less  chance  for  error  on  just  the 
basic  shots,  and  certainK  on  the  more 

complex  ones.  The)  would  know  how 

we  work — and  we'd  all  save  time  and 
mone\ . 

Three  months  ago  he  called  in  t\ 

production  executives  and  >uper\  i-ors 
from  the  agencies:  Clair  Callihan, 

Hoopei  White  and  Dave  Cloud  of 
baric  Ludgin  and  Co.:  Rolf  Brandis, 
Bernard  Cross  and  Lee  King.  Edward 

II.  W  eiss  &  Co.;  Paul  Hay  and  Shep- 
ard  Chartoc,  Gordon  Best  &  Co.  He 

explained   his   concept   of  commercial 

FOR  UNMATCHED  COVERAGE  OF 

STEUBEN  VILLE-WHEEL!NGs_het 

WSTV-TV 
IBS-ABC   •   234,500  WATTS 

J 

^f|g§£y> 

OHIO/W.  VA. 

HERE  ARE  THE   FACTS: 

STATION  —Covers  320,957  TV  homes  in  30  counties  of  Ohio  and  W.  Virginia. 
62%  more  tower — 53,538  more  TV  homes  than  the  Wheeling  station.  Lowest  cost  per 

thousand  TV  homes.  Over  80  top-rated  CBS  and  ABC  Network  shows.  Total  coverage  of 
1,125,500  TV  homes,  including  Pittsburgh. 

MARKET — Center  of  U.S.  steel,  coal  and  pottery  industries.  Fastest  growing 
industrial  area  in  the  world.  1,418,800  population.  More  than  $2  billion  yearly  pur- 

chasing power.  Center  of  the  Upper  Ohio  River  Valley,  rich  in  natural  resources. 
Includes  the  highest  paid  industrial  workers  in  the  world. 

Ask  for  (1)  Showing  of  new  color  slide  film,  "How  to  Make  Money  in  the  Steel  Market." 
(2)  Chart,  "How  to  Measure  Your  TV  Results."  (3)  "Directory  of  Retailers  and  Wholesalers  in 
Steubenville-Wheeling  Market." 

^ 

~\ 

.-. ..„..,  „, 

STEUBENVILLE,  OHIO 
CHANNEL    9    234,000  WATTS 

Represented  by  Avery-Knodel,  John  J.  Laux,  Exec.  V.P.  and  Gen'l.  Mgr.;  Rod 

Gibson.  Nat'l.  Sis.  Mgr..   52  Vanderbllt  Ave.,  N.Y.C.,  Murray  HIM  3-6977 

A  Member  of  the  Friendly  Group 

WSTV,  WSTV-TV,  Steubenville: 
KODE,  KODE-TV,  Joplln: 

WBOY,  WBOY-TV,  Clarksburg 
WPAR,  Parkersburg 

WPIT,  Pittsburgh 

consolidation  to  them,  asking  for  their 
ideas. 

1  here  was  opposition,  refinement  of 
his  concepts,  acceptance  of  the  idea  as 
a  move  to  be  made  and  studied.  To- 

day he  think-  his  thinking  and  that  of 

his  agencj  people  is  in  accord:  "This 
isn  t  a  hidebound  arrangement.  \\  e 
have  no  irrevocable  commitments,  and 

at  an\  time  we  can  and  will  switch  to 

new  production  firms  as  we  want  to. 
But  we  have  coordination  and  con- sistenc) . 

The  production  unit  concept  is  cur- 
renth  being  tried  on  the  West  Coast, 

with  one  of  the  agency  producers  su- 

pervising  a  freelance  crew.  "It  isn't 
a  question  of  whether  we  u-e  a  major 
or  an  independent  studio,  or  anv  stu- 

dio at  all,"  says  Lipson.  "In  the  final 
analysis  it's  the  individual  working  on 
your  job  who  counts.  Any  studio  can 
have  sets,  cameras  and  props.  The 

people,  the  technicians,  make  the  dif- 
ference between  an  average  job  and  a 

superb  one." 
He's  looking  for  the  superb  job — 

and  that's  why  he's  a  tv  perfectionist. 
Here  are  some  typical  ways  in  which 
he  works  for  that  1009?  efficiencj  in 
a  commercial. 

•  Casting.  Most  of  the  Curtis 

product  line  are  hair  preparations  for 
women.  He  knows  best  how  his  com- 

pany wants  the  hair  to  look  in  a  tv 
film  commercial,  what  kind  of  stvle  is 

right  for  today's  market,  what  type  of 

model  has  viewer  appeal.  That's  wh\ 
he  helps  out  in  the  casting  for  com- 

mercials. Another  plus:  he  knows 
which  models  have  been  used  for  Cur- 

tis by  the  different  ad  agencies — but 

they  don't.  So  if  a  model  hired  1>\ 
one  agency  three  years  ago  for  one 

product  is  suggested  by  another  agenc\ 
for  another  product,  Lipson  remem- 

bers the  incident  and  says  no. 

•  Editing.  A  sound  track  may  end 

up  with  63  words  instead  of  the  iJ! 
needed,  and  five  words  have  to  be  cut 

— fast.  He  can  listen  to  the  track  on 

the  phone,  make  an  immediate  dele- 
tion and  give  a  fast  go-ahead  to  the lab. 

On  the  last-of-the-season  telecast  of 

Washington  Square  a  similar  problem 

was    posed.      The   show   was    running 

One  of  Spartanburg's Two  Great 

Stations 
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overtime  and  something  I >  i •  I  b i  be  cul 
.1  live  lead  in  i"  .1  film  1  >n   (n  ial 

01  the  final  billboard  with  names  ol 

several  Curtis  products.  Lipson,  in 
tin-  ri.ni rol  1 01  in.  made  the  immediate 

decision  to  cul  the  billboard,  ^genc) 
representatives  on  hand  might  well 
have  decided  to  omil  the  live  lead-in 

in  thej  mi'jlit  have  been  so  scattered 

.11  ound  the  room  thai  the)  couldn't  be 
t  ollected  la-i  enough  for  the  dire<  t"i 

to  'j<-i  .in  immediate  go-ahead.  In  thai 
case,  .1  show  directoi  would  have  made 

.1  commercial  decision  involving  man) 
thousands  of  client  dollars. 

•  Production.  I  hrough  long  ex- 

perience in  using  television,  and  work- 
ing    with     budget     breakdowns    from 

in  ies  and  suppliers,  the  ad  managei 

know-  relative  values.  In  .1  prelimin- 
ary  storyboard  conference,   for  exam 

pie,  he  can  recommend  location  -1   t- 
ing  in  Mexico,  Hawaii  and  Paris  as 

being  more  dramatic  and  less  expen- 
sive than  I  .  S.  filming  ovei  reaj  pro- 

jection, lit-  r.in  sort  mil  advantages 
and  disadvantages  ol  suggestions  with- 

out requiring  a  step-by-step  briefing 
from  the  agenc)  people  in\  oh  ed. 

•  Copy.  Knowing  t In-  company's 
polic)  and  approach  to  each  ol  it- 

products,  he  can  .n I \  i -<-  immediate!) 
mi  certain  cop)  lines  and  appeals — 

and  In-  can  also  revise  «< »|>\  construc- 
tively. In  his  newl)  stressed  creative 

j  t >  1  >  he  works  with  words  as  well  a- 
with  ideas. 

•  Planning.  Lipson  has  spent  a 

great  deal  <>f  time  in  the  field  on  lo- 
cation, in  commercial  him  studios  from 

.  oast  to  coast,  in  I i v < -  t\  studios,  in 
screening  room-  and  casting  offices,  in 
film  laboratories  and  cutting  rooms. 

Lipson's  visual  training  started  with 
art     and     layout.       He    Studied     at     tin- 

American    \<  adehij  ol    \  1 1  in  '  hii 
and   worked  .1-  art  directoi   ol   I  leni  \ 

C.    Lytton   and    Vlandel   I'm.-,   depart nifiit  stores  -\n>\  ol  Kuttnei  &  Kuttnei 

1.  \   there  before  joining  •  urtis  as 

art  din',  toi  in  1946.     I le's  been  advei 

tising  in. m. i>i  -in.  ••  19  ._'.  responsible 
foi  all  mass  media  ad>  ertising 

\\  In.'-    taking    o\ ei     administrate e 
and     media     9elei  tion     assignment    ' 
Richard  I.  I lirsch  has  joined  the  conj- 

pan)  as  assistant  .\<\\ ei  1  ising  man 
I  It-   headed   his   ow  n   Chicago   agi 
.mil  has  worked  in  others,     In  lii-  new 

job  he  -  responsible  l"i  all  administi  .1 
tive   assignments,    departmental    man 

enl .      rdination   ol    a<K ertising 
m  itli  othei  dn  isions.  I  he  advertising 

department  ini  ludes  19  persons  la)  - 
■  .lit  people  and  artists,  copywi  itei  -. 
business  and  clei  ical. 

I  he    brand    managers,    installed    as 

part  ol  the  Curtis  structure  less  than 
two  \f.11-  a-...  arc  aul  lmri/f  d  to  make 

recommendations  on  media.  I  In- \  in- 
clude  Bill  \li  (  ai  tne) .  Stopette  and 

I  inlfii:  Irving  Keim,  Suave  and  Sham- 
poo Plus  Egg;  Lyn  Boland,  Lentheric; 

Raymond  Markman,  Spraynet  and 
In. i r  1  u -  Men.  More  will  !"•  added  short- 

l\  as  the  line'  is  expanded  I  there  are 
now    -  n  e   50   products   in    l<>   major 

produi  1  lines  1  m  rentl)  manufai  tun 
Ml  dou  11  the  line     v.  ■ 

■  onvert  oui  h  audii 

I  xposure,  alone,  m  on'l  do  thai     W 
found  that  ever)   <  lienl   >\ ho  has  • 
done   well   in   television   I 

the  if  hnique  "I  using  his  com  men  ial i\  -  Lipson. 

sponsoh    talked    w  itli    k\  eral   crea 

tive  ami  management  -  ai  the 
three  Curtis  a  I  reed  thai 

the  com  epl  1  ■  ation  and  coordi- 
ii. ii  ion    '  an    improve    the   1  ommen  ial 

content   and.  ultimately,  the  Bales   ii-' 

Bui  one,  Bpeaking  of!  the  n  • 
mil.  added  a  note  of  caution. 

"  I  Id-  kind  ol  supen  i  ion  and  coun- 

seling could  iegitimati  1  1  ailed  in- 
iri  In  cm  f  il  some  clients  I  know  were 

invoh ed.  The  '  urtis  people  know  h hat 

the)  if  talking  about.  I  he)  don'l  jusl 
pick  1  j  1  •  a  -mallei  in  '  of  t\  technical 
know  how  and  then  issue  orders  from 

an  oak-paneled  room. 
"  I  his  n*-w  setup  will  help  us  do  a 

|.<  ltd  job.  It  h  ill  give  11-  more  time 

ami  opportunit)  to  be  creative  and 
flexible.  Bui  it  lake- an  account  which 

has  the  ideas  and  the  people  to  make 

tlii-  thing  work.  I'd  hate  to  see  any 
of  our  other  clients,  at  this  point,  trv 
to  do  the  same  thine  !  ^ 

mcue GREAT  STATIONS 
DO  GREAT  THINGS 

Akron    benefits   from    these    and    many   other   WCUE    projects 

besides  moving  tons  of  merchandise  for  our  sponsors 

The  ELLIOT   STATIONS 

great  independents   •   good  neighbors TIM  ELLIOT,  Prealdant 

Poor  Olaf.    He    used    to    play    the 

bull    fiddle    over    KRIZ    Phoenix!" 

Akron    Oh, o  -  WCUE  WICE  -  Providence    R 

The   Jnhn    K.    Pcaraon   Co.     National    Representative* 
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SERVBTH 

North   Central   Wisconsin 

on 

WSAU-TV 

A 

TEMPTING 

DISH  FOR 

ADVERTISERS 

COMPRISED 

OF  THE 

BEST  INGREDIENTS 

Here  is  the  recipe:* 
Mix  171,000  HOMES 
with  $567,064,000 
RETAIL  SALES. 

Add  $207,408,000 
in  GROSS  FARM  IN- 
COME. 

SERVES:  540,420  pop. 

YOU  CAN   BUY  ALL  THESE 

INGREDIENTS  AT  YOUR 

LOCAL  MEEKER  CO.  OR 

HARRY  HYETT  STORE. 

DO  IT  TODAY" 

•SOURCE:   1956  SRDS  ESTIMATES 

of    Consumer   Markets. 

Wait- 
WAUSAU,   WIS. 

OWNED    AND   OPERATED    BY 

WISCONSIN  VALLEY   TELVISlON   CORP 

(.:; 

Reps  at  work 

Frank  Waters,  Vdam  Young  Inc.,  New  York,  says:  "'Reps  are  con- 

stant!) being  asked  'Does  vour  station  use  gimmicks?'  and  'Are  \ou 
running  an)  contests?'.  And  when  the)  are  the  rep  i>  immediatel) 
put  on  the  defensive.  First  of  all.  there  should  be  a  definite  distinc- 

tion between  gimmicks  and  contests.  Gimmicks  arc  strict!)  designed 
to  produce  fake  audience  figures 

and  stations  using  them  are  usualK 

disqualified  bv  the  rating  services. 
On  the  other  hand,  honest  contests 

arc  good  promotions.  The\  help 
to  focus  interest  and  excitement  on 

radio  in  general.  I  admit  a  station 

u  ho~c- ratings  suddenh  jump  with 

a  contest  might  he  open  to  ques- 

tion, although  all  factors  should  he 

considered  before  passing  judg- 
ment. But  with  a  station  which 

has  well  established  ratings,  am 

promotion  should  be  considered  in  the  advertisers  favor,  not  against. 
And  the  advertiser  should  be  aware  that  once  a  station  has  estab- 

lished itrelf  with  top  ratings,  it  has  done  so  by  good  programing 

and  no  amount  of  contests  or  lack  of  them  can  have  any  significant 

bearing  on  the  figures."  See  "Do  rating  hypos  help  stations?"'  de- 
bated b)  Leder  I  W0R  I  and  McLendon  iKLIFi,  5  January,  page  28. 

Jerry  Smilo,  John  E.  Pearson  Co.,  New  York,  says:  "One  of  the  most 

underrated   factors   contributing   to   this   country's   economy    is   the 
20.000.000  Negroes  who  purchase  billions  each  year  of  all  types  of 

commodities.    Government  and  independent  sources  report  that  Ne- 

groes spend  more  money  on  food  than  do  whites  at  the  same  eco- 
nomic  level.    Thc\    cat    more   fish, 

poultry,     meats.      They     purchase 

more  cosmetics,  deodorants,  hand 

lotions  and   hose,    (ienerally.  they 

pav  more  per  item  disproving  the 

impression  that  Negroes  buy-lower 

qualitv    merchandise.      Negro    in- 
come   has    so    increased    that,    in 

numerous  areas,  their  purchasing 

power   is   equal   to   that   of   white 

groups.     Thev   are  constantly    im- 

proving   their    status    and    will    no 

longer  bu\    merchandise  which  is 

advertised  to  them  condescendingly,  nor  will  they  "imitatively  buy. 
Because  Negroes  are  radio  enthusiasts,  thev  feel  tremendous  loyalties 

fur  Negro  personalities  and  the  products  advertised.     There  is  a  tre- 
mendous sales  acceptance  on  all  the  highl)  successful  Negro  stations. 

Nevertheless,   main    usuallv    forward-looking  clients  are  unaware  of 

the    potential    of    this    untapped    and    rapid!)     expanding    market. 
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NOW 
your  best  buy  in 

f>o  Fnri_/\r\i  d 
is  the 

^L      M channel 

I  B 

friendly 

reminder— 
KPTV — Oregon's  first  television  station 
- — now  gives  you  a  bright  new,  VHF 

Channel  in  Portland.  Here's  why  the 
neu  KPTV  is  your  lust  buy  in  tins  pros- 

perous market: 
•  Almost  s  years  of  viewer  identifica- 

tion and  loyalty  to  Oregon's  first  TV station !  Plus, 

•  Top-rated  NBC  shows  and  stars! Phis. 

•  Besi  local  shows,  stars  and  films  of 

two  stations  (KPTV  merged  M.n  1 
with  KLOR,  former  channel  12): 
Ph.S. 

•  Proven  results  tor  hundreds 

of  advertisers ' Get  all  the  facts  today.  Tlxn  he  sure  the 
bright,  new  KPTV.  Channel  12  is  on 
your  advertising  schedule. 

Oregon's  First  Television  Station 
Represented    Nationally    by   George    P.  Hollinberry  Co, 

OREGON    TELEVISION.  INC. 
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Oldtime  steamboat  races  along 

our  Ohio  River  Valley  were  often 

close,  and  hazardous  to  put  your 

money  on.  Quite  different  from 

today's  audience  race  among 
TV  stations.  When  you  put  your 

money  on  WSAZ-TV,  you've 
picked  THE  winner.  Survey  after 

survey  gives  the  title  to  this  69- 
county  giant  —  and  the  latest 
Nielsen  is  no  exception.  Consider 

these  WSAZ-TV  margins  over 
the  next-best  station: 

95,670  more  homes  per  month 

99,430  more  homes  per  week 

101,130  more  daytime  homes, 
weekdays 

100,580  more  nighttime 
homes,  weekdays 

WSAZ-TV  steams  with  compar- 

able popularity  across  a  four- 
state  domain  wherein  almost 

$4,000,000,000  buying  power 
awaits  advertisers  who  like  to 

ride  with  the  winner.  The  gang- 
way is  down  at  any  Katz  office. 

HU/STI/NGTOM-CHARLESTON,  W.  VA. 

3ST.  B-  C,  ITOTWOUK 
Affiliated  with  RaHin  ̂ tat'ons 

WSAZ,   Huntington  &  WKAZ,  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDEN  i 

Represented  by  The  Katz  Agency 

70 

Tv  and  radio 

NEWSMAKERS 

Jack  Thayer,  of  WDGY,  Minneapolis-St. 

Paul,  is  perhaps  the  first  full-fledged  disk 

jocke)  in  a  major  market  to  move  over- 
night from  his  turntable  to  the  general 

manager's  office.  Last  week,  Todd  Storz, 
president  of  Storz  Stations  of  which 

\\  \)(,\  is  one,  named  Thayer  to  the  gen- 

eral manager  post  to  succeed  Stephen  l.a- 
bunski  who  resigned  to  become  a  \  ice 

president  at  ABC.  Thayer  will  assume  the  new  position  on  3  Jul\. 

In  the  Twin  Cities.  Thayer  has  been  a  part  of  the  radio-television 

picture  for  the  past  15  years.  He  joined  the  Storz  organization  in 

January  1956  when  Storz  purchased  WDGY.  Since  then  he  has 

held  down  morning  and  afternoon  d.j.  program  slots:  in  addition 

he  was  production  and  promotion  director.  Other  Storz  managers 

once  on  the  air  are:  Jack  Sandler.   WQAM;   G.  Armstrong,  WHB. 

Norman  B.  Norman,  in  the  advertising 

field  since  1934,  and  executive  vice  presi- 

dent of  Norman,  Craig  &  Kummel,  Inc..  re- 
cently was  elected  president  of  the  agencj . 

He  replaces  Elkin  Kaufman  who  has  re- 
signed. At  the  same  time.  Eugene  H.  Kum- 

mel, vice  president  and  secretary,  and  B. 

David  Kaplan,  vice  president  and  treasurer, 

were  elected  executive  vice  presidents. 

Kummel  has  been  associated  with  Norman  in  the  agency  business  for 

nine  years.  He  started  his  career  in  advertising  at  Young  &  Rubi- 

carn,  and  was  subsequently  employed  1>\  the  Lambert  Pharmacal 

Co.  Kaplan  has  been  in  advertising  for  13  years,  the  last  four  of 

which  he  has  been  with  Norman.  Craig  &  kummel.  Prior  to  joining 

the  agency,  he  was  account  executive  at  FCB.  The  fourth  member 

of  management  at  NCK  is  \\  alter  Craig,  in  charge  of  radio  and  tv. 

Bill  Walsh  heads  up  the  television  depart- 
ment of  the  new  Boston  office  of  Edward 

Petrj  Co.,  Inc.  which  opened  on  17  June  in 
the  Statler  office  building.  Francis  Howard 

is  in  charge  of  radio  sales  for  the  \tju 
England  area.  The  Petr\  organization  now 

has  a  total  of  eight  offices  each  with  com- 

plete separation  between  tv  and  radio. 
\\  alsh  also  will  serve  as  office  manager.  He 

broke  into  media  sales  with  the  Boston  Record-American,  was  four 

years  with  the  John  C.  Dowd  Agency  in  Boston,  then  became  an  ac- 
count executive  in  the  Boston  office  of  Weed  &  Co.  Before  joining 

Petrv,  Walsh  was  on  the  sales  staff  of  station  WEEI,  Boston,  for 

three  vear.  Francis  Howard,  now  heading  up  the  radio  department, 

served  in  the  Air  Corps  in  World  War  II.  After  the  war,  he  was  in 

charge  of  radio  advertising  for  the  Charles  H.  Nolan  Ad  Agency. 
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Latest  Bell  System  control  units 

speed  accurate  network  switching 

i 

\ 

m 
New  Bell  System  control  unit  permits  network 

switches  to  be  set  up  and  double-checked  in  advance. 

Network  switches  can  be1  Bel  up  in 
advance  and  double-checked,  thanks 

to  iiru  Bel]  S)  ~i<-m  control  units. 

I  i'ii  or  L5  minutes  before  actual 

switching  time,  buttons  representing 

incoming  and  outgoing  cir<  uits  are 

punched  on  tin-  control  panel.  Then, 
at  the  appointed  »|>Iit  second,  one 
mastei  button  is  pushed  and  all 

switches  arc  performed  at  once. 

I  he  first  new  operal  ing  ■  enter 

utilizing  the  control  unit  began  oper- 

ation in  <  bicago  during  tin-  summer 
of  L956,  Followed  bj  similar  instal- 

lations in  Los  Angeles  and  New  York. 
In  the  ni  mi  future,  operating  centers 
will  be  added  in  Des  Moines,  Dallas 

and  W  ashington,  I '.  C. 

Ilii-  development,  which  makes 
-u  itching  fastei  and 

is  another  example  of  how  the  B<  II 
System  is  constant!)  finding  new  and 
better  ways  to  serve  the  broadi  asting 
iinlii-ti  i . 

_£gl  BELL    TELEPHONE    SYSTKM 

Providing  intercity  channels  for  network  radio  and  television  throughout  the  nation 
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New  kind  of  FCC 

In  years  past,  FCC  Commissioners  tended  to  look  down  on 

the  broadcast  industry  from  an  ivory  tower.  But  John  C. 

Doerfer,  the  new  chairman  of  the  FCC,  is  one  of  a  new  breed 

of  Commissioners. 

Along  with  most  of  today's  Commission,  Doerfer  has  a 
keen  interest  in  the  economics  of  the  industry — and  in  the 

advertiser's  stake  in  air  media.  As  he  has  told  us  more  than 

once,  for  example,  he  reads  sponsor  carefully  because  he 

wants  to  stay  abreast  of  advertising  thinking  and  activity. 

You  have  only  to  travel  the  country  to  broadcasters'  meet- 
ings and  events  to  see  the  new  approach  of  the  FCC  to  the 

industry  dramatized.  When  the  Steinman  stations,  for  ex- 

ample, dedicated  their  new  studios  in  Lancaster,  Pa.,  recent- 

ly, four  FCC  Commissioners  attended.  And  almost  every 

NARTB  district  meeting  draws  one  or  more  Commissioners. 

Going  a  step  further,  we  look  forward  to  a  time  when  FCC 

Commissioners  will  attend  4  A's  and  ANA  meetings. 
We  believe  John  Doerfer  is  on  the  right  track  in  taking  the 

position  that  it  is  part  of  the  FCC's  job  to  encourage  the  eco- 
nomic welfare  of  the  broadcast  industry  (see  Newsmaker  of 

the  Week,  page  5).  The  fact  that  Doerfer  and  his  fellow 
Commissioners  have  come  to  know  and  understand  station 

operation  is  a  healthy  trend.  For  few  industries  are  as  com- 

plex or  as  misleading  to  the  observer  watching  from  an 

ivory  tower. 

Negative  sell 

Confectionery  wholesalers  would  like  to  see  M&M  Candy 

drop  its  no-melt-in-the-hand  commercial  for  the  summer  (see 

sponsor  Hears,  29  June).  So  would  we.  Only  we'd  like  to 
see  the  commercial  dropped  for  good. 

The  confectionery  people  feel  M&M's  stress  on  the  danger 

of  candy  melting  is  bad  for  everybody.  We  think  it's  par- 
ticularly bad  for  M&M.  Research  has  shown  repeatedly  that 

negative  selling  frequently  rubs  off  on  the  product  doing  the 

name-calling.  We  suspect,  in  fact,  that  some  viewers  tend  to 

a-.-ociate  M&M  with  messy  hands. 

So  how  about  it  M&M?  Why  not  switch  to  the  positive? 

After  all's  said  and  done,  how  many  kids  keep  candy  in  their 
hands  long  enough  for  it  to  melt? 

<: 
t 
j&  i 

THIS  WE  FIGHT  FOR:  Media  effectiveness 

should  be  judged  by  cash-register  results.  But 
air  media  continue  to  rely  on  ratings.  This  is 

the  fault  of  both  broadcasters  and  admen  who 

should  work  together  to  create  new  yardsticks. 

lO-SECOND  SPOTS 

Speedy:  In  a  hum  to  make  changes 

before  air  time.  Jim  Lannon,  tv  direc- 
tor at  Delivers  KLZ.  dashed  from  his 

mobile  unit  into  the  modernistic  Craig 

Colony  Sanitarium  (from  where  the 

program  was  emanating)  via  a  quarter- 
inch  floor-to-ceiling  plate  glass  panel. 

He  mistook  it  for  an  open  door.  C'est la  tv. 

Jackpot:  Budding  authors  frequently 
keep  their  literary  agents  informed  on 

extra-curricular  progress.  Georgia  C. 
Nicholas,  director  of  Nicholas  Literan 

Agency  in  New  York,  sent  us  the  fol- 
low ing  excerpt  from  a  letter  she  re- 

ceived from  a  lady  author:  "I  had  a 
letter  read  on  the  Ben  Hunter  Show  in 

L.A.  lately,  and  they  sent  me  a  Max 

Factor  lipstick  and  a  bottle  of  "Primi- 
tif"  perfume,  also  Max  Factor." 

Safe  bet:  Last  Friday  night.  Edward 
R.  Murrow  visited  the  Arthur  C.  Niel- 

sen home  in  Winnetka,  111.,  on  CBS 

TV's  Person  to  Person  show.  Let's 
hope  the  Nielsen  turn  out  high  on  that 
show! 

Fluffy:  At  WWLP,  Springfield.  Mass., 
Announcer  Frank  Knight  was  told  that 

the  kine  for  Top  Tunes  and  New  Tal- 
ent would  not  arrive  in  time  for  the 

show.  It  arrived  just  as  he  went  on 

the  air  with  the  apology.  "Due  to  cir- 
cumstances beyond  our  control,"  he 

began  just  as  the  kine  arrived,  "Top Tunes  and  New  Talent  will  now  be 

seen." 

Wide-eyed:  H-R  Television  research 
(see  article  page  36)  has  come  up  with 
the  fact  that  in  the  late  night  periods, 

summer  tv  viewing  actually  increases 
over  winter  watching.  Nothing  like  a 

late,  late  show  for  a  hot.  sleepless 

night. 

Cool  Joe:  Joe  Stone,  who  picks  the 

hit  songs  at  J\vT  for  Ford  commer- 

cials, has  had  his  own  song,  "I  Just 
Don't  Know,"  recorded  by  The  Four 

Lads  at  Columbia,  and  it's  a  hit. 
Friends  at  JWT  now  call  him  "The 

man  with  the  grey  flannel  heat." 

Air-minded:  Some  out-of-town  agen- 
cies such  as  Applegate  Advertising  in 

Muncie,  Indiana,  now  have  their  own 

planes.  //  this  trend  catches  on.  we 

may  find  advertising  beginners  start- 
ing as  pilots  instead  of  mail  room 

clerks. 

Boast:  WOBC.  the  closed-circuit  outlet 

at  Oberlin  College,  Ohio,  plugs  itself 

as  "The  only  Oberlin  radio  station  in 

compatible  color."  It  also  happens  to 
he  the  onl\  station  in  Oberlin. 



It's  the  "watching  hour"  on  KSTP-TV! 
Take  your  choice  of  ARB  or  Nielsen  .  .  .  they  both 
tell  the  same  story: 

From  L0:00  to  11:00  p.m.,  seven  nights  a  we< 
KSTP-1  rs  m  the  NS1 
than  the  other  three  Twin  City  television  stations 

MB  IN  El 

In  ARB's  important  Outer  Are  IV 
homes  the  sainc  is  true  .  ,  more  viewers  from  10:00- 
11:00  p.m.,  Monday  through  Sunday,  than  the 

other  three  put  together.*"  And  in  ARB's  Metro- 
politan Area  with  416,103  more  TV  homes) 

KS  IT   I  Is  the  competition  by  a  margin 
the  nearest  competitor  in  this  time 

period. 

It's  the  nationally  famous  KSTP-TV  News- 
Weather-Sports  lineup  that  does  the  job  from  10:00 
to  10:30.  Then  the  "who-dun-its"  such  as  "Highway 
Patrol,"  "Badge  714."  and  "Mr.  D.  A."  maintain 
command  of  the  Northwest's  television  viewing 
through  11:00. 

There  are  a  few  choice  availabilities  left  during 
this  time  period,  and  your  nearest  Petry  office  or  a 
KSTP-TV  representative  will  be  happy  to  give  you 
the  details. 
*NSI  TV  Report.  Minneapolis-St.  Paul  An      hi 

"A.R.B.  Outer  Area  Ratings.  November  1956.  The  Minneapoli  ~-St.  Paul  Outer 
Area  is  defined  as  the  area  enclosed  hy  a  circle  u-tth  a  100-mtle  radius  u  hose 
center  is  the  Turn  Cities  but  from  which  is  excluded  the  Minneapolis-St.  Paul 
Metropolitan  Area  of  Ramsey.  Hennepin,   Washington, 
Anoka,  and  Dakota  Counties. 

CHANNEL 

00,000  WATTS 

MINNEAPOLIS  •  ST.  PAUL       Basic  NBC  Affiliate 

Represented  by  Edward  Petry  &  Co.,  Inc. 
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seventh    in  a  scries  of  12  a 

DEPENDABLE 

...and  twelve  months  out  of  every  year  stations 

under  the  sign  of  MEEKER  benefit  by: 

DEPENDABLE    development  of  seasoned  staff.  Only  two  changes  in  personnel 

(other  than  additions)  in  the  entire  organization  since  we  started  twelve  years  ago. 

Effective  representation  must  have  a  permanence  of  able  personnel  trained 

for  well-timed  team  action. 

personalized 
selling 

of  a 

limited  list 

the  meeker  company,  inc. 
radio  and  television  station  representatives 

new  york      Chicago      san  francisco      los  angeles      Philadelphia 



Mystery  figure  of  the  yeai  in  advertising  circles  was  the  Influ-  One  distinguished  name  i-  worth  a  thousand  words  in  this 

ential.  Thia  teasiesl   (and  perhaps  biggest)   of  .ill  teaser  cam-  ti--iinunii.il  campaign  for  Cavanagh   Hats.  Testimonial  bej 
paigns  was  based  on  an    Alfred  Polite  Btud)  on  The  Saturday  and  ends  with  a  famous  name       from  the  business,  sports  w 

Evening  I'ost.  N»w  the  secrel  i-  out.  [nfluentials  are  readers  entertainment  world     stamped  in  the  band  of  a  Cavanagh.  < 

of  the  Post.   Articulate,  gregarious  people  who  are  sold      and  reads:  ""It  you  name  the  three  top  men  in  an)  field,  two  ol  them 
-ell  oilier-      mi  what  ilie\  read  in  the  Post.  These  million-  of  mosl  likely   weai  Cavanagh  Hats.  Do  you?"  Dealei  listing  ap- 
Inlliieniial-  are  a  big  sales-building  plus  for  SEP  advertisers,  pears  on  the  facing  page.  AdsruninTAe  Ve«  Yorkei  magazine. 

To  fit  a  host  nf  commodities,  in  an)    form,  Continental   has  Troubles  come  fast       and  go  even   faster       in  this  new   TV 

a  full  line  of  containers:  metal,  paper,  plastic  and  glass,  spol  for  the  Yellow  Pages  phonebook.  In  animated  rebus  form. 
Continental  Can  Compan)  is  a  leader  in  packaging,  research  and  film  describes  the  trials  and  tribulations  of  ̂ n  av<  iple, 

development.  Hence  tlii-  "reputation"  campaign  in  Time,  For-  and  how  the  Yellow  Pages  came  to  then  rescue  —  with  e\er\- 
tunc.  Business   Week.   Each  color  spread   features  a  different  tiling  from  a  repairman  for  the  'lock  to  a  new  secretar- 
product  and  headline-  the  theme:  Whatever  \nii  make,  or  what-  hubby.    The  moral  i-  clear  to  viewers  of  Million-Dollar    M 

ever  you  pack.  "Continental  has  the  right  package  for  you!"  TheYellovt  Pages  is  "The  First  Place  to  Look ...  for  Anythii 

BATTEN,   BARTON,   DURSTINE  &      OSBORN,   INC.,   ADVERTISING 
BOSTON    •    Pt'FFA .       |  i  ■  ■  '        ■       ■  ■  .      '  .  w      *  S       F  T    |  -       ■       ■  • 
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DIGEST  OF  ARTICLES 

Are  lower  rates  the  answer  to  nighttime  spot  radio? 

33     Timebuyers    feel   rates   alone   are   not    the   answer    to    selling    nighttime 

spot  radio.    Most  reps  agree.    Here  are  ideas  from  buyer  and  seller  both 

They  banked  on  "something  different" 
36     Ohio  bank  breaks  precedents  in   hr~t  tv  campaign  by  sponsoring  a  90- 

minute    feature    film    with    no    commercial    interruptions    and    no    host 

How  to  write  commercials  with  a  camera 

39     Working  with   camera  in   planning  a  commercial  insures  against  costly 

fluffs.    Stan  Lomas,  MacManus,  John  &  Adams  tv  expert,  outlines  method 

Timebuyers  rate  the  reps  (part  two) 

42     Top  five  rep  firms  among  31  "rated"  by  buyers  are  way  out  in  front.   Key 
tips  to  lagging  reps:  back  salesmen  with  sale>  assistants,  use  the  phone 

Who  says  admen  can't  get  merchandising  support? 

44     Merchandising  specialist  at  Emil  Mogul  says  he's  using  techniques  broad- 
caster- -aid  wen-  lacking,  mainly  common  sense,  pre-planning,  courtesy 
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In   Upcoming  Issues 

Tv  is  a  marketing  goliath 

Tv's  sales-ability    i<  (hanging  marketing  strategy,  demanding  new  prod- 
ucts, affecting  Sales  methods,  staffs  and  distribution  strategy 

To  Europe  for  commercials? 

A  report  on  commercial  producers  in  Europe  whose  techniques  are  new, 

unusual    and    attractive — Paris    is    only    a    few    hours    further    than    I     \. 
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On  KTHV,  they  will! 

VV  ITH  316.000  watts  on  Channel  11  and  with  the  tallest 

antenna  in  the  Central  South  (1756'  above  average  terrain!), 
KTHV  gets  regular  viewing  response  from  most  of  Arkansas 
—  62  counties  to  be  exact! 

Take  a  good  look  at  the  mail  map  above.  Notice  that  KTHV 

penetrates  to  all  six  surrounding  states  —  and  actually  pulls  mail 

from   viewers   in   Mississippi,   Missouri,  Oklahoma  and  Texas. 

Ask  your  Branham  man  for  all  the  big  KTHV  facts. 

to  KTHV 
Channel  11 
LITTLE  ROCK 

316,000  Watts 

Henry  Clay,  Executive  \'ice  President  B.  G.  Robertson,  Gener.il  Mjruger 

AFFILIATED    WITH    KTHS,    LITTLE    ROCK,    ARKANSAS    DEMOCRAT,    LITTLE    ROCK,    AND    KWKH,    SHREVEPORT 



The  tiut& 
about  the 

NEGRO 
MARKET 

THE  FULL  STORY 

FROM  K-SAY 

The  only  Northern  California 

station  selling  the  entire  San 

Francisco,  Oakland,  Bay  Area 

Negro  market 

The  greatest  array  of  talent  in 
the  area  . . .  top  Negro  salesmen 
.  .  .  nationally  accepted. 

•  MAGNIFICENT  MONTAGUE 

—  brought  direct  from  WAAF, 
Chicago.  His  sponsor  list,  sales 
results  and  audience  are  equally 

magnificent. 

•  RAMON  BRUCE 

—  WAAT,  Newark,  N.J.  Leading 
Negro-appeal  personality  in  New 
Jersey.  Best  rating  among  all  pro- 

grams during  his  broadcast. 

•  SWINGING  DEACON 

—  The  most  popular  local  Negro- 
appeal  personality.  Dominates 
the  heavily  populated  Negro  local 
and  fringe  areas. 

Plus  other 
Great  Negro  Stars ! 

TELL  IT-SELL  IT 
on  the  NEW 

K-SAY 
10,000  WATTS 1010  KC 

Studios: 

1550  California  Street,  San  Francisco 

1815  Alcatraz  Avenue,  Berkeley 

GRANT  WRATHALL 
Owner 

WALT  CONWAY 
General  Mgr. 

Nationally 

represented  by 
JOHN  E.  PEARSON  &  COMPANY 

£ 
5«y '/  */'*  Wit' K-SAY 

1010    -   10,000  WATTS 

SAN   FRANCISCI 

J  ■■■::.   "v;.:'i of  the  week 

This  week,  brilliant,  community-minded;  hard-working  W. 
I).  (Dub)  Rogers  loomed  as  No.  1  in  terms  of  television 

industry  service.  To  the  jobs  he  holds  (board  chairman  of 

TvB,  vice  chairman  of  NARTB's  Tv  Board  and  numerous 
industry  committees)  ivas  added  the  presidency  of  probably 

the  most  exclusive  industry  club — the  Television  Pioneers. 

The  newsmaker:  Ever)  industry  has  its  men  who  do  the 

bulk  <>f  the  work,  who  head  up  important  projects.  On  the  record 

today  none  is  more  active  than  a  37-year-old  broadcaster  from  the 
Texas  Panhandle. 

W.  I).  I  Dub)  Rogers  has  become  president  of  the  year-old  Society 

of  Tv  Pioneers  after  shepherding  its  growth  for  16  months.  I  At  an 

exploratory  session  at  the  NARTB  convention  last  year  attended  by 

pioneers  P.  A.  Sugg,  George  Burbach,  John  Fetzer,  Jack  Harris  and 

sponsors  publisher,  the  initial  suggestion  was  made  that  the  group 

be  founded  as  successor  to  spon- 

sors  informal   Tv   Pioneers.) 

Rogers  heads  Texas  Telecasting. 

Inc.,  which  started  small  with 

KDUB-TV,  Lubbock,  and  is  now 

big  with  KDUB  Radio.  KPAR-TV. 
Abilene-Sweetwater.  and  KEDY- 
TV,  Big  Spring. 

The  several  call  letters  are  de- 
rived from  his  nickname,  which 

originated  with  his  father  the  day 

Dub  was  born,  8  August,  1920,  in 

Waco;  his  secretary.  Dovie  Parr, 

the  company's  first  employee  five 
and  one-half  years  ago.  his  wife.  Edith,  mother  of  his  daughters, 
Kerry,  8,  and  Kay,  5. 

An  eight-year  tv  pioneer  Rogers  is  a  soung  man  who  has  arrived 
but  still  wears  outsize  Texas  boots  to  match  his  industry  strides. 

He  was  a  founder  of  TvB  in  1954,  and  he  has  been  a  board  member 

of  the  NARTB  for  five  of  the  past  six  years. 

He's  vitally  interested  in  the  national  community  of  television  and 
in  the  local  communities  of  his  stations.  He  spends  two-thirds  of 

his  time  at  his  headquarters  in  Lubbock,  the  remaining  one-third 

traveling  across  countrv  on  industry  projects.  In  Lubbock  he  oper- 
ates a  local-interest  station  which  has  developed  a  strong,  loyal 

audience  in  this  medium-sized  market  lone  of  the  first  of  its  size 

to  have  a  tv  station  when  KDLB-TV  took  the  air  in   1952  ». 

He's  an  active  board  member  of  a  dozen  civic  enterprises.  Among 
them:  A  little  theatre  group,  the  symphony,  Salvation  Army. 

Chamber  of  Commerce.  Citizens'  Traffic  Committee.  Counseling 

Service  for  the  Blind.  He's  been  a  man  on  the  go  for  years.  When 
he  was  27  he  headed  the  Lubbock  Advertising  Club.  At  28.  he  was 

president  of  the  Sales  Executives  Club.  ^ 

If'.  I).    <  Dub)    Rogers 
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3QQQQDQD0E 
America's  No.  1  TV  Film  Sport  Seri 

WE'VE  GOT 
THE   STARS 

BRUNSWICK-BALKE-COLLENDER,  the  top 

name  in  Bowling,  has  America's  leading 
Bowlers  under  exclusive  contract.  Seen 

only  in  "Championship  Bowling." 

DICK  HOOVER            JOE  WILMAN  BUZZ  FAZIO              STEVE  NAGY  ANDY    VARIPAPA  JIM  SPAULDING 

ABC  Masters                   Hall   of   Fame.                     ABC  Masters  National    Match                   All-Time  ABC  1957  All-Event 

Champion,  1957           Winner  of  4  ABC  Champion,  -1955  Game  Champion,           Bowling  Great  Champion 
Championships  1954-55  ABC  Hall  of  Fame 

SEE  —  Lou  Campi,  Buddy  Bomar,  Ned  Day,  Tom  Hennessey,  Pete  Carter,  Thurman  Gibson,  Ray  Bluth,  Stan  Gifford,  and  all  the  other  famous  Brunswick  stars  in  actio' 

DON  CARTER 
3  times  All  Star 

Champion 

BILL  LILLARD 

Bowler  of  the  Year, 

1956-57 

WE'VE   GOT 
THE  RATINGS 

Look  at  this  typical  cross-section 
of  recent  ratings  coast-to-coast; 
and  remember,  these  are  all  in 

fringe  time  periods. 

CINCINNATI MILWAUKEE FORT  WAYNE MINNEAPOLIS LOUISVILLE ROCHESTER 

WKRC-TV WTMJ-TV WKJG-TV WCCO-TV WAVE-TV WROC-TV 

28.9 15.7 40.4 22.6 22.7 30.0 

"CHAMPIONSHIP   BOWLING"   GETS   AND   HOLDS  THE  TOP   RATING! 

Regular  Pulse  audience  studies  in  BILLBOARD  show  "Chan: 
pionship  Bowling"  is  No.  1  with  the  men  among  syndicated  filr 
shows;  No.  8  with  women  and  No.  8  with  children. 

Twice  winner  of  the  Billboard  Poll  as  America's  No.  1  TV  fift 



OQIOQQDDDE 
Now  going  into  its  4th  BIG  yearl 

WE'VE    GOT    THE  '<^ 
WORLD'S    No.  1    BOWLNSK3 

SPORTS  CAST  BR./ 

Fred  Wolf 

Since  L945,  as  a  result  of  his  Detroit 
(WXYZ-TV)  howling  telecasts,  coast-to-coast 

bowling  sportscasts,  and  his  howling  movie 

shorts  — Wolf  has  taken  his  place  as  th< 
No.  1  man  in  the  field. 

\ 

FLASH!    WILDROOT   HAS   JUST 

BOUGHT   "CHAMPIONSHIP    BOWLING" 
IN    73    MARKETS* 

Charlotte,  N.  C. 

Fort  Wayne,  Ind. 

Knoxville,  Tenn. 

Lubbock-Abilene,  Tex. 

Little  Rock,  Ark. 

Fresno,  Calif. 

Columbia,  S.  C. 

Schenectady,  N.  Y. 

Roanoke,  Va. 

Lansing,  Mich. 

Topeka,  Kan. 

Huntington-Charleston,  W.  Va. 
Greensboro,  N.  C. 

Binghamton,  N.  Y. 

Springfield,  Mo. 
Raleigh,  N.  C. 

Lancaster,  Pa. 

Johnstown,  Pa. 

Evansville,  Ind. 

*Co-sponsorship  with  Wildroot  in  the  above  markets  is  available, 
as  well  as  sponsorship  in  other  important  U.  S.  markets  —  get  in  touch 

with  us  for  an  outstanding  "deal." 

New  York,  N.  Y. Minneapolis,  Minn. Omaha,  Nebr. 

Chicago,  III. San  Diego,  Calif. Miami,  Fla. 

Los  Angeles,  Calif. Cincinnati,  Ohio Providence,  R.  1. 

Philadelphia,  Pa. San  Antonio,  Texas Tampa,  Fla. 

Detroit,  Mich. Kansas  City,  Mo. Richmond,  Va. 

Baltimore,  Md. Denver,  Colo. Tulsa,  Okla. 

Cleveland,  Ohio Atlanta,  Georgia Wichita,  Kan. 

Washington,  D.  C. Memphis,  Tenn. Jacksonville,  Fla. 

Boston,  Mass. Indianapolis,  Ind. Syracuse,  New  York 

St.  Louis,  Mo. Columbus,  Ohio Salt  Lake  City,  Utah 

San  Francisco,  Calif. Louisville,  Ky. Davenport,  Iowa 

Houston,  Texas Norfolk,  Va. Nashville,  Tenn. 

Milwaukee,  Wise. Portland,  Ore. Grand  Rapids,  Mich 

Pittsburgh,  Pa. Birmingham,  Ala. Des  Moines,  Iowa 

New  Orleans,  La. Rochester,  N.  Y. Hartford,  Conn. 

Buffalo,  N.  Y. Toledo,  Ohio Phoenix,  Ariz. 

Dallas,  Texas Dayton,  Ohio Sacramento,  Calif. 

Seattle,  Wash. Oklahoma  City,  Okla. Shreveport,  La. 

/ 

\ 

/ 

./ 

1 
vport  Series! 

WALTER    SCHWIMMER    CO. 

CHICAGO  -MAIN  OFFICE  -  75  E.  Wacker  Drive    1     •     FRanklin  2-4392 

NEW  YORK  -  527  Madison  Ave.  22     •     ELdorado  5-4616 

HOLLYWOOD  -  Haan  Tyler  &  Assoc.     •     5746  Hollywood  Blvd.     •     HOIIywood  2-7421 

CANADA  -  S.  W.  Caldwell,  Ltd.     •     447  Jarvis  St.     •     Toronto.  Ont.     •     WAInut  2-210^ 
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CHAMPIONSHIP  BOWLING  NOW  HAS 
26  BRAND  NEW  FULL  HOUR  FILM 

SHOWS  JUST  COMPLETED  ANO 

AVAILABLE  FOR  FALL  RELEASE 

A  Production  Masterpiece 
by  Peter  Demet 
6-Camera  "Live  Action"  technique  extracts  the  utmost  in 
excitement  and  thrills  — gives  you  a  perfect  "picture."  It  seems 
like  you  are  right  there,  watching  in  person. 

Directed  by  Sid  Goltz 
Television's  No.  1  Sports  film  expert.  No  one,  but  no  one,  does 
the  painstaking  frame-by-frame  editing  job  that  is  the  Goltz 
trademark. 

Only  "Championship  Bowling" film  series  gives  you  a  complete  3-game 

bowling  match  in  one  hour.  Nothing  telescoped.  Nothing  "recapped." 
Nothing  omitted. 

write 
wire 

priOTie       —  {or  audition  prints  and  prices 

WALTER    SCHWIMMER    CO. 

CHICAGO -MAIN    OFFICE  -  75    East   Wacker    Drive    1     •     FRanklin    2-4392 

NEW  YORK  -  527  Madison  Ave.  22    •    ELdorado  5-4616 

HOLLYWOOD  -  Haan  Tyler  &  Assoc.    •    5746  Hollywood  Blvd.     •     HOIIywood  2-7421 

CANADA  -  S.  W.  Caldwell  Ltd.    •    447  Jarvis  St.    •    Toronto,  Ont.    •    WAlnut  2-2103 

"CHAMPIONSHIP  BOWLING"  is  the  Quality  "Blue  Chip" 
film  series  for  America's  top  TV  stations  and  advertisers 
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This  week  you  could  look  back  to  I  January  and  astound  yourself  al  whal  has 
happened  in  the  last  six  months  in  the  air  media. 

Growth  was  I"  be  expected.    Itut  not  of  the  magnitude  that's  now    in  the  making. 
Problems  were  anticipated.    Hut  not  of  the  depth  thai  now   loon 

In  dealing   with   the  physiognom)    of  growth,  note  these  chai  itures  .1-  the  past 
-i\  months  have  been   Forming  them: 

I  1  Pound  for  pound,  radio  became  the  hottest  medium  in  admen's  eyes.  Its 
momentum  is  terrific. 

2)  Network  u  erected  gravestones  t"  program  casualties  all  over  the  lot.  Bui  the 

death  rate,  perhaps,  was  .1-  much  .1  function  of  steep  costs  .1-  poor  shows. 

3)  The  demand  for  t%  time  gol  so  pressing  thai  "exclusivity"  —  the  buffer 

time  zona  between  competing  sponsors  and  products — began  to  break  down.  I'  G 
mi  longei  scowls  it  1  nearb)  Lever  program.  Ami  in  radio,  advertisers  have  grown  satis- 
fie  '   w  iili   1 5-minute  inten  als. 

\>  Detroit  elected  the  air  media  as  prime  Belling  agents  for  1958  models. 
WcM  over  $100  million  will  go  into  network  and  spot. 

5)  \  leading  franchise-holder  of  I.D.'s  (I  enei  d  Foods)  introduced  the  concept  of 
lend-leasing  it*  prize  schedule  (to  Bristol-Mvers)    rather  than  ri-k  losing  it. 

6)  The  Oiler  report  confirmed  in  Washington  what  the  rest  of  the  nation  sus- 
pected that  the  ramifications  <>f  network  business  arc  immense.  I  lie  question  now  i- : 

W  li at  -  the  penalty    of  size? 

7)  Bartered  time  became  an  accepted  business  format  in  tv. 

<">  1  The  researchers  were  condemned  right  and  left  us  too  slow  and  conserva- 

tive. Thus  Nielsen's  NCS#2  coverage  report  got  a  rough  going-over  from  stations  and 

reps;   ami    VBC  Radio  and  NBC  Radio  fired  on  "MM  for  "outdated  listener  measurements.' 
lake  a  spring,  the  air  media  are  wound  so  tight  that  the  resl  of  1957  will  see  little 

i«tina    in   pressure. 

\  spectacular  feature  during  the  firal  half  of  the  year  was  the  turnover  of 
accounts  whose  fate  largely  hinges  on  tv  and   radio. 

Ilm-  much  of  the  motive  for  change  might  be  indicative  of  the  growing  impact  of 
these    media    on    the   marketing  complex. 

Vmong  the  major  advertisers  that   switched  agencies  during  the  first  six  months  were: 

\i>\  1  i;i  ISER 

Tidewater* 

ens* 
I  111115* Grove's  Bromo  Quinine1 

Pabst* 
Studebaker-Packard 

Schick* 

Nucoa* Noxzema* 
Prudential* 

B.  T.  Babbitt* 
lanolin  Plus* Dole 

FROM 

Ruchanan 
I!.  W.  On 

DFS 

Benton  S  Bowles 
I  eo  Burnett 

Benton  &  Bowles 
W  ,iru  ick  S  I  eglei 
DFS 

SSI  B 
(alkie-  S  Holden 
II.  B.  Cohen 

Russel  Seeds 
\.  W.   Wer 

TO 

I  1  B    San  Fran.) 

n;\ 
Mi  ( !ann-Erickson 
<  Gardner 

Norm. in.  C  &  K 

Bui '  e-1  >-  Vdams 
r>.  nton  S  Bow  les 

G,B&B M  11  Manus,  I  8   \ 

h,  McClinton 
IT.  \ 

KFI 
TBA 

I  STIM  VTED  iw 

500,000 

1,000,000 

2  51 N  1,1  K  N I 

1,000,000 

■CM. I  Ml 

8,000,000 I  51 

1.500,0 

5.000,000 

1,500,01 

1000,0 

'Substantial  part  of  budget  devoted  to  aii   media. 
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\fter  fizzling  out  once  (SPONSOR-SCOPE,  22  June,  page  9),  the  inevitable  hap- 
pencd  ill  in  week: 

idvertisera  now  can  buy  a  third  participation   in  an  alternate-week  program. 
The  offer  comes  from  ABC  TV,  and  the  show  is  Guy  Mitchell  (for  which  Revlon 

has  the  alternate-week  commitment  all  by  itself  i. 

The  price  for  a  minute  announcement  plus  billboards  over  seven  telecasts  is  $226,000 
for  time  and  talent.    The  lineup  consists  of  141  stations. 

Another  ABC  TV  show  that  can  be  had  on  a  one-third  participation  basis  is 
Sugarfoot,  which   will  alternate  with  Cheyenne  Tuesday  nights. 

Libby-Owens-Ford,  one  of  GM's  major  supplier-,  is  pitching  in  with  a  net- 
work show   to  help  sell   the  new    models  this  fall. 

Ik  contribution  is  an  idternate  week  half-hour  of  Perry  Mason  on  175  CBS  TV 

stations  for  26  weeks,  with  a  time  and  talent  bill  of  around  S100,000  a  week.  Agency: 
Fuller  &  Smith  &  Ross. 

While  the  concept  of  pushing  your  customer's  products  is  nothing  new  in  tv,  what 
L-O-F  is  doing  could  develop  into  quite  a  trend  in   the  automotive  field. 

Fabrics,  accessories,  and  other  suppliers  might  find  it  expedient  and  profitable  to  get 
into  the  act  lecause  the  auto  business  is  so  important  to  their  own  welfare. 

L-O-F  also  is  sponsoring  a  quarter  of  the  collegiate  football  games  on  NBC  TV. 

Before  Libby-Owens-Ford  gets  started  on  its  Perry  Mason  sponsorship,  there's 
this  technical  hurdle:  Cutting  those  Fords  out  of  five  of  the  nine  films  already  in 
the  can. 

Another  problem  facing  the  glass-maker:  Prevailing  upon  GM  to  replace  the  offen- 
sive Fords  with  GM  models. 

General  Motors  always  has  steered  clear  of  furnishing  cars  to  Hollywood  producers, 

while  Ford  thinks  the  practice  worthwhile. 

Colgate  this  week  wrapped  up  its  tv  network  lineup  for  fall  with  the  pur- 
chase of  The  Thin  Man  series  from  MGM-TV. 

It  will  run  Fridays  9:30-10  p.m.  on  NBC  TV.    Rates  is  the  agency. 
With  The  Thin  Man,  the  networks  will  have  10  whodunits  going  next  season. 

Why  is  the  GMC  Truck  division  pouring  all  that  money  into  network  radio 

just  two  months  prior  to  the  debut  of  its   1958  line? 

Primarily  with  this  end  in  view: 

It  wants  to  unload  its  remaining  light  trucks  (whose  sales  have  been  hit  by  the  lighter- 

made  foreign  kind)   and  concentrate  on  the  half-ton   panel  job. 

Ford  is  importing  its  own  4-cylinder  Anglia,  and  GM  will  be  bringing  in  the  Vauxhall 
from  England.  American  tradesmen  favor  the  imports  because  of  the  claimed  savings  of 

about  $2  a  day  in  gasoline. 

Announce  that  you're  budgeting  $5  million  for  spot  and  network  tv,  and 

your  competitor  immediately  thinks  you're  telegraphing  your  sales   forecasts. 

Here's  how  a  rival  of  Exquisite  Bra — which  recently  made  just  such  an  announcement — 
has  it  worked  out: 

With  the  average  bra  retailing  at  S3,  Exquisite  will  have  to  sell  800.000  to  break 

even.    That  adds  up  to  $24  million   (in  a  trade  whose  total  is  about  $200  million). 

On  the  daytime  side,  NBC  TV  in  June  had  four  more  commercial  hours  than 

in   1956.    CBS  TV's  margin  was  two. 
Total  daytime  commercial  hours  for  June  were  CBS  TV,  2Sy2  hours,  NBC  TV,  18  hours. 

Source:    NBC  Corporate  Planning  Dept. 

10  SPONSOR      •      13   JULY    1957 



SPONSOR-SCOPE  continued 

Radio  this  week  again  made  1 1 ■ « -  top   headlines   In   new    busiiu  -•«   hchk    -   r- 

thing  that's  become  practically  routine  since  IV\  I  crashed  through  with  thai  I > 1 1 •  •••  Ford 
order  on  I  BS 

Tm  the  stream  of  new   radio  dollars  add  these: 

•  V  i; ii - 1 \   contribution  front  General  Mills,     ["he  cake  mixes  contributed  a  total  ol 
1,000  through  BBDO     1100,000  going  to  NBC  and  the  balance  foi   spot.    Knoi  Reeves 

bought  a  run  of  20  segments  on  CBS  For  Wheaties,   (mounting  i"  116,000  a  week. 
•  Vlck  Chemical   (Morse  International)   •  1  i *  1  it-  seasonal  shopping  earlier  than 

usual,  1  > 1 1 \ in:-   1 2d  segments  over  I"-  weeks  <>n  CBS  and  30  spots  a  week  on  NBC  foi   20 
Week-. 

•  Ralston  Purina   (GB&F)   blocked  out  sis  units  a  week  on  CBS  foi   13  weeks. 

•  American   Home  Products   (Y&R)    committed  itself  t"  13  weeks  of  Wend)   Warren 
and  the  News  .it  the  rate  of  t«"  units  a  week. 

•  Best  Foods  spread  a  fall  campaign  over  da)   and  night  on  CBS  f"i   around  2\  weeks. 

ltol»  Eastman,  iBC  Network  president,  told  SH  \  members  al  a  luncheon  ilii- 
week  thai  liis  policy  of  quality  live  programing  will  bolster  the  whole  radio 
industry. 

M'.C  Radio's  policies,  as  outlined  b)  him: 
1  i     \o  network  selling  between  u-9  a.m.  and   1-6  p.m. 
2t    No  unit  smaller  than  5  minutes. 

3)  No  negative  selling. 
4)  Only  live  selling. 

5)  No  expediency  selling.    (Translation:    Let's  stick  to  the  rate  card,  i 
(See  Network  Section  ol  News  Wrap-Up  For  more  Eastman  remarks  on  thi~  occasion.  1 

There  are  main  ways  of  making  your  agenc)  associates  aware  of  radios  importance  in 

tlic  media  spectrum,  but  here's  a  foot-in-the-door  gimmick  an  airman  in  a  top  Madi- 
son   ivenue  agency  find*  .surefire. 
He  brings  along  a  transistor  radio  to  cadi   product   group  meeting. 

iebod)    is  Bare  to  ask,  "What's  that?""    That's  all  he  needs  to  take  off  on  the 
Subject   of  radio'-   present   Status   and   what  it  can   do   for  tlic  account. 

V  big-ageney  line  of  thinking  niipht  well    benefit    radio   a   lot. 

\   marketing  man  in  one  of  tin-  Bin  Three  syllogizes  die  point  thus: 
1)     Competition   in   research,  engineering,   features,  and   price  i-  90  severe  that   it  tends 

t «>  nullify  itself  sales-wise. 

2^    That  leaves  the  intangibles  as  sales  point-     the  big  feature  of  the  "brand  image." 
3)    You  pet  an  image  across  by  repetition  and  slogan. 

I'      That-  where  radio  come-   in  --you   can   hammer  the   point    home  cheaply. 

\re  network   radio  salesmen   weak   in    their  knowledge   of   the   basics? 

Judging  from  a  series  of  complaints  SPONSORSCOPE  picked  no  this  week  along  Madi- 
son   Avenue,   the  answer  is  yes. 

Here'-    how    agency    people   think    salesmen  can   improve  their  approach: 
•  Show  that  they  are  versed  in  the  background  of  the  medium. 

•  Become  acquainted  with  every  facet  of  the  network's  program  structure,  stars,  etc. 
•  Remember  that  an  advertiser  is  not  buying  participations,  but  a  franchise. 

•  Know  something  about   VFTR  \  regulations  and  scales,  particularly  on  cut-ins. 

•  F.xhihit  an   awareness  of  the  network's   programing  and   sales   philosophy. 

If  you  have  an  idea  for  a  radio  show,  don't   take  it   to  an   advertising  agency. 

It  isn't  that  agencies  are  cold  to  radio  ideas.  But  under  the  present  system  of  network 
buying,  advertisers  rnrelv  originate  a  radio  program  the)  buy  participation  in  a  show  the 
networks  worked  up. 

So  take  your  hrain-child  to  the  real  footer  parent — the  network  or  individ- 
ual  station. 
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SPONSOR-SCOPE    continued 

TvB  is  checking  up  on   its  estimates  of  tv   spot  expenditures. 

It  has  asked  four  major  agencies  to  tell  the  bureau    (in  confidence,  of  course)    how 

the  figures  cited  for  their  clients  compare  with  actual  expenditure  - 

TvB's  volume  data  are  hased  on  one-time  rates. 

Some  reps  think  TvB  could  perforin  a  valtiahle  service  hy  showing  in  what 

classes  of  markets  expenditures  were  made. 

The  suggested  breakdown:  (1)  Portion  spent  in  New  York,  which  usually  runs  around 

10%;  (2)  the  share  that  went  to  the  next  10  markets;  and  (3)  the  segment  apportioned 
among  secondary  markets. 

TvB's  reaction  to  this  as  gathered  by  SPONSOR-SCOPE:  It  would  pinpoint  the 
information   too   closely   to   benefit   everybody. 

One  of  the  reasons  whv  the  reps  favor  such  a  breakdown:  It  would  help  take  the 
heat  off  them  from  their  stations  in  the  lesser   markets. 

Syndicators,  in  particular,  may  he  interested  to  know  why  JWT  gradually 

has  veered  away  from  spot  film  programs. 

The  explanation  that  came  out  of  that  agency   tlii-   week: 

•  Too  many  dealers  are  prima  donnas.    They    fancy   themselves   program   critics   and 

disagree  about  the  type  of  syndicated  fare. 

•  The  simplest  common  denominators  are  news   or   weather — because   you   can't   argue 
about   either  of  them. 

•  Dealers  can  be  sold  more  readily  on  the  advantages  of  five  shows  a  week  over  one. 

International  Latex,  which  has  a  five-year  deal  on  the  C&C  film  barter  plan, 

this  week  took  a  look-in  at  NBC  TV — with  a  view  of  perhaps  doing  some  business  in 
the  near  future. 

Latex's   interests   ranges   from    foundation  garments  and   baby   pants  to   drugs. 
(See  6  July  SPONSOR-SCOPE  for  pertinent  sidelight  on  Latex-C&C  relations.) 

Smaller  agencies  will  find  a  pat  on  the  hack  in  the  27  July  SPONSOR  issue 

where  Earl   Ludgin  tells  why  you   don't   have  to  he  a  giant  to  compete. 
Says  Ludgin:    In  advertising  a  David  can  outsmart  a  Goliath   with   imagination,  agil- 
ity, and  the  unexpected. 

His  formula  is  that  there  is  no  ironclad   formula.    Every   problem   is   a   different  prob- 

lem.  Isolate  the  puzzlers,  and  you  will  find  solutions   inherent   in  them. 

Like  Revlon.  Hazel  Bishop  is  spreading  the  network  program  risks. 

There's  still  a  big  difference,  however,  in  expenditures:  Revlon's  present  network 

tv  commitments  are  at  the  rate  of  S13  million  annually  vs.   Hazel  Bishop's  $7.5  million. 

NBC's  corporate  planning  department,  one  of  whose  chores  is  to  forecast 
trends,  feels  bullish   about  the  fall  outlook  for  both  network  and  spot  tv. 

It  predicts  that  the  medium  will  snap  out  of  its  summer  leveling  off  and  that  spot  tv 
will  be  as  lively  as  network  in  the  months  to  come. 

Says  this  confidential  memo:  Advertisers  that  have  been  hesitating  because  of 

disappointing  ratings  and /or  a  concern  over  low  profits  despite  higher  sales  are 

showing  signs  of  jumping  back  for  the  fall. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  4:  New 

and  Renew,  page  59;  Spot  Buys,  pane  66;  News  and  Idea  Wrap-Up,  page  TO:  Washington 
Week,  page  81;   sponsor  blears,  page  84;  and  Tv  and  Radio  Newsmakers,  page  90. 
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WHEN    KANSAS    CITY    GOES    SHOPPING    .    .    . 

It's  a  WHB  world FOOD    .    .    . 

national  food  producl  advert  ism-  ia  placed  on  WHB  than  on  all  other  local  radio  stations 
combined.   And  locally,  virtually  all  major  food  chains  advertise  consistently  on  WHB. 

DRUGS    .    .    . 

National  drug  advertisers  and  local  drug  stores  Bpend  mure  money  on  WHB  than 
on  all  other  local  radio  stations  combined. 

AUTOMOTIVE   .   .   . 

WHB  carries  schedules  tor  every  major  national  automobile 
advertiser.  Local  car  dealers  buy  more  tune  on  Will!  than 

en  all  other'  local   radio  stations  combined. 

CIGARETTES   ...  * 

Every  cigarette  brand  buying  spot   radio  in  Kansas  City 
in  1956  bought   WHB. 

NEW    HOMES   .   .   . 

Kansas  City  home  builders  put  more  new-home  advertising 
on  WHB  than  any  other  Kansas  City  radio  station. 

txrausc   IT'S   A   WHB   AUDIENCI 

Whether  it  be  Metro  Pulse.  Nielsen,  Trendex  or  Hooper — 
whether  it  be  Ana  Nielsen  or  Pulse — WHB  is  the  dominant  first  among  every  important 

audience-type.    That  statement  embraces  the  housewife,  her  husband,  their  teenagers  — 

as  well  as  the  farm  family.    Every  survey  agrees.    Whether  it's  audit  n<  < 

or  advertising  it's  a  WHB  world!  Talk  to  Blair  or  WHB  GM  George  W.  Armstrong. 

WHB    10,000  watts  on  710  kc.  Kansas  City,  Missouri 

IC3INJS 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM   Miami 
REPRESENTED    BY    JOHN    BLAIR    &    CO. 

TODD    STORZ,    PRESIDENT 
WTIX 
REPRESENTED    3V    ADAM    YOUNG    INC. 
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BUFFALO'S  OWN  AGENCIES 
ADVERTISERS  CHOOSE 

WBUF,  CHANNEL  17,  AS  THE 

L 

) 

MOVIN 
FORCE  IN 
BUFFALO 

To  sell  Buffalo  housewives  <>n  the  extra  service 

and  values  in  Loblaw  Supermarkets,  Ad  Busch, 
Inc.,  haw  announcements  on  WBUF  .  .  . 

20-second  (  hain-bri  \ks  in  AA  time  because 

the)  reach  Greater  Buffalo's  big,  adult  night- 
time audience  at  an  economical  cost-per-thou- 

sand  .  .  .  and  allow  complete  flexibility  in  sched- 
uling announcements  of  Loblaw  specials. 

ONE-MINUTE  spois  in  WB1  is  '•Million  Dollar 

Movie"  (5:30-6:40  pm )  on  Thursdays  and  Fri- 
days—the nights  Loblaw  Supermarkets  are  open. 

wbuf,  because: 
...  as  Ad  Busch  timebuyer  June  Kreutzer  says, 

"sales  results  and  in-store  surveys  show  that  our 
20-second  spots  on  wbuf  cover  a  large  segment 
of  audience  that  otherwise  would  not  he  readied. 

And  'Million  Dollar  Movie's'  consistently  high 
ratings  with  the  housewife  audience  make  it  a 

natural  for  our  institutional  needs." 

...  as  the  client's  film  production  supervisor, 

William  G.  Still,  says,  'wbuf's  fine  technical 
facilities  guarantee  us  the  finest  reproduction, 

with  good  balance  and  smooth  integration  be- 

tween feature  films  and  our  filmed  commercials." 

...  as  A.  E.  Robert  Cahoon  says,  "wbuf's  all- 
out  promotion  support  helps  merchandise  the 

TV  schedule  to  store  personnel,  arousing  enthu- 

siasm where  it  really  counts,  at  the  store  level." 

Big  and  growing  audiences,  plus  gratifying  sales 

results,  make  WBl  I  the  fastest-moving  force  in 
Buffalo.  Put  this  force  to  work  for  xou  today! 

WBUF-17 BUFFALO     SOLD  BY  ffl  SPOT  SALES 

Left  to  right:  William  G.  Still.  Film  Production  Super- 
visor. Ad  Busch.  Inc.;  WBUF  Announcer  Fred  Cov- 

ington; Robert  Cahoon.  Account  Executive,  Ad  Busch, 
Inc.;  June  Kreutzer.  Timebuyer,  Ad  Busch,  Inc. 

H 



Proposition 

South 

For  31  years  KONO  Radio  has 

been  wooing  South  Texas  with 
music  and  news .  .  .  giving  South 

Texas  what  they  want,  when 

they  want  it.  Result:  49%  pene- 
tration (according  to  NCS  No. 

2)  .  .  .  and  going  higher  and 

higher  every  day  as  KONO 
adds  new  program  innovations. 

There's  a  "sweet  proposition" 
for  advertisers,  too  .  .  .  and  it 

can  be  yours  when  you  call  your 

H-R  or  Clarke   Brown   man. 

860  kc  5000  watts 

is   m 
SAN  ANTONIO Radio 

Timebuyers 
at  work 

L6 

Sam  Vitt,  Doherty,  Clifford,  Steers  &  Shenfield,  Inc.,  New  York. 

thinks  that  "main  manufacturers  who  in  the  past  have  placed  their 
advertising  using  co-op  or  local  arrangements  are  getting  better  re- 

sults now  that  they're  relying  almost  entirely  on  their  ad  agencies." 

Sam  points  to  several  major  reasons  for  the  trend.  "The\  ve  real- 

ized that  it's  necessary  to  have  top- 
flight,  objective  agency  people  to 

purchase  time  that  will  actualh 

make  money  for  them."  In  the 
hands  of  the  agencies.  Sam  notes, 

they've  had  the  number  of  com- 
i  le  cial  impressions  often  doubled 

in  a  single  market  for  the  same 

dollar  cost — in  effect  doubling 

their  advertising  budget.  "And  at 
DCSS  we've  developed  methods 
for  checking,  correcting  and  im- 

proving past  purchases  which  have 
been  affected  by  program  shifts,  listening  and  viewing  habit  changes, 

program  revisions  or  other  stations,  etc.  No  other  media  is  con- 
fronted with  this  peculiar  problem  of  fluidity.  But  for  advertisers 

who  recognize  this  unique  facet  of  tv  and  radio  and  for  the  agencies 

who  have  devised  methods  of  tightening  and  improving  schedules, 

the  results  outdistance  the  other  mediums  in  ad  mileage  and  salt-. 

Bernie  Rasmussen,  Fuller.  Smith  &  Ross.  New  York,  says:  "Be- 

cause of  the  many  current  changes  in  broadcasting,  it's  important 
for  bu\er  and  rep  to  have  frequent  contact.  Changes  in  ownership, 

affiliation,  format,  programing — all  these  can  be  important  consid- 
erations when  buying.     And  each  set  of  ratings  invariably  shows  a 

ecu  station  leading  in  a  market 
and.  if  not  that,  then  the  start  of  a 

trend  toward  uch  a  station  might 

be  detected.  The  buyer  should  see 

the  rep  often  enough  so  that  he'll be  aware  of  all  station  changes 

and  how  these  affect  his  cam- 

paigns. 1  he  rep  should  call  on  the 

buyer  often  enough  to  prevent  the 

embarassing  situation  where  a 

hu  er's  response  to  a  station's  re- 
quest for  *wb\  the  buj  on  the  com- 

petition?' i  :  'No  one  bothered  to 

tell  me  of  the  change  in  the  market.'  Mutual  contact  is  especialh 
necessar)  in  agencies  with  only  moderate  activity.  Because  of  infre- 
ruent  lur  ing.  a  schedule  is  often  set  up  without  the  latest  market 

data.  There  is  no  hard  and  fast  rule  as  to  how  frequent  calls  should 

be  made  but  common  sense  dictates  at  lea  t  a  phone  contact  e\er\ 

few   months.     This  rep-buyer  practice  will  have  long-range  benefits.  ' 
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Talk  about 

promoting! 
We  don't  talk  about  it.  We  do  it!  And  in  spades.  Day 

in  and  out  'round  Baltimore  we  talk  up  WITH    and 

our  advertisers.  Nobody  -but  nobody-   is  immune 

to  it.  Even  the  steeplejack  atop  City  Hall  can  see  our 

giant   PEHZEB^CBEfr    in  the  heart  of  town — 

and  our    Effl-EH3g&      and  our  EJHEHZ» 

Housewives  see  them,  too,  as  well  as  our 

-and  our  daily 

And  when  they  visit  their 

food  store-any  food  store,  chain  or  independent    they 

see  powerful  W-l-T-H    EEMBsgHI^   New 

Baltimoreans  learn  about  us  right  off  the  bat  through 

CHS3SH^H3gg»  Teenagers  pick  up  a 

W-l-T-H  weekly   ■:i>ai'i:n.m»'H:i  on  every 

excursion  to  their  record  store.  Constant 

EEQHMSH^and  ii:M»1«*»  flow  to  the 

food  and  drug  channels.  Promoting7  It's  our  lifeblood 

— and  one  of  the  big  reasons  why  W-l-T-H  has  twice  as 

many  advertisers  as  any  other  Baltimore  radio  station. 

MOVIE  TRAILERS 

NEWSPAPER   ADS, 

in  Baltimore 
Tom  Tinsley    President R.  C.  Embry  vice  Pres 

Radio's
 best  on 

l23ooyo«r
 

National  Representatives:  Select  Station  Representatives 

in  New  York,  Philadelphia,  Baltimore,  Washington 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Froncisco,  Los  Angeles,  Dallas,  Atlanto 
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EACH    PEARL  A  MEMORY 

President  Coolidge  had  just  mule  the  first  Presidential  broadcast  from  the  floor  of 

( longress;  the  first  Federal  Radio  ( lommission  had  been  recenl  ly  appointed;  Columbia 

Phonograph  Broadcasting  System,  Inc.  came  into  existence;  and  Secretary  of 

Commerce  Herberl  Hoover  spoke  from  Washington  to  New  York  in  t he  first  demon- 

si  ration  of  television  .  .  . 

Lindbergh  flew  into  the  hearts  of  America;  Commander  Richard  E.  Byrd 

crashed  into  the  sea  off  France;  Tunney  retained  his  championship,  although  Dempsey 

claimed  a  "long  count,"  and  the  immortal  "Babe"'  hit  sixty  home  runs  .  .  . 

"Talking"  pictures  became  a  reality  when  Al  Jolson  in  "The  Jazz  Singer"  scored 

an  instant  success;  Henry  Ford  unveiled  the  Model  A;  ground  was  broken  for  the 

<  reorge  Washington  Bridge  in  New  York  .  .  . 

Broadway  presented  Show  Boat.  My  Maryland.  Connecticut  Yankee.  Hit 

the  Deck,  and  Good  News;  Tin  Pan  Alley  gave  us  Chloe.  Me  and  My  Shadow.  -lust 

a  Memory.  At  Sundown.  Blue  Skies,  and  many  others. 

This  was  the  wonderful  year  of  1927— and  on  July  11th  of  that  year  Storer 

Broadcasting  Company  started. 

Only  the  old  and  tired  stop  counting  birthdays.  Storer  Broadcasting-Company. 

being  neither,  is  proud  and  happy  to  celebrate  its  30th  anniversary.  Proud,  too.  of  its 

thirty  years'  service  in  the  public  interest  and  happy  that  our  advertisers  find  Storer 
stations  a  most  effective  sales  medium. 

Yes,  each  year  has  been  a  pearl  — and  each  pearl  a  memory. 

STORER     BROADCASTING     COMPANY 

WSPD-TV WJW-TV WJBK-TV 
Toledo,  Ohio Cleveland,  Ohio Detroit,  Mich 

WSPD WJW                         WJBK WAGA 

Toledo,  Oho Cleveland,  Ohio                    Detroit,  Mich 
Atlanta,  Gq 

WAGA-TV 
WPFH-TV Atlanta,  Ga. Wilmington,  Del 

WIBG 
WWVA 

WGBS 

Ph,l 

adelphio,  Po. 

Wh 

eel.ng,  W Va.                  Mir 

NEW  YORK— 625  Modison  Avenue    New  York  22.  Plaio  1-3940 

SALES   OFFICES      CHICAGO-230  N    M.ch.gon  Avenue.  Chicago  1.  Franklin  2-6498 

SAN   FRANCISCO  — 111   Sutter  Street    Son   Francisco    Sutter  1-8689 



by  Joe  Csida 

WILS 

114%   MORE  audience 

than   Station    B   ALL    DAY! 

5000 
LIVELY  WATTS 

Mar. -Apr.    '57    Hooper    In    Lansing    Shows 

MONDAY    THRU    FRIDAY 

7:00   a.m. -12    noon 

12    noon  6:00   p.m. 

WILS 

61.4 

53.7 

Station  B 

23.5 

30.1 

LANSING 

MORE  listeners 
than  all   other 
stations   heard    in 

Lansing    combined. 

::Mar.  thru  Apr. 
average  C.  E. 
Hooper,  Inc. 

WILS 

Represented    Nationally  by 

Venard,    Rintoul   &    McConnell,    Inc. 

2(t 

Sponsor 

■  backstage 

Behind    radio's  fabulous  comeback 
I  he  notice  which  went  out  to  the  trade  said: 

".  .  .  The  success  of  the  program  formula  of  the 
Plough.  Inc..  stations:  Radio  Baltimore.  WCAO; 

Radio  Boston.  WCOP;  Radio  Chicago,  WJJD  and 

Radio  Memphis.  WMPS,  is  widely  recognized 

not  only  by  the  public  but  by  local,  regional  and 
national  advertisers,  and  other  broadcasters.  The 

production  and  method  of  presentation  of  the 

program  formula  of  the  Plough.  Inc.  stations  is  fullv  protected  by 

copyright.  All  rights  are  fullv  reserved  and  no  portion  may  be  law- 
fully used  without  the  express  permission  of  Plough.  Inc.  copyright 

owner.  For  information  on  how  you  mav  obtain  exclusive  rights 

to  use  this  copyrighted  production  and  program  formula,  contact: 

President,  Plough  Broadcasting  Stations.  P.  0.  Box  248,  Memphis." 

An  integrated  24-hour  program 

I  was  fully  aware  that  at  least  part  of  the  Plough  formula  con- 

sisted of  playing  the  top  40  records,  and  I  wondered  how  such  a 

format  could  possibly  be  copy  rightable.  So  I  contacted  the  president. 
He  turned  out  to  be  Harold  Krelstein  and  in  less  time  than  it  takes 

to  say  top  40  we  were  seated  across  a  luncheon  table  and  I  was 

learning  many  things  about  the  Plough  formula  I  had  never  known 
before.  Because  the  manner  in  which  a  broadcaster  builds  audience 

for  his  advertisers  and  potential  buyers  is  of  considerable  conse- 
quence to  the  success  of  radio  advertising.  I  want  to  devote  this 

week's  piece  in  its  entirety  to  the  Plough  system.  I  also  have  the 
sneaking  suspicion  that  the  rather  fabulous  comeback  of  local  radio 

and  its  high  state  of  present  prosperity  is  largely  due  to  the  vastly 

intelligent  planning  and  hard  work  of  people  like  Harold  Krelstein. 

Whether  or  not  the  Plough  formula  is  indeed  copyrightable.  I 

wouldn't  know.  But  for  certain,  Mr.  Krelstein  and  his  associates 
have  copyrighted  one  of  the  most  fascinating  tomes  it  has  ever  been 

my  pleasure  to  flip  through.  This  is  called  Operating  Manual  & 

Policies  for  the  Broadcast  Services  of  Plough.  Inc.  And  it  spells 

out  in  the  most  minute  detail  the  manner  in  which  music,  news 

and  public  service  of  the  most  practical  nature  are  blended  into  an 

unending  program  sequence.  The  effect,  in  other  yvords.  of  the 

Plough  formula,  is  not  to  create  blocks  of  programs,  with  little 

relationship  one  to  the  other,  but  to  create  a  24-hour  program,  all 
elements  of  which  floy\   into  all  other  elements. 

This  is  done,  not  only  by  playing  the  top  40  tunes,  but  by  playing 

carefully  selected  new  songs,  long  playing  and  extended  play  albums, 

and  standards  in  any  form.  And  by  playing  this  music  in  a  carefully 

paced,  even  more  carefully  selected  manner.  For  example,  in  arriving 

at  the  top  40.  each  of  the  Plough  stations  makes  the  most  thorough 

and  exhaustive  survey  of  all  the  key  record  retailers  in  the  city. 
Harold  Krelstein  showed  me  the  actual  work  sheets  on  which  these 

sun evs  were  based,  and  I  >ay  without  hesitation  that  I  believe  thev 

are  as  authentic  as  human  effort  can  make  them.    This  is  obviousl) 

sponsor 13  jlly  1957 



In  a  few  minutes  the  Adam  Young  man  will  be  telling  somebody 

that  WTIX  has  more  than  twice  the  audience  of  the      2  station 

This  morning  from  3  E.  54th  St.  .  .  .  and 
from  offices  in  Chicago,  St.  Louis,  Boston, 
Los  Angeles  and  San  Francisco,  the  Adam 

Young  n n 'i i  are  oul  with  nev  data  on  Nev 
( Orleans  radio. 

They  have  ;i  new  Hooper  which  shows  WTIX 
even  further  ahead  with  24.2$  all-daj  aver 
age    -hare    of    audience.    (Second    station; 
11.0'.   ). 

They  have  a  new  Pulse  winch  shows  WTIX 
with  an  even  bigger  lead  over  the  nexl  station 
in  II  station  New  Orleans     lii-t  in  the  morn 

i  19.0'  i  ).  I i i-i   in  the  afternoon   (  I!'."'  I ami  lir -i  all  day. 

Storz  Station  programming  ideas  and  excite 
men!  have  created  a  nev  New  Orleans  listen 

ing  habit,  with    new    time-buying  habits    t" 
match.  1 1'  i  In-  Adam  Y<>nir_:  man  doesn  'i  call 
von  to  tell  you  more,  you  call  him.  Or  gel  in 
lunch  with  WTIX  General  Manager  Fred 
Berthelson. 

WTIX 
first  in  1 1  station 

NEW   ORLEANS 

"rwriorsj 
DAY'  RADIO     FOR     TODAY'S     SELLING 

WDGY  Minneapolis  St  Paul 
WHB  Kansas  City 

WQAM   Miami 
REPRESENTED    BY    JOHN    BLAIR    A    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED    BV   ADAM   YOUNG    INC. 
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Winner 

takes 

(almost) 

all... 

21  of  the  24  top  Pulse 

Rated  radio  shows  in 

Los  Angeles  are 

heard  on  KNX*  That's 
another  reason  why 

Southern  California's 
#1  radio  station  is 

the  CBS  50,000  watt 

KNX,  LOS  ANGELES 

Pulse:  March-April,  1957 
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Sponsor  backstage  continued 

important  because  if  the  station  is  playing  the  records  which  the 

people  like  most  it  is  more  likeb  to  attract  and  hold  an  audience 

than  a  station  which  is  playing  records  selected  h\  whim,  fancy  or 

pressure   from  a   promotion   man. 
Mam  station  operators  feel  that  spending  money  on  exhaustive 

r-ur\e\»  of  local  record  popularity  is  wasteful.  Why  not,  they  reason, 

use  the  legitimate  national  tradepaper  lists?  But  a  quick  look  at  the 

differences  in  local  popularity  of  records  from  city  to  city  would 

indicate  that  a  national  list  would  not  he  quite  as  sharp  and  accurate 

a  picture  of  local  popularity  as  a  home-developed  list.  In  the  four 

Plough  cities,  for  the  week  of  24  June,  for  example,  the  top  five 
were  as  follows: 

CHICAGO 

1.  Bye,  Bye  Love 

BOSTON 

Love  Letter-  in 
the  Sand 

BALTIMORE 

Young  Blood 

MEMPHIS 

Teddy  Bear 

2.  So  Rare 
Bye,  Bye  Love Bye,  Bye  Love 

Dream  Boy 

3.  Love  Letters  in 
the  Sand 

Around  the  World Over  the  Mountain 

Sarchin' 
4.  White  Sport  Coat 

So  Rare 
Love  Letter-  in 

the  Sand 

I'm  (Innna  Sit 

Right  Down  & Write  Mysell    a 
Letter 

5.  I  Like  Your  Kind 
of  Love Queen  of  the Senior  Prom 

It's  Not  for  Me  to 

Say 

White  Siher  Sands 

These  differences  become  even  more  startling  when  it  is  realized 

that  in  the  top  five  to  10  records,  geographical  and  regional  tastes 

do  not  vary  nearly  as  much  as  do  records  in  the  lower  positions.  And 

it  is  only  through  exhaustive  surveys  of  the  type  conducted  by  the 

Plough  stations  that  the  station  is  actually  able  to  program  the  most 

popular  music  in  its  own  market. 

Station  works  with  record  dealers 

And  cooperation  of  the  type  necessary  to  creating  an  accurate 

local  list  can  only  be  secured  by  a  station's  reciprocal  cooperation 
with  record  dealers.  One  of  the  things  the  Plough  stations  do  in 
this  connection  is  to  issue  each  week  exclusively  to  dealers  a  list  of 

40  new  record  sides,  called  '"extras."  which  the  Plough  station  is 
playing  heavily.  These  are  selected  bv  competent  Plough  program 

people  and  the  dealers  are  informed  as  to  the  sides  chosen  so  that 

they  may  coordinate  their  own  selling  with  the  radio  exploitation. 

In  the  news  area,  too,  the  Plough  operation  features  attention  to 

detail  and  refinements.  For  instance,  short  one-minute  beeper  phone 

interviews  are  often  carried  with  key  personages  in  the  news,  along 

with  regular  newscasts.  Thus,  when  Ingrid  Bergman  won  the 

Academy  Award  a  Plough  staffer  talked  with  her  on  the  beeper 

phone  in  Rome:  and  thus,  when  little  Benin  Hooper  fell  in  the  well 

in  Manorville.  Long  Island,  a  Plough  staffer  did  a  brief  phone 

interview  with  one  of  the  ke\    would-be  rescuers. 

But  perhaps  the  biggest  secret  weapon  of  all  in  the  Plough  pro- 
gram arsenal  is  the  fixed  and  rigid  training  program  through  which 

disk  jockeys  and  newscasters  on  the  Plough  stations  go.  Harold 

Krelstein  asked  me  specifically  not  to  go  into  detail  on  this,  and 

I  wont.  But  I  may  say  that  Plough  d.j.s  are  most  carefully  trained 

to  do  the  one  job  thats  most  important  to  the  advertiser,  most 

effectiveh  :  Win  friends,  and  influence  people.  And  a  listen  to  any 

Plough  station  will  show  how  well  thev  do  same.  As  I  said,  its 

people  like  Harold  Krelstein.  who  have  brought  radio  out  of  the 
doldrums  into  one  of  the  lushest  phases  in  its  history.  ^ 
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If  You  Had  a  Million 
. . .  has  tripled  its  sponsor  list  in  a  few  short 
weeks!  . .  . 

is  the  only  new  syndicated  availability  with  a 

rating  record  in  the  "golden  30's"  .  .  . 
has  beaten  its  nearest  competitor  for  30  months 

on  the  network,  with  an  average  33 rr  bigger 
audience!  .  .  . 

in  recently  released  Nielsen  roundup  for  1956, 
it  ranked  No.  1  among  all  dramatic  series  (as 
THE  MILLIONAIRE)! 

There  is  no  mystery  about  why  this  program 

has  been  "top  10"  for  so  long  —  Suppose  some- 
one handed  you  a  million  dollars ! . . . 

89  ultra-dramatic film 

immediately  available 
thru  ii our  MCA   TV 

Film  Syndication 

mca  tv 
59S  Madison  Avenue.  New  York  22.  N"    V.  ( Plaza  9-7500) 

and  principal  cities  everywhere 



35  YEARS  OF 
SERVICE 

WMAZ -RADIO 

Qvm/mu  VvnA&ro 

Though  he's  not  been  with  us  all 
those  35  years  (come  October)  Jim- 

my Vinson  helps  us  keep  the  good 
will,  loyalty,  and  high  listenership, 

all  over  Middle  Georgia,  that  we've 
built  up  over  those  years. 

Jimmy  is,  by  every  measurement. 

Middle  Georgia's  favorite  emcee, 
and  master  of  the  turn  tables  on  two 

of  WMAZ  Radio's  (again  AND  Mid- 
dle Georgia's)  outstanding  shows: 

the  morning  "Merry-Go-Round" 
from  7:15  till  9:00;  and  the  after- 

noon "Jimmy  Vinson  Show"  from 
4:00    till    6:00. 

The  ratings  confirm  it,  and  so  do 

Jimmy's  SALES  RESULTS.  Get  on 
the  "Merry-Go-Round"  with  Jim- 

my Vinson,  and  SELL  your  product 
in    Middle   Georgia! 

10,0  00  WATTS 
CBS 

MACON,  &A. 
National    Rep: 

AVERY-KNODEL,    INC. 

21 

l\ews  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Do-it-yourself  nails:  A  new  beauts  aid  i>  now  being  marketed  for 

\\i\cs  whose  husbands  bring  home  unexpected  guests  frequently  and 

on  no  notice  (and  that  puts  agencj  wives  tops  on  the  list).  It's  the 
new  Ten  Day  Press-On  Nail  Color,  being  introduced  by  Harrison 
Laboratories  (through  Product  Services  i  with  a  $1.6  million  ad 

budget,   principally   in  spot  tv. 

"If  a  woman  has  resigned  herself  to  wearing  liquid  nail  polish 
which  cracks  and  peels  after  a  few  dishwashing  chores,  the  new 

plastic  finger  makeup  will  be  the  answer  for  her."  say  Paul  Cohen, 
chairman  of  the  board  of  the  company. 

Lady  program  director:  Patti  Searight,  WTOP,  Wash.,  D.  C.  pro- 
gram director,  sees  her  career  as  distinctive  for  one  reason  onh  : 

"I'm  the  only  woman  program  director  of  a  50  kw.  radio  station  in 
the  IJ.  S.,  and  I  got  there  on  the  devious  path  which  led  from  a  B.A. 

in  bacteriology  and  chemistry." 
She  got  into  radio  via  the  secretarial  route  at  WTOP,  which  at 

that  time  "didn't  need  writers,  industrialists  or  laboratorv  tech- 
nicians, the  only  job  categories  Id  had  experience  in.  From  there,  it 

seemed  only  a  hop.  skip  and  jump  to  assistant  program  director  and 

later,  program  director." 
In  the  latter  capacity.  Patti  schedules  and  realigns  existing  pro- 

graming, initiates  new  shows  for  the  station  and  produces  some 

shows.  Her  advantage  as  a  woman  program  director,  she  feels,  is 

the  fact  that  she  knows  male-appeal  shows  because  her  educational 
and  scientific  background  gave  her  a  perspective  different  from  the 

average  woman's;  yet  she  obviously  knows  what  women  like  to  hear 
as  well. 

In  her  spare  time,  Patti  acts  as  chairman  of  the  nominating  com- 

mittee and  program  committee  of  AWRT.  Washington.  D.  C. 

"West  Coast's  Arthur  Godfrey":  That's  the  name  Betty  White, 

star  of  ABC  TV's  Date  with  the  Angels,  used  to  be  known  b\  when 
she  had  a  show   on  KLAC.  Los  Angeles. 

"We  really  worked  in  those  days,"  Betty  recalls,  with  relatively 

little  nostalgia.  "I  was  on  five  hours  a  day.  six  da\s  a  week,  and 

that's  a  lot." Betty  has  these  tips  to  lad\   telecasters  in  the  homemaking  field: 

1.  Vary  the  format.  Giving  recipes  isn  t  enough  for  today's 
spoiled  viewers.    The)    want  to  be  entertained. 

2.  Don't  get  too  charming.  Women  are  suspicious  of  unctious 
manners. 

3.  Shake  off  the  "idiot  sheets"  and  just  talk  straightforward  and 
down  to  earth.  The  occasional  fluff  max  be  a  welcome  relief  and 

throw  the  woman's  sympath)   your  way. 

"Where  men  are  concerned."'  sa\s  Betty,  "a  gal  on  tv  doesn't  have 
to  worry  too  much.  Guvs  are  just  kinder  and  more  sympathetic 
tow  aid  women  to  start  w  ith.  I  and  ma\  be  a  little  more  gullible  too  I . 
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In  the 

nation's Capital, 

WRC  IS  THE 
NEW  SPEAKER      ̂ _ 

V-J.T  i-  JtlJ±l       HOUSE!    Nielsen     proves   most 
radios  in  Washington  are  tuned  to  WRC.  For  the  total  week,  WRC  wins  a 

33%  share  of  the  total  station  audience -a  resounding  32%  advantage  over 
the  second  station!  Balanced  programming  keeps  the  average  high. 

Starting  off  the  noon-to-3  PM  time  period,  for  example,  famous  Washington 
reporter  Bryson  Rash  far  outstrips  other  broadcasters  in  his  time  period 

with  a  32%  share  of  audience.  In  a  four-week  period  he  reaches  nearly  a 
million  homes  an  average  of  more  than  5  times  each.  Personable  Patty 
Cavin  follows,  winning  a  29%  share  and  reaching  857,000  homes  an  aver- 

age of  almost  5  times  each  in  just  four  weeks. 

And  now,  WRC's  popular  Gene  Archer  has  begun  a  brand  new  1-2  PM 
music  show  to  round  out  local  programming  in  this  time  segment. 

In  Washington's  17- radio-station  market,  you'll  find  this  balanced  pro- 
gramming of  WRC's  tips  the  scale  in  your  product's  favor.  Have  WRC  Radio 

speak  for  you  now  in  the  nation's  Capital.  tjtj>^        ^\  £^  ̂ X. Wl^C/,  yoO 

» 

'SSI  Report—  Washington,  D.  C.Arra — January.  ;?;r 

WASHINGTON,  D.  C.     SOLD  BY 0 SPOT  SALES 



Handy  Bookmark  Series 

Keep  your  place 
in  Los  Angeles 
with  KTTV 

49th  an 

Madisoi 

26 

"Profit   per  square   foot" 

I  was  verj   much  interested  in  the  item 

in  Sponsor-Scope  i  page  10  of  the  June 
22  is<uei   relating  to  the  importance  of 

"profit  per  square  foot." This  was  the  suhject  of  a  studv  we 
made  more  than  a  year  ago  and  which 
we  have   outlined    in   a  small  hooklet, 

"Food  store  profit  study."     The  hook- 
let  is  a  condensation   of  a  45-minute 

motion  picture  made  from  that  study. 
James  P.  Duffy,  adv.  mgr., 

Genesee  Brewing  Co. 
Rochester 

e  SPONSOR  readers  michi  I>r  interested  in  the 

booklet  ,l,.i.i--  Duffy  refer*  to.  tthirh  provide! 
comparative  figure-  for  products  on  a  profit  per 
square  fool  ha*i-  in  various  area*  of  New  York 
Stale.      He    \,ill    provide    copies. 

Not  too  happy  anniversary 

On  behalf  of  all  ex-Biowites — main 

thanks  for  your  "Happy  Anniversary" 
greeting  in  your  27  June  '57  issue. 

None  of  us  are  celebrating,  but  we're 
all  grateful  to  our  many  friends  in  ad- 

vertising for  helping  us  through  a  diffi- 
cult period. 

Larr\  Deckinger.  v.p. 

media  and  research, 

Grey  Advertising.   \  etc  1  ork 

Local  radio  sells  itself 

In  reference  to  your  "Sponsor  Hears 
feature.  June  29th  issue,  the  bit  that 

states.  "If,  on  a  trip,  you've  tuned  your 
car  radio  to  a  small  town  station  and 
wondered  how  it  was  able  to  snare  so 

many  local  merchants,  the  odds  are 
that  a  crew  of  high  pressure  contest 

promoters  has  been  working  the  area. 
I  would  like  to  sa\  that  I  have  sold 

local  radio  in  a  small  town  for  almost 

10  years.  We  have  over  150  local  ac- 
counts. These  good  people  think  that 

local  radio  is  terrific.  We  were  able 

to  do  this  without  the  help  of  a  crew  of 

high  pressure  contest  promoters. 
If  Sponsor  Hears  would  take  the 

time  to  find  out.  they  would  discover 

that  there  are  main,  many  small  town 

radio  stations  that  are  doing  an  ex- 
cellent job  for  local  advertisers  on 

their  own. 
John  T.  Rutledge 

asst.  gen.  &  comm.  mgr. 
It  I  75  Radio.  Ouensboro.  Ky. 

I  Please  turn  page  I 
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Kansas'    Leading    Radio   Station 

W  I  B  W 
CBS  —  580   kc  — 5000  watts 

Topeka's    Only  Television    Station 

WIBW-TV 
CBS-ABC  — Channel  13  —  316,000  watts 

Serving  Topeka  and  the   booming 

industrial-agricultural    Kansas   market 

are    pleased   to   announce 

the   appointment   ot  .  .  . 

AVERY-  KNODEL 
INCORPORATED 

NEW   YORK      ATLANTA       DALLAS       DETROIT      SAN   FRANCISCO      LOS   ANGELES      CHICAGO 

as   exclusive 

national    sales    representatives 

WIBW  and   WIBW-TV  are   a   Division   of  Stauffer   Publications.    Inc. 

Affiliated   with   the  Topeka  State   Journal   and   Topeka   Daily   Capital 



■ 

□K]
Q[D

Tv has  it  covered ! 

OIL-RICH  "WEST  TEXAS" 
centered   in    the 

Metropolitan  Twin-Cities, 

MIDLAND-ODESSA 

KMID-TV  CONFIRMED* 

rllX^  I  ,  7  a.m. -Midnight 

in  the  morning  (ARB) 

in  the  afternoon  (ARB) 

in  the  evening  (  ARB ) 

in  quarter-hour  firsts  (ARB) 

in  the  top  IS  half-hour  programs 
(10  out  of  15— Pulse) 

in  the  top  10  multi-weekly  pro- 
grams   (7  out   of   10 — Pulse) 

in  local  programing  (ARB  and 
Pulse) 

in  number  of  national  accounts 

in    tv    homes 

ARB,     DEC.     1956,     TELEPULSE     APR.     1957 

FULL   POWER    TOO   KW 

□\ZMD\, CHANNEL      P| 

NBC  ABC 
Reps.  Venard,  Rintoul, 

and   McConncll,   Inc. 

South  by  Clark  Brown  Co. 

49th   and ladison    continued 

Buried   treasure 

I  thought  you  would  lie  interested  to 

know,  if  you  haven't  discovered  it. 
that  one  of  our  >i\  one-sixth  page  ad- 

vertisements in  the  June  22nd  issue 

carried   a   buried    offer. 

This  advertisement,  on  page  58,  con- 

tained one  paragraph  which  read  "The 
first   N.Y.C.  agency    account  executive 

Thcfrv  S.Y£   ttgaiC) 

J^M      account  executivt  "hu 
git  el  the  timt  hv  read t  h  i ,  'i  tl  1 o  Geor  1 1 

Cattleman,    VI    6-7900 u  ill  r,'< < 'ii  <■  „  portabht Tl      !«. 

ASK  YOUR  COLONEL! 

Peters.  Griffin. 
Woodward.  •><. 

TELEVISION  SALES 

250  Pork  Ave.,  New  York,  N '  \— ̂ ~ 

PGW  ad  in  sponsor  2'1  June 

who  gives  the  time  he  read  this  ad  to 

George  Castleman,  YU  6-7900.  will  re- 

ceive a  portable  tv  set." 
The  first  and  winning  call  arrived  in 

my  office  a  few  moments  before  I  did 

on  Monday  morning.  It  was  from  Mr. 

F.  J.  Knittle  of  Ted  Bates,  who  report- 
ed that  he  had  read  the  advertisement 

on  Saturday  night. 

This  only  proves  again  that  SPONSOR 
is  read  thoroughly  b\  the  right  people 

and  that  it  pays  to  watch  PGW  adver- tising. 

George  C.  Castleman.  neiv 
business  development,  Peters, 

Griffin,  Woodward.  New  York 

Nighttime    radio    breakthrough 

The  article  entitled  "Who  will  make  the 

big  nighttime  radio  breakthrough?" 
which  appeared  in  the  June  1  issue  of 

SPONSOR  is  the  most  enlightening  radio 

article  I  have  read  in  a  long  time.  I 
feel  here  is  an  article  that  should  be  in 

the  hands  of  every  timebuyer  called  on 

by  a  local  station. 
Lee  Morris,  sales  department, 

WSB  Radio,  Atlanta 

SPONSOR   chosen    for    BPI 

It  is  a  pleasure  to  be  able  to  inform 

you  that  your  publication  sponsor  has 

been  chosen  by  vote  of  the  subscribers 
for  the  Business  Periodicals  Index. 

The  indexing  process  involves  a 

careful  reading  of  the  articles  so  that 

each  may  be  placed  under  the  appro- 

priate subject  or  subjects  with  cross- 
references  to  related  material. 

Edwin  B.  Colburn.  chief  of 

indexing  services,  H.  W . 
Wilson  Co.,  New  York 

WHAT 
IS 

YOUR 

PHOTO- GRAPHIC 

MAL- 

ADJUSTMENT 

1)  QUALITY       ? 
2)  SERVICE       ? 
3)  PRICE  ? 
THESE  ARE  THE  3 
BIG   PROBLEMS 

Let  us  cure  them  for  you 
as  we  have  done  for  some 

of  the  top  business  firms 
and  advertising  agencies 

DAKALAR 

■^OSMO 
^^  Photographers 

I  19  W.  57th  St.,   N.Y.C.         Ci.  6-3476 
PHOTOGRAPHERS    FOR   SPONSOR 

BAKALAR-COSMO 
119  W.  57th  St.,  N.  Y.  C. 

Gentlemen:  Please  have  your  represen- 
tative   O    Phone    □    Drop    in 

Date                             —    Time 

Address      Tel.   No.  _    
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CHANNEL 

SUPER ARKET 
OF  THE  SOUTH 

PEOPLE  WITHIN  THE 

COVERAGE  AREA 

BIGGER 
THAN 

ATLANTA 

75  Mi. 

1,557,764 PEOPLE 

tf 

COUNTED   POPULATION 
A.  D.    RING   AND   ASSOC. 

1950   CENSUS 

BIGGER 
THAN 

NEW  ORLEANS 

75  Mi. 

1,260,360 
PEOPLE 

Channel  7's  Coverage   Extends 
Beyond  the  75  Mile  Area 

National       Representative 

HoUingber 

WSPA-TV SPARTANBURG,   S.  C. 

THE  O 

serving  the  SPARTANBURG-GREENVILLE  supermarket 



SPRING,  SUMMER,  FALL,  WINTER 

I 

Meet  Laurence  Roslow,  Associate  Director  of 

PULSE,  Inc.  He  and  his  staff  of  statisticians 

are  constantly  converting  home  interview  re- 

ports into  reliable  program  ratings.  Their  impar- 
tial findings,  as  you  see  in  this  ad,  emphasize 

the  fact  that  Ziv  shows  rate  great! 

*m^»  Ji 

^^^B 

\ 

V 

\ 



"HIGHWAY 

PATROL" 
Starring 

BRODERICK  CRAWFORD 

1st  AMONG  ALL 
SYNDICATED  SHOWS 
IN  MARKET  AFTER 

MARKET! 

"MAN  CALLED  X" Starring 

BARRY  SULLIVAN 

1st  AMONG  ALL 

SYNDICATED  SHOWS 

AGAIN  AND  AGAIN! 

FALL 

r 

•••- 1  in  Cleveland 

BEATS:  Ed  Sullivan.  Clima. 
Perry  Como.  Dragnet  and 
many  others 

arb    I 

WINTER 

•-•■  1  in  Seattle  Tacoma 

BEATS:  Id  Sullivan,  I  Love 
lucy.  Groucho  Marx.  $64,000 

Question  and  many  others 

arb     in 

FALL 

~1  in  Baltimore 

BEATS:    fd  Sullivan.   Perry 

Como.    Groucho    Marx.    Play 
house  90  and   many  others 

arb— Oct 56 

WINTER 

=  1  in  Birmingham 

BEATS:  Dragnet,  Lawrence 
Welk.  Playhouse  90,  Wyatt 

Earp,  and  many  others. PULSE— Feb.     57 

"SCIENCE  FICTION 

THEATRE" 
Your  host 

TRUMAN  BRADLEY 

1st  AMONG  ALL 
SYNDICATED  SHOWS 

MARKETS  LIKE 
THESE: 

ZtrS  NEWEST  CHALLENGER  FOR 

NO.  1  RATING  POSITION! 

"THE  NEW  ADVENTURES  OF 

ARTIN  KANE"  | starring  Academy  Award  Winner  ( 

WILLIAM  GARGAN! 

TIME  AFTER  TIME  .  . .  i 

SHOW* 

HATS MtAT! 
For  an  eye-opening  audition 
and  an  eye-popping  sales  plan, 
wire  or  phone  ZIV  today.  You 
will  be  the  most  happy  fella 
with  the  No.  1  show  in  your 

market! 

IN  CITY  AFTER  CITY! 

SPRING 

36.1 
1  in  Nashville 

BEATS:    Id    Sullivan,    Drag 

ick    Benny,    Bob    Hope 
and  many  others 

ARI 

SUMMER 

- 1  in  Detroit 

BEATS:  I  love  Lucy.  Perry 

Como,  Groucho  Marx.  Drag 

net  and  many  others 

ARB— Ju" 

SPRING 

-  1  in  Providence 

BEATS:  Wyatt  Earp.  Danny 

Thomas.  Ozzie  and  Harriet. 
Studio  One  and  many  others 

PULSE— MAY. 

',», 

SUMMER 

=  1  in  Dayton 

BEATS:  Ed  Sullivan.  Law 
rence  Welk,  Disneyland,  Phil 
Silvers  and  many  others 

ARB— July.  '56 

FALL SPRING 

1 
1 
1 

49.8 
=  1  in  Portland 

3EATS:    $64,000    Question 
'erry  Como.  Bob  Hope.  Play 
louse  90  and  many  others 

ARB— Nov 
.    56 

26.5 
=  1  in  Chicago 

BEATS:  Groucho  Marx,  Drag- 
net, Wyatt   Earp,   Sid  Caesar 

any  many  others. ARB— April.    56 

WINTER ■dUAIAMzfl 

1 

50.7 
#  1  in  Omaha 

BEATS:   Perry  Como.  Grou 
:ho  Marx.  Jack  Benny.  Drag 
let  and  many  others 

ARB— Fet 
.    56 

39.5 
-  1  in  Jacksonville 

BEATS:  GrouchoMarx. Drag- 
net.   Wyatt    Earp    and    many 

others. 
PULSE— July.    56 



Know 

Charlotte 

by  the 

company 

it  keeps 

Bank  debits  "a  dependable 
indication  of  business 

activity,"  show  Charlotte  keeps 

company  with  many  "first 

fifty"  cities.*  For  major  results, 
give  Charlotte  a  major 

appropriation.  And,  of  course, 

spend  it  on  WBT  Radio 

which  exceeds  the  next  largest 

Charlotte  radio  station  in 

total  weekly  coverage 

(NCS#2)by894.9%. 

Standard  Metropolitan  Area  Population 

Providence  $1 ,57 1 ,397 ,000  •  San  Antonio 

$1,462,297,000  •  Charlotte  $1,326,042,000 

•  Phoenix  $1 ,262,642,000  •  Neu  Haven 
$1 ,103,819,000 

Represented  Nationally  by  CBS  Radio  Spot  Sales 

CHARLOTTE,    N.    C. 

Jefferson  Standard 

]  (roadcasting  compan  v 

HOTH 

t  i 

1 

f            R<    i     « hi  |  s 
■   ■  1    «     1 

i 

I**  *  y 

■Mam!  M       '  ̂ H 

Wf^*f  ̂  



SPON  SOR 
13        JULY        t    8   3   7 

Part  off  a   Series   on    Nighttime  Spot   Radio 

ARE  LOWER  RATES 

NEEDED  TO  SELL 

•:      NIGHTTIME  SPOT   RADIO? 

Sellers  disagree.     One  camp  (mainly  Retry)  ealls  for  a 

rate  cut  to  foeus  attention  on  nighttime.     Most  others  contend  that 

radio   rates   are   too   low  as  is.      Buyers,  surprisingly,  seem  almost 

a*  interested   in   better  selling  and   hetter  programing  as  in  a  rate  eut 

^^ince  nighttime  radio  went  into  it* 
deep  coma  under  the  magic  spell  of 

television,  timebuyers  have  been  ac- 

cused of  suffering  from  "night-blind- 
ness." The  assumption  was  thai  the) 

closed  their  eyes  to  the  fact  thai  some 

listen  while  others  watch,  and  that  dol- 

lars invested  after  7  p.m.  in  spot  radio 
can  pa)  a  health)  di\  idend. 

\  sponsor  surve)  of  agencies 

throughout  the  countr)  i  in  the  form  of 

questionnaire-  to  a  sampling  of  time- 
buyers  and  media  heads)  showed  this 
to  be  untrue.     Their  interest  in  night- 

time radio  runs  higher  than  was  sus- 

pected. I"he\  suffer  more  from  uncer- 
taint)  than  from  "night-blindness. 
The\  are.  in  general,  more  than  will- 

ing to  sail  for  it.  All  the)  a-k  arc 
(hart-  on  which  to  -el  their  course. 

\nd  a  few  other  a--urance-  that  will 

lead  them  to  recommend  nighttime 

buys  to  their  clients. 
<  it  particular  significance  was  the 

number  ot  respondents  who  foresee  an 

increase  in  nighttime  -pot  radio  alter 
7  p.m.  this  fall.  Of  the  timebuyers  re- 

sponding to  the  questionnaire,  50*  I  ex- 

pect a  small  increase  in  nighttime  Bpol 

radio;  35'  i  do  not  anticipate  an) 
change.  \  big  gain  i-  expected  foi 
nighttime  b)   the  remaining   15%.     It 
would    he   -ah     to    |.e|    that    a    \  eai 

practicall)  Iciir,  would  have  answered, 

"No  gains  antic  ipated.' 

In  answer  to  the  question:  "'What will  it  take  to  -ell  more  (  bents  on  use 

of  nighttime  radio.'"  buyers  were  di- 
vided on  what  the)  would  consider 

most  important  lower  rates,  better 

do<  umentation  b)  rep-,  or  hetter  night- 

time programing.    Most  of  the  hi, 

SPONSOR 13  .it  \.\    1957 



A  SPONSOR  survey  of  timebuyers  finds  many 

hoping  for  lower  rates  at  night.   But  they  also  look  for 

better  sales  documentation  and  programing 

voted  for  lower  rates,  followed  closely 

by  those  who  said  better  programing 

would  he  the  prime  answer.  A  consider- 
able number  asked  for  better  docu- 

mentation and  proof  of  results  from 

sellers.  (For  complete  results  of  this 

survey,  see  sponsor's  Tv  and  Radio 
Basics,  out  27  July.) 

Among  sellers,  the  subject  of  rates  is 

always  a  highly  volatile  one.  Thus 

when  Edward  Petry  &  Co.  recently  be- 
came the  spearhead  of  a  drive  to  have 

radio  stations  reduce  their  nighttime 

rates  to  one-half  of  daytime,  they  be- 

came the  vortex  of  a  whirlpool  of  con- 
troversy. A  mixture  of  orchids  and 

brickbats  greeted  their  "Crusade  for 

Nighttime  Radio.'"  most  of  the  orchids 
coming  from  agencies  and  advertisers 
and  most  of  the  brickbats  from  other 

reps,  stations  and  broadcasting  groups. 

Reps  and  stations  who,  over  a  peri- 
od of  several  years,  have  been  paring 

their  nighttime  rates  or  achieving  the 

same  effect  through  raising  daytime 

rates  while  nighttime  retained  its  status 

quo,  are  naturally  reluctant  to  hear  any 

more  on  the  rate  subject.     But  what- 

ever comes  of  the  Petry  "crusade,"  it 
will  have  achieved  one  thing — focusing 
attention  on  the  fact  that  nighttime 

radio  deserves  a  long,  hard  look. 

"Our  original  aim,"  says  William  B. 

Maillefert,  Petry 's  vice  president  in 
charge  of  radio,  "was,  and  still  is,  to 
focus  advertisers'  attention  in  a  dra- 

matic way  on  nighttime  radio,  since  it 

has  been  overlooked." In  essence,  the  Petry  plan  calls  for 
reduced  night  rates  that  would  begin 

at  7  p.m.  with  night  announcement 

packages  going  as  run-of-schedule  or 
rotating  from  7  to  10  or  11  p.m.,  but 

with  limited  choice  of  days  of  week. 

Packages  would  be  at  10-,  15-  or  20- 
per-week  levels  only.  Current  day 

packages  or  straight  rate  announce- 
ments might  apply  for  night  mini- 

mums,  but  not  vice  versa.  Packages 

at  these  lower  prices  would  be  ap- 
plicable for  minutes  or  breaks,  but  no 

separate  minute,  break  or  quickie 

packages.  They  would  be  pre-emptible 
by  other  higher  priced  spots  on  one 
week's  notice. 

There  are  many  reps  and  stationmen 
who  would  rather  pretend  that  Petry 
never  said  a  word.  They  feel  that  spot 
radio  is  already  a  bargain  buy  and 

that  any  blanket  rate  reduction  in 

nighttime  would  serve  no  other  pur- 

pose than  to  "downgrade"  radio.  Oth- 
ers consider  the  Petry  idea  "behind  the 

times.'"  inasmuch  as  they  already  have 
readjusted  their  nighttime  rates  on 
such  bases  as  cost-per-1.000,  ratings, 

proof  of  performance. 
In  short,  the  sellers  bivouac  is  di- 

vided into  three  camps :  ( 1 )  those  who 
feel  that  it  will  take  a  rate  reduction  to 

attract  clients  into  nighttime;  (2) 

those  who  believe  rate  readjustments 

are  strictly  an  individual,  station-by- 
station  affair:  13)  those  who  consider 

nighttime  already  realisticallv  priced 
in  most  cases  and  that  the  attraction 
of  clients  to  it  will  stem  from  factors 
that  have  little  to  do  with  cost. 

"Rates  for  nighttime  spot  radio  in 

effect  right  now.""  sa\s  Robert  H. 
Teter,  vice  president  and  director  of 
radio  for  Peters.  Griffin.  Woodward, 

Inc.,  "enable  an  advertiser  to  buv 

9.6r;  more  radio  families  at  night — - 
between  6  and  10  p.m. — than  in  the 

popular  morning  times  between  6:30 
and  9  a.m..  at  the  same  cost,  and  with 

essentially  the  same  audience  compo- 

sition."  These  facts  came  to  light  dur- 

Advocate  of  lower  rates  for  nighttime  radio 
i~  William  B.  Maillefert,  vice  president  of  Ed- 

ward  Petry  &  Co..  shown  here  rutting  rate  card 



in;.'  a  10-montll  Stud)   b)    l'(,\\    and  .Hi- 

detailed  in  the  firm's  newl)  published 
presentation,  "Nighttime  One  >>f  the 
l.c-i  advert  ising  bu)  s  in  i  .uli< >." 

Between  6:30  and  9  a.m.,  ai  i  ording 

to  tin-  \'(,\\   stud) .  the  audient  e  i  om> 
positi   -  39'  I   men  and   >  I ' .   women  ; 
from  6  to  In  p.m.  it  changes  onlj 

slight!)  I  J'  i  men  and  l<>'  i  women. 
In  the  traffic  hours,  the  radio  families 

bed  in  and  out  of  home  are  786,- 
(•I  I  while  al  night,  650,51  I  are  dehv. 

ered.  The  cost-per- 1 ,000  between  6:  10 

.uhI  9  a.m.  is  80^  against  7!<-  between 

6  and  10  p.m.  The  I't.W  stud)  was 
based  on  23  stations,  representing  31  % 
uf  the  total  I  .S.  radio  homes.  The 

obvious  interpretation  of  this  stud)  is 

thai  there's  nothing  wrong  with  night- time rates  now. 

CBS  Spot  Sales  leaves  rate-setting  mi 
tn  it-  stations  and  reports  thai  those 
stations  are  general!)  holding  to  pres- 

ent caul-.  \ll  the  same,  the)  sa)  thai 
these  cards  are  under  stud) . 

"Nighttime  is  tin-  direction  in  \\ hich 

radio  \%  i  1 1  have  to  expand,"  says  *»dam 

i  nung,  J  i .,  "and  we're  ti  \  ing  t"  do  all 
we  can  to  speed  thai  expansion.  Hiis 
firm  does  nol  believe  in  an)  sweeping 

■  hi  in  rates  to  bi  ing  nighttime  to  hall 

uf  daj  rates,  bul  in  the  tin-rated  pei  i 
ods  aftei  midnight,  it-  stations  prett) 
much  follow  tlii-  pattei n.  In  the  i ated 
hours  of  nighl  i  from  Tin  11),  it  pre 
fers  to  establish  rates  on  the  basis  of 

,  ost-per- 1,000." 
"Man)  stations  are  delivering  audi- 

ences right  now,"  says  Raymond  I. 
rlenze,  Jr.,  of  John  I  Pearson  I 

radio  depai  t  ment,  "providing  advertis- 
ers with  excellent  buys  based  on  pres 

enl  rate-.  Iii  some  instances,  however, 

downward  adjustments  foi  nighttime 
rate-  are  called  foi ,  \\  here  such  ad- 

justments are  necessary,  the)  Bhould  be 
taken  up  on  an  individual  basis.  No 
wholesale  rate  cut  should  be  con- 

sidered." lint  how  <l"  the  timebu) era  w ho  re- 

plied i"  sponsor's  questionnaire  feel 
aboul    night    radio    rates.      Naturally, 

pi  n  e  i-  a  pi  ime  i  onsideration  of  an) 

buyer.  Perhaps  il  was  this  inherent 
loyalt)  to  clients  thai  prompted  most 

..i  those  n li"  sighted  "lowei  >  >'•  • 
the  pi  ime  wedge  thai  m ill  open  ni 
time  radio  business  Nevertheless, 

some  of  the  remarks  the)  took  the  trou- 

ble to  note  on  theii  r«-|>li«->  -Imw  iliul 
theii  emphasis  on  rates  did  nol  stem 
in. in  snap  judgment  bul  rathei  from 
■  areful  thought,  Here  are  s  few  ran- 

dom i  omments 

•  "Radio  -limilil  recognize  the  com- 
petition from  t\  and  change  theii  rate 

cards.  We  considei  night  radio  less 

i  aluable  than  usual  '  lass  "•  very 
eai l\  .i.in.    Rates  don'l  follow , 

•  "Bring  nighttime  rates  into  a 
mi. ii-  favorable  relationship  with  exist- 

ing da)  time  rates. 
•  "I  .i-i.-i  ua\  in  -i  II  nighttime  is 

to  -I'll  an  all-encompassing  spol  pack- 
age which  includes  both  da)  and  nighl 

as  a  single  bu) . 

•  "Rates  al  nighl  are  too  high  <  on- 
i  Please  turn  to  page  86  ' 

How  sellers  look  at  need  for  nighttime  spot  radio  rate  cut 

PRO 

"Now  yon  can  buj  twice  as  main  spots  at  night!"  i-  a  dra- 
matic way  to  convince  advertisers  t"  al  least  nm-  nighttime 

spot  radio  a  real  in.  This  i-  the  feeling  uf  Hill  Maiilefert, 

v.p    al    Petry,   who   launched  "<  rusade   for   Nighl    Radio." 

"'Our  origina]  aim,  says  Maiilefert  in  explaining  the  Petrj 
plan  in  suggest  that  stations  drop  nighttime  prices  to  one- 

half  of  daytime  rates,  "was,  and  -till  i-.  to  focus  advertis- 

ers' attention  dramatically  on  nighttime  radio  since  it  has 

been   overlooked   b)    them    badlj    in   the   past    few    years.*1 

in  work,  the  l'i-tr\  "crusade"  needs  the  cooperation  of  a 
majority  of  stations  in  a  great  number  of  markets.  Says 

Maiilefert:  "Agencies  have  said  thej  might  In-  interested  al 
the  right  price  and  ii  thej  can  ̂ '-t  equitable  nighl  rates  on 

a    broad    regional    ami    national    scale    for    their    clients." 

"The  important  tiling  to  remember,"  -a\-  Maiilefert,  "is 
that  nighttime  spol  radio  is  an  industry  problem  rather 

than  an  individual  station  problem."  In  planning  fall 

schedules,  he  feels  advertisers  "can  count  mi  re-priced, 

rock-bottom,  economical  nighl  spol  radio  in  most  markets." 

CON 

The  evolution  of  "The  new   radio  of  the  television  age"  is 

foreseen  b)  Robert  II.   ["eter,  vice  president  and  directoi  of 
railiu  for  Peters,  Griffin,  \\   Iward,  fnc.     \   10-month  -nr- 

vej   lia-  convinced    fetei   that   night   radio  is  in  tin-  •  a  r  ■  I  - . 

|',i,r   sees   radio  at    nighl   as  a   bargain   buj    without 
reductions  in  cosl  needed.    The  new  present  ition  on  i 

time  railiu  prepared  undei  bis  direction,  shows  that  a  client 

..in  reach  more  people  with  nighttime  than  in  the  moi 
traffic  times  al   same  cost,   thus   no   rati    cul   is   indii 

"Between  6  and   10  p.m.,"  says  Teter,  "a  client 
more  radio  families  than  between  I  0  a.m.  ami 

al  the  same  cost."  What  i-  more,  the  l'(.\\  stud)  shows 
audience  composition  to  be  substantial!)  the  same  in  th>- 
t»,>  time  periods  in   regard   to  men  and  women   listener*. 

Tin-  -aim-  Btud)   shows  the  cost-per-1,000  i-  in 

the  "prime"  morning  time  against  7!  cents  between  f>  ami 

lo  p.m.  "Advertisers  should   examine  tlu-ir   positions,"   h<- 
-a%-.    "a-    well    as    their    attitudes    toward    nighttimi 

radio.      It    offers    them    a    powerful    -film::    opportunity." 

r 

SPONSOR 13  .ii  i.v   1957 



:    *; 
lie  C.m  NATIONAL     I 

gtudt  ana 'Twt  Go. 

BMteatL  ' 

SATUBDAYS  1030  . 

WTVN-TV*-^ 

THEY  BANKED  ON  'SON 
Ohio  bank  breaks  some  precedents  in  using  tv  for 

the  first  time.    90-minute  film  'Something  Different' 

has  no  commercial  interruptions,  no  host. 

Commercials  show  only  actor's  hands  and  toy  props 

John  D.  Metzger,  radio  and  television 

production  manager  of  Byer  &  Bow- 
man advertising  agency  in  Columbus, 

Ohio,  tells  the  story  of  how  a  local 
bank  decided  to  use  television  for  the 

first  time.  He  gives  a  blow-by-blow  of 

"How  we  banked  on  'something  differ- 
ent' "  and  how  this  approach  paid  in 

deposits    and    promotional    dividends. 

W hen  Jim  Kelso,  our  account  ex- 

ecutive on  the  City  National  Bank  and 
Trust  Co.  account,  dropped  a  list  of 
new  feature  films  in  the  office  of  bank 

vice  president  Charles  McCoy,  we 
never  dreamed  it  would  lead  to  the 

most  successful  bank  advertising  vehi- 
cle ever  seen  here  in  Columbus. 

But  it  did  just  that. 

McCoy  asked  what  the  list  was. 

Said  Kelso:  "The  Warner  Bros,  films 
available  as  a  nighttime  feature  film 

package  on  WTVN-TV."  Cost  for  the 
film  and  time  was  $600  per  week,  not 

including  commercial  production  and 
a  host  to  m.c.  the  films. 

Then  came  questions  as  to  cost,  time 

availabilities  and  "away  we  went." 

McCoy  decided  City  National  was 

ready  to  sign  if  satisfactory  arrange- 
ments could  be  made,  and  we  at  the 

agency  went  to  work. 
This  property  had  to  be  just  right. 

Here  was  a  challenge  offered  to  prove 

to  a  client  in  its  first  television  ven- 
ture that  television  is  highly  effective. 

The  right  time  slot:  First  came  the 

time.  We  wanted  a  good  tune-in  and 
yet  we  had  to  be  careful  of  program 

competition.  With  an  hour-and-a-half 
movie,  we  needed  a  time  when  people 

Off-beat   approaches  came  from    (1.   to  r.l    Jim  Kelso,  Byer  &  Bowman:   Chas.  McCoy,  City  Natl  Bank:    Wm.  Zimmerman.  WT\  N-TV 



HING  DIFFERENT 
NATIONAL 

could  -lav  with  it.  \\  I  \  \  l\  offered, 

among  othei  times,  Saturda)  nighl  al 

10:30  p.m. 

I  he  average  tune-in  .ii  thai  i  ime,  ai 

cording    i"    .ill    three    i  ating    sei  \  i<  es 
\l!i:  Pulse,  Nielsen)  w ,i~  between 

1 5  and  50' . .     If  we  could  utI  a  fail 
ihare  ol    that,   ii   ought   to   be   e   I. 

Ilirn.  too,  people  wouldn't  mind  sta)  ■ 
ing  up  a  little  later  on  Saturda)  night. 

<>m  competition?  The  ////  Parade 
on  one  channel,  )  ou  re  on  )  out  Own 

on  the  other.  ( me  a  musical,  the  othei 
a  (|ui/  show.  So  u c  would  have  drama. 

Ii  seemed  oka) . 

\  ice  President  L.  I.  Stroefei .  the 

bank's  advertising  manager,  and  M<- 
(  o)  put  the  final  appnn  al  on  this 
time,  an  action  neither  has  regretted 
inasmuch  as  two  of  these  same  three 

rating  services  give  us  No.  I  in  that 

time  segment  and  the  third  one  rates 

us  a  ver)  close  second.  I  he  rest  of  the 

evening  alter  II  p.m.  we're  a  strong 
first  according  to  all  ratings. 

Uninterrupted  showing:   The  cost, 

time,  station  and  program  material 
were  right;  now  what?  We  had  to 

have  a  gimmick.  It  was  easy,  or  it 

seemed  so,  as  Charles  McCo)  suggested 

we  "run  it  without  interruption — no 
commercials  al  an)  time  during  the 

mo\  ie." 
I  hi-  idea  lias  often  been  discussed 

in    the    trade,    but    Cit)     National    was 

progressive  enough  to  see  what  a 

unique  appeal  this  no-commercial  con- 
cept would  ha\  c. 

Now  we  needed  a  title  to  tit  the  pro- 

m  and  at  the  same  time  l>e  pro- 

amiable  something  thai  would  sell  it- 
Bell  and  pique  the  imagination.  We 

were  sure  people  would  appreciate  the 

show,  hut  how   to  get  them  to  tune  in? 

Mter  a  four-hour  brainstorming  ses- 

sion with  the  station's  film  director,  the 
sales  executive  assigned  to  the  account, 

the  local  sales  manager  and  a<  count 

'■  <  ■  utive  Kelso,  we  were  about  to  give 
up. 

I  hen  a  chance  remark  was  dropped: 

"What  we  reall)  need  i-  a  unique 
title.  We  need  something  different." 
I  hi-    statement     solved    the    dilemma. 

Cameras  scan      itouli  mounted  in  iluclio     I  nil.  brand 
immcrciala    tl    open    and    clow      iuprrimpo»itiom 

No  actor   i*  Featured   in  1  i ̂ •  ■  commercials,   iu-t   hands  appearing    witi 
tun-    prop-    which    illustrate    banking    and    loan    services.     Show    da-    no    m.c. 

[his  was  our  title:  Something  Differ- 
ent    because  it  was. 

Something  Different  Btuck, and  we've 
had   man)    favorable  comment-  about 
the    -how     and    the    title.       One    viewer 

even    suggested    that    we    might    have 

called  it  "Something  Wonderful."  \ 
new-paper  critic  -aid:  "trulv  named 
.  .  .  the  first  time  anything  of  this  na- 

ture has  been  offered  here  .  .  .  beauti- 

ful!) handled.     So  went  the  comments. 

S1h>\*  without  a  host:  Now  to  format 

the  show,  everything  had  to  he  right. 

W  e  niu-tn  t  -poil  it  now. 

Hen-  again  the  hank  management, 

working  with  the  agenc)  and  the  sta- 
tion folk,  made  the  job  ca-v  :  we  would 

use  a  live  camera  opening  without  the 

usual  host,  who  could  possibl)  detracl 

and  almost  always  seems  insincere.  The 

opening  would  he  artistic  ami  simple, 

to  he  followed  b)  a  commercial.  Then 

we  moved  directl)  into  the  -how.  a  90- 
minute  feature  film  uninterrupted. 

Then  the  -how  would  he  followed  b) 

a  -hort  commercial,  a  film  clip  prevue 

for  the  next  week's  -how.  then  tin-  live 
closing.     v7e  decided  the  commercials 
would    he    done    live    with    prop-    ami 
miniature-      once  again,   with   no   host. 

<  onunercialfl  in  miniature:  v7e  felt 

\  e  could  make  commercials  interesting 

and  entertaining  b)  using  tin-  i  lose-up 

approach  h  ith  onl)  tin-  actor's  I -how  bag  ami  w  ith  judii  ious  use  of 

miniature-,  toys  in  most  instances.  \ 

-ample  commercial,  one  ol  our  "1 
improvement    loan  -.    shows 
how  we  did  it.  W  i-  used  !•  its  nail- 

boxes,  plav  money,  miniature  t"..l- 
and  even  children's  blocks  in  an  etTort 

to  get  a-  much  action  a-  we  could  to 
heighten  our  relativel)  standard, 

tutional  cop)  approai  h. 

The  standing  set  for  the  i  ommeri  ials 

i-  a  stylized  counter  of  the  hank.  W- 
-how  a  teller's  window  and  sign,  with 
plav  mone)  a-  props. 

W  .■  -..M  ant-,  loans,  general   Ii 

vacation   loan-,   -avin^-   accounts   and 

all  of  (  itv    National's  services  includ- 
ing bank-by-mail,  24-hour  depository, 
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Word-of-mouth  advertising  comes  from  lobby 

board,  movie  show  dates  sent  with  bank  statements 

free  parkin",  new  three-copy  deposit 
slips  and  trust  service. 

Cards  with  key  words  are  placed  on 

(he  miniature  scenes  to  point  up  the 

audio  or  voice-over  part  of  our  com- 
mercial-. 

The  station  salesman  thought  it 

would  he  unfair  to  the  client  to  go 

through  the  entire  feature  film  without 
some  identification  for  the  hank.  We 

decided  that  we  would  superimpose  a 

slide  at  or  near  11,  11:30  and  mid- 
night I  if  the  show  lasted  this  long) 

with  this  message,  "(title  of  film)  pre- 
sented UNINTERRUPTED  by  the  Citj 

National   Bank   and   Trust   Company." 

We'd  use  no  audio,  merely  five 
seconds  of  the  super  at  a  transitional 
time  in  the  movie  which  would  not  dis- 

turb its  continuity.  This  has  proven 

satisfactory.  It  identifies  National  Bank 

as  the  sponsor  and  still  maintains  the 
uninterrupted  theme. 

The  live  opening  is  very  effective 
with  our  use  of  a  sidewise  camera 

dolly.  We  try  to  give  the  viewer  the 
feeling  the  cards  (cutouts  mounted  in 

the  studio,  see  picture  on  previous 

page  )  are  suspended  in  mid-air  and  he 
is  moving  past  them. 

Plans  for  promotion:  Well,  the  on- 

the-air  program  was  set.  How  about 
the  promotion  for  putting  it  across? 

First  off,  we  needed  to  sell  the  pro- 
gram internally  so  we  asked  the  folks 

at  the  bank  to  choose  the  movies  to  be 

shown.  We  gave  them  a  list  of  35  titles 

including  stars'  names  and  asked  them 
to  select  their  13  top  choices. 

Then,  going  by  the  titles  with  the 
most  votes,  we  made  out  the  schedule. 

We  attempted  to  balance  the  viewer's 
diet;  no  two  heavy  dramas  in  a  row, 

mix  em  up  for  variety's  sake.  But  the 
selections  were  made  by  the  folks  at 
the  bank  and  they  are  sold  on  the 

show.  After  all,  they  selected  the  pro- 

graming. 

Promotional  strategy:  Howr  could 
we  tell  the  folks  at  home?  The  tv  sta- 

tion came  through.  It  constructed 

theater-style  bulletin  boards  for  the 
lobbies  of  each  of  the  five  branches  of 

the  bank  and  one  for  the  station  itself. 

In  a  pocket  on  the  board  plugging  each 

individual  show  and  the  sponsor  we 

placed  a  list  of  all  the  13  movie  titles 
and  the  stars. 

This  same  small  printed  sheet, 

about  3"  by  7",  was  also  mailed  out  in 
bank  statements  at  the  end  of  each 

month.  The  station  gave  us  50  on-the- 
air  promotion  announcements  during 
the  first  week  of  the  show  and  20  each 

week  for  the  balance  of  the   first   13- 

week  order  and  program  cycle. 

Now  we  were  prepared  to  await  re- 
sults and  see  what  word-of-mouth  ad- 

vertising would  do  because  we  thought 

this  was  to  be  our  most  potent  promo- 

tion. The  uniqueness  of  the  idea,  we 

thought,  should  sell  itself. 

The  happy  ending:  Does  our  story 

have  a   happy   ending?     Does   it  sell? 
Well,  the  bank  received  more  than 

1.000  letters  and  cards  in  response  to 

the  query  "Do  you  like  the  show  and 

want  it  to  continue?" This  on-the-air,  reaction-testing  an- 
nouncement was  made  twice  on  the 

fifth  program  in  the  series  and  the  mail 

is  still  coming  in  today.  All  the  cash- 
iers and  officers  of  the  bank  report 

comments  from  customers  almost  every 

day.  The  telephone  operator  there  says 

there  have  been  "many,  many  wonder- 

ful phone  calls." End  of  the  story,  or  the  first  part 

of  it:  City  National  Bank  and  Trust 

Co.  has  just  renewed  for  another  13 weeks. 

V.p.  L.  F.  Stroefer  says:  "We  firmly 
believe  we  are  gaining  a  lot  of  friends 

from  the  tv  presentation,  and  Ave  are 

convinced  this  is  a  valid  public  serv- 

ice which  will  show  response  for  sev- 

eral years  to  come. 

"We  have  seen  many  direct  indica- 

tions from  our  patrons  and  we  have 

gotten  many  new  inquiries."  ^ 

End-of-month  bank  statements  include 
printed  schedule  of  upcoming  feature  length 
films    to    be    seen    on    Something    Different 

Production  Crew:  (L  to  r.)  director  Stan Morris.  Announcer  Paul  Meyers,  producer 

John    Mitzger   of    Byer    &    Bowman    agencj 



New  Oasis  campaign  theme,  cool  smoking,  was  pre-tested  with  ice 
trick.      Veenc\    camera   work   showed   ho*    idea   wmiM   ln,.k  on   film 

Cood    location    foi    Salem   fresh   smoke  commercial   was   scouted 
i. hi    b)    writer   »iili   camera,   not    jusl    developed   ;>t    the   typewriter 

HOW  TO   WRITE  TELEVISION 

COMMERCIALS  WITH   A   CAMERA 

You  use  the  camera  not  to  supplant  copywriters,  but  to 

aid  them  and  tv  producers  in  (1)  conceiving  fool-proof 

commercial  ideas;  (2)  getting  kinks  out  of  commercials 

before  production:  (3)  selling  commercials  to  clients 

f\  i\  copywriter  has  a  greal  idea  for 

a  cigarette  commercial:  Show  the  cig- 
arette encased  in  an  ice  cube  to  get 

across  the  idea  of  cool,  refreshing 
smoking. 

A  tv  art  director  follows  through 
K  itfa  a  stor\  board. 

Storyboards  arc  shown  to  the  client 
and  approved. 

But  \sill  the  idea  rrnlh  come  across 
on  film? 

"There's  actually  onlj  one  waj  to 
know  and  that  is  by  working  \%  it ti  a 

camera  right  in  the  pre-planning 

stages"  says  Stanley     \.   Lomas. 
Lomas,  formerly  a  t\  v.p.  al  McCann- 

Erickson  and  v.p.   in  charge  of  com- 

mercials at  William  Estj  Co.,  calls  the 

technique  "the  t\  comprehensive"  and 
has  applied  it  to  creation  of  commer- 

cials for  Salem  Cigarettes.  Coca-Cola. 
Ballantine  and  Bulova  among  others. 

The  technique  itself  i-  not  a  new 
one.  But  it  has  potential  for  wider  use 
toda\  as  clients  and  agencies  refine 

their  efforts  to  get  the  nm-l  impact  out 

of  everj  commercial.  'See  "T\  com- 
mercials must  dominate  an  ad  mana- 

ger's time."  SPONSOR  (>  Jul)  1957.) 
Vmong  the  earliest  experiments  with 

so-called  "film  roughs"  was  DCSS's 
technique  of  translating  storyboards  t" 
film  prior  to  actual!}  going  into  pro- 

duction   (see   sponsor    -'»    November 
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Several  top  agencies,  J.  Walter  Thompson, 

DCSS,  Esty,  McCann-Erickson,  have  used  film 

to  supplement  usual  storyboard 

Copywriting  and  storyboards  may  precede  or  follow  making 

the  "tv  comprehensive,"  since  camera  can  be  used  to  find  new 
product    uses,  copy  points,   different   techniques   for  film   selling 

Coca-Coia  comprehensive  set  mood,  indicated  casting,  virtually 
blocked  out  shots  of  film  commercials  producers.  Yet  tv  comps 

cost  only   between  $500  to   $1,000  and   take  3   to   10  days   to   make 

1954).  J.  Walter  Thompson,  with  its 

own  studio  set-up,  works  out  both  film 
and  live  commercials  in  rough  form 

prior  to  the  actual  production.  At 
William  Esty  and  McCann,  Lomas 

worked  with  the  so-called  tv  compre- 
hensive. 

"Their  average  cost,  if  there  is  such 

a  thing,  ranges  from  $500  to  $1,000," 
he  told  SPONSOR.  "This  is  a  small  pre- 

mium when  you  consider  the  money 

eaten  up  by  producing  an  ill-conceived, 
ineffective  film  commercial." 

As  Lomas  points  out,  these  tv  com- 
mercials are  billable  to  the  client  as 

"incurred  production  costs."  Further- 

more, they're  a  money-saver  to  the 
client  in  many  instances.  For  example, 
a  New  York  advertiser  threw  a  $3,000 
commercial  out  the  window  because  he 

heard  a  completed  waltz  score  in  the 
final  commercial  and  felt  this  gave  his 

commercial  a  nostalgic  flavor  rather 

than  the  jazz-type  beat  the  product 
-warranted. 

"A  tv  comp  could  have  helped  pre- 

vent this,"  says  Lomas. 
According  to  Lomas,  the  tv  compre- 

hensive is  the  answer  not  only  to  cost- 

is  production  errors,  but  to  a  number 

of  other  evils  as  well.  Here's  why  it 
has  been   useful  in  agenc)    tv  depart- 

ments from  the  point  of  view  of  those 

who've  seen  it  in  operation : 
1.  Stimulates  conceiving  of  copy 

points.  Tv  is  a  visual  medium,  after 

all.  Yet,  traditionally,  copy  is  devel- 
oped at  the  typewriter.  Certainly 

thinking  with  camera  in  the  hand  can 

give  commercials  another  dimension. 

Take  the  Salem  cigarette  commer- 

cials currently  on  the  air  as  an  ex- 
ample. A  new  and  mentholated  brand 

would  certainly  want  to  make  the  point 

that  it  is  cooling  and  refreshing.  That's 
a  concept  that  can  easily  enough  come 

out  of  a  typewriter,  with  bright  and 

suggestive  phrasing.  But  no  type- 
writer can  conjure  up  the  kind  of  emo- 
tional impact  that  a  mountain  brook 

or  fresh  stream  might  have  in  convev- 

ing  those  words  "cooling"  and  "re- 

freshing." The  opening  for  the  Salem  commer- 
cials actually  did  stem  from  a  tv  com- 

prehensive with  tv  producer- writer  Lo- 
mas marching  about  the  Connecticut 

hinterlands,  camera  in  hand. 

"It's  true  that  not  every  tv  copy- 
writer can  be  expected  to  know  how  to 

handle  a  camera,"  he  says.  "Yet  more 
of  them  do  know  tv  production  inti- 

mately.  The  tv  comp  may  be  the  meet- 

ing place  for  writer  and  producer." 

2.  Sells  client  on  a  new  commercial 

series.  And  that's  no  minor  feat  when 
working  from  a  drawn  storyboard  and 

trying  to  evoke  moving  pictures  from 

same.  I  See  Bob  Foreman's  Agency  Ad 
Libs  in  SPONSOR  6  July  1957. ) 

True,  top  clients  today  are  tv-sophis- 
ticated.  Nonetheless,  even  for  the  most 

television-wise  expert,  it  requires  a 

sizable  chunk  of  imagination  to  men- 

tally cast  and  produce  from  a  two- 
dimensional,  black-and-white  storv- 
board  skeleton,  a  commercial. 

"It's  difficult  for  the  non-tv  members 

of  a  major  agency-client  meeting  to 
make  their  most  valuable  contributions 

when  they're  working  from  a  story- 

board," says  Lomas.  "They'll  get 
either  an  'of  course,  that's  what  we 

mean  in  the  first  place.'  or  a  'fine,  but 
that  will  cost  \<>u  $2,000  extra'-type 
answer.  In  other  words,  there's  no 
basis  for  discussion.  The  copywriter 
and  art  director  undoubtedly  have 

their  interpretations  and  so  does  the 

producer  I  though  it's  different  from 
the  previous  two)  :  but  how  to  convey 

these  three  images  to  the  client  and  ac- 
count man? 

3.  Eliminates  costly,  impractical 

and  ineffective  attempts.  There's  no test   like  a  camera  test  to  show  what 
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Exploring   new    location   and   poinl   oi   view    foi    <  hesterfield   com 
mcmai  was  done  with  two  agenc)   staffers  .11   lunchtime.    Manhattan 

new  —  1 1 •  •  t  didn't  work  out  on  film,  so  idea  «.i-  discarded  without  cost 

Hand-flip  test,  ""  camera,  gives  cheap  indication  ol  hov  cartoon 
characters  will  look  and  act  on  film.  Music  oi  voices  can  be  played 

on  tape  al  same  time,  thus  ̂  i\  in^  the  client  a  preview  oi  commercial 

production  difficulties  might  arise  in 

the  studio.  \\\  testing  General  Mill- 

O-Cel-0  Sponges  on  camera,  Est) 
found  that  a  split  screen  showing  a  gal 
wiping  spilled  liquid  from  a  table  with 
a  rag  and  another  gal  doing  same  with 

a  sponge  proved  more  effective  than 
1,000  well-written  words. 

On  the  other  hand,  the  \\  compre- 

hensive showed  a  high-priced  dance  se- 
quence for  a  particular  cigarette  would 

not  have  worked  out  as  conceived  with- 

out doubling  tin*  budget. 

4.  //<•//>>  casting.  Shooting  ju-t  a 
few  fret  ol  film  of  a  ual  with  a  l>o\  of 

detergent  in  hand  can  tell  a  more  com- 

plete story  than  an)  amount  of  com- 
posite photos  and  script  readings. 

5.  Mn  y  develop  neu  uses  of  the 

product.  \  ou  cant  Mart  experiment- 

ing in  a  high-priced  studio  with  a  full 

union  crew  on  hand.  That'-  the  kind 
of  indecision  that  can  cost  the  sponsor 

thousands  of  dollar-,  i  el  there'-  need 
for  on-camera  experimenting  to  find 

the  proper  waj  to  hold  the  client- 

product,  the  most  taste-appealing  u.i\ 
to  angle  the  camera  on  a  cake  and  so 
Forth. 

"Blocking  out  shots  without  camera 
works  fine  with  a  dramatic  script 
where  the  storyline  tends  to  outweigh 

the  production,"  says  Lomas.  "But  in 
most  top  commercial-,  it  -  the  inter- 
pla)  ol  action  and  SOUnd,  not  the 
word-  alone,  that  create  the  de-ire  to 

buy.  You  can't  arrive  at  this  combi- 
nation as  effectively  b)  going  from  pa- 

per to  final  film  without  this  transi- 

tional film  rough." 
().  Scouting  out  locations.  \\  ith  het- 

ter    and    better    produced    and    written 

commercials  vying  for  riewer  attention 
on  the  air.  the  premium  is  upon  inter- 

esting casting   and   locations. 
\  location  can  look  fine  to  the  naked 

eye  and  then  produce  technical  prob- 
lems lew  t\  expert-  could  conceive  of 

without  a  film  run-through. 

"We  planned  underwater  shot-  for 

li.  I.  Reynolds  tobacco,"  he  told 
sponsor.  "But  it  was  advance  camera 
scouting    that    showed    u-    where   the 
cameraman  might  get  the  bends  from 
having  to  go  too  deep  to  escape  mudd) 

currents.  I'm  not  suggesting  that  ever) 
copywriter  dive  into  the  ocean  with  fins 

and  camera  before  writing  an  under- 

water sequence,  but  our  pre-shooting 
scouting  did  save  the  client  money  in 

this  instance  because  we  didn't  have  to 
sail  around  with  a  full  crew  looking  for 

nice  transparent  waters." \\  hat  doe-  it  actualh  take  to  make  s 
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t\  comprehensive  in  terms  of  time  and 
talent? 

Stan  Lomas  finds  that  the  avei 

amount  of  time  required  is  between 
one  week  and  In  da\s.  although  be  re- 

calls completing  one  or  two  of  them  in 
a  couple  or  three  days.  Ujove  all.  it 

doe-  take  someone  in  the  agency's  t\ 
department  who  can  handle  a  camera 

smoothly.  Hut.  Bince  comprehensives 
are  never  shown  to  the  viewing  public 

and  onK  serve  to  -peed  up  meetings 

and  stimulate  idea-,  there's  no  union 

problem. "Ti  ou  i  .in  start  eithei  « ith  a  script 
or  with  a  storyboard  or  simpl)  from 

an  idea,  says  Stan  Lomas.  "The  n 
comprehensive  is  a  flexible  thing  and 

•  an  be  as  useful  as  you  make  it. 
We've  used  it  at  times  before  an  idea 
got  to  the  copywriting  and  typewriter 

stage,  it  other  time-,  to  test  copywrit- 

ers idea-.  It's  a  wide  open  field.  The 

onlj  sure  thing  we've  found  out  about 
these  celluloid  storyboards  is  that  the] 
do    tend    to     i  ]  i     tut    down    the    actual 

production  time:  (2)  insure  better 

final  production:  i  '\  I  improve  commu- 
nication with  non-t\  people  in  the 

agency  and  client  offi<  es;  and  \  i  in 
the  long  run.  save  the  client  both  time 

and  moiicN ."  ^ 

n 



Part    Two    of    a    Series 

TIMEBUYERS  RATE  THE  REPS 

As  the  chart  at  right  shows,  top  five  rep  firms  among  the 

31  "rated"  by  buyers  are  way  out  in  front.    SPONSOR  asked 

buyers  what  the  firm  which  lags  behind  can  do — even  if  its 

financial  resources  are  limited.    Key  suggestions  include:  get 

better  clerical  help  to  back  up  salesmen;  hire  sales  assistants 

A%  few  reps  are  way  out  in  front. 

"Even  these  reps  are  not  equally 
good  in  all  facets  .  .  . 

"There's  real  need  for  the  majority 
of  firms  in  the  rep  field  to  improve 

their   operation." These  are  the  conclusions  sponsor 

reached  on  the  basis  of  a  survey  of 

timebuyers  in  New  York  and  Chicago 

(see  story  29  June,  page  33).  The 
conclusions  are  dramatized  in  the 

chart  at  right,  showing  how  31  repre- 
sentative firms  ranked  in  the  survey. 

(Charts  previously  published  showed 
rankings  for  the  top  five  firms  only.) 

The  chart  reveals  a  wide  gap  be- 
tween the  top  five  or  six  reps  and  those 

that  follow. 

This  does  not  mean,  however,  that 

the  top-ranking  rep  with  1,052  points 

is  say  10  times  "better"  than  the 
eighth-ranking  rep  with  101  points. 
If  30  or  40  rep  firms  had  been  listed 

and  buyers  asked  to  rank  them  in  or- 
der, then  the  exact  number  of  points 

might  have  had  more   significance. 

sponsor  discarded  this  research  ap- 

proach, however,  as  being  too  un- 
wieldly  and  unlikely  to  draw  a  suffi- 

ciently high  return  from  buyers.  The 
questionnaire  SPONSOR  did  send  out 
asked  buyers  to  list  five  rep  firms  as 
the  leaders  under  five  categories  of 

performance.  Scrutiny  of  the  returns 
showed  that  buyers  were  scrupulous  in 

trving  to  select  firms  they  regarded  as 
trulv  the  leaders.  They  did  not  all 

merely  fill  in  the  same  five  rep  firms 
in  the  same  order  for  each  question. 
What  the  results  come  down  to  is 

that,  whether  their  relative  lead  is  ex- 

aggerated or  not  by  the  nature  of  the 
survey,  the  leaders  are  way  ahead. 

Just   why? 

\nd  —  more  important  —  what  ran 

the  firms  which  are  far  behind  do 
about  it? 

SPONSOR  put  these  questions  to  some 

of  the  buyers  who  had  signed  the 

original  questionnaire.  In  addition, 
part  of  the  answers  were  supplied  by 

written  comments  on  the  original 

questionnaires  themselves. 

Why  these  five?  The  leading  rep 

firms  have  one  thing  in  common,  as 

you  might  assume  :  strong  station  lists. 
Timebuyers  said  that  inevitably  they 

were  influenced  by  the  station  lists 

themselves.  The  rep  with  the  strong- 
est stations  starts  out  with  greater 

prestige,   they   pointed   out. 

However,  it's  far  more  than  a  ques- 
tion of  prestige.  The  best  stations  at- 
tract the  most  business  and  make  the 

rep  firm  strong  enough  economically 

to  invest  in  top  personnel — from  sales- 
men on  down  to  secretaries.  More- 

over, buyers  pointed  out,  the  stronger 
the  station,  the  more  inclined  it  is  to 

work  closelv  with  the  rep  and  provide 
him  with  the  best  data. 

What  can  others  do?  Buyers  had 

the  following  specific  suggestions,  ex- 
pressed here  in  their  own  words  l  these 

are  buyers  in  New  \  ork  City,  contacted 

by  phone  and  in  personal  interviews  I  : 

•  Sales  assistants.  "Reps  are  judged 
on  the  basis  of  the  salesmen.  Although 

the  larger  reps  are  better  equipped  to 

back  up  their  salesmen,  the  individual 

is  90%  of  the  sale — provided  his  mar- 
kets are  being  considered  at  all.  So 

reps  should  get  top  salesmen.  If  this 
is  prohibitive,  then  they  should  use  a 

system  of  sales  assistant*.  These  mid- 

dle people  can  be  important  in  pro- 
viding the  salesman  with  the  facts  he 

needs  and  in  servicing  requests  when 

he's  out.  Many  smaller  reps  rely  on 

answering  services — or  else  there's  a 
secretary  who  merely  answers  the 

phone.  The  secretaries  at  the  better 

rep  firms  can  give  complete  informa- 

tion even  when  the  salesman  is  out." 

Said  another  buyer:  '"There's  a 
large  pool  of  bright  young  men  seek- 

ing jobs  as  salesmen  at  reasonable 
wages.  Perhaps  these  could  break  in 

first  as  sales  assistants  to  expedite  sell- 

ing for  the  senior  salesmen." 
•  Penny-wise.  "It's  easy  to  talk  if 

you  don't  know  the  economics,  but  it 
seems  to  me  some  of  the  reps  are 

pennv-wise  and  pound-foolish.  They 

won't  call  stations  directly  to  get  facts 
on  availabilities  but  rather  send  a  let- 

ter. This  places  them  at  an  extreme 
disadvantage  in  the  current  fast  pace 

of  buying." •  Paperwork.  "Even  the  basic 
forms  used  bv  the  top  reps  are  bet- 

ter, more  conducive  to  doing  business, 

more  systematic.  That's  one  thing  it 
wouldn't  cost  any  money  for  a  rep  to 

improve.  ' 
•  Service.  "Some  reps  are  too  con- 

cerned with  getting  new  business  to 
sen  ice  their  existing  customers. 

"Reps  must  pre-sell  the  station  be- 
fore the  buv  is  contemplated.  Sell  with 

hard  facts,  clearly  and  in  a  short  time.  ' 
"The  good  salesman  is  generally  in 

touch  with  you.  The  other  doesn't 
show  up  until  you  call  for  avails." 

•  Attitude.  "Reps  should  not  be 
defensive  about  their  stations.  They 

should  just  state  their  case.  After  the 
buv.  they  should  not  argue  foolishly. 

Some  reps  don't  pre-sell  enough,  but 
then  want  to  hold  a  debate  after  the 
decision.    This  onlv  hurts  them.        ̂  
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MM 

HOW    31    REP  FIRMS  (NAMES  WITHHELD)    RANKED    IN    SURVEY 

I  In-  id. hi  below  goes  one  step  beyond  charts  published 

in  tin-  29  June  issue  <>f  SPONSOR.  It  includes  "ratings" 

fui  all  .'>l  rep  firm^  mentioned  l>\  timebuyera  in 
sponsor's  survej .  Pxe\  ious  charts  included  onl)  the  top 
five.  Hie  -ii i  \  <■  \  itseli  was  conducted  b)  mail  in  June. 
Questionnaires  went  t"  250  buyers  in  70  agencies  <  New 

^'ik  and  Chicago).  \  total  oi  60  buyers  (2495  '  re- 
turned questionnaires;  Beven,  however,  arrived  i""  late 

for  laluilatic.ii  -c.  that  figures  below  represent  results 
from  53  questionnaires  (21%).  \  check  showed,  bow- 

ever,  that  tin-  seven  late-arriving  questionnaires  would 
have  hail  mi  significant  effect  on  tin-  tabulated  figures. 

\t  least  2 1  agencies,  probablj  man)  more,  an-  repre- 

sented. Mi  isn't  possible  iu  irll  in)  sure  since  buyers 
were  not  required  in  sign  names,  though  man)  did.) 

The  questionnaire  itselJ  asked  buyers  i"  li-i  in  order 
thf  five  rep  firms  which  do  the  best  job  undei  each  oi 

five  categories  oi  performance  (shown  in  chart  below). 

I  .nil  time  a  rep  firm  was  rated  numbei  I  it  received 
five  points;  i  numbei  2  ranking  was  worth  foui  points; 

numbei  ■',.  three  points  and  bo  on  down  i"  "in-  point 
fi»r  numbei  i  I  In-  totals  each  rep  received  undei  this 

point  system  an-  shown  undei  heading  "raw  so 
below.  I  In-  "raw  scores  win-  then  multiplied  b 
"correction   factoi     t"  produce  the  "weighted 

\\  hat  was  the  "correction  factor"?  Ii  was  based  on 
the  \\a\  in  which  timebuyera  ranked  the  five  categories 

of  performance  themselves.  Most  important  categories 

win-:  "providing  fast  availabilities"  and  "providing 

thorough  availabilities."  These  got  L66  points  undei 

the  system  described  above,  ["he  ratio  between  points 
for  these  highest-ranking  categories  ami  tin-  lowest- 

ranking  categor)  provided  the  "correction  factors." 
(Foi  details,  see  charts  in  29  June  issue,  pages    '•  I 

RANK 

1.     Day-in selling day-out (1.451 
II.   Providing  fast 

availabilities   <  1  87  > 
III.    Thorough 

availabilities   ■  1  87  • 
IV      In 
data 

-depth 

1.00) 
V     Follow-through TOTALS 

Raw 
Score 

Weighted 

Score 

Raw         Weighted 
Score            Score 

Raw         Weighted 
Score            Score Raw 

Score 

Weighted 

Score 

f 

Raw 

Score 
Weighted 

Score 

i 

Raw Score 

Weighted 

Score 1. 
Rep    \ 

161 233 1 12           266 1  19           279 112 112 

I  12 

162 696 
1052 

2. Hep    B lid 203 92           L72 126           236 

126 

126 

118 

111 

602 

881 
3. Rep  C in: L5S 87             163 127            238 

138 

138 

VI 

11", 

553 809 

4. 
Rep  I) 

9] 
L32 80            150 711            131 

61 

64 

91 

111 

389 

578 

5. 
Rep  E 56 

81 63            118 103 53 53 60 73 
287 

428 

6. Rep  F 

r. 

62 t:          88 28              52 1  1 11 

11 
54 

176 270 

7. 
Rep  G 

23 

33 

15              28 2 1               15 

18 

18 28 

;i 

108 

158 

8. Rep  II 

13 

19 
18              3  t 11              21 . 7 16 20 65 

101 

9. Rep  I 7 10 14             26 IS              28 

15 

15 

9 11 60 

90 

10. Rep   J 6 9 15              28 11              21 It It 14 17 60 89 

11. Rep    k 18 
26 

11              21 14             26 7 7 5 6 55 86 

12. Rep   L 

10 

15 16             30 9              17 t 4 7 9 

46 75 

13. Rep    M 8 12 12              22 9              17 8 8 10 

12 

47 71 

14. Hep    \ 9 13 8              15 8              15 2 2 

15 

18 

42 63 

15. Hep    0 6 9 9              17 6              11 7 7 3 t 

31 

48 

16. Hep    P 1 1 t                7 10               19 9 9 1 5 

28 

41 

17. 
Hep    Q 

t 6 7              13 2                 t 1 t 7 9 24 36 

18. Hep    R 
- 

10 5                9 1                7 5 5 7 9 24 35 

19. Hep    S 3 1 2                t 6              11 5 5 7 9 

23 

33 

20. Rep  T 3 1 5                9 7              13 0 0 3 1 

18 

30 

21. Rep   U 0 0 4                7 2                4 1 1 5 6 

12 

18 

22. 
Rep  V 

0 0 2                4 3                6 2 2 0 0 7 

12 

23. Rep  W 0 0 1                7 0                0 2 2 2 > 8 

1  1 

24. Rep  X 2 3 0                0 0                0 6 6 1 1 9 

10 

25. Hep    V 1 1 1                2 1                2 0 0 0 0 3 5 

26. Rep   7. 3 t 0                0 0                0 0 0 0 0 3 4 

27. Rep     \  \ 2 3 0                0 0                0 0 0 0 0 2 3 

28. Rep  BB 0 0 0                0 1                2 0 0 0 0 1 2 

29. 
Rep  CC 

0 0 0                0 1                2 0 0 0 0 1 2 

30. Rep  DD 0 0 0                0 0                0 2 2 0 0 2 2 

31. Rep  EE 0 0 0               0 0                0 1 1 0 0 1 1 

NOTE 
Kunbci  • 

«i   factors *   referred   to  In  explanat ion  abort. 
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"WHO   SAYS 
HOW  TO 

AGENCIES   DON'T   KNOW 
GET   MERCHANDISING   SUPPORT? 

Merchandising    specialist    at    Emil    Mogul   says   he's 

using   techniques    broadcasters   told   SPONSOR  were  lacking 

among    agencies.     What    are    they?     Mainly  common  sense, 

mixed   with    a  good    measure   of    pre-planning   and   courtesy 

///  a  recent  SPONSOR  article  "Mr.  Ad- 

man yoitre  missing  the  boat"  broad- 
casters complained  that  agencies  did 

not  know  how  to  ask  for  station  mer- 
chandising support.  In  this  report  Jules 

Lennard,  marketing,  merchandising 

v.p.  at  Emil  Mogul  details  just  those 
approaches   the   broadcasters   call  for. 

^^tation  operators  who've  been  grip- 
ing about  the  way  many  advertising 

agencies  go  about  getting  merchandis- 
ing cooperation,  as  reported  in  SPONSOR 

on  27  April,  rate  a  pat  on  the  back  for 

registering  their  discontent.  Since 

they're  on  the  receiving  end  of  what 
must  be  a  stupendous  number  of  mer- 

chandising requests,  they're  certainly 
in  a  position  to  know  the  score  and 

render  judgment.  And  if  exposing  the 

weakness  in  the  ad  agencies'  merchan- 
dising role  leads  to  better  all-round 

performance  and  improved  agency-sta- 
tion relations,  as  it  should,  the  public 

squawking  will  not  have  been  in  vain. 

However,  in  justice  to  agencies  with 

a    proved    history    of   successful   mer- 

chandising work  with  radio  and  tv 

stations,  the  published  record  should 
show  that  not  all  agencies  are  falling 

down  in  their  merchandising  perform- 

ance. There  is  a  way  that  a  qualified 

agenc\ ,  if  willing  to  put  in  the  neces- 
sary time  and  effort,  can  get  a  whale 

of  a  lot  of  merchandising  cooperation 

from  station-. 

My  own  experience  proves  conclu- 
sively that  the  vast  majority  of  stations 

offering  merchandising  cooperation 
are  anxious  to  do  a  good  job.     In  fact, 



mam   of  tin-in  .in-  real  eager-beavers, 

hut  the]  can't  operate  in  a  vacuum. 
Thaii  merchandising  facilities  can  be- 

come  real!)  valuable  only  if  the)  are 

properl)  organized  and  given  direction 
Ia  someone  who  know-  the  advertiser  i 

problem  thoroughly.  Stations  can  t  be 

expected  t"  di>  much  with  glittering 

generalities  and  vague  requests. 

Ilic\  need  belp  from  ad  agencies  in 

the  form  <»f  idea-  and  material. 

I  tics  need  and  should  get  a  planned 

program  from  the  agencj , 

[hej    need    the    agency's    personal 
touch. 

Tlic\  need  specifics. 

Agencies  make  .1  serious  mistake  it 

tlie\  give  station  merchandise  services 

the  brush-off  treatment,  as  if  the)  were 

.1  step-child  of  advertising     worthwhile 
if  the  service  can  be  obtained   without 

too  much  bother.  M\  contention  is 

that  such  merchandising  is  quite  valu- 
able worth  a  lot  of  time  and  effort 

For  what  it  will  be  worth  to  other-. 

I'd  like  to  set  forth  some  of  the  guid- 
ing principle-,  and  practical  applica- 

tions   which    have    enabled    the    Mogul 

■gene)  to  gel  the  most  in  merchandis- 

ing Bupport  for  our  client'.-  advertising from  radio  and  tv  stations. 

Just    what    is    wrong    v\itb   the   wav 

man)    agencies    handle    their    station 

merchandi-ini:  programs?  \s  pointed 

out  in  the  27  April  article,  the  big 

bones  of  contention  among  broadcast- 

ers are:  inadequate  material  and  the 

impersonal  approach.  Add  to  this  a 

Bood  of  extravagant  and  unrealistii  re- 

quests for  station  cooperation,  and  you 

have  an  admittedl)  powerful  indict- 

ment of  agenc)  practice-  in  this  area. 

Taking  last  things  first,  one  princi- 

ple to  which  we  subscribe  zealousl)  is: 
never   a-k    for    more    than    \oiir    client 

really  needs. 

If  we  know  that  a  station  provides 

%  your  station  contacting  in  a  per- 

*  sonal    way.     Write    the    Btation 
imager,   follow    up   on   In-   ideas,   suggest 
mr    own.      Lennard     (seated)     discusses 

LRK.  Cleveland,  car  card,  with   account 

|(iper\i-or    Milton    11.   (iuruil/   .1-     \nii    *mI- 
an    take-    tliank    you    note   to    station 

DON'T 
jiriml  out  mimeo- 

graphed forms  t"i 
stations.  Mass-mailing  technique  will  pro- 

duce little  cooperation.  Stations  should  be 
handled  on  individual  basis  and  merchan- 

dising tailored  to  their  resources.  At  right 
Lennard  mugs  disapproval  oi  this  method 

it-  advertisers  with  a  full-range  of 

merchandising  facilities,  well  request 

everything  thai  will  help  out  client  in 

that  market  On  the  othei  band,  we'll 

politel)  icp-i  t  a  station's  proffered  sup- 
port     if    the    client     due-     not     -land     to 

benefit  from  a  certain  form  of  roer- 

i  bandising  acth  itv . 

The  Bexibilit)  <«f  our  operation  has 

a  mii-t  salutar)  effect  on  our  relations 

with  station  personnel.  \  case  in  point 

i-  the  station  which  agreed  to  support 
a  client  with  a  \aiici\  of  merchandis- 

ing aid-  ranging  from  marquee  dis- 

plays to   personal   calls  on   the   retail 
trade.    We  adv  i-ed  the  station  manage] 
that  our  client-  best  interests  would  be 

served  if  be  concentrated  his  support 

on  one  phase  of  the  program.  Result: 

I  be  station  saved  time  and  mone)  bv 

avoiding  a  wasteful,  multi-faceted  mer- 

chandising program  and  was  able  to 

intensif)  it>  efforts  in  an  area  where 
we   needed   it   mo-t. 

In  tailoring  our  station  merchandis- 

ing campaigns  to  a  client-  need-,  we 
do  a  good  deal  more  than  request  a 

conventional  land  hackneyed)  mailing 

to  the  trade.  .Nor  is  a  mailing  ever 

prepared    for   the    purpose   of    impress- 

ing the  >  lient   w  ith  a  progress  report 

I    would   be  '  ommitting   a   Hag  i 

•  an. ud     if     I     wen-    I,,    .  I. urn    lb.it     ever  \ 

one  of  out  station  merchandising  cam- 

•  ured  to  the  i  lient's  needs 
in  a  -pe«  i!n  market  Obviously,  this 

woiild  be  a  hopeleasl)  expensive  and 

i i ■  ■  I •  i .■  •  to  .d  opei alii. n.  failoi ins 

campaign  i"  a  client's  need-  simpl) 
mean-  the  process  of  adapting  and  ad- 

justing our  full-scale  merchandising 

kit-  to  a  specific  market   when-  local 
condition-     uaiianl     nr     need      special 

treatment     Foi   the  most   part,   how- 

ever, we  prepare  and   implement  one 

general  campaign  for  each  client. 
In  cite  an  example  of  pinpointing  a 

Campaign  in  a  specific  market,  take  the 
case  of  the  wine  ami  liquor  industry. 

Handcuffed  b)  a  welter  of  conflicting 

law-  and   regulations,  the  industr)    is 

faced   with   promotional   problems  on   a 

state-to-state  basis  that  arise  solel)  be- 

cause of  differences  in  governing  rules, 

particular!)  with  respect  t"  distribu- 
tion. In  developing  a  station  merchan- 

dising program  for  the  Manischewitz 
Wine  Co.,  a  major  air-media  adver- 

tiser, we  scrutinize  ever)  market  under 

a  magnifying  glass.    Vnd  we  make  it  a 
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MERCHANDISING    continued  .   .   . 

point  to  key  our  requests  for  merchan- 
dising cooperation  to  local  distribution 

conditions.  Thus  we  avoid  the  waste- 

ful motion  of  requesting  merchandis- 

ing support  which  has  no  value. 

Unlike  the  propagandists  who  bom- 
bard their  targets  with  messages  tossed 

from  low-flying  planes,  we  can't  afford 
to  scatter  our  merchandising  requests 

to  the  media  winds.  We  make  good 

use  of  all  available  station  directories, 

which  include  listings  of  merchandis- 
ing facilities,  enabling  us  to  identify 

our  target  and  avoid  wasted  motion. 

But  the  best  lists  in  the  world  are 

inadequate  when  the  personal  ap- 
proach is  lacking.  We  are  thoroughly 

convinced  that  a  personal  knowledge 

of  station  personnel  and  station  reps  is 

a  prerequisite  to  obtaining  maximum 
mileage  for  a  media  merchandising 

program.  Wherever  possible,  we  ad- 
dress our  mailings  to  the  right  person, 

whether  it  be  the  commercial  mana- 

ger, merchandising,  sales  promotion  or 
station  manager. 

Knowing  station  personnel  by  name 

is  only  half  the  story.  When  a  mana- 
ger takes  the  time  to  write  us  a  letter 

detailing  the  nature  of  his  cooperation, 
we  make  it  an  inviolate  rule  to  reply 

promptly  with  a  "thank  you"  note.  We 
don't  undersell  common  courtesy. 

Recently,  we  were  somewhat  frus- 

trated by  the  consistently  negative  re- 
action of  one  radio  station  to  our  mer- 

chandising requests.  Having  visited 
the  commercial  manager  on  two  or 

three  occasions,  we  telephoned  him  di- 
rectly and  explained  why  we  were 

especially  interested  in  his  station's 
support.  The  personal  approach  paid 
off  with  an  effective  campaign. 

Knowledge  of  markets  and  their  rel- 
ative characteristics  is  a  major  factor 

in  our  department's  success  in  air- 
media  merchandising.  Oddly  enough, 

we  know  of  no  other  agency  where  this 

function  is  performed  by  the  merchan- 
dising department.  Call  it.  if  \ou  will, 

a  nomenclature  paradox,  but  most 

agencies  prefer  to  have  their  media  de- 
partments handle  station  merchandis- 

ing. It  is  our  contention  that  the  mer- 
chandising department  is  closer  to  the 

clients'  needs  and  is  better  equipped 
for  this  specialized  act  i\  it  \ . 

The  role  of  the  client's  sales  force  in 
station  merchandising  should  not  be 
overlooked.  This  is  as  true  on  major 

network  campaigns  as  on  spot  adver- 
tising.    On  the  recent  television  cam- 

paign for  Esquire  shoe  polish  {Cae- 
sars Hour,  NBC  TV),  we  augmented 

our  mailings  to  individual  stations  by 

taking  full  advantage  of  NBC's  15-man 
merchandising  field  crew. 

These  merchandising  men  make  reg- 
ular calls  on  the  retail  trade  in  their 

territories.  They  are  constantly  in  the 

field  establishing  new  contacts  and 

solidifying  old  ones.  Their  contribu- 
tion to  the  success  of  our  campaign 

cannot  be  underestimated.  Briefly, 

this  is  the  way  it  worked  this  spring: 
1.  Each  NBC  man  was  furnished 

with  the  same  merchandising  kit  sent 

to  individual  stations  and  the  client's 
sales  force.  The  kit  was  not  confined 

to  material  on  Esquire  shoe  polish  ad- 

vertising on  Caesar's  Hour.  It  includ- 

ed the  story  of  the  client's  complete  ad- 
\ertising  campaign,  the  products,  and 
the  dealer  aids  available. 

2.  The  network  men  coordinated 

their  activities  with  station  merchan- 

dising managers  and  with  the  client's sales  representative  in  each  territory. 

3.  Copies  of  reports  to  us  from  the 
NBC  men  on  planned  merchandising 

activity  were  forwarded  to  the  client's 
headquarters  and  to  each  sales  repre- 

sentative in  the  field.  This  enabled 

both  the  client's  sales  force  and  NBC's 
crew  to  follow-up  requests  for  station 
merchandising  support. 

The  two-way  flow  of  information  be- 
tween the  client's  sales  force  and  our 

department  is  important  in  other  areas. 
As  representatives  of  the  advertiser, 
the  salesmen  and  sales  managers  are  in 

a  position  to  pinpoint  specific  needs 

and  problems  that  will  lead  to  a  well- 
executed  campaign  in  their  territories. 
In  addition,  their  on-the-scene  analysis 

and  evaluation  provides  us  with  sig- 
nificant information  on  the  failure  of  a 

station  to  deliver  the  promised  goods. 

Example:  earlv  this  year  in  a  letter 
to  the  manager  of  a  big  Midwestern 

station,  we  complimented  the  merchan- 

dising staff  for  its  "impressive"  sup- 
port. A  copy  of  the  letter  and  the 

manager's  report  was  sent  to  the  cli- 
ent's district  sales  manager  in  the  sta- 
tion's territory.  This  is  the  opening 

line  in  his  scribbled  note  on  the  copy : 

"When  better  baloney  is  spread, 
Mr.  _  will  be  the  man  for  the 

job.  Not  onlv  doesn't  he  ever  secure 
a  single  display  for  us.  but  he  even 

handicaps  the  displa\>    (we  secure)." 
Happih.  we  receive  considerably 

more  mail  which  verifies  the  effective 

work  accomplished  by  a  vast  majority 

of  stations  offering  merchandising  co- 

operation. ^ 
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OF  PROGRAMS 

Like  "Dr.  Hudson's 

Secret  Journal", 
"Whirlybirds",  etc. 

.— <Jj 

FIRST  FULL 

COVERAGE  OF 

SOUTHERN 

NEW  ENGLAND 

2Tj-    i 

AVAILABLE 

THIS 

SEPTEMBER 

r~<l 

>— <l 

FULL  MINUTES 

IN  TOP  MOVIES 

Like  "African  Queen", 
"Moulin  Rouge",  etc. 

J 

ALL  IN  PRIME 

VIEWING  TIME 

Full-length  movies  at 
7:30  and  10:15  nightly, 

plus  top-rated 
syndicated  films. 

General  Sales  Manager, 

or  your  nearest 
Harrington, 

Righter,  &  Parsons  man. 

WTIC-TV 
HARTFORD CONNECTICUT 
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©MI" 
\y  say  the  nicest  things,  a.  a. P.  stations.  "Certainly 

)reciate  your  help  on  national  sales,"  writes  Robert 
[  Reuschle,  General  Sales  Manager,  WLAOTV, 

rhville,  Tenn.  "I  can  confirm  these  spots  to  you 

.  thanks,"  remarks  Mike  Shapiro.  Managing 

■i?ctor,  ktvx,  Tulsa.  "We  certainly  appreciate  the 
frts  of  your  National  Sales  Department  in  signing 

2)unts  for  us,"  adds  Robert  X.  Ekstrum,  Com- 

i«"cial  Manager,  wcco-tv,  Minneapolis.  Minn. 

hse  comments  are  typical  replies  to  our  letter 

announcing  the  latest  sales  made  for  stations  by  our 

National  Sales  Department.  Through  its  efforts,  two 

prominent  toy  companies  purchased  two  participa- 

tions a  week  in  a.a.p.'s  Popeye  cartoons— 

they're  shown,  from  coast  to  const. 

To  harness  the  pulling  power  of  a. a. P.  feature  and 

cartoon  programs  with   the  extra  strength   of  this 

unique  selling 

team,    write, 

wire  or  phone: I    I inc. 

- 

IS  11  Rr\, 
! 

Corp. 

NEW  YORK 
CHICAGO 

DALLAS 
LOS  ANGELES 
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NOT    LOCAL... 

REGIONAL WRGB 
SCHENECTADY- 
ALBAN  Y-TROY, 

NEW   YORK 

CHANNEL  6 

MAINE 

A  prestige  station  that  delivers  the  advertiser's  message to  a  maximum  audience  in  a  vital  market 

America's  Pioneer  Television  Station  serves  Eastern  New  York  and  Western  New  England.  Meet- 
ing our  responsibilities,  we  deliver  the  finest  in  programming  to  more  than  half  a  million  families  in  this 

prosperous  region.  Thousands  depend  completely  on  WRGB's  V-signal  —  their  only  source  of  television.    <.- 

WRGB,  Channel  6  Represented  nationally  by  NBC  SPOT  SALES 





The  sound  difference 

in  nighttime  radio. . . 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC. ©@® 
RADIO:     BOSTON,    WBZ+WBZA     •     PITTSBURGH,     KDKA     •     CLEVELAND,     KYW     •     FORT     WAYNE,     WOWO     •     CHICAGO,     WIND     •     PORTLAND,     KEX 

TELEVISION:     BOSTON,    WBZ-TV     •     PITTSBURGH,     KDKA-TV     •     CLEVELAND,     KYVV-TV     •     SAN     FRANCISCO,    KPIX 

WIND  represented  by  A  M  Radio  Soles.        •       KPIX  represented  by  The  Katz  Agency,  Inc.       •        All  other  WBC  stations  represented  by  Peters,  Griffin,  Woodward,  Inc. 
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Off-beat  tv   sell  boosts  Serta  mattress  of  I'a.  25  May  p.  42 

Miscellaneous  Products 

— ■  t  r . 1 1 . ■  ̂i >    behind   Lexer's  $.5  million  net  radio  buy  12  Jan. 
Kin  River  weaves  t\   into  ad  budget  2  Feb. 

Vewsmaker;    Ba>  E.  Estes,  Jr..  I  .  S.  Steel  9  Feb. 

I  oca!  Florida  real  estate  developer  uses  net  t\  9  Feb. 
Vewsmaker:    Lewis  timber.  P.  Lorillard  Co.     9  Mar. 

Mr.  Sponsor:    David  Burke.  General  Electric  16  Mar. 

Genera]  Cigar  Co.  uses  "Most  happy  fella"  theme 
a-  inspiration  for  White  Owl  tv  commercials  2.5  Mar.  p.   36 

General  Electric  Theatre's  3-way  strategy          _  20  Apr.    p.    30 
Milner   products    (Pine-sol,   Per  ma-starch)    rise   to 

fame  \ia   radio,  tv  4  May    p.    30 

GE  wows  a  community  with  music                           11  May    p.    32 

Evergreen  feed  firm  buys  Oklahoma  station's  entire 
farm    activities.                                                        11  May    p.    34 

Elite  (hick-  of  Inua  sells  tor  long  time  on   \\  MT  22  June  p.    39 

Vewsmaker:   Irwin   Roseman,  Exquisite  Form  Bras  29  June   p.      5 

Programing   and    Program    Information 

Survival  rate  of  various  net  t\  program  types   

Tv  comparagraph    

T\    programing:    Fall   1957       

Sponsor  asks:     I-   music-and-news   the  best   of  all 

programing   policies?    

T\  comparagraph    

I-  public  service  programing  important  to  sponsors? 

T\  comparagraph     __     

Sponsor  asks:    What    i-  the   future  of  the  daytime 

1\    soap  opera?        

TJ.  S.  State  Dept.  honors  WNAC-TV's  public  service 
programing    

Casualty  rate  of  net  t\   programs,  1956  season 

Tv    comparagraph  _             13  Apr. 

Net   t\    program  casualties  1956  season  listed    ...    ... 

Comparison  of  average  net  tv  program  costs,  1956- 
57  to  1957-58                  ._   .... 

Are  admen  good  programing  judges?:    Foreman 

Can  the  tv  homemaker  shows  come  back  strong?. ... 

Tv  Ba-i<-    Ma\     (former!)    (Comparagraph)     

Cost  breakdown  of  typical  live  musical  hour  show- 

Fall  '56  net  tv  program  types  compared  to  ?57-'58 .... 

Another    "meat    and     potatoes"    year    for    net    t\  ? 
Next    seasons    programing    charted      

Female  program  preferences  by  age  group 

Nothing  mw    for  fall  programing  season:    Foreman 

Net  tv   program  survival  rate.  1952-1957  seasons 

1  \   Basics/June   (includes  Comparagraph)       

(  osi   comparison  of  net  tv  program  survivors,  1952- 
1957  seasons 

Sponsor  asks:  Can  tv  corned)  come  back — and  how? 

Audience    for   i\    specials   and    spectaculars    (NBC 

figures ' 

19  Jan. 

P- 

11 
19  Jan. 

P- 

35 

9  Feb. 

P- 

33 

9  Feb. 

P- 

52 
16  Feb. 

P- 

39 
2  Mar. P 38 

16  Mar. 

P- 

35 30  Mar. 

P- 

52 6  Apr. 

P- 

35 
13  Apr. 

P- 

9 
13  Apr. 

P- 

37 
13  Apr. 

P- 

74 

27  \pr. 

P- 

11 

27  \pr. 

P- 

18 
27  \pr. 

P- 

38 

11  May 

P- 

41 25  May 

P- 

11 25  May 

P- 

70 

1  June 

P- 

38 

8  June 

P- 

10 
8  June 

P- 

20 

8  June 

P- 

22 

8  June 

!•• 

55 

15  June 

P- 

10 

15  June 

P- 

56 

Publicity  and    Promotion 

Sponsor  asks:  What  have  been  your  most  success- 

ful publicity    projects?    __ 

Johnson  &  Johnson  promotes  "Robin  Hood,"  a 
share.!  show    

June    p. 

16  Feb.    p.    56 

16  Mar.   p.    26 

J.  C.  Penney,  Louisville  retailer,  uses  WKYW  radio 

to  promote  business  30  Mar.  p.  37 

Sponsor   asks:     How   can   sponsors   make   contests 

pay    off?  13    \pr.  p.  58 

General  Electric  Theatre's  3-waj  stratcgv  20  Apr.  p.  30 
GE  WOWS  a  community  with  music  ]]  May  p.  32 

Englander     sells     mattresses     with     treasure     hunt 
promotion  18  May  p.  43 

Research 

1956     research     Bummed     up     (Quintile     study): 

Foreman  5  Jan.  p.  16 

Sponsor  asks:  How  much  do  you  rely  on  motiva- 

tional research  for  the  content  of  radio-t\  copy.''  26  Jan.  p.  48 
NCS  -3^2  (overage  muddle:  SRA  formula  2  Feb.  p.  23 

N<  v  #2  problem-:  too  little,  too  late'.'  13  Apr.  p.  34 

Pulse's  new  all-media  yardstick  25  May  p.  39 

\  i'h  smoker:  James  Knipe,  C.  E.  Hooper.  Inc.  8  June  p.  5 

Sponsor  asks:  What  i-  your  reaction  to  Pul-e's  new 
all-media  yardstick.'  22  June  p.  50 

Sponsor  asks:   How  do  you   measure  the  impact  of 

a  broadcast  campaign?     29  June  p.  60 

Retail  Outlets 

Horn  &   Hardart   uses  radio,  tv  kid  talent  show-  5  Jan.  p.  26 

White  Front.  L.  A.  discount  house,  uses  tv  12  Jan.  p.  34 

WTAC    (Flint.    Mich. I    sells   nighttime   spot    radio 

with  successful  campaign  for  drive-in  eatery  26  Jan.  p.  36 

Tellers,  San   Diego  discount  house,   use-  tv  23  Feb.  p.  37 

Tv  built  carpet  business  for  L.  A.'s  Al  Terrence  9  Mar.  p.  32 

J.  ('..  Penney.  Louisville  retailer,  uses  WKYW  radio 
to  promote  business  30  Mar.  p.  37 

Iligbee's.  Cleveland  department  store,  likes  radio  6  Apr.  p.  32 

\  on's  Grocery    (L.A.i    gives  tips  on  how   to  make 
food  look  good  on  color  tv     11  May  p.  36 

Friendly  furniture  chain  grows  with  country  music 

show           15  June  p.  41 

Mercury     Outboard     dealers     break     into     tv     via 

WCAU-TV    I  Philadelphia)    by   banding   together  29  June  p.  40 

Television 

Tv  results  1976     _     5  Jan.  p.  33 

Sponsor  asks:    What  are  biggest   untapped   sources 

of  tv  S  which  will  be  developed  by  the  networks 

in    1957?           5  Jan.  p.  50 

Top  15  network  t\  advertisers    12  Jan.  p.  11 

Survival  rate  of  various  net  tv  program  types  19  Jan.  p#  \\ 

1957:    Daytime  tv  progressing,  effect  of  features  on 
net    tv    uncertain:     Foreman     _    .  19  Jan.  p.  16 

Vudience  composition  of  spot  tv  shows  19  Jan.  p.  79 

Tv's  impact  on  magazines  26  Jan.  p.  37 
Corporate  funds  used  for  tv  sponsorship:  Foreman  2  Feb.  p.  16 

Sponsor  asks:     Should    tv    station    breaks    be    more 

than  30  seconds.'  2  Feb.  p.  52 

Spot  tv  I  hit  new  high  in  fourth  quarter  1956  16  Feb.  p.  30 

Average  CPM   for  net  t\    shows  1>>   advertiser  23   Feb.  p.  11 

Tv  aims  foi  the  teen-age  market:    ('si<la  23  Mar.  p.  16 

Top  10  agencies  predict  what's  ahead  for  spot  tv  2.5  Mar.  p.  31 
Top   200   spot    lv    advertiser-    1956  23    Mar.  p.  35 

Watch  out   for  tv'-  practical  joker«!  23  Mar.  p.  39 
On  fee  tv  :    Csida                                               .      15  June  p.  20 

The  hpyo  spot  tv  needs;    creative  -elling  15  June  p.  33 
Puerto   Kican   television  15  June  p.  36 

Tv    critics  strengthen   medium:   Foreman  22  June  p.  20 

Tv   dominate-  -pending  of  top   100  advertisers     22  June  p.  29 
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WCAU-TV  means 
PHILADELPHIA 
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Fastest  moving  iron  in  Philadelphia  today  is  the  new  Mary  Proctor  Steam  and  Dry  Iron. 

It  climbed  to  top  spot  when  Proctor  Electric  Company  picked  WCAU-TV  to 

launch  its  new  Mrs.  America  Model.  In  the  test  campaign  WCAU-TV  was  the  only 

station  used.  Sales  were  twice  as  high  as  Proctor's  optimistic  estimates. 

Local  sales  successes  encouraged  Proctor  to  go  national  with  the  same  type 

of  TV  campaign.  How  did  it  happen?   WCAU-TV  gave  Proctor  full  35-county  coverage 

of  the  Greater  Philadelphia  Market,  and  an  audience  already  tuned  in. 

thanks  to  programming  leadership  and  the  high-rated  adjacencies  to  the  Proctor  spots. 

And  WCAU-TV  effectively  merchandised  the  Proctor  advertising.  That's  what's 

behind  WCAU-TV  salesmanship.  Can  we  put  some  of  it  behind  your  product? 

W  C    A  UlTV Tin  Philadelphia  Bulletin  Television  station.    Rep  \<  CBS-TV  Spot  Sal 

Philadelphia's  most  popular  station.    Ash  ARB.    Ask  T  Ask  Philadelphiam. 

Ph  iladelph  ia 

C&J  Also  CBS  for  Xortheast  Pennsylvania    F7 
E2 

SPONSOR      •       13   Jll.V    195* 

.11 



T 

'E 

LFPULQr RA TI 

N( 
GJ 5:  TOP   SPOI -■■■.&■     w  bU9  C 

m 

' 

ink 

Put' 
rank 

Top     10    shows    in     10    or    more    markets 
Period    1-8  May  1957 

TITLE.    SYNDICATOR.    SHOW    TYPE 

Average 
ratings 

7-STATION       1 
MARKETS       1 

5-STA. 

MARKET 4-STATION    MARKETS 

3-STATIOMaiii 

NY.          L.A.     j S.  Fran. 
Boston 

Chicago 

Seattle- 

Detroit       Milw.        Mnpls.        Phlla.      Tacoma      Wash. 
Atlanta        B 

1 1 Highway  Patrol  (M) 
21  V 

22.9 
14.8      13.2 
vnca    tv           l.l  Ii 

,             ii 

T6.2 

kron-tv 

10pm 18.2 

11I1/-I1 
in  :;ii.,n, 

11.4 

8:00pm 

27.5       12.9     13.7     21.2     27.7     20.5 
wjbk  iv    '.Mini  ii      kstp  n      wcau-tt    komo-ti  wtop-tv 
     10  30pm    7  00pm     7    m    7  OOprn 19.7     l'l 

•  nga-K     urn  |i  , 

1      il   n     7", 

2 4 State  Trooper  (A) 
MCA 

20.3 

9.9 
klu   ti 

-    a 10.0 

kgo  t\ 

Hi  :00pm 22./ 

h  nai    1 1 

[0    lOpn 

18.4 W  llll(| 

9    1   

16.2     15.9      9.9 

1MIII.I     11           k-lptl           Will  -tV 
9:30pm     9  3(   I     10  30pm 

22.7 

waga-t\ 

10 :00pm 

3 

4 

5 

8 

2 

3 

1  Search  For  Adventure  (A) 
1              BAGNALL 

19.9 

11.8 kcop 

7:i   mi 

21.4 

kpix 

7 :30pm 

20.9 

5  30pm 

8.2      19.2                31.7 
wl'l-tv       vMmi                             king-tv 

9:30pm    9:30pm                    7   mi 

18.5 

U  BD-tl 

9  30pm 

Dr.  Hudson's  Secret  Journal  (D) MCA 19.3 

14.0 

kpix 

1"  00pm 19.2 

mi.lr    l\ 
10:30pm 

15.2 Ullll'l 

  1 

16.9      21.9     13.3 
wxyz-ti     uiiii.i  n     kstp-tv 

in  30pm     8:00pm     7  :!ii|iin 

17.9 

wsb-tv 

10:00pm 

Sheriff  of  Cochise  (W) 19.2 
4.3        8.3 

wabd          kin 
7 :30pm    7 :30pm 

17.4 

kion  u 
6 :30pm 

22.9 
6:00pm 

19.4 

wnbq 

7  30pm 21.0       9.4     18.9                 18.4     15.4 
wwj-tvb    iMin.i  ti     weeo-tv                    klng-tv     wrc-tv 

10:00pm    10:30pm    9:30pm                     7 :00pm    1"  90pm 

21.2     M| 

wsb-tt       w  l>a  1    >j 

10:00pm    10:H 

6 Silent  Service  (A) 
NBC      FILM 

18.8 
12.1      14.3 
wrca-tv       kttv 

;  00pm    7  30pm 

14.5 

kron-tv 

7:09pm 

10.5 

kgo  tl 

7:00pm 

14.2 

wnbq 

9:30pm 
27.9     16.9 

klng-tv   wtop-tv 
7:30pm    10:30pm 

l. wbil  i 

10:.  a  i 

7 Dr.  Christian  (D) 
Zl  V 

17.6 4.2      11.3 
upiv            ktt\ 

9:00pm     7  30pm 

15.7 

wnac-ti 

1:00pm 

11.2 

wgn  ti 
9 :30pm 

22.2      14.0                  8.9                    9.5 
wjbk-ti     utinj-tv                      wrcv-tv                  tvmal-tv 

I"  00pm    in  00pm                        7  mi                  :   Ipm 
25.7 

wsb-tv 

9 :30pm 

8 San  Francisco  Beat  (D) 
CBS       FILM 

17.5 4.6       15.4 
\vpix           kttv 

8 :30pm    9 :00pm 

13.0 

kpix 10:30pm 

13.2 
UliacU 

11  00pm 
10.9 

wgn  u 

9:00pm 

14.7                              13.2 
wjbk-tv                                      wcau-tv 
10:30pm                                     7:   i 

9  1 
1 

Badge  714  (M) 
NBC     Fl  LM 

16.6 
12.2 
kttv 8  :00pm 

16.9 

kpix 

9:00pm 

19.7 

wnac-tv 

Ii  :30pm 

11.2 

wgn-tv 

8:00pm 15.2                   11.9                 19.0     13.2 
wjbk-tv                            kstP    tV                              killK-tv         uttg 
10:00pm                    10:30pm                    9:30pm    7:00pm 

19.5     11 

wsb-tv     wbaH 

9:30pm     7:ofl 

9 Men  of  Annapolis  (A) 
Zl  V 

16.6 
4.3       13.2 

wabc-tv       knxt 
10:3   ii    7:30pm 

14.2 

kpix 9  :30pm 

8.5 

kgo-tv 

6:00pm 

9.9 

wgn-tv 

9 :30pm 
18.5       13.3     15.2                 16.7     12.5 
wjbk-tv    uisti-ti     unii-u                      komo-tv  wtop-tv 

10   pin    ''  00pm     1  00pm                     9:00pm    7   pm 
19.2     I'M 

waga-tv    umfl 
10:00pm    10:H 

9 5 Superman  (A) 
FLAMI NGO 

16.6 
6.2       7.8 

wpix          kabc 
7:00pm    6   

20.5 

wnac-tv 

6:30pm 

T0.7 

l    .-i-tv 6:00pm 

11.9      10.5     16.2     22.9     20.3     17.2 
wxyz-tv    uiti-tv      wcoo-tv      wcau-tv   king-tv     wrc-tv 
7:30pm     6:00pm     1:30pm     7:00pm    6:00pm    7:00pm 

18.2    2:l] 

wb«H 

7:30pm      i:ol 

9 Whirlybirds  (A) 
CBS      Fl  LM 16.6 

7.3      12.2 

wpix        khj-tv 7  :30pm    7 :30pm 

13.9 

kron-tv 

6:30pm 

17.7 

wbz-tv 

7  00pm 

10.5 

wgn-tv 

9  :00pm 

12.0                              16.4     22.0 
wwj-tv                                       wcau-tv    king-tt 

10:30pm                                     7:00pm    8:30pm 

)ank 
now 

Pair 
rank Top   10   shows  in   4  to  9  markets - 

1 3 Esso  Colden  Playhouse  (D) 
OFFI  CI  Al_     FILM 

22.7 

16.5 

wbz-tv 

7:00pm 21.0                  11.9 
wcau-tv                     wrc-tv 

10:30pm                  10:30pm 

111 
l\ll    1  1 

7.'  =   1 

2 1 Life  of  Riley  (C) 
NBC    Fl  LM 21.1 

15.2 

kttv 
8:30pm 

23.5 

kron-tv 

7 :00pm 

19.9 

wnbg 

0  :00pm 
25.7 

klng-tv 

7 :30pm 

3 2 
Count  of  Monte  Cristo  (A) 
TPA 19.2 

1.2 
wabd 

8:   mi 

28.4 

wnac-tv 

8  30pm 
8.5                                                      11.3 

cklw-tv                 .                                                  wtop-tv 

6:30pm 

1  i 
'.ill  I ■;.:;• 

., 

4 
Frontier  Doctor  (W) 
HOLLYWOOD     TV     SERVICE 

15.5 

9.3 

kttv 

  in 

15.7 

wxix 
10:00pm 

•1 

5 Doug.  Fairbanks  Presents  (D) 
ABC     FILM 15.4 

2.3 

kgo-tv 

1 :30pm 

16.9      4.4 
utinj-tv        wtCO 

9:30pm    10:00pm 

6 Stage  Seven  (D) 
TPA 

15.1 

2.3 

u  ] .  i  \ 
8:00pm 

17.9 

wbz-tv 

7 :00pm 
8.0      It wbsfl 

Hi::.i»pni     1"«J 

7 Range  Rider  (W) 
CBS      Fl LM 

14.3 
3.1       6.0 
wabd        kcop 

'■  :00pm    6 :30pm 

13.5 

wbz-tv 

i  :30pm 
6.9 

uiti-tv 

7:00pm 

7 

9 

Steve  Donovan,  Marshal  (W) 
NBC      Fl  LM 

14.3 3.9 krea 6  30pm 

15.7 

vwiar-ti 

6:00pm 

9.5 

wgn  ti 
6:00pm 

21.0                                                      8.0 
WWJ-tV                                                                                                           IMIS 

10:30pm                                                                        7:00pm 

Popeye  (C) 
ASSO.      ARTISTS 

14.1 
13.0      7.8 

wpix            ktla 
6  00pm    7:   in 

11.1 

kron-tv 

6 :15pm 

17.0 

h  nac  M 
7 :15pm 

20.5                   11.2 
cklw-tv                        weeo-tv 

6  00pm                      5:30pm 

10 5 Last  of  the  Mohicans  (A) 
TPA 

13.6 
3.9       7.4 

wabc-tv      kabc Hi  30pm    6  30pm 

15.2 

kpix 6 :30pm 

18.5      9.5 

klng-tl      wrc-tv ii  :00pm    7:00pm 

11 
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Shoi 
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LM    SHOWS 

ATION    MARKETS 

Ci«v*      Columbui    St    L 

2    STATION    MARKETS 

Birm     Charlottr     Dnylon    Nrw  Or     Piovidrncr 

25.0    33  2      18  5 

i   i"" 

28  0     20  5      36  3      52.8     26  3 

  ■.     *   in 

14.2    23  9     22.2 39.0                 26.5     32.0 

wbrc-h i   ipin 

10.0 
47.3 i  ii "pin 

12.9                 19.7 29.3                  28.0     22.5 
ttbtt 
oopm 

i  24.7    24.7      14.9 

J                       i  i.n.  i\     k..|   u 
In    :<>|.ii, 

34.3     21.3                              24.3 
Mlnr    tl           Mlill                                                         \\  |  >  1  ■ .    [1 

Opm 

s 

24.9 30.0 
Hill 

10pm 

13.2    15.5     21.2 
irbni  m    kuk  iv 

i   |tm 

25.5                  13.8     50  3 
Will    .1      wiliu    11 

I"  00pm                  1 1   I  3pm    •   

14.4   22.0 

..  l»    ll     "I'll,    ti 

29.3                              50.0 
wbrc  li                                   irrbu 

-hin 

22.3                  24.5 

     '                     nhlo  iv 
1   ii                   10  30 

13.2    21.2 
bm  i\ 

27.3     26.3 

Wbtl        "liln   l\ 1   

2 : 
14.7     12.8 

llbfll   t\      k>.l    i\ 

Opm    "•  30   

19.8     26.0     27.3      15.0 

  m     '   
11.4     21.2 
wlvn         kid  li 

'in!   i   pm 

28.7                  22.3 

Mill. 

~~ 
32.0                  49.3     23.8 

u.l.ii     ii        1, 

  1                  •   Ill    II 

25.2 
k«k   i\ 

48.3 

wdsu  i\ 
-     Opm 

H.2    18.7 
hi  ii 

25.8 

irlw   -I 
in  00pm 

37  8 
Kbti 

B    mi 

0 
20.9 

Irak-  li 

27.8                                             17.8 

g  :00pm 

4.0 

'"lMi, 

27.0     29.5 
Miii..  ti     ml 

3.9 
1  w  > 

33.3      9.3 

misu-ti     «i • 

13.2 

wbns- 1\ 
Opm 

22.8 
u  SOI 

Opm 

30.3 
M'l-U-tV 

R*»  In  other  than  top  ID.  Classification  as  to  number  of  nation*  In 

*[    rulse' s   own.    Pulse  determines   number  by  measuring  which  itaUmi 
P*7  receiTed  by  home*  In  the  metropolitan  are*  of  a  rlren  market 
r**h  itation   itself   may   be  outitde  metropolitan  area  of   the  market. 

Qj^7^Jcpr    C^O£uS~fc       Ic^uaA- 
C*2xva^      CX*\jCX^, 

Over    THREE 

BILLION  doll.irs  ipenl 
annually   ,,,   petal] 

sales  by  re  lidenti  In 

KTHT's  coverage- 
Get  your  ihare. 

Buy  Houston's 
"most-for-your-money" 

station,   KTMT. 

MBS  for 

Houston   and 
South   Texas 

Represented 
Nationally 

by    Paul    Raymef 

K*^*,onXL 

sooo"* 
it's  KSAN  in  San  Francisco 
PROVEN  MOST  POPULAR  WITH  NEGRO  LISTENERS 

YEAR  AFTER  YEAR*  •   

Is  Your 

Best  Buy... 
Because 

Goes  Where 
280,000 

If  (Goes \  Where 

Listeners 

or  specific  proof  of  all  KSAN  claims  to  fame, 
itact  Stars  National,  Tracy  Moore,  or 

IE,  WIRE,  PHONE  KSAN 
MARKET  STREET,  SAN  FRANCISCO,  CALIFORNIA,  MA  1-8171 
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The  only  Buf  f  alo 
otcLtlOn  that  can  pass  the 

'Thruway  Test" 
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Williarmport 

< 
I  CORTLAND    | 

I8ROOME 

1  Sine 

,J   : 
I        WYOMING 

SWUVAN     I  _  _ 

COMING  EAST  to  the  New  York  State 

Thruway,  you  pick  up  WGR  RADIO  loud 
and  clear,  way  out  in  Ohio. 

GOING  WEST  on  the  New  York  State 

Thruway,  you  pick  up  WGR  RADIO  loud 
and  clear,  just  past  Syracuse. 

IF  YOU  WANT  maximum  coverage  in  the 
$3,000,000,000.00  Western  New  York 
Market,  (plus  big  bonus  audience  in 
Canada)  ...  buy  WGR  RADIO! 

ABC   AFFILIATE 

NATIONAL   REPS:  Peters.    Griffin,    Woodward,   Inc. 

BUY 

RADIO 
"Buffalo's  First  Station 

>  > 

58 SPONSOR      •       13    JULY    1957 



/./>  listing  of  thai 

in  the  advertising  and  broadcast  fields 

NEW  AND  RENEW 

NEW   ON    RADIO    NETWORKS 
SPONSOR                                               AGENCY  STATIONS 

Black   &   Decker.  Tow\on.   Md  V.in  S.int     DukcJ.iI>     Baltimore      NBC    133 
Buick.   Mich                                                                         Kudner     NY  NBC 

Equitable     Life     Assurance     Society     of     Unitxl 
States     NY                                                                       K&E     NY  MBS   411 

Florists     Telegraphic    Delivery   Service.    NY             Grant      NY  MBS   -til 
Grove   Labs.   St    Louis                                                      C.ir  ln>  r      NY  NBC    133 

C-ove   Labs.   St    Louis                                                       H  irry   B     Cohm     NY  NBC    1  '3 
Cener.il    Motors.    Detroit                                                Kudner     NY  CBS    201 

General   Motors  Corp.   Detroit                                      Kudner      Detroit  NBC   169 

CMC   Truck  &   Coach   Div.   Detroit                             Kudner     NY  MBS   411 

CMC  Truck  &  Coach  Div.  Detroit                           Kudner     NY  MBS  -111 
CMC  Truck  &  Coach  Div.  Detroit                           Kudner.    NY  ABC  330 

Cillettc   Safety   Razor.    Boston                                  Manon.    Detroit  NBC   167 

S.   C     lohnson.    Racine                                                 FC&B     Chi  MBS  411 

S.   C     lohnson.    Racine                                                 FC&B     Chi  MBS  411 
L&M.   NY                                                                              DFS.    NY  MBS  411 

P     Lonllard.    NY                                                            Y&R.    NY  CBS   201 

P.    Lonllard.    NY                                                            Y&R.    NY  CBS   201 
P     Lorillard.    NY                                                            Y&R.    NY  CBS   201 

McCall  Corp.    NY                                                          Donahue     NY  CBS   201 

McCall  Corp.   NY                                                          Donahue     NY  CBS   201 
Pan   American   Coffee   Bureau.   NY                             Robt   W     Orr.    NY  NBC    151 

Pan  American  Coffee   Bureau.   NY                           Robt   W    Orr,   NY  NBC   139 

Pan  American  Coffee   Bureau.   NY                            Robt  W.   Orr.   NY  NBC 

Rexall   Drug.   LA                                                            BBDO,    LA  NBC 
Ruberoid  Co.  NY                                                           F&S&R     NY  NBC   133 

Sterling    Drug.    NY                                                            DFS.    NY  NBC    151 

Tec-Pak.  Chi                                                                   Wilson.  Saylor.  Ware.  Chi  MBS  411 

Tom.   Chi                                                                         North.   Chi  CBS    201 

Toni.   Chi                                                          North.  Chi                      CBS   201 

Toni     Chi                                                                         North.  Chi  CBS   201 

Toni.  Chi                                                                         North.  Chi  CBS   201 

Tom.   Chi                                                                         North.  Chi  CBS   201 

Vick    Chemical,    NY                                                      BBDO      NY  NBC 

RENEWED  ON    RADIO   NETWORKS 
SPONSOR                                             AGENCY  STATIONS 

American  Oil.  NY                                                          Katz.    NY  NBC   133 

Bcltonc   Hearing  Aid.  Chi                                          Olian  &   Brunner    Chi  MBS  411 
Evangelical   Foundation.   Chi                                      Walter  F.   Bcnnct.  Chi  NBC  57 
General    Motors.    Detroit                                             Campbell   Ew.ild     Detroit  CBS   201 

Ceneral    Motors.    Detroit                                             Campbell-Ewald.    Detroit  CBS   201    . 

Crove  Labs.  St.  Louis                                    Sidney    Carfield.    SF  NBC   169 
Mutual    Benefit    Health    &    Accident    Asso   of 

Omaha.   Omaha                                                          Bozcll   &   Jacobs.   Omaha  NBC   186 

R.    |     Reynolds.   Winston-Salem                                Wm  Esty.  NY  ABC  330 

R     |.    Reynolds,   Winston-Salem                                Wm  Esty,  NY  ABC   330 

R.   |.    Reynolds.   Winston-Salem                                Wm  Esty.  NY  CBS   201 
Simomz.   Chi                                          Y&R     Chi  CBS   201 
Simoniz.   Chi   Y&R.    Chi  CBS   201 

Wm  Wrigley.  Chi                                Ruthrauff   &    Ryan.   Chi  CBS   201 

BROADCAST   INDUSTRY    EXECUTIVES 
NAME  FORMER    AFFILIATION 

A.   H.  Chrisrcnsen  KCW-TV     Portland,    promotion    mgr 
Robert    Cinadcr  California    Ntl   Productions.    NY    exec   dir.   pgms 

Henry  W.   Cox    Ceneral   Mills.    Minneapolis.    mRr   of  radio  &   tv  programing 

John    Frederick   Cundiff  KCRG-TV.  Cedar  Rapids,   sis  mgr 
James  C.    Dowell  National   Bank  of  Tulsa,   vp 

Vince   Doyle  WS|V-TV     Elkart 
Frank    Effron  KOTV     Tuha.   art   director 

Don    Fuller   WSIV-TV.    Elkart 

C    Thomas  Carten  WSAZ-Radio.   W   Va.   asst  gen  mgr 
William    C.    Cillogly  ABC   TV   Network     Ch.c     eastern   sis  mgr 
Col.    Joseph   F    Coetz  Ron    Associates     Washington,    vp 
Albert    S.    Coustin    Headed  own   film  distributing  company 
Homer    Griffith   

Barbara    Haddox  WBNS-TV.   Columbus,    pgm    promotion   dir 
Edward   Kaylin  CBS   Radio    Network.   NY.    asso  dir  of  sis  presentations 
H.   Weller   Keevcr   California   Ntl   Productions.    NY.  dir  of  sis 

PROGRAM,    time,    stort.    duror.or 

tot;  20  30-min  partla   p       »■  ■">  5>  jjl     2   *• .yw>  n.ht    Till,     (..hi      M    10    pm    to 
concl     29   July   only 

Saturation      100   8     <c    IDs   following   n.  w.c.nH     31    Au. 

Chain    bre'ks     25    p>  r   wk      I    wk    II   month      15    |uly     52    wk\ 
Monitor.   &    Otl  12    I    mm   and    18   30 

p  ,iti>  |   p.  r   wk     30  Sept ;   26    - 
Monitor.    10   5   mm    ■..>:•■    p.  r    wk.nl     6   Sept:    20   wks 
Craftsman  s    Guild    Annual    Aw  lid    Dinn. r      Tu    9   30-10    pm .    30 

July    only New.    Of    Th>    World      M   F    7   30   7  45    pm ;    3    parlies    p<  r    wk 

29  July     4   wks Cabml    H.   HI.  r    N.wsc.nts      M  W  Th    7   30  7  35    pm ,    29    |uly 

4  wks 
Newscasts     M   F   7  30  7   35   am.   29   |uly     4  wks 

Of   Sports  With   Howard   Com  II     Tu-F   6  30  6  40   pm  . 
30  |uly      i    wk       and   Tu     W     Th   20     21.    22   Aug   only 

24th    Annual    All    Star    Baseball    Game      Tu    2   15    pm    to    concl; 
9   July  only 

Chain   breaks;   following   newscasts.    1    on   F,   5   on   Sa     2   on   Su  : 

5  |uly;  4  wks Counterspy;   F   8  05-830  pm;   5   min;   5   July;   5   wks 
Chain    breaks,    10    per    wk.    F.    Sa.    Su ;    plus    wkend    newscasts; 

3    July;   8   wks 
FBI   In  Peace  &  War;  Su  6  05-6:30  pm;   1   5-min  seg;  23  June. 

13  wks 
World   News  Roundup;  Su  9-9:05  am;   23   June     13  wks 

World    Tonight;    F,    Sa.    Su    9-9:15    pm.    5-min    seg:    21     June 
13   wks 

Amos    V    Andy;    Sa    12:05-12  30    pm;    1    5-min    seg     29    |unc 

only 

Galen    Drake;  Sa   10  05-1050  am;   1    5-min   seg;   29   June  only 
Bandstand:    M-F    10  30-12   N;   5    1-min   &    5    30-scc   parties   per 

wk:  8  July;  8  wks 

Hilltop     House;     M-F    3:30-3:45     pm ;     5     1 -mm     &     5     30-scc 
parties   per  wk;   8  July;   8  wks 

Truth    Or    Consequences;    M-F    10:05- 1 0  30    am      5    1    mm    0    5 
30-scc   parties  per  wk  ;  8   July;  8  wks 

Pmocchio;   Su   6  30-7  30   pm;    13   Oct   only 

Monitor;    10   5-min   segs   per   wk;    14   Sept;   6   wks 
Bandstand:    M-F    10:30-12    N;    and    Five    Star    Matmcc      M   F 

3  05-3:30  pm.  99  1-min  parties;  8  July;   13  wks 
Chain    breaks;    6    per    day     Su     Th      30    June.    4    July;    plus    3 

per  day.  Sa.  Su:  6.  7.   13.   14.  20.  21    July  only 

Nora    Drake;   M.   Th     F    1-1    15   pm     '2    spon     8     II    &    12   |uly. 4  wks 

Right   To    Happiness:    M.    Tu.    W.    F    2-2:15    pm;    '2    spon      17 

June:   4  wks 
Road   Of   Life:   M  W.Th.F    1:45-2   pm;    U    spon;   17   June;   4   wks 

Romance    of    Helen    Trent;    Tu.W.F    12:30-12  45    pm ;    '2    spon: 
18   June:   4  wks 

Young    Dr.    Malone;   M.W   1:30-1:45   pm :    'j    spon;    17    June:   4 

wks 

Various  pgms:  30  6-sec   spots  per  wk;   17   Sept:  20  wks 

PROGRAM,    time,    start,    duration 

Monitor:   10  5-min   segs  per  wkend:  6  July;  52  wks 

Cabricl  Hcattcr  Newscasts;  Tu  7:30-7:35  pm:   10  Sept:  26  wkv 
B.ble   Study  Hour;  Su  8:30-9  pm;  30  June:   52  wks 
Allan    Jackson    News:    Sa    10   am,    12    N    & 

June;    52   wks Robert    Trout    News;    Su    10   am.    12    N     5 

9  pm;  5  min:  30  June;  52  wks 

News  Of  The  World:   M-F  7:30-7:45   pm ;   1 -mm  parties:   alter- 
nating 2   &   3  wkly;   26   July.   7  wks 

On   The   Line   With   Bob  Considinc:  Su  6  15-6:30  pm;  21    July; 

52    wks Newscasts;    M-F   6:30.   7:55   pm;    5-min;    and    18    5-min   wkend 
newscasts:    '2   spon:   1    July;  26  wks 

Newscasts;   M-F   8  55.  9  55   pm;   5-min     1    July;   26  wks 

Sports  Time:   Tu  Th  Sa  7-7  05  pm  :   18  June     26  wks 
Arthur  Godfrey  Time:  W   10  45-11    am     3   July     52  wks 

House  Party;  W  3  15-3:30  pm.  3   July:  52  wks 
lust   Entertainment:   M-F   2  45-3   pm     1    |uly     52  wks 

pm 

5    min:    29 

8    pm;    M-F 

NEW    AFFILIATION 

KEX.    Portland,    advtg   &   sis   promotion   mgr Same,   vp 

ABC   TV   Network     NY     ntl   pgm   sis   mgr 
WNHC-AM-FM-TV     New    Haven     sis   mgr 

KIOA     Dcs  Moines,  public  rcl  s  dir 
Same,   ntl   sis  dir 

Same,   production   supvsr 
Same,   reg  I   &   local  sis  dir 
WSAZ-TV     W   Va     comm   mgr 
Same,    dir   of   sis      Central    Div 

Same,  plus  CSS    Washington    network  coordinator    WTOP-TV 
DuMont    Broadcating     NY      tv    sis    mgr 

KEAR     SF     mgr     &   Western    FM    Network     sis   mgr 

WCAU.    Phila     dir  of   press  &   info   &   audience   promotion 

Same     plus  admin   mgr  of  advtg  &   sis  promotion   dept Same,  vp 
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SPONSOR  ASKS 

What  are  the  fall  trends   in  film  commercials    M 

Valentino   Sarra,   president,  Sarra,   In,.. 
New  York 

I  he  pattern   for  the  coming  television 
season  seems  to  us  to  shape  up  ahout 
like  tin-: 

As  far  as  we're  concerned,  costs  will 
be  ahout  the  same,  predicated,  a^ 

always,  on  the  pre-thinking  and  pre- 
production  planning. 

There  seems  to  he  a  definite  and 

happy  trend  to  beautiful  simplicity  and 

"simplicity 

and  less 

hard-sell" 

less  "hard  sell."  Again,  as  far  as  we're 
concerned,  although  color  has  still  not 

approached  its  great  potential,  we  are 
doing  more  of  it  all  the  time.  Since 

color  only  costs  approximately  30  to 

■'>•">',  more  than  black-and-white  a 
great  many  agencies  and  clients  are 

using  the  medium,  even  though  they 
have  no  immediate  use  for  it,  so  that 
they  may  familiarize  themselves  with 

the  problems  entailed  and  be  prepared 
for  the  future. 

We  find  that  where  budgets  will  per- 
mit, it  is  a  great  advantage  to  use 

especially  composed  background  music 

and.  of  course,  the  jingle  still  occupies 
an  important  place. 

Animation  and  stop-motion  are  being 
used  more  and  more  in  conjunction 
with  live  photography.  This,  of  course, 

helps  budgets  and  combines  whimsey 

\itli  reality — a  good  selling  tool. 
According  to  present  backlogs,  tele- 

vision  sets  are  going  to  carry  more 
and  better  commercials  for  the  coming 
season. 

Walter  Lowendahl,  executive  vice  pres- 
ident,  Trans  film  Incorporated,  New  York 

The    tv   spot    industry    is    undergoing 

a   metamorphosis.    To  survive,  the  in- 

dependent producer  of  tv  commercials 
will  have  to  become  first  and  foremost 

a  highly  creative  entity.  In  the  li<:lit 
of  this,  it  is  difficult  to  predict  the 
immediate  future  of  the  t\  commercial 

in  terms  of  price,  types,  etc.  The  future 
rests  with  the  effects  of  the  changes 
which  must  come  about. 

In  the  past,  too  little  could  be  said 
about  '"trends  in  commercials.  One 
period  was  like  any  other,  except  for 

variations  in  prices.  Creativelj  speak- 

ing, only  a  handful  of  commercials 
ever  broke  through  the  commonplace. 

Today,  hundreds  of  tv  spot  pro- 
ducers are  eager  to  shear  prices  to  the 

bone  to  print  a  commercial.  I  empha- 
size print  because  most  tv  producers 

have  been  relegated  to  just  this  task  . . . 
the  transfer  of  ston  boards  to  film.  I  he 

price  factor  has  robbed  too  many  pro- 
ducers  of   creativity.     Agencies   know 

price 

factor  robs 

creativity" 

best  of  all  that  talent  cannot  be  bought 
at  cut  rates. 

In  those  instances  where  producers 

have  been  given  the  widest  creative 
latitude  in  the  execution  of  commer- 

cials, the  results  have  been  refreshing. 

This  practice  will  increase.  It  has  be- 
come strikingly  obvious  that  producers 

stripped  of  all  but  the  very  elemental 
labors  of  exposing  film  rarely  rise 
above  mediocrity . 

In  Hollywood  all  the  major  film 

companies  are  now  making  commer- 
cials and  some,  hoping  for  the  kill,  are 

delivering  spots  at  less  than  cost. 

Already,  smaller  West  Coast  independ- 
ents have  felt  the  squeeze  and  have 

closed  shop.  It's  the  old  story  of 
economic  attrition. 

But.  if  we  independents  make  a  con- 

ceited effort  to  offer  a  creative  as  well 

as  personalized  service,  we  can  prosper. 

\\  hy?  Tv  commercial  production  is 
but  a  flirtation  for  Hollywood.  Soberly. 

it  looks  to  the  *21  i  billion  world-wide 
box-office  for  its  theatrical  films,  not 

the  relatively  meager  S35  million 

grossed  by  tv  spot  producers  in  '56. New  York  is  the  heart  of  Americas 

advertising  and  here  the  agencies  will 
continue  to  super  \  ise  the  advertising 

accounts  which  support  television.  Most 
of  them  can  be  expected  to  use  New 
^  oik  production  firms  if  we  can  prove 
that  we  are  their  creative  allies. 

& 

ShamuS     Culhane,     president,     Shamus Culhanc  Productions,  New  York 

In  the  last  year  there  has  been  more 

realization  by  the  agencies  of  the  need 
for  unusual  material  and  points  of  view 

in  the  preparation  of  both  live-action 
and  animated  spots.  There  has  been 
more  willingness  to  spend  money  for 

experiments  and  more  time  to  do  re- 
search for  special  effects. 

From  this  point  of  vieyv  the  last  year 
has  been  the  most  exciting  in  our  10 
years  of  making  tv  spots.  It  is  verj 
obvious  that  the  average  spot  is  of  a 

much  higher  quality  than  a  vear  ago. 
that  there  has  been  a  lessening  in  the 

use  of  the  cheaper  contrivances  such 
as  stills,  lots  of  lettering  over  live 
action,  and  having  announcers  holding 

products   up.    There   seems   to   be   an 

new  attention 

getting 

devices" awareness  that  spots  are  in  competition 
w  itb  each  other  on  tv.  We  have  al\\a\  s 

had  this  attitude — and  keenly — but  I 

think  that  the  agencies  have  never  ac- 
cepted the  challenge  until  this  year. I  Please  turn  page) 

()() 
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IN    INLAND   CALIFORNIA  iand  western  nevadai 

"BEELINE.— 

I 

This  group  of  mountain-ringed  radio 
stations,  purchased  as  a  unit,  delivers 

more  radio  homes  than  any  combin- 
ation of  competitive  stations  .  .  .  at  by 

jar  the  lowest  cost  per  thousand. 
(Nielsen  &  SR&D) 

They  serve  this  amazingly  rich  in- 
land market  which  contains  4  of  the 

top  5  counties  in  farm  income  in  Calif- 

ornia, the  nation's  leading  farm  state 
—  and  has  an  effective  buying  income 
of  almost  $4.3  billion  dollars.  (Sales 

Management's  1956  Copyrighted  Sur- 
vey &  U.S.  Dept.  of  Agriculture's  1954 

agricultural  census) 

/UcClotcfuf O  RENO 

KFBK  °  SACRAMENTO 

N  \ 

O  MODESTO 

B/U>fe{ax5t£*U)     KBEE 

KMJ   O  FRESNC 

KERN  °   BAKERSFIELD 

Sacramento,   California 

Paul    H.   Raymer   Co., 

National   Representative 
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SPONSOR    ASKS    continued  . 

There  has  been  a  change  about  the 

use  til  -ii  <al!e<l  high-style  animation. 
I  In  ic  was  an  attempt,  in  the  last  two 

years,  to  use  it  for  ever)  kind  of  spot 

with  some  prettj  disastrous  results. 
There  has  been  an  increase  in  the  de- 

sire  to  use  characterization  rather  than 

movement  or  design  in  animated  spots. 
We  are  convinced  that  next  year  is 

going  to  see  a  good  deal  of  interest 

in  pure  abstraction  in  animation,  both 

in  sound  and  picture.  This  is  bound 
to  i ome  about  because  of  the  need  for 

new  and  attention-getting  devices. 
Another  heartening  improvement  has 

been  the  acceptance  of  a  less  straight 

use  of  live-action.  We  have  done  a  num- 

ber of  live-action  spots  with  various 

interesting  graphic  combinations,  par- 
ticularly the  combination  of  live  action 

and  cartoons  (  rotoscope  I .  The  agen- 

cies and  sponsors  seem  willing  to  '"kid" 
the  medium  a  little  more,  whereas,  in 

previous  years,  there  seemed  to  be  a 

sharp  dividing  line  between  humorous 
ideas  that  were  done  in  animation  and 

straight  ideas  which  were  produced  in 

live  action.  It  is  very  possible  to  make 
a  dramatic  statement  in  animation  and 

a  broad  comedy  idea  in  live-action. 

This  next  year  should  see  a  big  de- 
velopment of  these  two  trends. 

I  think  costs  have  gone  up  about 
10%  in  both  animation  and  live.  Some 

of  this  is  in  higher  wages  and  operat- 
ing expenses,  but  obviously  a  good 

deal  of  the  added  cost  has  been  in  ex- 

perimenting on  unusual  effects. 

There  has  been  a  good  deal  more 

willingness  on  the  part  of  the  agencies 
to  follow,  or  to  look  for.  more  standard 

procedures  of  working  within  the  pro- 
cesses of  making  a  picture.  This  is  a 

natural  improvement  which  is  bound 

to  come  with  experience,  but  I  think  it 

is  intensified  by  the  need  for  experi- 
ment. 

In  the  writing  area  we  are  once 

again  writing  about  one-half  of  the 
spots  that  we  produce.  This  trend, 
which  started  two  years  ago,  seems  to 

be  growing  stronger  rather  than  dimin- 
ishing. I  believe,  again,  this  is  because 

the  competition  within  the  business 
makes  it  necessary  for  a  writer  to 

know  the  actual  production  methods, 
and  for  the  artist  to  understand  them 
even  better. 

The  real  motivation  for  so  main  im- 

provements in  work  procedure  seems 

to  come  from  the  fact  that  the  agen- 

cies are  rising  to  the  problem  of  creat- 
ing highl)  competitive  tv  spots. 

Robert     Lawrence,     president,    Robert 
Lawrence  Productions,  Inc.,  New   York, 

llnlh  u  ood,  Toronto 

Thousands  of  years  ago  Vristotle  laid 

down  the  principle  that  a  plav  should 

have  a  beginning,  a  middle  and  an  end. 
each  more  01  less  related  to  the  other. 

This  simple  law  of  unity,  In  which  all 
artistic  structures  can  be  tested,  applies 
to  television  commercials  as  well.    The 

"more  agencies 

go  st eat/ y 

with  producers" 

best  commercials  sa\  one  thing  and 

say  it  clearly  and  nimbly.  We  are  pro- 
ducing more  such  commercials  than 

ever  and.  as  a  result,  commercials  are 
better  than  ever. 

Related  to  the  trend  toward  higher 

cuality  is  the  clever  combination  of 

showmanship  and  salesmanship. 

Only  an  accumulation  of  experience 

by  advertising  agencies  and  film  pro- 
ducers could  have  made  these  develop- 

ments possible  in  this  still-young  in- 

dustry. With  this  has  come  a  refine- 
ment of  relations  between  agencies  and 

producers.  As  more  and  more  agen- 

cies "go  steady"  with  producers,  they 
are  able  to  use  most  effectively  the  pro- 

ducers' technical  experience  and  crea- 
tive talent.  Film  producers  with  a 

strong  creative  staff  are  being  brought 

into    pre-production    planning    earlier. 
Insofar  as  agencies  continue  to  plan 

and  produce  commercials  in  units,  the 
cost  trend  will  be  downward.  Other 

cost  changes  are  minor;  a  commercial 

produced  last  year  can  be  done  at  ap- 
proximately the  same  cost  today.  More 

expensive  commercials  have  resulted 
from  the  increased  use  of  spectacular 

and  highly  stvlized  sets,  location  shoot- 
ing, optical  effects,  and  animation.  .  .  . 

Momentarv  fads  will  not  effect  the 

general  trend  toward  superior  com- 
mercials. Animation  is  an  example. 

Certainlv  it  is  a  marvelous  medium  for 

television  commercials,  but  no  single 
vehicle,  not  even  such  a  dynamic  one 

as  animation,  applies  to  every  prod- 
uct and  every  advertising  purpose. 

Each  commercial  has  its  own  mes- 

sage and  must  be  presented  in  its  own 

way.  The  growing  recognition  of  this 
basic  fact  of  advertising  life  is  the  sin- 

gle most  important  trend  shaping  up 
in   new    filmed  television  commercials. 

Arnold    Kaiser,    MPO   Television   Films, 
Inc.,  \  ew  )  orh 

From  the  producer's  standpoint,  costs 
of  filmed  commercials  still  vary  greatlv 

depending  on  the  product  and  the 
agent  \  approach.  Generally  speaking, 
however,  our  costs  for  the  entire  bud- 

get range  have  gone  up  about  10  per- 
cent over  last  season  due  to  increases 

in  laboratory,  charges,  wages  and  the 

addition  of  pension  funds. 

The  types  of  commercials  being  or- 
dered vary,  as  always,  depending  on 

product  and  agencj  campaign  strategy. 

\\  e  find  the  hard  sell  still  prevalent  in 

drug  commercials  and  stylized  sets 
continuing  in  demand  for  cosmetics 

and  related  fields.  One  general  trend 

v. e  have  noticed,  here  at  MPO,  is  a  re- 

newed interest  in  optical  effects  such 

as  travelling  mats  and  trick  photog- 

raphs. MPO  is  doing  more  and  more 
commercials  in  color  and  expects  this 

trend  to  accelerate  as  color  tv  goes  into 

general  use  all  over  the  country. 

Multiple  unit  production  I  shooting 
a  series  of  spots  for  a  product)  is 

becoming  more  and  more  popular. 

Not  only  does  this  type  of  shooting  cut 

costs  by  reducing  shooting  time  per 
commercial,  as  well  as  cutting  down  on 

"adequate  time 

for  production" 

the  number  of  preparation  hours,  but 

it  makes  for  superior  footage.  \^  hen 
we  schedule  three  or  four  consecutive 

davs  of  shooting  on  one  product,  the 

MPO  staff  has  the  opportunity  to  fully 

"get  into  swing""  with  the  agency  film 

people  and  this  high  level  of  coordina- 
tion can  be  seen  in  the  final  product. 

Most  important,  film  producers  are 

making  agencies  aware  of  the  advan- 
tages of  devoting  adequate  time  for 

production  planning  and  casting.  In 
the  past,  this  planning  has  often  begun 
well  in  advance  of  air-date,  but  work 

bogged  down  somewhere  along  the 
line.  As  a  result,  a  job  that  we  would 
have  liked  to  have  three  or  four  weeks 

to  produce,  had  to  be  done  in  a  mat- 
ter of  davs.  Production  has  many 

time-consuming,  intricate  operations 
which,  we  have  all  learned,  should  not 

be  rushed  at  the  expense  of  quality.  ̂  
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Working  together 

for  greater 

coverage' 

TWO  TOP  CBS  radio  stations 

TWO  BIG  southwest  markets 

ONE  LOW  combination  rate 

KWFT  and  KLYN  work  back-to- 

back  (and  on  the  sides,  too)  in  TWO 

big  markets  to  give  you  twice  the  cover- 

age at  one  low  combination  rate.  For 

availabilities  and  rates,  write,  wire  or 

phone  our  representatives. 

KWFT 
KLYN 

WICHITA    FALLS, 

TEXAS 

620  KC    •    5000  Watts 

AMARILLO, 

TEXAS 

940  KC   •    1000  Watts 

The  KENYON  BROWN  stations 

Now  under  one  ownership  and  management 

National    Representatives 

JOHN    BLAIR    &    CO. 

SPONSOR       •       13    JULY    1957 

63 



Are  i mi  getting  imir  shan 
the  liiluihiiis  S.  Florida  m;n  I, 

*v        ..•••*   

.    .    .    where    your    advertising 
results     in     the     lowest     cost 

per  sales. 

*  The   average   Greater 
Miamian   spends   more   at 
retail   than   the   average 

consumer   in   any   other 

of  the   nation's   major 
markets.  ■ 

•   ;.*.' — -••  *  In   doll. 

•  •••••. 

In   dollar  volume 

the  Miami  area  advanced 

from   25th  to   21st  place 

among   the   44   major  areas, 

displacing   Denver,   Atlanta,        #* 

Indianapolis   &   Providence     ** 

.„•••   I 
•  *    c-   til         ■    ■      In  ■■     1 

•••         • 

"v.. 
*  Since   World   War   II 

retail   dollar  volume   in   Dae 

County   has   increased   70°  to 
top   43   other   major   U 
markets   in   rate   of 

growth. '....   

.• 

BASIC 
AFFILIATE 

if  We're   biased,    of   course,   toward    WTVJ.     The   May   ARB  re 

shows  that  WTVJ  leads  in  70.3%  of  the  total   quarter- hour  re 

firsts.    This  reflects  the  complete  community  acceptance  which  V\ 

has  gained  during  the   past  8Vi    years  in   telecasting   to   the  ei 

15- county   South   Florida  area. 

*  U.    S.    Chamber    of   Commerce,    June    1957. 
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##  —  Greater   Miami    has  *• top-notch    media   facilities   to 
sell   your   product    .    .    . 

4   outstanding   TV   stations   (welcome  •* 

3    great   daily 

I.    to   Miami's   newest,    WPST-TV) 

if. 
I    newspapers  ^#* 

•  ••
** 

Get    all    your    market    data    from    your 
Peters,    Griffin,    Woodward    Colonel. 

You  II    find    you    cannot    afford    to 
overlook  fabulous  South  Florida! 

•• 
••• 

•    •••••" 

FLORIDA'S    FIRS 
TELEVISION  STATION 

Clamd
* NOAM1 



Satinnal  and  regional  spot  buys 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV    EUYS 

Brown  &  Williamson  Tobacco  Corp.,  Louisville,  is  adding  to  it> 

Kc.< .1  cigarette  schedules,  sponsor  was  told.  I.D.'s  will  be  placed 
during  nighttime  hours,  with  frequency  varying.  Buying  is  nol  com- 

pleted. Bu\er:  Jack  Sinnott.  Agency:  Ted  Bates  &  Co..  New  York. 

i  Agency  declined  to  comment.  • 

Colgate-Palmolive  Co.,  New  York,  sponsor  learned  i-  buying  an- 

nouncements for  its  Halo  shampoo.  Campaign  will  begin  shortly  and 

will  run  for  25  weeks.  Approximate  frequency:  six  spots  per  week 

primarily  during  daytime  hours.  Bu\er:  Hose-Marie  Vitanza. 

Agency:  Carl  S.  Brown  Co.,  New  ̂   ork.  i  \gency  declined  to  com- 
ment on  campaign,  i 

Lever  Bros.,  New  York,  is  placing  station  breaks  in  a  number  of 

markets  to  promote  its  Rinso.  sponsor  hears  the  nine-week  cam- 

paign will  begin  22  Jul\.  Frequency:  approximately  six  spots  per 

week  in  each  market.  Buyer:  Tom  Glynn.  Agency:  J.  Walter 

Thompson,  New  ̂   ork. 

Procter  &  Gamble,  Cincinnati,  is  renewing  and  adding  new  sched- 

ules for  its  Spic  &  Span  throughout  the  country.  Schedules  will  run 

indefinitely.  Minute  and  90-second  film  announcements  will  be 

bought  for  nighttime  hours.  Frequency:  approximately  three  per 

week  in  each  market.  Buying  is  completed.  Buyer:  Charles  Buc- 

ciere.  Agency  :  Young  &  Rubicam,  New  York.  I  Agency  declined  to 

comment  on  campaign.  I 

RADIO    BUYS 

Bristol-Myers,  New  ̂ ork.  is  testing  a  special  sales  promotion  for 
it-  Vmmens  Medicated  Powder  in  six  markets.  The  campaign  starts 

short K  and  runs  for  eight  weeks.  Minute  announcements  are  slotted 

during  afternoon  and  early  evening  segments.  Frequency  :  approxi- 

mately 25  per  week  in  each  market.  E.t.  theme  is  slanted  to  the  hot 

weather.  Buving  is  completed.  Buyer:  Bob  Widholm.  Agency  : 

BBDO,  New  York. 

Lever  Bros.,  New  York,  is  entering  top  markets  to  advertise  its 

Silver  Dust.  Schedules  for  minute  spots  will  run  for  six  weeks. 

Buving  is  completed.  Buyer:  Joe  Hardy.  Agency:  SSC&B,  New 

York,    i  \gency  declined  to  comment  on  campaign.  I 

Youngstown  Kitchens,  div.  of  Vmerican-Standard,  Warren.  Ohio. 
SPONSOR  learned,  is  planning  to  enter  20  scattered  markets  to  push  its 

cabinet  -inks.  The  six  week  schedule  will  kick  oil  22  July.  Daytime 

minutes  will  be  purchased,  with  some  traffic  hours.  Frequenc)  :  o-l.i 

[in  week  in  each  market.  E.t.'s  will  emphasize  time  payment  plan. 
Buying  is  hall  completed.  Buyer:  Jack  Cummings.  Vgency:  Grey 

Advertising     Agency,    New   York.     (Agency   declined  to   comment. i 
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"Live?" 
. . .  Not  likely.  Ghoulish  tricks— 
or  any  tricks,  illusions,  visual 

sleight-of-hands— come  off  safest, 
surest  on  film.  Time  . . .  space 

...  reality  even/ are  conquered 

with  snap  and  precision. 

And  with  film— show,  station, 

time  are  yours  to  control. 

Truly,  a  good  release  is  a 
better  release  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  17,  N.  Y. 

Midwest  Division 

1 30  East  Randolph  Drive 
Chicago  1 ,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  Calif. 

or  W.  J.  GERMAN,  Inc. 

Agents  for  the  sale  and  distribution 
Eastman  Professional  Motion  Picture  Film, 

Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  Cc 
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Be  sure  to  shoot  IN  COLOR 

You'll  be  glad  you  did 
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TV  RESULTS 

Capsule  case  histories  of  successful 

local  and  regional  television  campaigns 

EATERY 

SPONSOR:  Knott's  Berry  Farm  AGENCY:  Hall-Mitchell 

Capsule  Case  History:  Knott's  Berry  Farm,  famous  tourist 
attraction  outside  of  Los  Angeles,  has  built  its  traffic  to  an 

all-time  high  in  its  history  through  television  advertising. 

And  it  reached  this  peak  during  its  usual  off-season  period. 

The  company  launched  a  campaign  on  KTLA  in  January, 

buying  participations  in  the  cartoon  featurette  Popeye  la 

Mondaj  through  Fridaj  program,  7:00-7:15  p.m.  I.  Knott's 
is  a  family-type  attraction  and  its  promotion  was  aimed  at 

the  parents  through  the  juvenile  viewer.  Despite  the  fact 

that  winter  months  are  not  conducive  to  traffic  for  this  out- 

door entertainment,  shopping  and  eating  place,  on  Sunday 

10  March.  Knott's  had  the  biggest  traffic  day  in  its  entire 

history .  Prior  to  this.  Knott's  reports  that  on  9  February, 
the  personal  appearance  at  the  Farms  of  Tom  Hatten.  KTLA 

personality  appearing  on  the  show,  "drew  an  unusually  large 

number  of  children."  Cost  of  advertising:  $900  per  week. 

Knott's  concluded  this  tv  campaign   at  the  end  of  March. 

KTLA,  Lo?  Angeles,  Calif.  PURCHASE:  Participations 

CHICKENS 

SPONSOR:  Wentz  Super  Markets  \.GENCV  :  Direct 

Capsule  Case  History:  Owners  of  supermarkets  must  move 

their  perishable  food  products  quickly.  Recentlv,  the  own- 

er of  the  Wentz  markets  moved  11  tons  of  produce  in  less 

than  24  hours  with  one  20-second  tv  announcement.  Wentz 

has  been  a  continuous  tv  advertiser  for  the  past  two  vears. 

On  its  regularly  sponsored  show.  Mr.  District  Attorney 

I  Thursdays,  9:30  p.m.  over  KHSL-TV),  Wentz  has  three 

one-minute  commercials.  Each  of  the  one-minute  commer- 

cials consists  of  three  20-second  specials.  On  4  April  Wentz 

ran  a  special  on  fryer  chickens.  By  4  p.m.  the  following 

day,  seven  tons  of  fryers  had  been  moved.  Wentz  re-ordered 

another  four  tons  of  chickens  and  bv  noon  Saturday,  these 

had  been  sold  out.  Total  sale  volume:  S8.800.  Cost  of  the 

announcement:  $65.  Net  profit  from  the  sale:  $637.50 — 

plus  increased  traffic  in  all  markets.  W  it h  this  and  similar 

instances  indicating  results  of  its  tv  advertising.  Wentz  has 

just  renewed  its  contract  with  KHSL-TV  for  another  vear. 

KHSL-TV,  Chico,  Calif.  PURCHASE:   Mr.  District  Attorney 

SPORTING    GOODS 
SPONSOR:  Wisconsin  Sporting  Goods  Stores  AGENCY:  Direct 

Capsule  Case  History:  A  local  television  show  which  in- 

herits its  viewers  from  a  network  sports  program  brought 

good  results  to  a  group  of  four  sporting  goods  dealers  in 

the  Lacrosse,  Wis.,  area.  The  four  dealers,  each  in  a  dif- 

ferent town  covered  by  W'KBT,  Lacrosse,  recently  purchased 

Fite  Nite  Sport  Lite,  a  10-minute  weekly  program  with  em- 

phasis on  hunting,  fishing,  camping  and  boating;  it  follows 

the  ABC  TV  boxing  show.  KWBT  Sportscaster  Ed  Hutch- 

ings  presents  a  guest  each  week  who  is  an  authoritv  on  some 

one  outdoor  sport.  Questions  are  requested  from  the  view- 

ers and  the  sender  of  the  question  chosen  to  be  aired  each 

week  receives  a  substantial  prize  donated  by  one  of  the  spon- 

sors. Robert  Morrison,  sales  manager  of  W'KBT,  reports 

that  this  show  "invariably  sells  out  the  merchandise  adver- 

tised the  day  following."  The  initial  test  campaign  ran  eight 
weeks.  The  cost:  SI 00  per  week.  Sponsor  satisfaction  is 

best   evidenced    by    a    26-week   renewal   effective   26   June. 

\\  KBT,  Lacrosse  PURCHASE:  Fite  Nite  Sport  Lite 

BOOKS 
SPONSOR:  George  Wyman  &  Co.  AGENCY:  Direct 

Capsule  Case  History:  A  one-shot,  30-minute  television 

time  purchase  promoting  a  single  book  moved  82. 560.50 

worth  of  this  merchandise  at  a  cost  of  SI  79  for  this  South 

Bend,  fnd..  department  store.  Louis  Melicek.  vice  presi- 

dent in  charge  of  merchandising,  reports  the  onlv  other  ad- 

vertising u?ed  was  tune-in  ads  in  the  newspaper,  but  no 

mention  of  the  book  or  price  was  included.  The  promotion 

vehicle  was  a  Conrad  Nagel  film  on  the  subject  of  arthritis, 

placed  4:30-5:00  p.m..  Sunday,  17  February,  on  WNDl-TV. 

The  book,  entitled  Arthritis  and  Common  Sense,  priced  at 

$3.95  per  copy,  was  promoted  within  the  normal  commer- 

cial time;  phone  orders,  mail  orders  and  in-store  sale  of  the 

book  were  advertised  b\  voice  over  slides.  Immediate  re- 

sponse taken  by  the  telephone  answering  service  recorded 

86  orders  within  two  hours  of  the  program.  By  the  end  of 

the  week,  650  copies  of  the  book  had  been  sold.  Comments 

from  Wyman's  sales  staff:  "amazing."  "great."  "gratifying.'' 

WNDU-TV,  South  Bend  PURCHASE:  30-min.  program 

68 
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Ccjfcvt  fae. 
The  Steel  Hour  continues  to  bring  you 

top  TV  entertainment    all  summer  long 

Because  good  theater  knows  no  season, 

it's  full  schedule  all  through  the  summer  on- 

THE      U.  S.      STEEL     HOUR 

produced  Ay  the   theatre    guild 
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MORI 
radio  homes  at  the 

LOWEST 
cost  per  home  are 

DELIVERED 

by  WSUN 
than  any  other  station  in  the 

HEART  of 
FLORIDA 

li  >ch    i      Ni  ilses    No    2  i 

WSUN  RADIO 
ST.     PETERSBURG     -    TAMPA 

Represented    By    VENARD,    RINTOUL    & 
McCONNELL 

Southeastern:    JAMES    S.    AYERS 

BIG  rain  . .  BIG  dust, 

BIG  heat . .  BIG  cold! 

In  Texas  everything 

is  naturally 

BIG 

62 

.  .  like  KTRN's 

Of   share   of   the 

/0   Wichita  Falls 

audience! 

Place  your  schedule 

now  for  BIG  results! 

KTRN 
*Texas,  of  course! 

Burke-Stuart — Natl    Reps. 
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News  and  Idea 

WRAP-UP 

ADVERTISERS 

Here's  an  instance  of  an  advertis- 
er who  likes  radio  and  tv  so  much 

that  he's  buying  his  own  stations. 
Milner    Enterprises    (Pine-Sol    and 

Perma  Starch  I  has  just  acquired 

WJQS,  Jackson.  Miss.  The  purchase 
is  llic  first  step  in  plans  to  acquire  a 
chain  of  radio  and  tv  stations  which 

will  he  owned  and  operated  under  the 
name  of  the  Dumas  Milner  Broadcast- 

ing Co. 
Howard  S.  Cohoon,  president  of  the 

Dumas  Milner  Corp.  I  the  Pine-Sol  and 
Perma  Starch  compan)  ).  has  been  ap- 

pointed president  of  the  broadcasting 
arm. 

The  Milner  firm  with  an  ad  budget 

of  $1.25  million  is  spending  90%  of 

that  amount  in  radio-tv  this  year.  For 

more  details  on  the  Mississippi  indus- 
trialist s  Cinderella  story  see  sponsor. 

4  May  issue.  "The  Fabulous  Rise  of 

Milner    Products." 

Bisseli  Carpet  Sweeper  Co.  will 
use  both  network  and  spot  tv  for 

its  price  reduction  sale  16  Septem- 
ber through  31  October. 

Network  program  will  be  NBC  TV's Matinee  Theatre.  One  minute  an- 

nouncements will  be  seen  on  100  key 

cities  throughout   the   country. 
N.  W.  Aver  &  Son  is  the  agency. 

People  in  the  news:  Raymond 

Harvey  Whidden  and  Harry  Hen- 
shel  have  been  elected  vice  presidents 

at  Bulova  Watch  Co.  \\  hidden  is  gen- 

eral sales  manager  and  Henshel  is  sec- 
retary of  the  corporation  .  .  .  Roy  B. 

Dill,  ad  manager  of  Socony  Mobil's 
central  marketing  region  has  retired 
after  30  vears  of  service  .  .  .  Ralph 

B.  Johnson  has  been  appointed  to  a 

newh  created  post  in  the  Heinz  Co. 

marketing  division,  assistant  to  the 

v.p.  in  charge  of  marketing.  Johnson 
was  executive  vice  president  of  the 
National-American  Wholesale  Grocers 

Association  .  .  .  Edmund  F.  Buryan. 

former  marketing  consultant  of  Booz. 
Allen  &  Hamilton,  has  been  named 

vice  president   in  charge  of  marketing 

for  the  W.  A.  Sheaffer  Pen  Co..  a  new- 

l\  created  position  .  .  .  Clarence  L. 
V  an  Schaick,  former  president  of 

the  Dixie  Cup  Co.,  has  been  elected  a 
vice  president  of  the  American  Can 

Co.  Two  weeks  ago  Dixie  merged  with 

I  WCO  and  under  the  new  set-up  Van 
Schaick  will  be  in  charge  of  all  Dixie 

operations. 

RCA  Victor  Radio  and  Victorola 

division  has  plans  for  the  most  ex- 
tensive advertising  yet  on  network 

radio  and  tv  starting  in  the  fall.  The 

teen-age  market  will  get  extra  atten- 

tion. especialK  for  records.  Full  de- 
tails will  be  announced  later  in  the 

summer. 

AGENCIES 
This  year  continues  to  be  the  big 

year  for  agency  mergers.  The  lat- 
est is  Robert  W.  Orr  Associates 

with  Fuller  &  Smith  &  Ross. 

Purpose:  Diversification  for  FSR 
whose  clients  are  mostly  industrial 

while  Orr  is  a  mass  consumer  product 

agency.  The  Orr  agency,  which  now 
becomes  a  division  of  FSR.  brings  to 

the  amalgam  a  group  of  seasoned  copy 

w  i  iters  on  mass  consumer  products. 

Orr's  kev  personnel  will  continue  to 
service  Orr  accounts  I  which  bill 

around  S2  million  annually  i . 

The  Harry  B.  Cohen  Advertising 

Co.  now  becomes  Cohen  &  Ale- 
shire,  Inc.  with  these  executive 
changes: 

•  Harrv  B.  Cohen  moves  from 

president    to    chairman    of   the    board. 

•  Edward  Aleshire,  former  execu- 

tive vice  president  and  creative  direc- 
tor,  becomes   president. 

The  changes  marked  the  10th  anni- 
versarj  of  the  agency,  which  has  risen 
from  one  client  and  total  billings  of 

$600,000  in  1947  to  the  S8-10  million class  today. 

New  agency  appointments:  Guild, 
Bascom  &  Bonfigli.  San  Francisco 

for  Max  Factor's  Sof-Sel  and  Dri- 
Mist    .    .    .    McCann-Erickson     for 

-I'uNSOR 
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I  iw  is-Howe  <  ini  i  n-  .11  counl  >  .  .  . 

Rulledge    &    Lilienfeld,   St.    Louis, 
foi    II   bred  Dog  I   Is.    II   bred 
u ill  use  h  .mil  radio  regionally. 

Personnel  changes)    Francis  Neat- 
ler  has  joined  Mel  ann  I  i  ickson,  I  i  is 

les,  a-  assistant  pi  odu<  tion  111.111- 
Dr.  Elsa  V.  \\  hallej  has 

joined  the  1  esea  rch  deparl  menl  1  d 

Honig-<  !ooper,  San  !•  rancisco,  a~  .1 
consuniei    motivation    specialisl    .    .    . 

Norman   ('.  Sabee,   fo   1    national 
.id  manager  foi  (  rosle)  &  Bendix 
Home  Appliance  I  >i\  ision,  has  joined 
Kudner  .1-  an  account  manage)  .  .  . 
Gordon  W  .  Elliott  has  been  appoint- 

ed creal  ive  dii  ectoi  ol  Vubrey,  Fin- 

lay,  Marie)  8.  Hodgson.  Chicago.  Kl- 
1 1 1  >t  1  comes  from  lnun  Journal  where 
In-  u.i-  visual  director  .  .  .  Victor  (•. 
Klorilc  has  been  named  copj  chief 
of  B&B  and  elected  to  the  agenc)  - 
plan-  board  along  with  senior  copj 
supervisor  Otto  Prochazka  .  . 
laron  Krochmal,  formed)  with 
Stand. ml  Register  Co..  has  joined 
Dul. in.  Feldman  &  Kahn,  Pittsburgh, 
is  an  account   executive. 

The)  became  \.p."s  this  week: 
Charles  S.  O'Donnell,  v.p.  of  the 
•  leare-Marston  di>  ision,  al  Ruthi  auff 
I  li\ <ui  1  parent  firm  1  .  .  .  Lj  1111 
Biekett  at  Jackson,  Haerr,  Peterson 
S  Hall.  He  will  assume  the  duties  of 

office  manager  for  the  agency's  Jeffer- 
son City,  Mn.  branch. 

Percj  J.  Orthwein,  president  of 
D  \n\  Advertising,  died  last  week  in 
St.  Louis  after  a  long  illness. 

NETWORKS 

In  hi.*  talk  before  the  Station  Rep- 
resentatives Association  this  week 

Vltt  Radio  president,  Robert  E. 
Eastman,  told  members  that  the] 
and  the  network  have  a  common 

objective  with  the  immediate  target 
of  building  the  radio  industry  into  a 
billion  dollar  industry. 

Continued  Eastman  :  \-  tlii-  devel- 

ops the  reps  will  gel  their  share,  tin1 
networks  theirs,  and  the  stations  asso- 

ciated with  each  will  benefit  as  a  re- 
Bult. 

I-  ive  kr\   points  "I  the  talk  were ; 
•  ABC  Radio  is  gathering  its  re- 

sources tu  be  a  positive,  creative  force 
in  broadcasting  and  i-  going  to  do  ex- 

tensive effective,  creative  selling. 
•  The  network  will  develop  the 

growth   of  compatible   programing   30 

thai    network    and    I",  d    will   comple  ol  new  shows  starting  ilii-  fall  and 

1  each  othei   effectively.  it   an    exception    to    tin-    trend    to- 
•  I  ive    programing     will    I.     fut  ward  partial  sponsorship. 

1I1. nil.  I  In-    .  ..ml 1  n,    l"i    the    In  -1 

•  \l!(    Radio  will  build  I"     ei    1  >i-  time,   split    sponsorships    \%  i  1 1   outnum- 
M   -   on    both    network   and   local    sta  bei  network  single  sponsorships.  H< 

tions   progran  how    >i    u..ik-    out    in    terms    ol    |>n.- 
•  rhe  network  is  going  to  work  to  grams,    comparing    last    tail    with    the 

stabilize  rates  m<<\  values.  up<  oming  [all : 
See  SP0NS0R-SC0P1    foi  more  on  seasom  -ein  sincli 

the  I  astman  talk.  19  i6  u  19 
ft  1957-58  57 

The  Kaiser  buj  of  Maverick  (  \I5<  I  01  1  omplete  details  on  the  fall  net- 
IN  Siiiida\  7:30-8:30)  marks  one  work     i\      programing     picture 
of  the  few  exclusive  sponsorships  Please  turn  in  page  76) 

ARB  PROVES  KOSA-TV 

DOMINANCE 
IN    18    COUNTY   AREA 
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(..ill  John  E.  Pearson  Company  t<x!.i\  Eoi  the  lull  facts  on 

how  to  reach  the  three-quarter  billion  dollai  area  covered 
onh  b\   KOSA   1  V. 

'  Shai  1   1 .1    Vudieni  1 

•  \Rli  Survej    Vpril   7  13,  1957 

KOSA 
CHANNEL   7  ODESSA,    TEXAS 

Represented    l>\     John    E.    Pearson    Television,    I 

sponsor    r     13  .u  i.y  195' 
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A  pictorial  review  of  local 

and  national  industry  events 

PICTURE  WRAP-UP 

. 

Ocean  voyage  in  a  l>u-  was  made 
l)>  KBIG's  Sin  Wilson.  He  ami  mo- 

bile  unit   lea\e   the  ship   in    Honolulu 

Ben    Duffy's   firs'    public   appearance   since 
illness   late   last   year    i-    made   at    BBDO"-   annual 
Spring  outing.   Mire  he  ami  Mrs.  Duffy  greet  friends 

Adult  approach  to  space  i-  theme  of  Gen- 
eral Mill*  Sugar  Jet-  t\  campaign.  Commercials 

for    Mieke\     Mouse    Club    are    li>    Tatham-Laird 

World's  biggest  sandwich  i-  given      December    Bride   star,   France: 
to  Honeymooners  on  Art  Linkle tier's       meet-  with  Harry  Kinnear  (1.)   and 
Houseparty.     It  measures  10  feci  long       of  General  Foods  in  a  \isit  to  Sioux 

i Raffert>. 

Walt  Case 

City.  Iowa 

Freak  accident  hospitalized  KOMA 
disk  jockey  Eddie  Coontz,  hut  he  con- 

tinues to  broadcast  hi-  morning  show 
from    bed    despite    a    neck    in    traction 

TLF  Broadcasters  meet  in  informal  ses 
-ion  at  Woodland  center.  (L.  to  r.  seated) 

Hugh  Terry.  KLZ-TV,  Denver;  Weston  Pul- 
len.  Jr..  Time  Inc.:  \\  illard  Schroeder, 

WOOD-TV,  Grand  Rapid-:  Eldon  Campbell, 

WFBM-TV,  Indianapolis;  Wayne  Coy,  Twin 
State  Broadcasting,  Inc.  Standing  (1.  to  r.), 

Michael  ().  Lareau,  WOOD  Radio;  Phil  Hoff- 

man, WTCN-TV,  Minneapolis;  (',.  Bennett Larson,  KDYL  and   KTVT,  Salt   Lake  Citi 





H  Announcing  .  .  . 

SPONSOR'S  FIRST  ANNUAL 
TV/RADIO  TRADE  PAPER 

ADVERTISING  AWARDS 

THE  NEED:  Trade  paper  advertising  in  today's  television  and  radio  industry 

is  improving.  But  quantity  is  moving  faster  than  quality.  Agencies  and  ad- 

vertisers complain,  "We  don't  get  enough  meat  from  trade  ads."  Stations  ask, 

"What  do  buyers  want  to  know?"  On  the  premise  that  example  is  the  best  teach- 

er, and  to  do  our  bit  to  inspire,  stimulate,  and  reward  the  best  campaigns  of  the  tv 

and  radio  advertising  industry,  SPONSOR  inaugurates  its  annual  advertising 

awards.  A  distinguished  group  of  tv  and  radio  executives,  each  an  active  large- 

scale  spot  and  network  buyer,  will  serve  as  judges.  SPONSOR  reports  with 

pride,  and  as  an  expression  of  advertiser/agency  enthusiasm  for  such  awards, 

that  all  but  one  of  the  invitations  to  serve  on  this  panel  was  promptly  accepted. 

^p-v-v***-^  I Q  /JJm*^ — 
Publisher 



COMPETITION     DETAILS 

Who    is    eligible? 

\m    iv   lUtion,   radio   utation,  network,  hio.ul 

group,  film  ijrndicator,  and  broadcast  larv- 
Ice,  rep,   manufacturer,   producer,    oi    ropplier. 

Award     Classifications 

tv    stations  -,0"  *°p  h°»»iv  rati 

(,roii|(    I   to   $500 

(.roup    2   $.~>00    In     $1000 
Groap  .5   $1000  u>    $1500 
Croup   I   $1500   i"   $2000 

(.roup    .">   $2000    imil    (iii'r 

radio    stations 

(.roup    (i   IO    $150 

(.roup    7   $l.~>0     to    $300 
Croup  «   $.wo  to  $450 
Croup    9   $450    to    $600 

(.roup     10   $600    anil    01  rr 

(.roup     1  I   network* 

(.roup     12   group-owned    Million* 
(.roup     13   film     s>  mlirator* 
(.roup   14   iv    conunerelaJ    prodaeeri 
Group    15   broadeasl     services,    reps, 

raanafactarera,  prodaeera,  aalpplien 

Awards 

1.  First-place  winner  in  each  group  is  awarded 
specially-designed   plaque. 

2.  Promotion  manager  of  each  first-place  win- 

iu[  is  awarded  a  $."»()  government  bond  and 
a  certificate  bearing  his  name. 

3.  Meritorious  awards  will  be  given  2nd,  3rd, 

4th,  and  ,'itli  place  entries  in  each  group. 
4.  Winning  campaigns  will  be  featured  in  an 

Awards  Issue  of  SPONSOR. 

Entries 

Each  entry  must  consist  of  five  or  more  differ- 
ent advertisements  of  a  campaign  that  has  been 

printed  in  any  trade  publication  or  publications 
during  the  12  months  preceding  July  1957. 
Each  entry  must  also  include  (1)  classification 
in  which  entry  belongs;  (2)  name  and  address 

of  entry;  (3)  names  of  general  manager,  pro- 
motion manager,  and  advertising  agency;  (4) 

single  page  summary  expressing  objective  and 
-trategy  of  the  campaign  with  results,  if  known. 
Each  station  of  a  group-owned  companj  may 
enter  its  individual  campaign.  All  entries  be- 

come the  property  of  SPONSOR. 

Deadline 

Competition  closes  IS  August  1957.  Winners 

will  be  announced  in  an  issue  of  vl'i)\SOR 
shortly  after  Labor  Day,  1957. 

Judges 

Judges  are  George  Abrams.  vice  president  in 
charge  of  advertising.  Revlon;  Donald  Cady, 
\  ice  president  in  charge  of  general  advertising, 
Nestle;  William  Dekker.  vice  president  in 

charge  of  Media,  McCann-Erickson ;  Frank  B. 

Kemp,  vice  president  and  director  media,  Comp- 

ton;  Peter  G.  Levatl.es,  vice  president  and  di- 
rector media  relations.  Young  &  Rubicam; 

1  .  S.  Matthews,  vice  president  and  manager 

media  department,  Leo  Burnett:  Francis  Mine- 
han,  vice  president  and  media  director,  SSC&B; 

Arthur  Porter,  vice  president  and  media  direc- 
tor. J.  Walter  Thompson;  Rod  MacDonald,  vice 

president  and  media  director.  Guild,  Bascom 
and  Bonfigli. 

Special    Contribution 

...  to  Broadcasters'  Promotion  Association: 
To  encourage  the  aims  and  activity  of  the  fast- 
growing  BPA,  SPONSOR  will  contribute  $5 
tion  entry.  The  contribution  will  be  in  the 

to  this  organization  for  each  tv  and  radio  sta- 
name  of  the  promotion  manager  of  the  station. 

from  the  president  of  the 

BROADCASTERS'    PROMOTION    ASSOCIATION 

Fttt*ltnt 

David  E.  PartlKjaff 

BROADCASTERS'   PROMOTION    ASSOCIATION,    INC. 

ChanlnBuOdlnf  122  fail  42nd  Sir,,,  ■  New  York  17. N.Y-  MUrray HM7-090* 

March  28.    1957 

r>.r  Vk»rrriUt*l 
<  hjrta  A  Wilaoa 

won*  won-tv 
Sf.  ond  FlW-AVejW**/ Moolez  T>da 

»wtv 

\scfftarj-Trtajurrr 

Hie*  M   lotiar.ani 

Bruce  Wallace 

WTMJ  a  a/TWJ-TV 

Haywood  Mrtki WMAL-TV 

Roy  C  Peden«n 
»T>AV  *  WDAY-TV 

Samuel  Fiber 
wni 

GeneOodt 

wcco-TV 

J.<e  /in 

WTTL  a  wm-TV 

loc  O  Hudtens* S»*T»ajl*T-TV I    hn  M    Ke». a,i,q  a  WNtQ 

Fmler  H.  Browp 

IUOX Howard  W.  Meaale 

Mr.    Norman  Glenn,    Publisher 
SPONSOR 
40  East  49th  Street 

New  York.    New  York 

Dear  Norm: 

Congratulations  on  your  proposed  trade  paper  advertising  contest 
for  the  broadcasting  industry! 

The  contest  you  propose  cannot  help  but  bring  about  a  much -needed 
improvement  in  the  quality  of  broadcast  advertising  in  trade  publi- 

cations --  by  encouraging  stations  and  related  businesses  to  cast  a 
more  critical  eye  at  their  own  advertising.     It  has  always  been  a 
mystery  to  me  why  so  many  astute  station  operators  have  shown 
little  or  no  Imagination,    inspiration,   and  showmanship  in  the  adver- 

tising of  their  own  facilities  to  the  trade      Outstanding  examples  of 
broadcast  advertising  or  campaigns  in  the  trades  have  been  pain- 

fully few  and  far  between,   despite  the  healthy  expenditures  made 
each  year  in   this  type  of  advertising. 

I  hardly  need  repeat.    Norm,   how  delighted  I  am  that  SPONSOR 

plans  to  contribute  $5.00  to  the  Broadcasters'  Promotion  Associa- 
tion for  each  entry  received  in  the  contest      As  President  of  BPA, 

I  can  assure  you  1  will  do  everything  possible  to  promote  the  maxi- 
mum number  of  entries  among  BPA  member  stations  --  as  well  as 

the  stations  throughout  the  country.     The  funds  derived  from  this 
generous  contribution  from  SPONSOR  will  enable  BPA  to  provide 
more  and  better  services  to  its  members  --  and  help  assure  its 
continuing  growth  and  usefulness. 

v  Cordially, 

David  E.    Partridge 
President 

DEP:J 

SPONSOR THE   WEEKLY    MAGAZINE  TV    AND    RADIO    ADVERTISERS    USE 



FROM  FAR  AND  NEAR 

THEY'RE  WATCHING 
ANN  MAR 

ON  CHANNEL 

ballimore's  lop-rated* 
cooking  program 

THE  WOMAN'S  ANGLE 
with  Ann  Mar 

weekdays,  1:00-1:30  pm 

mail  proves  effective  coverage 

During  a  recent  30-day  period,  Ann  Mar 

received  mail  from  121  Maryland  post- 
offices  outside  of  Baltimore,  including 

those  from  the  Eastern  Shore,  Virginia, 

Pennsylvania,  and  Delaware.  The  May 

Nielsen  Report  indicates  that  "The 
Woman's  Angle"  reaches  an  average  of 
108,500  homes  per  telecast. 

*May  Nielsen  and  May  ARB  Reports 

WMAR-TV 

CHANNEL 
SUNPAPERS  TELEVISION,  BALTIMORE,  MD. 

TELEVISION    AFFILIATE    OF    THE 
COLUMBIA    BROADCASTING    SYSTEM 

Represented   by  THE   KATZ  AGENCY,  Inc. 
New  York,   Detroit,   St.  Louis,  San   Francisco, 

Chicago,  Atlanta,  Dallas,   los  Angeles 

SPONSOR'S    Tv     and    Radio    Basics.    2, 
Juh    issue. 

Full  network  tv  programing  notes: 

Shirley  Temple  will  lie  hostess-nar- 
rator for  10  one-hour  specials  based 

on  lairs  tales  to  he  presented  over 

MBC  T\  starting  12  January.  Sealtest 
Ice  Cream  and  Dain  Products,  John 
II.  Breck  and  Hills  Brothers  coffee  will 

sponsor.  While  the  first  show  will  he 

on  Sunda)  8-9  p.m..  the  other  specials 
v  ill  he  telecast  about  once  every  two 
or  three  weeks  in  various  evening  time 

periods  throughout  the  schedule. 
Some  of  the  shows  will  be  live  and 

some  film.  \.  W.  Aver  is  the  agency 

for  all  three  sponsors  .  .  .  Libbey- 
Owens  Ford  Glass  Co.  has  bought 

the  remaining  one-fourth  of  the  \CAA 
Football  Games  starting  21  September. 
Fuller  &  Smith  &  Ross  is  the  agency. 

Daytime    tv   notes:     NBC   TV    has 

finished  re-vamping  its  morning  line- 
up with  the  slotting  of  Treasure  Hunt 

(  ABC  TV  nighttimer  this  past  season  i 

in  the  10:30-11  a.m.  period.  This 

means  the  network  will  have  five  quiz- 

game  shows  lined  up  in  a  row  from 
10:30  a.m.  to  1   p.m. 

ABC  TV  is  looking  forward  to  the 

upcoming  season  as  the  time  when 
it   will  have  this  coverage: 

•  A  VHF  primary  live  affiliate  in 

the  top  25  retail  markets.  The  network 

just  announced  that  WHDH-TV.  Bos- 
ton, will  go  on  the  air  in  the  late  fall 

as  a  basic  affiliate.  This  leaves  a 

Pittsburgh  outlet  which  is  still  on  the 
hooks  as  far  as  the  FCC  is  concerned. 

•  A  minimum  of  81  stations  live 

for  the  1957-58  term,  giving  nearly 

85 %    coverage  of  all  tv   homes. 
The  network  expects  the  Pittsburgh 

station  to  be  set  and  reach  to  go  on 

the  air  by  the  first  of  the  \  ear. 

.  .  .  NBC  Radio  picked  up  SI. 5  mil- 
lion in  net  revenue  from  new  and  re- 

newed business  this  past  week.  Four- 

teen advertisers  figured  in  the  million- 
and-a-half  orders  with  the  most  ex- 

tensive coming  from  Grove  Labs  for 

its  Bromo  Quinine  Cold  Tablets  and 
No  Doz  Awakeners.  Other  advertis- 

ers were:  Vicks.  Ruberoid.  Pan- 
American  Coffee  Bureau.  Black  \ 

Decker.  General  Motors  Trucks.  Gil- 

lette. Rexall  Drug.  Buick,  American 

Oil  Co.,  Mutual  Benefit  Health  &  Ac- 
cident. R.  J.  Rev  nobis,  and  the  Evan- 

gelical  Foundation. 

Current  tv  programing  notes: 

Pharmaceuticals  has  dropped  the 

Sunday    \ews   Special    i  CBS   TV    11- 
11:15  p.m.  i  but  it  will  still  be  a  drug 

dispensing  show  with  Whitehall  and 
Garter  Products  alternating  in  pick- 

ing  up  the  tab. 

TV    STATIONS 

Here  are  the  results  of  TvB's  "ad- 

vertising   awareness"    campaign — 
in  which  two  Oklahoma  Gitv  stations 

each  carried  a  single  20-second  an- 
nouncement advertising  a  New  \  ork 

Cit\    clean-up  campaign: 

•  27.2'  i  of  the  people  interviewed 
remembered  seeing  the  announcement. 

The  two  announcements  cost  (360 

I  gross  one-time   rate). 
Recall  interviews  were  conducted  b\ 

Pulse  in  downtown   Oklahoma  Cit\. 

I  See  "Radio  Stations"  section  in 
Wrap-Up  for  results  of  similar  tests 
conducted  bv  RAB.  i 

The  DuMont  stations  (WABD, 

New  York,  and  WTTG.  Washing- 

ton, D.  C.)  have  joined  Pat  Weav- 
er's  Program   Service  network. 

Weaver  estimates  these  two  stations 

along  with  WGN-TV,  Chicago,  which 

previously  announced  affiliation,  and 
the  other  stations  soon  to  be  an- 

nounced will  cover  23  million  tv  homes, 

or  close  to  00'  ',    of  the  U.S.  total. 

Tv  applications:  Between  24  June 

and  6  Julv  two  applications  for  new 

stations  were  filed  and  one  construc- 

tion permit   was  granted. 

Applications  were  made  by  L.  E.  I  . 

Broadcasting  Co.  for  Channel  66,  Erie. 

Pa.,  65  kw  visual,  with  tower  142  feet 
above  average  terrain,  plant  $76,000, 

yearl)  operating  cost  $240,000;  and 
l.\  Norfolk  Newport  News  Television 

Corp.,  Ormond  Beach.  Fla..  for  Chan- nel 13.  Norfolk.  Va..  316  kw  visual, 

with  tower  1.000  feet  above  average 

terrain,  plant  $547,000,  yearly  operat- 

ing cost   si    million. 
Construction  permit  went  to:  San 

Francisco-Oakland  Television.  Inc.  for 

Channel  2.  Oakland.  Calif.,  permit  al- 
lows 100  kw    v  isual. 

Station  changes:  ZBM-TV.  Pem- 
broke. Bermuda,  will  join  CBS  TV  as 

a  non-interconnected  station  under  the 

extended  market  plan  on  or  about  7 

November  .  .  .  W1CU,  Erie,  has  re- 
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i  ri\  ed  I  I  I  authoi  ization  in  increase 

to  lull  powei .  I  he  increase  h  ill  be 
<  ompleted    l><    Kill. 

Personalit)     notes  3      Charles     \N . 
\\a>  has  joined  \\  FMY-TV,  Greens- 
boro,  V  <  ..  .1-  a  tnembei  <>l  the  Bales 
staff.  Wa)  formerlj  was  advertising 
directoi  foi  Morrison-  Neese  depai  I 
iiirni  store  .  .  .  W  illiam  I..  Putnam 

has  been  elected  president  "I  the 
Springfield  (Mass.)  Television  Broad- 
i  asting  <  loi  p.  (WWL.P)  and  Roger 
I..  Putnam  has  moved  up  to  chair- 

man of  the  board. 

RADIO      STATIONS 

RAB's  latest  "awareness*1  stud]  — 
in  which  I. aura  Scudder  Potato 

Chips  sponsored  L5-minnte  radio 
»li<>\«-  nightly  in  non*prime  time 
over  iwo  Baltimore  stations — had 
these  results: 

•  U  though  the  product  cannot  be 
bought  within  2,400  miles  of  Balti- 

more, at  the  end  of  the  four-week  cam- 

paign one  "iii  <>l  ever)  riulii  persons 
inten  iewed  1 b)  Pulse  i  were  avi  are  ol 
I. aura  Scuddei   Potato  Chips. 

•  \  in  I  bettei  than  1 1 ■  i  ee-quai  tei  -  "I 
these  one-in-eighl  could  remembei  al 
leas)   one  cop)    |>. tint. 

•  I  hi-  awareness  lei  el  w  as  ob- 

tained in  a  market  li.i\  ing  a  hi  ;h  in- 

cidence "I   i\    penel ration    (84' 

Here  are  the  winners  in  RAB's 
fifth  annual  "Radio  Gets  Results" 
contest : 

I  lepartment,    I  h  \    < !   Is    ami    \  a 
riet)  Stores  1st,  M.W  \.  Enid,  Okla.; 
2nd,  WCSH,  Portland,  Me.;  Ird, 

WSOY,   Decatur,   III. 
I  lome  I  in  nishings  1st,  k  1 1  Y 

Denver;  2nd,  W'l'XL,  Springfield, 
Mass.;  3rd,  M.W  \.  Enid,  oUa. 

Automotive:  1st,  K^i  \\ .  Cleveland; 
2nd,  \\  W  DC,  Washington,  l>.  C;  3rd, 
\\(  I  I  .    Vkron. 

Drug  and  F   I  Stores:    1st,  KFR1  . 
Columbia,  M...:  2nd,  k.l!l<..  Los  \n- 
geles;   3rd,   \\  I  \\.  Springfield,   III. 

Vpparel:  1st,  WIDE,  Biddeford, 
Me.;  2nd,  KCMJ,  Palm  Springs;  3rd, 
K(.\\  \.  Enid,  Okla. 

Financial:  1st, KCMJ,  Palm  Springs; 
2nd,  W  MIK,  Middlesboro,  Ky.;  3rd, 
Kl!l(i.   Los    Vngeles. 

Housing  Materials  &  Suppliers:  1st, 
WHY  lamestown,  \.  i  .;  2nd,  W(  SH 

I  ortland  Me  Ird,  \\  MIK  Middles- I    K  \ . 

Spa  ialized    Sei  vices       1st,    \\ » .  1 1 
bm      III..  2nd,  W  M    Okl  il 

(  it) .    Ird,  \\  IRL,  Peoria 
Mist  ellaneous:  1st,  Will  5(  ran 

ton;  2nd,  k<  Ml.  Palm  Spi  in  -  Ird, 
\\  MBD,  Peoria. 

Stan    Hammer,    timebu  -  ei    al    I M  H 

has    won    iln     K ^  \.    ̂ aii    I  i  in. 

r<  ii  white  huntei  i  ontest.    Pi  \/<- :    \ 

all-expense-paid    vacation    f"i    t w . .    i  i 
Mm.  ....  Perfect  tie-ins  K  Pi  IP 

Los  Vngeles,  and  Dad's  <  >l<l  I  ashione  I 
I!'. "i  Beer,  w  iili  the  a.K  erl  isei  bu)  mj 

the  li-a\  iesl  Bpol  campaign  evei  sched- 

uled on  the  station  l.\   a  -...la  |>'<|>. 

Personnel  notes;  Claude  II.  Fraz- 
ier    and    Lionel     Baxter    has    been 

elected    \  ii  e   presidents   "I    thi    Si 
I  ii  ..a. I.  asting    Co.     Fraziei    is    mai 

ing   direi  toi    ..I   \\  \< .  \.    Atlanta,   and 
Baxtei  is  managing  directoi  ol  WIBG. 
Philadelphia  .  .  .   Robert   \\  .    Ulen 
has  been  appointed  a  lo<  al  sales  repre- 

sentative for  \\  I.I.I.  Boston  .  .  .  Ray- 
mond  <».    Mercier   has   been   named 

station   manager  .>f  WCSH,   Portland 

Me.,    and    KoImti     \i-m»l<l    will    take 

Dialmanship?  Selectivity  is  what  it's 
all  about.  Today — the  televiewer 
decides  before  he  dials.  You  have  to 

pre-sell  him.  You  have  to  hammer 

hard  on  tune-in  promotion. 

When  you  recognize  the  importance  of 

Dialmanship,  you  realize  the  influence 
of  TV  GUIDE.  Every  day,  all  week, 
more  than  12  million  televiewers  turn 

to  TV  GUIDE  before  they  tune  to  you. 

Gad.  what  a  place  to  talk  tune-in  .  .  . 

The  best-laid  program  promotion  plans  begin  here  and  now Tvu  ]1 
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Rochester's  5 

Most  Wanted*  Men 
'WANTED . . .  by  audiences  and  advertisers 

.  .  .  because  they  make  WVET's 
unique  programs  of  music,  loved  by 

all  .  .  .  and  every-hour  news  .  .  . 
NUMBER  ONE  in  Rochester  radio  for 

reception  and  response. 

ROCHESTER,  N.Y. 
1280    K.  C.  5000    WATTS 

Represented  Nationally  by 

THE   BOLLING   COMPANY J 

5000  W 
Best  Buu 

9 

Best  Buu 

KLAMATH  FALLS,  OREGON 

Ask  -the  KAeeker  Co. 

II50   KC 

over  as  program  manager  .  .  .  Irving 
Hunter  has  been  named  coordinator 

Oj  sales  service  and  programing  and 

Edward  J.  Owen  has  been  made  pro- 
gram manager  f<>r  \\  LBZ,  Bangor,  Me. 

.  .  .  Charles  M.  Conner  i>  now  sta- 

tion manager  ol  WGRY,  Gary,  Ind. 

Conner  \\a>  former!)  with  \\  I  •  \. 

Minneapolis  .  .  .  Wally  Blake  has 
been  named  assistant  manager  and 

promotion  director  of  KICO.  El  Cen- 
tro,  Calif.  Blake  comes  from  KIN  \- 
I  \  .  ̂  lima  .  .  .  Irv  Lichtenstein  has 

been  appointed  vice  president  in 
charge  of  all  publicity,  audience  and 

?ales  promotion,  and  research  activi- 
ties for  WW  DC.  Washington,  D.  C   

William  A.  "Biir  Patton,  former- 
Is  with  KSIZ-TV,  Corpus  Christi,  has 
lieen  named  vice  president  and  general 

manager  of  K.LFY.  Houston  .  .  . 

Myron  T.  Wile  has  been  elected  to 
the  board  of  directors  and  the  execu- 

tive position  of  vice  president  and 

business  manager  of  WSRS.  Cleve- 
land .  .  .  Charles  Bennett  has  joined 

the  WGY,  Schenectady,  sales  stalf. 

FILM 

A  marked  inerease  in  the  number 

of  bakeries  sponsoring  syndicated 

films  has  been  noted  by  TPA. 

Michael  M.  Sillerman,  TPA  execu- 

tive vice  president,  reported  that  an 

analysis  of  TPA  sales  showed  bakeries 

jumping  from  fifth  place  in  percentage 
of  TPA  sales  in  195G  to  third  place 

during  the  first  six  months  of  1957. 

The  analysis  provided  the  following 

percentage-of-sales  figures  bv  indus- 
tr\  category  during  the  first  half  of 

the  \ear:  food.  22.4' r  :  breweries. 
18.5%;  bakeries.  13%;  dairies. 

10.5%;  retail  stores  and  supermar- 
kets, 10.7%;  automotive.  8%;  banks- 

financial.  6.1%;   all  other.  10.8%. 

Ed  Murrow's  filmed  interview 

with     Yugoslavia's     Marshal     Tito 
was  sold  to  WPIX,  New  York,  and  six 

foreign  stations  and  networks  within 
a  short  time  after  its  appearance  on 

CBS  TV. 

CBS  Tv  Film  Sales  placed  the  inter- 
view with  the  British  Broadcasting 

Corp..  the  Canadian  Broadcasting 

Corp..  the  Australian  Broadcasting 

Corp.,  Radio  Janst  in  Sweden.  CYIAB 
in  Cuba  and  \FW  in  Mexico  City. 

Falstaff  Brewing,  one  of  the  top 

multi-market  film  buyers,  has  re- 

newed MCA  TV's  State  Trooper  in  70 

markets   for   its  second   52-week  cvcle. 

Revue  Productions  will  begin  film- 

ing 39  new    half-hours  this  month. 
Stale  Trooper  ranks  No.  2  in 

SPONSOR'S  Telepulse  film  rating  chart 

covering  shows  in  10  or  more  mar- 
kets during    Max.     Bating:   20.3. 

Gross-Krasne  has  sold  O.  Henry 

Playhouse  to  Australian  Broadcasting 

Corp.  Deal  includes  39  half-hours  and 
one  rerun.  The  show  had  previously 

1  een  sold  to  BBC  .  .  .  Governor  Tv 

Attractions  has  sold  a  package  of 

comedy  shorts  to  WCSH-TV,  Portland. 
Me.,  which  now  has  a  cartoon  and 

comedv  lihrarv  of  1.000  films  .  .  . 
AAP  has  sold  337  Warner  Bros,  and 

234  Popeye  cartoons  to  KSLA-TV. 

Shreveport,  La.  This  is  AAP's  com- plete cartoon   package. 

Chunky  Chocolate  Corp.  has  re- 

newed sponsorship  of  TPA's  Foreign 
Legionnaire  in  17  markets  via  Grey. 

The  new  deal  is  effective  in  Septem- 
ber and  includes  double  exposure  of 

the  show   on  WABC-TV.  New   York. 

An swers  to  Sponsor  Hears  quiz 
on 

radio  program  theme  songs 

(page  84)  : 1. American    Album    of   Familiar 

Music 
2. Ben  Bernie 
3. Fred  Waring 

4. Easv  Aces 
5. Fibber  McGee  &  Mollv 
6. Hour  of  Charm  (Phil  Spitalny) 
i . Houseboat  Hannah  I  P&G  1 
8. Kav  Kvser 

9. 

Lum    ii"  Aimer 
10. Mr.  District  Attorney 

11. Tom    Mix    and    His     Straight 

Shooters 
12. M\rt  \  Marge 

13. 
One  Man's  Familv 14. 
The  O'Neills 

15. The  Parker  Familv 

10. 
Lannv  Ross 

17. 
Saturdav  Night  Serenade   i  Pet 

Milki 18. Story  of  Mar\  Marlin 

19. 
Town  Hall  Tonight 

20. Vic  &  Sade 

One  of  Spartanburg's Two  Great 

Stations 
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COMMERCIALS 

Two  beer  advertiser!  I«:nl  iRBt 
li-i   of   be«l*liked   t>    commercial! 

for  M;i>. 

I  he  ratings  loi   thai  month : 
1.  I  latum-   Beei  7.0 

2.  Piela   Beei  6.4 

3.  Dodge  6.] 
I.  I  hesterfield  I.I 

.").    Ipana                                3.' 
6.  Jello   (Chinese   Babj  I      3.0 
7.  Mka  Seltzer  2.0 
;;.  Ford  L.8 
;;    Sdilii/                             L.8 
10.  \\  inston  1.7 
11.  ( General  I  lectric  L.5 
l_\  Kleenex  I.I 
13.  Swift  1.2 

13.  Kraft  I.-' 
13.  I  AM  1.2 

1 3.  S&H  Stamps  1.-' 
13.  Tide  1.2 
l::.  Bardahl  I.I 

la  Luck)  Strike  I.I 
19.  Budweisei  1.0 
10.  Falstafl  L.O 
Results  were  tabulated  from  answers 

tn  a  special  question  in  VRB's  diar) 
for  the  week  <>f  (>-l2  May.  Each  diar) 
Eamil)  n\.i~  asked  i<>  name  the  i\  com- 

mercial thai  thej  liked  besl  during  the 

sur\f\  week.  Tin-  figure  represents 
preference  Icr  the  commercial  ami 
does  not  reflect  audience  size  or  sales 
i  Efectiveness. 

Genera]  Mills*  Mickey  House  Club 
(  Vli(!  T\  )  commercials  are  tak- 

ing an  unusual  tack  s'.arting  this 
month.  I  In-  compan)  will  devote 
about  one-half  of  it>  commercial  time 

to  presenting  authentic  facts  on  outer 
space  to  juvenile  \  iewers. 

I  he  campaign  on  behalf  of  Sugar 
Jets  v\as  worked  out  In    I  alham-I.aird 

ami    i-   tei med   b)    the  agent  \    a-  an 
"adult     approach  i"  space  a-  opposed 
t,,  ihr  old   Bui  k   Rogers  disintegratoi 
•.■no  sort  oi  thing 

Several  leading  authorities  in  tl" 
spai  I-  field  lia\  e  helped  prepare  the  ma 
tei  i.d  and  foui  spai  e  books  w  i  itten  I « % 
\\  ilK  I  .c\ .  authoi  ami  pioneei  i  oi  kel 
developei .  will  be  offered  as  premiums 
mi  the  show  s.  I  he  unusual  and  ail 
thentic  sets  l"i  the  commen  ials  an 
-aid  to  have  i  oal   ovei    125,000. 

iwards  round-up:  Playhouse  Pic« 
tures1  60-sei  ond  animated  commen  ial 

foi  Frank  I  a)  loi  Ford  lii-  taken  fit  bI 
place  among  all  i\  commercials  for 
local  advertisers  at  the  1957  Advertis- 

ing   Association  ol  the  Weal  I    | »«-t  i- 
rion  .  .  .  <  hicago  Federated  idver- 
i  i-i ii «i  Club  has  presented  1(1!  with 

it-  plaque  foi  the  best  animated  com- 
mercial of  tin-  year,  the  Liquid  Chiffon 

commercial  |   luced  b)  Cascade  Pic- 
tures .  .  .  Gross-Krasne  has  received 

the  firsl  place  award  in  the  film  com- 
mercial for  regional  advertisers  divi- 

sion b)  the  Advertising  Association  ol 
the  W  est.  I  he  commercial  was  pi  o- 
duced  for  BBDO  on  behalf  ol  Pacific 

Gas  &  Electric,  which  sponsors  0. 
Henrj    in    Noi  thei  n    I  lalifornia. 

Personality  notes:  Leon  S.  Rhodes 
has  been  named  v.p.  of  Loucks  &  Nor- 
ling,  di\  ision  <>f  Robert  Law  rence 
Productions  .  .  .  Norman  Ferguson 
has  been  named  a  director  ol  Shamus 

Culhane    Production-.    H<>ll\\\   I. 

FINANCIAL 

Stork  market  quotations:  Follow- 
ing stocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 

tions  for  Tuesday  this  week  and  Tues- 
day the  week  hefore.  Quotations  sup- 

plied by  Merrill  Lynch,  Pierce.  Fenner 
and  Beane. 

"Bet  you  can't  lay  an  egg  over  KRIZ 

Phoenix!" 

I  in'-. 
Tin-. 

Net 

Stock 

2  Jul) 9Julj i  hange 

Yen    1 it/,    StOt  /. Ext  hange 

IB-PT 

20% 
21% 

+1% 
VT&T 

175% 
175% 

\\i  o 

::1s 

7% 

+  % 

(  BS   -\" 

3U4 
31% 

+  % Columbia  Pic. 

lHTv 

N7- 

+  1 

1  uu  e  3 

19% 18% 

-  V* 

Paramount 

16 

■ 

R(    \ 

38% 

iH 

Storei 26 

-V<\ 

20th-Fox 

27% 4-  % 

\\  amei  Km-. 

23VJ 

\\  estinghouse 

65% 

6"i  ra 

-- 

American  Stock 
t.  i  i  J 

Ulied    Artists 

-  % 

i  H    Super. 

*  s 

1 +  % 
Du  Monl  Labs. 

1% 

I7. 

Guild  Films 

3% 
3% 

-  % 

\T\ :;» 

7% 

ROANOKE 
60  County   Coverage 

M 

u  V0AN0
" 

POWER  V^n.  C.        7  HEIGHT 

Television's  Top  Programs 

Ask  Your  "Co/one/"  of 
Peters,  Griffin,  Woodward,  Inc. 

WDBJfr 
CHANNEL 
ROANOKE,    VIRGINIA 

:i    MILLION 
Montana   visitors   will 

have  their  car  radios  tuned 

to     l\\J   VVJ     5,000    watts 

MISSOULA,    MONTANA 

plus    all    Western Montana 

\     / 

affiliated    with 

SELLING 

ioi  rwi  m        WESTERN 

191,000  watts     MONTANA 

KMSO-tv  *•«*'•< 

Inc. 

TRANSM  ITTER 

the 

ONLY 
SINGLE MEDIUM 

SELLING    ALL 
WESTERN 

V.ONTANA 

MISSOULA,  MONTANA 
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Top-drawer  advertisers  buy 
WGN-radio  in  Chicago 
You're  in  good  company  when  you  join  the  nation's  smartest 
time-buyers  who  confidently  select  WGN  to  sell  millions  of 
dollars  worth  of  goods  for  top-drawer  clients. 

1957  promises  exciting  new  programming  to  make  WGN's 
policy  of  high  quality  at  low  cost  even  more  attractive  to  you. 
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II /mi's  happening  in  I     S.  Government 

that  affects   tponsors,  agencies,  tuitions 

WASHINGTON  WEEK 

13  JULY 

Copyright    i 

SPONSOR   PUBLICATIONS   INC. 

All  broadcast  Interests  and  issues  thifl  week  look  a  back-seal  to  fee  t%. 

I  lie  FCC  brought  the  subscription  h    pol   t"  .1   real  boil  l>\    vigorously    reacting   lo 

Congressional  baiting  on  the  question  of  its  authority   to  regulate  fee  in. 

Rep.  Oren  Harris  (D.,  \1k.1.  chairman  "I  the  House  Commerce  Committee,  had  been 

particularly  voluble  with  this  type  of  query,  charging  thai  the  FCC  in  permitting  a  trial 

run  of  fee  (\   was  going  away  "if  the  reservation. 

I"  .1  letter  to  Rep.  Harris,  the  FCC  retorted: 

1.  there  i-  no  mention  in  the  communications  law  of  lee  i\.  hence  tin*  FCC  in  not 

barred  legally  from  acting  on  tin-  Issue. 
2.  During  debate  on  the  communications  act,  it  was  specifically  stated  thai  the 

law  wonld  not  rule  out  broadcasting  on  a  subscription   basis. 

Hie  letter  seemed  t<»  place  the  FCC  more  firmly  behind  a  trial  run  of  fee  i\  a  resull 
which  Harris  did  not  have  in  mind. 

\ll  in  all,  it  was  an  uncommonly  strong  letter  for  a  government  agency  to  ad- 

dress i"  the  chairman  of  committee  which  has  jurisdiction  ovei  ii  and  which  i-  laying  am- 

bitious plans  fnr  a  searching  examination  of  the  manner  in  which  that  agency  is  admin- 
istering the  law. 

When  the  Commission  closed  down  this  week  on  the  filing  of  answers  l"  a  number  of 

questions  it  had  posed  as  to  what  constituted  a  fair  test  for  the  pay  system,  these  were 

among  the  assembled  respondents  and  their  viewpoints: 

•  International   Telemeter,   Skiatron.   and  Zenith    (who  control  the  three  major 

terns)   maintained  no  text  was  necessary.    Bui   if  there  are  to  be  any,  the)    differ  over 

the  time  limits. 

•  Tin*  \ \RTB  took  this  position:  If  the  FCC  is  determined  on  a  fee  tv  trial, 

it  ought  to  uy*v  part  of  the  spectrum  not  now  set  aside  for  regular  t\.  In  that  way 

the  public's  right  of  free  choice  wonld  not  he  destroyed,  since  no  t\  stations  would  lie 
darkened. 

•  CBS,  Inc..  called  for  further  study  of  the  trial  demonstrations,  adding  this  color- 

ful caution:  ""If  some  one  is  confronted  with  an  unmarked  bottle,  there  are  measures  short 

of  drinking  a  little  of  it  to  determine  whether  it's  mouthwash  or  poison." 
•  NBC  likewise  argued  that  a  restrieted  test  would  not  show  the  true  effect  of 

the  system,   while  an  unrestricted   test   would  amount  to  outright   authorization. 

•  The  Joint  Committee  on  Toll  Tv  (the  film  theatre  people)  contended  that  a 

test  would  not  hrin<i  to  li^lit  the  truth  about  the  system's  ability  to  destroy  free  tv. 

It  also  raised  this  point:  In  the  beginning  pay  t\  could  oiler  programs  nol  on  fie.-  i\  to 

overcome  "'initial  audience  resistance."  Hut  what  was  t"  prevent  fee  u  from  raiding  free 

programing  and  talent   when   it   ran  out  of  "uniqueness1  ? 
•  RKO-Teleradio  said  it  would  use  any  authorized  fee  system  in  it-  Los  Vngeles  opera- 

tion (KHJ-TV)  and  in  its  New  York  station  (WOR-T\  1.  hut  Lou  Poller  and  Shcrwin 

Corwin,   who   spoke   for   the   ohfers,   held    fee   tv    should    he   confined    to    uhf. 

•  Jen-old  Electronics,  supplier  of  the  equipment  for  the  Bartlesville,  Okla.,  closed-circuit 

operation  being  financed  by  Video  Independent  Theatres,  asked  that  the  FCC  wait  until  the 

results  of  the  Bartlesville  experiment   are  known.     Jeirold    has   long   opposed    fee   t\    except    on 
a  win-  basis. 

Frederick  W.   Ford  needs  only  Senate    confirmation    to    assume    the    post    of 

FCC  commissioner.    That  is  a  mere  formality   since  there  is  n<>  opposition. 

Ford  was  an  FCC  attorney  who  left  in   1953  to  go  to  the  Justice  Department  where  he 

eventually    became  Assistant   Deputy    Attorney  General. 

At   the   FCC.  he  was  chief  of  the  hearing   division    in    the   broadcast    bureau. 
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MOST      F  R  OVI 

More  SELL  in 

Commercials  * 
Will    that   clever   use   of   trademark  I 

product-in-use  surely  fix  the  brand  rl 

in  the  viewer's  mind?  Not  if  the  pick 
dull,  indistinct  and  poorly  reproduce  : 

obsolete  film  equipment.  The  first  ste 

more    "sell"    in    film    commercials    n 

must   start   with    station    facilities.    It'  ■ 

trick  at  all  to  impart  "snap"  and  re<, 
with   modern    RCA   film   room   equipr' 

82 SPONSOR 13  july  1957 



'OUR      FILM       DOLLAR... 

u     Have  Picture  Quality 
that  Advertisers  want . 

And  Keep  Your  Operating  Costs  Down ! 

Here  are  three  ways  to  improve  film  quality  and  reduce 

operating  costs  at  the  same  time: 

a.  Use  a  Vidicon  film  camera 

b.  Use  professional  projectors 

c.  Use  an  up-to-date  multiplexer 

RCA  Vidicon  Film  Camera  operation  not  only  gives  the  best  picture 
quality,  but  transforms  wastefulness  (caused  by  inefficiency 
of  outmoded  equipment)  to  profit. 

Professional  Film  and  Slide  Projectors  save  operating  dollars. 

Lamp  costs  are  lower — lamps  can  operate  until  burn-out.  Thirty  to 
fifty  hours  of  operation  are  not  unusual  for  a  normal  10-hour  lamp. 
Rebate  costs  on  lost  commercials  due  to  lamp  failure  are  eliminated, 
thanks  to  the  automatic  lamp  change  feature.  You  get  business 
protection  plus  the  high  quality  these  projectors  impart. 

The  RCA  TP-15  Multiplexer,  providing  efficient  layout  of  the  system, 
assures  lower  costs  through  ease  of  maintenance  and  expansion. 

The  RCA  Vidicon  Film  System  provides 
the  standard  of  film  reproduction  by  which 
all  other  methods  and  equipment  are  judged. 

Ask  the  RCA  Broadcast  Representative  to  show 

you  our  detailed  new  film  manual,  "Planning  TV 

Film  Facilities  for  Color  and  Monochrome." 

RADIO     CORPORATION     of     AMERICA 

BROADCAST   AND    TELEVISION    EQUIPMENT 

CAMDEN,    N.    J. 

In  Canada:  RCA  VICTOR  Company  lid.,  Monlreal 

Tmk(s)  ® 
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A   round-up  of  trade  talk, 

trends  and  lips  for  admen 

SPONSOR  HEARS 
Independence  Day  thought  expressed  in  a  plans  board  meeting  last  week  on  Madi- 

13  JULY  SOn  Avenue: 
Ratings  are  for  lazy  people  who  don't    trust    their   own    judgment    or   con- 
__    _     ̂ <t 

Copyright    1957 

SPONSOR   PUBLICATIONS   INC.  «;;«t:„„0   " 

A  searing  feud  may  be  in  the  making  between  NBC  Radio  and  independent 
stations  that  flaunt  their  top  ratings. 

The  network  is  mulling  the  circulation  of   literature   referring   critically   to    what   NBC 

Radio  calls  the  "jukebox  type  of  station." 

A  couple  of  topline  agencies  again  are  sniffing  at  the  Kraft  Food  account, 
which  bills  around  $9  million  through  JWT. 

The  nub  of  their  pitch :  We  promise  you  more  of  the  creative  kind  of  merchandising 

and  promotional  help  which  today's  marketing  thrives  on. 
Historical  note:  Much  of  Kraft's  enormous  advance  is  credited  to  the  master- 

minding and  financial  aid  of  the  late  Henry  Stanton,  boss  of  JWT's  Chicago  division. 
JWT,  Madison  Ave.  feels,  rapidly  is  getting  the  compliment  of  being  the  most- 

sniped-at  agency. 

If  you  wonder  why  timebuyers  sometimes  get  cranky  and  incoherent,  ponder  this  re- 

cent nightmare  in  a  major  New  York  agency: 

After  sitting  on  the  plan  for  six  weeks,  a  client  demanded  that  his  spot  campaign 

get  started  on  over  100  stations  in  12  days  (which  included  two  weekends). 

Snapped  the  head  timebuyer  to  reps  who  argued  the  best  of  availabilities  could  not  be 
cleared  on  such  short  notice: 

"I'm  not  buying  qualitatively — just  quantitatively.  Just  give  me  the  deadpan 

ratings." 

Remember  the  colorful  radio  days  when  almost  every  dramatic — as  well  as 

variety  and  musical — show  had  an  easily  identifiable  theme  song  culled  from  the 
old  standards? 

How  many  of  those  theme  songs  can  you  identify  with  their  programs? 

1.  Dream  Serenade            11.    When  the  Bloom  is  On  the  Sage   

2.  It's  a  Lonesome  Old  Town           12.    Poor  Butterfly    
3.  Sleep              13.    Destiny  Waltz    

4.  Manhattan   Serenade     14.  Danny  Boy    

5.  Save  Your  Sorrow     15.  Deep  Purple    

6.  My  Isle  of  Golden  Dreams     16.  Moonlight  and  Roses 
7.  Last  Rose  of  Summer     17.  Silver   Star     

8.  Thinking  of  You            18.    Clair  de  Lune    
9.  Eleanor              19.    Smile,  Darn  You,  Smile 

10.    Hail  Liberty                20.    Chanson  Bohemiene    

Jot  down  your  guesses  and  check  them  against  the  answers  on  page  78. 

Quarter-century  note:  Before  the  old  Federal  Radio  Commission  started  rapping 

knuckles  because  of  program  content,  the  air  was  loaded  with  fortune  tellers. 
The  first  of  these  swamis  was  Mrs.  Edwin  F.  Meier,  who  mixed  answers  to  the 

question,  "Is  my  husband  true?",  with  spiels  in  behalf  of  Gobel's  frankfurters. 
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5  timebuyers  —  5  reasons  for 
buying  WKY,  Oklahoma  City! 

Total   coverage   sold   me! 

NCS   *2   gives   WKY   56  counties 

— 18    more    than    the    2nd    station! 

Coverage   area   contains   68% 

of  Oklahoma's  population, 
retail  sales! 

Nielsen   proves   WKY's unduplicated   weekly  coverage 

is  greater  than  the  next 
4  stations  combined! 

Pulse  showed  me  WKY  is 

clearly  dominant  morning  .  .  . 

noon  .  .  .  night!  Audience  6  a.m.  to 

midnight    averaged    45% 

greater  than  2nd  station! Cost-per-thousand 
clinched  it  for  me!  Top 

audience,  top  coverage 

make  WKY  best  buy! 

Reputation  means  a  lot 

to  me  .  .  .  and  WKY  has  been 

one  of  America's  great  pioneer 
stations  since  1  920! 

However  you  buy.  ••  it's 

"And  you'll  like  the  way  the  Katz  people  come  up 

with  accurate,  useful  information  and  prime  avail- 

abilities when  you  want  them.'' 

930 kc      NBC 

OKLAHOMA   CITY 
The  WKY  Television  System,  Inc. 

SPONSOR 
13   JULY    l()i. 
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LOWER    RATES? 

Iinunl  jrinii   j>(l£e  .'i.~>  i 

sidering  cost-per-1,000." 
•  "Nighttime  radio  need-  lower 

rates  to  compensate  for  good  hut  small- 

er audience.'' 
•  "Show  how  nighttime  audiences 

compare  with  daytime  radio  audiences 
and  with  t\  nighttime  audiences  in 

quality  and  cost-per-1,000.  Latter 
should  he  equal  or  lower  uidess  re- 

sponsiveness can  be  demonstrated." 
Probabl)  more  significant  than  the 

foregoing  comments  on  rates,  however, 

were  the  comments  by  bu\ers  on  other 
areas  of  nighttime  radio.  Here  the) 

came  closer  to  the  real  nub  of  the  prob- 
lem: The)  ma)  want  bargain  prices 

but.  more  important.  the\  want  to 
know  exactl)   what  the\  re  buying. 

"What  is  needed  to  sell  my  clients  on 

using  nighttime  spot  radio."'  wrote  one 
buyer,  "arc  presentations  which  in- 

clude a  realistic  analysis  of  just  who  is 

listening  and  how  and  where  (in  cars, 

etc.).  Onlv  this  will  justify  a  pur- 

chase.'' 

"More  clients,"  wrote  another, 

"would    buy    more    nighttime    if   they 

IN  51  OF  72  COMPETITIVE 

Daily  QUARTER  HOURS  in  Rochester,  N.Y. 
aid  lied  ht  tint  Four  times! 

WHEC 
STATION 

B 
STATION 

c 
STATION 

D 

STATION 

E 
STATION 

c** 

FIRSTS 51 
13 4 0 0 0 

Ties  for  First 4 1 3 0 0 0 

1  latest  Rochester  Metropolitan  Area  PULSE,  March  1957. 
(Mondays  thru  Fridays  —  Sign  on  to  Sign-off. ) 

'  Station  signs  off  of  local  sunset. 

WHEN  WHEC  SPEAKS..  .ROCHESTER I ANS  LISTEN! 

BUY  WHERE   THEY'RE   LISTENING:    _ 

WHEC NEW  YORK 

5,000  WATTS 

ol.Vn.  EVERETT-MeKINNEY.  Inc.  Nr-  Yt>ri,  Chicago.  LEE  F.  O'CONNEU  CO    loi  Aitorfri.  So*  r> 

knew     more    about    its    effect.      RAB 

could  do  a  job  on  this." 
Another  timebuyer  said:  "Stations 

need  some  solid  'success'  stories  from 
local  accounts  who  are  now  using 

nighttime." 
Documentation:  Facts  and  more 

fad-  are  what  the  buyers  are  asking 

for.  They  are  not  anti-nighttime  ra- 
dio, they  simply  want  to  be  sold,  and 

apparently  they  are  looking  for  "hard sell."  Not  until  the  aura  of  mystery 
that  surrounds  night  radio  is  dispelled 
will  most  clients  and  admen  move  in. 

"Quantitative  research,"  a  timebuyer 

pointed  out.  "indicating  the  kind  of 
audience  and  characteristics  of  people 

listening  is  what  it  needs." 
And  another  adman  became  more 

specific  yet  when  he  wrote:  "For  most 
soft  goods,  the  quality  of  the  nighttime 
radio  audience  is  an  unknown.  Is  the 

average  listener  tin  home  I  one  who  is 

older,  poorer  economically  and  in  a 

smaller  family?" How  can  the  sellers  of  radio  answer 

such  questions?  How  can  they  combat 

such  buyer-resistance  due  to  a  genu- 
ine lack  of  information?  Certainlv  the 

increasing  demand  for  all  radio  will 
shortly  force  advertisers  out  of  traffic 

and  daytime  hours  and  into  nighttime. 
Then  there  will  be  forthcoming  solid 

"success"  stories  that  prospective  buv- 
ers  will  want  to  read. 

Yet  nighttime  radio  is  not  without 

its  "success"  stories  right  now.  A  lot 
of  these  are  at  the  local  level,  but  then 

it  must  be  remembered  that  local  mer- 

chants are  a  savvy  lot — after  all,  it  was 

they  who  "discovered"  the  "prime 
times"  so  much  in  demand  todav  by 
national  accounts.  And  it  is  these  lo- 

cals who  are  blithely  buying  nighttime 

and  making  a  profit  on  it. 

In  Milwaukee,  for  example,  a  single 

nighttime  program  on  \^  ISN  broadcast 
from  the  showroom  of  Humphrey 

Chevrolet  between  7  p.m.  and  9  p.m. 
sold  17  brand  new  Chevrolets. 

A  regular  seven  nights-a-week  ad- 
vertiser between  1  a.m.  and  5  a.m.  on 

WIP,  Philadelphia,  is  the  Airport  Rec- 
reation Center,  a  bowling  alley  in  Pen- 

sauken,  N.  J.  Their  objective:  to  catch 

the  factor)  workers  and  other  night- 

time motorists.  Some  80r<  of  the 
business  it  enjo\ed  during  a  recent 

promotion  was  directly  attributed  to 
this  advertising  on  The  Dawn  Patrol 
show. 

On  the  same  station,  the  Home  Unity 

SaA  ings  &  Loan  Co.,  of  Philadelphia, 
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using  new-  shows  .it  6:4  >  p.m.  and  I  I 

|,.m.  .iiii  ibuted  a  27'  •  increase  in  an- 
nual business  t"  this  programing. 

In  Minneapolis-St  Paul,  .1  Tuesda) 

night  7  to  J!  o'clock  feature  conducted |i\  (  nli  it  \il.ini-  mii  Wiiii  drew  6  I 

i>72  pieces  "I  mail  from  nine  broad 
casts.  I"  die  same  1  ii  v .  30  announce- 

ments <>\«'i  .1  period  uf  -i\  nights  "ii 
k>ir  between   11:45  p.m.  and   I   a.m. 

I  hi  ->  >ii.i  I  it  n  -    .in-    being    developed    01 
moved  into  nightl  ime  1  adio 

I  In-  result  i-  thai  these  stations  thai 
in  building  up  strongei  pro 
.it  nighl  are  finding  il  easiei  to  move  al 
least  some  ol  the  announcements  ol 

daytime  advertisers  into  these  virgin 
hours  because  I  <  the)  are  holding 
linn  audiem  es  be)  ond  the  traffii  houi 
curfew  nf  7  pjn.  and  '  2  1  because  these 

resulted  in  385  orders  for  the  sponsor,      advertisers  are  gettin     adequate  prod- 
I  he   \nifi  ican  Transcription  Librai  j 
These  are  ilie  local  clients  who  are 

writing  their  own  success  stories  with 
nighttime  spol  radio.  When  enough  of 
these  stories  circulate  around  and 

reach  the  ears  ol  national  clients,  then 
nighttime  radio  will  come  into  its  own, 
man)  buyers  feel,  and  rale-  will  not  be 
mentioned. 

Programing:  There  are  other  {ac- 
tors, too,  thai  both  buyers  and  sellers 

feel  will  go  a  long  wa)  towards  bring- 
ing national  clients  into  night  radio. 

Chiei  among  these  is  programing, 
among  these  is  programing. 

"Importance"  is  something  thai  is 
frequentl)  mentioned  b)  timebuyers 

and  clients  when  the\  speak  of  nighl 

radio  programs.  Their  feeling  is  thai 

most  important  shows  and  strong  per- 
sonalis   programs  are  scheduled  in  the 

daytime  and  that  nighttime  frequentl) 

becomes  a  sort  of  backdrop  of  music 

thai  carries  no  impact.  "'One  station's 

like  another."'  one  Inner  said,  "if 

the)  re  all  music  and  new-."  Said  an- 
other: "Live  events  not  televised  will 

uel  good  radio  audience  1  sports,  etc.  1  " 

u]  011  can  sell  nighttime  radio."  one 

adman  told  SPONSOR,  '"if  \<>u  put  on 
the  right  stuff.  In  some  market-  with 

major  league  hall  team-,  the  station 

broadcasting  their  games  are  getting  8 

and  ()  ratings.  \ml  don't  tell  me  that 
baseball  is  something  extra  special.   It 
still    proves    thai    people    will    listen    if 

you  give  them  what  the)   want." 
The  fact  is  that  a  lot  of  stations — 

now  that  nighttime  radio  i-  being 

talked  about  again—  are  bending  their 

efforts  to  strengthen  the  nighttime  stan- 

zas. Controversy  programs,  local  in 

nature  and  calling  for  public  participa- 

tion through  phone  call-  to  the  station, 

are  becoming  popular  throughout  the 

country  at  night  and  are  getting  good 

audiences.  Recorded  transcription  serv- 

ices are  reporting  a  wave  of  new  lui-i- 

ness  resulting  from  stations  buying  and 

blocking  across-the-board  mystery  and 
adventure  shows   at    night    as   a   means 

"I  varying  music-news  formats.  Strong 

mi  protection  and  commercial  separa- 
tions at  night. 

So  w  hen  nightt  ime  spol  radio  reall) 

oil  tin  .1  ..iin. I  and  there  in 

some  admen  w  ho  belie>  •■  ii  1  ould 
hapi  '-ii  tin-  fall  ii  in. iv  In  due  not 
alone  to  a  lowei  ing  ol  rates  01  1 
..1  success  stories  01  improved  p  •  t « • 

ning,  but  i"  1  1  ombinal ion  ol  thi 
three 

Ii  in. iv  also  be  due  to  the  elemental 

factor,  •'!  suppl)  and  demand.  Oi  is 
inn-  timebuyei  wrote  on  his  sponsor 
questionnaire  (  h  en  ommen  ialization 
in  'prime  time  will  force  advertisers  to 
lake  a  more  realistii    look  al  so-called 

'Iv    lime."  ^ 
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In  Shreveport 
ONLY  KTBSTV 
OFFERS 

FROM  THE  HUB  OF 

THIS  4-STATE  AREA 

\  '.     i 
N^, 

DALLAS 

190   Ml. 

<   

KTBS-TV
 

n 

*  1\ 

I  SH„tVt
P°<>T 

oo'        S 

*157,980  Television  Homes  ...  a 
BONUS  of   13,120   over  station    B. 

*  136,860  homes  reached  monthly 
...  a  BONUS  of  6,740  over  station 
B. 

*131,870  homes  reached  weekly 
...  a  BONUS  of  5,120  over  station 
B. 

'Latest    Nielsen   Survey 

KTBS-7i> CHANNEL 

SHREVEPORT 
LOUISIANA 
E.    NEWTON    WRAY,    President   &    Gen.    Mgr. 

NBC   and   ABC 
Represented  by 

Edward  Petry  &  Co.,  Inc. 

;;;; 

Reps  at  work 

Bill  Rohn,  Edward  Petr)  &  Co.,  New  York,  says:  'The  hue  and 
cr\  for  a  standard  l>ase  for  tv  rates  might  make  more  sense  if  e\er\ 

station  looked,  operated  and  delivered  uniformly.  Station  A  has  a 

seven-man  news  staff  and  three  mohile  units.  Station  B  uses  the 

wire  and  picture  services  and  a  paste  pot.  A  spends  a  fortune  haul- 

ing its  antenna  up  1,500  feet  of 

solid  rock  to  give  a  Grade  A  sig- 

nal. B  drops  a  wire  from  the  top 

of  the  hotel  flagpole  and  has  a 

nightlv  showing  of  Charlie  Chan 
in  a  Blizzard.  A  schedules  an- 

nouncements hetween  shows  ac- 

cording to  the  NARTB  code.  B 

makes  every  break  look  like  the 

week-end  edition  of  the  shopping 

news.  As  station  quality  differs, 

so  does  cost  of  operation.  Mar- 
kets are  different,  too,  and  this  is 

reflected  in  costs.  Manufacturers  expect  this  and  a  quick  rundown 

of  distribution  expenses  market  to  market  would  look  like  a  fever 
chart.  Tv  rates  reflect  similar  differentials  vet  advertisers  somehow 

find  this  puzzling.  Other  media  costs  vary — newspaper  cost-per- 
1.000  ranges  from  $2.75  to  $10.  Why.  then,  should  tv  be  the  onlv 

medium  elected  to  give  an  unrealistic  uniformity  to  its  price  tag?" 

Gene  Myers,  recently  appointed  manager  of  the  new  CBS  Radio 

spot  sales  offices  in  St.  Louis,  says:  "The  services  a  rep  renders  an 
advertising  agency  today  over  and  beyond  selling  is  one  of  the  most 

important  moves  toward  creating  a  contented  client  relationship. 

Nevertheless,    it's   difficult   to   get   agency    account    men   and    media 
managers  to  sit  down  and  go  over 

a  campaign  well  in  advance.  It's also  difficult  to  discuss  a  sales 

drive  with  advertising  managers 

and  marketing  specialists.  If  we 

could  get  more  information  in  ad- 
vance. I  think  we  could  place 

greater  stress  on  various  aspects  of 

an  advertiser's  over-all  media 
plans.  Markets  and  buying  habits 

vary  in  every  section  of  the  coun- 
try. So  the  depth  of  media  within 

am  given  market  varies  consider- 
ably.  \n  advertiser,  for  example,  mav  want  to  ill  introduce  a  new 

product,  (2)  give  the  product  more  exposure  through  a  combina- 

tion of  media.  (3)  increase  the  product's  competitive  position  in  a 
market,  (4)  concentrate  on  seasonal  items  and  i  5  i  combat  consumer 

resistance.  We  need  full  knowledge  of  an  ad  and  sales  campaign  to 

help    the    agency    and    advertiser    solve    these    complex    problems." 
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KHKUBmiinre 
built 

ELECTRONIC 
COMPUTATION 

and 

WW  J  -TV 

Burroughs  electronic  computers  help 

solve  many  problems  in  business, 

science,   medicine,  and  other  fields. 

Tenth  Anniversary  Year 

ASSOCIATE   AMFM   STATION  WWJ 

in    ■    owned  &  operated  by  The  Detroit  Newj 

Nalionol   Representatives.   Peters,   Griffin,   Woodward,   Inc. 

Because  the  concept  of  electronic 
computation  was  so  believable, 

Detroit's  Burroughs  Corporation 

made  this  lightning  fast  "figuring" 
system  a  reality. 

And  because  10  years  of  quality 

leadership  have  made  WWJ-TV  so 
believable,  Detroiters  dial  Channel 

4  with  complete  confidence  that 

they  will  see  the  finest  of  tele- 
vision, always. 

Put  this  belie vability  to  work  for 

you  — on  WWJ-TV,  Michigan's 
First  Television  Station. 

In  1885,  William  S.  Burroughs  in- 

vented the  world's  first  practical 
adding   machine  in  this  small  shop. 
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going  up/ 
The  television  set 

count  in  the 
La  Crosse  market 

has  increased 

l!f>.8  per  cent  in  the 

past  year  — more  than  double 
the  rate  of  the 

country  as  a  whole.t - 

tTelevisiun  Magazine, 

March  '56',  March  '57. 

WKBT 
CBS- NBC -ABC 

Represented 

by: 

H-R  TELEVISION,  INC. 

HARRY  HYETT,  Minneapolis 

Tv  and  radio 

NEWSMAKERS 

CHANNEL 8 LA  CROSSE,  WIS. 

Thomas  E.  Knode,  20  vear>  with  NBC  be- 

fore he  resigned  as  director  of  station  rela- 
tions in  1955,  has  rejoined  the  department 

and  was  to  be  proposed  as  a  vice  president 

at  the  12  Julv  meeting  of  the  NBC  Board  of 
Directors.  1  he  announcement  came  from 

Harr\  Bannister.  \  ice  president  in  charge 

of  station  relations.  Knode  joined  NBC  as 

a  news  editor  in  Washington  in  1938  after 

three  years  with  I  nited  Press.  In  1940,  he  became  director  of  NBC 

news  department,  supervising  news  and  special  events  during  the 

early  days  of  World  War  II.  After  a  hitch  in  the  infantry  during 
which  he  won  the  DSC  for  extraordinarv  heroism  in  New  Guinea, 

he  returned  with  rank  of  captain,  rejoined  NBC.  In  1954,  he  was 
named  director  of  station  relations.  In  March  1955.  he  left  NBC  to 

become  vice  president  and  general  manager  of  Edward  Petry  &  Co. 

Robert  W.  Orr  has  merged  Robert  W.  Orr 

Associates,  Inc.  with  Fuller  &  Smith  & 

Ross,  with  his  own  organization  becoming 

a  separate  division  of  the  Fuller  agency. 

Orr  brings  to  the  marriage  a  dowry  of  ten 

accounts  with  billings  of  about  $2  million. 

The  $4  million  Jergens  Lotion  account  is, 

however,  conspicuous  by  its  absence.  Loss 

of  this   big   account   pulled   the   rug   from 

under  the  Orr  agency.  On  the  brighter  side  of  the  ledger,  Orr  con- 

tinues to  hold  Pan-American  Coffee  Bureau  with  billings  of  about  $1 
million,  the  Fuller  Brush  Co.,  American  International  Lnderwriters 

Insurance  Groups.  Munson  G.  Shaw  Co..  F.  R.  Tripler  &  Co..  and 

the  National  Guard  Bureau.  The  latter,  billing  an  estimated  $300,- 

000.  runs  through  June.  Orr  will  continue  to  serve  his  accounts. 

Over-all  responsibilitv  goes  to  the  Fuller  Agency,  one  of  the  top  25. 

Harold  Cutliff  Stuart  has  recently  taken 

o\er  as  president  and  chairman  of  the 

board  of  Southwestern  Sales  Corp.  I  station 

KA  00  l  and  president  and  director  of  Cen- 

tral Plains  Enterprises.  Inc.  iKAOO-TV), 
Tulsa:  he  is  also  a  director  of  the  Associa- 

tion of  Maximum  Service  Telecasters.  head- 

ed bv  Jack  Harris.  KPRC-TY.  Houston.  In 

1942.  Stuart  left  a  Tulsa  law  practice  to  en- 

list in  the  Army  Air  Corps.  Then  in  1949.  he  was  appointed  assis- 

tant secretary  of  the  Air  Force  by  President  Harrv  S.  Truman,  in 

which  post  he  served  until  1951  when  he  decided  to  re-enter  law  in 
Washington  as  a  partner  in  the  firm  of  Doerner.  Rinehart.  Stuart  and 

Clammer.  As  assistant  secretary  of  the  Air  Force.  Stuart  had  policy 

responsibility  for  research  and  development.  Air  Force  Reserves  and 

civilian  components  such  as  Air  National  Guard.  Civil  Air  Patrol. 

<J0 
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eatin'st  folks  in  these  here  parts! 
Regular  little  ol'  ranch  hands  — all  of  'em.  Love  their  vittles  and 

them  home-like  western  tunes.  These  eatin'  folks  are  buyin'  folks,  live 

mighty  high  on  the  hog.  Yep,  stuff  sure  moves  fast  when  you  use 

KXLA,  most  listened  to  24-hour  country  and  western  music  station. 

10,000  watts  covering  the  greater  Los  Angeles  market 

1110  on  the  diai 

represented  nationally  by  Burke-Stuarl  cV.  New  York,  Chicago,  Detroit,  Los 
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Why  we  rated  the  reps 

Ever  since  "Timebuyers  rate  the  reps"  appeared  in  our 
29  June  i-sue,  the  phones  have  been  humming.  Timebuyers 

have  called  to  say  '"thanks,  you're  helping  everybody  by  high- 

Lighting  rep  service  and  selling." 
Reps  have  called  with  their  own  commendations  (but 

always  getting  around  to  the  natural  question:  "Say,  how  did 

we  do  in  the  survey?"). 
Stations  have  called  from  as  far  west  as  the  Pacific  Coast 

to  say  "congratulations.  .  .  .  Tell  me,  how  did  our  rep  do?" 

We're  grateful  to  the  industry  for  its  response,  gratified 
at  the  interest.  But  we  want  to  make  clear  that  our  purpose 

was  not  to  conduct  any  popularity  polls  or  to  divulge  how 

one  rep  is  rated  over  another.  Rather,  we  undertook  the 

survey  to  serve  a  constructive  purpose  for  the  entire  industry. 

The  basic  conclusion  our  survey  leads  to  is  that  a  group 

of  five  or  six  rep  firms  is  far  out  in  front.   It's  no  secret  why. 
Their  salesmen  are  expert;  their  training  of  new  salesmen 

is  well  organized;  their  services  backing  up  the  salesmen 

are  superior;  their  business  methods  are  streamlined. 

Having  documented  these  facts,  sponsor's  objective  now  is 
to  help  raise  the  level  of  performance  throughout  the  field  of 

national  representation.  We  merely  seek  to  serve  as  a  bridge 

between  buyer  and  seller,  passing  on  to  the  seller  the  con- 
structive suggestions  of  timebuyers. 

This  we  did  as  part  of  our  29  June  report.  In  this  issue, 

again,  (see  page  42)  we  transmit  suggestions  from  time- 

buyers — together  with  the  ratings  of  all  31  rep  firms  men- 
tioned by  buyers  in  our  survey. 

Later  we  intend  to  look  into  the  sales  training  methods  by 

which  rep  firms  maintain  their  leadership. 

We  hope  that  by  the  time  our  series  is  complete  this  ex- 

change of  views,  together  with  our  interpretive  reports,  will 

have  helped  give  the  rep  on  the  lower  end  of  the  list  an 

opportunity  to  adapt  some  of  the  methods  of  firms  at  the  top. 

Then,  a  year  hence,  we'll  repeat  our  original  study  and 
perhaps  continue  it  over  a  period  of  years. 

But  don't  ask  us  "who  won?"  If  we  do  our  job  right, 

everybody  in  the  industry  will  win  and  that's  our  objective. 

6 
THIS  WE  fight  FOR:  7Y  can  grow  stale 

unless  machinery  is  provided  for  programing 

experiment.  The  networks  should  start  planning 

now  to  use  the  summertime,  perhaps  on  a  rotat- 

ing basis,  for  new  show  and  format  tryouts. 

lO-SECOND  SPOTS 

Wha  hoppen?  Gremlins  got  into  the 

typesetting  machine  with  the  result 
that  in  a  recent  sponsor-scope  list  of 

top  t\  shows.  I've  Got  a  Secret  came 
out  on  the  printed  page  as  I've  Got  a 
Question.  It  prompted  one  adman  to 

phone  and  say:  "'I've  got  a  question — 

\\  hat  time  is  it  on?" 

Tie-in:  Howard  Johnson  restaurants 

iii  New  England  are  featuring  a  soft 

drink  called  "BZ  Breeze,"  named  for 
V\  BZ.  Boston-Springfield.  If  naming 
foodstuffs  for  call  letters  becomes  a 

fad.  here  are  some  candidates:  SAZ- 

parilla  for  WSAZ-TV.  Huntington.  W. 
Va.;  SAU-sage  for  WSAU.  Wasau, 
Wis.;  KAKE-Mix  for  Wichita  station 
KAKE. 

No  takers:  From  Tv  Guide:  "NBC's 
having  trouhle  lining  up  people  who 

v.  ant  to  get  married  on  Bride  and 
Groom.  They  might  have  more  luck 

getting  jmrticipants  if  they  start  grant- 
ing divorces  on  a  show  called  Ex  and Ex. 

Conversation  piece:  Talk-About,  a 
new  weekly  analysis  report  published 

by  Sindlinger  &  Co..  Ridley  Park.  Pa., 
found  the  fifth  most  talked  about  topic 

in  the  I  .  S.  was  "Movies  on  televi- 

sion. '  We  know  the  kind  of  talk — "So 
I  was  all  set  to  hit  the  sack  early  for  a 

change  last  night  when  I  switched  on 

the  late  movie.  .  .  ." 

As  you  like  it:  Winston  (via  Wm. 

Esty  l  cigarettes  is  using  a  new  tv  com- 
mercial where  a  prof  corrects  a  stu- 

dent for  using  "like"  instead  of  "as"  to salve  grammarians  who  have  criticized 

the  slogan:  "Winston  tastes  good  like  a 

cigarette  should.'"  Our  educational 
system  is  saved  again! 

Eyeful:  Three  21-inch  tv  screens  are 
mounted  in  the  construction  fence  of  a 

new  building  site  on  New  York's  Lex- 
ington Avenue  where  a  34-storv  struc- 

ture is  going  up.  Via  this  closed-cir- 

cuit tv,  "sidewalk  superintendents"  can 
w  ate  h  the  builders  at  work.  Here's 
where  the  building  trades  unions  get  in 
trouble  with  AFTRA. 

Foxy:  A  while  back  we  mentioned  a 

movement  in  a  morticians'  group  to 
limit  right  of  members  to  advertise, 
and  commented  that  it  would  be  hard 
for  them  to  write  jingle  ads  anyway. 

But  the  Denver  ad  agencv  of  Revill  J. 

Fox  &  Co.  proved  us  wrong.  "How 

about."  they  wrote,  "to  each  his  urn?" 



what  do  YOU  buy 

KWK  richest 

ilation  alone  includes  nx- 

for  your  produ^ 
our  KA  you  covered 

with  the  cor!  ry  about  the  great  St.  Louis 

EADER 
KWK-TV! 

KWK-TV  has  the 

St.  Louis  Television1  Gil  Newsome-   Fred  Moc 

Tom  Dailey-    offering  top  ratings  -low  CPM — and 
the  local  touch  for  YOUR  campaign.  Consider,  too, 

the  top-rated  film  programs  available  for  your 

SPOT  campaign  on  KWK  Channel  4.  Katz  will  keep 

you  covered  with  this  info! 

OPERATION  ID  offers  outstanding  daytime 

availabilities  on  the  LEADER  in  St.  Louis  Television — 

KWK-TV.  Fifteen  I D's  per  week  between  9:00  a.m. 
and  5:00  p.m.  for  $412.50!  Five  across  the  board  at 

10:00  a.m.  pull  a  CPM  homes  of  FORTY  CENTS. 

Anytime  is  a  good-time  on  daytime  KWK  Television. 
Pick  your  times  now.  Check  KATZ  for  availabilities 
in  the  KWK  OPERATION  ID. 

By  the  way,  the  KWK-TV  5  &  10  PLAN  offers  20  to 
40%  discount  on  daytime  buys.  Check  Katz  for  details! 

KWK-TV 
has  them  all! 

REPRESENTED   NATIONALLY   BY 

THE  KATZ  AGENCY,  INC. 

the  LEADER  in  St.  Louis  television 

C_3 

Serving  the 

Great  St.  Louis  Market 

keepAcovered 

IN  ST.  LOUIS 
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TIME SUNDAY 

MONDAY  TUESDAY  WEDNESDAY 

1  1    00 

I  1:30 

IZ.30 

THURSDAY 
FRIDAY 

RELIGIOUS 

YOUR  OWN   HOME 

RELIGIOUS 

"ROMPER    ROOM".- Moppets  and  their  mothers  both  watrh  Vlr„i„:     a- 

"JACKPOT    MOVIE"  -Top  feature  film  'are  combined  with  th»     „      . 
dollars    through    KMBC-TV    °aTkpof  phone    calK^"''^ '°  W,n  hundreds  «' 
"must"  for  Kansas  City  viewers  ake    ,hls    corning    show    a 

SATUfA' 

K.  C.   NEWSREEL 

LARIAT 

PLAYHOUSE 

1 

2:
00
 

:30
 

BOWLING 
TIME 

PUBLIC   DEFENDER 

WHIZZO'S    WONDERLAND"-       wonderful   children's   hour   ,1 
sponsors.     Frank   Wizardie   a     w    ,  „     h„   ?      youngsters,  delights 
show  a  live-wire  buy  °   the   Clown'   makes   this    live 

'NOON 

¥«£?  Sfisss  wmrttMswe! 

ELLERY  QUEEN 

3:
00
 

:30
 

4; 
C.00 
J:30 

THE  FALCON 

BY-LINE 

"HAPPY    HOME   THEATRE"  -Excellent    feature    films    emceed    by    Bea    John,.       rv      , Women's  Activities  for  KMBC-TV     r%Vc  L  Johnson.    Director    of 

gets  results  on  this  audi ence-nch  show  personal"ed  b'™«  of  selling 

OVERSEAS ADVENTUREl 

OPEN   HEARING 

MEDICAL    HORIZON 

AMERICAN  LEGEND 

"TROUBLE  WITH  FATHER"  with  Stu  Erwin 
"MY  LITTLE  MARGIE"  with  Gale  Storm 

TEXAS 

RASSLIr. 

CARTOON  CAR/* 

CIRCLE 

MOVIE 

^^^^^  Bilyeu,  M.C. 

PLAYHOUSE nF  STARS 

:30 
TED   MACK 

AMATEUR   HOUR 

STAR   SHOWCASE 

"MICKEY  MOUSE  Waiaju^  jg  ™„>b   ,s  .  Ws  llgh„,. 

HOLLYWOOD 

FILM 

THEATRE 

LAWRENCE 

WELK 

SUPERMAN 

CHEYENNE 

CONFLICT 

WYATT  EARP 

BROKEN  ARROW 

BOWLIN' 

WITH 

MOLEN 

DISNEY 

LAND 

WIRE   SERVICE 

/ 

THt    STAR   AND 
THE   STORY 

TELEPHONE  TIME 

NAVY  LOG 

I    LED   THREE   LIVES 

HIGHWAY  PATROL 

WED.   NIGHT 
FIGHTS 

WILD   BILL 
HICKOK 

LONE   RANGER 

FRONTIER 

CIRCUS  TIME 

ANNIE 

OAKLEY 

FAMOUS 

FILM 

FESTIVAL 

CROSSROADS 

DANNY   THOMAS  TREASURE   HUNT 

COMPASS 

MIKE   WALLACE 
INTERVIEW 

OZZIE  & 
HARRIET 

FORD   THEATRE CODE  3 

THE   VISE 

LAWRENCE 

WELK 

SHOW 

DARTS  FOR 
DOUGH 

LONE   WOLF 

THE   HUNTER 

SAM  MOLEN'S  SPORTS     •     WEATHER  GIRL 

CITY  DETECTIVE 

MAN    BEHIND 
THE    BADGE 

CONFIDENTIAL 
FILE 

CROSS  CURRENT 

BIFF   BAKER 

PASSPORT   TO DANGER 

I   SPY 

FEDERAL   MEN 

PREMIERE 

PLAYHOUSE 

OZARK  JUBIL! 

SATURDAY 

MOVIE 

MYSTERY 

asy  to  see  why  ^^ 

the  SWING  is  to  KMBC-TV 
Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 

Peter:  Griffin. 
Woodward.uk 

telev.sicl 

DON  DAVIS.  President 

JOHN  SCHILLING,  Executive  Vice  L 

GEORGE  HIGGINS,  Vice  Pres.  &  S.I 

MORI  GREINER.  Manager  of  Televil 
DICK  SMITH,  Manager  of  Radio 

S and  in  Rod.o  »r,  KMBC  a/ Kansas  City— KFRM/**  the  State  of  Kan< 
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THE  BIG  BOYS -AND  WIN 

le  Ludgin  lays  die 
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um-size clienl  ui  agen- 

( \  1-  iiiui--  creativity — 

in  media  buying  and 

strategy  as  mrell  .1-  copj 

Page   29 

17  Timebuyers 

take  "See-for- 

yourself"  tour Page   32 

Tv  commercials 

with  that 

continental  touch 

Page   35 

Radio  Basics: 

Spot  audience, 

network  clients 

Page   39 





Again  -  -  Pulse  Proves: 
KRNT  Radio  Dominates 

Market  in  Iowa! 

102  FIRSTS  out  of  143 

Periods.  KRNT  leads 

Morning,  Afternoon  & 

Evening.  KATZ  has  the 
latest  facts  on  this 

Cowles  operation. 
KRNT  -  The  Station  With  The  Fabulous  Personalities  and  the  Astronomical  Ratings 

SPONSOR      •      20  JUL*   1957 
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DIGEST  OF  ARTICLES 

You  don't  have  to  be  a  giant  to  compete 
23     Earle  I  udgin,  head  of  the  Chicago  agenc)  of  the  -amc  name,  tell-  ho*  a 

-in. ill  agenc)  "i  advertiser  can  battle  the  majors    and  win     with  creativity 

Timebuyers  see  for  themselves 

32      I  group  of  17  buyers  from  three  cities  took  an  unusual  >tation  junket. 

Tin-  .me  included  a  real  look  at   a  market's   industry,  habits — and   fun 

Weather  show  lands  a  perfect  sponsor 

34  Skuttle  Manufacturing  Co.,  pioneer  in  humidifier  field,  use*  \V()OI)-T\. 
Grand    Rapids,    vv  lather    show    to    educate   people    on    moisture    control 

Commercials  with  the  "Continental  touch" 
35  ̂   report  on  producers  in  Europe  whose  techniques  are  new,  unusual  and 

attractive     Pari-   i-  onlj    a   few   hours   further   than   Holhwood    li\    plane 

How  to  put  a  flip-card  presentation  on  film 

38  Prospective  clients  in  Washington,  D.  C,  area  are  seeing  unusual  presen- 

tation*.   \\  KC-T\     kinescopes    its    pitches  -with    special    effects    to    hoot 

Radio  Basics/July 

39  The   third    monthly    Radio   Basics   section   features   data   on   out-of-home 
listening    l>\     years    and    a    current    list    of    network    radio    advertisers 

FEATURES 

18    Vgencj    \d  Libs 

26   49th  and  Madison 

49   New  and  Renew 

52   News  &  fdea  Wrap-Up 

5   Newsmaker  of  the  Week 

54    Picture  Wrap-Up 

68   Reps  at  Work 

44  Sponsor  Asks 

64  Sponsor  Hears 

9  Sponsor-Scope 

72  Sponsor  Speaks 

50  Spot  Buys 

72  Ten  Second  Spots 

14  Timebuyers  at  Work 

70  Tv  and  Radio  Newsmakers 

61  Washington  Week 
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11th   Annual   "Tv   and    Radio    Basics" 

SPONSOR'S  annual  T\  and  Radio  Basics   (formerlj    Fall   Facts  Basics)    will 
In-  out  with  the  l'7  Julj  issue     packed  with  facts  and  interpretive  reports 

A  giant  agency's  growth  plan 
.).   Waller   Thompson   with   hillings  o\er  S2.S0   million   is  a   iiiant   growing 

even    larger.     Here    i-    it-    streamlined    formula    for    effective    growth 
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WOC  TV 
-th/l 

Proved  by  648,330  Pieces  of  Program 

Mail  received  by  this  Station  During 
o  full  Years  of    felecastins  .  .  . 

>MXWUL> 

I  liis   fabulous   response   .   .   . 
91 ' .  of  it  to  local  live  telecasts 

.  .  .  began  in  1950.  Thai  year 
.  .  WOO!  V\  first  full  year  on 

tin-  air .  .  .  \ s,.s  iS  pieces  of 

program  mail  were  received; 
this  in. nl  came  from  1  ̂  Iowa- 
Illinois  counties    -  237  cities .mil   towns. 

By  1955,  tins  response  jumped 
to   li9,2IS  pieces  of  program 

ni. nl   received  during  ,i    12- 

month  period;  it  came  from   $9 
Iowa-Illinois  counties  —  51  } 

cities  and   towns  in  these  counties. 

Accompanying  map  shows 
breakdown  of  this  1955  pro- 

gram  mail,   proving  WOC.  TV's ''Good    Picture"    area. 

\\  ()(".-  I  V  Viewers  are  respon- 

sive.   They  respond  to  WOC -I  V 
telecasts  In    mail.    More   import- 

ant, they  respond  to  advertising 

on  WOC-TV  b)   purchases  .it 
retail  outlets.  We  have  a   million 

success  stories  to  prose   it    (well, 
almost    a    million  ) .    Let    \onr 

nearest  Peters,  Griffin,  Wood- 

ward representative  ,uise  you 
the    facts.    Or   call    us  direct. 

WOC-TV  39-COUiNTY  COVERAGE  DATA  - 

Population 
• 

1,583,800 Families • 489,700 
Retail  Sales • 1,934,984,000 

Effective  Buying  Income • 2,686,413,000 

Source • 1(>5~   Survej    ot    Buying   Income 
(  Sales  Management  > 

Number  TV  Homes • 
317,902 Source • Advertising  Research 
Foundation 

WOC-TV  Owned  and  Operated  by  Central  Broadcasting  Company, 

y  Davenport,  Iowa 

i 
The  Quint-Cities  Station  — 

Davenport  and  Bettendorf 

in  Iowa;  Rock  Island,  Mo- 
line  and  East  Moline  in 
Illinois 

Col    B    J    Palmer,   president 

Ernest  C     Sanders,   resident  manager 

Mark   Wodlinger,   resident  soles  manage 

PETERS.  GRIFFIN,  WOODWARD,  INC 

Exclusive  National  Representative 
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YOU   Mil,  HI    CAST  A    TROUT  FLY   194   FEET* - 

BUT...  YOU  NEED  WKZO-TV 
AMERICAN    RESEARCH    BUREAU 

MARCH    1957    REPORT 

GRAND    RAPIDS-KALAMAZOO 

TIME    PERIODS 

Number  of  Ouarter   Hours 
With  Higher  Ratings 

WKZO-TV Station  B 

MONDAY   THRU    FRIDAY 

8:00  a.m.  to  6:00  p.m. 
6:00  p.m.  to   1  1  :00  p.m. 

SATURDAY 

8:00  a.m.  to    1  1 :00  p.m. 

SUNDAY 

9:00  a.m.  to  1  1  :00  p.m. 

143 

94 

50 
40 

57 
6 

10 

16 

NOTE:   Survey    based     on     sampling    in    the    following    proportions — Crand     Rapids 
I42.8°0i.  Kalamazoo   ( 1 8.9°o  ' .  Muskegon   i19.8°0i.  Battle  Creek    il8.5°o>- 

TO  "MAKE  THEM  BITE"  IN 

KALAMAZOO-GRAND  RAPIDS! 

Take  a  look  mi  those  March  1!».">7  ABB  figures  at  the  left. 
WKZO-TV  is  first  in  327  out  of  416  quarter  hours — or 

78.6' ,    of  fix    ii an  ! 

WKZO-TV  is  the  Official  Basic  CBS  Television  Outlet 

for  Kalamazoo-Grand  Rapids.  Telecasts  on  Channel  3 

with  ]()(). ooo  watts  from  a  1000'  tower.  Serves  one  of 

America's  top-20  TV  markets — over  600,000  television 
homes  in  Western  Michigan  inn]  Northern  Indiana. 

100,000   WATTS    •    CHANNEL   3    •    1000'   TOWER 

^'TV^ 

J/ti^ef-eiU'tafwm 
WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO—  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO— PEORIA,  ILLINOIS 

Studios  in  Both  Kalamazoo  and  Crand  Rapids 

For  Creater  Western  Michigan 

Avery- Knodel,  Inc.,  Exclusive  National  Representatives 

*  Jack  Crossfield,  San  Francisco.  California  holds  this  icorld's  record. 

SPONSOR 20  JUL*   1957 



NEWSMAKER 
of  the  week 

Harry  It.  Cohen  idvertising  (  <>.,  which  grew  from  $600,000 

to  $8-$10  million  billings  iii  10  years,  hat  broadened  '<»/» 
management  responsibilities  by  appointing  Edtoard  lleshire 

president  of  the  agency,  now  renamed  Cohen  S:  lleshire. 
(  hair  man  of  the  board  Harry  It.  Cohen  attributes  move  /<> 

growth   of   billing,    need   Co   give   clients   topdevel   counsel. 

The  newsmaker:  "The  strength  ol  an  agencj  oui  size. 
beyond  shaping  creative  media  and  copj  approaches,  is  the  individ- 

ual, in-depth  marketing  advice  each  clienl  can  gel  from  oui  top  man- 

agement,1' saj  -  Edward   Meshire. 
I  lie  responsibility  ol  the  modern  agency,  he  believes,  is  to  rendei 

personalized  business  service  foi  die  client,  going  in  depth  into  all 

ill"-'-  areas  ol  marketing  thai  have  an  influence  upon  the  client's 
broad  advertising  aims. 

""Ihi-  mean-,  to  us,  thai  each  account  bas  the  right  to  personal 
attention  from  the  agenc)   principals,"  be  told  sponsor. 

Because  "I  the  agency's  growth  (from  nine  employees  in  I(,I7  to 
more  than  100  in  1957),  fiarrj  15.  Cohen  fell  thai  the  top  manage- 

ment responsibilities  need  to  be  shared.  Toda)  he  has  a  team  <>f 

three  high-level  men  in  kej  management  positions  and  "no  more 
than  three  week-  evei  go  |.\  luil  what  all  three  of  us  have  talked 
with  each  client.  We  all  attend  ever)  important  business  meeting 

an)    client   holds.'1 
lleshire  sees  Cohen  &  Ueshire  as  "business  counsellors  rather 

than  advertising  agents.  Each  of  our  account-  opens  the  books  to  us 
completely.  I  his  is  vital  on  packaged  goods  where  advertising  is 
the  onl)   controllable  variable  between  one  brand  and  another. 

While  he  feels  that  it  is  difficult  (<>  delineate  responsibilities  in  a 
clear  line  at  the  helm  of  an  agency,  it  is  generall)  believed  that  Ham 
Cohen  will  concentrate  on  top  management  client  contact,  while 

•\leshire  will  bring  to  management  conferences  his  long  background 
in  the  various  creative  area-  i>l  advertising. 

"Creative  people  seldom  gel  into  management,"  he  says,  "either 

because  the)  aren't  given  the  chance  or  because  the)  don'l  want 
to."  Nonetheless,  Vleshire  has  long  fell  thai  the  agencyman  i>n  the 
planning  level  must  combine  the  creative  and  business  functions  to  be 

effective.  The  emphasis  upon  a  broad  marketing  approach  to  adver- 

tising, he  adds,  has  put  a  new  stress  <>n  "business-awareness  on 
ever)  le\el  of  copj  and  media  strateg)  development. 

Vleshire  himself  combined  the  two  functions  as  the  agenc)  -  c rea- 
lise director  and  executive  V.p.  during  the  past  10  \ear-.  In  this 

capacit)  he  supervised  all  planning,  art  and  cop)  on  such  major 
package  poods  account-  as  Grove  Laboratories  Doe-kin.  I  tica  Club 
heer.  Lydia  Pinkham  and  Pharma-Craft 

The  smart   creative  person,   he  conclude-,  can    find   the  thing    mo-l 

important  to  an)  product,  "the  selling  idea,  the  cop)  hook,  the 
reason  for  the  existence  of  the  product.  Then  the  cop)  starts. 

Copy's  no  good  unless  you  complete  this  second  step  ol  crystallizing 
scientific  or  product  research  into  cop)  people  will  understand. 

There's  no  feeling  in  the  world  like  seeing  a  commercial  move 
mam    thousands  of  people  to  perform  one  small  act      buying."       t^ 

sponsor 20  j  i  la   1957 

BIG  4 
IS    THE 

•  Over  100,000  TV  Sets 

•  Nearly  $200,000,000  in  Retail  Sales 

in  the  Area 

SERVED  BEST  BY 

POWER:  Visual   100  KW 

Aural      SO  KW 

Antenna  Height  833'  above  ground 

KGNC-TV Channel  4 
AMARILLO,     TEXAS 



Leadership  is  a  family  affair 

John  Quincy  Adams,  newly  elected  President,  gazed  reflectively  at  the 

portrait  on  the  wall.  How  proud  he  must  have  felt  following  the  footsteps 

of  his  illustrious  father,  John  Adams,  into  the  White  House! 

Just  as  leadership  was  a  tradition  of  the  Adams  family,  so  it  is  of  the  WKY 

Television  System  family  of  stations.  This  leadership  has  produced  stations 

outstanding  in  their  markets— the  logical  choice  for  your  advertising. 

< 

THE    WKY   TELEVISION    SYSTEM,   INC. 

WKY-TV  Oklahoma  City 

WKY  Radio  Oklahoma  City 

WSFA-TV   Montgomery 

WTVT  Tampa-St.  Petersburg 
Represented   by  the   Katz  Agency 

SPONSOR      •      20   JULY    1957 
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Coronado     c^g  covered  a  vast  territory Francisco  Vasquez  de  Coronado,  sixteenth- 

century  Spanish  explorer,  ranged  over  thou- 
sands of  miles  in  his  search  for  the  Seven 

Cities  of  Cibola  and  their  go/den  treasure. 

today 

W6AL-TV  covers 

a  vastM ARKET  territory 

•  3V2  million   people 

•  in  1,015,655  families 

•  owning   917,320  TV  sets 

-     earning  $6Vi  billion  annually 

buying  consumer  goods  that  add  up  to 
$3%  billion  annually  in   retail  sales 

Representative:     The     MEEKER     Company,     Inc.      New  York      •       Chicago      •       Los  Angeles       •       San   Francisco 

SPONSOR      •      20   JULY    1957 



\ln\f  \iyru in  ant  ir  and  radio 

newt  "I  the  week  with  interpretation 

in  depth  for  busy   readers 

SPONSOR-SCOPE 

.  ,..,  The  uuickesi   ̂ ;in    to  eenerate  heal   In   1 1 ■ « -   industry    1 1  •  ■  —   week    was   i<»   staii   ;i Copyright    1957  I  ■  .       "         — 
sponsor  publications  inc         discussion     of    t\     barter    deals. 

In  pari  the  commotion  has  been  stirred  up  anew  ovei  the  possibilit)  that  P&G  would 

enter  into  one  of  the  manifold  time-for-film  propositions.  The  fael  thai  I  *  **v  *  -  evenluallj 

didn't  do  ii  i-  ;i  genuine  consolation  for  tin-  anti-barter  forces,  l>ut  no  end  to  the 
controversy   ;i-  a  whole. 

In  a  nutshell,  the  contenders  in  the  bartei   arena  define  theii   stances  thus 

•  The  anti-barter  fellows  claim  thai  in  the  Ion::  run  the  practice  i~  bad  for  the 

business  from  everj  angle,  because  ii  is  based  on  "fringes*'  the  lesser  stations 
searching  For  near-free  programing;,  the  ultra-sharp  advertisers  lookine  for  bargains.  Ilii-. 
~.i\    ill.'  opponents,   will  corrupt   the  medium  eventually    in   thai   qualit)    will   become   vastly 
set  "ml. ii  \   in  |>i  ice. 

•  The  barter  l»o>*  meantime  contend  lhal  the)  are  filling  a  vacuum  economi- 

cally   wliiili  hasn't  been  ( 1 1 1  •  -  ■  I  in  am   other  way. 

These  quotes  gathered  l'\  SPONSOR-SCOPE  tlii-  week  reflect  some  of  the  mounting 

uneasiness  created  l>\    the  barter  problem: 

MEDIA  DIRECTOR  OF  \\  AGENCY  BILLING  OVER  *50  MILLION  IN  TV- 

\n\    device  that  evades  tin-  standard   procedure  of  buying  according  to  card-rate  01  emoted 
program  price  in  the  long  run  ran  do  irreparable  damage  i"  both  i\   and  the  agencies. 

HEAD  TTMEBUYER  OF   W   VGENC1  DOING  OVER  sio  MILLION  IN  s[>ot- 

ll  look-  t>>  me  a-  thoueh  t\  hasn't  done  a  bard  enough  creative  selling   job   on   the  smaller 

advertiser.    Here's  the  area  the  bartei    boys  have  been  quick  to  exploit. 
\  M  VIOR  HEP:  Unless  1 1 1  i  — ■  bedlam  i-  controlled  if  not  discouraged  altogether — it 

can  turn  into  a  destructive  economic  force  foi   ever)    facet  of  the  television   industry. 

SALES  MANAGER  OF  \  LEADING  TV  FILM  FIRM:  We  are  deeph  disturbed 

by  the  penetration  <>f  barter  deals,  but  we  can't  idl)  sit  1>\  while  competitors  feed  the  bartei 
pool.  So,  ju-i  ilii-  week  we  assigned  somebod)  in  oui  organization  i"  examine  all  aspects 
of  barter. 

I    Vugust   sponsor   fin   a  definitive  updating   of  the  bartei    situation.) 

Spot  radio  seems  headed  for  a  spectacular  summer. 

SPONSOR-SCOPE  1 1 1 i  —  week  checked  with  a  number  of  reps  on  how  radio  stacked  up 

on  tliiir  books:  It  found  that  business  >»a«  running  anywhere  from  !<•  to  (it)',  over 
last  year's  levels. 

Don't  be  surprised  to  find  P&G  back   in   the  network   radio   fold    in    the   near 
future.     I  \tti-r  virtual!)    underwriting  daytime  radio  20  years  ago,   P&G  has  eschew<  I 
medium  of   late  except   for  sporadic  spot.) 

[wo  nl  the  Cincinnati  giant's  agencies  Y«JiK  and  Compton — are  putting  together 
material   on   the   enrrrnt    status    of    network   radio   tor   P&G   appraisal. 

Y&R's  project  among  other  things  will  '1'  classify  the  various  w;i\>  of  buying  net- 
work railio  today,  anil  (2)  outline  how  some  of  tin-  "tonnage*1  buys  can  !•<•  used  for 

special    promotional   effects. 

SPONSOR      •      20  JULY    1957 



^  SPONSOR-SCOPE    continued         . 

Afternoon  network  tv  may  develop  into  one  of  the  hottest  competitive  sectors 
this  full. 

A  new  and  livel)  contender,  ABC  TV,  is  set  to  tee  off  with  Luck)  Lady  (special!) 
developed  as  an  afternoon  magnet).  Moreover,  this  week  various  media  people  told 

SPONSOR-SCOPE  that   ABC's  daytime  rate  structure  is  beginning   to   draw   real  attention. 
Earlier  in  the  year  ABC  sliced  its  daytime  rates  to  a  third  the  night-time  rate. 

An  added  inducement  for  the  close  buye*:  The  network's  maximum  discount  is  32..")',. 
compared  to  the  competitors'  earnahle  peaks  of  25';. 

This  item  should  set  Hollywood  back  on  its  heels:  A  tv  advertiser  has  exacted  the 

right   to   reject   any    film    script    for   whatever  reason   he   sees   fit. 

The  client  that  broke  the  story-control  barrier  is  Goodyear — with  Y&R  providing 
the   strategy. 

The  series  involved  is  the  Alcoa-Goodyear  Anthology,  scheduled  for  this  fall. 

All  the  major  agencies  work  closelv  with  tv  film  producers  on  script  supervision.  But 

this  makes  the  first  known  instance  where  the  buyer's  absolute  powers  are  stipu- 
lated  by   contract. 

Here  is  a  would-be  news  item  that  conked  out  this  week,  but  is  reported  never- 
theless   because   of   its    straw-in-the-wind    value: 

Revlon's  Revson  Bros,  were  faced  with  their  own  multi -million  question: 
Should  they  move  the  $64,000  Question  from   CBS  TV  to   ABC  TV? 

They  didn't.     It  stays  with  CBS  for  a  third  season. 
But  there  was  some  soul-searching  before  the  decision  was  finalized,  and  that  mere  fact 

made  the  media  fraternity  pick  up  its  ears.  For  one  of  the  Revlon  agencies  had  con- 

fended  strongly  that — without  changing  time  or  number  of  stations — a  switch 
would  save  about  $2.5  million  over  the  next  70  weeks. 

The  potential  moral,  as  Madison  Avenue  sees  it :  Can  a  network  always  be  sure 

of  its  traditionally  dominant  nosition  when  the  shows  are  controlled  by  some- 
body else? 

There's  a  growing  school  of  researchers  in  agencies  which  holds  that,  regard- 

less of  ratings,  it's  advantageous  to  switch  network  tv  shows  every  two  or  three 

years. Their  reasoning:  You  get  a  high  degree  of  audience  conversion  for  your  com- 
mercials with  every   program   change. 

Exception :  Those  shows  which  use  different  people  each  week  or  have  periodic 

turnovers    in    their    personalities. 

Pharmaceuticals,  which — like  Revlon — had  been  riding  high  on  the  tv  boom 

the  past  two  years,  expects  to  increase  its  network  investment  to  $12  million  dur- 

ing 1957-58. 
Last  season  the  fisure  ran  to  $10.5  million. 

Like  all  big  spenders  in  tv.  Pharmaceuticals  is  now  faced  with  the  penalty  of  its 

own  success:  How  to  get  enough  new  products  to  feed  the  demand  it  is  creating. 

It  has  several  new  ones  on  tap. 

You'll  hear  more  and  more  about  pre-planning  where  pilots  of  tv  series  are 
concerned. 

TPA  will  announce  this  new  policy:  1)  Pilots  to  be  produced  onl)  after  extensive  con- 

sultation with  advertisers,  agencies,  networks,  stations;  and  2 1  after  extensive  audience  re- 
action studies. 

With  policy  TPA  has  created  new  "produce  to  order"  department,  under  Bruce  Eells. 
TPA  West  Coast  v.p. 

Previously  RKO  Teleradio  and  NBC  TV  Films  had  put  similar  emphasis  on  pre-plan- 
ning before  production. 

10  sponsor     •     20  JULY  1957 
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SPONSOR 

SPONSOR-SCOPE   continued 

Sale  <»i  the  Mutual  Network  ma\  h;i\t  this  warning  for  ihe  business i  Guaran> 
leed  circulation   i»  ;i   ticklish   tool   for  air  media  i<»  work   with. 

Is  SPONSOR-SCOPE  went  to  pn       Tom  OTNeil     I : K < »   Feleradiol  and  Paul  Roberta 

(West  <".i-i  broadcastei    who  heads  i ht-  group   dickering    i"i    MBS)    were    -till    arran 
the   bookkeeping   details  ->f  the  deal. 

Transfei    oi   ow  nership   is  to  taki    effect    II    Jul) . 

Historical    note:     [Tie    nucleus    ol    Mutual  was  formed  in  Septembei    1934.     Vmon 

presidents  were  Frank  NX  I ■  i t « -  and  Edgar  Kobak.      Hie    Founding     ;eneral    managei    was 
Fred    Weber. 

The  Mrs.  Scott  Bullitt  interests  in  the  Northwest  this  week  joined  1 1  ■  •  -  widen- 

ing group-ownership  lint  with  tin-  purchase  of  KREM  and  KKI.M-IX.  Spokane, 
for  S2  mfllion. 

Bullitl  also  owns  KIM.  and  KIM. -IX     Seattle,  and  K*.\\    and  KGW-TV,   Portland. 

Judging  From  .1  rate  sheet  issued  to  agencies  tlii-  week,  Pat  Weaver's  Program 
Service  appears  to  !»«•  putting  sal«-s  emphasis  prettj    much  on   the  spot   formula. 

The  sheet  offered  one-minute  participations  in  the  Mondaj  through  Friday  Marj 
Marcaret   [VfcBride  i\    -Ih.u    (half-hour)    on  this  basis: 

•  ( Iross  program  cost :  1 150. 

•  Approximate  time  '"-1-   in   eight   markets:   $610. 
•  Approximate  time  costs  in   five  additions'   markets:   $170. 

According  to  the  sheet,  basic  eight  markets  covei  34.59?  of  U.  S.  t\  homes,  while  the 

1 3  dto\  ide    I"'.'1'  •    coverage. 
(See  News  Wrap-1  p  For  Ding-Dong  School-Climax    Industries   sales.) 

Edsel  will  unveil  its  line  to  the  press  bite  in   \  11  "iii-t . 

Meanwhile  Fo**d  is  negotiating  with  Hinn  Crosby,  through  CBS  TV,  for  ;i 
90-minute   snecial    to    introduce   the   newcomer  t<>  the   public   some   time   in   September. 

The  first  set  of  Edsel  commericals  have  been  completed  (the  films  are  brim;  guarded 
as  closeh    .i~   Fort  Knox). 

W"i»li  Chevrolet  fnaturallv]  as  target.  Blair  this  week  presented  it-  up- 
dated   Btorv  on   spot   radio  to  CamnheH-Ewald   in  Detroit. 

Blair's  plan  is  t<>  make  the  rounds  <>f  all  the  major  automotive  agencies  with  this 
Dresenl  ttion    ss    rruickh    as    Dossible. 

One  of  the  ke\  points:  Car  makers  are  underestimating  the  effectiveness  of  spot 

radio  l»v  using  h  onlv  on  a  seasonal  basis — a  continuous  program  would  pay  much 
higher   dividends   comparatively. 

American  Tobacco  assured  SPONSOR-SCOPE  tins  week  that  tin*  big  bundle 

it's  pouring  into  snot  radio  the  next  13  weeks  is  in  no  waj  connected  with  the 
latest   cancer  uproar   fas  some  in   the  trad'  seem  t"  think). 

These  saturation  campaigns  in  behalf  I(i  Luck)  Strike,  Hit  Parade,  ami  Pall  Mall. 

-a\    VTC  adman,  were  planned  long  aeo. 
Some   80   markets    plus   the   Kevstone  Network  are  on  the  schedule. 

Tn  many  of  tlm  markets  there's  this  change  <>»'  strategy:  From  news  periods •o  announcements. 

P.m.-  contacted  for  o  inabilities  bad  to  ~k i it  this  pitfall:  Ho*  their  stations  would  be 

able  to  slni   these  three  brands  among;  tin-  other  cigarettes   already    on   schedule. 

Spot  radio  this  week  was  also  happ]  over  schedules  from  two  competitors 
in  the  cake-mix   field — General   Mill-  and  Duncan  Eunes   (P&G 

General  Mills  is  buving  20  announcements  a  week  For  10  weeks,  using  two  and  tlir«»- 
stations    in    a    market.     The    10-week    budget:    J230,000   '  RRDO | . 
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^  SPONSOR-SCOPE    continued  .  .  . 

FCB's  initial  move  in  taking  over  tin*  Tidewater  Oil  account  was  to  point  it 
in   the   syndication   direction   via   Highway   Patrol    (Ziv)    in    126  markets. 

TvB  credits  Tidewater  with  an  expenditure  of  $320,000  in  spot  t\   time  for  L956. 

Nestle  (Bryan  Houston)  is  switching  the  money  it's  been  spending  on  Blondie 
(NBC  TV)  to  hall-hour  syndicated  films. 

Il  wants  to  concentrate  it >  fire  in  the  markets  where  its  most  needed. 

Flav-R-Straws  is  annexing  another  grocery  store  item  which  it  thinks  it  put 
over  with  the  help  of  tv. 

The  new  product  is  Easy-Juicer,  a  plastie  lemon-shaped  container  of  pure  lemon 

juice,  introduced  by  the  Luther  Breck  Co.,  of  Boston.  Tv  would  be  the  wheelhouse,  as  was 
the  case  with   Flav-R-Straw. 

(Flav-R-Straw    spent   $1.6   million    in    spot  tv  last  year.) 

At  the  rate  P&C  now  is  racing  along  in  daytime  network  tv  it's  perhaps  getting 
as   many   brand    impressions   weekly   as   it  gathered   in   its   radio   heyday. 

SPONSOR-SCOPE's  analysis  of  P&G's  current  daytime  picture  in  thumbnail  arithmetical form: 

NO.  PROGRAM  NO.  VL  HRS. 

SERIES  PER  WK.  NO.  COMMERCIALS  NO.  IMPRESSIONS 

81  41  123  246  per  home 

What  would  he  the  impact  on  advertising  if  the  highest  courts  upheld  the 

right  of  Masters,  the  discount  chain,  to  ship  appliances  to  consumers  in  fair-trade 
states? 

SPONSOR-SCOPE  this  week  quizzed  key  agencv  marketing  men  on  the  topic,  and  got 
this  almost  unanimous   response: 

•  Wherever    a    variable    price    structure  springs  up,  you  have  to  fight  for  more 

volume   to   keep    profits   coming   in. 

•  The  only  way  that  volume  can  be  achieved  is  through  more  advertising. 

GE  is  pressing  the  litigation  against  Masters. 

Manufacturers   apparently   are   convinced    that    to    survive    competition    they 

must  depend  more  and  more  on  mass  advertising  and  promotion  and  less  on 

personal    selling. 

This  point  was  sharply  driven  home  by  findings  reported  this  week  by  the  American 

Management   Association.    Here's  the  line   of  reasoning: 
1)  Marketing  expenses  took  an  average  of  one-tenth  of  the  total  sales  income  dollar 

in  64  companies  recently   surveyed  by  the  AMA. 

2)  That  10%  represents  a  bigger  bite  than  ever.  So  to  keep  it  in  check,  the  man- 
ufacturer must  rely  on  the  economies  of  mass  advertising. 

Joe  Culligan,  NBC  Radio  major-domo,  waxed  philosophical  this  week  about 
the  virtues  of  sticking  with  an  idea  until   it   pans  out. 

He  recalled  how  Monitor,  after  its  first  blush,  took  a  dive  in  ratings  and  advertiser 
interest. 

Monitor's   present   status:   The   SRO   sign  will  be  out  this  fall. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5:  New 

and  Renew,  page  49;  Spot  Buys,  page  50;  News  and  Idea  Wrap-Up,  page  52:  Washington 
Week,  page  61;  sponsor  Hears,  page  64;  and  Tv  and  Radio  Newsmakers,  page  70. 
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NETWORK 

QUALITY 
at  the  local  level! 

WIDE,      WIDE      TEXAS 
I  he  show  —  Wide.  Wide  World,  the  engineering  and  production 
facility  —  KPRC-TV,  the  assignment  —  live  camera  coverage  oi 
the  70-mile  Houston  ship  channel  from  sea.  air  and  land  in  a 
20-minute  period.  A  48-man  KPRC-TX  stafl  with  supplemen- 

tary personnel  and  equipment  delivered  coverage  for  the  network, 
using  nine  cameras  located  on  a  shrimp  boat,  helicopter,  battle- 

ship, moving  truck  and  atop  a  grain  elevator.  The  art  ol  knowing 
how  in  Houston  belongs  to  KPRC-TV  .  .  .  the  most  potent 
advertising  force  in  the  Houston  market! 

KPRC-TV HOUSTON 

CHANNEL  2 

EDWARD    RETRY    &    CO. >i j I  Rep i 



CASE  HISTORY 

LISTENERS 

EVERY  DAY  OF  THE  YEAR  produces 

success  stories  for  listeners  as  well  as  adver- 
tisers on  KBIG,  as  Mrs.  Helen  M.  Sparks 

(left  above)  and  Mrs.  Esther  Bodge  will 
testify. 

SHOWN  AT  THE  PEAK  OF  THEIR 

TOUR  of  the  Dole  pineapple  factory  on 
their  free  Honolulu  vacation  as  guests  of 

KBIG.  these  Corona  housewives  typify  the 
thousands  of  Southern  Californians  who  have 

become  even  warmer  friends  of  the  Catalina 

Station  through  winning  its  daily  Big  Trip 

Contest  over  the  past  two  years. 

KRIG  SENDS  DELIGHTFUL  COUPLES, 

expense-free,  to  Honolulu  and  Acapulco 

every  month;  to  Las  Vegas  and  Santa  Bar- 
bara every  week;  to  an  evening  of  dinner 

dancing  and  top  floor  show  entertainment 

at  the  Hollywood  Moulin  Rouge  every  day. 
Jaunts  from  the  mainland  to  Catalina  and 

daily  merchandise  awards  supplement  the 

regular  prizes. 

EACH     KBIG     HOURLY     5  -  MINUTE 

NEWSCAST  is  climaxed  with  the  announce- 

ment of  the  prize  winners  of  the  day  ...  a 

constant  tune-in  incentive  for  all  station  ad- 

vertisers, and  a  very  special  attention-holding 
plus  for  news  sponsors.  Your  KBIG  or  Weed 

representative  has  the  full  story  on  a  few 

award-winning  nev\>  strips  ̂ lill  available  for 
sale. 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Ttltpliont:  Hollywood  3-3305 

Nat.  Rep.  WEED  and  Company 

14 

Timebuyers 
at  work 

Bob  Clatzer,  Ben  Sackheim.  New  York,  sa\>:  "I're.-entlv  our  agencj 
is  (losing  one  of  the  largest  spot  buys  ever  made  for  a  first-time 
regional  television  advertiser.  Our  client.  Nationwide  Insurance 

Co.  of  Columbus.  Ohio,  has  bought  /  Remember  Mama.  It  will  run 

in  36  Eastern  and  Midwestern  markets  for  52  weeks  starting  October 

1st.  We  feel  the  buy  is  a  healthy 

departure  from  the  current  prac- 

tice among  Nationwide's  competi- 
tors, who  are  buying  news,  sports 

and  network  spectaculars.  Our 

campaign  is  calculated  to  bring 

home  on  the  local  level  the  mean- 

ing of  Nationwide's  maxim.  'In 
Service  with  People.'  We  expect 
/  Remember  Mama,  with  its  read- 

ily identifiable  home  characters,  to 

create  a  climate  of  warmth  and  re- 

spect for  Nationwide's  agents  in 

their  communities,  in  keeping  with  the  company's  long  history  of 

service  and  integrity.  We've  kept  this  basic  point  in  mind  in  our 
discussions  with  the  stations.  Since  we  expect  the  stations  to  cam 

the  burden  of  local  show  promotion  and  merchandising,  we  are  se- 

lecting stations  which  can  show  us  results  in  this  field,  since  promo- 

tion   and    merchandising    are    as    vital    as   the    programing    itself." 

Marie  Coleman,  Donahue  &  Coe,  New:  York,  savs:  "Introducing  the 
newr  product  to  the  public  is  an  important  timebuying  challenge.     I 

feel  it's  best  to  initiate  a  campaign  which  has  scope,   rather  than 

select  a  single  target  for  your  advertising.     It's  too  earlv  to  tell  who 
the  potential  buyers  will  be.     Many  advertisers  have  made  the  mis- 

take of  too  quickly  calculating  the 

market  for  their  product,  to  find 

later   through   research   that   their 

product  was  selling  to  entirely  dif- 
ferent customers.     Or  others  have 

found  that  the)   were  only  tapping 

a  fraction  of  their  potential  mar- 

ket.    Even  when  it's  more  or  Less 

pre-determined  by  type  of  product 

who  will  buy,  serious  errors  can 
be    made    that    can    handicap    the 

selling    of    the    product — perhaps 
not  as  to  market,  but  as  to  the  tv  pe 

of  programing  that  will  best  create  a  demand.     If  similar  products 

are  already  being  sold,  their  programing   isn't  necessarily   a  good 
guide.     Remember,  your  product  is  new  and  mustn't  get  lost  in  the 
spot  shuffle.     Since  there  is  no  formula,  the  advertiser  should  seek  a 

large   audience   provided    by     round-the-clock   saturation    combined 

with  special  announcements  for  the   audience  most   likely  to  bin ." 

-I'OXSOK 
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THE    MIDDLE   OF 

WASHINGTON    STATE 

WENATCHEE 

5000 
560 

w 

KC 

IN  A  MARKET  BY  ITSELF 

Mountains  and  miles  separate  our 

Central  Washington  market  from 

Seattle  and  Spokane.  Coverage 

comes  from  WITHIN  our  farm  and 

industrial    area,    not    from    without. 

Retail   Sales 

$438,983,000 
Radio    Homes 

116,594 
Radio    Farm    Homes 

20,000 
WE   GUARANTEE 

to    outpull   all    other 

North   Central   Washington 
Media 

2  to  1 

WENATCHEE,   WASHINGTON 

"Apple  Capitol  of  the   World" 
(ABC-NBC    Affiliate) 

National  Reps: 

Forjoe  &  Co..  Inc. 
Seattle  &  Portland  Reps: 

Art  Moore  &  Assoc. 

National   Sales: 

Pat  O'Halloran 
NOrmandy  3-5121 

Wenatchee 

b\  Rob  Foreman 

Agency  ad  libs 

Excitement   in   Alaskan   television 

I  (I  likr  In  devote  these  pica*  to  three  subjects, 

the  first  being  Station  KENI-TV,  Anchorage, 

\  Li-ka.  Here  brevity  is  essential  since  I  spent 

onl\  a  short  time  with  two  gentlemen  from  llii* 
outlet  on  the  wax  to  and  from  a  recent  Maskan 
fishing  trip. 

However,  one  need  not  take  long  to  become  in- 
fected with  the  enthusiasm  for  their  market  and 

devotion   to   the  medium   which   Hal   Champeness   and   his  boss  Al 

Bramstedt,  possess  in  abundance. 

Anchorage  is  a  non-interconnected  community  of  approximately 

45,000  people,  growing  faster  than  almost  any  we  have  here  in  the 

States.  It  is  a  fiercely  proud,  modern  town  and  as  tv-minded  as  an\ 

you've  witnessed. 

Not  a  Tundra  &  Blubber  operation 

Success  stories  (a  milk  company  contest,  for  example  I  :  the  pride 

in  their  remote  programing    i  of  the  annual   dog  sled   race):   their 

  dern   equipment,  quickly   dispel  any   ideas   urn  might  have  had 

about  this  being  ̂ strictly  a  Tundra  &  Blubber  operation.  From  a 

hard-headed  business  point-of-view,  KEM-TV  is  as  exciting  as 

Alaska  itself.  More  can't  be  said !  It  does  a  Madison  Avenue-ite 

good  to  get  away  once  in  a  while  from  a  town  where  million-dollar 

budgets  are  commonplace  bar-talk  and  six-camera  set-ups  are  the 

order  of  the  day.  By  the  same  token  it  is  refreshing  to  get  a  first- 

hand glimpse  of  what  skill,  ingenuity  and  unflagging  devotion  can 

do — even  with  one  camera ! 

By  the  way,  you  might  be  interested  in  a  quick  run-down  from  a 

recent  Saturday's  Anchorage  Times  as  evidence  of  the  part  tv  pla\s 

in  the  community.  In  addition  to  a  detailed  listing  of  the  -we< -k  - 

television  on  both  KTVA  and  KENI-TV,  there's  the  same  for  radio 
— all  three  stations.  There  are  two  tune-in  ads — both  on  NTA  fea- 

tures, and  both  starring  Gene  Tierney.  There  are  several  by-lined 

articles,  one  about  the  demise  of  the  Caesar  program,  another  about 

the  Fairy  Tale  kick  of  the  up-coming  season,  all  up-to-date  matter  in 

the  jargon  and  tempo  of  our  fair  trade. 

Point  two — wherein  I  believe  television  can  take  a  leaf  from  the 

success  stories  of  the  print  copywriters.  There  has  been,  of  late,  a 

rash  of  advertising  campaigns  in  newspapers  and  magazines  in 

which  the  models  used  were  real  people  who  look  like  real  people. 

Big  switch!  In  place  of  the  model  agency  favorites  with  \apid  look, 

brainless  stare  and  characterless  face,  The  New  York  Times,  for  ex- 

ample, is  using  human  beings.  It  just  so  happens  I  know  most  of 

them,  so  I  can  \  ouch  for  the  fact  that  they  live  in  houses,  pay  taxes. 

have  children  and  do  not  carry  patent  leather  hat  boxes  or  wear 

I:: 
s|M>\s<lli 
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KROH  is  TV  in  SF 

Scui.  T^a^cc^scaAOB  oajl  so&J  <nc  /<&OA/-  TY 

BEST 
TV  FIGHTS 

|Tucs. -Wcd.-Thun.,  7:30| 

AVAILABLE       I  '  SAN  FRANCISCO  CHRONICLE  •  NBC  AFFILIATE  .  CHANNEL  4    •    PETERS.  GRIFFIN,  WOODWARD 

sponsor     •     20  .11  i.i    L957 19 



BOTH  "BOUNCED"  TO 

NO.  1  STATIONS 
ratings      STILL      climbing 

by  leaps  and  bounds! 

KOBY   IN  SAN  FRANCISCO— 

fRatings  prove  KOBY's  popularity— 
|  Mar. -Apr.  Pulse:  weekdays  6  a.m. 
[to  mid.  7.3.  Sat.  7.6,  Sun.  9.3! 
May-June  Hooper:  weekdays  7  a.m. 
to  noon  21.6 — noon — 6  p.m.  24.0 
...  22.8  all  day  average.  Nielsen 
agrees— rates  KOBY  at  21,100  NSI 
6  a.m.  to  mid.  KOBY  operates  full 
time  .  .  .  10.000  watts — the  bay 

area's  most  powerful  independent. 
Contact  Edward  Petry  6  Company, 
Inc. 

KOSI IN   DENVER- 

AM  ratings  are  on  a  constant  up- 
swing, leaving  no  doubt  KOSI  is 

No.  I.  May-June  Hooper,  19.4 
a.m. — 22.1  p.m.  share.  February 
Pulse:  15.5  all  day  average.  KOSI 

sells  full  time — to  a  big,  big  audi- 
ence in  the  mile  high  Denver  area. 

KOSI  operates  at  5.000  watts  .  .  . 
Represented    nationally     by    Forjoe. 

MID- AMERICA 
Broadcasting    Company 

In   Greenville,   Mississippi   WGVM 
is   No.   1   in  Hooper  and   Nielsen 

20 

Agency  ad   libs   continued  . 

wedgies  in  the  Bhower.  For  the  above  reason,  the  ads  in  which  the\ 

appear  are  believable,  interesting  ami  vital. 

Other  recent  print  campaigns  have  been  achieving  this  effect  too. 

I  low  unlike  most  television  cop)  where  the  damsel  in  the  kitchen 

look-  ;i>  if  sjhe  were  scared  the  washer  would  bite  her  and  whose 

Boston  accent  i  .1-  she  scrubs  hubbv  "s  griniv  work  clothe- 1  i-  as  out 
of  place  as  Yogi  Berra  at  a  Back  Ba\  lawn  party.  Max  be  we  ought 

to  trj    real  people  too! 

Finally,  I  d  like  to  spend  a  word  or  two  in  an  attempt  to  admon- 

ish  the  publishers  of  this  sheet  for  bothering  to  present  the  nonsense 

that  Mr.  Budd  Schulberg  spread  upon  these  pages  several  issues  a«;o. 

Since  the  purpose  of  a  trade  book  is.  I  believe,  to  be  of  constructive 

assistance  to  an  industry,  little  can  be  served  by  the  exaggerations 

and  contrived  accusations  of  this  author.  We  can  take  criticism  of 

course.  Also  we  deserve  some.  But  not  of  the  tvpe  leveled  at  us  bv 

Mi.  S.  Since  we're  used  to  such  drivel,  we  usuallv  pa\  it  no  atten- 
tion, yet  when  one  of  our  own  publication-  devote-  -pace  to  it  well, 

that's  a  bit  different. 

Bush  league  reporter 

Mr.  Schulberg  has  long  made  a  good  thing  out  of  Actionizing.  He 

should  stick  to  it.  When  he  tries  to  be  a  reporter  (though  I  must 

say  he  didn't  try  very  hard)  he's  a  real  bush  leaguer.  W  here  or  from 

whom  he  gained  his  "'knowledge"  of  agency  people  and  practices  I 

cant  say.  I  can't  even  guess.  Maybe  he  did  sit  in  briefly  on  an 
actual  meeting  to  gain  the  depth  of  knowledge  he  blithely  owns  up  to. 

Sort  of  like  the  guy  who  spent  20  minutes  between  planes  in  Moscow 
and  then  lectures  on  Communism  and  the  I  SSR.  Or  the  fellow  who 

went  to  Alaska  for  a  week  and  is  an  expert  on  Arctic  tv. 

I  haven't  seen  Mr.  Schulberg's  movie  yet.  Expect  to  soon  and  I 

know  I'll  enjoy  it  thoroughly — not  as  social  document,  but  as  an 
hour-plus  of  diversion,  enhanced  bv  Necco  wafers  and  Crackerjack. 

I  don't  even  resent  Mr.  Schulberg.  In  fact  I  admire  him.  But  I  do 
wince  at  the  editors  of  this  book  falling  for  such  a  shoddy  and 

obvious  publicity  piece.  ^ 

iillillllllllllllllllllllllllllllllllllllllW H 

SPONSOR'S  reply  to  Bob  Foreman 

There  are  few  occasions  on  which  sponsor  disagrees 

with  Bob  Foreman  whose  depth  of  ability  and  judg- 
ment is  widelv  recognized.  This  is  one  of  those  rare 

occasions.  We  suspect  Bob  i-  less  objective  on  this 
subject  than  he  is  on  most  other  topics.  Though  Ave 

share  his  anger  at  uninformed  critic-,  we  do  not  be- 
lieve the  advertising  business  itself  can  afford  to  ignore 

attacks  from  public  figures  like  Budd  Schulberg  who 

command  a  large  audience.  And  so  we  carried  I  1  1 

Schulberg's  viewpoint.  (2)  a  followup  in  which  admen 
explained  fallacies  in  that  viewpoint  and  (3)  an  edi- 

torial calling  for  advertising  to  do  a  better  job  of 

selling  its  role  to  the  public.  We  believe  such  a  p.r. 

effort  is  badly  needed:  we  doubt  much  will  be  done 
about  it  if  critics  are  merelv   dismissed  as  uninformed. 

iiuiiiiiiiiiiiiiiiniiiiiiii 
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GIVES  PERSONAL  SERVICE  TO      tke,  Lmd  oj  MlEfe  £ Xcmeg ! 

SMALL   CITIES  &   BIG   FARMS. ..360,000  FAMILIES 
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BUFFALO'S  OWN  AGENCIES 
AND  ADVERTISERS  CHOOSE 

WBUF,  CHANNEL  17,  AS  THE 

MOVING 
FORCE  IN 
BUFFALO 

w To  keep  18  "Your  Host"  Restaurants  busy  24 
hours  a  day,  and  to  get  new  units  off  to  a  fast 
start,  the  Robert  S.  Risman  Advertising  Agency, 

Inc.  buys  nighttime  station-breaks  on  WBUF  .  .  . 

nighttime  station-hri:aks.  because  these  good 

adjacencies  at  a  good  price  mean  "Your  Host" 
reaches  more  people,  with  greater  frequency, 

stimulating  traffic  just  when  restaurant  activity 

hits  the  late-evening  lull. 

wbuf,  because,  in  the  words  of  Robert  S.  Ris- 

man, president  of  the  Robert  S.  Risman  Ad- 

vertising Agency,  "we  believed  that  under  NBC 
management,  wbuf  would  live  up  to  its  great 

potential.  In  buying  more  time  on  wbuf  than 
on  all  other  television  stations  in  the  area  com- 

bined, we  anticipated  a  substantial  metropolitan, 
rural  and  Canadian  audience,  at  reasonable  cost. 

"Our  faith  has  been  completely  justified.  Our 

client's  business  volume  is  up.  The  'Your  Host' 
restaurant  chain  is  continuing  to  expand.  And 

much  of  the  credit  must  go  to  television  station 

wbuf,  where  our  spots  now  reach  77 cc  more 

audience  than  when  we  started  a  year  ago." 

A  bright  and  continuing  history  of  sales  suc- 

cesses for  sponsors  makes  WBUF  the  fastest-mov- 
ing force  in  Buffalo  today.  This  force  is  ready 

to  do  a  selling  job  for  you!  Richt  now! 

WBUF17 
SOLD  BY  (NBC)  SPOT  SALES BUFFALO.  NY. 

Foreground,  I.  to  r.:  Robert  S.  Risman,  President. 
Robert  S.  Risman  Advertising  Agency,  Inc.;  Robert 

McAuliffe,  Sales  Representative,  WBUF.  In  the  back- 

ground, members  of  WBUF's  technical  staff. 



BALTIMORE 
is  easier  to  reach 

when  you  ride  on 

■  I  I  ;  H  5  s  I 

News  and  views   lor  women   in 

advertising  and  wives  of  admen 

Women's  week 

REPRESENTED   BY 

JOHN   BLAIR  AND   CO. 

Christmas  in  July:  "Seasons  are  mixed  up  for  agency  stylists," 

says  Y&R  tv  stylist  Pat  Miller.  "We're  shooting  Christmas  commer- 
cials right  now.  This  means  trying  to  second-guess  what  the  Paris 

fashions  this  fall  might  do  to  the  feminine  line  by  winter." 
Her  tips  on  how  to  stay  ahead  of  the  times  in  dressing  gals  for 

commercials: 

1.  Stick  to  simple  fashions  because  you  can't  guess  as  wrong  on these. 

2.  Make  costumes  appropriate  for  the  occasion  to  be  filmed. 

3.  Have  girls  dress  in  clothes  the  viewers  can  identify  with.  (This 

rules  out  high  fashion  for  most  commercials.  Of  course,  there  are 

exceptions  in  commercials  that  try  to  convey  a  glamor  mood  with 

evening  clothes,  but  here  too  the  classic  styles  are  safest.) 

The  tv  stylist's  nightmare:  Another  Dior  revolution. 

Women  and  cars:  There  may  be  a  day  when  women  industrial 

designers  will  become  the  trend  in  Detroit.  Certainly  women  are 

playing  an  increasingly  important  role  in  influencing  the  designing 

and   styling  of  cars. 

"The  woman's  most  important  with  the  second-car  market,"  says 

Lou  Hagopian,  Plymouth  director  of  advertising.  "But  with  the 

first  car.  she  at  least  has  a  veto  power." 

Conscious  of  the  woman's  power,  every  major  car  manufacturer 
in  Detroit  today  employs  fashion  consultants  and  agencies  to  advise 

on  color  schemes,  upholstery  patterns  .  .  .  and.  even  the  dress  styles 

for  the  next  year,  since  these  might  dictate  major  car  styling  changes. 

Cigar-smoking  manners:  Rose-Martin  Advertising,  agency  for  E. 

Regensburg  &  Sons  (Medalist  cigars  I .  is  convinced  that  women  have 
a  big  effect  upon  cigar  smoking. 

"A  strong  protest  from  the  wife  can  kill  that  after-dinner  cigar," 
sa\s  Irl  W.  Rose,  II,  president  of  the  agenc\ . 

To  squelch  this  protest,  Rose-Martin  has  put  its  cigar  account 

p.r.  campaign  into  the  hands  of  Steam  Hillstrom,  the  agency's  lady 
p.r.  vice  president.  After  her  return  from  a  European  vacation, 

Stearn  will  be  promoting  cigar-puffing  as  "soul-satisfying. 
To  the  cigar-smokers  of  America,  she  proposes  the  following 

woman-tested  etiquette: 

1.  Don't  chew   on  an  unlit  or  wet  cigar  butt. 
2.  Take  cigar  out   of  mouth  when  talking. 

3.  Use  ashtrays  large  enough  to  hold  the  ashes. 

4.  Don't  trail  ashes  behind  you  in  office,  re.-taurant  or  home. 
5.  Keep  live  ash  short.    Suspense  is  unpleasant  for  onlookers. 

Adds   Stanley    Kolker,    assistant    to    the    president    of   the    Cigar 

institute  of  America:  "Cigar  smoking  manners  are  important  if 

people  around  a  smoker  are  to  enjoy  the  smokers  pleasure." 
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OF  PROGRAMS 

Like  "Or.  Hudson's 

Secret  Journal", 
"Whirlybirds",  etc. 

^-<B 

AVAILABLE 

THIS 

SEPTEMBER 

FIRST  FULL 

COVERAGE  OF 

SOUTHERN 

NEW  ENGLAND 

— <§ 
FULL  MINUTES 

IN  TOP  MOVIES 

Like  "African  Queen", 
"Moulin  Rouge",  etc. 

ALL  IN  PRIME 

VIEWING  TIME 

Full-length  moviet  at 
7:30  and  10:15  nightly 

plus  top-rated 
syndicated  films. 

HARTFORD 

General  Sales  Manager, 

or  your  nearest 
Harrington, 

Righter,  &  Parsons  mon. 

WTIC-TV 
CONNECTICUT 
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GENERAL 

ADVERTISING 

573,000 

SPANISH-SPEAKING 

PEOPLE  IN 

METROPOLITAN 

LOS  ANGELES 

KWKW 
DELIVERS 

THIS 

CITY-WITHIN- 

A-CITY 

LA.— RYan    1-6744 

S.F.— Theo   B.  Hall 

Eastern     Rep. — National    Time     Sales 

49th  and 

Madison 

When  do  commercials  lose  impact? 

\\  e  are  looking  for  some  research 

material  pertaining  to  the  saturation 
of  commercials.  We  are  particularly 

interested  in  the  impact  curve  of  com- 
mercials on  sales  as  it  pertains  to  the 

number  of  times  a  particular  commer- 
cial is  used,  over  what  span  of  time 

or  number  of  programs,  or  whatever 
else  has  been  developed  and  reported 
in  this  field. 

Ralph  Carson,  Carson-Roberts 
Advertising,  Los  Angeles 

*F«p  a  valuable  guide  to  audience  delivered 

depending  on  the  degree  of  "saturation."  see Radio  Basics  section  of  Tv  and  Radio  Basics,  out 
next     week. 

Swap  results  for  ratings 

I  noticed  in  the  sponsor  issue  of  6 

July  that  in  "This  We  Fight  For"  por- 
tion of  Sponsor  Speaks  you  talked  of 

cash  results  rather  than  ratings. 

Needless  to  say,  that  when  and  if 
this  day  ever  arrives  it  will  be  a  great 

day  in  the  history  of  broadcasting 
business. 

Bob  A.  Roth 
commercial  manager, 

KONO-TV,  San  Antonio 

Two  fm's  make  beautiful  music 

I  was  gratified  to  see  a  mention  of  fm 
radio  in  your  item  about  stereophonic 

sound.  Is  it  that  there's  so  little  news 
in  the  fm  field?  Naturally,  those  of  us 

in  fm,  and  especially  those  of  us  in  fm 
only,  feel  that  the  medium  is  being 
overlooked.  May  I  suggest  that  you 

keep  a  news  eye  on  the  Fm  Develop- 
ment Association. 

In  the  stereophonic  article  (29  June 

1957,  page  68)  you  mentioned  that  the 
necessary  ingredients  for  stereo  are 

"1)  two  stations  (either  two  am  or  an 
am  and  an  fm)."  Please  be  advised 
two  of  our  brothers  in  the  Los  Angeles 
area  are  broadcasting  stereo,  and  they 

are  fm  only.  For  several  months 
KCBH-FM  and  KHOF-FM  have  been 

broadcasting  two  hours  of  stereo  each 
Sunday  afternoon.  Just  this  month, 

KCBH-FM  and  KMLA-FM  have  start- 

ed broadcasting  six  hours  of  stereo 

every  Sunday.  As  interest  in  stereo 

usually  comes  as  a  follow-up  of  high 
fidelity,  no  other  system  can  offer  the 

listener  the  advantages  of  both  stereo 

and  high  fidelity  as  can  two  fm  sta- 
tions. 

Your  omission  was  small,  but  it's 
big  to  the  fm-only  operators.  Even 
though  you  seldom  mention  my  me- 

dium, I  still  read  your  magazine  from 
cover  to  cover. 

Jim  Hodges 
commercial  manager, 

KQXR,  Bakersfiebi,  Calif. 

High  results  not  high  pressure 

In  your  "Sponsor  Hears"  section.  June 
29  issue,  you  attribute  the  large  num- 

ber of  commercials  heard  on  small 

town  stations  to  the  work  of  "high- 

pressure  contest  promoters,"  and  men- tion that  there  are  some  thirty  such 

groups  operating  out  of  New  York. 
I  do  not  take  issue  with  your  figures 

regarding  the  organized  high-pressure 
sales  groups,  but  I  do  take  exception 

to  your  implication  that  most  small 

town  stations  running  a  full  commer- 
cial schedule  do  so  because  of  the  ef- 

forts of  these  hit-and-runners.  Certain- 

ly, many  small  market  radio  stations 
do  allow  outside  crews  to  come  in  and 

sell  a  quick  gimmick-deal,  but  by  far 
the  greater  majority  of  the  successful 
small  market  station  operators  have 
made  their  own  success.  The  small 

station  owner  has  always  derived  the 

major  share  of  his  income  from  the 
local  merchant,  and  during  the  period 

of  television's  ascent  felt  far  less  finan- 
cial pain  than  those  larger  stations  who 

depended  so  much  on  national  busi- 
ness. The  small  town  retail  adver- 

tiser is  one  of  radio's  greatest  fans — 
he  has  seen  radio  bring  him  results  at 

point  of  sale  and  knows  its  value. 

So,  next  time  you  tune  your  car  ra- 
dio to  a  small  town  station,  chances 

are  not  that  a  ".  .  .  crew  of  high-pres- 

sure contest  promoters  has  been  work- 

ing in  the  area."  Odds  are  that  you 
are  listening  to  a  station  operated  by  a 

good  businessman  who  has  been  get- 

ting results  for  other  good  business- 
men for  many,  many  years. 

W.  J.  Taylor,  managing  director. 

Southern  California  B'dcasters Ass'n,  Los  Angeles 

26 
SPONSOR 20  july  1957 



The  status  quo  in  Atlanta  remains 

the  same      only  mere  to.  NTS  No.   2  detailed 

for  advertisers  die  overwhelmingly 

dominant  coverage  advantage 

they  enjoy  on  WSB  IV.  Now.  ARB  gives  \mi 

a  picture  Ol  the  big  audience  dominance  which 

is  yours  only  on   WSB    IV      with   share  of 

audience  ranging  as  high  as  65.1. 

Ask  your  Petry   man  to  show  you  the  new 

graphic  chart  detailing  this  information. 

It's  a  pretty  picture  for  WSB-TV  advertisers. 

Atlanta's  DOMINANT  station... WSB/ TV ^B9 
DOMINANT    IN    AUDIENCE 

Sign-on  to  sign-off: 

WSB-TV  has  41.3%  of  the  audience 

Station  B  has  36.2%  of  the  audience 

Station  C  has  23%   of  the  audience 

DOMINANT    IN   COVERAGE 

In  the  50%  or  better  penetration  areas 

WSB-TV  covers  100  counties 

25%    more  than  Station   B  covers 

72%   more  than  Station   C  covers 

♦ARB,  June  1957 
•NCSNo.  2 

/   
   '

* 

■f 

/ 

Atlanta's WSB/TV 
Represented  by  Edw.  Petry  &  Co. 
Affiliated  with  The  Atlanta  Journal  and  Constitution 

NBC  affiliate 

SPONSOR 
20  .it  i.v   L95*i 
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Its  happened  in  Minneapolis-St.  Paul 

WDGY  takes  over  first  place  — 

and  3  surveys  say  so! 

May-June  Hooper  says  it.    WlHiY  has  25.6%  average  share  of  audi- 
ence, 7  a.m.-(>  p.m.,  Monday  through  Saturday. 

June  Trendex  says  it.    WDGY  has  29.9%  average  share  of  audi- 
ence, 7  a.m.-6  p.m.,  Monday  through  Saturday. 

Latest  Nielsen  says  it.  WDGY  first  XSI  area  9  a.m.-6  p.m.,  Monday 
through  Saturday. 

Latest  Pulse  (back  in  March-April)  said  WIMJY  is  first  every 
afternoon. 

Storz  Station  programming  excitement  has  over- 
turned radio  listening — and  time-buying — habits 

of  a  generation.    Get  details  from  your  Blair 
man  ...  or  talk  to  WDGY  General  Mana 
Jack  Thayer. 

WDGY 
50,000  watts 

Minneapolis-St.    Paul 

K^P  <^}j 

STATIO INJ  S 
)DAY'S     RADIO     FOR     TODAY'S     SELLING 

WD6Y  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM  Miami 

28 

REPRESENTED    BY   JOHN    BLAIR    &    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED   BY  ADAM   YOUNG   INC. 
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YOU  DON'T  HAVE  TO  BE 
A  GIANT  TO   COMPETE 
So  «.a\>   Earle   Ludgin  <»f  Chicago  agenci  of  1 1 1 « -  same  Dame. 

Small  agency    or  clienl  can   lijiht  iln*  majors — and  win — with  creativity. 

\\  hat's  creativity?     Surprise,  agility,   imagination   and   humor 

"Y 

i  1111  \i.<> 

ii  don'l  have  t"  be  a  gianl  t"  com- 

pete w  ith  one." I  lii-  i-  \s li.it  I. ,ii  [e  Ludgin,  board  chair- 

man "t  tin-  Chicago  agenc)  bearing  his 
name,  illustrates  with  ideas  and  action  l"i 
In-  accounts  ami  In-  -tall  r\cr\  minute  "f 

the  advertising  day.  His  agency  ami  it- 
HI  million  billing  appear  bite  Bize  in 

comparison  with  the  gianl  maw  "f  a 

J.  \\  alti'i  Hiompson.  \ml  mam  of  his  ac- 
counts appeal    Lilliputian   in  contrast   t>> 

their  own  multi-million-dollar  competitors. 

Bui  Ludgin  competes  h  iili  \W  I 
and  Rath,  previously  an  unknown  from 
Waterloo,  Iowa,  now  bests  man)  a  meat 

packer  in  ii-  ow n  1 1 ade. 
\  midgel  i  an  <  ompete  w  iili  anj  giant 

if  In-  can  best  him  on  one  score  the  vital 

ana  mysticall)  described  a-  creativity. 

Thi-  i-  the  credo  of  Ludgin  tin-  man  ami 

Ludgin   tin'  agen<  \  . 
Ludgin,  a-  everyone  knows,   i-  a   ere- 

Creativity  by  osmosis:  Modern 
handwoven  rug.  part  of  extensive  art 
collection,  frames  (from  L)  Earle 
Ludgin,  Int.  chm.:  Jane  Daly,  v.p., 

tv-radio;     \  incent     Bli--.     president 



Ludgin  says  the  agency  with  a  future 

has  to  have  a  bedrock  in  marketing  solidified  by 

creative  people  and  new,  adventuresome  ideas 

ative  ageiu  \ .  It  hires  creative  people, 

spends  laborious  hours  planning  crea- 

tive campaigns,  sends  out  top-echelon 
speakers  to  beat  industry  bushes  with 

words  designed  to  enflame  all  onlook- 
ers with  the  need  for  creativity. 

What  most  people  don't  know  is 
what  creative  means  in  Earle  Ludgin's 
dictionary.  The  term  is  no  artificial 

barrier  dividing  the  writing  and  art 
units  from  such  areas  as  the  account 

group,  administration  and  research. 

Earle  Ludgin  and  Co.  is  first  a  market- 

ing agency,  secondly  a  creative  agen- 

cy, thirdly  an  operation  geared  to  crea- 
tive marketing  at  every  job  level  in  the 

company. 

An  example  of  this  integration: 

Rath  Packing,  which  had  never  adver- 
tised nationally,  was  studied  by 

Ludgin  marketers  intensively  for  some 
seven  months  before  the  first  campaign 

specific  was  put  on  paper.  The  rec- 
ommendation: spot  television  to  gain 

distribution  and  to  make  sales  for  the 

frozen  pork,  beef  and  veal  Chopettes. 

Creative  copy  and  creative  buying 
which  followed  creative  planning  have 

led  to  an  outstanding  sales  record  for 
the  company. 

What  are  the  components  of  a  cre- 
ative agency?  Earle  Ludgin  gives 

some  of  his  reasoning. 

"A  creative  agency  doesn't  rely  on 
formulae  of  any  kind.  Every  adver- 

tiser's problem  is  a  different  one  and 
the  first  requirement  is  to  isolate  the 

problem  itself.  Within  each  problem 
there  is  and  must  be  a  solution.  As  a 

marketing  agency,  our  concern  is  to 
consider  the  facts  first  as  presented  by 

marketing  and  then  proceed  to  the  cre- 

ative." What  gives  an  agency  that  margin 
of  difference  from  its  colleagues  which 

makes  it  able  to  compete  with  giants? 

Ludgin  says  the  "unexpected  will  do 

it."'  imagination,  agility,  humor  —  but 
you  have  to  use  it  judiciously — and 

the  "offbeat  which  is  still  in  beat." 
These  qualities  are  unusually  effec- 

tive giant-killers  in  broadcast  media 

campaigns,  says  Ludgin.  "A  formula 
was  developed  in  the  days  of  radio,  a 

formula  of  triteness  and  repetition  in 

programs  and  commercials  which  gave 
the  agen<\   and  the  client  great  wealth. 

30 

They'd  rotate  the  same  commercials  in 
a  regular  pattern  over  the  standard 
three-,  six-  or  12-week  cycle  and  it 
worked  commercially.  Artistically,  it 
was  terrible. 

"This  pattern  is  no  longer  valid.  The 
agenc\  which  repeats  a  success  in  the 

hope  that  this  will  be  a  formula  rather 
than  a  simple  pattern  is  in  trouble.  The 

very  weight  of  advertising  is  suffo- 

cating some  advertising.  There's  just 
too  much  of  it.  People  shrug  it  off  or 

they  can't  remember  it  at  all  or  they 
have  only  a  vague  notion.  Nothing  can 

be  more  expensive  than  to  have  a  good 
commercial  not  remembered. 

"This  is  the  creative  job  we  have  to 
do:  first,  to  get  ourselves  seen  or  heard 

and  then  to  get  us  recognized  for  who 

we  are.    Then  we  can  make  the  sale." 
How  to  get  this  recognition: 

•  Unexpectedness :  "If  the  viewer  or 

listener  knows  what  you're  going  to 
do,  you  need  a  lot  of  weight  to  do  it. 

Weight  is  insistence  you  can't  avoid, 

so  pervasive  that  the  consumer  can't 
escape.  Few  advertisers  have  the  kind 

of  money  which  buys  this  heavy 

weight.  A  normal  advertiser  with  a 
normal    budget     must    make     himself 

seen,  heard  and  felt  against  tremen- 
dous competition.  The  unexpected  is 

the  best  way." •  Humor:  "Humor  must  be  treated 

very  carefully  so  it  doesn't  overwhelm 
the  story.  It  can't  take  possession  of 
what  is  being  done.  We  think  a  series 
of  Helene  Curtis  commercials  does  this 

perfectly.  Perhaps  no  more  than  25% 
of  the  women  used  hair  sprays  when 

we  introduced  our  European  series  of 
commercials  for  Spray  Net.  We  used 

cities  there  for  a  connotation  of  pleas- 
ure, but  every  frame  did  some  selling. 

We  showed  a  London  barrister  whose 

wig  was  stiff,  and  told  women  theirs 

needn't  be." •  Imagination:  "The  people  we  hire 
must  be  willing  to  go  beyond  their 

own  experience,  their  own  limitations. 
Some  agency  people  do  only  what  they 
have  learned  elsewhere:  others  are  not 

basically  original  and  they  prefer  pat- 
terns. Still  others  are  oppressed.  We 

don't  want  people  who  are  comfortable 
in  knowing  a  proven  track.  We  try  to 
find  a  different  way  before  we  accept 

the  current  way." 
The  agency  administrators,  headed 

by  Earle  Ludgin  and  by  Vincent  Bliss, 

its  president,  use  their  own  imagina- 
tion in  finding  things  which  will  spark 

the    free-wheeling    ideas    of   the   staff. 

Some  of  these  devices  are  more  ob- 

vious than  others.  Ludgin's  personal 

painting  collection,  a  well  known   ex- 

Midget  to  major  is  story  of  McLaughlin's  Manor  House  coffee,  regional  account with  almost  100%  of  budget  in  tv  spot.  Film  commercial  screening  gets  check  by 

writers,  producer.    About  55%   of  Ludgin's  $14  million  goes  to  broadcast  media 

Midget-to-major  epic  is  duplicated  by  Stopette,  first  spray  deodorant  on 
market  which  zoomed  to  incredible  success  with  tv.  Underwater  film  sequence,  top 

award-winner   at   Chicago   Federated  Ad   Club,   shows  "clean   feeling"   of  product 



ample,  is  valued  al  several  million  dol- 

lars and  is  hung  "ii  almost  ever)  wall  of 
six  floors  in  the  LaSalle-\X  a<  kei  Build- 

ing on  Chicago's  riverfront.  1 1 >•  -  paint- 
ings are  rotated  foi  ih<-  same  reason  i\ 

ami  radio  commercials  are  switched: 

to  gain  awareness,  give  the  \  iewei  new 

horizons,  implant  a  feeling  of  pleasure 

ao  ompanied  bj  progressive  i  bange 

I  bere  are  also  mobiles  and  w  ulptures. 

Other  approaches  i"  Bparking  em- 

ployee creativity  are  less  obvious.  [\ 

producer  Clair  Callihan  recently  ai 

ranged  for  half-hum  film  Bhowings  foi 

all  emploj ees  in  the  36th  ll""i  confei • 
ence  room  each  month,  one  at  noon 

.mil  tin-  other  al  .">  o'clock.  ( lompanj 
officers,  account  executives,  clerical 

workers  and  research  people  all  staff- 

•  ■I  -  have  a  chance  to  see  the  \  isual 

techniques  used  in  the  world's  ctassii 
movie  productions  rented  from  the 

Museum  "I  Modem   \n  in  New  ̂ >  ■  > i k . 

This  continued  exposure  both  di- 
rect and  subtle  to  new  ideas  is  aimed 

at  heightening  awareness  <>t'  concepts 
which  arc  fresh  and  experimental  a~ 

well  as  those  which  are  old  and  proven 

It     all     adds     up,     Ludgin     think-,     to 

smarter  employees,  bappiei  ones,  nunc 
creative  and  productive  ones. 

President     Pdiss    sa\»    "We    struggle 
hard  to  break  the  patterns  of  behavioi 
even  time  it  can  be  done  sensibly.   We 

A     STUDY     IN  CONTRAST 

On    these    pages:    Earlc   Ludgin  A    Co,    billin      $14   milium 

[Ji    piti    ii  -  medium  size,  I  udgin  i  ompi  and 

creativi    leveli    with    mu<  Ii    bi  ' A                             01    imiU 
I    I   itfa  I                       1 1  V      I-     lh< 

Next  week:  I.  II  altet  Thompson  with  billings  ovei  $250  million 

Giant  .in.;  I  \\  r,  undei  Norman  Strouse'i  l<  idership,  applies 
streamlined  formula  foi  meshing  tv,  media,  research  department!  on  ■ 

sm.iii  ,,   mi   groups  "iili  top-level  counsel  i-  today'i    ippn 

I' >< >k  for  the  i"\  big  thought.  \\  e  chan- 

nel the  creative  instinct  toward  an  ex- 

panding market  when  we're  talking 
u  iih  out  '  lients.  I  Ireal  i\  e  thought  ap- 

plies i"  othei   than  the  techniques  ol 

creative    expression.       I  hat  -    win     mil 

writers  spend  as  much  time  on  research 

as  thej  do  on  w  tiling. 

"  I  In-  giants  are  slowei  on  theii  feel 
than  we  are.  We  want  to  increase  the 

production  and  sales  ol  our  accounts 

b)  imaginative  marketing  and  we're 
willing  to  go  to  much  more  than  rea- 

sonable  lengths  in  giving  rein  t<>  spe- 

■  ial  talents  ol  our  people.  We  don't 
want  an  inflexible  organizational  chart. 
"We  ti\  to  lit  the  business  to  out 

people.  It  -  mure  dillicult  l<>  keep  our 

business  well  organized  without  a  blue- 

print yet  we  know  people  work  bettei 
h  ithoul  one.    I  here  just  aren  i  enough 

id   people  in  advertising. 

I  he  i "V  in-  thought  of  \\ hich  l!li-- 
Bpeaks  has  more  room  in  w  hich  to 
rove  in  I'-l'-v  ision,  he  - 

I  he  agencj .  at  this  mid-)  eat  point, 

is  billing  some  $1  I  million  and  about 

5595  nf  this  goes  int"  broadcast  me- 
dia pi  imai  il\  in  t\.  Billing  has  more 

than  doubled  since  1953,  and  the  i  un- 
dow  n  "I  accounts  toda)  includes :  I  he 

Best  Foods,  Inc..  New  York,  foi  liii 
dyes  and  Shinola  and  Dress  Parade 
shoe  polishes;  Helene  I  lurtis  Industi  ies, 
In. ..  ( Ihicago,  foi  Spra)  Net,  Stopette 

deodorant  and  Lenthei  i<  |»-i  fumes ; 
II te  Rath  Packing  I  o., Waterloo,  Iowa, 

■  Please  linn  to  i>nw  (<<)\ 

Broadcast  planners  on  seven  out  "t  nine 
accounts  art-  Ruth  Babick,  chief  timebuyer, 
.mil   (lair  Callihan,  one  >>t  three  producers 

Account  planning  is  sometimes  done  five  years  in  advance  as  with  Rath  Packing,  ari"ili<  r 

t\  ~ii..,- — .    \j>rnr>'s  lii--r-t  |, in. i, |,  ,i-i  client  i-  Helene  <  urtis  fndustries.   V.p.  Ralph  Wl 
accnt.  super.,  directs  expansion  "t   Stopette,  vpr.i\    Net,   Lentheric,  all  big   ni 



Big-city  media  people  toured  200  miles  in  two  ilays  in  a  private  bus.    First  day's  tour  was  planned  by  WSTV-TV;  second  by  Ohio  group 

TIMEBUYERS'    TOUR 
Some  stations  find  it  more  profitable  to  take  the  agency  buyer  to 

the  market  than  to  sit  in  a  far-away  buying  center  and  try  to  talk 

about  an  area.  WSTV-TV,  Steuben ville,  toured  17  media  people  thru 

Ohio's  valley  area  for  two  days  showing  cities,  industry  and  people 

^J  ne  of  the  roughest  problems  tack- 
led by  any  station  or  rep  is  explaining 

a  far-away  market  to  a  timebuyer  or 
media  man.  How  do  you  describe  a 

city  and  trading  zone,  its  people  and 
customs,  its  station  facilities  and  talent 

or  its  buying  potential  to  a  buyer  who 
works  in  an  office  1,000  miles  awa\  ? 

Some  stations,  such  as  WSTV-TV, 

Steubenville,  Ohio,  have  found  one  an- 
swer:  instead  of  taking  the  market  to 

the  buyers  they  deliver  the  buyers  to 

the  market.  YYST\  TV  recently  con- 
ducted a  two-da}  flurry  of  touring, 

sightseeing,  education  and  fun  for  17 
1 1 mors  from  three  major  advertising 

agencv  centers — New  York.  Chicago 
and  Minneapolis. 
Seventeen  executives  from  The 

I  tic  ikI  I  \     Group,     which     operates 

WSTV,  Inc.,  and  other  outlets,  were 

joined  by  three  members  of  Aver-y- 
Knodel  station  representative  firm  a« 
hosts  to  the  buyers  and  media  people. 

Station  president  Jack  N.  Berkman  and 
executive  vice  president  John  J.  Laux 

toured  the  group  in  a  private  bus  over 
200  miles  through  the  upper  Ohio 
River  valley. 

They  showed  the  buyers  at  first-hand 
exidences  of  the  industrial  boom  in 

that  area  which  last  year  brought  in  16 
new  industries  and  created  5,000  new 

jobs.  New  construction  within  a  50- 
mile  radius  of  the  station  is  estimated 

to  have  cost  more  than  $550  million. 
The  tv  station  conducted  its  own 

broadcast  and  fun  tour  the  first  day : 

the  Ohio  River  Valley  Development 
Council  took  over  the  second  dav. 

Here  are  some  of  the  tour  features: 
Jack  Berkman  was  host  at  a  cocktail 

party  in  his  home  after  the  guests  ar- 
rived by  plane  from  the  various  cities. 

The  following  morning  the  group 

toured  Steubenville  Pottery,  where  the 
well  known  Russell  Wright  potterv  is 
made.  President  Harry  Wintringer 

showed  the  baking  ovens  in  which  the 
pieces  are  fashioned,  taking  the  tour  to 
the  final  step  of  hand  decoration. 

Next  stop  was  the  construction  site 
of  the  new  Cumberland  locks  and  dam, 

a  $75  million  project  just  North  of  the 
city  which  is  part  of  the  modernization 

program  to  improve  Ohio  River  navi- 
gation. Next  to  it  the  visitors  saw  the 

$]  1(>  million  Ohio  Edison  power  plant 

now  being  constructed  to  provide  pow- 
er for  new  industry   in  the  valley. 
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Buyers   '■*    '■'       Russell    Wright    potter)    in 

Picnickers  ate  ox  meat  roasted  for  then  in  public  park 

Plant  visit  '"  Weirton  Steel  showed  visitors  typical  industry   in  area  ^lii'l, 
1550  million  in  new  construction  I  <-i  year,  \<>  new  industries  i"!,- 

Cucsts  came  from  three  i u.i i < >r  buying  centers.  The)  included  (front  row, 
im,,!  I  ,  George  <  I  mi,,,,.  \\  I!  I  K-WPAR,  Clarksburg,  Parkersburg,  W.  Va.;  Lou 
Kennedy,  K&E,  New  York;  Pack)  MacFarland,  WSTV-TV;  Bob  Kizer,  Wery- 
Knodel,  New  Fork;  Hill  Rhodes,  WSTV-TV;  Bill  Harms,  Wery-KnodeL  Cbi- 
cago;  Don  toset,  WPIT,  Pittsburgh;  I  .,rl  Weinman,  WSTV,  Inc.;  (first  r.,w. 
standing,  from  l.)  John  I.  I  aux,  WSTV,  Inc.;  Joseph  M.  Troesch,  WSTV,  Inc.; 
Susan  Nelson,  Chicago;  Genevieve  Lemper,  FC&B,  Chicago;  I* .1  %  Jones,  Y&R, 
New  \nA:  Genevieve  Schubert,  Compton,  New  V,,k:  Marian  Manzer,  '  amp- 
I, <IIMiil, it n.  Minneapolis;  Wendell  Eastling,  Knox-Reeves,  Minneapolis;  John 
i  "I,.  Mc<  ann-Erickson,  I  bicago;  lack  \.  Berkman,  WSTV,  Inc.;  Fred  Wi 
WSTV,  Inc.:  (third  and  Fourth  rows,  .,-  (aces  appear)  ̂ .m,  Vitt,  Dl  S&S,  Nev 
York;  Virginia  Griffin,  WSTV-TV;  Pete  Dalton,  B&B,  Nev,  York;  Lou  Nelson, 
Goeffre)  Wade,  Chicago;  Rod  Gibson,  WSTV,  In,.:  Gertrude  Scanlon,  BBDO 
New  ̂   ,,ik ;  Dave  Seidel,  Leo  Burnett,  I  bit  igo;  I  •  ■  Gaynor,  D-F-S,  New  ̂   ,,rk : 
John   Deacon,  Tatham-Laird,  (  bicago;   Hard, I   Spielbei  Co     Chi 
Hill  Kennedy,  JW  T,  Chicago;  Glenn  Gilbert,  Wery-Knodel,  Detroit;  Rei  k 
WSTV-TV;    flarrj    Burke,    KODE-TV,   Joplin,    Mo.    Jack    Berkman    was 

Crossing  the  river  into  Wesl  Vir- 
ginia, buyers  lunched  at  a  countr)  club 

and  toured  the  Weirton  Steel  Co. 

which  employs  14,000  persons.  Trac- 
ing production  ol  steel,  the)  saw  molt- 

en  steel  being  poured  into  cauldrons 

and  the  giant  >lal>>  being  rolled  down 
into  thin  sheets. 

Returning  t<>  Steubenville  thej  at- 
tended  a  cocktail  part)  where  the)  met 

Ohio  Governor  \\  ill iam  C.  O'Neill,  ke\ 
speaker  at  a  banquet  which  followed. 

The  group  then  splil  up  among  three 
boats  to  travel  the  Ohio  River  for  a 

nighl  view  of  the  cit)  and  some  of  its 

all-night  industr)   operation-. 
On  the  second  da)  buyers  went  to 

Olin  Malhie-on  ami  Revere  Copper's 
new   $230  million  aluminum  plant   in 
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THE  PERFECT  PRODUCT 

FOR  A  TV  WEATHERCAST 

E^  \.  i  -,   •  kimws  aliout  air-conditioning,  especiall)   in  the  hot 

months,  but  here's  an  advertiser  who  turned  on  the  heat  in  the 
winter  In  talking  about  humidity.  The  Skuttlc  Manufacturing 

Co.  of  Milford,  Mich.,  a  pioneer  in  humidifiers  and  interior 

moisture  control,  decided  to  lr\  and  make  the  public  humidity- 
conscious. 

I  he  firm  launched  a  tv  test  campaign  in  the  Grand  Rapids 

area  via  Jaqua  Co.,  its  agency.  The  bu)  :  a  five-minute  weather 

report  on  WOOD-TV.  Grand  Rapids,  featuring  meteorologist 

Frank  Slav  maker.  The  idea:  a  combination  of  Slaymakdr's 
delivery  and  the  program  content  would  command  more  than 

routine  attention  for  the  commercial  message. 

The  reasoning  was  right  and  the  result  impressive.  In  a 

six-month  period  l  1  July  through  31  December  1956)  dealers 
sold  over  twice  the  number  of  humidifiers  they  had  moved  in 

the  preceding  12  months,  an  increase  of  more  than  200^5  • 

The  media  strategy  was  straightforward.  Television  was 

selected  because  of  its  ability  to  both  demonstrate  the  product 

and  educate  the  public  as  to  the  effects  and  methods  of  con- 
trolling moisture  in  the  air.  The  Grand  Rapids  test  area,  since 

it's  the  home  base  of  the  agency,  allowed  for  a  close  check  of 
the  program,  commercials  and  consumer  response. 

Originally  signed  for  13  weeks,  the  show  was  renewed  to  run 

until  the  end  of  the  heating  season.  After  the  schedule  was 

completed  word-of-mouth  assistance  snowballed  public  response 
well  into  the  summer  months.  ^ 

Meteorologist  Frank  Slaymaker  delivers  humidifier  commercial  on  WOOD- 
TV  weather  report.   Program  more  than  quadrupled  sales  in  tv  test  area 
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nearby  Clarington  where  thev  were  met 
by  a  local  high  school  band.  The) 
then  visited  the  county  seat,  where 

again  a  band  turned  out  to  welcome 
them,  and  beard  the  mayor  talk  of  the 
town.  il>  citizens  and  local  industry. 

Wind-up  to  the  tour  was  an  ox  roast 
in  another  small  Ohio  town,  Barnes- 

ville,  where  local  people  were  hosts  at 

the  feast  in  a  city  park.  Manufactur- 
ers and  businesses  in  the  area  set  up  an 

exhibit  for  the  visitors  to  see. 

Each  phase  of  the  tour  was  designed 

to  give  the  far-away  buyers  a  better 
understanding  of  the  character  and 
mood  of  the  Ohio  valley  communities 

and  the  people  who  live  in  them.  Thej 
contrasted  urban  with  rural  residents 

and  got  a  briefing  on  the  historv  of  the 
area  and  its  future  goals. 

The  Avery-Knodel  people  there  were 
Glenn  Gilbert  of  the  Detroit  office,  Bill 

Harms  of  Chicago  and  Bob  Kizer  of 

New  York.  Other  Friendly  Group  ex- 
ecutives attending  were  Harry  Burke, 

vice  president  and  general  manager  of 

KODE-TV,  Joplin,  Mo.;  George  Clin- 

ton, vice  president  and  general  mana- 
ger of  WBLK,  Clarksburg,  and  WPAR, 

Parkersburg,  W.  Va.;  Don  Io-et,  vice 
president  and  general  manager,  \^  FIT. 
Pittsburgh.  Others  from  WSTV,  Inc.: 

Louis  Berkman,  vice  president;  Carl  \. 
Weinman,  secretary-treasurer;  Joseph 

M.  Troesch,  vice  president  and  assist- 
ant general  manager;  Rod  Gibson,  na- 

tional sales  manager.  New  York.  The 
names  of  all  the  timebuyer  guests  are 
on  the  preceding  page. 

Why  should  a  station  go  to  the 
trouble  and  heavv  expense  of  such 
an  elaborate  tour  for  so  many  people? 

Many  stations  don't  think  it  is 
trouble  and  thev  figure  the  cost  i- 
saved  many  times  over  by  giving  the 

buyer  first-hand  familiarih  with  the 
market.  And  this  kind  of  maneuver 

ends  up -saving  everyone  a  lot  of  time: 
the  media  person  in  the  agencv.  the 

rep  and — many  times — the  visiting 
manager  or  salesman  from  the  station. 

For  comments  on  this  subject,  see 

answers  to  "What  is  there  about  your 

market  that  a  buyer  must  see  person- 

all)  to  understand?''  in  SPONSOR  Asks 
on  page  44  of  this  issue.  Among  the 

big  reasons:  location,  ratings,  bro- 

chures and  sales  figures  don't  tell  the whole  station  story;  there  are  many 
variables  in  social  and  economic  tastes 

and  trends;  cities  are  changing  fast; 

each  market  area  is  unique  and  has 

certain  pluses  on  which  a  bu\er  can 
capitalize.  ^ 

spoy-hi; 
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Ciant:  This  oversize  model  "f 
a  Frigidaire  «a-  constructed  in 
Cinema  et  Poblicite  Btndioa  in 

Paris  for  a  live-action  commer- 
i  i.il  that  turned  demonstration 

technique    into   a    glamour    -per 

TV  COMMERCIALS  WITH 

THE  CONTINENTAL  TOUCH 

Like  foreign  movies  and 

sports  ears,  the  European 

filmed  tv  commercial  fills 

a  speeial  niche  without 

threatening  U.S.  product 

lol  ever)  American  in  l'ari-  these 
days  is  a  touri-t  from  the  corn  lull: 
he  111,11  well  It  a  n  commercial  pro- 

ducer from  Madison  Vvenue.  It  could 

be  a  Joe  Forest  "I  Estj  or  a  Mark 
Lawrence  of  Mai  Manns.  John  ami 

Vdams,  or  some  other  I  .  S.  adman  on 

the  continent  to  supervise  shooting  l"i 

some  60-second  -|">t-. 
I  hi-  does  not  impl)  a  rush  ,i«  a\ 

from  I  .  S.  film  studios  and  into  the 

arm-  of  overseas  producers.  I  oreign- 

produced  t\  commercials  -till  repre- 
sent onK  a  fraction  ol  those  showing 

up  on  American  picture  tubes.  I  heir 

part  in  Vmerican  t\  i-  comparable  u> 
the  role  ot  foreign  movies  in  the  I 

not  sufficient  sales  i"  threaten  our 
market  Imt.  in  their  sphere,  ex<  iting 

enough  to  stimulate  local  creativity. 

The  increasing  use  of  thi  - 
commercials  i-  indicative  "t  a  constant 

effort  on  tli.'  part  of  I  .  S.  agencies  ami 

ilieii  clients  f"r  the  betterment  ••)'  <  om- 
menials,  [*he  televiewer  in  hi-  Living 
room  ma\  enjo)  the  show,  hut  his 

gratitude  t"  the  sponsoi  does  not  obli- 
gate him  to  w  itch  the  (  onunen  ial.  S 

there  is  a  natural  concern  among  ad- 
vertisers to  produce  commercials  that 

command    rather    than    repel    <wxl 
attention. 

"Here  in  the  n  production  depart- 

ment." one  adman  told   5PONSOB    "we 
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CONTINENTAL  COMMERCIALS   continued. 

I  face  the  fad  thai  fee  t\  is  a  left- 

it  ,1  u;i\  of  saj  ing,  'W  ouldn  I  it  be 
nice  to  see  the  show  without  the  com- 

mercials!" So  the  quest  for  fresh  ap- 
proaches and  techniques  will  go  on 

and  ocean-  will  not  he  harriers. 

( )n  this  side  of  the  Atlantic,  some  of 

the  large  l\  conunercial  studios  be\ond 
I  .  S.  borders  are  S.  \\  .  Caldwell.  Rob- 

ert Lawrence  Productions,  Williams  & 

Hill.  Crawlej  Films  and  Meridian, 

all  in  Canada,  and  Tompkins  Produc- 
tions in  Mexico  City.  In  Europe,  some 

of  the  majors  sen  ing  I  .  S.  clients  are: 

Joop  Geesink  (pronounced  \  ope  Gee- 
/ink'.  Amsterdam:  Clobal  Telefilm-. 

Munich:  Pearl  and  Deane,  Ltd.,  Lon- 

don; and  in  Paris.  Cinema  el  Publi- 

cite; l.es  Films  Pierre  Remont;  Post 
Parisien;   Le  Cornete  and  Surat. 

Many    have    U.    S.    representatives. 

Global,  for  example,  has  it-  headquar- 
ters in  \cu  ̂   ork  but  it>  production 

staff  in  Munich.   Joop  Geesink  (which 

is  really  the  name  of  the  studio's  head; 
the  studio  itself  i-  called  Dolhwood 

since  il  specializes  in  wooden  puppets) 

is  represented  in  this  countn  l>\  Trans- 
film  of  New  York.  \nii  Film  Produc- 

tions. Inc..  New  ̂ oik.  has  under  con- 

tract the  English  studios  ol  Pearl  and 
Deane  and  the  French  firms  of  Cinema 

et  Publicite,  Les  films  Pierre  Re- 
mont and  Post  Parisien. 

Current!)  in  production  at  Arco's 
Parisian  studios  i-  a  L5-minute  spon- 

sored film  for  tv  and  non-theatrical 

distribution  for  Minnesota  Mining  \ 

Mfg.  Co.  i  MacManus.  John  and  Ad- 
ams).  Other  Arco  clients  include:  P&G 

I  B&B  and  Compton),  Prudential  Life 
Insurance  (Calkins  &  Holden),  Old 

Gold  I  Lennen  &  Newell),  Chevrolet 

(Campbell-Ewald)  and  Chrysler  (Mc- 

Cann-Erickson) .  The  latter's  film  is 
the  show  opening  for  Shoicer  of  Stars: 
Arco  did  the  multiplane  and  animation 
while  Van  Praag  in  the  I .  S.  filmed 
the  live  sequences. 

Joop  Geesink's  Amsterdam  studio  is 
currently  producing  the  Ballantine  Ale 
"Brewer's  Gold"  commercials  for  \\  m. 

Esty  Co.  Among  Global  Telefilms  cli- 
ents are  Remington  Shavers  I  Y&R  I 

and  Brylcreem  I  Atherton  &  Currier  I . 

Many  of  these  American  clients  are 

buying  their  commercials  in  color,  not 
because  thev  are  using  them  in  color 
now.  but  as  an  investment.     Meanwhile 

they  are  using  black-and-white  prints 
for  current  telecasting. 

What  attracts  clients  into  the  fold  of 

the  foreign  commercial  producers? 

Price'.''  Not  necessarily.  "Production 
costs  are  comparable  to  those  in  the 

I  nited  States,"  says  Rene  Oulman, 

president  of  Arco.  "The  advantage  of 
using  the  French  facilities  is  the  avail- 

ability of  more  production  talent  and 
more  advanced  types  of  animation  and 
other  effects  for  the  same  budget 

bracket." 

This  is  not  surprising,  since  France 
was  the  cradle  of  animation.  Walt 

Disney  and  Max  Fleishman  before  him 

brought  back  the  technique  from  Paris 

in  the  early  1920's  and  introduced  it  to 
American  theatregoers.  This  doe-  not 
mean  that  French  designers  ha\e  held 

supremacy  in  the  years  since  then. 
I  he  U.  S.  developed  animation  to  a 
very  high  degree.  What  has  happened, 
however,  is  that  in  recent  \ears  the 

short  subject  field  in  Hollywood  has 

dropped  off  with  the  result  that  today 
America  is  not  offering  the  same  high 

caliber  of  schooling  in  animation  and 

design  as  in  the  1930s. 

The  development  of  the  French  film 
commercial  has  meanwhile  been  fur- 

thered through  the  very  nature  of  its 

use.  These  commercials  weren't  de- 
signed original!)  for  television  but  for 

movie  theatres.  There  they  are  screened 

between  programs  and  thev  have  had 
to  be  sufficiently  entertaining  to  keep 

Gallic   audiences    i  who  have  paid   for 

"Take  trois:"   The  set  i-  ready  for  action  at  Cinema  et  Publicite  in  Pari-.    Vs  in 
foreign  feature  films,  European  commercials  get  top  creative  care  and  art  treatment 

Puppets  ««'re  chosen  by  Wm.  Esty  Co.  for  Ballan- 
tine  Mr  commercials  to  avoid  confusion  with  their 

Beer  spots,  .loop  Geesink's  Dolhwood  studios  in 
Amsterdam  created  the  doll-  and  produced  the  series 

Ballet,  with  original  musical  scores,  is  forte  of 
Pari-ian  film  studios.  Above  is  60-second  wine 

commercial  for  -In i\s  inir  in  French  movie  housi •-.  a 

priiiKin    medium    then-.      Spots   are   often   applauded 



theii  --r.it>  i  entei  tained.  \n  added 

bui den  on  the  ci eal ivit)  "I  the  pro 
■  I m  era  is  the  Facl  i hal  these  ad\ ei i isin  • 

~ ! m i r i -  are  Bcreened  Beven  "i  eight  in 
-in  i  r — inn  so  thej  compete  with  each 
othei  l"i  attention.  I  n  I  i ance,  these 

"minute  mo^  iea  ha>  e  become  .i  maioi 
media,     tnej   are  often  applauded. 

I  In-  pictures,  .ill  n  iili  01  iginal  musi- 
cal scores,  are  made  on    (5  mm.  I  asl 

man   color.     Multiplane   animation    is 
combined     with    live-action     01     with 

model    animation.    Sets    are    imag  ina 
live,  coloi  effei  ts  are  la\  ish. 

Animation  costs,  including  original 

-   ■-  i ange  from  $60  .1  Fool   Foi   the 
Bimplei  techniques  i"  $150  a  Fool  foi 

Buch  complex  techniques  as  multiplane 

ami  rotoscope.  I  he  i  osl  "I  stop-mol  ion 
i  a  European  st  ronghold  i  i-  about 
$]  in  a  foot. 

Standard  live-action,  including  oris- ■ 

ina!  scores  and  recording,  ranges  from 

•  i  $13  per  Fool  for  a  60-second 
commercial  depending  on  sets,  size  ol 
cast,  orchestral  ion  and  Facilities.  S 

cial  techniques  range  from  $7,000  to 

$18,000  per  minute  commercial,  the 

latter  Figure  appl)  ing  to  the  mosl  i  om- 
plex  techniques  including  kaleidoscopii 
scenes  as  weU  as  such  effects  as  the 

combination  "I  miniature  sets  and  b"ve 

actors,  known  in  France  as  "trucage." 
"Trucage"  makes  possible  the  illusion 
ol  sets  nf  unlimited  size  and  the  crea- 

tion in  depth  of  an)  realistic  back- 
ground, current  or  historical. 

Bui  what  about  the  cosl  of  sending 

New  York  or  Chicago  agency  repre- 
sentatives  to  Europe  to  watcb  ovei  the 

production? 

\  t « >u  r  i -t  flight  For  one  person  round 
trip  i-  $558  From  New  York  and  for 
first  class,  it  is  $766.  \ii  sleep  seats 

nr  berths  are  extra.  Fhese  Fares,  ac- 

cording to  \rco.  appl]  to  all  trans- 
\tlantic  flights  and  it  is  possible  t 

1»\  one  air  line  and  retui  a  bj  anothei , 

Fee  for  a  passport  i-  $10  and  it  is 
neccessarj  to  have  a  photostat  of  a 

birth  certificate  or  affidavit  attesting 

to  date  and  place  of  birth  and  citizen- 

ship. You  will  als<>  need,  when  apply- 

ing tor  your  passport,  a  witness  who 
has  known  you  For  at  least  two  years. 

Living  expenses  in  Paris  hotels  and 

restaurants  almost  exactl)  parallel  the 

range  of  those  in  New  ̂   <>rk  City.  Kej 

staffers  in  most  of  the  European  pro- 

duction studios  arc  bi-lingual,  so  lan- 

guage present-  no  problem. 

Oulman  points  out  that,  in  the  i     - 
of  his  firm,  it  is  not  necessary  that  an 
agenc)  send  a  production  man  to  Paris 

I 
▲ 

'     TA.       \^        \l 

^ 

Wings  for  admen :  Mark  Lawrenci     rice  president  "I  MacManui  '  l.nn-. 
lakes  "(1  m  iih  In-  »  i1      ■  i 

Sidewalk  conference:    Erii    Eisner,  ol    Vrco  Film  Productions  (facing  discusses 

I  .S.   commercial    with    Parisian    produce]    in    boulevard    cafe.     Pogo    -ink    is    a    film 

since  \iro  executives  travel  hack  and 

forth  regular!)  and  maintain  constant 

liaison   between  agencies  and  studio-. 
However,  mosl  advertisers  like  to  be 

on  the  scene  and  it  is  a  jjood  idea. 

Selling  an  American  product  to  an 

American  t\  audience  requires  an 
\merican  approach.  The  costume  of  a 

Dutch  puppet  maj  be  just  a  -hade  too 
continental,  some  small  mannerism  of 

a  French  actress  ma)  tip  off  the  folks 

back  in  Peoria  that  -he  i-  not  "the 
all-American  girl  next  door.  Manx 
I  .  S.  producers  in  competition  with 

the  studios  overseas  see  this  "lack  of 
understanding  of  the  American  mar- 

ket a-  one  ..I  the  pitfalls  in  using 

foreign  commercial-.  The)  al-o  believe 

a  foreign  studio's  service  to  an  agenc) 
can  fall  short  oi  the  service  (making 

quick  changes,  etc.  I    offered   here. 

Nevertheless  the)  recognize  that  foi 
certain  techniques  and  purposes  the 

foreign  commercial  can  fill  a  necessar) 

niche,  and  the)    might  a-  well  live  with 
it.   For  example.  Zoli  N  idor,  V.S.C,  of 

MP()-T\  Films,  In.,  will  spend  August 

in  the  major  studio  centers  of  l.urope 
to  observe  production  techniques,  bu) 

equipment  and  investigate  possibilities 
ol  exchange  agreements. 

On  the  advertiser's  side,  hen-  is  a 
good  example  ol  wh)  a  foreign  film 

studio  was  selected  b)  a  I  .  v.  ad 
agenc)  to  produt  e  i  ommercials  foi  a 
I     v  i  lient.  men  i.d-  are  the 

amusing    "Brewer's    Gold      series    for Ballantine    We,   featuring   the  pu] 

and  him  techniques  of  Jo  sink's I)oll\  wood  studios  in  I  Folland. 

"••ur  choice  to  do  these  abroad," 

sa)  -  Joe  I  orest,  Est)  -  \  .p.  and  com- 
mercial  director,  "was  the  result  of 
some  careful  analysis.  I  he  produi  t  was 
the  ke\  to  our  thinking.  Since  Ballan- 

tine Beei  also  advertises  on  t\.  Ballan- 
tine Me  i  ommercials  had  to  be  out- 

-i  •  dingl)  different.  Vie  is  not 

^  et  in  the  public  mind,  and  for  main 

to  hnical  reasons,  it  i*  beer.  \l<-  also 
represents  a  limited  market  i  omp 
with  beer:  it  i-  a  limited  brew   with  a 
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Bill  Coyle  "S''N  kinescope  equipment  for  filming  flip-card  presentation 

HOW  TO  PUT  A  FLIP-CARD 

PRESENTATION  ON   FILM 

■  lospective  tv  sponsors  in  the  District  of  Columbia  are  get- 

ting a  welcome  relief  from  the  usual  flip-card  sales  presenta- 

tion. WRC-TV,  Washington,  is  making  individual  client  pitches 

on  kinescope  film — and  with  special  visual  effects  to  boot. 

It  all  happened  when  the  ad  manager  of  People's  Drug 
Stores,  Clayton  Sanders,  asked  that  a  flip-card  presentation 

prepared  for  him  be  converted  into  film  so  suppliers  could  see 

it.  \^  illiam  E.  Coyle,  the  station's  director  of  public  relations, 
promotion  and  advertising,  set  up  a  system  of  using  live  cam- 

eras to  pick  up  the  sales  pitch  for  kinescope  filming. 

The  system  has  other  advantages:  multiple  prints  can  be 

supplied  to  a  prospect's  executive  and  field  staff  as  well  as  to 
NBC  TV  Spot  Salesmen  in  other  cities  for  use  in  showing  and 

selling  a  local  personality,  and  the  advertiser  can  see  exactly 

how  his  on-the-air  commercial  will  look. 

WRC-TV  has  a  visual  effects  device  which  adds  punch  to 

these  commercials.  It's  developed  a  Magic  Lens,  a  video  ef- 
fects generator,  which  can  produce  35  optical  tricks.  The 

lens  permits  insertion  of  electronic  picture  cutouts  into  any  part 
of  the  tv  screen. 

It's  panel-controlled  so  the  size,  shape  and  screen  location  of 
the  cutout  can  be  easily  and  quickly  changed.  Geometrical 

patterns  conform  to  an  advertiser's  logo,  trademark  or  pack- 
age shape.  These  can  be  used  in  a  variety  of  wipes — hori- 

zontal, vertical  and  diagonal — as  well  as  in  split-screen  tech- 

niques. 

WRC-T\  is  using  it  carefully,  however,  because  trick  shots 

can  be  too  gimmicky.  Its  best  use:  for  commercial  impact  and 

product  demonstration,  says  Bill  Coyle.  ^ 

18 
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COMMERCIALS  continued  .  .  . 

limited  budget.  If  the  same  tv  com- 
mercial techniques  used  for  Ballantine 

Beer  were  used  for  Ballantine  Ale,  it 

would  have  amounted  to  pouring  the 
ale  contribution  into  the  beer  ocean. 

We  had  to  set  up  a  clear-cut  difference 
between  the  two. 

"Puppetry  had  not  been  widely  used 
in  beer  commercials,"  Forest  went  on. 
\  or  about  three  years  up  until  1955, 

Goebel  Beer  through  Brook.  Smith, 
French  &  Dorrance  Agency,  showed  a 

puppet  series  called  "Brewster  the 
Rooster"  but  only  in  a  few  areas  such 
as  Detroit  and  Oakland,  Cal.  These  too 

were  the  product  of  Joop  Geesink 

through  Transfilm.  Some  21  commer- 
cials were  filmed  and  Brewster  the 

Rooster  enjoyed  a  popularity  in  his 
markets  comparable  with  Harry  and 
Bert   Piel  in  theirs.) 

So  Esty  went  to  Amsterdam  for  an 
unusual  technique  that  would  give  their 

client  a  decided  plus.  Cost  was  not  a 
deciding  factor.  Forest  figures  the  cost 
compares  with  that  of  any  good  U.  S. 
animation  house — about  S75  to  S125 

per  foot  for  raw  footage.  The  sound 
tracks  were  done  in  the  U.  S.  The 

release  prints  and  mailings  to  tv  sta- 
tions were  done  in  the  U.  S.  also.  Four 

"Brewer's  Gold"  commercials  have 

been  completed,  two  are  in  production 
and  more  are  being  planned. 

Esty  is  also  producing  with  Joop 
Geesink  a  series  of  3-D  commercials 

for  Prestone  "We're  trying  to  take  a 
nuts-and-bolts  subject  and  make  it  in- 

teresting," says  Forest.  To  him,  the 
commerical  for  any  product  must  be 
tackled  as  an  individual  problem.  Hard 
and  fast  rules,  or  what  technique  is 

currentlv  fashionable  cannot  be  ap- 

plied. High  stvle  and  abstract  anima- 
tion, in  Forest's  opinion,  are  being 

overdone   right   now. 

"Tv  commercials,"  he  says,  "demand 
more  and  more  ingenuity  on  the  part 

of  agency  producers  in  getting  closer 
to  the  people  through  simplicity  and 

honesty.  Too  many  commercials  are 
gimmicked  up  and  apparently  produced 

more  for  the  sake  of  impressing  col- 

leagues and  entertaining  co-workers." 
The  Esty  formula  obviously  is  to 

pick  the  studios  that  excel  in  the  tech- 
nique needed  to  convey  this  simplicity 

and  honesty.  A  live-action  film  might 
conceivablv  be  turned  out  in  France 

or  Rome,  but  this  would  depend  on  the 
kind  of  talent  available  over  there  or 

on  the  nature  of  the  product  to  be  sold. 
"If  vou  want  an  all-American  girl 

in  a  tvpical  American  kitchen.  Forest 
savs.  "better  do  it  here."  ^ 
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RADIO  BASICS /July 

Mm-  is  the  third  oi  sponsor's  new  Radio  Basics  section.  Ii 
will  appeal  ever)  Eoui  weeks  and  will  complement  and  alternate 

with  l\  Basics,  rhree  sections  make  up  Radio  Basics.  I  h. 

fit  —  t  is  a  series  ol  foui  indices,  giving  material,  updated  everj 
foui   weeks  foi  the  most  part,  on  uumbei  oi  bomes,  stations, 

Bets  in  I   es  and  sets  sold  "i    produced.     The  second  sec- 
ti   sovers   -|»'i   and   will   provide   periodic   indices  of  local 
listening  in  various  markets  and  research  matiiial  i>f  interest 
to  users  "I  spot.  The  third,  "i  network,  section  will  emphasize 

web  radio  clients.  It  provides  .1  complete  li-t  '>f  network  adver- 
tisers .1-  "I  the  week  beginning  with  the  date  ol  each  issue,  ti>- 

gether  with  information  on  programs  used  days  oi  the  week 

bought  and  the  amount  ol  program  time  purchased  bj  ea<  Ii  cli- 
ent. Suggestions  from  readers  a>  to  contenl  and  format  will  lie 

welcomed  and  u>ed  a~  .1  l>a-i>  for  future  additions  and  revi- 

sions.     Next  Radio  Basics  will  appeal  in  the  IT   August  issue. 

Radio  dimensions  are  indexed 
in  in  in-  id  bomes,  stations,  sets 

in  bomes,  Sets  Bold  ,  .  ,  sec  below 

Spol  basii  -  pro\  ides  lot  al  mar- 
ket listening  index,  data  on 

out-ill  Ihmiii-  radio  .  .  .  p°9c  40 

Network  basii  -  compi  ises  the 

complete  li-t  of  cm  rent  web 

advei  tisei  -      p°9c  42 

iii[>i llllllllllllllllllllllllllllllllllllllllllllllllllllllll: 

1.   RADIO'S   DIMENSIONS  TODAY 
Radio   homes    index Radio   station   index ■5 

1957 1956 

48.2 
radio 
homes 

47.3 

radio 
homes 

50.0  49.1 
U.S.  homes        U.S.  homes 

I    Source       \      1        Nielsen.     1    July    each    year. 
I     homes  figures  In  millions. 

Radio   set  index 

Set 
location 

Home 
Auto 

Public 

places 

Total 

1957 1956 

84.000,000 82,000,000 
34.000,000 32,000,000 

10.000.000» 
10.000,000 

128,000,000     124.000.000  1 

=     Source:   RAB.    1   January  eich   jre»r.    estimates 

=     of  sets  In  working  order.  *No  new  Information. 

End  of  June   I  957 

Stations 

on  air 

CPs  not 
on  air Applications on   hand 

Am 

Fm 

Am 
Fm 

1079 

530 
159 

31 

24 

End  of  June    I  ().V> 

530 

12  \ 
16 

271 

10 

Applications 

in    hearing 

103 

0 

173 

1 

Source:  FCC  monthly  reports,  commercial  stations. 

miiiiiLtiinwnitiiHiirtiiitfi      u      \mmmmmmmmwmmmMmmimmmm 

Radio   set   sales   index 

■      ■                 ■  1   1  Hi!                        i 

Type 

Home 

Auto 

May  1957  May  1956 

547,480 

396,151  J.'-ll 

Five  Months         Five  Months 
1957  1956 

2,909,548 

2,418,618 

Total  943,631  848.968  5,328,166 

|     Source      HKTM  \       H  me   figures    arc 
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2.   SPOT   RADIO   BASICS 

Spot  listening 

market  index 

Figures  for  the  10  markets 

at  liiiht  show  homes  using 

radio  i  in  and  out-of-home) 

dining  April,  except  for 
Columbus.  Milwaukee. 

Philadelphia,  St.  Louis, 

which  are  March  -  April. 
Data  comes  from  Pulse, 

covers  average  quarter- 

hour  listening  Monday- 
through-Friday.  This  is  the 

third  group  of  markets  cov- 
ered in  Radio  Basics.  Oili- 

er markets  will  appear  in 

this  section   in   the   future. 

''illlllllJlllllllllllllltllllMIIMIIIIIIIIIIIllllllHIW 

How  local  markets  compare  in  listening  levels  by  three-hour  day  parts 

Market 

|   Spokane 

6-9   a.m.  9  a.m.-N  N-3  p.m.  3-6  p.m.  6-9  p.m.  9  p.m.-M 

1  Akron 

20.6 24.7 26.0 

24.4 

20.1 

16.0 

1   Columbus 23.7 
26.8 

25.1 
25.1 

20.6 

14.1 

1   Dayton 
19.1 22.4 

21.2 22.3 19.4 13.9 

I    Fort  Wax  ne 19.2 24.9 
23.8 24.2 

23.4 
16.7 

1   Indianapolis 
20.6 24.4 

25.6 24.8 

22.1 

15.0 

Madison 19.9 
25.0 24.8 

25.9 
22.2 

14.8 

Milwaukee 
27.6 

28.9 27.4 27.4 19.9 
14.0 

|   Philadelphia 
23.3 26.8 

24.6 

26.1 19.7 

11.6 

1   St.  Louis 

24.3 26.3 24.5 
26.1 

21.3 13.9 

21.4 27.7 
24.5 24.5 

^lilljjIIIIIIIIIIIIIIillllllU   llilllllllllllllllllllllllllllllllllllllllllllllM 

20.7 

IIDIIIIIII1 

15.2 

National   listening 

figures  by 

local  time 

Dail)  radio  listening  pat- 
tern is  the  reverse  of  tv, 

which  slants  up  during  the 
da\ .  Note,  however,  three- 

hour  averages  can  hide  im- 
portant variations  within 

the  three  hours.  Data  are 

from  U.S.  Nielsen  sample, 

January  -  February  L957, 
combines  Eastern.  Central. 

Pacific  zone  listening  data 

computed    on    local    time. 

16.3% 
lllllllllllllllllllllllllllllllllllllllllllllllllllllllillllllllllllllllllllll 

Percent  radio  homes  using  in-home 

radio  per  average  minute  by  day  parts 

i:i.w  , 

11.8% 

10.0' t 

5.9% 

6-9  am  9  am-Noon       Noon-3  pm  3-6  pm  6-9  pm  9  pm-Mid 

iii   i   iiiiiiiiiiiiiiiii   iiiiiiiiiiiiiii   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin    iiiiiiiiiiiii   i   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 
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What's  the  trend  in  out-of-home  listening? 

Percent   home*   listening  out«of-home1   winter 
in<i   rammer 

,   1 951 

•1957 

1951 1952 1953 1954 1955 1956 
1957 

S W S W S W S W S W S W 

Atlanta 
31 

33 36 32 36 
32 

3.4 

4.0 

4.1 

Baltimore 
32 3.2 

35 

32 
36 

32 

34 

4.1 38 

Birmingham 30 33 32 

35 

36 38 33 36 4  1 4.4 

4.3 

Boston 
40 

33 

•1  1 

3.8 
42 

4.4 

4.6 4.2 4.6 
4.8 

5.1 

4.7 

Buffalo 
2.7 2.9 

35 
3.6 

37 

3.2 

34 

3.2 38 3.6 

Chicago 2.9 2.6 32 31 37 
3.9 

4.3 
4.1 

42 
4.0 

4.6 
43 

Cincinnati 2.6 2.6 

3  1 31 
36 3.6 

3.9 

3.6 
3.9 38 

4.2 

4.0 

Columbus 

31 

32 

3  1 

33 
3.4 

4.0 
35 

Dallas 
39 

36 4.0 

4.5 

4.7 

4.6 

Detroit 3.0 30 30 3.8 
39 

4.2 
3.9 

4.2 

38 4.3 
4.2 

Fort  Worth 

4.0 4.0 

Houston 38 3.8 3.6 4.1 
4.0 

4.3 
4.3 

4.6 

4.4 

Kansas  City 32 

3.7 3.4 

38 4.1 3.9 

Los  Angeles 4.1 
3.5 4.3 42 

4.4 

4.5 

4.8 

4.5 

4.7 
4.4 

4.7 4.7 

Miami 2.9 
31 

33 

37 

4.4 

4.6 

4.7 

Milwaukee 
3.3 3.8 

33 
38 

3.5 

4.3 
43 

Mpls.-St.  Paul 3.1 2.9 33 
3.1 3.4 3.4 

38 

3.7 
3.9 

3.7 

4.2 42 

New  Orleans 3.2 
3.7 

3.3 
3.4 

4.4 

4.6 

4.4 

New  York 3.9 

35 4.0 4.0 
4.4 

4.4 
4.8 

4.4 
4.4 

4.6 

50 

5.1 

Philadelphia 
35 

33 
3.7 

35 
38 3.6 3.9 3.9 

4.0  . 

3.8 
4.4 

3.7 Pittsburgh 3.6 
3.4 

3.5 

3.9 3.6 3.9 

3.9 Portland,  Ore. 3.6 
3.9 

4.4 

Richmond 2.9 

31 

3.2 2.9 3.0 

31 

43 

37 
St.  Louis 2.4 

3.4 

3.5 

3.8 3.8 4.2 3.9 

4.3 
42 

San  Diego 32 

35 35 

3.8 3.6 
4.1 4.0 

San  Francisco 4.1 
3.8 4.3 

3.9 
4.4 4.1 

42 
4.2 

4.5 

4.7 

4.6 

Seattle 2.6 
3.1 2.8 32 3.2 

3.5 

4.4 

4.2 

4.1 
4.1 

42 

Washington 3.1 
3.6 3.2 

3.6 
3.7 

4.0 

3.7 

3.9 

37 

4.1 
4.1 

Median 

!•'.:::':   reiM'iireMi1:'":1'"     •        Mire 

3.5 
3.1 

3.3 
3.2 

3.6 
3.6 

3.8 
3.6 

3.9 3.8 
4.3 

4.2 

Five-year  span  covering  out-of-home  listening  during  winter  and  summer  shows  winter  increase  of 

35' (  in  the  median  figure  for  28  markets.  Figures  are  from  Pulse,  which  includes  all  types  of  out- 
of-home  listening,  including  visiting  to  other  homes.  Auto  listening  represents  the  greatest  part  of 

the    out-of-home    total,    running    between    50-60'  <  .     Next   in   importance  is  listening  while  at  work. 

This   is  one   of    38   charts   on    radio    to    be    found    in    SPONSOR'S    annual    Tv    and    Radio    Basics,    out    next    week 
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3.    NETWORK   RADIO'S   CURRENT   CLIENTS 

Compilation  of  program  time 

bought  by  advertisers  and  brands 

is  shown  below  by  network 

letwork  radio  s  complete  sponsor  list  appears  here  every  four  weeks. 

The  information  contained  here  covers  one  week — the  week  beginning 

with  the  date  of  issue — in  this  case,  20  July.  The  data  on  sponsors 

is  in  terms  of  program  time,  except  for  MBS  and  NBC  where  commer- 
cials shorter  than  a  minute  are  listed  separately.  On  NBC,  minute 

commercials  are  arbitrarily  credited  as  five  minutes  of  program  time. 

The  new  MBS  schedule,  which  started  2  June,  is  covered   in  this  list. 

ABC 
Ac'cent  International:  Ac'cent;  Breakfast  Club;  W;  5  min. 
Admiral:  appliances;  Breakfast  Club;  M-F;  25  min. 

AFL-CIO:  institutional;  Ed.  P.  Morgan;  M-F;  75  min.;  /.   W.  V un- 
der cook;   M-F;   25  min. 

American   Bird   Food  Mfg.  Co.:   Breakfast  Club;  M;   5  min. 
Assemblies  of  God:  religious;  Revivaltime ;  Su;  30  min. 

Atlantic  Sales:  French's  bird  food  products;  My  True  Story;  Th,F; 
alt.  wks. 

Ball  Bros.:  home  canning  prod.;  Breakfast  Club;  Tu,F;  20  min.; 

W,Th;   10  min. 

Bankers  Life  &  Casualty:  White  Cross  Hospital  Plan;  Paul  Harvey; 

Su;   15  min. 
Beech  Nut:  Beech-Nut  gum;  Breakfast  Club;  Tu,W,F;  15  min. 

Bridgeport  Brass:  various  insecticides;   When  A  Girl  Marries;  Tu-F; 
20  min. 

Bristol-Myers:  Bufferin;  Breakfast  Club;  M,W,F;  15  min.;  Sal 
Hepatica;  Breakfast  Club;  M,W,F;   15  min. 
Compano  Sales:  Ayds,  Italian  Balm;  Breakfast  Club;  M;  5  min. 
Corling  Brewing:  Red  Cap  Ale;  Martin  Block  Show;  F,Sa;  100  min. 
The  d-Con.  Co.,  Inc.:  Ant  Prufe  &  Roach  Prufe;  My  True  Story; 
Tu,Th;  10  min. 
Dixie  Cup:  paper  cups  &  plates;  Breakfast  Club;  Th;  5  min. 
Ex-Lax:  Ex-Lax,  Jests;  My  True  Story;  M,W,F;  15  min. 

Foster-Milburn:  Doan's  pills;  My  True  Story;  Th;  15  min.;  Whisper- 
ing Streets;  Tu;  5  min. 

General  Foods:  Calumet;  Breakfast  Club;  Tu;  5  min.;  Kool-Aid; 

Breakfast  Club;  M-F;  25  min.;  Post  Cereals;  Breakfast  Club;  M-F; 
25  min. 

Gospel  Broadcasting  Assn.:  religious;  Old  Fashioned  Revival  Hour: 
Su;  60  min. 
Billy  Graham:  religious;  Hour  of  Decision;  Su;  30  min. 
Highland  Church  of  Christ:  religious;  Herald  of  Truth;  Su;  30  min. 
Charles  E.  Hires  Co.:  Hires  Root  Beer;    Weekday  Newscasts;  M-F: 
100  min. 

Midas  Muffler:  auto  mufflers;   Weekday  Newscasts;  M-F;  25  min. 

Miller   Brewing   Co.:   Miller  High  Life  Beer;    Newscasts   &  Sports- 
casts;  M-S;  85  min. 
Milner  Products:  Perma  Starch,  Pine-Sol;  Breakfast  Club;  M;  5  min. 

National  Brands,  div.  of  Sterling  Drug:  Dr.  Caldwell's;  Sunshine 
Boys;  M-F;  25  min. 
Norwich-Pharmacal:  Pepto-Bismol;  Weekend  Newscasts;  Sa,Su;  90 
min. 

Oral  Roberts  Evangelistic  Assn.:  religious;  Oral  Roberts'  Broad- 
casts; Su;  30  min. 

Radio  Bible  Class:  religious;  Radio  Bible  Class;  Su;  60  min. 

R.  J.  Reynolds:  Camel;   Weekday  Newscasts;  M-F;  100  min.;   Week- 
end Newscasts;  Sa,Su;  90  min. 

Sandura  Company:  floor  covering;   Breakfast  Club;  Th;   5  min. 

Voice  of  Prophecy:  institutional;   Voice  of  Prophecy;  Su;  30  min. 
Dr.  Thomas  Wyatt:  institutional;    Wings  of  Healing;  Su;  30  min. 

American  Home  Foods:  Arthur  Godfrey;  Th;   15  min. 
Amino  Products:  Arthur  Godfrey;  W  &  Th,  alt.  wks.;  15  min. 
Bristol  Myers:  Arthur  Godfrey;  M,W;  60  min. 
Campana  Sales:  Robert  Q.  Lewis;  Sa;  5  min. 

Chesebrough-Pond's:  Sports  Time:  M.W.F;  5  min. 
Chrysler:   Dodge;    Amos   'n    Andy;    F;    5   min.;    Gunsmoke;    Sa,Su; 
10  min.;  Mitch  Miller;  Su;  5  min;  Sports  Resume;  Su;  5  min. 
Chun  King  Sales:  Arthur  Godfrey;  W  &  F,  alt.  wks.;  15  min. 
Clairol:  Galen  Drake;  Sa;  5  min. 

Colgate-Palmolive:   Our  Gal  Sunday;   M-F;   37%   min.;    Backstage 
Wife;  M-F;  37%  min.:  Strike  It  Rich;  M-F;  37%  min.;  2nd  Mrs. 
Burton;  M-F;  37%  min. 
Cowles  Magazine:  Jack  Benny;  Su,  alt.  wks.;  3%  min.;  Robert  Q. 
Lewis;  Sa;  5  min. 
Curtis  Circulation:  Arthur  Godfrey;  Tu;   15  min. 
Dixie  Cup:  Robert  Q.  Lewis;  Sa;  5  min. 
Florida  Citrus  Comm.:  Arthur  Godfrey  Time;  Th.F;   30  min. 
General    Foods:   Arthur   Godfrey;    Tu,Th,   every  4th   F;    33%    min.; 

Wendy   Warren;   Th;   5  min.;    World  News   Roundup;    Su:    5   min.; 

Gunsmoke;   Su;   5  min.;    Our  Miss  Brooks;   Su;   5   min.;    Amos  '»' 
Andy  Music  Hall;  M-F;  25  min.;  Galen  Drake;  Sa;  5  min.;  Robert 
Q.  Lewis;  Sa;  5  min.;  Gunsmoke;  Sa;  5  min. 
General  Mills:  Galen  Drake;  Sa;  5  min.;  Robert  Q.  Lewis;  Sa;  5 

min.;  Gunsmoke;  Sa;  5  min.;  Gunsmoke;  Su;  5  min.;  Mitch  Miller; 

Su;  5  min.;  Amos  'n'  Andy;  F;  5  min. 
General   Motors:   Chevrolet;    Allan  Jackson  —  News;    Sa;    20  min.; 
Robert   Trout — News;   Su,   M-F;    50  min.;    Delco;    Lowell   Thomas; 
M-F;  75  min. 

Grove  Laboratories:  Amos  'n    Andy;  W,Th,F;   15  min. 
Hartz  Mountain  Products:  Arthur  Godfrey;  Th  &  F,  alt.  wks.;   15 min. 

Kendall  Co.:  Bauer  &  Black;  Arthur  Godfrey  Time:  Th:    15  min. 

Lever   Bros.:  Ma  Perkins;   M-F  alt.  wks.;   37%   min.;    Romance  of 

Helen  Trent;  M-F;  37%  min.;  Ma  Perkins;  M-F  alt.  wks.;  18%  min.; 
Young  Dr.  M alone;  M-F;  37%  min.;  House  Party;  M-F;  37%  min. 
Lewis  Howe:  Robert  Q.  Lewis;  Sa;  5  min. 

Longines-Wittnauer:  Longines  Symphonette ;  Su;  30  min.;  on  Hiatus 
6/2-9/8/57. 

P.   Lorillard:  Kent;    World  Tonight:  F.Sa.Su;    15  min.:   Indictment: 

Su;  5  min.;  Mitch  Miller;  Su;   5  min.;  Sports  Resume;   Sa.Su:   101 
min.;  Saturday  Night  Country;  Sa;  5  min.;  Amos  V  Andy;   F.Sa: 
10  min.;  Johnny  Dollar;   Su:  5  min.:   Robert  Q.  Lewis:   F;  5  min.: 

Suspense;  Su;   5  min.;   FBI  in  Peace  &   War;   Su;   5  min.:    World 
News  Roundup;  Su;  5  min.;   Washington  Week;  Su;  5  min. 
Midas  Mufflers:  Gunsmoke;  Sa;  5  min. 
Milner  Products:  Robert  Q.  Leuis;  Sa;  5  min. 

Philip  Morris:  Country  Music  Show;  F;  25  min. 
Mutual   Benefit  Health  &  Accident  Assn.:  Arthur  Godfrey;   Tu  Sr 

every  4th  F;  18%  min. 
North  American  Philips:  Herman  Hickman-Sports;  M,W,F;   15  min. 
Norwich   Pharmacol:  Arthur  Godfrey;  Tu;   every  4th  F;    18%  min. 

NOTE:  Data  on  time  purchased  refers  to  weekly  brand  or  advertiser  total  for  each 
program.  Time  bought  for  particular  brands  Is  shown  where  possible.  In  cases 
where  groups  of  brands  precede  a  show  or  group  of  shows.  It  was  not  possible  to 
pinpoint   which   brands   were    advertised   on    each    show   or   on   which   days    of   the   week 

the  brands  were  advertised.     Except  for  General  Motors  and  Chrysler,  brands  Information 
was  not   available  from  CBS. 
In   NBC   list.    rot.    means   commercials    are   rotated   on   different  days   of   the  week   under 
the  wcli's  run-of-schedule  plan. 

42 
SPONSOR 20  july  1957 



Pan  American  Coffee   Bureau:    Voffl  Drake;    M         '.    nun.;   Strike  ll 

Rich;   W;  7 ' •_■    .,  Out  <-ni  Sunday;    lh;   .''j  min.;  Second   \iri, 
BliTton  .      I  li.l'  |      15    nun. 
Pharmacraft:    Hou&e    Party;    M.  lli.l   .     10    mill. 

Pillsbury:    irthui  Godfrey;    I  ii.  III.    10  mm. 

Reader's   Digest:     [rtkui    Godfrey;    Wj    IS   min. 
R.  J.  Reynolds:  Herman  Hickman     Sports;   lu.TIi ,Sa;    I  >  min. 

Scott  Paper:    trthur  Godfrey;   lli.l   8  ever]   iih  I  .   [8%  mm.;  B 

siu^r  Wife;  F;  7'j  min.;   Young  Dr.  Valour,    lli.K;   IS  min.;  Hon 
Ural:,-,    I  ii. Hi;    15   mm.;    Ma   Perkins;     In    fi    \\    .ill.    \s  k  - ;    T'.j    mm. ; 

2nd    1/m.   Ilurton;    I  li.l-  ;    15   min. 

Sherwin-Williams:     trthui   Godfrey;    \\  .  ewr\    1 1 1  ■    I';    i;;:,    min. 

Simoniz:  Arthur  Godfrey  .  \\  ;  L5  min;  House  Part)  .  v7;  i  ">  min.;  G. 
Herman     \ews;  Th,F:   H)  min.;  E.  Sevareid    News;  Th.F;   It)  min.; 

v.i :   15  min.;  Sports  Sews;  5a;   l'1  min. 

Sleep-Ezc:  Hon-,,    Party;   W;   71  ■_■  min. 
Slendcrclla:  Slenderella  Show;   Sa;    10  min. 

A.  E.  Stalcy  Mfg.:  House  Party;    In;   1")  min.;    tnliKi  Godfrey;  F, 
1")  nun. 

Standard  Brands:  House  Party;  M;   I ">  min.;  Arthur  Godfrey;  M.  X 
ever]    Itli  F;  37%  nun. 

Sterling    Drug:    Gunsmoke;    Su;    5   mm. 

Swift:  House  Party;  F;   l">  min. 

Vcrncll's  Buttcrmints:  Robert  Q.  Lewis;  5a;  5  min, 
Wcco  Products:    trthur  Godfrey;  M;   r>  min. 

F.  W.   Woolworfh:    WoolwOTth   Hour;    Su;   60   min. 

Wm.  Wrigley,  Jr.:  Howard  Miller  Shov  ;  MI';  75  min.;  Pol  Ihittram 
Show;  M-F;  75  min. 

rvi 
Billy  Graham  Evangelical  Assn.:  religious;  /W/v  Graham;  Su;  30 
min. 

Carter  Products:  Little  Liver  Pills;  Gabriel  H<;itt<r—News;  M,Tu, 

Th :   ].">  min. 
Christian   Reformed   Church:   religious;    Back  To  God;   Su;   30   min. 

Coca-Cola:  (ma-Cola;  Eddie  Fisher;    In, Th :  30  min. 
Dawn   Bible  Institute:  religious;   Frank  and  Ernest;   Su;    15  min. 

Drug  Products,  Inc.:    Vslum;  True  Detective   Mysteries;   M;  5  min.; 

Treasury  Agent;  Tu;  5  min.;  Gang  Busters:  W;  5  min.;  Secrets  of 

Scotland  Yard;  Th;  5  min.;  Counter-Spy;  F;  5  min. 

First  Church  of  Christ,  Scientist:  religions;  How  Christian  Science 
Heals;  Su;   15  min. 

Florists'  Telegraphic  Delivery  Service:  institutional;  Station  breaks; 
M  Su;   20  20-sec 

General  Tire  &  Rubber  Company:  General  tin-:  General  Sports 

1  mie     llnrrt    Wismer;   vu:    10  min. 

S.  C.  Johnson  &  Son:  Oil  insect  repellent;  Counter  Spy;  F;  5  min.: 

station  breaks;   F-Su;    10  20-sec 
Kraft  Foods  Co.:  All  Purpose  oil,  mustard,  Kraft  dinner.  Miracle 

W  hip.  Italian  dressing,  cheese  spreads,  Parkaj  margarine;  Les  Higbie 

—News;  M-Sa;  30  min.;  Holland  Engle—News;  M-Sa;  30  min.: 
John  B.  Kennedy — News;  M-Sa;  30  min.:  Cedric  Foster — News:  M- 

Sa;  30  min.;  Frank  Singiser — News;  M-Sa;  30  min.;  Charles  B.  War- 

ren— News;  Sa;  5  min.;  77ue  Detective  Mysteries:  M;  5  min.; 
Treasury  Agent;  Tu;  5  min.;  Gang  Busters;  W;  5  min.;  Secrets  of 

Scotland  Yard;  Th;  5  min.;  Counter-Spy;  F;  5  min. 

Liggett  &  Myers:  L&M;  Ed  Pcttitt  Vews;  Sa;  S  min;  Floyd  Mack 

Vews;  Su;  5  min.;  John  Scott  Vews;  vu:  5  min.;  Btation  breaks; 
M,W,F,Sa,Su;   10  20-sec 

Lutheran  Laymen's  League:  religious;  Lutheran  Hour:  Su;  30  min. 
Manion  Forum  of  Public  Opinion:  discussion;  Dean  Clarence  Man- 
ion  ;   Su ;    15  min. 

Miles  Laboratories,  Inc.:  Nervine,  One-A-Dav  Vitamins  Tabcine; 

Steve  McCormick — News;  M-Sa;  30  min.;  Robert  F.  Hurleigh — 

News:  M-F;  25  min.:  Westbrook  Van  I'oorhis — News;  M-F;  25  min.: 
John  Scott— News;  M-F.  Su;  60  min.:  Lyle  Van  Vews;  M-F:  25 
min.;  Lester  Smith  Vews;  Sa:  5  min.:  Floyd  Mack  Vews;  5a,Su; 

20  min.;  Ed  PettiXt—News;  S.i>u:   10  min. 

Minute-Maid  Corporation,  Hi-C  Div.:  Hi-C  products:  station  break-: 
W.Th.F:  9  20-sec. 

North  American  Accident  Insurance  Co.:  insurance;  Gabriel  Heat- 

ter—News;  M.W.Th.F:  20  min. 
Quaker  State  Oil  Refining  Corporation:  Quaker  State  ofl;  Game  of 

the  Day;  Sa;  60  min.;  Sports  Flashes  With  Frankie  Frisch;  Sa.^u: 
30  min. 

Radio   Bible   Clo»»:  io  llililr  <  uin. 

R.  J.  Reynolds  Tobacco  Co.:  '  unel;  Camel  Scoreboard;   5u  ̂ a;  35 

mm.;   Winston;   Winston  Scoreboard;   "    i  min. 
SIccp-Ezc  Co.:  deep  tablet;   Ti   a  Dett   tivt    Mj  min.; 

\\  .    i  min  .  (  ounh  r-Spy;  F;    i  min. 

Tea-Pak:  Hot  !»"-•  Month;  Ration  Sa^S 

Voice  of   Prophecy;  nun. 

Wings  of   Healing:  I  Healing  .in. 

Word  of  Life  Fellowship:  religious;  Word  of  Lift  Hour;  Sa;  30 min. 

NBC 
Allis-Chalmcrs:    institutional;     \ut'l.    Farm    \    Home    How 
mm. 

Amcricon  Motors:  Rambler;    Monitor;   5aj5u;  55  min. 

American  Oil:    \m    produCU;    Monitor.    >a,Su;   50  min. 

Billy  Graham  Evangelistic  Assn.:  religion;  Hour  of  Decision;  Su; 

10   nun. 

Bristol-Myers:    Hull,  mm      //  M  F;    105   min.,   21    .''.' 

Brown  &  Williamson:  k'.nl-,  \  iceroy;  Hourly  Neh  .  MI:  2l"i  min., 12  30 

Calif.  Packing:  canned  Emit;  Hourly  Vews;  MI'';  110  mm.,  21  30- 
sec. 

Carter  Products:  \m.l.  30  min.:  Little  Liver  Pills,  60  min.;  Band- 

stand: M-F;  20  min.;  True  Confessions;  rut.,  .">  min.:  Woman  In  My 

House;  rut.,  5  min.;  Hilltop  House;  mi.,  ">  min.;  Pepper  Young's 
Family  :  rot.,  .">  min.;  News  of  The  World;  Tu.W.Th;  15  min.;  Moni- tor;  xa.vu:   35  min. 

Chrysler:  Dodge;   Monitor;  Sa.Su;  30  min.,  7  30-sec. 

DcSoto:   DeSotO  iar-;    You  Bet  Your  Life;   Sa;   30  min. 

Evangelistic   Foundation:   religion;   Bible  Study  Hour;  Su;   30  min. 

Ex-Lax:    Ex-Lax;    Monitor;    <a.Su ;    1    30-sec,   .">   6-sec;    Bandstand; 
Tu.Tli:  2  6   .:   Woman  In   My  House;  M.Th.F;   10  min.,  1  30-sec; 

5  Star  Matinee;  Tu.Th:  2  30-sec;  Pepper  Young's  Family;  M-W;  5 

min.,  2  30-sec;   One   Man's  Family;  Th;   5  min.;   People  Are  Funny; 
W  ;  5  min.:  Great  Gilderslevee;  Tu;  5  min. 

General  Foods:   instant    Postum,  Jell-O;   Bandstand;   M-F;   25  min.. 

15  6-sec;   Pepper   Young's  Family;   M-F':   2.">  min.;    Truth  or  Conse- 
quences .  M-F;  1  5  6-sec. 
General  Mills:  Cheerios:  Monitor;  Sa.Su;  50  min.,  10  30-sec. 

Gillette:  Gillette  prods..  Paper-Mate,  Toni  prod.;  Boxing  Bouts;  F; 

25  min. 
Grove  Lobs.:  No-Doz;  News  of  the  World;  W,Th,F;  15  min. 

S.   C.  Johnson   &  Son:  Off;   Monitor:   F-Su;   8  30-sec. 

Lutheran  Laymen's  League:  religion;   Lutheran  Hour;  Su;  30  min. 
Mack   Trucks:   Trucks;     Monitor:    F.Su:    15   min. 

Midas:  car  mufflers;    Monitor;  Su;  5  min. 

Morton  Salt:  salt:   Alex  Dreier — News;  Sa;  5  min. 
Mutual    of    Omaha:    insurance;    On    the   Line    With   Considine;    Su; 

15  min. 

Northwest  Airlines:  air  travel;    Monitor;  Sa^u;  2">  min. 
Pabst:  beer;  Great  Gildersleeve;  Tu:   1  30-sec:  People  Are  Funny; 

W;    1    ii)   .:   .Y— One:  Th:   1  30-sec;    VightUne;    l-Th:   9  30-s 
Monitor:    F-Su;    60   min..   16   30-sei 

Pan    American    Coffee     Bureau;    coffee;     Truth    Or    Consequ>' 
M-F:   5  min. :    1   30-t 

Pepsi-Cola:  Pepsi-Cola;    Monitor;  Sa,Sn;  50  min.,  10  30-sec. 

Plough,    Inc.:    St    Joseph    aspirin,    children's    aspirin.    Dr.    Edward's 
olive  tablets,  Mexana;   Monitor;  vi.Su:  55  min.,  9  30 
Princeton  Knitting  Mills:  mutation  coats;    Monitor;  Sa.Su;  50  min. 

Quaker  State  Oil;  motor  oil;    Monitor;   5a£u;  30  min. 

Ralston-Purina:    feed   <li\  i-i>>n :    Harknc<<      Vein      M  !       25    min. 

RCA:  various  products;    Monitor;    Sa£u;   65  min. 

R.  J.   Reynolds:  Camel;    Vews  of  the   World:   M-F;   25  min.:    Prince 

Ubert;  Grand  <>  ■   "   ■•  .  Sa:  30  min. 

Richfield    Oil:   oil  products:    Riihheld  Report'  ■      Su-F;    90  min. 
Simoniz:  Simoniz;    Monitor:  F.Sa :  35  min.:  Su:  6  30-sec. 

Skelly  Oil:  ofl;    lies   Drew  •     Vews;  M-Sa; 

Sleep-Ezc:  sleep  .inl-:  '-••  Funny; 
Family :    T.Th :    10   min. 

Sterling    Drug:    Haley's    M-O;     Bandstand : 
Star    1  '  '  '  nin. 
Sun  Oil:  oil;    Three  Star  Extra:   M-F:   75  min. 

20th  Century  Fox:  "Ben  tdine";    Monitor;    -    S 
Voice  of  Prophecy  '  oice  of  Proi'hrr*,- ;   Su :   30  min. 

Waverly    Bonded    Fabrics:    fahrirs;     1'  Sa.Su;   50   min. 

90  min. 

VI 

Man's 

M.W.F:     15    min. Fin 
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SPONSOR  ASKS 

What  is  there  about  your  market  which 

a  buyer  has  to  see  personally  to  understand 

William  McGrath,  general  manager, 
II  llhll.  Boston 

We  at  WHDH  have  long  felt  that  loca- 
tion, ratings,  brochures,  and  sales  fig- 

ures, while  providing  important  infor- 
mation for  the  advertiser,  do  not  cover 

a  significant  pari  of  our  story. 
What  the  advertiser  does  not  learn  is 

the  way  Boston  people  listen  to  a  sta- 
tion. In  a  city  filled  with  local  pride 

and  tradition,  a  radio  outlet,  like  the 

home-team,  the  <il\  park  and  the  favor- 
ite restaurant  must  have  a  personal  it  \ 

that  fits  into  the  community  picture. 

Only  if  a  station  builds  such  a  "fa- 
vorite son  atmosphere  does  it  pro- 

vide the  quality  of  receptive  listening. 

Can  an  adman  tell  the  degree  to 

which  a  station  is  woven  into  a  city's 
tradition  without  watching  the  group 
of  men  clustered  around  the  Boston 

Common  newsstand  with  portables  lis- 
tening to  our  Red  Sox  broadcasts. 

You  can't  put  the  dozens  of  ways  a 
station  can  become  part  of  the  commu- 

nity life  into  a  mailer.  Relaxing  on  a 
beach,    the    Bostonian    listens    to    the 

a  station  is 
ivoven  into  a 

city's  tradition 

tunes  he  requested  when  the  mobile 

WHDH  Request  Wagon  rode  by.  A 
mother  looks  out  on  a  wintry  blizzard 
and  checks  WHDH  to  see  if  her  hus- 

band's factory  and  her  child's  school  is 
opening  that  morning.  The  evening 

newspaper  carries  a  disaster  story  and 

the  family  knows  where  to  tune  for 
details.  A  suburban  area  buzzes  with 

i'\rilenieiil  because  of  a  remote  of  n 

regular  broadcast  is  being  done  from 

one  of  the  living  rooms  of  a  friend. 

The  advertiser  can  get  at  the  cold 

Station    facts    upon    request.     However. 

it  is  the  warm  lads  that  equip  a  sta- 
tion with  that  extra  selling  power,  and 

in  Boston,  these  should  be  seen. 

George  Kapel,  general  sales  manager 
KBET-TV,  Sacramento,  California 

Vlnien    who    \  isit    central    California 

will   see   that    Stockton    is   an    integral 

part    of   the   Sacramento    area   station 

"Both  are  mar- 

keting centers 

for  the  valleys" 

coverage  pattern,  no  longer  subjected 
to  fringe  signals  from  outside  market 
stations.  In  fact,  the  sister  cities  of 
Sacramento  and  Stockton  are  centers 

of  the  same  market,  and  similar  in 

almost  every  respect.  Sacramento  and 
Stockton  economies  are  similar,  based 

on  the  rich  surrounding  farm  lands. 

Both  are  marketing  and  cultural  centers 

for  the  valleys — Sacramento  for  the 
Sacramento  Valley  and  Stockton  for 

the  San  Joachim.  Both  are  important 

government  centers :  Sacramento  a  state 

capital  and  Stockton  a  county  seat. 

There  are  many  major  social  and 
economic  bonds  between  the  cities. 

The  people  of  both  share  habits,  fash- 
ions and  social  customs,  unlike  those 

of  highl)  urbanized  San  Francisco. 
Even  weather-wise,  Sacramento  and 

Stockton  enjoy  hot  summers  as  opposed 
to  the  coolness  of  San  Francisco. 

KBET-TV,  a  coverage  station,  serves 

both  cities.  For  example,  the  station's 
Shell  News  devotes  equal  time  to  news 

of  both  cities,  and  gives  local  news  un- 

available from  an  "'outside"  station. 
Finallv.  visiting  timebuyers  see  that 

KBET-TV  is  the  onlj  station  that  de- 
livers the  two  cities  and  does  it  with 

dominant  ratings  in  both. 

Charles  C.  Bevis,  Jr.,  gen.  mgr. Station  II  III  F,  Buffalo,  V.  Y. 

Like  tv,  Buffalo's  Metroplitan  Area 
(Erie  and  Niagara  Counties)  has 

grown  phenomenal!)  in  the  past  seven 
years.  Its  population  has  jumped  19.2 

per  cent  to  nearK  1,300,000.  New- 

buildings  are  changing  the  citx's  face and  extending  its  suburbs. 
Businessmen  \  iew  the  New  York 

State  Thruway,  added  power  from  the 
Niagara  Falls  redevelopment  program 

and  the  opening  soon  of  the  St.  Lau- 

rence Seaway  as  guarantees  of  further 

growth.     Thev  see  Buffalo's  diversified 

"start  watching 

television  be- 

fore 6:00  p.m." 

industry  as  a  bulwark  against  any 
business  recession. 

No  faddists,  residents  of  this  14th 
market  area  are  conservative  and  thrif- 

ty. But  manufacturers  can  find  a  solid 

market  here.  Weekly  industrial  earn- 
ings are  S17  higher  than  the  National 

average.  And  the  people  don"t  stint  in 
enjoying  the  comforts  their  superior 
income  affords.  More  than  half  own 
their  own  homes. 

Tv  is  an  excellent  medium  for  the 

advertiser's  dollar.  Buffalo  is  primar- 

ily a  "lunch  pail  town,"  according  to 
the  Chamber  of  Commerce.  Home 

early,  most  working  men  have  dined 
and  start  watching  television  before 

0:00  p.m.  But  there  are  also  main 
second  and  third  shift  workers  to 

bolster  the  da\time  viewing  audience. 

The  attraction  Niagara  Falls  holds 
for  tourists  is.  of  course,  well  known. 

There  was  a  time  when  these  vacation- 
ers were  lost  to  the  advertiser,  but  no 

longer.  Roads  leading  there  are  lined 
with  motels  which  now  feature  tele- 

vision   in    everv    room. 
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Eugene  D.  Hill,      neral  mana 
II   i.  Ii».  Hainei  <  ity,  I 

\\  Iic'm  we  stai  ted  opei ationa  at  \\  < .  I  ( ). 
we  were  l"i  i unate  I"   i e<  og nize  Bom< 

impoi l. ml    <li lli'i ences    in    i he    I  I. .1  ida 
tnarkel  ami  were  in  .1  position  to  capi- 

talize "ii  them.    \\  e  based  oui  loi  ation, 

our  coverage  area,  and  oui   program 
ing   on    a    thorough    1  onsidei  al  ion    oi 

these  "r  lorida  diffei  eni  - 
W  hen    buj  ing    the    Floi  ida    mai  ket, 

man)    national  advertisers   Fail   1   ■ 

lice  thai  !■  I01  ida  is  unique.  I  he  nal 
oral  tendenc)  is  to  buj  onlj  the  metro 
politan  areas  and  assume  thai  the  ma- 

f       ̂      4«* 
largest  mobile 

audieru  e 

in  llir  11  01  hi" 

jor  segmenl  oi  the  markel  has  been 
captured.  Nol  so  man)  5  ears  ago,  this 
assumption   might    ha\  e   been   coi  re*  t. 

I lowe\ it.  toda)  the  area  co^ ered  l>\ 

W-GTO  outside  the  Miami.  Jackson- 

ville and  Tampa-St.  Petersburg  metro- 

politan centers  is  Florida's  second  lai  g- 
esl  market  in  population  and  effective 

buying  power,  and  continues  to  grow, 
ll  would  not  surprise  us  to  see  Florida 

become  almost  one  continuous  "sub- 

urban" area  \\  ithin  ten  )  eai  - 
ITiere  is  another  important  differ- 

ence in  the  Florida  markel  the  huge 

"mobile  audience":  people  who  travel 
b)  car  ami  listen  I"  <  .11  radios.  Vt  Cy- 

press Gardens,  more  than  1,000,000 

cars  park  annuall)  right  nexi  door  to 
cur  new  studios.  ( >ui  latest  count  <>f 

out-of-state  car-  in  the  W-i.l'o  cover- 
age area  shows  slightl)  in  excess  of 

Tiiuo.DDO  car-  annually,  and  this  fig- 
ure doc-  not   include   local  traffic. 

To  capture  this  "  Vuto-Plus"  market 
— a  bonus  above  and  beyond  market 
figures  derived  from  rating  services 
we  at  \\  -( ;  I  ( )  use  billboards  and  road- 

Bide  spectaculars  extensivel)  to  re- 

mind the  auto  audience  thai  we  pro- 
gram   music    and    new-    for    them. 

In  short,  at  \\  -GTO  we  feel  thai  to 

capture  the  major  part-  of  the  Florida 

market,  you  mu-t  reach  not  onl)  the 
major  metropolitan  center-,  but  also 

the  rich,  outlying  area-.  parlicularK  in 

central  Florida,  ami  also  the  largesl 

"mobile  audience"  in  the  world  and 
that's  what  we  aim  to  do.  ^ 

[To  be  continued  next  issue* 

Remember 

When  you  invest  in  Maine 

radio  coverage   

•    ••••• 

The    four   stations   of   the 

MAINE   BROADCASTING    SYSTEM 

blanket  all  Maine's  major  markets  and  speak  per- 

suasively to  virtually  all  of  its  effective  buying 

power.  No  other  Maine  network  can  deliver  so  many 

radio  homes  for  your  advertising  dollars. 

MEBS 

...PORTLAND 

...LEWISTON 

...AUGUSTA 

...BANGOR 

MAINE 
BROADCASTING  SYSTEM 

Represented    by    Weed    and    Company 
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Now,  durJ 
minute,  th(  B 
in  daytime  tetf 
tothem 

ARLENE  FRANCIS  BILL  CULLEh 
(Aug.  12.  HOMEs  hostess  begins  THE  PRICE  IS  Rl 
new  10  a.  m.  Show.  Jan  Murray's  11:00  AM 
Treasure  Hunt  follows  at  10:30) 

10:00  AM 

TENNESSEE  ERNIE  FORD  JOHN  CONTE  JACK  BAILEY1 
(Bride  and  Groom  with  NBC  MATINEE  THEATER  QUEEN  FOR  A    I 

Frank  Parker  and  Bob  Paige  3:00  PM  4:00  PM 

premiered  in  this  period  July  1) 
2:30  PM 



I  the  average 
jgest  audience 
sioni  yomes 

...  to  the  ten  popular  NBC  Television 

personalities  and  the  fresh  new- 
programs  they  star  in,  during  the 

major  networks'  regular  daytime 
schedules.  There  are  still  some 

availabilities  in  such  big-audience 

shows  as  The  Price  Is  Right  with 

5,000,000  viewers  per  average 

minute;  Truth  or  Consequences 
8  BARKER  JACK  BARRY  BILL  LEYDEN 

quences  Tic  TAC  DOUGH  it  coild  be  you  with  5,300,000;  and  Comedy  Time 
130  AM  12:00  NOON  12:30  PM 

with  7,300,000.  Take  advantage 

now  of  the  greatest  growth  story  in 

the  history  of  daytime  television. 
Sourer :  Xiclscn  Television  Index.  A  A  Home*. 

June  I  '5?  (XBC  sustaining  and  commercial  segments. 
10am-$:30pm.S  Y.T     ARH.\ieuerspcrSet.June'37 

NBC  TELEVISION 
■  TNA  SCOTT  DICK  STARK 
>!N  KOMANCES  COMEDY  TIME 

:4S  PM  5:00  PM 



Famous  on  the  Georgia  Scene 

IDA  CASON  GARDENS,  attracting  thousands  to  the  world's 
largest  man-made  beach,  lies  near  Chipley,  Georgia.  This  is 

the  heart  of  the  state's  rich  textile  and  agricultural  section — 

an  area  fully  covered  by  WAGA-TV,  also  famous  on  the 

Georgia  scene.  Full  power,  tallest  tower  and  top  ARB  and 

Pulse  ratings  give  WAGA-TV  first  place  in  the  Southeast's 
No.  1  market. 

STORER    BROADCASTING    COMPANY    SALES    OFFICES 

NEW  YORK-625  Madison  Ave.  •  CHICAGO-230  N.  Michigan  Ave.  •  SAN  FRANCISCO-1 1 1   Sutter  St 

Represented  Nationally  by  THE  KATZ  AGENCY,  Inc 



/   ii  fl.l-,   listing  of  i  linn. 
111  the  advertising  and  broadcast  fieldt 

NEW  AND  RENEW 

NEW   ON   TELEVISION    NETWORKS 

SPONSOR 

American   Tobacco.    NY 

Max   Factor     Hollywood 

Ford.    Dearborn 

Kaiser     Industries    0     K.ns.  r     Aluminum    t> 

Chemical   Corp.    Oakland 

Libbey-Owens-Ford   Class     Toledo 

Miller    Brewing      Milwaukee 
Wildroot.    Buffalo 

AGENCY STATIONS 

BBDO.    NY 
NBC  98 

Ami.  rson   McConncll,   LA NBC  84 

|WT     D,  troit 
NBC    173 

Y&R.    SF 
ABC 

Fuller    0    Smith    &    Ross. 
CI.  vi  land 

NBC 

Mithisson    Asso      Milw  i 
BBDO     NY 

ABC 
ABC 

PROGRAM,     fimc,    stort,    duration 

Show  for  a  Summer   Ev.  nin|     Tu  9  30-10  pm     jit  wks     16  |uly: 
9    wks 

Masqu  W   8  8  30   pm :   alt   wks     10   July     9   wks 

H.gh   Low.    Th    9  3010    pm ;    4    |uly;    II    wks 

MlVtrlck;   Su   7  30-8  30  pm;   22   Sept     52   wks 

NCAA    Football    Cam.s      ' .,    spon ;    21     28    Sept.    5,    19   Oct;    2. 

16.    28.    30    No*     7    D.  c 

All   Star   Colt     Sa   4   5   pm ;    ':    spon;    12   Oct.   26  wks 

All   Star   Colt     Sa   4   5   pm .    'j    spon;    12   Oct;  26   wks 

BROADCAST   INDUSTRY    EXECUTIVES 

NAME 

Byron    E     Anderson 

Fred   Bunscn 

John    B.    Dalton 

Earlc   I     Cluck 

Cordon    Cray     |r 

C.   Ccorge   Henderson 

Lon    King 

Paul  Klcmpncr 

Ben  Lcvine 

|oseph   K     Marshall 

Eugene  R.   Myers 

Ralph   R.   Myers 

Robert   F     Nims 

Bill    Payne 

Walter    Rcbmann     |r 

J.   Robert  Rcisinger 

Leon   S     Rhodes 

Robert   P    Rime] 

William    Sanford 

Richard  Schutte 

William   A.  Slater 

lack   Thayer 

Howard  F.  Todman 

Winslow   E     Ucbcl 

Larry   Walker 

Charles   W     Way 

lack    Welch 

William  K    Wintcrblc 

FORMER    AFFILIATION 

KSTP     Minneapolis     ntl    radio   sis   mgr 

Texas   Student    Publications.    U    of   T 

N8C.    NY,    acct   exec    network   sis  dept 

WSOC     Charlotte     pres 

NBC     NY.   co-op  pgm   sis 

WSOC     Charlotte 

Peters.   Cnffin     Woodward.    NY.   asst   vp 

ABC      NY     broadcasting 

Columbia    Pictures     NY     broker 

KCBS     SF     sis    Staff 

CBS   Radio   Spot    Sales     Chi     acct   exec 

United   Printers  &   Publishers.   Boston,  asst  sis  promotion  mgr 
&    marketing    consultant 

NEW    AFFILIATION 

Same,    sis    mgr.    ntl    &    local 

KTBC    TV      Austin      'Is   promotion    dept 

CBS  Tv   Film   Sale,    NY.  acct   exec 

Same,   chairman  of    the   board 

Katz    Agency     NY.   radio   sis   staff 

  Same,   exec   vp 

Same,  dir  of  tv  sis  promotion  &  research  depts 

WQXR     NY     dir   of   sis   development 

A. A. P..   NY,   film  expediter 

_CBS   Radio   Spot   Salts     SF     acct   exec 

Same,  St.  Louis,  mgr 

WCAT    Athol.   WMOO    Milford.   vp-gen   mgr 

KTLN,     Denver,    radio    personality 

KUTV.  Salt   Lak_   City    acct  exec 

Croslcy    Broadcasting    Corp     Chi 

Loucks  &   Norling   Studios     NY.   production   mgr 

Young  Television   Corp.   Chi     tv  acct   exec 

CBS    Radio   Spot    Sal.-     SF     acct   exec 

WJHP-TV.    lacksonvillc.   local  sis  mgr 

WDCY     Twin   Cities,   broadcasting   personality  Same,  gen  mgr 

Coodson-Todman    Productions     NY.    business   mgr     &    What's 
My   Line     Inc     and  Coodson-Todman   Enterprises,    treasurer 

NBC     Chicago,    network    sis   promotion   &   research 

WSOC.  Charlotte    exec  vp 

Mornson-Nccsc.   Greensboro,   advtg   dir 

Richard   O'Conncll.    Inc.    NY,    acct   exec 

RAB.  NY,  sis  rep  to  the  membership  dept 

Same,    dir   of   promotion 
KVOO-TV     Tulsa,   acct   exec 

Same,   tv  sis  mgr Same,   vp 

WW|    &    WWJ-TV.    Detroit,    sis   promotion    dept 

Croslcy  Broadcasting  Corp.   Chi.  sis  staff 
KCBS.  SF.  sis  mgr 

WfCA-TV.   lacksonvillc.   local  sis  staff 

Same,  dir  of  business  affairs.  &  Coodson-Todman  Ent.  vp 

Kati   Agency.   LA.   radio- sis  staff Same,   pros 

WFMY-TV.    Greensboro,    sis   staff 

Marlin     state   legislator 

Katz   Agency.   LA.   radio  sis  staff 

KTBC   TV.    Austin     sis  dept 

Same.   NY 

ADVERTISING   AGENCY    PERSONNEL   CHANGES 

NAME FORMER    AFFILIATION NEW    AFFILIATION 

Warren   Abrams 

Ccorge    T.    Byers 

Robert   C.    Dohcrty 

Mary    Dunlavcy 

Ccorge  Fenmorc 

Richard    Fishcl 

S.    E.  Frohock 

Marvin    Coldman 

Alfred   M.    Katon.i 

Clement  W    MacKay 

Charles    F.    Mallory 

Victor    Miranda 

|ohn    T.    Murphy 

Desmond  O'Neill 
Charles  T.  Rabkin 

)ohn    H.    Riordan 

William  Vance 

Wayne  C.  Williams 

N     W     Aycr.    Detroit,    tv-radio   dept 

Beech-Nut    Life    Savers     NY 

Gentry.    NY     managing   ed 

Blame-Thompson.    NY 

Kcnyon  &   Eckhardt.   Phila.   sis  promotion  div  copy  supvsr 

BBDO     NY.   marketing  specialist 

Rapid   Film   Technique.    NY     advtg   mgr 

Roy   S.    Durstine     NY.   vp   in  chg    marketing  &    research 

Ruthrauff  &  Ryan.  M.  B    Scott  Div    acct  exec 

Lynn  Baker.   NY.   acct  exec  &  copywriter 

Bryan   Houston.   NY.  asso  media  dir 

Roy   S.    Durstine.    NY.    acct   supvsr 

McCann-Enckson,   NY.   writing     producing   tv-radio  accts 

N     W     Ayer.    NY,    radio-tv   traffic 

Same.    Phila 

DCS&S.    NY    acct   exec 

DCS&S    NY.   acct   exec 

Kastor     Farrcll.    Chcslcy   &    Clifford.    NY,    contact    media    exec 

Same,  dir  public  rcl's  &   publicity  comm   products  div 
Ruthrauff   &    Ryan     NY.    sis   promotion    dir    Ccarc-Marston    Div 

Kcnyon   b    Eckhardt     NY     merchandising  exec    promotion    dept 

Norman   D.  Waters    NY,  acct  exec 

N     W     Aycr     NY     traffic    staff   radio-tv   dept 
Same,   exec    vp 

Coodman   Advtg     LA     sr   acct   exec 

Fletcher    D     Richards.    NY     radio-tv  dept 

Burke    Dowling   Adams     NY     acct   exec   &   copywriter 

Kcnyon  &   Eckhardt.   NY    broadcast  buyer 

Emil    Mogul     NY     acct    group   supvsr    &    member    of    the    plans 

board 
Gcycr.    NY.   acct   supvsr 

Fletcher  D.   Richard;     NY    radio-tv  dept 

Same,   live   pgm   production 
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The 

Columbia  Pacific 

Radio  Network 

doesn't  miss 
a  thing! 

Consider  first 
the  3  Pacific  Coast 
states.    Their  vast 

323,000  square  miles 
contain  almost  6 

million  radio  homes. 
Well,  sir,  it  takes 

245,000  watts 

of  well  placed  power 

to  reach  'em  all. 
We  have  it!  And  if 

you  market 
in  the  8  other  far 

west  states, 

we  offer  you  our 

Mountain   Network 
to  blanket  that 

area,  too!  That's  why 
we  don't  miss a  thing 

—  and  neither 

does  the  advertiser 
who  depends 

on  us. 

National  and  regional  spot  buys 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV    BUYS 

Roto-Broil  Corp.  of  America.  Rochester,  i:-  going  into  major  mar- 

kets to  advertise  its  "Fleetwood"  broiler.  Campaign  kicks  off  1 
August  and  will  run  indefinitely.  Minute  film  commercials  will  be 

placed  during  daytime  hours;  saturation  frequency  will  vary  from 

market  to  market.  Buying  is  not  completed.  Buver:  Mort  Reiner. 
Agency:  Product  Services,  Inc..  New   York. 

The  American  Tobacco  Co.,  New  York,  is  buying  nationwide  to 

advertise  its  filter  tip  Tareyton  cigarettes.  Campaign  will  start  in 

mid-August  for  an  indefinite  period.  Minutes  and  chainbreaks  dur- 
ing nighttime  and  daytime  segments  will  be  used.  Buying  is  com- 

pleted, it's  believed.  Buyer:  Tessa  Allen.  Agency:  Lawrence  C. 
Gumbinner  Adv.,  New  York.     (Agency  declined  comment.) 

The  Procter  &  Gamble  Co.,  Cincinnati,  is  planning  a  campaign  in 

major  markets  for  its  Duncan  Hines  cake  mix.  Schedule  will  begin 

22  July  and  will  run  until  the  end  of  the  contractual  year.  Minute 

announcements  have  been  slotted  for  daytime  hours;  frequency  will 

vary  from  market  to  market.  Buying  is  not  completed.  Buyer:  Joe 

Burbeck.  Agency  :  Compton  Adv.,  Inc..  New  York.  (Agency  declined 
comment  on  the  campaign.  I 

Lever  Bros.,  New  York,  is  buving  schedules  for  its  Rinso  Blue  in  60 

top  markets.  Campaign  will  begin  22  Julv  and  will  run  for  nine 

weeks.  Minute  e.t.'s  will  be  aired  both  daytime  and  nighttime  to 

reach  as  wide  a  woman's  audience  as  possible.  Saturation  frequency 
will  depend  upon  the  market.  Buving  is  completed.  Buyer:  Tom 

Glynn.  Agency:  J.  Walter  Thompson,  New  York.  (Agency  could  not 
be  reached  for  comment.  I 

RADIO    BUYS 

General  Foods  Corp.,  White  Plains.  New  York,  is  purchasing  major 

markets  for  its  Certo  and  Sure  Jello-0  Products  for  home  canning 

and  preserving.  Schedule  will  start  shortly  for  six  weeks.  Daytime 

live  minutes  will  be  used:  average  frequency  per  week  in  each 

market:  10.  Buving  is  completed.  Buyer:  Kay  Brown.  Agency: 

Young  &   Rubicam,   New  York. 

The  Nestle  Co.,  White  Plains.  N.  Y.,  is  buying  throughout  the 

country  to  push  its  Decaf  coffee.  The  short-term  schedule  will  begin 

28  Julv.  Minute  e.t.'s  will  be  slotted  in  both  day  and  nighttime,  with 
an  average  of  20-25  per  week  in  each  market.  Buying  is  half-com- 

pleted, it's  believed.  Buyer  :  George  Walker.  Agency  :  Dancer-Fitz- 
gerald-Sample. New  York.     I  Agency  declined  comment.) 

Anahist  Co.,  Inc.,  Yonkers,  \  .Y..  is  planning  a  campaign  in  major 

Negro  markets  to  promote  its  Anahist  and  Super  Anahist.  Daytime 

and  nighttime  minutes  will  be  purchased,  with  five-10  spots  per  week 

in  each  market.  Present  plans,  it's  believed,  are  to  kick  off  mid- 
September  for  26  weeks.  Buying  has  not  begun.  Buyer:  Chet  Slay- 
baugh.  Agency:  Ted  Bates  &  Co.,  New  York,  i  Agency  could  not  be 
readied  for  comment.) 
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JlJow  does  Pittsburgh's  No.  1  disc  jockey 

spend  his  vacation? 

At  a  turntable,  of  course. 

The  disc  jockey  is  WCAE's  Jay  Michael. 
The  turntable  is  Martin  Block's,  at  WABC 
in  New  York. 

Jay  is  one  of  six  disc  jockeys  picked  to  run 
The  Make  Believe  Ballroom  for  the  six 

weeks  that  Martin  is  on  hjs  vacation.  The 

select  group  was  chosen  for  the  job  by 

Martin  Block  himself,  who  sought  out  the 

outstanding  men  in  the  field  to  mind  the 
store  for  him. 

IN   PITTSBURGH,   FAR   OUT  IN   FRONT 

All  of  which  adds  national  recognition  to 

the  man  who  is  far  and  away  tops  in  his  pro- 
fession around  Pittsburgh. 

Pulse  after  Pulse,  Jay  Michael  outpulls 

every  other  afternoon  radio  attraction  in 

the  market.  The  latest  report  (March-April, 

1957)  shows  the  Jaybird  with  ratings  aver- 

aging 6.0  and  soaring  as  high  as  6.7.  J>.v 
c 

HEAR   FOR   YOURSELF  ^ 

If  you're  within  tuning  distance  of  WABC 

while  Jay's  in  New  York,  we  invite  you  to 
listen  in.  The  dates  are  July  22  to  27.  The 

time  is  11  a.m.  to  Noon  and  3  to  6  p.m., 

Monday-Friday;  9  a.m.  to  Noon  and  6  to 
7:30  p.m.,  Saturday.  Hear  for  yourself  why, 

with  the  Jaybird  on  your  payroll,  your  sales 

in  Pittsburgh  will  never  take  a  holiday. 

If  you  can't  catch  Jay  on  his  New  York 
appearance,  your  Katz  man  will  be  glad  to 

bring  over  an  audition  disc  ...availabilities, 

too.  Call  him  today.  Ask  him  also  about 

Davey  Tyson,  Tommy  Riggs,  Bill  Nesbit  and 

Gloria  Abdou,  four  more  reasons  why  WCAE 

is  Pittsburgh's  salesmanship  station. 

Affiliated  with  The  Pittsburgh  Sun-Telegraph  •  Represented  by  The  Katz  Agency.  Inc. 

****** 
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•  PROGRAMMING 

•  EXPERIENCE 

•  SALES  RESULTS 

ASK  DETROITERS! 

WORLD'S  FIRST  RADIO  STATION 
Owned  and  Operated  by  THE  DETROIT  NEWS 

Nolionol  Representatives:  Peters.  Griffin.  Woodward.  Inc. 

Call  Your   Branham 

Man   for  these   and 

other  top-rated 

participations 

KROD-TV 
Channel    4 

EL    PASO,    TEXAS 

CBS 

AFFILIATED  with  KROD-600  kc   (5000w), 

Owned  &  Operated  by  El  Paso  Times,  Inc 

Rep.   Nationally  by  the  BRANHAM   COMPANY 

News  and  Idea 

WRAP-UP 

52 

ADVERTISERS 

Lever  Brothers1  latest  promotion 
for  Breeze,  all-purpose  detergent, 

is  aimed  at  the  teen-age  market. 
Reasoning  behind  the  move: 

1  I  The  teen-age  market  accounts  for 

more  than  a  quarter  of  all  food  sales. 
2 1  There  are  an  estimated  million 

new  teen-age  mothers  each  year. 
3)  In  1957  half  of  the  nations  new 

brides  will  be  teenagers. 

Method  of  promotion  will  be  premi- 
um give-awa)  of  records  from  among 

the  current  top  10  best  sellers. 

Network  radio,  newspapers  and  mag- 
azines will  be  the  principal  media 

used  for  the  promotion. 

Mergers  and  aequisitions:  Bond 

Pickle  Co.  has  merged  with  Bea- 
trice Foods.  Bond  will  become  a  divi- 

sion of  Beatrice  Foods  and  retain  its 

brand  identity ....  Ronson,  in  a 
diversification  move,  has  acquired 
Saxonv  Electronics.  Saxonv  currentlv 

is  producing  hair  dryers,  heating  pads 

and  room  vaporizers.  .  .  .  Bon  Ami 

has  bought  Skour-Nu.  heavv  dutv  in- 
stitutional cleaning  item,  previously 

owned  bj   Leon  D.  Lew. 

Focus  on  personalities:    J.  \S  .  Stilt 

has  been  appointed  advertising  and 

sales  promotion  manager  of  the  Dixie 

Cup  Co.  Stitt  previously  was  adver- 
tising manager.  Don  M.  Greek  now 

becomes  assistant  sales  promotion  man- 
ager  for  home  products  and  Raymond 

R.  Remaley  is  assistant  sales  promo- 
tion manager  for  commercial  products. 

.  .  .  Samuel  N.  Sehell  has  been  pro- 

moted to  assistant  general  sales  man- 
ager and  Eugene  H.  Blanche  to 

sales  service  manager  for  Pharma- 
Craft  Co.  .  .  .  Dr.  Arthur  Green  berg, 

formerlj  research  director  of  Sidney 
Hollander  Associates.  has  joined 
Charles  \ntell.  Inc..  as  director  of 

marketing  research.  .  .  .  John  A.  Caw- 
ley,  formerly  president  of  the  George 

W.  Luft  Co.,  has  joined  American 
Home  Products  as  an  assistant  to  the 

president.  .  .  .  James  H.  Rosenfield 

has  joined  Polaroid  Corp.  as  assistant 
advertising  manager.  Rosenfield  comes 
from  NBC  T\  sales.  .  .  .  Robert  C. 

Frojen  has  been  named  director  of 

advertising  and  public  relations  for  the 
Lincoln  Savings  \  Loan  Association, 
Los  Angeles. 

AGENCIES 

Campbell-Mithun  and  Campbell- 
Ewald  are  now  sharing  the  Kroger 

account.  The  assignment  breaks 

up  thusly : 

Campbell-Mithun  will  handle  the  ad- 

vertising for  Kroner's  manufacturing 
divisions  and  for  the  following  oper- 

ating divisions:  Atlanta.  Cincinnati. 

Columbus.  Dayton,  Little  Rock.  Louis- 

ville, Memphis,  Nashville,  Roanoke. 
Y\  ichita,  St.  Louis,  Kansas  City  and 
Carbondale. 

Campbell-Ewald  will  take  over  the 
other  10  retail  divisions:  Charleston, 

Chicago,  Cleveland.  Detroit.  Ft.  Wayne. 
Grand  Rapids.  Indianapolis.  Madison, 
Peoria  and  Toledo. 

I  p  to  now  the  Ralph  H.  Jones  Co. 

has  handled  the  bulk  of  KrogeFs  ad- 
vertising, which  includes  much  spot 

radio  and  t\ . 

Personality   notes:     Daniel   Potter 

has  joined  the  radio-tv  department  of 
Norman,  Craig  &  Kummel  as  director 
of  radio-tv  media.  Potter  comes  from 

Esty  .  .  .  Irwin  A.  Goldberg  has  left 

Grey    to    become    research    supervisor 

at  the  Charles  W.   Hoyt   Co   \n- 
drew  Diddel  has  joined  Kudner  as 

account  manager  for  Pan  American 
\^  orld  Airways  cargo  advertising. 

Diddle  formerly  was  New  York  sales 

manager  for  Eastern  Air  Lines  .  .  . 

Larry  Gross,  formerlv  an  account 
executive  at  J.  M.  Mathes.  has  joined 

Grey  in  the  same  capacity  ...  Wil- 
liam H.  Gebhardt  has  joined  the 

Walter  J.  Klein  Co..  Charlotte.  N.  C. 

a-  vice  president  and  account  execu- 
tive. Gebhardt  comes  from  Brooke. 

Smith.  French  &  Dorrance  .  .  .  Dr. 

William  T.  Strauss,  formerly  of  Ciba 

Pharmaceutical    Products,    has    joined 
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DCSS  .1-  vice  president  and  directoi  of 
the  professional  <  I  i  \  i  -^  i « >  1 1  .  .  .  Paul 
Minkman.  a  vice  president  and  di- 
rector  of  IM!I)<).  has  moved  t"  i h«- 

igenc)  s  Los  Angeles  office  a^  an  ai 
counl  supervisor  .  .  .  Vntliom  M- 
berti  has  been  appointed  merchandis- 

ing and  sales  vice  president  foi  Ad- 
vertising Vgencies,  Inc.,  Studio  <  it\. 

Calif.  ...<;.  B.  "Brad"  Battey,  Jr. 
has  been  named  production  managei 
foi  Mark  Schreiber  Advertising,  Den- 
ret  .  .  .  Jack  Schlichenmaier  has 

been  appointed  vice  president  in  charge 
of  the  San  Antonio  office  of  Glenn 
Advertising.  He  succeeds  Robert  <  >. 
Holleron  w  li< >  moves  to  full-time  serv- 

ice "n  the  Lone  Star  Brewing  account 
.  .  .  Philip  W  ise  has  been  promoted 
i"  assistant  account  executive  at  Comp- 
ton  .  .  Hall  Ballman  has  joined 

BBDO'a  Los  Angeles  office  in  the 
media  department  .  .  .  John  Emmart 
i-  now  a  member  of  the  executive  stafl 
in  the  San  Francisco  office  of  !!"\  s. 

Durstine,  Inc.  .  .  .  Glen  Jocelyn  has 
joined  MacFarland,  Aveyard  S  Co.  as 
nee  president  and  chairman  of  the 

plan-  hoard  .  .  .  William  J.  Laffey, 
formerl)  media  buyer  at  Donahue  & 
Cor,  has  moved  over  to  Fuller  ̂   Smith 

8  Ross  in  the  same  capacit] . 

Thry  became  v.p.'s  this  week: 
Warren  Fairs.  H.  il.  Bisainejer, 
William  E.  Macke  and  K.  L.  Whit- 

ney, all  of  Norman.  Craig  ̂   kinnmell 
.  .  .  Robert  Kirsrhhaum  and  Gul 

Oring  of  Grej  Advertising  .  .  .  \\  il- 
liam  F.  M.ni-li.ni  of  DFS  .  .  .  Bruce 
K.    Vhranis   and    Robert    M.    Bogne 
of    Mlston     Associates.    New     ̂   oik. 

NETWORKS 

Bob  Eastman  continued  this  week  to 

rip  a|>art  ABC  Radio's  morning  sched- 
ule, tossing  out  three  dramatic  strips 

for  the  eventual  substitution  of  person- 
ality  show-. 

NBC  quickl)    picked   up  one  of  the 
trio.  My  True  Story,  an  ABC  standl>\ 

for  1")  \ears.  The  other  two  elimina- 
tions were  //  flispering  Street  and 

If  hen  a  Girl   Marries. 

Eastman's  philosophy  anent  the 
change:  Live  personality  stanzas  will 
not  onl)  blend  in  better  with  the  a.m. 
anchor.  Breakfast  Club,  but  sidestep 
competing  aszainst  tv  with  drama. 

Chronological  notes:  1  1  1  Eastman 
disclosed  these  policy  plans  after  NBC 

Radio  issued  an  announcement  that  it  faU.     Hie    vacancies    bj    network 
had    taken    OVW      \h     line    V..m  .      (2)  add     up     lot 

BBDO,  two  days  later,  bought  a  batch  AB(     l\              8  half-hours 
of  participation!  in  the  -how  foi   U.S  CBS  T\              2  half-hours 

Steel's  Operations  Snowflake  campaign.  ^,;(     H               5  half-hours pom  nil-  Tv-Radio  Basil  i,  27 

.  .  .  Robert  F..  kintmr.  executive  luly,  fot  full  details  about  the  fall  pro- 
vice  president,  television  network  pro-  graming  picture 
■ram    sales,    and     Kmamicl     (Manic)  ^ 

Sacks,   vice  president,  television   net-  FaU  network  i\  programing;  notes t 
work  pi og i ams,  have  been  elected  to  AIM.  T\    has  sold  the  Mondaj   8» 
the  board  oi  directors  of  NB(  8:  10  p.m.  spot  to  Max  Factoi  through 

Anderson-McConnell.     Ihe  program  is 

There's   plenty    of   nighttime   -till  not  set  ...  In  daytime  sales   \K<     l\ 
open  on  ihc  t\    networks  for  the  has  picked  up  an  assortment  of  busi- 

sxmL 

BEAUMONT 

PORT  ARTHUR 

Smartest  move  in  Texas  is  to  use 

the  only  facility  covering  the 

Beaumont -Port  Arthur  -  Orange  area 

of  over  1 ,  000  ,  000  prosperous  people. 

K  FD 

CBS 
ABC 

umont   Radio   &   TV 

"■ 

See  PETERS-GRIFFIN-WOODWARD,  inc. 
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A  pictorial  review  of  local 

and  national  industry  events 

PICTURE  WRAP-UP 

Color  television  debut  scheduled  for  firsl 

week  in  August  on  WLW-T,  Cincinnati,  Cros- 
ley  president,  Robert  E.  Dunville  (1.)  aids 

in    unloading    one    of    three    new     cameras 

"World's  shortest  pitch"  is  given  to  Elaine 
Whalen,  E.  Mogul  head  timebuyer  by  Ernie 

Tannen  (1.),  WILY,  Pittsburgh  and  Bernard 

Howard,    Stars    National,    the    station's    rep 

Supermarket  serenade:  To  help  launch 
the  biggest  merchandising  campaign  of  its 

history,  Hansen  Baking  Co.,  Seattle,  bakers 
of  Sunbeam  products,  engaged  this  gay  trio 

Announcing  its  move  to  new  quarters  at 
505  Park  Avenue,  Reach  McClinton  &  Co., 

Inc.,  mailed  the  above  picture  to  clients. 

No     interruption     of     service     was     stressed 

"Drive  Safely  ...  Be  Home  for  Christina-" 
was  WERE's  safety  campaign  slogan  for  big 
4  July  holiday.  Using  technique  a  la  Burma 

shave,    station's    secretaries    aid    promotion 

Stressing   teamwork   between    network   and   spot  sales   representatives.   Robert    E.    Eastman, 
president  of  American  Broadcasting  Company  Radio  Network,  is  seen  above  as  he  adilr 

tic  Station  Representative-'   Association.    Meeting  was  held  at  Americans  N.Y.  headquarters 



Western  New  York's  Favorite  Sports  Foursome 

Chuck   Healy,    Eastern   Collegiate   Boxing   Champ,   Syracuse  '39 

Dick   Rifenburg,    Ail-American   End,   Michigan   '48 

Don   Cunningham,   Basketball   Star,   Dickinson   '48 

Ralph   Hubbell,   Dean   of   Buffalo   Sportscasters   since  '35 

on 

"LETS  TALK  SPORTS" 
Saturday  Afternoons 

WBEN-TV  ch.  * 

The  talent  lineup  on  LET'S  TALK  SPORTS  touches  all  bases  .  .  .  hits  to  all  fields.  It's  a 
half-hour  forum  of  facts  and  anecdotes,  comment  and  criticism  that  the  sports-minded 
in  Western  New  York  have  come  to  appreciate  and  follow. 

Typical  of  the  Prestige  Programs  developed  and  produced  by  WBEN-TV  for  local  spon- 
sorship or  participation,  it  combines  seasoned  talent  of  four  staff  sportscasters  with  a 

popular  format,  and  presents  it  to  the  largest,  most  interested  group  your  TV  dollars  can 
buy  in  Western  New  York. 

LET'S  TALK  SPORTS  precedes  or  follows  the  CBS  Game  of  the  Week  (depending  on 
game  time).  In  the  fall  it  follows  Pro  Football,  in  winter  it  will  follow  NHL  Hockey. 
Twelve  months  a  year  this  market  is  available  to  you.  You  can  pick  your  season,  name 

your  game,  and  if  your  product  fits  this  custom-tailored  show  you  can  look  forward  to 

sales  results  that  will  wear  well  and  long  in  WBEN-TV's  vast  18-county  coverage  area. 
Give  us  a  call  —  or  our  national  representatives:  Harrington,  Righter  and  Parsons  —  and 

LET'S  TALK  SPORTS.  You'll  like  what  you'll  hear. 

WBEN-TV     CBS  in  Buffalo 

THE        PIONEER        STATION        OF        WESTERN         NEW        YORK 
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....  when  we  should  be  quoting 

folks  like  Mrs.  R.  0.,  who  says, 

"We  are  newcomers  io  Topeka,  and 
from  the  very  start  it  has  been  your 

radio  station  that  made  me  feel 

at  home  here.  Your  announcers 

seem  like  old  friends,  and  you  offer 

programs  of  quality  and  genuine 

interest.    Keep  up  the  good  work!'* 

5000  WATTS    •    TOPEKA,   KANSAS 

Rep.  by  John   f .   Pearson   Company 

WIN 
The   BIG  Audience! 

PLACE 
Your  schedule  on 
KTRNJLerus... 

SHOW 
REAL   RESULTS! 

April-May  '57 
V)        HOOPER AVERAGE! 62% 

KTRN 
Wichita    Falls,  Texas 

A.  Boyd  Kelley-Gen.   Mqr. 

Burke-Stuart-Naf  I    Rep. 

ness  from  the  Sweets  Co.  on  the  5-5:30 

p.m.  kid  shows  strip.    Sweets  will  take 

half  of  Superman  on  Monday,  alternate 
weeks  of  Sir  Lancelot  on  Wednesday 
and  alternate  weeks  of  The  Buccaneers 

on  Friday.  The  candy  firm  has  also 

bought  the  5-5:30  slot  for  Saturday 

and  will  program  Tales  of  the  Texas 
Rangers  there. 

CBS  TV's  latest  fall  sales  are  on 
the  daytime  side  with  Ludens  taking  a 

quarter  hour  of  Captain  Kangaroo  on 

Saturdays  (9:30-9:45  a.m.  I .  Atlantis 
Sales  Corp.  (for  French  Mustard)  has 

signed  up  for  four  quarter-hours  on 
alternate  weeks  on  four  CBS  TV  day- 
timers  :  Our  Miss  Brooks,  You  Are 

the  Jury,  Edge  of  Night  and  Hotel  Cos- 

mopolitan. 
NBC  TV  has  sold  the  10-10 :30  p.m. 

spot  on  Saturday"  nights  to  Pharma- 

ceuticals for  What's  It  For,  a  series 
explaining  inventions.  Kletter  is  the 

Pharmaceuticals  agency  .  .  .  The  net- 

work's annual  coverage  of  the  Macy 
Thanksgiving  Day  Parade  1 28  No- 
vemher.  11-12  noon)  will  be  half  spon- 

sored by  Ideal  Toy  Co.  Ideal's  agency is  Grey. 

Minnesota  Mining  and  Manufac- 
turing has  announced  that  it  is 

now  putting  out  the  world's  first 
commercially  available  video  re- 

cording tape. 

While  the  new  magnetic  tape  has 

been  in  use  by  all  three  networks  since 

daylight  saving  time,  it  is  only  now 
that  it  has  been  developed  to  the  status 

of  a  commercial  product.  Up  to  now 

the  tape  has  been  still  in  the  experi- 
mental stage. 

People  in  the  news:  Elliott  F. 
Alexander  has  been  named  manager 

of  advertising  and  promotion  for 

ABC  TV's  Western  division.  Alexan- 
der comes  from  BBDO  .  .  .  Betty 

Boucher  has  been  promoted  to  head 

of  the  ABC  station  clearance  depart- 
ment. 

TV    STATIONS 

Sylvester  (Pat)  Weaver  has  signed 

a  second  sponsor,  Climax  Indus- 
tries, for  Ding  Dong  School,  the 

show  that  will  kick-off  his  Pro- 

gram Service  network  plan. 
Climax  which  manufactures  Kid-O. 

synthetic  modeling  compound,  joins 

Taylor-Reed  Corp.  when  Ding  Dong 
School  starts  on  26  August.    The  pro- 

gram will  be  carried  over  stations  in 

\cu  ^  ork,  Chicago,  Washington. 

Philadelphia.  Baltimore,  Cleveland. 
Cincinnati  and  St.  Louis. 

At  least  five  other  markets,  Hart- 

ford-New Haven.  Indianapolis,  Mil- 
waukee. Minneapolis  and  Detroit,  are 

expected  to  be  added   b\    October. 

Agency  for  Climax  is  Atlantic  Ad- 
vertising and  for  Ta\lor-Reed,  Hicks 

&  Griest. 

I  See  SPONSOR-SCOPE  for  data  on 

Weaver    participation    prices.) 

Here's  a  commercial  station  that 

not  only  is  giving  time  for  educa- 
tional shows  (two  hours  per  day) 

hut  also  is  training  local  teachers 
on  how   to  use  the  service. 

WVEC-TV,  Norfolk-Hampton,  Va., 

will  provide  an  hour,  9-10  a.m.,  each 

weekday  morning  and  an  hour,  1-2 

p.m..  each  afternoon  during  the  school 

\ear  for  educational  programs,  start- 

ing next  fall. 
In  the  meantime  the  station  is  con- 

ducting an  educational  workshop  for 
almost  40  teachers  from  the  Norfolk 
area.  Classes  run  the  whole  month  of 

July  and  the  tv  school  for  teachers 
starts  at  9  a.m.  and  lets  out  at  4  p. in. 

New     call     letters    and     affiliates: 
KCTV  are  the  new  call  letters  for 

KTXL-TV.  San  Angelo,  Tex.  .  .  . 

WMBD-TV,  Peoria,  will  go  on  the 

air  12  January  as  an  interconnected 

primary  affiliate  of  CBS  TV  .  .  . 
KPAC-TV,  Beaumont -Port  Arthur. 

Tex.,  will  go  on  the  air  15  September 

as  an  NBC  TV  affiliate.  KPAC-TV  is 
licensed  to  Texas  Goldcoast  Television. 

Inc.  President  is  Julius  M.  Gordon 

and  sales  manager  is  Mack  Newberry 

.  .  .  WBAP-TV,  Fort  Worth,  will  be 
the  new  basic  affiliate  of  NBC  TV  for 

the  Dallas-Fort  Worth  market.  The 

new  affiliation  arrangement  ends  the 

network's  present  affiliation  with 
WFAA-TV.  Dallas  .  .  .  WTVH, 

Peoria,  has  signed  as  a  primary  ABC 
TV  affiliate. 

Job  notes:    Allen  W.  Dunn  is  now 

national  sales  manager  for  KLRJ-TV, 

Las  Vegas.  Dunn  comes  from  K\l\ 
San  Jose.  Calif.  .  .  .  Ben  A.  Hudelson 

has  left  Westinghouse  Broadcasting 

Co.  to  join  WRCA-TV,  New  York,  as 

production  manager  .  .  .  Don  Harris. 
formerly  of  KTEL.  Walla  Walla,  has 

joined  the  sales  staff  of  KEPR-TV, 
Pasco,  Wash.   .   .   .   George  Vickery 
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MOUSETRAP,  STEAM  TRAP,  SEWER  TRAP 
...it  makes  no  difference 

...  the  world  won't  beat  a  path  to  the  door  of 
the  man  who  builds  a  better  one  and  then  doesn't 
advertise  it  so  that  people  will  know  about  his 

product,  know  where  it  can  be  bought  and  how- 
much  it  costs. 

Advertising  benefits  the  buyer,  too.  It  tells  you 

the  product  story,  makes  it  easy  for  you  to  buy. 

Even  more  important  to  you,  advertising  leads 

to  mass  production  and  volume  sales  . 
means  lower  costs  and 

lower  prices. 

Yes,  "Advertising 

Benefits  You"  .  .  . 

'specially  business- 

paper  advertising. 

M 
hich 

SPONSOR    PUBLICATIONS    INC. 
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Feop>le 
who    ICXlOW 

stay  at  the 

Jffle/  AxfaafaH 
•  3    Minutes   from    Grand    Central 

•  Convenient    to    Fifth    Avenue 
Shopping 

•  All   Outside   Rooms 

•  Radio;    Television;     Circulating 
Ice-Water;    Tub    and    Shower 

AIR  CONDITIONS)
 

HOME  OF  THE  FAMOUS 'Hawaiian 

Room' 

Known   For  Authentic 
Hawaiian  Cuisine  and 
Native  Entertainment 

««e  your 
local  travel  agency 

or  writm  to  Promotion 

Omnt.    fnr  Rr*wfcur*»    I/N>. 

LEXINGTON  AVE.  at  48th  ST. 

NEW  YORK  CITY,  17 

BOSTON— HANCOCK  6-6625 
CHICAGO— DEARBORN  2-4432 
MIAMI— FRANKLIN  9-8331 

& 
£ 

ir 

has  been  appointed  merchandising  di- 
rector of  \\  TV  J,  Miami.  Vickerj  will 

retain  his  post  as  publicit)  director  but 

give  up  his  public  service  directorship 
.  .  .  Richard  C.  I. ami-man  has 

joined  WBAL-TV,  Baltimore,  as  as- 
sistant sales  manager  .  .  .  James  S. 

McMurry  has  been  appointed  opera- 
tions manager  of  \\  PFH,  \\  ilmington 

.  .  .  Gene  M.  Heard,  former  time- 

buyer  at  McCann-Erickson.  Houston, 

has  joined  the  KTRK-TV,  Houston, 
sales  staff  .  .  .  Lew  Arnold,  general 

manager  of  KTLA,  Los  Angeles,  has 

been  elected  a  vice  president  and  mem- 
ber of  the  board  of  directors  of  Para- 

mount Television  Productions  .  .  .  W. 

A.  "Spanky"  Reese  has  joined 
WEHT-TV,  Henderson,  Ky.,  as  sales- 
service  coordinator  .  .  .  F.  Douglas 

Chingo,  formerly  with  KCRG-TV, 

Cedar  Rapids.  la.,  has  joined  KDAL- 
TV,  Duluth.  as  local  sales  representa- 

tive .  .  .  Charles  W.  Way  has  gone 

with  WFMY-TV,  Greensboro.  N.  C, 
as  an  account  executive  .  .  .  G.  Earl 

Broome  has  been  promoted  to  sales 

manager  of  WITN,  Washington,  N.  C. 

.  .  .  Harry  Travis,  formerly  station 

manager,  has  been  appointed  vice 

president  and  assistant  general  man- 
ager and  Tom  Matthews,  formerly 

program  director,  has  been  made  di- 
rector of  operations  for  WNEM-TV. 

Bay  City,  Mich.  .  .  .  Charles  D.  Lin- 
ton, Jr.,  Jim  Javris,  Milt  Lewis 

and  Bert  Julian  have  been  appointed 

to  the  sales  staff  of  WLW-I.  Indian- 

apolis. 

RADIO      STATIONS 

Idea  from  KYW,  Cleveland,  re 

station's  "Sing  and  Sell"'  summer 
sales  plan : 

1.  KYW  worked  out  an  exclusive 

series  of  jingles  tailored  to  tie  in  with 
such  services  as  weather,  traffic,  sports 
and  places  to  go. 

2.  Then  service  announcements 

were  offered  either  in  combination  or 

as  one  exclusive  service  to  both  local 
and   national   advertisers. 

Results:  a  complete  sellout  of  the 
series  in  the  first  two  warm  weather 
months. 

One  of  Spartanburg's 
Two  Great 

Stations  I 

FILM       COM  PA  N  Y 

3825     Bryan    •    TA  3-8158    •    Dallas 

Humorous  note  on  commercials: 

WVIN'J,  Newark,  reports  it  has 
been  getting  letters  asking  if  Mrs. 

Westing  and  Mrs.  House  are  go- 

ing to  marry  the  Piel  Brothers. 
The  ladies  causing  all  this  talk  are 

the  two  commercial  characters  created 

b\  W'estinghouse  Appliance  Sales 
Corp.  for  a  one-station  saturation  test. 

Original  purpose  was  to  promote 
the  theme  that  the  revolving  agitator 

in  the  W'estinghouse  Laundromat  does 
aua\  with  the  need  for  a  lint  trap, 

but  since  Mrs.  Westing  and  Mrs. 
House  have  brought  out  such  listenei 

response,  WASCO  has  decided  to  use 

the  two  to  promote  other  home  appli- 
ances. 

Here's  something  rather  novel:  An 
ad  agency  buying  radio  time  to 
advertise  itself. 

Coodman  Advertising,  Los  Angeles, 

is  sponsoring  a  15-minute  musical 
show  on  KRHM,  Los  Angeles,  Mon- 

day through  Friday.  The  agency  says 

it  picked  the  FM  station  because  it 

hoped  "The  very  use  of  this  unique 
means  of  FM  will  indicate  the  unusual 

methods  and  approaches  Goodman 

Advertising  might  use  to  sell  a  prod- 

uct." 

New  appointments:  Robert  H. 
Dodd  has  joined  the  sales  staff  of 
KOBY,  San  Francisco  .  .  .  Joe 

Thompson,  formerly  sales  manager 
of  KHEP,  Phoenix,  has  been  named 

manager  of  KHEY,  El  Paso  .  .  .  Larry 

Gibbons  has  joined  the  sales  depart- 
ment of  KFBI.  Wichita  .  .  .  John 

McRae  has  been  promoted  to  general 

sales  manager  for  KOBY,  San  Fran- 
cisco. 

"His  ambition  is  to  be  top  dog  on 

KRIZ  Phoenix!" .-,!! 
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FINANCIAL 

Stock    mark ■1   quol it  ion-  : 
Follow- 
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Guild  Films 

3% 
. 

N  i  \ 

FILM 

The  first-run  market  continues  in 

a  moat  health}  state. 

Pointing  up  this  fact :  I  uncial  I  ilms 

this  week   released   Big    Storj  the 

third  of  three  film  series  put  on  syn- 
dicated market  within  a  period  of  three 

months. 

lwo  more  first  rim  sei  ies  are  slated 

for  first-run  availability  within  an- 
other two  weeks.    One  "I  these  is  ex- 

peeled    to    l>e    Decoy,    starring    Beverl) 
Garland. 

Official  reports  thai  advance  sales  on 

Big  Storj  totals  around  $250,000. 

<.:iilil  Films  has  joined  the  parade 
ot  syndicators  who  are  expanding 
their  foreign  operations. 

Guild's  subsidiary  umbrella  for  the 
foreign  activities:  Guild  Internacional 

S.A..  a  Panama  corporation  with  of- 
fices in  Panama  City,  Mexii  o  City, 

London.   Koine  and    Dusseldorf. 

Kit  Gross  heads  the  subsidiary  as 
managing  director. 

NBC.  Television  Film's  Frontier  is 
commanding  solid  ratings  out 
•rest. 

For    instance,    in    Sail    Lake    <  it) 

Frontier  pulled  a  26.7,  outdrawing 

O'Henry  Playhouse  and  Studio  One  . , . 
Frontier   also   came   out    in    front    in    F.l 

Paso,    Colorado    Springs,    Tulsa    and 
Pueblo. 

LAP'S    third    "Popeye    Day"    in    the 
metropolitan  area  took  place   13  Jul\ 

at  Bamberger's,  Newark.  Y   I.    Latesl 
sales  of  Popeve  cartoons  to  \^  SF  \-T\  . 

Montgomery,  Ala.,  and  KLAS-TV,  Laa  joina     \l!<     Film    Syndication 'i    lalei 
Vega          Screen  Gems  reports  three  stall  as  mid-southern  sales  rep,  head 

new  appointmenti     William  I  -  Noun.'  quartering  in  Vii  ;inia  Beach    \  i    .  .  . 
North-t  entral     Division     managei  Robert    J.    Enders,    Inc.,    film    pro 

II.iiiv     Burbeck,    (  hicago    sales    staff;  ducera  and  packager*  id   "Best  of  tht 

Nancj   Littlefield    formerly  casting  di  Post"  have  named  Marahall  Schack- 
rector,  upped  to  I  astern  talent  scout,  «••'.   to    head    New    \<<ik    office    .    .    . 
Herman  Rush,  \  p    and  membei   of  Screen     Genu    acquired     world     h 
Board  oi  Directors,  has  resigned  from  rights  to  two  \l.nk  Hellingei   pictures 

Official  Films  effective   I    August   .  .  .  "Bruh    Fora      starring    Burl    Lan 

\  I  \     appointed     Eric    II.     Height,  i  aster,  and  "The  Vaked  <  iff   ,  .  .  The 
financial  and  motion  picture  executive,  pan    will   be  included   in   nexl   Screen 
to  treasure)             Walter   I..    I  In  Mi  Gems    feature    package    release   to   rv. 

CKLWS  Disc  Jockeys  xire 
f  I The   3  Busiest 

\    ^in  the  Detroit  A 

TOBY   DAVID 
6:45-9:45   a.m. 

Mon.    thru    Fri. 

Music,     time,     weather, 

comedy!  Everything  to  ot- 

tract    listeners    and    keep 

them     listening     at    the 

wake-up     hours. 

BUD   DAVIES 
1 1   05-12   noon 1:30-2:45 

Mon.    thru    Fri. 

Music  in  a  pleasing  manner 

for  early  afternoon  listeners. 

Variety  and  guest  interviews 
with    celebrities. 

800kc. m 
EDDIE   CHASE 

3  35-7 

Mon     thru    Fri. 

late     afternoon     and     dinner 

hour    music    for    everyone. 

Good     listening     for     "rolling 
home"    motorists. 

UTUAL 
50,000  Watts  -  GUARDIAN  BLDG.,  DETROIT 
ADAM  YOUNG,  Inc  J    E   CAMPEAU 

National  Rep.  President 
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we  deliver 

1000 

like  this 

for  31c 

luch  prettier,  actually,  frolfc,. a  sponsor's  point  of  view,  because 
these  ladies  buy!  And  at  WVNJ  you  can  talk  to  a  thousand 
of  them  (and  their  families)  for  one  minute  at  a  cost  of  only  31c. 
Same  rate  for  men,  too. 

Most  advertisers  know  that  the  New  WVNJ  has  more  listeners 
than  any  other  radio  station  broadcasting  from  New  Jersey.     As 
a  matter  of  fact — almost  twice  as  many  as  the  next  2 

largest  combined.* •Source — Hooperatings  Jan. — Feb. — New  Jersey 

Most  advertisers  know  the  quality  of  this  audience — for  the  new 
programming  concept  of  playing  only   Great  Albums  of 
Music  has  brought  the  station  thousands  of  new  and  potentially 
better  buyers  than  ever  before. 

Most  advertisers  know,  too,  that  WVNJ  delivers  this  audience 
at  less  cost  per  thousand  than  any  other  radio  station  not 
only  in  Jersey  but  in  the  entire  metropolitan  area  as  well. 

That's  why  WVNJ  is  the  hottest  radio  station  in  the  New 
Jersey  market — bar  none.    Get  the  facts  and  you'll 
make  WVNJ  part  of  your  advertising  day. 

Represented  by: 
Broadcast  Times  Sates 

New  York  OX  7-1696 

WVNJ 
Newark,  New  Jersey 

Radio  Station  of  the  Newark  Evening  News 

60 
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It  lmt\  happening  m  I     s    Government 

tlint  aflecti   tponsors,  agencies,  ttationt 

WASHINGTON  WEEK 

20  JULY 

Copyright    II    ' 
SPONSOR    PUBLICATIONS    INC 

The  fee  i\   squabble  shifted   this   week   from   ihe   H<    back   i<>  Congress. 

First,  Rep.  Emanuel  Celler  served  notice  <>n  the  i<<    to  abandon   puns  for  a 
trial  "I   the  pa)  aa  j  ou  look   B)  stem. 

I  In  M.   Rep.   Prank  Chelf  lei   the  Commission  know  in  no  uncertain  words  thai 

it  was  to  pa)   no  attention  to  Celler  and  anybod)  else  "in  "i  oul  "I  government. 
Cellei  had  senl  .1  lettei  i"  l<<  chairman  lohn  C.  Doerfei  In  which  he  restated  man) 

"I  the  points  ahead)   made  b)    Rep.  Oreo  Harris  aboul   the  trial  concept. 

"^ .  1  i < I  (  eller:  Fee  i\  would  I"-  fine  M  ii  w < •  1  ■  l< I  merel)  provide  new  finances  i"i  regulai 
broadcasl  services;  bul  what  tin-  fee  system  probably  would  do  is  jeopardize  free 
t\. 

Furthei  argued  Celler:  \  narrow  tesl  wauldn'l  give  worthwhile  answers.  On  the  othei 
hand,  .1  broad  trial  "I  fee  i\  would  be  impossible  i"  reverse  and  thus  would  "involve  ;»  cal- 
culated  risk  of  Buch  magnitude"  that  Congress  should  make  the  decision. 

Chelf,  .1  high-ranking  memhei  ol  the  House  Judiciarj  Committee,  <>f  which  Cellei  is 
chairman,  tnnk  violent  i ~~ u. ■  w  ■  1 1 1  this  view  and  a  similar  one  advanced  I"  the  F(  C  b) 
Harris,  chairman  "I  the  House  Commerce  Committee. 

\-kccl  Chelf  of  Chairman  Doerfer:  "Since  when  has  ii  been  a  calculated  ri-k  to 

•:'t\r  to  the  people  of  the  I  nited  Stairs  the  ri>:ht  to  decide  whether  a  commodirj  is 
-   I  or  bad?" 

Chelf  -ai<l  the  FCC  has  the  legal  power  to  ad  on  a  tesl  and  give  the  matter  "fair"  con- sideration.   He  cautioned    Doerfer: 

"■  \t  ihi-  late  lioin  do  not  allow  anybody,  m>  matter  whal  position  he  ma)  In >l«l  in  "i 
oul  of  government,  to  attempt  to  either  pressure  or   intimidate  you." 

■The  Mexican  and  North  American  broadcasting  treaties  appear  to  have  been 

913  mied. 

iboul  7(1  daytime  Btations  were  able  to  Bwing  enough  weight  to  I ■  •  •  I •  I  off  ac- 
tion, despite  the  fact  thai  the  FCC,  State  Department  and  bulk  of  the  broadcasting  indus- 

ii\  pleaded  with  the  Senate  Foreign  Relation-  sulx-onunittee  to-recommend  the  treaties' 

appro;  al. 
Raj  Livesay,  chairman  of  the  Daytime  Broadcasters  Association,  told  the  sub* 

committee  that  his  group  had  voted  69  to    I    against   ratification   f"i   ilii-  season. 

The  treat]  with  Mexico  would  freeze  present  use  of  the  channels  on  which 

—  ."»<>  daytimers  operate,  thus  "prejudging"  the  '.1-''  the  daytimers  have  presented  to  the 
FCC  for  longer  hours  ol  opei  ation. 

Said  Sen.  Fulbright,  the  chairman  of  the  subcommittee: 

Because  ol  the  determined  opposition,  it  would  be  useless  to  present  the  pad-  to 

the  Senate  in  view  "I  the  need  ol  a  two-thirds'  vote  for  treat)  ratification.  f"he  difference 
will  have  to  be  compromised   within  the  industry. 

Meantime  the  Clear  Channel  Broadcasting  Service  and  Ft  1  '  ommissioner  Hyde  warned 
tli. it    operations   without    international    control  could   he  chaotic. 

V  hid  for  reconsideration  of  the  proposal  to  forbid  use  ol  one-channel  boost- 
ers with  \hf  station-  came  up  before  the   FCC   this   week. 

The  plan  was  made  b)  a  delegation  from  the  Rock)  Mountain  states,  including  Colorado 
Governor  Nichols. 

Their  argument:    Big   distances  oul    wesl   and   the   mountainous   terrain   make   I   sters 
necessan   even  with  \lil  stations. 
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ring  any  bell  in  Boston 
and  raise  an  a.  a.  p.  sponsor 
A  most  impressive  directory,  and  every  name  a  major  advertiser  on  wbz-tv's 

"Boston  Movietime,"  showing  Warner  Bros,  features. 

More  and  more  of  today's  most  important  national  and  regional  advertisers 

are  rinding'  Warner  Bros,  features  the  way  to  higher  ratings  and 
greater  sales.  This  list  does  not  include  all  the  sponsors  .  .  .  and,  of 

course,  it  covers  only  one  station.  The  same  story  is  being-  repeated 
coast  to  coast:  New  York,  Buffalo,  Miami,  Chicago,  Milwaukee,  Columbus, 

Cincinnati,  St.  Louis,  Kansas  City,  Wichita,  Oklahoma  City,  Dallas- 
Ft.  Worth,  Tulsa,  Denver,  Salt  Lake  City,  Spokane,  Seattle,  Portland. 

San  Francisco,  Los  Angeles.  San  Diego  and  in  many  more  cities. 

The  same  kind  of  "blue  chip"  advertiser  will  be  buying  in  Baltimore, 
Washington,  D.C..  Minneapolis,  New  Orleans  and  other  recently  opened 

a.a.p.  markets.  For  programming  appeal  and 

sales  power,  hop  aboard  the  Warner  Bros. 

bandwag-on.  Get  full  details  today.  Call  or  wire 
I    I inc. 

Madison  .-ire.  MUrray  Hill  ■            1 
75  /■;.  \\  acker  I>r.,  l>E<triu,r               1 

1 
1  NEW   YORK 

1  CHICAGO 

1511  Bryan  St.,  Riven                    * 

■  DALLAS 

9110  i               '  <:.,  1  Restview  6-5886 
LOS   ANGELES 



A   round-up  of  trade  talk, 

I  rends  and  tips  for  admen 

SPONSOR  HEARS 

20  JULY 
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CBS,  Inc.,  may  make  some  small   investments   in   European  tv  operations. 

Frank  Stanton  has  asked  his  retired  h  network  president.  Jack  Van  Volkenhurg,  to 
make  a  tour  with  an  eye  open    for  that   kind   of  thing. 

Van  Volkenhurg  now  lias  the  problem  of  fitting  in  the  assignment  with  the  new  home 
he's  building  in  N.  C. 

Taxi  fares  are  not  pin  money   to  major  New  York  agencies. 

In  explaining  win   it  moved  to  glittering  uptown  quarters  this  week.  DCS&S  said  that 

— among  other  things — it  will  save  $10,000  a  year  in  transportation  charges. 
(The  agency  estimates  it  will  do  $17.5  million   this  year.) 

Competition  in  the  home  permanent  field  is  getting  tighter  as  women's  tresses 
grow   shorter. 

Sales  were  down   10%   last  year,  may  drop  again  this  year. 

The  Yankees  and  General  Motors  are  kindergarten  operators  in  promoting  internal 

competition  for  sharpness'  sake,  says  Madison  Avenue.  P&G  is  top  nominee  among 
agency    men. 

And  it  works  beautifully  for  P&G:  It  keeps  the  agency  stable  trotting  out  new 

media  and  marketing  concepts — some  of  them  involving  brands  in  other  shops. 

An  illustration  of  the  speed  at  which  advertising  decisions  are  made  in  the  air 

age:  Eastman  Kodak  wrapped  up  its  $5.5  million  deal  for  the  Ed  Sullivan  show 

within  48  hours  after  JWT  pitched  the  package. 

Even  a  mid-Atlantic  phone  conversation  with  Europe-bound  chairman  of  the  Eastman 
hoard.  Thomas  H.  Hargrave,  was  involved  in  the  rush  to  the  wire. 

Latest  magazine  to  seek  subscriptions  via  the  P.I.  route  in  radio  is  Street  & 

Smith's  Living. 

Deal   offered:     The   station   gets  40«*   out  of  each  $1   subscription. 

Each  field  has  its  cluster  of  industry-minded  individuals  who  tackle  and  articu- 

late the  problems  of  their  business  as  a  whole — often  through  trade  associations  and  simi- 
lar groups. 

In  advertising,  a  list  of  such  "solid  citizens"    would    include: 

Ben  R.  Donaldson        __.Ford  Motor  Co. 

I.  Ward  Maurer-.  ..  Wildroot  Co. 

Henry  Schachte ....  Lever  Bros. 

Wesley  I.  Nunn     Standard  Oil  Indiana 

D.  P.  Smelser  Procter  &  Gamble 

Edwin  W.  Ebel ....  General  Foods 

Sherwood  Dodge     Fletcher  D.  Richards 

Norman  H.  Strouse  J.  Walter  Thompson 

Fred   Manchee  BBDO 

Frank  K.  White  ..  McCann-Erickson 

Bryan  Houston  ..Bryan   Houston 

J.  Kenneth  Laird  Tatham-Laird 

Charles   A.   Pooler  Benton  &   Bowles 

\Y.  H.  Wulfeck  William  Esty 

E.  L.   Deckinger  Grev 

Max  I  hi                   ...  Kenyon  &  Eckhardt 
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B'G,  NEW  INDUSTRIES! 

RECORD  EMPLOYMENT! 

RETAIL  SALES  SOARING 

NEW  CITY  AUDITORIUM! 

powhtowmi.«u
«o»www«' 

NEW  SHOPPING  PUZAS! 

IN  PURCHASING! 
Utica  tied  for  4th  place  in  proportionate  increase 

in  department  store  sales  in  1956  among  the  20 

top  northeastern  metropolitan  cities,  as  new 

industries  joined  expanding  "natives"  to  give  the 
Utica  area  the  largest  proportionate  increase 

over  last  year  in  total  non-agricultural  employ- 
ment of  all  major  New  York  State  markets  .  .  . 

pushed  Utica's  average  production  wage  up  a 
record  30%  in  7  years!  Utica  Area  Annual  Retail 

Sales  (estimated):  $352,000,000!  This  is  real  pur- 
chasing power! 

WK 

IN  TV  COVERAGE! 
And  WKTV  matches  this  purchasing  power  with 

selling  power  —  the  first  television  station  in 
Central  New  York  to  broadcast  with  maximum 

visual  power  of  316,000  watts  .  .  .  equal  in 

strength  to  any  VHF  television  station  in  the 
United  States!  WKTV  brings  the  best  possible 

picture  with  the  greatest  continuity  of  service  to 

the  widest  possible  audience  —  both  in  black 
and  white  and  in  color!  Tell  your  story  to  this 

rich  market  through  its  strongest  medium  — WKTV! 

serving  UTICA -ROME  New  York 
Represented  nationally  by  Donald  Cooke,  Inc. 

72tH«  tetectuUnf  cvct&  **t<i%i*Kcc*K  vittcat  fcotver  ol  3/6,000  cvatt4. 
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COVERAGE  vs.  COST 

in  Madison,  Wis. 
You  pass  the  point  of  diminish- 

ing returns  when  you  look  be- 

yond WKOW-TV  in  Madison.  The 

"bicycle  tire"  fringe  you  add 
with  VHF  costs  $53  and  contains 

homes  you  reach  with  "basic 

buys."  WKOW-TV  delivers  70% 

as  much  share  of  the  audience* 

at  only  45%  of  the  cost. 

'Madison  Telepulse— 
April,  1957 

WKOW-TV 
ABC  in  Madison,  Wis 

Montgomery's  No.l 
Radio   Station 

WRMA 
Serving   200,000   Negroes 

~AtnnounceA  the 

  ^rnpointment  of- 

JUDD  SPARLING 

as   Station    Manager 

AND 

EVERETT-  MC  KINNEY,  INC. 

as    National    Representative 

YOU    CAN    COMPETE 

{Continued  from  [>age  31  I 

meat  and  meat  products:  Fas\  Laun- 
dr\  Appliances  l)i\.  <>f  The  Murray 

Corp.  of  America.  Chicago;  lid  \ 
House  Products  Co.,  Shenandoah. 

Iowa,  for  Dexol  powdered  bleach,  Per- 
fex  all-purpose  cleaner.  Closstex  liquid 
starch  and  Shina  Dish  liquid  deter- 

gent; Zenith  Radio  Corp.,  Chicago; 

W.  'F.  McLaughlin  &  Co.,  Chicago, 
Manor  House  coffee;  Schnadig  Corp.. 

Chicago,  for  International  Furniture 
and  Karpen  Furniture  divisions;  Con- 

tinental Illinois  Bank  and  Trust  Co., 
Chicago. 

Bliss,  in  discussing  commercial 

treatment  for  his  tv  clients,  says  "the 
client  often  wants  the  obvious  way,  and 
this  is  certainly  the  easy  way  out.  But 

in  buying  Garry  Moore,  for  example 
i  Best  Foods  sponsored  him  on  the  CBS 

TV  network),  we  use  him  as  a  sales- 

man. We  try  to  understand  his  per- 
sonality and  his  way  of  thought.  We 

write  material  that  utilizes  all  his  spe- 
cial commercial  values.  We  disarm  the 

audience  so  they  don't  duck  the  com- 

mercial." 
Ludgin  was  ahead  of  most  agencies, 

and  almost  all  advertisers,  in  forecast- 

ing the  importance  of  television  a  dec- 
ade ago.  It  was  a  very  small  agency 

10  years  ago  yet  even  then  it  sought 

the  new  and  the  unexpected.  Tele- 
vision was  both. 

Jane  Daly,  who  in  1947  was  almost 
a  one-woman  radio  department  and 
who  is  now  vice  president  in  charge  of 

radio  and  television,  urged  manage- 

ment to  point  its  thinking  directly  to- 
ward television.  Management  did  just 

that,  mulling  tv's  future  for  two  years, 
buying  its  first  tv  campaign  in  1949 
and  continuing  strong  in  the  medium 
ever  since. 

Says  Miss  Daly:  "We  have  always 
had  a  creative  approach  to  buying  and 
to  other  broadcast  functions  not  nor- 

mally considered  creative.  We  —  as 

every  other  department  here  —  reach 
out  for  the  new.  not  merely  because  it 

is  new  but  because  we  want  to  capital- 
ize on  the  unexpected  and  be  flexible. 

This  is  what  threw  us  into  tv  perhaps 
before  we  should  have  been. 

"We  latched  onto  tv  ver\  quickly. 

We've  always  approached  the  problem 
of  how  to  use  it  land  all  media,  of 

course  i  with  a  full  briefing  on  the 

over-all  account  problems  and  the  cre- 

ative approaches  being  used.  We've 
worked  hard  and  fast  to  keep  up  with 

television.  So  far,  we  haven't  had 
much  of  a  chance  to  philosophize 

about  it." 
If  she  did  have  a  philosophy,  she 

says  it  would  be:  the  more  fully  in- 
formed a  buyer  is  about  the  account 

problems  the  better  that  buyer  operates 
and  the  more  successful  the  campaign. 

The  buyer  at  Ludgin.  for  example,  will 
make  it  a  point  to  hear  ETs,  see  films, 

or  read  copy  slated  for  every  broadcast 

campaign  because  certain  elements 
might  nol  jibe  with  local  market  tastes, 

the  character  of  the  station  being 

bought,  adjacent  shows,  and  the  like. 

\li->  l)al\  dead-  a  broadcast  depart- 
ment staff  totaling  16  persons  and  they 

work  also  with  service  and  production 

people  in  Hollywood  and  in  New  York. 
The  jobs  break  down  to:  director, 

one;  producers,  three;  timebuyers, 
three;  traffic,  two:  secretaries,  three; 

clerical,  three;  research,  one.  She  has 

a  tv-radio  research  specialist  in  her 

department,  separate  from  the  research 
unit. 

She  functions  as  a  buyer,  largely  on 
network  shows,  with  Ruth  Babick. 

chief  buyer,  and  buyers  Marilyn  Biele- 
feldt  and  Kay  Morgan  on  the  spot  cam- 

paigns. Her  production  staff,  which 
works  on  tv  and  radio  commercials: 

Clair  C.  Callihan.  A.  David  Cloud,  Jr., 

and  S.  Hooper  White. 

Miss  Daly  says  her  greatest  concern 

today  is  the  "increased  and  the  increas- 
ing costs  of  television.  Tv  is  being 

narrowed  down  to  the  advertisers  for 

whom  it  really  works.  Time  and  talent 

rates  and  commercial  costs  make  the 

successful  use  of  television  more  haz- 

ardous than  ever  before." 
There's  no  room  for  the  mediocre 

buy,  she  savs.  She  sees  as  "must-  : more  effective  commercial  use,  contin- 

ually improved  time  schedules,  "no 

wholesale  buying  or  handling."  anal- 
ysis of  every  spot  announcement  in 

any  client's  schedule  at  least  once  a 
month — "handling  each  announcement 

like  a  show  bu\ " — improvement  in  the 
product  itself  rather  than  cost  cutting 

to  get  maximum  value  from  the  clienl  - 
investment. 

Ludgin  puts  a  lot  of  emphasis  on 
network  programs,  supplementing 
manv  of  its  show  schedules  with 

spot.  Commercials  scheduled  within  a 

show  should  be  "a  part  of  that  show. 

in  Miss  Daly's  opinion. 
"The  commercial  interruption  should 

be  as  unobtrusive  as  possible.  W  e 
think  we  get  a  more  smooth  handling 

(,(, 
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i/f  cop)  ii  we  use  program  settings 
mid  program  personalities  I  such  u 
Curtis  did  with  Ra)  Bolgei  on  the 
Washington  Square  series  lasl  season 
on  MU .  I  \  ' .  I  he  more  smooth  the 
transition  into  .1  commen  ial  from  the 

program,  the  fewei  undesirable  punc- 
tual ion  1 1 1  .i  1  k -  I'M  1  In-  \  iru  11 . 

"In  tin-  pei  -mi  watching,  1  In-  <  om 
mercial  i-  a  part  "I  the  -h. .w .  I  In-  pro- 

•11  can  give  the  commercial  the 
righl  aura  oj  framework  foi  presen- 

tation. I  he  commercial,  of  course,  i- 

the  majoi  justification  for  ha\  ing  .1 

show  at  all."  she  -a\ s. 
\  big  item  in  program  prot©  tion 

in  developing  ami  keeping  audiences 
in  a  particular  program  i-  a  1  ombi- 
nation  <>f  publicity  ami  merchandising 

In  her  opinion,  this  can  make  the  dif- 

ference between  "complete  satisfaction 
ami  mere  acceptance  "I  a  program.*1 

Ludgin's  l>in  ing  technique  foi  time 
periods,  either  network  or  spot,  follows 
the  same  precepts  set  dow  n  for  the  pur- 

chase i'l  million-dollar  programs  oi 
for  development  of  a  five-yeai  market- 

ing plan.  Even  though  the  agenc)  is 
emphasizing  the  use  "I  ratings  ami 
analyses  inure  than  evei  before,  "we 
would  fight  in  the  bittei  end  bu)  ing  mi 
si  eer  cost-per-1,000,"  says  the  tv-radio 
director.  "Ratings  air  like  an)  other mechanical  tool:  you  look  ;ii  it,  walk 
around  it,  use  it  il  net  essar)  Nut  put 

it  aside  a-  more  fad-  come  into  pla) ." 
Ratings  ate  onl)  "a  guide,"  says 

chief  buyer  Ruth  Babick.  "W  e  nevei 
bu)  «>n  cost-per-1,000  alone  because 
anyone  who  reall)  tries  can  come  up 
with  a  colossal  cost  figure." 
The  function  of  timebuying  i- 

equall)  significant  no  more,  no  less 

— than  that  of  cop)  ami  ail  prepara- 
tion. These  jobs  are  handled  b\  12 

artists  (seven  of  whom  are  art  direc- 
tors) ami  12  writers  fseven  are  senior 

writers)  under  the  direction  of  John 
H.  Willmarth,  executive  vice  president 
ami  creative  director. 

In  his  department',  a-  in  ever)  other, 
there  is  much  lateral  movement  to 
other  areas  of  creative  endeavoi  -■■ 

there's  a  minimum  of  blueprint  ami 
ifil  tape.  Ever)  writer  ami  artisl  has 

an  opportunit)  in  develop  hi-  nun  tal- 

ents in  television,  for  example,  al- 

though it  ma)  end  up  that  hi-  forte  is 

magazine  illustration  or  cop)  instead. 

Willmarth.  after  observing  main  of 
his  artists  ami  writer-  functioning  in 
the  complex  field  of  t\  ideas  ami  story- 
boards,    sa\s    the     writer     habitual!) 

make-  .1  greatei  visual  1  onti  ibul ion  i" 
1  tv  1  <  Mm  1  hi  <  ial  than  il".-  the  artist 

\\  illmarth   i-   working   to    ■■  1   a   bett<  > 
balance  between  the  two,  w  ith  the  ai  1 

i-i    conl  1  ibuting    1  op)    ideas    and    the 
h  1  iifi  conl  1  ibul  ing  \  isual  plans. 

In  line  u  ith  tin  1  \  and  1  adio  di  part- 

menl  -     plan     ol     -Imw  ing      \lu-e uiu     ol 

Modem  \  1 1  him-  in  all  emplo) ees. 
\\  illmarth  subsi  1  ibes  in  anol hei   -imi- 

lai    nit    1       I  he   BgenC)    ha-    regulai    din- 

nei  meetings  dm  ing  the  h  intei  season. 

\n  account  supervisoi  presents  the  full 
stoi  \   oi  lii-  at  1  ounl  in  evei  \  'me  who 

works  at    Ludgin.      H<   -    into   the 

ramifii  at  ions  "I  the  product  itself,  ii- 

produi  1  mil  pi  oblems,  compan)  his- 

tory, tin-  marketing  plan-  ami  objec- 
tives and   the   men  hand  i-nrj    program. 

Ill i  —  pa) -  "11  all  dow  11  the  line.  Even 
the  newest  steno,  aftei  attending  one  of 

these  meetings,  ha-  a  new   ami  biggei 

_'i  a-p  of  the  lid\  I  [oUSe  CO]  le-pmid- 
em  e   a-   -he   l\  pe-   letters.      \ml.   at    the 

planning  level,  the  research  people  see 

how  ih'-ii  work  meshes  into  iln-  proj- 
ects ol  merchandising  and  account 

-ei  \  iee  ami  client  planning. 

Ludgin's  research  prog] am  —  mar- 
ket, cop)  ami  media  is  headed  l>\ 

\\  .  S.  Robinson,  \  ice  president.  lie 

thinks  all  phases  <>f  agenc)  research 
are  broadened  and  made  more  mean- 

ingful  b)    close  cooperation    with   thr 
eltali\  e    Staff. 

The  agenc)  i-  pioneering  in  the  field 
of  cop)  research,  particularly,  and  is 

also  seeking  new  techniques  in  market 

research.  I\  rop\  research  i-  particu- 
lar!) vital  as  more  mone)  is  being 

poured  into  the  medium  b)  an  increas- 
ing number  ol  clients. 

Of  nne  tiling  Robinson  i-  ver)  sure, 

in  a  research  field  tilled  with  vast  un- 

certainties: "There  i-  -till  no  substitute 
for  the  brilliant  creative  man  turning 
nut  a  commercial  he  feel-  and  believes 

in.  I  here'-  im  need  for  friction  be- 

tween research  ami  creatri e." 

Bliss,  looking  inward  the  agency's 
future,  says  "Creativity,  a-  important 
as  it  i-.  1-  n. 'i  the  onl)  thing  which 

shores    US    up    for    (he    future.     We    .lie 

nne  ol  the  strong   marketing  agencies 
and  llii-  i-  the  base  On  which  the  dea- 

th e  work  originates. 

"Marketing  is  the  bedrock  of  adver- 
tising. I  hi-  will  he  nmre  true  in  the 

future  than  it  i-  toda) .  The  onl)  agen- 
<\  which  will  survive  in  the  consumer 

field  i-  the  marketing  agency."        ̂  

ONE   OF  THE 

FIRST  100  MARKETS 

*S    THE    BO* 

WHBF 
RADIO  &  TELEVISION 

FIRST    IN    RADIO 

1st    IN    DOWNSTATE    ILLINOIS 

1st    IN    THE   QUAD-CITIES 

according    to    NCS    No.    2 

til  68  ttationt  outside  <>/  <  hicago 

REPRESENTED   BY  AVERY-KNODEL.    INC. 

a  giant's  voice Heard  throughout  the  Rocky  Moun- 
tain West  is  the  welcome  voice  of 

KOA  RADIO1  Its  the  giant  50.000 
yvatt  voice  that  has  dominated  the 

rich  Western  Morket  for  over  32 

years' 

GIGANTIC    RESULTS- 
KOA-RADIO   is  the  giont  selling 

force    in    the    West        the 

only    voice    you    need    to    reoch  — 
ond   jell  —  the   entire 
Western   morkef 

Spot         ?Hff» 
Soles  K^gfT 

One   of   Americo  s   greo'    radio   stations 

850     Kc  •  50,000     WATTS 

SPONSOR 
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WAY  OUT 
II ! 

Oldtime  steamboat  races  along 

our  Ohio  River  Valley  were  often 
close,  and  hazardous  to  put  your 

money  on.  Quite  different  from 

today's  audience  race  among 
TV  stations.  When  you  put  your 

money  on  WSAZ-TV,  you've 
picked  THE  winner.  Survey  after 

survey  gives  the  title  to  this  69- 
county  giant  —  and  the  latest 
Nielsen  is  no  exception.  Consider 

these  WSAZ-TV  margins  over 
the  next-best  station: 

95,670  more  homes  per  month 

99,430  more  homes  per  week 

101,130  more  daytime  homes, 
weekdays 

100,580  more  nighttime 
homes,  weekdays 

WSAZ-TV  steams  with  compar- 

able popularity  across  a  four- 
state  domain  wherein  almost 

$4,000,000,000  buying  power 
awaits  advertisers  who  like  to 

ride  with  the  winner.  The  gang- 
way is  down  at  any  Katz  office. 

HU/NTIMGTON-CHARLESTOM,  W.  VA. 

5T.B.C.  JTSTWORK 
Affiliated  with  Radio  Stations 

WSAZ,  Huntington  &  WKAZ,  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDEN  i 

Represented  by  The  Katz  Agency 

68 

Reps  at  work 

Job  Howard,  \HC  Radio  Spot  Sales.  New  York,  feels  "agencies 
should  develop  a  new  attitude  toward  their  timebuyers,  who  are 

sometimes  underpaid  and  often  overworked.  'I  he  buyers  should  be 
accorded  prestige  commensurate  with  their  responsibilities  and 

-li< mid  have  adequate  time  to  make  the  best  possible  purchases. 

Bob  also  thinks  that  agencies  are 

mining  a  good  bet  if  they  over- 
look the  fact  that  spot  radio  can 

make  valuable  tie-in-  with  local 

distributors.  This  can  be  accom- 

plished as  well  by  spot  campaigns 

a-  b\  network  broadcasting  or  na- 

tional magazines.  Another  factor 
which  agencies  ignore,  he  says,  is 

that  the  entire  weekend  is  a  good 

bu\  for  a  saturation  radio  sched- 

ule because  prices  are  low  and  al- 
most   everyone    is    available    for 

weekend  listening.  Throughout  the  summer  vacation  month-,  radio 

is  the  only  broadcast  medium  which  reaches  masses  of  people  in  then 

cars,  in  parks  and  at  the  beach,  fnstead  of  taking  a  "nobody  buys 

during  the  summer"  attitude,  sponsors  should  study  the  sales  situa- 

tion in  their  own  industry.  They  mav  find  it  profitable  to  continue 

spot  radio  advertising  through  the  summer  for  verv    little  money. 

Howard  B.  Myers,  vice  president  in  charge  of  the  Chicago  office. 

Venard.  Rintoul  &  McConnell.  says:  "Over-commercialization  of  ra- 

dio stations  has  concentrated  the  advertiser's  demand  for  specific 

time  periods — usually  prime  times  of  earlv  morning  and  early  eve- 

ning.    Few  advertisers  buy  Sundav .  for  instance,  yet  there  are  cases 

where  there's  a  25' <  tune-in  on 

Sundav  with  a  station  getting  40'  [ 
of  the  audience.  Advertisers  have 

the  naive  idea  that  when  an  an- 

nouncer savs  "go  down  to  the  store 

to  buy  product  x"  this  is  what  peo- 

ple do.  They  don't.  The  function of  broadcasting  is  to  impres-  as 

many  people  as  possible  as  often  as 
possible  with  the  brand  name  so  it 
comes  to  mind  when  the  shopper 

actually  goes  to  market.  You  make 

this  impression  as  easily  on  Sun- 
dav afternoon  as  you  can  7  to  9  a.m.  during  the  week.  In  addition, 

there's  not  so  much  competition  for  listener  attention  in  these  so- 
called  off  hours.  During  prime  hours  the  advertiser  is  vving  for 

attention,  as  well  as  for  the  listener  often  against  a  competitive  prod- 

uct.   Non-prime  time  reaches  this  audience   with   less  competition. 
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DICTIONARY  OF  SYNONYMS  FOR  WSM-TV 

A.  11  ̂   L  ▼  M.VJ  1111  •  •  •  If  you  want  your  product  to  play 

before  the  top  audience  in  the  Nashville  Market,  better  pick  WSM-TV. 
By  every  yardstick,  and  particularly  by  the  all-important  ability  to  move 

merchandise,  WSM-TV  is  clearly  Nashville's  Number  1  television 
station.    Ask  any  Petrv  man  for  the  facts. 

Channel  4,  Nashville.  Tenn.»  NBC-TV  Affiliate  "Clearly  Nashville's  «1  TV  Station 

EDWARD  PETRY  &  CO.,  National  Advertising  Representatives 

WSM-TV's  sister  station  -  Clear  Channel  50,000-wait  WSM  Radio  -  is  the  only  single  medium  that  covers  completely  the  rich  Central  South  market. 

WSM-TV 
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PRIMARY 
MARKET 

400,000  people  in  the 
Ann  Arbor  area  respond 
primarily  to  local  radio. 

It's  a  huge  market  AND 
NOT  ADEQUATELY 
COVERED  BY  OUTSIDE 
STATIONS. 

ANN  ARROR 
AREA 

Includes  Plymouth, 
Ypsilanti,  Livonia  and 
23  important  industrial 
communities  in  Michigan. 

FIRSTinPULSE 
Most  recent  Pulse 

indicates  WHRV's  strong 
superiority...  18  firsts 
(half  hours)  out  of  24. 

WHRV 
1,000  watts       a  be        1600  kc 

Major  league  baseball, 

University  of  Mich,  sports 
Detroit  Red  Wing  Hockey 

6:00-9:00  A.M.    Joe  and  Ralph, 
famous  in  Mich,  area 

I 

Write  for  special  merchandising 
plan  or  contact: 

BOB  DORE  ASSOCIATES 

National  Representatives 
the  door  is  always  open  . . . 

Bob  Dore  Assoc,  420  Madison  Ave.,  N.  Y.  17,  N.  Y. 

*    JUNE    '86    PUL6E 
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Tv  and  radio 

NEWSMAKERS 

/ 

Harry  W.  Chesley,  Jr.,  is  the  new  presi- 

£jjB^~  dent  of  D'Arcy  Advertising  Co.  Announce- 
^^^^^^k  ment   of  Chesley's  election   was  made   by 

Robert  M.  Cancer,  chairman  of  the  board 

of  the  advertising  agency.  Chesley  succeeds 

the  late  Percy  J.  Orthwein  who  died  last 

week.  Before  Chesle\  joined  D'Arc\  as 
executive  vice  president  and  a  director  of 

the  company,  he  was  vice  president  in 

charge  of  marketing  for  Philip  Morris  Co.  As  D'Arcy  president  he 
will  continue  to  make  his  headquarters  in  St.  Louis.  Along  with 

Chesle\"s  appointment.  D'Arcv  also  announced  that  Ganger  will  take 
over  as  chairman  of  the  executive  committee  in  addition  to  his  other 

duties.  At  the  same  time  the  following  men  were  made  v.p.'s:  Peter- 
sen B.  Marzoni.  research  director.  New  York;  William  Raidt,  account 

supervisor,  New  York:  and  Peter  Cavallo.  radio-tv  director.  Chicago. 

Ceorge  C.   McConnaughey  who  recently 

resigned    as    chairman    of    the    FCC    has 

opened  a  law  office  in  Washington.  D.  C.  in 

partnership    with    George    O.    Sutton    and 

Robert   D.   L'Heureux.     McConnaughe\    is 
also  former  chairman  of  the  Renegotiation 
Board,    chairman    of    the    Public    I  tilities 

Commission  of  Ohio  and  president  of  the 
National     Association     of     Railroad     and 

I  tilities  Commissioners.    Sutton  has  been  active  in  the  practice  of 

communications  law    for  the  past  27  years  and  L/Heureux  recently 

served  as  Congressional  liaison  for  the  FCC.  Taking  McConnaughey's 
place  as  a  member  of  the  FCC  is  Frederick  W.  Ford,   former  first 

assistant  to  the  Deputv  Attorney-General.    Ford  previously  served  the 
FCC  from    1947  to    1953   as  chief   of  the  Hearing   Division   of  the 
Broadcast  Bureau.    Earlier  John  C.  Doerfer  became  FCC  chairman. 

John  R.  Mahoney  has  been  appointed 

station  manager  and  sales  manager  for 

W  IBC.  Philadelphia,  according  to  an  an- 
nouncement made  by  Lionel  F.  Baxter, 

managing  director  of  \\  1BG  and  \  ice  pres- 
ident of  Storer  Broadcasting  Co.  The 

10.000  watt  radio  outlet  in  Philadelphia 

was  recently  bought  b\  Storer.  Mahone\ 
has  been  with  W  IBG  since  1954.  He  joined 

the  station  as  a  sales  representative  and  was  made  general  manager 

in  1956.  His  earlier  broadcasting  background  was  also  in  Philadel- 

phia at  W  IP  and  W'FLN.  He  served  both  of  those  stations  in  sales 
capacities.  Mahoney  is  active  in  extra-curricular  industry  activities. 

presently  serving  as  secretary  of  the  Philadelphia  Radio  Broad- 

casters Association,  is  also  a  member  of  the  T\  -Radio-Advertising 

Club  of  Philadelphia.    He  is  a  University  of  Pennsylvania  alumnus. 
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It's  a  great  system 

When  Hurricane  \iulrcy  -truck  the  Gulf  Coast,  radio  and 

television  stations  throughout  a  wide  area  raced  into  action. 

The)  reported  on  the  progress  of  the  storm,  sending  out 

warning-  which  literally  >aved  thousands  of  lives.  Often  at 

great  personal  risk,  and  via  mobile  units,  phones  and  heli- 

copters, broadcasters  sent  back  minute-by-minute  reports  on 

where  the  danger  was  greatest.  Stations  threw7  advertisers  off 
the  air  left  and  right  in  order  to  concentrate  on  service. 

This  they  did  voluntarily  and  as  part  of  a  great  public 

service  tradition.  Once  again  they  demonstrated  the  caliber 
of  the  American  broadcasters  and  the  virtues  of  the  free 

svstem  of  broadcasting. 

Storer's  30  years 

The  Storer  Broadcasting  Co.   owns   12   stations   in   eight 

markets.    Yet  each  of  its  stations  is  operated  with  a  focus  on 

local  community  needs  and  local  service.    This  is  perhap 

the  secret  of  Storer's  success  and  certainly  a  tribute  to  the 
operating  philosophy  of  George  B.  Storer  and  his  associates. 

Storer  has  been  in  business  30  years,  celebrating  its  30th 

anniversary  this  month,  and  yet  has  never  lost  its  sense  of 

youthful  growth  and  excitement.  You  have  only  to  visit  any 

of  the  Storer  stations  to  know-  this  is  so.  (The  stations:  WSPD. 
WSPD-TV,  Toledo;  WJW,  WJW-TV,  Cleveland;  WJBK 

WJBK-TV,  Detroit;  WAGA,  WAGA-TV,  Atlanta:  WIBG, 

Philadelphia;  WWVA,  Wheeling,  W.  Va.;  WPFH-TV,  Wil- 
mington; V,  GBS,  Miami.) 

Tv  and  Radio  Basics 

With  the  next  issue  of  sponsor  ( 27  July ) ,  readers  will 

receive  our  11th  Annual  Tv  and  Radio  Basics.  Between  its 

bright  yellow7  covers  you  will  find  nine  "Use"  sections,  each 
with  a  dual  purpose:  (1)  for  use  immediately  in  planning 

and  decision-making;  and  (2)  for  use  over  the  entire  year 
to  come  as  a  basic  reference. 

It  was  because  so  many  readers  pointed  out  to  us  that 

our  July  annual  Basics  book  was  of  value  the  year-round 
that  we  decided  to  change  its  name  from  Fall  Facts  Basics 

to  Tv   and    Radio   Basics. 

6 
THIS  WE  FIGHT  FOR:  There's  a  big  job  to 

be  done  in  training  new  timebuyers  who've  been 

entering  the  field  in  droves.  Radio's  funda- 
mentals, particularly,  are  overlooked.  We  sug- 

gest agencies  review  their  training  programs. 

lO-SECOND  SPOTS 

Summing  up:  Overheard  in  an  agency 
corridor  where  the  new  exec  was  be- 

ing discussed  in  absentia:  "A  very 
sympathetic  guy— in  fact,  he  practi- 

cally drips  off  his  pedestal." 

Back  to  natural:  Hit  Parade  Ciga- 
rette has  a  commercial  featuring  the 

"lip-Off  lest  which  suggests  -inokers 
tear  off  filters  of  various  brands  and 

compare  the  difference  in  taste.  Does 

this  mean  that  "Your  taste  can't  tell  if 

the  filter's  there?" Enterprising:    Giuseppe    Ruggiero, 

Italy's  tv  promotion  chief  in  charge  of 
distributing  show  prizes  such  as  refrig- 

erators, tv  sets  and  auto>.  went  to  jail 
recently  charged  with  rigging  give- 

away programs.  He  is  said  to  have 
chosen  contestants  who  would  give  him 

kick-backs.  Well,  that's  one  way  of 
screening  shoiv  candidates. 

Top  secret:  Latest  story  on  Ford's new  Edsel  comes  from  Beverlv  Hills 

where  Foote,  Cone  &  Belding  along 

with  Ford  officials  were  secretlv  film- 

ing tv  commercials  against  unveiling 

day.  Several  kids  with  cheap  cameras 

slipped  past  security  guards,  snapped 
pix.  Production  staffers  cornered  kids, 
made  deal  to  bu\  cameras  for  S3.  They 

accepted,  bought  more  cameras,  pock- 
eting their  profit,  and  returned.  This 

time  they  held  out  for  S4-.  The  last 
going  rate  on  camera  purchases  by 
FC&JB  was  quoted  at  So  per. 

Huh?  From  the  latest  Teen- Age  Sur- 

vey, Inc.  report:  "Our  interviewers  re- 
port a  trend  toward  ballads  and  sweet 

music  even  though  rock  and  roll  ap- 

pears to  be  stronger  than  ever."  A trend  that  runs  smack  into  a  contradic- 
tion. 

Hoch  in  der  luft:  Stuttgart.  West 

Germany,  boasts  a  700-foot  tv  tower 
that  has  two  restaurants,  tv  and  radio 

transmission  facilities  and  an  observa- 

tion platform  500  feet  from  the  ground. 

\ot  quite  as  high  as  the  Eiffel  Toner, 
hut  it  sounds  more  utilitarian. 

Fan    mail:     In    Washington,    WW  DC 

radio  d.j.  Fred  Fiske  was  sent  the 

following  poem  from  a  ladv  listener  in 
Silver  Spring.  Md.: 

Freddie  Fiske's  my  daytime  friend, 
I  liave  no  other  choice. 
I  never  listen  to  what  he  saj  s, 

/  only  hear  his  voice. 
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A    TOP    PERSONALITY 

Gil  Newsome  has  been  a  leading  St.  Louis  personality 

for  years -the  past  three  on  radio  and  TV  For  proof  of 

this  audience  superiority  refer  to  ARB  or  PULSE  -for  a 

real  convmcer  of  Gil's  'selling'  personality  check  with 
KATZ  for  his  latest  kine' 

A    LEADING    PROGRAM 

The  "Gil  Newsome  Show''  is  a  fast  paced  hour  that 
blends  music  with  pantomine  and  dance  and  features  a 

diversified  roster  of  name  guests.  Combined  with  quality 

production,  it's  a  natural  with  the  St.  Louis  audience! 
And   now.  add  . . . 

A    NEW    TIME    AND    AUDIENCE 

A  full  hour  Monday  through  Friday  from  5  00  until  6  00 

p.m.  — reaching  an  all-family  audience  including  the  buy- 

ing team  of  the  household.  Hard  goods  and  other  major 

products  that  require  a  joint  man  and  wife  buying  decision 

as  well  as  food  and  drug  items  deserve  participation 

on  this  all  family  show. 

AT    INTERESTING    RATES 

Participations,  live,  film,  or  slide,  begin  at  $165.00 

(ltime,  1-minute)  and  $99.00  (ltime,  20  seconds) 

and  qualify  for  the  KWK  FIVE  AND  TEN  PLANS 

(20-40%  discount).  Contact  KATZ  today  for  avail- 

abilities, the  new  kine,  and  the  full  story  on  this 

leading  show  in  St.  Louis! 

SERVING  THE  GREAT  ST.  LOUIS  MARKET 

the  LEADER  in  St.  Louis  television 

REPRESENTED 

NATIONALLY 

BY   THE 

KATZ    AGENCY,    INC. 



Flying  high*** 
Your  sales  and  profits  soar  here  in  the  Prosperous  Piedmont  section 

of  North  Carolina  and  Virginia  when  you  buy  WFMY-TV.  True, 

because  no  other  medium  delivers  rocket-like  coverage  of  this  top 

TV  market  of  the  nation  as  does  WFMY-TV.  Call  your  H-R-P  man 

today  for  full  details. 

Greensboro 

Winston-Salem 

Durham 

High   Poml Salisbury 

Reidsville 

Chapel  Hill 

Pinehurst 

Southern  Pines Fort  Bragg 

Sanford 

Martinsville,  Va. 

Danville,  Va. 

WFMY-TV  .  .  .  Pied  Piper  of  the  Piedmont 

"First  with  LIVE  TV  in  the  Carolinas" 

50  Prosperous  Counties 

$2.7  Billion  Market 

2.1  Million  Population 

$2.1  Billion  Retail  Sales 

wfnmij-tv 
/<?//// 

GREENSBORO,     N.     C. 

Reprntnfed    by 

Harrington,    Righter    4    Parsons,    Inc. 

New  York         Chicogo         San  Francisco         Atlanta 

Basic 

Since   1949 
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PO 
THE   WEEKLY    MAGAZINE   TV/RADIO    ADVERTISERS    USE 

I  I11I)  "itli.  against  nation  »  ide  competition.  w  in  \  i  \ 
e  first  l<>.  .il  ~t.ili"ii  In  the  country,  television  <>r  r.nli... 

,111  the  educational  profession's  highest  honor,  the 

Education    Association's  School  Bell    Award. 

[01   its  dot  umenlarj  set  ies,  ?ro{  ■■■    « 
I,  othei  winners  of  tin-  highl)  prized  award 

'  1;  /',.>f.  The  Reader's  Digest^, 
1    Times     The  Kiplinger    Magazine. 

azine.The  \  />'(   Television  Selunrk 
\merican  Rroadi  astinpt        jtany. 

i  is  presented  l>\  wri  v-r\  »itli  the  co-operation 

Pennsylvania  State  Education    Association  and 

|erse>   Education    Association.  Experimentei 

and  trailblazei  in  develo 

itself  »itli  current  problems  of  edui  alion.  In  tli<-  I  ill  "f 

the  firal  local  educational  program  in  il»- 
I  nited  States  to  be  presented  in  coloi  on  i  weekl)  I 

wrcv-t\  \  i.-vs-  the  School  I t»-l I   Award  n"i  onl)    u 

guished  mark  "f  achievement,  i ■  n t  .1-  an  incentive,  .1  <  halli 
.mil  .1  constant  remit  thai   lie  al 

iware  "f  the  responsibilil)  .1  broad- 
tei  must  feel  for  his  community,  this 

in  pledges  itself  t"  1  ontinue  to  pioneer, 
and  i"  scan  li  out  new  ».i\-  of  fostering  .1 

fuller  communit)  awareness   WRCV'TVchas 

.if  .it  hievements  unheralded 

and  problems  unsolved.  PHILADELPHIA 

A 
CLASS 
BY 

ITSELF! 

WRCV-TV 

nu 
COLLEGE 
STANDARD 
DKmONAtY 

■■•a 

CAN  JWT 
BILLINGS  HIT 

$300  MILLION? 

I  line"-  no  growth  ceil- 

ing »ays  I' res  iden t Strouae  agency  is 

slructui '-'I  li>r  I iniit l< — 

II  II  rt)  !>«•  1       o|       "lr;un»" m  itliin  each  departmenl 

Page  29 

Spot  radio 

helps  Volvo 

go  national 
Page  33 

Top  fall  trends 

from  SPONSOR'S Tv/Radio  Basics 

Page  37 

Why  should 

I  buy 

spot  radio? 
Page  40 



with  the  FINEST 

Newsreel  Coverage 

"TEXAS  NEWS" 
When  black,  boiling  clouds  formed  over  the  southwest 

section  of  Dallas  at  4:25  P.M.  on  April  2,  "Texas  News" cameramen  were  there  to  record  on  film  the  tornado  that 

snaked  through  Dallas  leaving  ten  dead  and  millions  of 
dollars  in  damage.  Complete  coverage  was  seen  first  on 

television  at  10  P.M.  on  "Texas  News." 
Later  in  April,  seven  years  of  drought  were  broken  in 

Texas  with  rampaging  floods  in  Fort  Worth,  Dallas,  Waco. 
Lampasas  and  many  other  communities  all  over  the  state. 

WBAP-TV  cameramen  got  complete  and  exclusive  cover- 

age of  swirling  flood  waters,  dramatic  rescues  and  on-the- 
scene  interviews  with  victims.  Some  scenes  were  shot,  pro- 

cessed and  on  the  air  minutes  after  their  occurrence. 

On  June  27,  the  first  hurricane  of  the  season,  AUDREY, 

lashed  the  southeastern  tip  of  Texas  and  the  Gulf  coast 

region  of  Louisiana  .  .  .  WBAP-TV  cameramen  were  there 

to  bring  to  "Texas  News"  viewers  the  frightening  scenes of  tragedy. 

In  the  Southwest  .  .  .  the  first,  the  finest,  the  most 

efficient,  the  most  effective  newsreel  coverage  ...  is 

WBAP-TV's  award-winning  "Texas  News." 

TEXAS  NEWS  .  .  .  MORE  THAN  DOUBLE  THE  RATINGS 

OF  ANY  OTHER  TV  NEWS  SHOW  IN  THE  FORT  WORTH- 
DALLAS   AREA! 

Day  of  the  Week  Ratings* 
Sunday   31.2 

Monday  ....  27.7 
Tuesday  ....  19.8 
Wednesday        -     -     -      19.8 

Day  of  the  Week 

Thursday       -      - 

Friday 

Saturday 

*  Weekly  overage  24. S 

SINCE    1948    -   NOW   SEVEN    NIGHTS    A    WEEK 

Ratings* 

-  21.8 
-  21.8 

-  27.2 

70   P.M. 

Weather,  crime,  violence,  polities,  or  whatever  tlic  BIG  STORY  in 
Texas  is  at  the  moment  .  .  .  fast,  complete  coverage  on  film  is 

routine  for  WBAP-TV.  That's  why  the  "Texas  "Sews"  has  an  aver- age rating  (ARE)  of  more  than  twice  that  of  the  highest  opposition rat  in  a. 

n.c,r       BJDS*  FORI   WORTH.   TEXAS 
D**^'*»      Hi»*»  STAR- TELEGRAM  STATION 

AMON  CARTER     I       AMON   CARTER    JS.        I         HARO10  HOUGH         I     GEORGE  CRANSTON 

PETERS,   GRIFFIN.   WOODWARD.    Inc  -Nalionol    ; 



Millinery  by  The  Blum  Store,  Philadelphia 

more  women  listen  to 

WPEISTS  950  CLUB  than  any 

other  program  in  Philadelphia* 

THE  STATION  OF  STAR  ENTERTAINERS 

#& 

*  Latest  Pulse  Report 

REPRESENTED    NATIONALLY    BY    Gill    PERNA,    INC.    New   York,  Chicago,  Los  Angeles,  San  Francisco,  Boston 
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DIGEST  OF  ARTICLES 

How  big  can  JWT  get? 

29  There  -  no  ceiling  on  its  growth  says  President  Strouse.  Reason:  agency 

is  >iru<-i ured  to  provide  limitless  number  of  "teams"  within  each  depart- 

ment.   Billings  arc  headed  toward  s.'JOO  million,  quadrupled  in  four  years 

Volvo  goes  national  with  spot  radio  and  hoopla 

33  Swedish  small  car  grew  to  second  place  foreign  import  (behind  Volks- 

wagen)    on    West    Coast.     Now    it's    going    national    using    spot    radio 

Torture  tests  still  wow  'em 
36  local  mattress  company  had  a  small  but  steady  following  until  it  tried 

the  old  torture  test  routine  on  t\.     Wham!     Sales  tripled  in  no  time  flat 

Top  fall  trends 

37  Straight  from  pages  of  sponsor's  Tv/Radio  Basics  (out  with  this  issue), 

here's  a  quick  summary  of  the  key  air  media  trends  shaping  up  for  fall 

"Why  should  I  buy  spot  radio?" 

40  Got  a  client  who  asks  that  question?  Asking  it  yourself?  Here's  a  picto- 
graph  spread  which  shows  you  answer  station  reps  are  equipped  to  give 
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In  Upcoming  Issues 

What  motivates  Dr.  Dichter? 

"Mr.  Mass  Motivations  Himself"  who  directs  a  far-flung  web  of  psycho- 
logical   consumer  research   from   his  hill-top  on   the   Hudson   is   profiled 

Tv  basics/August 

August   comparagraph   will   feature   programing  costs,   "how   competing 

clients  compare,"  program  index  and  spot  television  basics 
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KTHS (LITTLE  ROCK) 

Licks  The  Competition 

in  Stamps  (Ark.)! 

50-County  Pulse  Proves 

KTHS  Tops  In  Arkansas 

KTHS  is  Basic  CBS  Radio  for  Little  Rock  and  with 

50,000  waits,  it  also  renin--  hundreds  <>f  Bmall  towns 

and  cities  throughout  tin-  State.  Places  like  Stamps 

I  \rk.  i.  for  instance,  with  its  2.K»">  inhabitants! 

A  new.  50-count)  I'ulx-  Btud)  -how-  how  completely 
KTHS  dominates  in  Arkansas.  KTHS  leads  in  190 

out  of  -10  quarter  hours  jrel  "competition"  i-  pro- 
vided by  ()_  other  radio  stations  in  the  area! 

[f  \ou  w.uii  further  proof  of  KTHS's  effectiveness, 
.i-k  the  Henry  i.  Christal  I  <>..  [nc. 

PULSE    AREA    SURVEY-NOV.,    1956 
150   Arkansas   Counties) 

All    Little   Rock   rodio   stations   plus  56 

other  stolions   in   the   respective  area. 

QUARTER    HOUR    LEADERSHIP      240    quarter    hours) 

7  A  M.   to  7  P.M. 

KTHS 

Station    B 

Station    C 

Station    D 
Station    E 

Station    F 

Stction    G 

56    Others 

190  quarter  hours 

50  quarter  hours 

None 

None 

None 

None 

None 

None 

in: KTHS 50,000  Watts 

CBS  Radio 

BROADCASTING   FROM 

LITTLE  ROCK,  ARKANSAS 
Represented    by   The    Henry   I.  Christal    Co.,  Inc. 

Under  Same  Management  as   KWKH,  Shreveport 

Henry   Clay,   Executive    Vice    President 

B.   G.    Robertson,    General    Manager 

Latest  Nielsen  figures  show  KTHS  with  Weekly  Day- 

time circulation  of  62  counties  and  over  148,000 

listening    families.       NCS    No.    2 — November,    1956 



it  out .  .  . 

wind  the  clock 

md  tune  to  WBZ-TV 

7-nights-a-week  for  the  newest  films  available  to  television 
New  England  television  viewers  go  through  a  nightly 

ritual  at  11:15  PM.  That's  when  they  tune  to  WBZ-TV 
for  first  run  feature  films  .  .  .  the  very  latest  screen 
hits  available. 

Feature  films  are  proved  audience  getters  during  the 

late  viewing  hours,  and  WBZ-TV  has  "Hollywood's 
Best"  .  .  .  Warner  Brothers,  Screen  Gems,  20th  Century 
Fox,  and  United  Artists — the  first  post-'48  features  re- 

leased for  TV. 

With  WBZ-TV  now  reaching  1,507,149  TV  homes 
(100,000  more  than  before,  thanks  to  our  new  1,349-foot 
tower)  advertisers  have  an  unmatched  chance  to  sell, 
Sell,  SELL! 

So,  for  a  fast  start  to  1957-58  sales,  make  sure  you  get 
your  share  of  the  availabilities  .  .  .  while  they  last!  Call 

Jim  Allen,  WBZ-TV  Sales  Manager,  or  your  nearest 

PGW  "Colonel". 
Remember!  In  Boston  .  .  .  and  all  New  England  .  . . 

no  selling  campaign  is  complete  without  the  WBC 
station  .  .  . 

A J 

BOSTON 
WESTINGHOUSE  BROADCASTING  COMPANY,  INC 

Radio:  BOSTON.  WBZ  +  WBZA  •  PITTSBURGH,  KDKA  •  CLEVELAND.  KYW  •  FORT  WAYNE,  W0W0 

CHICAGO,  WIND  •  PORTLAND.  KEX  •  Television    BOSTON.  WBZ-TV  •  PITTSBURGH.  KDKATV 

CLEVELAND,  KYW-TV  •   SAN  FRANCISCO,  KPiX 

WIND  represented  by  A  M  Radio  Sales.  KPIX  represented  Dy  The  Katz  Agency.  Inc. 

All  other  WBC  stations  represented  by  Peters,  Griffin,  Woodward.  Inc. 



I  man  with  a  ttrong  merchandising  ami  broadcasting  back- 

ground /<><»/,  nnr  tin-  presidency  of  I  oote.  (  one  4V  Belding 

1 1  mil  Fairfax  Cone  this  past  week.  lie  is  Holland  B  .  Taylor, 

executive  v. p.  in  charge  of  FC&B't  \nr  York  office.  (one. 

president  since  1951,  mm  heads  up  the  executive  committee. 

The  newsmaker:  Hie  rise  ol  the  marketing  expert  In  the 

ad  igenc)  i-  ii"  longei  news.  Hut  the  naming  ol  Rolland  \\  .  rayloi 

ts  M  8rB  president  probabl)  marks  the  first  time  that  a  man  who 

came  up  through  the  chain  store  ranks  has  been  tapped  for  the  role 

df  chiel  executh  e  "I  a  top  agencj  ■ 

l.nlor  cut  his  teeth  on  the  Kroger  chain,  where  he  was  .1  mer- 

chandise buyer  and  rose,  during  the  seven-yeai  period  Btarting  in 

L930,  i"  assistant  branch  manager  ovei  540  stores.  I  In- chain  store 

field,  where  laylor  proved  lii-  mettle,  is  a  down-to-earth,  two-fisted 
marketing  battleground  and  nol  a 
little  ol  this  rubbed  <  >  tT  on  him. 

I  a\  I01  is  know  n  as  a  si  1  aightfoi  - 

ward  operator  \\  ho  -  got  I"  l>e 

shown  but  who's  Fast  on  his  feet 
once  he  s  com  inced.  \\  hile  not 

primaril)  a  creative  man.  he  has  a 

Hair  lor  spotting  good  creative 
ideas.  \s  for  1*1  —  administrative 

abilities,  his  career  speaks  for  it- 
self. 

I  a\  lor  entered  the  agenc)  busi- 

ness in  1**1—  as  a  \  ice  president  < > f 
\\  illiam  Est)  after  spending  five 

years  with  the  merchandising  division  of  Imerican  II  eekl)  and  Puck 

the  Comic  Weekly.  He  worked  on  foiu  accounts,  two  01  which — 

K.  J.  Reynolds  and  Colgate — bad  heavj  radio  investments,  \fter 
five  years,    Laylor  moved  to  FC&B  where  he  supervised  the  Hiram 

\\  alker,  Pepsodent  and  ( General  F   Is  accounts.    \\  ith  the  latter  two, 

it  need  ha  id  I  \  be  said,  la\loi  was  again  close  to  the  broadcasting 

firing  line.  In  L953,  faylor  was  named  vice  president  in  charge  ol 

advertising  for  Colgate-Palmolive.  He  shepherded  Colgate's  move 
into  daytime  t\  with  The  Big  Payoff  and  Strike  It  Rich  and  called 

the  shot-  on  the  client's  nighttime  moves,  including  the  cancella- 
tion of  the  ill-fated  Colgate  Comedy  Hour.  More  than  just  an  adver- 

tising administrator.  Taylor  did  mosl  of  the  pro-ram  buying  while 

superintending  Colgate  -  ad  destinies.  To  characterize  him  as  a 

great  believer  in  air  media  i-  not  j  1  j — t  an  idle  bromide.  "Taylor," 

one  of  his  colleagues  remarked  recently,  "look-  on  t\  like  the 

'Second  Coming  . 
He  began  his  rise  above  the  heat  of  the  day-to-daj  advertising 

battle  last  year  when  lie  returned  to  FC&B  as  a  director  and  head  of 
the  New  1  ork  office.  In  December  he  became  vice  chairman  of 

the  agency's  hoard.    \s  president,  he  will  remain  in  New  ̂   ork.    ̂  

Rollatul  «  .  Ta\lor 

The  tnut& 
about  the 

NEGRO 
MARKET 

EVJI   THE  FULL  ST0RY FROM  K-SAY 

The  only  Northern  California 

station   selling   the   entire   San 

Francisco,  Oakland,  Bay  Area 

Negro  market 

talent   in the  a  1 

nation, ill. 

•  MAGNIFICENT  MONTAGUE 

—  brought  di red  I  rom  W  \  A  I' Chicago.   Hi-  Bponsdr  li-t. 
results  and  audience  are  1  qually 

■nlicnt 

•  RAMON  BRUCE 

—  WW  AT.  Newark,  \ '•>   L 
Negro-appeal  personalis  ii 
Jersey.  Be-t  rating  among  all  pro- 

gram- during  bis  broad 

•  SWINGING  DEACON 

—  The  mo-t  popular  local  N'egro- 
appeal  personality.  Dominates 
the  heavily  populated  Negro  local 
and  fringe  areas. 

Plus  other 
Great  Negro  Stars ! 

TELL  IT-SELL  IT 
on  the  NEW 
K-SAY 

10,000  WATTS  1010  KC 
iios: 

1550  California  Street,  San  Francisco 

1815  Alcatraz  Avenue,  Berkeley 

GRANT  WRATHALL 

Owner 

WALT  CONWAY 
General  Mgr. 

Sationallx 
represented  by 

JOHN  E.PEARSON  t  COMPANY 

? 

A»y  h  *i'k  H,t\c' 

K-SAY 

SAN   FRANCISCO 
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There's  more  to  Florida! 
It  s  still  the  nation's  favorite  place  t<>  get  a  sun  tan, 

but  business  and  industry  have  given  the  northern  pari 

oj  the  stdic  a  neu  complexion.  This  area  is  today  a  rich 

sales  empire,  centering  on  Jacksonville  and  extending 

even  far  beyond  the  slate  boundaries. 

There's  Georgia,  for  instance 
...much  of  which  is  considered  part  of  the  Florida  sales 

picture.  The  multi-county  Jacksonville  distribution  area 

covered  by  WMBR-TV  accounts  for  22.9%  of  total  retail 

sales  in  Florida  and  16.3%.   of  all  the  retail  sides  in 

the  state  of  Georgia  as  well.  In  fact,  it  accounts  for  20. 'V  '■ 

of  total  retail  sides  of  Florida  and  Georgia  combined. 

and  M  Mlilt  l\,  Jacksonville 

is  a  long-ingrained  habit  with  the  295,000  television 

families  in  this  67- county  area.  Throughout  the  "outside" 

area.  NCS  showed  WMBR-TV  to  be  the  eleven -to -one 

favorite  over  competing  stations.  "Inside"  (i.e..  within 

the  Jacksonville  metropolitan  area),  the  most  recent    \RB 

proved  that  WMBR-TV  commands  close  to  five  times 

the  audience  of  its  competition.  To  reach  and  sell  one- fifth 

of  Florida  and  Georgia  combined,  you  need  only.  .  . 

% 
 Channel  I.  Jacksonville    \\  \

\  \\  IM  \ 

Operated  by  The  Washington  Post  Broadcast  Division  'A 
Represented  b\  CBS  Television  Spot  Sales 

I 



Today  we  are  343*4/365-  Let  there  be  dancing  In  the  streets. 

WMT  ■  SOO  kc  •  CBS  Radio  for  Eastern  Iowa     Reps:  The  Katz  Agency 



Host   ligruficani  tv  and  rtulin 
news  of  tin-  week  with  utferpretation 

tn   ilrpth   for   hwsy   rrtulm 

SPONSOR-SCOPE 

27  JULY 

C**yrl|ht    l»S7 
•  PON80R  PUBLICATIONS  INC 

The  General  Foods-Bristol  Myers  deal  lo  alternate  I.D.'s  <m  mnbc  90  stations 
came  back  lo  haunt  the  h  sno1  business  Ibli  ireek. 

Newman  F.  McEvoy,  senior  v.p.  and  media  director  of  Cunningham  iV   Walsh, 

queried  a   long   li-i   <>f  stations  about   th<-  General  Foods-Bristol  Myers  arrangemenl   along 
these  lines: 

•  Wli.ii  i»  ili<-  station's  "official   policy  regarding  the  ordering]  of  spot   schedules 
more  than  .'to  days  in  advance  of  the  initial   broadcasts?*1 

•  What   is  the  station's  "official   position   regarding  the   hiatus  period   available  to 

spot  advertisers?" 
McEvo}  noted  thai  in  the  GF-BM  agreement  a  36-week  advertiser  had  been  allowed  to 

recapture  Bpol   time  periods. 

As  McEvo\  interprets  it:  General  Foods  had  "successfulh  secured  a  hiatus"  and  holds 

confirmed  orders"  for  Bpots  more  than  30  davs  in  advance  of  its  going  back  on  the  air. 
Said  C&Ws  letter:  The  motives  behind  this  technique  can  be  understood,  but 

its  validity  was  questionable,  adding: 

"With  this  precedent  any  agency  mighl  take  the  position  that  it  could  order 
prime  nighttime  announcements  on  a  firm  52-week  basis  in  the  name  of  any  active 
television  account  and  then  offer  these  time-  nol  only  to  other  clients  of  record,  but  liter- 

ally offer  them  on  tbe  open  market.  This  would  I"-  a  mosl  unfortunate  development  for 

the  industry." 
(See  June   IS  and  22  SPONSOB-SCOPE  details  of  General  Foods-Bristol  Myers  deal) 

SPONSOB-SCOPE  got  this  reaction  to  McEvoy's  letter  from  several  of  the  ma- 
jor reps: 

•  The  General  Foods-Bristol  Mvers  arrangement  i«  very  much  like  tbe  alternate  spun- 

sorsbio   setuo   that's   so   common    on    tbe   networks. 
•  Any   advertiser   is   welcome   to   do   what  GF-ftM  did. 

•  Stations  have  as  much   riubt   to  a   sense  of  security   about   their   schedules   as 
tbe  networks. 

•  There's  nothing  discriminatory  about   the   procedure. 

Tbe  specter  of  being  married  to  tbe  same  network  tv  show  for  52  weeks  won't 
haunt  all  regular  advertisers  next  season. 

Contracts  for  a  number  of  new  programs  carry  25-week  cutoff  clauses. 

The   producer*   of  pome  of  these   shows   intend   to   make   30   episode*    anyway,    fiaurin^ 

that  prospects  for  later  syndication  are  better  with  that  many. 

Reports  of   radio's   saturation — like   reports  of  its  death — seem   greatly  exag- 

gerated. 
BAB  estimates   135   million  radio  sets  new    in  use — a    jump   of   almost    9^    o\er 

its  count  of  January  1956,  thus: 

SET  TYPE  NUMB]  CHANGE  SINCE   IAN.  1966 

Home  receivers  90  million  -4-9.3 

Auto   radio-  35  million  -f-0 

Sets  in  public  pi  10  million  +0.0r- 
TOTA1  135  million  +0    95 

Note:   RAB  estimates  about   1-1  million  secondary  sets  in  operation  in  the  nation's 
18.1   million  radio  homes.     (Total   U.S.  households:    nearlv  SO  million.' 

SPONSOR 27  july  1957 



SPONSOR-SCOPE    continued  .  . 

Pat  Weaver  this  week  again  wag  busy  stirring  up  news  and  speculation.    The  news: 

Henry  J.   Kaiser  retained   Weaver  to  supervise  all  facets  of  Kaiser  Industries' 
sponsorship  of  the  Maverick  scries  on  ABC  TV.    The  speculation: 

•  Weaver's  assignment  is  a  preliminary  to  taking  on  agency  chores  on  the  $7- 
million   Kaiser   ad   account. 

•  Kaiser  has  broad  ambitions  in  the  film-making  and  tv  station-operation  fields, 
and   Weaver   will  become  his  No.   1   Man   Friday   in  these  activities. 

•  Kaiser  will  set  up  his  own  studio  either  in  Honolulu  or  L.A.  to  make  his  own  com- 

mercial and  industrial  films  (which  now  cost  him  about  $l-million  a  year).  Weaver 
would  supervise  this  operation. 

Last  weekend  about  100  top  executives  of  the  Kaiser  empire,  ABC  TV,  and  Warner 

Bros.,  phis  others,  attended  a  pep  meeting  on  Maverick  in  Hollywood.  ABC  TV's  official 
list  of  those  attending,  however,  did  not  include  any  Y&R  men.  Weaver  and 

Kaiser's  new  tv  supervisor-v.p..  Mort  Werner,  were  on  the  roster. 

OIlie  Treyz,  ABC  TV's  top  v.p.,  this  week  noted  that  his  sales  tally  sheet  for 

fall  shows  a  gross  comfortahly  ahead  of  last  year's. 
Three  alternate  half-hours — Colt  .45,  Sugarfoot,  and  Jim  Bowie — are  still  open 

for  sale.    But  Treyz  thinks  he  has  sales  pending  for  two  of  them. 

Other  prospects:  Gulf  for  the  10-10:30  p.m.  Sunday  period  and  Max  Factor  for  the 
Guv  Mitchell  show   ($37,500  gross). 

Reps  hope  that  the  declining  income  from  West  Coast  advertisers  has  heen 

snubbed — now  that  TvB  has  begun  to  counteract  the  potent  selling  job  that  the  ANPA 
and  the  newspapers  have  been  doing  against  tv  in  that  area. 

A  major  rep  this  week  took  inventory  of  his  tv  business  from  various  regions 

and  found  that  in  the  first  six  months  it  ran  about  30°£    below  the  vear  before. 

Regional  comparisons  showed:  Midwest,  down  around  20%;  the  South,  off  slight- 
ly; and  the  East,  up  around  10%. 

An  annoyance  that  radio  stations  are  trying  to  eradicate  before  it  gets  nasty 

is  the  impression  that  its  principal  audience  is  teen-agers.  Here's  the  kind  of  statisti- 
cal defense  now  being  rolled  out: 

A  recent  breakdown  of  the  audience  composition  of  KBIG,  L.A.,  shows  that 

its  listeners  from  17  years  on  down  average  but  6%.  That's  from  7  a.m.  to  signoff 
throughout  the  week. 

Incidentally,  an  article  entitled  Radio's  Riches  in  the  22  July  issue  of  Life 
started  a  rhubarb  between  Bob  Leder,  general  manager  of  WOR,  N.Y.,  and  RAB 

president  Kevin   Sweeney. 

Leder  wrote  Sweenev — whose  office  worked  with  Life  in  assembling  facts  and  figures 

on  radio's  revitalization — that  the  article  gives  the  impression  that  radio  is  "dedicated  to 

mental  midgets." 
Sweeney's  rejoinder:  He  doesn't  edit  Life.  The  article  gave  a  distorted  picture,  but 

didn't  hurt  radio. 

CBS  Radio's  sales  activities  this  week  centered   mostly  around   Godfrey  simulcasts. 
Thev  involved  Pharma-Craft  for  about  $35,000  a  week;    Armour,  $20,000  a  week; 

and   Peter   Paul.   $15,000   a   week. 

Other  CBS  Radio  buys:    7%  units  by  Hot   Point    (Maxon— $20,000  weekly). 

Cosmetic  marketers  have  this  problem  confronting  them:  Finding  some  new  prod- 
uct to  keep  the  competitive  excitement  whipped  up. 

For  a  while  the  glow  was  generated  by  lipsticks.  With  every  firm  now  offering  a 

"new"  lipstick,  that  market  has  become  pretty  well  worked  over. 

10  sponsor  •  27  jult  1957 



SPONSOR-SCOPE   continued 

CBS  Radio  is  launching  ■  nighttime  > out li  programing  expedition. 
The  plan  .i>  pitched  along  Madison    tvenue  this  week  calls  for: 

•  Specializing  between  8-10  p.m.,  Mondaj  through  Friday,  in  fare  thai  irill  appeal 
to  listeners  aged   18  to  -  I. 

•  Plotting  the  schedule  bo  thai  it  can  be  shared  by  three  big  advertisers. 
•  Pricing  each  such  sponsorship  at  $1,600,000  for  .".2  w«-«-k«.  uiih  ..  maximum  com* mitmenl  of  26  weeks. 

Two  accounts  ahead)    approached:    Coca*Cola  and  Liggetl  A   Myers. 

Here's  evidence  of  network  radio's  Increasing  attractiveness  aa  a  medhun  for 
automotive  products:    Thej    constituted  the  biggest   single  class  «>i    advertiser  on 
NBC  the  first  six  months  of  1957.   The  breakdown: 

Automotive  products 

Drugs  8  shavei  - 
Food  products 

Household   supplies 

Tobacco 
Publications 
Religion 

12  Miscellaneous 
10  Sporting  goods 
9  transportation 
7  Insurance 

5  Mo lion    pictures 

4  Sporting  goods 

4  \ppliances 

3 

2 

2 

2 

2 

2 

2 

Nothing  is  as  frustrating  to  u  rep  salesman  as  this  latest  merry-go-round  in 
timebnying: 

When  the  go-ahead  on  a  spot  campaign  comes  through,  the  buyer  assigned  to  thai  ac- 

count doesn't  have  to  carry  tlie  load  1>\  himself  others  on  the  buying  staff  give  him 
a  hand. 

What  makes  this  arrangement  tough  on  the  salesman  is  that  it  can  dilute  or  even 

kill  the  pitch  about  a  station    made  to  Buyer  No.   1. 

One  rep's  solution  to  this  problem:  Keep  feeding  material  in  written  form  so  that 
it  can  be  passed  around  to  the  whole  contingent  of  buyers  who  may  eventually  be 
involved. 

Summer  tv  continues  to  maintain  its   strength  on   the  basis  of  this   index: 

Compare  the  number  of  tv  homes  reached  by  the  average  program  in  Nielsen's  Top  Hi 
this  year  and  last: 

PERIOD 

Second  Report  June  '57 

Second  Report  June  '56 

AVERAGE  EOR  PRO- 
GRAMS TN  TOP  10 

11. 627.000  homes 

11.180.000  homes 

ALT.  TV  HOMES 

40.3no.nnn 
36.snn.nnn 

per.  of  ill 

TV  HOMES 

29% 30% 

One  of  the  most  debated  subjects  in  tv  is:  What  happens  to  an  advertiser's  total 
of  (1)  homes  delivered  and  (2)  commercial  impressions  when  he  switches  from 

a  weekly  to  an  alternate-week  format? 

SPONSOR-SCOPE  this  week  put  the  query  to  Nielsen  and  learned  that  as  a  ride  the 

advertiser,  over  a  four-week  period,  does  well  enough  in  homes  reached  but  loses 
out  on  total   commercial   impact. 

The  following  table  show*  what  happened  to  an  unidentified  network  sponsor  recently 

in  swinging  from  a  weekly  to  an  alternate-week  policv: 
TOTAI    COMMERCIAL 

rMPACTS 

109,185,300 

Alternate  13,480,000(34.3%)  53,920,000 

OBSERVATION:  If  an  advertiser  is  interested  solely  in  homes  reached,  the 

economics  of  alternate  sponsorship  are  in  hi-  favor.  But  if  his  chief  concern  is 

the  number  of  commercial  minute  impressions  per  home,  a  weekly  show  is  a 
better   buy. 

SPONSORSHIP 
Weekly 

HOME*  REACHED 
17.331.000  (44.1%) 
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SPONSOR-SCOPE    continued 

Two  movements  were  discernible  on  the  bartered-time  front  this  week: 

1  I     More  agencies   (McCann-Erickson,  for  one)   were  putting  barter  under  tbe 

microscope  to  study  its  anatomy,  learn  what    makes    it   tiek,   and   try   to   measure   its   life 

expectancy . 

2)    Barter  middlemen,  sensitive  to  die  brickbats  coming  their  way  from  various  di- 

rections,   were   working   on    a   drive    to   explain  barter  and  conciliate  the  critics. 

Giving  a  network   tv   film   series   tbe   Hollywood  treatment  conies   high   these 
days. 

Johnson  &  Jobnson,  CBS  TV,  and  Official  Films  will   spend   around   860,000 

for  junketing  65  tv  editors  to  Europe  in  hehalf  of  Robin  Hood. 

The  trip's  span  will  he  13  September  to  22  September,  with  visits  to  Paris  and  London. 

If  Esso  adopts  a  poliey  of  using  syndieated  re-runs  as  a  regular  diet,  it  will 

be  because  of  a  study  made  by  McCann-Erickson. 

The  agency  now  is  sifting  data  on  the  attitudes  viewers  take  toward  first  run  vs. 
second  runs. 

What  inspired  the  probe — despite  Esso's  fat  budget  and  the  availability  of  plenty  of 

first-run  properties — are  the  ratings  that  Esso's  subsequent-run  Golden  Playhouse 
have  been   pulling    (an  average  25  Nielsen). 

While  reporting  sales  and  earnings  for  the  first  half.  United  Artists'  Chairman  Rob- 

ert S.  Benjamin  modestly  predicted  that  the  company's  tv  film  rentals  this  year 
will   run   over   S5   million. 

The  52  films  released  bv  UA  last  month  so  far  have  grossed  $2.5  million. 

UA's  total  income  from  tv  last  vear  was  S2  million. 

While  no  exact  documentation  is  possible.  NBC  TV  believes  that  programs  during 

the  past  year  by  and  large  had  a  greater  audience  turnover  than  any  previous 
season. 

Reason:  Tbe  audience  was  pretty  well  split  for  the  first  time  among  networks; 

and  as  the  competition  gets  keener,  turnover  increases.  Also,  the  lower  ratings  go,  the 

greater  turnover  becomes. 

For  the  advertiser  whose  network  show  continues  to  dip  there's  this  minor  consola- 
tion:   A  greater  variety  of  people  probably  sees   his   commercials   each   week. 

Revlon — with  S47.1 56.000  in  net  sales  for  the  first  half  of  1957 — has  become 

the  undisputed  leader  of  the  cosmetic  industry. 

Avon,  former  monarch,  is  expected  to  show  around  S42  million. 

Revlon's  volume  for  the  parallel  six  months  of  1956  was  $40,840,000. 
Avon,  with  $86.8  million,  managed  to  edge  Revlon  out  of  top  position  for  1956.    But 

Revlon's  anticipation  for  this  year  is  S100  million. 

R.  J.  Reynolds  isn't  tbe  only  tobacco  company  having  its  best  year.  Liggett  &  Myers' 
sales  for  the  first  half  were  $285  million,  compared  to  S272  million  for  the  same 

1956  period. 

Net  profits  for  this  half  were  over  813  million — about  a  million  better  than  the  year 
before. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  45:  Spot  Buys,  page  54;  News  and  Idea  Wrap-Up.  page  56;  Washington 
Week,  page  69;  sponsor  Hears,  page  72;  and  Tv  and  Radio  Newsmakers,  page  78. 
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A  Time-Buyer  can 

relax    in   Miami 

One  station  ill  Q  I  \/  > 

1 J .... j  •■  .  ontiiiuin 

run  W  \'  \  M 

II  V  I  1/ 

.Mil 
\\   ',1    \  \l     .11 

i|  tlier 

'I    it?     Don'1    wii   plii ■   i  in-  new 

i  '  til  Ik   ti. 
\\  \>  \  \|     (i 

dler. 

WQAM 
■  rv.nq    all   of  Southern   Florida 

with   5.000  watti   en   5fc0   kc 

and   radio    ~  I    in 
MIAMI 

TATION 
ADIO     FOR     TODAY'S     SELLING 

WD6Y  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM   Miami 
REPRESENTED    BV    JOHN    BLAIR    &    CO. 

TODD    STORZ.    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED    BV    ADAM    YOUNG    INT 

sponsor     •     2,    ii  i.i    L957 

i  ; 



it's  there 
tor  you... 

on  channel 

C°^I!AGE 

Did  you  know  that  Sales  Management 

rates  Tulsa  both  a  better  quality  and 

a  better  productive  market  than  either 

Boston  or  Baltimore?  It's  a  fact;  and 
alert  advertisers  are  taking  advantage 
of  it  .  .  .  northeastern  Oklahoma  has 

an  effective  purchasing  power  of  51- 
billion.  Your  key  to  this  pot  of  gold  is 

KVOO-TV  with  its  productive  pro- 

gramming, PLUS  revealing  market  re- 
search, merchandising  and  promotion 

aids,  and  constant  attention  to  your 

account  and  problems.  Yes,  in  Tulsa, 

it's  for  you  .  .  .  through  Channel  2. 
When  do  you  start? 

'■Jv&fim 

For   current   availabilities     r — — """" "*| contact    any    office   of    BLAIR-TV 

Timebuyers 
at  work 

Justin  T.  Gerstle,  Benton  6>.  Bowles,  New  York,  buyei  for  P&G's 

Tide  says  thai  "within  the  past  several  years,  Benton  &  Bowles  has 
educated  it>  media  buyers  to  all  media.  Everyone  seems  satisfied 

with  the  change  from  the  old  system  id  print-onl)  and  broadcast 

onl\  buyers.  The  clienl  and  account  men.  in  particular,  like  it 
because  their  brands  receive  tin 

individualized  attention  ol  a  buyei 

with  a  well-rounded  media  knowl- 

edge." Justin  feels  that  there  can 
be  no  intelligent  media  recom- 

mendation without  a  thorough  un- 

derstanding of  a  brand's  market- 

ing problems.  "The  all-media  sys- 
tem, lie  points  out.  "enables  a 

buyer  to  go  more  lull\  into  a 

brand's  marketing  problems  to 
learn  its  marketing  strengths  and 
weaknesses,  to  he  familiar  with 

marketing  and  copy  strategies  and  to  know  the  eo|>\  and  art  treat- 

ments of  the  campaigns."  In  addition.  Justin  says,  fewer  meetings 
are  necessar)  between  buyers  and  the  media  director  to  co-ordinate 

the  buying.  So  the  account  men  get  all-media  answers  Easter.  "The 
setup  i-  encouraging  because  it  provides  the  buyer  with  an  o\er-all 

brand   picture,  gives   scope   and   saves   man)    precious    man-hours. 

Otis   Hutchens,    Doyle-Dane-Bernbach,    New    York,   timebuyer  for 

Max  Factor.  sa\s  that  ""while  I  don't  expect  an)  rep  to  assume  the 
duties  of  a  timebuyer,  there  are  certain  areas  in  which  closer  co- 

operation between  the  two  could  he  accomplished.  Standard  avail- 

abilit)    forms  among  the  reps,   lor  one  thing,  would  minimize  much 
of  the  detail  work.  \  decision  to 

bu)  station  \  rather  than  station 
^  i>  not  determined  l>\  the  color. 

unique  styling,  or  fane)  printing 

of  the  availabilit)  >heet.  Stand- 
ardization of  these  forms  would 

eliminate  time-consuming  phone 

calls  the  buyer  must  often  make  re- 

questing  additional  information  or 
clarifying  vague  terminology.  This 
lime  saving  becomes  increasing!) 

important  when  the  buyer  is  in  the 
midst  ol  starting  a  large  campaign 

and  i-.  a-  usual,  pressed  lor  time."'  Otis  also  feels  there  should  be 
an  updated  program  log  to  accompan)  standardized  forms.  Actu- 

ally, he  [joints  out.  most  reps  do  provide  such  a  log,  hut  when  it's 
sometimes  o\erlooked.  more  \aluable  time  i-  wasted  on  phone  call-. 

"Again,  a  bu)  on  a  station  isn't  dependent  upon  whether  a  station 

log  had  or  had  not   been  sent,  hut   it  does  reflect   a   rep's  interest." 

I  I SPONSOR 
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Greatest  food 

merchandiser 
in  America! 

Baltimore  supermarkets  and  corner  groceries  .  .  .  Baltimore  chains  and 

independents  .  .  W-I-T-H  delivers  them  all  to  you  with  the  most  powerful 

assortment  of  food  promotions  ever  created  by  a  radio  station.  Here's  the 
"merchandising  muscle"  W-I-T-H  will  give  your  grocery  product  over  a 
13-week  period. 

#  W-I-T-H  Feature  Foods  Merchandising  Service.  You  get  all  this: 

1.  A  minimum  of  60  store  calls  in  high  volume  groceries,  including 

point-of- purchase  merchandising  such  as  increasing  shelf  exposure, 
restocking  shelves  and  installing  displays  for  your  product. 

2.  A  minimum  of  20  special  one-week  displays. 

3.  20  days  of  Bargain  Bar  promotions  in  chains  and  supermarkets,  plus 
additional  merchandising  by  demonstration,  sampling,  couponing,  etc. 

4.  Complete  merchandising  reports  issued  to  you  twice  each  13  weteks. 

#  W-I-T-H  Chain  Store  Food  Plan,  providing  for  dump,  end-of-aisle  and 
shelf  extender  displays  in  leading  chain  stores. 

#  W-I-T-H  \\eckl>   Merchandising  Service  with  independent  GA  Stores. 

#  PLUS  merchandising  letters  .  .  .  PLUS  trade  paper  advertising  of  your 

product  .  .  .  PLUS  potent  advertising  material  for  your  own  salesmen's  kits 
.  .  .  PLUS  personal  supervision  by  head  of  VV-I-T-H  Merchandising  Dept. 

Add  W-I-T-H's  low,  low  rates  and  W-I-T-H's  complete  coverage  of  Balti- 
more's 15-mile  radius  .  .  .  and  you've  got  the  station  that  delivers  the  groceries! 

Buy 
Tom  Tinsley 
President 

R.  C.  Embry 
Vice  Pres. 

c  o FIDE C    E 
National  Representatives:   Select    Station   Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  «S  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas.  Atlanta. 
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WRBL 
AM-FM-TV 

IS  THE 

DOMINANT 

MEDIUM 
in  the  big  and 

growing  bigger* 

Columbus 

Georgia 
market 

T  ,200,800  people  in 

the  WRBL-TV  NCS 

#2  Coverage  Area 

WRBL 
AM-FM-TV 

COLUMBUS,  CEORCIA 

CALL  HOLLINGBERY  CO. 

i(. 

by  Joe  C.sida 

Sponsor 
b 

Why   Hollywood  turned  to   radio 

In  those  gra\  da\s  when  the  ANA  was  slug- 

ging tin-  networks  to  force  them  to  slash  radio 
rates,  when  the  am  medium  was  rocking  from 

"in-  Mow  after  another,  mj  typewriter  was 

hoarse  from  screaming  "'Don't  sell  radio  short." 
I  saj  this  without  blushing  at  all.  Line  for  line, 

I  screamed  at  least  twice  as  long  and  loud  as  anj 
Other  trade  writer  or  editor  around.  Or  con- 

sumer writer  or  editor,  for  that  matter.  \nd  it's  lor  thai  reason  that 

I   gel  such  a  tremendous  glow   out   of  radio's   fabulous   resurgence. 
Last  week  1  got  a  particular  wallop  out  of  what  I  consider  to  be 

one  of  the  most  amusing  and  significant  demonstrations  of  radio's 

incredible  comeback  we've  yet  witnessed.  The  motion  picture  com- 
panies have  been  increasing  their  radio  budgets  (particular!)  spot 

radio,  though  some  network  business  is  included  I  quietl)  but  sub- 

stantially and  steadil)  for  some  time.  On  the  Stanle)  Kramer  film 

"The  Pride  and  the  Passion,"  starring  Car)  Orant.  Frank  Sinatra 
and  Sophia  Loren,  for  example,  Lnited  Artists  spent  about  $35,000 

in  spot  radio  in  just  three  markets  New  York.  Chicago  and  Los 

Angeles.  Of  this  about  S23.000  was  spent  in  Gotham  on  11  stations. 

Before  the  end  of  the  summer,  on  "Pride,"  and  two  other  pictures. 

"The  Sweet  Smell  of  Success"  I  produced  b\  Hill-Hecht-Lancaster  I 

and  "St.  Joan"  Ian  Otto  Preminger  production  I .  the  I  A  distributing 
firm  will  have  spent  close  to  $1,000,000  in  radio,  most  of  it  spot. 

$20,000  for  "Island  in  the  Sun' 

\nd  even  though  Harry  Belafonte  called  "Island  in  the  Sun."  in 
which  he  starred.  ".  .  .  a  terrible  picture,  based  on  a  terrible  best- 

selling  book,"  even  though  the  singer  himself  told  newsmen  the  film 

was  of  "stinking  quality,"  20th  Century-Fox,  through  the  Charles 
Schlaifer  agency,  spent  over  $20,000  promoting  it  via  radio  in  the 

first  three  weeks  of  its  New  York  showing  alone.  Columbia  spent 

over  $30,000  in  three  weeks  on  Monitor  on  NBC  Radio  plugging 

"Fire  Down  Below."  its  new  Rita  Hay  worth  starrer. 
But  the  amusing  part  of  this  situation  is  the  counter-effort  of  one 

of  New  fork's  most  successful  television  stations  to  combat  radios 

inroads  on  tv  in  the  New  ̂   ork  picture  business.  I'm  talking  about 

NBC's  own  flagship  station.  W  HCA-TV.  The  key  NBC  station  in 
New  ̂   ork  is  offering  a  special  cut-rate  spot  t\  package  to  picture 

companies,  in  an  attempt  to  recapture  from  radio  some  of  the  busi- 
ness the  film  makers  and  distributors  have  taken  to  the  sound-onl) 

medium.  This  package  is  called  the  "Gotham  Film  Festival  It 
provides  for  film  exhibitors  to  gel  a  basic  unit  of  10  spots,  ranging 

all  the  wa\  from  ("lass  "D"  to  Class  "  \  \."  in  10-  and  20-second 

lengths  for  $1,500.  Card  rate  for  these  same  spots  is  over  $4.1  mil. 
\iid  the  \\  RCA-TV  brass  are  even  running  a  sustaining  campaign, 

urging  people  to  get  out  of  the  house  and  go  to  the  movies. 
i  Please  turn  to  page  2<i  i 
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Danger 
for  THIS 

MAN   

/ 

/ High 
Ratings 
FOR  YOU! 



Excitement;  Danger!  Thrills /  I 

HEROIC 

FILMED   ON    LOCATIONS 
NEW  AND  FRESH  TO  TV! 

A  whirlwind  of  action  spotlighting  America's  toughest 
and  most  dramatic  law  enforcement  job:  guarding 

our  vital  harbors  from  enemies  within  and  without. 

ABOARD  ocean  liners,  po- lice and  Coast  Guard  boats, 

tramp  steamers,   fire   boats. 

*
!
 

ALOFT    in    Port  I nelicopters  and  CoctC 

planes. 



'-'* 

ENDELL  COREY 
<HIEF  OF  THE  HARBOR  COMMAND 

I 
Produced  with  the  coopera 
tion  of  the  Port  Authorities 

and  the  U.  S.  Coast  Guard 

■I  ij. 

«  /MPMi JE-TO-LI 
BRINGS 

vHOnb  m  warehouses, 

'  S  Customs  Offices, 

)canography  Laboratories. 

SALES  MOUNTING  FAST! 
Scores  of  markets  already  bought  by: 
HAMM  S   BEER 

MILES   LABORATORIES 

(Alka  Seltzer. 
One  A  Day  Tablet!. 

BLUE  CROSS  In  Buffalo 
HOUSEHOLD  FINANCE 

SQUIRT   BOTTLING 
KROGER 

KBAK  TV— Bakersf.ald 

Calif. 
KBOI  TV— Boise 
WNAC  TV— Boston 
WTVY-TV— Dothan.    Alj 
WFGA-TV— Jacksonville 

KTTV — Los  Angeles 

KYX  TV— Cleveland 

WTVT— Tampa  St     Petersburg 
WKY  TV— Oklahoma  City 

WDAU  TV— Scranton     Pa 
WTVJTV— Miami 
WOR  TV— New  York  City 
WCAUTV— Philadelphia 
KPHO  TV— Phoenn 

KOVR  TV— Stockton    Calit 
WIIC  TV— Pittsburgh 

RSL  TV— Salt  Lake  City 

KRONTV — San  Francisco 
KTNT-TV— Seattle  Tacoma 

KTVXTV— Tulsa 
Muskogie 



114%    MORE   audience 

than    Station    B    ALL    DAY! 

WILS 

Mar. -Apr.    '57     Hooper    in    Lansing    Shows 

MONDAY    THRU    FRIDAY 

7  00  a.m.-l  2  noon 

12  noon-6  00   p.m. 

WILS 

61.4 

53.7 

Station  B 

23.5 

30.1 

5000 
LIVELY  WATTS 

MORE    listeners    than    all   other 
stations    heard    in 

Lansing   combined 

*Mar.    thru    Apr. 
average    C.    E.    Hooper,    Inc. 

LANSING 

Represented  Nationally 

by 

Venard,    Rintoul    & 

McConnell,    Inc. 

•f-  >v"    *  ' 

WILS 
issfr   ̂   %ysfr 

20 

Sponsor  backstage  continued  . 

The  amusing  face!  of  the  situation  to  me,  however,  is  that  what 

WRCA-TV  i-  doing  is  so  verj  similar  to  what  the  more  desperate 

radio  Btations  were  doing  to  combat  t\  competition  not  too  many 

years  ago.  \-  a  matter  <>f  fact  I  vivid!)  recall  having  quite  an 
argument  with  Ted  Cott,  who  was  then  manager  of  the  NBC  owned 

and  operated  stations,  because  I  was  readying  a  story  on  how  New 

York  radio  stations  were  cutting  rates  and  making  deals,  and  Ted 

was  insisting  that  hi-  then  \\  NBC  radio  station  was  not  an  offender. 
\\  hich  it  was. 

\mong  the  man)  who  are  entitled  to  bows  for  this  spectacular 

change  in  the  broadcast  situation  the  Radio  Advertising  Bureau 

should  b)  no  means  be  overlooked.  The  I!  \l!  has  done  an  outstand- 

ing job  of  promoting  radio,  particular!)  in  competition  with  news- 

papers. One  of  its  special  efforts  o\er  the  past  several  months  has 

been  directed  at  the  major  motion  picture  companies  such  as  Colum- 

bia, United  Artists.  Loew's,  RKO,  20th  Century-Fox  and  agencies 
like  the  aforementioned  Charles  Schlaifer,  Donahue  &  Coe,  Monroe 

Greenthal,  etc.  No  little  measure  of  the  success  radio  has  been  hav- 

ing with  film  producers,  distributor-  and  exhibitors  i-  due  to  the 
RAB  efforts. 

"Radio  <»ets  Results"  awards 

\ml  id  course  the  station  members  of  RAB.  who  have  been  co- 

operating with  the  organization  and  in  turn  using  RAB  material  so 

effectively,  deserve  a  special  pat  on  the  hack,  too.  A  group  of  them 

have  just  been  honored  as  the  winners  in  the  10  classification-  of 

local  retail  business  in  the  fifth  annual  RAB  "Radio  Gets  Results" 
contest.  First  place  winners  in  each  of  the  categories  were:  Auto- 

motive—KYW,  Cleveland:  Drug  .V  Food  Products  WW  DC.  Wash- 

ington; Drug  \  Food  Store-  KFRI  .  Columbia,  Mo.:  Home  Fur- 

nishings— KTLV  Denver:  Department  Stores — KGWA.  Enid.  Okla. ; 

Men's  &  Women's  Apparel — WIDE,  Biddeford.  Me.;  Housing  Mate- 
rials— WJTN,  Jamestown:  Financial — KCMJ.  Palm  Springs.  Cal.: 

Specialized — WGIL,  Galeshurg.  111.:  Miscellaneous  —  W  EJL.  Scran- 
ton,  Pa. 

Speaking  of  contests,  we've  heeii  amused,  too.  bv  the  rash  of  same 
recently,  and  the  intriguing  prizes  won.  Stan  Hamer  of  Dancer- 

Fitzgerald-Sample's  New  York  office  has  just  won  himself — and 
whichever  companion  be  ma\  be  able  to  persuade  to  accompany  him 

— a  trip  to  Africa,  all  expenses  paid.  He  and  his  mate,  will  of 

course,  he  supplied  with  pith  helmets,  and  presumably  snake-bite 

medicine.  Hamer  won  this  in  the  k.>)  \.  San  Francisco.  "Great 

W  hite  Hunter'"  contest. 
And  a  group  of  disk  jockeys  won  themselves  some  valuable  prizes, 

awarded  bv  Lever  Bros.,  in  connection  with  a  Pepsodent  contest. 

Tom  Russell  of  \\  FEE  Boston,  won  first  prize,  a  40  bv  20  foot 

Esther  W  illiams  swimming  pool.  And  Doug  Pledger  of  KNBC,  San 

Francisco,  copped  second  prize  in  the  same  contest:  A  slightly  small- 

er swimming  pool,  measuring  36  b)  18  feet.  The  third  place  win- 
ners (Fred  Beck.  KABC  Los  \ngeles  and  Gordon  Eaton.  WCCO, 

Minneapolis  I  and  the  fourth  place  winners  (Ed  Harvey,  WCAl  .  and 

Phil  Sheridan.  WF1L.  both  Philadelphia:  and  Hal  Jackson,  W  LIB 

and  Jack  Walker.  \\()\.  both  New  York)  received  outboard  motors. 

The  third  placers  got  35  h.p.  motors,  and  the  fourth  placers.  .V  •_> 

h.p.  jobs. 
What  I'd  like  to  see  is  a  contesl  for  tradepaper  columnists  with  a 

little  lifetime  annuit)  a-  a  prize.  ^ 

-I'oNsoi; 
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FOOD      .   . 

More  national   food  product 
advertising   in  placed  on   Will;   than  "ii 
.ill  other  local  radio  stations 

combined.     \ nd  locally .  *  irtuallj   :ill 
ii    i   I  i-li.i ins  nd> i  1 1 

consistent Ij  on  w  III; 

DRUGS  .  .  . 

Na  1   .1 1  drug  Bd*  ei  1  isers  n  nd  lex 
toi es  spend  nun .    monej   on   \\  III; 

thai    all  other  lo<  o  1  1  adio 
stal  mils  combined. 

WHEN    KANSAS   CITY   GOES   SHOPPING 

It's  a  W  H  B  world AUTOMOTIVE  .  .  . 

W  III;  .-.it  riea  schedules 
for  everj    major  national 
automobile  advertiser.    Local 

ear  dealers  buj   more  time 

on  Will;  than  on  .-Ml  other  I01 
radio  stations  combined. 

CIGARETTES  .  .  . 

\'.\ ei  j  cigarette  brand 
buying  spot  radio 
in  Kansas  Citj   in  195 

bought  Will',. 

NEW   HOMES  .  .  . 

Kansas  Citj  home  builders  put  more 
new  home  advertising  on   will;  than   any  other 
K.i  sas  «  it.\   radio  station. 

I  because  it  'a  ;i 

WHB 
AUDIENCE 

Whether  ii  be   1/.  •,.    Pulse, 
Nielsen,   Trendej    or    Hooper 

whether  it   be    l  >.  <t  Nielsen  or 

Pulse     Will',  is  the  dominant 

first   among   every   important 

audience-type.    Thai    statemenl 

embraces'  the   housewife,   her 

husband,  then-  teenagers     as  well 

as  the  farm  family.    E\  •  r»/  sui 

Whether  it's  audi* 

or  advertising  it's  a   Will!  world! 
Talk  to  Blair  or  Will!  GM 

\\      \  •  ■   -• 

) 

WHB 
10,00 

•    it\  .     Mis- 

9   ^   ■ 

no 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM   Miami 
REPRESENTED    BY   JOHN    BLAIR    t,    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED    BV   ADAM    YOUNG    INC. 
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Test  your  personality 
Psychologists  say  the  ink  blot  (  Rorschach  )  tesl  below  helps  determine  The  nature  of  a  personal  v. 

1 1  gauges  imagination,  charm,  | >ersuasiveness  and  the  like.  Hut  every  businessman  knows  anot^r 

way  to  appraise  his  sales  personalities— in  terms  of  his  sales  dollars.  (Turn  page  sideways*) 

The  two  hundred  creative  personalities  at  the  fourteen  major-market  stations  represented  iy 

(lis  Radio  Spot  Sales  pass  both  tests  with  flying-  colors.  As  recording  stars,  former  show  peoje. 

..  >.  i 



lewspaper  columnists,  world  travelers  and  farm  man;  ,    ..„  .,  circus  barker  aino 

h«n)-the3  attracl  large  and  faithful  audiences.  Whenthe}  talk-people  listen.  When  the)  -II 
-people  buy.  Pul  their  selling  instincts  to  the  test  on  your  product. 

KMOX   St.l,,,,         KfHH  ■,    :    .  .WBVA.H 

'^■^■'■""■><><        •     .,i.„,  ,„,„„  „  ( ,        |»\|))()  spot  SAl  IS 

k 



GUtf 
PLUGS 

THE  HOLE 
IN  THE  CENTRAL 
WASHINGTON 

MARKET 

FABULOUS  HOOPER 
Jon.  21  Ihro 
Feb    9.  1957 

KIT 

31.4      43.2      25.1 14.0       9,543 

AM  Rating  Av.   13  6  PM  Rating  Av    9  5 

ONLY  72'  BUYS  1000  HOMES 
for  National  Advertisers  in 

the  KIT  Coverage  Area! 

< 

Washington  Slate's  FOURTH  MARKET, 
with  54,478  radio  homes,  is  200  miles 
from  Spokane,  and  150  miles  from  Seattle 
and  Tacoma — set  apart  by  the  Cascade 
mountain  range.  NO  OUTSIDE  MEDIUM 
CAN  CLAIM  MORE  THAN  AN  INSIGNIF- 

ICANT DRIBBLE  OF  INFLUENCE  AND 
COVERAGE  IN  THE  YAKIMA  MARKET 
AREA.  Fill  this  big  gap  in  the  Northwest 

with  Radio  KIT,  Central  Washington's 
FIRST  radio  station — its  popularity  proved 
by  HOOPER.  KIT,  Independent  Radio — 
Music,   News,    Sports.     Established   1929. 

YAKIMA,  WASH. 

50O0  WATTS    •    1280  KC 

am 
SOUNDS    BETTER — 

SELLS    BETTER 

REPRESENTATIVES 

NATIONAL:  THE  BRANHAM  CO. 

SEATTLE:  HUGH  FELTIS  A  ASSOCIATES 

PORTLAND:  Q.  COX  A  ASSOCIATES 

JACK  GOETZ,  Gen.  Mgr. 

BOX   1222,  YAKIMA,   WASH. 

2\ 

\eus  and  views  fur  fcnmcn   m 

advertising  and  wives  of  mhnm 

^    Women's  week 

N|{<.   l\'s*  lady  executives:  Women  with  experience  in  script  or 
news  writing,  acting,  radio,  arc  holding  jobs  on  a  higher  ami  higher 

creative  level  in  show  producing  and  directing. 

In  alphabetical  order,  NBC  TV's  four  most  prominent  women  in 
a  man-  field  are  Mildred  Freed  Alberg.  executive  producer  of  Hall- 

marl,  Hall  of  Fame:  Doroth)  Culbertson  (Ely's  wife),  supervisor  of 
religious  and  educational  radio  programing,  and  producer  of  Geog- 

raphy for  Decision:  Beatrice  Cunningham,  associate  producer  in 

\l!(.  Public  \  If  airs  and  onl)  woman  on  a  forthcoming  Far  Eastern 

expedition  for  Assignment  Southeast  Asia:  Livia  Granito  is  one 
of  10  directors  on  Matinee  Theater. 

Two  of  the  lad)  creative  executives.  Mrs.  \lberg  and  Mr-.  Culbert- 

son.  arc  laisv  with  familv  lives  as  well.  Their  theory:  "The  same 
talent-  that  make  a  woman  a  good  executive  help  make  her  a  good 
wife  and  mother.  A  woman  s  career  can  lie  a  stimulus  to  a  mar- 

riage and  a  woman's  home  life  if  she  knows  how  to  manage  her  two 

different  lives  well." 

Unusual  occupations:  There's  at  least  one  gal  on  an  agenc\  pay- 
roll who  gets  ahead  faster  than  anv  other  adman  or  woman — Bett\ 

Skelton,  Camphell-Fwald  Co..  test  driver  for  Chevrolet.  Bett\.  a 
petite  brunette  in  her  late  twenties,  has  set  more  records  and  firsts 

in  the  automobile  and  airplane  industry  than  anv  other  woman. 

Prior  to  the  Motorama  last  fall,  she  set  a  new  record  for  driving 

a  new  Chewy  Coast  to  Coast — 56  hours  58  minutes  39.2  seconds. 

She  s  the  first  and  only  woman  test  driver  in  the  automobile  in- 

dustr\ . 

She  was  the  first  American  to  receive  a  pilot  s  license  at  age  1(>. 

She's  the  first  woman  "jump-boat"  driver  in  the  world. 

Sa\s  Beth  :  "Women  are  certainlv  as  good  drivers  as  men.  In 

fact,  there's  little  that  men  can  do  that  women  cant  do  as  well."' 
i  Her  mother  is  a  real  estate  broker.  I 

Where  admen  vacation:  The  more  responsible  the  job  of  an 

agencv  executive,  the  less  likelv  he  is  to  take  long  and  expensive 

vacations. 

There  s  good  reason  for  admen's  weird  vacation  schedules,  accord- 

ing to  a  McCann-Erickson  radio-tv  executive:  "Summer's  the  normal 

time  when  you  feel  like  getting  awav.  But  that's  the  most  important 
and  busiest  time  for  agencv  executives,  since  it  s  the  period  during 

which  we  prepare  for  the  all-important  fall  campaigns. 

Adds  the  wife  of  a  P&G  account  executive:  "Most  of  us  who  are 

agenc)  wives  are  in  the  same  boat.  Our  husbands  put  us  awav  out 

in  the  countr)  for  the  summer,  or  else  we  live  far  out  as  it  is.  and 

thev  figure  that's  vacation  enough.  Then  thev  come  out  for  weekend 
visits.  All  I  can  sav  is  that  being  an  agencv  wife  is  toughest  during 

the  summer  vacation  period. 

SPONSOR 
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MITT!  SUM! 
Whether  you  know  it  or  not,  you've  got  a  stake  in 
minutes.  You  can  tell  your  sales  story  so  much  bet- 

ter in  TV  minutes.  (Ask  any  sales  manager). 

We've  talked  to  lots  of  big,  active  advertisers  lately 

who  need  ̂ 'me...time  to  explain,  inform,  demon- 
strate and  sell.  That's  how  KTTV  got  into  the 

minute  business. 

Advertisers  who  want  well-rated,  top  quality  min- 
utes in  Southern  California  can  now  buy: 

*  *  i 

u 

FIRST  SHOW" 
and 

SECOND  SHOW" 
Five  nights  a  week,  Southern  California  viewers 

will  see  a  big,  well-known  MGM  film  taken  from 

their  recently  released  library.  They'll  be  seeing  big 
pictures  like  Red  Dust,  Mrs.  Miniver,  Tortilla  Flat 
and  big  stars  like  Gable,  Tracy,  Harlow,  Garland, 
Lamarr,  Hepburn... all  the  big  names  that  made 
MGM  and  great  movies. 

KTTV  will  show  the  same  film  twice  each  night, 

beginning  at  10:15  so  that  viewers  who  are  a  few 
minutes  late  getting  a  seat  can  see  the  film  in  its 
entirety  on  the  Second  Show. 

You  can  buy  a  minute  in  the  First  Show  for  $500, 
in  the  Second  Show  for  $200  or  in  both  for  $600 

(prices  slightly  higher  west  of  Thursday). 

Get  the  story  from  your  KTTV  Minute  Man.  He 

has  a  complete  assortment  of  bright,  shiny,  new  60- 
second  availabilities. 

Look  to  KTTV  when  minutes  count 

Los  Angeles  Times-MGM 

Television  r  "1 Represented  nationally  by  BLAIR-TV 

49th  aii 

Ma  discs 

How  fo  write  radio  copy 

If  I  don't  get  another  piece  of  useful 
information  from  SPONSOR  for  the  rest 

of  the  year  (which  is  \er\  unlikely  l 
the  article  h\  David  McCall  in  the  June 

29th  issue  wa-  worth  the  entire  year's 
subscription!  Mr.  McCall's  grasp  of 
radio  in  1957  is  illuminating  and 

heartwarming.  What's  the  chance  of 
getting  a  flock  of  reprints?  I  would 
like  to  send  a  copy  to  even  agency 
man  in  Pittsburgh. 

Ernie  Tannen 

V.p.  and  gen.  mgr. 
Pittsburgh   Broadcasting  Co. 

•  Reader  Tannen  refers  to  the  axtlele  ""  \  «'n|»> 
chiel    looks    at    radio."      Reprints    are    available. 

Something  different 

Judging  from  the  interest  your  article 

stirred  I  "They  hanked  on  Something 

Different,"  13  July  issue,  page  36  I  we 
may  have  started  a  trend  to  feature 
films  without  interrupting  commercials. 

The  response  to  the  article  here  in 
Columbus  was  overwhelming. 

Now  here  is  a  question  many  readers 

must  ask.  Y\  hat  is  your  policy  on  re- 

prints'.-' I  should  like  500  for  distribu- 
tion. 

John  1).  Metzger.  radio-tv  production 
mgr..  Buyer  &  Bowman  Advertising 
Columbus,  Ohio 

•  Reprinl>  are  available  at  request.  In  lots  of ..Oil     the     priee     145. 

The  "Plough  formula" 
May  I,  as  an  independent  operator, 

take  this  opportunity  to  congratulate 

sponsor's  Joe  Csida  on  his  column  of 
Julv  13th.  reviewing  the  operation  of 

the  Plough.  Inc..  Radio  Stations. 

Although  we  at  \\  \\  DC  hold  reser- 

vations on  the  Plough  "Cook  Book 
formula  of  radio  programing.  Joe 

Csida  did  bring  out  in  bold  relief 
the  thinking  and  the  planning  that 

must  go  into  a  successful  independent 
radio  operation. 

Too  main  radio  pundits  have  at- 
tempted to  write  olT  independent  sta- 

tions as  mere  "juke  box"  operations. Not  so  Csida. 

He  grasped  the  essential  fact  that 
aggressive  independent  stations  brought 

26 
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TELEVISION 

CLEARING 

HOUSE 

Incorporated 

Announces  the 

opening  of  its 

LONDON 

OFFICES 
88  Bexley  Road,   Elthai 

(Cable    address  —  SICABLON) 

For  the  convenience  of 

British  and   European 

advertisers 

and  the  expansion  of  our 

Executive  Offices 

at 

157  West  57    Street 

JUdson    2-6300 

(Cable    address  —  TELECLEAR) 

i .uli' i  •  •  1 1 1  i 'I  1 1 ii-  doldrums  b)  !■■ 

pari   "I    theii    reapei  live  coi   unil 

rathei   than   merelj    "sei \  ing   the  pub- 

Ii. 
Strouse 

President  A   General  \tai 
II  II   D(      In,. 

I  read  m  ith  .i  greal  deal  ol  int<  n  si 
I"'-  i  -hi  i  -  ■  ulumn  aboul  the  Plough 
-i.iih.ii-.  \i  the  outset,  lei  me  sa)  thai 
we  certain!)  think  Harold  Krelstein 
.in.l  In-  group  .ii.-  wide-awake,  ener- 

.mil  pi  ogress i\  e  i  adio  operatoi  -. 
Bui  i-  l"i  iIh-  sj  —  t  *  - 1 » i  the)  i  laim  (<• 

inate  and  copyright,  you  musl 
know   the  background  i"  realize  how 
ii. in  e   tlii-    i-. 

I  |.  until  i.'.  entlj .  Plough's  one  sta- 
tion in  Memphis,  \\  \1I'N.  ».i-  .i  net- 
work outlet,  and  nol  doing  i<">  well 

From  .i  i.ii i r i  —  -i  indpoint.  i  .1-1  ing 
around  i"  1 1  \  to  figure  out  some!  hing 
I.,  impi o\ <■  the  station,  the)  de<  ided  to 
adopl  the  independent  news,  music, 
weather  formal  which  has  been  so  sui 

.  essfull)  used  b)  the  Storz  stations, 
and  foi  ..  long  time  b)  W  M  W  .  W  II  II. 
W  l\D.  etc.  Ni>-  Storz  stations,  when 
the)  started  a  Few  years  back,  adopted 
ilii-  same  Formal  which  has  proved 
sua  essful  here  in  Baltimore  on  \\  II  II. 

as  well  a-  "ii  man)  othei  stations,  for 
.i  greal  numbei  "I  years. 

\\  e   feel  at   Willi   thai   we  are  the 

mosl    imitated   station    in   the  countr) 
because  of  the  dozens  and  dozens  "I 
station  managers  who  have  been  here 
to  stud)   our  operation  ovei   a  pei  iod 
of  years  and  thai  the  so  called  Plough 
formula    simpl)     started     here,     wenl 

through  Stoi /.   \I>-I  endon,  and  a   few 
other  stations,  finall)    t.)   Plough,  and 
eventuall)    back   to   Baltimore  to  give 
ii-  some  aggressh  e  i  ompetition. R.  C.  Embr) 

/  ice  President 
\\  ITU.  Baltimore 

Station  trademark 

In  a  recent  Sponsoi  Hears  column  you 
carried  a  lis)  .>l  station  trademarks  and 

you    asked    your    readers    to    identify 
them. 

W -■  feel  thai  our  little  WeeReBel 

should  have  been  included  because  it's 
a  perfect  tie-in  t<>  (1)  oui  call  lettei -. 
W  RJBL;  i  2  i  the  facl  thai  we  are  the 

(  olumbus  in  the  South ;  and  (3)  He's 
a  prett)  cute  fellow . 

J.  W.  W   Iruff,  Jr. 
President  &  General  \fai 

II  RBL,  Columbus,  '• 

OF  INTEREST  TO 

AGENCIES 

MANUFACTURERS 

ADVERTISERS 

THE 

T.C.H 
STORY 
Regarding 

LIVE  LOCAL 

Program 

Networks 

TELEVISION 

CLEARING  HOUSE 
INCORPORATED 

157    West   57   Street 

New  York,  N.   Y. 

JUdson  2-6300 
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HALF  A  PIE  ? 

Mo  S  ir  / 

KBET 
Station   A 

10  p.m.  Midnight 46.0 

35.0 

KBET-TV  sells  only  the 

whole   pie   .   .   .   the  37th   largest 

market  in   the   country.* 

(*as  designated  by   CBS   before   FCC) 

Only  KBET  serves  the  entire  California  Central  Valley 

with  its  major  inland  cities  of  Sacramento  AND 

Stockton.   It's  a  twin   market  —  dominated   by   KBET. 

SHARE  OF  AUDIENCE  SUNDAY  THROUGH  SATURDAY 

KBET's  movies  blast  network  competition 
10  p.m.—  midnight  ...  5  nights  weekly. 

Sacramento  &  Stock- 
ton ARB's,  May  1957. 

Sacramento  ARB 

weighted  2-1  over 
Stockton  to  obtain  av- 
erages. 

•23/ 

TOTAL  AREA 
SET  COUNT: 
409,157 

KBET-TV     CHANNEL  10 
SACRAMENTO    <&®     CALIFORNIA 

BASIC  %W    CBS  OUTLET 

Call  H-R   Television,   Inc.   for  Current  Avails 
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fSPON SOR 

"As    long    as    you    don't    hove    a     1 -pyramid    organization 

•• •  ••• 

.    .    .    you   can    expand    to    any    size.      Instead   of    one    head    for   each    department, 

we    assign    group    heads    to    help    him,"    says    Norman     Strousc,    JWT    president 

HOW   BIG  CAN   JWT   GET? 

It's  approaching  $300  million  this  year,  SPONSOR  estimates,  with 
SI  15  million  in  tv  ami  radio.  Presidenl  Norman  Strong'  -«a>»  ex- 

pansion possibilities  ar<-  unlimited  because  of  waj  agency  i-  organ- 

ized.   Huh  of  last  two  year's  expansion  was  in  tv  ami  radio  billings 

Last  week  sponsor  i<>l</  the  story  <>i 
how  Earle  Ludgin,  Chicago,  with  its 

$14  million  billings,  competes  with 

giant  shops.    Ludgin   says  the  answer 
l>e  creative  in  everything  from 

media  buying  to  copy  and  let  \our  peo- 
ple operate  without  a  rigid  organiza- 

tion    chart.      In     the     story     at     right 

SPONSOR  jumps  to  the  other  end  of  the 

spectrum  and  tells  how  JH  I  is  nou 

moving  toward  v  100  million  in  bill- 
ings. It  heart  both  agencies  really 

seek  to  achieve  the  same  end  result. 

Ludgin  strives  lor  the  quality  associ- 
ated with  the  top-level  shop.  Ill  I 

seels  the  team  effort  which  is  easier  in 
general  jor  the  small   firm    to  achieve. 

I 
t's  7 :55  a.m.  and  in  Manhattan  - 

Graybar  Building  the  Eve  J.  Walter 
i  hompson  Boors  are  hushed  and 

empty.  <>n  the  eleventh  Boot  a  white- 
smocked  cleaning  woman  finishes  her 
work,  then  disappears  into  an  elevator. 

\  minute  later,  a  tall,  heavy-sel  man 
in  his  fifties  walks  "lit  of  an  elevator, 
briefcase  in  hand,  and  mart  hes  down 

the  corridors  t"  a  cherry-paneled  rath- 
er sombei  corner  offi<  e.  I  here,  at 

8:01  a.m.,  Norman  Strouse,  presidenl 

of  J.  Walter  Thompson,  the  largest  ad- 
vertising agenc)  in  the  world,  begins 

his  normal  lit. hum  da)  of  work. 

[t's  been  two  years  "f  enormous  a<  • 
ti\it\   since  Jnl\    1955,  when   Norman 

Strouse  became  presidenl  "t  JW  I   and 
a    member   of   the   management    t< 

nposed   of   Henrj    C.   1  and 
uel  W  .  M  «k,  vice  i  hairmen  of  the 

board,  under  Stanle)  Resor,  ti«  »\\  chair- 
man of  the  board.      In  that  period,  the 

agenc)    added  some  20  new    accounts 
including  su<  h  giants  as  Schlitz,    1 1  i 
der  I  •  -at   I  •       I    . in  \\  atch,  and  i-  cur- 

rently  heading  toward  a  SPONSOR-esti- 
mated    (300   million   total    billing    fi>r 
1957,  including  JW  I   International. 

\'     igenc)  that's  nearh  doubled 
billings  sinci    1950    &  obviously  churn- 

m ith    work   and    acth it\    in 

area.     ̂   et  the  hul>  of  this 

hive   activitj    al    JW  I    is    particular!) 

SPONSOR 
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The  agency  has  nearly  doubled  its  over-all 

billings  since  1950,  is  currently  No.  One  for  7957 

in  over-all  television  and  radio  billings 

centered  about  the  i\  department, 

which  has  grown  faster  than  am  other 

JWT  department  in  the  past  vear. 
\n  indication  of  the  i\  -radio  volume 

are  the  M)  weekl)  daytime  t\  segments. 

two  hours  weekl)  "I  color  programing 
and  four  hour-  and  fortv  minutes 

weekl)  on  one  network  radio  bu) 

alone.  \t  that  rate  ol  operation,  JW'I  s 
t\  department  is  dail)  setting  new  rec- 

ords for  it-elf  and  dail)  superseding 
them.  \t  its  present  rate  of  activit) 

and  billing  this  department  ma\  reach 
a  SPONSOR-estimated  $115  million  for 
this  year. 

"So  long  as  you  don't  have  a  pyra- 
mid organization,  \<>u  can  grow  to  an) 

size,"  Norm  Stroue  told  SPONSOR. 

"That's  v\h\  we  have  set  up  intermedi- 
ary levels  within  several  departments 

to  whom  the  heads  of  those  depart- 
ments can  delegate  administrative  and 

planning  responsihilit) ." 

I  his  has  been  the  philosoph)  behind 

the  streamlining  <>f  three  major  JW'I 
departments,  each  of  which  i-  not  onl) 
handling  a  greater  volume  of  billing 
and  number  of  accounts  than  ever  l>e- 

fore,  but  is  also  geared  for  -till  further 

expansion.  The)  are:  the  t\ -radio  de- 
partment headed  b)  Dan  Sev  inour: 

media  under  \rt  Porter:  research  un- 

der recently  appointed  Dr.  Don  Long- man. 

"Each  of  these  men  now  has  sev- 

eral "roup  head-  under  him  so  that  the 
load  of  work  and  responsibility  max 

be  spread."  sav  s  Strouse.  "Now  these 
group  head-,  the  six  associate  media 
directors,  for  instance  could  each  in 

his  own  right  function  as  the  depart- 

ment head  of  a  good  sized  agencv .  bill- 
ing, say  $30  to  $40  million,  \fter  all. 

that  is  what  the)  in  effect  do  here  at 

I  hompson." 
In  each  of  the  three  departments,  the 

group  heads  or  associates  are  the  plan- 
ners and  strategists.  usualK  handling  a 

number  of  accounts  with  aggregate 

billing  in  each  group  sufficient  to  form 
a  good-size  advertising  agency.  But 
at  the  same  time  they  can  draw  upon 
the  advice  and  counsel  of  the  senior 

man  who  head-  the  department. 
"In  t\ .  for  instance.  Damn  Seymour 

moves  in  himself  for  such  fast  buys  as 

the  Sullivan  Shou  which  he  bought  for 

Eastman  Kodak."  says  Strouse.  "He's likelv  to  move  in  with  the  man  re- 

sponsible  for  that  account  in  the  tv  de- 
partment, hut  because  so  much  of  the 

fast-moving  part  of  tv  like  network 
happens  at  the  top  level,  not  on  the 
working  level,  those  negotiations  are 

uuallv  Seymour's  province." The  three  departments  work  together 
first  of  all  through  account  groups. 

Chief  strategist  on  an  account  i  "and 
the  man  we  consider  the  real  market- 

ing planner  as  well."  savs  Strouse  i  is 
the  account  representative,  who's  re- 

sponsible to  an  account  supervisor. 

Working  parallel  with  him  is  an  edi- 
torial group  head  who  is  responsible 

for  the  cop)  approach.  But  within 

each  group  there's  also  an  art  director. 

Norman   Strouse,  Thompson   president,  here  with   Dan   Seymour,  head  of  radio-tv    (1.)    and  Dr.  Don  Longman,  new    head  of  research    i  r.  t 
begins  his  work   ar  8:00  a.m..  take-  part    in  account   planning   as   well    as   being   administrative   head,    lie   headed  JWT   Detroit   prior  to   1955 



.I--.,,!  i. iir  media  director,  resean  li 

group  head  and  iv  group  head. 
This  team  »tru<  ture  reai  hea  t  ighl  up 

to  the  top  agencj  level,  in  bo  fai  aa 
\,pim  Strouse,  head  "I  the  Detroit 

|\\  r  office  prioi  i"  becoming  agenc) 

president,  actually  had  been  primarily 
.in  account  man,  rather  than  a  media, 

cop)  01  researi  h  spe<  ialisl  dui  ing  the 
mature  j  eara  of  his  careei . 

i  u\  mi  rani  reall)  Bay  thai  I  haven'l 
been  .1  media  man,  Strouse  remarked 

to  sponsor.  "1  started  in  the  San 
Francisco  J\\  I  office  aa  an  assistant 

space  !>u\ er.    ' 
\-  .1  result  of  his  long-time  account 

experience,  Thompson  s  president  is  an 

active  participator  in  account  plan- 
ning. On  Ford,  !"i  instance,  he  is 

chairman  of  the  review  board  and  hes 

.1  member  of  1 1 1  *  -  review  boards  of  sev- 
eral other  accounts  aa  well. 

"We  Feel  that  the  working  attitude 
oi  "in  top  management  people  here  is 

one  of  tin1  major  arguments  in  favoi 

of  a  client  being  in  a  large  agency," 
Strouse  told  sponsor.  "While  the  ad- 

vertise! gets  all  the  individual  atten- 
tion within  his  account  group  thai  he 

would  gel  in  a  small  shop  he  might 
dominate,  he  can  also  draw  on  the 

thinking  of  the  top  people  who've  had 
broad  experience  in  related  or  different 
Gelds  of  marketing  and  advertising 

products.  It's  our  system  of  'cross- 
fertilization,'  \<>u  might  gay.  Beyond 
that,  we  feel  that  a  large,  major  agency 
attracts   the   best    talent    on   all   creative 

levels  since  it  is  in  a  general!)  soundei 
financial  position  for  absorbing  this 

expense. 
One  thing  stands  out  to  the  most 

casual  \  i-i t • « 1  touring  J\\  I  -  live  floors, 
and  wandering  through  offices  ranging 

from  the  brightest  modern  to  iron-grill 
and  glass  walled  rooms  reminiscent  of 

a  well-kepi  medieval  castle:  [here's 
no  such  thing  a>  a  "sit-down"  execu- 

tive in  the  agency.  Throughout  the 

various  departments  there's  an  enthusi- 
astic shirt-sleeve  >|>irit.  In  other  words, 

department  head-  are  as  knee-deep  in 
reviewing  and   working  with  patticulai 
account  problems  as  the  group  heads 

responsible  to  them. 

They're  also  Imsilv  formulating  new 
philosophies  and  methodology  to  guide 

the  functioning  of  the  department  and 
sen  icing  of  clients.  Dr.  Longman,  for 
instance,  1  now  JWT  research  director. 

formerly  a  top  Atlantic  Refining 
marketing  executive  with  responsibility 

for  $600  million  in  sale- 1  i-  encourag- 
ing activity  in  two  directions  within 

the  department. 

Tv  department  organization  1-  typical  "(   |W  I  -  "gearing  t"i  expansion,*1  with  group 
heads  acting  .1-  tv-radio  directors  [01  theii  accounts,  recommending  network  and  mh.i  buys 

JVVT's  tv  department,  hi  ided  bj    Dan  Sej   ui    (seated  center),  »itli    idministra- 
live   lid  from  Jack  Devim    (seated  second  (nun  I.),  includes  six  group  heads  "who  could 
head  an  agencj  i\  department,"  according  to  Devine.    Thej  an    (seated,  I.  i"  r.)   vn>rr- 
Haynes,    Robert    Buchanan,    W   Ii"\-     Benoit,    (standing,    I.    i"    r.)     Warren    Weldon, 

Howard  Spokes,  Thomas   Haas.     Each   1-  assigned  to  various  1   unl  groups  .1-  h    r •- 1  ■ 
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7v  department  heads  from  JWT  branches  consult  each 

other  weekly;   New   York  handles  network  dealings 

"We  have  nine  ".roup  heads  right 

now,"  he  (old  si'O.NSOU.  "These  people 
have  had  field  sales,  marketing  and  re- 
search  experience.  We  feel  lhe\  should 
continue  l<>  develop  their  marketing 

knowledge,  since  sound  advertising  re- 
search projects  need  a  well-grounded 

business  frame  ol  reference." 
He  point-  oul  that  the  largest  and 

most  research-conscious  clients  lend  to 

use  agenc\  research  to  the  fullest  ex- 

lent,  since  they're  sophisticated  about 
the  values  implicit.  While  launching 

specific  client  research  projects,  how- 
ever. Dr.  Longman  is  also  working  on 

developing  nev\  methods  for  broadcast 
testing. 

"Were     experimenting     with     new 
methods  of  pretesting  new  l\  c   mer- 
eials.  individual!)  and  right  in  the 
home:  and  we  include  in  the  test  the 

close  approximation  of  a  busing  situa- 

tion," he  told  SPONSOR. 
A  system  for  testing  new  radio  com- 

mercials which  the  agency  is  already 

using  is  a  phone-tape  system.  An  in- 
terviewer calls  respondents  at  home 

and  >a\  -  : 

"This  is  a  research  call.  Would  you 
be  willing  to  listen  to  two  commer- 

cials?" In    return    for    listening    t"   sa\    two 

new  tea  commercials,  the  interviewee 

receives  a  sample  of  the  particular 

blend  he  or  she  chooses,     \ctually,  the 

product  is  identical,  hut  from  his 

choice,  the  agenc)  has  a  te-l  of  the  ef- 
fectiveness hI  the  commercial. 

"II  I  can  gel  a  normal  situation 
leading  to  an  action  decision  then  I  m 

getting  somewhere.'  sa\s  Longman. 
Having  the  respondent  choose  one  of 

two  product  samples  on  the  phone 
comes  close  to  his  making  an  actual 

Inn  ing  decision. 

Development  ol  new  approaches  isn  I 

confined  to  JWT's  research  depart- 
ment. The  tv  group  and  media  de- 

partment are  working  on  a  number  of 

new  premises.  The  four  network  tv 

shows  Ford  has  bought  lor  fall  is  an 

example  of  new  programing  and  media 

strategies.  (Starting  in  fall.  Ford  will 

be  sponsoring  Suspicion,  NBC  TV  al- 

ternate Mondays  10:00-11:00  p.m.: 
Tennessee  Ernie.  \BC  TV.  Thursdavs 

9:30-10:00  p.m.;  Zone  Grey,  CBS  TV 

alternate  Fridays,  8:30-9:00  p.m.:  and 

five  hour-long  special  Lucy  shows  scat- 
tered through  the  \  ear.  I 

"You  want  maximum  total  audience 

on  tv.  reaching  as  close  to  100'  <  of  the 

l\  \iewing  public  as  possible."  Dan 
Seymour  told  sponsok.     "So  you  take 

show-  which  you  expect  will  have  top 

ratings,  but  each  of  which  has  a  slight- 

l\  different  appeal,  to  make  sure  vou're 

penetrating  all  groups.  You're  still 
identified  with  a  show  on  an  alternate- 

week  basis,  but  you're  now  getting  a 
four  -  barrelled  advertising  strategv 

rather  than  rel\  ing  on  one  package." 
W  here  lord-  $5  million  CBS  Radio 

bus  is  concerned,  both  the  tv-radio  de- 

partment and  media  put  heads  together 

for  close  to  a  \ear.  studying  the  me- 

dium from  everj  conceivable  angle. 

"It  -  no  secret  that  the  ideal  time  to 

reach  a  consumer  is  when  they're  usinji 

the  product  \ou're  selling.'"  says  Jim Luce,  associate  media  director  on  the 

Ford  account.  "Well,  we  particular!) 
researched  the  car  radio  situation  and 

found  that  the  traffic  hours  deliver  an 

immense  and  unmeasured  audience  foi 

us.  That  was  one  of  the  basic  reason- 

behind  our  Ford  radio  buy." 
The  media  research  group,  also  un- 

der Arthur  Porter,  media  \.p..  actual!) 

functions  as  the  associate  media  direc- 

tors  right  arm. 

"It  s  the  associate  media  director 

who  actualK  compiles,  arranges  and 

presents  media  research."  Luce  told 
sponsok.  "We  use  it  more  than  the 

head  broadcast  and  print  bu\ers  with- 

in our  groups  and  more  than  the  actual 

media  buyers  who  have  the  traditional 

research  tools  at  their  disposal.  W  ilh 

the  complication  of  media  toda\ .  the 
l  Please  turn  to  page  74  i 

Media,  headed  b)  Arthur  Porter,  v.p.  and  media  director  (out-of- 
town  al  time  ill  picture),  include-  -i\  associate  media  directors  (1. 

to  r.)  Philip  Birch.  Robert  I .i lien,  Richard  June-.  James  Luce,  Jack 

Green.  '  Inn  Wright,  associate  media  director,  was  vacationing  at 

time  ol  picture).  Each  associate  plan-  strategy  for  one  or  more  clients, 
making    budget    and    media    recommendations    within    account    group 

Research  group  heads  ;,|v  being  trained  bj  department  head 
Don  Longman  (standing  third  from  I.)  to  become  marketing  strate- 

gists as  well.  Currently  the  department  has  nine  group  head-,  includ- 
ing 1 1,  to  r.i  Herbert  Fisher,  Victor  Lynn,  Martin  Stern.  James 

Shriver,  Dr.  Longman,  Warren  Flynn,  Ethel  Booth,  Vrthur  Koponen. 

New    research   projects  include  method   for  pretesting  new    t\   -how- 

M 
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Make  'em  talk   is  big  Volvo  objective.    Mamie  Van  Doren   and   stunts  .ii   sports  events  help.     Radio  did   tnosl 

VOLVO  GOES  NATIONAL 

WITH  SPOT  RADIO  AND  HOOPLA 

Swedish  small  car  has  its 

sights  trained  on  No.  1 

selling  Volkswagen.    It's 

now  No.  2  on  ('oast,  will 

use  spot  radio  d.j.'s  as 

mainstay  of  national  drive 

I 
 LOS    INGI  I  i  S 11  I()")."i.  probabl)  m>  one  in  Gothen- 

burg seriousl)  believed  that  within  two 

years  Sweden's  largesl  selling  motoi 
car  would  rank  second  in  foreign  cat 
sales  in  the  Western  I  nited  States. 

No  one,  thai  is,  except  I  •■"  I  lirsh, 
an  American  importer  on  a  business 

tii|>  in  Sweden.  H<-  had  been  wooed 
1>\  the  performance  "I  the  Volvo  and 

finall)  negotiated  the  I  S.  distribution 
rights  with  Gunnar  Engeilau,  president 

■  •I  \l!  Volvo,  the  "( reneral  Motoi  - 

Sv  eden." 
Hirsli  and  his  partner  in    \ ut« >  Ini- 

ports,    ln< ..   '  lene   Kl<  ei  sed   the 

usual    pattern    f«>i    introdu  urw 
product  in  ili'    I     S      I  hej   started  in 
Southern     <  aliforaia-     llx-    countn  s 

number  one  spot i-  i  ar   market, 
eventual  aim :  national  sa 

Kent  (>   Iinan.  president  of   Adver- 

tising   Agencies,   Inc.,  -<>t  the  account 
in   February    "i    L956.     <>   Iman,  an 
ex-marine,  had  worked  for  four  i 
stations  befoi  -    into  advert  • 

-  v  itli   total  capital   ol    I  tnd   |>r>'- 
d  tlif  first  outside  i  omn  en  ial  t\ 

show    in  Los    \r    eles     on   K  I  I   \. 
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Volvo  is  in  New  York, 

hits  Midwest  cities  soon 

1 1  i  i" — 1 1    and    Klein    gave    Goodman 
complete  leewaj    in   running  the  cam- 

m.  even  conceding  to  his  insistence 

that  Volvo  nut  be  promoted  as  a  "sec- 
ond" lainiK  car. 

Goodman  entered  i h< ■  car  in  Califor- 

nia road  races  as  the  firsl  step  inward 
Letting  it  known.  He  put  it  in  auto 

shows,  had  plant-.  IK  over  beaches  and 
ball  games  with  Volvo  streamers. 

In  \pril  of  1()5(>.  he  made  the  big 

decision:  "to  lei  radio  cam  the  load 
because  I  still  have  faith  in  the  tre- 

mendous selling  power  of  radio." 
So  he  put  half  of  a  budget  of  less 

than  $10,000  into  radio,  starling  his 

spot  campaign  on  six  Los  Angeles  sta- 
tion^ KBIG,  KGIL,  KIEV,  KMPC. 

KI'OP  and  KXLA.  In  June  he  added 
KJBS  in  San  Francisco.  KIJOW  in 

Oakland.  KCBQ  in  San  Diego. 

\t  first,  (fiiodman  bought  prime 

time  onlj  i  (i  to  ()  a.m.,  1  to  6  p.m.  I 
and  cop)  was  largel)  introductory, 
making  familiar  the  two  slogans  he 

developed:  "the  fainiK  sports  car"  and 

'product  of  superb  Swedish  engineer- mg. 

"The  aim  of  the  copy,"  Goodman  ex- 
plains, "was  not  immediate  sales,  but 

to  let  people  know  the  car  was  here 
and  what  its  features  were.     We  urjied 

Next    step    after    Volvo    goes    national    will    be    introduction   of   truck    and    tractor 
line,  SPONSOR   learns.     Gunnar  Enjxcllau    <  above  i    i~  young   president   of   Swedish  firm 

Merchandising    is    considered    vital 
Volvo.    Finn  seeks  to  spread  impact  as  far  as 

Me.    To  pel  enthusiasm  from  d.j.'s  each 
olvo  to  drive,  then  describe  to  li-teners 

them  to  see  it  and  drive  it. 

"Cop\  itself  can't  sell  am  product. 
onlj  create  the  desire.  But  enthusi- 

asm is  catching.  So  the  first  step  was 

to  make  the  d.j.'s  who  were  to  read  the 
cop)    familiar  with  the  car. 

"It's  unfortunate  ever\  advertiser 

cant  (or  won't  I  do  this.  A  d.j.  can- 
not personalize  copy,  no  matter  how 

much  leeway  you  give  him.  unless  he 
knows  the  product  intimately. 

"Each  d.j.  was  given  a  Volvo  to 
drive.  He  was  then  able  to  inject  his 
own  honest  reactions,  how  his  wife 

took  to  it.  what  the  kids  said  about  it — 

with  one  stipulation:  he  had  to  stick  to 
the  basic  facts  in  the  copy. 

"Every  d.j.  has  his  own  following,  a 
loyal  group  of  listeners  who  depend  on 
his  recommendation  of  a  product.  He 
knows  his  audience.  Then,  once  he 

knows  the  product,  let  him  bring  them 
together  in  his  own  way. 

"A  disk  jockey's  value  is  enormous," 
Goodman  feels,  "if  you  give  him  his 
head.  He  II  pla\  with  the  name,  dream 

up  his  own  pet  slogans  and  rhymes  for 
it.  And  his  excitement  can  spread 
through  the  station,  leading  to  valuable 

promotion  tie-ins  and  other  help, 

which  is  what  happened  to  us." 
With  this  philosophy,  Volvo  was 

launched  on  radio  in  April  of  1956. 

\\  ithin  a  month,  sales  had  tripled.  In 

June.  Goodman's  budget  was  raised  to 
$25,000. 

Continuing  to  put  half  of  it  into  ra- 
dio, he  had  a  jingle  recorded  by  the 

Pied  Pipers — "Go.  go,  go  with  Volvo" 
— which  was  used  in  Los  Angeles  alone 
onKABC,  KB1C.  Kl  \\  B,  KGIL.KLAC 
andKPOPfor  13  weeks. 

"It    caught    on,"    Goodman    recalls, 

"and  served  to  introduce  the  car.  But 

by  the  end  of  summer,  we  were  well 

through  the  first  phase  of  our  cam- 

paign. The  product  had  been  intro- 
duced, had  passed  the  one  thousand 

sales  mark  in  Jul\.  We  were  readv  to 

settle  down  to  explaining  what  the  car 

was.   not   just   that    it    was   here."' So  the  jingle  was  abandoned  and  re- 
placed by  copj  containing  specifics 

about  speed,  economy,  comfort — with 

the  same  leeway  for  d.j.'s  to  personal- 
ize. 

Goodman  also  bought  a  month  or 
two  of  individual  spot  campaigns  for 
local  dealers  in  smaller  markets  when 

his  budget  was  upped  to  about  $40,000 

in  August.  He  used  KFOX  in  Long 
Beach.  KATY  in  San  Luis  Obispo, 

KMJ  in  Fresno.  KSJO  in  San  Jose, 

KCMJ  in  Palm  Springs.  KBl  X  in 
Phoenix  and  KMYR  in  Denver. 

\\  ith  his  steadily  increasing  budget, 

he  was  able  to  extend  radio  to  57' , 
of    the    allocation     ( adding    KHJ    and 
KPOL  in   Los    Angeles  I    and   increase 
newspapers. 

Newspaper  advertising,  begun  along 

with  radio  in  April  of  1956.  consti- 

tuted land  still  does  I  about  25'7-  of 

the  Western  budget:  tv  gets  10','  :  out- 
door. 5'f  :  magazines.  3%.  i  These  in- 
clude \\  estern  editions  of  Esquire.  I 

Goodman  launched  his  t\  in  Septem- 
ber of  1956  when  he  had  $50,000  and 

the  football  season  to  further  his  cam- 

paign. Seeking  sports  enthusiasts,  be 
bought  PCC  Highlights,  a  filmed 

roundup  of  Coast  Conference  game-. 
on  KH.I-TN  in  Eos  \ngeles.  To  reach 

the  whole  family,  he  undertook  13- 

week  CO-sponsorship  of  Adventure  //- 
bum   on   KHJ-TV,   but   found   reaction 

1 1 
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from  the  spot  ts-minded  bettei , 
\i  i  In-  same  i  ime  '  Septembei  • .  he 

started  spots  on  Kill  I A  K  1 1  \  and 

K  II  V,  "Response  li  om  show  -  w  as 
easiei    i"    measure    than    reai  i ion    I" 

spots/1  he  says,  "because  more  |   pie   ntioned  the  shows  to  dealers.     Bui 

you  can'l  beat  saturation  i"i  reaching 
.\  ri  \  class.     \\  hile  .1  specific  audiem  e 

should   be  cultivated,   «••  Feel  the  at 
ceptance  "I   the  cai    b)    .ill  i\  pes  and 

income  groups  i»  due  i"  saturation. 
(Goodman  makes  outdooi  part  of  his 

u  coverage  .1-  \m-II  b)   strategic  place- 
ment of  billboards  al  - 1  •<  >  1 1  i  1 1 !_:  events 

where  i\   cameras  will  pick  them  ii|>.  1 

I  hough  he  1  redits  1  adio  as  ili<-  big- 
gest factoi  in  \  "l\ "  -  success,  he  em- 

phasizes the  interaction  >>l  all  media: 

"  \  man  is  driving  home  and  hears  .1 
\  olvo  »|n>t.  he  l""k-  up  and  sees  .1  \  ol- 
\o  caul  on  the  side  "I  a  bus,  he  turns 
at  a  corner  w  iib  a  \  "l\  <>  billboard. 

Later,  he's  relaxing,  he  sees  a  Volvo 
spot.  I  liai  -  the  sort  ol  impression 

that  starts  taking  root.' 
Even  though  Western  sales  had 

passed  the  one  thousand  mark  in  Jul\ 

11I"  1956,  \<>l\<>  \\a-  Mill  not  in  the  top 

impoi  ted  '  ars.     \\  hal  1  ombinal ion 
ol  factors  l.i  1.11  "lit  it  into  numbei  two 

I ilai  '•   in   leu   t han    >   \  eai    from   1  liai 
date? 

t  toodman  h  ill  tell  \  ou  thai  advei  1  is 

in:.'    .il       1  annul    put    a    produi  I    OVd  , 
li  inii-i  go  hand  in  hand,  he  feels,  m  iili 
publii  ii  \  and  publii  relal  ions.  I  he 
distinction  1-  his  own:        • 

"Publicitj  affei  1-  the  pun  base;  pub- 
lii relations  affects  the  purchase!  aftei 

In-  s  pun  based  g i\  es  him  confident  e 
in  the  product,  in  the  firm  h li"  sold  ii 
to  him.  Will  ii  \  .in  \  thing  foi  pub- 

licity,   <  -   Inian  admits,  "but  ii  has  t<  1 
be  in  b   I  taste  i"i  e   I  publii  rela- 
tions. 

"Publicitj  '  an  ln-^in  h  iili  the  Bales 
ami  promotion  departments  "I  a  sta- 

tion. l"i  stations,  too,  there's  nothing 
like  the  thrill  "I  putting  ovei  a  new 

product 
"So  restrain  yourself;  don't  dictate. 

I  el  the  stal  ion  plai  e  youi  spots.  I  hen 

they're  pari  "I  youi  campaign  and 
the)  N  hnil  othei  ways  ol  putting  il 
across. 

I  in  promotion  spots,  extra  station 
facilities,    sponsoi    mentions    in    theii 

ow  11    new spapei    Bdi     '   Ima 
il   lliank-   to  I 

denl  "i  K  J  >  \  ̂      Mortimei   II  dl    pn  ii 
ilini  ami  ms in  1  "l  K I   M      Stan  J* 

■  ■(  K  M I '•      II 

.ml  \\  In  .  Li      eneral  «  il<  - 

KIM   l\ 
li  was  u'i •■ .«)  publii  ii\  and  publii 

n  lations  both  w  hen  Volvo  woi 

ii  -  26  I  alifoi  nia  road  1  a<  es,  and  in  its 

\la\  '.  issue  /  S.  Ve«  1  and  "  orld  /•'■ 
j„,it  1  iti-il  Volvo  as  numbei  two  in  im- 

ported  cars  in  the  \\  •  -1.  Im»<-'I  mi  (  .1I1- fornia  sales  all  mi 

iiin  reward/  Goodman  states,  "was 
an  im  reased  budget  and  the  national .11 1 1111111. 

\11io  Imports,  Inc.  inti  odui  ed  \  oh  0 
in  1I1.  I  .1-1  mil  Midwest  in  Januai  j  of 

this  year,  a  j eai  aftei   its  6rsl  ap  ■ 
ance  in  the  West.    <   Iman   was  not 

assigned  the  ai  1  ounl  until  fune,  but  al- 
read)  he  has  launi  bed  11  in  the  I  ast, 
following  the  same  pattern  he  used  in 
the  West: 

I  ollow  ing    road    rai  es,   auto   shows, 

streamers,  a  displa)   in  tin-  New   \niL 
■  I    hotel,   1  ome   radio   -\»>\~     a   |>riiiu- 
time    satural  ion    si  heduled     i"    beg  in 

Fact   sheet   isn't   enough    when   you   want   i"  inspire   talenl   Bays    \'l    Vgenciea  Inc.  head  Keni  1   Iman   (extreme  r.)   and  importei  who 
brought  car  n.-re.  Leo  llir~h.    Seeing  car,  M  VI    -     Big   Five"      Gene    Norman,  the  lati    Uei    per,  Dick  Haynes,  Peta  Pottei     la  •    Smith 

1  1 
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Film  Commercial  showed  [5-ton  truck  driving  over  Orderest  mattress 

MATTRESS  SALES  TRIPLE  WITH 

SPOT  TV  CAMPAIGN 

■  or  a  number  of  years,  the  cost  of  t\  and  the  immense  bud- 

gets of  its  competitors  had  intimidated  the  Orders  Mattress  Co. 

of  Greenville,  S.  C.  But  this  \ear.  at  the  insistence  of  its  agency, 

Henderson  Advertising.  Orders  took  a  modest  little  plunge  into 

local  tv  h\  ordering  a  small  and  tentative  spot  schedule  on 

WFBC-TV,  Greenville.  S.  C. 

The  results,  in  the  words  of  J.  B.  Orders.  Jr..  v. p.  of  the 

family-owned  firm,  were:  "Phenomenal!" 

There  hadn't  been  anything  wrong  with  the  Orderest  Mat- 
tress for  22  years,  nor  had  sales  been  sluggish.  It  was  a  brisk 

seller,  had  the  Good  Housekeeping  Seal  of  Approval,  and  main- 

tained its  small  share  of  the  market  against  its  multi-million 

budgeted  national  and  regional  competitors. 

Then  the  agenc)  made  up  a  minute  film  commercial  showing 

a  15-ton  road  grader  juggernauting  right  over  an  Orderest 

mattress — with  the  mattress  firmlv  springing  into  shape  again 
as  soon  as  the  pulverizing  weight  of  the  tires  rolled  over  it. 

"Sales  this  year  so  far  are  three  to  one  compared  with  our 

non-t\  war.  Jim  Orders  sa\s.  "Business  is  really  good,  and 
our  only  change  in  operation  has  been  the  addition  of  t\. 

While  sales  are  the  indication  the  firm  liked  best,  its  confi- 

dence in  t\  was  boosted  further  bv  a  brand  name  survey  which 

the  agency  conducted  in  the  Orderest  marketing  region.  After 

the  t\  campaign,  41  '<  of  the  respondents  were  able  to  recall 
the  name  of  the  Orderest  mattress:  6%  of  the  respondents  men- 

tioned the  next  leading  mattress  la  SI  million  advertiser!  :  -l'< 
(he  third-ranking  mattress,  also  a  SI  million  advertiser,  whereas 

the  last  three  mattresses  named  I  all  six-figure  advertisers) 

ranked  at  3%,  2^5   and  \' ,    respective!)  in  Orderest's  area.  ̂  

VOLVO     continued    .    .    . 

later  this  month  on  WINS  and  \\  NfAV 

in  New  York.  Richard  Elfenbein  han- 
dles the  account  for  Goodman  in  the 

newly-opened  New  York  offices  of  Ad- 
tising  Agencies,  Inc..  509  Madison 
Avenue. 

New  N  ork  will  also  be  the  focal 

point  of  national  publicit)  for  Volvo 
when  the  car  is  driven  onto  the  stage 

of  the  Steve  Allen  Short  29  Jul\. 

Boston.  Newark  and  Philadelphia 

are  other  ke\  Eastern  cities  where  Vol- 

vo is  being  promoted.  Each  area  is 
now  being  surveved  with  an  eye  to 

picking  stations  for  radio  coverage. 

When  the  heavy  guns  of  the  cam- 

paign are  levelled  at  the  Midwest  in 
August.  Chicago.  .Milwaukee.  Detroit 

and  Minneapolis  will  get  radio.  Indi- 
anapolis gets  it  in  September. 

In  that  month  the  campaign  opens  in 

the  South:  in  Miami,  St.  Petersburg, 

Jacksonville  and  Winston-Salem.  N.  C. 
Goodman  will  rotate  the  major  part 

of  his  national  budget  to  handle  each 

area  separately.  The  total  sum  will 
exceed  the  well-over  $500,000  of  his 

Western  budget.  National  magazines 
will  be  added. 

About  the  campaigns.  Goodman 

says,  "They'll  van.  of  course,  with  lo- 

cal conditions,  but  one  thing  they'll have  in  common:  radio  as  the  back- 

bone.' 

Explaining  this,  he  states  simply, 

"Win  fight  something  successful? 
\\  ell  use  our  basic  thinking  in  other 

areas.  And  our  basic  thinking  is  ra- 

dio." 

At  the  same  time,  he  intends  to 

make  far  greater  use  of  tv  in  the  \\  est, 

dipping  into  an  additional  budget  to 
do  this  so  that  he  will  not  have  to  cut 

the  radio  or  newspaper  expenditure. 

Tv  will  be  primarily  spots  and  shows 

for  the  sports  minded.  He  kicks  off* with  a  30-minute  filmed  capsule  of  the 

Rams  Game  oj  the  Week  in  the  fall 

on  KHJ-TV. 

While  the  summer  months  are  in- 
deed crucial  for  the  car.  SPONSOR 

learns  exclusivel)  that  other  Volvo 

products — trucks,  tractors,  and  a  print- 

ing press — will  be  introduced  in  this 
countr)  in  October. 

The  automobile's  prestige  will  give 
them  a  running  start.  Goodman  is 
confident  that  the  Swedish  companj 

will  reach  its  goal  of  15.000  Volvo 

sales  this  year  1  \  olkswagen  is  expected 

t,;  sell  511.000  1.  C"* 
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TREN 

From  the  pages  of  SPONSOR'S  TN  Radio 

Basics,  oul  tlii*  week,  here  are  trends  which 

will  have  l>i«:j:»^t  impact  <>n  fall  strategy. 

Spot  trends  art-  based  < » ii  Burvej  of  time- 

buyers  all  over  I  .  S.  Summing  it  all  up, 

air  media  expansion  *ill  !><■  uninterrupted 



For  a  question-and-answer  status  report  on  every  facet  of  tv  /radio  set 

111111111 

SPOT  TV 

•  Total  business  lor  year  looks  to  he  headed  up. 

Though  earl)  pari  ol  year  was  slow-moving,  buyers  tell 
SPONSOR  fall   looks  much  higger  than  \ear  previous.    Good 

slice  of  the  new  m   -\   will  move  into  daytime.     Buyers  >a\ 
clients  no  longer  question  whether  housewife  watches  t\ 

during  <  I  a  \  I  i  1 1 1 1  ■  with  divided  attention. 

•  Spot   tv  strategy  is  moving  closer  to  spot  radio 

strategy.  More  clients  are  buying  (lurries  of  announce- 
ments, moving  in  and  out  of  the  medium  more  ficel\  since 

this  pattern  is  spreading  to  such  traditional  52-week  adver- 
tisers as  Bristol-Myers.  General  Foods.  Viceroy.  Higher  fre- 

quenc)   is  the  big  fall  trend. 

•  Fringe  time  minute  announcements  are  popular 

in    strong    feature    packages.      Increased    sets-in-use    in 
many  markets  as  a  result  of  feature  programing  after  10:30 

p.m.  helped  attract  more  clients  into  late  night  station  option 

time.  hut.  while  interest  is  at  a  peak,  the  abundance  of  fea- 
tures make-  good  clearances  for  fall  still  possible. 

•  Abundance  of  film  product  is  crowding  local  live 

shows  off  the  program  logs.  Film  product  availability  is 

at  a  peak  because  of  the  accumulation  of  syndicated  film 
and  the  Hollywood  libraries  which  are  still  relatively  new 

and  untapped.  Buyers'  market  in  film  is  base  for  stations 
barter  agreements,  which  result  in  big  discount  schedules 
for  advertisers. 

I   llill!!l!liliJ!lli!lllilll!llllll!!!lil!lll!l!!ll!lllll^ 

NETWORK  TV 

•  There  are  more  brand  new  nighttime  shows 
lulling  this  fall  hut  no  hig  programing  innovation 

Growth  is  coming  from  higher  budgets  for  "(|ualit\  pil 
ucts  rather  than  experimental  formats.  There  are  two  tf 

trends  in  program  types:  iai  Western  ibi  Yarieh  shct 
The  latter  headed  h\  vocalist  >tars  instead  of  comecHi 

Straight  Drama  and  Quizzes  have  had  the  highest  casus 
rates  during  the  season  just  past. 

•  There  are  more  availabilities  this  year  than  1; 
This  includes  both  complete!)    unprogramed  time  and  o 

alternate  sponsor-hip-.      \t  presstime  all  three  networl  - 
have  unfilled  slots  in  the  prime  nightttime  hours. 

•  For  the  first  time  film  shows  have  outdistam 

live  in  the  nighttime  lineup.  \\  bile  film  has  stea< 

been  creeping  up  on  live  for  the  past  few  seasons,  this 
it  takes  a  larj-e  stride  ahead.  This  upsurgence  of  1 
coupled  with  the  decline  of  Quizzes  and  Dramas  (part 

larlj  the  live  hour-long  antholog)  Dramas  I  now  defini: 

gives  Hollywood  the  title  of  tv's  major  production  center 

•  Costs  continue  to  rise.    Aside  from  added  expei 

tures  for  high  calibre  programs   I  particularly  noticeable 
the   \  ariet\    and   Music  categories  I .   talent   and   product! 

costs  generallj   will  average  from  five  to  10'  <   more  than 
this  past  season.     I  See  program  charts,  page  40.  for  c< 
of  individual   new    shows  and   chart  on   page  36  of  B 

for  average  costs  of  new  shows  1>\  types,  i 

illllllllllllllllll   !!llllllll!illlllillllillJ!:IIIIIIIIIII!ll!i!IH 

11th  annual  Tv  Radio  Basics  has  272  pages  divided  into 

nine  sections.  To  make  it  easy  for  you  to  find  sections 

and  refer  back  to  them  over  and  over  through  the  year, 

issue   includes   convenient    "do-it-yourself"    index   tabs 

.;:; 
SPONSOR      •      2,    .11  l.Y    1957 



»>NSOR's  Tv  /Radio   Basics.   For  a  summary  of  the  top  trends,  see  below 

SPOT   RADIO 

i     Clients  will  invest  more  monej  in  spot  radio  thia 
\.\r   than    last.      rimebuyers    surveyed    bj    SPONSOR    are 

ills   unanimous  in  ihi-  opinion;  total  yeai  s  spending 
ii\  be  up  b\   more  than    W  i .    Reps  and  station  managers 

M  e  makings  "I  a  bannei    radio  \  eai , 

i     rail  buying  i>  now  under  »;i\.     (  ontracts  are  non 

■  liiirn  carrying  through  I"  yeai  -  end.     Clients  w li< • 
luld  nol  normall)  begin  schedules  in  lul\   Feel  cosl  ol 

Ira  weeks  is  well  worth  franchises  the)   will  ImU  against 

(  npetition  when  the  I. ill  rush  for  time  sets  in. 

I     Franchises  will  assume  new  importance.    Despiti 

M  thai  spol   radio  will  continue  .1-  flexible  medium  with 

r  mi-  moving  in  and  out,  franchises  will  I"-  I ■«-!< I  on  to  as 
-    possible   to    protecl    claim-    on    1  1 1  < •  •■  «•   time   slots. 
term  buys  ma)  be  the  keynote  llii-  fall. 

I      Nighttime  radio  may  get  a  good  play.      I  lii-  season 
r .lil  mark  the  overdue  breakthrough  if  l<n  m>  othei  reason 

shortage  <>f  availabilities  in  "prime"  hours  and  day- 
Lower  rale-,  better  documentation  and  programing 
ittract  more  clients  into  night 

I  Market  and  station  lists  may  be  extended.  I  lients 

II  \  nut  onl)  fan  out  beyond  "prime    times,  l>ut  ma)  spread 
l>  < >n<l  major  markets  as  well,  especiall)   in  areas  where  t\ 

\  number  of  Inner-  al-<>  predict  greatei  frequent  j 
I  schedules  at  all  hours. 

NETWORK    RADIO 

•  Business  1-  great.     ITie  blue-chip  advert 

turning  en  idusm     with    I'1  "l  the  nations  top  l|M»  spei 
using  network  radio  this  comparison  «itli  onl 
al  the  same  time  las)  yeai ,    SRO  out  «>n  n 
work  time  periods,  partii  ularl)   foi  peak  automobile  dri 
times  and    weekends,      li                 148  different   compa 
bu)  ing   network,  more  >  lients  in  t<  do! 

dollai -  than  al  an)  time  in  iln-  pasl 

•  IImii"-  intense  advertiser  interest.    National  and 
■  nal  clients  have  been  rolling  into  network  radio  - 

the  medium's  lowest  poinl  in  fanuarj      Somi   an    returning 
because  ol   a   \i\i«l   realizatioi    at   to   whal    affordabli 

quenc)    tin  )    gel    in    radio   vs.    the    more   expensive   visual 
media.    '  Ithers  follow  th<  esl  ol  whi<  h  this 

has  been  Ford   Motoi  Co.  with  ii-  $5.5  million  ordei   with 

1  B5     in-i  one  "i  man)  blue-chip  b 

•  Audiences  have  leveled  off.   1\  seems  to  have  taken 

it-  final  tolL     Network  r .n ! i . >  audiences  started  t"  level  "if 

and  begin  a   gradual  climb  about    1   yeai    and  a  hall 

Biggesl   tone-ins  are  l<>r  peak  driving   times   when  thi 

audience  adds  as  much  as   "><•',    to  the  in-home  audience. 
I  In-  mobile  audieni  e  1-  radio's  ow  n. 

•  Advertisers  are  getting  sharper  in  ih-ir  use  of  net- 
work radio.     Hie)  re  spending  more  time  on  the  content  "f 

the  time  the)   bu)   b)   hiring  radio  specialists,  encouraj 

writing  talent  t"  develop  new  commercial  radio  techniques. 

How  to  order  reprints:  Each  yeaj  sponsor  receives  re- 

quests for  thousands  of  reprints  "I  it-  fact-and-figure  chart 
sections:  Television  Basics,  Radio  Basics,  Film  and  Coloi 

Basics  (combined).  These  are  made  available  at  a  nominal 

per-cop)  price  and  at  reduced  quantity  prices,  [hese  are  the 

reprint  prices:  T\  Basics,  '>"><•  per  copy;  Kadi"  Basil  -. 
per  copy;  Film  combined  with  Color  Basics,    >n<"  pei  copy. 

To  place  an  order,  send  a  letter  "i  a  postcard  t"  Sponsoi 

Services.  Inc..  In  I ■'..  I"tli  St..  New  York  17.  Y  V  Quantit) 
prices  will  be  furnished  on  request. 

Reprint-  will  also  be  available  latei  next  month  for  Time- 

Inner-  of  the  I  .  >..  most  extensive  li-t  yet  published  <>f 

rimebuyers  and  their  account-.     This  i-  being  published  in 

installments,  first  of  which  appear-  in  the   l\    Radii    B  -    - 

following    installments    will    appeal     in    regular    iss 
sponsor  during   August 

Extra    copies:      l\    Radio    Basics    1-    distributed    t"    all 

sponsor  subs  -    \itli  the  27  Jul)   issui  m/o." 
In  addition,  you  ma)   ordei  extra 

eai  h.     See  .i<\  containing  coupon  f"t 

of  T\    Radio  Basil  - 

"Do-it-yourself1  index  tabs:     Right   inside  the  cover  <<i 

your  l\    Radio  Basil  -.  \  •  •nil  find  a  1  ard  containing  a  set  of 

convenient  index  tabs  t"  help  you  use  Basics      You  simply 

remove  the  tabs  then  fix  them  t<>  each  introduction  pa- 

using an  adhesive  wliicli  need-  qo  well  ^ 

sponsor 27  .n  li    1957 39 



« 

WHY   SHOULD   I    BUY   SPOT   RADIO?" 

One  of  most  detailed  answers  for  clients 

is  contained  in  John  Blair  presentation 

which  comhines  the  sound  of  stations  with 

facts,  figures  and  actual  case  histories 

for  advertisers  who've  had  success  on  air 

TEEN-AGERS 
LOVE 

CT> 

*k*l>IO 

*7g/o  listen  to  radio  every  week 

mm/0   listen  to  radio  daily 

I  \  Jo    listen  5  days  or  more  weekly 

m  k}/°   have  their  own  radio  for 
personal  use 

2  hours  20  minutes  is  average  amount  of  daily  listening 

SPOT  RADIO  harmonizes  with  the 

busy  life  of  young  housewives 

#  95%  listen  to 

radio  every  week 

%  80%  listen  daily  ̂ n 
an  average  of  2- 
2^4  hours 

•d  SJ 

j  - 

%  favorite  listening  places  are: 
kitchen  38% 

bedroom  20% 

living  room  17% 
automobile  9% 

^9|>(,t  radio  is  a  sound  medium,  sa\s  John  Blair  &  Co. 

and  the)  sel  out  to  pro\e  it  in  presentations  to  admen  by 

playing  taped  excerpts  from  programs  and  personalities  on 

the  air.  The  objective:  to  provide  the  "feel"  of  the  medium 
along  with  the  facts  and  figures. 

On  these  pages  are  slide-  from  the  basic  Blair  presentation 

which  -how  \ou  the  kind  of  answer  reps  are  equipped  to 

give    toda\     to    the    client    who    asks:    "\\  h\     should    1    hu\ 

spot  radio?" 
Immediate!)  below  are  three  of  the  fact-and-figures  charts 

summing  up  the  "reach"  of  spot  radio.  Its  "impact"  i- 
shown  on  the  page  at  right  in  the  form  of  nine  capsule  case 

histories  for  a  varietv    of  mass-market  products.  ';'" 

SPOT     RADIO'S     REACH    '»  documented  in  three 
(hurls  below  taken  from  lilnir  presentation.    Source  o)  till  lour:  RAB, 

Pulse.   These  are  fust  few  highlights  from  presentation's  <irm\  of  data 

9  OUT  OF  10  WORKINGMEN 

ARE  REGULAR 

RADIO  LISTENERS 

WHEN     do  they  listen  ? 

early  morning    58 

afternoon  32> 

evenings  31/ 

WHAT     do  they  listen  to? 

music 66 
news 55 variety 

7 

WHERE     do  they  listen  ? 

in  autos  51 

in  kitchens  32 

in  living  rooms  27 

SOUlCt      ■>■      Mil    1        Mi.iklDt 

^1  .     .       ..   Sj  ..   —      • 



SPOT    RADIO'S    IIVIF*ACT  umented  mials 

PEPSI  .SE" 
SPOT  RADIO  TEST  CAMPAIGN 

> 

SATURATION  SPOT 

RADIO  SELLS  TETLEY 

to  '  oul  ot  10  homet 

in  the  nation  each 

and  every  week 

"A*   O    fod'O    1UCCCV1    t'Ofy     I    ho. 

Seen    onything    that    come,    Jo-.c    to    il  " 

J    CLARKE    MAITIMORl 

Food  products,  biggest  category  an  pot  radio  clients  with  i  rich 

siriinrivii;. 
did  it  with  Hall  of  their 

budget  in  Spot  Radio1 
NUMBER  OF  SALONS 

35 

25 

169 

Larry  Mack.  Pres. 
wrote: 

"I  owe  it  to  radio" 
Rjdio  schedules  veit  tw&ei  Iron  torn  to 

mi  Sleinnfla's  imtui  tie«unci 

NUMBfR  OF  CITIES 

FImIAmIXE 

AMERICAN   AIRLINES 

RELIES   ON   RADIO 

'In  our  business  we  find  it  difficult 

to  troce  sates  results,  and  even  more 

important  to  relate  results  to  media. 

But  we  know  we  have  received  more 

unsolicited  reactions  to  Radio  than  from 

any  other  advertising  we  have  done" 

4    QrUr- 

Seaboard    H«%    b**n    *    good    •*   »-d 

to     Spoi    Radio    and     Radio    r\M% 

returned    that   ir.»nd»r.  p   urllh    a   r.c* 

rtwird     Ol     *ound     bu  »tn«n  »  »     and 

ittonal    ilrtnglh  one 

ot    dollar  m     worm 

R.irj-'i    <4    still    our    mo*l    productive 

-re    ol    butmttt    al    lowttl 

V  P    of  Seaboard   Finance  Co 

Services,  whether  the)   provide  glamor   for  the  midriff  or  mone)    'or   bills,  have  found  spot  radio  delivers  customers  or   < 

mi  ...;.ll  ;,i!£j 

TOP    5    CIGARETTES 

D'lnnamwiJrrfh 

.   -.  i 

4UOUS  USE 

Of  SATURATION   RADIO   IN 

COMBINATION    WITH    VISUAL    MEDIA 

Tobacco,  beer,  drugs,  you  name  it.  there  are  case  '  om  literally  even  type  of  business  in  exist*  I 

sponsor     •     _\   .ii  ,  i    L957 
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A  weekly  listing  of  changes 

in  the  advertising  and  broadcast  fieldt 

NEW  AND  RENEW 

NEW  ON   RADIO   NETWORKS 

SPONSOR 

Angostura-Wupperman,    NY 
Armour,    Chi 

AGENCY 

Ruthrauff  &  Ryan.  NY 
N.  W.  Aycr,  Chi 

Hudson   Vitamin.    NY  Pace,    NY 
Rhodes    Ph.irm.ic.il 
Sleep-Eze.   LA 
Sterling    Drug.  NY 

Woman's    Day.  NY 
Woman's   Day,  NY 

Woman's    Day,  NY 
Woman's    Day  NY 

Paris  &  Peart. 

Paris  &  Peart 

NY 

NY 

Cleveland  Olian  &  Bronner,  Chi 
  Milton    Carlson.    LA 

DFS.   NY 
Paris  &  Peart.  NY 
Paris  &  Peart.  NY 

STATIONS 

CBS   201      

CBS   201 MBS 
MBS 
MBS 

CBS    201 
CBS    131 

CBS    131 

CBS    131 
CBS    131 

PROGRAM,   time,   start,  duration 

.Arthur  Codfrey;  alt  F   10:15-10:30  am;   13  Sept 
Arthur  Codtrey;  Th   &   every  4th   F    11:15-11:30 

52  wks 

13  Sept;   13  wks 

'"  am;   26  Sept; 

Cunsmoke;  Su  6:30-6:55  pm;  3-m  n  seg;  /  juiy : 
Nora  Drake;  M  1-1:15  pm;  J£  spon;  1  July  only 

Our    Cal    Sunday   Sunday;    Th     F  3    Dm:    '/, 
June  only 

Road  of   Life;  Tu   1  :45-2  p 
Second    Mrs    Burton 

2    spon;   27,  28 

. .  2   July  only 
W  2:15-2:30  pm;   l/2 

spon:  26  June  only 

RENEWED  ON   RADIO  NETWORKS 

R.  |.  Reynolds 
Beltonc.    Chi 

SPONSOR 

Winston-Salem 

AGENCY 

Wm  Esty.  NY 
Olian  &   Bronner, Chi 

STATIONS  PROGRAM,    time,    start,    duration 

Sa  10:30-11   pm;  6  July;  13  wks 
Tu  7:30-7:35  pm;   10  Sept;  26  wks 

NBC   100  Crand  Ole  Opry; 
MBS  480  Cabriel    Heatter: 

BROADCAST  INDUSTRY   EXECUTIVES 

NAME FORMER   AFFILIATION 

Elliot  F.  Alexander 
Robert  W.   Allen 

Jules  Arbib 
Richard    Baldwin 

BBDO.    public  rel's  acct  exec 

NBC   Tv  Films.   NY,   sis  rep   NY   State 
NBC  Tv,   Films,   NY.  south  central  sis  supvsr 

Lionel   Baxter  WIBC-Radio,    Phila,    managing    dir 

NEW   AFFILIATION 

ABC,    Hollywood,    mgr  advtg   &   promotion 
WEEI.    Boston,   sis   rep 

Same,   southeast  sis  supvsr 

Charles  Bennett 
Robert   Blackmore 

Wally  Blake    
Betty   Boucher    
William    Breen     
Harry  Bubeck      _   _ 
|ohn  ).  Burke   _     
James  L.   Caddigan   

F.   Douglas  Chingo 
Charles  M.   Conner      
Daniel   M.  Curtis 
Robert  H.  Dodd 
Allen   W.    Dunn 
Claude  H.   Frazier   

Schenectady  Cazette,   Albany  rep      
N8C  Tv  Films,   NY,   northern  Calif  sis  rep 
KIVA-TV,  Yuma,  ops  mgr,  newsman,  photog 
ABC,   NY,   mgr  stn  clearance           
NBC  Tv  Films,   NY,   southeast  sis  supvsr   
Leo    Burnett,   Chi,    sis  staff 

_   _„   Same,  central  sis  supvsr 
  Storer  Brdcstg.   Miami,  vp 

WCY,   Schenectady,   sis  staff 
Same,  Calif  sis  supvsr 

    KICO.   Calexico,   asst  mgr  &  dir  prom 
Same,   head  of  network  stn  clearance 
Same,  northeast  sis  supvsr 
Screen   Cems,   Chi,   sis  staff 
WCAU   Comm   Film   Production   Div, Phila,  asst  to  supvsr 

Allen    B.    DuMont,    NY,   dir   of   programing   &    production   & 
dir   of    Electronicam    div    Odyssey   Productions,    NY,   vp  &   treas 

KCRC-TV.  Cedar  Rapids     KDAL-TV.    Duluth,   local   sis  rep 
WTCN,  Minneapolis     WCRY.  Cary,  stn  mgr 
NBC  Tv  Films,   NY,  eastern  sis  mgr      Same,   mgr  of   regional   sis 

.                         KOBY,    SF,    sis  staff 

KNTV,  San  )ose.  production  dept      _        KLR)-TV,  Las  Vegas,  ntl  sis  mgr 
WACA-Radio,    Atlanta,    managing   dir  ..Storer  Brdcstg.   Miami,  vp 
NBC-TV,  NY,  dir  &  asso  producer 

International  Affiliates,   NY,  priv  investment  activities 

Milton  Fruchtman 
Larry    Cibbons       
Eric  H.  Haight      
Don    Harris 

Cene   M.    Heard     McCann-Erickson,   Houston,   radio-tv  time  buyer  &   prod 
Ben  A,   Hudelson            Westinghouse    Brdcstg,    NY,    production    supvsr 
Irving  Hunter          WLBZ,    Bangor        
|im   Jarvis 
Bert   Julian    
Jerry  Kelly,  Jr. 
Robert  E.   Kintner    
Richard  C.    Landsman 
Milt   Lewis    
Irv  Lichtenstein      

WISH,     Indianapolis 
DFS,  NY 
NBC,   NY,  exec  vp  tv  net  pgms  &  sis 
Katz,   NY 

WTTV,    Bloomington,   local,   reg'l   &   nat'l   sis WWDC.    Washington,   dir   publicity  &   prom 

Charles  D.  Linton,  Jr 
John  R.   Mahoney 
Joseph   K.    Marshall 
Tom  Matthews 

James  S.  McMurry 
John   McRae 
Raymond    C.    Mercier 
Cene   Milford 
Herbert   Miller 
Ted    Mills 
Stanley  Moldow 
Ben    Park 

WTTV.    Bloomington 
WIBC.  Phila,  gen  mgr 
KCBS.   SF,   sis  staff 

  WNEM-TV,    Bay  City,   pgm   dir 

KOBY,    SF,    local    sis   mgr 
WCSH,    Portland,    pgm    dir 
MKR   Productions,   pres 

William  A.  Patton 
W    A.  Reese 
Emanuel  Sacks 

Jerome   B.    Samuelsohn   _  WCAU-TV,  Phila 

NBC  Tv  Films.  NY,  sis  rep  Kansas  &  Missouri 
NBC.   NY,   exec  prod 
CBS  TV  Film  Sales.   NY,  supvsr  film  distribution 
NBC,  NY,  dir  public  affairs 
KSIX-TV,  Corpus  Christi,  comm   mgr 
WDMj-TV,  Marquette 
NBC,   NY,  vp  tv  net  pgms 

prod-dir 
Marshall  Schackcr   French  &   Italian  film  interests,  NY,  rep 
Ceorge  C.  Steele,  Jr. 
Joe   Thompson 
Walter   L.   Thrift 

John  F.  Tobin 
Harry  Travis 
Charles  Vanda 
Ceorge   Vickery 
Myron  T.  Wile 

William   E.   Young 

WCAU-TV,  Phila,  sis  staff 
KHEP,   Phoenix,   sis  mgr 
Tv  Pgms  of  America,   rep 
NBC  Tv  Film,   NY,  northeast  sis  supvsr 
WNEM-TV,    Bay  City,   stn   mgr 
WCAU   Stations.    Phila.   vp  in   chg  tv 
WTVJ.   Miami,  public  service  dir  and  publicity  dir 

Citizens'    Savings    Bank    &    Trust.    Hamilton,    vp    in    chg 
business  developm't  &   public  rel's Screen  Cems.   NY.  eastern  rep 

Odyssey   Productions,   NY,  exec  dir 
  KFBI.    Wichita,    sis   dept 

NTA.    NY,   treas 
KEPR-TV,   Pasco,  sis  staff 
KTRK-TV.    Houston,    sis  staff 
WRCA-TV,   NY,   mgr  production 

  Same,   coordinator  of  sis  service  &   programing 
WLW-I.  Cincinnati,  sis  staff 
V/LW-I,  Cincinnati,  sis  staff 

  Devney  Inc.  NY,  acct  exec 
Same,   plus  board   of  directors 

  WBAL-TV,  Baltimore,  asst  sis  mgr 
WLW-I,  Cincinnati,  sis  staff 
WWDC,    Inc.   Washington,   vp  in   chg  publicity,   audience  &  sis 

prom,    &    research 
WLW-I,  Cincinnati,  sis  staff 
Same,    stn    mgr   and   sis   mgr 
CBS  Radio  Spot  Sis,  SF.  acct  exec 
Same,  dir  of  ops 
WPFH.  Wilmington,  ops  mgr 

Same,   gen  sis   mgr 
  Same,  stn  mgr 

Milis-Milford-Park,   NY.   partner 
Same,    midwest   sis  supvsr 
Mills-Milford-Park.    NY,    partner 
Same,    film    co-ordinator 
Mills-Milford-Park.    NY.    partner 
KLFY.    Lafayette,    vp    &    gen    mgr 
WEHT-TV,    Henderson,   sis  service  co-ordinator 
Same,    plus   board   of   directors 
Same,   plus   WCAU    Comm   Film    Production    Div,   asst  to   supvsr 
Robert  J.   Enders,  NY.  head   —Same,  sis  rep 
KHEY.   El   Paso,  mgr 

ABC    Film   Syndication.  Va.    mid-southern   sis  rep 
Same,   eastern   sis   mgr 
Same,    vp   &   asst   gen    mgr 
Same,  plus  WCAU  Comm   Film   Production  Div,  supvsr 
Same,  publicity  dir  and  merchandising  dir 

WSRS.   Cleveland,   board   of  dir's  and   vp  &   business   mgr 
Same,   north-central  div  mgr 
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When  media  owners  give  us 
good  information  we  can 

draw  good  conclusions," 
says  William  (Pete)  Matthews,  Executive  Assistant  to  the  Media  Director,  Young  <X  Rubicam 

"We  find  that  more  and  more  media  owners  are  ask- 
ing their  research  people  to  come  in  and  see  us  before 

the]  get  started  on  a  research  project  Naturally,  this 
attitude,  which  1  feel  is  quite  constructive,  has  helped 

them  do  a  much  hetter  all-around  job  in  their  promo- 
tion.trade  paper  advertising,  direct  mail  and.  of  course, 

their  information  advertising  in  the  Rate  books. 

"Now  as  far  as  the  Standard  Rate  books  are  con- 
cerned, we  feel,  and  certain!)  make  that  feeling 

known  to  our  own  publication  accounts,  th.it  basic 
information  in  the  Rate  books  is  always  likelj  to 
stimulate  a  buyer  preparing  a  list.  Giving  him  some 
basic  information  to  start  with  will  certainly  lead 

him  to  make  further  comparisons.  Hut.  ol  course. 

it  must  be  basic." 
These  remarks  were  made  b\  Mr.  Matthews  in  the 

course  of  an  interview,  part  ot  Si  wiurd  R\te  & 

Dai  \"s  continuing  study  ot  advertiser  and  agency 
himng  practices.  These  research  findings  are  passed 

along  to  media  owners  in  field  report  bulletin  form, 
in  Handbooks  and  in  Copy  Organi/crs  to  help  them 

match  their  sales  approaches  and  Service-Ads  to 

buyers'  needs.  On  the  subject  ot  convenient  intor- 
mation  sources.  Mr.  Matthews  went  on  to  -  Wc 

try  to  keep  pertinent  information  in  our  files,  hut 
searching  it  out  will  often  consume  more  time  than 

you  can  afford. 

' A  bu\er  who  is  tr\ing  to  decide  just  which  o\  the 
available  media  he  should  consider  is  really  going 

through  a  process  ot  elimination,  a  process  ot  com- 
paring information  that  can  be  shown  in  the  Rate 

hooks  and  then  it  a  medium  is  indicated  as  a  . 

bility,  he  can  get  further  information.  Hut  he  will 
have  saved  a  great  deal  of  time  in  the  process 

From  time  to  time  we  reproduce,  in  this  set 

"aditonals".  Service-  Vds  which  contain  substantial 
portions  o<i  the  material  that  agenc\  people  and 
advertisers  themselves  designate  as  helpful  to  them 
in  selecting  the  best  media  tor  specific  advertising 

programs  Sixol  the  hundreds  of  uwful  Service-  \  Is 
you'll  find  each  month  in  SRDS  .-.re  reproduced  on 
the  following  pages  ,r  patf/ 
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(continued  tram  the  preceding  page) 

Service -Ads  in  SRDS  help  agencies  and 

Here  are  a  few  examples  of  the  hundreds  of 

Service-Ads  you'll  find  in  the  various  editions 
of  SRDS  that  offer  the  kind  of  basic  informa- 

tion that  "Pete"  Matthews  talks  about  on  the 

preceding  page.  It  is  obvious  that  these  pub- 
lishers and  station  owners  understand  the 

difference  between  the  purpose  of  their  "im- 

pression ads"  in  the  editorial-type  advertising 

publications  and  their  Service-Ads  in  SRDS. 

They  know  that  agency  men  and  advertisers 

use  SRDS  when  they're  solving  market  and 
media  problems  and  making  media  decisions. 

The  unique  characteristic  that  creates  the 

opportunity  to  "sell  by  helping  people  buy"  is 

that  SRDS  does  not  just  "reach"  buyers  of 
media ...  buyers  reach  for  SRDS.  In  SRDS 

publications  you  do  not  seek  to  interest  buy- 
ers in  your  media  information.  Here,  buyers 

seek  such  information. 

Furthermore,  you  know  exactly  what  kind  of 

user  traffic  your  Service-Ad  gets  in  SRDS  — 
no  graphic  arts  people,  no  copy  cubs,  no 

counter-display  specialists,  few  retail  store 

advertising  people . . .  national  and  regional 

buyers  of  space  and  time  are  the  regular  users 

of  SRDS— media  buyers,  account  executives, 

Mass  movement  of  goods  in  Georgia  demands 

that  major  advertising  effort 

be  concentrated  on  Metropolitan  Atlanta 

POPULATION  NOW  OVIR 

885,000 
Metropolian  Adam*  is  the 
dentcly  populated,  high-mcomt lor  ONE  THIRD 

of  Georgia*  retail  v Retail  Trading 

Zone  and  )Ou  get  OVER  ONE  HALP 

1 5  2  4  ̂   i  ot  Georgia's  retail 
Mks   The  Atlanta  Journal  and 

for  you    But 

tpaper* 

mwittw 
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&r.o>..-    iiriulaiion    in    th.    South 

452,667o»i,  504,759  i-i^ 
SPrje  Atlanta  Journal 

THE  ATUOTA  CONSTITUTION 
TS*  ,v.i*i  Standard  Ntwtpaptr 

Here,  a  capsulation  of  the  main  features 

of  the  POST  story  reminds  buyers,  at 

the  very  point  of  comparison,  of 
Che  six  basic  values  this  medium  offers. 

This  ATLANTA  JOURNAL-CONSTITUTION   Service-Ad. 

facing  the  Georgia  state  map,  sells  a  market... 

and  charts  the  market  coverage  story  as  well. 
SRDS  Field  Research  tells  us  this  is  basic  data  in  the 

eyes  of  anyone  involved  in  the  media-buying  function. 

Why  America's most  successful 

advertisers  choose 

The  Saturday  Evening  Post 

I   1   Advrrtar-™-..' CIRCUIATION      LAT10N    In 
I  I  and  the  emu 

mrnl  fn>»th  a  a  ucrutkant  rlimai  U-  itt  *lnad>. 
healthy  fains  o(  revenl  y«n.  Id  1956  the  foal* 
tirailatioa  -cm  bun  1461.638  for  the  tint  u 
month*  to  4.949.611*  lot  the  lul  half  yrar  And 
to  dalr  mrjl  taau*  of  the  nr»  >rar  ha*  lopped 
5,100.000V  Thcl'oal  h»«  reached  an  allumr  huh 

in  popularity  with  rrad.r*' 

IGE  ..  rmwr 

I  TW  To*t  get*  !•■  - AUDIENCE       U  D1EN1  I     1     • 
'  home*,  it  u  re*d  b]   - 

C      «horou,h 
—I    i    lUVIHv! 

|   MERCHANDISING      t-.orouth     Will- 

>  CHANI 

aprtisi   trade- rrtalnin*  departments 

ctiMT  nwtfn_-ir>f  n-  nrfTT-r-r-*/  *— •  ■•  —   And  today, A<rwf>.»  .  tw*i  rMd   <■       I         
more    thoroughly   read  — and   MR 

•ponded  to—  than  r»if  before* 
huiband*.  94'  ,  of  Ibl  - 
and  daughter*    And  Ihil  i*  *  i>UI  * 
for  W  ,  of  all  If  it  readers  utJioi; 

"Publuhera  eetu* 

rgj^ai 
America 

reads  the  Post 
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advertisers  buy  space  and  time 

advertising  managers  the  people  most  con- 
cerned with  market  and  media  selection. 

In  SRDS  you  need  not  divert  promotion  dol- 

lars to  cost!)  artwork,  nor  use  space  for 

attention-getting  devices.  When  your  prospect 
turns  to  SRDS  he  wants  useful  information, 

arranged  in  simple,  ordcrk  fashion,  to  help 

him  bU)  wisel)  without  wasting  tune. 

The  live  Service-Ads  on  this  spread,  and  the 

one  on  the  following  page,  are  good  examples 

of  ads  built  to  serve  SRDS  users  when  they're 
building  schedules;  revising  them;  defending 

them;  making  final  decisions. 
(continued  <m  the  following  page) 

New  Jftlf7 

Firm  and  Girdtfl 

HltMlM 

m(oi»i-Mt--»c»
i 

A     MAIF     I    . 

ION     | 

I 

.1 

IIP a       I'lmmil        Nn.  Mtixo  Firm  .  Rinch 

Wherever  they  go  our  field  reporters  find  agency  people 

and  advertisers  enthusiastic  about  these  "acetate" 
Service-Ads  that  overlay  state  maps  in  SRDS. 

Here  KMBC-KFRM  combine  this  opportunity  to  show  their 
coverage  patterns  with  a  generous  portion  of 

market  data  and  rating  reports. 

One  thing  most  people 

interested  in  farm  markets  say 

they  like  in  Service-Ads  is 
income  data  that  helps  them 

apportion  budgets  soundly; 
data  like  that  which  the 

New  Jersey  FARM  and 
GARDEN  presents  here. 

—  eSvss.— i  ==:  E:   ̂ r   IS    .: 

*•  mttttr  h*m  /Mr  slia  H! 

WROC-TV  provides  data  on  homes  delivered  in  the 

Rochester  area,  broken  down  for  buyers'  convenience 
by  total  market  coverage,  daytime  circulation, 
nighttime  circulation  .  .  .  and  for  various  periods; 

monthly,  once  a  week  and  daily  average. 
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(continued  from  the  preceding  page) 

Service-Ads  in  SRDS  help  agencies 
and  advertisers  buy  space  and  time 

Clou   148 
I  rwupertvli .,  Tr.ll.t 

Iril ic  World 

I ' 

QJJ 

O n 
....:...   ■■■  ■    - 

,    M«    <- 
iwn 

Clou    148 

Tfompofloti^n.  T'oflic 

rs 

Why  TKATTIO  ~WOia,TJD  is  read  by 
96.6%  of  the  industrial  traffic  managers  of  the 
United  States-a  '15  billion  market 

IT   SERVES  THEIR   A   JOB    INTERESTS: 

IF  YOU  HAVE  SOMETHINO  TO  SELL  INDUSTRIAL 

TRAFFIC  MANAOERS.  HERE  IS  EVIDENCE  THAT 

TRArnO  -WOM.X>  IS  THE  PUBLICATION  TO  USE 

lo  •  Wnn  "'  "w  tuvmi  p.p.,  rikdmi  h.b.,,  ol  io4u*ir>4j  To   0>u.*fuiJ>    bd-ccn   ~to>i>>l<"    *ad    W^,    d,4*.u4 

Job   l-Suf  Fr#lgrii  Transport  HI  Ion tundlmi  *nd  •sciifi'1!  ol  product!  lo  ud  oo  ih.ppin| 

U  S    tfi.pprt  bur   *"  btUion  »o«b,  of  iruiiporuixMi 
tub   )*•(    Vmr   til   billion  ol   ihn  iwr.fi   n  »ll«*ied 
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TRAFFIC  WORLD 

leads  off  with  terse 

answers  to  the  most 

important  questions 
buyers  of  media  ask, 
"Who  are  your 

readers,  what  do 

they  do,  and  how 
does  your 

publication  serve 
their  main  job 

interests?" 

Supplementary  data 
demonstrates  high 

readership  and advertising 

leadership.   Brief 
Service-Ads  in  other 

classifications  refer 
users  to  this  page 

for  detailed 
information. 

SRDS  Service  Salesmen  can  help 

you  fit  your  own  promotion 
to  the  media-buying  pattern 

For  eleven  years  Standard  Rate's  Service  Sales- men have  had  continuous  access  to  the  field 

reports  of  interviews  with  people  in  agency  and 
advertiser  organizations  who  participate  in  the 

media-buying  function.  Each  SRDS  represen- 
tative possesses  a  considerable  storehouse  of 

practical  and  highly  useable  information  on  the 
things  that  influence  buying  decisions  and  the 

kinds  of  information  that  help  form  decisions  — 
whether  in  the  preliminary,  intermediate  or  final 

stages  of  media  selection.  The  SRDS  man  who 
calls  on  you  will  be  very  happy  to  sit  down  with 

you  and  review  your  own  sales  and  sales  pro- 
motion objectives,  culling  from  his  own  analysis 

of  the  SRDS  research  and  from  his  working 

relationship  with  many  other  media  owners,  the 
most  pertinent  information  and  ideas  that  will 

help  you  present  the  special  values  of  your  me- 
dium in  terms  that  buyers  can  use  to  their  advan- 

tage .  .  .  and  most  assuredly  to  yours. 

If  you'd  like  specific  information  applicable  to 
your  own  promotional  approach  in  advance  of 

the  next  SRDS  Service  Salesman's  call,  write  to 
Albert  W.  Moss,  Executive  Vice  President, 
Standard  Rate  &  Data  Service.  Inc.,  420  Lexing- 

ton Avenue,  New  York  17,  N.  Y. 

Promotion  Hand- 
books Available 

Interesting  and  informative  54- 

page  Consumer  Magazine  Hand- 
hook  summarizes  and  analyzes 

the  viewpoints,  practices  and 
needs  of  those  who  buy  space  in 
consumer  magazines.  This  digest 
of  hundreds  of  interviews  with 

buyers  of  magazine  space  offers 

a  revealing  glimpse  of  the  deci- 
sion side  of  the  media-buying 

desk  in  terms  of  what  you  can 
do  to  influence  the  people  your 

representatives  must  sell. 

'jBusiness 

Jpubftcation 

.Promotion 

0{andbooK 

A  newly  revised  Business  Publi- 
cation Promotion  Handbook  re- 

flects the  significant  findings  of 

field  research  conducted  through- 
out the  eight  years  that  have 

ensued  since  the  first  book  was 

prepared.  It  contains  a  new 
chapter  on  the  spread  of  media 
evaluation  and  schedule  plan- 

ning through  all  twelve  months 
of  the  year. 

Copies  of  both  the  Business  Pub- 
lication and  Consumer  Magazine 

Handbooks  are  available  at  no 

cost  to  publishers  and  their  staffs. 

SI^^S  Standard  Hate  &  Data  Service,  Inc. 
H'  w,  GtiP 

The  national  authority  serving  the  media-buying  function 
Walter  E.  Botthof,  Publisher 

1740  Ridge  Avenue,  Evanston,  111.  Sales  Offices:  Evanston,  New  York,  Los  Angeles 

K. 
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+     NEW   AND   RENEW 

ADVERTISING    AGENCY    PERSONNEL    CHANGES 

NAME  FORMER    AFFILIATION 

Anthony    Alberti 
Cordon  F     Bin  I  Ba.k<    Dowling    Adams     Nr      ud 
\\.\\    Ballm.inn 

C     B     Battey,   |r  Mountain  -.ihom      0.  nv.  r     production    ot    instil tion.il    advtg 

Kirkc    Beard  Anderson   McConn    II     I  A     .    n   mgr 
Victor   C     Blocdc 

I     in    S     Brown  Linn.n   0    New,  II     NY 
Cilbert    L     Burton  Guild.   Biscom   Cr   Bontigli     SF     n.  n   mgr 

Harry  W    Chfjlcy     |r  DArcv   Advtg     St     Loui.     |M<    yp   0    dir 

Ctorg   |     Cobak  •'.<    Advtg     Akron 
Edward   D    Cummino  Robert   W     Orr     NY     media   dir 

Andrew  Oiddcl  <■  rn   Air    Lintl     NY     iU 

Edgar   |     Donaldson  K    tchum     MacLeod  0   Crove     Pittsburgh     dir   ot   ty  Ci    radio 
Cordon  W     Elliott  Curtis    Publishing     Phil.)     yisual    dir 

John    Emm.irl 
Robert   M     Ganger  r  Arcy    Advil     St     Louis     ch.urm.in    ot   the    board 
William    H     Cebhardt  B  ooke.    Smith     French   6    Dorrano      radio   ly   dir 

Dr     Alberta   Cilinsky  Kenyon   Cr    Eckharilt     NY     asst   .uct   r.  si  arch   supvsr 

Irwin    A     Coldberg  Crcy    Advtg      NY 

Larry  Cross  I     M    Mathes    NY    acct  e»cc 
George   H     Cuinan  Robert    W     O'r     NY     yp   0    acct 
Dick    Halstcad  Calvin-Farns     Kansas    City      acct 
Robert   0     Holleron  Clenn  Advtg    San   Antonio,   yp 
Francis    Howard 

Clen    locclyn  cherman    K     Ellis     NY     yp   in   chg   creative   work 
Curran  A     lohnson  Hemphill    Inc     Pittsburgh,   yp 

B     Dayid    Kaplan  No  man,    Craig    Cj    Klimmtl     NY     yp    Cr    I 
lames   C     Kissman  BBDO      LA      production    assi 
Aaron   Krochmal  Standard    Register      Pittsburgh     special    accounts    rep 

Eugene   H     Kummel  Norman     Craig    Cr    Kummcl     NY     yp    Cr    sidy 

William    |     Laftey  "on'huc    Cr    Coo      NY      media    buyer 
Edwin  Lcct  cullcr   Cr    Smith   Cr    Ross     Cleveland     acct   exec 
Eric    Mardcr  Kenyon   Cr    Eckhardt.    NY,   acct   research   supvsr 
Paul   Markman  BBDO     NY.    acct   group   supvsr     yp   and   dir 
Pcttcrson   B     Marzoni  D  Arcy    Advtg     NY     dir    of   research 
Grace    McMullan  Cardncr   Advtg.   St     Louis,   radio   tv   estimator  and   tim 

Francis    Ncstlcr  Pacific     Hotel     Publications.     LA.     production     mgr 
Informant 

Norman    B     Norman  Klorman.   Craig   Cr    Kummcl,    NY.   exec   vp 

David  North  Martinson's  Coffee  Co.   NY.  advtg  dir 

|crc    Patterson  Time-Life   International,   NY    prom   mgr 
Daniel  Potter  Wm   Esty     NY     tv  dept 
Ccorge    M     Prince  Rumnll   Co     NY     exec   vp 
William    Raidt  D  Arcy  Advtg     NY.   acct   supvsr 
Carl    Rcimcrs 

Norman    C.    Sabee  Croslcy  Cr   Bendix   Home  Appliance    ntl  advtg  mgr 

lack    Schhchcnmaier  3lenn   Advtg     San   Antonio,   vp 

Ray    Shaffer  ?caumont   Cr    Hohman.    Kansas  City 
Dr    William  T.  Strauss  Ciba   Pharmaceutical.    NY 
Fred    Thumin  Gardner   Advtg     St     Louis     research    asst 
Bill    Walsh  WcEl     Boston,  sis  staff 

Herbert   W     Warden  Ogilvy     Benson   Cr   Mather     NY     sr   vp 
Dr    Elsa  Whalley  Social    Research     Chicago     research    psychologist 

Warren  Wiethaupt  Gardner   Advtg.   St     Louis     media   buyer 

Philip    Wise  Compton    Advtg     NY     acct    coordinator 

Charles  Hull  Wolfe  McCann-Enckson.    NY.    copy   chief 

e  buyer 
of     Cues 

NEW     AFFILIATION 

rchandiimg   Cr    tl»   vp 

vp 

BBDO     LA     media   dept 

production    mgr 

<P 

Benton   0    Bowles     NY     copy   chief   and   plans   board 
NY     copy   (roup   supvsr 

vp 

mgr 

Dowling   Adams    NY     media NY     acct    mgr 

vp 

Aubrey     Finlay     Marley    Cr    Hodgson     Chicago     CI 

Roy    S     Durstm        (I        .        •    ••      «      •    coast    accts 

plus  chairman   ot   (let   commit' 

I     Kll  m    Charlott 
iccount   research   supvsr 

Charles   W     Hoyt     NY     research    supvsr 

Advtg     NY     acct      • 
Burk    Dowling    Adams     NY     acct   exec 

id   Asso     Kansas  City     head 

Same,  advtg  dir  f 

'dward    Pi  try     Boston     chg   of  radio   sis   New    England   area 
•  I     Chi     vp   and  chairman  of   plans  board 

W     S     Walker   Advtg     Pittsburgh     acct   supvsr 

vp 

Studio   City     production   dir 
Dubin     Fcldman   0    Kahn     Pittsburgh     icc< 
Same,  exec   vp 

ruller   0   Smith  Cr    Ross     NY     media   b 

W     S     Walker   Advtg     Pittsburgh     acct      I 

supvsr  of  market   research 
Same.   LA.  acct  supvsr    vp  and  dir Same,    vp 

Same,   chief   time   buyer 
t 

McCann-Enckson.   LA     asst   production   mgr 

Same,  pres 

Blame-Thompson     NY     cxtc    staff    Cr    plans   board     comm    prod- 
ucts div 

Erwin     Wasey     NY.    exec    vp 

NC&K     NY.  dir  of  radio-tv  media 
Rumnll   Co     Ufica.  exec   vp   Moscr  Cr   Cotins   Div Same,   vp 

Hoffman-Manning      NY      acct    exec    supvsr    and    head    of    plans 

board 

Kudncr   Agency.   NY     acct   mgr 
Same,   in   chg  San   Antonio  office 
Halstcad   Asso     Kansas  City     copy  chief 

DCS&S     NY     vp  Cr  dir  of  professional  div 

Same,   group   supvsr  research  dept 
cdward   Petry     Boston     head   tv   dept   Cr    office   mgr 
Kastor     Farrell    Cheslcy  Cr   Clifford.   NY     exec   vp 

Honig-Coopcr   Advtg     SF.   specialist   in   consumer   motivation 
Same,   chief   space   buyer 
Same,  asst  acct  exec 

Onswold-Eshleman.   Cleveland     staff 

NEW   FIRMS,  NEW  OFFICES  (Change  of  address) 

Agcy   Advertising.    Miami,    has   changed    its   name    to   Southern    Advertising 

Blair  Television's  Chicago  office  has  moved  to  new  quarters  at  333  North 
Michigan    Avenue 

CBS  Radio  Spot  Sales  has  opened  an  office  in  St  Louis  located  at  Ninth 
and  Sidney  Streets 

Halstcad  Asso  Kansas  City  newly  formed  advertising  agency  with  offices 
in    the   Kemoer   Building 

Krupnick  Cr  Associates.  St.  Louis,  has  moved  to  new  and  expanded  quar- 
ters at   508   North   Crand   Avenue 

Bill  Mceks  Library,  newly  formed  custom  library  of  station  identifica- 
tions  for   music   and   news  operators 

Mills-Milford-Park,  NY.  newly  formed  film  company,  formally  open  for 

business  effective  1    August 

John    D     Morgan.    Chicago,    newly    formed   advertising   agency   with    offices 

at  360  N   Michigan   Avenue 

Odyssey   Productions     NY.   new   film   company   to   produce   tv  scries 

Olmsted    Cr    Foley    has    moved    into    new    and    expanded    quarters    at    1 
Hennepin   Avenue 

Package  Research  Institute  NY.  recently-formed  affiliate  of  Lippincott 
and    Margulics 

Edward  Petry  Co  has  opened  a  new  Boston  office  in  the  Statler  office 

bide 

Rumnll  Co  Rochester,  has  purchased  Moscr  Cr  Cotins  Utica  the  latter 
becoming   a   division   of   Rumnll   and   retaining   its   name 

WCAU  Statons  Philadelphia,  has  started  a  new  division  WCAU  Com- mercial   Film    Production 

XEM-TV  Mexican  new  vhf  station  with  offices  in  The  Hotel  Barbara 
Worth.    El   Centro     will   start    telecasting   on    15    August 

STATION   CHANGES 

C-FUN.   Vancouver.    B.C..    has   appointed    Devncv    Inc    United    States   rep 
KCAK.    Gallup.    New    Mexico,    has    appointed    Richard    O  Connell      Inc      ntl 

rens 

KGUN-TV.   Tucson,    has   appointed   Clark    Brown   Co   sis  rep 
K|AY.    Topeka.    has    been    purchased    by    Ed    Schulz     Dale    S.    Helmcrs     D. 

William  Overton  of  Kansas  City,  and   loseoh  W    McCroskrie  of  Leawoad 

John   W.    Kluge   of   Washington     has   bought   KOME     Tulsa     transaction  sub- 
ject to  FCC  approval 

KRBB-TV.   El  Dorado    has  aooomted  Richard  0  Connell     Inc.  ntl  reps 

KRKD.   LA.   has  apoointed  Charles   Bernard  Cr  Co    NY.   ntl  reo 

KTFS    Tcxa-kana.  Texas,   has  appointed   Richard  0  Connell.    Inc    ntl  reos 

KVEC-TV.   San   Luis  Obispo    announces  change  of  call  letters   to   KSBY-TV 
by  FCC  authorization  effective   14  |une 

KVLC.    Little    Rock.    Arkansas,    has    appointed    Richard    0  Connell.    Inc.    ntl 
reps 

Radio    Cr    TV    Div    of    Triangle    Publications     Phila.    has    merged    with    that 
of  WFIL-AM.   FM.  TV 

Storcr    Broadcasting    has    appointed    Katz    Agency     NY     as    ntl    ad. 
for   WPFH-TV     Delaware 

WAHR     Miami    Beach     has   appointed    Richard   0  Connell     Inc     ntl   reps 

WERI     Westerly.    Rl      became    the    30th    Yankee    Network    affiliat- five   1    |uly 

Richard    D     Buckley    and    lohn    B     lacgar     chief    exec    officers    of    WNEW 

NY      have    purchased     100°0    of    the    stock    of     Intcr-City    Broadcasters 
licensee   of   WHIM     Providence     Rl     subicct    to   FCC   approval 

WKAT     ABC    Cr    MBS   affiliate     Miami     has   appointed   Forioc   Cr    Co   ntl   rep 

WPST   TV.     Miami      will     become     ABC-TV     Network  s     primary     affiliate 
effective    1    August 

WTTV     Indianapolis     has  appointed   Clark    Brown   Co  sis   rep 

WWTB     Tampa     has  appointed   Richard  O  Connell,    Inc     ntl   reps 

WYZE     Atlanta     has  appointed   Richard  O  Connell     Inc     ntl   reps 

ZBM-TV     Pembroke     Bermuda     will    become    a    CBS   TV    Network    affiliate 
effective  on  or  about  7   Nov 
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Announcing  .  .  . 

SPONSOR'S   FIRST  ANNUAL 
TV/RADIO  TRADE  PAPER 

ADVERTISING  AWARDS 

THE  NEED:  Trade  paper  advertising  in  today's  television  and  radio  industry 

is  improving.  But  quantity  is  moving  faster  than  quality.  Agencies  and  ad- 

vertisers complain,  "We  don't  get  enough  meat  fromjrj^  ads."  Stations  ask, 

"What  do  buyers  want  to  know?"  On  tjg^f)remise  th 

er,  and  to  do  our  bit  tG^jjgspfiK  stimullrrt^Jnd  reward  tfbt 

ust^  SjpplVMJK    inaugurates 

group  ofjv  ar^j-*dyo  < 

*(^ye^ftv\£l  sef^*i(fcjudge^ 

and  rad«ad^rtis 
1   1 

awards.    ft|disjjrig 

scale  spot  and  net 
i 
exp 

[Jfac 

Publisher 



COMPETITION     DETAILS 

Who    is    eligible? 

\ns    iv  station,   radio   station,  network,   bro 

group,  film  iyndi<  ttor,  and  broadi 
rep,   manufacturer,   producer,    oi    lupplier. 

Award     Classifications 

tv    stations  .  rem  top  houri> 

(,r<»ii|.     I   »<»    $500 

Group  -'  $500   lo    $1000 
<   .,,  3   $1000   i»    $1500 

Group  I  $1500    m    $2000 

Group  •"•   $2000    and    <m.» 

radio    stations 

Group   <>           '"  $150 
Group   7   $150   to  $300 
Group  B    $300   m  $450 
(.rou,.  '»         $450   !••  $600 
(.roup     10   $(i0(l    ami    tntr 

Group    1  I   networks 
(•roup    12   group-owned    station! 
(.roup    I  -i   film    ->  ndicators 
(.roup    II   in    commercial    producer! 

Group    I ■  >   broadcast     services,     r«-p-. 
manufacturers,  producers,  suppliers 

Awards 

1.  First-place  winner  in  each  group  is  awarded 
specially-designed  plaqur. 

2.  Promotion  manager  of  each  first-place  win- 
ner is  awarded  a  $50  government  bond  and 

a  certificate  bearing  his  name. 

3.  Meritorious  awards  will  !»■  given  2nd,  3rd, 
4th,   and   5th   place  entries  in  each  group. 

4.  \\  inning  campaigns  will  be  featured  in  an 
Awards  Issue  oi  SPONSOR. 

Entries 

,  entry  must  consist  of  five  or  more  'lifer- 
ent advertisements  of  a  campaign  that  has  been 

printed  in  any  trade  publication  or  publications 

during  the  12  months  preceding  July  19 
Each  entry  must  also  include  i  1 1  classification 
in  which  entry  belongs;  (2)  name  and  address 

of  entry;  (3)  names  of  general  manager,  pro- 
motion manager,  and  advertising  agency;  I1 

single  page  summary  expressing  obje<  live  and 
-trategy  of  the  campaign  with  results,  it  known. 
Each  station  of  a  group-owned  company  may 
enter  its  individual  campaign.  All  entries  be- 

come the  property  of  SPONSOR. 

Deadline 

Competition  closes  15  August  1957.  Winners 
will   be   announced    in   an    issue    ol    SPONSOB 

shortly  after  Labor  Day,  1957. 

Judges 

Judges  are  George  Abrams,  vice  president  in 
charge  of  advertising.  Revlon;  Donald  Cady, 
vice  president  in  charge  of  general  advertising, 

itle;  William  Dekker.  vice  president  in 

charge  of  Media,  McCann-Erickson ;  Frank  B. 

Kemp,  vice  president  and  director  media.  Comp- 
ton;  Peter  G.  Levathes.  vice  president  and  di- 

rector media  relations,  Young  &  Rubicam: 
L.  S.  Matthews,  vice  president  and  manager 

media  department.  Leo  Burnett:  Francis  Mine- 
han,  vice  president  and  media  director.  S>C&B; 

Arthur  Porter,  vice  president  and  media  direc- 
tor. J.  Walter  Thompson;  Rod  MacDonald, 

president  and  media  director.  Guild.  Bascom 
and  Bonfigli. 

Special    Contribution 

...  to  Broadcasters'  Promotion  Association: 
To  encourage  the  aims  and  activity  of  the  fast- 
growing  BPA,  SPONSOR  will  contribute  $5 
tion  entry.  The  contribution  will  be  in  the 

to  this  organization  for  each  tv  and  radio  sta- 
name  of  the  promotion  manager  of  the  station. 

■vft 

28&m
* 

from  the  president  of  the 

BROADCASTERS'    PROMOTION    ASSOCIATION 

BROADCASTERS'    PROMOTION    ASSOCIATION.    INC. 

<  humn  BuiU.nt  •  122  t oil  42nd  Strrtt  ■  VVw  >V»*  17.  V   )    •  Ifl  ".:.  HlU7-OSO» 
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40  East  49th  Street 
New  York.   New  York 

Dear  Norm: 

Congratulations  on  your  proposed  trad. 
for  the  broadcasting  industry' 

The  contest  you  propose  cannot  help  but  bring  about  an. 
improvement  in  the  quality  of  broadcast  advertising  in  U 
cations  --by  encouraging  stations  1  businesses  to  cast  a 
more  critical  eye  at  Un  v.-ertising       It  has  alw  . 
mystery  to  me  why  so  many  astute  station  operators  have  shown 
little  or  no  Imagination,    inspiration,    and  showmanship  in  the 
tising  of  their  own  facilities  to  the  trade      Outstanding  examples  of 
broadcast  advertising  or  campaigns  in  the  trades  have  been  : 
fully  few  and  far  between,   despite  the  healthy  expenditures  made 
each  year  in  this  type  of  advertising 

I  hardly  need  repeat.    Norm,   how  delighted  I  am  that  SPONSOR 

plans  to  contribute  $5   00  to  the  Broadcasters'  Promotion  Associa- 
tion for  each  entry  received  in  the  contest      As  President  of  I 

I  can  assure  you  I  will  do  everything  possible  to  promote  tbe  maxi- 
mum number  of  entries  among  BPA  member  stations  --as  well  as 

the  stations  throughout  the  country      The  funds  derived  from  this 
generous  contribution  from  SPONSOR  will  enable  BPA  to  provide 
more  and  better  services  to  its  members  --  and  help  assure  its 
continuing  growth  and  usefulness. 

Cordially. 

David  E.   Partridge 

President 

DEPJ 

THE    WEEKLY    MAGAZINE    TV    AND    RADIO    ADVERTISERS    USE 



SPONSOR  ASKS 

What  is  there  about  your  market  which 

a  buyer  has  to  see  personally  to  understand 

Paul  Miller,  managing  director,  WWVA, 
II  heeling,  II  ni  /  irginia 

\\\\\  Vsr,( 1,001 I  u;,ii  I  pperOhio  \  al- 
ii y    market  has  been  struck   by    indus- 

"more    than 

44)0.000 

industrial 

workers" 

trial  Lightning. 
Coal  from  the  hills,  >alt  from  the 

earth  and  water  from  the  Ohio  Riser 

make  the  WWVA  market— 43  impor- 
tant West  Virginia.  Pennsylvania  and 

Ohio  counties  —  the  nation's  fastest 
growing  industrial  region.  Big  indus- 
trj  translated  itself  into  big  family 
income  and  transformed  the  [pper 
Ohio  Valley  into  an  important  market. 

In  the  past  five  \ears.  a  billion  dol- 

lars has  been  spent  for  plant  expansion 

and  new  construction.  Industry  is  di- 

versified: steel,  textiles,  coal,  chemi- 

cals, ceramics  and  many  others.  There 
has  been  a  recent  influx  of  primary 
aluminum  manufacturing  which  means 

hundreds  of  new  plants  to  process  and 

fabricate  the  product.  ORMET's  new 

$250,000,000  plant  is  the  world's  first 
full\  integrated  aluminum  plant — so 
huge  that  new  coal  fields  and  power 
plants  are  being  constructed  to  serve  it. 

Result:  thousands  of  new  jobs  and  new- 
families  for  the  WWVA  market. 

\\  hal  -  more,  industry  is  no  longer 
confined  to  the  Wheeling-Steubenville 
metropolitan  area  and  the  smaller 

towns  bordering  on  the  Ohio  River. 

Industry  is  scattered  throughout 

WWVA's  43-county  I  pper  Ohio  Val- 
ley market.  Of  tremendous  impor- 

tance i-  the  fact  that  the  Valley  has 
than  100,000  skilled  and  semi- 
skilled industrial  workers. 

Hundreds  of  millions  of  dollars  in 

new  plant  construction  are  planned. 

Only  sixteen  weeks  ago,  Kaiser  Alu- 
minum selected  the  (  pper  Ohio  Valley 

for  the  location  of  their  new  plant — an 
installation  so  large  that  it  will  con- 

sume more  electricity  than  metropoli- 
tan Baltimore. 

\\  \\  \  As  market  is  in  the  midst  of  a 

second   Industrial    Revolution.      I  pper 
Ohio  \  alle\    families  now   rank  among 

the  nation's   most   prosperous.      Effec- 
tive    media   strateg\    should    include   a 

re-evaluation  of  the  importance  of  the 
booming  Upper  Ohio  Valley  area. 

& 

Fred  Fletcher,  '•/'•  and  gen,  mar.  of 
WRAL-TV,  Raleigh-Durham,    V.  C. 

A   visit    to    the    Raleigh-Durham    area 
demonstrates    two    vital     concepts     of 
Eastern   North   Carolina   as   a   market 

which    must    be    seen    to    be    fullv    ac- 

cepted.    First,  despite  a  common  mis- 
conception   about    the    south.    Eastern 

"Interurban 

strip  city'' 

North  Carolina  is  bustling,  wide-awake 

and  prosperous,  having  both  fertile. 
multi-crop  farms  and  highly  developed 
industrialization  I  101  new  industries 

were  established  in  the  last  three  years 

according  to  official  state  figures). 

The  second  is  that  Raleigh-Durham  is 

uniquely  situated  in  the  heart  of  the 
longest  strip  cit\  of  the  world,  which 

runs  continuously  from  almost  one  end 
of  the  state  to  the  other. 

Media  men  who  visit  this  section  of 

the  "risen  south  see  concrete  c\  i- 

dences  of  the  state's  booming  economy 
I  per  famib    retail  sales  are  highest   in 

the  south,  except  Miami,  higher  than  in 
11  central  states  i  in  residential  sec- 

tions more  plush  than  most  in  West- 

chester County  and  the  almost  total 
absence  of  shanty-towns.  (Practically 

all  "shanties"  they  see  are  actualK  to- 
bacco curing  barns,  and  tobacco  farm- 

ers these  days  are  very  rich  indeed.) 

Media  experts  and  sociologists  study- 

ing population  distribution  trends  have 

long  been  intrigued  by  the  "inter- 
urban strip  city  which  extends  from 

Charlotte  for  hundreds  of  miles  to  the 
eastern  coast  of  the  state. 

More  than  a  chain  of  adjacent  mu- 

nicipalities, the  individual  cities  of 
this  metropolitan  strip  are  linked  by  a 

common  feeling  of  belonging — an  atti- 
tude of  unit\.  In  actualit\.  it  is  one 

integrated  market:  Raleigh-Durham 
interurbians  think  nothing  of  driving 

70  miles  to  a  community  down  the 
strip  for  dinner,  or  to  make  a  special 

purchase. Visiting  admen  see  for  themseKt^ 
that  this  unique  tv  market  does  not 
conform  to  the  common  pattern  of  an 

insular   metropolitan    area. 

They  will  see  how.  because  of  the 

strategic  location  of  Raleigh-Durham, 
it  is  possible  to  co\er  virtually  all  of 

populated  North  Carolina  with  three 
stations,  if  one  is  WRAL-TV. 

Linwood  T.  Pitman,  promotion  director, 
WCSH-T)  .  Portland,  Maine 

Si\t\  or  more  percent  of  Maine's  in- 
come is  earned  in  the  nine  Maine  coun- 

ties served  by  WCSH-TV.  Four  neigh- 

boring New  Hampshire  counties  con- 
tribute another  $266,000,000  annually 

to  the  WCHS-TS  market,  for  a  total  of 
well  over  a  billion  dollars.  Retail  sales 

for  the  Channel  (>  area,  based  on  Jan. 

1.  1957  SRDS  consumer  market  esti- 
mates, reach  $883,122,000. 

Maine  is  a  home-town  market  state. 

()nl\    three    other   states   can   show    a- 
',ii 
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high  .1  percentage  "I  spendable  income 
- 1  't-iit  at  local  retail  levels  82'  I  in 
1956.  I"i  the  I  3 -count)  market 
\\  (  SH-T\  sei  \ es,  this  pen  entage 
holds  -n  81  f/i. 

Poi  tland  is  Maine  s  onl)   met  ropoli- 
Ian   in. u  ket.      1 1    i~  tiini  r  ill. in    1 1 II I  1 1 1 i  1 1 •  - 

ticim  Boston  and  is  the  largest  market 
.iir.i  north  <>l   Boston.     Portland  sup- 

'a  home-town 

market   stntr" 

WHICH  TV  STATION 

ports,  exclusive  <>l  chain-operated 
warehouses,  >i\  important  food  whole- 

salers, two  drug  wholesalers,  more  than 
300  diversified  manufacturing  plants, 

shipping,  fishing,  railwa)  terminal  fa- 
cilities  for  three  railroads  and  t li«- 
state  -  I. ii gesl  retail  center.  It-  retail 
outlets  regularl)  serve  mam  thousands 
of  home  count]  (Cumberland)  buyers 
and  frequently  more  thousands  from 
five  adjoining  Maine  counties  pin-  at 
least  tun  New  Hampshire  counties. 

Reflecting  recent  trends,  Portland 
merchants  have  plowed  mam  dollars 
back  into  retail  shopping  facilit)  im- 

provements during  the  |>a>t  three  to 

five  years,  Portland's  second  suburban 
shopping  center  i>  just  now  being  com- 

pleted. In- town  stores  have  kept  pace 
with  face-lifting  and  interior  moderni- 

zation. Home  building  continues  active 
ami  new  schools  mushroom  in  bud- 

urban  area-.  Ilif  past  few  years  have 
seen  a  large  spread  ol  wholesale  and 

warehouse  construction  in  Portland's 
Bayside  area. 

W  bile  not  highl)  industrialized, 
metropolitan  Portland  wage  earners 
~tatl  more  than  300  manufacturing 
enterprises  whose  products  fall  into  85 
classifications  and  range  from  auto- 

mobile and  marine  batteries  I"  yarns. 
Employment  is  highl)  stable  and  peri- 

ods of  general  labor  surplus  in  t Ii i — 
market  are  rare.  Vverage  per  capita 
income  in  the  metropolitan  Portland 
area  i-  15,676.00,  and  in  the  L3-COUnt] 
market  area  |  1,715.00. 

Each  of  the  13  counties  benefits 

largel)  in  the  periods  from  Jul)  1  to 
Labor  Da\  from  ever-increasing  tour- 

ist and  recreation  business,  w  i 1 1 1  Maine 
and  New  Hampshire  vying  for  the 
tourist  dollars  in  their  i  oa-lal.  lake 

and  mountain  resort  area-.  Popula- 
te a  ol  both  states  more  than  doubles 

during  the  mid-summer  travel  period. 

SOUTH  BEND  ? 

THE  SOUTH  BEND-ELKHART  TELEVISION  AUDIENCE 

RANK PROGRAM 
WSBT-TV 

STATION  "A" 
STATION  "V 

1. 
1  Love  Lucy 57.5 2. 

I've  Got  A  Secret 
44.5 

3. Red  Skelton  Show 
43.1 

4. Perry  Como  Show 43.0 
5. G.  E.  Theatre 41.7 
6. Hitchcock  Presents 40.9 
7. 

Playhouse  90 
40.5 

8. December  Bride 39.6 

9. Gunsmoke 39.0 
10. 

$64,000  Question 39.0 
11. Climax 

36.9 
12. Lassie 36.4 
13. The  Millionaire 35.2 
14. Brave  Eagle 33.5 
15. Zane  Grey  Theatre 32.5 
16. Your  Hit  Parade 32.5 
17. Jack  Benny 

31.7 18. 
Ed  Sullivan 

31.4 19. 
The  Lineup 

30.3 
20. Loretta  Young 29.7 
21. Burns  and  Allen 29.5 
22. Bob  Cummings 

29.1 23. 
People  Are  Funny 

28.9 

24. 
What's  My  Line 

28.5 

25. To  Tell  The  Truth 28.5 

Latest  ARB  Rating  — 
April  21 

thru  April  27 

WSBT-TV  carries  14  of  the  top  \^  television  shows  in  the  South 

Bend  market;  21  of  the  top  2s;  }7  ol  the  top  50!  One  audience 

studv  after  another  proves  tli.it  WSBT-TV  dominates  the  South 

Bend  television  picture.  You  just  don't  cover  South  Bend  unless 
vmi  use  it    Write  for  detailed  market  data 

PAUL  H.  RAYMER  CO.,  INC.,  NATIONAL  REPRESENTATIVES 

TV SOUTH BEND, 

IND. 
CHANNEL 34 

SPONSOR      •      27  JUL!    195" 
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RADIO  RESULTS 

Capsule  case  histories  of  successful 

local  and  regional  radio  campaigns 

AIR  CONDITIONERS 

SPONSOR:  I  appy'a  Sporting  Goods  Store  AGENCY:  Direct 

Capsule  Case  History:  Only  through  radio  could  this,  cam- 

paign have  been  carried  off.  When  a  promoter  gets  a 

sudden  idea  and  wants  to  put  it  across  immediately,  radio 

can  do  the  job.  Case  in  point:  at  3:30  p.m.  on  3  July,  this 

firm  decided  to  stay  open  all  da\  for  the  4  July  holiday. 

The  weather  forecast  promised  a  sizzler  and  Capp)  S  wanted 

to  promote  the  sale  of  room  air  conditioners.  It  immediately 

purchased  35  one-minute  announcements  on  WOW.  By 

4:45  p.m..  commercial  cop\  had  been  written,  transcribed. 

and  approved  by  the  client.  At  4:55  p.m.,  only  one  hour 

and  25  minutes  after  the  client's  decision  to  promote,  the 

first  announcement  was  on  the  air.  The  copy  line  was  "Get 

'em  while  it's  hot.  implying  that  the  holiday  would  be  a 

scorcher.  Despite  a  cross-up  by  the  weatherman  I  the  Fourth 

was  fairly  comfortable  I  Cappy's  sold  some  100  room  air 

conditioners    and    set    an    all    time    one-day    sales     record. 

WOW.  Omaha PURCHASE:   Announcements 

VARIOUS 

SPONSOR:  Group  of  merchants  \(.K\(A  :   Direct 

Capsule  Case  History:  A  program  where  sponsors  not  onlj 

deliver  their  own  commercials  but  are  the  "talent"  as  well 

has  proved  successful  on  this  Oregon  station.  In  April  L956, 

KORK  launched  the  Tally  Ho  Show,  a  Monday-thru-Fridav 

15-minute  morning  program.  It  had  two  local  merchants 

as  participating  sponsors.  Today.  Tally  Ho  runs  40  minutes 

(9:05-9:45  a.m.),  has  10  sponsors,  and  a  waiting  list  of 

anxious  promoters.  The  show  is  run  as  a  direct  remote  from 

a  big  corner  table  in  the  Tally  Ho  Room  of  the  Eugene  Hotel. 

I  he  main  part  of  the  strict!)  ad-lib  conversation  which  the 

sponsors  themselves  provide  is  devoted  to  items  of  local 

interest,  events  in  the  communit\.  and  interviews  with  local 

people.  On  a  morning  a  merchant  cannot  be  present,  the 

other  sponsors  plug  his  product  for  him.  Herb  D.  Olson, 

Commercial  Manager  of  KORE,  comments:  "Commercials 
are    kept    short    and    we    tr\     to    make    them    interesting. 

KORE,  Eugene  PURCHASE:  Participations 

AUTO  DEALERS 

SPONSOR:  Herbert  S.  Fans,  Inc.  AGENCY:  Arthur  Pine  Asso. 

Capsule  Case  History:  I  sing  the  psychology  of  laughing 

at  oneself  has  paid  for  this  DeSoto-Plymouth  dealer  in  New 

\  ork  City.  Faris  had  been  in  business  eight  months  when  he 

decided  to  try  radio  advertising.  Starting  17  June,  this  firm 

bought  approximately  45  one-minute  spots  per  week  on 

WINS,  between  10  a.m.  and  7  p.m.  Its  aim  was  to  get  as 

much  identification  of  its  name  and  location  across  to  car 

owners  as  quickly  as  possibly.  Its  advertising  kick  was  a 

transcription  of  a  satisfied  customer  (voice:  Allen  Swift  I 

laughing  about  "the  deal  he  put  over  on  Faris."  The  message 

refers  to  Faris  as  "Happy  Herbie.  and  in  low  pressure 

style  states:  "he  just  dosen't  know  what  he's  doing  when 

it  comes  to  the  low  prices  he  sells  his  cars  for."  Within 

ten  days,  Faris'  business  had  increased  300%.  Spots  are 

run  on  WMGM,  between  7:30  and  9  a.m..  but  the  bulk  re- 

mains on   WINS.    Cost  of  campaign:   some  $1,200  weekly. 

V.  INS  (*  WMGM),  N.  V PI  RCHASE:     \nnouncements 

BANKING 

SPONSOR:  Mid-America  Ntl.  Bank        AGENCY:  Calkins  &  Holdea 

Capsule  Case  History:  An  appealing  slogan  which  epit- 

omizes the  unusual  phase  of  this  firms  services  coupled  with 

radio  and  outdoor  advertising  has  put  this  bank  on  the 

Chicago  map.  When  Mid-America  started  in  business  last 

September,  the  majorit\  of  its  accounts  were  local.  Together 

with  its  agenc)  it  wished  to  promote  as  strongly  as  possible 

its  8:30  a.m.  to  4:00  p.m.  banking  hours.  The  slogan.  "Have 

you  heard  about  the  eight-thirty  bank?  evolved.  In  Jan- 

uary, Mid-America  started  using  radio.  It  bought  a  fi\e- 

minute  newscast.  Monday  through  Frida\.  7:25  a.m..  on 

\\  \I  \(v).  I  Additional  promotion  consists  of  announcements 

on  WON  and  WIND,  car  cards  and  posters,  i  Edward 

Damstra,  president  of  Mid-America,  credits  radio  for  much 

of  the  rapid  growth  of  his  firm.  He  reports:  "Since  we 
started  usinji  radio  in  January.  1957.  we  have  an  increasing 

number    of    accounts    coming     from     distant    city     areas. 

\\  MAO.  Chicago  (&  others)       I'l  KCH  \SE:   Newscasts  S  announce- 
ments 
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the  more  you  compare  balanced  programming, 

audience  ratings,  coverage,  or  costs  per  thousand — 

or  trustworthy  operation — the  more  you'll  prefer 

WAVE  Radio 

WAVE -TV 
LOUISVILLE 

NBC  AFFILIATES 

NBC  SPOT  SALES,  EXCLUSIVE  NATIONAL  REPRESENTATIVES 

fl 

WFIE-TV,  Channel   14,  the  NBC  affiliate  in  Evansville, 

is  now  owned  and  operated  by  WAVE,  Inc. 



Same 

blanket... 

new 

label 

Same  power-packed  station  lineup, 

same  blanket  western  coverage. 

Only  the  label  is  changed.  From  now  on, 

the  Columbia  Pacific  Radio  Network 

is  going  to  be  called  the 

CBS  Radio  Pacific  Network.  That  way, 

you  know  at  a  glance  who  we 

are  and  the  things  we  are  proud  of. 

National  and  regional  spot  buvs 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV  and  RADIO  BUYS 

Lever  Bros.,  New  1  ork  City,  for  its  new  Dove  toilet  soap,  is  open- 
ing up  15  new  Southern  and  Southwestern  markets  with  both  tv  and 

radio.  Weight  varies  according  to  size  of  a  pre-allocated  market 

budget.  Client  prefers  20's  in  tv  with  prime  nighttime  periods; 
daytime  radio  is  a  supplement.  Nighttime  tv  minutes  are  being  used 

for  audience  extension.  Both  working  women  and  housewives  are 

the  over-all  audience  objective.  Agency:  Ogilvy.  Benson  &  Mather. 
New  York  City.     Bu\er:  Ann  Janowicz. 

P,  Lorillard  Co.,  New  York  City .  for  its  Newport  mentholated 

cigarettes,  adds  to  its  introductory  tv  and  radio  spot  schedules  5 

August  with  announcements  in  these  Western  areas:  part  of  Cali- 

fornia. Washington.  Oregon.  Idaho.  Nevada.  Utah  and  Arizona. 

Some  cities  will  have  both  tv  and  radio,  others  only  one  of  the 

media.  Radio  pattern:  morning  and  earh  evening:  tv:  nighttime 

minutes.  Schedule  provides  for  a  minimum  run  of  six  weeks  as  the 

cigarette  goes  national.  Buyers:  Warren  Bahr  and  Robert  Gleckler. 

Agency:  Young  &  Rubicam.  New  York  City. 

TV    BUYS 

National  Biscuit  Co.,  New  York  City,  is  reportedly  introducing  a 

top-secret  product  called  Uneeda  Instant  Fizz  drin'c.  It"s  being 
serviced  by  Ted  Bates  &  Co.,  same  city,  and  is  being  tv  tested  for 

what's  described  a;  an  indefinite  period  of  time  with  daytime  min- 
utes.   (This  is  unconfirmed  by  the  agency.) 

RADIO    BUYS 

American  Tobacco  Co.,  New  York  City,  for  Pall  Mall  cigarettes, 

is  understood  to  be  buying  a  heavv  supplementarv  spot  radio  sched- 

ule in  addition  to  its  regular  52-week  campaign.  The  pattern  re- 

portedly is  50-plus  markets  at  the  rate  of  two  stations  per  market  in 

a  13-week  flight  series  The  flight  pattern  provides  for  five  weeks 
on.  two  off,  four  on,  two  off,  four  on.  Em  er:  Jack  Canning.  Agencx  : 

SSCB.  New  York  City.     I  The  arencv  defined  to  confirm. ) 

Westinghouse  Electric  Corp.,  Pittsburgh.  Pa.,  for  its  fans,  has 

introduced  an  unusual  in-and-out  broadcast  pattern  to  a  list  of  pre- 

selected stations  during  the  summer  months.  It  gets  advance  we  :t'i- 
er  bulletins  from  an  organization  in  Denver  on  various  parts  of  the 

country.  When  the  prediction  is  high  temperatures,  the  agencv  calls 

these  selected  stations  to  give  them  the  go-ahead  on  fan  com.  Tv  > 
or  three  stations  are  used  in  each  of  several  national  markets  and 

announcements  are  aired  in  morning  times  for  a  two-  or  three-da\ 

period.  Copj  is  seldom  ordered  on  more  than  two  da-  s"  notice. 
Buyer:  Murray  Roffis.  Agency  :  McCann-F.rickson.  New  \  ork  Ch  . 
I  Asencv  did  not  confirm,  i 

:>! 
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V 
You  could  call  it 

QOMPSf
^ 

,        -    fi°X  SCORE 

    l_  ,eads  "»  ̂  Periods 

Station  "B"  has  t 

ARR    c;,  ' 

November.    jg56 

-.    •*-*.-■  UT  ttti.. 

overwhelmingly  dominates  its  home  territory. . 

and  in  20  counties  of  its  41 county  coverage 

WMC-TV  serves  80  to  100%  of  TV  homes 

Here  is  Pennsylvania's  3rd  TV  Market  .  . 

with  over  a  million  TV  homes  .  .  .  and 

WJAC-TV  is  the  key  to  this  rich  and  re- 

sponsive area.  On  its  own  ''home  prounds" 

WJAC-TV  is  far  out  front  .  .  .  and.  at  the 

same  time,  over  this  wide  41-county  area, 

more  than  half  a  million  viewer  homes  fol- 

low WJAC-TV  three  or  more  days  a  v. 

It's  the  efficient  effective  economical  way 

to  cover  Southwestern   Ponnsvlvania. 

80  to  100%     [J  20  to  80% 

Get  all  the  facts  from  your  KATZ  man! 
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News  and  Idea 

WRAP-UP 

TOP  DOG 
in  Central 

ARKANSAS* 

Reach  this  important  mar- 
ket and  32  central  Arkansas 

counties  most  effectively  via 

KVLC  radio 
Lowest  cost  per  1,000.  Un- 

questioned leadership 

proved  by  latest  "Pulse" and  15  consecutive  monthly 

"Hooper*"  ratings! 

ARKANSAS' ONLY  MEMBER 
AIMS   CROUP 

Cct  the  KVLC  Success  Story  today! 

New  York:  Richard  O'Connell,  Inc. 
South:  Clarke  Brown  Company 

Chicago:  Radio-TV  Rep.,  Inc. 
West  Coast:  Tracy  Moore  &  Associates 

KVLC 

56 

ADVERTISERS 

New  Products:  Like  Konson, 
Schick  will  introduce  a  new  butane 

cigarette  lighter  this  fall.  Makes  first 

major  diversification  move  since 
Schick  went  into  electric  shavers  in 

1930  .  .  .  Richard  Hudnut  is  intro- 

ducing "Bliss",  a  fast-formula  creme- 
in-a-tube  home  permanent.  Will  use 
an  advertising  campaign  geared  to 

reach  over  8,000,000  women  via  radio. 

tv  and  magazines  .  .  .  Hallmark 

Cards  is  aiming  for  the  teen-age  mar- 
ket with  a  new  gift-wrap  paper  bear- 

ing the  signatures  of  Harrv  Bela- 
fonte.  Lena  Home,  Eartha  Kitt.  Ton) 

Martin.  Vaughn  Monroe.  Perez  Prado 
and  Walter  Schumann.  Hallmark 

plans  to  use  same  design  with  a  color 
change   for  a   Christmas   wrap. 

Current    Campaigns:     The    Zlowe 

Co.  is  testing  a  reverse  sales  technique 

in  summer  ad  campaign  for  Dannon 

Yogurt.  By  omitting  superlatives  and 

stressing  but  one  word,  'quality."  Gim- mick is  series  of  recorded  radio  com- 

mercials pointing  up  punch  line  in  a 

variety  of  accents.  Saturation  sched- 

ule of  1,000  20-second  spots  will  be 
aired  over  6  N.Y.  stations  .  .  .  Dow 

Chemical  Co.  launching  new  Saran 

Wrap  package  in  45  tv  markets.  18 
radio  markets,  plus  newspapers  and 

magazines  .  .  .  U.  S.  Steel  Corp.  is 

launching  "Operation  Snowflake." 
three-phase  program  to  boost  Xmas 
promotion  of  major  appliances.  This 

year's  slogan.  "Make  it  a  white  Xmas 
— give  her  a  major  appliance  will  be 
backed  bv  heavv  ad  campaign,  dealer 
tie-ins.  and  direct  mail  .  .  .  John  H. 

Breek's  new  Hair  Set  Mist  current!) 

is  being  promoted  in  13-week  satura- 
tion radio  campaign.  Not  so  long  ago 

Breck  did  minimum  of  advertising, 

but  since  the  switch  to  Humphrey, 

\llev  &  Richards  ad  expenditures  have 

gone  up  fast. 

Success     Stories 

Reynolds   Wrap 
cent  nationwide  sur\e\.   shows   that   !! 

nut    of    10   housewives    recognize    Rey- 

Popularity    of 

jointed    up   b\    re- 

nolds  packaging  seal.  This  year  the 

seal  will  appear  on  2*4  billion  pack- 
a,^c>  ol  313  different  products.  Results 

of  sur\e\  supported  b\  twelfth  annual 
coast-to-coast  Consolidated  Consumer 

\nalv»is.  sponsored  by  major  dailies 
which  showed  Reynolds  among  brand 
leaders  in  21  of  the  23  markets  sur- 

veyed .  .  .  The  Purina  Dog  Chow 

success  story  was  presented  by  Gard- 
ner Advertising  Company  at  opening 

summer  session  of  the  Advertising 

Club  of  St.  Louis.  2  July.  Agenc\  and 

client  collaborated  in  a  four-point 

program  aimed  at  capturing  lion's 
share  of  the  current  $275,000,000  an- 

nual spending  for  dog  food,  a  mass 
market  bigger  than  baby  food.  Agenc) 

used  dominant  newspaper  space  and 

heav)  spot  tv  in  opening  markets 

showing  high  per  capita  sales  poten- 
tial. In  areas  of  lower  potential,  new-, 

paper  and  spot  tv  campaign  was  re- 
duced, but  heavy  national  media  pro- 

gram using  "The  Big  Storv"  on  tv  and Life  magazine  ads  provided  impact 

and  coverage.  Agency  also  emploved 

coupon  program  to  gain  grocer  ac- 
ceptance and  provide  point-of-sale 

device. 

People  in  the  News:  Robert  R. 
W  ilson  appointed  sales  promotion 

manager  of  the  Argus  Cameras  divi- 

sion of  Sylvania  .  .  .  William  F.  La- 
Porte  elected  a  director  of  American 

Home  Products  Corporation  .  .  . 

Amos  M.  Kidder  HI  appointed  prod- 
uct director  of  Chix  Baby  Products 

.  .  .  Robert  W.  Witt,  formerly  with 

Seagram,  named  administrative  v.p.  of 

Pharma-Craft.  Seagram's  pharma- 
ceutical affiliate  .  .  .  Tom  Russell, 

WEEL  disc  jockev  wins  first  prize  in 
nationwide  Pepsodent  promotion 

contest.  Bonanza  is  40  bv  20  swim- 

ming pool.  Runner-up  Dou«  Plederer 
of  KXBC  receives  36  bv  18  pool  as 

((insolation  prize.  Contest  called  for 

d.j.'s  originality  in  pushing  consumer 
contest  based  on  "Wonder  Where  the 

^  ellow  Went"  jingle. 

Executive  realignments:  >  iek 
Chemical      Company      announces 
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changes  in  subsidiary  top  manage- 
ments: Frank  V  <»«'tm;m.  president 

«»f  I fc--  S  Clark,  Inc.,  \  ick's  subsidiary 
in  Vshland,  Ohio,  becomes  president 

.mil  genera]  manage]  "I  anothei  sub- 
stdiary,  the  Wm.  S.  Merrell  Com« 
|i;in\.  Cincinnati.  Nelson  M.  <.;un- 
pher,  I  hi  rentlj  presidenl  "I  Wei  rell, 
tipped  to  '  nai >  man  "I  the  Board. 
Richard  D.  \\  atera,  \  ick  v.p.,  named 
iiru  president  .iinl  general  managei  <d 
Hess  &  (lark.  Inc.,  also  continuing 

,i~  v.p.  nt  parent  organization. 

AGENCIES 

Restlessness  among  advertisers, 

especially  those  beavj  in  air  me- 
dia.  mounts  (see  L5  Jul)  SPONSOR- 
SCOPE). 

Account   -liili-  ilii-   week   included: 
Gnmbinner    assumed    from    I. mil 

\1  < >iiti I  the  Manischewits   \\  ine  ac- 
count.   Bills  around  $1.5  million. 

Guild,  Bascom  A  Bonfigli,  Inc. 
look  over  the  Breast-O'-Chicken 
Tuna  account  from  FCB.  Billings  es- 

timated ai  |]  million.  (This  compen- 
sates in  part  for  loss  l>\  GB&B  of 

Regal  Pale  Drj  account,  with  billings 
of  about   $1 .7   million,  i 

I)\\rr\  has  resigned  as  agenc)  for 
Flair,  product  ol  Anderson  Clayton  & 

(  o.'s  Food  division.  Replacement  to 
be  announced. 

Foote,  Cone  «K  Belding  awarded 
Cresta  Blanca  Wine  account.  Year- 

K  billings  an  estimated  $1.5  million. 
Lost  !>s  J.  J.  Weiner  S   Associates. 

DSF  resigned  and  Donahue  & 
Coe  acquired  the  Bab-O  (B.  T.  Bab- 

bitt) account.  In  addition  to  Bab-O, 

I)  S  C  will  handle  Babbitt's  Bostwick, 

Cameo  Copper  ('leaner.  Am-O,  and  the 
Lye  Brands.  (Estimated  billing  $2 
million.  I 

Doyle-Dane-Bernbach  appointed 

to  handle  advertising  for  Babbitt's 
Glim  Liquid  Detergent  ($500,000 
billing).  Account  formerly  handled 
h\    Harry    B.   Cohen. 

The  growth  of  midwestern  indus- 
trial advertising  is  evidenced  l>>  a 

report  this  week  h\  the  Western 

Advertising  Agency  outlining  ex- 
tensive expansion  plans  in  Both 

their  Chicago  and  Racine  otfioes. 
The  agenc)  has  added  seven  new 

industrial  accounts  in  the  past  L2 

months — and  made  eight  appointments 
to  the  media  and  creative  statTs  in  that 

same  period  of  time. 

Mainline    Mergers]    Brooks     \dvei 
ii-in.        \   encj      "i      llolK  h   I      ha 

merged    with   tin    LaRoche   agency, 
m  nose   offii  es   at  e    in    New    ̂  . .  i  k    and 

Hollywood.     Brooks    i   unts,    »  hie  h 
ini  ludes  Bekins  \  an  &  Stoi  well 

,i-    I  tisne)  land,    and    \\  .ill    I  >i-m  \     Pro 

dui  lion*,  h ill  be  handled  b)  I .aRo<  he's 
Hollywood     office       \.     R.     Brooks, 
founder  and  ownei  ol  l>   k-  becomes 
■  onsultanl    and    \  .p.   of   the    LaRoi  he 
i  ■  in  \  .    .  The  MeniN  Gerstenkorn 

<  ompan)     joins    forces    h  ith     \eale 
Vdvertising     Associates,    I"-     Angeles 

<  tl< •■  live  I.    Vugusl  .  .  .  Hal  Phillips 

and    Associates,  publicity   and  publii 
n  lit   -   i  uunseloi  -     ha\  e   also   estab 

lished  I  ••-    V  Hit  •  -  in  i  onjuni 
tion  with  Neal    Advertisin      \ — • 
and  «  ill  -ii  vin     i    unti  from 

publii    relations  standpoint  M  ilton 
J.   Bi<  km. in  and   Edward   Kobliti 

h.i\  i-      nni  -id      linn       respei  live      ad 
i.  if-  I.,  form  Beckman,  Koblitz, 

Inc.,  I  iOs   Angeles  Phj  His  I  at  ej 
Advertising     ol     [ampa      I 
panded    into   Lacej    and   Patterson, 
Inc.     Mrs,    Phyllis    I  ai  •  ■    heads    new 
■  orpoi  ation,      h  ith      Paul      Pattei  son 
fm  nni  director  of  advert  thi 

HYDE    PARK    DAIRY 

H.H.  Curnutt 

L 
rmt 

i 

4N 

••S. 
on  KTVH 

for  +he  4+h 
STRAIGHT 

YEAR... 

Hyde  Park  Dairies,  local  sponsor, 

has  just  signed  for  the 
Hopalong  Cassidy  Show  for  the 
4th  straight  year  on  KTVH  . . . 

proof  positive  that  this  exclusive 
CBS-TV  station  for  Central 

Kansas  sells. ..sells. ..sells! 

To  Cover  Kansas . . .  Buy  KTVH 

Now  FULL  POWER! channel  f£ 

KTVH 
*ansaV 

CBS  Basic  —  Howard  0.  Peterson,  Gen.  Mgr. 

Represented  Nationally  by  H-R  Television,  Inc. 
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A  pictorial  review  uj  local 

and  national  industry  events 

^      PICTURE  WRAP-UP 

How  far  can  a  gu\  go  on  behalf  of  a  >p< m- 
sor?  KBET-TV  Sacramento  newscaster  Hank 

Thornley  deliver-  Shrll  Oil  "Two  Top  ,s 
commercials:  stork  deliver-  Hank  twin  -mi- 

Beau  ry  judges  beauties:  KCBS  woman's commentator  Jane  Todd  acted  as  judge  dur- 

ing "Miss  California"  beauty  contest  in  San- 
ta Cruz  then  interviewed  winners  on  KCBS 

Unexpected  excitement  came  to  American 
Brewery's  angler-'  contest  in  Chesapeake 
Bay  when  a  seaplane  dunked  beside  WFBR 

announcer  Nick  Campofreda's  boat.    Scoop! 

Closed-circuit  coast-to-coast  telecast  for 
Genera]  Electric  to  its  distributors  get- 

last  minute  rundown  by  GE  execs,  Y&R  pro- 
ducers, and  program  s  host.  Ronald  Reagan 

Rescue  of  stranded  water  tower  mainte- 
nance man  when  tower  ladder  collapsed  was 

accomplished  bv  whirly-bird  pilot  Wayne 

Schlesenger   in    K-M  Z'-    (Houston)    'copter 

Buy-in  by  Eastman  Kodak  Co.  on  the  Ed 
Sullivan  -how  is  discussed  1>\  Kodak  offi- 

cial- and  the  star  himself.  Eastman  will 

begin  alternate-week   sponsorship  on  6  Oct. 



Florida    Citrus    Commi 

.1-  \  .p.  and  secrete]  j , 

nil. 

People  on  the  Movei  Henrj  S. 
Bean  elected  a  V  .P.  of  B.B.D.  &  0. 

.  .  .  Charlea  Lee  Hutchings  Former 

\.|>.  and  creative  directoi  "f  I'  rench 
\  Preston,  Inc.,  New  ̂ >>ik.  appointed 
creative  directoi  >>t  McCann-Erickson, 
Los  Angeles.  .  .  ,  Gerald  Shapiro 
named  senior  account  executive  f<>r 

Norman,  Craig  &  Kummel.  .  .  .  T. 
Rand  McCabe,  former  \.|).  >>f  Beau- 

mont &  Hohman,  has  joined  creative 

-tall  "I  Turnei  Advertising  agency, 
Chicago  in  an  executive  capacity.  .  .  . 
i  arl  Reimers,  former  head  ol  his 
own  agencj  comes  out  of  retirement 

i"  join  Hoffman-Manning,  Inc.,  as 
Supervisor  <>f  account  executives  and 
head  of  the  |ilan>  board.  .  .  .  Hornier 

St.  George  has  joined  th<'  Lawrence 
('..  Gumbinnei  as  account  executive  to 
supervise  the  Bourjois,  Inc.  Evening 
In  Paris  account.  .  .  ,  Marshall  P. 

Smith  lipped  to  account  executive  l>\ 

tin-  Gardner  Advertising  (.*>..  on 
Ralston  Purina's  feeds  division  ac- 

count .  .  .  Raj  W  eber,  Jr..  for- 
merly   with    Colgate    Palmolive    Inter- 

nal ional,    appointed    assistant    i   unl 
executive,   \\>  <  ann   I  rickson,  Los    An- 

cles offi<  e. 

NETWORKS 

American  Broadcasting*  Par  a  - 
mount  Theatres  reports  estimated 

net  operating  profits  were  down 

lor  the  second  quarter  of   I  * > ."> T . Until  tin-  theatei -  .unl  the  broadi  .1-1 

ing  di\  ision  a<  count  f"i  ili'-  lowei 
eai  nings  figures  ..I  1957,000  !"i  1 1 • » - 
second  quai  ter  "I  L957,  a-  i  ompared 
with  $1,632,000  l"i  the  Bame  period 
of  1956. 

Foi    the   first    six    months  "I    1957, 
estimated  net  operating  profit  was 
Tim.   :ompared  with  $4^02,000  for 

the  same  period  <>f  \')m>. 

RCA  has  marked  up  record  first- 
half  year  sales  of  $564,990,000, 

~'  (  higher  than  the  previous  rec- 
ord in  the  first  half  of   1956. 

Net    earnings    reached    120,311,   
a-  compared  with  120,037,000  f"i  the 
same   period    last   year. 

Network  t\  fall  projiraminj:  notes: 

Max    factor    lias    picked    n|>   the   Cm 

Mitchell    Shou     foi     it-    ■': :;    10    p.m. 
daj    time  ilol  on    ABt     I  \      I  !■• 

Mitchell  show  had  been  bought  bj 

  in    firm,    Revlon,   f'.t    i }>•- 
Saturda      10-10:30    p.m.    period,    but 

■  II  stepped  "Hi  last  week  ai  d  I  u 
i  ibbed  the  show  to  lill  il><-  M 
time    slot    alreai  hi 

Kemper    Insurance    <  o.    hai    pur- 
■  I  the  Football  Scoreboard,  I  ■ 

minute  sports  - 1 1  <  ■  \%  following  the 
\<  \  \  football  1. 1. .  .i-i-  ..n  NBI  l\. 

Satui  21  Septembei  .  .  . 
\  merican   Home   Products  h  u 

I  ii-  partii  ipal  ions  in  three  <l.i\  • 
NB(     I  \    progi  .mi-   to   the  tune 

■  ■I   81.5  million  gi oss  billings  si  tiling 
I  I  September.    Renewals 
ments  on  Tu    /</•   Dough,  It  Could  Be 
)  an  and  Q  a  Da  i 

With  network  schedules  for  tall 

filling  up,  the  biggest  activit)  this 
week  centered  around  the  special -how-: 

•  \ l>(  I  \  announced  three  more 

spei  ials  foi  the  upcoming  season.  I  I  i 
/  exat  "  Command  tppeararu  e,  the  Erst 

in  .i  group  "f  hour-long  shows  spot- 
lighting big  name  performers.  The 

opener     will     be     on     19     Septembei 

: 
m& 

TV  in  Fresno  --  the  big 
inland  California  market 

■ 

means 

KMJ-TV 
•  Best   local   programs 

•  Basic   NBC-TV  affiliate 

•"■•• : 

PAUL  H.   RAYMER,   NATIONAL   REPRESENTATIVE 
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JIVE  AND  BEBOP  IS  THE  MOST! 

.  .  .  and  that's  saying  the  least! 

.  .  .  especially  if  you  wish  to  direct 

your  message  to  an  adult,  buying 

audience!  Direct  your  commercial 

message  to  the  listeners  who  are 

in  a  position  to  buy!  92%  of  KGB's 
audience   is   in   the   adult   category! 

SAN  DIEGO... 
now  has  a  CITY  population  of 

500,000  (based  on  the  recently  com- 

pleted State  Census  and  an  overall 

County  population  in  excess  of 

800,000)1 

Sell  this  billion  dollar  market  by 

exposing  your  Client's  message  to 
the  92%  adult  audience  on  San 

Diego's    FIRST   station    .    .   . 

RADIO 

Mutual  Don  Lee  Network 

H    -    R   Representatives 

(Thursday)  10-11  p.m.  (2)  Three 

musical  revue-variety  shows  originat- 

ing in  Las  Vegas  and  sponsored  In 
Exquisite  Form  Brassiere.  Inc.  First 
show  will  he  on  If)  November  (Satur- 

da\  i  from  l',-f)  p.m.  (3)  \  90-minute 
musical  based  on  the  Pied  Piper  of 
Hamelin  set  for  26  November  i  Tues- 

day)  with  Liggett  &  Myers  Tobacco 

Co.  sponsoring.  Exact  time  has  not 
yet  been  set.  Filming  on  the  classic 

is  due  to  >tart    \')    August. 
e  CBS  I  \  announced  a  special  co- 

starring  Bing  Crosbj  and  Frank  Sin- 
atra for  13  October  sponsored  by  the 

Fdsel  division  of  Ford  Motor  Co.  The 

program  will  take  over  the  Ed  Sullivan 
time  slot  for  that  night  and  will  lie 
used  as  a  send-off  vehicle  for  the  new 
Fdsel  car. 

Current  network  tv  programing 
notes:    Polaroid  and  RCA  are  the 

first  advertisers  to  sign  for  NBC  TV's 
newest  version  of  the  Tonight  show 

( with  Jack  Paar  I  .  .  .  Pabst  Brewing 
Co.,  Standard  Oil  Co.  of  Indiana 
ami  the  Pure  Oil  Co.  will  all  co- 

sponsor  ABC  TV's  telecast  of  the  Col- 
lege All-Star  Football  Game  Friday.  9 

August  starting  9:30  p.m.  Standard 
Oil  and  Pure  Oil  are  both  sponsoring 

on   a   regional   lineup. 

Job  notes:     Robert  Livingston  has 

been  appointed  Pacific  Coast  man- 
ager of  network  sales  for  CBS  TV. 

Livingston  has  been  an  account  execu- 
tive in  the  New  York  office  of  CBS  TV 

network  sales. 

TV    STATIONS 

Have  you  ever  heard  of  a  PIXNIC? 

Well,  it  is  a  promotion  idea  that 
K.PIX.  San  Francisco,  has  introduced. 

According  to  the  station,  a  PIXNIC 

is  more  than  just  a  play  on  words — 

it's  a  party  with  everyone  invited  to 
combine   eating   and   tv-viewing. 

The  promotion  was  started  with  a 

kick-off  party  for  agency  and  media 

people  held  in  a  local  park.  Then 

KPIX's  publicity  director,  Al  Bacarri. 
Jr..  took  the  PIXMC  right  to  the 

area  s  newspaper  tv  columnists  by  visit- 
ing them  with  a  lunch  basket  on  one 

arm  and  a  portable  tv  under  the  other. 

On-the-air  promotion  included  car- 

toons, jingle  and  recipe  contests.  Bill- 
boards and  other  media  were  also 

used  to  spread  the  word. 

KPIX  feels  the  promotion  has  been 

more  than  successful  from  results  of 

a  partial  survey  which  revealed  that  a 

majority  of  the  local  tradesmen  are 

aware  of  PIXNIC  and  many  are  ask- 

ing for  help  in  setting  up  their  own 

-tore  displays  to  promote  eating  and watching. 

Television  Clearing  House,  Inc., 

has  inaugurated  a  co-operative 

general  purchasing  office  for  in- 
dependent tv  stations. 

A  subsidiary,  National  Television 

Purchasing  Co.,  has  been  set  up  for 
tbi>    buying   pool. 

J  his  buying  service,  according  to 
TCH  president  L.  J.  Dahhnan.  is  start- 

ing   up    with    20    subscribing    stations. 

Tv  applications:  Between  8  and  13 

July  one  application  for  a  new  station 
was  filed  and  two  stations  took  to  the 
air. 

Application  was  made  b\  Tele- 
\  iews  News  Co..  Rock  Island,  111.,  for 
Channel  8,  Moline.  111..  316  kw  visual, 
with  tower  1.000  feet  above  average 

terrain,  plant  S877.467.  yearlv  operat- 

ing cost  $495,000. 
New  stations  on  the  air  were 

KGEZ-TV.  Kalispell.  Mont..  Channel 
9.  CBS  TV  affiliate:  and  KPLO-TN  . 
Reliance.  S.  D. 

People  on  the  move:  Bob  Hanna 

has  been  appointed  commercial  man- 
ager of  WPST-TV,  Miami  .  .  .  John 

Sehile  has  been  named  general  man- 

ager of  KMSO-TV  and  KGVO.  Mis- 
soula. Mont.  Sehile  comes  from 

KLOR.  Portland.  Ore.,  where  he  served 

as  general  manager  .  .  .  Tom  Slocum. 
formerh  with  WKZO.TV.  Kalamazoo, 

has  joined  the  local  sales  staff  of  KEY- 
T.  Santa  Barbara.  Calif.,  as  an  account 

executive  .  .  .  John  Keenan  has  been 

appointed  director  of  sales  for  WANE- 
TV,  Fort  Y\  avne.  Keenan  comes  from 

WNEM-TV.  Saginaw,  Mich.  .  .  .  Ken 
Bagwell  is  the  new  assistant  national 

sales  manager  at  YA  T\  J.  Miami.  Bag- 
well formerly  was  sales  manager  of 

K\YZ.  Houston  .  .  .  Smith  Binning. 
former  executive  staff  member  of  the 

S.  I.  New  house  organization,  has 

joined  WCAU-TV,  Philadelphia,  as  di- 
rector of  sales  development  .  .  .  Ray 

Stewart,  former  executive  producer  at 
\\OI-T\.  Ames.  la.,  has  been  named 

director  of  public  affairs  for  \\  HTX- 
TV,  Huntington.  W.  Ya.  .  .  .  Bob 
Lemon,  general  manager  of  WTT\ . 

Indianapolis,  has  resigned  .  .  .  Ken- 
dall   Smith    has    been    appointed    as- 
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Put  your  money 

where  the  people  are! 

Are  you  reaching  bass  instead  of 

people?  Summer,  winter,  spring  and 

fall,  WWJ's  Hi-Fi  signal,  personalities, 
music,  and  news  concentrate  on  the 

millions  of  big-earning,  big-spending 
folks  in  southeastern  Michigan  to 

whom  WWJ  is  a  constant  companion 

and  trusted  friend.  Use  WWJ  all  day 
.  .  .  every  day. 

Hit  Your  Real  Michigan  Target 

Severity  per  cent  of  Michigan' i population  commanding  75 

per  cent  of  the  state's  buying 
power  lites  uithin  II  II  J  s 
daytime  primary  area. 

WWJ 
AM  and  FM 

RADIO  A" ' a,e 
WORLD'S  FIRST  RADIO  STATION 

Owned  and  operated  by  The  Detroit  News 

National  ffepreienfo'  v«i,  Pe'eM,  Gr>tfin,  Woodward,  Inc. 
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Down 

SHREVEPORT  way 

*?,,/,/,    BRANDS 

■\f\0S  SELL
 

/\v     RED  HOT! 

.  .  .  when  K  \\\  "s  OLE  COW  HAM) 
WILLIE  GASTON  daily  corrals 
thousands  of  loyal  Negro  listeners 

and  RINGS  THE  BELL  for  "that 

GOOD  CARNATION  MILK'",  while he  milks  BOSSIE.  the  Carnation 

Cow. 

\\  ith  the  brand-conscious  Negro 
listener  of  the  Shreveport  area, 

\\  ill  it"-   patter  goes  over  big.  .   .  . 

You,  too,  will  find  your  sales  boom- 
ing when  you  put  your  product 

on  the  KANV  Chuck  Wagon  that 
rolls  every  day  through  the  homes 
of  this   RICH   NEGRO    M  \RKET. 

LET   KANV 

RINC   THE    BELL 

FOR   YOU! 

Write,   wire    or   phone   your 

KANV    representative    today! 

sistant  program  manager  for  WTIC- 
T\  .  Hartford,  Conn.  .  .  .  Frank  Tuoti. 

assistant  promotion,  advertising  and 

research  manager  of  WPIX,  New 

^  ork,  has  been  named  acting  man- 
ager of  that  department  .  .  .  Gerald 

Krell  has  joined  the  promotion  staff 
of  WNBC-WKNB,  West  Hartford, 

Conn.  .  .  .  Boh  Froemming  has  been 

upped  to  assistant  program  director 
at  WOW-TV,  Omaha.  Ken  James, 
former  assistant  program  director  at 

WOW-TV,  Omaha,  is  now  program 
director  for  KENS-TV,  San  Antonio. 

Newsweek  Magazine  is  following 

its  eompetitor.  Time,  into  the 

radio-tv  field  as  a  property  in- 
vestor. 

This  week  the  publishers  of  New  s- 
week  finalized  arrangements  to  bu\  a 

substantia]  minority  interest  in  KFSD. 

Inc..  San  Diego,  Calif.,  which  com- 
prises  KFSD-AM-FM-TV.  Purchase  is 
sub j eel  to  FCC  approval. 

Time  currently  owns  all  or  part  of 
KLZ  &  KLZ-TV.  Denver:  and  KDYL 

&  KTVT,  Salt  Lake  City.  Time  is  also 

in  the  process  of  disposing  of  KOB  & 

KOB-TV,  Denver,  and  the  purchase  of 
WFMB  &  WFMB-TV,  Indianapolis; 

WTCN  &  WTCN-TV,  Minneapolis: 
and  WOOD  &  WOOD-TV.  Grand 

Rapids. 

RADIO      STATIONS 

Idea  from  KRUX,  Phoenix,  is  its 

eopy  eontrol  center.  Here's  how it   works: 

•  The  station's  clients  each  get  a 
card  with  a  24-hour  unlisted  phone 
number  that  connects  them  directly 
with  the  center. 

•  New  copy  and  emergency  changes 
are  then  transcribed,  rewritten  and 

ready  for  the  client's  approval  in  a few    minutes. 

Sample  of  use  of  the  copy  control 

center:  a  supermarket  chain  with  a  de- 
layed carload  of  overripe  peaches  had 

their  message  on  the  air  ten  minutes 
after  a  call  to  copy  control. 

KRLX  says  copy  control  unit  has 
been  a  big  factor  in  selling  clients  on 

the  flexibility  of  radio. 

Westinghouse  Broadcasting  will 

begin  separate  programing  for  its 
FM   stations   beginning   5   August. 

The  new  polic)  setting  the  FM  sta- 
tions apart  from  the  AM  operations 

will    cover:     KDKA-FM.    Pittsburgh: 

HE  HIGHEST 

tower  m 
Eastern  U.S. 
(4th  highest 

in  the  world  I 

is  being  erected 

right  now  at     I 

Augusta,  Ga. 

1,292    feet  tall 

1 ,375    feet  above 

average  terrain 

1 ,677    feet  above 

sea   level 

will  serve  .  .  . 

Wi   million  people 

will  cover  .  .  . 

more  of  S.  C.  than 

any  S.  Carolina 
station,    PLUS    .   .   . 

more   of   Ca.    than 

any   station   outside 
of  Atlanta. 

maximum  power  .  .  . 

100,000  watts 

low  band  VHF 

NBC  b  ABC   networks 

CHANNEL^f^ADSDSTA 

Represented    by   Avery-Knodel,    Inc. 

a 
(.2 
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You  get 

TWICE 

AS 

MUCH  (or  your  money 

on  WKOW-TV 
You  make  over  twice  as  many 

sales  impressions  for  your  dollar 

when  you  choose  WKOW-TV  in 

Madison.  For  the  greatest  num- 

ber of  unduplicated  network 

homes  at  the  lowest  cost  per 

thousand  your  best  buy  is 
Channel    27. 

WKOW-TV 
ABC  in  Madison,  Wis 

WE  WISH   TO  CONVEY 

THE   LATEST  SURVEY! 

HOOPER  62% 

PULSE  50% 

BEST  BUY 

IN  TOWN! 

KTRN 
Wichita    Falls,   Texas 

Burke-Stuart,    Natl    Reps. 

KKX-F.V1.  Portland.  Ore:  \\  BZ-I  \l. 

Boston:    and   KVW'-FM.   Cleveland. 

In  the  beginning  the  FM'ers  will  op- erate from  4  p.m.  to  midnight,  seven 

days   a    week. 

Personnel  notes:  Ki<  hard  I*.  Reed 

lia~  been  promoted  to  \  ice  president 

and  station  manager  of  \\  ICH,  Nor- 

wich, Conn.  .  .  .  Charles  Fellers,  for- 
merl)  of  \\  \V\  Charlotte.  N.  C.  has 

joined  the  sales  staff  of  \\  BT.  Char- 
lotte  .  .  .  Ted  Wolf  has  been  appoint- 

ed station  manager  of  k\\0.  Stockton. 

Calif.  .  .  .  Hamilton  Brosious,  ad- 
vertising director  for  the  Bellingham 

Herald,  has  been  named  general  man- 
ager for  KVOS,  Bellingham,  Wash., 

and  John  Sherman,  former  opera- 
tions  director  for  KVOS-TV.  is  now 

program  director  for  KVOS  .  .  . 

James  ""Ted*"  Dooley  has  been  ap- 
pointed station  manager  for  KAIP. 

Redding.  Calif.,  which  will  go  on  the 
air  in  October  .  .  .  Felix  Adams  has 

been  appointed  to  the  newly  created 

post  of  vice  president  in  charge  of  sta- 
tion operations  for  KLAC.  Los  Angeles 

.  .  .  Doug  Arthur  has  been  named 

director  of  program  plans  for  WIBG. 

Philadelphia  .  .  .  Grady  Edney,  for- 

mer program  manager  for  WBZ- 
WBZA.  Boston,  has  been  appointed 

program  manager  of  WIBG.  Philadel- 
phia .  .  .  William  R.  Stark  has  been 

named  eastern  sales  manager  for 
WLW.  Cincinnati.  Stark  has  been  an 

account  executive  in  Crosley's  New 
York  office  .  .  .  Harry  W.  Reith  has 
been  elected  to  the  board  of  directors 

and  vice  president  of  WKST.  Inc.. 
New  Castle.  Penna. 

Station  changes:  WNAV,  Annapo- 

lis, has  been  bought  by  the  Washing- 
ton Broadcasting  Co.,  Henry  Rau. 

president. 

FILM 

The  seasonal  timetable  for  syndi- 
cation has  been  running  off  kilter. 

Late  buying  b\  advertisers  is  the 
basic  cause. 

Hea\  j  regional  buys  came  through 

in  mid- July,  with  the  result  that  s\n- 
dicators  are  putting  shows  into  pro- 

duction  later  than  ever. 

Cases  in  point: 

INTA's  Official  Detective  goes  in- 
to production  within  the  next  two 

weeks.  Twenty-seven  markets  report- 

ed  pre-signed   for  the  series. 

ABC  Film  Syndication's  26  Men. 

now  on  location  shooting  in  Arizona, 

is  set  for  13  October  start.  Fifty  per- 
cent of  production  costs  recouped  in 

first  week  of  release  with  sales  in  less 

than  fift\  markets,  totaling  over  one- 
half   million    dollars. 

California  National  Productions 

has  started  the  wheels  rolling  on  Boots 

and  Saddles  i  being  offered  for  non- 
net  work   sale)    and    Lnion   Pact  lie. 

CBS  TV  Film  Sales  has  put  The 

Cray  Ghost  into  immediate  produc- 
tion  for  subsequent  syndication   sale. 

The   case   for   re-runs   is   fortified 

h\  regional  sales  of  The  Honeymoon- 
ers,  to  Clairol.  S  \  \\  Fine  Foods  and 
Ronzoni  Macaroni  to  the  tune  of 

$950,000   in   less  than   a   month 

Famous  Films — NT.Vs  new  tv  film 

distribution  division  will  supply  sta- 

tions with  low-cost,  high-quality  re- 

runs. Catalogue  comprises  a  total  of 

.">()()  shows  and  about  200  feature  films. 

Ed  Grey,  NTA  \.p..  will  head  up 
the  new  division,  with  headquarters  in 

Hollywood. 

Film  Focus:  Official  Films  adds 

another   first-run   series  to   its  current 

Available 

3 right  young  sales/audi- 
ence promotion  director 

Df     large     local     station 

operation;  formerly  net- 
work promotion  research 

analyst;     some     time 
sales.     Creative     writer, 

idea    man;    thorough 

knowledge  broadcast  in- 
dustry,    29     years     old, 

college  graduate. 

Looking   for   challenging 

offer    from   air   medium, 

agency  or  advertiser. 

Write,    wire     Box     277, 

SPONSOR,  40  E  49  St., 

New    York     17,     N.     Y. 

(.1 
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Where  Do 
Great  Ideas  Come  From? 

From  its  beginnings  this  nation  has  been 

guided  by  great  ideas. 

The  men  who  hammered  out  the  Constitution 

and  the  Bill  of  Rights  were  thinkers— men  of 
vision  — the  best  educated  men  of  their  day. 
And  every  major  advance  in  our  civilization 

since  that  time  has  come  from  minds  equippt  d 
by  education  to  create  great  ideas  and  put 
them  into  action. 

So.  at  the  very  core  of  our  progress  is  the 
college  classroom.  It  is  there  that  the  imagina- 

tion of  young  men  and  women  gains  the  in- 
tellectual discipline  that  turns  it  to  useful 

thinking.  It  is  there  that  the  great  ideas  of 
the  future  will  be  born. 

That  is  why  the  present  tasks  of  our  colleges 
and  universities  are  of  vital  concern  to  every 

American.  These  institutions  are  doing  their 
utmost  to  raise  their  teaching  standards,  to 

meet  the  steadily  rising  pressure  for  enroll- 
ment, and  provide  the  healthy  educational 

climate  in  which  great  ideas  may  flourish. 

They  need  the  help  of  all  who  love  freedom,  all 
who  hope  for  continued  progress  in  science, 
in  statesmanship,  in  the  better  things  of  life. 
And  thev  need  it  now! 

If  you  want  to  know  what  the  college  crisis 

means  to  you,  write  for  a  free 

booklet  to:  HIGHER  EDUCA- 

TION, Box  36,  Times  Square 

Station,  New  York  36,  N.Y. 

llCMtH    EDUCATION 

Sponsored  as  a  public  service,  in  cooperation  with  the  Council  fori  Aid  to  Ed    nation 
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The     Important     CBS     RADIO 

AUDIENCE    i>    yours    with 

KERG,  in  OREGON'S  SECOND 
LARGEST  CITY. 

Eugene    families    have   a 

buying  income  of  $6,228.* 
well   ABOVE  THE  NATIONAL 

AVERAGE. 

Find  out  ahout  this  QUARTER 

BILLION    DOLLAR    MAJOR 

MARKET,  5th   largest   in   the 

Pacific    Northwest. 

*SM   "57. 

Eugene,  Oregon, 

CBS  Radio  network 

5000  WATTS- 1280  K.C. 
contact  Weed  £  do. 

© in 

Negro  Ratings 
Morning 

Puise         Afternoon 

March  '57  „M  J ano 

© 
Night 

in  Results 

5,967  Ebony  magazine  orders  in 
nine  weeks.  Allan  Marin  says, 

"We  feel  your  station  did  a  re- 
markable and  outstanding  job  in 

this  Ebony  magazine  promotion. 
You  are  to  be  congratulated  on 
the  effectiveness  and  pulling 
power  of  your  station  and  the  re- 

sponsiveness and  loyalty  of  your 

Negro   audience." 

WJLD AM 

FM 

BIRMINGHAM,   ALABAMA 

The     Nation's     Finest 
Negro    Radio    Station 

Represented    by    FORJOE 

line-up,  The  Errol  Flynn  Theatre,  an 

anthology  series. 

Screen  Gem's  railroading  series. 
Casey  Jones,  has  been  sold  to  over  25 
stations  in  the  past  two  weeks. 

AAP's  Gold  Mine  Library  has 

chalked  up  new  station  sales:  WTIC- 
TV,  Hartford.  Conn.:  WMFD-TV, 

Wilmington,  N.  C,  and  WISH-TV, 
Indianapolis. 

Guild  Films'  Kingdom  of  the  Sea 
is  now  in  nine  major  markets  all  sold in  July. 

Film  men  in  the  news:  Marvin 

Lowe,  appointed  Guild  Films'  Mid- West  sales  manager  .  .  .  NTA  names 

Cy  Kaplan,  sales  executive,  as  spe- 
cial assistant  to  Harold  Goldman,  v.p. 

in  charge  of  sales  .  .  .  Ray  Fuld  joins 

Official's  station  sales  division. 

COMMERCIALS 

The  Film  Producers  Association's 
''Keep  'Em  in  the  East"  drive  this 
week  got  the  hacking  of  New 

York's  Mayor  Robert  F.  Wagner, 

Jr. 
The  Mayor  is  currently  considering 

the  naming  of  a  special  coordinator  to 

promote  and  expedite  civic  coopera- 

tion in  respect  to  location  permits,  re- 
vision of  fire  regulations,  clarification 

of  sales  tax  provisions  and  for  the  gen- 
eral encouragement  of  film  producers 

to  schedule  shooting  in  the  city. 

RCA  Thesaurus  reports  sales 

booming  on  their  novel  commer- 
cial   introductions. 

These  are  double-talk  commentaries 

on  a  variety  of  topics  and  are  de- 
signed as  lead-ins  for  straight  pitches 

by  local  announcers. 
Thesaurus  subscribers  started  re- 

ceiving the  spots  on  1  July.  The  serv- 
ice says  that  every  station  reporting 

sales  of  the  new  sponsor  campaign 

finds  the  spots  pav  for  the  entire 

library    service — and   then    some. 

Technamation,  new  commercials 

technique,  was  introduced  on  Cli- 
max (CBS  TV)  last  week. 

Technamation  developed  first  by  the 
Office  of  Naval  Research,  uses  a  me- 

chanically activated  transparency  of 

optical  plastics  to  project  a  live  ani- 
mated image.  The  movement  of  this 

image  can  he  controlled  and  varied 

and  is  capable  of  reproducing  I  in  per- 
spective! the  internal  and  external 

working  action  of  mechanisms. 

lUwajt 

Co^"  pujth»Atwu{ 
mm 
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I WTUX I 

DELAWARE 

YOUR  BIG 
BARGAIN 

station  covering  the  millions 
in  the  rich  Delaware  Valley 

ask  your  Walker  man  about 

the  "1290  Club"  1:00-6:00 PM  daily 

for  results  that  count  and  can 

be  counted  use 

Wilmington,    Dela. 
1290  on   the  dial WTUX 

toooj 

griiuiiiiiiiiiuiiiiiiiuiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuaiii'iiliiiiiiiuii: 
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Main  advantage  of  rechnamation 
i~  thai  it  is  designed  for  live  televi- 

sion and   ha-  complete  flexibility. 

t  wards  i  Vnimatiun.  Inc..  llolK- 

wood,  has  won  tin-  Sweepstake  rroph) 
for  the  beat  tele\  ision  commercial  <>f 

1().")7  from  the  Advertising  Associa- 
tion <>f  the  West.  Tin-  winning  com- 

mercial was  for  Kroger  Co. 

Personnel  note*:    Robert  Schulti 

has  been  appointed  sales  manager  of 
Shamus  Culhane  Film  Productions  ami 

will  coordinate  national  spol  Bales  ac- 
tivities in  the  New  York,  Chicago  ami 

Hollywood  offices  .  .  .  Frank  I'.  Bibas 
bas  joined  Transfilm  as  a  producer- 
accounl  executive.  Bibas  formerly 

was  vice  president  in  charge  of  pro- 
duction for  Roland  Reed-Gross  Krasne. 

FINANCIAL 

Following  are  the  recent!)  re- 
leased earnings  figures  for  some 

of  the  big  air  media  users: 

Genera]    Electric    reports    earnings 
for  the  first  half  of  this  year  uric  the 

highest  for  am  -i\  months  period  in 

the  company's  history.  Nel  earnings 
reached    1127,823,000,     l.V,     higher 

than    the    1112,864,00    f..i    the    - 

period  in   1''  -      - (mil  foi  the  firsl  hall  ol  ! 

bighei     than    11,9  ..:  974      volume 
foi  ih'-  -i\  months  period  a  i eat 

Schick    Inc.   sales   and   eai  foi 

the  first  halt  of  L957  were  bighei  than 

in  the  same  pei  iod  in  1 9  il  i  Nel  in- 
come was  So.'io. ')')(,,  ,,i  27.2  above 

the  $692,801  figure  for  the  period  a 

year  ago.  Net  -ales  compare  vl  1,077,- 
960  to  18,741,020  (or  26.7?i   big! 

\\  .  V.  Sheaffer  Pen  <<>.  nel  Bales 

foi  the  quarter  ending  >l  Maj  were 
(5,613,328  a-  compared  to  $5,962,369 
in  the  >amc  period  of  1956.  N't  in- 
COme  was  also  down  will:  $220,935  .1- 

againsl  $475,898  for  the  previous 
\  eai  -  period. 

\.  K.  Staley  Mfg.  Co.  nine  month- 
mi  income  ending  30  June  rose  to 
$4,092,995  as  compared  to  $3,417,985 
for  the  corresponding  period  ending 
30  June  L956. 

II.  J.  Heinz  Co.  reports  sales  and 
earnings  for  the  fiscal  year  ended  ] 
\la\  were  the  highest  in  it-  88-year 
historv.     Net    sales   were   s27o.852.384, 

1       ovei  the  pre*  iom 
16    Net  m-  ome 

ired  to  - 1"  183,944 

-Inn.     lii-i  mi-.   Inc.   •  ■ 
i\  month-  pei  iod  ending  30  June 

Oll-t od     m     I 

^to.  k    market   quotations:    i    How- 
in     an      m. -ilia     and 

In  Id-  an-  list*  d  ea<  h  issue  h  ith  ■  ] 
tions  foi    I  uesda)  this  week  ami   I 
da)  Hi.    week  before.    Quotations  sup- 

plied bj  M'i  nil  I  .  ii.  h   l'i.-i. .-.  I  enner ami  Beane. 
S|.M    k 16  Jul) 
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CONVERSATION    PIECE 

What's  Dialmanship? 
Listen: 
"What's  on?"  she  asks. 
"Don't  know,"  he  says. 

"Check  the  GUIDE."  she  orders. 
Write  your  own  dialogue. 

Pick  any  locale.  Fact  remains. 
all  over  America  more  than  12.000.000 
televiewers  turn  to  TV  GUIDE 

before  they  tune  to  you.  They  buy 
TV  GUIDE  every  week,  read  it 

every  day.  refer  to  it  all  week  long. 
Give  them  TV  Guidance! 

Time  to  talk  about  fall  program  promotion  is  nou! 

TV GUIDi 
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NBC  Channel  4 

THE  NATIONS  FIRST 

COLOR  TV  STATION 

The  WKY  Television  System,  Inc. 

WKY  Oklahoma  City 

WSFA-TV     Montgomery 

WTVT  Tampo  — St.  Petersburg 

Represented  by  the  Katz  Agency 

o:; 
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What i  happening  in  I  nnrwmsji 

that   aflrtti    IpQIMPff,    HL-trKifi,    stulioni 

WASHINGTON  WEEK 

27  JULY  Despite  the  opposition   bj    certain   Congressmen  and  mounting  heal  from  othei C*»yrl|ht    1857  ■  >/•>•       i    •  i 
SPONSOR  PUBLICATIONS  INC.  Im'    «' '  (      «"■    Week    SCCIIlcd     headed     more     lirillK      than     rv.l      Inward      I  111  hoi  i/in 

"significant"  test  of  fee-tv. 

Highlights  <>f  the  week  on  tliis  issue  were: 

•  FCC  chairman  John  C.  Doerfer  wrote  Rep.  Emanuel  Cellei  that  the  eommiaaioD  has 

not  only  tin-  legal  right  hut  a  duty  under  the  law  to  permit  such  a  teat.  I  ellei  had 
warned  the  FCC  in  writing  against  assuming  this  authority. 

•  The  ICC  took  the  position  that  until  there's  legislation  to  the  contrary,  it  most  "make 
some  decision  on  the  pending  petitions"  on  fee  t\. 

•  Tin-  deadline  for  filing  replj  arguments  in  the  proceeding  which  aim-  to  find  out 
what   would   be  a   fair  lest  of  the  pay  system  went   into  effect* 

\inonu  those  that  participated  in  the  FCC's  quest  for  opinions  on  whethei  in  authorize 
pa\-t\    on   a  test   basi-   without  extensive   hearings  were: 

M!i  .  which  held  that  the  commission  had  acknowledged  it  didn't  have  enough 

information  to  justify  authorizing  a  test,  and  that   if  tli.it   were  inn-   before  tin-   film 

i>  just  a-  true  now . 

IVnn-Allen  Broadcasting,  which  agreed  with  NIK]  that  there's  nothing  new  to 

-a\  without  repeating  one's  self,  and  urged  that  the  FCC  "put  an  end  to  all  the  paper  fili- 

bustering and  remand  the  case  to  the  American  public." 

The  NARTB,  which  warned  that  proponents  don't  really  want  a  test,  but  are 
proposing  operations  of  such  magnitude  that  they  would  lead  to  permanent  approval 

A  group  of  motion  picture  exhibitors,  who  argued  that  nothing  should  he  done 

until  the  various  experiments  with  wired  toll-tv  imam  of  which  are  controlled  bj  thea- 

tre interests)    are  under  way  and  capable  of  providing   information. 

Zenith,  which  said  the  onset  of  wired  systems  made  it  imperative  that  broad- 

cast fee-tv  get  started  quickly.  Otherwise  wired  t\  might  well  destroy  broadcast  tele- 
\  i-ion. 

Celler's  House  Judiciary  antitrust  subcommittee  this  week  drew  from  Skiatron  Preeidenl 
Matthew  Fox  the  economic  picture  he  envisages  for  wired  toll-tv. 

In   Fox's   testimony   these  statements   appeared: 
•  Ibmies  would  be  wired  and  gadgetrj  installed  fire.  The  charge*  would  he  a  $3 

monthly  subscription  in  addition  to  specific  charges  for  specific  program-. 
•  It  would  cost  less  than  S6  million  to  wire  the  whole  I5a%  area  of  s;m  Pranciaco 

and  no  more  than  S12  million  for  Los  Vngeh-s  county,  with  telephone  posts  iwd 

for  the  wire,    i  Coaxial  cable,  he  said,  wasn't  necessary.) 
•  Skiatron  expects  to  he  operating  in  L.A.  and  S.I  .  next  Bpring  whither  or  not 

a  baseball  team  moves)    and  in   New    York  Citj    and  elsewhere  in   the   fall   of   1958. 

The  FTC  is  acting  against  Lanolin  Plus  for  "frightening  beauty  conscious 

\oung  girls"  with   its  tv  commercials. 
In  a  complaint  lodged  against  the  Lanolin  Plus  people,  the  commission  charge*  that 

the)   falsel)   warned  tv  viewer-  that  detergent  shampoos  will  burn  the  hair  ol     -     • 

The  Senate  Commerce  Committee  held  a  brief  preliminary  session  on  the 

nomination  of  Frederick  Ford  as  a  member  of  the  F(  I 

>'o  opposition  to  the  appointment  developed,  and  none  i<  expected. 
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GETTING      THE      MOST      FROM 

More  SELL  in 

Commercials ' 
Will  that  clever  use  of  trademark* 

product-in-use  surely  fix  the  brand  m 

in  the  viewer's  mind?  Not  if  the  pichrf 
dull,  indistinct  and  poorly  reproduce  » 

obsolete  film  equipment.  The  first  stt  I 

more  "sell"  in  film  commercials  r  .,-■ 

must  start  with  station  facilities.  It'l 

trick  at  all  to  impart  "snap"  and  rca 
with   modern   RCA  film   room   equipri 
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OUR      FILM       DOLLAR 

Have  Picture  Quality 
that  Advertisers  want . 

And  Keep  Your  Operating  Costs  Down ! 

Here  are  three  ways  to  improve  film  quality  and  reduce 

operating  costs  at  the  same  time: 

a.  Use  a  Vidicon  film  camera 

b.  Use  professional  projectors 

c.  Use  an  up-to-date  multiplexer 

RCA  Vidicon  Film  Camera  operation  not  only  gives  the  best  picture 
quality,  but  transforms  wastefulness  (caused  by  inefficiency 
of  outmoded  equipment)  to  profit. 

Professional  Film  and  Slide  Projectors  save  operating  dollars. 

Lamp  costs  are  lower — lamps  can  operate  until  burn-out.  Thirty  to 
fifty  hours  of  operation  are  not  unusual  for  a  normal  10-hour  lamp. 
Rebate  costs  on  lost  commercials  due  to  lamp  failure  are  eliminated, 
thanks  to  the  automatic  lamp  change  feature.  You  get  business 
protection  plus  the  high  quality  these  projectors  impart. 

The  RCA  TP-15  Multiplexer,  providing  efficient  layout  of  the  system, 
assures  lower  costs  through  ease  of  maintenance  and  expansion. 

The  RCA  Vidicon  Film  System  provides 
the  standard  of  film  reproduction  by  which 
all  other  methods  and  equipment  are  judged. 

Ask  the  RCA  Broadcast  Representative  to  show 

you  our  detailed  new  film  manual,  "Planning  TV 

Film  Facilities  for  Color  and  Monochrome." 

RADIO     CORPORATION     of     AMERICA 

BROADCAST   AND    TELEVISION    EQUIPMENT 

CAMDEN,    N.    J. 

In  Canada:  RCA  VICTOR  Company  Ltd.,  Montreal 

Trr.VY 
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A  round-up  of  trade  talk, 

trends  and  tips  for  admen 

SPONSOR  HEARS 

27  JULY  Jackson  Associates,  of  Holyoke,  Mass.,  which  buys  tv  spots  for  Lestoil,  has Copyright   1957  .  *  *  r 

sponsor  publications  inc.      imparted   a   new    personal   dimension    to   doing  business. 

In  inviting  reps  to  discuss  a  campaign  it  urges  that  they  bring  along  the  station 
manager. 

Houbigant  will  use  spot  tv  this  fall  to  anchor  its  department  store  promotion. 

Through  Ellington,  it  will  test  a   15-minule  flower  arrangement  film,   followed  by   a 
13-week  campaign  in  20  markets. 

JWT  is  not  leaving  it  entirely  up  to  CBS  Radio  to  get  station  clearances  for 

the  $4.2-million  Ford  campaign  this  fall. 

The  agency  itself  is  shooting  out  people  from  the  media  department  to  contact 
CBS  affiliates  on  their  home  ground. 

Reports  from  the  West  Coast  indicate  that  the  Max  Factor  account  is  grow- 

ing restive. 

It  bills  around  $5  million,  with  the  major  share  going  to  air  media. 

Madison  Avenue's  liveliest  talk  this  week  involved  American  Tobacco  Presi- 
dent Paul  Hahn  and  his  board  of  directors. 

Bets  were  being  made  across  luncheon  tables  that  one  of  two  things  will  happen: 

(1)  Hahn  will   find  himself  hard-pressed  for  continuation  in  his  post. 

(2)  If  he  successfully  holds  the  fort,  Lucky  Strike  and  Hit  Parade  brands  will 

be  split  among  two  agencies. 

CBS,  Inc.,  may  be  diversifying  its  interests  into  other  sectors  of  the  enter- 
tainment field. 

Its  partnership  in  the  forthcoming  amusement  park  in  Oceanside,  Calif.,  could  be 

just  the  tee-off. 

An  idea  which  Revlon  has  under  advisement  for  stimulating  $64,000  Ques- 

tion ratings  this  fall  would  give  viewers  a  chance  to  participate  in  the  swag. 

Rich  people  would  be  brought  in  among  the  contestants  with  the  proviso  that  their 

winnings  go  to  lucky  names  drawn  from  a  vat  of  letters  and  cards  applying  for  the money. 

Pity  the  poor  tv  network  press  agent.  He's  almost  in  a  class  with  the  fellows 
who  work  in  the  Pentagon. 

The  network  pleader,  after  going  through  his  own  sales,  programing,  and  legal 

department,  must  then  proceed  through:  (1)  the  agency's  publicity  man;  (2)  the  cli- 

ent's public  relations  spokesman;  (3)  the  talent's  p.a.;  and  (4)  the  producer's  personal 
space  promoter. 

The  ironic  side:  By  the  time  the  bid  for  approval  has  passed  through  this  maze,  the 

item   often  already  has  been   published  or   is   useless. 
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REVOLUTIONARY 
DEVELOPMENT  i 
OR  SPOT 

jTTTT 

MAGIC 
LENS! 

RC-TV  IN 
ASHINGTON,  D. 

ussy 

Jk 
t 

IT  "1 

■cm ^ 
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wrc-tv's  new  "Magic  Lens  technique"  brings  to  local  live  TV 
in  Washington  the  eve-catching  effects  of  expensive  filmed 
commercials.  Now  you  can  get  network-calibre  production 
values  for  your  live  spot  commercial — at  no  extra  cost.  Whirls, 

wipes  and  split  screens,  and  unlimited  types  of  intricate 
dissolves,  make  this  new  effects  generator  one  of  the  most 
pronounced  advances  in  local  TV.  Your  trademark,  for 

example,  can  now  become  the  focal  point  of  a  live  dissolve 
into  your  commercial  message! 

wrc-tv  can  also  be  your  testing  ground  for  new  commer- 

cial ideas  and  forms  —  without  costly  pilot  films  and  extra 

technical  expenses.  All  you  have  to  do  is  send  vour  script. 

The  wrc-tv  Commercial  Production  Servici  does  the  rest 

The  "Magic  Lens  technique*"  i-  ih>-  latest  service  devel- 
oped at  \vrc-t\.  both  for  advertisers  and  viewers,  toother 

major  contribution  will  come  this  Fall  with  the  openii  j 

wrc-tv's  new  >l  million  color  plant  For  then,  the  "Magic 

Lens  technique"  will  radiate  four  message  in  color  .1-  well 

a-  black-and-white.  Find  out  now  bow  wrc-tv's  "M .•._•  ■■  Lens 

technique"  can  \snrk  sales  wonders  for  you  in  the  nation's 
9th  largest  market! WASHINGTON,  D.  C.  1  if  IIP     Til      M 
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J.    WALTER    THOMPSON 

(Continued  from  page  -V2  I 

media  strategist  has  to  have  qualitative 
assistance  from  special  media  research 

projects.  We  don't  work  with  media 

research,  we  live  with  it." 
In  defining  the  responsibilities  of  the 

■i\  associate  media  directors,  Dick 

Jones,  a  JWT  associate  media  direc- 

tor, emphasized  the  planning  and  de- 
veloping of  the  strategy. 

"We're  responsible  for  supervising 

the  execution  of  the  plans  as  well,"  he 
told  sponsor.  "But  it's  the  budget 
breakdown,  the  media  approach  and 
the  initial  close  work  we  do  within  the 

account  group  with  the  account  rep, 

copy  group  head  as  well  as  work  with 

the  client  directly,  which  generally  oc- 

cupies most  of  our  time." 
As  in  the  case  of  other  agency  de- 

partments, Porter,  as  senior  man  and 
head  of  media  is  available  as  a  con- 

sultant for  any  of  the  accounts.  But 
the  associates  themselves  have  continu- 

ous client  contact  ''and  it's  on  a  deci- 

sion level." 
As  Porter  defines  the  responsibility 

of  media  planning,  associate  media  di- 

rectors "in  approaching  a  media  plan, 
should   consider   marketing   and   copy 

factors.  Know  the  prospective  con- 
sumer and  purpose  of  the  campaign  in 

order  to  match  media  to  product  re- 

quirements." 
Generally  associate  media  directors 

sit  in  on  the  earliest  copy  strategy 

meetings,  in  order  to  mesh  media  strat- 
egy with  it.  Later,  during  the  execution 

of  the  campaign,  the  individual  media 
specialists  on  the  buying  level  have 

"continuous  and  plenty  of  contact  with- 
in the  account  group. 

"It's  almost  impossible  to  keep  clear- 
cut  lines  of  responsibilities  with  crea- 

tive people  and  get  full  advantage  from 

them  all,"  says  Strouse,  who  with  Stan- 

le)  Resor,  Sam  Meek  and  Henry  Flow- 
er encourages  all  levels  within  the 

1500-man  agency  to  contribute  to  each 

campaign  beyond  the  specific  function 
for  which  an  executive  might  be  re- 

sponsible. He  is  also  concerned  with  gearing 

and  staffing  for  expansion  right  now, 

preparing  for  the  growth  of  the  future 

before  it  happens.  "We  analyzed  each 
agency  department  to  see  how  we  could 

strengthen  it  for  both  present  and  fu- 
ture clients.  In  this  way  we  can  avoid 

a  later  need  for  raiding  talent  outside 
when  new  accounts  come  in  and  thus 

0 

«   0  ■ 
■K   ' 

'*'*£«*, 

You  can  keep  "calm,  cool"  and  collect sales  when  WBNS  Radio  carries  your 
message  to  folks  who  are  jittery  to  spend 

$2,739,749,000.00.  But  there's  nothing nervous  about  Pulse  rating  us  first  during 

any  quarter-hour,  Monday-thru-Friday, 
day  and/or  night.  Ask  John  Blair. 

WBNS    RADIO 
COLUMBUS,    OHIO 

causing  higher  operational  costs  under 

pressure." 

"Broadly,  t\ -radio  works  the  way  I 

media  does,  with  its  group  heads," 
Jack  Devine,  administrative  head  of  tv- 

radio,  told  sponsor  ."But  the  over-all 
structure  is  more  unified  as  well.  Our 

domestic  offices  are  closer.  Once  a 

week,  we  have  telephone  conferences 

with  Chicago,  Detroit.  Hollywood,  and 
these  talks  might  last  an  hour  or  more. 

At  that  time,  we  get  a  chance  to  bring 

each  other  up  to  date  on  new  develop- 

ments." 

"That's  the  advantage  of  a  large 

agency  t\  department,"  says  Sevmour. 
"^<ui\e  got  that  many  more  feelers 
right  within  vour  organization  to  tip 

you  off  on  things  opening  up  on  net- 
work or  on  other  important  develop- 

ments." 

It  also  helps  the  agency  render  tv 
service  in  depth  to  clients,  according  to 

Seymour.  One  such  service,  which  the 

agency  feels  a  smaller  shop  could  not 
afford,  is  the  traveling  producer  group 

within  the  tv  department,  headed  by 

Norm  Varney  l  See  sponsor  10  Octo- 

ber 1956. 1  These  seven  are  tv's  field 
men,  traveling  to  local  stations  to  work 
on  live  commercials,  on  local  program- 

ing sponsored  by  JWT  clients  and,  in- 
cidentally, to  scout  out  new  develop- 

ments on  the  local  level  of  tv. 

Within  each  city,  the  JWT  depart- 
ment head  is  fully  responsible.  Corny 

Jackson,  for  example,  heads  up  JWT 

Hollywood,  essentially  a  tv  production 
office.  Jack  Mosman  heads  the  Chi- 

cago tv  department,  Don  Thorburn  in 

Detroit,  servicing  the  tv-radio  require- 
ments of  the  accounts  originating  in 

those  offices.  Jackson,  Mosman  and 

Thorburn  are  in  constant  communica- 

./fc^iz^- 

Give  him  a  stiff  shot  of  castor  oil, 

and  tune  in  KRIZ  Phoenix — I'm  too 

tired  to  go  into  my  dance." 
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lion  vvith  the  New  ̂   »ik  office,  drawing 

fullv  mi  it-  facilities  to  meet  require- 

ments which  can  be  handled  onl)  l>\ 
men  on  the  ■_■  i •  > 1 1 1 1 < I  iii  the  New  ̂ "ik 
network  and  talenl  centei 

\\  ithin  each  cit)  the  JW  T  depart 
men  I  head  is  autonomous.  Foi  ex- 

ample, Corn)  Jackson,  \\  1 1  * »  heads  up 
|\\  r,  I l"M\  wood,  essentiall)  a  tv  pro- 
duction  office,  doe-  nol  report  t"  Dan 

Sej  moui .  l>iii  the  t \s •  ■  men  are  in 
close  touch,  .mil  il  I  lc>ll\  wood  requires 
some  sei  v  ice  or  help  thai  New  York 
can  render,  Jackson  consults  Seymoui 
about  it. 

"  I  In-  associate  media  directors  from 
the  various  cities  also  gel  a  chance  to 
ael  together  and  exchange  views  on 

special  media  studies  and  discuss  ac- 

■  mnm!  problems,"  Strouse  told  sponsor. 
"  I  he)  might  see  each  other  about  once 
.1  quarter,  whereas  the  heads  ol  the 

department  lend  t<>  be  in  almost  dail) 

telephone  touch." 
The  unification  philosophy  reaches 

into  other  J.  Waller  rhompson  depart- 
ments as  well  as  into  media.  I\  and 

research.  "\\  e  want  to  fit  the  structure 

to  individual  talents,*1  says  Strouse. 
"For  instance,  we  have  some  writers 
who  specialize  in  tv.  but  most!)  copy- 

writers do  all  media  on  various  ac- 

counts.  I  heir  groups  heads  have  con- 

trol of  writing  in  all  areas  of  media." 
It  is  likeK  that  the  specialization 

between  61m  and  live  t\  producers  will 
eventually  melt  away.  Thus  the  agency 
will  have  completed  the  cycle  from  one 

ut  the  most  specialized  and  depart- 
mentalized agencies  -nine  three  or  Four 

years  ago,  to  one  where  unification 
and  all-media  contribution  becomes 
the    theme. 

Perhaps  more  revealing  of  JWT  in 

operation  than  a  mere  analysis  of  its 

organization  is  a  glimpse  into  the 

broad  advertising,  media  and  market- 

ing thinking  of  the  agency's  presidenl 
and  top  department  heads.  In  man) 

ways,  it's  their  views  rather  than  the 
organizational  structure  that  influences 
the  wav   a  JWT  account  is  handled  and 

Ben  iced. 

Here  are  some  of  the  thoughts  of 

I W   Is   top  executives   on   subjects   and 

trends  that  concern  admen  toda)  : 

►    Marketing     "You  cannot  do  effec- 

One  of  Spartanburg's 

Twc  Great 

Stations 

live   .i   mi    planning    h  ithoul    sound 

knowledge  ol  all  the  marketing  prob- 
lems   oi    the    i  Im  ni.      says    Non 

Si  i  ouse.    "  I  herefore,   we  expe<  i    - 
field  expei  ieni  <•  and   a   gr<  il   d<  ial   of 
marketing  background  on  the  part  ol 

"in   account   representatives  who  h 
the    broadest    planning    cesponsibi 

"But  oui  general  at) itude  is  that  we 
houldn  i  have  a  spa  ialized  mai  k. 
department  as  su<  h.  It  has  a  tendency 
to  isolate  itseli  a  bil  from  oui  busi- 

ness and  gel  into  areas  foreign  to 
.tilv  ei  i  ising. 

"Marketing  is  the  client's  basic  re- 
sponsibility, nol  a  function  of  the 

agency.    We  can  contribute  oui  think- 
ing  and  account  men  -hoiild  know   how 

to  do  this,  with  the  help  of  a  few 

-peeiali/ed  marketing  men  who  rotate 
among  account  groups. 

►      lecount  turnover      "It   can   happen 
veiv  easil)  that  an  account  team  goes 

Stale.     W  hen    this    happens    in    a   small 

agency,  the  account  simpl)   leaves  the 

shop.    Here  we  can  change  the  account 

within    the    agenc)    to   a    totall)    new 

ip- 

ind   viewpoint       :  told 
I   III-      I-      Il  lie      oi      .lliV 

uid    thould    n  • 
thai  there  -  less  i  lienl  tui  no>  ei   in  the 

dominate 

lo   the   pi  in>  ipala   ■  •(  that 
'ill    llll  Mover    WOUld    be   lllllikelv 

►  \     /  tlime    radio     "It    i  an    I- 
lenl    l'u\    lie  partii  ulai lv 

1      i    non  h      in.  Im  -in  .       and 
this  doe-  nol  limit  v ..in  audieni  •  ■  to 
rural  communil  ies  "i  non*U  areas  hv 

an)    meai  Dan  Seymour. 

►  /  ealure  films  "  rhen  man) 

fine  pai  kages  and  we've  bought   - foi  al  leasl  one  i  lienl  5e)  mour. 

"Bui  ratings-week  scheduling  i  an  make 
them  spott)  and  unreliable  in  term-  >.f 
Btead)      audience     pull.        The      prilll.ilv 

sei  v  ice  we  i  an  rendei   f"i   a  national 

advertise!    is  proi  iding  him  a  ch 

ai   gh  ing    his   message    it   the  highest 
sets-in-use  time,  and   that   does   l< 

out  features  as  a  primar)  carrier."  ̂  

a  great  new  Joplin 

l£±3 
3 

created  for  you  by -TV 
136,547   TV  HOMES'    IN  THE  JOPLIN   MARKET 

Lcrger    than    Duluth,    Phoenix,    Ft.    Wayne 

5776,919,000    Buying    Income;    669,800    Totol    Population 

NOW  28%   HIGHER  TOWER— HIGHEST    IN   4-STATE   COVER 

NOW    29%    MORE    POWER— 71.000    WATTS    MORE   THAN 
ANY   OTHER   STATION    IN    THE   AREA 

'NOW  COVERS  HOMES   IN   JOFLIN 

MARKET— AN  ALL-TIME  HIGH 

'Television  Magazine  Set 

You'll  have  more  luck  with    KODE-TV-  JOPLIN,   MO. 

, KOOI     TV 

© 
316,000  WATTS  Designed  Power 

101   miles  Northeast  of  Tulsa  •  150  miles  South  of  Kansas  City 

203  miles  East  of  Wichita  •  250  miles  Southwest  of  St.  Louis 

Harry  D.  Burke.  V.  P.  &  Gen'l  Mgr. 
Represented  by  AVERY-KN0DEL 

A    Member   of    the    Friendly   Croup    •    KODE.    KODE-TV.    loplm     •     WSTV      WSTV-TV      Stcubcnv.llc     •     WPIT    Pittsburgh 
.    WPAR      Pjrkcr^bur?    .    WBOY     WBOY-TV    Clarksburg 
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THE 

WHEELING 
INDUSTRIAL  EXPANSION 

STORY  BOARD 

Industrial  expansion  is  so  rapid 

in  tlic  \\  heeling.  West  V'a.  area that  market  data  released  six 

months  ago  is  now  obsolete. 

New  industry,  such  as  Olin- 

Mathieson  Chemical's  gigantic 
new  aluminum  plant  covering 

1,100  acres,  means  new  people 

.  .  .  new  buying  power  .  .  .  new 
sales  records  for  alert  advertisers 

, 

The  hest  way  to  reach  llii-  busy, 

prosperous  market  is  through 

316,000  watt  WTRF-TV— the 
big  station.  Ask  any  Hollingbery 
man  or  call  Wheeling,  Cedar 
2-7777. 

wtrf  tv 
Wheeling  7,  West  Vo/"^6* 

"a  station   worth   watching" 

76 

Jerry  Clynn,  Midwestern  manager  of  AVI  Radio  Sales.  Chicago,  says 

thai  "spot  radio  has  increased  substantial!)  in  the  Midwest.  Dif- 
ferent types  of  advertisers  are  now  using  spot  radio,  and  those  who 

are  using  it  are  doing  it  with  more  enthusiasm.  Radio  budgets  are 

no  longer  throwaway  budgets,  and  the  medium  is  now  getting  siz- 

able sums  of  money.  It's  now 
more  common  for  an  advertiser  to 

use  100  announcements  per  week 

than  to  buy  six.  The  new  advertis- 
ers who  have  flocked  to  radio  are 

using  it  because  of  business 

growth;  then  there  are  new  com- 
panies and  new  products.  Bui  new 

advertisers  find  it  difficult  to  get 

the  times  they  want  because  many 

companies  have  been  buying  52- 

week  schedules  consistently.  Never- 

theless, they  somehow  find  ways  to 

squeeze  in  their  schedules.  Jerr\  points  out  that  the  trend  to  satura- 

tion is  based  on  sound  advertising  principles.  "There's  a  minimum 
number  of  announcements  vou  need  to  be  effective,  he  says.  "One 
spot  per  week  is  a  lost  cause.  Sometimes  you  need  as  many  as  250 

per  week  in  a  market  on  several  stations  to  make  a  real  impression 

and  firmlv   plant   your  brand   name  in  the  mind  of  the  consumer.  ' 

Max  Friedman,  H-R  Representatives,  New  York,  savs:  "What's  hap- 
pening to  the  agency  field?  It  used  to  be  you  would  make  up  avail- 

abilities, put  together  some  excellent  material  and  make  a  real  pres- 

entation to  the  buver — explaining  your  avails — and  discussing  your 

other  good  information.     In  fact,  you  now  almost  always  get  a  call 
for  avails  with  the  explanation 

from  the  buyer  or  his  assistant 
that  the  information  was  needed 

"vesterdav".  How  can  you  do  a 

good  job  for  vour  client  or  for  the 

agenc)  this  way?  If  the  buyer  or 
his  assistant  has  no  time  to  see 

\ou — if  all  vou  can  do  is  leave 

\  our  avails  and  information  and 

run — what  good  is  a  salesman? 
Better  send  an  errand  boy.  it  s 

cheaper  and  just  as  fast.  I  m 

proud  of  being  a  salesman — I 
want  to  sell — and  I'm  sure  all  my  rep  friends  do  too.  But  can  we 
sell  the  virtues  of  our  properties  if  no  ones  there  to  listen?  I  in 

not  blaming  the  timebuyers.  Thev  are  confronted  b\  this  same  lack 

of  time  to  do  a  good  job.  I'm  suit1  thev  d  like  to  spend  some  time 

with  us.  I'm  blaming  the  system  that  has  come  into  being — too 
many  meetings  and  other  details  and  not  enough  time  for  buying. 

SPONSOR 
27  july  1957 



You  Can't  Sell  Em  If  You  Don't  Reach  Em 

and  WJAR-TV  Reaches  More  Of  Em 
in  The  Providence  Market 

SUMMARY    DATA* 
/ 
/ 

CALL 
LETTERS 

TELEVISION 
HOMES 

MONTHLY 
COVERAGE 

WEEKLY 

COVERAGE 

WJAR-TV 
STATION    B 

1,186,410 
706,140 

593,890 
448,390 

539,130 
430,370 

*WJAR-TV  Area  Per 
NCS  No.  2,   1956 

^WJAR-TV 
CHANNEL    10,    PROVIDENCE,    R.I. 

Represented  by  Edv/ard  Petry  &  Company,  Inc. 

sponsor     •     21   .11  i.v  1957 
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Why 

should 

I  buy- 

>"g  NOW,  ,ndnstry  be"?". 

^V^ *4  r"co>ed 
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tfie8l 

ho*t  f0\)T 
T^    ¥** 

KFJI     is 

HOMES  .  .  •«,trTlvE 

5^9.000    EFFECUVfc 
BUYING  INCOME  

.  .  • 

RETAIL  SALES  
totaled 

R,(HI^REAT!ED 

QomjjrxoJjeA^ . . . 
SOUTHERN  NORTHERN 

OREGON  •  CALIFORNIA 

*  money  mapket.s" 
Best  Buu 

KF<fTI 
KLAMATH  FALLS,  OREGON 

Ask  -the  Meeker  Co. 

5000  W 
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Tv  and  radio 

NEWSMAKERS 

SySvester  L.  "Pat"  Weaver  ha?  been  re- 
tained  1>\  Kaiser  Industries  Corp.  to  co- 

ordinate  all  the  firm's  television  adver- 

tising  activities.  Kaiser's  tv  interests  for 
next  season  revolve  around  sponsorship  of 

Maverick,  ABC  TV.  Sunday  7:30-8:30  p.m. 

!n  liis  new  capacity  \\  caver  will  be  respon- 

sible for  publicity  and  promotion,  commer- 

cial production  and  contact  between  Kai- 

ser, the  network.  ̂   oung  &  Rubicam  and  Warner  Brothers  (  who  pro- 

duce  the  show  I .  I  he  arrangement  with  Kaiser  is  an  additional  ac- 

tivity taken  on  by  the  former  NBC  chairman  of  the  board.  Weaver 

is  also  in  the  process  of  inaugurating  his  Program  Service,  produc- 

tion and  distribution  organization,  which  kicks  off  on  26  August. 

Mori  Werner.  NBC  TV  daytime  programs  v. p..  is  also  joining  Kaiser 

as  director  of  internal  tv  activities  for  the  firm's  various  branches. 

Lew  Arnold,  general  manager  of  KTLA. 

Los  Angeles,  has  been  elected  a  vice  presi- 
dent and  member  of  the  board  of  directors, 

according  to  an  announcement  made  re- 

cently by  the  board  of  directors  of  Para- 
mount Television  Productions.  Inc.  Ar- 

nold started  his  career  in  the  broadcasting 

industry  less  than  five  years  ago  (in  Octo- 
ber of  1952)  as  coordinator  of  television 

traffic  for  BBDO.  He  left  the  agency  the  following  year  to  go  with 

the  DuMont  Broadcasting  Co.  as  business  manager.  Subsequently 

he  was  made  director  of  production  and  eventuallv  executive  assist- 
ant to  the  president  of  DuMont.  While  with  the  network,  Arnold 

also  served  as  an  executive  of  television  stations  Y\  ABD.  New  \  ork. 

and  WTTG,  Washington,  D.  C.  He  took  over  the  general  manager 

post  at  KTLA  in  October.  1956.  succeeding  the  late  Klaus  Landsberg. 

Frederick     Paxson     "Pax"     Shaffer     is 
joining  Peters.  Griffin.  Woodward.  Inc.  as 

supervisor  of  radio  new  business  develop- 
ment in  the  midwest  area.  The  announce- 
ment was  made  this  week  bv  Robert  H. 

Teler.  PGW  vice  president  and  director  of 

radio.  The  new  unit  to  be  headed  by  Shaf- 
fer will  be  centered  in  Chicago.  Shaffer 

comes  from  L.  W  .  Ramsey  Advertising. 

Davenport,  la.,  where  he  was  a  vice  president  and  partner  of  the 

agency.  He  acted  as  an  account  group  supervisor  on  several  agri- 
cultural and  industrial  accounts.  Shaffer  joined  the  Ramsav  firm 

after  graduation  from  the  I  niversitv  of  Iowa  in  1938  and.  except 

for  three  years  in  the  Navy,  served  the  companv  successively  as 

copywriter,  account  executive,  and  finallv  vice  president-partner- 
m<  ruber  of  the  board.     He  also  supervised  new  business  solicitation. 

Sl'OVMtU 
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1  off    $Ki<j hi    Tiyh1nppi>   Across   \iuijuru    Fulls  — 

HIT    .    .    .    YOU  NEED  WJEF  RADIO 

FOR  BALANCED  COVERAGE 

OF  GRAND  RAPIDS! 
HOOPER    RADIO    AUDIENCE    INDEX 

Metropolitan    Grand     Rapids,     Michigan 

November,    1956   Thru    January,    1957 

WJEF          B C             D E 

Or- 

V 

14. 7 

7  a.m.- 12  noon         27.1            19.2           17.5           15.7 

12  noo-i-6  p.m.            25.6           13.8*        23.2           17.2 

10.7 9.6 

tdjtulmd    <»    •    •mr.  nsnlr    jnr    lh<-    lurl     lh.nl    Station*    It   ait, I    II    lign    off   al    Inrnl 

Metropolitan  Grand  Rapids  bas  over  120,000  radio  homes   I. 
Hoopers,  Left,  show  thai  more  of  them  listen  to  WJEF  than  to 
i    y  other  station. 

WJEF  delivers  ll.i  MORNING 
next-bt  si  station  .  .  .  I  IF1  ERNOOh 

Le1  your  A.very-Knodel  man  give  you  the  cost-per-thousand  eom- 

paris 
\ ^'TV-^ V 

>'I/ie §*efeel  Ufa/it>t> 
WKZOTV  — GRAND  RAPIDSKALAMAZOO 
WKZO  RADIO  — KALAMAZOO  BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND   RAPIDS  KALAMAZOO 
KOLN-TV  — LINCOLN.   NE8RASKA 

Associated   with 

WMBD   RADIO  — PEORIA.   ILLINOIS 

CBS  RADIO  FOR  GRAND  RAPIDS  AND  KENT  COUNTY 

Avery- Knodel,  Inc.,  Exclusive  National  Representatives 
In  1859,  Entile  Blondin  crowed  ̂ m^urn  Wall*  on  u  tightrope  in  free  wmimmte*. 



SPONSOR 

Tv/Radio   Basics 

Along  with  this  issue,  SPONSOR  subscribers  receive  our  1  1th 

annual  Tv/Radio  Basics.  Packed  into  its  272  pages  are  more 

useful  features  more  usefully  presented — than  at  any  time 
in  our  publishing  histor) . 

We  make  this  statement  with  pride  and  with  appreciation: 

To  our  stall  which  worked  unstintingly  over  a  six-month 

period  to  make  this  issue  possible;  and  to  our  readers  whose 

guidance  shapes  everything  we  do  at  sponsor. 

For  example,  one  of  the  problems  we  faced  (a  problem 

we  all  share  in  today's  publishing  business)  is  giving  the 
reader  a  full  opportunity  to  use  the  material  available  in  an 

annual  like  Tv/Radio  Basics.  Ray  Jones,  Y&R  spot  coordi- 

nator, helped  bring  the  problem  borne  to  us. 

He  told  us  that  with  the  growth  of  advertising  activity — 

and  with  the  size  of  Tv/Radio  Basics  keeping  pace — it  was 
becoming  harder  to  readily  get  at  the  contents.  What  could 

we  do,  he  asked? 

We've  done  something  unique.  Each  issue  of  the  1957 

Basics  contains  a  full  set  of  convenient  index  tabs  (you'll 
find  yours  right  inside  the  front  cover).  Readers  can  apply 

thes,e  tabs  to  the  introductory  pages  of  each  of  the  nine  sec- 

tions of  Basics  so  that  finding  each  section  becomes  simple. 

The  contents  of  Basics  this  year  include: 

Tv,  Radio,  Film,  and  Color  Basics — these  facts-and-figures 
sections  are  considered  so  valuable  by  our  readers  that  they 

have  been  sold  in  reprint  form  by  the  tens  of  thousands.  They 

are  all  included  in  their  entirety  in  Tv/Radio  Basics — easier 
to  find  and  keep  referring  back  to  than  ever  before. 

Question-and-answer  briefing  sections — these  cover  tv, 

radio,  film,  give  you  a  status  report  on  the  industry  designed 

for  use  right  now  and  over  the  year  to  come.  Included  this 

year:  results  of  a  timebuyers  survey  showing  trends  in  spol 
t\   and  radio. 

Timebuyers  of  the  U.  S. — the  most  extensive  list  yet  pub- 

lished of  timebuyers  and  their  accounts.  This  will  be  pub- 

lished in  installments,  starting  with  Basics  and  continuing  in 

regular  August  issues  of  sponsor. 

I 
it 

this  we  fight  for:  Radio,  both  network 

and  spot,  is  lagging  behind  in  the  publication 

of  figures  on  client  expenditure.  U  ith  spot 

television  budgets  now  an  open  book,  radio 

must  move  quickly  and  follow  television's  lead. 

80 

lO-SECOND  SPOTS 

Adjacency:  On  a  New  York  Citj 
radio  slat  ion  recently,  the  report  of 

the  U.  S.  Government  study  on  cancer 

and  its  possible  link  to  cigarettes  was 
immediately  followed  by  a  commercial 
for  Pall  Malls. 

Heading:   V.   ).  Herald-Tribune — 
State  Set 

To  I'rotect 
Time  Buyer 

From  whom— Persistent  reps  or  un- 

reasonable clients'.'' The  Promoters:  Bandini  Fertilizer 

Co.,  Los  Angeles,  who  startled  ra- 

dio with  its  slogan  I  ""Bandini  is  the 
word  for  steer  manure  l.  explained  its 

"use  of  radio  and  how  sex  got  into 

steer  manure'"  at  a  recent  meeting  of 
S.  California  Broadcasters.  To  pro- 

mote the  meeting.  the\  tied  it  to  the 

title  of  a  current  movie  hit — "The 

Sweet  Smell  of  Success."  No  point-of- 

sale  tie-in  this;  it's  a  point-of-odor. 

Coinage:  With  the  big  t\  -how  trend 
toward  Westerns  with  both  adult  and 

kid  appeal,  how  about  this  term  to  de- 
sT-ribe  them:  Togetherness  Westerns? 

Alert:  From  a  KFMB.  San  Diego, 

news  release:  "KFMB  believes  it  has 
the  only  entire  family  news  director  in 

the  country  tuned  to  police,  fire,  sheriff 
and  Coast  Guard  radio  calls  24  hours 

a  day.  .  .  .  News  Director  Merritt  Had- 
ley  and  his  wife.  Nancy,  sleep  with  a 
monitor  radio  tuned  in  loudly  between 

their  twin  beds.'"  Above  and  beyond 
the  call  of  duty,  we'd  say. 

What's  in  a  name?  Referring  to  the 
Fd  Sullivan-Steve  Allen  ratings  battle, 

a  recent  article  in  Time  said — in  typi- 

cal rimestyle  —  "'pulse-taking  Nielsen 
..."    Let's  not  confuse  the  services! 

Release:  From  KCBS,  San  Francisco 

— "KCBS  10  p.m.  news  will  now  in- 
clude reports  on  weather  conditions  in 

many  cities  of  the  world  .  .  .  Typical 

readings  will  he:  "Berlin,  81  clear: 
Copenhagen.  (>4  parth  cloudy;  Tokyo, 

70  rain:  Moscow,  nailitarj  secret."" 
Hope  you  II  tell  them  what  it's  doing in  San  Francisco. 

Re-re-re-runs:  From  V.  Y.  Times — 

"'Radio  and  t\  experts  from  24  coun- 
tries converged  here  yesterday  and 

found  much  to  admire  in  American 

broadcasting.""  I  nlike  the  American 

public,  they're  seeing  our  summer  re- 
runs from  last  xear  for  the  first  time. 

SPONSOR 2,   .ii  i.\    1957 



WSM  Talent 

Explodes  into  New  Field! 
Grand   Ole  Opry  Artists 

Long-time  Kingpins  of  Country  Music 

Now  Have  Four  Solid   Hits 

Honor   Roll 

Tune 

WHITE  SPORT  COAT MARTY  ROBBINS 

Billboard  Honor  Roll  -  June  17 

  Number  3 

BYE.  BYE  LOVE     ..EVERLY  BROTHERS   Number  7 

FOUR  WALLS 

GONE   

JIM  REEVES   Number  8 

FERLIN   HUSKEY   Number  15 

LOOK  FOR  MORE  POP  HITS  FROM  THIS  ROSTER  OF 
GRAND  OLE  OPRY  STARS 

Roy  Acuff Eddie  Hill 
Ray  Price Chet  Atkins Stonewall  Jackson Jean  Shepard 

Rod  Br.isfield Johnny  &  Jack Hank  Snow 

The  Carlisles 
George  Jones Stringbcan 

June  Carter 
Jordanaires 

Ernest  Tubb 

Carter  Sisters  &   Moth er  Maybell La  Dell  Sisters Justin  Tubb 

Johnny  Cash Lonzo  &  Oscar T    Texas  Tyler 

Wilma  Lee  &   Stoney Cooper 
Benny  Martin 

Porter  Wagoner 

Cowboy  Copas Minnie  Pearl Kitty  Wells 

T    Tommy  Cutrer Bill  Monroe 
Wilburn  Brothers 

Flatt  &  Scruggs 
Jimmy  Newman 

Del  Wood 

Hawkshaw  Hawkins 
Odie  &  Jody Faron  Young 

There  is  a  difference . . .  it's  WSM  radio 
50,000  WATTS.  CLEAR  CHANNEL,  NASHVILLE*  BLAIR  REPRESENTED*  BOB  COOPER,  GENERAL  MANAGER 
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ajaflut  New  England- -J 

more  people 

spend  more  time 
.1 

*  -  watching 

Operated  by  Yankee  Network  Division, m 



SPONSOR'S   IIth  ANNUAL  TV/RADIO  BASICS 
section  1  TELEVISION:  status  report  in  question-and-answer  form.  15 
section  2  FILM:  status  report  on  film  programming  and  commercials.  51 

section  3  TV  BASICS:  tv's  dimensions  and  trends  shown  in  charts.  69 
section  4  FILM  BASICS:  includes  full  list  of  tv  spot  film's  clients.  Ill 
section  5  COLOR  BASICS:  color  equipment  status  of  tv  stations.  133 
section  6  RADIO:  status  report  includes  spot  and  network  radio.  139 
section  7  RADIO  BASICS:  growth,  audience  trends  in  chart  form.  179 

section  8  INDUSTRY  BASICS:  refresher  course  on  radio-tv  ABC's.  225 
.    section  9  TIMEBUYERS  OF  U.S.:  buyers  listed  with  their  accounts.  245 
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Where 

there's  a 
Storz 
station . . 

there's audience 

yfjk 

« 

s 

In  each  of  these   major  markets  more   radios  ar 

tuned  to  the  Storz  Station  than  to  any  other. 

Minneapolis  St.  Paul 

wdca  - 1 

THE   STORZ   STATIONS 

//  ,  Trendex,  SSI  A 

l'n 
Kansas  City  .  .  .  Will",  -1 1/,  fro  Pulse,  Nielsen,  i  H 

New  Orleans  .  .  .  W TIN  #1 
// 

Miami  .  .  .  Wn.WI   #1 

//     p<  r,  /'" WDGY, 

WHB,     ■ WQAM. 

•      TODD   STORZ,   PRESIDEr 

wtix,   • LlL 



THE 

WHEELING 
INDUSTRIAL  EXPANSION 

STORY  BOARD 

The  /'  heeling 

Story 

is  a  story 

ill  Expansion  .' 
Growth '  Progress! 

The  I  pper 
01 

in  \  alley  is  truly 
one     ol     i le fastest 

growing 
markets  in America! 

The  Wheeling  Industrial  Expan- 
sion Storv  has  heen  neus  in 

leading  publications  and  read  by 
millions  of  American  business men. 

As  an  advertiser,  thi~  story  is 

important  to  you  because  indus- 

trial expansion  mean-  new  cm- 

ployment  —  added  people  —  in- i  nnscd  lm\  ing  power—  obsoleting 

any  market  figures  published  as 
recentl)  as  six  months  ago. 

And  the  story  continues  to  un- 
folil.  lor  instance  . .  .  when  com- 

pleted, Weirton  Steel  will  have 

the  world's  fastest  cold  reducing 
Tandem  Mill — creating  new  jobs 
for  its  13,500  employees. 

Olin-Mathicson  Chemical's  1.100 
acre  plant,  originally  planned  for 
annual  60,000  ton  capacity,  has 
already  expanded  to  produce 
180,000  tons  yearly 

The  advertising  medium  cover- 
ing this  expanding  area  best  is 

WTRF-TV — far  and  away  the 
#1  Station  in  every  accepted 
audience  measurement. 
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•(TO   BE  CONTINUED)  g 

a     station     worth     watching" 

wvtrf  tv 
Wheeling  7,  West  Virginia 

As  buying  power  soars— so  can 
your  sales  soar  in  this  expanding 

market — if  you  tell  your  story 
to  the  vast,  interested  audience 
on  Channel  7. 

316,000  watts 

Equipped  for  network  color 

For  availabilities  and  complete  coverage  information 
—call  Bob  Ferguson,  V.  Pres.  and  Gen.  Mgr., 

or  Needham  Smith,  Sales  Mgr.  —Wheeling  Ex- 
change —  CEdar  2-7777— or  any  George  P. 

Hollingbery  Co.  Representative. 

reaching  a  market  that's  reaching new  importance! 
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one (.1     the fastest growing 
mar vci>  in  America! 

And  the  story  continues  to  un- 
fold. For  instance  . . .  when  com- 

pleted, Weirton  Steel  will  have 
the  world  -  fastest  cold  reducing 
Tandem  Mill — creating  new  johs 
for  its  13,500  employees. 
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SPONSOR   PUBLICATIONS  INC  Willi     all     lllr     I. ilk     .lllolll      tin       1 1 1   .  ll  1 . 1 1   1 1 1   -     ill      MllVMilk     t\.     i  I  -     llllr     lul      Bel 

1-  undiminished. 

More  1I1. in   lull   ..1   .ill  i\    spending   it  ill  g  ea  to  the  webs.    <  >ut  "I  .1  total 
penditure  figure  oi  11.225  million  durii      1966   1660  million  ed  on  the  net 

Mi'->-  figures  are  preliminary   est  in  ilea  ol   \l  Centi       R    earch  Depart- 
ment.    I  li.\   in.  In, i.-  time,  program  and  1  omm  jr<  ial  1  osU 

July  1957 

_ 

Network  i\    sponsors  are  getting  a  bigger  dice  <>t   1I1 
Ni»-lr.rii    figures   show. 

1    \  \i\>  [ng  pii    than  ei  er 

Dm 
February    195"     >_'.>'.    •  •!   .ill  viewing  time  was  spent   watching  network  spon- 

sored programs,     ["he  previous  February   the  figure  was  I' 

It  radio  set  production  continue!  at  tin-  parr  marked  in  tin  first  four  months 

of   I').')?,  the  industry   will  hit  the  firsl    15-million-sel   year  since    I'MJi. 
Production   through    Vpril,   RETMA    figares    reveal,    came    i"    5,075,180,  I    t" 

1,525,225  during  the  corresponding   period  in   1956. 

I  In  flood  of  class]  movie  packages'  hasn'l  made  much  of  a  denl  in  the  num- 
bei  "I  syndicated  film  shows  run  weeklj    In  majoi    markets. 

Broadcast  Advertisers  Reports  data  for  the  firsl  quartei  "I  1957,  covering  II  markets, 

-lim\  .1  range  "I  .'U>  shows  >\«'«'kl\  (in  Philadelphia)  up  in  115  (in  New  ̂ ork).  \ 
comparison  >>f  the  figures  in  seven  "I  these  markets  with  similai  data  published  in  sponsor's 
Fall   Facts  Basics  "I    1956  reveals  an   increase  in  the  number  of  shows  in  foui  1  de- 

crease in  t\\n  cases  and  no  chance  in  one. 

I  .  S«  homes  using  auto  radio-  durhig  hijili  auto  traffic  periods  last  summer 
numbered  about   1.5  in  2  million  homes,  according  to  Nielsen. 

\-  might  If  expected  men   listeners  predominated   during   tin-  earl)    morning   and   late 
afternoon  |ierii>il-  during  tin-  week,  while  during  Sunda)   evening   men  and  women  listi 
were  about  equal. 

\\  hat's  tin-  level  of  nighttime  listening  in  radio-onlj   horn* 
If-  ,1  -ale  1  •<■!  thai  nol  one  timebuyer  in  a  hundred  would  I"-  able  t"  tell  \"ii  offhand. 

I'lic  answer:  2 1 ' , .  more  than  three  linn-  the  level  in  radio-h  homes.  I  hi-  -  1  Nielsen 
in-home  figure  for  the  January-Februarj    pepod  ilii-  y< 

ire  there  more  long  sponsored   Bhows    in    nighttime    network    Iv?     Definite!) 

There  were  <>l  hours  per  month  "f  60-minute  shows  during   tin-  ~ ; ■  r i  1 1  ̂   ■•!    1955,    71  hours 
in  l')")!'  ami  9 1  hours  in   1 957. 

\~  for  90-minute  programs,  the  hours  oer  month  came  t"  four,  12  an. I  18  -»-|\. 
In  ilif  meantime,  hours  devoted   i"  30-minute  shows   wenl    up   slightl)    from    1955  t"    1956 
ami  then  declined  20  hours  per  month   in    |957. 

Though  in-home  radio  listening  doesn'l   chan  je   much   through   thi 
in  radio-only  homes),  it  i>  interesting  t"  note  thai  tin-  May-June  period  last  yeai  represented 
a   peak    in    listening   in    radio-t\    homes    and   a  low    point    in    radio-onh    homes,     I 

figures  an-  fnun  Nielsen's  national    Vudimetei  sam 
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Nighttime  network  tv  advertisers  are  increasingly  interested  in  getting  into 
the  smaller  video  markets. 

This  is  made  clear  bj  a  perusal  of  station  lineups  during  this  past  season  compared 

to  the  previous  season.    They're  definitel)    bigger. 

The  reason  can't  be  newly-opened  t\   markets  since  there  have  been  few  of  these  recently. 
As  an  example  of  the  station  lineup  picture,  take  the  top  25  ARB  shows  as  of  Decem- 
ber 1955  which  were  still  on  the  air  the  following  December.  Of  the  22  still  on  the  air,  18 

increased  their  lineups;  three  remained  with  the  same  tally:  one  was  reduced.  Fifteen  of 
the  shows  added    10  stations  or  more. 

Biggest  increase  was  in  Godfrey's  Talent  Scouts,  which  leaped  from  100  to  170.  Rea- 

son was  Toni's  success  in  talking  alternate  sponsor  Lipton  into  putting  ad  pressure  in  the 
South. 

Itiggesi  surprise  was  the  slicing  ol  Disneyland's  lineup  from   175  t"   I'm';. 

The  growing  importance  of  auto  listening  is  underlined  by  the  increasing 

share  of  the  radio  set  market  being  grabbed  by  auto  radios  in  recent  years.  This 
is  shown  in  RF.TMA  data  on  retail  sales  of  h  jme  sets  and  manufacturers  sales  of  radios  to 

auto  makers   (which   is  the  closest  figure  to  retail   auto   radio   sales   available). 
Before  1951.  auto  radio  sales  amounted  to  less  than  half  of  home  radio  sales.  This 

increased  until  1955,  when  auto  radio  sal^s  were  99%  of  home  set  sales.  In  1956. 

the  ratio  dropped  to  60$    and  during  the  first  four  months  of  this  year  the  figure  was  85%. 

Out-of-home   radio   listening   during  the  winter  has  gone  up  about  35%   dur- 
ing the  past   five  years. 

Pulse  figures  covering  28  top  markets  show  the  median  percent  of  homes  listening  out 

of  home  during  the  winter  of  1957  was  4.2  compared  with  3.1   in   1951. 

This  data  includes  all  kinds  of  out-of-hom2  listening,  from  listening  at  work  to  listening 
while  visiting  other  homes. 

It's  no  secret  that  I.D.'s,  because  of  their  length,  are  among  the  most  eco- 
nomical buys  on  tv    (if  they  fit  your  ad  requirements). 

But   it  took  TvB  to  document  this  in  a   large-scale  study. 

Here  are  some  cost-per-l,000-homes- reached  figures  for  13-week  buys:  81^  per  for  two 

a  week  at  4:30  p.m.  in  the  top  50  markets;  $1.06  per  for  five  a  week  at  8:30  p.m.  in  the 

same  number  of  markets;  $1.05  for  two  a  week  at  10:30  p.m.  in  the  top  100  markets. 

A  note  to  the  raised-eyebrow  set:  These  figures  are  for  the  highest-rate  station  in  each 

market.    They're  strictly   rate  card — no   announcement  packages   included. 

Interesting  question:  Why  do  a  greater  percent  of  Eastern  time  zone  view- 

ers watch  late-evening  tv  than  those  in  other  time  zones? 

Is  it  because  they  stay  up  later?  Is  it  because  they  like  a  tv  nightcap?  Or.  is  it  a 

reflection   of  tv   program   schedules,   particularh    the  networks"? 
Here  are  some  figures.    You  supply  the  answer. 

ARB  homes-using-tv  figures  during  December  1956  show  that  between  11:00  and  11:15 

p.m.  Eastern  time  zone  viewing  is  at  a  40%   level;    Central   zone.    14%;    Pacific.    20'  i  . 
Hint:  During  the  15  minutes  following  7:00  p.m.,  Eastern  viewing  is  lower  than  in 

the  other   two   time  zones. 

Network   tv   costs   haven't    discouraged  sponsors  in  the  least. 
I  he    number   of   nighttime   sponsored   hour-  per  month  has  been  rising  steadily. 

Two  seasons  ago  monthlv  hours  totaled  261.  during  the  season  before  last  it  was  276 

and  this  past  season  the  figure  was  286.  Source  of  this  is  Nielsen:  figures  cover  spring 
data   in  each   season. 

TV    AND    KADIO    BASICS 
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NEWSMAKING  BASICS  continued 

Nighttime  spot  radio  rates  have  been  more  than  halved  since  1950  while  day- 

time rates  have  declined  only  6%.  This  is  the  picture  turned  up  b\  The  Katz  Agency's 
annual  stud)    of  rate  trends  on  its  represented  stations. 

The  study,  covering  1  January  of  each  year,  also  shows  a  2%  rise  in  da\time  rates 

from  1956  to  1957  and  a  5%  drop  in  nighttime  rates  during  the  same  period.  Daytime 

figures  do  not  cover  high  traffic  hours. 

The  mortality  rate  of  nighttime  network  tv  shows  is  underlined  by  these  fig- 

ures about  58  new  programs  introdueed  during  the    1952-53    season. 

Only  eight  or  14'  '<  were  still  on  the  air  during  the  past  season.  Nielsen  took  the  trou- 
ble to  collect  this  information. 

A  question  of  interest  to  sponsors  of  features  is  how  much  viewing  goes  up 

in  late  night  weekend  slots  compared  with  weekday  periods.  ABB  viewing  figures 

based  on  local  time  in  three  time  zones  (Eastern,  Central  and  Pacific)  disclose  that  a  50% 

rise  on  Friday  and  Saturday  nights  is  common  while  hikes  of  100  and  200%  are 
not  unusual. 

The  viewing  figures  are  for  December,  1956,  cover  two  15-minute  periods:  11:15  to 
11:30  p.m.  and  12:15  to  12:30  a.m. 

The  effect  of  summer  driving  on  raising  total  hot  weather  radio  listening  is 

illustrated  by  these  Nielsen  figures  comparing  audiences  during  July  1956  and 

January    1957.    The  data  below  shows  millions   of  homes   during   the   average   minute: 

M0RN1NC  AFTERNOON  NIGHT 
(Mon.-Fri.)  (Mon.-Fri.  I  (7  day?) 

July  Jan.  July  Jan.  July  Jan. 
Auto-Plus  1.4  1.2  1.8  1.5  1.5  1.0 

in-Home  5.2  6.6  6.1  6.2  4.0  4.1 

Total  6.6  7.8  7.9  7.7  5.5  5.1 

It  looks  like  network  tv's  adolescence  is  over — that  is,  if  you  define  adolescence  as 
a  period   of  fast   growth. 

Take  a  look  at  PIB  gross  time  billings  for  the  first  four  months  of  the  year:  The\  re 

running  less  than  8%    ahead  of  the  corresponding   period   in   1956. 

Gross  time  billings  for  all  of  1956  were  20' r    over  the  preceding  \ear. 
True.  PIB  figures  are  no  accurate  measure  of  advertiser  spending  or  network  income. 

But  they  are  useful  indicators  in  making  such  comparisons  as  those  above. 

The  widespread  assumption  that  alternating  sponsorships  have  been  steadily 

increasing  is  not  borne  out  by  the  facts.  While  there  was  a  big  jump  in  alternate  spon- 

sorships from  the  1954-55  season  to  the  1955-56  season,  there  was  a  decline  t  though  not 

large  I    during   the   1956-57   season. 

You'll  have  to  take  Nielsen's  word  for  it:  The  figures,  in  terms  of  sponsored  hours 
per  month  in  nighttime  network  tv  are  64,  91  and  85  for  the  three  successive  seasons 

with  calculations  being  made  in  the  spring  of  each   season. 

Total  U.S.  homes  have  finally  hit  the   50    million    mark,   according   to   Nielsen 

estima  es,  with  48.2   million   radio  homes  as  of  1   July. 

In   1949  U.S.  homes  totaled   42.6  million   with  40.2  million   radio  homes    (and   only   a 

scattering  of  tv  homes). 

It's  hard  to  get  advertisers  excited  about  weekend   daytime   network  tv. 
BIB  billings  through  April  for  this  vear  came  to  $7.9  million.    During  the  same  period 

a  year  ago.  the  figure  was  $8.2  million. 

TV    AND    RADIO    BASICS 
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A  few  months  ago  a  milestone  was  passed  when  McCann-Erickson 

TV-Radio  billing  hit  a  rate  of  a  hundred  million  dollars  annually.  A 

glance  at  the  accompanying  charts  shows  that  this  covers  every  radio 

and  TV  network,  hundreds  of  local  stations — every  kind  of  programing  — 

every  type  of  commercial. 

Like  all  agencies,  and  most  people,  we  like  to  set  ourselves  goals.  Probably 

it  was  one  of  our  goals  to  be  the  first  to  reach  the  hundred  million  mark  in 

this  field  —  but  right  now  there's  only  time  to  thank  the  many  people 
responsible  for  having  done  it.  The  networks  and  stations  who  have  done 

so  much  to  bring  these  media  to  their  present  high  point  of  effectiveness 

.  .  .  the  producing  outlets  and  the  talent  agencies  who  have  contributed 

so  much  to  the  quality  of  our  product. 

McCann-Erickson,  Inc. 
New  York,  Boston,  At  Ian  to,  Cleveland,  Detroit, 

Chicago,  Louisville,  Houston,  Dallas,  San  Francisco,  Los 
Angeles,  Portland   and  offices  throughout  the  world. 

HUNDRED 

Network  and  Regional  TV  Programs 
NIGHTTIME 

Special  Programs 
Half  Hour 

Cinderella Adventures  of  Jim  Bowie 
Festival  of  Magic 

Crunch  and  Des 
Five  Stars  for  Springtime 

Death  Valley  Days 

The  Great  Sebastians Dragnet Mayerling 
Esso  Golden  Playhouse Mr.  Broadway 
Lone  Ranger 

Romeo  and  Juliet National  Biscuit  Theatre 

Ruggles  of  Red  Gap 
Panic 

Shower  of  Stars Texas  in  Review 

One  Hour 

Whirlybirds 

Climax Quarter  Hour 
Disneyland Esso  Reporter 

Jackie  Gleason  Show Powerland  U.S.A. 

Robert  Montgomery  Presents Sohio  Reporter 
Studio  One 

Warner  Brothers  Presents 

Wednesday  Nisht  Fiehts 

l\     AND    RADIO    BASICS 



DAYTIME 

Clients  using  other  than  Network  Programs: 
TELEVISION 

Special  Programs American  Salety  Razor  Corp. 
Game  o(  the  Week American  Trust  Co. 

Half  Hour 
Bell  Brand  Foods.  Ltd. 

Lone  Ranger 
Bulova  Watch  Co. 

Sky  King 
California  Packing  Corp. 

California  Spray  Chemical  Corp. 
Quarter  Hour California  Wine  Association 
Bob  Crosby 

Chesebrough-Pond's  Inc. Garry  Moore Chrysler  Division 
Home Cleveland  Electric  Illuminating  Co 
House  Party Coca-Cola  Bottling  Companies 
It  Could  Be  You (Various  Cities) 

Mickey  Mouse  Club Columbia  Records   Inc 

Ohio  Story Columbus  &  Southern  Ohio 

Our  Miss  Brooks 
Electric  Co. 

Price  is  Right 

Queen  for  A  Day 
Tennessee  Ernie  Ford 

Cowles  Magazines   Inc. 
Esso  Standard  Oil  Company 

Gray  Drug  Stores.  Inc 

Today 

Valiant  Lady 

JULY    1957 

Liggett  &  Myers 
Lincoln  Bank  &  Trust  Co. 

Lucky  Lager  Brewing  Company 

Mead-Johnson  &  Co. 

The  Mennen  Company 

Milk  Foundation    Inc 

National  Biscuit  Company 

(Various  Products) 
National  Lead  Co. 

The  Nestle  Company   Inc u>  Products) 

Ohio  Bell  Telephone  Company 

Pacific  Power  A  Light  Company 

Rival  Packm; 

S.  0.  S.  Company 

Southern  California  and  Southern 

Counties  Gas  Companies 

Standard  Oil  Company  (Ohio) 

Stegmaier  Brewing  Co. 
Swift  &  Company 

RADIO 

Allied  Chemical  &  Dye  Corp. 

Barrett  Division 

American  Salety  Razor  Corp 
American  Trust  Co. 

Bulova  Watch  Co. 
na  Packing  Corp 

(Del  Monte) 
California  Spray  Chemical  Corp 

1  Wine  Association 

Central  Vermont  Railway 

Chesebrough-Pond s  Inc 

Chrysler  Division 
Cleveland  Electric  Illuminating  Co. 

Coca-Cola  Bottling  Companies 
(Various  Cities) 

Columbia  Records   Inc 'igazines   inc 

dard  Oil  Co. 

Gray  Drug  Stores.  Inc 

The  Halle  8ros.  Co. 

Hampden  Brewing  Co. 
Humble  Oil  Co. 

Liggett  I 

Luc«v  Lager  Brewing  ro<->-    - 

Lyon  Tailoring  Inc 
aJanufactuin-.  Iru-.t  Company 

Mead  Johnson  K  Co 

The  Mennen  Company 

The  Milk  foundation 

The  Milnot  Co. 

National  Biscuit  Company 

(Various  Products) 
National  Citv  I  and 

fh»  Nestle  Company    Inc 

(Vanovs  Prod 

Norwegian  Cannei-  Assoc 
Ohio  Bell  Telephone  Com: 
Pacific  Power  A  Light  Company 

Rival  Packing  Co 

Seech  &  Kade   Inc 
S   0  S  Company 

Southern  California  and  5 

Counties  Ga 
Standard  Oil  Company  (Ohio) 

Stegmaier  Brewing  Co Swift  t  Company 

Tidy  House  Products  Co. 



WAY  OUT  FRONT  IN 

SOUTH  TEXAS 

In  the  fast-moving  South  Texas  market,  KONO  Radio  is  way 

out  front  with  49%  penetration  (NCS  No.  2)  and  increasing 

the  lead  with  every  step  as  more  and  more  new  program 

innovations  are  introduced.  So  if  you're  in  the  race  for  sales 
in  the  big  51 -county  South  Texas  market,  put  your  money 

on    KONO  .  .  .  through    your    H-R    or    Clarke    Brown    man. 

49%   PENETRATION   IN 

SAN   ANTONIO'S   HOME  COUNTY 

860   kc        5000   watts 

SAN   ANTONIO Radio 

« 
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A  close  look  at  the  enlarged  television 

coverage  map  of  WNEM-TV  and  stations 

in  adjacent  markets  reveals  the  TRUTH 

of  the  following: 

POSITIVELY  .  .  .  WNEM-TV  CHANNEL  5 

IS  THE  ONE  AND  ONLY  TELEVISION 

STATION  COVERING  FLINT  WITH  A 

GRADE    A    SIGNAL 

The  coverage  map  speaks  for  itself,  but 

we  welcome  any  further  inquiry  you  might 

have  regarding  television  service  in  this 

rich  market.  We'll  be  glad  to  supply  you 

with,  not  claims,  but  POSITIVE  PROOF.* 

WNEM-TV  also  is  the  only  TV  station  de- 

livering a  Grade  A  signal  to  the  combined 

market  made  up  of  Flint,  Saginaw,  Bay 

City  and  Midland  .  .  .  the  heart  of  Mich- 

igan's 2nd  Market,  the  nation's  19th  In- 
dustrial Market. 

'Additional  evidence  on  file  in  applica- 
tions at  the  FCC  in  Washington. 

take   a   closer   look 

FLINT  TV at 

[       J 

See  Your  Petryman 

FLINT    OFFICES:    507    DETROIT    STREET 

juli    L957 



CBC-TV  network   coverage 

^O/C&Ci/^  every  day 

CBC-TV  networks  —  English   and   French 

Serve  2  out  of  every  3 

homes  in  Canada... 

with  more  selling  impact,  more  coverage  than  ever.  Call,  'phone  or 

write  today  for  more  information  about  Canada's  greatest  advertising 
medium  . . .  the  CBC-TV  networks — still  growing. 

CBC    TELEVISION 
commercial      division 

Halifax 
Montreal 

Ottawa 
Toronto 

Winnipeg 

Vancouver 
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HOW  TO  USE  TV  AND  RADIO  BASICS 

Sections  on  Television,  Film.  Ixmliit  give 

you  a  status  report  in  question-and*an$u>er 

form.    Tv.  Film.  Color  ami  Radio  Basics 

sections  provide  fact  charts,    (»///</<'  /<»  oil 

nine  sections  iti  this  issm'  appears  here 

SECTION    3 

TV   BASICS 
hart-  which  Bhovi  how  hi:: 

>':•  audience  i-.  where  it  i-. 
that  the  trends  -in     page  69 

SECTION    4 

FILM    BASICS 

How  big  i-  the  film  business  ' 
Who  an    its  <  lients  .'    \n- 

barted  here,     page  1 1 1 

TTELEYISION 

SECTION     1 

TELEVISION 
Stal u-  p  port,  -i"'i  and  net  i» 

in  question  and-answei  form. 
Includes  f.ill  shows,   page  1 5 

SECTION    5 

COLOR    BASICS 
Shows   color   status  ol   I 
t\     stations:     network,     local 

film,   slide,    li^'       pogc    1 33 

SECTION     2 

FILM 

anil    co  film, 

lis)  of  a>ailahl<    film    page  51 

6  RADIO 

.    .14* 

.-..US 

SECTION    6 

RADIO 

Status  D  ~f>"\.  net  Ta- 
llin.   In.  I  'ime- 

boyi  rs  on     -     pogc   1  39 

7RADI0  BASICS 

SECTION     7 

RADIO   BASICS 
V\ant  figure-  on  out-of-home 
audience?  Listening  today? 
Vnswers  are  here,    page  179 

SECTION    8 

INDUSTRY    BASICS 
Tv  ami  radio  refresher  i  • 

for  beginner  anil  veteran  on 
t lie  fundamental-,    page  225 

SECTION    9 

TIMEBUYERS    LIST 
I  isted    here,    timt  buyers    "f 

]-  -    around    tin-    nal  i^n 
with  their  accounts,  page  245 

REPRINTS 

[inn: 
iilahle  a' 

I 

available 

I  he    I 

the  I      S  b  will  he  avail- 

able in  n  print  form  latr- 

summer,     writ- 

r        J9lh 

St,    Hen     i   rs    17,    S.    Y. 
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Annual  Report 
As  tele\  ision's  mo 

events  clearly  summar   ■  CBS  Teli 

■  ribul  ion  to  I  his  young  and  g 

e  final  Nielsen  reporl  of  the  October-M  ind 

I  IBS  Te\e\  ision  broadcasting  all  ipular 
rams.  The  final  honors  of  E. 

Sherwood  Award-  for  network  program  ith 

freedom  and  justice"-  were  both  given  to  i  »n. 

This  achievement  climaxed  a  season  which  saw  ii 

network  competition  for  a  nationwide  television  audi' 

that  reached  a  new  peak  of  over  li>  million  families. 

It  was  a  season  which  found  the  average  family  spending 

even  more  time  watching  television  than  tl 

And  because  most  of  this  time  was  -pent  looking  al  CBS 

Television,  the  network  consistently  maintained  a  position 

of  leadership  throughout  the  year: 

It  gathi  red  tlu  largest  audi  a  singlt  •  nt<  rtaii 

jinx/ram  in  tin   history  of  t>  h  vision. 

It  won  a  total  oj  122  programming  awards  I 

and  public  s<  rvici  programs. 

It  had  a  monthly  average  of  8  of  the  10   ••■■     a    i 
programs  and  ?  of  thi  10  most  po] 

It  (U  livered  25  per  cent 

and  SO  p<  r  a  nt  largt 

closest  compi  titor. 

It  earned  a  20  /» r  > ,  ntla 

than  the  s<  cond  *rk. 

Television  brought  more  Americans  the  entertainment 

they  enjoyed  most  and  the  information 

understanding  of  the  issues  of  our  time.  And  it  offered 

American  business  its  most  effective  advertising  medium. 

CBS  TELEVISION 



WHEN  KANSAS  CITY  GOES  SHOPPING  .  .  . 

It's  a  WHB  world FOOD   .  .  . 
More  national  food  product  advertising  is  placed  on  WHB  than  on  all  other  local  radio  stations 
combined.   And  locally,  virtually  all  major  food  chains  advertise  consistently  on  WHB. 

DRUGS  .  .  . 
National  drug  advertisers  and  local  drug  stores  spend  more  money  on  WHB  than 
on  all  other  local  radio  stations  combined. 

AUTOMOTIVE  .  .  . 
WHB  carries  schedules  for  every  major  national  automobile  advertiser.   Local  car  dealers 
buv  more  time  on  WHB  than  on  all  other  local  radio  stations  combined. 

Every  cigarette  brand  buying  spot  radio  in  Kansas  City  in  1956  bought  W 

NEW  HOMES  .  .  . 
Kansas  City  home  builders  put  more  new-home  advertising  on  WHB  than 
any  other  Kansas  City  radio  station. 

HB. 

and  IT'S  A  WHB  AUDIENCE  .  .  . 

Whether  it  be  Metro  Pulse,  Nielsen,  Trendex  or  Hooper — 
whether  it  be  Area  Nielsen  or  Pulse  —  WHB  is  the  dominant  first  among  every  important 
audience-type.    That  statement  embraces  the  housewife,  her  husband,  their  teenagers  — 

as  well  as  the  farm  family.   Every  survey  agrees.    Whether  it's  audience 
or  advertising  it's  a  WHB  world!  Talk  to  Blair  or  WHB  GM  George  W.  Armstrong . 

WHB    10,000  watts  on  710  kc.  Kansas  City,  Missouri 

WD6Y  Minneapolis  St.  Paul 
WHB  Kansas  City 

AY'S     RAC  FOR    TODAY'S     SELLING 
WTIX  New  Orleans 
REPRESENTED    BY   ADAM    YOUNG    INC. 

WQAM  Miami REPRESENTED   BY   JOHN    BLAIR   &   CO. 

TODD    STORZ,    PRESIDENT 
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SECT ION  VI 

p" 

■ mm 

1 T i E 1 E T I 

Question-and-answer  briefing  section  for  guidance 

today  and  throughout  the  year  to  come.  Covering: 

SPOT   TV  starts  page  ! 

NETWORK  TV  starts  page  3  6 

tf.  •  ■ 



Spot  tv  trends  this  fall  include  stepped-up  pace  for  daytime 

3.  What  is  happening  to  spot  television  frequency? 

NIGHTTIME  DAYTIME 

Big  increase         8.8%        Big  increase      19.1% 

Small  increase      36.8%        Small  increase  ...     50.0% 

About  the  same     54.4%        About  the  same     30.9% 

1.    How  tight  are  nighttime  availabilities  this  fall  compared  with  last? 
CLASS  A  &  AA  TIME  FEATURE   FILM   TIME 

Easier  to  clear       34.7%  Easier  to  clear       40.3% 

Harder  to  clear          ....    19.4%  Harder  to  clear          32.3% 

About  the  same   '1     45.9%  About  the  same     27.4% 

2.  What  is  the  outlook  for  ac- 

tivity in  daytime  spot  tv? 

Big  increase      24.3% 

Small  increase      54.1  % 

About  the  same     21 .6% 

'hat  is  happening  to  the  length  of  spot  television  schedules? 
NIGHTTIME  DAYTIME 

Longer  now     21.4%  Longer  now     20,9% 

About  the  same       78.6%  About  the  same   .._.__   79.1  % 

5.   Will  you  buy  more  spot  tv  program  time  this  fall  than  last? 
FILM   SHOWS  LOCAL   SHOWS 

More  this  year  ...              38.8%  More  this  year     31.2% 

Less  this  year           ._  18.8%  Less  this  year    20.3% 

About  the  same       42.4%  About  the  same    48.5% 

6.  Taken  together,  for  accounts  on  which  you  buy,  will  spot  tv  spending  be  up  o:  down? 

UP   83.3% 

Timebuyers  were  asked  to  project  this  fall's  spot  tv  trends  via  the 
questions  above.  A  mail  questionnaire  went  to  300  buyers  at  agencies 

around  the  nation,  including  New  York,  Chicago.  Los  Angeles.  De- 
troit,  Cleveland,  among  other  important  buying  centers.  A  total  of 
70  buyers  responded.     All  questions  shown  above  with  their  tabulated 

DOWN 
.6.7% 

results  required  a  check-off  answer.  An  additional  question,  not 

shown  above,  called  for  a  written  answer  outlining  suggestion-  for 

sponsors  planning  spot  tv  camp  this  fall.     Many  of  responses  to 

this  question  appear  in  the  te\l  -.urting  at  right.  (For  a  similar 

survey    on    spot    radio    trends,    -re    Spot    Radio    Briefing    Section.) 



SPOT  TELEVISION'S  YEAR  OF  MATURITY 
More  clients  are  using  medium  in  new,  enlightened  ways,  tpreading 

spot  tr  dollars  into  fringe  time  and  nunc  daytime.  One  trend  is 

toward  "radio  buying"  strategy  in  spot  tv,  with  in-and-out  tactics 

in  prime  evening  time,  saturation  flurries  annum  top  (Units.  Buyers 

predict  spot  tr  business  trill  soar  this  fall  after  a  slow  spring  Start 

Outlook 

. 

Q.  How's  business  this  year? 
A.  The  indications  are  thai  spot  i\ 

will  be  considerably  ahead  tlii-  fall 
over  last.  This  will  not  necessarily 

mean,  however,  that  the  entire  yeai 

1957  will  be  way  ahead  of  L956.  Rea- 

son: second  quarter's  sales  were  slow 
though  there  was  a  late  spring  business 

pickup.  Ml  in  all  it  looks  1  i W « -  a  j  eai 
of  mature  growth. 

At  this  point  fall  buying  is  expected 
to  more  than  offset  the  slackening  ol 

activity  in  spring.  Timebu)  era  SPONSOR 
polled  in  a  mail  survey  throughout  the 

country  are  almost  unanimous  in  fore- 

casting heavier  spending  l>\  their  cli- 
ents in  fall  1957  compared  with  Fall 

1().">(>.  Taking  their  accounts  in  the  ag- 
gregate, 83.392  of  the  timebuyers  sur- 

veyed predict  an  increase  in  fall  spend- 
ing.   The  median:  a  IV,    i  i-c 

Mam  spectacular  increases  were  re- 
ported. For  instance,  the  head  buyer 

of  a  major  Chicago  agency  predicts  a 
500^!  increase  in  expenditures  for  his 

client-,  particularly  due  to  daytime. 

Another  top  Chicago  buyer  foresees 

a  UK)',  increase  in  spending  because 
of  new  film  show  and  local  show  buy- 

ing for  his  account-.  \  Los  Vngeles 
broadcast  supervisor  predicts  a  20 
increase  because  of  iilm  buy  ing.  \ 

Kansas  City,  Mo.,  media  executive  an- 

ticipates a  150' <  increase  in  spot  t\ 
dollars.   The  buyer  from  a  New    i  "ik 

JULY  1957 

Bnam  la]  agent  j  sees  sy  ndicated  film 

buy  ing  as  the  basis  foi  a  75'  i  in<  rease 
in  -pot  i\  expenditures. 

Q.  Does  the  stepped-up  activity 

mean  tighter  prime  time  clear- 
ances in  the  opinion  of  buyers? 

A.  Not  necessarily,  because  some  oi 
the  increased  business  is  going  into 

daytime  and  fringe  time  rather  than 

sticking  to  Class  "  \  periods,  accord- 
ing to  timebuyers  surveyed  by  sponsor 

see  i  liai  t  at  left  i . 

In  fat  t.  '•  1.7'  I  of  the  respondents  to 
the  SPONSOR  survey  expect  to  find 
prime  time  easier  to  clear  this  fall  than 

in  seasons  past,  and  15.99S  see  the 

situation  unchanged;  less  than  -"'' 
r\  peel  to  find  time  more  diffi<  till  to 
clear. 

"  I  he  only  real  problem  in  prime 

nighttime  i-  an  increase  in  conflicts," 
ferry  Sprague,  Cunningham  \  Walsh, 

told  sponsor.  "  I  lii-  i-  the  natural  by  - 

product  of  i ii<  reased  shared  and  alter- 
nate-week   sponsorships    and     ii 

0  ake    it     more    difficult     t"    cl<    I 

time  for  certain  product-.  You  may 
have    to    do    a    little    more    juggling, 

rather  than  buy  U  bed- 
ule,  to  a\  •  > i •  I  these  produ*  t  1  onfl 

Q.      What  effect  is  the  late  shap- 
ing   of    network    tv    plans    having 

upon  fall  spot  buying? 
A.      It  has  generally  delayed  requests 
for   availabilities  and   the   making 

definite  plan-.     Vlso,   more  than   ■ 
before,  buyers  are  trying  to  evaluate 

the   strengths    and    weakm  the 

network  lineup-  in  order  to  pick 
c  noose   the   best    possible 

The    scouting    ••tit    oi    availabilities 
v  a-    beginning    slowly     during    early 

luly,    but    the    hulk    of    buying    isn't 
anticipated  until    August;   that   1-. 

full   month    later    than    I  1-' 
\\  hile  ai  tual  plai  ing  of  ord< 

be  delayed,  media  strategists    ire,  on 
the  other  band,  working  furthei    ihead 

than   during    pre\  ious   summi    -       I 
ncy  media  exe<  u t i\  es  are  well  into 

1958  in  attempt-  to  find  the  right 
formula   for  spot  t\   1  lients. 

"\\  e're  planning  for  1958  1  iulit 

now."  says  I  •  SB's  Vrthui  PardolL 
"\\  e  \  >■   found   that    advertisii 

Complex     and     media 
so   many    controversies,   that    we  plan 
ahead  to  solve  probli 

^  \ll  -    R  1      [ones,   currently    k' 
in    -c  outing    out    and    e 

availabilities   f"i    fall,   is      -         "king 

id  toward  \\  inter,  tryii  ond- 
I  '.M^rk  -how   -  fail- 

ures  to  find  out  w  hat  ->  heduli  - 

in   September  will   retain  their   ral 
value  through  next  sprii 

Q.      Will  last  year's  rush  into  fea- ture film  continue  into  fall? 
A.      Enthusiasm   for  features 

peak      -         ile    budgi 
<  lients    handled    by     tin 

answered  sponsor's  questioi 
due      often      to      new       -pot      t\      n 

■  n    coming    -mt    «cf    other    m< 
turn  to 
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objective: 
Introduction  of  a  new  product  in  a  highly  competitive  field 

complicating  factor: 
An  uncertain  timetable  of  production-distribution  facilities 

solution: 
The  American  Tobacco  Company's  HIT  PARADE  cigarettes 

and  its  agency,  BBD&O,  are 

To  introduce  its  new  hit  parade  cigareil  gi 

a  market-by-market  saturation  basis,  Am  jcarf 

Tobacco  required  tlie  ultimate  in  advening 

flexibility.  Anticipated  shifts,  both  in  prodijtio» 

and  in  distribution  patterns,  called  for  thc.icd 

of  flexibility  that  would  allow  changes  in  (%. 

tising  schedules  at  a  moment's  notice. 

Spot  Radio  and  Spot  TV  received  the  lgfc 

media  appropriation  of  the  13-week  introditn 

budget,  hit  parade  entered  each  marketed 

a  minimum  of  50  weekly  radio  spots,  10  week  T 

spots.  Nationally,  the  campaign  built  to  al 

of  13,000  radio  spots  and  700  TV  spots  perl 

18 TV    AM)    RADIO    BASICS 



iii  the  fust  few  weeks  ol  the  campaign,  .1  special  stud)   in 

Vork  showed  1I1. 11  .1  phenomenal  77',   ol  peoph   canvassed 
nil\  knew  ilicic  was  .1  new  cigarette  on  the  market         th<  • 

iIk  <  igarette's  name  u.is  mi   p  \k  mm 

rtising  Managei    Vlan  (     Garrati  explains  wh)  mi  paradi 

ins  to  use  Spoi    broadcasting:    "Introducing   mi    paradi 
to  a  mass  audience  in  a  highly  competitive  field  is  a 

advertising  problem.   Thanks  especially  to  BBDi  <>  and 

Jindio  and  Television,  we  have  cracked  the  country,  market 
in    XIIC  Spot  Sales  represented  stations  played  a  l>i^  pint 

■  promotion  of  our  new  brand." 

11  your  NBC  Spoi  Salesman.  He  can  show  you,  too,  hov  to 

your  sales  .  .  .  market  l>\  1n.11  ket. 

repratenti  thete  laedeiinip  ttalioni  ■ 

Hartford  Ht*  Britain     . 

Net.  Yoik     WRCA.  WRCA  IV 

-<tad»  Albany  Troy     WRGB 

Philadelphia     WRCV   V,. 

Wuhinflon     WRt    • 
Mum,     WCKT 

INBCI  SPOT  SALES    •   • Cleveland 
louuville     WAVE    M 

Chicago     WMAQ.  WN8Q 

St   Loun    KSO.  KSO  TV 

Denver     KOA.  KOA  IV 

Seattle  Tacoma    KOMO.  KOMO  TV 

lotAngtlei    KRCA 

San  Frencuto    KNBC 

Honolulu     C.CU.  KONA 

(nbcJ 

JULY    19t. 
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SPOT   TV continued 

that's  being  diverted  into  feature  film 
participations. 

rhroughoul     spring     an    increasing 
number  of  stations  acquired  features. 

Q.  Does  this  mean  that  good  fea- 
ture time  will  be  hard  to  clear? 

A.  The  amount  <>f  feature  product 
available  makes  this  unlikel)  .  So  many 

stations  hopped  on  the  feature  band 

wagon  (sometimes  even  station  in 
lour-  and  five-station  markets),  the 

■  ■Liner  of  lni\in<i  good  schedules  in 
choice    feature    programing    is    good. 

Furthermore,  Colgate's  experience  on 
K  I  I.  \.  Los  \ngeles,  is  just  one  of  the 

proofs  that  major  advertisers  going 

into  this  fringe,  station-option  time 
have  gotten  top  ratings  and  have  seen 
an  increase  in  sets-in-use.  Since  this 

10:30  p.m.  to  midnight  period  had 
not  lieen  generally  sold  out  in  years 

previous,  there's  often  room  for  more business. 

\\  hile  interest  in  features  is  at  a 

peak,  40.3%  of  the  respondents  to 

SPONSOR'S  timebuyer  survey  expect  to 
find  features  easier  to  clear  this  fall 

than  last,  simply  because  there  are 

more  features  being  programed  by 
more  stations.   Some  32.3%  of  buyers 

felt  features  would  be  harder  to  clear; 

27. 1'  h  say  "about  the  same." 

Daytime 

Q.      Will    this    be    the    year   for   a 
boost  in  daytime  business? 

A.      Yes,  saj  78.4$  of  the  timebuyers 
sponsor  surveyed,  and  one  third  of 

these  expect  to  see  a  major  increase  in 

daytime  business. 
"There's  a  different  attitude  toward 

daytime  these  days,"  sa\s  the  broad- 
cast supervisor  of  one  of  the  top  five 

air  media  agencies.  "It's  proved  to 
be  effective  in  the  past  year.  Clients 

no  longer  worn  about  the  old  buga- 

boo of  'divided  attention"  because 
they've  had  sales  results  justifying 
their  initial  tentative  investments." 

The  disparity  between  nighttime  and 

daytime  pricing  is  another  factor 

favoring  daytime  which  can't  be  ig- 
nored. And  this  spring  particularly 

many  stations  changed  some  daytime 

periods  to  a  "D"  rather  than  "C"  rate, 
making  the  price  differential  even 

greater. Furthermore,   new   network   pricing 

policy  has  followed  suit.  When  ABC 
TV  announced  its  plans  to  program 

daytime  several  months  ago.  the  net- 

work announced  a  blanket  "D"  rate 
(one-third  of  nighttime)  for  its  day- 

time programing.  CBS  TV  and  NBC 

I A  have  gone  to  a  "D"  rate  for  their 
pre-10:00  a.m.  strips. 

"This  new  price  structure  particu- 
larly on  the  part  of  individual  stations 

makes  daytime  a  far  more  attractive 

buy,"  a  JWT  bu\er  told  SPONSOR.  "But 
no  amount  of  low  pricing  would  be 

pulling  clients  in  extensively  if  it 
weren  t  for  the  accompanying  strength- 

ened network  programing  available 

this  fall." 

Certainly  the  stepped-up  pace  of 
competition  between  CBS  TV  and 
\I!C  TV.  and  the  entrj  of  ABC  TV 

are  creating  some  attractive  adjacen- 

cies throughout  the  day.  The  full  im- 
pact of  ABC  TV  is  not  expected  to  be 

felt  until  another  six  months  or  more 

from  now  when  the  network  max  in- 
crease  its   daytime   programing. 

Based  on  network  activity  and  client 

experience  with  daytime  spot  tv,  the 

consensus  among  buyers  is  that  day- 

time spot  tv  may  be  up  some  20'  '<  or more  this  fall. 

KHOL-TV  Sells  Nebraska's  Second  Big  Market! 

Your  Most  Effective  Way  to  Reach 

and  Sell  184,830  Families  with  an 

$830,032,000  Buying  Income 

Nebraska  boasts  two  giant  consumer  markets  burst- 

ing with  profit  potentials.  One  is  the  eastern  metro- 
politan areas,  served  by  four  TV  stations.  The 

second  is  the  rich  agricultural  districts  of  central  and 
western  Nebraska  and  northern  Kansas  .  .  .  served 

and  sold  by  KHOL-TV  and  its  satellite  station. 

Profit  minded  advertisers  agree— KHOL-TV— the 

economical  way  to  sell  Nebraska!  Contact  Meeker 
TV  today. 

*  sioux  cm 

Represented  Nationally  by   MEEKER   TV ,   Inc. 
■»!*"**!  . 

CBS 
ABC KHOL-TV CHANNEL Hi 

KEARNEY,  NEBRASKA 

Satellite  Station      Channel  6,  Hayes  Center,  Neb. 

LATEST   FACTS* About  Rich  Market  Area  Served  and 

Sold  by  KHOL-TV  and  Satellite 

Effective  Buying  Income     $830,032,000 
Number  of  Families 

Population 
Total  Retail  Sales 

TV  Set  Count 

184,830 

583,800 
$680,494,000 

126,000 

Compiled  from   Standard   Rate  and  Data 
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SPOT   TV continued 

HP^'"*^^^ 

This  Is  Albuquerque 

The  Nation's  Newest 
Billion  Dollar  Market! 

I 
n  case  you  hadn't  noticed — Albuquerque,  New 

Mexico,  is  your  newest,  fastest-growing  major 
market  in  the  surging  Southwest. 
Look  at  the  figures:  In  the  metropolitan  area 
alone,  population  is  218,800  (61.400  families)  with 
a  spendable  income  of  more  than  372  million 
dollars!  Business  activity  increases  at  a  rate 
three  times  above  the  national  average  .  .  .  food 
sales  increased  64%,  drug  sales  74%  and  total 

retail  sales  62%  in  the  last  year!* 

KOB  Radio  and  KOB-TV  are  the  loading  media 
in  this  great,  new  market.  Powerful  KOB.  the 

Southwest's  pioneer  50.000  watt  station,  com- 
mands the  Pulse  ratings  just  as  KOB-TV  is  tops 

in  ARB  ratings.  Now  under  the  progressive  man- 
agement of  KSTP.  Inc..  KOB  and  KOB-TV  are 

your  best  bins  in  atomic  Albuquerque ! 

*SALES  MAN AGEMENT  "Survey  of  Buying  Power,  May  10,1957 

NOW  REPRESENTED  BY 

EDWARD  PETRY  &  CO.,  INC. 

Radio     MrcflKBbBC  Television 
770  tx^O    ̂ ^     CHANNEL  4 

NBC  AFFILIATE    •  ALBUQUERQUE,  NEW  MEXICO 

"Serving  the  Surging  Southwest" 

Strategy 

Q.      Are  clients  buying  higher  fre- 

quency schedules  for  fall? 

A.      There's  a  big»er  increase  in  day- 
time  frequency    partly    because  of  the 

cheaper  price  and  partly  because  of 
the  availability  of  daytime  period*. 

Most  buyers  interviewed  by  sponsor 

at  major  agencies  agree  that  five  an- 
nouncements weekly  has  become  virtu- 

ally the  basic  minimum  frequency  of 

am  campaign.  da\  or  night.  But  they 

see  daytime  base  frequency  approach- 
ing  10  a  week  per  market. 

Q.  Are  clients  buying  longer 
schedules? 

A.  About  one-fifth  of  the  respond- 

ents to  sponsor's  survey  see  their 
clients  buying  longer  schedules  both 
during  the  day  and  night. 

However,  talks  with  media  execu- 
tives at  some  of  the  biggest  air  media 

agencies  revealed  conflicting  trends  in 
terms  of  length  of  campaigns.  Some 

feel  that  the  carving  out  of  franchises 
has  lost  its  meaning  to  some  extent 
because  of  the  constantly  changing 

value  of  the  adjacencies.  They  buv 
circulation,  and  in  some  instances  are 

following  the  common  spot  radio 

pattern  of  a  few  weeks  on  the  air.  a 
few   weeks  off  the  air. 

At  the  same  time,  something  new 

has  come  into  the  spot  tv  bu-i 
recently:  trading  of  announcements. 
One  of  the  earliest  trades  is  Maxwell 

House  Instant's  offer  to  Bristol-Myers 
of  its  franchised  schedule  for  a  period, 
after  which  General  Foods  will  take 

its  announcements  back  once  more. 

Both  clients  and  agencies  involved 

agreed,  but  some  stations  balked  at  the 

practice,  since  it  by-passes  the  client- 

on  the  stations"  own  priority  lists.  For 
the  two  clients  the  advantage  is  clear: 

each  has  a  franchised  time  for  his  an- 
nouncement schedules  without  having 

to  stav  in  that  period  continuously 
through  the  year. 

Adjacencies 

Q.  How  do  buyers  evaluate  the 
fall  network  lineup? 

A.  They're  somewhat  more  reluctant 
to  tr\  to  pick  winners  than  in  y< 

past.  They're  confronted  with  more new  shows  than  fall  than  in  pasl 

season-.    \nd  they're  even  more  aw  an' 
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of  the  odds  against  getting  .ill  top 
adjacencies  because  <>l   the  bad  taste 
the  high    rtalit)  of  fall   1956  shows 
left  in  the  business. 

Hiese  are  Bome  01  the  broad  conclu- 
sions from  a  cross-section  of  time- 

buyers  in  the  t"|>  -"  air  media 
agencies: 

1.  I  hr\    exped    i"    see   a    smallei 
■in  of  difference  in  average  ratings 

between  the  three  networks  during  the 
prime  e\  ening  houi  b. 

2.  Most  anticipate  that  those  highl) 
desirahle  announcements  during  hour- 
.mil  90-minute  shows  will  1"'  tougher  to 

i  lear  than  ever  because  i  a  I  thej  've 
proved  t"  deliver  more  consistent  rat- 

ings than  schedules  placed  between  dif- 
ferent shows;  (b)  because  there  are 

fewer  long  shows  being  scheduled  l>\ 
the  networks. 

3.  Westerns,  as  a  category,  ma) 
come  through  strong,  yet  buyers  an 
looking  \n\  carefull)  into  the  pro- 

graming on  the  network-  opposite. 

"Therell  be  bo  man)  Westerns  that 
some   must    inr\  itahl)    die,"    one   to|> 
agenC)     Inner     told     SPONSOR.      "Since 
most  <>f  them  dun  t  revolve  around  a 

strong  star  name,  it  becomes  toughei 
to  |iiek  winners  in  this  group  than  in 
othei  show  categories  where  stars  with 

WSPD-TV's 
"BILLION 

DOLLAR 

MARKET" 

a   |'ii>\ en   audit  n<  •    appeal   are   u 
I     Vfusii  .il-    b<  ■  hi-   o|  anl  i< 

stai  \  alue,  are  i  onsidered  .  "..<l  bets  bj 
man)     The)  t-  el  thai  a  populai  sii 
personalit)    as  Btai   "t   a  show    n 
iii« ■ — t  "I  the  new  musii  al  programs 
\  ulnei . 1 1 ■  I ■  -  t"  .iiiiIh  nee  in  kirn, 

"It  you  lik.-  Pal  Boom  you  II  like 
him  whether  there  are  five  othei  musi- 

c  al  show  -  "i  ii"!.  -.i\  -  lack  Bi  a)  ■•! 

<  unningham  S  W  alsh.  "Bui  w  itli 
shows  1 1 i 1 1 u  i 1 1 -j  mi  storj  lines,  the  bi 

the  choice  in  oni  i  ategoi  \  the  m.  >t  •- 
\  mil  audient  e  i  an  be  split  ami  unbal- 
anced. 

>.    \\  here  big-mone)  quiz  shows  are 
i  "iic  erned,  buj  ers  are  split.    Man)    in 
encouraged  b)  the  high  level  "t  intei 
esl  and  ratings  maintained  b)  the  « •  1 « 1 

big-mone)    quizzes    which    are    bi 
can  ied  oy  ei  into  fall,  and  the  <la\  time 
track    record   "I   one   new    one   (NBl 
l'\  's  /  a  Toe  Dough  I . 

But  there's  a  fairl)  vocal  minorit) 
v. li"  lear  that  ipii/  shows  in  general 
v.ill  develop  an  increasingl)  up-and- 
down  pattern  "I  ratings  in  fall  when 
the  novelt)  "f  large  prizes  coupled  with 

varied  ami  interesting  eoni.--i.ini-  will 
have  win  n  "II  somew  hat. 

6.  Pari  i.  ularl)  high  on  the  lit  •  >! 
I..),  adjacencies   is  the   S  unim  Show, 

en  feci  In  -  t" 
i'l>    a   .i   ■.  t i< ni   • 

.ill\    top   -t.ll    "II    "I    "Il   l\ . 

Buying  Tips 

Population  1,657,400 
Families  494,800 
Television  Homes  406,000 

Percent  tuned  to  WSPD-TV 

Daytime  78°o 

•tiqhttime  91.5°o 

EFFECTIVE    BUYING    POWER 
Total 

Per   Capita 
Per    Family 

Q.       Wh.it    can    buyers    do    now    to 

insure     a     successful     fall     spot     tv 
campaign? 

A.       \-  t\    has  im  i. ■.>-<  .I   in  <  ..in. 

ii\ .  tin-  demands  upon  timebu  • 
I.e.  ome  more  i  igoi  ous.     Besides  k- 

1  ■    reall)    has  t"  bo  ond- 
-     "i     fa  1 1  in. 

I  ii  ordei .  then,  t"  .1"  an  effei  tive  bu)  • 
in-  job  f..r  spol  t\  advertisers,  hen 
.ii.-  the  steps   a  •  tion  "f  ' 
buyers    Buggesl    t"    other    timebu 
i  based   on   spons  iil   survi 

will  a-  persona]  inten  iews  i  : 
I.    Start  making  plans  early.     Even 

il    \  "ii    feel  that    tin-   lime   p  aril 

be  afiei   ma)    nol   be  tight,  you'll 
tainl)  gel  a  bettei  selection  if  you  I 
a  clear  pi<  inn-  ..f  ,u  ailabilities \  <mr  I. id  in  earl) . 

J.    Ii> \.ni    evaluating    network    \>rn- 
ming  lineups  right  mm.    With  the 

lai  ge  .  rop  "l  new  show  -  the 
air  this  fall,  the  timebuyer  reall)   ha- 

WSPD  .  .  . 

TELEVISION 
'316000  WATTS 

RETAIL    SALES 
Total 
Per    Family 

S3, 015, 566, 000       SPENT    FOR 

1,819 

6,094        Food 

Gen.    Mdsc. 
Furniture  and   Household 

52,022,594,000        Automotive 
4,087        Drug 

Represented   Nationally 

by  KATZ 

S449.499  000 

223,555,000 
105,354,000 
408,185,000 

62,275,000 

WSPD  Television  .  .  .  Toledo,  Ohio 

. 

j  i  lv   1 95 . 
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PROJECTING  THE  BEST... 

From  CBS  Television  Film  Sales  come  the  best  film  programs  for 

all  stations:  expertly-made,  wide  in  appeal,  easy  on  the  budget. 

Fast-moving  action  dramas  like  "Whirlybirds, ""Assignment  Foreign 

Legion"  and  "San  Francisco  Beat"... the  western  adventures  of 

"Annie  Oakley"  and  "Brave  Eagle"... wholesome  family  entertainment 

like  "Mama"  and  "Life  with  Father"... are  part  of  a  catalogue 

listing  more  than  20  top-rated  syndicated  properties.  Each  meets 

CBS  Television  Film  Sales'  quality-first  standards;  each  comes  backed 

with  plenty  of  hard-hitting  merchandising  and  promotion  aids. 

Hundreds  of  local,  regional  and  national  advertisers  in  more  than 

200  markets  ̂ who  last  year  pushed  CBS  Television  Film  Sales'  billings 
to  a  record  high!    make  their  best  showing  with  programs  from... 

CBS  TELEVISION  FILM  SALES,  INC. 
".  .  .  the  best  film  programs  for  all  stations" 

San  Francisco  Beat.  Whirlybirds.  Winning  of  th.  Wist.  Annie  Oakley,  Brave  Eagle,  Life  with  Fat; 

The  Honeymooners.  Fabian  of  Scotland  Yard.  Amos  'n*  Andy.  Gene  Autry.  Buffalo  Bill  Jr. .The  Wh  - 
Files  of  Jeffrey  Jones.  Assignment  Foreign  Legion,  Cases  of  Eddie  Drake.  Under  the  Sun.  Mama, 

Gray  Ghost.  Champion,  Colonel  Flack,  Navy  Log,  Range  Rider. Torn,  toons  and  Newafifan. 

jllv   L957 



SPOT   TV  .  .  .  continued 

loose  from  a  lot  of  unknown  quan- 

tities. While  there's  certainly  no  fool- 
proof way  of  second-guessing  t\  show 

-in  tess.  it  might  pay  for  him  to  talk 

in  the  experts  in  his  agency's  radio-ts 

department,  listen  to  other  admen's 
evaluations  and  read  the  trade  press 

for  a  general  orientation  on  the  fall 

lineup  I  see  fall  network  tv  schedule 

this  issue,  pages  40-43). 
3.  Consider  daytime  and  so-called 

fringe  tune.  Don'l  carrj  a  prime-time 
prejudice  into  the  planning  stage,  or 
you  ini^lit  overlook  some  good  values. 

"Watch  programing  in  fringe  times  for 

excellent  ratings  at  good  prices.'  man) 
buyers  sa\. 

4.  Bring  your  market  information 

up-to-date  right  now.  Even  if  you  de- 
cide not  to  buy  until  late-August,  \  our 

preparations  should  be  started  earl\. 

5.  Discard  last  year's  frequency 
concepts  in  looking  at  this  year's  tv. 
In  daytime,  for  instance,  you  ma\  be 
able  to  buy  frequencies  approaching 

"saturation"  this  year  for  a  more  efli- 
cient  cost-per-1,000. 

6.  Don't  buy  features  as  a  "pig  in  a 

poke."  Get  advance  titles  and  sched- 
ule- from  the  stations  and  compare 

them  for  entertainment  and  audience- 

appeal  values.  Main  buyers  seem  to 
be  so  bullish  on  features  as  such  that 

their  enthusiasm  could  mislead  them, 

particular!)  since  man)  stations  in 
ii  ulti-station  markets  today  pit  fea- 

tures against  features. 
7.  Consider  splitting  your  budget, 

that  is.  buy  partial  schedules  early  with 
a  promise  of  additional  budgets  if  and 
when  better  time  periods  can  be 

cleared.  I  nless  you're  tying  in  an  en- 
tire merchandising  promotion  with  the 

start  of  the  spot  tv  campaign,  staggered 

starts  of  the  campaign  give  \ou  a 

chance  to  buy  on  a  market-by-market 
I  >a-is  as  good  buys  open  up. 

8.  Check  copy  department  noiv  on 

length  required  for  effective  commer- 
cials. With  the  number  of  combina- 

tion packages  being  offered  I  with 

everything  in  them  from  I.D.'s  to  min- 
utes I ,  it  might  be  more  efficient  for  the 

client  to  have  varying  length  commer- 
cials produced. 

9.  Get  rundown   on  local  program- 

ing and  personalities  in  markets  you're considering.  It  takes  a  lot  longer  to 
evaluate  live  local  programing  than 

film,  which  \ou  can  screen  right  in  the 

agency.  Therefore,  requesting  back- 
ground information  now  from  individ- 

ual stations  will  assure  wiu  fuller 

knowledge  b)  the  time  you  have  to 

make  buying  decision-. 
10.  Check  into  merchandising  and 

promotion  plans  offered  by  stations. 

If  you  stress  your  interest  earh.  you 

ma)  stimulate  more  merchandising  ac- 
ti\ity  at  the  station.  Also,  be  sure  to 
let  the  station  know  what  merchandis- 

ing and  promotion  plans  the  client  is 
considering,  so  the  station  can  shape 
its  own  effort  around  them. 

11.  Get  availabilities  from  all  sta- 

tions in  a  market.  Don't  earn  over 

last  year's  prejudices  into  fall  1957. 
In  tv,  particularly,  the  character  of  a 
station  and  its  audience  appeal  can 

change  rapidly,  and  the  network  affili- 
ations carry  a  different  meaning  in 

varying  markets. 
12.  Inquire  into  station  policy  where 

double  and  triple  spotting  is  concerned. 

What  happens  when  you  take 

You  find  that  the  San  Francisco-Oakland  metropolitan  area 

alone  is  the  nation's  7th  market.  (1957  Sales  Management 
Survey  of  Buying  Power) 

You  discover  that  KPIX  has  been  the  top  station,  sign-on 
to  sign-off,  Sunday  through  Saturday,  every  month  for  the 
last  sixteen  months.  (ARB  Reports) 

OqQ WESTINGHOUSE   BROADCASTING   COMPANY,   INC. 
RADIO  BOSTON.     WBZ-t-WBZA       PITTSBURGH.     K.OKA  TELEVISION   BOSTON.    W  BZ    T  V       PITTSBURGH.    K  OK  A  TV: 

CLEVELAND.  KY  w     FORT  WAYNE.  W  O  WO     CH  IC  AGO.  W  I  N  D  CLEVELAND.     KYWTV      SAN     FRANCISCO.     KPIX 

PORTLAND.     KEX  KPIX     REPRESENTED     BY    THE     KATZ    AGENCY.    INC. 
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Occasionally,  Feature  tilm  packages  are 
overloaded  with  commercials  and  you 
should  be  aware  <>l  ilii-  before  you 
choose  between  a  feature  librar)  on 
one  Btation  versus  anothei  one  on  the 

competing  station. 

13.  Don't  hm  feature  packages 
blindly.  Some  stations  charge  a  premi- 

um for  the  announcement  immediately 
preceding  a  Feature  rathei  than  placed 
within  the  firs)  break.  Considei  whethei 

this  announcement  maj  not  offei  more 
identification  compared  with  those  in- 

terrupting the  feature. 

II.  Watch  out  for  "ratingS'toeeh 
icheduling."  You  can't  buj  Features 
on  past  ratings  alone.  When  you  l""k 
at  the  li-t  of  title-  the  Btation  has  to 
offer,  trj  to  encourage  a  balanced 
mouth-  programing,  rather  than 

bunching  the  "Clark  Gables"  togethei 
during  ratings  week  and  leaving  the 
weakei  film  for  the  rest  of  the  month. 

15.  Travel  into  key  markets  »"«  ij 
\<>tt  can.  Persona]  contact  with  station 

management  usually  helps  get  you 
bettei  clearances  and  local  follow- 
through. 

I<>.    It  from   -!•>■ 
ing  budget  too  thin     La  fn 

quern  \    may    be  inadequate  in  tod 
i  tore  '  ompel ii >\ e  mai kets. 

\uil  then,  "i  .  ..in  -.  there's  the 
who  h  rote  sponsor  lSl  irl  Ian  I 
a  \ at  aii. m  in  the  ihmI.II>-  ..I  the  bu)  ing 
I «»■•  iod.  Insist  on  <  omo  Sullh  an  and 

/  a  i  ni\  'One  adja<  ent  ies  and  don't  bu) 
until  you  ;el  them.  Thia  will  insun 
that  the  waj  w  ill  be  free  and  ■  leai  foi 

to  il"  the  best  job  possible  f"i  mj 
a   mi-  l>e<  ause  oi  the  eai K    start   I 
intend  to  maki 

DST  Snarl 

Q.       What      can       timcbuycrs       do 

about   the   annual    Daylight   Saving 

Time  problem? 

A.        \.iu  -    the    time    to    Inn  I    "lit    li..w 

the  three  network-  will  handle  the  shift 

from  DS I  to  Standard  I  ime  I  see 
\eiu..ik    l\   section,  starting  on  page 

1 

pari  I'  nl. n    1 1 tin-       ml.. I  mill. mi       with      tin 

affilial   in. I    tl  .iik 

w  ill  handle  «l<l.i  \  •  -I  t< 

•  i  mine   i  ighl   now    m  hi< 

\  ets  m  ill  en ■-•  .1  m  Iih  h 
w  ill     have     inn  ha 

>uyera  can    ilso  find 
iniw  from  the  reps  whethei  th< 
..ii    ilnn    stations    is    to    shift 
iiniini  emenl  m  hedule  h  ith  its 

.  n-    ■  w  hit  li    i-    the    most    w  i 

practice)    oi    u hethei    it    i-    to 
announcements    on    the    clocktime    on 

h  hit  h   thej  're   ..i  iginall)    ordered,     If 
ii   should   be   the   lattei    situation,   the 
hii mi  can  determine  i i u- 1 1 1  now  whethei 

the    shift    from    I  >^  I     might 
produi  t   i  onflii  i   through  the  new 
jacency,  whethei   it  might  weaken  the 
schedule.     \ml  knowing  these  factors, 

he  can   put   through   a   request   t"  the 
station    right    now    foi    the   month    of 
<  ii  lobe i     .liii  in_     w  hich     the     hi 

problems  in  I  >*>  I  i  onflii  i-  aria 

You'll  quickly  see  tbat  KPIX's  roster  of  personalities  is  a 
truly  outstanding  one— personalities  with  proven  selling 
power  like  Del  Courtney,  Faye  Stewart,  Sandy  Spillman. 
Capt.  Fortune,  and  Deputy  Dave. 

You'll  be  convinced  that  KPIX  has  the  production  and 

merchandising  "knowmanship'it  takes  to  realize  maximum 
returns  from  your  television  expenditures  in  Northern  Cali- fornia. 

SAN  FRANCISCO  KPIXS5 
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I.JUND  EFFECTS  GAME 

ND-O"  GIVES  YOUR 
ON  NEW  PRESTIGE, 
DENTIFICATION  in  your 
mty  .  .  .  makes  yours 
CITING  station  that 
AND  SELLS  AND  SELLS 

\r  advertisers!  Wide 
merchants  in  every  line 

it  to  be  in  on  the  "talk 
,  town."  National  and 
I  advertisers,  too,  will 
er  to  cash  in  on  this 

Tchandismg  and  selling 
nity. 

This  outstanding 
SOUNDO  promotion 

is  just  one  in  a  con- 
tinuing stream  of 

sales  boosting  ideas 
offered  FREE  to 
World  Affiliates  all 

year-round! 

HOfffll  i*»ma^L 

MMl  THIS  COUPON
  MOW  KHK1\ 

WORLD    BROADCASTING    SYSTEM,    INC. 
448    Madison    Avenue,    New    York    22.    New    York 

YES,  SIREE!  WE  WANT  SOUND-OS  EXCLUSIVE  SELLING 

POWER  FOR  OUR  STATION.  SEND  IMMEDIATELY  the  com- 

plete details  on  how  to  make  our  '57-58  selling  season 
a   record- smashing  success! 
Name 

Title 

PROGRAM  SERVICE 
WORLD    ■■OADCASTING    STSTIM.    INC. 

4S8  Madison  Avenue.  New  York  22.  New  York 

Radio  Station 

Address   

City    

■ 
- 

■ 
:one State 



SPOT   TV  .  .  .  continued 

•    • 

POPLAR    BLUFF 

emphi 

arket 
ARK. 

TENN. 

/.  MEMPHIS 

MISS. 

.  .  .  and  latest  SRDS  consumer 

markets  data  figures  show 
how  big  it  is! 

Retail  Sales  per  Household 

*4,56500 
43.1%  above  Tenn.  average 

. . .  which  is  18.4%  above 

national  average! 

CSI  per  Household 

(mcome  after  taxes) 

31.7%  above  Tennessee 

. . .  and  3%  above 

national  average! 

Here  is  news  of  interest  to  every  advertiser  seeking  top  audience  and 
top  buying  power  .  .  .  The  Consumer  Markets  data  for  the  State 
of  Tennessee  to  January  1,  1957,  released  by  Standard  Rate  and  Data, 

shows  Metropolitan  Memphis  one  of  the  nation's  dynamic  markets 
.  .  .  leading  Tennessee's  average  in  retail  sales  per  household  by  nearly 
fifty  percent! 

In  addition,  Metro  Memphis  ranks  ahead  of  the  national  average 
in  CSI  (income  after  taxes),  reaching  the  imposing  total  of  nearly 
one  billion  dollars! 

What  a  box  score  of  buying  power  for  you  to  tap!  .  .  .  and  the 
top  TV  station  of  the  area  (according  to  recent  coverage  figures) 
is  resoundingly  WMCT  .  .  .  reaching  9.5%  more  TV  homes  than 
Station  B  and  I7.67rf  more  than  Station  C! 

k   A 

^^m 

MEMPHIS 
the  TV  AREA  station  for 

the  Memphis  market 

WMC— WMCF— WMCT  MEMPHIS    FIRST  TV  STATION 

100,000  WATTS 
National  Representatives 

NBC  BASIC 

Owned  and  operated  by 

Tv  Set  Count 

Q.  When  is  the  next  industry- 
wide set  count  due? 

A.  Probably  by  fall,  says  the  Adver- 
tising  Research  Foundation.  This  will 
be  the  fourth  ARF  set  count,  commis- 

sioned, as  in  the  past,  bv  the  three  tv 
networks,   TvB   and  XARTB. 

Figures  in  this  set  count,  based  on 
I  .  S.  Census  Bureau  information  as  in 

the  previous  three,  will  be  dated  as  of 

April  1957.  The  previous  one,  issued 
in  January  1957.  was  based  on  spring 
I  956  figures. 

ARF  anticipates  continuing  these 

studies  "so  long  as  the  underwriters 
want  to,  and  probably  just  as  long  as 

tv  penetration  grows  and  market 

changes   in    tv    set    ownership   occur." 

Q.  What's  happening  to  the 
NARTB's  own  set  count  and  cir- 

culation research? 

A.  The  NARTB's  Tv  Board  is  con- 
sidering a  major  set  and  circulation 

measurement  right  now.  Its  decision 

will  be  based  on  the  report  of  the 
XARTB  research  sub-committee  headed 

by  Hugh  M.  Beville  Jr..  XBC  v.p.  of 

planning  and  research. 
This  report,  approved  by  the  XARTB 

Research  Committee  I chairmaned  bv 

Campbell  Arnoux.  WTAR-TY.  Nor- 
folk. \  a.  i.  proposes  one  of  the  most 

comprehensive  media  measurements 

undertaken.  It  is  in  effect  a  "methods 

and  scope"  report,  suggesting  wavs  the 
XARTB  circulation  study  could  be 
handled. 

If  it  is  approved  b\  the  Tv  Board,  it 
would  be  discussed  in  fall  bv  eight 

XARTB  regional  groups,  to  go  back 
for  a  final  board  decision  in  mid- 
winter. 

Here's  the  information  this  studv 
would  provide  for  the  industrv :  sel 

count  by  counties  and  tvpes  (color, 
uhf  and  vhf  i  :  station  circulation  bv 

county  on  a  daily  and  weekly  basis. 
The  current  report  envisions  this 
service  as  a  continuing  one. 

Spot  Clients 

Q.  Who  are  the  biggest  spot  tv 
advertisers? 

A.  TvBs  first  annual  spot  tv  report 

shows  the  spending  breakdown  by 

category  of  clients  and  a  brand-by- 
brand  breakdown  of  spending  bv  the 

!2 
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Nothing  but  the  TRUTH 

Covers  Northern  Indiana  Like  This  I 

Better  buy  the  4  TRUTH  Stations  in  Fort  Wayne  and  South  Bend -Elkhart! 

FORT    WAYNES    FIRST    STATION 

IN 

•  Network  Shows* 

•  Local  Shows* 

•  Spot  Film  Shows* 
•  Spot  Sales 

Affiliated  with 

WKJG-RADIO 
1380  KC. 5000  Watts 

NBC 

m 

'Metropolitan  ARB  and  Telepulse 

WKJG  -TV CH ANN  EL   33 

for    FORT  WAYNE 

Represented  by  Raymer 

WSJV-TV 

* 

SOUTH    BEND  -  ELKHART 

10th  major  metropolitan  county 
area  in  the  land  for  Effective  Buying  In- 

come, per  family,  1st  in  Indian.!. 
family  and  percapita!  And-  WSJV-TV 
offers  you  a  stronger  signal— and  l 
rates— than  any  other  station  in  this 
big-money  area! 

PLUS  the  only  NBC radio  in 

the  South  Bend-Elkha rt  Market! 

WTRC-AM 

/fm 

1340  KC. 100.7  MG. 

26th  year  on  th< 
;  air! 

OPERATED 
BY  THE 

TRUTH 
PUBLISHING 

COMPANY.  INC. 
Newspaper 

Publishers 
Since 
1892 

'1957  Sales  Management  Surrey  of  Buying  Power 

WSJV-TV CHANNEL    52 

C3       for  SOUTH    BEND-ELKHART 

Represented  by  H-R 

.iin    L957 



SPOT   TV  .  .  .  continued 

In  Shreveport 
ONLY  KTBSTV 
OFFERS 

FROM  THE  HUB  OF 
THIS  4  STATE  AREA 

\%%  i 

DALLAS 

190    Ml. 

\tbs 

*■>!   , 

-TV 

P     / 

IsHREV
tPoR-r

 

o  o  ' 
O  ml 
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*  157,980  Television    Homes  ...  a 
BONUS  of   13,120   over  station    B. 

*  136,860    homes    reached    monthly 
...  a  BONUS  of  6,740  over  station 

131,870     homes     reached     weekly 

.  .  a  BONUS  of  5,120  over  station 

Latest   Nielsen  Survey 

KTBS-7^ CHANNEL 

SHREVEPORT 
LOUISIANA 
E.    NEWTON    WRAY,    President    &    Cen.    Mgr. 

NBC   and   ABC 
Represented  by 

Edward  Petry  &  Co.,  Inc. 

tup  25  -put  (\  clients.  It-  reports,  based 
on  N.  C.  Rorabaugh  data,  are  released 
quarterly   as  well   as  annually. 

The  fi\e  biggest-spending  brands  in 
I 956  were  the  following: 

1.  B&W's    Viceroy    $5,373,290 
2.  GF's  Maxwell  House:  s  1.318.140 

3.  PM's  Marlboro:  $3,404,200 

4.  Sterlings  Baser  Aspirin:  S2.W1.- 
960 

5.  P&G's  Crest:  $2,818,170 
In  terms  of  product  categories,  food 

and  grocer)  products  ranked  highest 
with  a  total  $107,615,000  expenditure. 

Tops  within  this  broad  grouping  were 
coffee,  tea  and  food  drinks  with  more 
than  S22  million. 

Cosmetics  and  toiletries  and  beer 

and  wine  ranked  next  highest  with 

$34,240,000  and  $34,237,000  respec- 
tiveh . 

Where  over-all  compam  spot  tv 
spending  is  concerned  for  all  brands, 

the  top  25  clients  of  1956  were,  in 
order  of  spending:  P&G  ($17,522,450); 

Broun  &  Williamson  I  si  1.288,620)  ; 

General  Foods  ($9,415,940);  Sterling 

Drug  ($8,823,300);  Philip  Morris 

($7,369,440);  Colgate-Palmolive  ($7,- 
314.700):  Warner-Lambert  I  $5,820,- 

440);  Continental  Baking  ($5,732,- 
180);  National  Biscuit  ($5,536,500); 

Miles  Laboratories  I  $5,354,730)  ;  Kel- 

logg ($4,810,530);  Carter  Products 
I  -  1 ,535,2 1  < )  l  :  Lever  Bros.  I  $4,535,- 
010  I;  Robert  Hall  ($4,450,490);  Lig- 

gett &  Myers  ($4,400,900);  Bulova 
($4,298,651)  i  :  American  Tel.  &  Tel. 

i  $3,800,990)  ;  Coca-Cola  Co.  ($3,697,- 
460);  General  Motors  ($3,486,820); 

Ford  ($3,332,620)  :  Max  Factor  ($3,- 
181,730)  ;  Corn  Products  Refining 
($2,849,350):  Helaine  Seager  ($2,- 

780,980):  Charles  Antell  1 82.774.- 
170);  Nestle  ($2,374,920). 

\n  interesting  sidelight  is  the  fact 
that  both  Helaine  Seager  and  Charles 

\nle||  are  known  to  buy  most  if  not 

all  their  spot  tv  time  on  a  barter  basis. 

This  means  that  the  TvB  figures  over- 

estimate the  expenditure,  since  they're 
based  on  \.  C.  Rorabaugh  schedules 

multiplied  by  card  rate. 

Local  Shows !l!!llli:i 

Q.  Are  local  live  shows  being 
overshadowed  by  film? 

A.  According  to  the  majority  of 

timebuyers,  there's  as  much  and  more 
interest  in  live  daytime  programing 
than    last    \ear:    however    there    are 

We're  making  a 

Big  Hole!   .   .   . 
UP  TO  70%  OF  THE  TOTAL 

VIEWING  AUDIENCE   IN  OUR 

CORNER  OF  THE  U.S.  AND  CANADA!* 

No  worked  out  claim   here!   Our  lode 

includes  over  1,000,000  Canadians  in 

British    Columbia    and    300,000    high- 

income  Americans  (who,  by  the  way, 

swap    sides    of    the    border    regularly 

in  fantastic  totals!)  CBS  programming, 

coupled  with  Hollywood's  best  movies 
and     select    film     features,    does    the 

trick!    Let    us    swing    our    big    pick    in 

this  golden  market  for  your  products. 

You'll  make  a  big  strike  ...  for  sure! 

' /nfernational  Surveys  Inc. 

KVOS  TV 

.  . 

;i 
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few  ci    In  e  BIIOW  -  I"  i  I   se  1 1  "in      S 

,'{|  .2' i  i>f  timebu)  era  sui  \  f\n\  \>\ 
sponsor  are  already  u  oul  inj  oul  pai  ■ 
ticipations  in  local  live  shows  l"i  cli- 

ents with  products  bough)  bj  women 

particularly.  I  lu-\  expecl  t"  pul  miI>- 
stantiall)  more  "I  their  clients  ad  dol- 

lars into  these  shows  than  in  previous 
seasons. 

I  [owe> ei .  much  "I  the  monej  go 
into  local  live  shows  is  coming  from 
smaller  advertisers,  local  and  regional 

Hints,  whereas  .1  growing  propor- 
tion <>f  the  national  advertising  dollai 

i-  destined  for  film,  I ►< •  1 1 1  s)  ndicated 
and  feature. 

Special  Appeal 

Farm 

Q.       How  many  stations  carry  farm 

programing? 

A.  sponsor's  1957  Buyers'  Guide 
Burveyed  the  t\  stations  of  the  I 

and  found  thai  ■">•>',  "I  all  respondents 
to  tin*  sponsor  questionnaire  have  some 
regularl)  scheduled  farm  programing. 
More  stations  tlii-  yeai  have  farm 
directors  on  -tall.  Farm  programing 
includes  market  news,  weather  reports, 
interviews,  demonstrations,  III.  farm 

tips,  fairs,  special  events  and  livestock 
shows. 

There  were  273  stations  tlii-  yeai 
against  245  lasl  year  which  reported 
some  farm  programing. 

Women's  Shows 

Q.      Are   homemaking   shows   fail- 
ing off? 

A.  Percentage  figures  based  on  re- 

spondents to  sponsor's  Buyers'  Guide 
survt'\  tell  the  story:  Kitchen  shows 
are  still  the  most  popular,  but  this 

year  onlj  77'-  of  the  respondents 
programed  them  compared  w  i t  ri  8 
last  year.  Fashion  shows,  the  second 
most  popular  homemaking  category, 
declined  less  than  othei  categories. 

Some  6995  of  this  year's  respondents 
have  Mich  -how -  compared  with  71. 
last  year.  Close  to  50^5  of  the  stations 

program  do-it-yourself  shows,  while 
have  home  decorating  programs. 

Child  care  show-  declined  in  popu- 

larity. This  yeai  38  '■  of  the  stations 
program  them  compared  with  1" 
lasl   year. 

Q.       How  much  special  appeal  pro 

graining  do  stations  offer? 
A.      Still  relative!)  few  ol  th< 

lions  on  ili<-  ail  "i  -<  heduled  t"  go  on 

al  /•'"  yen    Guide's  pres^time  offei 
Bpe«  ial  appeal   programing   al   all.     In 
fai  1.  onlj   9' .     somewhat   fi  wei   than 
lasl   \  eai  -   respondents,   ; 

1  ial  appeal   show  -    r<  ;ulai  K  . 
Numerical!)  speaking,  more  stations 

lia>  e  been  programing  foi  spe<  ial 
groups,   bul   the  total   numbei    "I   sta 

1   -    on    the   ail    li  1 

portions'?!)  I  u-   i..|,, ■ 
Hen 

19  station*  I 
1956  tin  n 

this 

I  hei  • 
1  h  1 m  itli    17   last    yeai ;    l<.ui    will 

show  • .  tin. .   stations  ea<  l>  hav<    lew  1-I1 
and   Polish  show  1;  two  ( 

-tain .11     eat  li     has     Haws     11       I 

\1n1i  n  .in  and  Pi  ^ 

WBNS-TV  delivers  the  whole  family 

BRAND  NAMES  BECOME  HOUSEHOLD  WORDS  when  your  sales 

sage  reaches  mum.  pop  and  the  kid-  all  al  the  same  time. 

LOOK  WHAT  HAPPENS!  In  three-station  Central  Ohio  lion, 

WBNS-TV,  consistent!)  carries  most  of  the  top  famil)  shows  (9  out 
of  10  in  latesl  Pulse). 

WELL  HEELED!  To  sell   Central  Ohio'-  half  million   fain 
three  billion  dollar-  a  year,  selei  1  the  station  the  people  d".  \\  BNS- 1  \  . 

GOOD   AVAILABILITIES!    \-k   M-nr  John    Blair  man. 

If  you   want  "to   be   seen    in   Central   Ohio 

WBNS  ®  TV 
CBS    TELEVISION    IN    CENTRAL    OHIO      AFFILIATED  COLUMBUS   DISPATCH 

THE    OHIO    STATE    JOURNAL    ANT  OIO. 
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Cost  and  programing  trends  in  nighttime  network  television 

Show  Type 
1956-57  Season 

No.                                %' 
No. 

1957-58  Season 
% 

Average  cost  all  shows 

1956-57 

Average  cost  new  shows 

only  1957-58 
Adventure 8 7.0 6 

5.5 
$    32,000 

$  33,500 
Comedy 2 1.75 2 

1.8 

56,500 
none  new 

Drama  (one-hour) 14 12.25 5 4.67 59,000 none  new 

Drama  (half-hour) 

11 
9.66 9 8.25 34,500 39,500 

Drama  (90-minute) 1 0.9 1 0.9 117,000 none  new 

Music  (one-hour) 1 
0.9 

1 
0.9 17,000 

100,000 

Music  (half-hour) 2 1.75 2 
1.8 

35,000 
45,000 

Mystery  (one-hour) 
— — 2 

1.8 none 
79,750 

Mystery  (half -hour) 
5 4.5 7 

6.4 

31,000 30,000 

Quiz-Panel 15 
13.0 

10 
9.1 27,500 30,500 

Situation  Comedy 
17 

15.0 19 17.4 
36,500 37,500 

Variety   (one-hour) 
8 7.0 9 8.25 

61,500 
126,500 

Variety  (half-hour) 
5 

4.34 
8 7.33 

46,500 51,500 

Western  (one-hour) 1 0.9 2 
1.8 

90,000 90,000 

Western  (half-hour) 10 8.75 
14 

12.6 
32,000 

36,500 
Miscellaneous 14 12.30 

12 11.5 

LIVE  VS.  FILM  STATUS:  OVER  50%    OF  NIGHTTIME  HOURS  ARE  FIL 

SEASON NO.  HRS. % NO.  HRS. 

FILM 

% 

1956-57 35.5 52.6 
32 

47.4 

1957-58 26.5 43.1 35 
56.9 

■ 

The  charts  above  cover  regularly  scheduled  weekly  or  bi-weekly  spon- 
sored  nighttime  network  tv  programs.     The  costs  are  estimates  by 

sponsor.    They   are  based  on   average   talent  and   production  costs. 

See  following  pages  for  complete  Pr°gram  schedules,  at  presstime. 



NETWORK  TV'S  BIG  1957-58  TRENDS 

Among  them:  ,~>0(  (  increase  in  number  of  II  esterns,  ranging  front 

hour  to  half-hom.  mystery  to  comedy  W  esiernsf  all  with  adult  appeal 

.  .  .  10  vocalisufronted  shows  a  la  Como  .  .  .  Coming  of  age  of  the 

mystery  with  two  urn  hour  shows,  Crisis  <tml  Perrj  Mason  .  .  .  Wore 

shows  ( ?>7 )  are  sold  on  split  sponsorship  than  single  hose  (~>2) 

Nighttime 

Q.  Will  there  be  any  new  pro- 
graming concepts  introduced  this 

fall  by  the  networks? 

A.  With  just  one  exception,  no.  fhis 
will  be  the  second  season  in  a  row  in 

which  programing  patterns  follow  the 
tried  and  true  and  highly  sui  cessful 

paths  established  in  previous  seasons. 

Instead  of  new  and  experimental  for- 
mats, bigger  budgets  for  a  high  class 

product  are  being  introduced. 

The  one  programing  innovation  is 

the  new  concept  for  "specials.  Ml 
regularly  scheduled  super-shows  on  a 
one-in-four  weeks  pattern  have  disap- 

peared. Tld-;  coming  season,  spei  ials 

will  be  sprinkled  throughout  ili«-  month 
on  an  irregular  basis  with  do  regular 
weekly  show  being  interrupted  more 

than    twice    during    its    1957-58    term. 
fnis  holds  true  for  both  (  BS  IA  and 

NBC  TV.  VBC  T\  has  specials  sched- 
uled   as    well,    two    hour-long    shows 

headed  1>\    Frank  Sinatra. 

Q.  What  are  the  nighttime  net- 
work tv  programing  trends  for  fall? 

A.  There  are  these  nine  developments 

standing  out  on  the  nighttime  scene: 

1.  The  rise  of  the  vocalist- fronted 
show  with  10  firinK  set  in  the  sched- 

ule. Note  that  the  singing  -tar  boom 

apparently  is  not  going  to  be  limited 

to  just  pop  tune  specialists.  \BC  I\ 
has  slotted  Patrice  Munsel.  of  opera 

fame,  in  its  Frida\  night  line-up  with 
Buick  and  Frigidaire  sponsoring,  while 

(  1!^  I'\  has  high  hopes  foi  a  I. ill  Bpot 
foi  lunnn  Dean,  new  « . > u 1 1 1 r \  musii 

exponent.  Dean  was  recentl)  bought 
I..  Il.i/rl  Bishop  for  a  Bummer  outing. 

i M  tin-  In  vocalist  Bhows,  seven  are 

new:  Patrice  Wunsel  VBC  T\  I  ;  I'mu 
Page    (<  BS    IA  I  :    Gisele    \facKenzie 
NB<    l\  I  :  Frank  Sinatra  I  \B(    W 

Guj    Mitchell  (ABl     rV);  I'm  Boone 
(ABC  l\  •:  Eddie  Fishei  (NB<    W 

Fisher,  "I  course,  has  had  several  sea- 
sons heading  a  L5-minute  early-evening 

Bcries  "i,  \|;<     |\   but  this  is  his  fir-t 
time  out   with  a   full  die--  hour. 

By-producl  of  the  vocalisl  trend   i- 
the    upsurge     in     di-t.ilf     tup     Lamina-. 
Foui   ol  die  music-variet)   shows  this 

year  will  he  headed  b)    women  and.  in 

all.  1 1  programs  are  being  built  around 
female  -tar-.  Of  these  1 1.  onlj  four  are 
holdovers  from  last  season. 

2.  The  continued  upswing  m  popu- 

larity "i  tin-  li  estem  teries  find-  them 
going  from  11  la-t  season  to  L6se1  and 
-old  go  far  for  fall  (and  more  waiting 
in   the    w  ings  I  . 

Durability  of  die  horse  operas  is 
demonstrated  b)  the  fact  that  onl)  one 

from  the  1956-57  season,  Roy   />'■ 
NBC  TV  I,  hit  the  dust  and  will  not 

be    back;    on.-    other,    /.one    Raj 
MIC  IA  |  moved  to  Saturday  after- 

noon. 

The   new    We-tern-  Come   in   all   -i/>- 

and  shapes  (hour  ami  half-hour,  mys- 

terj  We-tern-.  frontier  We-tern-. 

straight  Westerns  and  corned)  West- 

erns). One  thing  all  tin-  new  Westerns 
have  in  common  is  that  thej  are  angled 
for  the   whole   famiK    and    not    just   the 

I.  id-.  I  h<-\  are  "togetherness  westerns. 
t  oini  iding  w  ith  the  ini  rease  in 

Westerns  is  the  decline  in  adventure 

shows,  dropping  from  eight  to  -iv  One 
of  the  big  trends  of  la-t  season,  the 
.  ..-i ume  .o\\ enture,  has  onlj  two  nr- 

vivors:  Robin  ll<«><l  (CBS  TV  .  which 
stai  I'd    the    trend ;    and    <  in  us    Boy 

i    \|!(       I  \         H  liii  h    got    a    new    I.  a-.-  on 

life  when  it  switched  ovei  from  M'>< 
I  \  .  I  'wo  ..I  last  season's  swashbucklers, 
/ ///■  Buccaneers  and  s"  Lancelot,  will 
be  re-run  on  U5(  I  V  in  the  afternoon 

as  part  of  the  k'-ll"-'j  5  3:30  p.m. 
at  ross-the-board   Mrip. 

In  the  over-all  adventure  category, 

onl\  twii  of  the  six  shows  ar<-  m-w  tin- 

year,  \li<  I  \  -  OSS  u  d  i  BS  H  - 
s-  nil  Island. 

;.    I  he  "i\  $tei  *    thou    is  !•■ 
in  ttagt  a  comebi       ifter  sei  era!  qniel 

0NSOR  hi  the  term 
■"m\  stei  \  in  a  \>r\  broad  sense  to 

include  suspense-crime-detective  pro 

gran  - 

With  four  more  mysteries  scheduled 

this  i  oming  season  than  last,  the 

jest  innovation  here  is  the  hour 
long  -how.  Two  of  the  new  mysteries 
fall  in  the  60-minute  i  ategorj  and  are 

designed  to  be  high-calibre,  high-bud- 
get products.  However,  neithei  Crisis 

\|;i  l\  not  Perry  Mason  I  BS 

l\  wer<  i  ompletelj  -  -  ■  I  aa 
this  was  w  ritten     I  h  id  an  hour 

open  on  2<<  alternate  weeks  and  Perrj 
Mas, in  an  alternate  hour  all  the 

1.    The    decline    of    the    hour-long 
slum  i-  reflected  bj  the  huge  cut-back 

PI  nse  turn  to  page    \2  i 
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BUT 
WHAT 

DO  YOU  DO 
FOR  AN 
ENCORE? 

,;■  ■  v   S*
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In  show  business,  it's  considered  one  of  the  tougher  propositions.  How.  for  ins'  fou  follow 

up  a  series  like  "The  Silent  Service?"  Very  simple.  You  produce  "Boots  and  Saddh — the  Storj 

the  Fifth  Cavalry."  It's  set  in  the  1870's,  when  Indians  and  Yankees  played  for  keeps  I  of 

pennants.  It  won't  solve  a  single  world  problem.  It  will  entertain.  jlevision  fi  op 

CNP 
C  tLIFORNI  \   '  i.  PRODU)  INC, 
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DAYTIME FALL     COMP 

'/ 

■ 

l 

SUNDAY 
ABC                     CBS                     NBC 

MONDAY 
ABC                      CBS                      NBC 

TUESDAY 
ABC                     CBS                     NBC 

ak 

m         » 

10:00 

10:15 

10:30 

10:45 

11:00 

11:15 

11:30 

11:45 

12N 

12:15 

12:30 

12:45 

1:00 

1:15 

1:30 

1 :45 

2:00 

2:15 

2:30 

2:45 

3:00 

3:15 

3:30 

3:45 

4:00 

4:15 

4:30 

4:45 

5:00 

5:15 

5:30 

5:45 

Lamp    Unto    My 
Carry    Moore 
Campbell  Soup Arlene  Francis 

THA 

Carry    Moore 
THA 

THA 

Arlene  Francis 

THA 
l.i-x-i    Bros    all 

Bird   <v    Son 

Look   Up  &   Live 

Arthur   Godfrey 

Stand    Brands 

Stand   ItiaiTds 

Treasure   Hunt 
TBA 

Arthur    Godfrey 

Mutual    .1    Omaha 
Treasure  Hunt 

THA 

THA 

UN  In  Action 
Kill 

Bristol  \i\.i. 

Price  Is  Right 

THA 

Mentholatum   alt 
THA 

TBA 

Price  Is  Right 

THA 

Brlitol-Myen 
Florida    Cll 

Oheaebrough-  Ponua 

alt  TBA 

Camera  Three 
IUS1 

Strike   It   Rich 
Colgate 

Truth     or 

Consequences 

THA 

Strike  It  Rich 
Truth  or 

Consequences 

THA 

Let's  Take  a  Trip) 

Hotel 
Cosmopolitan stand    ltrands Tic  Tac  Dough 

PAG   alt   TBA 

P&G    alt   TBA 

Hotel 

Cosmopolitan 

Wi    ion    Oil 
Love  of   Life 

Amei   Home  Prod 

Tic   Tac    Dough 

Stand   Htands 

Love   of    Life 

A  met  Home  Prod 

PAG 

Wild  Bill  Hickok Kelli  g« 

Search    for 
Tomorrow PAG It    Could    Be    You 

THA 

PAG    .ill    TBA 

Search    for 
Tomorrow PAG 

It    Could    Be    You 

TBA 
Hull.,   .til    THA Guiding  Light 

PAG 

Guiding  Light 

l'&O 

Heckle  &  Jeckle lUil 

News 

(1-1:10)   lust 

Stand  Up  6-  Be Counted 

Ml-.! 

Close-Up 

News 
ill   101   mil 

Close-Up 

co-op 

Stand   Up  &  Be 
Counted 

No  net  service 

As  the  World 

Turns P&U 
Club    60 

co-op 

As  the  World Turns 

I'm; 

Club   60 TBA 

THA 

No  net  service 
Our   Miss  Brooks THA 

Club   60 

(Cont'd) 

Our   Miss  Brooks 

THA 
Club   60 

[Com  .ii No  net  service 

Art    Linkletter 
Stand    Brands 
C'ainplndl    Soup 

Bride  &  Groom 
TBA 

Tmii    alt    THA 

Art  Linkletter 

Kellogg 

THA Bride  &  Groom 

THA 

Brill.,  alt  TBA 

No  net  service Big   Payoff 
Colgate 

Matinee 

pal  tiis 

Big    Payoff 

THA Matinee 

panics 

r 

No  net  service Mr.    Wizard 

KUll 

You   Are   the   )ury 

THA 

Matinee 

(Cont'd) 

You're   the   Jury 

TBA 

Matinee 

(Cont'd) 

<  r 

Program    and 

sponsor   not  set 

Program    and 

sponsor   not  set 

Wide  Wide  World 

1  1    ".30) 
Gen   Motors 

Brighter    Day PAG 

Queen    for    a    Day 

Mentholatum 

alt   THA 

~~ TBA    ~~ 

Brighter    Day 
PAG 

Queen  for  a  Day 
Stand   Brands 

Stand   Brands - Secret   Storm 
Anifi    Home  Prod Secret   Storm Aintr  II. .me  Prod 

Program    and 
sponsor   not  set 

Program    and 

sponsor   not  set 

all    weeks 

Omnibus i  1   5  301 

Union  Carbide  & 

THA 

Lucky  Lady 

THA 

Edge  of  Night 
PAG 

P&G Luckv  Lady 

THA 

Edge  of  Night 

PAG 
PAG 

1 

L     - 

Modern   Romances 
Hi  ill.,  alt  TBA 

stand    Brands 

Modern  Romances 
Sterling    Itrun 

TBA 

Program    and 
sponsor   not  set 

Seven    Lively  Arts 

(3  in  41 

i  I  ".  i 
TBA 

Wide  Wide  World 

alt 

Omnibus 

Superman 

Kellogg 

No  net  service Comedy   Time 

THA 

Wild  Bill  Hickok 

Kellogg 

No  net  service 

Comedy  Time 
TBA 

Cheaebrough-Pondi 
alt 
THA 

Sir 

TBA 

THA 

Program    and 

sponsor  not  set 

See  It  Now 
i  1    in    li 

i  1   ".i 

TBA Outlook 

Mickey  Mouse 
Club 

THA No  net  service No  net  service 

Mickey   Mouse 
Club 
THA No  net  service 

No  net  service 

M  t 

he 

THA 

TBA 

Notes:  Charts  cover  regular!)  scheduled  programs  only.  The  only 
regularl)  scheduled  programs  not  listed  are  as  follows:  Tonight.  \\M 

TV  11:15  p.m.-l  a.m..  Monday-Friday,  participating  sponsorship: 
Sunday  News  Special,  CBS  TV,  Sunday,  11-11:15  p.m.,  sponsored  by 
Whitehall  alternating  witb  Carter  Products;  Today,  \B<:  TV,  7-'' 
a.m.,  Monday-Friday,  participating:  The  Jimmy  Dean  Show,  CBS  TV, 
7-7:45  a.m..  Monday-Friday,  participating;  Captain  Kangaroo,  CBS 
TV,  8-8:45  a.m..  Monday-Friday,  9:30-10  a.m.,  Saturday,  participat- 

ing; News,  CBS  TV,  7:4.V8  a.m.  and  8:45-9  a. in..  Monday-Friday. 
All  times  are  Eastern  Standard.     Participating  -pmi-or^  arc  not  listed 

40 

because  the)  fluctuate,  \-teri-k  after  costs  indicates  repeal-  art-  free. 
At  presstime:  Here  are  last  minute  addilions  to  the  fall  program 
-chedules  at  the  three  networks. 

ABC  TV:  Sunday  7:30-8:30  p.m.  slot  has  been  sold  to  Kaiser  Alu- 
minum for  Maverick.  This  adds  another  hour  Western  to  the  pro- 

gram type-  list  for  the  1957-58  season  (page  36),  bringing  total  for 
all  Westerns  to  17.    Show  also  further  weights  the  scales  to  film. 

On  Mondaj  in  the  8-8:30  p.m.  period  the  network  ha«  signed  Max 
Factor  a-  sponsor  fur  a  show  yel  to  be  selected.  Daytime  additions 
at     \BC   T\    include   Sweets  Co.  buy  of  alternate   Mondays,   Wednes- 

TV    AM)    RADIO    BASK  - 



IRAGRAPH DAYTIME 

EDNESDAY THURSDAY 
CBS NBC 

ABC 
CBS 

NBC ABC 
FRIDAY 
CBS  NBC 

SATURDAY 
ABC  CBS 

— I — 

NBC 

y    Moore 

I   Codfrcy 

Arlcnc   Francis 
Til  \ 

Trcature   Hunt 
Til  V 

Cjrry    Moore 

T"IH     III 

Arthur  Godfrey 

Arlcnc   Frjncit 

I  li  \ 

Trcatur.     Hunt 

I  B  v 

Cjrry    Moore 
in  v 

■ 

•  li    • 

Arlcnc     Franco 

Treasure    Hunt 

Cjpt      Kangaroo 

M.(hty    Mouw 

Howdy   Doo' 

I'aMliw    • 

Andy   l    Caa) 

•  II   Tit  t 

- 

Price    It   Right 
0(it  roodi 

•  II   Tit  \ 

sov    (||     TUX 
I  .    ritrm 

Price    It    Rii(ht 

Tit  V Yar.l 

■ 
Price   It  Right 

- 

all    Til  t 

Susan  t    Show 
Tilt ...        I' .   •, 

I   It  Rich 
I..IC 

Truth   or 

Contequencct 
Til  \ Strike    It    Rich 

Truth   or 

Contequencct 

ill   Mil.. 

Strike  It   Rich 

(III 

Truth    or 

Contequencct 

III  s 

P'oium    and 

lpontor    not    tct 

Cjpt      Cjllar 
II 

Tic    Tjc    Dough 
Tit  v 

at   lite 

Hotel 

Cosmooolit  jn TBA 

Love   of    Life 

Tic   Tjc   Dough 

Kraft 

Minn   Ml 
I'm: 

Hotel 

Cotmoooliljn 
Tit  t 

Love    of    Life 

Tic  Tjc   Dough 

•  li  TIIA 
Big    Top 

Trwe    Story 

ni  \ 

for 

ight 

It  Could  Be  You 
Arui..iii    all    TltA 

I.  1      Will    ,..11 

Pi      I 

Search    for 
Tomorrow PAG 

Cuidmg    Light PAG 

It  Could   Be  You 

\    Oilier   alt   Mile. ■   TltA 
Sejrch     for 
Tomorrow 

PAI . 

Cuiding   Light 
  I'Ali   

It  Could   Be   You 
Til  \ •  I    alt 

PAG 

Big   Top 

i 

Detective   Du 

Tit  \ 

&    Be 

ed 

Close   Up 

Newt 

Stand   Up  &    Be 
Counted 

Close    Up 

Newt 

11-1:10 

Stjnd   Up   &    Be 

Counted 

Close   Up 
Lone    Rjnger 

Mill. 

NCAA    Footb 

Club   60 

At    the   World 
Turnt 
PAG 

Club   60 

At   the   World 
Turnt PAG 

Club   60 

No  net   service 

Brooks Our   Mist   Brooks 

TIM 

Club   60 
.(•■•in  .11 

Club   60 

Our   Mitt   Brookt 

Mill. 
1  -  AV    Jnrin*' 

  ULX24   

Club   60 No  net  tervice 

Bride   &    Croon 
TltA 

Art   Linklcttcr 

Ki 

Bride   &    Croom 

TIM 

PllLhury 

Art    Linklettcr 

Mil.-    all    A    llihrr 

Bride   &    Croon TIM 

•  II  Tit  \ 

No  net  tervice 

■ 

Regionjl     Foot' 
I  i/a 

Aivr    Moctilnr 

Morn. 
TBt 

Footbjll 

■yoff Matinee 

p  mil  - 

Big    Payoff Tit  \ 
Matinee 

Big    Payoff 
Matinee No  net   service 

Footbjll 

the    |ury Matinee 

ICbnl  .li 

You    Are    the    |ury 

TltA 

Matinee You    Arc    the    jury 
Tit  s 

Matinee 
No  net  service 

Football 

Day 

Storm 
ie  rr..| 

Queen  for  a   Day 

Cm    Pr.xl 
•  It    TltA 

Brighter    Day 
PAG Queen   for  a  Day Minn    Minim 

•  It   Til  \ 
Secret    Storm 

Mil.-    al'     \     '    . 

Brighter    Day 
PAG 

Secret    Storm Anit-r  llnme  Prod 

Queen  for  a  Day 

I    1)1    Tit  \ 
Til  \ 

All   Star  Coif 

Professional 

Her- 

Footbjll 

•'  .  •    i 

Night Edge  of  Night 
PAG 

Modern  Romances 

Obrn   l'n>.i   tit 
sterling    Drug   

Lucky  Lady 

TltA 

Modern  Romances 
Krafi 

Lucky  Lady 

TIIA 

Edge  of  Night 

P*r, 
Modern   Romances 

•     alt 

■tcrllnt-    Drug 

All    Star   Coif 

•      alt   THA 

Hockey 

iront  d) Football 

Comedy  Time 

SOS    alt    TTlA 

Woody 

Woodpecker 
Kellogg 

No  net  service 

Comedy  Time 
Kr«/i 

Mile,  alt   TI!  \ 

The   Buccaneers 

Krl 
■II    Tit  V 

Comedy  Time 

Tit  V 
No  net  service 

■■ 

Mentholatum 

Hockey 

Football 

No  net  service 

Mickey    Mouse 
Club 
TltA No  net  service No  net  service 

Mickey  Mouse 
Club 

Tit  \ 
No  net  service No  net   service 

Lone    Rjnger 

•  li    Til  \ 

Hockry 

Football 

■  | .  i  • 
> i a >  ~  ami  Fridays  on  5-5:30  kid  shon  block  plus  complete  sponsorship 
on  Saturdays,  5-5:30  p.m..  of  the  Tales  oj  the  Texas  R 

CBS   TV:   The   only   addition    here    is   ilt<-    Atlantis    Sales    <  orp. 

(French's  Mustard)  daytime  l>u\.     \tlanti-  still  buy  Our  Miss  Bri 

alternate  Wednesdays  2-2:l~>  p.m.:  You   ire  the  Jur\.  alternate  Wed- 
nesdaj    3:45-4   p.m.:    Edge  of    Sight,  alternate   Wednesdays    1:45-5 
p.m.:  and  Hotel  Cosmopolitan,  alternate  Wednesdays  L2n-12:15  p.m. 

\/>7  H  Addition  of  The  Thin  Man.  Friday  9:30-10  p.m.  spon- 
sored by  Colgate,  gives  another  half-hour  to  film  ami  brines  the 

number  of  half-hour  mysterj  shows  up  to  eight.    Altogether  then 

j  i  i.y   1957 

lt>  mysteries  n  falL      Uso  set  in  nighttime  scheduli 
lift,    ahem    t"i    Phai  I  hi-  lire  half-hour 

built    around    new    inventions   tak..--    Saturday    10-10:30   p.m.    both. 
Daytime  additions  includt 
nyiining  . .n.-.i 1 1 jrt »r  of  thl     \'    '  I   Footbal    '■  S  -.  and 

;  ilin^   of    Treasure  Hunt    i*een   at   night   on     U'.i      1\ 
mi    in   tin-   Monday    through    Friday    in: SO- 1 1   a.m.   pa  Ne 

sponsors  had  been  signed  at  presstime.     NBC  TV  has  al*o  added  to 

its  1 1 — t  .>t  Bpet  i.il-  16  hour-long  -  Temple  *h. 
Products,   John    H  I    Hills    Brother*  Coffee  v* ill   sponsor. 
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NIGHTTIME FALL     CO  Ml 
SUNDAY 

ABC 
CBS 

NBC 

You   Asked   for    It 
Sklppv    Peanut 

Butler 

Program   and 
sponsor  not  set 

20th  Century 
J'i  u.lf  ntlal 

(43    

Lassie 

Cimpbel  Soup 

Maverick 

Katser   Alum 
$70,001) 

Maverick 

(Cont'd) 

Program    and 

sponsor  not  set 

Program    and 

sponsor  not  set 

10:00 

10:15 

10:30 

10:45 

Program    and 

sponsor  not  set 

Mike  Wallace 
Interview 

Philip    Morris 

$15,000 

No  net  service 

Meet  The  Press 

THA 

Program   and 
sponsor  not  set 

Amateur   Hour 
Hazel   Bishop 

Jack  Benny 
alt 

Bachelor  Father 

$:ts . -.imi 
A  mer    Tub. 

Ed  Sullivan Mercury 

alt   Kodak 

Ed  Sullivan 

(Cunt. II 

C.E.   Theatre 

Q  E 

Hitchcock 

Presents 
Bristol-Myers 

$64,000  Challenge 
Revlon 

alt  I'.    I-orillard 

What's    My    Line? 
Helene    Curtis 

alt 

Sperry-Rand 

Sally 

Chemitrand  alt 
Royal   McBee J-ll  500 

Steve  Allen 

C    Johmon  alt 
Pharrna-Craft 

A   Greyhound 

Steve  Allen 

(Cont'd) 

Chevy    Show 
Chevrolet 

$150,000 

Chevy    Show 

(Cont'd) 

Loretta  Young 
P&G 

No  net  service 

MONDAY 
ABC 

CBS 

NBC 

Program    and 

sponsor  not  set 

|ohn  Daly  News THA 

Program    and 

sponsor  not  set 

THA Max    Factol 

Bold    Journey 

Ralston-  Purina 

Voice  of  Firestone 
Firestone 

Welk  Top  Tunes 
O  New  Talent 

Dodge-Plymouth 

Welk 

(Cont'd) 

Program    and 
sponsor  not  set 

No  net  service 

D    Edwards 

Brown  a  Wroson 

No  net  service 

D    Edwards 

Brown  A   \\  m. ..ii 

Robin  Hood 

Johnson    &    John- w  lldroot 

Burns  &  Allen 

Carnation  alt Cell     Mills 

Talent  Scouts 

Tonl   alt 

Llptoo 

Danny   Thomas 

Gen   F.««ls 
$47,500 

December 
Bride 

Gen  Food« 

Studio  One 

Westinghouse 

Studio  One 

(Cont'd) 

No  net  service News 

Ronson 

No  net  service 
News 

It. .ii-.. ii 

Price   Is  Right 

Speldel   alt 
THA 

$30,   
Restless   Cun 

Warner -1-amhert 

alt    TBA 

$37,500 
Wells    Fargo 

Amer    Toll 

alt    Hui.k 

$38,501) 

Twenty-One l'liannareuticals 

Action 

Aleoa-Goodyear 

$40,000 

Suspicion 
Fur. I    alt    TBA 

$79,500 

Suspicion 

(Cont'd) 

TUESDAY ABC 

CBS 

NBC 

Program   and 

sponsor  not   set 

John  Daly  News THA 

Cheyenne 

c  E 

alt    with 

Sugarfoot 

An 

Sugarfoot Chicle   >i THA    hi 

145.000   \'i  hr 

Wyatt   Earp 

P4G   alt 
Cell    Mills 

Broken  Arrow 

Miles    alt lt.tl-r.in  Purina 

Telephone  Time 
AT&T 

Program   and 

sponsor  not   set 

Program   and 
sponsor  not  set 

No  net   service 

D  Edwards 

No  net  service 

D   Edwards 

Name    That    Tune Kellogg  alt 
Whitehall 

Phil    Silvers 

PAG  alt It    .1     Reynolds 

It   Cives   Me 

Creat  Pleasure 

alt   Shulum 

To   Tell    The 

Truth 
I'l.. ii  in,!,  .-ut  Icalfl 

Red    Skelton 

Pel     alt 
S     C     . I.  .Ii  n  son 

$64,000    Question 

Revlon 

Program   and 

sponsor  not  set 

No  net  service 

News 

No  net  service 

News 

Program   and 

sponsor  not  set 

Eddie    Fisher 

L&M 

alt    Ceo.    Cobel rca  A;  Whirlpool 

$100.11011 

Cobel alt 

Fisher 

(Cont'd) Meet  McCraw 

PAG 

$33,000 

Bob    Cummings 
R     .1     Reynolds    alt 

Chesebrough- 

Ponds 

The   Californians 
Sini/er 

alt  THA 

$37,500 

No    net   service 

Prog  i 

spons  i 

John     . 
Di-    < 

To-  rat 
Brtl  Nfc 

J  41 

Ozzie  I 

Walk     in. 

1'w. 

Wed  N 

Wed  N 

NETWORK   TV   .    .   . 

I  Continued  from  page  37) 

in  dramatic  series.    This  coming  sea- 

son only  22  "long"  shows  of  all  types 
are  set.  as  compared  to  32  at  the  height 
of  the  L956-57  term. 

While  both  hour  and  half-hour 

straight  dramas  have  suffered  a  loss, 
the  heaviest  hit  is  the  60-minute  ver- 

sion. There  will  be  nine  fewer  hour 
dramas.  In  all  the  dramatic  shows 

categorv  has  lost  11  shows. 

The  only  openings  in  the  fall  sched- 
ule for  hour  or  longer  shows  are  four 

periods  on  ABC  TV  and  NBC  TV's 
Ii  n^on  Train,  hour-long  Western, 
which  is  scheduled  for  Wednesday 

nights  hut  had  not  picked  up  a  spon- 
sor as  this  was  written. 

Most  valid  reasons  for  the  decline 

of    the    long    show,     particularly    the 

42 

hour  dramatic  program,  seem  to  be: 

a.  Rising  costs. 

b.  Program  content. 
On  the  cost  issue — there  are  no  new 

hour  dramas  set  for  next  season,  hut 

the  average  price  hike  of  the  returnees 

is  $8,000,  and  conspicious  by  their 

absence  from  the  fall  line-up  are  the 

higher-priced  dramas  like  20th  Cen- 
tury-Fox Hour,  Tv  Playhouse  and 

Conflict. 
As  for  content — the  exodus  to  other 

writing  fields  by  the  skilled  authors 

who  zoomed  with  the  growing  tv  in- 
dustry has  been  mentioned  often.  There 

is  also  the  too-many-cooks  theory  a< 

evidenced  by  one  script  editor's  state- ment that  on  a  particular  script  he 
counted  40  people  with  an  active  say 
as  to  content.    (The  editor  added  that 

this  was  an  extreme  case  however.) 

5.  The  number  of  film  hours  over- 
take live  for  the  first  time  this  coming 

season.  I  See  chart  page  36  for  film  vs. 
live  in  terms  of  number  of  hours  and 

percentages. ) 
The  rise  of  the  Western  and  m\  stei  j 

shows  along  with  the  cost  factor  have 

brought  about  this  change  in  the  bal- 
ance to  the  favor  of  film.  This  has 

been  a  steadily  growing  trend  through- 
out the  past  few  seasons.  Biggest  fac- 

tors in  keeping  the  live  percentages 

from  going  even  further  down  this 

coming  season  are  the  new  varietv 
shows  featuring  vocalists  and  the 

quizzes  which  have  lost  ground  hut 

still  take  fifth  place  percentage-wise 
in  favored  show  types. 

6.  The  quiz  slowdown    i  mentioned 

TV    AND    RADIO    BASICS" 



IRAGRAPH NIGHTTIME 
>l 

DNESDAY 
3S                    NBC 

THURSDAY 
ABC                      CBS                      NBC 

FRIDAY 

ABC                       CBS                       NBC 

SATURDAY 
ABC                      CBS                      NBC 

■  service 

Ivards 

No  net  service 

News 

No  net  service 

0    Edwards 
Whitehall 

No  net  service 
News D    Edwards ■ 

1 

No  net   service 

•.    - 

M service No  net  service Program    and 
sponsor   not   set 

John   Daly   News i  B  1 

No  net  service 

D    Edwards 
Whitehall 

No  net  service 
News Program    and 

sponsor    nol 

|ohn   Daly    N    - Tit  V 

No    nrl    service 

D    Edwards 

Brum    1      ' 
H 

No  net  service 
News 

l.irds News 

.»    Lucy 

Wagon   Train 
Til  V 

Circus    Boy 

M  II          all 
Rail 

Sgt     Preston 

Tic  Tac  Dough 
Win 

•  II     Tit  \ 
Rin    Tin    Tin 

Leave   it   to 

Be  i. 

Mark  Saber 
Program    and 

sponsor   not   set 

Perry    Mason 

'IIS 

People    Are    Fun 

|   cord 

fill?  * Wagon  Train ■      nl    d) 
Zorro 

:  i  . 

A     C     *l'ail<    Pluu 

f  i .  '   

Scott    Island 
It     i     R 

•  II   Til  \ 

You   Bet  Your  Life 

all |im    Bowie 

Tils 
Trackdown 

all      V 

Court   of    Last 

Resort 
I'     Lorlllard 

Program    and 
sponsor  not   set Perry    Mason 

Perry    Como 

|    cord 

1%  kr 

Father  Knows 

Best 

Btotl 

Real   McCoys 

Bytranla 

1        

Climax 

Ctiryiler 

Dragnet 

1  A  M 

Patrice    Munscl .     alt 
Zane   Crcy 

1 

Life   of    Riley 

U    •  •    III    Til  \ 

Program    and 

sponsor   not   set 

Dick    6    The 
Duchess - 

11     • 

Perry    Corro 

Itionairc Kraft  Theatre 
Kr.fl 

Pat    Boone 
ratal 

|1S  MN 

Climax 

ICa Shower  of  Stars 
N 

People's  Choice 
n     alt 

Frank   Sinatra 
1 

Mr.   Adams  6   Eve 
It      I      H.WI..M,    alt • 

Manhunt ' 
all    TB  \ 

Lawrence   Welk Cale    Storm 

II     < 
TBA 

UK    I 

o     Secret Kraft   Theatre 

OSS 
Utnnen 

}."*  7"i" 

Playhouse  90 

Brlitol  Mi.i. 
Philip    Morrli k in.!..  •  |]  Clark 

a  met   i .  1 1 

Tenn   Ernie   Ford 

Show 

Date  With  Angels 

Plymouth Schhtr    Playhouse S.WH7 

Thin   Man 

Coll 

Lawrence   Welk 
1 

Have    Cun 

Will   Travel 

-    alt 

'.all 

Cisele    MacKcn; 

■ 

J  1  Hour 
■IMl 

This   Is  Your   Life 
PAG 

Navy    Log 

1        S      Kuhhrr 

Playhouse  90 

AINU 

Tit  V 
Lavai    Bra 

Celt    45 

fair. 

Line    Up 
I'.m;   alt 

llr.^n    A 

Williamson 

Cavalcade   of 

Sports Olllt 

Cuy   Mitchell Cunsmoke 

1  ,\  M 

What  s  It  Foi 

.It  leatre No  net  service Program   and 

sponsor  not  set 
Playhouse  90 

M  dl 

Nn   lane  Wyman 

Show II     Blabop  alt 
Quaker    OMl 

Program   and 

sponsor  not  set 

Person  to  Person 

Time  alt 
Oil  &  Hamm 

Cavalcade   of 

Sports 

Red    Barber's 
Corner 

Karm 
Program    and 

sponsor   not    sel 

Program   and 

sponsor  not  set 

Hit   Parade 

above)  finds  five  fewer  quiz  shows  sel 

for  fall,  sponsor's  comparison  i-  with 
the  quizzes  that  were  on  in  November 

1956  and  the  new  ami  returning  ones 
upcoming.  It  does  oof  in<  lude  the  quiz 
shows  thai  sprang  up  ami  died  a  quick 
death  in  the  middle  "I  last  season.  '  In 

all  eight  failed  during  the  1956-57 
term.  > 

OnK  two  oew  qui/  programs  will 
debul  this  fall  ami  both  of  them  are 

copies  oi  successful  daytime  starters, 
Tic  Tar  Dough  and  The  Price  is  Right 

I  both   nn    NBC    l'\   I. 
7.  Situation  comedies  arc  rolling 

merrily  alone;  while.  1>\  waj  "f  con- 
trast, the  tv  comedian  is  becoming  the 

vanishing  American.  Situation  come- 
dies are  again  the  favored  format, 

taking  the  highest   percentage  among 

jily  1957 

-how  types;  there'll  even  be  two  more than  last  season. 

\-  lor  the  comic,  there  are  onl) 

three  left:  Red  Skelton,  fail,  Benny 
and  George  (,<>l>el.    Gobel  returns  t h i- 

\  i\[\  in  a  new  hour  \  ai  ietj  format.  In 
a  reci'iit  SPONSOR  \-k-  column,  Steve 

Mien :  Jack  Philbin,  exe<  uti\  e  pro- 
dm  it  of  tin-  Jackie  Gleason  Shot*  ;  and 

\\  alter  <  raig,  \  ire  president  in  <  I 
"I  ladio  and  t\  tor  Noi  man,  <  raifi  »S 

Kummel,  gave  their  views  on  t\ 

corned)  and  the  possibilitii  -  me- 
back.  Ml  agreed  that  straight  corned) 

would  make  a  comeback  and  all  agreed 
that  the  week-in-week-oul  treadmill  had 

driven  the  comics  off  the  air.  Suj 

tions  for  improving  the  corned)  out- 
look included: 

•  Remove  corned)   from  the  weekh 

assembl)    line  ami   put   it   mi a-montb  basis. 

•  I  the   wear-oul    fai  tor  and 

change     matei  ial     (<  harai  t>-i  izati 
much   more   often. 

•  I  >«\  elop   new 

w  riter-  ami  find  new    training  _: r < ■uiul- tor  them. 

8.  s  out-nun 

fingU     •                     %  foi   the   first   time 

tin-   jreai       I  hi-  too  i«  .|i,. 

to   the   t  ising   '  "-t    f.i-  tor.      !  •  •  unt- 
ing    mm  -:>oii- 
-or-hip-  ha-  been  a  -teadiK    i 

trend.     Hen'-    how     it    work-    out    in term-    of    shows: 

SEASON  SP.  SINGLE 

5-57  19  65 

1957  ~>7  52 
9.  /  Iwre'll    be     more     hranti     neu 



NETWORK   TV continued 

shou  s<  at  It-red  throughout  the  sched- 

ule. A  comparison  with  the  L956-57 
season  starters  works  oul  like  this: 

NUMBER  OF 
SEASON  NEW  SHOWS 

1956-57  29 
1957-58  40 

This  is  the  count.  l>ut  with  a  nuinher 

of  time  slots  -till  open,  the  final  1957- 
58  total   will   undoubtedly  go  higher. 

Of  the  40  new  shows.  ABC  TV  has 

13,  CHS  T\    has   10  and  NBC  TV  has 

17.  By  types  the)  break  down  this  way: 
Adventure    2 
Drama  3 

(half-hour) 
Music  ...I 

(one-hour) 
Music  —1 

(half-hour) 

Mystery  ..  2 

(one-hour) 

Mystery,  4 
(half-hour) 

Quiz.  2 
Situation  corned)  _7 

Variety      __3 

(one-hour) 
Variety        4 

(half-hour) 
Western         2 

(one-hour) 
Western       7 

(half-hour) 
Miscellaneous     2 

(Note:  the  hour  Western  category 

includes  NBC  TV's  Wagon  Train 
which,  while  not  yet  sponsored,  is 
fairly  firm  at  this  writing.) 

Availabilities 
iiiiiiiiiiiiiiiiiiiiiiiii 

Q.  Are  there  still  many  openings 
in  the  nighttime  schedule? 

A.  As  this  is  written  there  are  eight 

hours  unprogramed.  Here's  the  break- down: 

ABC  TV  .  51/, 
CBS  TV  .  .1 

NBC  TV.  I14 
NBC  TV  also  has  another  hour 

which  has  been  programed  {Wagon 

Train,  Wednesday  7:30-8  p.m.),  but 
which  has  not  as  yet  been  sold.  ABC 
TV  also  has  (in  addition  to  the  5% 

hours)  six  half-hours  open  in  the 

10:30-11  p.m.  slot,  but  this  time  may 
not  be  programed  at  all. 

Aside  from  the  time  that  is  com- 

pletely open,  all  three  networks  have 

shows  looking  for  alternate  sponsors. 

Here's  that  picture: 

ABC  TV  2 

CBS    l\  3 
NBC  T\  6 

This  seems  to  be  a  slower  season  for 

selling.  \l  ibis  time  last  \ear  there 

were  only  three  and  a  quarter  hours 

completely  up  in  the  air  as  compared 
with  eight  hours  as  of  now. 

ABC  TV,  which  has  the  most  un- 

programed  time,  is  finding  Saturday 
and  Sunda)  nights  the  hardest  to  fill. 
The  network  has  from  7:30  to  9  p.m. 

open  on  Saturdays  and  7:30  to  LO  p.m. 
on  Sunday  -. 

Costs 

Q.  How  much  more  will  an  ad- 
vertiser have  to  pay  for  talent  and 

production  costs  next  season? 
A.  Talent  and  production  costs  will 
be  from  5  to  10%  higher  than  last 

}ear.  (See  chart,  page  36,  for  average 

talent-production  costs  of  the  new  pro- 
grams by  types. )  Costs  of  some  shows, 

variety  in  particular,  are  going  even 
higher  due  to  the  desire  to  present  a 

"class"  program.  Several  of  the  re- 
maining hour  dramas  have  taken  a 

big  hike  with  the  same  view  in  mind. 

Q.  How  will  network  tv  time 
costs  compare   this   fall   with    last 

year? 
A.  Increases  have  gone  into  effect  all 

along  the  line.  Basically,  here's  how they  shape  up: 

ABC  TV — "A  comparison  of  rates 
in  either  dollars  or  percentages  be- 

tween any  two  years  may  be  very  mis- 
leading since  rates  are  a  function  of 

programing,  coverage,  quality  of  facili- 

ties and  so  on,"  says  Jay  Rabinowitz, 

ABC  TV  administrative  v.p.  "Although 
rates  for  time  may  increase,  the  cost- 
per-1,000,  as  is  the  case  with  ABC, 

has  shown  a  marked  decrease." 

In  terms  of  coverage,  then.  ABC  TV's 
basic  network  lineup  for  the  1957-58 
season  includes  live  clearance  of  80 

stations  "with  a  coverage  of  85%  of 

the  national  tv  homes"  compared  with 

73  li\e  and  ~V  <  coverage  the  preced- 

ing year. 
Translated  into  rates,  here's  the  pic- ture: 

The  weekly  discount  structure  has 
remained  the  same  as  last  year,  cable 

charges  are  unchanged,  and  stations 
in  most  major  markets  have  held  the 
line  on  time  costs  or  increased  moder- ately. 

CBS  TV- — The  network  had  a  rate 

increase  for  some  of  the  basic  stations 

in  mid-March,  but  most  advertisers  on 

the  air  then  have  a  six-months'  rate 

protection. "'I  here  s  no  increase  contemplated 

beyond  that,"  says  Bill  H\  lands,  v.p. 
in  charge  of  network  sales. 

He  estimates  individual  station  in- 
creases as  ranging  between  5  and  10%, 

but  not  exceeding  the  latter  figure. 
NBC  TV— The  network  has  added 

two  basic  interconnected  stations  be- 
tween June  195C  and  June  1957. 

making  the  current  total  58  station-. 
Total  cost  for  an  hour  on  that  basis 

is  $79.(150.  compared  with  $72,500  last 

year,  representing  approximately  a  9% 
increase. 

The  half-hour  "A"  rate  is  $47,430 
compared  with  $43,500  last  year,  or  a 

9%  increase;  whereas  the  quarter-hour 
"A"  is  !!',  higher,  or  £31.620  com- 

pared with  $29,000  last  year. 
Increases  all  the  way  down  the  line 

seem  to  run   under  10%. 

Q.  What  will  be  the  trend  in  au- 
dience size? 

A.  Tune-in:  The  fluctuation  in  hours 

and  minutes  spent  viewing  network 
and  local  tv  combined  I  have  been 

relatively  slight.  Here's  how  the  years 1951  through  1956  compare,  on  a 

12-months'    Nielsen    average: 

DAY 1951    1:30... 
7952        1 :36 
1953   1:43.. 
1954   1 : 1 1 

NIGHT  TOTAL 

.3:30  4:50 
3:11  4:47 
3:00...  4:43 
2:59  4:40 

1955  ...  1:44  2:58    4:42 
7956...  1:53...  3:06...  4:59 

With  these  figures  in  mind.  J.  Elias- 
berg,  CBS  TV  research  director  sax  s. 

"Sets-in-use  figures  haven't  changed  in 
five  years  enough  to  make  a  difference. 

I  don't  anticipate  any  world-shaking 
change  this  fall,  though  there  may  be 

a  slight  stead\   increase. 

NBC  TV's  Bob  Daubenspeck  sa\s: 
"Daytime  hit  an  all-time  high  recently, 
but  our  daytime  programing  is  so 

strong  it  may  boost  the  viewing  further 
in  fall.  Sets-in-use  ma\r  increase  at 

night  between  7:30  and  10:30  p.m.  as 

well  because  of  stronger  total  program- 
ing in  fall,  but  no  more  than  5%,  1 

think." 

Julian  Barnathan,  ABC  TV  research 
director,  foresees  areas  for  increased 

sets-in-use  this  fall,  particularly  "fringe 
time  such  as  7:30  to  8:00  p.m.  and 

10:00-10:30  p.m..  where  the  audience 
is  available  but  programing  is  only 
now  become  strong  enough  to  get  them 

to  tune  in  regularly." 
Says  he:  "Other  times  max    not  in- 
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.  rease  much  b«  ause  i  h<\  re  alread)  .11 

a  high  level.  Bui  ila\  time  it  likel)  to 

increase  when  more  VBC  l\  program- 

ing cornea  in.  \-  ii  is,  we  expet  i  to 

see  a  boost  in  the  1:30  slot  which  we're 
ihiu  going  t"  pi ogi Bm. 

Ratings:  There's  likelj  to  be  Borne 
levelling  "IT  in  nighttime  ratings.  For 

one  thing,  there  will  be  strong  pro- 
graming more  consistently  on  all  three 

networks.  So  ondl) .  the  "<  ountei 

programing"  techniques  which  guided 
scheduling  For  fall  bj  all  three  net- 

works, an-  likel)  i"  eliminate  Buch  run- 
j\.a\  hits  as  Lucy.  Audiences  are  more 

likeh  i"  be  evenl)  divided  when  shows 

with  different  appeal  are  pitted  a^;i i n-t 
each  other. 

Color 

Q.  Will  there  be  more  color  pro- 
graming next  season? 

A.  \i  NBC  TV,  which  has  tin-  big- 
gest stake  in  color  through  the  I!'  \ 

color  receivers,  yes.  \i  I  BS  T\  no 

upswing  i-  expected.  \-  of  now  the 
special  shows  will  be  in  color.  Red 
Skelton  will  be  colorcast  olT  and  on. 

The  daytime  Bob  Crosby  Slum  which 
was  in  color  sometimes  last  season  is 

going  oil  and  there  will  be  a  cut-back 
colorwise  there.  UJC  TV  has  no  color 

plans. 

\B("  \'\  s  plans  arc  not  finalized, 
but  the  network  says  it  expects  to  do 

more  just  exactly  what  is  a  question. 
One  innovation:  NBC  T\  plan-  to 

broadcast  it-  highest-rated  -how-  in 
color.  One  of  these  the}  expect  will 
be  the  Steve  Men  Slum.  Main  but 

not  all  of  the  specials  will  be  in  color. 
Slowness  in  tin-  sale  ol  color  receiv- 

ers and  the  higher  costs  of  color  shows 

are  obviousl)  -till  the  main  factors 
holding  off  an  avalanche  of  tint. 

Specials 

Q.      Will    there    be    more    special 
shows  next  fall? 

A.        i  es.  the  new   here-and-there  plan 
for  the  specials  actually   adds   up  to 
more    of    these    shows    throughout    the 

year. 

NBC  I'\  plans  the  largest  number  of specials  at  least  50.  CBS  TV  has  22 

specials  definite!]  set  plus  some  Show- 
er of  Stars  planned  for  but  not  pinned 

<loun.     \BC  TV   has  onrj  two  specials 

ni  mind,  the  Frank  Sinatra  houi  shows 
mentioned  eai  liei 

I  In  CBS  I  \  show  -  i  li.it  are  in  the 

works  include  I n  foi  I  luPont,  fivi   /' 
I f tm.     Bhows    i"i     Ford,    and    si 
Lou  ill     I  homas     shows     I"!      Delco 

I'alkcil  about  but  not  definitely  set,   in 
linn   fackie  Gleason  -how-  ami  six    /" 

Linklettei  "People  and  Plai 
01  the  50  spe<  iala  NBl  I  \  has  in 

miml.  about  -'I  have  been  announced. 

Six  Bob  Hope  Shows  foi  Hmex,  -i\ 
ferry   Lewis  Shows  and  the    tcademy 
In  ards  foi  <  lldsmobile,  Pinnot  i  hio 

tm  Rexall,  tnnie  Get  )  "in  Gun  foi 

Pontiac  and  Pepsi-I  ola,  five  •  |".--il>l\ 
-i\  i  /lull  of  Fame  foi  Hallmark,  and 
the  General  Motors  General  tnniver- 

sat  \  -Imw.  \l-o  five  othei  show  -  foi 
Pontiac  are  in  the  works. 

Daytime 

Q.  Will  there  be  much  change  in 
daytime  programing? 

A.  I  here  is  some  i  hange  at  all  three 

network-.  I. lit  UK  l'\  w  ill  make  the 
n  o>l  radical  mo\es.  I  he  network  plans 

to  put  six  live  programs  in  the  3:00- 

">:<>()  p.m.  strip.  So  far  Luck)  Lady  is 
the  firsl  to  be  definitely  set.  I.<nl\ 
takes  the   1 :30-5  p.m.  berth. 

Tlie  prospective  new  live  daytime 

-hows  in  the  3:00-  1 :30  pel  iods  in- 
clude: ////<//  Wakes  )  <>ii  Tick?  (audi- 

ence participation),  Parlay  (quiz), 
The  Man  in  )  "in  Life  'new  type), 

//  hats  th<-  Same  of  I  hut  Tune?  (mu- 
sical game),  and  Guest  of  Honor  (in- 

ten  iew  i .  \ll  will  be  half-hour  in 
duration. 

( )lher  changes  at  \B(  I  \  include 
cutting  Mickey  Mouse  Club  hack  to  a 
half-hour  (5:30-6  p.m.)  and  stripping 

youth-appeal  film  shows  in  the  5-5 :  10 
p.m.  slot,  tne  films,  all  re-runs  except 
for  //  <>"</ \  Woodpecker,  will  be  half 

"i  alternate!}  sponsored  bj  Kellog 
While  the  new  half-houi  version  of 

Mickey  Moust  <  lub  has  eight  sponsors 

signed,  just  who  i-  taking  which  seg 
menl  is  -till  up  in  the  air.  I  he  adi  ei  - 
tisers  are:  Mars,  Armour,  Mattel. 

Miles,  Genera]  Mills,  Bristol-Myers, 
Genera]  Foods  and  Pillsbury. 

Fall  Comparagraph  accompanying  this 
section  for  schedules  "t  the  three  net- 
works. 

(  l>s  I  \  ha-  |ii-t  two  <\a\  time  pi o- 
graming  changes:  (a)  the  dropping  of 

.me  soaper,  '  aliant  Lady  for  another. 
Hotel  Cosmopolitan;  (b)  replacement 

of  Bob  Crosby    (who  has  plan-  for  a 

IT  TAKES 
IN 

TULSA! 

WAMPUM 

A  BILLION  DOLLAR 
MARKET 

Anyone  for  a  billion  dollars!'  It  tan 
be  had  by  alert  advertisers  who  realize 

the  tremendous  effective  buying  power 

of  northeastern  Oklahoma. 

r  key  to  this  treasure  chest  is  .  .  . 

KVOO-TV     I  ilsa  County  alone  i 

J     10- million   market,  and  Sales  Man- 

agement    rates    Tulsa    both    a    better 

quality  ,\n<\  a  better  productive  market 
than    either    Boston    or    Baltim 

■    there    for   you    .    .    .    through 

Channel   2.    When  do  you  start? 
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NETWORK   TV  .  .  .continued 

heCALIF.ORE. 
TV  TRIO 

The  SmulUn  TV  Stations  . . . 

.  .  .  BRIDGE  THE  GAP  between  San 
Francisco  and  Portland  with  EXCLU- 

SIVE VHF  Coverage  on  Channel  2, 3  and  5. 

KfiTI      CHANNEL      2\ 
i\V  I  I     Klamath  Falls,  Ore.  I 

Mbm   Eureka,  Calif.  /NBC 

KDCC   CHANNEL      5     ABC rVOta   Medford,Ore.        / 

Three  markets  — one  billing 
MARKET   FACTS 

POPULATION  356,330 

FAMILIES  115,760 

TV    FAMILIES  88,106 

RETAIL  SALES         $487,971,000 

CONSUMER  SPEND- 
ABLE INCOME   $615,366,000 

for  CALIF.-ORE.  TV  TRIO 
call  Don  Telford,  Mgr. 

Phone  Eureka,    Hillside  3-3123  TWX    EKI6 

„  ,tIr  blair-»/<4^     national or  as*  associates  ««.     representatives 
New  York.  Chltiie.  Sen  Frantlieo.  Seattle.  Lot  Anielet, 
DaJlae,    Detroit,    Jacksonville.   St    Louie,    Bolton. 

nighttime  series)  with  )  ou  Are  the Jury. 

The  status  of  Hotel  Cosmopolitan  is 

-lill  not  a  dead  certainty,  hut  the  net- 

work says  it  feels  the  show  will  defi- 

nitely go  on  by  October.  The  new  se- 
rial previously  had  been  due  to  start 

this  summer  but  its  pilol  met  with 
some  reservations. 

On  the  sponsor  front.  P&G  has  made 
the  most  dra<t  i<  move  by  cutting  back 

its  sponsorship  of  the  two  half-hour 
soaps  (As  the  World  Turns  and  Edge 

of  Night)  to  15-minutes  each.  The 
rest  of  the  sponsorship  picture  remains 

preth  stable  at  CBS  TV  with  the  ex- 
ception of  the  Bob  Crosby  adxertisers 

who.  at  presstime,  are  undecided 
whether  or  not  to  go  along  with  the 
new  You  Are  the  Jury. 

NBC  TV  programing  changes  in- 
clude: (a)  dropping  of  Home  and  sub- 

stituting a  half-hour  Arlene  Francis 
Show  with  another  half-hour  yet  to  be 
announced;  lb  I  the  mid-summer  re- 

placement of  Tennessee  Ernie  Ford 
( who  also  wants  to  devote  his  energies 

to  nighttime  I   with  Bride  and  Groom. 

While  the  Arlene  Francis  Show  and 

the  new  half-hour  are  still  unsettled 

and  unsold,  Bride  and  Groom  is  mov- 
ing right  along  and  has  picked  up  five 

sponsors  to  date. 

The  over-all  Monday  through  Friday 

picture  shows  CBS  TV  sticking  with 

its  daytime  serials  and  personality- 
fronted  shows  despite  rating  inroads 

made  by  NBC  TV  with  its  quizzes  and 
audience  participation  programs. 

Week-end  daytime  programing  finds 
ABC  TV  drawing  a  blank  for  Sunday 

but  coming  up  with  new  sponsored 
time  on  Saturday,  the  All  Star  Golf 

film  series  (4-5  p.m.)  and  the  Lone 

Ranger  (5:30-6  p.m.) 
CBS  TV  has  only  one  sponsored 

show  set  for  Sunday  afternoon,  Wild 
Bill  Hickok.  And  Saturday  remains 

pretty  much  unchanged  except  for  one 

open  spot  at  11:30-12  Noon.  The  net- 
work will  televise  the  Professional 

Hockey  Games  on  Saturday  afternoons 

starting  at  4  p.m.  beginning  2  Novem- ber. 

NBC  TV's  Sunday  afternoon  sched- 
ule is  unsettled  up  to  3:30.  Sustaining 

shows.  Youth  Wants  To  Knoiv.  Ameri- 

can Forum,  Zoo  Parade  and  Frontiers 

of  Faith  will  probably  be  fitted  in  the 

line-up  in  some  manner.  From  4-5:3(1 
p.m.  the  network  has  Wide  Wide 
World  I General  Motors  sponsoring  I 
and  Omnibus  I  Union  Carbide  and  oth- 

er sponsors  to  he  announced  I  as  alter- 

nate programs.  Saturday  on  NBC  TV 
finds  the  network  solidly  booked  until 

noon  with  children's  shows  (all  spon- 
sored except  for  one  alternate  segment 

of  Andy's  Gang,  10:30-11  p.m.).  Ster- 
ling rug's  True  Story  and  Detective 

Diary  remain  in  the  12-1  p.m.  spots. 
I  he  afternoon  will  be  taken  up  by 

NCAA  football  and  regional  games 

which  will  have  various  starting  times 

between  1:15  p.m.  and  5:15  p.m. 

Washington 
Jllllllllllll!!!::: [|lllllllllllllllllllllll!llllllllllllllllllllllllllllll!llllllllllll!l 

Q.  What's  been  the  result  of  in- 
vestigations into  network  prac- tices? 

A.  The  1957  session  produced  noth- 

ing very  important  or  very  new  with 
relation  to  broadcasting,  except  re- 

ports on  investigations  which  actually 

took  place  not  only  during  the  previ- 
ous year  but  also  during  a  previous 

Congress. 
But  the  reports  were  dynamite  with 

a  time  fuse. 

First,  Rep.  Emanuel  Celler's  House 
Judiciary  antitrust  subcommittee  is- 

sued a  watered-down  document  calling 
for  FCC  and  Justice  Department  probes 

of  network  practices.  The  Brooklyn 

Democrat,  in  the  horse-trading  which 
he  found  necessary  to  gain  committee 

approval  of  his  report,  won  a  very 
significant  point.  He  had  to  give  up 

his  conclusions  calling  for  drastic 

regulatory  and  legislative  changes,  but 
he  was  able  to  save  most  of  the  reason- 

ing which  led  to  the  conclusions.  The 

resulting  call  for  study  of  certain  net- 
work practices  was  backed,  in  effect, 

by  criticism  leveled  at  these  practices 

by  the  entire  committee. 

The  second  and  much  larger  explo- 
sion came  from  the  other  side  of  the 

Hill,  in  the  form  of  a  hard-hitting 

document  prepared  by  Senate  Com- 
merce Committee  special  counsel  Ken- 

neth Cox  and  regular  counsel  Nicholas 

Zapple.  Compromises  were  also  neces- 
sarv  here,  hut  they  were  in  the  form 

of  making  the  report  a  preliminary 

staff  document  —  calling  for  study  and 

comments  by  the  FCC  and  the  Justice 

Department  —  and  with  the  specific 
statement  that  a  final  report  would  be 

adopted  in  the  light  of  the  statements 
In  he  received  from  those  agencies. 

The  overall  effect  is  that  of  a  con- 

certed Congressional  attack  on  network 
option-time  and  must  buy  policies, 

Congressional  questioning  of  relation- 
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■.hip-  among  networks  and  ad  ageni  iea 
ami  - 1 n > 1 1 -< ■  i - .  doubt  aboul  whethei  nel 

ov  nership   "I   stations   should   I"-  >  ul 
down,    questions    al   i    whether    the 

webs  are  nol  getting  into  a  monopolj 

position  i"  progi  .mi  production.  I  he 

reports,  taken  together,  amount  i"  1 
directive  from  both  chambers  and 

1 1  ..mi  both  political  parties  i"  considei 
changes  in  these  and  other  directions. 

Meanwhile,  the  Department  "t  lu-- 
tice  has  had  it-  own  investigation  ol 

ih>-  television  industry  in  lull  -win:; 
foi  a  long  time.  Firsl  results  were  the 

block-booking  action  involving  feature 
film  distribution  i<>  t\  stations  and  the 

-uit  ovei  ih.-  NBC-Westinghouse  sale- 
trade.  1  >  1 1 1  the  Justice  probe,  or  rather 

Bexies  of  investigations,  covers  the 
whole  broad  field  of  relationships 

within  the  industry  and  searches  h>i 
breaches  of  the  antitrusl  law*. 

The  FCC's  more  publicized  investi- 
gation undertaken  l>\  it-  network  stud} 

committee  under  Dean  Roscoe  Barrow 

i-  even  more  sweeping,  since  Justices 

is  limited  b)   legalities  while  the  I  I  I 
i-  able  to  deal  within  the  le-s  routin- 

ing limits  of  regulator;  discretion. 

Q.  Will  anything  actually  be 
done  about  network  practices? 
A.  Since  Justice  and  the  FCC  are 

already  bard  al  work  on  the  problems, 

it  might  be  assumed  that  the  House 

ami  Senate  reports  with  their  direc- 

tives to  probe  are  mere  window-dress- 

ing. "I  tii—  i-  l,ii  from  the  case.  Both 
agencies  are  now  clearly  warned  of 

Congressional  interest  in  their  conclu- 
sions, urged  to  hurry  up  and  reminded 

that  there  will  be  trouble  on  the  Hill 

unless  the  two  agencies  find  somebody 
i_iiilt\  of  something. 

If.  in  the  face  ol  the  various  reports, 

the  FCC  majority  votes  against  drastic 
changes,  those  who  favoi  such  changes 

will  move  into  the  area  of  legislation 

to  force  things  along.  The  trump  in 
the  hand  of  those  who  favor  the 

changes  is  the  Justice  Department. 

Justice,  ignoring  all  other  factor-,  can 
conclude  that  there  are  analogies  be- 

tween the  attacked  network  practices 

and  the  practices  which  were  outlawed 

in  the  motion  picture  industry  after 

successful  prosecution  of  the  Para- 
mount  case. 

It  appears  that  nothing  i-  likely  I" 
happen  in  a  big  hum.  The  FCC  net- 

work practices  report  isn't  due  until  30 
September  and  max  he  delayed  again. 
i  he  Justice  investigations  have  no  ac- 

tual  In  gel    dale    I   111  In- 
Ovei   the  long   term   11   does  a\ 

likely  thai  th<  r<    h  ill  be  some  enfon  ed 
changes   in   network   option   timi    and 

must-buy    provisii  une    modil 
tion  ot   the  relationships  between  nel 
works  .mil   affiliates    ind   Borne   n 

toward     standardization     "I     network 

time  di-i  1. nut-.    ( lui  1  ighl  !■    'ilit  ion  ul 

net  w  01  k-   appeal  -    uidiki  l\  . 

Q.  Docs  the  talk  of  FTC  FCC 

cooperation  mean  a  stiffcr  attitude 

by  the  FCC  toward  stations  who 
run  commercials  which  arc  the 

basis  of  an  FTC  complaint? 

A.  The  much-heralded  1  oopei  ation 

between  the  I  I  •  and  the  I  <  <  appeal  - 
to  have  settled  down  into  a  big  noth- 

ing. I  he  FCC,  to  be  sure,  1-  .i>\\  ising 
netwoi  k-  ami  stations  m  hen  the  I  I < 

issues  complaints  against  advertisers, 
hut  there  is  no  compulsion  on  the 

broadcasters  to  do  anything  aboul  it, 

pending  com  iction.  \ml.  in  any  1  as< 
it  would  be  illegal  tin  the  advertise! 
to  continue  to  offei  the  commert  ials 

aftei  com  iction.  I  be  I  <  I  has  nol 

issued  any  cleai  statement  aboul  whal 
it  would  do  if  the  broad  asters  con- 

tinue to  cai  1  j  commercials  foi  w  hich 

a  sponsor  has  been  com  icted  and 
which  he  refuses  to  change.  ITiere  is 

no  present  intention  to  issue  -in  h  .1 
statement,  be<  mse  the  mattei  verj 

likeK  will  nol  present  itself.  \ml  the 

Commission  will  definitely  nol  take 

action  against  any  bi oad<  astei  purely 

on  the  basis  ol  .1  complaint. 

Q.      What's  likely  to  come  out  of 
the  clear-channel   investigation? 
A.      The  FCC  will  likely   in  the  future 

start  proceedings  aimed  al  clearing  the 

boards  ol  the  long-debated  1  lear  <  ban- 
nel  and   allied  1  ases. 

The  powerful  clear-channel  stations 
want  all  their  present  protections  con- 

tinued and  also  a-k  foi  higher  than  the 

present  50  kw.  maximum  power.  I  he 
daytime-only  stations  want  the  local 
sunrise  to  local  sunset  hours  of  opera- 

tion changed  to  definite  and  slightly 

longei  hours.  Ih-  <  lass  l\  250-watters 
v  ant   1  .niMi  watts  so  as  t"  be  abk    to 

compete    with    the   davtimei-. 

The  FC(  has  already  started  pro- 

ceedings which  might  give  tin-  -">,)- matters  what  they  want  in  cases  where 

they  can  prove  no  excessive  interfer- 
ence will  be  caused  by  the  power  in- 

crease.  Bui  the  daytime-onlys  appear 

slated  to  lose  out.    ["here  is  no  realh 
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Tulsa  .  .  .  the  heart  of  a  billion 

dollar  market!  That's  a  pretty 
fair  hunk  of  trade,  and,  naturally, 

you'd  like  to  have  your  share 
KVOO-TV  would  like  for  you  to 
have  it.  too — and  they  are  ready 

to   help     \  KVOO-TV 
blankets  northeastern  Oklahoma 

with  the  tops  in  network  and 

programming  And  KVOO-TV 
doesn't  stop  there  Market  re- 

search, merchandising  and  pro- 
motion aids,  and  constant  atten- 

tion to  your  account  will  make 

you  glad  you  n  KVOO- TV.  Yes,  its  CHANNE1 

for  a   red  show   ...  of  profits 
in  Tulsa! 
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NETWORK   TV.  .  .continued 

reliable  indication  as  t<>  uli.it  the  clear 

■  h.  ,i  I-  can  expect,  but  a  good  guess 
illicit  be  nothing  much  differenl  from 
the  status  quo. 

Q.  Is  there  any  likelihood  of  an 

early  FCC-approved  test  of  fee-tv? 

A.  The  fee-tv  proceedings  passed  an- 
other milestone  in  their  long  histor) 

liming  Jul)  filing  id  arguments  as  to 
what  would  be  a  proper  test  of  the 

system  and  filing  of  counter-arguments 

holding  that  the  tests  wouldn't  prove 

anything  and  shouldn't  be  tried. 
\lread\    coid used   enough,   the   sub- 

scription  television  battle  took  another 
turn  in  recent  months  with  the  upsurge 

of  wired  systems  which  do  not  require 

FCC  approval.  If  the  wind  or  cable 
s\  stems  succeed,  the  proceedings,  in 

l lie  words  of  the  lawyers,  would  be 

moot.  Success  of  wired  systems  would 

likel)  mean  collapse  of  the  opposition 
to  fee-t\   over  the  public  airwaves. 

Opponents  of  fee-t\  have  relied  on  a 
contention  that  tin-  s\stem  would  be 

okay  if  it  didn't  use  public  airwaves. 
That  position  is  now  being  re-exam- 

ined— and  hastily.  Hut  so  far  no  satis- 
factory    answer,  other  than  a  possible 

New  York  State's 
M0ST  POWERFUL 
1,000,000 CHANNEL  40  WattS 

WINR-TV 
BINGHAMTON 

Affiliated  with  the  Gannett  radio-tv  group 
and  WINR  Radio  •  1000  watts  •  680  kc. 

ON  THE  AIR  MID-SEPTEMBER 
WITH  FULL  NBC  PROGRAMMING 

George  P.  Hollingbery 
National  Representative 

Dale  Taylor 
General  Manager 
Broadcast  Division 

Binghamton  Press  Co.  Inc. 

push  for  common  carrier  designation 

and  public  utility-type  regulations  has 

presented  itself. 
There  is  another  factor,  too.  If  the 

wired  systems  are  a  conspicuous  suc- 
cess and  threaten  hefty  competition  to 

free  t\.  thin  the  networks  and  individ- 
ual stations  would  want  to  cut  in  on  it. 

At  the  FCC  the  fee  tv  situation  is 

not  as  simple  as  it  appears.  In  the 

FCC  order  calling  for  w  ritten  presen- 
I ..lions  on  what  would  constitute  an 

adequate  test  for  the  fee  system,  all 

seven  commissioners  agreed  that  the 
FCC  has  the  legal  authority  to  approve 

fee  television  and  all  seven  agreed  that 

a  large-scale  test  should  be  tried  before 
a  final  decision. 

Hut  in  an  earlier  vote,  it  was  4-3  for 
a  trial  with  retired  chairman  George 

C.  VIcConnaughey  swinging  the  bal- 

ance. The  position  of  the  new  commis- 
sioner. Frederick  Ford,  is  not  yet  clear. 

However,  it  is  clear  that  the  minority 

of  three  has  not  entirely  abandoned  its 

position  against  even  a  test. 
The  unanimous  vote  was  possible 

onl\  hecause  this  was  a  call  for  further 

paperwork  and  not  a  definite  action. 
When  the  matter  of  an  actual  test 

comes  up  again,  there  could  be  a  dif- 
ferent result.  Industry  pressure,  strong 

opposition  from  such  as  Rep.  Harris 
i  I).,  \rk.i.  chairman  of  the  House 

Commerce  Committee,  several  mem- 

bers of  the  Senate  Commerce  Commit- 

tee, and  Rep.  Celler,  could  make  a 
difference. 

While  it  is  true  that,  even  so,  the 

odds  would  favor  approval  of  a  test, 

there  will  be  much  room  for  disagree- 
ment among  commissioners  as  to  the 

scale  and  specifications  for  such  a  test. 

How  many  stations,  what  markets,  how 
many  hours,  what  safeguards,  one  or 

all  systems  and  many  more  questions 
are  so  complex  as  to  defy  easy  or 

quick  resolution  among  seven  men. 

Q.      What's  the  outlook  for  uhf? 
A.  The  efforts  to  save  uhf  which  first 

drew  attention  when  the  Potter  sub- 

committee held  hearings  in  1954  are 
now  so  far  out  of  the  window  that  it  is 

an  effort  to  recall  any  of  it. 

The  FCC's  uhf  ''crash '  research 

program,  which  was  supposed  to  res- 
cue uhf.  has  dwindled  down  to  minor 

research  questions. 

The  proposal  to  move  all  or  a  major 
part  of  tv  to  uhf  is  buried  so  dee])  that 
it.  too.  has  been  nearlj   forgotten. 

"Selective    de-intermixture"    is    still 

i;: 
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looks  . .  . 

listens  .  .  . 

reacts .  . . 

in  30  rich 

Oregon  and 
Washington 
counties 
covered 

exclusively 

by  KOI N -TV, 
Portland,  Ore. 

The  boys  from 

CBS-TV  Spot 

Sales  will  tell  you 

a  delightful  story 
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habits  and 

KOIN-TVs 

ratings  (amazing!) 

and  coverage 

(incredible!). 

!••'  Imii  .ills    ,ih\.'.   bul    no   majoi 
ket-    M  hi'  li    li.o  I     ulit    -.1  \  i,  .      |] 

to   lose   it,   .mil   even   this   business   ol 

c  resting  uhi  islands    -  .  ■  . .  sick,  i 
ii  nol  dead. 

DST  Problem 

Q.  How  will  the  networks  handle 

the  Daylight  Saving  Time  snarl 
this  fall? 

A.  I  uture  foi  i  liminating  I  IS  I 
snai  I-  looks  in<  reasingl)  bi  ight.  I  be 
shining  hope  lies  \s  i  1 1  ■  video  tape, 
which  is  now  being  used  i"  some  ex- 
tenl  b)  all  three  mi woi k». 

IBi  1 1  l>..M  Shaw,  iliir.  toi  "i 
station  i  learam  es,  saj  a  the  network 

m  ill  continue  to  rel)  on  "hoi  kines"  in 
I  [ollj  wood  to  .i\ ..ill  .1  I. .in  In. in  dela) 
..ii  \. u  ")  ork-oi  iginating  li\.-  shows 
during  <  October. 

"  \i  the  momenl  we  do  have  tape  in 
Chicago,  as  the  central  point  in  the 

•  i. imii  j ."  he  told  sponsor.  "Bul  even- 
tuall) .  in  l. H  i  bj  the  firsl  ol  the  year, 
we  ln>|i<-  to  have  video  tape  on  the 
I  oasl  as  well,  and  thai  m  ill  eliminate 
all  problems.  Bul  Bince  a  large  p'.r- 
tion  ol  i. ui  shows  are  on  film  this  fall, 

the  problem  isn'l  expected  to  !"•  acute 

then  eithei ." <  BS  1 1  "Sini  e  the  New  ̂   ork  and 
L.  \.  feeds  are  separate  al  night  be- 
i  ause  i.l  \  ideo  tape,  b)  «-m I  of  Sep- 
tember,  we  will  have  eliminated  all 
Coast  to  Coast  feeds,  and  therebj  the 

delays,"  saj  -  Bob  lameson,  CBS  I  \ 
sales  sei  \  ice  manaj 

When  the  programs  feed  from  two 

major  plan-,  the  biggest  dela)  mat  be 

one  of  an  hour.  For  instarn  e,  an  i".:1"! 
p.m.  show  in  New  V.ik  m  ill  be  in  <  In- 
cago  and  L  \.  al  7:00  p.m.  CBS  Holly- 

wood feeds  will  go  into  the  Mountain 
Zone. 

SBC  II  This  is  network's  DST strateg)  : 

1.  M'><  l'\  program  schedules  h  ill 
be  based  on  Eastern  Daylight  xa\m_: 
Time  from  28  V.priJ  through  26  Octo- 

ber i  fnlli.u  ing  New  V.ik  law  i . 
2.  Program   schedules   of  all    \l!( 

l\   stations  in  DST  areas  will  remain 
unchanged. 

3.  Programs  on  interconnected  sta- 
tions in  Standard  lime  areas  will  be 

one  h.'iii  earlier,  ex<  epl  i 
Central  Time  zone  will  see  8:00- 

9:00  p.m.  shows  between  '»:<">  and 
10:00  p.m. 

Mountain  Time  Zone  will  see  shows 
an  hour  earlier  than  New  York.       ̂  

thebig(2) 
IN  ^^.^S 

TULSA 

Tulsa's  industrial  expansion  tups  every 
key  inilustrial  market  in  the  nation 
Tulsa  ranks  2nd  in  the  nation  in  per 

capita  ownership  of  personal  automo- 

biles. 

NEW     MARKET     DATA 

Tulsa's  population   is   inci  I   the 
rate  of  3,000  families  per  year  —  8th 

fastest  growing  city  in  America 

The  "Eyes  of  Oklahoma"— KVOO —  are  focused  on  a  billion  dollar 

marker  When  you  buy  KVOO  1 V 

you  sec  results.  Buy  now  .  .  .  see  better 

profits. 

For    current    ovoilobilitict 

contact    any    office    of     BLAI 
LAIR    TV 
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WOC  TV 

Proved  by  648,330  Pieces  of  Program 

Mail  received  by  this  Station   During 
6  full  Years  of  Telecasting  .  .  . 

This  fabulous  response  .  .  . 

91'  -   of  it  to  local  live  telecasts 
.  .  .  began  in  1950.  That  year 

.  .  WOC-TVs  first  full  year  on 
the  air  .  .  .  33,845  pieces  of 

program  mail  were  received; 
this  mail  came  from  23  Iowa- 
Illinois  counties  —  237  cities 

and   towns. 

By  1955,  this  response  jumped 
to   149,215  pieces  of  program 

mail  received  during  a  12- 
month   period;    it  came   from   39 

Iowa-Illinois  counties  —  513 
cities  and  towns  in  these  counties. 

Accompanying  map  shows 
breakdown  of  this  1955  pro- 

gram  mail,   proving   WOC-TVs "Good   Picture"  area. 

WOC-TV  Viewers  are  respon- 

sive. They  respond  to  WOC-TV 
telecasts  by  mail.  More  import- 

ant, they  respond  to  advertising 
on  WOC-TV  by  purchases  at 

retail  outlets.  We  have  a  million 

success  stories  to  prove  it  (well, 
almost   a   million).   Let  your 

nearest  Peters,  Griffin,  Wood- 
ward representative  give  you 

the   facts.   Or  call   us  direct. 

WOC-TV  39-COUNTY  COVERAGE  DATA  - 

Population Families 
Retail  Sales 

Effective  Buying  Income 

Source 

Number  TV  Homes 

Source 

•  1,583,800 
•  489,700 

•  1,934,984,000 
•  2,686,413,000 

•  1957   Survey  of  Buying  Income| 
(Sales  Management) 

•  317,902 
0       Advertising  Research Foundation 

WOC-TV  Owned  and  Operated  by  Central  Broadcasting  Company, 

Davenport,  Iowa 

The  Quint-Cities  Station  — 

Davenport  and  Bettendorf 
in  Iowa;  Rock  Island,  Mo- 
line  and  East  Moline  in 
Illinois 

Col.  B.  J.  Palmer,  president 
Ernest  C  Sanders,  resident  manager 

Mark  Wodlinger,  resident  soles  monage 
PETERS,  GRIFFIN,  WOODWARD,  INC 
Exclusive  National  Representative 



SECTION 

Question-and-answer  briefing  section  for  guidance 

today  and  throughout  the  year  to  come.  Covering: 

PROGRAMMING  starts  page 

COMMERCIALS  starts  page  I 



These  266  clients  are  leading  film  show  buyers— and  prospects 
Affiliated  Super  Markets 
American  Bakeries  Co. 

American  Brewery,   Inc. 
American  Brewing   Co. 
American  Chicle  Co. 
American  Home  Products 

American  Motors  Corp. 
American  Stores  Co. 
American  Tobacco  Co. 

Anchor  San.  &  Amer.  Heating 
Anheuser-Busch,   Inc. 
Antell,  Charles,   Inc. 
Armour   &   Co. 
Associated    Food   Stores 

Associdted   Hospital   Service 
Associated  Products,  Inc. 

Atchison-Topeka-Santa  Fe 
Atlantic  Refining  Co. 

Bollontine,   P.  &  Sons 
Bardahl  Oil  Co. 

Bavarian   Brewing   Co. 
Bayuk  Cigars  Co. 
Beatrice  Foods  Co. 

Bekin's  Van  &  Storage  Co. 
Best  Foods,  Inc. 
Bethlehem  Steel  Co. 

Better  Living   Enterprises 
Blah   Brewing  Co. 
Block  Drug  Co. 
Bond  Clothing  Stores,  Inc. 
Borden  Co. 
Bowman   Biscuit  Co. 

Braun  Baking  Co. 

Bristol-Myers  Co. 
Brown  Shoe  Co. 
Brown  &  Williamson  Tobacco  Co. 

Burger   Brewing   Co. 

Col  Fame  Co. 

Canada  Dry  Co. /Bottlers 
Carling   Brewing  Co.,   Inc. 
Carnation   Co. 

Carter  Products,  Inc. 

Chesty  Foods,  Inc. 
Chock-Fuil-O-Nuts 

Chrysler  Corp. 
Chunky  Chocolate  Corp. 
Cities  Service  Co. 
Clairol,    Inc. 

Clinton  Merchandising  Corp. 
Coca-Cola  Co./Bottlers 

Colgate-Palmolive  Co. 
Colonial   Stores,   Inc. 

Continental  Baking  Co. 
Continental  Oil  Co. 

Cott  Beverages,  Inc./Bottlers 

Dawson   Brewing  Co. 
Dean   Milk  Co. 

Drewry's  Ltd. 
DufTy-Mott  Co. 
Du   Pont,  E.  I.,  De  Nemours 

Duquesne  Brewing  Co. 

E  &  8  Brewing  Co. 
Eastern  Air  Lines,   Inc. 
Eastman    Kodak  Co. 

Electric  Auto-Lite  Co. 
Emerson   Drug   Co. 
Emerson   Radio  &  Phono. 

Englander  Co. /Dealers 

Esslinger's,   Inc. Esso  Standard  Oil  Co. 

Faith  For  Today,  Inc. 

Falls  City  Brewing  Co. 
Fallstaff  Brewing  Corp. 
Fels  &  Co. 

Felton,    Sibley   &   Co.,    Inc. 
Florida   Citrus  Commission 
Ford   Motor  Co. 

Foremost  Dairies,  Inc. 
Frito  Co. 

Frontier   Foods  Corp. 
Fuller,  W.  P.,  &  Co. 

G.  H.  P.  Cigar 
Gallo  WineryvE.  &  J. 

General  Cigar  Co. 
General  Electric  Co. 
General   Electric  Supply 

General   Foods  Corp. 
General  Mills,   Inc. 
General  Motors  Corp. 
General  Tire  &  Rubber  Co. 

Genesee  Brewing  Co. 
Gillette  Co. 
Gluek   Brewing   Co. 
Sold  Seal  Co. 

Good   Humor  Corp. 
Gordon   Baking  Co. 
Grant  Co. 

Great  A  &  P  Tea  Co. 
Greyhound  Corp. 
Griesedieck   Bro.   Brew  Co. 
Gunther  Brewing  Co. 

Hall,  Robert  Clothes 
Hamm,  Theo.,   Brewing  Co. 
Heidelberg   Brewing   Co. 
Heinz,  H.  J.,  Co. 
Hekman   Biscuit  Co. 

Hinshaw's  Dept.  Stores Hi-V  Corp. 

Household  Finance  Corp. 
Humble  Oil  4  Refining  Co. 

Independent  Grocers  Alliance 
Interstate  Bakeries 

-Jackson   Brewing  Co. 

Kay,  Gerold  0.,  &  Assoc. 
Keebler  Biscuit  Co. 
Kellogg  Company 

Keystone  Steel  &  Wire  Co. 
Knomark  Mfg.  Co. 

Knudsen  Creamery  Co. 
Krantz  Brewing  Co. 

Kresge  S.  S.,  Co. 
Kroger  Co. 

Krueger,   G.   Brewing   Co. 

Labor  Savers,  Inc. 

Lanqendorf  United  Bakeries 
La  Rosa,  V.,  &  Sons,  Inc. 

Lay,  H.  W.,  &  Co. 
Lee  Tire  &  Rubber  Corp. 
Leonard    Refineries 
Lever  Brothers  Co. 
Lewis  Food  Co. 

Libby,  McNeil  &  Libby 
Liebmann    Breweries,    Inc. 

*These  are  companies  which  spent  $50,000  or  more  for  spot  tv  programs 
during  1956.  according  to  TvB.  The  programs  include  both  syndicated 
film  and  local  live,  preponderated  the  former.     Any  client  who  bought 

Liggett  &  Myers  Tobacco  Co. 
Lion   Oil  Co. 

Lone   Star   Brewing   Co. 
Lorillard,   P.,   &  Co. 

Lucky   Lager   Brewing   Co. 

M.  J.  B.  Co. 

Magees,  Inc. 
Magnolia   Petroleum  Co. 
Maier   Brewing   Co. 
Malt-O-Meal   Co. 
Mars,   Inc. 

Mayer,   Oscar,   &   Co. Mennen  Co. 

Miles   Laboratories,    Inc. 
Miller  Brewing  Co. 
Molson    Brewery,    Ltd. 

Murphy  Prods.  Co. 

Narragansett  Brewing  Co. 
National  Airlines,   Inc. 
National  Biscuit  Co. 

National  Brewing  Co. 
National  Carbon   Co. 
National  Clothing  Co. 
National  Dairy  Products 
National  Tea  Co. 

Nationwide  Insurance  Co. 
Natural  Gas  Co 

Nehi  Corp./Bottlers 
Nestle   Co.    Inc. 

New  England  Provision  Co. 
New  York  Central   Railroad 
Norwich  Pharmacal  Co. 

Oertel  Brewing  Co. 
Ohio  Oil  Co. 
Oklahoma  Oi!  Co. 

Olympia  Brewing  Co. 

Pabst  Brewing  Co. 

Pan-Am   Southern  Corp. 
Pan-American  World  Airways 
Parker  Pen  Co. 

Paxton  &  Gallagher  Co. 
Pearl  Brewing  Co. 

Pepper,  Dr.,  Co./Bottlers 
Petersen  Baking  Co. 
Petri  Wine  Co. 

Pfeiffer#Brewing  Co. 
Pharmaceuticals,   Inc. 

Phillips  Petroleum  Co. 
Piel  Bros.,  Inc. 

Pillsbury  Mills,   Inc. 

Pittsburgh   Brewing   Co. 
Power  Products,  Inc. 

Prince   Macaroni  Co. 
Procter  &  Gamble  Co.. 

Quaker  City  Choc.  &  Conf.  Co. 
Ouaker  Oats  Co. 

RCA  Dealers 

Ralston-Purina  Co. 
Rath   Packing  Co. 

Regal   Pale   Brewing   Co. 
Reilly,  Wm.  B.,  &  Co.,  Inc. Renaire  Corp. 

Reynolds,  R.  J.,  Tobacco  Co. 
Richfield  Oil  Corp. 

Richman    Brothers  Co. 

Roberts,  Rev.,  Oral 
Ronzoni   Macaroni  Co. 

Rosen  Raymond  Co. 
Roto-Broil  Corp.  of  Amer. 

Ruppert,  Jacob,  Brewery 

Safeway  Stores,   Inc. 
Schaefer,  F.  &  M.,  Brew.  Co. 
Schlitz,  Jos.  E.,  Brewing  Co. 

Schluderberg,  W..-T.  J. 
Schmidt  G.,  &  Sons,  Inc. 
Schoenling  Brewing  Co. 
Schonbrunn,  S.  A.,  &  Co.,  Inc. 
Scott  Paper  Co. 

Sealy  Mattress  Co./Dlrs. 
Sears  Roebuck  &  Co. 

Seven-Up  Co./Bottlers 
Sheaffer,  W.  A.,  Pen  Co. 
Shell  Oil  Co. 

Signal  Oil  Co. Simonii  Co. 

Sinclair   Refining   Co. 

Singer   Sewing    Machine   Co 
Skelly  Oil  Co. 
Slenderella   Co. 

Socony   Mobil   Oil  Co.,   Inc. 

Squirt  Co./Bottlers 
Standard  Food  Markets 

Standard  Oil  Co.  of  Calif. 

Standard  Oil  Co.  of  Ind. 
Standard  Oil  Co.  of  Ohio 

Stegmaier  Brewing  Co. 
Sterling   Breweries,   Inc. 
Sterling  Drug,  Inc. 
Storz  Brewing  Co. 

Strietmann   Biscuit  Co. 

Studebaker-Packard  Corp. 
Sun   Drug  Co. 

Sun   Ray  Drug  Co. 

Sunshine  Biscuit  Co. 
Swift  &  Co. 

Tafon  Distributors,  Inc. 
Tasty  Baking  Co. 
Terre  Haute  Brewing  Co. 
Texas   Electric  Service  Co. 
Texas  State  Optical  Co. 
Thrift  Drug   Co. 

Top  Value   Enterprises 

Toy  Guidance  Council 

United  Gas  Co. 

U.  S.  Borax  &  Chemical  Corp. 
U.  S.  Tobacco  Co. 
United  Vintners,  Inc. 

United-Whelan  Stores  Corp. 

Wagner,  August,  Breweries 
Walgreen  Co. Wander  Co. 

Ward  Baking  Co. 

Ward  Drug  Co. 

Warner-Lambert  Pharma.  Co. 
West  End  Brewing  Co. 
White  King  Soap  Co. 

White,  Martha,  Mills,  Inc. 
Whitehouse  Co. 

Wiedemann,  George,  Brewing Wilson  &  Co.,  Inc. 

Wisconsin  Electric  Power 

Wisconsin  Independent  Oil 

local  program  time  in  quantity,  however,  is  obviously  a  likely  film  sbx 

prospect  as  well.  For  list  of  clients  including  their  total  spot  t\  « 

penditures  plus  the  spending  of  their  individual  brands,  see  Film  Basi' 



THE  $120,000,000  TV  FILM  BUSINESS 

Its  new  programing  jor  fall  will  be  varied  hat  with  tin-  stress  <m 

adventure.    Story  backgrounds  include:     Civil    "  or,   exploration 

(ind  travel.  Americana.  ( o-spon  soi  shi p  is  big  buying  tread  with 

syndicators  working  to  match  a  it  sharing  clients  and  markets. 

Surge  of  features  hasn't  stopped  the  growth  of  half-hour  series 

Program  Trends 

Q.  What's  the  outlook  in  pro- 
graming this  season? 

A.  Film  syndicators  arc  offering  a 

varied  l>ill  of  fart-  and  doI  concentrat- 

ing on  an)  specific  type  "I  entertain- 
ment, though  the  general  category  of 

adventure  is  hea\il\  represented.  The 
,,,, — ection  of  new  shows  which  fol- 

low>  includes  some  series  planned  for 
network  sale,  hut  there  is  always  the 

possibilitj  thai  the  series  will  end  up 
being  offered  for  national  or  regional 
spot  sale. 

\BC   Film   Syndication's  contender 
in   the  field   will   he  _'o    Men.  a  COwbo) 
saga  based  on  the  stor)  of  the  \ri/ona 
Rangers. 

CBS  T\  Film  sales  has  four  read)  to 

go:  Gray  Ghost  starring  Tod  Andrews; 
Fire  Fighters,  a  series  hased  on  the 

exploits  of  the  New  1  ork  Cit)  lire 

Department;  Colonel  Flack  and  Issign- 

merit  Foreign  Legion.  The  stor)  mate- 
rial ol  Gray  Ghost  touches  on  a  con- 

troversial subject — the  Civil  War — and 
the  feeling  i-  that  once  a  program  of 
this  type  is  accepted  and  sold  in 

Southern    markets,    it    will    probabl] 

open  the  -ale-  lor  a  flood  of  programs 
with  Civil  War  backgrounds. 

Guild  Film-  seems  to  he  concentrat- 

ing on  the  documentary  type  of  adven- 
ture. Taking  a  cue  from  the  success  of 

Kingdom  of  the  Sea.  it  is  current!) 
shooting    The    Michaels   <>l     Ifrica   on 

Location.  I  hi-  w  ill  he  1 1  ue  jungle  ex- 

periences enacted  l>\  an  explore]  and 

hi-  family,  ̂ nothei  <.uild  newcomei 
i-  Light  i>i  tin-  II, iihi.  described  as 
dramatic  Bible  stoi  ies. 

Official  Films,  capitalizing  on  the 

current  interest  in  travel,  is  con- 

centrating on  Vagabond  a  family- 

type  out-door  adventure  series.  Instead 
of  working  from  a  sel  stor)  format. 
the  -eric-  will  use  a  naturalistic  ap- 

proach in  semi-documentar)  form. 
Official  will  al-o  offei  Sword  "I  Free- 

dom starring  Edmund  Purdom  based 

on  the  life  ol  a  swashbuckling  Floren- 

tine gentleman;  exteriors  wen-  -hot  in 
Italy.  Othei  new  releases:  Big  Story, 

new  episodes  shol  foi  syndication; 
Errol    Flynn    Theatre,    an    antholog) 
hosted  l>\  I  l\  mi  w  ho  Stars  in  one  out 
of   four. 

\IC  \-T\  -  biggest  ace  i-  the  Wu  key 

Spillane  series  >''  epi-odes  slated  l"i 
-uininci  release.  Vlread)  placed  in  a 

pre-release  -ale  to  five  likn  General 

Teleradio  stations,  this  series  will  re- 

portedl)    em  ompass  all  the  element-  ol 
'sensation'  but  adhere  to  the   \\  ( ode. 

\ll(  l\  Films  i-  stressing  Vmeri- 

cana  in  their  two  apcomers:  Union 

Pacific  and  Boots  mi, I  Saddles. 
NTA  "ill  offei  Official  Detective, 

Shou  Business  and  a  musical  series 

titled  Big  Little  Show. 
I!k<  >•  I  \  ha-  Iggie  and  ><iilnr  nl 

Fortune. 

Screen  Gems,  in  a  unique  partner- 

ship deal  with  KTTV,  I.o-  Vngeles, 

\\l'l\.  New    York,  and  the  Westing- 

house  stations,  is  now  in  tin-  pi 
filming   a   half-houi    famil)    adventure 
-,  i  ies,    <  asey    fones.     The    program, 

starring    Man   Hale  and   Bobb)   <  lark, 

was  inspired  b)   the  life  ami  timi  - 
the   famous   railroad   engineei    during 

the    late    I890's.    <  Hhei    Si  reen    I 
offerings    are    Ranch    Party,     Johnny 
\  tie  Hun  /.  ami  1 1  anhoe. 

I  I'  \  will  offei  (  harlie  <  han  and 

/  ughoai  Innir.  I  he  latter,  sel  foi  a 

Jul)    release,   is  alread)   scheduled   for 
an      (  )>  1'il.ei      -lait      on      the     (   anailian 

l)i ,,.n\i  asting  '  orp.,  sponsored  b) 
Lever   Bros. 

Ziv's  latest  offerings  are  Veu  tdven- 
tures  i>l  Martin  Kane  .\<i'\  Hai        < iiiunil . 

Q.  What  type  of  product  is  cur- 
rently  available? 

A.  The  following  figures  on  types  of 

-how-  a\  ailable  a-  <  ompared  w  ith  a 
-imilar  count  made  last  jreai  proi  ide  a 

g   I    indication   "I    the   kind   ..t    pro- 

ling    that    retain-   aud 
I  he  data  i-  based  "M  SRI •"»  materia] 

a-  gathered  b)  l!K< »  I  .  resean  h 

people. 

\.U enture  grew  most  w ith 

ay  ailable  against    I  \  last  \  eat 
-    follow    with    i'11    -  ail- 

able,    an    iii"  rea-e   of    1". 

Drama  series  total  ">;'■.  also  a  jump 
of  ](i  over  la-t   year's  figure. 

i   ii  toons  iin  reased  from  three  toll 

set  ie-     a    i  i-.-    influent  ed    b)    th- 
lease  "t  -e\ eral  majoi  motion  pi 

pa<  kages  la-t  \  ear. 
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FILM t-tmtinued 

There  was  no  significant  increase 

among  other  program  types  although  it 

is  interesting  to  note  the  drop  in  vari- 
ety shows  from  13  to  11  and  in 

women's  shows  from  12  to  10. 
There  was  no  change  in  the  numher 

o\  icligious  or  educational  shows  over 

the  past  year. 

Sales  Trends 

Q.      What  kind  of  information  on 

programing  are  film   buyers  inter- 
ested in  these  days? 

A.      An  ABC  Film  Syndication  survej 
to  determine  the  kinds  of  material  besl 

utilized  by  its  sales  staff  showed  the 

following  listed  in  order  of  importance: 
1.  Ratings 
2.  Rerun  status 

3.  Audience  composition 

4.  Standing  of  show  in  relation  to 

all  shows  in  the  particular  market  re- 
gardless of  time. 

5.  Share  of  audience 

The  advertiser  was  moderately  inter- 
ested in  trade  reviews  of  the  show  but 

felt  that  consumer  magazine  reviews 

were  more  important.  Clients  also 
checked  the  calibre  of  other  stations 

carrying  the  program. 

Every  good  rating  story  was  of  in- 
terest, even  in  single-station  markets, 

and  prospective  advertisers  were  inter- 
ested in  ratings  and  success  stories 

even  in  markets  they  did  not  wish 
to   buy. 

In  conclusion,  the  survey  empha- 
sized that  clients  buy  mostly  on 

ratings. 

Q.  Who  are  the  biggest  buyers  of 
syndicated  programs? 
A.  CBS  Television  Film  Sales  re- 

cently completed  a  special  study  based 
on  N.  C.  Rorabaugh  Co.  information 
to  determine  who  were  the  leading 

users  of  syndicated  film  and  what  type 

of  programing  they  used.  The  report 
showed  the  leading  industry  categories 

to  be,  in  order  of  spending : 

1.  Food  and  grocery  products. 
2.  Beer,  ale  and  wine. 
3.  Gas  and  lubricants. 

4.  Confections  and  soft  drinks. 

5.  Drug  products. 
Further  breakdowns  show  that,  with- 
in a  given  category,  sponsors  of  like 

products  are  definitely  inclined  towards 
the  same  type  of  programing. 

In  the  food  category,  Rorabaugh 

lists  40  clients  using  56  different  syn- 

dicated programs.  Of  these  programs 
11  are  adventure,  10  drama  and  nine 
Western  series. 

In  the  category  of  beer,  ale  and 
wine,  drama  and  adventure  series 

accounted  for  over  half  the  43  syndi- 
cated films  used. 

For  gas  and  lubricant  sponsors  the 

favorite  buy  wras  drama  followed 
closely  by  suspense  drama. 

Westerns  accounted  for  nine  out  of 

the  28  syndicated  programs  used  by 
confections  and  soft  drink   firms. 

Adventure  and  suspense  drama  tied 

for  first  place  among  the  17  syndi- 
cated programs  used  b\  drug  product 

sponsors. 

Q.  What  has  been  the  impact  of 
features  on  syndicated  film? 

A.  The  top  ratings  pulled  down  li\ 
feature  films  on  their  initial  entry  into 
the  tv  market  caused  much  reflection 

on  the  part  of  the  syndicators.  How- 

ever, the  film  syndicators  are  now  con- 
centrating on  a  series  of  studies  de- 

signed to  convince  the  sponsor  that 

there  are  loop-holes  in  the  cost-per- 
1,000  citadel  erected  by  the  feature 
distributors.  A  recent  NBC  Films  studv 

listed  10  top  features  and  syndicated 

shows  in  12  major  markets.  ARB  fig- 
ures for  these  markets  show  that  in 

every  case,  except  New  York  City,  syn- 
dicated programs  were  dominant  in 

terms  of  ratings.  In  more  than  half 
the  markets  examined,  features  showed 

their  strength  in  weekend  runnings. 

In  three  of  the  12  markets — Detroit, 

Portland,  Ore.,  and  Seattle — syndicated 

shows  took  all  10  places  when  syndi- 
cated and  feature  film  programs  were 

matched. 

A  study  by  the  research  department 
of  TPA  compared  continuous  general 

performance  of  features  to  syndicated 

programs.  Pulse  reports  on  51  markets 
over  a  period  of  three  months  were 
examined.  Since  some  of  the  markets 

were  rated  more  than  once  during  the 

period,  the  study  involved  some  88 
separate  rating  reports.  In  each  rating 

report,  the  highest-rated  feature  film 

program  was  compared  to  the  highest- 
rated  syndicated  program.  A  summary 
showed  that  in  80  out  of  88  situations 

(90.9%)  the  highest-rated  syndicated 

program  outranked  the  highest-rated 
feature.  Average  rating  for  leading  s\  n- 
dicated  programs  was  29.6  compared 

to  an  18.6  for  the  top  features.  In 
85  out  of  88  situations,  (96.6%)  the 

average  rating  for  the  top  five  syndi- 

cated programs  exceeded  a  similar 
average  for  the  top  five  features. 

These  reports  are  supplemented  bv 

another  strong  point — sponsor  identi- 
fication— which  the  svndicator  feels 

is  lost  when  an  advertiser  uses  spots 
in  features.  They  also  point  out  that 

lack  of  program  continuity  in  features 
limits  the  potential  for  promotion  and 

merchandising.  And  -ince  every  re- 
gional area  differs  in  its  advertising 

problems,  the  half-hour  show  can  ful- 
fill needs  of  advertisers  and  stations 

with  fewer  limitations. 

Q.  And  what  does  the  feature 
film  distributor  have  to  say  to  all 
this? 

A.  Several  pertinent  points  have 

been  brought  forth  to  fortifv  their  cost- 

per-1,000  argument.  Feature  film  dis- 
tributors point,  first  of  all.  to  increas- 

ing use  of  feature  film  participations 

by  the  national  advertiser. 
With  the  great  number  of  features 

now  available,  a  station  can  program 

well  ahead,  as  in  the  case  of  WFIL-TV, 

Philadelphia,  which  now  has  a  four- 

year  supply  of  features.  This  would 
allow  a  sponsor  to  plan  extensive  pro- 

motion and  advertising  campaigns. 

Recent  straws  in  the  wind :  Colgate's renewal  of  the  MGM  series  on 

KTTV-TV,  Los  Angeles:  WBZ-TV. 
Boston's  decision  to  schedule  features 

starting  nightly  at  11:15  through  com- 

pletion due  to  expressed  viewer  prefer- ence. 

Feature  film  distributors  feel  that 

new  product  offers  more  possibilities 
for  outstanding  exploitation  than  a 

syndicated  series.  They  have  the  ad- 
vantages of  star  names,  tie-ins  and  all 

the  ballyhoo  used  in  movie  promotion. 

Major  Hollywood  studios  support  these 
exploitations  of  their  older  features  on 
tv  stations  to  help  keep  the  public 
movie  conscious. 

Feature  film  distributors  also  sav 

that  the  length  of  the  feature  is  a 

definite  plus  because  the  unfolding  of 

a  story  allows  the  viewer  to  build  up 

interest  in  what  he"s  watching  and 
features  have  a  higher  remembrance 
\alue  than  a  half-hour  stanza. 

Q.  What's  the  current  situation 
with   the   post-1948  films? 
A.  The  majors  are  still  holding  back 

on  release  contingent  on  studio  agree- 
ments with  SAG.  There  is  also  the 

feeling  that  they  will  be  released  at 
some  future  date  when  their  market 

value  is  highest. 
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obk  at  what  NTA  can  put 

n  your  viewer  this  year! 

••MOlHtK  (  ̂   comedY 

,0.hC.nl«ry-'«*»        ,urnst0con 

ries  about  o  mother  ^^ 

froi 

alf-Hour  Progn 

Wtutfu  Productions.. 

and  20fh  Century-Fox., 

plus  great  20fh  feature  films 

"H0VV  '0  M4MV  .  I 

7,0n"<    comedy  '    *  '  de,'9h'fU/  new  I 
'"  u  mot°  'hree  9,r'5       I 

If  you  want  to  put  top  TV  programming  in  focu 
this  year,  the  place  to  go  is  NTA. 

It's  got  great  new  half-hour  film  programs  pro 

duced  by  those  two  masters  of  the  camera - 

Desilu  and  20th  Century-Fox.  And  it's  got  grea 
feature  films  from  20th  Century-Fox,  such  a 

those  in  NTA's  newest  group  of  them,  "Th< 

Big  50." 

So  for  the  best  programming  to  project  on  V 
screens  in  1957  and  1958,  develop  a  close-u| 

relationship  with  NTA  today.  You'll  get  wondei 
ful  programs  on  film! 

nitiaI 
TODAY,   PHONE,   WIRE    OR   WRITE ! 

••THE  BIG   50" 

,„.',    .op   feoture
   t.lmi 

Harold  Goldman, 

Vice  President  in  charge  of  sales 

k Te i 
CHICAGO       •      HOllYWOOD      •      MONTREAL      •      MEMPHIS 

lUTIONAL  lELEFILM  ASSOCIATES.  INC. 
60    W.    55th    STREET    •    NEW    YORK    19,    N.  Y.    •    PHONE:    PLAZA    7-2100 

MINNEAPOLIS      •      TORONTO      •      ATLANTA BOSTON 

0  A  I  L  A 
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ON-THE-AIR 

September 
1957 

KETV 
Channel 

7 Omaha 

Affiliated  with 

o 
Television    Network 

See  Your  H-R  Man  Today 

or  call 

Eugene  S.  Thomas,  Cen.  Mgr. 

or 
Robert  0.  Paxson,  Sales  Manager 

for 

First-Run 

Feature    Film    Participations 

starting   at   9:35    p.m. 

plus 
Primary  ABC   Adjacencies 

plus 
Experienced 

Local  Live  Programing 

Q.  How  much  of  the  feature  film 

business  will  be  "barter  time"? 
A.  It  s  hard  to  measure.  This  is  the 

somewhat  "sub-rosa"  part  of  the  busi- 
ness which  neither  buyer  nor  seller 

likes  to  discuss.  Nonetheless,  there's 
no  doubt  that  barter  is  spreading. 

This  does  not  mean  that  the  time 

within  choice  features  or  good  station 

option  time  is  the  time  being  offered 
at  cut-rate.  It  does  mean  that  some 

feature  libraries  as  well  as  quantities 

of  syndicated  reruns  have  been  offered 
to  stations  in  return  for  cut-rate  unsold 

time  periods  which  the  peddlers  of 
bulk   time  offer  at  big  discounts. 

Among  the  major  sellers  of  barter 
time  are  Time  Merchants,  Inc.,  New 

York,  and  Paul  Venze  and  Associates, 
Baltimore.  I  For  a  full  rundown  on 

barter  time  see  SPONSOR  25  May  1957.) 

Time  Merchants  are  loath  to  men- 
tion their  clients,  although  Ideal  Toy 

is  known  to  buy  sizable  quantities  of 

spot  tv  schedules  through  this  new 

organization.  Paul  Venze  has  Charles 
Antell  as  an  account. 

Q.  What  are  the  drawbacks  in 

buying  barter  time? 
A.  Some  of  the  biggest  air  media 

agencies  have  been  asked  by  various 
clients  to  study  this  bulk  discount  time, 
and  their  media  executives  generally 

agree  that  barter  time  does  have  the 
following  implicit  disadvantages: 

1.  You  buy  a  pig  in  a  poke.  When 
most  sellers  of  barter  time  offer  sched- 

ules, they  generally  don't  specify  the station  or  time  the  client  will  get,  but 

just  the  market  and  the  number  of 
announcements  hoped  for. 

2.  You  give  up  flexibility.  Barter 
time  is  bought  for  a  fixed  period  of 

time,  and  there's  no  chance  for  either 
getting  out  of  the  contract  (usually 

52- weeks) ,  nor  of  improving  the  sched- 
ule, nor  of  renewing  it. 

3.  You  buy  fringe  time.  If  the 
station  had  been  able  to  sell  this  time 

in  the  usual  way.  it  would  undoubtedly 
not  have  offered  it  for  barter. 

Q.  Then  why  bother  with  barter 
time? 

A.  It's  cheap.  Discounts  range  from 
40  to  80%  of  card  rate,  according  to 
the  sellers. 

Q.  What  is  the  summer  hiatus 
trend  among  film  sponsors? 
A.  The  value  of  a  time  franchise 

seems  to  be  an  important  factor  in 

the  saga  of  the  vanishing  summer 
hiatus.     According    to    M.    J.    Rivkin, 

the  CALIF.-ORE 
TV  TRIO 

The  SmulUn  TV  Stations  . . . 

.  .  .  BRIDGE  THE  GAP  between  San 
Francisco  and  Portland  with  EXCLU- 

SIVE VHF  Coverage  on  Channel  2, 
3  and  5. 

If  AT  I     CHANNEL      2\ IVUII      Klamath  Falls,  Ore. 
If  I  TAJ    CHANNEL      3  I 

Mtm    Eureka,  Calif.  (NBC 
I  ABC 

If  DEC    CHANNEL       5 AD  CO    Medford,  Ore.         / 

Three  markets  — one  billing 

MARKET   FACTS 

POPULATION  356,330 

FAMILIES     115,760 

TV   FAMILIES  88,106 

RETAIL  SALES         $487,971,000 

CONSUMER  SPEND- 
ABLE INCOME  $615,366,000 

for  CALIF.-ORE.  TV  TRIO 
call  Don  Telford,  Mgr. 

Phone   Eureka.    Hlllilde   3-3123  TWX    EKI6 

nr  „l  blair»/"U^     national 

or  as*  associates  M     representatives 

New  York.  Chicijo.  San  Frajieleee,  Seattle.  Lei  Anaalee, 
Delist.    Detroit.    Jacksonville.    St     Louli.    Bolton. 
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sales  v.p.  ol  Ziv,  98.5'  !  ol  2,860  clients 
sponsoring  Zi>  Bnowi  now  ail  pro- 

grams on  .1  year-round  basis.  Ilii-  is  .1 
signifi<  anl  .ul \  ance  01  ei  1952  w  hen 

more  than  20(  I  relinquished  iheii  1  i n i<- 
periods  during   the  summer. 

K i \ kin  cited  i«"  reasons  i"i  t In- 
decline  in  hiatus :  (1)  .1  general  trend 

towards  52-week  selling  and  (2)  desire 
nf  u  advei  1  isers  to  hang  on  i"  1  I   e 
time  slots  and  maintain  established 

identification. 

Q.       Has  there  been  an  increase  in 

co-sponsorship? 

A.      Following   the  alreadj    prevalenl 

network  pattern,  more  regional  >|>'>n- 
sors  .iif  sharing  shows  to  balance  the 
advertising    budget. 

Q.  What  are  some  of  the  prob- 
lems involved? 

A.  Co-sponsorship  poses  many  prob- 
lems I"  tin'  advertiser  who  wants  t" 

keep  his  costs  down  l>ut  identification 
level  up. 

There  is  the  problem  "I  finding  two 
advertisers  with  the  same  marketing 

objectives  \n1k>  are  aiming  f<>r  the 
same  kind  <>f  audience  and  who  are 

non-competitive.  Complications  arise 
when  two  regional  sponsors  arc  inter- 

ested in  a  total  of  saj  a  dozen  markets 

Ixii  want  onlj  six  "I  the  same  mai • 
Mm-  .1  1  li  1 1 . 1  1  In  Mi   be< 

I" I       i  ••   -|>"li-"l  111/       in       lli.        -ill.  1       -|\ in. 11  kets, 

1  ase-in-poinl :  recent  purchase  ..1 
/i\  -  \lrn  ,./  tnnapolis  b)  1  arnal 
Milk  and  I  nil.  1  Paint  on  the  W  1  -1 

1  oast.  Mai kel  overlap  foi  the  two 
clients  was  8  •  ■  bul  thei e  wen  hall 
a  dozen  mai  kets  lefl  ovei .  Both  1  lit  nts 

ai  1  anged  i"i  co  sponsorship  m  iili  othei 
interested  advertisi  1  - 

S)  ndi<  atoi  -  Frequentlj  go  all  out  to 
liflp  match  up  1  o-sponsors. 

Inmr  Oakley .  \\  estei  n  sei  iea  1  ui 

rentl)  1  unning  in  118  mai  kets  on  .1 
weekly  "i  alternate  week  basis,  1-  an 

example.  I  0  attract  a.K ert  isers  f..i 

alternate-week  sponsorship  with  the 
Continental  Baking  «  0.,  CBS  I  \  I  ilm 
Sales  has  sel  up  a  new  package  deal 

consisting  "I  weekl)  prizes  foi  a  1  on- 
test,  commercials,  endorsement  bj  the 

star,  prints,  shipping,  unit  billings, 

personal  appearances  and  othei  ex- 
ploitation aids.  \ll  tlii-  1  <  1  ■  j  —  the  Beries 

ami  the  national  spol  advertise!  jusl 

pays  a  single  bill. 
1  o-sponsorship  \\<>rk-  al  its  best 

when  two  advertisers  are,  so  to  Bpeak, 

in  the  same  marketing  shoes.  ["his  was 
the  1  ase  in  vt.  Petersbui  g,  I  la.,  h  here 

\  B(    Film  S3  ndi<  ation's  Sheena,  Queen 

oj    the    lungle    •  ponsured    \>\ II   1  -  1 1  in  .   and  Bell  Bakei 

  Derated  in  -i  joinl  advert i 
and  men  handiaii  im  rmpli  1 

■    theme  "f  'bn  milk 

.  id.  1         I  he   ■  ••  -;■•  ' 
1. 1. ai.  la    li  1-I1    M.  1   ill  1     -1  11    ol    the 

-••1  iea,  i"  town   foi   a  jointly    finam  cd 

pel  -i.iial     ,i|  I  In- 
-ii'  • '  --lulK    and  I   -I'd  -ali  -  "f  l"illi 

products,  proving  thai  co-sponsorship 
•  .in  be  both  1  -11. .  •■•-fnl  men  hand 
and  sales  venture  if  the  circu 

and  products  are  1  ight 

Clearance 

Q.  How  can  you  clear  time  for 

syndicated  film? 
A.         Ilii-    fall.    I.ir.  -  1  -   '  \|.«  '  I   I"   find    il 

more  difJBi  ull  i"  1  leai   g   I  half-hours 
1.. 1  sj  ndii  ated  film  bo  ause  ol  the 
1. 1-.!  k-  "f   feature   film   pi  I   bj 

the  stations.     I  heii  ad>  ice: 

1 .  [f  you    know    J  "iir   1  liinl-    ml.  1 
ested  in  syndicated  Bhows,  put  out 

feelers  t"  the  reps  ami  stations  and 

alert  them  l>il..n-  a  final  -.!'■•  1  ion  "f 
films  has  t"  be  made. 

2.  \-   -""ii   as   promotion   kits 

a\  ailable    through    the    sj  ndi<  atoi 

you  ivd 'Meed 'a Shotgun 
TO  HIT  THIS  SALES  TARGET! 

Florida's  2nd  Largest  Market-  The  Nations  Fastest 
Growing  -  34th  In  The  Nation  Now! 

HtRNANDO /  5UWI  tK ,►.-.11  I 

I    • 

•  MX 
.AKE 

FLORIDA'S  WEST  COAST 

CLUSTER  POPULATION 

ZEROS-IN  200,000  TV  HOMES 

A  BILLION  S  TARGET 

WITHIN  OUR  PRIMARY  FCC 

PROPAGATION  CURVE 

■  ■  ■■  1     Nationally 

hj      \  I  S  \KI».     KIN  HU  I       1      M.dlNMH 

UHF  WITH  UHC 
'ULTRAHIGH   CONVERSION  i 

.   PIONEER  STATION   DOMINANCE 

•   99°o    METROPOLITAN    AREA 
CONVERSION 

.  85°o   PRIMARY  AREA  CONVERSION 
171.339  TV  Homes 

.  .  .  Tel.  Mog.l 

1  c 

1  ' Shy  a 

*00  WSUN-TV  "TZT"M 
^M^J       UNDUPLICATED  ABC  ON   FLORIDA'S  WEST  COAST 

juli    195*3 
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~fc    the    number   one 

Virginia    Market 

•jf    lowest   cost    per   thousand 

•fa    a    basic    NBC    station 

WVEOTV 

Serving   .    .   . 

Norfolk  Portsmouth 

Hampton       Warwick 

Newport    News 

Virginia    Beach 

agency,  mail  them  to  stations  to  sell 

them  on  the  audience-getting  potential 
<>f  the  show . 

3.  Give  the  stations  some  latitude 

in  terms  of  time  period-  \  ou  would  be 
interested  in.  I  he  program  may  cop 

better  ratings  in  a  particular  program- 

ing block.  <*\en  though  the  time  period 
taken  out  of  context  does  not  sound  as 

appealing   as   \  our   first  choice. 
4.  Work  closeK  with  s\  ndicators  on 

trying  to  scout  out  good  availabilities. 
Uiit  all.  the)  have  a  traveling  sales 
force,  too,  and  might  come  up  with 

valuable  suggestions  and  good  market 
information. 

5.  If  the  agency  and  client  plan  a 

major  merchandising  and  promotion 

campaign  around  the  film,  let  the 

stations  in  on  your  plans.  Any  pro- 
moting you  do,  helps  the  station  get 

a  bigger  audience.  Also,  your  efforts 
are  likely  to  spark  theirs. 

6.  If  possible,  have  previews  for 
major  dealers  and  distributors  in  key 
markets  in  advance  of  on-air  time. 

Their  enthusiasm  coupled  with  their 

knowledge  of  the  market  and  local 

station  management  may  help  vou  im- 
prove your  time  periods. 

Film  Network 
iiiiiiiiiiiiiiiiiiiiiHiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 

Q.  What's  happening  at  the  NTA Film   Network? 

A.  Having  tucked  Premier  Perform- 

ance under  its  belt,  the  "Triple  Ex- 
posure Plan"  is  NTA's  second  big  step 

ahead.  This  plan  can  deliver  to  an 
advertiser  between  14  million  and  25 

million  gross  homes  per  week  based 

on  estimated  ratings  of  the  7-8  p.m. 
and  10-11  p.m.  time  periods. 

It  provides  for  the  programing  of 

three  half-hours  on  Monday,  Wednes- 
da\  and  Friday  between  7:00  and 

11:00  p.m.  The  network  reports  assur- 
ance of  clearances  from  affiliates  in 

over  a  dozen  top  markets  plus  about 

60  others.  NTA's  aim  is  for  clearance 
on  110  stations  covering  an  estimated 

'>::.(>',  of  I  .  S.  homes.  TEP  provides 
for  three  advertisers.  Each  would  have 

a  one-minute  commercial  plus  opening 

and  closing  billboards  on  each  of  the 
three  shows  to  be  programed.  The 
three  shows  will  be  How  to  Marry  a 

Millionaire,  produced  by  20th  Century- 
Fox,  and  two  shows  produced  by 

Desilu — This  is  Alice  and  The  Las! 
Marshall. 

CFI-TV  Productions,  the  20th  Cen- 

tury-Fox tv  subsidiary,  has  turned  over 

all  programs  produced  for  the  20th 
Century-Fox  Hour  during  the  past  two 

years  to  NTA  for  distribution  and  plans 
to  produce  20  new  shows.  Together 
with  several  of  the  shows  already  tele- 

vised, these  will  be  offered  to  national 

advertisers  for  showing  on  the  film 
network  during  1957-58  season. 

NTA  Film  network  covers  134  sta- 
tions in  the  U.  S.,  Alaska  and  Hawaii. 

Besides  Hoiv  to  Marry  a  Millionaire. 
20th  will  also  produce  two  other  series 

lor  NTA  based  on  motion  picture  suc- 
cesses— Mother  Was  a  Freshman  and 

Anything  Goes,  Inc. 

Foreign  Sales 

Q.  What's  the  outlook  in  the 
foreign   market? 
A.  lotal  sales  of  syndicated  proper- 

ties exclusive  of  features  will  run  ap- 
proximately S6  million  in  1957.  Some 

of  the  film  syndicators  who  concen- 
trate on  foreign  film  selling  report  that 

foreign  sales  account  for  20-30rc  of 
their  total  revenue.  Outside  of  Eng- 

land, greatest  revenue  comes  from 
Eatin  America.  In  each  of  these  two 

markets  average  is  about  S3,000  per 

half-hour  film.  At  present  world  mar- 
kets stack  up  in  this  order  of  potential : 

En£«!and  and  the  L  nited  Kingdom  ( in- 
cluding Australia  I  :  Latin  and  South 

America;  Continental  Europe:  Far 
East. 

Q.  Is  it  possible  to  obtain  an 
accurate  measurement  of  foreign 

sales? 

A.  Languge  barriers  make  standard- 
ization of  films  impossible.  Sales 

figures  do  not  always  give  the  true  pic- 
ture since  sv  ndicators  often  spend  as 

much  percentage-wise  to  prepare  a 

loreign  version. 

Companies  seeking  to  curtail  pro- 
duction costs  are  producing  tv  series 

in  England  under  a  co-production  set- 
up that  assures  acceptance  under  the 

ll'r  British  quota.  This  means  that 
films  must  conform  to  certain  union 

regulations  and  producers  fulfill  defi- 
nite financing  requirements  before 

films  are  accepted  on  ITA  as  British 
Quota  film,  making  their  subsequent 
sale  in  England  almost  a  certainty. 

lo  date,  these  arrangements  have 
Ik  t  n  favorable,  but  there  is  always  the 

possibility  that  any  slump  in  American 
productions  centers  could  can  e  the 
guilds  here  to  balk. 

.-)«*! 
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Florida's 
First  Film 

Center 

Shamrock  was  built  for  one  purpose  — to 

provide  independent  producers  with  facilities  and 

equipment  for  major  film  production  in  Florida. 

Shamrock  offers  22,000  square  feet  of  actual 

building  space  capable  of  handling  your  production 

needs  professionally  and  economically. 

For  your  next  production . . .  regardless  of  what  type 

film  you  plan... get  the  full  facts  on  Shamrock. 

Shoot  it  in  Florida  and  stay  within  your  budget! 

For  full  particulars 

Write— Wire— Phone 

Three  Sound  Stages,  5.500  sq.  ft 

Full  Camera  Equipment,  Mitchell-Arnflex- 
B.&H 

Sound  Gear.  17 '2  and  16mm  Magnasync 

Lighting,  Studio  and  Location 
35  and  16mm  B/W,  Laboratory 

Editing  Rooms,  Moviola-equipped 

Private  Production,  Offices 

Screening  Rooms 

Other  related  services 

» 

SHAMROCK  STUDIOS 
P.O.  Box  1345  WINTER  PARK,  FLORIDA  Phone  4-0601 

an    195? 59 



FILM  .  .  .  continued 

JANESVILLE 

MONROE 

•         |    BELOIT  4 

WREX-TV  ROCKFORD 
REIGNS  IN  305,921 

TV  HOUSEHOLDS* 

WREX-TV  is  the  only  VHF  station 

serving  the  Rockford  Metro  area.  An 

estimated  43,545  households  have 

television  in  the  Rockford  Metro  area 

alone!  Consumer  Spendable  Income 

per  household  is  ranked  31st  in  the 

nation.  55,120  households  spend  an 

average  of  $6,617.00  per  household 

— -Metropolitan  Rockford  retail  sales 
total  240  million  dollars.  SURVEY 

after  SURVEY  of  14  counties  indicates 

uncontested  dominance  of  Northern 

Illinois-Southern  Wisconsin  area  by 

WREX-TV 

*  Grade  A,  B,  and  C  Coverage 

WREX-TV  RULES 
ROCKFORD  PLUS  AN 
ADDITIONAL  23 

COUNTIES  IN  ILLINOIS 
AND  WISCONSIN 

WREX-TV  rules  a  king-size  market 

untouched  by  Chicago  and  Milwaukee 

TV  coverage. 

Grade  A,  B,  and  C  coverage  area  be- 

yond Metropolitan  Rockford  includes 

an  additional  population  of  nearly  one 

million — an  estimated  262,467  addi- 
tional TV  households. 

J.  M.  BAISCH,  General  Manager 

Represented  by   H-R   Television,   Inc. 

^VRBX-TV 
CHANNEL  13 

ROCKFORD 

ILLINOIS 

Commercials 

Q.  What  are  the  latest  creative 
trends  in  tv  film  commercials? 

A.  Creatively  speaking,  few  tv  spots 
broke  the  barrier  of  the  commonplace 

last  year.  Competition  is  tougher. 
Fresh  ideas  seem  to  be  fewer. 

Current  trends  point  to  advance  test- 
ing and  experimentation  to  increase 

quality  concept  objectives. 
Some  of  the  recent  developments 

which  appear  to  be  setting  patterns  are 

the  combining  of  live  action  and  ani- 
mation. Rotoscoping  looks  like  it  will 

get  more  play.  (This  is  the  method  of 
taking  animation  through  an  optical 

process  and  combining  it  with  live  ac- 
tion, such  as  Gisele  MacKenzie  s  Hap- 

py Joe  Lucky  sequences  on  the  Hit 
Parade.  The  process  has  become  re- 

fined since  its  earliest  Hollywood  uses 

when  Gene  Kelly  danced  with  Disney- 
figures. ) 

The  razzle-dazzle  novelty  effects  of 
trick  photography  and  optical  effects 
are  being  used  more  sparingly.  Except 

for  European  tv  commercial  produc- 
tions (where  labor  costs  are  lower) 

fewer  stop-motion  features  will  be 

employed  here. 

To  make  sponsors'  messages  more 
palatable,  there  is  a  trend  towards  larg- 

er uninterrupted  commercials — three 

to  nine  minutes — particularly  for  "one- 
shot"  or  "spectacular"  shows. 

Recent  FTC  crackdowns  on  drug 
and  medical  tv  advertising  may  bring  a 

trend  away  from  knock-down,  drag- 
out,  hard  sell. 

Reason-why  spots  documented  with 
believable,  demonstration  evidence  will 

supplant  wide  claims  advertising.  The 

style  approach  will  partly  be  devoted 
to  this  new  emphasis. 

Spurred  on  by  recent  successes  with 
radio  commercials,  music  in  tv  spots 

will  get  a  bigger  share  of  the  message 

featuring  such  name  stars  as:  Rose- 

mary Clooney.  Tennessee  Ernie  Ford 

and  special  orchestrations  by  Raymond 

Scott.  Mitch  Miller  and  other  top  ar- 
rangers like  Nelson  Riddle. 

Q.  Will  big  agencies  overshadow 
smaller  agencies  in  creating  more 
effective  tv  commercials? 

A.  This  is  a  significant  area  to  watch 

in  1958.  There  has  been  a  trend  to- 

wards absorption  of  smaller  agencies 

b\  the  larger  ones.  At  the  same  time 

Miialler   agencies    in    a    number   of  in- 

Guide 

for  Investors — 

by  MERRILL  LYNCH 

We  publish  it  once  every  quarter — 

a  comprehensive  survey  filled  with 

enough  fact  and  information  to 

make  worthwhile  reading  for  al- 

most any  investor. 

It  begins  with  a  thorough-going 

run-down  on  the  current  investment 

situation — ranks  two  dozen  differ- 

ent industries  in  terms  of  how  at- 

tractive they  appear  as  compared 

with  the  general  market  outlook. 

Then  it  takes  a  1500-word  look 

at  the  business  situation  as  a  whole 

—  focuses  in  turn  on  each  of  the 

major  economic  barometers  like 

consumer  spending,  government 

outlays,  or  capital  expenditures, 

that  seem  to  call  for  special  con- 

sideration in  planning  your  invest- 
ments. 

Finally,  there's  a  full  page  of  rec- 
ommendations—  fifty  or  more 

selected  stocks,  classified  by  invest- 

ment type,  together  with  the  latest 
figures  available  on  earnings  and 

dividends,  prices  and  yields. 

For  a  clear-cut  picture  of  just 
where  American  business  stands 

and  where  it  seems  to  be  going  .  .  . 

For  an  objective  analysis  of  how 

leading  industries,  companies,  and 

stocks  might  fare — ask  for  the  cur- 

rent issue  of  our  "Guide  for  lures- 
tors."  There's  no  charge  for  your 

copy,  of  course.  Just  call,  or  write — 

Department  SX-82 

Merrill  Lynch, 

Pierce,  Fenner  &  Beane 
Member*  New  York  Stock  Exchange 
and  all  other  Principal  Exchanges 

70  Pine  Street,  New  York  5,  N.  Y. 

6361  Hollywood  Blvd., 

Hollywood,  Cal. 

Offices  in  112  Cities 
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Btances  have  increased  i\  billing  .1-  well 
as  |ici -1  mnel. 

I >ui  t he  quality  11I  the  1  v  advertising 

produced  bj  1  he  I  •  <  1li.1i ha  1  omparecl 
u  iili  the  I  >.i\  id-,  indicates  the  I 

igem  ies  w  iili  more  facilities  have  no 

exclush e  on  creal i\  it\ .  I  See  "1  ou 
don  t  h.i\ c  in  be  .1  giant  i"  compete, 

sponsoh  20  Jul)  1957.  > 
In  ,i  1 11 1  i|n pi  1  ionatel)  high  numbei  "I 

-  1  In-  -mallei  and  e\  en  l(  m  al  agent  j 
working  closer)  with  .1  contract  film 
producer  and  his  Btafl  have  come  up 
with  a  considerable  number  oi  excel- 

lent h  spots.  For  example,  Skipp) 

I'.-anui  Butter,  It's  .1  FORD!  and 
-Mine  nl  the  American  Dair)  Issocia- 
t ion  -  output  has  been  outstanding. 

(The  "It's  a  F-O-R-D!"  commercials 
were  .1.  Walter   (Thompson,  ol  course, 

l>ut  the)  were  developed  and  |   luced 

in  the  agency's  v7es1  Coast  office,  in  .1 
sense  a  "small"  agenc) . » 

Reason  for  this  is  fiexibilit)  and 

al>ilit\  ol  the  smaller  agenc)  to  change 

it-  pace  when  fast  action  is  required. 
In  avoid  the  |Hi~-iliilii\  n|  over-depart- 

mentalization, -nine  ol  the  largei  agen- 
cies are  setting  up  unit  teams  of  three 

or  f<>tir  kc\  individuals  responsible  l"t 
u riling,  art  and  production. 

Q.  What  influence  will  motiva- 

tion research  have  on  planning  tv 
commercials? 

A.  In  the  creative  area  ol  experimen- 
tation, it  i-  possible  thai  Motivation 

Research  will  offer  help  in  developing 

and  testing  theories  particular!) 
when  dealing  with  the  pure  abstract, 
modern  design  or  animation. 

Sponsors  and  agencies  appeal  to  be 

more  willing  to  "kid"  the  medium  a 
little.  In  the  competition  for  the  view- 

er's eye  and  ear  this  has  probabl) 
come  about  through  the  need  for  more 

attention  -  getting,  interest  •  sustaining 
and  penetrating  de\  ices. 

Motivation  Research  has  proved  it  i- 
possible  to  make  a  dramatic  statement 
in  animation  and  »et  across  a  broad 

corned)  idea  through  the  use  oi  live- 
action  a  -witch  for  both  creative 
forms. 

Further  research  can  be  expected  in 
this  field. 

Q.  What  are  film  producers  do- 

ing to  help  creative  departments  of 

agencies? 

A.  Film  producers  are  spending 

more  mone\  and  devoting  more  time 

to  experimental  work.  \  few  in  New 
York  and  Hollywood  have  conducted 

resi  in  li  seminars  and  spei  ial  studies 
U  llll     .1     ill.    1. 

1  Mm-  produi  ei   has  been  exp<  rin  ent- 
» ith  the  use  "l  musii   in  juxtaposi- 

tion   h  ith    sound   effects   and   absl  ra<  1 
animation. 

\  •'  M.  ies,  heretofore  relui  tanl  to 

work  with  pi  odui  ei  t  ilenl  in  develop, 
ing  thematii  matei  ial,  now  1  on  ull  al 

eai  K  stages  w  ith  prodm  ei  - 
staffs  and  are  working  more  <  losel) 

with  them  even  to  tin-  assignment  ol 

spei  ial  projei  1-  v>  1  ipts  and  stoi  \  ■ 
boards  continue  to  be  the  basis  foi 

agent  \  -film  produi  ei  liaison. 

Q.  Arc  "spectacular"  tv  commer- cials increasing? 

A.  \\  here  multi-product  advertisers 
have  investments  in  t\.  the)  use  theii 
t\  '  ommen  ials  to  support  big,  over-all 
campaigns. 

W  estinghouse  i-  an  example. 
<  me  1  ommercial  foi  \\  estinghouse, 

prepared  b)  Mel  ann-1  1  ii  kson,  1  ..-1 
about  126,000.  I  lit-  i-  more  than  some 

network  sponsoi  -  spend  foi  a  half-hour lilin  show. 

I  he  \  alue  ol  spe<  tai  ular  commer- 
cials like  this  must  be  judged  b)  the 

objectives  reached.  \\  estinghouse  ben- 
efited b)  improved  labor  relal  ions,  the 

opportunity  to  creati  an  aura  of  re- 

search and  planning  about  it-  prod- 
ucts, the  chance  to  rea<  h  dealers  and 

distributors  at  one  time  in  one  -in  ine • 
and  enhance  the  prestige  ami  public 
confidence  about  W  estinghouse. 

Q.      What  are   the   tv  commercial 

question-marks  needing  answers  in 
immediate  years  ahead? 

A.       \    new    crop    of    t\    commercial 

trainee-  are  needed  mm  in  agencies  l"i 

the  years  between  I960  and  1965. 

these  people  will  probabl)  be  n- 
cruited  from  producer  organizations, 
networks  and  college  t\  workshops 

such  as  Michigan,  I  CI.  \  and  Colum- 
bia. 

Some  agenc)  copywriters  with  print 

backgrounds  are  attempting  to  re-tool 
their  thinking  b)  getting  experience  in 
the  medium.  Othei  men  who  started 

in  print  arc  ahead)    t\    \  etei  an-. 
I  ost  and  time-to-train  factors  foi 

developing  experienced  t\  writer-  with 
specialized  -kill-  i-  extensive  and  ex- 

pensive <  hi.-  agem  j  figures  it  costs  a 
minimum  ol  $7,500  a  year  for  the  first 

two  years  before  the)  begin  t"  get  a  re- 
turn on  their  investment  from  a  t\ 

writer  trainee. 

Agencies  are  starting  t"  look  for 

people  in  t\  with  combined  writer-pro- 

■  i ii'  'i  H'  mil-  Mili.iii.li  initially  more 

rxpensn • 

.l\  1. id  Millie.  .--.II  \  he.nl. n  he-.  dllpll 

.      it  I.  .11       nl       e||..|  I         III. I       I  I, 

produi  live  h   -| I  he  In   h  .  ■■-!  ..f  failure  t»  ith  dimin- 

returns  points  up  need  foi 
check  methods  to  evaluate  i\   concept* 
.Mid    ..mi     ill 

I    ..11    a    projei  I    t"    he    dloppi-d    I 

foi     lai  k    'if    elfei  I  i\  ill.--  -.  .  HoW    t" 
w  1  ite  t\   commercials  m  ii  > 

SPONSOR     I   '.     Jul\      1951     foi     ..i"      -in  h 

method.  1 

Q.  Will  color  figure  importantly 
in  tv  spots  next  year? 

A.         \    .  .  •  11  -    and    lil-!i    pi  1  "In.  .  1  - 
quietl)  and  carefull)  recruiting  people 
u  ith  coloi  expei ience. 

VNSl  I I  -     new     fast     film,     \i  - 
•  limine     u lin  h  1  an  I"-  exposed    • 
index  .,f  125     has  been  tested  and  re- 

tested  b)   a  numbei  of  film  produi 
Results  have  been  lav orable.   Howi 

more  investigator)   work  remains  with 
ihi-    1 6mm   him   •  in  rentl)    extensively 

Used  b)  the  \rm\  and  \a\  v  al  1  -till 
highei      -peed     index     than      125.      Ihi- 

speed  means  thai  1  oloi  1  an  pi  a<  1  ii  all) 
be  shot  in  the  dark.  It  opens  up  en- 

1  irel)   new  ■  reative  \  istas.    <  >thei  ti 

1   ad\  am  es  are  t"  be  expei  ted  as 
1  hIiii   _•  rows  in  important  e. 

Q.  Will  film  commercial  costs 
rise,  hold  or  decrease? 

A.      (  1. -1-  ha\e  gone  up  about  I"'  -   in 
both  animation  and  live  action.     High- 

ei    wages  and   operating   exp<  1  -  - 
1  Hunt   for  a   lai ge  proportion   of  this. 
Some  added  costs  have  been  incurred 

through  expei  imenting. 

Past  expei  ieni  e  h  1-  guided 

in  accepting  a  1092  of  h  budget  1 
foi  '  ommen  ial  i\  produi  don. 

I  nion    rate    ii  dm  ing    last 

three   j  eai  -   1  ontinue  I"  betw  ■ and   L0 

Individual  costs  "f  commen  iala 

vary.  However,  "n  a  sliding  scale  ba- 
sis, advertisers  can  expect  t"  pa)  any- 

where from  $400  to  $1,400  foi  a  live 

H  tion  I.I '      Animated  f.D.'s  eai    cost 

Up  to  $2,000.  One-minute  spots  will 
111-1  anywhere  fro  $2  '"  for  limited 
animation  to  xI2.iii>h  for  full  anima- 

tion exclusive  oi  musi<  or  spe<  ial  ef- le,  1-  sound  tracks. 

The    S<  n  en     \>  tor's    Guild      S  v 
contract  with  the  New  York  and  Holly- 
w   I     r  ilm     Produi  era      \--       itions 

comes  up  foi  tiation   in   March 

L958.  It  i-  impossible,  al  this  date.  1.. 
predict  what  term-  ma)  be.  ^ 

.11  ta    1957 

(.1 



ADVERTISERS    GO 

WHERE  THE  AUDIENCE   GOES 
Network  Programs 

The  Adventures   of   Robin    Hood 

Sir   Lancelot 

and  the 
The    Buccaneers 

NEW  Syndicated  Programs 

Sword  of  Freedom  starring  Edmund  Purdom 

Vagabond   Travel  -  Adventure 

( 

audience  goes  for 

IFFICIAL  FILMS 

The  Big  Story  Burgess  Meredith  —  Host 

Established  Syndicated  Programs 

My    Little    Margie 
Star  Performance 
The  American    Legend 

Trouble   With    Father 
The   Star  And  The   Story 
Dateline   Europe 
Overseas   Adventure 

Cross   Current 
Rocky  Jones,  Space   Ranger 

America's My    Hero Colonel    March   of   Scotland    Yard 
Leading  Independent The   Hunter 

Distributor                       f~~~^^^ 

Willy 

Terry  And  The   Pirates 

Of  TV  Films                                 I                     "^~->                                                                                                                                        REPRESENTATIVES    IN: 

its  OFFICIAL  FILMS  inc.                    ̂ e«  "^v^p: 
nwl                                                                                                                                                                                                                       St    Louts   •    Boston 

1      ̂ BP^     25  West  45th  Street  .  New  York  36,  New  York                                                  Min„eap0lis  .  Atlanta 

^~^                  PLaza  70100                                                                                                          Ph.iadeipn.a 
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CROSS-SECTION  OF  550  AVAILABLE  FILM  PROGRAMS 
I'lif  almost  >>••  i\  lilni  series,  Feature  and  short*  packu  •  ■- 
Hated  below  represents  .1  large  cro — ection  "I  film  available 

lor  use  mi  individual  television  stations  "i  in  group  buys.  I  In- 
li-t  was  compiled  bj  surveying  individual  him  distril  utoi 
ll  .in  updating  "I  the  lilm  programing  lisl  which  appeared  in 

ihr  sponsor  issue  "I  6  \|nil.  While  nol  complete,  the  li-t  in- 
cludes .ill  majoi  series  and  feature  film  packages  now  on  the 

market  and  available  l<>i  non-network  sale.  Othei  series  now 

being  released  and  -lill  up  l"i  consideration  l"i  national  sale 

m.i\  go  into  syndication.  (See  t<'\i  "I  Film  Section  startii 
page  51  for  mention  and  description  "I  some  "I  these  new 
half-hour,  made-for-television  lilm  properties.) 

I  ■■  determine   whethei    an   individual  •  •  "i 
«ill  soon  !•••  available  in  the  market*  <!• 

■  i-n  nit  the  bj  ndii . 1 1 . .  1      Man)   of  tl  h-t.  ,1 
.  in  rentl)  sold  in  n  Howevei    m  ith  I  ittei  n 
,.t  alternate-week  film  -|">i  half- 
hours  requentl)  possibli 
tailored  i"  youi  m 

Othei    ill. hi  1   compilations  "f   interest   to  the   film 
In   ilii-   issue   in'  lude  the    13-page  Fi        I : 

-1   ii~  "ii  pafte   III.     It  includes  .1  li-i  "f  all  national  and  re- 

gional film  and  I"'  .il  .-.  ith  theii  tol 
expenditure  .i~  well  .1-  .1  brand-by-brand  breakdown.  ^ 

NO NO 

PROGRAM SYNDICATOR LENGTH AVAILA8LE 
PROGRAM 

.  illCATON 
AVAILABLE 

ADVENTURE ADVENTURE    <Cont,nucd) 

Adventure   Album Interstate    I  ̂ The    Tracer 

MI'V 

Adventures   of    China    Smith N  1  \ Tugboat  Annie 

1  PA 

Adventures  of   China    Smith.    New 
\  1  \ 

, front 

M(    \ 
Adventures   of    the    Falcon NBI       r\     Films Whirlybirds 1  BS    1       1 

Adventures  of  Scarlet    Pimpernel Official 
•  11    hum. 

18 

The  Wildcatters 
N  1    \ 

Aggie KKO      \s 

in    mm. 

Anything.   Inc. 

Assignment    Foreign     Legion 

\  1    \ 

CBS     1  i    1  ilm 
SO    mill. 

'.11    111,11 

ill    mill 

59 
CARTOONS 

Biff    Baker.    USA 

Byline — -Steve    Wilson MS  \     Uexandei Animated    Fairy    Talcs 

KKO     n 

Captain    Gallant 
1  PA 

in   nun 

39 

Cartoon    Classic    Serials 

Cases   of   Eddie    Drake 1  lis    1  *    1  ilm Cartoons 

New  Adventures  of  Charlie  Chan 1  PA Cartoons 

ng 

Casey  (ones 
si  I. .  11  1 .1  ras 

in   nun. 

39 

Crusader    Rabbit 

1.1 11 

Combat  Sergeant 
N  I  \ 

Funzapoppin    Cartoons 

•l.lll 

Count   of   Monte   Cristo 
1  PA 

Looney-Tunes 
(.111I1I 

Cross    Current 
nil,. 

Medallion  Cartoons 

lion    l\ 
Crunch   and    Dcs \l.(     Tv    Films 

Popcyc 

Crusader Ml    V    Tv 
in   nun. Rccordtoons 

ing 

-    min 

Danger   Is  My  8usincss s, ,,  en  (•■  ins 

39 

Superman   Cartoons min 

Dangerous    Assignment N  B<     1  1    1 
Tclccomics 

min. 
Dateline    Europe Omcial 

Tcrrytoons 

1  BS 

Foreign    Legionnaire 

1  PA Tinderbox 
1 1 

Captain    David    Cricf Guild 
in   nun. Unk  0  Andy  ABC   Art  Adventures 

1  \ 

1"'   min. 

Hawkeye.    Last    of    the    Mohicans 1  P  \ 
Walter   Lantz  Cartoons 

High   Road  to  Danger Medallion    i\ 
in   mill. 

39 
Walter    Lantz   Cartoons 1 Ifi    ! 

The    Hunter on,. 
26 

Warner    Bros     Cartoons 

1    Search    for    Adventure 1        B.lRll.lIl 
Whimscyland    Cartoons 

1  Led  Three  Lives 1  ,  onomi '     1  \ 

in   nun 117 

let    (ackson 1 in   mm. 

Osa  &   Martin   Johnson 

img 

CH.LDRfN'S 
Rocky   (ones.    Space    Ranger 

jungle 

Omcial 
S 

39 

18 
15   min 

Adventures  of   Blinkcy 

1  i 

Jungle    Jim 1 26 Adventures  of   Danny   Dec I    1C 

King's   Crossroads 

ling 

Adventures  of  Patches 

The  Lone  Wolf \K   \    1 Animal    Adventure 

ng 

Long     John     Silver (  BS    1  %    1  ilm Animal    Adventures    for    Children 

Man    Called    "X" 
1  v 

39 

An1rr.1l    Crackers 

Men    of    Annapolis Ziv     1 
Animal    Kingdom 

OSS. 1  lamingo Blackstonc    the    Magician 

Overseas    Adventure 
ial 

Bobo    the     Hobo 

Passport     to     Danger 

\i.i 

Charlie  Chase nor 

Personal   Report 
N  1  \ 

Children    Love    Animals 

Ramar    of    the    Jungle 1  P  \ 
Child  en   of    Many   Lands 

Range    Busters \i\  \    \  .  xander Children  s  Hours 

Child-en's  Stories . 
Rikki  of  the   Islands \  1  \ 

Ch-istrc    Comedies 
" 

Sailor    of    Fortune KKO     r\ 

Cyclone    Malonc 
nan 

Shecna.    Queen    of    the    Jungle \r.i      1           s     .lication 
Fan-o-is  Tales 

1  nor 

Soldiers  of  Fortune M(    \    1  \ Flash   Cordon 39 
The  Silent  Service NB<      l>    lilm Funarama 

\  1  \ 

State   Trooper MCA    n Funny    Bunnies 
30  min. 

Superman |im   &    |udy   in   Tele-Land 

1  "■  min. 

- 
Terry    and    the    Pirates 

Offii 

• 
Johnny    Jupiter 

min. 

39 

Three     Musketeers u.i     Fill      s  .   lication Jump    Jump   of    Holiday    House 
S     Goodman 

Tonight   in    Havana 
\  1  \ 

Junior   Science 
Guild min 

S9 

JLLY    1957 
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M    CROSS-SECTION -  nnlinued 

SYNOICATOR LENGTH      AVAILABLE SYNOICATOR 
NO. 

AVAILABLE 

^DREN'S   (Continued) 

Ljurcl  b  Hardy 
<  .mm  i  nor 

22  min. 
52 

Draw Geo.   Bagnall 
15  inn,. 

52 

Colonel  Tim   McCoy Guild 30  nun 

39 

Misc     Two-reelers Governor 20  min. 

88 

|oe    Palooka 
(.,,,1,1 

30  min. 

26 
Papa    Bear's   Newsreels 

Governoi 15   min. 

26 

Playland    Films 
Sterling varied 60 

Ray    Forrest 

ling 

30  min. 26 
Stories    for    Children Coronet Mil  ,1  ,1 

13 

Streamlined    Fairy    Tales Harrj    S. 
(   In, an 

1  "i  min. 

13 

Tales  of    Hans   Christian Anderson 1  nterstati 

1  ( 

30  linn. 

26 

Tic  Toe  Tales Screena  .,i 

1",  min. 

13 

link  &  Andy  ABC  Art  Adventures 
(  avail  ade 

Tv 15  inn, 

26 

DRAMA    (Continued) 

DETECTIVE,  MYSTERY 

Badge   714 NBC  Tv 
Films 

30 mm. 204 
Boston   Blackic Economee 

1  \ 

30 

min. 58 

Captured NBC  Tv Films 30 min. 

26 

City    Detective 
Ml  A    Tv 30 min. 65 

Code   3 A I1C   Film 
Syndication 

30 

min. 

39 

Col.    March    of    Scotland    Yard Official 

30 

min. 
26 

Fabran   of   Scotland Yard CBS    Tv Film 

30 

min. 

39 

Federal   Men \l(    \    Tv 30 
II, IN 

39 

Files  of   Jeffrey   |ones CBS  Tv  Film 30 mill. 

39 

Front    Page    Detective Geo.   Bagnall 

30 

mill. 

39 

Adventures  of  Dr.  F u  Manchu Holh  WCKX 

1  v 
30 

mill. 
13 

Gangbusters UKO  Tv 

;,, 
mill. 

39 

Harbor  Command 
Ziv   Tv 

30 
min. 

39 

Highway   Patrol Ziv   Tv 30 
min. 

78 

Sherlock   Holmes Guild 30 

min. 

39 

1    Am   the   Law 
Sterling 

30 

min. 

26 

Inner   Sanctum NBC  Tv  Films 

30 

min. 

39 

1    Spy Guild 

30 

min. 

39 

New  Adventures  of Martin  Kane 
Ziv   Tv 

30 
min. 

39 

Man   Behind   the   Ba dge MCA    Tv 30 
min. 

39 

Mr.   &    Mrs.   North sc  liubert 

30 

min. 

57 

Mr     District  Attorne y 1     ,   Mil   11 

1  \ 
30 

min. 

78 

Mystery    Is   My   Business TPA 

30 

min. 32 

New  Adventures  of Martin   Kane Ziv  TV 30 min. 

39 

New  Orleans   Police 
Dept. 

Ml' A    Tv 

30 

min. 

39 

Official   Detective \  1   \ 30 
min. 

39 

Paris    Precinct Guild 

30 

min. 26 

Police  Call NTA 

30 

min. 

26 

Public    Defender Interstate 

Tv 

30 min. 

69 

Public    Prosecutor 
Sterling 

15 min. 26 

Racket   Squad ABC   Film Sv  in lie  ation 

30 

min. 

98 

San    Francisco    Beat CBS  Tv  Film 30 
min. 

39 

Mickey  Spillane Ml    \-TV 30 min. 

39 

Strykcr  of  Scotland Yard HmIIv  wood 

Tv 
30 

min. 

13 

The   Whistler CBS  Tv  Film 30 min. 

S9 

Ethel    Barrymore   Theatre Interstate Tv 

30  m Celebrity    Playhouse Screen  Gems 

30  mi 
Crossroads St  liubert 

30  mi Curtain    Call 
MCA    Tv 30  mi 

Damon    Runyon    Theatre Screen   Gems 
30  mi 

Day   After   Tomorrow 
William  Tell 

30  m 
Janet   Dean 

Guild , 30  m 

Dilemma 
Harry  S.  Goodman 

15  m 

Dr.    Christian Ziv  Tv 

30  m Dr.   Hudson's  Secret  Journal MCA  Tv 
30  m 

Douglas    Fairbanks    Jr.    Presents ABC  Film 

Syndication 

30  m 

Famous  Playhouse 

MCA   Tv 30  m 
Favorite  Story Economee TV 

30  m Flamingo   Theatre 
Flamingo 

30  m 
Headline 

MCA  Tv 30  mi Heart  of   the  City 
MCA  Tv 

30  mi 
Herald    Playhouse ABC  Film 

Syndication 30  mi Hollywood   Half  Hour 
Geo.   Bagnall 

30  mi 
If  You  Had  A  Million 

MCA   Tv 30  mi 
International  Playhouse NTA 

30  mi Invitation   Playhouse 

Sterling 

15  mi 
This   is  Charles   Laughton 

Sterling 

30  mi 
Little    Show 

Sterling 

15  mi 
Little  Theatre 

Sterling 

15  mi 

Magic  Vault 
Lakeside 30  mi 

Mayor   of   the  Town 
MCA   Tv 30  mi Conrad   Nagel 
Cuild 

30  mi 
Night    Editor Lakeside 15  mi 
On  Stage  with  Monty  Wooley 

Dynamic 
15  mi Orient    Express 

NTA 30  mi Paradox 
Filing  Film 

5  mi Paragon  Playhouse 

NBC  Tv 
Films 30  mi The   Passerby 

NTA 

15  mi 

The   Playhouse 
ABC  Film 

Syndication 

30  mi 

Playhouse   15 MCA  Tv 
15  mi 

Play   of   the   Week NTA 
30  mi 

Ray  Milland  Show MCA  Tv 
30  mi 

Reader's  Digest Schubert 
30  mi Screen   Directors   Playhouse RKO    Tv 

30  mi 
Stage  7 TPA 

30  mi Star  and   the   Story 
Official 

30  mi 

Star    Performance 
Official 

30  mi 

Story  Theatre Economee 

TV 

30  mi 
Studio   57 MCA    Tv 

30  mi Theatre   with    Lilli    Palmer 

NTA 
30  mi 

Times  Square  Playhouse Economee TV 
30  mi 

Tod  Plays 

Screen   Gems 
30  mi Under    the   Sun 

CBS  Tv  Film 
30  mi 

Unexpected Economee 

TV 

30  mi 

The   Visitor 
NBC  Tv 

rilms 

30  mi 
Your   Star   Showcase 

TPA 

30  mi 

Your  TV  Theatre Economee TV 
30  mi 

13 
39 

78 

39 

39 

26 

39 

13 

39 

39 

117 

300 

78 

29 

39 

91 

52 
38 

39 

26 
26 
26 
32 
52 

104 

39 

26 
26 
13 
26 

26 

39 
26 
52 

78 

26 

76 

65 
39 

39 
39 

156 

26 
26 

26 

39 
44 

26 
39 
44 
52 

120 

DOCUMENTARY 
EDUCATIONAL 

Adventures   in   the   News 

Beyond    the    Yukon 
Confidential    File 

Crusade  in  the  Pacific 

Documentary   Package 
Greatest   Drama 

Kingdom  of  the  Sea 
Movie    Museum 

On   the   Spot 

Open   for    Business 

Operation  Tomorrow 
Our   America 

Profile 

Victory   At   Sea 

Video   Digest 
Wanted 

What's  Your   Line 
Where   in   the   World 

This  World   of  Ours 

The  World  We  Live  In 

Yesterdays   Newsreel 

DRAMA 

All    Star    Theatre 
Don   Ameche    Presents 
American   Legend 
American    Wit    &    Humor 

Sterling 

Harriscope 

Guild 
Sterling 

Lakeside 
RKO   Tv 

Guild Sterling 

I  .ikeside 

Trans  I  i,\ 
Screencraft 

Trans-Lux 
Trans-Lux 
NBC  Tv   Films 

rrans-Lux 
Lakeside 

Trans-Lux 
Lakeside Sterling 

Sterling 

I  i  onome,     I  \ 

Srrccn    Gems 
TPA 
Official 
Sterling 

i.">  min. 

15  min. 
30  min. 
30  min. 
varied 

15  min. 

30  min. 

15  min. 
1  ">   min. 
\.u  ied 

30  min. varied 

15  min. 
30  min. 
varied 

30  min. varied 

15  min. 
15  min. 

15  min. 
15  min. 

30  min. 
30  min. ;>,    mil,. 

30  min. 

13 
13 
39 

26 

500 39 
39 

160 
39 

17 

89 
47 
39 

26 

25 
20 
27 

104 
26 
65 

137 

156 
39 

80 
IS 

American    Heritage 

Behind  the  Scenes 

Career   Planning 

Children   of   the   Americas 

Classroom   of  the  Air 

Creative  Arts 

Dating.    Marriage,    Family 

Democracy  at  Work 

Draw-along  With   Me 
Cetting  Along  Socially 

How  Others  Live 

|ohn    Kiernan's   Kaleidoscope 
Personality    Development 

The   Shaping   of  America 

The   Story   of   America 

Unk  &  Andy  ABC  Art  Adventures 
Watch   the   World 

World  of  Yesterday 

Your    Days  At   School 

FEATURES 

Coronet 

varied 

13 

Trans-Lux 

varied 

18 

Coronet 

varied 

13 
Coronet 

varied 
13 

Trans-Lux 

varied 
37 

Trans-Lux Miricd 29 
Coronet 

varied 

IS 
Coronet 

varied 

13 
William   Tell 30  min. 13 
Coronet 

varied 
13 

Coronet 

varied 

13 
ABC    Film   Svndication 

15  min. 
104 

Coronet 

varied 

13 
Coronet 

\aried 

13 

Coronet 

varied 

13 
(  avalcade  TV 

1  ">  min. 

26 

NBC  Tv  Films 15  min. 26 
Coronet 

varied 

13 
Coronet 

varied 
13 

Anniversary    Package 

Bagnall   Package Beverly 

Big  Fifty 

Big    12 

ABC   Film   Syndication  varied  16 
Geo.  Bagnall  Miricd  33 
NTA  varied  8 
N  I  \  Miried  50 

Governor  \aried  12 

<>! 
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CKLW-TV  325,000  Watts 

CKLW  Radio  50,000  Watts 

DETROIT'S 
MOST 

POWERFUL 

"TWIN" 

SIGHT  and 

SOUND 
ADVERTISING 

MEDIUMS 

CKLW"!  V 
RADIO 

-*  >*«W investment  tfotyet*  A££tflJ5f 

CKLW  -  Guardian  Bldg.,   Detroit  -   WOodward  1-7200 
J     £     Comotou,    Pr»»»d»nf 

IF  YOU 

TELL  MORE 

PEOPLE 

...YOU 

SELL  MORE 

PEOPLE! 

Young  Television  Corp 
Nofwnal  S«o 

jlly  1957 



FILM    CROSS-SECTION  .  .  .  continued 

NO. NO. 
PROGRAM SYNDICATOR LENGTH AVAILABLE 

PROGRAM SYNDICATOR LENGTH      AVAILABLE 

FEATURES    (Continued) FEATURES    (Continued) 

Bill  &  Coo Hollywood    Tv 
1)11    nun 

1 Westerns Assoc.  Artists varied 38 

Bulldog   Drummond Governor 60  min. 8 Westerns Interstate  Tv 
60  min. 

115 

Cardinal 
NTA 

varied 
7 Westerns M&A   Alexander 

varied 

46 

Cheryl   Package Medallion-TV 70-120 

20 

Westerns 

NTA 

varied 
31 

Classics Assoc.  Artists 
varied 

11 Westerns Screencraft 
varied 

38 

Comedy  Theatre Governor varied 

17 

Westerns Screen  Gems 
varied 

135 

Deluxe Hollywood    Tv 80  min 3 Western   Special Lakeside 
varied 

131 

Diamond Hollywood    Tv varied 26 

East  Side  Kids Governor 

TPA 

varied 
varied 9 

35 

HEALTH 
Edward  Small  Features 

Health   and   Happiness  Club NTA 
5  min. 

105 
Emblem Hollywood    Tv 

varied 

26 

Here's  To   Health 
Trans-Lux 

varied 

18 

Emerald Hollywood   Tv 
varied 13 

M.   D. 

NTA 5  min. 

39 

English   Features Screencraft 
varied 13 Medicine   Marches  On 

Trans-Lux 

varied 

22 
Fabulous   Forty NTA 

varied 
46 Your   Health   and   Safety Coronet 

varied 

13 
Family Hollywood    Tv 60  min. 13 

Features 
Quality   Films 

varied 
40 INTERVIEW 

Features Interstate   Tv 
varied 

7 

Features Interstate   Tv 
varied 54 Candid  Camera Assoc.  Artists 

15  min. 
100 

Feature  Special Lakeside 
varied 

133 
Candid   Camera Assoc.  Artists 

30  min. 

89 

Feature  Westerns Guild 60  min. 

100 
Lilli   Palmer  Show NBC  Tv  Films 

15  min. 
26 

52   Award   Croup United  Artists 
varied 

52 

MUSICAL Flamingo   Feature  Theatre 
Flamingo varied 

26 

Frontier Hollywood    Tv 
varied 

13 Ballet 

Sterling 

15  min. 

26 

Golden Hollywood    Tv 60  min. 26 
Big  Little  Show NTA 

30  min. 
30 

Cold   Medal Hollywood    Tv 
varied 

26 Christmas  Carols 
Dynamic 3   min. 

12 

Hal  Roach NTA 
varied 

14 

Country    Show 

Flamingo 

30  min. 
26 

Hollywood  Croup Assoc.  Artists 
varied 

187 

Eddy   Arnold   Time 
Walter  Schwimmer 

30  min. 

26 

Hollywood   Features Guild 
60  min. 250 Famous  Cuests Cavalcade  Tv 30  min. 

13 

Hollywood   Movie  Parade Screen   Gems 
varied 

104 
Cuy  Lombardo MCA   Tv 30  min. 

78 

Hollywood   Mystery   Parade Screen   Gems 
varied 

52 

Holiday  in   Paris 
CBS  Tv  Film 

30  min. 

13 

Hollywood    Premiere   Parade Screen  Gems 

varied 
39 

The  Hormel  Cirls Kling   Film 
15  min. 

44 

Hollywood   Value   Parade Screen   Gems 
varied 

52 

Huespedes  Famosos 
Cavalcade  Tv 

30  min 

13 

Jubilee Hollywood    Tv 

varied 

26 Frankie  Laine Guild 15  min. 78 
Library M&A   Alexander 

varied 140 

Frankie  Laine Guild 30  min. 

39 

Laurel  &  Hardy Governor 
varied 

10 

Liberace 
Guild 30  min. 

113 

Lone   Star Hollywood   Tv 
varied 

13 Musical  Moments 
Dynamic 

3VS  min. 
10 

Lucky   13 Screen   Gems 
varied 

13 

Music  of  the   Masters 
NTA 15  min. 

13 

MCM   Library MGM   Tv varied 

723 

Old  American  Barn  Dance Kling  Film 30  min. 
26 

Million  Dollar  Movie  Package  #1 RKO  Tv 
varied 

27 

Opera   and   Ballet 
Lakeside 

15  min. 

13 

Million   Dollar  Movie  Package  #2 RKO  Tv 
varied 

17 

Patti  Page  Show Screen  Gems 
15  min. 

78 

Movieland Assoc.   Artists 
varied 

84 

Rosemary  Clooney   Show MCA  Tv 
30  min. 

39 

Movietime  USA C&C  Tv 
varied 

742 Stars  of  Crahd  Ole  Opry 

Flamingo 

30  min. 

39 

Mystery Hollywood    Tv 60  min. 24 Tele-Musicals 
Harriscope 

3  min. 
140 

New  22 Screen  Gems varied 
22 Town   &   Country  Time RCA  Services 

varied 

78 

96  Westerns 
Flamingo varied 

96 Vienna  Philharmonic 

Sterling 

15  min. 

13 

Nugget Hollywood    Tv 
varied 

51 

Foy   Willing   &    Riders   of 
129   British    Features 

Flamingo varied 

129 

the  Purple  Sage RCA    Services 

3  min. 

100 

PC   Features NTA 
varied 

22 

Florian  ZaBach Guild 

30  min. 

39 

Pioneer Hollywood    Tv 
varied 

26 

Plainsmen Hollywood    Tv 

varied 
26 NATURE,  OUTDOORS 

Plus  80 Screen   Gems 
varied 

80 
Adventure  Out  of  Doors 

Sportlite 15   min. 

26 
Power  Plus M&A   Alexander 

varied 

18 

Nature   in   Action Coronet 

varied 

13 
Preferred Hollywood    Tv 60  min. 13 

Wild   Life   in   Action Lakeside 
15  min. 

52 
Premier Hollywood    Tv varied 27 The  World  Around   Us RCA    Services 15  min. 

26 

Prize Hollywood   Tv 
varied 26 

PSI  Features NTA 

Geo.   Bagnall 

varied 

60  min. 

40 

1 
NEWS 

Return  of  Rin  Tin  Tin 
CBS    Newsfilm CBS  Tv  Film 

12  min. 

5-a-wee» 

Rocket  86 NTA varied 

86 

INS  Telenews  Daily INS 
12  min. 

6-a-wecl 

Select Hollywood    Tv 60  min. 26 
Washington   Merry  Co  Round Harry  S.  Goodman 15  min. 

39 

7th  Anniversary M&A   Alexander varied 13 
Weekly  News  Review 

INS 

1  ">   min. Weekly 

Sherlock   Holmes Assoc.  Artists 
varied 

12 

Showmanship Screen     Gems 
varied 

23 

QUIZ 

Silver Hollywood    Tv 
varied 

24 

Spanish   Language Cavalcade  Tv 
varied 

39 

Hidden   Treasure  Show William    Tell 60  min. 13 

Special  Attractions Governor varied 4 Magic  Question 

William    Tell 

30  min. 
26 

Star  Features Screencraft 
varied 

17 

Movie  Quick  Quiz Schubert 

15-30  strip 

700 

Sterling  Package 
Sterling varied 

35 
Pantomime  Quiz NTA 

30  min. 
View  The  Clue 

Medallion  TV 

15  or  30 26 
Suspense Govrnor 

varied 
8 

Tinderbox Cincma-Vue 65  min. 1 
RELIGIOUS 

TNT   Package NTA 
varied 

35 
Topper  Series Governor 

varied 
4 Hand  to   Heaven 

NTA 
30  min. 

13 

Top  39 United    Artists 
varied 

39 

Layman's  Call  to  Prayer 
NTA 5  min. 

52 

Trophy Hollywood    Tv 
varied 

26 

Living   Book 
Economee  TV 15  min. 13 

20th  Century  Fox  Films NTA 
varied 

52 
Man's   Heritage 

NTA 
10  min. 13 

Variety   Features Screencraft 
varied 

29 

Out  of  the  Past Lakeside 
30  min. 

39 

Warner   Brothers   Library Assoc.   Artists 
varied 

754 

John  Wayne Hollywood    Tv 
varied 

15 

SCIENCE 
Western    Features Adventure   In   Science 

Trans-Lux 

varied 

44 

Starring   Cene   Autry MCA  Tv 60  min. 

56 

Do   You   Know  Why? 
MPA   Tv 5  min. 

200 

Western   Features March   of  Science 
Trans-Lux 

varied 

40 

(johnny  Mack   Brown) (  inema-Vue varied 

27 

Popular  Science Interstate   Tv 
15  min. 

78 

Western    Features Science  in  Action Coronet 

varied 

13 

Starring   Roy   Rogers MCA  Tv 60  min. 

67 

Science  in  Action TPA 
30  min. 

52 66 TV   AND    RADIO    BASICS 



mogham SYNOICATOR 

SCIENCE  FICTION 

Commjndo   Cody      Sky    Marshal   of 

the    Univcrie 

Science   Fiction   Theatre 

Top   Secret 

SHORTS 

Holl\  u.....l     I  \ 

Zil      I  v I  lamlngo 

Charlie  Chaplin   Comedies 

Christie   Comedies 

Funupoppin    Comedies 

Little   RjscjIs 

Movietime  USA  Short  Subjects 

Old  Timer  Comedies 

Race  Night 

Scallywags 

Warner   Short   Subjects 

SITUATION  COMEDY 

Cinrm.i  \  ur 

II.IIIIM    ..|" 
(.en      Bagnall 

Intentate    i  v 
Ctrl     ft 
(nirin.i  Vur 

Geo.  MagnaM 

Ceo.  Bagnall 

Assoc.   . \  1 1 1  v t  ̂ 

Amos  V  Andy 

Iwlah 
Boss   Lady 

Corliss  Archer 

Duffy's  Tavern 
Creat  Cildcrslecve 

Halls   of    Ivy 

His   Honor.    Homer    Bell 

I  Married  Joan 

Life   With    Elizabeth 

Lift   With    Father 

Mamj 

Mickey  Rooney  Show 

Molly    i  The   Coldbergsl 

Mother  is  a  Freshman 

My    Hero 

My  Little   Margie 

So  This    Is    Hollywood 

Studs   Place 

Sutie 

The  Trouble   With    Father 

This  is  Alice 

Topper 

Willy 

SPORT'S 

Adventures   in    Sports 

All-Cirl    Wrestling 

All-American  Came  of  the  Week 
All   American    Wrestling 
All-Star    Coif 

The  Big  Moment 

B'g    Playback 

Big  10  Football  Hilites 

Bill   Corum    Sports   Show 

Bowling   Time 

Boxing    from    Rainbo 

Bud  Wilkinson   Show 

Championship  8owling 
Championship  Wrestling   from 

Hollywood 

Double    Play 

Cadabout  Caddis 

Cridiron   Cavalcade 

Indianapolis    Highlights 

Ulopy  Races  from   Hollywood 

Let's   Co    Coifing 
Mad  Whirl 

Main  Event  Wrestling 
Main  Event  Wrestling 
Pacific   Coast   Conference 

Football  Highlights 
Ringside   With   the   Rasslers 
Sam  Snead   Show 

Speed  Classics 

Sports  Album 

Sport  Skills 

Sports  on    Parade 

">'$  Week  in  Sports 
Time   In   for  Sports 

Tops    for    Training 

Tv  Baseball   Hall  of  Fame 
Tv  Fr^tball   Hall  of   Fame 

CBS    I  v    Film 
Flamingo 

MfcA    Alexander 

1 1  onomec    i  \ 
Guild 
NBC  Tv   Films 

TPA 
NBC  Tv   Films 

Interstate  Tv. 
Guild 

CBS  Tv  Film 

(  BS    I  V   1  ilm 

Screencraft 
Guild 

\  I  \ 

Official 
Official 

Harriscope 

Harry  S.  Goodman 
TPA 

Official 
\  1   \ 

Schubert 

Official 

Sterling 

Harriscope 

Sports  TV 
Kling    Film 
Walter  Schwimmer 
Sterling 

Screen   Gems 

Sportlite 
NTA 
Sterling 

kling   Film 

Sportlite 
Walter  Schwimmer 

Cinema-Vue 

Cavalcade    I  s 
Sterling 

Sports  TV 
H.irriscope 

Harriscope 

Sportlite 
NTA 
HarTiscope 

Harriscope 

Sport*    1  \ 
Geo.   Bagnall 
RCA    Services 
D\namic 

Economeo    I  V 

Coronet 
Sterling 

tNS 
Sterling 

Trans-I  uv 
Flamingo 

Flamingo 

NO 

LENGTH       AVAILABLE 

!'i    nun II 
78 

\Jllr.l 52 

rain. 
Ul  in! 

!0  linn 

v.llird 

1.000 s.lliril 
300 

9  min. 
52 

\  .inril 

64 

v  .ilinl 

1.400 

SO   nun 

78 

10    min 

78 til   mm 

13 

39 

10    min. 

39 

30  min. 39 

SO  mm 

39 

JO  min. 

39 

30  min. 

98 

30  min. 

65 

30  min. 

26 SO   min 

26 

30  min. 33 

30  mm. 

39 

SO   mm. 
30  mm. 33 

30  mm. 

126 

30  min. 

24 
30  min. 

26 

30  min. 104 

30  min. 130 

30  min. 

39 

30  min. 

78 

30   min. 39 

1")   mm 

26 

30  min. 
26 

SO  min. 

13 

tiO   mm. 26 
60  min. 26 

SO   nun. 
26 

15  min. 52 

30  min. 

13 

15  min. 26 

60  min. 26 

30  min. 

26 

15  min. 

39 

60  min. 

78 60  min. 

39 

15  min. 

13 

15  min. 

26 

15   nun. 

13 

30  mm. 3 

30  min. 26 

15  min. 

13 

30  min. 

26 
60  min. 

52 

30  min. 26 

30  min. 

IS 

60  min. 

5   mm 

39 

15,30 

1". 

5   nun 
105 

varied 

13 

15   min. 

IS  min. 

i"ii:i 

30  mm. 26 
varied 

IS 

15  min. 
78 

15   min. 
26 

program 

SYNDICATED   LIBRARY 

Adventure   Showi 

Dramatic    Packa*.        N    ■ 

Sports 

NO 

AVAILABLE 

Encyclopaedia  Britfanica 

Pep    Package 
Short\   Library 

TRAVEL 

1 1 

1 

1.400 • 

Holiday 

N  i  \ 

30 

mm. 

Holiday* 

II 
Life  in  the  USA 

The   Travel    Bug 
15 ■ 

IS 

Vagabond 

30 

World  at  Large 

I  ram 

•  !• 

WESTERN 

Adventures    of    Champion 
i  BS    i  •   i 

mm. 
Adventures    of    Kit    Carson Mi    \      1 

30  mm 
104 Annie    Oakley 

CBS    I  ■    1 30 

mm 

Brave    Eagle 

30 mm Buffalo   Bill,    jr 
i  hs    i  .    Film 

30 

mm 26 
Cisco    Kid 

I  i 

30 

mm ISO 

Cowboy  C-Men Flamingo 
30 mm 

Frontier 
\  111       1  .     1 30 

mm 

30 

Frontier    Doctor 

tlollt  Vt'Kal       I  % 
30 

mm 

Cent   Autry   Show 

CBS    ft    film 

30 

mm. 

91 

Cabby    Hayes   Show 30 

mm. 

Wild    Bill   Hickock Flamingo 
30 

mm. 
Hopalong  Cassidy 

NBC  Tv   Films 

60 

mm. 

Hopalong  Cassidy 

NBC    ft    Films 

30 

mm. 

52 

Judge    Roy    Bean 

i  raft 

30 

mm. 

39 

Last  Marshal 

N  1   1 
30 

mm. 

39 

Range    Rider CBS  Tv  Film 

30 

min. 

78 

Sheriff   of   Cochise 

NTA 

30 

mm 

39 

Steve    Donovan    West'n    Marshal NBC  Tv   Films 30 

mm 

39 

Stories   of    the   Century 
Hollywood  Tv 

30 

mm 

39 

Tales  of   the  Texas  Rangers 
Screen  Gems 

30 

mm. 

26 

WOMEN'S Adventures   in   Sewing Lakeside SO 

min. 

IS 

Bringing   Up  Your   Baby 

Tran- 

\j- 

Creative  Arts 
Trans-Lux 

varied 

28 

For    the    Ladits 

Mrrling 

15 

mm. 

90 

Here's   How 

Tram  1 

40 

Home    Managtment Coronet IS 

It's    Fun    to    Reduce Guild 15 mm 
Sew   Easy 

lUion    i\ 

lr. 

or  30 

Tv  Kitchen Kling    Film 

30 

min. 

" 

MISCELLANEOUS 

Animal: . 

Animal    Package 
I  alcaide 

varied 

100 

Comedy: 

Scene   With    a    Star Geo.   Bagnall 
15 ■ is 

Discussion: 
The  Big   Idea Rk()   Tv 

SO 

mm. 
Dramatic   Readings: 

James   Mason   Show 
Hobby: 

Find  a    Hobby 

Holidays: 

Christmas  Carols 

Cinnamon    Bear   Christmas 

Jingle   Dingles  Christmas  Party 

The  Little  Match  Cirl 

Serials: 

Serials 

Serials 
Variety: 

Eddie  Cantor 

The  Continental 

Ccorge  Jessels  Show  Business 
Paul    Killiam    Show 

Ranch    Party 

Video  Digest 

\  I  \ 

N  I  \ 
15  min. 

15  mm. 

26 

26 

3  mm 

inr 

nin. 
Cinema-Vue 60  mm. 

1 

SO  min. 

1 

Assoc,     v 15  min. 
39 

ScTeen   ' 

varied 

F.conon 
50  min. Dvnamic 

•nin. 

IS 

N  I  \ 
SO  mm. 

39 

Sterling 

15  mm. 

26 

Screen    1 
30  mm. 

39 

Tran'  ' 

varied 
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wm     tummcRLc     duuuhi« 

IN  EACH  TELEVISION  MARKET 

THERE  IS  ONLY  ONE  LEADER. 

IN  SAN  ANTONIO,  IT'S  KENS-TV 

EXPRESS-NEWS  STATION 

ASK  YOUR 

PETERS.     GRIFFIN.     WOODWARD   COLONEL 

FOR  COMPLETE   DETAILS. 

SAN    ANTON  IO,  TEXAS 



SECTION 

A  22-page  section  of  facts  and  figures  comprising 

43  charts  and  graphs.  They  cover:  tv's  over-all 
dimensions;  set  production;  a  profile  of  television 

listening  habits;  network  programming  trends; 

spending  data  in  both  the  network  and  spot  tv  fields. 



I.  DIMENSIONS  OF  TELEVISION 

1.    How  has  U.  S.  tv  saturation  grown   (1950-57)  ? 
illlllllllllllllllllllllllll 

%  U.S. homes 
with  tv 

Millions 
of  homes 

Percent  ami  number  of  U.  S.  homes  owning  tv 

A.  C.  Nielsen  Co.  is  source  of  data 

below,  which  shows  l\   ownership  58% 
during  March  each  year. 

47% 

10% 

4.2 

1950 

25% 

11.0 

1951 

21.6 
26.9 

72% 

1953 
1954 

35.1 

1956 
1957 

IlllIJi!!!!!! 

2. How  much  variation  is  there  in  set  saturation? 
l^lliillllllllllllllllllllllllllllllllllllllllllllllll!!!lllli 

Figures  at  right  are  from  A. 

C.  Nielsen,  show  tv  homes  and 

set  saturation  figures  as  of 

1  March  this  year.  Though 

East  Central  and  Pacific  re- 

gions show  same  saturation, 

latter     shows     faster     growth 

Region 
Homes 

Saturation 

Northeast 
11,419,000 

(87%) 

East  Central 
7,042,000 

(83%) 

West  Central 7,404,000 
(77%) 

South 7,948,000 
(68%) 

Pacific 5,487,000  (83%) 

illlllllllllllllllllllllllllllllllllllllllllllllllllll 

County  Size         Homes   Saturation     j 

"A"  16,143,000  (87%) 

11,196,000  (82%) 

6,956,000  (71%) 

5,005,000  (61%) 

lilKDIII 

3.   What  are  the  family  characteristics  of  tv  owners? 
piiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiim    iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

Percent  of  homes 

owning  tv 

according  to  family 

characteristics 

Size  of  Families 

1&2  Members.  71% 

3  Members       83 

4  &  5  Members  ...  87 

6  Members  &  Over    76 

Age    of    Housewife 
Under  35  Years  _.  85% 

35  thru  44  Years      85 

45  Years  &  Over    72 

Total    Family    Income 

Upper  Fourth     90* 
Next  Fourth     87 

Next  Fourth         78 

Lowest  Fourth       61 

!!l![l!lll!!l!!l!!!:i!!lllll!llllllll!!l!!l!lll!l   IIIIIIIIIIIIIIIIIIIIII 

Education  of  Fa 

Grade  School    

mily 

Head 

..  73% 

High  School     
86 

College    

82 

Presence   of  < 

5  Years  &  Under 
6  - 12  Years   

Dhild 
ren 

85% 

85 

13  -  20  Years   

No  Children 

81 

72 

70 

Source   of  data  to  left  is  Mar- 

I  ket  Research  Corp.  of  America 

j  as  of  1  January  this  year.   While 
|  differences  between  family  groups 

j  narrow   as   tv   saturation   grows, 

|  television-owning     families     still 

|  tend    to    be    well-heeled,    big   in 

i  size,    young   and    well    educated 

TV   AND    RADIO    BASICS 



DIMENSIONS  OF  TELEVISION 

4.   Where  has  recent  set  growth  been? 

iiiiiiiiiiiniiiiiii 

Percent   of   families   with   t\    -<  i- 

Regions: 

Apr.   '56 Jul.   '56 Oct    '56 

City  Size: 

SOURCE:     MARKET    RESEARCH    CORP     OF    AMERICA 

lllllllllllllllllllllllllllllll   II!  . 

5. How  many  retailers  sell  tv  and  or  radio  sets? 
;i|'!"111'  ■  IIIIIUIIIIIII 

Jan     '57 Northeast 88 88 88 90 

South 
63 

64 

68 

68 

North  Central 77 79 

80 

81 

Mountain  &  Southwest 60 62 

65 

68 

Pacific 74 

76 

77 77 

Farm 

53°o 
54°0 

57°0 
61 

Under  2,500 
64 

67 

69 69 

2,500  to  50,000 
62 

65 66 68 

50,000  to  500,000 
80 

82 

83 

84 

5500,000  &  Over 
89 

89 

90 90 

Type  of  Outlet Sept.   1,   1952 July  1,   1953 July  1,   1954 July   1,  1955 July  1,   1956 

Radio-TV- Appliance 40,250 47,600 47,050 42,800 39,150 

Furniture 17,650 15,550 
20,250 

19,050 18,500 

Hardware 12,550 14,100 11,850 12,200 

9,550 
Department — Gen.  Mdsc. 9,100 10,500 10,800 12,300 12,500 

Other 15,850 17,400 17,150 23,950 25,400 

Total 
95,400 

105,150 107,100 110,300 105,100 

SOURCE:     RETMA 

0.   How  has  the  number  of  tv  set  manufacturers  changed? 

Despite  the  tremendous  market  for  sets  during  the 

past  seven  years,  fierce  competition,  low  mark-ups  ami 
the  competitive  disadvantage  of  not  having  a  full  line 

of  appliances  have  caused  a  high  mortality  rate  among 

television  set  manufacturers.     Source  of  data  is  RK'I  M  V 

1950 
1951 

1952 

1953 

1954 
1955 1956 

140 110 94 Ol 7  J 

51 

July  1957 71 



II.  TELEVISION  SET  PRODUCTION 

1.    What's  been  the  rate  of  tv  set  production  since  1947? 
iiiiiiiitiiiiiiiniiiiiiiH 

1955  marked  high  spot  of  production  so  far 

p!J!!!lll!!lll!llllll!l!![[[||||!!ll!!llllll!!!llllllinilllllim    lllllllllllll!llli:illllllllllllllllll!l!lllllllllllllllllllllllllllllllllllllM 
Millions 

of  sets 

2. 

u 

9 

8 

7 

7,464 
7,347 7,757 7,387 

6 7,216 

6,096 
5 

5,385 

!J 

3 

3,000 2 

2,394 
1 

1,836 

0 
179 

i   1 

975 

1947  1948  1949  1950    .      1951  1952  1953 

SOURCE:  RETMA.  FIGURES  WITHIN  BARS  ARE  IN  THOUSANDS 

1954 
1955 1956 4  mos. 

1956 
4  mos. 1957 

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll   Illlllllllllllllllllllllllllllllllllllllillllllllll 

How  many  uhf  sets  have  been  produced? 

pillllllllllllllllllllllllllllllW 

I     1953  /\ 459,000       1954/1,383,000      1955 /l,  182,000      1956/1,035,236    | 
Source:    RETMA.     Figures    include   factory-equipped    uhf    sets    only. 

Iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 

im  What  tube  sizes  have  been  most  popular  among  tv  set  owners? 

piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii  | 

Manufacturers  sales  of  picture  tubes  by  screen  size 

15"  and 
under 

1,145,583 

16"  thru 

18" 

9,123 

19"  thru 

21" 

22"  thru 

25" 

26"  and 

over 

3,316,767 1 79,682 

2,365,380 5,356,102 
21 1 ,940 

437,148 3,586,967 973,233 120,739 

296,753 3,004,786 4,296,735 
30,409 

267,380 3,065,102 6,105,068 275,504 119,964 

235,954 2,086,077 7,223,259 
318,665 46,925 

41 1 ,440* 
1 ,805,020 7,674,155 948,083 

34,648 

1 ,447,978* 
997,830 4,493,682 

593,224 
7,121 

YEAR 

1948 

1949 

1950 

1951 

1952 

1953 

1954 

1955 

1956 

Source:    RETMA,    lubes   made  from   new   glass.    *  Include  small   number   of   projection    tube! 

IIIIIIII1IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1IIIIIIIIIIIIIIIIIIIII 

Figures  show  the  21-inch  tube  | 
has  been  outselling  all  others 
since  1952.    Note  the  increase  | 

in  15-inch-and-under  sizes 

last  year,  a  reflection  of  growthl 

in  portable  tv  sets.    While 

figures  cover  sales  to  all 
sources,  they  reflect  mainly 

tubes  for  home  sets. 

72 TV    AND    RADIO    BASICS 



IM 

IN    TUm    C*f>OUHAS 

Af  m&jt~  6cC&nvCtw : 
/ 

And  you've  every  right  to  exult  with  us  over  the  proven 
size  of   WHTV's  television 

in.'irket  measured  in  terms 

of  population            became it    meaiM  ■   massive  market for  you 

CITY POPULATION 

1 .    New  York 16,788,700 

2.    Los  Angeles 7,699,900 
3.    Chicago 

7,552,500 
4.    Philadelphia 

6,675,100 
5.    Detroit 

5,219,700 6.    Boston 
5,118,600 

7.    Wilmington,  Del. 5,045,400 
8.    Pittsburgh 

4,774,300 
9.    San   Francisco 

4,262,400 
10.    Cleveland 4,233,700 
1  1 .    Johnstown,  Pa. 

4,145,600 
12.    Steubenville,  Ohio 3,935,100 
13.    Manchester,  N.  H. 

3,606,800 

14.  CHARLOTTE 3,348,800 

1  5.   New  Haven 3,290,200 
16.    Washington 

3,135,900 
17.    Minneapolis-St.  Paul 2,932,600 
18.   St.  Louis 

2,830,900 
19.    Providence 

2,771,000 
20.    Memphis 2,731,500 
21.    Indianapolis 2,717.300 
22.    Milwaukee 

2,698,600 
23.    Baltimore 2,661,700 
24.    Bloomington,   Ind. 2,640,400 
25.   Atlanta 2,611,600 

Source    Television  Mogozine   1957  Dolo  Book 

Moreover  our  clients  are  prone  to  boast  aboul  our 
superior  Sales  Power.  Reach  our  people  with  your 
products  through  the  pioneer  in  the  Carol inas.  and  we 

warrant  that  you'll  soon  be  gloating,  too  For  WBTVs 
Sales  Power,  contact  CBS-TV  Spot  Sales. 

LMmm .  t^jTffP Teuxiv- 
Jbffkrsom  Standard  Broadcasting  <  ompami 



III.  TELEVISION  VIEWING  HABITS 

1.    How  does  daily  tv  viewing  vary  by  months? 
niiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiH 

Average  hours  of  viewing  per  tv  home  per  day 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiini: 

HOURS 

7 

6 

5 

4 

0 

.'
 

April  1956     May         June         July         Aug.         Sept.         Oct. 
Source:  Nielsen  Tv  Index. 

Nov. Dec.       Jan.  1957      Feb.        March 

lllllllllllllllllllllllll!ll!llllllli;illllll!llllllllli:ill!ll!llllllllllllllllllllllllllll!llllillllllh 

I.    How  does  U.  S.  audience  composition  vary  by  parts  of  the  day? 
piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

Sunday  through  Saturday  (nighttime) 
  _-A   

Time  period Sets-in-use 

7-11  p.m.  average    53.8%. 

7-8  p.m.    43.6   
8-10    61.4  — 

10-11     56.3  — 

Men 
-35%. 

-31.-. 

-35.... 
_41_ 

Women 

  43%.... 
  37-.... 

  44   
  50   

Children 

-22%... 

-32   

.21 
   9. 

Viewers-per-set 2.4 

  2.7 
  2.5 

  2.1 

71 

Saturday  and  Sunday  (afternoon  and  evening) 
  .  *   

Noon-6  p.m.  _                    ...18.2%. 

7-11  p.m.    58.2..... 

.--32%. 

—35 ..... 

—32%- 

—42— 

-36%. 

23  - 

Monday  through  Friday   (daytime) 

7-9  a.m. 
9-11   - 

11-1  p.m. 
1-3   
3-5   — 

5-7   --. 

Source:   ARB.   March  1957. 

-  8.5%     .15%. 
-.13.1     10__ 
-16.9-    14 

-14.1   15-- 
.18.8-   ......13.- 

.29.0     23..... 

IIIIIIIIIIIIIIIIIIIIHIIIIIIIIIIIIIIIIIIIIII 

-.39%. 

_48_ 

_53_ 

—63- 

_45_. 
...26- 

llilililiiiiiiiiiiiillililllllllilillliilll 

...46%- 

-.42 

-33   

-22   

.42—. 

...51   

.2.5 
.2.7 

2.2 .1.7 
1.7 

1.6 2.0 

2.5 
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4o&' 

■-M BUFFALO'S  OWN  AGENCIES 
AND  ADVERTISERS  CHOOSE 

WBUF,  CHANNEL  17,  AS  THE 

** 

BUFFALO 

w 

'/"<>  promote  Restonic  Mattress  tales  in  Royal 

Bedding's  retail  outlets  throughout  Erie  and 

Niagara  C  ounties,  Buffalo's  Boh  man  <£•  Block 
Agencx  buys  syndicated  film  shows  on  WBl  i  . 

SYNDK   MED  FILM   SHOWS,   BE<   \(  SE: 

They  command  a  good-sized  initial  audience 

that  grows  fast.  Ratings  for  Royal  Bedding's 

"Ray  Milland  Show"  and  '"Federal  Men""  have 

nearly  doubled  in  the  first  six  months  on  WBl  i  ' 

They  give  Royal  Bedding  valuable  prestige  as 

the  '"owner"  of  big-name  talent  dramatic  shows 

They're  highly  merchandisable.  not  only  to  the 
public,  but  to  the  dealers  who  sell  Restonic. 

wbuf,  because,  in  the  words  of  Bowman  & 

Block  partner  Nathaniel  Block  :  "I  fse  any  meas- 
uring stick  you  choose  —  circulation,  share-of- 

audienee.  signal-strength,  coverage  area,  pro- 

gram quality,  community  integration  — the  word 
for  WBl  i  is  growth.  The  station  was  an 

nomical  buy  to  begin  with  and  has  become  even 

more  so  with  the  phenomenal  increase  in  audi- 

ence and  decrease  in  COSt-per-thousand." 

Coverage— up!  Ratings— up'  Billings— up'  WBUI 
is  the  fastest-moving  force  in  Buffalo  today. 

Interested  in  selling  the  Niagara  Frontier  mar- 

ket1 Here's  the  force  that  will  do  the  job  for  you! 

WBUF17 
BUFFALO.  N.Y. SOLD  BY mn SPOT  SALES 

Left  to  right:  Saul  Kantor.  President,  Royal  Bedding 
Company;  Nathaniel  Block,  Partner,  Bowman  A.  Block; 
William  B.  Decker.  WBUI   Sales  Manascr. 



TELEVISION  VIEWING  HABITS 

3. How  does  tv  viewing  level  vary  with  time  of  day? 
§<l   Illllllllllllllllllllllllllllllllllllll   I  .!IIIIIIIJI!!IIII!!III!!I!1I!II!!I!II1!!II!II!!IIII!J!III!!1   Illllllllllllllllllllilllllllllllllllllllllllllllllllllllll 

Homes  using  tv  by  hours  of  day  during  the  average  winter  day 

Viewing  figures  below  represent Viewing  figures  below  represent 
four-week  average   during  Jan. -Feb 
1957,  come  from  Nielsen  Tv  Index 
Data  to  6  p.m.  is  for  Mon.-Fri. 
Nighttime  data  is  for  full  week. 
Homes  figures  cover  all  those 
viewing  during  the  hour 

B ,  - Daytime,  Mon.-Fri. Nighttime,  Sun. -Sat. 

N.  Y.  Time 

6-7  A.M. 

7-8 

8-9 
9-10 

10-11 

11 -NOON 

% Homes  (000) 

0.3 118 

3.4 1,336 
10.0 

3,930 
12.9 

5,070 
14.9 

5,856 
20.3 

7,978 

N.  Y.  Time % 
Homes  (000) 

N00N-1  P.M. 25.4 
9,982 

1-2 
21.6 

8,489 
2-3 22.2 

8,725 
3-4 24.5 

9,629 4-5 30.6 12,026 
5-6 37.7 14,816 

N.  Y.  Time 
6-7  P.M. 

7-8 

8-9 9-10 

10-11 
11-MID. 

45.8 

56.8 

66.4 
68.4 

60.0 

37.0 

Homes  (000) 

17,999 

22,322 
26,095 

26,881 

23,580 

14,541 

L:/:ill!!l!l!lllllllllllllllllilllll 

4. What  percent  of  homes  watch  tv  by  months  of  the  year? 
C!ll!lllllllll!!l!l!llll!!::i::!ll!!l!l'i!!ll!llllllllllllll!!llllllllllllllll!l!!lli illlllllllllllllllilllllil! 

%  HOMES 

USING  TV        ---  %  Homes  viewing  6  A.M.-6  P.M.  Mon.-Fri. 
70 

60 

50 

40 

30 

20 

10 

%  Homes  viewing  6  P.M. -Mid.  all  days 

--.^       BBJBU— am  mmmmas  **  —  Tlw  tetzZ.   . 
- 

April  1956    May  June         July  Aug.         Sept.         Oct.  Nov.  Dec.      Jan.  1957      Feb.       March       April 
SOURCE:  Nielsen  Television  Indei,  New  York  time. 
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FOLLOW  THE  LEADER 
IN   SACRAMENTO.. 

A  graphic  demonstration 

of  KCRA-TV's  rise  to  audi- 
ence dominance  from 

sign-on  to  sign-off,  Sun- 

day-Saturday. Ask  Petry 

about  The  Highest 
Rated  NBC  Station  in 

the  West. 

•ARB.  Sacramento 

CRATV 
SACRAMENTO,     CALIFORNIA 

CLEAR 

Serving  28  Northern  California 
and  Nevada  Counties 

CHANNEL 
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TELEVISION  VIEWING  HABITS 

5. What's  average  viewing  time  morning,  afternoon,  evening? 
::illl!lllllll]l!ll!!!lll!l!!!r 

Average  hours  of  viewing  per  home  per  day  hy  day  parts 

Night Afternoon 

Morning 

Total  hours 

Monday-Friday 3  hrs.  30  min. 1  hr.  25  min. 31  min. 5  hrs.  26  min. 

Saturday 3  hrs.  58  min. 1  hr.  46  min. 45  min. 6  hrs.  29  min. 

Sunday 3  hrs.  40  min. 1  hr.  54  min. 15  min. 5  hrs.  49  min. 

All  Days 3  hrs.  35  min. 1  hr.  32  min. 31  min. 5  hrs.  38  min. 

SOURCE:  Nielsen  Television  Index.  Nov. -Dec.  1956. 

llllllllllllllllllllllllllllllllllllllllllllllllllllM 

im   i   iiiiiiiiiiiii   iiiiiiii   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiii   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiii   hi   iiiiiiini   i   mill 

Number  of  U.  S.  homes  watching  tv 
NIGHT 7  days 

Jan. 

'57 

22.5 

Millions   of   homes   per   average   minute 

AFTERNOON 

Mon.-Fri. 

Jan. 

'57 

11.2 

July 

'56 

13.0 

U.  How  does 
tv  viewing  vary 

by  seasons? 

Annual  Average: 

-"i  III  I       \     C     Nielsen. 

MORNING 

July 

'56 

Mon.-Fri. 

6.1 
Jan. 

July   
  '57 

'56      ,a 

2.1 

I 
2.9 7.8 

17.8 

Peak  viewing  audiences  of  television  are  al- 
most double  those  during  the  summer  when 

watching  tv  is  at  a  low  point.  To  get  a  fully- 

rounded  picture,  however,  the  summer  view- 
ing level  should  be  compared  with  the  annual 

average  since  the  January  figure  is  not  typical 

of  the  year.  It  should  also  be  pointed  out 

that  some  summer  periods  actually  record  a 

higher  sets-in-use  figure  than  during  the  win- 
ter. This  is  especially  true  during  late  night 

periods.  Note  that  figures  at  left  are  per  aver- 

age minute,  do  not  show  tv's  full   audience. 
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It's  your  move... 
to  the  TOPS  in 

Cleveland  Television 

WIW-TV 
^gp)     CHANNEL8 

'  Sales  Management  May  10.  1956 

WJW-TV—Storer  Broadcasting  Company  •  1630  Euclid  Avenue,  Cleveland  15.  Ohio  •  TOwer  1-6060 

.11  l.V    1().t7 
81 



TELEVISION  VIEWING  HABITS 

7. What  are  the  national  viewing  figures  by  local  time? 
pilllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllM 

Percent  and  number  of  homes  reached  by  day  parts 

Mon-Fri  %  Homes  (000) 

6-  9  a.m. 

9-12  Noon 

12-  3  p.m. 

3-  6  p.m. 

All   Days 

6-  9  p.m. 

9-12  Mid. 

7.1 
16.4 

21.5 

30.4 

% 

60.5 

44.0 

2,790 

6,445 
8,450 

11,947 

Homes  (000) 

23,777 
17.292 

8. 

SOURCE:  Nielsen  Television   Index,   March-April   1957.     Eastern,   Central,  Pacific  times  combined 

l!!lliilllllll!!i!l!ll!![l!l[[l!!!J!lll!!!lllllllllll!lllll[|[||lllllllllll!!ll 

How  does  viewing  differ  by  time  zones? 

m 

Charts  at  right  and  immediately  below 
are  based  on  ARB.  Figures  are  aver- 

ages based  on  the  first  quarter  hour 
following  the  hour.  U.S.  data  refers 
to  Eastern  time  across  the  country. 
Note  that  differences  become  sharper 
as  the  nighttime  hour  becomes  later 

III 

Tv  sets  in  use  by  zones,  Dec.  1956,  Sunday  thru  Saturday  evening 
ZONE  7  PM  8  9  lO  11  MID. 

U.S. 38.8 60.8 61.0 
59.9 

40.6 19.6 

Eastern 46.4 71.3 68.5 62.4 

39.6 
12.4 

Central 54.1 
55.0 

55.9 39.8 

14.4 

4.9 

Pacific 60.4 65.8 
61.4 

47.2 

19.5 

7.8       = 

piiiiiiiiiniiiiiiiiiiiiiiiiiiim 

Tv  sets  in  use  by  zones,  December   1956,  Monday  thru  Friday  daytime 
ZONE  7   AM  8  9  lO  11  N  1   PM  2  3  4  5 

U.S. 3.1 8.7 9.0 12.0 13.3 17.0 12.2 10.8 14.5 17.7 
25.4 30.2 

Eastern 5.9 12.8 10.5 13.3 15.8 21.7 11.0 

9.7 
13.8 18.6 34.3 

36.4 

Central 6.3 10.3 13.4 11.8 12.7 15.2 11.9 14.0 16.7 18.1 
28.1 31.4 

Pacific 2.8 7.3 10.9 
9.2 

11.5 19.1 17.3 11.2 11.3 20.5 40.9 45.0 

llllllllllll!ll!l!llllllll!llll!lllllll![[[!lll!l!llll 

JJ.    How  much  of  the  viewers'  time  do  network  sponsors  get? 
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 

1957:    52.5%  to  network  sponsored  programs 

1956:    49.5%  to  network  sponsored  programs 

47.5%  to  all  other  programs 

I  50.5%  to  all  other  programs 

SOURCE:   Nielsen  Television   Index,    Feb.    each  year.     "All  other"    includes    local   shows,    network   sustainers. 

IINIIIIIIIIIIIIIIIIUIIM 
lllliil!illlll!llllllllli£ 
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wise 
CHANNEL 

VHF 

IN    MADISON, 
WISCONSIN 

S£  IN    COVERAGE 
With  maximum  power  on  Channel    J, 

"         \\  [S<  ■  1  V  covers  ^2  counties  in  W  isconsin,  Illinois, 
and   Iowa  —  serving  a  million  and  one-halt 
\iew  ers  in  over  >2  5,000  television  homes.    let 
your   PCAV    Colonel    show    vou  what  positive 
coverage  means  in   low    COSt-per-thousand. 

Tl  ST 

52    IN    RATINGS 

In  just  one  year  WISC-TV  leads  substantially 
in  all  ratings.     Let  your  POW    (  olonel  show 
the  ARB  and  the   PI  LSI  , 

§£   IN    POPULARITY 

Television    viewers    in    WlSC-TV-LAND 
in  just  one  vear  hive  developed   the  habit  of 
tuning  to  W  lN<  ■  I  V  most  and  more  often. 

52    IN    PROGRAMMING 

Our  first  vear  of  history  with  (  HS.   regional   and 

local  programs  has  definitely  established  \\  l><  .TV's leadership   in   entertainment,   news,   information 
and   public   service. 

Represented  Nationally  by 

PETERS.  GRIFFIN. 

WOODWARD.  Inc. 
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TELEVISION  VIEWING  HABITS 

10. What's  the  Daylight  Saving  Time  picture? 
lllllll!lllllllllllllllUlllllllll!llllllll!llllllll!lllllie 

How  l he  top  100  metropolitan  markets  are  affected  hy  Daylight  Saving  Time  changes 

Hours 
Pop. 
rank 

Winter 
time 

Summer time MARKET 
behind 
EDST 

48 
EST 

1  DS'l 

\kron 0 
40 

EST EDST \liiany-Schenectady-Troy 0 

49 EST EDST Allentown-Bethlehem-Easton 0 

23 EST EST Atlanta        -    .. 1 

83 EST EST 
Augusta    —      1 

85 PST PDST Bakersfield 3 

12 
1  -1 

EDST Baltimore      0 

31 CST CST Birmingham 2 

6 EST EDST Boston  .                                  0 

34 EST EDST 
Bridgeport-Stanford-Norwalk    

0 

61 CST CST Brownsville-Harlington-McAllen... 
2 

14 EST EDST Buffalo 0 

69 EST EST Canton 1 

66 EST KIM Charleston           — 0 

100 EST EST Charlotte                        1 

81 EST EST Chattanooga       1 

2 l  ST CDST Chicago                                —    - 1 
16 

EST EST Cincinnati              _    1 

11 EST EDST Cleveland                                0 

35 EST EST Columbus        1 

98 CST 
(  ST 

Corpus    Christi      2 

21 CST CST Dallas    _ 2 

91 CST CST Davenport-Rock  Island-Moline 
2 

44 EST EST Dayton      1 
26 

MST MST Denver                                   3 

93 CST CST Des  Moines       2 

5 EST EST Detroit            1 

82 CST CDST Duluth-Superior       . 
1 

84 MST MST El  Paso  ...              -  - 3 

97 EST EDST Erie   0 

53 EST EDST Fall  River-New  Bedford    0 

65 EST ESI Flint    _. 1 

45 CST CST Fort   Worth 2 

68 PST PDST Fresno           3 

67 
EST es  r Grand  Rapids           1 

72 EST EDST Harri«burg 0 

29 EST EDST Hartford-New   Britain        0 

52 IIST HST 6 
15 (.ST 

CST Houston        —   2 

86 K>T EST Huntington-Ashland       
1 

30 CST CDST Indianapolis 1 

55 EST EST Jacksonville     1 

78 EST EDST Johnstown   0 
18 (  ST 

CST Kansas  City    ... ..    .... 2 

62 EST EST Knoxville    ...                                1 

94 EST EDST Lancaster               0 

95 CST CST Little  Rock-North  Little  Rock 2 

3 
I'-T l>I)ST 

Los  Angeles-Long  Beach 
3 

28 <  -T 
CDST Lrmjeville 1 

42     CST      CST        Memphis  . 

-..i  K.  i       NBC   Spot    Sales.     *  a-  Sales    Management' 

miiiiiiiiiiiiiiiiiiiiiiini 

Hours 

Pop. 

rank 

Winter time Summer time 
MARKET 

behind 
EDST 

25 

ES'l 

EST 
Miami 1 

17 CST 
<  l)ST 

Milwaukee 1 

13 

(  ST 

(  u<\ Minneapolis-St.  Paul            1 

80 

i  ST 
or 

Mobile             2 

64 
CST 

CST 
Nashville 2 

33 
ESI 

Elts'i 

New   Haven- Waterbury     0 

20 CST CST New    Orleans                         2 

1 EST 
EDST 

New  York-N.  E.  New  Jersey 0 

41 
EST 

EST Norfolk-Portsmouth      1 

56 CST CST Oklahoma  City    .....  ... 2 

54 

CST 
CST Omaha  .....           2 

79 CST CDST Peoria                          1 

4 EST EDST Philadelphia 0 

46 
MSI 

MST Phoenix 3 

8 EST 
EDST 

Pittsburgh            e 
22 PST 

PST 
Portland,  Ore.  .. 4 76 

EST EDST 
Poughkeepsie-Newburgh 0 

27 
EST EDST 

Providence-Pawtucket        0 

87 

EST 
EDST 

Reading 

0 

60 

EST 
EST 

Richmond 1 43 

EST EDST Rochester e 
57 

PST PDST 
Sacramento          _ 3 73 

MST 
MST Salt  Lake  City    3 

36 CST 
CST 

San  Antonio                               2 

32 

PST PDST 
San  Bernardino-Riverside-Ontario 3 

19 PST PDST San  Diego    ....      ....  .   3 

7 
PST PDST 

San  Francisco-Oakland 3 

50 

PST 
PDST 

San  Jose    3 90 

EST EDST 
Scranton 0 

24 PST 
PST 

Seattle 4 

92 
CST 

(  ST 

Shreveport    _     2 

96 CST CDST South  Bend            1 

88 PST 
PST 

Spokane 
4 

47 EST EDST 
Springfield-Holyoke       .. 0 

9 CST CDST 
St.    Louis 1 

99 PST 
PDST 

Stockton 3 

59 

EST EDST 
Syracuse        0 

74 
PST 

PST Tacoma 4 

39 

EST EST Tampa-St.   Petersburg        1 

51 

EST 
EST 

Toledo      1 

89 

EST 
EDST 

Trenton       0 75 

CST CST Tulsa 2 

77 EST EDST Utica-Rome 0 10 

EST EDST 
Washington    ... 

0 

63 EST EDST 
Wheeling-Steubenville   0 

70 

CST CST Wichita     2 

58 
EST 

EDS1 \\  ilk.  -liarre-Hazelton 0 

71 

EST 1  DS1 \\  ilmington 0 

37 
1  -1 KDS1 

\\  <»]-c*"*ter 0 

38      EST      EDST      Youngstown 

lllttllll 



operat ^  SarfaSQ 
has  made 

WHTN-TV 

FULL  COVERAGE 

Portimouth 

Ohio 

the  SELLibrated 

station   of  the 
Ironlon 

Golden  Valley 
(Central  Ohio  Valley) 

Huntington 

We»t    Virginia 

Chorleiton 
Weil    Virgin. o 

of  the  23rd  Television  Market 

FULL  POWER 

NEW  SALES 

•    316,000  watts  to  put  a  Grade  A  signal  over 

the  entire  Golden  'Central  Ohio)  Valley 

for  a  product-hungry  market 

that  last  yea:      ccounted  for 

$138,000,000    in    Food 

$   25,200,000    in    Drugs 

$    46,000,000    in    Apparel 

$    89,000,000    in    Automotive 

$    26,125,000    in    Gas    Stations 

$110,000,000    in    General    Merchandise 

NEW  TOWER that  rises  1000  feet  above  average  terrain, 
for  finest  viewing 

BUT   THE    AVERAGE   CPM    IS   STILL   THE    LOWEST!   No  wonder  it's  the  SELLibrated 

Station  of  the  Golden  Valley 

WHTN-TV 
ABC  Affiliate 

CHANNEL    13 

316,000  Watts  Huntington,  W.  Va. 

COWLES    STATION 
ROBERT  R.  TINCHER.  GENERAL  MANAGER 

Represented  by 

Edward  Pvtry  ft  Co..  Inc. 

.n  \.\    L95' 
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TELEVISION  VIEWING  HABITS 

11. How  does  audience  composition  vary  by  time  zones? 

iiiiiiiiiiiiiii 

Eastern  time  zone 

Sunday    through.    S iturday    nighttime 

r A > 
Time    period 
i  local  zone  time) Sets-in-use Men 

Women 
Children 

Viewers-per-set 

7-1 1  p.m.  average 
7-8  p.m. 
8-10 

10-11 

58.6% 

52.1 68.4 

55.3 

35% 

30 

34 

39 

44% 

37 

45 

50 

21% 

33 

21 
11 

2.4 

2.5 
2.5 

2.1 
Saturday    and    Sunday    afternoon    and    evening 

r A ^ 
Noon-6  p.m. 
7-11  p.m. 

21.6% 

64.4 
32%                                    34% 
35                                        43 

Monday    through    Friday    daytime 

34% 

22 

2.5 

2.6 

r A ^ 
7-9  a.m. 
9-11 
11-1  p.m. 
1-3 
3-5 

5-7 

13.300 
15.0 

20.2 13.5 

21.2 

356 

14% 

9 
11 
13 

12 

21 

44% 

43 

55 
64 

51 

26 

42% 

48 

34 

23 

37 
53 

2.5 

1.5 

1.7 
1.6 

1.8 
2.3 

Central  time  zone 

Sunday    through    Saturday    nighttime 

.A 

f   
' 

\ 
Time  period 
( local  zone  time) Sets-in-use Men Women Children Viewers-per-set 

7-11  p.m.  average 

49.3% 

33% 

41% 

26% 

2.6 
7-8  p.m. 

59.6 
30 

36 
34 

2.9 
8-10 

58.0 

34 

42 

24 2.6 
10-11 30.2 41 49 

10 

2.1 

Saturday    and    Sunday    afternoon    and    evening 

A 
r \ 
Noon-6  p.m. 19.4%                   1 31%                                        29% 1                  40% 2.7 
7-11  p.m. 53.4                       I 35                                            41 

Monday   through   Friday    daytime 

A 

24 

2.8 

f N 
7-9  a.m. 

13.9% 

16% 
31% 

53% 

2.1 

9-11 14.1 10 

52 

38 

1.8 

11-1  p.m. 
16.3 

16 

48 36 1.9 
1-3 

15.3 

14 

62 

24 

1.6 3-5 
20.0 11 

40 

49 

2.1 
5-7 

37.7 23 27 

50 

2.5 

Pacific  time  zone 

Sunday   through   Saturday nighttime 
A 

r 
Time  period 
(local  zone  time) Sets-in-use Men Women Children 

Viewers-per-set 

N 

7-1 1  p.m.  average 
7-8  p.m. 
8-10 

10-11 

55.7% 

62.8 63.5 

40.9 

38% 

36 

38 

43 

45% 

40 
46 

51 

17% 

24 
16 
6 

2.3 

2.5 

2.3 
2.0 

Saturday   and Sunday    afternoon    and    evening 1 

r    ' 

Noon-6  p.m.                                         17.5%                                      34% 
7-11    p.m.                            1                56.8                                          39 1 38%                                       28%                                        2.4 

45                       1                 16                                         2.5 

\ 

Monday 
through    Friday 

daytime 
A 

r 
7-9  a.m. 
9-11 

11-1  p.m. 
1-3 
3-5 

5-7 

6.0% 

10.5 

15.0 
12.0 
12.4 
41.1 

21% 

13 
17 
19 
18 

25 

43% 

58 

66 

43 

31 

36% 

30 

25 
15 

39 

44 

1.9 

1.5 

1.6 
1.6 
2.0 
2.3 

> 

\Ki:     March   1957 
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IV.  NETWORK  PROGRAMING  TRENDS 

1.  What  types  of  shows  do  audiences  spend  most  of  their  time  with? 

Percenl   ol  all    viewing   time   average   borne  spends  watching  network  shoM    types 
GENERAL   DRAMA 

30  mm  60-90  mm 
GENERAL   VARIETY         SITUATION      QUIZ   in,l  MYSTERY 
30  mm         60-90  mm  COMEDY      AUD    PART  MUSIC  DRAMA 

INfOR 

MATION         MISC 

Winter    1954-55  10°o  1 1  °o l°o  13°o 
20  °o 

\\°o  8°0         6% 
6°c 

8% 

Winter   1955-56  17°c 13°o S°o  12°o 
\6°o 

l°o  5°o 
S°o         8% 

Winter   1956-57  19°0 16°0 
4°0         15°0 

15°o 

6% 

2°c 

Figures  are  from  Nielsen  Ti   Index,  coyer  sponsored  shows 
at    night,    result    from    two    (actors:     (1)     i"t.il    Dumber    of 
hours   for  each   type  of   programing    on    thi    air,    (2] 
amount  of  time  spenl  bj  average  home  in  viewing  each  type 

of  show.     Note  tint  30-minute  general  drama  i  il 

replai  ■■■I    situation   cc  most   attention. 
When  .ill  lengths  oi  general  drama    m  idded  together,  the 
lead  over  the   situation   corned] 

2 .   What  are  the  average  ratings  for  various  types  of  shows? 

Million-  <>f  homes  watching  various  program  types 

EVENINC 

Program  type 

Program  length 

Ccncral  Suspense  Situation  Western    Advcn- 
drama  drama      comedy     drama  turc 

30  60 

30 

30  30 

30 

Variety 

30  60 

Quiz 

&  Aud         Other 
Part,      programs All  evening  programs 30 

30 

15 

30  60 

90 

Total  audience  avg. 26.7        27.3        26.1         29.2        29.6        24.2         28.0        29.7        25.5        20.9         12.5        26.3         28.6         19.7 

Average  audience  avg.  24.8         22.3         24.3         27.0         27.1         22.0         25.8         23.5         23.4         18.8  12.2         24.2         23.0         13.8 

Program    type 

Program  length 

Total  audience  avg. 

CHILDREN  S   DAYTIME 

1-a-week  Multi-weekly 

30  15 

Average  audience  avg. 

19.1 

16.7 

16.5 

15.9 

ADULT    MON  -FRI      DAYTIME 

Serials  Other   programs 

15  15 

10.1 

9.8 

10.0 
I  1.0 

9.6 
9.3 

Ratings   are   from   the   Nielsen  Television   Index,   cover   the  for  60-minute  shows  than   for  the  shorter  show  types     \   •■ 
families    reached    during    t\v>    weeks    ending    26    January  also  that  average  audience  data  for  t r> -  -    -  tvprs 
19.17.   Note  bigger  spread  between  total  and  average  audience  do  not  differ  much  except  for  breakdown  by  length  oi 
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NBC  is  the  only  television  network 
that  increased  its  national  average 

audience  rating,  both  nighttime  anc 

daytime,  during  the  1956-57  season. 

SOURCE:  NIELSEN  TELEVISION  INDEX  AVERAGE  AUDIENCE  RATING-?  A.M. -6  P.M. 



The  average  audience  rating  of  each 
of  the  other  two  networks  decreased 

■ 

MON.-FRI.  AND  6-11  P.M..  SUN.-SAT.:  OCT.-DEC.  1956  VS.  APRIL-JUNE  I.  1957. 



NETWORK  PROGRAMING  TRENDS 

O.  What  has  been  the 

trend  in  network 

show  lengths? 

Figures  cover  sponsored  shows,  are 

from  Nielsen  Television  Index.  Most 

obvious  increase  is  in  longer  shows. 

Half  hours  now  account  for  only  about 

54%  of  all  sponsored  programing  on 

network  tv  at  night,  the  figures  show 

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIHIIIIIII   Illlllllllllilllllllllllllllllllllllllilllllllllllllllllllllllllllllllllllll   lilllllHIIIIIIIIIIIIIIIIIIIIIIIIIII 

Nighttime  tv  net  programing,  hrs.  per  month  by  program  duration 
TYPE SPRING    1955 SPRING     1956 SPRING    1957 

1  5-min. 

programs 

24 

16 20 

30-min. 

programs 

169 174 
154 

60-min. 

programs 64 
74 

94 
90-min. 

programs 

4 12 

18 

Total  hours 261 
276 286 

iiiniiiiiiiiiiiiiiiiiiiiiiji 

Nighttime  net  tv  programing  hours  per  month  by  sponsorship  type 

TYPE SPF ING    1955 
SPF 

!ING     1956 SPRING     1957 

Full 180 160 164 

Alternating 
64 91 

85 

Part'pating 17 25 
37 

Total  hours 261 276 286 

m 

4.  What  has  been  the 
trend  in  alternate 

sponsorship? 

Data  from  Nielsen  Television  Index 

show  that  alternate  sponsorship,  de- 

spite a  common  belief  to  the  contrary, 

is  not  increasing,  but  participations  are 

UII 

5.  What  were  the 

top-rated  shows 

this  past  season? 

Shows,  listed  alphabetically,  made  A. 

C.  Nielsen  Top  Ten  list  between 

November    1956    and    Januarv    1957 

Alfred  Hitchcock  Presents 

Arthur  Godfrey  Scouts 

Cavalcade  of  Sports 

Chevy  Show 
Climax 
December  Bride 

Disneyland 

Ed  Sullivan  Show 

Election  Returns 

Nielsen  Top  Tens 

Ford  Star  lubilee 

G.  E.  Theatre 
Hoover  Speech 
I  Love  Lucy 

I've  Got  a  Secret 

lack  Benny  Show 

lackie  Gleason  Show 

Perry  Como  Show 
Private  Secretary 

Pn>Football  Champ. 

Game 

Producers  Showcase 

Rose  Bowl  Football  Game 

Saturdav  Color  Carnival 

Shower  of  Stars 

$64,000  Question 
Steve  Allen  Show 

^- - . . . !   ;  ■  ■ ! ; . . .  1 1 i i : i : : . ;   ■ ' . : i ;  in.   i ; ■  . i ,   ■: : r n i f   j 1 1 ! ; ; ; [ r j : 1 1 1 ! ■ ! i  . . : ;   j ; , n ;   : . . , i , ;   ; ;- . : 
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WG  R  -TV 
SELLS 

BUFFALO! 

just  ask  any  national  advertiser 

using  WGR-TV  today  ! 

ABC  AFFILIATE... 
CHANNEL  2 

Buffalo,  New   York 

RATINGS... 
We've  got  plenty 

of  'em  —  check  Pulse 
or  ARB. 

CONTACT... 
PETERS. 

GRIFFIN.   WOODWARD. 
INC. 

right  now.   Thanks 



NETWORK  PROGRAMING  TRENDS 

''UlllllllllllllllllllllllllllllllllllllllllllllllllilllllllllllllllllllllllilllllllllllllllUIIIIIIIIIII!!!! 

Shows 

U.  How  do 

summer  replace- 
ments affect 

show  ratings? 

Shows  at  right  were  the  top  25 

according  to  ARB  ratings  in 
Decemher  1955.  Where  summer 

rating  is  shown  with  an  asterisk 

( * ) ,  it  means  show  is  summer 
replacement.  All  other  shows 

either  continued  through  the 
summer  or  had  reruns.  The  aver- 

age audience  figures  clearly  show 

that  viewing  levels  suffer  with 

replacements.  The  actual  audi- 

ence drop  for  replacements  came 

to  5()rv .  The  drop  for  show 
which  continued  or  had  summer 

reruns     on    the    air    was    22% 

$64,000  Quest  ion 

Ed  Sullivan 

I  Love  Lucy 

You  Bet  Your  Life 

Disneyland    

Jaek  Benny-Private  Secretary- 
George  Gobel     

I've  Got  A  Secret  .. 

Perry  Como 

Godfrey's  Talent  Scouts    

Climax    .. 

Dragnet               

Your  Hit  Parade       

December  Bride      

What's  My  Line   

Honey mooners-Jackie  Gleason 

Person  To  Person  -   _..   

Fireside  Theatre    _     

Red  Skelton    _..   

The  Millionaire     

Robin  Hood    

Lux  Video  Theatre   

H     Four  Star  Playhouse    

Life  of  Riley     

Line  Up    

Average  for  shows  not  replaced  in  summer 

Average  for  shows  replaced  in  summer 
iilllllli 

Dec.     55 

Rating 

61.4 
50.7 

46.6 

42.1 

11.8 41.3 

37.0 

36.0 

34.2 

34.1 

33.8 

33.8 

33.8 

33.6 

32.9 

32.4 

32.2 

31.9 

31.9 
31.3 

31.2 

30.6 

30.3 

30.1 
30.1 

Dec.    55 

Homes  Reached •  000) 

43,750 

49,200 

37,940 

32,260 

37,940 
37,480 

29,660 

27,810 

29,245 

22,500 

24,815 

26,490 

26,590 

25,910 

21,940 

30,220 14,530 

21,880 

22,540 

25,540 

24,640 

19,945 

18,770 
19,580 

20,860 

28,930 

25,462 

July  '56 

Rating 

48.6 

42.3 

20.3* 

31.3 

21.9 

20.2 

7.6* 

32.9 

21.6* 

25.6 28.6 

27.8 

15.8* 

17.6* 

35.1 29.1 

14.4* 

13.8* 

20.6* 

23.7 
19.6 

29.1 

24.9 
19.7 

20.6* 

liillllillllllllll 

July    '56 

Homes  Reached 

1 000 1 

39,780 

38,530 
16,690 

22,130 

19,455 

16,680 

5,580 27,560 

17,855 

19,910 
21,260 

21,060 

12,140 

14,540 

25,950 

25,880 

7,480 

10,420 

14,280 

20,020 

14,480 

17,085 

17,980 
11,950 

14,670 

22,482 

12,628 

^    11!^  ̂Illlll'1    ..HNlil^^ilililll:!!!'     jrilli'^ililllMi!'    ,;i|!;!'i:    :HM;.      !l!l!l!!||l|||!||!||||||||l!|   !llllll|i||||lillllllllll|!ll!lillllllll!i:illlll||||||llllllllllllllllllli 
1952 

58 

Index 100 

Evening  tv  programs  aired  for  5  years 

(1952  year  of  origin) 

1953 

30 

52 

1955 

14  1956 

8 

I 
U 

14 

7.  What  are  the 

chances  of  a  network  tv 

show  lasting  five  years? 

Mortality  rate  of  58  programs  which  made 
their  debut  in  1952  is  charted  year  by  year. 

Index  figures  refer  to  percent  of  shows  remain- 

ing on  the  air.  Thus,  in  1956  only  14'  <  of  the 
original  number  I  eight  shows  in  all  I  were 
still    on    the    air.     Source:    Nielsen    Tv    Index 

<->2 
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NETWORK  PROGRAMING  TRENDS 

-! 

O.   To  what  extent 

have  network  line- 

ups increased? 

The  shows  chosen  ;it  right  to  il- 
lustrate  tin-  trend  in  network  u 

lineups  were  among  the  top  25  ac- 
cording to  December  L95S  \KB 

ratings  w li i » ■  li  were  also  on  the  air 
the  following  December.  \-  the 

figures  show,  there  was  a  general 

trend  toward  incrra-cd  lineups 

with  onl\  three  programs  keeping 

the  same-size  lineup  and  one  show 

i  indicated  hy  an  asterisk)  reduc- 

ing its  lineup.  There  is  no  par- 
ticular pattern  to  the  increases, 

however,  since  different  advertis- 
ers   have    different     requirements 

No     of    tUfi 
jui    in    lineup 

No      of    ttition-. 
ProierJm 

1955 

Dec      1956 
*dded 

164,000  Question 157 177 

20 

Id  Sullivan 

I  18 

17*. 

28 

1  Love  I. in  \ 

I  >] 

1  .. 
6 

i  mi  Bel  "i  oui  Life 

1  19 1  19 

0 

Diane)  land 

17". 

I  ;:; 37 
Jack  Bennj 

1 55 

164 9 

( Jeoi  ge  1  lobel 

17:; 

25 

I've  1  •"!    \  Se<  rel 162 i::i 19 

I'll  1  J     (    ..llll. 92 

I  16 

44 

Godfre\  -  Talent   Scouts LOO 170 70 

Climax L31 168 37 

Dragnet 

J  Til 

L70 
0 

^  out  Hit  Parade 154 U. I 

10 

1  December  Bride L78 
84 

L57 17:; 

96 

Hi',
 

0 

12 

8 

\\  hat's  M\  Line 

Hone)  mooners     Jackie  <  rleason 
Person  to  Person 84 

I  •  > 

102 91 

18 

13 

Med  Skelton 

llic  Millionaire 
124 

181 57 

Robin  Hood 121 

1 59 

38 

Life  nf  Rile) 

1  li> 

118 2 

Line  l"p 

1  18 

17:; 

30 

llllllllllll 

Nighttime  net  show:,  cancelled  and  added.  Fall  of  '.">  1-Sprin« 

Programs  in  Use — Fall,   1954 
Cancelled  1>\    March,   1955 
Added  l,v  March,  1955 

Programs  in  Use — March,  1955 
Cancelled  b)    Fall.    1955 
Added  by  Fall.  1955 

Programs  in  Use — Fall,  1955 

Cancelled   b)    March.    1 '>.">(> Added  by  March,  1956 

Programs  in  Use — March,  1956 

Cancelled  by  Fall.  1()7><>    
Added  in  Fall.   1956 

Programs  in  Use — Fall,  1956 
Cancelled  by   March.   1957 
Added   In    March.    L957 

Programs  in  Use — March,  1957 

132 

14 

21 
139 43 

39 

135 

4 

+  5 

136 

44 

37 
129 

6 

+  9 

132 

"a  What  has  been 

the  recent  record  of 

show  fatalities? 

The  heavy  roster  ol  show  cancellations  is 

(halted  at  ri-ht  in  data  gathered  b)  RJKO 
IV  from  Nielsen  files.  Some  of  the  cha 

during  the  fall  of  l''>l  and  the  fall  ol  1955 
are  accounted  fur  b)  the  cessation  of  Du- 
Monl  network  operations,  though  a  large 

percentage  of  DuMonl  programs  were  trans- 
ferred to  other  network-.  Rko  points  out 

july  1957 

9.1 



V.  TELEVISION  SPENDING,  COSTS 

1.   How  much  have  advertisers  spent  in  tv  (1949-56)  ? 

1    '   HUH    '•   I   Ilflllllllllllllllllll      Illlllllllllllllllllllllllllll 

Figures  atop 
liars  are  in 
millions  of 
dollars,  cover 

time,  talent  and 
commercials 

linn iiiiiiiiiiiiiiiiiiiiiiii. 

$1,255.0 

$453.9 

$57.8 
$170.8 

$332.3 

$602.2 

I 

$1,025.3  IflH 

$809.  i  tsjUH  mS 

III 
2. 

1949        1950        1951        1952        1953        1954        1955 

SOURCE:   McCann-Eriekson   Central   Research   Dept.,    "Printers    Ink,"    1956    preliminary   estimate. 

Illllllllllllllllllllll 

Where  did  1956's  tv  advertiser  dollars  go? 

1956 

iiiiiiiiiiiiiiiiHiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiH 

NETWORK:  $660,000,000       SPOT:  $325,000,000 LOCAL:  $270,000,000 
SOURCE:    McCann-Eriekson    Central    Research    Dept.,    "Printers    Ink,"    preliminary    estimate,    time,    talent    and    commercials. 

Illllllllllllllllllllllllllllllllllillllllllllllllllllllllllllllllllllllllllllllllllllllllllllli 

3. What's  been  the  growth  in  spot  tv  spending? 
iiiiiiiiiiiiBiiiiiiiiiiiiiiiiiiiiim 

Annual  spending  for  spot  tv  time 

i    I 
1950 1951 1952 

1953 1954 

1955 

1956 

$25,034,000 $59,733,000 $80,235,000 $124,318,000 
$176,766,000 

$222,000,000 $278,000,000 

Dollar  figures  show  advertiser  spending  for  time  only.  They 
do  not  include  talent  and  production  costs.  Figures  are  net 
i  after  discounts  but  before  commissions  to  reps,  agencies). 
Data  for  years  1950  thru  1955  come  from  Federal  Communi- 

cations Commission;  1956  is  sponsor  estimate  based  on  for- 
mula used  by  McCann-Eriekson  Central  Research  Dept.  to 

break  out  spot  time  sales  from  total  tv  spending,  which 
includes     money     paid     for     programing     and     commercials. 

   Illllll  illlll    Illllllli  liiliilh!   Illl    'ilillilllllilllillllllillllllllllllllillllillllllllllllllll: 
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883,700  PROSPECTIVE  CUSTOMERS  ARE 

Slipping  Through  Your  Fingers 

If  You're 

NEBRASKA 

ST.  JOSEPH 

KANSAS 

•  KANSAS  CITY 

MISSING  THE  BIG 

ST.  JOSEPH  MARKET 

37  County  coverage  area  in 

one  of  Nation's  Leading  Markets 

NOW  TELECASTING 

ON  FULL  POWER 

100,000  WATTS 
CHANNEL    2   CBS— . 

ABC  —  NTA 

ST       JOSEPH,    MISSOU
RI 

A     KENYON 
   B«OWN    

5TAT.O, Blair  Television  Associates,  Rep 

July  1957 95 



TELEVISION  SPENDING,  COSTS 

4. How  much  money  has  been  invested  in  network  tv  time  (gross)  ? 
liiiinraiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

NETWORK 1952 
1953 1954 1955 1956 JAN. -APR. 

1956 
JAN. -APR. 

1957 

]  ABC $18,353,003 $21,110,680 $  34,713,098 $  51,393,434 $  76,726,129 $25,722,106 $26,407,344 

1  CBS 
$69,058,548 $97,466,809 $146,222,660 $189,018,121 $223,520,382 $70,288,002 $78,097,833 

(  DTN 
$10,140,656 $12,374,360 $  13,143,919 $     3,102,708 

|  NBC 
$83,242,573 $96,633,807 $126,074,597 $163,384,796 $187,921,123 $59,632,400 $63,241,934 

YEARLY  TOTALS 

1951 

1952 

$127,989,713 

$180,794,780 

1953 

1954 

$227,585,656 

$320,130,910 

1955 

1956 

$406,899,059 

$488,167,634 

Jan-Apr 

1956 
Jan-Apr 

1957 

$155,642,508 

$167,747,111 

SOURCE:  PIB.  DTN  ceased  network  operations   Sept.    1955. 

^Illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^ 

5 ■  How  do  night  and  day  web  tv  gross  time  billings  break  down? 
lllllllllllllllllllllllllllllllllllllllllllllllllllli 

Jan.-Dec.  1956 

ABC 

CBS 
DTN 
NBC 

Weekday 

daytime 
$    15,676,458 

73,302,473 

Weekend 

daytime 

$    1,372,276 
10,967,912 

Evening 

$  59,677,395 
139,249,997 

39,837,644 13,636,929 134,446,550 

Total 

ABC 
CBS 

DTN 
NBC 

$128,816,575 

Jan. 
$     3,723,365 

66,174,871 
227,560 

35,902,841 

$25,977,117 

-Dec.   1955 

$  2,388,984 
9,213,386 

27,937 
9,481,361 

$333,373,942 

$  45,281,085 
113,629,864 

2,847,211 
118,000,594 

Total 

SOURCE: 

$106,028,637 

PIB,   DTN   ceased  ne 

$21,111,668 

twork  operations   Sept. 

$279,758,754 
1955. 

Jan. 

-Ap 

r.  1957 
Weekday 

daytime 

Weekend 

daytime 

Evening 

ABC 
CBS 
NBC 

$  2,916,372 
25,429,769 
14,504,346 

$    624,599 
3,284,197 
4,028,710 

$  22,866,373 
49.383,867 

44,708,878 

Total 
$42,850,487 

$7,937,506 $116,959,118 

Jan. 

-Ap 

r.    1956 

ABC 

CBS 
NBC $  5,668,282 23,584,053 

12,443,277 

$    534,027 

2,861,702 
4,795,280 

$  19,519,797 
43,842,247 
42,393,843 

Total 
$41,695,612 

$8,191,009 $105,755,887 

l!!lllllllll|ni'i;';i!l:i''7;:iN:  'lll!:|i:ir!l!l!!':'';:;ii'  '    II1!": 
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Looking  for  a  TV  Basic  Fact? 

WSAZ-TV 
DELIVERS 
1000  HOMES 
FOR  $1.30 

Station  B  Has  an  H4cc  higher  CPM  homes 

Station  C  Has  a  317rr  higher  CPM  homes 

AND  .  .  .  WSAZ-TV  delivers  31%  more  total 
homes  than  the  other  stations  combined! 

Figures  above  based  on  a  260  time-20  second  frequency  rate, 
7:30  PM  to  10:30  PM  ....  EVERY   DAY  OF    I  III 

WEEK!    Source    [UNE    1957   ARB    BASED   ON    110 
COUNTIES  SFRVFI)  BY  Huntington  and  Charleston 
Television. 

HUMTIMGTC^-CHARLESTO/H,  W.  VA. 

XT.B-Q-  XTETWOKK 
Affiliated  with  Radio  Stations 

WSAZ.  Huntington  &  WKAZ.  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 

Represented  by  The  Katz  Agency 

jily  I95*i  ■»: 



TELEVISION  SPENDING,  COSTS 

6. What  industries  invest  most  heavily  in  network  tv? 
  i   ii   linn   milium   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiKiiiiu 

INDUSTRY 1951 1952 
1953 1954 

1955 

1956 

Food $25,839,983 $33,806,938 $42,181,919 $64,495,785 $79,988,578 $89,054,700 
Toiletries 16,455,364     24,803,774 36,338,809 49,962,588 74,175,005 

85,571,670 

Autos,  Accessories 11,050,501 15,464,800 21,059,028 29,203,750 47,059,360     56,729,835 

Soaps,  cleansers,  polishes 11,037,695 
21,004,194 22,908,419 34,606,678 

45,967,555 
60.559,298 

Smoking  materials 17,993,090 28,430,197 36,060,199 42,727,939 42,121,762 40,746,531 

Household  equipment,  supplies 8,528.403 11,460,099 
19,946,095 25,994,871 31,548,849 34,526,366 

Drugs,  remedies 2,799,894 6,102,734 9,640,633 15,848,666 23,280,306 39,428,048 

SOURCE:   1'llt,  Gross  time  costs,  ranked  by  L955  spending. 

IllllllillllB 

7. Who  are  the  top  10  spenders  in  network  tv  (1951-56)  ? 
  Ill    :    Illllllllllllllllllllllllllllllllfl   IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII   IllUlllllllllllllllllllifllllllllilllllllll! 

1951 1952 1953 1954 1955 1956 
P&G P&G P&G 

P&G P&G 
P&G 

General  Foods Colgate Colgate Colgate Colgate 
Colgate 

R.  J.  Reynolds R.  J.  Reynolds R.  J.  Reynolds R.  J.  Reynolds Chrysler General   Motors 

Colgate General  Foods General   Motors Gillette Gillette Chrysler 

Liggett  &  Myers Lever American  Tob. General  Motors General  Motors Amer.  Home  Prod 
P.   Lorillard American  Tob. Gillette General  Foods General  Foods General   Foods 
Ford Liggett  &  Myers General  Foods American  Tob. R.  J.  Reynolds Gillette 

American  Tob. General  Motors Liggett  &  Myers Chrysler American  Tob. R.  J.  Revnolds 
Lever General  Mills Lever  Rros. General  Mills General  Mills 

Lever 
Kellogg 

P.  Lorillard General  Mills Lever 
Lever Ford 

SOURCE:    1*1  It.   ranked  according  to  gross  time  billings 

iiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiii oiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiii 

8. How  many  advertisers  have  invested  in  spot  tv? 

1949 1950 1951 1952 1953 1954 
1955 1956 

530 970 
1,540 1,632 2,009 2,789 3,355 

4.399 

SOURCE:  TvB,   N.   C.    Rorabaugh  Co. 

lllllllllllllllllllllllllllllllllllilllllllllllllllllllllllllllllllllllllllllllllllllllllM 

9. How  is  total  tv  spending  divided  between  networks  and  stations? 
l-MiLj'-iMiilliU:  ::■:   ii:::  ;i   :m    :  :ii.  ::  -,  iiii'im'  : : : , i i i i : i i i i ■ . ; i ; i i i i ! i i "  ■ , in  i::: i:-  : ; : : : i i i /. i l !   :.il   iJ=  iMiiin: :    i .:;;:■■  ̂■■■, i i :     :::Mil  -:  .ii!  ;i^    . : 

52%    Networks I 48%    Stations 

SOI  hi  i.     MM  .nil)  Brlckson   Centra]   Research  Department,   1950  tr  revenue  before    station  sbare  of  network  revenue. 

<iiii;iiiiiiiii!iiiiiiiiiii!iiiiiiiiiiiiii:iin  .  imunB 
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You  may  be  a  "flop"  at  the  Charity  Ball,  but . . . 

ARB  proves 

you're  "solid" 
when  you  pick 

WKZO-TV 
in  KALAMAZOO 

GRAND  RAPIDS 

The  March  1957    VRB  Report  shows 

thai  WKZO-T\  is  firal  in  327 

out  of   I L6  quarter  hours — or  78.6%    of 
the  time!    \>k.    Wery-Knodel 
for  \I.L  the  comparisons ! 

*-  TV-* 

SAegefyeitflafic 

AMERICAN   RESEARCH   BUREAU 

MARCH    1957   REPORT 

GRAND   RAPIDS-KALAMAZOO ^^B    u 
Number  of  Quarter  Hours 

^B^P    TIME    PERIODS 

With   Higher   Ratings 

WKZO-TV 
Station  B 

MONDAY    THRU    FRIDAY 
8:00  a.m.  to     6:00  p.m. 143 

57 

6:00  p.m.  to  1 1:00  p.m. 94 6 

SATURDAY 
8:00  a.m.  to  1  1 :00  p.m. 50 

10 

SUNDAY 
9:00  a.m.  to  1  1:00  p.m. 

40 

16 

ff./lt 

WKZO  TV -GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  -  KALAmaZOOBATTlE  CREEK WJEF  RADIO -GRAND  RAPIDS 
VVJEF-FM  — GRAND    RAPIDS  KALAMAZOO KOLN-TV- LINCOLN    NEBRASKA 

Allocated  »:th 
wmBD  RADIO  — PEORIA.  ILLINOIS 

NOTE:  Survey  based  on  sampling  in  the  following  proportions  — 
Grand  Rapids  (42.8%),  Kalamazoo  0  8.9%),  Muskegon 
(19.8%),  Battle  Creek  (18.5%). 

ymo-Tv 100,000  WATTS   •  CHANNEL   3   •    1000'   TOWER 
Studios   in   Both   Kalamazoo   and   Grand   Rapids 

for   Greater   Western   Michigan 

Avcry-knodel.  Inc..  Exclusive  National  Representatives 

JULY    195: 
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TELEVISION  SPENDING,  COSTS 

0. Where  does  spot  tv  money  come  from? 
IIIIIHIIIIIIIIIIIIIIIilUlM 

Spot  tv  spending  by  31  industries  during  1956  and  first  quarter  of  1957 

Product  category Spending  estimate 

1st  quarter  '56 

Spending  estimate 

2nd  quarter   '56 

Spending  estimate 

3rd   quarter  '56 

Spending  estimate 

4th  quarter  '56 
Spending  estimate 

1st  quarter  '57 
Agriculture $310,000 $327,000 $278,000 $310,000 $410,000 

Ale,  beer  &  wine $8,323,000         $9,009,000         $8,463,000         $8,442,000 $8,514,000 

Amusements,  entertainment $157,000 $139,000 $174,000 $90,000 $119,000 

Automotive $3,280,000         $3,556,000         $1,827,000         $4,249,000 $2,293,000 

m 

Building  material,  fixtures,  paints $805,000 $1,175,000 $791,000 $651,000 $450,000 

Clothing  &  accessories $1,793,000 $2,221,000 $1,861,000 
$2,813,000 

$2,170,000 

Confections  &  soft  drinks $4,673,000 $5,322,000 $4,620,000 $6,961,000 $7,234,000 

Consumer  services $2,952,000 $3,12o,000 $2,494,000 $3,973,000 $3,177,000 

Cosmetics  &  toiletries $7,442,000 $9,541,000 $8,950,000 $8,307,000 $10,660,000 

Dental  products $4,253,000 $4,442,000 $2,742,000 $1,765,000 $1,536,000 

Drug  products $10,726,000 $6,468,000 $5,295,000 $9,537,000 $12,981,000 

Food  &  grocery  products $28,461,000 $28,381,000 $21,775,000 
$28,998,000 $32,860,000 

Garden  supplies  &  equipment $134,000 $187,000 
$38,000 

$54,000 
$190,000 

Gasoline  &  lubricants $3,123,000 $4,206,000 $3,908,000 $4,793,000 $5,422,000 

Hotels,  resorts,  restaurants $48,000 $99,000 $73,000 
$70,000 $87,000 

Household  cleaners,  polishes,  waxes $1,579,000 $2,301,000 $592,000 $2,391,000 $2,808,000 

Household  appliances $1,505,000 $2,430,000 $1,446,000 $2,354,000 $1,472,000 

Household  furnishings $768,000 $958,000 $898,000 
$1,182,000 

$1,380,000 

Household  laundry  products $4,747,000 $5,242,000 $3,284,000 $3,013,000 $3,732,000 

Household  paper  products $1,108,000 $1,502,000 $1,016,000 $1,703,000 $1,618,000 

Household,  general $975,000 $1,092,000 $511,000 $497,000 $592,000 

Notions $80,000 $98,000 $162,000 $116,000 $30,000 

Pet  products $986,000 $1,174,000 $849,000 $1,649,000 $1,679,000 

Publications $564,000 $183,000 $484,000 $135,000 $553,000 

Sporting  goods,  bicycles,  toys $98,000 $102,000 $79,000 $1,161,000 $115,000 

Stationery,  office  equipment $73,000 $54,000 $23,000 $89,000 $131,000 

Tv,  radio,  phono.,  musical  instruments $626,000 $554,000 $348,000 $832,000 $423,000 

Tobacco  products  &  supplies $7,081,000 $7,371,000 $7,823,000 $8,115,000 $10,331,000 

Transportation  &  travel $665,000 $898,000 $542,000 $761,000 $884,000 

Watches,  jewelry,  cameras $1,834,000 $1,982,000 $1,637,000 $1,613,000 $1,249,000 

Miscellaneous $1,040,000 $1,444,000 $881,000 $1,218,000 $1,835,000 

TOTAL $100,209,000     $105,584,000        $83,863,000    $107,842,000       $116,935,000 
SOURCE:  TvB 

lllllllll! 
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  there  s  more  than  <>ii(> 

/// 

daytime 
television 

on 

KCMC-TV 
Look  at  the  amazing  increase  in  daytime  viewing, 
as  measured  in  three  consecutive  Area  Telepulse 
surveys  .  .  . 

AVERAGE    Va    HR.    SETS-IN-USE— SIGN-ON    TO    6    P.M. 

Colgate-Palmolive  presents  "  1  1 1 «■  I5i^ 
Payoff"  on  kCMC-l\  and  CBS  Televi- 

sion Ylonda)  through  Friday,  1-1:30 
P.M.  CST. 

SEPT.  1955 FEB.  1956 FEB.  1957 

15.7% 
21.2% 33.5% 

26   COUNTIES 26   COUNTIES 29   COUNTIES 

...and.    in    the   same    L957    sur\eY.    KOI(VT\     registers    ~^cc 
total  weekly  share  of  audience  throughout    it-  LOO-microvolt  areal 

POWER   PROGRAMMING   PROMOTION 

kcmc-tv  e 
WALTER    M.    WINDSOR 

(ri'nrral   Hann^rr 

CHANNEL   6  /  100,000  WATTS 
TEXARKANA,  TEXAS-ARKANSAS 

Represented  by    I  enard.    Rintoul    &   MeC.onnell 

RICHARD    M     PETERS 
(  nmimriuil   Ham   I 

july  1957 
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TELEVISION  SPENDING,  COSTS 

11.    How  is  spot  tv 

money  spent? 

Announcements      are      the     biggesl 

source  of  spot  tv  money,  according  to 

these  figures,  released  by  TvB  from 

data  collected  1»\  Y  ('.  Rorabaugh  Co. 
The  dollar  figures  cover  time  only, 

not  programing  costs,  and  are  on 

the   basis   of   gross    I  one-time  I    rates. 

HOW   SPOT   TV    SPENDING    IN    1956   BREAKS 
DOWN  BY  TIME  OF  DAY  AND  TYPE  OF  BUY 

DAY SI  35.339,000 

34.0% 

NIGHT $222,517,000 

56.0% 

LATE  MCI  IT §39,642,000 

10.0% 

TOTAL §397,498,000 

1 00.0% 

ANNOUNCEMENTS §176,429,000 

44.4% 

ID's 

$46,806,000 

11.8% 

PARTICIPATIONS $90,541,000 

22.8% 

SHOWS $83,722,000 

21.1% 

TOTAL $397,498,000 

100.0% 

12. How  do  network  tv  billings  hold  up  in  summer? 
1 Monthly  gross 

I MONTH = ABC 

January I 

$6,382,046 
B February | 6,418,210 
= March 1 

6,747,928 
= 

April 
= 6,173,922 

! 

May 

i 6,639,132 
= 

June 1 6,119,917 

n 
July 

I 5,532,030 

1 August = 
6,842,292 

■ September 
= 

5,673,910 
■ October | 6,878,183 

| November 1 
6,619,109 

1 December I 6,699,450 

^ Total | $76,726,129 

time  billings  by  network,  1956 
CBS 

$17,820,455 

16,928,361 

17,834.976 

17,668.950 

18,260,894 

17,935,789 

18,481,719 

19,430,748 

18,399,872 

20,446,755 

19,866,463 

20.395,400 

$223,520,382 

$14,695,116 

13,845,000 

15,955,688 

15,136,596 

15,710,403 

14,186,929 
13,733,765 

16,323,549 

14,932,295 

18,142,005 

17,593,056 

17,666,721 

$187,921,123 

$38,897,617 

37,191,571 

40,588,592 

38,979,468 

40,610,429 

38,242,635 

37,747,514 
42,596,589 

39,006,077 

45,466,943 

44,078,628 
44.761.571 

$488,167,634 

SOURCE:  PIB.     August   spending  reflects  political  conventions. 

IllllllllllllllllllllJIIIIIIIlia 

lo.  Who  were  the  top  tv  agencies  last  year? 
piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

Top  50  tv  agencies  in  1956 
= Billings = 

Billings 

Rank Agency (000) Rank 
Agency 

(000) 

fH 1 Y&R 
$74,000 

18 
C&W 

$13,500 2 BBDO 70,000 

19 
Maxon 

13,400 
3 McCann-E. 66,400 20 

Campbell-Ewald 
13,000 

= 4 
JWT 60,000 

21 
Campbell-Mithun 

12,000 

5 B&B 51,000 
22 Grant 11,000 

6 Ted  Bates 49,000 22 R&R 11,000 
m 7 Leo  Bunnti 39,900 

24 

D'Arcy 

10,500 

8 Wm.  Esty 
34,000 

25 Kudner 10,000 

9 
10 
11 

K&Et 

(  cnupton 

D-F-S 

31,100 
29,300 
27,000 

26 
26 
26 
26 

Houston 

Kletter 
Needham,  L&B North 

9,500 
9,500 
9,500 

9,500 12 FC&B 25,500 

30 

Grev 

8,800 
13 

Ayer 25,000 

31 

Wade 

8,500 
14 SSCB 20,100 

32 

D.  P.  Brother 
8,000 

15 Lennen  &  Newell 18,500 33 NC&K 
7,000 

16 
Riow 14,500 

34 
Guild.  Bascom  & 

17 
Tatham-Laird 13,600 

= Bonfigli 

6,800 N.  II  E 
Top  management    at  above 

■  mplled, 
released  or continued  figures,    except   i"i (*),    uhich    Is   ̂  

Billings 

Rank 

Agency 
(000) 

35 

Ludgin 

$6,700 
36 Gardner 

6,200 

37 

Wasey 

6,000 38 F&S&R 

5,500 
38 McM-J&A 

5,500 38 Russel  Seeds 

5,500 41 Geyer 

5,000* 

41 Warwick  &  Legler 

5,000 
41 Mogul 

5,000 
41 Weiss  &  Geller 

5,000 
45 

Spector 4,600 

46 

Cohen 

4,300 

46 

DCSS 

4,300 

46 

Richards 

4,300 49 La  Roche 

4,000 
50 Donahue  &  Coe 

3,700 
Jl  October  1955  through  :,u  September  1956. 

ilium.  :   i   i   miiiiiiHiiiii  1 1  mititi  ill  1 1 1  if  if  t  ill  nil  i  iiiiiiiitiiui  mil  -  wiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin  11 



Jaxie"    proudly    announces  •  . 

WFGA-TV Jacksonville,  Fla. 

Becomes  Basic NBC 
SEPT.  1  st 
TV  Sets 

Population 

Buying  Power 
Retail  Sales 

For  A  Service  Area  of  64 

Florida  -  Georgia  Counties 

226,880   (1) 

1,511,300  (2) 

$1,785,944,000  (2) 

$1,562,627,800  (2) 

(1)     Television   Magazine,    June     1957 

(2)     Sales   Management   Survey   of   Buying   Power,    1957 

WFGA-TV  •   Channel  12  •  VHF 

equipped  for  FULL  COLOR   •    1000  ft.  tower 

Top  Power  316,000  watts  •  JACKSONVILLE,  FLORIDA 

Represented   by    Pelerj,   Griffin,    Woodward,    Inc. 

^gszMsn 
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TELEVISION  SPENDING,  COSTS 

14.  What  does  it  cost 

to  use  I.D.'s? 

Put  together  by  TvB,  the  chart  below  on  I.D.  costs  represents  part  of  the 

findings  of  a  special  spot  tv  study.  Costs  below  are  based  on  the  highest 

rate  station  in  each  market  but  special  announcement  packages  are  not 

included.  Audiences  are  projected  from  Nielsen  Audimeter  homes  during 

the  11-15  February  1957  week.  All  time  periods  listed  in  the  fourth  col- 
umn are  local  except  11:30  p.m.,  which  is  10:30  p.m.  in  the  Pacific  zone. 

illinium1 
iiiniiim 

If  you  spend 
this  much  money 

per  week 

$  4,729 

5,007 

5,292 

5,995 

6,322 

6,333 

6,662 

6,958 

7,340 

7,448 

7,905 

9,090 

9,469 

11,148 

11,825 

12,156 

12,261 

13,200 

14,158 

14,211 

14,679 

14,978 

15,516 

15,536 

16,414 

16.448 

17,374 

18,102 

18,408 

18.439 

19,110 

21,258 

21,500 

22,458 

28.849 

31.961 

33.739 

37.788 

39.606 

44.352 

46,348 

52.039 

Cost-per-1,000  "sales  call' 

You  can  deliver 
this  many  sales 
calls  per  week 

4,008,600 

5,116,900 

6,539,500 

4,621,700 

6,787,100 

6,217,300 

7,305,900 

5,262,300 

6,822,500 

8,913,200 

8,347,300 

9,007,600 

9,196,200 

10,603,100 

12,112,300 

10,563,800 

15,044,000 

11,082,600 

12,320,600 

12,167,300 

16,058,000 

15,327,000 

17,119,100 

16,144,400 

13,016,200 

12,917,900 

17,095,500 

20,428,100 

14,336,600 

17,897,200 

18,750,000 

19,595,000 

20,384,900 

25,089,100 

28,802,900 

25,820,100 

33,546,500 

35,692,300 

30,913,400 

33,974,900 

42,915,600 

48,610,200 

In   this 
many   top 

markers 

50 50 

50 

75 

50 

75 

75 
100 

100 

100 

75 

100 

50 50 

50 75 

50 

50 75 

100 

50 

75 

75 

50 75 

100 

100 

100 

100 

75 

75 

100 
100 

50 

75 

50 100 

50 

75 

100 

75 

100 

iiiiiiiiniiiiiiiimiiiiiiiiimimiiiiiiiiiiiimiiiiiiiiiiiiiiii: 

data  for  users  of  spot  tv 

At 
this  time 
of  day 

10:30  a.m. 

12:30  p.m. 

4:30  p.m. 

10:30  a.m. 

1 1 :30  p.m. 

12:30  p.m. 

4:30  p.m. 

10:30  a.m. 

12:30  p.m. 

4:30  p.m. 

11:30  p.m. 

11:30  p.m. 

6:30  p.m. 

10:30  a.m. 

12:30  p.m. 

6:30  p.m. 

4:30  p.m. 

10:30  p.m. 

10:30  a.m. 

6:30  p.m. 

11:30  p.m. 

12:30  p.m. 

4:30  p.m. 

8:30  p.m. 

10:30  p.m. 

10:30  a.m. 

12:30  p.m. 

4:30  p.m. 

10:30  p.m. 

11:30  p.m. 

8:30  p.m. 

11:30  p.m. 

10:30  p.m. 

6:30  p.m. 

6:30  p.m. 

10:30  p.m. 

6:30  p.m. 

8:30  p.m. 

10:30  p.m. 

10:30  p.m. 

8:30  p.m. 

8:30  p.m 

iiimiiiiiiiiiiiiiiiimimiiiimiiiiiiiiimiiiiiiiiiimm 

I.D.'s  on  13-week  basis 

COST-PER-1  ,000    SALES    CALLS 
On    these 

days   of the   week 

All 
television 
Homes 

M&F(2) 

$1.18 
M&F(2) 

.98 

M&F(2) 
.81 M&F(2) 

1.30 
M&F(2) .93 

M&F(2) 

1.02 M&F(2) 

.91 
M&F(2) 

1.32 M&F(2) 
1.08 

M&F(2) 

.87 M&F(2) 

.95 M&F(2) 

1.01 M&F(2) 
1.03 M-F  (5) 

1.05 M-F  (5) 

.98 M&F(2) 
1.15 M-F  (5) 

.82 M&F(2) 
1.19 

M-F  (5) 

1.15 M&F(2) 
1.17 M-F  (5) 

.91 

M-F  (5) 

.98 
M-F  (5) 

.91 
M&F(2) .96 
M&F(2) 1.26 
M-F  (5) 

1.27 

M-F  (5) 

1.02 
M-F  (5) 

.89 M&F(2) 1.28 
M-F  (5) 

1.03 
M&F(2) 

1.02 
M-F  (5) 

1.08 

M&F(2) 1.05 M-F  (5) 

.90 

M-F  (5) 

1.00 M-F  (5) 

1.24 M-F  (5) 

1.01 

M-F  (5) 

1.06 
M-F  (5) 

1.28 M-F  (5) 

1.31 
M-F  (5) 

1.C8 M-F  (5) 

1.07 

Youngest 

Housewife Homes 

$3.30 
2.88 1.79 

3.85 

3.43 2.99 

2.11 

4.11 
3.24 2.34 

3.68 
3.88 

3.64 3.19 

2.80 4.35 

1.90 

5.05 

3.53 4.47 

3.14 
2.84 

2.18 
3.50 

5.31 

3.71 

3.14 
2.38 
5.52 

3.45 4.03 

3.76 

3.97 

3.19 

3.63 

4.69 
3.91 

3.84 5.08 
5.20 

4.08 

4.33 

Largest 

Family 

Homes 

$3.50 

4.07 

2.83 

3.82 2.93 

4.51 

3.01 
4.14 

4.81 

3.23 

3.31 

3.57 

4.43 
3.10 

3.91 

5.09 
2.57 

4.29 

3.38 

5.03 

3.01 4.40 

2.90 

3.44 
3.86 

3.76 
4.83 

o 

Illllllll 

4.54 

3.25 

3.46 3.57 

C
A
5
 

Illl
llll

l 3.79 

3.90 

Ill
lll

lll
 

Illl
llll

l 

3.91 4.41 4.47 

3.82 

4.07 

miniifmiii 
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K  _ 

It's  Here ! with  an  extra  BOM  S  for  YOU.  Our  new  maxi- 

mum power  and  1.000  foot  tower  is  erected  .  .  . 

delivering  you  a  market  of  more  than  a  quarter- 
million  T\    families. 

The  BEST  of  NBC-ABC-TV 

v*^ 

"s 

EAU  CLAIRE,  WISCONSIN 

\  — 
SEE    YOUR    HOLLINCBERY    MAN 
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TELEVISION  SPENDING,  COSTS 

15. Who  are  the  big  I.D.  users? 
The  I  .">.")  companies  listed  here  include  all  clients  who  spent 

>."><).( MX)  or  more  in  terms  of  gross  time  for  I.D.'s  during 
L956.  Data  is  supplied  l>\  TyB  from  material  pul  together 

b)   N.  C.  Rorabaugh  Co.   Total  spending  on  I.D.'s  last  year 

came  to  nearl\  $47  million  or  nearly  12'  i  of  the  $398  mil- 
lion spent  in  spot  tv  during  1956.  All  brands  shown  used 

I.D.'s  but  the  $50,000  cut-off  refers  to  total  spending  by 
the  comparn.     Material   is   from  TvBs   first   annual   report. 

HERE   ARE    155    FIRMS   WHO   SPENT    $50,000  OR   MORE  ON   I.D.'S   IN    1956 

American  Tobacco  Co. 

Hit  Parade  Cigarettes 

Lucky  Strike 

Cigarettes 
Pall  Mall  Cigarettes 

Anderson,  Clayton  ft  Co. 
Meadolake  Margarine 

Mrs.  Tucker's 
Margarine 

Mrs.  Tucker's Shortening 

Associated  Products, 
Inc. 

5  Day  Deodorant  Pads 

Avoset  Co. 

Avoset  Dairy  Cream 

Qwip  Whipped  Cream 

B.  T.  Babbitt  Co.,  Inc. 
BAB-0  Cleanser 
Cameo  Cleanser 

Glim  Detergent 

Baird's.  Mrs.,  Bakery 
Baird  Bread 

Best  Foods,  Inc. 
Gold  Plate  Foods 

Hellmann's  Mayonnaise 
Nucoa  Margarine 
Rit 

Blatz  Brewing  Co. 
Blatz  Beer 

Triangle  Beer 

Blumenthal  Bros.  Choc. 
Co. 

Candy 

Borden  Co. 

Borden's  Inst.  Coffee 
Dairy  Products 
Ice  Cream 

Brown  ft  Haley 

Candy  Bars 

Brown  ft  Williamson 
Tobacco  Co. 

Kool 
Raleigh 
Viceroy 

Burgermeister  Brewing 
Corp. 

Burgermeister  Beer 

8urrus  Mills,  Inc. 

Lightcrust  Cake  Mix 
Lightcrust  Flour 
Lightcrust  Shortening 

Burry  Biscuit  Corp. 
12  Treat  Ice  Cream 

Cookies 

Carting  Brewing  Co., 
Inc. 

Carl ing's  Black  Label 
Beer 

Carling's  Red  Cap  Ale 
Stag  Beer 

Carter  Products,  Inc. 
Arrid  Deodorant 
Nair 
Rise  Shaving  Cream 

Carvel  Co. 

Ice  Cream 

Chrysler  Corp. 
All  Chrysler  Corp., 

Cars 

Chrysler  Cars 

Plymouth  Cars 

Chunky  Chocolate  Corp. 
Chunkies  Candy 

Coast  Federal  Sav  ft 
Loan  Assoc. 

Coca-Cola  Co./Bottlers 
Buck  Beverage 

Coca-Cola 
76 

Colgate-Palmolive  Co. 

Ajax  Cleanser 
Brisk  Dentifrice 

Colgate  Bar  Soap 

Colgate  Dental 
Cream 

Colgate  Lustre  Net 
Halo  Shampoo 

Merry  Detergent 
Palmolive  Shave 

Cream 

Colonial  Baking  Co. 

Bread 

Colonial  Stores,  Inc. 
Food  Stores 

Columbia  Baking  Co. 

Champ  Bread 
Hollywood  Bread 
Southern  Bread 
Southern  Cake 

Commercial  Solvents Corp. 

Norway  Anti-Freeze 
Peak  Anti-Freeze 

Continental  Baking  Co. 
Hostess  Cakes 
Morton  Frozen  Foods 
Profile  Bread 

Staff  Bread 

Continental  Baking  Co. 
Twinkies 

Wonder  Bread 

Cream  of  Wheat  Corp. 

Cream  of  Wheat 

Dairymen's  League  Co  Op Dairylea  Dairy 
Products 

Dairylea  Ice  Cream 

Delta  Air  Lines,  Inc. 

Democratic  Party 

Donnelly,  Reuben  H.,  Co. 
Yellow  Pages 

Dormin,  Inc. 
Pellex 

Drackett  Co. 

Drano  Cleanser 
Windex  Cleanser 

Duffy  Mott  Co. 

Apple  Products 
Duncan  Coffee  Co. 

Admiration  Coffee  Inst. 
Admiration  Coffee  Reg. 
Admiration  Coffee Inst. /Reg. 

Maryland  Club  Coffee Inst. 

Maryland  Club  Coffee Inst./Reg. 

Maryland  Club  Coffee 

Reg. 

Du  Pont,  E.  I., 

De  Nemours 

Duco  Paints 
DuPont  Car  Wax 

DuPont  Safety  Wax 
Institutional 
Rosebush  Insecticide 
Zerex  &  Zerone 

Anti-Freeze 

East  Ohio  Gas  Co. 

Appliances 

Fanny  Farmer  Candy 
Shops 

Fleetwood  Coffee  Co. 

Fleetwood  Coffee- Instant 

Fleetwood  Coffee 
Inst./Reg. 

Fleetwood  Coffee- 

Regular 

Florida  Citrus 

Commission 
Citrus  Products 

Folger,  J.  A.,  ft  Co. 

Folgers  Coffee  Inst. 

Folgers  Coffee Inst./Reg. 

Folgers  Coffee  Reg. 

Ford  Motor  Co. 

Ford  Accessories 
Ford  Cars 
Ford  Trucks 

Lincoln  Cars 
Mercury  Cars 

Frito  Co. 

Champion  Foods 
Cheetos 

Chili Fritos Tatos 

G.  H.  P.  Cigar 
El  Producto  Cigars 
La  Palina  Cigars 

Gallo  Winery  E.  ft  J. 

Burganday  Wine 
Gallo  Wine 

Sherry  Wine 

General  Baking  Co. 
Biscuits 

Bond  Bread 

Grossinger's  Rye  Bread 
General  Electric  Co. 

G.E.  Washing 

Machine 
Hotpoint  TV  Sets 
Telechron  Clocks 

General  Foods  Corp. 

Birdseye  Frozen 
Foods 

Birdseye  Frozen 

Poultry 

Bliss  Coffee Inst./Reg. 

Bliss  Coffee  Reg. 

Gaines  Dog  Food 

Good  Seasons 
Salad  Dress. 

Jello  Gelatin 
Dessert 

Jello  Puddings 

Kool  Aid 
Maxwell  House 

Coffee  Inst. 
Maxwell  House  Coffee 

Inst.  Reg. 

Maxwell  House 
Coffee  Reg. 

Post  Toasties 
Post's  Cereals 
Post's  Sugar  Crisp 

Sanka  Coffee  Inst. 

Swansdown  Cake 
Flour 

Swansdown  Cake 
Mix 

Yuban  Coffee Inst.  Reg. 

General  Mills,  Inc. 

Betty  Crocker 

Cake  Mix 

Betty  Crocker Pancake  Mix 

Betty  Crocker Waffle  Mix 
Cheerios 

Drifted  Snow  Flour 

Gold  Medal  Flour 

Sperry  Pancake  Mix 

Sperry  Waffle  Mix 
Sperry  Wheathearts Surechamp  Dog  Food 

General  Motors  Corp. 
All  G.M.  Cars 
Buick  Cars 

Chevrolet  Cars 

Chevrolet  Trucks 

Frigidaire 

Appliances 
Oldsmobile  Cars 
Pontiac  Cars 

Saginaw  Power 

Steering 

Goetz,  M.  K., 
Brewing  Co. 

Country  Club  Beer 

Goetz  Beer 
Golden  Mix,  Inc. 

Pancake  Mix 

Great  A  &  P  Tea  Co. 

A  &  P  Fopd  Stores 

Grove  Laboratories, Inc. 

Bromo-Quinine 
Cold  Tablets 

Citroid 

4  Way  Cold  Tablets 

Haberle  Congress 

Brewing 
Ale 

Beer 
Hall,  Robert  Clothes 

Hammer  Beverage 

Co./Bottlers 

Ginger  Ale Soft  Drinks 

Hand,  Peter, 
Brewing  Co. 

Holsum  Baking/Bakeries Bread 

Crackers  &  Cookies 

Hood  Chemical  Co. 

EZ  Bleach 

EZ  Starch 
Hood  Bleach 

Hood  Starch 
33  Bleach 
Zero  Cleanser 
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WISN-TV 

HIGH 

RATINGS 

(ARB) 

LOW  COST 

PER  M 

Effective 

Merchandising 

Wide  Coverage 

In  Wisconsin 

MILWAUKEE 

America's 14th  Market 
•  362,400  families 

•  $2,248,671,000  effective 

buying  income 

•  *  1 ,451 ,481 ,000  total 
retail  sales 

•  Plus  coverage  of  418,000 
additional  families  beyond 

the   metropolitan   area 

John    B.    Soell,    Station    Manager 

R(  prt  si  nti  d  by  Edward  !'<  Inc 

THE  NEW  WISN  WISN-TV  COMMUNICATIONS  CENTER Ra*ic    ABC    Affilwtr 



TELEVISION  SPENDING,  COSTS 

BIG  I.D.  USERS  . continued 

Hudson  Pulp  &  Paper 
Corp. 

Paper  Napkins 

I 
Illinois  Meat  Co. 

Broadcast 

Canned  Meats 

Imperial  Sugar  Co. 
Brown  Sugar 
Cane  Sugar 

International  Salt  Co. 

Sterling  Salt 

Ireland's  Chili  Co. 
Barbecue  Sauce 

Chih 
Pit  Bar  BQ 
Sauces 

J.  F.  G.  Coffee  Co. 
JFG  Coffee  Inst. 

JFG  Coffee  Inst    Reg 
JFG  Coffee  Reg 

Jenney  Mfg.  Co. 
Gas  &  Oil 

Jewell,  J.  D.,  Inc. 

Jesse  Jewell's Frozen  Chicken 

Jewel  Tea  Co.,  Inc. 
Jewel  Foods 

K 
Kellogg  Company 

Special  K  Cereal 
Various  Kellogg 

Cereals 

Koester's  Bakery Bread 

Kroger  Co. 
Food  Stores 

Krueger,  G.,  Brewing  Co. 
Krueger  Ale 
Krueger  Beer 

Kuner-Empson  Co. 
Canned  Foods 

Lanvin  Parfums.  Inc. 
Lanvin  Perfumes 

teeming,  Thomas,  &  Co., 
Inc. 

Ben-Gay 

Leslie  Salt  Co. 

Salt 

Lever  Brothers  Co. 

Dove  Toilet  Soap 

Imperial  Margarine 
Surf  Detergent 
Wisk 

Liggett  &  Myers 
Tobacco  Co. 

Chesterfield 
L&M 

Lone  Star  Brewing  Co. 
Lone  Star  Beer 

Lorillard,  P.,  &  Co. 
Kent  Cigarettes 
Muriel  Cigars 

Old  Gold  Cigarettes 

Lucky  Lager  Brewing  Co. 

Lucky  Lager  Beer 

Ludens,  Inc. 
Cough  Drops 
Fifth  Ave  Candy  Bars 

M 
M.  J.  B.  Co. 
MJB  Coffee  Instant 

MJB  Coffee  Inst. /Reg. 
MJB  Coffee  Regular 
MJB  Rice 
MJB  Tea  Reg 

Tree  Tea  Reg. 

Marathon  Corp. 
Northern  Napkins 
Northern  Tissues 
Northern  Towels 

Paper  Products 
Waxtex 

Martin  Oil  Co. 

Martin  Oil 

Max  Factor  &  Co. 
Max  Factor 

Cosmetics 

Meads  Baking  Co. 
Dottie  Lee  Bread 
Meads  Bread 

Michigan  Auto  Club 

Miles  Laboratories,  inc. 
Alka-Seltzer 

Bactine 
One-A-Day  Brand 

Vitamins 

Tabcin 

Miller  Brewing  Co. 

Miller  High  Life  Beer 

Morris,  Philip,  t  Co. 
Marlboro 
Parliament 

Philip  Morris 

Spud 

N 
National  Biscuit  Co. 

Dromedary  Foods 
Home  Town  Bread 
Millbrook  Bread 
Nabisco  Cookies  & 

Crackers 
Nabisco  Shredded 

Wheat 

NBC  Bread 

Pal  Dog  Foods 

National  Brewing  Co. 
National  Bohemian 

Beer 
National  Premium  Beer 

National  Dairy  Products 
Kraft  Cheese 
Kraft  Cottage 

Cheese 

Kraft  Mayonnaise 
Kraft  Orange  Juice 
Kraft  Parkay 

Margarine 
Kraft-Various 

Products 

Sealtest  Dairy 
Products 

Sealtest  Ice  Cream 

Nehi  Corp./Bottlers 

Nehi 
Par-T-Pak 

Royal  Crown  Cola 

Nestle  Co.,  Inc. 
Decaf  Instant  Coffee 
Nescafe  Instant 

Coffee 

Nestle's  Chocolate 
Bars 

Nestle's  Cookie  Mix 
Nestle's  Instant 

Coffee 

Ohio  Provision  Co. 
Meat  Products 

Orkin  Exterminating  Co. 

Pest  Control 

Ortlieb,  Henry  F.,  Co. 
Ortheb  Beer 

Pabst  Brewing  Co. 

Eastside  Beer 
Pabst  Beer 

Peoples  Gas,  Light  & 
Cake  Co. 

Utilities 

Pepper,  Dr.,  Co./Bottlers 
Nu  Grape  Soft  Drinks 

Dr.  Pepper  Soft  Drinks 

Pepsi  Cola  Co./Bottlers 

Pepsi-Cola 
Petri  Wine  Co. 

Italian  Swiss  Colony 

Wine 
Petri  Wine 

Pfeiffer  Food  Prod.  Inc. 
Salad  Dressing 

Plough,  Inc. 

Mexsana  Heat  Powder 
Mexsana  Skin  Cream 

St.  Joseph  Aspirin 

Prescott,  J.  I  ,  Co 
Dazzle  Bleach 
Dazzle  Starch 

Procter  &  Gamble  Co. 

Biz  Liquid 
Detergent 

Big  Top  Peanut Butter 

Cheer 
Comet 
Crest 

Dash 
Duz 
Gleem 

Ivory  Flakes 
Jif  Peanut  Butter 

Joy 

Lava  Soap 

Lilt  Home 

Permanent 

Oxydol Prell  Shampoo 

Spic  &  Span 
Velvet  Blend 

Shampoo 

Radio  Corp.  of  America 

RCA  Appliances 
RCA  Radio  &  TV  Sets 

Reader's  Digest  Assoc. 
Reader's  Digest 

Magazine 

Republican  Party 

Revlen,  Inc. 
Cosmetics 

Lipstick Nail  Polish 

Satin-Set  Pin  Curl Spray 

Silicare  Baby  Lotion 
Silken  Net  Hair  Spray 

Reynolds,  R.  J.,  Tobacco 
Co. 

Camel 

Reynolds, 

Cavalier Salem 
Winston 

Rheas  Bakery 

Baked  Goods 

Ritchie,  Harold  F„  Inc. 

Brylcreem 
Eno  Effervescent 

Roto  Rooter  Corp. 
Plumbing  Tool 

S.  S.S.  Co. 
Neurabalm 
S.  S.  S.  Tonic 

Safeway  Stores,  Inc. 

Captains  Choice  Frozen 
Fish 

Cragmont  Beverages 
Dairy  Products 
Food  Stores 
Guthrie  Cookies 

Jane  Arden  Cookies 

Lucerne  Milk 

Poultry 

Royal  Satin  Shortening 

Skylark  Bread 

Salada  Tea  Co.,  Inc. 

Salada  Tea 

Sardeau,  Inc. 

Sardo  Bath  Oil 

Schaefer,  F  &  M, 
Brew.  Co. 

Schaefer  Beer 

Schlitz,  Jos.  E.,  Brewing Co. 

Schlitz  Beer 

Schonbrunn,  S.  A.,  & 

Co.,  Inc.. Savarin  Coffee  Reg. 

Scripto,  Inc. 
Scripto  Pencils 
Scripto  Pens 

Sealy  Mattress  Co./Dlrs. 
Sealy  Mattresses 

Seeman  Brothers,  Inc. 
Airwick 

White  Rose  Coffee 

Reg. 

White  Rose  Tea  Reg. 

Serta  Assoc, 

Inc.  /Dealers Mattresses 

Seven-Up  Co./Bottlers 
Seven-Up 

Smith  Brothers,  Inc. 
Cough  Drops 

Speedway  Petroleum 
Corp. 

Speedway  79  Gas 

Standard  Brewing  Co. 
Erin  Brew  Beer 

Standard  Ale 
Standard  Beer 

State  Line  Potato  Chip  Co. 
Potato  Chips 

Statler  Tissue  Corp. 
Statler  Paper 

Statler  Tissues 
Towels 

Sterling  Drug,  Inc. 

Dr.  Caldwell's 

Laxative 

Energine 

Sterling  Drug,  Inc.  (continued) 
Fizrin Mode  Shaving  Soap 

Phillips  Milk 

of  Magnesia 
Z.  B.  T  Baby  Powder 

Studebaker  Packard 
Corp. 

Packard  Cars 

Studebaker  Cars 

Superior  Provision  Co, Meats 

Sweets  Co.  of America,  Inc. 

Tootsie  Rolls 

Tea  Council  of  U.S.A. 

Tea  Promotion 

Terry  Foods  Co. 
Terry  Frozen  Foods 

Tetley  Tea  Co.,  Inc. 

Tetley  Tea  Regular 

Time,  Inc. 

Life  Magazine 

u 
U.  S.  Tobacco  Co. 
Encore 

United  Vintners,  Inc. 
Italian  Swiss  Colony Wine 

Margo  Wine Petri  Wines 

Vick  Chemical  Co. Inhalers 

Sof-Skin  Hand  Cream 
Vicks  Cough  Drops 
Vicks  Cough  Syrup 

Vicks  Vaporub 

Vicks  Vatronol 

w 
Ward  Baking  Co. 
Aunt  Hannah  Bread 

Tip  Top  Bread 
Tip  Top  Cakes Ward's  Bread 

West  End  Brewing  Co. 

Utica  Club  Ale 
UticaClub  Beer 

Whitman,  Stephen  F., 

&  Son 
Whitman's  Candy 

Wilkins  Rogers  Milling  Co. 

Washington  Flour 

Williamson-Dickie  Mfg. 

Co. Dickie  Work  Clothes 
Mens'  Sport  Clothing 

Wise  Potato  Chip  Co. 
Potato  Chips 

Wrigley,  William  Jr.,  Co. 
Doublemint  Gum 

Spearmint  Gum 

Zippy  Products,  Inc. 

Zippy  Liquid  Starch 



No  matter  how  you  slice  it! 

mm 
mm  %    m 

WROC-TV  and 

only  WROC-TV  can 
guarantee  maximum 

//Circulation  throughout 
the  ROCHESTER  area 

Take  FIVE  delivered  homes,  rather  than  FOUR,  when  you  buy  the  Rochester,  New  York 
market.  Get  the  most  mileage  for  your  advertising  dollars  in  this  rich,  prime  area  where 

nearly  a  million  people  spend  more  than  a  billion  dollars  annually,  in  one  of  the  nation's 
first  45  markets. 

MARKET  COVERAGE 

HOMES  REACHED  MONTHLY 26.2% MORE  than  the  other  Rochester Channel 

HOMES  REACHED  ONCE  A  WEEK 24.1% MORE  than  the  other  Rochester  Channel 

DAYTIME  CIRCULATION 

HOMES  REACHED  ONCE  A  WEEK 24.0% MORE  than  the  other  Rochester Channel 

HOMES  REACHED  DAILY  AVERAGE 27.4% MORE  than  the  other  Rochester Channel 

NIGHTTIME  CIRCULATION 

HOMES  REACHED  ONCE  A  WEEK 22.3% MORE  than  the  other  Rochester Channel 

HOMES  REACHED  DAILY  AVERAGE 18.6% MORE  than  the  other  Rochester  Channel 

Represented  Nationally  by Peters,  Griffin, Woodward  Television 
Sales 

Rochester's  MOST  POWERFUL  Station 

WROC-TV SOURCES 

Sales  Management  Survey  1956 
Nielsen  No    2  Spring  1956 

CHANNEL 

_ 
A     THANSCONTINENT    TELEVISION     CORPORATION     STATION 

Rochester    Broadcasting-   Center     •     Rochester   3.  N.  Y.     •     BUtler   8-8400 
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Unburied  treasure  for  every  sponsor . .  .WCCO  television's  " Magic  Island." 

The  three  highest-rated  children's  shows  in  Twin  City  history!  Each  show 
at  least  equals  the  rating  of  all  competing  stations  combined.*  All  have 
audiences  from  !  i  to  23  ■>  times  greater  than  the  closest  competitive  program. 
Participations  available . . .  see  Peters,  Griffin  and  Woodward. 

I 

'May  ARB  Metropolitan  and  Outer  Ann  Ratings 
WCCO  television  M 'st.epaapu°llis  Channel  4. 

CBS    TELEVISION    IN    THE    NORTHWEST 
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SECTION 

M 

■ 

■ 

A  12-page  section  covering  today's  trends  in 
syndicated  and  feature  film  programming;  infor- 

mation on  how  much  product  is  available;  what 

a  multi-market  lineup  costs;  audience  composi- 

tion data  on  half-hour  shows;  spot  show  buyers. 

&* 

r 
■^■m 



FILM  BASICS 

1-  What's  the  dollar  sales  volume  of  the  tv  film  distribution  business? 
pilllllllllltllllllllllllllllllllllllllllllllW    IIIIIIHIIIIII   IIIIIIIIIIIIIIIIKIIIIIIII   IIIIIIHIIIIIIlll   Ullllllllllllil   Illlilllllllllllllllllllllilllllllllllllllllllllllllllllllll   linn 

Estimated  dollar  sales  of  syndicated  and  feature  film 

The  tv  film  business 

has  made  tremendous 

strides  during  past 

nine  years,  is  ex- 

pected to  continue 

growing  as  fast  as  tv 

itself.    Dollar  estimates 

through  1957  are 

sponsor's.    The  1960 

estimate  is  from  CBS 

Film  Sales,  is  based 

on  projection  of  all 

tv  ad  expenditures. 

1948 

$1,500,000 

1955 

*# 

$80,000,000 

1957 

$120,000,000 

1960— $260,000,000 

p 

2. How  much  film  product  is  available  for  television? 
iPiiiiiiiiiiiiiiiiiiiiiiiiiiiiB 

Total  No.  episodes  syndicated  film  24,300 

Total  No.  feature  films  8,700 

Total  No.  short  subjects  11,000 

No.  syndicated  series  by  length .5  &    10  min.:    55  '/,-hour:    180  '/2-hour:    254  hour:     17 

Source:    RKO   Television   Research.    SRDS.    Spring    1957 

ll|]]||lllll!lllllllllli;i!!llllllllllllllllllli;H 
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FILM  BASICS 

3. What  kinds  of  syndicated  shows  are  available? 

Number  of  syndicated  series  available  in  L957  bj   type  of  programing  ;in<l  length 

ADVENTURE 

hour 

52-'/2    rlour 
I- 1    hour 

TOTAL:    59 

(1956:    44) 

CARTOONS 

10-5  and    10  minute 

I  - y 2    hour 

TOTAL:    1  1 

(1956:    3) 

CHILDRENS 

8-5  and    10  minute 

25%    hour 
9-'/2   hour 
l-l    hour 

TOTAL:    43 

(1956:    38) 

COMEDY 

2-5  and   10  minute 

5-'/i    hour 
30-'/2  hour 

TOTAL:    37 

(1956:    35) 

DISCUSSION 

1-5  and   10  minute 
l-'/t    hour 
l-'/2    hour 

TOTAL:    3 

(1956:    2) 

DOCUMENTARY 

I  -5  and    10  minute 

20-'/4   hour 
l3-'/2   hour 

TOTAL:    34 

(1956:    27) 

DRAMA 

5  and   10 

2    h 

mi  n*j 

our 
our 

re 

l-l    hour 

TOTAL: 58 

(1956: 
48) 

EDUCATIONAL 

hour 

TOTAL:    25 
(1956:    26) 

INTERVIEW 

2  5   and    10  minute hour 

TOTAL:    7 

(1956:    7) 

MUSICAL 

6-5   and    10   minute hour 

22-'/2   hour 

TOTAL:    44 
(1956:    40) 

MYSTERY 

1-5  and   10  minute hour 

29-'/2   hour 

TOTAL:    31 

(1956:    34) 

NEWS    &    COMMENTARY 

6-'/»   hour 

2-'/2   hour 

TOTAL:    8 

(1956:    7) 

QUIZ    &    PANEL 

3-5   and    10  minute 
7-'/4   hour 
3-'/2   hour 

TOTAL:    13 

(1956:    13) 

RELIGIOUS 

4-5   and    10   minute 
^    nour 

3-'/2   hour 

TOTAL:    8 

(1956:    8) 

SCIENCE 

TOTAL     7 
1956      5 

SCIENCE    FICTION 

TOTAL     4 
1956     6 

SPORTS 

32 l3-'/2   hour 9-1    hour 

TOTAL:    60 
(1956:    48i 

TRAVEL 

-5  and   10  minute 

iour 
lour 

TOTAL: 
'1956: 

10 
9) 

VARIETY 

3-5   and    10  minute hour 

nour 

TOTAL:    11 
(1956:    13) 

WESTERN 
^our 

hour 5-1    hour 

TOTAL:    23 

1956:    19' 

WOMEN'S    PROGRAMS 

2-5   and hour 

•'our 

TOTAL:    10 

(1956:    12) 

NOTE:     First    figure   under  each   listing   in    categories   above  represents  number  of  program   -•  due.     Foi  example, 

"2-5  and  10  minute"  means  there  are  two  five-  and  10-minute  series  in  that  category.     Figures  in  parenthes  "tal-. 
Source:    RKt>  Televisi  r.    K.-,ir  r     siu>s 

r 
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GETTING       THE      MOST      FROM 

If  the  Picture  "Pops" 
It  Has  What  It  Takes! 

Many  a  good  film  commercial  has  been  ruined  by  a  poor  presenta- 

tion "on-air."  If  the  picture  "pops"  out  at  you,  has  sparkle  and  dimen- 

sion, you  know  it's  good.  With  modern  RCA  Film  Equipment  you  can 

expect  and  get  the  highest  quality  reproduction  and  long  term  reli- 

ability in  operation. 

\ 

yOU*    
STATIO

N* 

WAS    M
ODE*"'
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YOUR       FILM       DOLLAR 

How  to  Get  the  Kind  of  Picture 

Quality  that  Advertisers  Want 
There  are  two  ways  to  increase  the  quality  of  your 

film  programs: 

(a)  By  using  Vidicon  film  cameras 

(b)  By  using  professional  projectors. 

Vidicon  cameras  give  you  sharp,  clear,  virtually  noise-free  pictures 

of  live  picture  quality.  The  Vidicon  will  show  every  detail  that  is 

on  the  film.  For  example,  night  scenes  are  much  clearer  with  new 

Vidicon  cameras  than  with  older  Iconoscope  equipment.  Vidicon 

film  cameras  have  ideal  tone  or  gray  scale  range  for  high  quality 

reproduction  of  film.  A  remote  light  control  permits  the  RCA 

Vidicon  camera  to  be  adjusted  to  optimum  operating  conditions 
at  all  times. 

Professional  RCA  projectors  are  another  requirement  for  high 

picture  quality.  Professional  film  projectors  provide  a  rock-steady 
picture,  free  from  jump  and  jitter,  as  well  as  high  fidelity  sound. 

Precise  optics  in  the  RCA  film  and  slide  projectors  assure  evenness 
of  illumination  and  excellent  resolution. 

Whether  you  are  a  station  executive,  program  sponsor  or 

agency  man,  you'll  be  helping  the  cause  of  good  film  program- 
ming by  advocating  the  use  of  up-to-date  film  room  equipment. 

Ask  the  RCA  Broadcast  Representative  to  show  you  our  new  film 

manual  "Planning  TV  Film  Facilities  for  Color  and  Monochrome." 

Or,  for  further  information  write  to  RCA,  Dept.  FF-264,  Building 

15-1,  Camden,  N.  J. 

Tmk(i|    R) 

RADIO     CORPORATION     of     AMERICA 

BROADCAST   AND    TELEVISION    EQUIPMENT 

CAMDEN,    N.  J 

In  Canada:  RCA  VICTOR  Company  Ltd  ,  Montreal 
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FILM  BASICS 

4.   How  many  syndicated  films  are  run  in  major  markets? 

IIIIIIlllllllllllllllllllllillllllllllllllllllllllllilllllllllllllllllllllM 

Number  of  syndicated   films  run  weekly  in   14  major  markets 

Market 
Weekly  total 

Market 
Weekly  total 

NEW  YORK 115        SAN  FRANCISCO        52 

LOS  ANGELES 108        BOSTON       49 

DETROIT 77        MIAMI      49 

WASHINGTON 77        MINNEAPOLIS        49 

MILWAUKEE 67        KANSAS  CITY       44 

CHICAGO 65        BALTIMORE      41 

ATLANTA       53 PHILADELPHIA 

36 

Source:    Broadcast    Advertisers    Reports,    tape-recorded    data    at    various    weeks    during   first   quarter.    1957. 
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Market 

5.   How  does  number 

of  stations  in  a 

market  affect  film 

show  ratings? 

As  data  to  right  shows  there  is  a 

fairly  direct  relationship  between  syn- 
dicated film  ratings  and  the  number 

of  stations  in  a  market.  Source  of 

these  figures  is  The  Katz  Agency's 
presentation  on  half-hour  films  entitled 

"How  to  make  a  tv  half-hour  work 

overtime."  Ratings  are  from  Pulse, 
December     1956    and    January     1957 

Charlotte 

Birmingham 

Columbus 

Ch 

icago 

Los  Angeles 

No.  Stat ons                          Program 

Rating 

1 Douglas  Fairbanks  Presents 
W  aterfront 

Dr.  Hudson's  Secret  Journal 

62.3 58.8 
52.3 

2 Man  Called  X 
Celebrity   Playhouse 

The  Whistler' 

35.8 27.8 
26.3 

3 
Highway  Patrol 
San  Francisco  Beat 
Sheriff  of  Cochise 

29.0 

26.7 26.5 

4 Annie  Oakle\ 

Dr.  Hudson's  Secret  Journal 
I  Led  Three  Lives 

22.5 
20.5 17.8 

7 Science  Fiction  Theatre 
Life  of  Riley 

Highway  Patrol 

17.7 
16.8 

16.3 

,,"     ..,  i;:;'i     ..  <:m  .  .,..■;. 
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FILM  BASICS 

D.  How  many  stations 

use  syndicated  film 

on  a  daily  basis? 

1 95S 

312  ■  82°, 

Syndicated    film- 

377  ■  76°0 

1957 

391   ■  76°, 

Sourer      SPONSOR       I:     •         Q  iiiuel   of   19V'..    1»5«.    199  I    <«r,»,ii,n 

7.  What  is  the 

number  and  percent 

of  stations  using 

feature  film  during 

various  times  daily? 

Bar  charts  to  the  rifiht  ami  below  ar.- 
based  on  recent  "Buyers'  Guides";  1955  data 
are  based  on  381  stations  responding;  1956 
data  are  based  on  495;  1957  are  based  •  •"  515 

Morning  films 
1955  I  <>r,(,  1957 

Afternoon  film* 
I  955  I«>r>f>  i«j.y 

273 

228  I  60°o 

61  |  16 

l»*  "■"*  "I
 

67°c 

292 

67 

Early  evening   films 
1955  1956  1957 

iiiii 

Late  evening  films 
1955 L956  1957 

318       83 
350 

86: 

Some  time  dail> 

1955  1956  l'»">7 

438 

85 

402 92% 

406 

82 362   95 

125  ■  33 

I33%      110  |  27%      H9| i     i 

n  Ll    1957 
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FILM  BASICS 

8. What  are  multi-market  time  costs  for  half-hour  films? 

Spot  rates  for  half-hour  film   program  in  60  Leading  markets   (26-time  alternate  week  basis) 

IIP. 

MARKET 
HIGHEST    RATE' MON     FRI 

Mli.niN  -Schenectad)  -Thin 
Atlanta 
Baltimore 
Boston 
Buffalo 
( lharlotte 
<  hicago 

( lincinnati 
( lleveland 
(  olumbus 

Dallas-Ft.  Worth 
I  (a)  ton 
Detroit 

( .rami   Rapids-Kalamazoo 
I  [untington-Charleston 
Indianapolis 
JohnstoM  ii 
Kansas  Cit> 

Los  Angelc- 
Louisi  ille 
Milwaukee 

Minneapolis-St.   Paul 
New    Haven 
\ru   York  _..   _ 

Philadelphia  _ 
Pittsburgh 
Pmvidence    . 

St.  Louis    

San  Francisco 

\\  ashington,  D.  ( !. 

TOTAL  30  MARKETS 

Birmingham    

Cedar   Rapi<N-\\  aterloo 
Denver   

Des    Moines 

Greensboro- Winston-Salem 
Houston-Galveston   _ 
Jackson,  Miss.    

Jacksonville      
Knoxville  ___ 

Memphis      
Miami       

Montgomery   . 
Nashville     

New  Orleans    

Norfolk 

Oklahoma  City           
Omaha  _.         

Phoenix-Mesa      
Portland.   Ore.         

Rochester,  N.  Y.  .. 

Salt  Lake  City     

San  Diego    

Seatt le-Tacoma  ...   

Sioux  City   

Spokane    

Syracuse   

Tampa-St.  Petersburg   
Toledo 
Tulsa   

\\  ichita-Hutchinson 

TOTAL  60  MARKETS 

627.00 
570.00 

900.00 

1,800.00 
630.00 
600.00 

2,340.00 
684.00 

1,111.50 
456.00 

627.00 
475.00 

1,404.00 
741.00 
475.00 

780.00 
570.00 

756.00 

2,034.40 
553.50 
690.00 
912.00 
570.00 

5,188.80 
1,852.50 
1,140.00 
684.00 

810.00 
944.00 

1,080.00 

32,005.70 
490.00 

337.50 

438.75 

399.00 
370.50 
600.00 
194.40 

510.00 

342.00 

513.00 
540.00 

243.00 
470.25 
513.00 

555.00 541.50 

527.00 
270.00 

420.00 
399.00 
399.00 

526.50 
627.00 
242.25 

342.00 

570.00 
427.50 

570.00 
495.00 
327.75 

$45,206.60 

SOI  it<  i       9RDS     Ipril   1957     tron  ITii    Kats     Lgencj  ■   "How   to  make  ■  ti   hall  houi    wort  overtime." 
High'    I    \i   :  '  slflcatlon  on  highest  cost  station. 
••Lowi  Iflcatlon  between  7  and  n   p.m     Mondaj   Friday,  on  CBS  or    NBC  fhl  station,  whlchevei   i-  lowei 

LOWEST    RATE'  • 

7-1  1     P.M    .    MON   -FRI 

$  627.00 427.50 

468.00 

1,165.50 
630.00 
364.50 

1,170.00 384.75 
729.00 

285.00 
299.25 
427.50 

972.00 

555.75 
313.50 

684.00 
513.00 
384.00 

958.80 

378.00 
690.00 
427.50 

484.50 

2,932.80 969.00 

969.00 
441.75 

540.00 
693.75 

450.00 

20,335.35 176.00 

202.50 
243.75 

228.00 

342.00 

360.00 

81.00 450.00 
285.00 
299.00 
451.00 

135.00 

205.20 427.50 

510.00 
256.50 

293.00 
145.80 
420.00 

399.00 199.50 

256.50 

357.00 142.50 

228.00 

432.00 
427.00 

570.00 
285.00 
114.00 

$29,257.10 

llllllllllllllll! 
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BIG  REASONS 
why  you  should  buy 

WSOC-TV  charlotte 

FREQUENCY   DISCOUNT  STRUCTURE  .  .  . 
allows  flexible  spending 

PROGRAMMING   THE    BEST  OF   NBC-ABC 

Supplemented  by  CBS 

3'/2   BILLION   DOLLAR   MARKET 

2V2     MILLION      POPULATION     CONCEN- 
TRATION 

FULLY  EQUIPPED  .      .  AND  STAFFED  .  .  . 
to  handle  any   sales   campaign.     Already   selected 
as  a   National   test  station   by    1    advertiser. 

1  Name  on  request1 

BEST  TECHNICAL  FACILITIES  .  .  .  LATEST 

EQUIPMENT 
Highest  tower  Maximum  power-Located   18  miles 
closer  to  greatest  populated  area 

ADVERTISING   AND    PROMOTION 
Newspapers,  Magazines,  Billboards,  Buses,  letters to  trade 

EXCLUSIVE    IN-STORE    MERCHANDISING 
in  largest  chain  Super  Markets 

AVAILABILITIES  IN  14  MILLION  DOLLAR 
WARNER  BROTHERS  MOVIE  PACKAGE 
plus  POPEYE  CARTOONS  and  other  local  features 

HIGHEST  TOWER 

TOP  POWER 

REPRESENTED   BY 

H-R    Representatives 
Nationally 

F-j    Representatives 
Atlanta 

MB 
Channel  9  •  Television 

CHARLOTTE,  N.  C. 

jum    L957 119 



FILM  BASICS 

9. What's  the  audience  composition  of  various  syndicated  shows? 
|1IIIIIIIIIIIIII1IIIIIIIIIIIIIIIIIIIIIII!IIIIIIIIIIIIIIH 

Audience  composition  figures  for  99  programs 

AUDIENCE 
COMPOSITION 

Men 

Amos  'n'  Andy     76 
Annie  Oakley     43 
Badge   714     70 
Beulah       53 
Boston  Blackie     75 

Bowling  Time     73 
Brave   Eagle     53 
Buffalo  Bill  Jr    34 
Captain  David  Grief    57 
Captain  Midnight     27 
Celebrity  Playhouse     69 
Championship  Bowling  ....  83 
China  Smith     75 
Cisco  Kid     59 

City  Detective     79 
Code  3      79 
Corliss  Archer,  Meet    62 
Count  of  Monte  Cristo     64 

Cowboy  G-Men     39 
Crosscurrent     61 
Crunch  and  Des     72 

Dangerous  Assignment     79 
Dateline  Europe     78 
Death  Valley  Days     81 
Dr.   Christian      75 

Dr.   Hudson's   Seer.  Journ.  79 
Esso  Golden  Playhouse    70 
Falcon,  The      79 
Federal  Men     78 
Flash  Gordon     63 

Foreign   Legionnaire       67 
Frontier       74 
Frontier  Doctor     70 

Gene  Autry     59 
Gene  Autry    (Hr.)      54 
Great   Gildersleeve      76 
Headline     77 

Highway   Patrol      84 
Hopalong  Cassidy     61 
Hopalong  Cassidy   (Hr.)....  55 
I  Led  Three  Lives     82 
I   Search  For  Adventure....  76 

I    Spy      75 
Judge  Roy  Bean     44 
Jungle  Jim     31 
Kingdom  of  The  Sea    67 
Kit  Carson     37 
Last  of  The  Mohicans     31 
Liberacc       34 

Life  of  Riley     80 

Per    100  viewing    homes: 

Women 
Teen 

Childrei Total 
81 10 35 202 

57 
15 

90 205 

81 
13 54 218 

89 9 20 171 
83 13 35 206 

61 

10 
2 

146 
49 12 75 

189 
27 14 90 165 
59 

13 
25 154 

30 12 

89 

158 
92 

10 

27 
198 

62 14 11 170 

71 
11 39 196 

42 17 86 
204 

83 15 
24 

201 
82 13 23 197 
71 

16 
31 

180 

72 
16 28 180 

37 
17 85 178 

69 
15 

27 
172 

77 16 47 212 
88 14 

20 

201 
85 13 16 192 
79 14 39 213 
92 12 

24 
203 

84 15 11 
189 

83 8 22 183 
82 

16 
14 191 

70 14 15 
177 

67 12 79 
221 

55 
13 64 

199 

81 13 23 191 
78 9 

18 
175 

54 
18 80 

211 
56 17 83 210 82 

15 29 202 

79 
12 17 185 

90 
14 

39 
227 

53 
20 82 216 47 
18 84 

204 
87 

16 
28 

213 71 17 23 
187 82 

14 25 
196 

39 14 77 174 
27 

17 

89 
164 

64 
13 

17 
161 29 16 

88 
170 40 

16 79 156 
81 15 13 143 85 

17 
31 

213 

AUDIENCE 
COMPOSITION 

Life  With  Elizabeth    
Little  Rascals    
Lone  Wolf     

Long  John  Silver    
Looney  Tunes    
Man  Behind  The  Badge  .... 
Man  Called  X    

Men  of  Annapolis    
Mickey   Rooney    Show   
Mr.  and  Mrs.  North   
Mr.  District  Attorney   

My  Favorite  Story    
My  Little  Margie    
O.  Henry  Playhouse    
Patti   Page      

Popeye      
Public    Defender      

Racket  Squad    
Ramar  of  The  Jungle   

Range  Rider    
Ray  Milland  Show     
Rocky  Jones,  Space  Ranger 
Rosemary  Clooney    
San  Francisco   Beat    
Science  Fiction  Theatre  .... 

Sheena  Queen  of  Jungle.... 
Sheriff  of  Cochise   
Sherlock  Holmes     

Sky  King    
Soldiers  of  Fortune    

Stage  7    
Star  and  The  Story   
Star  Performance    
State  Trooper    

S.  Donovan,  West.  Marshal 
Stories  of  The  Century   
Studio  57    
Stu  Erwin  Show    

Superman    
Susie    

Three  Musketeers,  The    

Unexpected       
Victory  At  Sea    
Waterfront    

Whirlybirds      
Whistler,  The    
Wild  Bill  Hickok    
Your  All  Star  Theatre   
Your  TV  Theatre    

Per    100  viewing    hornet: 
f 

Men Women Teen 

Childrer 
Total 61 85 12 10 
168 

19 24 17 

91 

151 
79 74 15 20 188 
37 35 18 85 175 
19 27 12 

95 

153 
75 

89 

14 37 213 
82 89 16 18 205 
69 82 

15 

12 178 
64 85 13 37 199 
80 

87 17 20 204 
81 87 

13 

14 195 
49 

79 

11 

10 

149 
74 89 18 

30 

211 
67 85 12 23 187 
70 88 17 

11 

186 

34 

29 15 

94 

172 

79 85 17 15 
196 

77 74 

13 

11 
175 

28 

26 17 93 
164 59 43 

14 81 

197 

77 84 

15 

16 
192 

22 30 

16 79 

147 

71 

85 

15 

18 189 
79 87 14 22 

202 

77 63 18 24 
182 

49 38 15 79 
181 

77 62 14 48 
201 75 77 

16 

24 
192 

38 

41 

18 87 184 
72 68 

13 

33 186 

74 

87 16 9 
186 

65 79 8 13 165 

71 

84 

10 

25 
190 

81 89 16 

31 

217 

52 35 17 84 
188 

71 83 14 25 193 
70 

87 15 

18 
190 

74 85 13 

14 

186 
27 25 

18 

92 162 
58 85 

12 

25 180 
71 77 16 

49 
213 

65 81 

20 

38 204 

77 

69 17 12 
175 

83 

80 

16 

15 

194 
33 37 17 

84 

171 
85 

81 17 14 197 

57 

31 18 

81 

187 

57 81 14 

31 

183 

55 

82 16 43 196 

Pulse  did  the  surveying  for  these  figures  during  April  1957.     Study  of 
|    these   figures   should   be   quite  helpful   to  advertisers   trying   to  decide 

what  show  to  buy.    To  some  extent,  audience  composition  is  affected  by     §| 
slots  in  which  they're  run.   Note  popularity  of  westerns  among  children.    | 

^!!III!!I!I1!!!!III!1IIIIIIIIH    Il!!l!li[llll!l!ll!!l[[|il!l!llll[!illj|l!!llll!lllllllll!!l!llll!l!!l!llllllll         '^      ;il!'i     ,:m!:':  :,!''::    ̂ ili;;"  :'li:!::   ',:!!:: 
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FILM  BASICS 

10. Who  uses  spot  film  programing? 

Note:  Read  explanation  before  using  chart. 

I  'In-  companies  .iinl  brands  listed  here  were  all  users  01 
tv  pro»ramin»  "ii  a  spot  liasifl  in  L956.  The  list,  taken 

from  the  IVB's  files,  includes  firms  using  live  -|>"t  h 
programing  a^  welL  However,  though  1VB  is  nol  able  to 
separate  those  usin»  live  from  those  using  film  program' 

ing,   it   is    fvB's  opinion  thai   the  number  using   live  pro- 

graming   i-  ill      So,    f"i    all   practical   pin p< •«-«—   tin- 

list   which  follow  all  the  important   uaen  ol 

film  programing  in  the  I  v  Che  companies  listed  here 
spent    150,000   01    mor<    on  the   las) 

year,  though  individual  brands  ma\  have  »prnt  l<--  I  In 

dollai  figures,  however,  refei  t..  total  -pot  spending  in 

1956  and   nol    just   monej    spent   on   locally-placed   ih< 

Affiliated  Super  Markets $132,110 

1   1   Store* 132,110 

American    Bakeries    Co.    $797,330 

Bunny    Bread 17,220 
i  ook  H>"ik  Bread 33,460 

( .i  inn. in  i  lake 1 1. '>.«.?() 

M.i  its  Bread 139,650 

\lii ii.i  i  .ik<- 24370 

laystee  Bread 166300 

American   Brewery,   Inc. $181,200 

American  Beei 181.2(H) 

American   Brewing  Co. $234,160 

Regal  Beei 229370 

Royal  Beei 
1,790 

American  Chicle  Co. $1,480,380 

\cl.iin-  1   love  (mini 3  1,060 

Beeman's  Gum 
1  U.000 

i  .n- 102,670 

<  'liiilrl< 86,390 

<   l..r<-t- 

".'.0.190 

Dlllt\  in- 383,770 

Rolaids 172300 

American   Home   Products 
$1,965,900 

(  hii  Boy-Ar-Dee 
Oualiu    FimmI- 

1,168,710 

Dennison's  Foods 122,020 

Vem  Sham 
24,220 

Mm  Wax 
17,190 

Easy  (HT  Oven  <  leaner 27,660 

\\  i/ard   Deodorizer* 28^50 

American   Motors  Corp. $128,910 

Ki-K  inatur    Appliances    . 68,710 
\a-li  (  ar- 59,620 

American    Stores   Co. $409,240 

Food    Store* in". .Mi) 

American   Tobacco  Co. $1,206,280 

Herbert  Tareyton  Cigarettes  28300 

I  nckj  Strike  <  agarettes  118370 

Pall  Mall  Cigarettes  190370 

Anchor  San.  &  Amer.  Heating 

Heating  Supplies 

Anheuser-Busch,  Inc. 
Budweiser  Ale 

Bmlweiser    Beer 

$113,930 

]  i ;.'» 30 

$1,534,680 

7,990 
1,154310 

Antell,  Charles,  Inc.  $2,774,170 

Charles  Antell  Cosmetic*  1,686.160 

Charles  Antell  Spray  Net ....  31,410 

Chignon    120 

Custom  Mop      110 

I  ormula  #9  Hail  «  ream  1 12,190 

Formula  -''  Sham]   
Reddi  Kit  1 10 

Sando  Redm  m*  Aid  900 

Slim   Magii  194,1  10 
Stai   Nail 

Supei  I  anolin  I  iqnid  Makeup  I".  I 

Armour   &   Co.  $877,400 

\i in. mi  Flash  I  r../i-M  Mt  .ii-  56, 1  10 

Dial  Shampoo  20,770 

Dial  Soap  21,970 

I  iquid  <  Intl. .ii  5, 160 
Meats  186360 

Associated    Food    Stores  $62,490 

Associated  Hospital  Service  $473,010 

Blue  <  ross  Hospitalization  W9.1  to 
Blue  Shield  73370 

Associated   Products,   Inc.  $1,223,040 

Rival  Dog  Food  509,160 

Atchison-Topeka-Santa  Fe  $133,650 
KhI  Travel 

Atlantic    Refining    Co.  $320,580 

Miami,    (.a-  8  Oil  320380 

Bollantine,  P.,  &  Sons  $1,852,280 

Ballantine  Ue  1353390   1 

Ballantine  Beer  :>98.8<>0 

Bardohl   Oil   Co.  $347,110 

Oil    Additive  347,110    i 

Bavarian    Brewing    Co.  $276,840 

Bavarian  H'---r  276340 

Bayuk    Cigars    Co.  $77,290 

Bayuk  ■  igars  17300 

Phillies  <  igars  190 

Beatrice  Foods  Co.  $356,870 

Meadow  Gold  Dairj  Products  -'71.910    j 

Bekin's  Van   &  Storage  Co.  $113,390 
Moving  8  Stoi  II  I 

Best  Foods,  Inc.  S914.550 

Gold   Plate  I  17,1 

Hellmann'e  Mayonnaise  268.590    : 
Nucoa  Margarine  2183 

Skipm   Peanut  Butter  1 19,1 

Bethlehem   Steel   Co.  $181,510 

Steel  Produi  ts  181310 

Better    Living    Enterprises  $1,312,440 

\.iri..ii-  Household  Products  636300 

Appliances 

Blati    Brewing   Co. 

r.i.it. 

$330,710 

1  empo  Beei 1 in. in.  Ii   Bi  a 

Block    Drug   Co 

tmmidenl i.i.  enminl    Mouth 

Nytol Polidenl 

$1,937,800 

11,960 

Bond  Clothing  Stores,   Inc. 
Borden    Co. 

Borden's  Inst   •  offex 

Dairj    Products he   (ream 

^-t.irlac $333,250 
$1,483,500 

719,740 

151330 

Bowman   Biscuit  Co. 
$169,890 

Supreme  '  i  n  Itei  >\  <  ■  ■■  -k.  i»  - 

Rom  u  Meal  Bread 
$114,400 

114y4O0 

Bristol-Myers  Co. 

Ban  1  teodoranl 
Bufferin 

$864,040 

.'.in 

[pans  Dentifrices 
Mum   Dr...|..r.inl- 

SaJ  Hepatii  • 

Sf^itrj    |),  nliin.  •• Theraban 

\  itali-  Hair  <  reme 
\  itali-  II. in    1  onii 

107,450 

17,720 

11,150 

Brown  Shoe  Co. 

Bustei  Brown  S 
5 

$383,050 

117,490 

Brown   &   Williamson 

Tobacco  Co. 

igfa 
Tiii               5nufi 
Viceroj 

$11,288,620 

Burger   Brewing   Co. 

Hllt^iT       Me 

SI  79.01  0 Bm 

118,480 

Cal  Fame  Co. 

1  ' 

$63,730 

Canado   Dry   Co.    Bottlers  $360,430 i    ii i.i'M  Dry  ( 

brinks 

: 

Carling   Brewing  Co.,   Inc. 

i   tiling's  B  i  k  I  ibel 

•  arlint'-  Red  Cap    \  ■ 

$1,348,860 

164.010 'Continued) 

JULY    1()57 
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SPOT  FILM  CLIENTS continued 

Carnation  Co.    $1,154,340 

fiber's  (  ereals 

Vlber's  Cornflakes 

Uber's  Flapjack  \1i\ 
Mint's  Oats 
Carnation  Mailed  Milk 

l),iii\    I'rodui  N 
Dacascua  Milk 

Evaporated  Milk 
Friskies  Dog  Food .... 

Gold  Cross  Milk 

[ce    (Team 

[nstant   Milk 

I  opic  <  lanned  Milk 

24,000 
56,440 
29,750 

16,490 

3,510 
121,510 

6,300 129,190 

671,080 

16,430 

12,870 
25,330 

8,930 

Carter   Products, 
\iricl  Deodorant 

Inc.  $4,535,210 
1.170.260 

Carter's  Little  Liverpills  1,202.670 
Naii  1.074.830 

Rise  Sha\  iiifi  Cream  787.140 

Chesty  Foods,  Inc.  $188,830 

Potato  Chips-  188.830 

Chock- Full-0  Nuts  $308,350 

Coffee  Regular  308,350 

Chrysler  Corp.  __  $1,914,160 

All  Chrysler  Corp..  Cars  28.370 

Chunky  Chocolate  Corp.  $195,850 

Chunkies  Candy  195,850 

Cities  Service  Co.  $271,830 

Cities  Service  Gas  &  Oil  271,830 

Clairol,  Inc.  $128,010 

Miss.  Clairol  _.  128.010 

Clinton  Merchandising  Corp.         $383,410 

Clothing         383.410 

Coca-Cola  Co.   Bottlers 

Coca-Cola    
$3,697,460 

3,683.910 

Colgate-Palmolive  Co.  $7,314,700 
Ad  Detergent  167,320 

Brisk  Dentifrice  ...  1,447,160 

Colgate   Dental   Cream         2,539,320 

Colgate  Shave  Cream  .. 

Deodorant   Beauty  Soap. 

Halo  Shampoo     
Palmolive  Shave  Cream 

Palmolive  Soap   

Rapid  Shave  Cream 
\  el    Detergent 
Veto  Deodorant     

442,500 

253,800 
280.910 

498.240 

7,560 343.080 

598.660 

83.090 

Colonial  Stores,  Inc.  $274,620 

Food  Stores    .......       274,620 

Continental    Baking   Co.  $5,732,480 

33.480 
719,400 

1.160.270 

975.460 

292.400 

75,600 

2,366.080 

5,870 

$507,900 
507.900 

( lounty  Fair  Bread 
Hostess  Cakes      

Morton  Frozen   Foods 

Profile  Bread 

Staff   Bread     

Twinkies   

Wonder  Bread   

Wonder   Rolls      

Continental  Oil  Co. 

Conoco  Cas  &  Oil 

Dawson    Brewing   Co. 

Dawson's  Vie      

Dawson's  Lager  Beer 

Dean  Milk  Co. 

Dairy  Products 

Drewry's  Ltd. 

Drewry's   Ale 

Drewry's  Beer 

Cott   Beverages,   Inc.   Bottlers        $118,820 

Soft  Drinks          118,820 

$65,120 
25,660 

39,460 

$73,580 

73,580 

$606,970 
16,680 

521.680 

Evaporated  Milk 
Ice  Cream 

2,730 
11,030 

Duffy-Mott  Co.  $572,150 

Vpple  Products  570,110 
Sunsweel   Prune  Juice  2,040 

Du  Pont,  E.  I.,  De  Nemours  $942,180 

Duco  Paints  108,070 

Institutional          222,270 

Motor  Oil    Additive  ...  660 

Nylon  Products  3.120 

Remington  Guns  &  Ammunition  35,940 
/.rex  &  Zerone   \nti-Freeze._.  221.530 

Duquesne  Brewing  Co.  $512,800 

Duquesne  Ue  27.300 

Duquesne  Beer          485,500 

E  &  B  Brewing  Co.  $96,410 

Ale  83,460 

Beer         12,950 

Eastern    Air   Lines,    Inc.  $219,000 

Air  Travel  219,000 

Eastman   Kodak  Co.     $229,740 

Cameras            160.590 

Films                   69.150 

Electric   Auto-Lite  Co.  $61,350 
Batteries                 60,570 

Emcr  on   Drug  Co.  $562,660 
Bromo  Seltzer             511.640 

Emerson   Radio  &  Phono. 

Emerson  Radios    
Emerson  TV  Sets 

$52,370 
26,730 .      25,640 

Ford  Cars 
Ford  Tractors 
Ford   Trucks 

Lincoln  Cars  .. 

Mercury  Cars 

Foremost  Dairies,   Inc. 

Dairy  Products  ._   

Frito   Co.     $424,190 

Champion  Food-            16,780 
Cheetos  77,430 

Fritos    302,250 

Tatos  25,570 

Frontier  Foods  Corp. 

Ha\-R    Straw- 

Englander  Co.   Dealers    $117,210 
Mattresses            117.210 

Esslinger's,    Inc.  ...$101,420 
Beer  101.420 

Esso  Standard  Oil  Co.  $2,192,040 

Esso  Cas  &  Oil  ..  2,190.780 

Flit       ___  1.260 

Faith  For  Today,  Inc.  $102,190 

Religion  ._._             102.190 

Falls  City  Brewing  Co             $98,720 
Beer    98.720 

Fallstaff  Brewing  Corp.  $1,224,430 

Falstaff  Beer  ...  1,224.430 

Fels  &  Co.  $190,870 

Fels  Naptha  Inst.  Granules         153,530 

Fels  Naptha  Soap  Chips            37,340 

Felton,  Sibley  &  Co.,  Inc.  $55,060 
Paint          55.060 

Florida   Citrus   Commission         $1,972,450 

Citrus  Products  1,972.450 

Ford  Motor  Co.  $3,332,620 

2.981.590 
26.910 

113,980 
95.990 

107,900 

$510,510 
.      496.360 

Fuller,  W.   P.,  &  Co. Fuller  Paints 

$378,210 
375.720 

$154,530 

154,530 

G.  H.  P.  Cigar  $435,780 

El  Producto  Cigars  ... 
La  Palina  Cigars  ... 

Lovera  (  igar- Gallo  Winery  E.  &  J. 

Gallo  Wine 
General  Cigar  Co. 

Robert   Burns  Cigarrillos 

Robert  Burns  Cigars 

\  an  Dyck  Cigar- 
White  Owl  Cigars 

370.800 

43,790 
21.190 

$1,130,820 

1,091.980 

$584,270 

7,180 
348,620 

42,120 
186350 

General   Electric  Co. 

G.E.  Appliances  .... 
G.E.  Bulbs  _ 

G.E.  Radios 

G.E.  Washing  Machines    

Hotpoint  Appliances 
Telechron  Clocks 

General   Electric  Supply 

G.E.   Appliances    _ 

Hotpoint  Appliances  .... 

$1,039,800 
733.750 

1.500 

9.410 99,620 
157,900 

2.520 

$306,090 
....       221.190 

79.750 

General  Foods  Corp.  $9,415,940 

Bakers'  Inst.  Chocolate  44,350 
Birdseye  Frozen  Foods     1.230.660 
Good  Seasons  Salad  Dress    22.040 

Maxwell  House  Coffee  Inst    4.318.140 

Maxwell  House  Coffee 

Inst.  Reg.  312.110 

Post's  Cereals   ..  421.820 

Post's  Grape-Nuts/Flakes    70,570 

Post's  Sugar  Crisp  82.690 

General  Mills,  Inc.  $669,040 

Answer  Cake  Mix 

Bisquick      

Cheerio* Gold  Medal  Flour 
Kix  Cereal    

Sugar  Jets  ... Trix  ( lereal 

Various  Cereals    
Wheaties      

General  Motors  Corp. 
\C  Spark  Plugs 

All  G.M.  Cars  ... 
Buick  Cars     

Chevrolet  Cars 
Chevrolet  Trucks    
Delco  Batteries 

Frigidaire  Appliances 
Oldsmobile  Cars 
Pontiac  Cars 

General  Tire  &    Rubber  Co. 

General  Tires 

Genesee  Brewing  Co. 
Genesee  Ale    

Genesee  Beer 

33.390 

1.920 
83.680 

57.580 11.330 

1.320 12.810 

11.600 

15.850 

$3,487,860 
121.510 
29.630 

75.970 

953.220 
18.090 

49.530 
67.070 

1.516.611 
544.780 

$395,860 

363.960 

$178,920 

51.070 127.850 

i  Continut'd  > 
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/  First  Agam.. 

KDAL 
TV 
HERE  ARE  THE  REASONS: 

COVERAGE 

2l>  counties  in  Northern  Minnesota,  Wisconsin 

.md  Michigan  utilizing  Minnesota's  highest 
tower  (816)  •_»  feel  above  ground,  20 19  feel  above 

sea  level)   and   serving    144. Tiki  '    I A    H<  IMES 

FACILITIES 

100, iiiMi  watts  cm  Minnesota's  finest  Channel 
Channel  3       Networks     CBS     \BC 

AUDIENCE 

First  in  eoery  survej  (ARB.NCS,  Pulse)  taken  in 
Duluth-Superior  market.  16  of  the  top  17  net- 

work shows  in  March  1957,  ARM. 

PROMOTION  AND  MERCHANDISING 

KDAL-TV  offers  one  of  the  most  complete  pro- 
motion   .md    merchandising    programs    in    the 

nation.  Pro  »f  is  four  FIRST  PI   VI  I    Billl 

Magazine  promotion   awards  in   Audience  and 
Sales  Promotion ! 

AVERY- KNODEL,  National  Representatives 

*(   B5   :■■,    ■  :rch 

For  more  details  on  an  amazing  market  story,  see  .  .  . 

HARRY  HYETT,  Minneapolis       W.  E.  McCLENAHAN,  Milwaukee 

FIRST   IN  THE   NATION 

CHAN 
KDAL-TV 

I.M.N 

FIRST  IN  THE  TWIN  PORTS 

NESOTA 

jily  lors: 123 



SPOT  FILM  CLIENTS continued 

Gillette  Co.  $1,782,860 

Gillette  Bla.l.-  21,900 
■  te  Razors  ..  49,100 

Gluek  Brewing  Co.  $76,380 
Beer  ...    -           76,380 

Gold  Seal  Co.  $535,480 

Glass  Wax            293,950 

Snowy  Bleach  _  240,750 

Keebler   Biscuit  Co. 

Cookies  &  Crackers 
$477,430 

477,430 

Good   Humor  Corp. 

Ice  Cream 

Gordon  Baking  Co. 

Silvercup  Br<-;i<l 

$167,810 
167,810 

$313,240 
       313,240 

Grant  Co.         $397,070 

Various  Mail  Order  Items               397,070 

Great  A  &  P  Tea  Co. 

A  &  P  Food  Stores ... 
$902,830 

902,830 

Greyhound   Corp.  $639,470 

Bus  Travel  639,470 

Griesedieck   Bro.   Brew  Co.  $136,560 

Griesedieck  Beer         136,560 

Gunther  Brewing  Co.            $464,550 

Gunther  Ale  ...          _  3,810 
Gunther  Beer  ...  460,740 

Hall,  Robert  Clothes  4,450,490 

Hamm,  Theo.,  Brewing  Co.        $1,309,110 

Hamm  Beer       _         1,309,110 

Heidelberg   Brewing  Co.    $108,520 

Beer  _             108,520 

Heinz,  H.  J.  Co.  ..  .$1,334,260 

57  Varieties  Food  Prod.  _  1,334,260 

Hekman  Biscuit  Co.     $118,650 

Cookies  &  Crackers           118,650 

Hinshaw's  Dept.  Stores   $54,600 

Hi-V  Corp.    $127,850 

Orange  Juice  Concentrate         127,420 

Household  Finance  Corp.  ..  $503,500 

Insurance                    10,070 

Loans              493,430 

Humble  Oil  &  Refining  Co.  .       $184,630 

Humble  Gas  &  Oil  184,630 

Independent  Grocer's  Alliance        $96,570 
Groceries           39,000 

I.  G.  A.  Stores  ...  57,570 

Interstate  Bakeries    $359,880 

Blue  Seal  Bread  ..  50,250 

Bread       125,280 
Butternut  Bread    81,280 

Mrs.  Karl's  Bread  _.  10,080 

Weber's  Bread    _          54,030 

Jackson    Brewing   Co. 

Jax  Ale    _ 
Jax  Beer      _. 

Kellogg   Company    $4,810,530 

$566,660 

1,690 
564,970 

Kay,  Gerold  O.,  &  Assoc.  $79,720 

Bendix  Appliances  39,860 
Crosley  Radios  .  39,860 

All  Bran 
Corn  Flakes 

Gro-Pup  Dog  Food 
Rice  Krispies 

Special  K  Cereal 
Sugar  Frosted  Flakes  ... 

Keystone  Steel  &  Wire  Co. 
Fences 

Steel  &  Wire    

33,150 

52,640 
81,120 
10,660 

1,028,600 
49,770 

$48,230 15,440 

32,790 

Knomark  Mfg.  Co.  $83,570 

Esquire  Shoe  Polish  _  83,570 

Knudsen  Creamery  Co. 

Dairy  Products     
$168,780 

168,780 

Krantz   Brewing  Co.  $65,260 

Old  Dutch  Beer  65,260 
Kresge,  S.  S.,  Co.  $346,610 

Variety  Stores    346,610 

Kroger  Co.     $678,160 

Food  Stores  ..  678,160 

Krueger,  G.,  Brewing  Co.         $347,170 

Krueger  Ale     153,620 
Krueger  Beer  193,550 

Labor  Savers,   Inc.  _            $205,180 

Homecraft  Electric  Spray  Gun. ...       205,180 

Langendorf  United  Bakeries  $700,740 

Breads               521,610 
Langendorf  Bread     97,800 

La  Rosa,  V.,  &  Sons,  Inc.  .  $455,650 

Macaroni            400,770 
Ravioli  ...  630 

Spaghetti  ...  36,810 

Lay,  H.  W.,  &  Co.  $74,370 

Lay's  Potato  Chips  71,610 

Lee  Tire  &  Rubber  Corp.  $103,890 

Lee  Tires  ...               103,890 

Leonard  Refineries    $101,900 

D-X  Motor  Oil  ...  36,510 
Leonard  Gas              65,390 

Lever  Brothers  Co.     $4,535,010 

Breeze     64,620 

Dove  Toilet  Soap  ...  497,710 
Good  Luck  Margarine  ...  51,730 

Imperial  Margarine  1,378,220 

77,570 

15,810 

57,950 
1 18,390 

288,680 

1,874,410 

Lifebuoy  Soap    

Lux  Liquid  Detergent 
Lux  Toilet  Soap   

Pepsodent 
Rinso 

Wisk 

Lewis  Food  Co.  $657,120 

Dr.  Ross  Cat  Food  ...  270,010 

Dr.  Ross  Dog  Food  ...  .....       323,330 

Skippy  Dog  Food  ...  61,870 

Libby,  McNeil  &  Libby  $412,410 

Baby  Foods   _   _       189,970 
Canned  Pineapple          120,660 

Liebmann  Breweries,  Inc.  $768,660 

Rheingold  Beei  768,660 

Liggett  &  Myers  Tobacco  Co.    $4,400,900 
Chesterfield  1,106,590 
L  &  M                             __  3,294,310 

Lion  Oil  Co.                           $70,200 

Gas  &  Oil  70,200 

Lone  Star  Brewing  Co.  $432,440 

Lone  Star  Beer  _  432,440 

Lorillard,  P.,  &  Co.  $2,148,610 

Kent  Cigarett.  -  188,280 
Old  Gold  Cigarettes  _  1.958,800 

Lucky  Lager  Brewing  Co.  $680,600 
Lucky  Lager  Beer  680,600 

M.  J.  B.  Co.  $848,630 

MJB  Coffee  Inst./Reg    427,580 
MJB  Coffee  Regular  312,980 

Magees,    Inc.                $71,500 

Electrical  Appliances  _  71,500 

Magnolia  Petroleum  Co.  $254,260 

Mobilgas  &  Mobiloil  254,260 

Maier  Brewing  Co.  $53,050 
Brew  102  Beer  53,050 

Malt-o-Meal   Co.  $323,120 

Malt-O-Meal  _  323,120 

Mars,    Inc.  $555,670 

Mars  Candy  Bars     496,260 
Milky  Way  Candy  Bars  59,410 

Mayer,  Oscar,  &  Co.  $567,430 

Mennen  Co.  $595,500 

Mennen  Afta  Shave  Lotion  216,580 
Mennen  After  Shave  Talcum  1,390 
Mennen  Cream  Hair  Oil  1,390 
Mennen  Foam  Shave  86,350 

Mennen  Shampoo             2,490 
Mennen  Shave  Cream     49,980 
Mennen  Skin  Bracer    85,110 

Mennen  Spray  Deodorant  44.190 
Mennen  Tube  Shave    82,590 

Miles  Laboratories,   Inc.      $5,354,730 

Alka-Seltzer  _  4.498,070 
Bactine  284.950 

One-A-Day  Brand  Vitamins  429,980 

Miller  Brewing  Co.  ..  $281,260 

Miller  High  Life  Beer  281,260 

Molson  Brewery,  Ltd.  ..  $148,760 

Molson's  Ale  97,950 

Molson's  Beer  50,810 

Murphy  Prods.  Co.  _  $156,320 

Livestock  &  Poultry  Feed  156.320 

Narragansett  Brewing  Co.  $290,410 
Croft  Ale  112,660 

Narragansett  Ale  77.460 
Narragansett  Beer  ...  100.290 

National  Airlines,  Inc.  $260,930 

National  Biscuit  Co.  $5,536,500 

Dromedary"  Cake  Mix  983.060 
Home  Town  Bread  9.020 

Master  Plan  Bread  ...  142.210 
Milk  Bone    _      77,370 
Millbrook  Bread  .  20,320 

(Continued) 
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SPOT  FILM  CLIENTS continued 

Nabisco  <  ookies  X  <  backers 

Vabisco  Shredded  \\  ln-at 
Nabisco  Shredded  Wheat  Jrs  . 

N ii  1  > i - « ii  \  a i  kiiis  Cereals    

NBC   Bread 

I'al   Dog   Foods 

Kan^t-r  Joe  Cereal 
Rice  Honeys 

\\  beat  I  [one)  - 

3,059,090 
178,110 

203,670 
166,270 
170,340 

23,150 

12,930 
324,430 

154,060 

National  Brewing  Co.  $692,150 

National  Bohemian  Beer  605,220 

National  Premium  Beer  86.930 

National   Carbon   Co. 

Everead)   Batteries 

Prestone    Vnti-Freeze 

$342,690 

204,320 

138,370 

National  Clothing  Co.  $53,650 

National  Dairy  Products  $1,246,530 

Kraft — Various   Products  ..               157,250 
Sealtest  Dairy  Products  _.  153.050 

Sealtest  Ice  Cream  ...  68,950 

National  Tea  Co.  $136,040 

F   I  Stores  136,040 

Nationwide   Insurance  Co. $283,100 

Natural  Gas  Co.  $65,520 

Natural  Gas  Utilities    65,520 

Nehi  Corp.   Bottlers  ..$1,614,150 

Nehi  243,340 

Royal  Crown  Cola  ...  1,328.700 

Nestle  Co.,  Inc.  $2,374,920 

Decaf  Instant  Coffee  ...  717,320 

Nescafe  Instant  Coffee  ...  324,130 

Nestle's  Instant  Coffee  ..  1,098.010 

New  England  Provision  Co.  $71,710 
Meats         _      71.710 

New  York  Central  Railroad $85,610 

Norwich  Pharmacol  Co.  $123,670 

Pepto-Bismol  123,670 

Oertel  Brewing  Co.  $139,350 
Beer         _         139.350 

Ohio  Oil  Co.  $299,990 

Marathon  Gas  &  Oil  299,990 

Oklahoma   Oil   Co.  $127,020 

Oklahoma  Oil  ...  127.020 

Olympia   Brewing  Co.  ..  $149,380 

Olytnpia  Beer  ...  149,380 

Pabst    Brewing   Co.  $1,962,580 

Eastside  Beer   .  983,430 

Pal.M  Beer                977,240 

Pan-Am  Southern  Corp.  $381,790 

Pan-Am  Gas  &  Oil  381,790 

Pan-American    World   Airways         $63,800 

Parker   Pen   Co.  $60,650 

Parkn  Pens  60.650 

Paxton  &  Gallagher  Co.  $665,810 

Butter-Nul  Coffee  Reg    665.810 

Pearl   Brewing  Corp.  $264,420 

Pearl   Beer  264,420 

Pepper,  Dr.,  Co.   Bottlers  $716,790 

Dr.  Pepper  Soft  Drinks  700,910 

Quaker  Oats  Co.  $619,200 

Petersen    Baking    Co.  $114,890 
Peter  Pan  Bread  I  1 1.700 

Petri  Wine  Co.  $497,310 

G  &  I)  Vermouth  24,760 

G  &  D  Wiio  2.">.  120 
Italian  Swiss  Colony  Wine  310.140 
Petri   Wine  137.290 

Pfeiffer   Brewing   Co.  $228,980 

Beei  228.980 

Pharmaceuticals,    Inc.  $1,108,580 

Geritol  190,060 
Sominex  63.780 

Various  Drugs    62,540 
Zarurnin  33,560 

Phillips  Petroleum  Co.  $624,370 

Phillips  66  Gas  &  Oil  ...  618,640 
Tires    5,060 

Trop-Arctic  Motor  Oil  —.,....  670 

Piel  Bros.,  Inc. 
Piel's  Beer  ... 

$1,485,300 

1,485,300 

Pillsbury  Mills,  Inc.  $692,150 
Ballard  &  Ballard  Biscuit  ...  80.820 

Ballard  Flour  ...  69,260 

Ballard   Meal    2,090 

Feeds    40.800 

Obelisk  Flour    89,090 

Pillsbury  Cake  Mixes    74,240 

Pillsbury  Flour  254,150 

Pillsbury  Pancake  Mix     6,830 

Pittsburgh    Brewing   Co.    $280,750 

Iron  City  Beer  183,560 

Tech  Beer               97,190 

$210,100 

3,600 50,630 

Power   Products,   Inc.     

Baltimore  Slicer       
Blendor   

Super  Jet  Spray  Gun  _  155,870 

Prince  Macaroni  Co.    $94,690 

Macaroni                  61,420 

Spaghetti              33,270 

Procter  &  Gamble  Co. 

Biz  Liquid  Detergent 

Big  Top  Peanut  Butter 
Cheer         

Crest          
Dash     

Drene  Shampoo 
Duz  ... 

Fluffo  ... 

Gleem       

Ivory  Flakes      

Lava  Soap 

Oxydol      
Prell  Shampoo    
Secret  Cream  Deodorant 
Tide 

Velvet  Blend  Shampoo  .... 
Whirl  Liquid  Shortening 

Zest  Beautv  Bar         

$1 

Quaker  City  Choc.  &  Conf.  Co. 
Good  &  Plenty  Candy   

7,522,450 

61.570 
633,770 
783,770 

2.818.170 

1,693.880 
213,270 
7  13.500 

147,610 

1,609.620 

1,024,660 

1.785.900 
1,288.630 
771.220 

226,030 
27.390 

513.820 

39.860 

36.930 

139,020 

$200,130 
200,130 

Aunt  Jemima  Corn  Meal 

Aunt  Jemima  Flour      

\ unt  Jemima  Pancake  Mix 
Aunt  Jemima  Waffle  Mix 

Corn  Bread  Mix 
Ful-O-Pep  Feed 

Quaker  Oats 
\  arious  Cereals 

18.640 

6.060 
49,420 

13,820 
394,450 

15,720 
45,890 

13,190 

RCA    Dealers  $96,180 

RCA  Appliances  ...  9.670 

R(   \  Radios  750 
RCA  TV  Sets  ...  48,800 

Ralston-Purina    Co. 

Instant   Ralston  Cereal 

Poultry    Feeds Purina  Chows    

Purina  Dog  Chow 

Purina  Feeds Ralston   Cereals   .. 
Ry-Krisp 

Rath  Packing  Co. 

Canned    Meats 
Chopettes      
Meat  Products 

$1,143,750 
21.710 

6.110 157.060 

714.:>7n 
7.180 

141.220 

93,300 

$790,620 
64.840 

320.630 
...       389.510 

Regal  Pale  Brewing  Co.  $412,550 

Regal  Pale  Beer  ...  412,550 

Reilly,  Wm.  B.,  &  Co.,  Inc.  $758,720 
Luzianne  Coffee  Inst  Reg     415.340 

Luzianne  Coffee  Reg.     284,230 

Renaire  Corp.    $74,110 

Food  Freezer  Plan  74.110 

Reynolds,  R.  J.,  Tobacco  Co. 
Camel    
Winston        

Richfield    Oil    Corp. 

Richfield  Gas  &  Oil 

$1,952,760 680.690 

806,960 

$543,010 ....       543.010 

Richman  Brothers  Co.     $154,700 

Clothing       _         154,700 

Roberts,  Rev.,  Orol    $460,780 

Religion            460.780 

Ronzoni  Macaroni  Co.    $281,070 

Macaroni       281.070 

Rosen   Raymond  Co.  .___      $78,340 

RCA  Products         78.340 

Roto-Broil  Corp.  of  Amer.    $305,090 
Rotisseries           305.090 

Ruppert,   Jacob,    Brewery  $489,400 
Knickerbrocker  Beer  ...         454.140 

Ruppert  Beer  _              35.260 

Safeway  Stores,  Inc.    $978,430 

Food  Stores    694.880 

Schaefer,  F.  &  M.,  Brew.  Co.         $648,040 

Schaefer  Beer          6  48.040 

Schlitz,  Jos.   E.,  Brewing  Co.         $638,370 

Schlitz  Beer          638.370 

Schluderberg,  W.,-T.  J. 
Kurdle  Co.           

Esskay  Meats           
$110,710 110.710 

(Continued) 
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WE'VE   SAID    IT   MANY, 
MANY   TIMES   

AND  NOW  WE'RE 
PROVED   RIGHT  BY 

PULSE 
AREA  SURVEY 

MAY  6-13,   1957 

IN     THESE     25     COUNTIES 

Cadi  I  lac,    Michigan 

REPRESENTED   NATIONALLY  BY 

WEED  TELEVISION 

ANTRIM 

BENZIE 
CHARLEVOIX 

CLARE 
CRAWFORD 

EMMET 

GLADWIN GRAND    TRAVERSE 
GRATIOT 
ISABELLA 

KALKASKA 

LAKE 
LEELANAU 
MANISTEE 

MASON 
MECOSTA 

MIDLAND 
MISSAUKEE 
MONTCALM 
NEWAYGO 

OCEANA 
OSCEOLA 
OTSEGO 

ROSCOMMON 
WEXFORD 

GENE   ELLERMAN,  V.P.-GEN.   MGR. 

CADILLAC,   MICHIGAN       •       PROSPECT   5-3478 

.in.Y   L957 12: 



SPOT  FILM  CLIENTS .   continued 

Schmidt,  G.,  &  Sons,  Inc.  $268,830 

Ale   —          63,720 
Beer  _  _       205,110 

Schoenling  Brewing  Co.  $346,230 
Beer        346,230 

Schonbrunn,  S.  A.,  &  Co.,  Inc.  ..  $281,780 

Savarin  Coffee  Reg.  _  281,780 

Scott  Paper  Co          $229,510 

Cut-Rite  Wax  Paper 
Scotkins   _   — 
Scott  Tissue    — 
Scott  Towels 

Scottie  Tissues 
Soft-We\e 

86,910 
10,950 

62,230 

7,460 
46,560 
14,100 

Sealy  Mattress  Co.   Dirs.  $795,680 

Sealy  Mattresses            795,680 

Sears  Roebuck  &  Co.    $350,250 

Stores  &  Mail  Order          317,250 

Seven-Up  Co.   Bottlers 

Seven-Up 
$1,201,450 

1,201,450 

Sheaffer,  W.  A.,  Pen  Co.                 $125,610 

Sheaffer  Pens  __  ......       125,610 

Shell  Oil  Co.  $2,000,220 

Shell  Gas  &  Oil  ..  2.000,220 

Signal  Oil  Co. 

Signal  Gas  &  Oil 
Simoniz  Co.    

Ivalon  Sponges  __. 

$81,000 
         81,000 

$537,180 
        112,950 

Simoniz  Floor  Wax  &  Polish  ......      47,810 

Simoniz  Hi-Lite  Polish         227,850 
Simoniz  Polishes           54,120 
Simoniz  Waxes           56,770 

Sinclair   Refining   Co. 
Sinclair  Gas  &  Oil  _ 

$675,460 
675,460 

Singer  Sewing  Machine  Co.  $66,930 

Singer  Sewing  Machines         66,930 

Skelly  Oil   Co.  $139,440 

Skelgas  &  Oil               139.440 

Slenderella  Co.    ...    $399,180 

Reducing  Salons              399,180 

Socony  Mobil  Oil  Co.  Inc. 
Mobilgas  &  Mobiloil  ..... 

$1,228,650 

1,228,650 

Squirt  Co.   Bottlers  $177,670 

Squirt  Mixer             15.920 

Squirt  Soft  Drink  _  161,750 

Standard   Food   Markets  $143,610 

Humpty  Dunipty  Food  Mkt-  146,610 

Standard  Oil  Co.  of  Calif.  ..  $474,410 

Calso  Gas            257,310 
Chevron  Gas  ...  122,200 
RP.M  Oil  .....        94.900 

Standard  Oil  Co.  of  Ind.  $1,247,170 

Standard  Gas  &  Oil  _  1,247,170 

Standard  Oil  Co.  of  Ohio  $537,540 

Sohio  Gas  &  Oil  530,390 

Tir>-     1,430 

Stegmaier    Brewing    Co.  $201,900 

Stegmaier  Ale            15,860 
Stegmaier  Beer  _  186,040 

Sterling    Breweries,   Inc. 
Beer 

Sterling    Drug,   Inc. 

Bayer  Aspirin  __ 

Dr.   Lyon's  Dentifrices 
Double  Danderine 

Energine     
Fizrin            

Haley's  M.  O.  ... 
Ironized  Yeast   

Molle  Shaving  Soap      

Phillips  Milk  of  Magnesia 
Storz    Brewing    Co.   

Beer 

$137,880 
...        137,880 

$8,823,300 
_      2,994,960 

635,830 
114,640 

438,390 

1,178,190 
851,930 

149,900 
288,090 

1,262,070 
$135,020 

...       135,020 

Strietmann    Biscuit    Co. 

Cookies  &  Crackers   
$143,750 

.       143,750 

Studebaker-Packard  Corp   $653,210 
Packard  Cars              253,750 
Studebaker  Cars          395,610 
Studebaker  Trucks           3,850 

Sun  Drug  Co. 

Drug  Products 
$123,760 123,760 

Sun    Ray   Drug   Co.     $128,700 

Drug  Stores             128,700 

Sunshine  Biscuit  Co.     $810,070 

Cookies  &  Crackers              810,070 

Swift  &  Co.       $1,091,940 
Butter   
Frozen  Foods  .... 

Frozen  Meats   
Ice  Cream   
Meat  Products 

Pard  Dog  Food Poultry 

450 

73,510 
309,160 
113,380 
324,550 

11,150 
45,430 
36,800 

2,710 
Tafon  Distributors,  Inc   $821,950 

Table  Ready  Meats 

Yigoro  Fertilizer   

Avatrons 
Kobar  ..— 

Peels  ..... 
RX  30  .. 
Tafon    

Triplehist   

Tasty  Baking  Co. 

Tasty  Kake    

48.800 

11,970 
98.980 
11.340 

640,620 

10,240 

$93,640 .      93,640 

Terre  Haute  Brewing  Co.        $116,040 

Champagne  Velvet  Beer           116.040 

Texas  Electric  Service  Co   $65,490 

Light  &  Power  _  65.490 

Texas   State  Optical   Co.  $71,310 

Optical  Service             71,310 

Thrift  Drug  Co.  $139,320 

Drug  Products  ...  139,320 

Top   Value    Enterprises  SI  041.480 
Top  Value  Trading  Stamps  ....       1,041.480 

Toy  Guidance   Council            $92,720 

Toys          92,720 

United  Gas  Co.  $53,190 

Appliances         10.230 
Gas                12,330 

Utilities               30,630 

U    S.  Borax  &  Chemical  Corp.    $1,097,930 

Boraxo                  292,080 
Twenty  Mule  Team  Borax    805,850 

U.  S.  Tobacco  Co. 

Encore      
$524,430 

482,580 

United  Vintners,  Inc.  $228,990 

Italian  Swiss  Colony  Wine             61,060 
Petri  Wines  130,990 
Wines  21,540 

United-Whelan  Stores  Corp.  $154,440 
Stores    77,220 
Various  Products            77,220 

Wagner,  August,   Breweries  $76,270 

Augustiner  Beer   33,170 
Gambrinus  Beer  43,100 

Walgreen  Co. 

Drug  Stores 

Wander  Co.  .. 
Ovalmix   

Ovaltine   

$508,580 
508,580 

$263,300 

33,080 
.      230,220 

Ward  Baking  Co.  ...  $848,230 

Aunt  Hannah  Bread              15,840 

Tip  Top  Bread  ....          641,990 
Tip  Top  Cakes              159,690 

Ward  Drug  Co.  ..$52,410 

Drug  Chain        52,410 

Warner-Lambert  Pharma.  Co.    $5,820,440 

Listerine  Antiseptic          1,341,500 
Listerine  Dentifrice      .-       1,291,606 

Quick  Home  Permanent            336,030 

West  End  Brewing  Co    $346,060 

Utica  Club  Ale            88,580 
Utica  Club  Beer          257.480 

White  King  Soap  Co.  .....    $184,670 

White  King  Cleaner     2.040 

White  King  Detergent  126.970 
White  King  Granulated  Soap  _        28,080 

White  King  Toilet  Soap           27.580 

White,   Martha,  Mills,   Inc   $174,630 

Fortune  Feed    2.430 
Martha  White  Cake  Mixes     25,280 

Martha  White  Coffee  Inst./Reg.  500 
Martha  White  Corn  Meal          34.950 
Martha  White  Flour    103.890 

Martha  White  Jams     500 

Whitehouse  Co.  $136,740 

Phonograph  Records  ...  124,910 

Wiedemann,   George,    Brewing      $594,120 

Wiedemann  Beer    594,120 

Wilson   &   Co.,    Inc    $312,050 

Bak-Rite  Shortening  6,930 
Canned  Meat-  15,680 

Ideal  Dog  Food  ...  2.360 
Meats           278,140 

Wilson  Dog  Food     360 

Wisconsin  Electric  Power  $80,830 

Electric  Senice  80,830 

Wisconsin    Independent  Oil  $74,330 

Gas  &  Oil  74.330 
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GEE! I'm  going  to  buy  that  candy!" 
He  was  watching  Chicago's  top   rated   clay  time  TV   program  — 
Network  or  Local  —  WON -TVs   "Lunehtime   Little  Theatre" 
(Average  quarter  hour  rating,  8.3% — June  A  KB  . 

Top  programming  to  deliver  you  the  right  kind  of  audience  is 
our  business. 

That's  why  Top  Drawer  Advertisers  use  WGN-TV 
Let  our  specialists  till   you    in   on  some  exciting   WGN-TV  case  histories, 
discuss  your  sales  problems  and  advise  you  on  current  availabilities. 

Put  "GEE!"  in  your  Chicago  sales  with 

WGN-TV CHANNEL  9-CHICAGO 

JULY   1957 
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FILM  BASICS 

11. How  do  you  convert  film  minutes  to  footage  (and  vice  versa)  ? 

TABLE  CONVERTS  FILM  FOOTAGE  TO  TIME  OR  VICE  VERSA 

FOOTAGE  TO  TIME FOOTAGE  TO  TIME TIME  TO  FOOTAGE  in  35mm   in  16mm 
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COPYHIGHT   1955   SCHEEN  GEMS,   INC. 

Do  you  know  how  long  it  takes  2,683  feet  of  35  mm.  film  to  run?    See  answer  below 

For  film  men  not  equipped  with  time-footage  convert- 
ers, sponsor  reproduces  one  developed  by  Peter 

keane  of  Screen  Gems.  It  permits  calculations  from 

footage  to  time  and  vice  versa  for  both  16  mm.  and 

35  mm.  It  goes  up  to  33  minutes  of  running  time 

for  35  mm.  and  55  minutes  for  16  mm.  The  figures 

are  based  on  standard  rates  of  travel  in  tv  projectors. 

Since  film  people  are  familiar  with  standard-length 
films,  the  chart  is  useful  in  figuring  out  odd  lengths 

of  time  and  footage.  In  such  cases,  the  user  breaks 

down  the  figures  into  those  already  calculated  in  the 

chart  and  merely  adds  them  together.  For  example, 

if  the  user  wants  to  find  out  how  long  2.683  feet  of 

35  mm.  will  run.  he  goes  about  it  this  way.  Referring 

to  the  chart  shows  that  2,000  feet  runs  22  minutes 

and  13  seconds:  600  feet  runs  six  minutes  and  40 

seconds;  HO  feet  runs  53  seconds  and  three  feet  runs 

about  two  seconds.  That  makes  a  total  of  28  min- 

utes and  108  seconds  or  29  minutes  and  48  seconds. 

The  chart  should  also  be  useful  in  commercial  pro- 

duction, where  short  lengths  are  common  and  careful 

calculations    essential    for    tv's    split-second    timing. 

■ill   mi   inn   inn   mini   n   mini   mm   inn   mini   iniiiiiiiiiiiiiiiiiiiiiiiiiiiii   iniiiiiiiiiiiiiiii   iniiiiiiiii   mi 
:iiiiimmiiiiiiiiiiiiiiiiii 
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MOUSETRAP,  STEAM  TRAP,  SEWER  TRAP 

...it  makes  no  difference 
.  .  .  the  world  wont  beat  a  path  to  the  door  of 

the  man  who  builds  a  better  one  and  then  doesn't 
advertise  it  so  that  people  will  know  about  his 

product,  know  where  it  can  be  bought  and  how 
much  it  costs. 

Advertising  benefits  the  buyer,  too.  It  tells  you 

the  product  story,  makes  it  easy  for  you  to  buy. 

Even  more  important  to  you,  advertising  leads 

to  mass  production  and  volume  sales  ■  .  .  which 
means  lower  costs  and 

lower  prices. 

Yes,  "Advertising 

Benefit?  You"  .  .  . 

'specially  business- 

paper  advertising. 

SPONSOR    PUBLICATION'.    |MT 

jlly  1957 
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get  (/ou/o  nteAAag& 
o*v  tk&  mag  ay 
GOLDEN 
SPREAD 

utk&L&  grteat  thau/A 
a/t&  kappetung 

KGNC-TV  is  a  station  of  specialists. 
Our  weatherman  is  a  graduate  meteorologist 

who  does  nothing  but  weather  forecasts. 

Our  sports  man  is  exactly  that  —  and  one  of 
the  best.  Our  news  men  are  specialists  in  news 
That  is  their  sole  job.  We  maintain  a 

complete  farm  department  in  connection 

with  radio  with  two  full-time  men  assigned 
to  do  nothing  but  handle  farm  news 
and   programming. 

You  can't  go  wrong  when  you  buy  Big  4! KGNC-TV Channel  4 
AMARILLO,     TEXAS 

CONTACT ANY K     A     T     Z  MAN! 
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SECTION 

A  survey  of  U.S.  tv  stations  showing  their 

color  tv  status,  including  whether  they  are 

equipped  for  network  color  transmission; 

local  slide,  local  film,  local  live  transmission. 

Includes  box  score  on  total  U.S.  color  status. 

■c 

»3 
/. 



COLOR  BASICS 

Box  score  on  stations  equipped  for  network  and  local  colorcasting 
Below  are  results  of  a  sponsor  survey  of  t\  stations 

which  reported  their  color  status  to  CBS,  NBC  or  Standard 
Rate  and  Data  Service  as  of  June  1957.  (For  color  status 

as  of  June  1956.  see  Ktth   Annual  Kail  lad-  Basics.  1956.1 

Here  s  the  hox  score  on  t\pe  of  color  transmission  for 
which  the  stations  are  now  equipped  or  will  soon  be: 

Some  281    stations    (55rv  i    can   transmit  network   color 
i  f  nntinues  page  136) 

ALA. 

ARIZ. 

ARK. 

CAL. 

COL. 

CONN. 

D.C. 

FLA. 

GA. 

ILL. 

Available   locally 

CALL  LETTERS.  CITY 

NET 

AFFILIATION 

WABT,    Birmingham  N-A 
WBRC-TV,    Birmingham  C 
WMSL-TV.    Decatur  C-N 
WALA-TV,    Mobile  N 
WKRC-TV,    Mobile  C 
WCOV-TV,    Montgomery  C 
WSFA-TV,    Montgomery  N 

KOOL-TV,    Phoenix 
KTVK,    Phoenix 
KVAR.    Phoenix 

KFSA-TV,  Fort  Smith  A-N 
KARK-TV,    Little    Rock  N 
KTHV,    Little    Rock  C 
KCMC-TV,  Texarkana  C-A 

Fall  '58 
KERO-TV,    Bakersfield 
KHSL-TV,   Chico 
KFRE-TV,   Fresno 
KJEO-TV,    Fresno 
KMJ-TV,    Fresno 
KTLA,    Hollywood 
KHI-TV,    Los  Angeles 
KNXT,    Los   Angeles 
KRCA,    Los   Angeles 
KVIP-TV,  Redding 
KBET-TV,   Sacramento 
KCCC-TV,     Sacramento 
KCRA-TV,    Sacramento 
KSBW-TV,   Salinas-Monterey 
KFMB-TV,    San    Diego 
KFSD-TV,    San     Diego 
KPIX,    San    Francisco 
KRON-TV,   San   Francisco 
KSAN-TV,   San   Francisco 
KEY-T,    Santa    Barbara 

N 

C-A C 
A 
N 

Don   Lee 
C 
N 

A-N 
C 
A 
N 

C-N-A 

C-A N 
C 
N 

A-C-N 

|an   '58 

On  selected  basis 

July  '57 

early  '57 

KLZ-TV,    Denver 
KOA-TV,  Denver 

C 
N 

WHCT-TV,    Hartford  C 
WNBC-TV,   New   Britain  N 
WNHC-TV,    New    Haven  A-C 

WMAL-TV,    Washington 
WRC-TV,     Washington 
WTOP-TV,    Washington 

When  ABC 
begins 

programing 

Sept  '57  Sept  '57   Sept  '57 

WJHP-TV,   Jacksonville 
WMBR-TV.    Jacksonville 
WCBS-TV,    Miami 
WCKT,    Miami 
WTVJ,    Miami 
WDBO-TV,   Orlando 
WEAR-TV,    Pensacola 
WFLA-TV,  Tampa 
WTVT,    Tampa 
WPTV-TV,   West   Palm    Beach 

A-N 

C-A N 
N 
C 

A-C-N 
A-C 
N 
C 

N-C 

Nov  '57 

This  year 

WACA-TV,    Atlanta 
WSB-TV,  Atlanta 
W|BF.  Augusta 
WDAK-TV,  Columbus 
WRBL-TV,    Columbus 
WMAZ-TV,    Macon 
WSAV-TV,   Savannah 
WTOC-TV,  Savannah 

C 
N 

A-N 
N 

A-C 

A-C 
N 

A-C 

57 

'57 

late  '57 
This  year 

WCIA,   Champaign  C-N 
WBBM-TV,    Chicago  C 
WCN-TV.   Chicago  M 
WNBQ,    Chicago  N 
WEEK-TV,    Peoria  N 
WTVH,    Peoria  C-A 
KHQA-TV,    Quincy  C 
WCEM-TV,    Quincy  N-A 
WREX-TV,    Rockford  C-A 
WTVO,    Rockford  N 
WHBF  TV.   Rock   Island  C-A 

x 

Experimental    color   only 

et 

A. 

liable    locally 

r 
O 

O i/i 

u a s a 

tt 

O 

a. 

c 

5 o O 
NET 

h 
o o 5 

CALL   LETTERS,   CITY     AFFILIATION Z 

t1 

IND, 
WEHT,    Evansville C X 

WANE-TV.  Fort  Wayne 

C-A 

X 

WKJC-TV,    Fort    Wayne N X 

Sept  '58 
Sept  '58 

WFBM-TV,    Indianapolis N X X X x 

WISH-TV,    Indianapolis C X 
WFAM-TV.    Lafayette X _ 
WLBC-TV.    Muncie 

A  C-N 

X m 
WNDU-TV,    South    Bend N X 

This 

summer WSBT-TV.    South    Bend C X _ 
WTHI-TV,    Terre    Haute C X 

IOWA WOI-TV.     Ames 
WMT-TV,    Cedar    Rapids 

A 
C 

X 

X 

WOC-TV,    Davenport N X _ 
KRNT-TV,    Des    Moines C X . 
WHO-TV,    Des    Moines N X X X _ 
KQTV,    Fort    Dodge N X - 
KCLO-TV.   Mason  City C X - 
KTVO,  Ottumwa C-N X _ 
KTIV,   Sioux  City N X _ 
KVTV,    Sioux    City 

A-C 

X 

KWWL-TV,    Waterloo N X 

KANS. KCKT-TV,  Great  Bend N X 

KTVH,    Hutchinson C X _ 
: WIBW-TV,  Topeka 

A-C 

X 

KARD-TV,    Wichita N X X X ■ 

KY. WEHT.   Henderson C X 

: WAVE-TV,   Louisville N X 

WHAS-TV,   Louisville C X 

LA. WBRZ,   Baton   Rouge 
N-A 

X 

KLFY-TV,   Lafayette C X 

KPLC-TV,    Lake    Charles N-A X _ 
KNOE-TV.    Monroe C-N-A X _ 
WDSU-TV,    New    Orleans 

N-A-C 
X X X X 

KSLA-TV,  Shreveport 

C-A 

X _ 
KTBS-TV,    Shreveport 

N-A 
X 

ME. 

W-TWO,    Bangor 
C X 

WCSH-TV,    Portland N X . 
WCAN-TV,    Portland C X 

MD. 
WBAL-TV,    Baltimore N X X X > 
WMAR-TV,    Baltimore C X X X 
WBOC-TV,   Salisbury 

A-C 

summer MASS. 
WBZ-TV,    Boston 
WNAC-TV,    Boston 
WHYN-TV,    Springfield 

N 
C 
C 

X 

X 

X 

X X 

WWLP.    Springfield 
N-A 

X X 

MICH. WJBK-TV,    Detroit C X 

WWJ-TV,    Detroit 
N X X X _ 

WOOD-TV,  Grand  Rapids 

N-A 

X _ _ 
WKZO-TV,   Kalamazoo 

C-A 

X _ 
WJIM-TV,   Lansing A-C-N 

X _ _ 
WKNX-TV,  Saginaw-Bay  City 

C-A X - - 
WNEM-TV,  Saginaw-Bay  City 

N X X X 

MINN. WDSM-TV.    Duluth-Superior 
N X 

WCCO-TV,    Minneapolis 
C X X 

KROC-TV,    Rochester 
N X 

'58 '58 

- 
KSTP-TV,    St.     Paul 

N X X X 

MISS. WCBI-TV.    Columbus N-C 

Tar get  date 
mid  '57 

WDAM-TV,    Hattiesburg N-A 
X - 

WJTV,   Jackson 
C-A 

X - 
WLBT.   lackson 

N-A 

X 

WTOK-TV,  Meridian 
C X 

MO. KFVS-TV,  Cape  Girardeau 
C X _ 

WHQA-TV,   Hannibal 
C X _ _ 

KODE-TV.    Joplin 

C-A 

X _ - 
KCMO-TV,    Kansas  City C X _ - 
WDAF-TV,    Kansas   City N X X X - 
KSD-TV,    St.    Louis N X X X - 
KWK-TV,    St.    Louis 

C X _ - 
KTTS-TV,    Springfield 

C X - - 
KYTV,   Springfield 

N-A 

X 

— 

NEB. 
KHAS-TV,    Hastings N X 

KHOL-TV,   Kearney C X _ - 
KOLN-TV,    Lincoln 

C-A         Sp 

ing  '57 

_ _ 

-  * 

KMTV,   Omaha 

N-A 

X X X < 
WOW-TV,    Omaha C X - 
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WORKING   PARTNERS 

9  &
  & 

FRANK    HEADLEY,  President 

OWIGHT    REED,  Vice  President 

PRANK    PELLEGRIN,  Vice  President 

PAUL    WEEKS,  Vice  President 

TELEVISION 

We've  been  moving  steadily  forward,  since  the  <la\  1 1  -I'. 
was  stalled  In  a  group  of  Working  Partners.  Our  list 

of  stations  lias  had  a  healthy  growth:  our  staff  lias  steadily 

increased;  we've  added  offices  from  COast-tO-COast.  Yet 

while  we  have  been  moving  forward,  the  basic  character  <>f 

H-R  has  never  changed.  The  III;  Partners  are  still 

Working  Partners  and  today,  as  when  we  started,     we 

always  send  a  man  to  do  a  man  s  job. 

380  Madison   Ave. 

New  York  17,  N.  Y. 

Oxford  7-3120 

35  E.  Wacker  Drive 
Chicago    1,    Illinois 

RAndolph  6-6431 

101    Morietto   Street 

Atlanta,  Georgia 

JAckson  3-7797 

6253  Hollywood  Boulevard 
Hollywood  23,  Calif. -  -od   2-6453 

155  Montgomery  Street 
San   Francisco.   Calif. 
YUkon  2  5837 

416  Rio  Grand*  Hdg. 
Doi'oi.  Teios 

Riverside  2-5148 

520  lovett  Boulevard 
Room  No     ID 
Houston,   Teias 
JAckson   81601 

910  Royol  Street 

Conol  3917 New  Orleans,  Lo. 

529  Ron  A-rer  can  Bank 

Miami,    Florida FRonklin  3  7753 



COLOR  BASICS 

shows,  an   increase  <>f  some  (>1   stations  over  June   L956. 

There  are  81  stations  i  1<>'<  i  equipped  to  transmit  local 
color  slides.    Thai  compares  with  75  in  L956. 

The  figure  is  7()  stations  (17.595  i  for  transmission  of 
color  film  locall)  compared  with  74  in  L956. 

Ili>-  growth  in  stations  equipped  to  program  local  live 

color  has  been  slowest  of  all.  There  are  32  stations 

'<>''  i  so  equipped  this  year  compared  with  29  stations  in 
the  surve)   <>l  June   1956. 

\ll  in  all.  however,  station  equipment  for  transmission 
of  color  has  far  outpaced  growth  in  set  circulation.  Sta- 
t i< > 1 1 -  arc  rcailv    lot   colors  surue  when  it  conies.  ^ 

Available   locally 
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CALL  LETTERS.  CITY AFFILIATION z u u —J CALL  LETTERS,  CITY AFFILIATION Z J 

NEV. KLAS-TV.    Las  Vegas C X s.c. WAIM-TV.    Anderson C X 

KLRI-TV,    Las   Vegas N-A X 

Jul "57 

Dec  '58 

WCSC-TV,    Charleston 

C-A 

X _ 
WUSN-TV.  Charleston 

N-A X _ - 

-. 

WIS-TV,    Columbia N X 

N,  M. KCCM-TV,   Albuquerque C X 
WNOK-TV.  Columbia C X _ _ _ 

KOB-TV.     Albuquerque N X 
fall  '57 

fall  '57 

WBTW.    Florence 
C-A-N 

X _ _ _ 
KSWS-TV,  Roswell N-C-A X 

This 

year 

WFBC-TV,    Creenville 
WSPA-TV,   Spartanburg 

N 
C 

X 

X 

X - - 

H.Y. WCOA.  Albany C-A X 

S.  D, 
KOTA-TV.    Rapid  City C X 

WNBF-TV.    Binghamton C-N-A X „ KELO-TV,   Sioux   Falls N-A 

Sept  '57 

X X 

WBEN-TV.    Buffalo C X X X X 

  __ 

WBUF.   Buffalo N X TENN. WDEF-TV,    Chattanooga 
C-A X 

WCR-TV.   Buffalo A X WRCP-TV,   Chattanooga 
N-A X 

WCBS-TV,   New   York   Cify C X X X X WDXI-TV,   Jackson C X 

WRCA-TV,  New  York  City N X X X X WIHL-TV.  Johnson  City c X 

WHEC-TV.  Rochester C-A X WATE-T.V,    Knoxville 
WB'R-TV,   Knoxville N X 

WROC-TV,    Rochester N-A X C X 

WVET-TV.  Rochester 
C-A 

X WMCTl   Memphis N X 

WRCB.  Schenectady N X 

Aug  '57 
Aug  '57 Oct  '57 

WREC-TV,   Memphis C X 

WHEN-TV,   Syracuse C X WLAC-TV,    Nashville C X 

WSYR-TV,   Syracuse N X X X WSM-TV.   Nashville N X X X 

WKTV,    Utica A-C-N 

TEX. 
KPAR-TV,    Abilene 

KCNC-TV,    Amarillo 
C 
N 

X 

X 

X X 

N.O. WIOS-TV.   Ashville A X KTBC-TV,  Austin 
C-N-A 

X This  year 

Dec  '58 
WBTV,   Charlotte N X X X X KFDM-TV,   Beaumont C X 

WFLB-TV.    Fayetteville C-A-N X _ KRIS-TV,  Corpus  Christi 

N-A 

X X X X 

WFMY-TV.  Greensboro C X X X _ KSIX-TV,  Corpus  Christi C X 

WNCT.    Greenville C X KRLD-TV,    Dallas C X X X 

i WNAO-TV,   Raleigh C-A X 
WFAA-TV,  Dallas 

N-A X X X 

WRAL-TV,  Raleigh N X X X _ KROD-TV,   El   Paso C X 

WTVD,  Raleigh A X KTSM-TV.    El   Paso N X 

WITN.    Washington N X _ _ WBAP-TV,    Fort    Worth 
N-A 

X X X X 

WSJS-TV,    Winston-Salem N X KCUL-TV,    Galveston 
KPRC-TV,    Houston 
KTRK-TV,    Houston 

C 
N 
A 

X 

X X 

X 

X 

X 

- 

N.D. WOAY-TV,    Fargo N-A X 
1 

X 

KNOX-TV,    Grand    Forks N X 
KCBD-TV,    Lubbock 

N-A 
X _ 

KCIB-TV,    Minot C-N-A 
X X X 

KDUB-TV,   Lubbock C X X X _ 
KXIB-TV,   Valley   City C X X X - KMID-TV,  Midland 

KENS-TV,    San    Antonio 
WOAI-TV,  San  Antonio 

N-A 
C-A 
N 

X 

X 

X X X 

- 
X 

OHIO WKRC-TV,  Cincinnati C X KCEN-TV,    Temple N X 

WLW-TV,    Cincinnati N X KCMC-TV.   Texarkana 
C-A X 

Local  58 KYW-TV.    Cleveland W X KLTV,  Tyler N-C-A X 

WEWS,  Cleveland A X KWTX-TV,  Waco 

AC 

X 

WIW-TV.    Cleveland C X KFDX-TV.  Wichita   Falls N-A x This 

year 

WBNS-TV.   Columbus 
WLW-C.   Columbus 
WHIO-TV.    Dayton 

c 
N 
C 

X - - - KSYD-TV,    Wichita    Falls C X 

X 

~ 
UTAH KSL-TV.   Salt   Lake  City C X 

WLW-D.    Dayton 
WIMA-TV,   Lima 
WSTV-TV.  Steubenville 

N-A 
A-N-C 

C-A 

X - - KTVT,  Salt  Lake  City N X X 

X 

" 
VA, WCYB-TV,    Bristol N-A 

X X X 

WSPD-TV,    Toledo C-A-N X WTAR-TV,    Norfolk 

C-A 

X X X X 

WFMI-TV.    Youngstown N X 
WVEC-TV,    Norfolk 

N X X X 

WKBN-TV.  Youngstown C X _ WTVR,   Richmond A X X X X 

WHIZ-TV.   Zanesville N-C-A - 
WRVA-TV,    Richmond 
WXEX-TV,    Richmond 
WDBI-TV.    Roanoke 
WSLS-TV,    Roanoke 

C 
N 
C 

A-N 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X OKLA. KTEN,  Ada 
KVSO-TV.   Ardmore 
KWTV.    Oklahoma   City 
WKY-TV,   Oklahoma   City 

A-N-C 
N 
C 
N 

X 

X 

X 

X X X X 

fall  "57 

WASH, KEPR-TV.   Pasco 
KING-TV.   Seattle 

C-N 

A 
X 

X X 

KOTV,  Tulsa C X 
KOMO-TV,    Seattle N X X X « 

KVOO-TV,    Tulsa N X X X 

KTNT-TV.  Taroma 

KHQ-TV,    Spokane 

C 
N 

X 

X x 

OREG. KVAL-TV.  Eugene 
KBES-TV,    Medford 

N 

C-N-A 

X 

X 

- - KREM-TV.  Spokane 

KXLY-TV,  Spokane 
C 

X 

X 

X X 

KOIN-TV.  Portland C X _ KIMA-TV.    Yakima 
C-N-A 

X 

KPTV,    Portland N X X X 

W.VA, 
WHIS-TV.    Bluefield 

WCHS-TV,   Charleston 

N 
C 

X 

X X X 

PA, WFBC-TV.   Altoona C-N-A X 

WICU.    Erie N-A X WHTN-TV,    Huntington A-C 
X 

WSEE-TV.    Erie C X WSAZ-TV.    Huntington 
N X X X X 

W'AC-TV,    Johnstown N X X X X WTAP-TV,  Parkersburg 
N-A-C 

fall  '57 

WCAL-TV.    Lancaster 
WCAU-TV.    Philadelphia 

N-C 

C 
X 

X 

X 

X 

X 

X 

WTRF-TV.   Wheeling N-A X 

WIS. 
WEAU-TV.    Eau   Claire N-A 

X 

WFIL-TV.    Philadelphia A X X X WBAY-TV.    Creen    Bay c X 

WRCV-TV.    Philadelphia N X X X X WMBV-TV,  Creen  Bay N X 

KDKA-TV.    Pittsburgh AC X X X 
WISC-TV.   Madison c X X X X 

WDAU-TV.  Scranton C X 
WKOW-TV.    Madison A X _ 

WBRE-TV,    Wilkes-Barre N X X X X 
WMTV.  Madison N X _ 

WILK-TV.    Wilkes-Barre A X _ 
WTMJ-TV.    Milwaukee 

N X X X X 

WNOW-TV,   York Th s   year WXIX.    Milwaukee 
c X 

R    1 WJAR-TV.    Providence N-A X \A/vn KFBC-TV.  Cheyenne c X _ - 

Available   locally 
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ARE  YOU 

HALF-COVERED 
IN 

NEBRASKA'S  OTHER  BIG  MARKET? 

MAY    1957  VIDEODEX 

PROVES   KOLN-TV  SUPERIORITY! 

The  May  1957  Videodex  covered  ;ill  T\  homes  in  12 
counties  in  Smith  Central  Nebraska  and  Northern  K.m-.i-. 
The  ratings  Bpeak  for  themselves: 

SUMMARY-AVERAGE    RATINGS,    %    TV   HOMES 

KOLN-TV Station  B Station  C Station  D 

Sign  on — 1  :00  P.M. 

1:00-5:00  P.M. 

5:00-1  1:00  P.M. 

10.1 

12.5 

22.3 

5.1 7.3 

12.0 

4.8 

6.5 
9.5 

3.5 
4.5 

6.2 

Daytime  and  nighttime  Sundays  through 
Saturdays  —  KOLN-TV  lead]  the  second  station 

l>\  margins  «f  71'  <  to  98*  i  .' 

WKZO  TV  — GRAND  RaPiDS-KalamaZOO 
WKZO  RADIO  — kalamaZOO  BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEFFM  — GRAND    RAPIDS  KALAMAZOO 

KOLN  TV  —  LINCOLN    NEBRASKA 
A*\oc#'*d   -  n 

WMlD  RADIO  — PEORIA    ILLINOIS 

Have    you    noticed    how    much    the    Nielsen 

NCS    No     2    has    expanded    Lincoln-land7 

KOLN"  I  %  •  delivers  Lincoln-land  a  I » i  ̂r  69-count) 

market   with  I'M. Tin     television  families. 

The    KOLN-TV    market    i-    .1-    independent    <>f   Omaha    as 

Hartford  i»  of  Providence  .  .  .  or  Syracuse  1-  <>t   Rochestei 

Latesl  Videodex,  \KI{  and  Telepulse  Surveys  nil  prove  that 

KOLN-TV  i-  tin-  big  Lincoln-land  favorite      daj  and  night! 

A.*k  your  Avery-Knodel  matt  for  all  tin-  facts  "ti  k<  >l  VI  \. 
the  Official  CBS  Outlet  for  South  Centra]  Nebraska  .>u<\ 

Northern  Kansas. 

*See  NCS  No.  2 

CHANNEL  10  •  316,000  WATTS  •  1000-FT.  TOWER 

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

Wery-Knodel,   Inc.   Exclusive   National   Representatives 

.11  iv  1957 

13'
 



It's  happened  in  Minneapolis-St.  Paul 

WDIlY   takes  over  first  place  — 

and  3  surveys  say  so! 

May-June  Hooper  says  it.    WDGY  has  25.6%  average  share  of  audi- 
ence,  7  a.m. -6  p.m.,  Monday  through  Saturday. 

June  Trendex  says  it.   WDGY  lias  29.9%  average  share  of  audi- 
ence. 7  a.m.-(i  p.m.,  Monday  through  Saturday. 

Latest  Nielsen  says  it.  WDGY  first  NSI  area.9  a.m.-6  p.m.,  Monday 
through  Saturday. 

Latest  Pulse  (back  in  March-April)  said  WDGY  is  first  every 
afternoon. 

Storz  Station  programming  excitement  has  over- 
turned radio  listening — and  time-buying — habits 

of  a  general  ion.    Get  details  from  your  Blair 
man  ...  or  talk  to  WDGY  General  Manager 
Jack  Thayer. 

WDGY 
50,000  watts 

Minneapolis-St.    Paul 

rsi 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM  Miami REPRESENTED    BY   JOHN    BLAIR    &    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED    BY  ADAM    YOUNG    INC. 

L38 TV   AND    RADIO    BASICS 



SECTION 

Question-and-answer  briefing  section  for  guidance 

today  and  throughout  the  year  to  come.  Covering: 

SPOT  RADIO  starts  page  140 

NETWORK   RADIO  starts  page  166 



Spot  radio  boom  continuing  with  nighttime  gains  on  horizon 

i. 

4. 

What  is  the  outlook  for  activity  in  spot  radio-— outside  "prime  time"? 
DAYTIME  NIGHTTIME 

Big  increase    27.0%  Big  increase   

Small  increase          54.6%  Small  increase     

About  the  same       18.4%  About  the  same    

2.     What  would  it  take  to  sell  more 

clients  on  the  use  of  nighttime? 

Better  documentation  by  reps   47 

Lower  rates   

57 Better  nighttime  programing   

54 

15.1% 

47.2% 

37.7% 

What's  happening  to  the  frequency  of 
spot  radio  schedules? 

PRIME  TIME 

Big  increase     47.5% 

Small  increase  — .  25.5% 

About  the  same  ....   27.0% 

OTHER  TIMES 

Big  ._  21.2% 
Small  53.8% 

Same    25.0% 

What's  happening  to  the  length  of  spot  radio  schedules? 
IN  PRIME  TIME  (7-9  am;  4-7  pm) 

Big  increase        25.0% 

Small  increase         26.8% 

About  the  same      48.2% 

IN  OTHER  TIMES 

Big  increase           7.5% 

Small  increase     45.3% 

About  the  same    

47.2% 

5.     Taken  together,  will  your  accounts  buy  more  or  less  spot  radio  this  fall  than  last? 

MORE    95.8% 

Timebuyers  were  asked  to  project  this  fall's  spot  radio  trends  via  the 
questions  ahove.  A  mail  questionnaire  went  to  300  buyers  at  agencies 

around  the  nation,  including  New  York,  Chicago,  Los  Angeles,  De- 
troit. Cleveland,  among  other  important  buying  centers.  A  total  of  65 

buyers  responded.  All  questions  shown  above,  except  question  two, 

required  a  simple  check-off  answer.  For  question  two,  buyers  were 

asked  to  'number  in  order  of  importance"  the  three  possible  answers 
shown.  Answers  were  then  tabulated  on  a  point  system:  Three  points 

for  a  number  one  answer;  two  points  for  number  two;  one  point  for 

LESS 

4.2% 

a  three.  This  provided  a  combined  score.  The  results  of  the  ques- 

tion, incidentally,  are  surprising;  for  they  show  that  documentation 

and  programing  bulk  almost  as  strongly  in  the  buyer's  mind  as  incen- 
tives to  buy  nighttime  as  reduced  rates.  An  additional  question,  not 

shown  above,  called  for  a  written  answer  outlining  suggestions  for 

sponsors  planning  spot  radio  campaigns  this  fall.  Many  of  the 

responses  to  this  question  appear  in  the  text  starting  at  right.  (For 

a  similar  survey  on  spot  tv  trends,  see  Spot  Tv   Briefing  Section.) 



SPOT  RADIOS'  BIGGEST  YEAR  EVER 

//  all  boils  down  to  this—better  bay  early  if  you're  hoping  for  good 

availabilities  this  fall,  ami  "early  is  right  now!  Hoth  buyers  and 

sellers  see  a  bustling  season  ahead  with  an  expansion  of  station 

and  market  lists  anil  a  hi'j,  spilling-OVer  from  "prime-time"  into  hoth 

daytime  ami  nighttime  hours  as  clients  compete  for  space  on  the  air 

Outlook 

Q.  Will  clients  invest  more  or 

less  in  spot  radio  this  year  than 

they  did  in  1956? 

A.  More.  Timebuyers  polled  b) 
SPONSOR  arc  \irtuall\  unanimous  in 

this  opinion.  In  answer  to  tin-  ques- 

tion: "Taken  together,  will  your  ac- 
counts buj  more  or  less  spot  radio  this 

fall  than  last?"  almost  ever)  respond- 

ing    timebuyer     answered,     "More." 
Less  than  595  will  bu)  less.  In  their 

estimates  of  how  much  more  the) 

would  buy,  the  median  increase  was 

2(>'..  The  lowest  increase  was  5%, 
the  highest,  2(H)',.  The  majorit)  ex- 

pect to  bu)  ID  to  50'  <  more  spot  this 
fall  than  last. 

Ihi-  hear-  out  predictions  o|  a  num- 
ber ol  station  repiesentathes.  With 

SK  \s  reported  spot  radio  dollar  vol- 

ume up  K>..V  1  for  the  first  quarter  this 
year  over  the  same  period  in  1956, 

some  ieps  and  station  managers  an- 
ticipate the  total  increase  tor  the  year 

will  he  well  above  !<•'<.  Total  last 
\car.  according  to  SRA,  was  $149.9 

million,  almost   25* ,    gain   over    1955. 
\l-o  in  the  wind  for  this  fall,  as  reps 

set  it:  il'  expansion  of  market  lists 

beyond  metropolitan  area-  that  now 

get  the  hulk  of  national  spot  dollar-: 
i2>  schedules  in  all  market-  likel)  to 
he    longer    and    more    full\     saturated. 

Q.  Does  the  business  outlook 

mean  a  shortage  of  availabilities 
this  fall? 

A.  Demand  F01  more  radio  lime  l>\ 

more  clients  will  ( ertainl)  result  in 

availabilit)  problems  t"i  those  clients 
who  wait  too  long  to  plan  campaigns 

and  are  ovei  -fuss)  on  slotting.  Vboul 
2.V  1  of  the  timebuyers  who  answered 

sponsor's  questionnaire,  offered  this 
as  their  most  important  lip  to  clients 

planning  a  spot  radio  campaign  this 

lall  01  w  inter :  "Bu)  earl) . 
Sellers  "I  time  are  sounding  the 

same  toe-in.  From  inquiries  the)  are 

now  getting,  the)  can  foresee  the  rush 
on  the  box  office  when  the  gates  open. 

Q.  Is  it  generally  agreed  that 

franchises  will  assume  new  impor- 
tance? 

A.  ̂   es.  Although  spot  radio  w  ill 
continue  to  be  a  flexible  medium,  with 

in-and-out  advantages  t"  the  client,  a 

trend  to  longer-term  buys  i-  in  the 
making.  Hie  purpose  of  these  longei 
contrail-  i-  not  onl)  consistency,  but 

a  mean-  oi  protecting  choice  slottings. 

Q.  If  "buy  early"  is  the  watch- 
word   for    radio    this   fall,    when    is 

early  r 

A.  Right  now.  \nd  that  is  none  too 
earl\  !  For  more  than  a  month  already, 

client-  have  been  moving  in  with  211- 
week  buys  to  run  through  to  the  end 

of  .the  year.  While  the)  would  not  nor- 
mally   begin    schedules    in    July,    the) 

have  di-i  ided  that  the  <  "-1  "I  .1  few  ex- 
tra    week-     ill     .nl\  am  '■     of     fall     i-     well 

worth  the  flam  fuses  the)  h  ill  hold 

against  <  ompetition  w  hen  the  seasonal 
rush  begins.  There  also  1-  anothei  t\ pe 

of  protection  the)  are  looking  for:  in- 

surani  e  against  1  ate  hike-. 

Q.      Will  station  rates  be  raised? 

A.       \     general,     industry-wide     rah 
hike   i-  in, I  expected   ill  SDOl    r.ldi".  i-pr- 

ciall)  in  the  fa<  e  of  hea\  j  net* oik  ra 

dio  competition  foi  advertising  busi- 
ness. But  a  number  of  timebuyers  had 

this  tip  l"i  1  lients  on  theii  -n>\-i>(; 

questionnaires:  "Allow  sufficient  dol- 
lars for  rat<-  ini  reas<  - 

W  hat  1  an  I"-  expet  ted  this  fall 

rate  adjustments  hoth  up  and  down. 
Stations  that  an-  doing  exceptional 

jobs,  piling  up  ratings,  will  undoubted- 

I)  raise  rates  but  with  n<>  far' In  -..in.-  <  ases,  stiffei  premiums  « ill  ̂>> 
on  traffic  houi  rates  1  owd- 

■t  announcements. 

\.  tuall) .  radio  rat'-  h  n  <■  been  low 
foi     a     l"ii-     lieu-,     and     haw   I     i\.n 

jumped    alarming!)     during    the 

year.     Campbell-Ewald,    in   preparing 
the  r  in  rent  •  General  Motors  \<<  epl  1 

i  01  p.     '  »M  VI  -       ited 
that  to  duplicate  !a-i  vat-  campaign 

would  cost  V  •_■  t"  ">'  ■   mon       \  1 
stud)  b)  Station  R<    1  esei  I  il 
ciation    for    Kudnei     Vgenc)    showed 

the  average  boost  in  daytime  spot  ra- 

dio  rate-  in  market-  of  over  Iimi.immi 

population    was    10^5     for    the 
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Famous  on  the  local  seem 

It  was  the  leadership  and  inspiration  of  George  Washington  that  changed 

Mount  Vernon  from  a  quiet  country  home  into  the  country's  number  one  shrine. 

And  it  is  the  leadership  in  community  activities  that 

has  given  national  prominence  to  the  Storer  stations. 

A  Storer  station  is  a  local  station. 



jet  known  throughout  the  nation. 

STORER   BROADCASTING  COMPANY 

WSPD-TV WJW-TV WJBK-TV WAGA-TV 

WVUE 

Toledo,  Ohio Cleveland,  Ohio 
Detro. t,  Mich 

Atlanta,  Go. W.bn.ngton.  Del 

WSPD                       WJW WJBK WAGA WIBG WWVA 

Toledo,  Ohio                   Clevelond,  Ohio Detro  t,  Mich. AHanta,  Go. 

Phi 

ode'ph-a.  Pa. Va                      * 

WGBS 

NEW  YORK— 625  Moditon  Avenue,  New  York  22.  Ploia  (-3940 

SALES  OFFICES      CHICAGO  — 230  N .  Michigoo  Avenue.  Ch,coSo  1.  Franklin  2-6491 

SAN  FRANCISCO  — HI  SuNer  Street,  San  Franoico,  Sutter  l-t6!9 

Ltk.' 



SPOT    RADIO r  until. ik  <l 

Trends 

Q.  What  is  the  state  of  spot  ra- 
dio business  right  now  and  who  are 

some  of  the  heaviest  investors? 

A.  Now  in  mid-summer.  bii-ine--  i- 

bri-k.  The  seasonals  arc  spending 

wisel]  and  well:  "Beer."  as  one  seller 
put  it.  "is  going  wild  in  spot  radio." 
The  big  beer  clients:  Budweiser,  Schae- 
fer.  Knickerbocker.  Scblitz.  and  more 

than  a  few  locals.  In  the  beverage 

field.  Canada  Drv  and  Pepsi  Cola  are 
in  heavily:   Coca-Cola  is  too.  but  has 

been  having  some  trouble  getting  back 
into  radio  on  a  saturation  ba-is  due  to 

a  lack  of  availabilities.  GMAC,  after 

its  biji  success  with  spol  radio  in  re- 
cent \cars,  is  back  again  with  seven- 

da)    schedules  in  some  markets. 

\t  present,  the  biggest  investor  in 

spol  radio  i-  conceded  to  be  Lever 
Brothers  for  Lifebuov.  Pepsodent. 

Gleem,  Silver  Dust  and  Spry.  Activ- 
ity on  the  part  of  tbis  company  stems 

from  it-  success  with  the  Pepsodent 

"wonder  where  the  yellow  went"  spol 
campaign.  Now.  however,  thev  are 
shifting   the   weight   in   favor   of   Life- 

WSEE®ERIE,pa 
CHANNEL  35 

Represented  by 

YOUNG   TELEVISION,   INC. 

l  n 

buoy.  Lever  is  an  example  of  the 

-tart  of  a  trend  to  use  spot  radio  a*  a 

primary  medium. 
The  most  consistent  tobaccos  in  spot 

radio  are  American  Tobacco  and  R.  J. 

Reynolds,  the  latter  for  Camels  espe- 
cially. American  is  most  consistent  in 

advertising  Pall  Malls:  Hit  Parades 
are  in  and  out  and  Luckv  Strike-  are 

most  beavilv   pushed  in  certain  area-. 
\utomotives  are  beginning  to  move 

into  spot  radio  again.  Chrysler,  with 
a  spectacular  sales  gain  under  its  belt, 

and  GM,  looking  to  recover  lost 

ground,  are  both  planning  schedules. 

Despite  Ford's  big  network  buy  on 
CBS  Radio,  the  Ford  Dealer-  associa- 

tions are  going  into  spot. 

Other  major  national  clients  are: 

Esso,  Shell,  Slenderella.  Sterling  Drug. 

General  Foods.  Metropolitan  Life.  Tet- 

ley  Tea.  Thomas  Leeming  Co..  Mani- 
schewitz  Wines.  Bristol-Mvers.  Beech- 

nut, Gillette.  Shulton,  McCormick's Tea.  Evereadv. 

The  agencv  most  active  in  spot  radio 
at  the  moment  is  believed  to  be  \\  il- 
liam  Esty  Co. 

Q.  What's  happening  to  frequen- 
cy of  spot  radio  schedules  in  traf- 
fic hours? 

A.  Xearlv  509?  of  the  timebuvers 

responding  to  sponsor's  questionnaire 
see  a  big  increase  in  frequencv  within 

so-called  "prime  times'"  i  7  a.m.  to  9 
a.m.  and  4  p.m.  to  7  p.m.  i .  About 

25',  reported  a  small  increase  and  an- 
other 27'  i  see  no  change. 

Q.  What's  happening  to  frequen- 
cy of  schedules  in  non-traffic 

hours? 

A.  About  509?  of  these  same  time- 
buyers  see  a  small  gain  in  frequencies 

in  hours  other  than  "prime  time.  ' 
A.bout  20'  <  see  a  big  increase.  An  in- 

creasing interest  in  other  than  "prime 
times  on  the  part  of  buyers  is  reflected 
in  these  timebuvers  tips  to  clients: 

"Don't  rely  on  "prime  time"  exclusively 

— spread  out  into  other  areas:  "Con- 
sider all  daytime:  "Make  careful  ap- 

praisal of  "off-beat"  times  for  slots. 

especially  after  7  p.m.:""  "Too  much outside  listening  between  9  a.m.  and  4 

p.m.  is  not  reported:""  "'Don't  insist  on 

6  to  9  a.m." Q.      What's    happening    to    length 
of  spot   radio   schedules   in   traffic 
hours? 

A.      Nearlv    509?     of   the    timebuvers 

who  responded  see  the  length  of  sched- 

TV     v\n    RADIO    BASICS 



The  only  Buf falo 
OLcLIlOIl  that  can  pass  the 
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COMING  EAST  to  the  New  York  State 

Thruway,  you  pick  up  WGR  RADIO  loud 
and  clear,  way  out  in  Ohio. 

GOING  WEST  on  the  New  York  State 

Thruway,  you  pick  up  WGR  RADIO  loud 
and  clear,  just  past  Syracuse. 

IF  YOU  WANT  maximum  coverage  in  the 
S3. 000. 000. 000. 00  Western  New  York 

Market,  (plus  big  bonus  audience  in 
Canada)  ...  buy  WGR  RADIO! 

ABC   AFFILIATE 

NATIONAL   REPS:   Peters.    Griffin.    Woodward.    Inc. 

RADIO 
"Buffalo's  First  Station 
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SPOT    RADIO continued 

ules  ed  in  traffic  hours.    About 

ii  i   a  big  increase  and  the  rest 
•  small  increase. 

Q.  What's  happening  to  length 
of  schedules  in  non-traffic  times? 

A.  Here  timebuyers  were  about 

equall)  divided  between  "no  change" 
and  "small  increase."  The  number  re- 

porting a  "big  increase"  was  tiny. 

Q.      What  is  the  outlook  for  spot 

radio   activity    in    daytime   outside 

the  "prime  time"  hours? 
A.      In  the  sponsor  poll,  54.6^5  of  the 

buyers  foresee  a  small  increase  in  day- 

lime  business;  27',  predict  a  big 

increase  in  "non-prime"  daytime,  while 
I!'.  1'r    foresee  no  change. 

Q.  What  is  the  outlook  for  night- 
time (after  7  p.m.)  business? 

A.  17.2'  i  of  the  timebuyers  polled 
expect  a  small  increase  in  nighttime 

spot  radio:  37.7%  of  them  do  not 
anticipate  a  change.  A  big  gain  is 

looked  for  by  the  remaining  15.1%. 

if  anything  is  indicative  of  an  im- 
minent   nighttime    breakthrough.    tin- 

Leading  Western  HI  Fl  &  Music  Store  Sets  14  Hours  a  Week  on 

if  d  u  mi The  Voice  of  FM 
l\  Bl  H  for  Southern  California 

KRHM's  far  reaching 
coverage  of  TEN 
Southern  California 

Counties  and  its  su- 

perior quality  of  pro- 
gram transmission  is 

why  jerry  Johnson  of 
The  House  of  Sight  & 

Sound  and  John  Bain- 
bridge  of  Tilds  & 

Cantz  Agency  chose 
this  station  for  a  two 

hour  daily  program. JOHNSON 

KRHM  is  proud  to  have  been  selected  as  its  ONLY 

FM  advertising  medium  by  The  House  of  Sight  & 

Sound,  the  most  complete  HI  Fl  and  Music  store 

west  of  Chicago. 

For  the  KRHM 

story  phone 
HO  75167 

or  write-wire 
6425  Hollywood  Blvd. 

Hollywood  28 

KRHM 
58,000  watts 

from    Mr.   Wilson 

94.7    Megacycles 

Harry    Maizlish 
PRESIDENT 

Dale    Peterson 
GENERAL    MANAGER 

response  from  timebuyers  is  it.  It  is 

safe  to  say  that,  asked  the  same  ques- 
tion a  year  ago,  the  response  would 

have  been  nearly  100%  in  the  "No 

change"  column. 

Q.  What  trends  are  developing  in 

the  length  of  announcements? 

A.  A  number  of  stations  and  repre- 
sentatives report  an  increasing  interest 

on  the  part  of  advertisers — both  large 

and  small — in  chainbreaks  and  I.D.'s 
along  with  minute  announcements,  in- 

stead of  the  use  of  minutes  only. 

Q.  Is  it  likely  that  market  lists 
will  be  extended  this  fall? 

A.  While  most  national  clients  still 

seem  to  be  concentrating  on  the  50  ma- 
jor markets,  there  is  good  reason  to 

believe  that  some  of  them  will  be  fan- 

ning out  this  season  into  smaller  mar- 
kets in  order  to  get  into  areas  where 

1\  is  not  strong  and  also  in  hope  of 

getting  special  treatment  from  smaller stations. 

Q.  What  are  prospects  for  week- 
end spot  radio? 

A.  Very  good.  A  number  of  admen 

and  reps  feel  that  week-end  spot  cam- 
paigns will  be  a  natural  extension  of 

nighttime  buvs. 

Q.  How  do  sellers  view  the  pros- 
pects for  nighttime  activity  this 

fall  and  winter?  What  are  they 

doing  about  it? 
A.  In  the  area  of  rates,  Peters,  Grif- 

fin &  Woodward  has  just  made  a  study 

of  them  in  relation  to  audience.  Ed- 

ward Petry  &  Co.  has  recently  suggest- 
ed that  stations  cut  night  rates  in  half. 
Jim  Eshleman,  Jr.,  Eastern  sales 

manager  for  Petry,  says,  "With  more 
advertisers  buying  heavier  schedules  of 

longer  duration,  and  spreading  them 
throughout  more  of  the  broadcast  day, 
this  would  seem  to  be  the  logical  year 

to  break  the  nighttime  barrier.  This  is 

particularly  true  since  many  of  the  na- 

tion's leading  radio  stations  are  now 
offering  two  nighttime  announcements 

for  the  cost  of  one  in  the  daytime  de- 
spite the  fact  that  nighttime  audiences 

are  only  slightly  less  than  those  during 

the  day.'" 

"Regardless  of  how  evening  rates 

go,"  says  Paul  Weeks  of  H.R.  Repre- 
sentatives, "there  will  be  more  national 

spot  business  for  the  late  night  and 
evening  hours.  Due  to  the  increased 

number  of  advertisers,  clients  who  in- 
sist on  lengthy  separations  between 

competitive  (and  certain  non-competi- 

I  H. 
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What's  new  al  k()\Vl  I 

Nothing  much  wnership  but  r he-  same >ld  ral 

FIRST    is  usual.  J 

N   pe,  we  love  it — and  so 
do  our  advertisers. V 

Late-:    (May-J  -.  in  the  morning, 

I  the  afternoon,  first  all  day  witi       •  !  'nee 

july  1957 
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SPOT  RADIO .  continued 

Montgomery's  No.  1 
(says    Hooper)    is 

WRMA 
Serving   200,000   Negroes 

Ocr.-Nov.   1956  Hooper 

Av.  Share  7AM-6PM 

WRMA  27.6%' 
Second  station  21.4% 

'Signed  oft  4:45PM  during  survey 

Exclusive  Market 
WRMA  is  the  only  Negro 

station  serving  these  primary 

counties  in  Central  Alabama 

Montgomery  County,   43.6% 

Negro 

Dallas  County,  65.0%    Negro 

Macon  County,  84.4%  Negro 

Lowndes  County,   82.2%  Negro 

Producing  results  for 
these   national   advertisers 

American    Tobacco 

William  Wrigley  Co. 

Clorox  Chemical  Co. 

Pet  Milk 

Reynolds  Tobacco 

Carnation   Milk 

Brown  &  Williamson  Tobacco 

Chesebrough    Mfg.    Company 

General   Foods 

Monticello   Drugs 

Union    Pharmaceutical    Co. 

Johnson   &  Johnson 

Standard    Brands 

WRMA 
Montgomery,  Ala. 

Judd    Sparling,    Station     Manager 

Everett-McKinney,    Inc. 

National    Representatives 

tive)  products  will  be  more  and  more 

obliged  to  go  into  evening  hour>. 

'Findings  of  recent  audience  sur- 

veys." Week-  continued,  "indicate  that 
the  9:00  a.m.  curfew  is  a  thing  of  the 

past.  As  main  as  1<>',  more  families 
can  be  reached  at  nighl  than  in 

"prime  morning  hours  for  the  same 
expenditure.  Agencies  also  will  find 
that  numerous  radio  stations  will  de- 

liver as  great  an  audience  against 

Class  'A'  and  'AA'  televison  pro- 
graming as  in  their  own  so-called 

'prime   time." Here  is  how  the  manager  of  one  of 

the  large  eastern  stations  sees  the  evo- 
lution of  nighttime  business.  In  ma- 

jor markets,  where  premium  rates  for 
traffic  hours  are  proving  too  rich  for 

many  local  advertisers'  blood,  these  lo- 
cals are  being  frozen  out  by  the  na- 

tionals. Consequentlv  they  are  moving 

into  daytime  and  early  evening.  A  few 

are  picking  up  bargains  in  the  late 
night.  Locals  are  prone  to  buy  for 

long  terms.  When  nationals  begin 
spreading  out  their  schedules  beyond 

prime  times,  they  may  find  themselves 

going  into  middle  evening  slottings  al- 
most automatically. 

Some  admen  see  it  practicallv  the 

same  way.  Said  one:  "Over-commer- 
cialization in  "prime  time'  will  force 

advertisers  to  take  a  more  realistic  look 

at  so-called  'tv  time.'  ' 

Nighttime 

Q.  What  do  timebuyers  feel  it 
will  take  to  sell  more  of  their  cli- 

ents on  nighttime  spot  radio? 

A.  Lower  rates  at  night  was  men- 
tioned as  the  number  one  incentive  to 

attract  clients  into  after-dark  hours  in 

sponsor's  poll  of  timebuyers.  Next  in 
order  of  importance,  and  close  on  the 

heels  of  lower  rates,  was  "Better  night- 

time programing."  In  show  position, 
and  not  trailing  by  much,  was  "Better 

documentation  by  reps."  I  See  chart 
on  page  140.) 

Some  other  factors  mentioned  In 

buyers  that  might  swing  more  business 

to  night  are:  ill  more  accurate  rat- 
ings; (2)  good  packages:  |3)  better 

station  promotion  to  build  nighttime 
audiences;  (4)  courage  on  the  part  of 
agencies  to  recommend  nighttime  buys 

to  clients;  (5)  audience  responsive- 

ness; (6)  more  information  on  audi- 
ence composition.  One  light-hearted, 

and  obviously  skeptical  buyer,  simply 

PLUGS 
THE   HOLE 

IN   THE  CENTRAL 
WASHINGTON 

MARKET 

FABULOUS  HOOPER 

KIT 
31  4       43.2      25.1 

Mon  thru  fti 
1  2  Noon  6  PM 19.0       50.1       20.0       15.2       16.4     11.702 

M.O      9.543 

AM  Roling  Av    1  3  6         PM  Rot, rig  Av.  9  5 

ONLY  72  BUYS  1000  HOMES 
for  National  Advertisers  in 

the  KIT  Coverage  Area! 

i 

Woshington  States  FOURTH  MARKET, 
with  54,478  radio  homes,  is  200  miles 
from  Spokane,  and  150  miles  from  Seattle 
ond  Tacoma — set  apart  by  the  Cascade 
mountain  range.  NO  OUTSIDE  MEDIUM 
CAN  CLAIM  MORE  THAN  AN  INSIGNIF- 

ICANT DRIBBLE  OF  INFLUENCE  AND 
COVERAGE  IN  THE  YAKIMA  MARKET 
AREA.  Fill  this  big  gap  in  the  Northwest 

with  Radio  KIT,  Central  Washington's FIRST  radio  stotion — its  popularity  proved 

by  HOOPER.  KIT,  Independent  Radio — 
Music,   News,    Sports,      established   1929. 

YAKIMA,  WASH. 

5000  WATTS    •    1280  KC 

SOUNDS    BETTER — 
SELLS    BETTER 

REPRESENTATIVES 

NATIONAL:  THE  BRANHAM  CO. 

SEATTLE:  HUGH  FELTIS  A  ASSOCIATES 

PORTLAND:  Q.  COX  A  ASSOCIATES 

JACK  GOETZ,  Gen.  Mgr. 
BOX  1233,  YAKIMA,  WASH. 
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wrote  88  his  answer,    "An  audience. 
I  li>-  audience,  ii  » .1-  apparent  from 

timebuyers  comments  in  the  survey,  is 
.1  |'i  tine  1  oncern  to  those  i"\  ing  w  iili 
the  idea  of  going  i ni > >  nighttime  radio. 
Uthough  the  existence  of  .1  nighl  radio 
audience  thai  can  be  pun  based  .11  .1  fai 

lowei  cost-per- 1 ,000  than  the  compet- 
ing i\  audience  is  an  accepted  fai  1.  .1 

lot  "I  m\  stei )  -111 1  ounds  it.  (  me  1  ime- 

bu) ei  1  aised  ilii-  point :  "For  most  soft 
goods,  the  qualit}  ol  the  nightl  ime  ra- 

dio audience  is  doubtful.  I-  the  avei  - 

age  listener  >  in  borne >  one  w  ho  is  old- 
er, poorer  economically,  and  in  .1 

smaller  famil)  ?"  Another  buyer  wants 
stations  i<>  convince  bim  b)  coming  up 
with  good  success  stories  from  local 

clients  currentl)  using  nighttime. 

"Seems  to  me,"  9aid  another,  "there 
i-  a  big  need  for  facts  re  nighttime  ra- 

dio ti>  combat  consensus  that  it's  com- 

pletely dead." 
Buyers  are  nerving  themselves  for 

the  plunge  into  nighttime;  nudgins 

them  into  ii   i-  now   up  to  the  —« - 1 1 « - 1  — . 

Buying  Tips 

Q.  What  are  some  specific  tips 
that  timebuyers  offer  to  clients 

planning  a  spot  radio  campaign 
this  season? 

A.  Here  is  a  sampling  of  the  advice 
noted  mi  SPONSOR  questionnaires: 

•  Keep  frequenc)  up.  Cumulative, 
scattered  ratings  not  as  important  as 
grouping  your  l>u\  to  net  repetition 
and  impact 

•  Consider  carefull)  the  relation- 
ship between  programing  and  qualit) 

of  audience  \  ou  want  to  reach. 

•  Good  background  music  on  radio 
-how-  are  often  better  than  t\  in  terms 
of  reaching  adult  audience-  in  homes. 

•  Great  savings  can  be  made  if  one 
i-  aware  ol  audience  composition. 

•  \llou  for  rate  increases.  Investi- 

gate run-of-schedule  plan-.  Remember 
that  a  lot  ol  out-of-home  listening  in 
hours  other  than  traffic  times  i>  not  ful- 

ls  reported. 

•  Consistency  !  Staj  with  it.  Indis- 
criminate short  schedules  are  practi- 

call)  useless.  Spot  radio  pays  off  besl 
over  the  long  haul. 

•  Take  each  market  and  station  in- 
di\  idualry. 

•  Let  the  timebuyer  have  hi?  head. 
Give  him  ample  time  to  analyze  all  the 

station*  in  a  market  you're  considering. 

The  Only  TV  STATION 

to  win  FOUR 

MAJOR  AWARDS 

In  One  National 

PROMOTION  CONTEST 

"  First    in    TV 

in     Baton     Rouge  " 

TKBB-W Reps:    Blair    TV    Associates 

Baton  Rouge   La. 

® 

I 

FIRST  in  the  notion  for  promotion 

of  network  programs.* 

FIRST  in  the  nation  for  promotion 

of  syndicated  film  programs.* 

FIRST  in  Louisiana  and  third  in  the 

nation  for  general  audience  promotion  ' 

SECOND  in  the  nation  for  promotion 

of  local  live  programs.  * 

WAFB-TV  is  tops  in  other  merchandising  con- 

tests .  .  .  with  8  major  awards  in  8  national 

contests  during   1956-57. 

WAFB-TV  is  tops  in  ratings  and  entertainment, 

too  .  .  .  with  4  out  of  5  top  night-time  shows,  8 

out  of  10  top  morning  shows  and  16  out  of  25 

top  week-day  strips. 

BILLBOARDS   19th  ANNUAL     PROMOTION  COMPETITION 
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SFOT    RADIO continued 

Big   Mike   No.   3 Big    Mike    No.   2 

HOUSTON'S    24    HOUR    MUSIC    AND    NEWS 
National  Reps.:  Forjoe  &  Co. —  Southern  Reps.: 

New  York   •   Chieogo    •   Los  Angeles   •  CLARKE    BROWN    C< 

Son   Francisco   •    Philadelphia    •   Seattle  Dallas    •    New   Orleans    •    t 

IN  HOUSTON,  CALL  DAVE  MORRIS.  fAckson  3-2587 

Dallas    •    New    Orleans    •    Atlanta 

•  Don  t  rely  on  "prime  time"  exclu- 
sively.    Spread  out. 

•  1  r\  to  keep  spiralling  costs  down 

by  looking  for  stations  that  are  on  rise. 

•  Begin  planning  now,  and  make 

buy  well  in  advance. 
•  Check  for  proper  rotation  in  par- 

ticipating programs  and  for  adequate 
separations.     Get  what  you  pay  for. 

•  Tr\  for  less  crowded  periods  if 

programs  reach  type  of  audience  you need. 

•  Have  a  number  of  high-frequency 

campaigns  rather  than  a  52-week  low- 
frequency  campaign. 

•  Investigate  week-end  audiences. 

•  Keep  e\e  peeled  for  five-minute 

program  buys  in  "prime  time"  for  bet- ter identification,  no  double  or  triple 

spotting,  product  protection,  low  cost- 
per  1,000.  Make  careful  appraisal  of 

"off-beat"  times  for  spots,  especially 
after  7  p.m. 

•  Discount  show  ratings  and  exam- 

ine audience  composition,  type  of  pro- 
graming, etc.  Search  for  fresh  copy 

approach. 
•  Buy  saturation  from  7  a.m. 

through  10  p.m.,  at  least  10  spots  per 

day — preferably  20 — if  only  for  a  few 

days  per  week.  You'll  reach  more  peo- 
ple that  way. 

•  Think  big.  Allow  for  use  of  sev- 
eral or  most  stations  in  a  market  to 

achieve  broad  reach.  Encourage  study 

of  important  markets  at  local  level  by 
the  timebuyer. 

•  Set  goals  and  use  research  to 

judge  performance. 
•  If  you're  going  into  spot  radio, use  it  heavily. 

•  If  your  product  has  male  appeal, 

swing  to  nighttime. 
•  Buv  saturation  in  all  hours.  For 

three  years  for  10  or  more  accounts, 

we  have  used  a  package  on  an  inde- 
pendent 24-hour  station  that  offers 

one  30-second  spot  every  hour  the 

clock  around  with  smashing  sales  re- 
sults. Main  trouble  with  clients  is  that 

they  have  pre-conceived  notion  that 
people  s  habits  change  from  one  day 

to  the  next.  They  are  all  living,  breath- 
ing and  in  the  market  to  buy  24  hours 

a  dav.  seven  days  a  week.  You  can  get 

a  message  to  people  anytime  and  get  it 
acted  on  at  their  first  next  opportunity 

to  do  something  about  it.  "Prime 
time.""  "other  time,"  and  "nighttime"" 
should  all  be  regarded  together  and 
a  saturation  schedule  should  land  in 

each  of  these  three.  How  do  you  know- 
when  thev  are  going  to  be  listening? 
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YES!    THIS    IS   A   DRIVER'S    SEAT! 

With  overdrive — and  power  drive  and  "horsepower"  to  spare. 

From  behind  your  media-buying  desk  you  can  sit  in  this  driver's 
seat  and  cover  Hometown  and  Rural  America  with  the  swish 

of  your  ball  point  pen. 
Hometown  and  Rural  America  is  that  rich,  responsive  market 

of  more  than  80  Million  Americans,  tuned  regularly  to  the  957 

Keystone  Broadcasting  Radio  station  affiliates. 

In  your  driver's  seat  you  can  pick  your  route  and  the  number  of 
towns  you  wish  to  BLANKET  with  your  sales  message. 
Leave  out  the  side  roads  and  the  backroads  and  the  detours. 

Drive  right  down  MAIN  street  via  KBS  ...  90  stations  or  900 

.  .  .  we'll  draw  your  roadmap  to  suit  the  sales  need 
that's  pressing  you  most. 

Ask  us  to  prove  our  story.  We'll  love  it. 

Send  for  our  new  station  list 

CHICAGO  NEW  YORK 

111  W   Washington 

Sta  2-8900 

527  Madison  Ave 

Eldorado  5-3720 

10S  ANGELES 
3142  Witshire  Blvd 

Dunkirk  3-2910 

SAN  FRANCISCO 

57  Post  SI 

SUIter  : •  TAKE  YOUR  CHOICE    A  handlul  ol  stations  or  the  network         a  minute  or  a  lull  novr-ift 

up  lo  you.  your  needs 

•  MORE  FOR   YOUR   DOHA*     No  premium  cost  lor  individualized  programming    '• 

coverage  lor  less  lhan  some  "spot"  costs 

•  ONE  ORDER  DOES  THE  JOB   All  bookkeeping  and  details  are  done  by  Kq       —    .«•!•*  b*»l 
time  and  place  are  chosen  lor  you 
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SPOT   RADIO .   continued 

The  big  K  is  50,000  wait 

KSL  radio,  the  best  seller  in  the 

big  and  booming  greater  Salt  Lake 

Market.  It's  a  market  that  includes 

KSL.s  leadership  in  metropolitan  areas 

as  well  as  dominance  of  the  eager-to-buy 

thousands  in  smaller  cities  and  towns, 

a  market  area  of  1,671,200  people. 

It's  111  counties!  in  8  states  where 

people  are  reached  and  sold  by 

KSL  radio. 

BEST 
SELLER 

thebigCKSL    RADIO 
50,000  WATTS 

CBS  for  the  Mountain  West 

Represented  by  CBS 

Radio  Spot  Sales 

Reaches  and  sells  a  GREATER  SALT  LAKE! 

Q.  What  fresh  evidence  turned 

up  in  the  last  year  may  lead  clients 

into  spreading  out  beyond  the  traf- 
fic hours? 

A.  An  A.  ('..  Nielsen  Co.  survey  in 
1956  on  how  the  radio  audience  accu- 

mulates Mondays  through  Frida\> 
showed  that  about  as  mam  homes  are 

reached  in  a  week  between  6  p.m.  and 

9  p.m.  as  are  reached  between  6  a.m. 
and  9  a.m. 

•  John  Blair  &  Co.,  working  from  a 

1950  Pulse  study  of  eight  major  mar- 

kets, discovered  that  about  23'  <  more 
housewives  can  be  reached  b\  radio  at 

2  p.m.  than  at  7  a.m.  (and  they're  not 
-pilling  cereal  and  burning  toast  then 
either  I . 

•  Albert  Shepard.  executive  vice 

president  of  Institute  for  Motivational 

Research,  told  SPONSOR  that.  "\  erv  ef- 
fective advertising  may  still  fall  short 

of  full  effectiveness  because  it  lacks  a 

follow-up."  He  said  I  MR  studies  show 
that  the  advertiser  who  ha-  announce- 

ments in  traffic  hours  had  better  follow 

up  with  others  in  non-traffic  hours  if 

he  wants  an  "action  trigger"  to  set  off 
the  response  pattern  between  commer- 

cial, consumer  and  product. 

•  Success  stories  from  such  clients 

as  American  Airlines  which  uses  mid- 

night through  dawn  radio.  GMAC 
which  saturates  week  ends,  and  Sea- 

board Finance  which  goes  into  all  slots 

are  proving  that  all  time  is  prime  time. 
•  Auto  traffic  studies  show  that 

commuting  workers  are  not  on  the 
roads  only  between  7  and  9  a.m.  and 

4  to  6  p.m.  In  many  markets  such  as 

San  Diego,  Shreveport.  South  Bend, 
Syracuse  and  Tulsa,  the  majority  of 
factory  workers  are  already  punched 

in  on  the  job  by  7  a.m.  They  are  driv- 

ing home  between  3  and  4  p.m.  "Prime 
time"  announcements  miss  them  com- 

pletely. 
•  An  A.  C.  Nielsen  \RI-NSI  auto- 

plus  summary  report  for  early  winter 
1956  showed  that  at  8  p.m.  about  4.7 
million  homes  were  tuned  to  radio 

along  with  about  1.5  million  cars,  with 
an  average  of  two  listeners  per  car. 

•  Another  Nielsen  study  on  radio 
and  tv  homes  reached  in  a  week  during 

March  1956.  demonstrated  that  be- 

tween 8  and  9  p.m.  16.5  million  homes 

used  radio  against  33.5  million  tv. 

Thus  in  "tv  time"  about  half  as  many 
people  are  listening  as  are  watching. 
But  the  cost  differential  is  far  and 
awa\    greater. 

•  CBS  Radio  Spot  Sales  has  come 

up  with  evidence  of  a  substantial  bonus 
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KPRS 
is  the  KEY  to 

Kansas  City's  127,600 
Negro  Market 

The  ONLY  station  in  the  rich  Kan- 

sas City  Metropolitan  area  beamed 

exclusively  to  the  Negro  Market .  .  . 

KPRS 
1000  W.  —  1590  KC. 

Kansas  City,  Missouri 

Represented   nationally   by 

John    E.    Pearson    Co. 

°°*r  loo* 
HAVBN'T 

LOOKED  UP! 

SPECIALIZED  NEGRO 

PROGRAMMING 
With  100%  Negro  programming  per- 

•onnol,  KPRS  it  effectively  directing 

Iho  buying  habit*  of  its  vast,  faithful 

audience.  Your  talcs  message  wastes 

neither  time  nor  money  in  reaching 

tho  heart  of  itt  "preferred"  market. 
Buying  time  on  KPRS  it  like  buying  tho 

only  radio  ttation  in  a  community  of 

127,600  active  prospects. 

1,000  W.      1590  KC. 

KPRS 
KANSAS   CITY,   MISSOURI 

For  availabilitiet  call  Humboldt  3-3100 

Represented  Nationally  by- 
John  E.  Pearson  Company 

nl  u  ■  ii  k  in  •  wi mien  1 1  <tenei  -  who  car 

be  reai  hed  l>\  adverl isers  usin  •  week- 

end radio.  Bused  mi  I,'.  S  <  ensua  ii 
urea  t"i  I  I  "I  the  majoi  marketa  thin 
stud)  -h< >w -  thai  the  pen  enl  ige  -t 
working  women  i  in  •  -  from  26'  i  in 
Si  I  "in-  to  W  in  \\  ashington,  I  >  < 
I  he)   also  '  .in  be  reai  hed  evenin 

[nese  are  <>i>l\  .c  few  "l  the  findin  - 
in  l.u "I  ..l  non  1 1 . 1 1 1 1 •  him  -  I  ..i  more 
details,  see  Radio  Basil  -  this  issue 

"I '"Hi  be  pi irne  time  blind/1  sponsor 
16  Man  h:  \\  ho  will  make  the  firsl 

big  nighttime  radio  breakthrough?" sponsoh  I  fune. 

Progress 

Q.  Is  anything  being  done  to 

meet  charges  of  "over-commercial- 
ization" in  radio? 

A.  \  numbei  "I  stations  are  begin- 
ning t"  take  steps  to  thin  oul  the  ovei 

crowded  "prime  time"  limn-.  Thej  are 
.11  complishing  this  bj  such  means  aa 
additional  premium  rates  "i  simp!)  bj 
tailing  i"  n-hll  »l"t-  as  contracts  ex- 

pire.    Stations  have  as  much  .ii  stake 
in  llii-  as  <l"  clients,  since  I   nam 
commen  ials  i  an  spoil  programing. 

I  lii-  coming  season,  if  more  clients  are 
less  insistent  on  traffic  slotting  and  are 
willing  to  spread  schedules  throughout 
the  rest  "I  the  day,  the  practice  of  over- 

loading "prime  times"  with  announce- 
ments ma)   i  '-.!-'■  h  ithoul  commotion. 

Q.  Is  there  much  chance  of  com- 
pany-by-company spot  radio  dollar 

figures  this  season? 
A.  \  big  stride  was  made  during  the 
last  jreai  l>\  Station  Representatives 
Association  which  began  bringing 
oul  quarterlj  dollai  volume  figures  b) 

product  categories.  But  whethei  some- 
one else  will  go  to  the  trouble  t>>  bring 

"Hi  individual  client  spending  during 
the  nexl  year  is  doubtful,  despite  the 

I.kI  thai  such  h l; ii i *•-  are  greatl)  need- 

ed.    Vs  one  adman  put  it:  "W  ith  spot 
business  g   I,  the  industry   will  prob- 
a  I  •  I  \  figure  thai  the)  can  gel  along 
without  them.  Then  if  things  start  i" 
slide  <>U.  tlirxll  wish  tlif\    li.nl  them." 

Commercials 

Q        Is    the    quality   of    radio   com- 
mercial   copy    keeping    pace    with 

growth  in  spot  radio  activity? 
A.      "Now    that    radio    has    become 

'fashionable1    again,"    >me    rep    com- 

OVER    FLORIDA'S 
SUN    COAST   WHERE 

745,895 
HAPPY    PEOPLE    SAY: 

"FISHING  IS  GOOD  .  .  . 

WEATHER    IS    FINE    .    .    . 

BUSINESS   IS  GREAT  .   .  . 

FLORIDA    IS 

WONDERFUL  .  .  . 

AND   .   .   . 

Hast 
IS  THE   MOST'   WISH 
YOU   WERE   HERE  ON 

1490  KC 

DICK   DOTY.  PRES 

BLUE  SKIES  BROADCASTING  CO. 

BRADANTON    FLA. 
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SPOT    RADIO continued 

W  A  N  T  E 1) 
BY  CLIENTS 

Members  of  The 

"Jack  The  Bellboy"  "Daddy  Sears" 
Notorious    audience    stealer  O.  K.  Gang  Leader 

These  Men  Are  Wanted 

TRANSCRIBED  OR  ALIVE 

For  more  information  contact  Sheriff  Forjoe  or  any  of     I 
his  Deputies— or— call  Warden  Stan  Raymond  in  Atlanta. 

•  i REWARD 
PAYABLE   IN   RESULTS 

0t^fm0^  i^lf^#%#^0<  t^it^^l^^m0m^f^^t^^0¥^it^^^^0t0t^0^^t^^0^  «^i  ̂ 0 

DESCRIPTIONS 

"Jack  the  Bellboy"  .  .  .  always 
strikes  between  5:30  &  9:00 
A.  M.  Uses  top  records,  news 
and  weather  to  muscle  his  way 
into  thousands  of  homes. 

"Daddy  Sears".  . .  leader  of  the 
gang  —  armed  to  the  teeth  with 
talent  —  Dangerous  between 
4:00 &  8:00  P.M.  Has  captured 
a  tremendous  following  and  is 

gunning  for  more. 

5^>  ft 

KILOCYCLES 
WA0K 

ATLANTA WATTS 

By  all  accepted  standards 

KSTN    leads  all  stations  in  the 

BIG  STOCKTON,  CALIFORNIA  MARKET! 
Station  Audience  Shares 

Monday  through   Friday 

PULSE— May  1957 
KSTN 
Station  B 
Station  C 
Station  D 
Station  E 
Station  F 

HOOPER— April-June  1957 

KSTN 
Station  B 
Station  C 
Station  D 
Station  E 
Station  F 
Station  G 
Station  H 
Station  I 
Other 

7AM- 1  2N 32% 

20 
4 
9 
6 

17 
12 

I2N-6PM 
28% 

20 
4 

12 

7 
15 

14 

7AM- 1 2N 

39.8% 

14.7 
2.2 
7.9 
4.6 
10.3 7.0 

3.3 
2.5 
7.9 

7AM-7PM 29% 

20 
4 

II 
7 

16 

13 

I2N-6PM 
30.3% 

24.9 4.1 10.7 

5.1 
7.9 

6.6 
2.1 

1.4 

6.9 

KSTN STOCKTON,   CALIFORNIA 
Music      •      News      •      Personalities 

Represented   by   Hollingbery 

merited  to  sponsor,  "more  brain  power 

than  ever  is  going  into  radio  copy." 
This  has  been  noticed,  not  only  with- 

in the  industry,  but  by  audiences  as 

v.(  II.  Newspaper  columnists  and  writers 
for  consumer  magazines  have  been 
loud  in  their  praise  of  the  improved 

quality  of  radio  commercial  copy,  the 

imaginative  jingles,  the  catchier-than- 
ever  tunes.  Admen  who.  onlv  a  short 

while  ago  were  training  their  heaviest 
creative  guns  on  tv  commercials  are 
now  turning  out  great  radio  copy  and 

appear  to  be  having  a  good  time  at  it. 

Q.  What  trend  has  distinguished 
this  new  concept  of  radio  copy? 

A.  Particularly  noticeable  in  recent 
months  and  likely  to  continue  during 

the  coming  season  is  the  light-hearted 
"talk"  commercial.  It  fits  into  musical 

programing  formats  well,  creating  a 
good  contrast  to  attract  listener  atten- 

tion. It  also  gives  d.j.'s,  who  them- 
selves rely  heavily  on  humor,  a  chance 

to  kid  it.  Such  comments  not  only 

give  the  commercial  added  impact,  but 
added  seconds  of  air  time.  A  few  of 

these  commercials  were  adapted  from 

tv.  notably  the  Harry  and  Bert  skits 
for  Piels  Beer  which  are  credited  by 

many  copywriters  with  having  started 
the  trend. 

Some  clients  who  are  now  attracting 

attention  with  their  light-touch  com- 
mercials are:  Beechnut  coffee,  Cava- 

liers, Ford,  Pepperidge  Bread,  Pall 

Mall.  Sen-Sen.  Hoffman's  Beverages, 

Rambler.  Contadina.  Martinson's  cof- 
fee, Schick  Razor,  Schweppes  Tonic. 

Despite  their  humor,  these  commercials 
are  reallv  hard  sell. 

Q.  Does  this  trend  to  light-touch 
radio  commercials  mean  that  all 

clients  might  profit  by  using  them? 

A.  No.  The  light-touch  commercial 

works  well  for  products  that  are  asso- 
ciated with  pleasure  such  as  beverages, 

cigarettes  and  even — provided  copy  is 

handled  deftly — with  such  expensive 

pleasure  products  as  autos.  But  it 
would  hardlv  be  appropriate  for  a  life 

insurance  company  to  use  a  humorous 
commercial.  With  inexpensive  items 

such  as  a  five-cent  candy  bar.  where 
am  seriousness  or  pomposity  would 

sound  ridiculous,  the  light  commercial 

works  fine.  It  also  is  ideal  for  prod- 
ucts for  which  you  can  t  resort  to 

medical  claims  or  which  are  really 

little  different  from  competitive  brands. 
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SPOT    RADIO  .   .   .  continued 

However,  il  your  product  reall)  has 
cable  outstanding  sales  points, 

then  a  straight  sell,  demonstration 

approach  will  prdbabl)  l>c  a  much 
safer  course  than  taking  a  chance  on 

humor   which  can  backfire  easily. 

Program  Services 

Q.  Is  the  continuing  boom  in  spot 

radio  reflected  in  the  radio  pro- 
gram services? 

A.  All  the  packaging  firms  report 
sizeable  gains  in  business  volume  this 
year.  RCA  Thesaurus  reports  business 
is  nearly  300%  greater  so  far  this  year 
than  last.  Stations  that  have  bought 

hardly  anything  in  the  line  of  recorded 

programing  since  1952  are  coming 
back  as  customers,  according  to  the 

packagers,  along  with  the  new  stations 
corning  on  the  air  for  the  first  time  this 

year.  Programing  of  all  companies  is 
going  into  new  markets,  and  is  being 

sold  to  many  powerhouse  stations. 

World  Broadcasting  System's  new  pro- 
motional game,  Sound-O,  is  already  on 

more  than  1,000  stations.  RCA  The- 

saurus' Lawrence  Welk  package  is  in 
about  135  markets,  many  of  them 

top  markets  such  as  Chicago  and 

Dallas.  Sponsors  of  recorded  programs 
represent  a  broad  base  of  products; 

some   national   clients   are   coming   in. 

Q.  What  are  some  ot  the  new 

programs  offered  this  fall? 
A.  World  Broadcasting  System: 

Sound-O.  a  radio  sound  effects  game 
designed  to  serve  as  both  a  merchan- 

dising and  programing  feature:  can  be 
used  as  an  hour  show,  a  half-hour 

show,   or   as   all   day   spot   promotion. 
•  RCA  Thesaurus:  Champagne 

Music  of  Lawrence  Well,.  /  Rem  cm  her 
When,  a  half-hour  musical  stanza  star- 

ring Paul  Whiteman.  Great  Moments 

in  Sports,  series  of  52  open-end  15 
minute  transcriptions.  Quickie  Tunes, 

for  well-timed  program  closings. 
•  Ham  S.  Goodman:  Car  Counsel- 

lor, especiallv  for  auto  dealer  or  sim- 
ilar sponsorship;  consists  of  156  rive- 

minufe  shows  of  interest  to  motorists 

I  when  to  change  oil,  safety  tips).  Tex 
and  Jinx,  capsule  interviews  available 

in  strips  of  six  10-minute  shows  or 
three  15-minute  shows  weeklv.  Opin- 

ions Unlimited.  15-minute  news  com- 
mentaries featuring  H.  R.  Baukhage, 

H.   \  .  Kaltenborn  and  John  McVaine. 

•  Charles  Michelson:  Life  Can  Be 

Beautiful,  also  other  soap  operas.  The 
Clock.    Famous  jury  Trials. 

•  Sesac.  Transcribed  Library,  pack- 

ages for  such  specialized  musical  pro- 
graming formats  as  folk  music,  band 

music,  polkas,  classical,  religious, 

Spanish.  Hawaiian,  etc.  These  pack- 
ages (especially  band  and  classical  I 

are  also  selling  to  tv  stations  as  back- 
ground music  or  as  themes  for  feature 

film.    No  open  end  transcribed  shows. 

•  Lang-Worth  Feature  Programs, 
Inc.  In  the  station  service  area,  this 

firm  offers  Airlifts,  jingles  for  time, 

weather,  station  promotion,  sound 
effects  and  musical  intros. 

•  Standard  Radio  Transcription 
Services  of  Chicago:  Laurence  Welk 

Library,  collection  of  212  Welk  rendi- 
tions with  Welk  voice  tracks.    Shorty 

Tunes  for  special  broadcasting  needs, 
all  instrumental.  Also  libraries  of 

transcribed   music   and   sound    effects. 

Q.  Are  any  new  trends  develop- 
ing in  type  of  transcribed  program- 

ing? 

A.  The  increased  sales  reported  by 
World.  Goodman.  RCA  Thesaurus  and 

Michelson  is  attributed  by  them  to  a 

growing  interest  among  stations  and 

clients  in  "talk"  programs  as  a  change 
from  the  music-and-news  formats. 

"As  tv  is  beginning  to  lean  more 

heavily  on  music  for  programing. " 
said  Harry  Goodman,  "radio  seems  to 

be  turning  more  to  drama."  If  such  a 
trend  is  starting,  then  radio  would  be 

on  the  way  toward  completing  a  full 

cycle  in  programing  concept. 
If  this  is  the  start  of  a  trend,  what 

lies  behind  it?  "Some  national  agen- 
cies and  clients."  said  Don  Ash  of  RCA 

Thesaurus,  "seem  to  feel  they're  not 
getting  full  impact  from  announce 
ments  within  d.j.  formats  and  are  be- 

ginning to  think  in  terms  of  open-end 
shows  for  importance  and  identifica- 

tion." Perhaps  this  is  reflected  in  a 
small  way  by  the  comment  by  one 

timebuyer  in  sponsor's  spot  radio  sur- 
vey. As  a  suggestion  on  what  is  need- 

ed to  sell  nighttime  radio,  he  noted: 

"Better  programing,  also  in  davtime. 

One  show  is  like  another  if  they're  all 

music-and-news." 
Q.  Are  any  trends  developing  in 

timing  of   program   e.t.'s? A.  Nighttime  radio  is  getting  a  break 
with  a  lot  of  this  programing.  As  was 

previously  mentioned.  m\  sterv  and  ad- 

CUSTOMERS  FOR  9*   PER  THOUSAND 

5.000   WATTS  DEfender    5-1600 
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youmean  IT'S    NOT   A   ONE-STATION   MARKET? 
No,  Virginia,  it's  not  a  one-station  market     even  though  ARB,  Nielsen  and 

Puhc  have  made  it  look  thai  way,   There  really  are  other  7  V  stations  in 
Eastern  North  Carolina.  Sure,  these  .ire  the  facts  .  .  . 

.  ,  .  ARB  (Jan.  1957)  credits  WTS'CT  with:   •  every  one  of  the  top  15  shows 
•  dominance  of  HO  nighttime  '4  hours  (6  P.M. -Midnight,  Sun.  thru  Sat.)    •   plus 

daytime  dominance,  too.   •    (confirming  the  earlier  Pulse  ratings)  .  .  .  Neilsen 

reports  that  WNCT  reaches  more  Eastern  N.  C.  homes  and  is  viewed 

regularly  by  40%  more  homes   than  any  other  station. 

But  honest,  Virginia,  WNCT  is  not  the  only  T\    station  in  Eastern  X.  C. 

It's  just  that  .til  those  reliable  sources  keep  making 
it   look   that   way  . 

WHALE  OF  A  STATION *     WHALE  OF  A  MARKET 
COUNTIES   SERVED 

42 

POPULATION 1,496,700 
TV  HOMES 194,560 

EFFECTIVE    BUYING INCOME $1,460,140,000 
RETAIL  SALES $1,150,316,750 
GROSS  TOBACCO  SALES  (Type 12)    $477,816,430 

Sources     NCS  \      2    TV M.i^.i USDA    SM  Survcj 

Bin  inp  Powei    s 
RDS 

EL   9  — CBS    •    ABC    J     \  ndl  Campbd   Ger 
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SPOT   RADIO .  continued 

venture  shows  are  getting  a  big  play 

across  the  board  in  the  evenings.  RCA 

Thesaurus  reports  that  about  90%  of 

stations  using  their  Champagne  Music 

of  Lawrence  W elk  are  programing  it 
after  6  p.m. 

Farm  Radio 
lllllllllillllllllillllllll!llll!!ll|||||!llll!llllllllll!lllillllllllllllllll!IIM 

Q.  What  is  the  outlook  for  farm 
radio  this  fall? 

A.  Farm  radio  is  continuing  very 

strong,  according  to  station  reps.  In 

many  cases,  time  on  farm  stations  is 
already  well  sewed  up,  since  many 

farm  client  buys  are  for  52  weeks. 

sponsor's  1957  Buyers'  Guide  reported 
that  77%  of  the  2,676  stations  re- 

sponding to  its  questionnaires  sched- 
uled some  specific  farm  programs 

weekly.  Of  these,  29%  program  more 
than  five  hours  per  week. 

Q.  What  are  some  facts  that  may 

help  clients  make  up  their  minds 

about  going  into  farm  radio  this 
season? 

A.  A  recent  John  Blair  Co.  presenta- 

tion (See  "How  stations  sell  farm  ra- 

dio today,"  sponsor  30  March)  has 
turned  up  the  following  facts  about 
farm  radio:  6  million  farm  families 

make  up  the  national  market  for  farm 
radio.  In  this  audience,  radio  has 

98%  penetration.  The  farm  market 
has  5.6  million  radio  homes,  with  an- 

other 3.3  million  radios  in  cars  and 

trucks.  But  the  farmer  is  not  only 

reached  in  his  home  or  car:  radio  gets 
to  him  in  the  barn  and  on  the  tractor. 

The  cost  of  reaching  a  farm  audience 
with  radio  is  at  least  500%  less  than 

via  farm  publications.  Farm  families 

spend  more  time  listening  than  do  ur- 
ban families;  3.03  hours  per  day,  or 

24%  more  listening  than  shown  by 
Nielsen  for  urban  families. 

The  prime  force  behind  farm  radio 
is  the  farm  director  of  the  local  sta- 

tion. He  is  a  community  figure,  fre- 

quently associated  with  a  state  agricul- 
tural bureau,  on  whose  words  farmers 

rely.  He  is  the  perfect  merchandiser, 
calls  on  dealers,  addresses  grange  or 

other  agricultural  meetings,  identifies 

with  the  client's  product. 

Q.  Who  are  some  of  the  major 
clients  in  farm  radio  now? 

A.      Alcoa.   Allis-Chalmers.  American 

Down  SHREVEPORT  way 

^?,l,//,    our  folks 

-V-l/l  A^'c  know  their '/J/.\W    BRANDS! 
I 

'Cause  91.000  BRAND-CONSCIOUS 
Negro  listeners  buy  the  brands  the 
KANV  PERSONALITIES  SELL,  all 
day,  every  day. 

In  the  Shreveport  area,  where  Negroes 
receive  43C  out  of  every  payroll  dol- 

lar.  KANV    is   the   ONLY   ALL-NE- 
GRO PROGRAM  STATION. 

Distributors  report  that  BRAND  sales 

jump   daily   And   advertisers 
jump  to  renew  their  KANV  contracts! 

JUMP  NOW!      Let  KANV 

RING 

THE  BELL 
for   you! 

Write,  call  or   wire   the   KANV 

Representative    in    your     area — NOW! 
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WLIK 
5,000   WATTS 

1270    KC    NEWPORT 

MSP,   Mgr 

WLIL 
1,000   WATTS 

730   KC  LENOIR   CITY 

ARTHUR    WILKERSON,    Gen.    Mgr. 

WAEW 
1,000   WATTS 

1330    KC   CROSSVILLE 

CLARENCE  STINNETT,  Mgr. 

2   or   3   si  a  I  ion 

package   a  he  o  tint 

writ*  for   rale    card 
G     OVf 

<r 

\ 

<c 

ARTHUR  WILKERSON 

General  Manager 

Lenoir  City,   Tennessee 

WLIL 

<  \  animid,    I  '•■  •■•    '  I   al     Hen  ul<  - 
Powdei .   I  ni'  i  n. ii  ional   Harvi  rtei     Pfi 

/i-i .    Re)  noldi    \\<  tab    Heaa  i&  (  lark, 
I  leKalb    Vgri«  ultural  lard 
Oil  "i   '  'In..    In-i iiui.    ..i   l  ife   in-iii 

am  f.  among  mam  othi  i  - 

Foreign  Language 

Q.  How  extensive  is  foreign  radio 
(exclusive  of  Latin  American)  as 
this  season  begins? 

A.  I'lir  Dumbei  ol  languaf  es  has  in- 
■  reased  ovei  L956  57  to  18),  bul  ( I » « - 
ii u 1 1 1 1  ••  i  ..I  radio  Btations  programing 

i-  Blight!)  "II  this  j '-.ii .  \'  i  "I'ln 
Buyers  Guide,  107  Btations  out  ol 
— .<  >T<  >  reported  programing  foi  one  or 
more  foreign  Bpeaking  Begmenta  in 
their  communities.  This  represents 
M',.  I. .i-i  \ eai  II11  respondents  out 
"I  2,51  >  -i.it i"ii-.  "i  16%,  went  in  f"i 
Foreign  language  programing. 

States  h  iili  a  fairl)  large  number  of 

Foreign  language  Btations  are:  Califor- 
nia, I  "inn-'  ii'  ni.  Illinui-.  Indiana, 

Louisiana,  Maine,  Massachusetts,  Mi<  h« 
igan,  Minnesota,  New  Jersey,  New 
York,  Nnrili  Dakota,  Pennsylvania, 
[exas,  Wisconsin.  M< <-t  .>f  these  Bta- 

tions are  in  the  older  urban  manufai  • 

im  in-  centers.  Most  popular  lan- 
guages are  Polish,  Italian.  German, 

I  tench.  Greek,  I  kranian,  Hungarian, 

Portuguese,  Jewish.  But  tin  ■-< 
onlj  the  leaders  in  this  field  of  57 
varieties,  which  includes  Buch  minorit] 

tongues  as  Basque,  Chamorra,  Taga- 
log,  Thlingot,  Pennsylvania  Dutch, 
along  with  Amerind  languages  such  as 

Hopi,   Vpache,  I  ti-  and  Zuni. 

Spanish  American 

Q.  How  large  is  the  Spanish- 
American  market  and  where  is  it 

concentrated? 

A.  New  i  "rk  <  it\  i-  now  the  laj 
Latin  center  with  a  Latin  population 

exceeding  800,000,  7n' .  of  whom  are Puerto  lii'  an-.  Market  is  served  bj 
I\m>  Spanish  Btations,  The  other  large 
centers  ar<'  concentrated  in  the  South- 
wesl  and  W  est  Coast  I  hej  are:  Loa 

../<•<  County,  Latin  population  ex- 

ceeds  500,000,  Berved  b)  one  full-time 
and  two  part-time  Spanish  Btations; 

San  tntonio,  50'  I  <>f  population 
speaks  Spanish,  one  full-time  and  two 

1 1  -i.  J    i ml    tpprotrd   li> 

National    \ « I  %  •  ■  1 1  ■ 

KIFN 
■|i.iim-Ii  I  nnguagi    lirnadraMing 

It  u,,,  n\|  i    It....... 

We're  known  by  the 

Companies  We  Keep! 
Cudahy  Packing  Co 

Quaker   Oats  Co 
Can.it. on   Co 

Camel   Og.v 

Bj  ijcrmc.stcr     Beer 
Pet   M.Ik  Co 

Folgcr  Coffee 
Natl  Assn  of  Ford  Dc  il 

Kool-A.d MB   Co FAB 

D  Franssia   Laboratories 

I    C     Penny  Co. 

Lee  Optical   Co 

Ol/mp.a   Beer Holsum   Bread 

Bjrq  s   Beverages 
•    Mfg     Co 

Los  Angeles  Soap  Co 

Winston    Cigarcf 
Frontier    Airlines 

Salem   Cigarettes 
Sham-ock   Dairy 

Security  Stamps 

Safeway  Stores 
Sthiifi    B 

KIFN's    listeners    will    learn    to    like     YOUR 
company,   too'   The    cost  is  modest  but 
the  results  arc   BlC 

Ask   these  YANQUIS  how 

KIFN   sells! 

NATIONAL    TIME    SALES 
New   York   City 
and HARLAN   C    OAKES 

San    Francisco 

Los   Ar. 

KIFN 
860  Kilocycles  •  1000  Warts 
REACHING  PHOENIX  AND 

ALL  OF  CENTRAL  ARIZONA 
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SPOT    RADIO continued 

part-time  Latin  stations;  Rio  Grande 
I  alley  area,  about  350.00(1  Latins  on 

-v  -idc  plu^  luniiis  audience  across 
border,  four  stations;  El  Paso,  about 

iiii',  Spanish  with  bonus  market  of 
I J  10.000  in  Juarez,  Mexico,  two  sta- 
tions  in  Juarez;  San  Francisco  Hay 

area,  one  Latin  station  in  San  Diego; 
Corpus  Chrisli.  about  l.V,  Spanish, 

two  stations;  Nuevo  Laredo  and  Mex- 
ico-Laredo, about  100.000  Latins  in 

this  market,  served  h\  several  stations. 

tlbuquerque  area,  about  125. ()()()  Lat- 
in Vmericans  in  (In-  market,  one  full- 

time  station. 

Two  Spanish  language  networks 
bave  been  formed — Sombrero  Network 

and  National  Spanish   Network. 

Q.  Who  are  some  of  the  national 

clients  heavily  in  Latin-American 
radio? 

A.  Here  arc  some  of  the  major  na- 

tionals using  this  kind  of  radio:  Cam- 
els. Falstaff  Beer,  P&G,  Pall  Mall,  Sal 

Hepatica,  Folger's  Coffee,  Nescafe,  Na- 
bisco. Jell-0,  Fleec)  \\  hite.  Black  Flag, 

Luck\  Strike.  Pet  Milk.  \-\\  a\  Cold 

Tablets.  Colgate's  Halo.  Ex-Lax,  Scott's 
Emulsion,     Big     Top    Peanut     Butter. 

Only  a  part  of  the  picture! 
WWOK  ain't  first  .  .  .  YET  .  .  .  but  from  the  bottom  slot,  in 

twelve  short  months,  we're  only  two  away  from  top  spot  on 

weekdays  .  .  .  solid  first  on  Sundays !  Greatest  audience 

increase  of  any  one  of  the  six  stations  in  the  market. 

1000    WATTS/1480    KILOCYCLES 

CHARLOTTE,     NORTH     CAROLINA 

Latest  Pulse  puts  WWOK  hard  on  the  heels  of  the  BUYING  housewife 

when  she's  ready  for  a  music  lift.  Better  grab  this  potent  force  in  the 
Charlotte  trading  area.  Stars  National,  Inc.,  national  rep/Jas.  S.  Ayers, 
Southeastern  rep. 

Flav-R-Straws,  Gre\  hound  Bus,  Carna- 
tion, Italian  Swiss  Colony  Wine.  A  lot 

of  these  bu\s  are  for  o2  weeks. 

Q.  What  types  of  programing 

are  most  popular  with  Latin  audi- 
ences? 

A.  First  love  of  the  Latin  American 

is  music,  and  his  native  rhythms  hold 

top  rank.  But  U.  S.  pop  music  is  also 
well  liked.  Second  to  music  in  reach- 

ing this  audience  is  the  Spanish  ver- 
sion of  the  soap  operas  which  do  not 

go  on  forever  hut  close  in  00  to  300 

episodes. Most  popular  format  for  Latin- 
American  newscasts  are  the  five-minute 
headline  type  with  strong  emphasis  on 
local  and  Latin  affairs. 

Q.  What  are  the  prospects  for 

Spanish  radio  this  season? 
A.  Arthur  Cordon,  of  National  Time 

Sales  which  represents  National  Span- 
ish Network,  reported  that  the  first  five 

months  of  this  \ear  was  the  best  period 

in  seven  years  for  its  Spanish  stations. 
The  increase  is  continuing  and  the  up- 

coming sea-on  looks  particularlv  heal- 
thy. This  is  in  large  measure  due  to 

old  clients  staying  while  new  ones 
move  in. 

Q.  What  are  some  do's  and 
dont's  for  clients  planning  Latin 
American  radio  spot  campaigns? 

A.  Here  are  ju^t  a  few  tips  offered 

by  Richard  OConnell.  whose  firm  spe- 
cializes in  Spanish  market  station  rep- 

resentation and  represents  Sombrero 
network: 

1.  The  Latin  American  actually  ap- 
preciates the  use  of  his  language  by  a 

national  product.  This  sense  of  recog- 
nition is  of  tremendous  importance  to 

him  as  the  purchaser. 

2.  Merchandising  is  important.  Dis- 

plays and  cross-plugs  within  programs 
sponsored  by  retailers  are  vital  because 
almost  all  retail  advertising  on  that 

level  is  done  via  Spanish  tv  or  radio. 

Newspapers  have  little  place  in  the 

Latin  American's  life. 
3.  Clients  should  not  feel  that  Span- 

ish radio  requires  a  "special"'  budget. It  should  he  part  of  the  regular  budget 

going  to  these  markets  just  as  in  the 
case  with  French  radio  in  Quebec. 

Q.  What  kind  of  commercials  are 
most  effective  for  Spanish  radio? 

A.  According  to  Richard  OConnell 

jingles  are  verv  successful  in  Latin 
American  broadcasting.  Main  of  the 
famous      American      jingles      I  Lucky 
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"Our  greatest  challenge  . . . 
the  development  of  men" 

Ralph  Cordiner,  President,  General   Electric  Company 

"Few  expenditures  we  can  make  are  more 
important  than  those  for  education.  A  well- 
educated  person  produces  more  and  consumes 

more,  makes  wiser  decisions  at  the  polls, 

mounts  a  stronger  defense  against  aggression, 

and  is  better  able  to  perform  the  grave  re- 
sponsibilities of  American  citizenship. 

"Freedom  needs  educated  people.  So  do  busi- 
ness and  industry.   I  earnestly  as};  you 

support  the  college  or  university  of  your 

choice  in  its  planning  for  expansion  and  a 

stronger  faculty.  The  returns  will  be  greater 

than  you  thin/  ." 

If  you  want  more  information  on  the  problems  faced  by 

higher  education,  write  to:  Council  For  Financial  Aid  To 
Education,  Inc..  6  E.  loth  Street    New  York  IT.  New  York 

-  c«c-   rovciT^i 

Sponsored  as  a  public  service,  in  cooperation  wit'  nieil  for  Financial  Aid  In  Education 

,n  \.\    1957 

K,l 



SPOT   RADIO .  continued 

TWO  HITS 
and  NSVER 
A  MISS 

popular         music        stations 
BAKERSFIELDX 

and  CALIFORNIA 
IANCASTER  / 

•  •  • 

KBVM KBIS 
SOUTHERN 

SAN   JOAQUIN           TRADING  ANTELOfE 

VALLEY      AREAS      VALLEY 

POPULATION- 

tsM.tti.MM   RETAIL  SALES .  f  M^iMM 

COMBINED     X      |i«»ulatio»i...  53R.OOO 
MARKETS  TOTALJuta*  sau(..$681,M2,000 

8Ufnm*i)(ed:    jddam 

•UV   iOTH  STATIONS 

KMS,  —*  KIVM 
FOKCOMMNED  ■ATES 

LESS   10* 

Strike.  Hit  Parade,  Texaco)  have  been 

recreated  and  adapted  for  Spanish  with <rood  results. 

FM  Radio 

Q.  What  is  the  current  status 

and  outlook  for  frequency  modula- 
tion? 

A.  Late  last  year,  at  the  instigation 

of  NARTB's  Frn  Radio  Committee,  a 
survey  of  the  fm  situation  was  con- 

ducted under  the  direction  of  John  F. 

Meagher,  NARTB  radio  vice  president, 
and  Richard  Allerton,  its  research 
director.  Here  are  some  of  their  find- 

ings based  on  168  replies  to  question- 
naires sent  334  fm  stations: 

•  Most  typical  sponsors  are  record 
and  hi-fi  dealers,  appliances,  beer,  gas 
and  oil,  automotive. 

•  Median  fm  time  charges  are  about 
half  the  am  rate. 

•  Seven  stations  reported  they  are 
over  90%  sold  out. 

•  Most  popular  programing  is,  in 

this  order — music,  sports,  news.  Sports 
shows  are  sponsored  on  41  stations, 
rrusic  on  20. 

•  Three  out  of  four  stations  go  on 
the  air  before  noon. 

•  Fm  duplication  of  programs  aids 
am  coverage,  was  the  consensus  among 
123  stationmen. 

As  of  the  end  of  May  of  this  year, 
532  fm  stations  were  on  the  air.  This 

is  quite  a  few  less  than  the  over  700  on 
the  air  in  1949  when  fm  interest  was 

at  a  peak.  Set  manufacture  has  slipped 
also.  Last  year  about  200,000  were 

made  in  contrast  to  peak  years  1948 
and  1950  when  about  1.5  million  were 
turned  out. 

The  profit-loss  picture  on  fm  broad- 

casting isn't  the  brightest  either.  The 
NARTB  survey  showed  13  stations 
with  a  profit.  42  breaking  even  and  78 

losing  money.  As  for  fm-only  stations, 
13  were  making  money,  36  holding 
their  own  and  38  in  the  red. 

Despite  its  troubles,  however,  fm  is 

showing  signs  of  moving  forward  again 

this  year.  At  the  present  time,  there 
are  about  15  new  station  requests  and 

115  pending  applications  with  FCC. 
There  are  probably  about  10  million 
sets  in  the  U.  S.  that  can  receive  fm 

signals.  Recent  studies  in  some  major 
markets  have  shown  an  increase  in  fm 

penetration.  Hi-fi  enthusiasts  are  in 

part  responsible  for  the  renewed  activ- 

ity  and  fm   radio's   improved  outlook. 

TOP  DOG 
in  Central 

ARKANSAS* 

Reach  this  important  mar- 
ket and  32  central  Arkansas 

counties  most  effectively  via 

KVLC  radio 
Lowest  cost  per  1,000.  Un- 

questioned leadership 

proved  hy  latest  "Pulse" and  15  consecutive  monthly 
"Hooper"  ratings! 

AR  KANSAS' 
ONLY  MEMBER 
AIMS   CROUP 

Cet  the  KVLC  Success  Story  today! 

New  York:  Richard  O'Connell,  Inc. South:  Clarke  Brown  Company 

Chicago:  Radio-TV  Rep.,  Inc. 
West  Coast:  Tracy  Moore  &  Associates 
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FACTS  SHOW 

WICH 
reaches 

the  most  people 

in  Connecticut's 
fast-growing atomic 
submarine 

county- 
bounded  by 

NORWICH 
NEW  LONDON 

WESTERLY,*!. 

Jlerchcuidjs^ 
•  10  Outdoor  Bo ard5 
•  IS  Taxicab  Posters 
•DIRECT  MAIL 
for  details  contact : 
Everett   McKinney, 

40  E.  49  N.Y.   PL  3-9332 

Foster  &  Creed, 

Statler  Off.   Bldg.   Boston   HU   2-4845 

Music  Programing 

Q.       Wh.it  is  the  overall  picture  of 
music    programing   as    the    spot   ra- 

dio fall  season  begins? 

A.      Countrj  \\  estei  n  mu  e  up 

fast   tin-   \'-,n    ,i~    i   station   specialty. 

sponsor's  L957  Buyers'  Guide  showed 
thai  .  >'  ■   "I  iIm  .'  '■ . i'  stations  respond- 

ing   n    ulai  Ij    -'  hedule  <  ounti  j  -\\  •  -i 
ci  n.    I  In-  Bame  pen  enl  I  stal  ions 
feature  some  i  om  erl  musii    Pop  tunes, 
of  coui  se,  i  ontinue  high  n  iili    185  sta 

tions  in  the  sponsor  -in  \'-\  repoi  I 
75  hours  a  week  devoted  t"  spinning 
liii  lei « * i <  1 — .    Popular  mush .  iin  In  I 
jazz,  rhythm  and  blues,  old  standard 
.mil  Broadv aj  show  tunes,  is  .i  Bl rong 
pai  i  "i  programing  in  \  irtualrj  ever) 
pai i  "t  the  '  "iini!  j .  although  l"i  mats 
maj    \  ai  \    depending   on  geographii  .il 
areas  and   t \  | >«-~  <>i   audiences  Bought. 

01   the  same   Buyers'  Guide   respond- 
ents,  93'  i     repoi  ted   si  heduling   each 

(reek   some  gospel   1 1 1 1 1 — i <    or   religion. 

Negro  Radio 

Q.  How  big  is  the  Negro  market? 

A.  ["here  are  IT  million  Negroes  in 
the  I  niicil  States,  with  more  than  half 

of  them  (seven  million-plus)  living  in 
mi  metropolitan  areas.  Five  market 
areas  New  ̂ "ik.  Chicago,  Philadel- 

phia, Detroit  and  Washington  lia\c  a 
combined  Negro  population  of  almost 
l"iii   million  persons. 

Q.  How  significant  is  this  market 
in  terms  of  broadcasting? 

A.  Television  is  ~till  relativelj  un- 

important .i-  an  .iiK'-rli-in-  nicdiuni 
programed  specificalr)  to  Negroes. 
Radio,  on  the  other  hand,  is  a  pro- 

gressively important  medium  to  na- 
tional, regional  and  local  advertisers 

seeking  i"  reach  this  special  interest 
market 

The  scope  and  size  "I  Negro-appeal 
radio     radio  programing  aired  dh 
K   to  the  interests  and  tastes  of  loi  al 

Negi oeg     is  getting  larger  everj 

Q.  How  many  stations  carry 

Negro-appeal  programs? 
A.  \-  of  last  Man  li.  there  were  568 

stations  carrying  Negro-appeal  pro- 
graming. These  stations  arc  located 

in  M\  states  and  in  the  District  of  <  c- 

iumbia.     The   hour-   of   Negro-appeal 

TEAVIE 
MIDDLE       &EOB.&IAS  /- O^ICINAL  £ 
•GLAMOMUSS& 
y  PB-tSENTS  A 

SlAS  (~^k 

LL  r\t 

<A  Date  uottBDel 
After  a  big  splash  in  Chicago  and 
St.  Louis  radio,  and  dramatic  parts 

in  New  York  television,  Del  has 

come  home  to  give  all  Middle 

Georgia  a  touch  of  glamour,  genuine 
southern  friendliness,  and  just  plain 

charm,  on  our  Monday  through  Fri- 

day program  at  1  1  A.M.  Her  main 
interests  (ond  those  of  her  viewers 

are  people  —  national  celebrities, 
hometown  folks,  and  neighbors  do- 

ing a  job  for  other  neighbors  Her 

message  "gets  through"  and  so  will YOUR  sales  message. 

How    would    you    like    "A    Date    with 
Del?"     Your     next     campoign     needs 

MACON  ,  G-/X  . 
National    Rep: 

AVERY-KNODEL,    INC. 
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SPOT   RADIO  .  .  .  continued 

programing,  of  course,  are  directly 
proportionate  to  the  Negro  population. 
In  some  Southern  areas,  where  the 

density  of  Negro  population  is  75%, 

some  stations  will  program  exclusi\el\ 
for  Negroes.  In  other  cities,  where 

perhaps  <>nh  10' ,  of  the  population  is 
Negro,  the  Negro-appeal  station  will 
cam  a  minimum  schedule. 

Q.  What  types  of  shows  are  pro- 
gramed  for   Negroes? 

A.  Negro  programing  main  times  is 
no  different  than  so-termed  general 

appeal  shows  and  features.  Most  ra- 
dio stations  identifying  their  schedules 

strongl)  with  Negroes,  however,  tend 

to  use  popular  local  Negro  personali- 

ties. They  hroadcast  news  of  the  Ne- 

gro community,  stress  rhythm-and- 
blues  music,  community  service  broad- 

casts and  religion. 

Forty-seven  radio  stations  broadcast 

their  schedules  KM)','  for  Negroes  in 
their  area  and  these  outlets  adapt 

popular  general  features  to  this  spe- 
cialized audience.  There  are  Negro 

homemakers,  newscasters,  disk  jock- 

eys  and  actors  who  pull  audiences 
throughout  the  broadcast  da\ . 

Q.  What  kind  of  advertisers  buy 

Negro-appeal  radio? 
A.  Not  too  long  ago  nine  in  10 

national  and  regional  advertisers  who 

bought  Negro-appeal  radio  sold  prod- 

THE   AGRICULT 

SSSS^t 

I  1    I 

SEATTLE  &   PORTLAND   REPRESENTATIVES: 

ART  MOORE  &  ASSOCIATES 

NATIONAL  SALES: 

PAT  O'HALLORAN 
N Or mandy  3-512?   fWenofchee) '■■B 

ucts  identified  almost  exclusively  with 

Negroes  (such  as  certain  hair  prepara- 
tions and  cosmetics).  These  patterns 

are  changing,  however. 

There's  an  ever  Lengthier  list  of  gen- 
eral consumption  items  being  adver- 
tised with  this  l\pe  of  special-appeal 

radio.  Many  clients,  such  as  Phillip 

Morris,  Pet  Milk  and  Hudweiser,  have 

long  sought  to  reach  Negroes.  Others, 

such  as  Cadillac,  Ladies'  Home  Jour- 
nal and  Viv  lipstick,  are  fairly  new  to 

this  realm. 

Q.  Why  the  upsurge  in  general 
consumer  clients? 

A.  Because  the  Negro  market  is  less 
distinguishable  from  the  white  market 
than  it  used  to  be.  The  social,  eco- 

nomic and  professional  status  of  Ne- 
groes has  improved  immeasurably  in 

the  past  decade. 
The\  have  migrated  into  areas  which 

offer  better  job  opportunities,  their 

standards  of  living — and  of  consump- 
tion— have  been  bettered  by  higher 

incomes;  their  acceptance  as  part  of 

many  communities  has  been  enhanced 

There's  another  big  reason  why  ad- 
vertisers are  interested  in  Negroes.  A 

lot  of  the  myths  and  fables  about  Ne- 

groes have  been  blasted.  Research 

and  intelligent  application  of  the  re- 
search findings  have  shown  what 

should  have  been  obvious  but  wasti  t : 

Negroes  are  first  of  all  people  and  sec- 
ondarih  Negroes.  They  thus  consti- 

tute an  increasingly  good  market  worth 

shooting  for  through  special  stations. 

Q.  In  what  ways  is  the  Negro 
listener  different? 

A.  Despite  the  many  similarities  be- 
tween the  specialized  Negro  audience 

and  the  general  audience,  there  are 

some  basic  differences  on  which  mar- 
keters agree. 

Thev  think  Negroes  tend  to  have  the 
following  characteristics  as  buyers: 

thev're  more  loyal  to  a  station  and  its 
personalities  once  a  mutuality  of  in- 

terest has  been  established:  they're 
responsive  to  appeals  which  relate 
\er\  direct!)  to  their  own  ethnic  and 

social  backgrounds,  which  are  very  dif- 
ferent from  tlmse  of  people  in  the  ma- 

jorit\  groups:  they  tend  to  spend  more 
money  on  food  than  do  white  families 

with  the  same  income:  there's  a 
marked  tendency  to  bu\  quality — 

which  usually  means  expensive — prod- 
ucts, regardless  of  the  type  of  item; 

Negro  women,  far  more  than  white, 
control  the  famil\    budget.  ^ 
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the  only  station  out  of  its  TEENS! 

.-.- 

WITH  22.4%  PULSE  SHARE  OF  THE  AUDIENCE! 

.  .  .  the  only  Indianapolis  radio  station 

out  of  its  teens,  preferred  1>\  and  selling  the  audi- 

ence that  does  the  buying— the  adult  audience 

Here's  your  radio  buying  made  to  who's-who  in 
the  heart  of  Hoosierland  .  .  .  proof  in  black-and- 

white  that,  for  bigger  sales  results,  it's  WXLW 
with  a  22.4?  PULSE  share  ot  the  audience,  the 

largest  share  in  Indianapolis,  7  days  per  week. 

The  reason?  WXLWs  programming  is  different 

...  a  music  and  news  formula  deliberately  and 

specifically  created  to  sell  the  adult  a<^e  group  .  .  . 

representing  the  lion's  share  of  the  purchasing 
power.  WXLWs  is  a  vast  audience  ot  product- 
hungry  Indianapolis  adults  who  buy  more  ot 

everything  you  want  to  sell.  The  chart  proves  it 

.  .  .  and  so  will  your  sales 

CONTACT   YOUR   NEAREST 

JOHN   E.   PEARSON    REPRESENTATIVE 

WXLW     TOPS    THEM     ALL. 

INDIANAPOLIS  METROPOLITAN  AREA— APRIL.  US'— SHARE  OF  AUDIENCE 

Mondoy  Fndoy 

6  A  I    6  P  M til    IK 

Satu.do, 

6AM    6  P  M 
6  A  M    6  P  M 

A         . 

IK     III 

^W
 

19  8 

20  5 29  0 

22  4 Sla.  A 19.1 
18.3 

16.4 18.1 

Sta.  B 
17.9 

16  2 

12  7 16.2 
Sta.  C 17.7 

13.4 

15.4 15.7 Sta.  D 

12.1 

15.0 10.8 

12.7 

Sta.  E 10.8 11.1 
9.5 

10.6 

Misc. 
2  8 5.5 5.8 4  4 

H.U.R.' 

23  8 
18.3 

14  4 

18.9 

'Homtl  uiing  radio 
Rating  Sourc*      Th«  PyU#     In 

ON  YOUR  01 

INDIANAPOLIS 

5.000  WATTS   D4TTIME 

Indianapolis'  FISEST  approach  to  HIGH  FIDELITY  sound! 
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At  a  glance,  here's  what's  new  at  the  four  radio  networks 

American's  entire  operation,  top  to  bottom,  is  being  re-oriented  in 

the  direction  of  its  station  affiliates.  Why?  Because  its  new  presi- 

dent, Robert  Eastman,  thinks  the  network  function  of  today  is  to 

supplement  the  program  schedule  of  the  strong  local  station  and 

to  return  more  revenues  to  the  affiliate  than  ever  before.  This 

means  depth  programing  along  local  station  lines:  in  news,  live 

and  recorded  music,  use  of  strong  non-tv  personalities — all  flowing 

naturally  into  and  away  from  local  programing  so  that  continuity 

is  effortless  and  almost  unnoted.  Eastman  has  surrounded  himself 

with  a  group  of  new  top  echelon  men  steeped  in  station  rather 

than  network  philosophy.  He's  building  several  hour-long  live 
shows  to  replace  some  of  the  current  dramatic  programing;  new 

slide  film  and  high-fidelity  presentations  for  client  and  agency 

showing.  Now  planned  and  in  the  works:  a  new  station  compensa- 

tion plan  and  a  re-appraisal  of  current  network  time  charges  for 

fall  selling.  American  is  taking  a  program  tack  similar  to  Mutu- 

al's,  a  selling  and  promotion  approach  more  like  CBS'  and  NBC's. 

Mutual  undoubtedly  has  seen  the  biggest  upsets  of  any  network 

in  the  past  year.  But,  having  hit  the  bottom,  it  finds  that  "up"  is 

its  only  direction.  And  "up"  goes  even  farther  than  Mutual  an- 
ticipated. Today  the  network  is  essentially  a  program  service  of 

news,  music  and  sports,  with  occasional  one-shots  thrown  in.  It's 
a  bartering  operation,  feeding  X  number  of  shows  to  its  affiliates 

free  in  exchange  for  Y  number  of  time  periods  which  the  network 

can  then  sell  to  national  advertisers.  This  rules  out  station  option 

time,  the  eternal  problem  of  station  clearance.  It  also  gives,  ac- 

cording to  Jack  Poor,  MBS  president,  a  pre-clearance  guarantee 

of  83%  of  the  Mutual  lineup.  Poor  is  getting  what  he  hoped  for: 

strong  independent  stations  moving  in  as  affiliates,  advertiser  inter- 

est in  a  pre-cleared  package.  Operating  costs  have  been  cut  and 

the  network  thinks  it's  well  on  the  way  to  being  in  the  black.  The 
glamor  of  network  radio  as  it  used  to  be  is  gone  for  Mutual,  says 

Poor.  But  he  thinks  this  kind  of  a  limited  operation  can  sustain 

itself  as  a  significant  part  of  radio  and  as  a  solid  buy  for  clients. 

Columbia  is  the  most  constant  element  in  radio  networking,  and 

certainly  the  most  stable  of  the  four  networks.  Its  management, 

programing  and  sales  concepts  remain  pretty  much  the  same  be- 

cause they've  added  up  to  a  winning  formula  over  the  recent  years 
of  network  decline.  They  have  the  most  money  coming  in.  the 

biggest  daytime  audiences,  the  most  fixed  programs.  For  these 

reasons,  and  many  others,  the  1957  changes  at  CBS  are  extension? 

rather  than  revisions.  President  Arthur  Hull  Hayes  is  directing 

an  aggressive  sales  organization  which  is  hitting  hard  on  the  need 

for  creativity  in  commercial  content  and  for  development  of  night- 

time program  periods.  CBS  aims  for  new  and  more  varied  shows 

as  more  advertisers — the  blue-chips  especially — come  into  the 

network  ranks  and  swell  the  program  investment  fund.  Program- 

ing is  still  the  thing,  in  CBS  thinking — it's  what  gets  and  keep- 
audiences  and  the  block  around  which  successful  local  operations 

revolve.  It  bagged  the  biggest  network  radio  client  in  years  three 

months  ago:  Ford  Motor  Co.  has  signed  for  $5.5  million  (gross* 

- 

There's  been  a  crescendo  of  interest  in  NBC  on  the  part  of  spon 
sors  and  prospects  as  a  result  of  the  new  intensity  and  enthusiasn 

with  which  the  network  is  being  promoted  and  sold.  Network 

executives,  under  the  direction  of  Matthew  J.  Culligan,  vice  presi 

dent  in  charge,  are  using  flair  and  drama  to  sell  a  lot  of  old  radie 

concepts  in  a  new  way.  The  best  known  gimmick — and  it  ha- 

shown  itself  to  be  far  more  than  a  mere  springboard  into  a  sales 

pitch — is  the  Imagery  Transfer  concept.  For  this,  Culligan  and 

his  staff  advocate  special  copy  approaches  and  appeals  for  the 

special  medium  of  radio.  This  idea  of  a  transference  of  a  prod- 

uct or  concept  image  as  a  result  of  a  radio  trigger  has  brought 

many  a  new  advertiser  into  the  NBC  lineup.  NBC's  program 
structure  is  centered  on  such  sound  sales  successes  as  Monitor  on 

weekends  and  Hot  Line  with  its  hourly  news.  The  network  hits 

hardest  on  news  and  music  but  plans  to  put  more  spadework  into 

other  types  of  programing.  It's  looking  most  of  all  for  a  saleable 
daytime   formula — saleable   both    to   clients   and    to   the   affiliates 



NETWORK  RADIO  BECOMES  FASHIONABLE 

You  II  hear  more  tall;  ulnmi  uri  radio  this  year  than  at  (ins  time 

since  tv  arrived*  H  hy?  There  are  tiro  big  reasons!  ( I )  Years  of 

selling  have  penetrated,  (~)  The  networks  continue  t<>  re-shape 

programing  and  sales  to  the  needs  of  all  kinds  and  types  of  adver- 

tisers.   Tlie  blue-chip  sponsors  are  back  nml  they' re  pacing  the  rest 

Outlook 

Q.  How  does  business  look  at  this 

half-year  point? 
A.  Network  radio  business  looks 

better  than  it  has  in  seven  years  and 
gives  promise  of  making  even  stronger 

dollar  gains  in  the  last  half  « > f  this 

year.  January,  according  to  one  net- 
work president,  was  the  lowesl  poinl 

in  network  radio's  history.  Since  then, 
do/ens  of  new  advertisers  have  made 

network  buys,  man)  f»  >r  the  first  time. 

The  biggesl  money,  <>f  course,  is  com- 
ing  from  the  blue-chip  advertisers. 

Matthew  J.  Culligan,  vice  president 

in  charge  of  \R(!  Radio,  says  this 

spring  1')  of  the  country's  top  100 
national  advertisers  were  using  net- 

work radio.  This  represents  almost  a 

100',  gain  because  at  the  same  time 
last  year  there  were  onl\  L'i>  such 
majors    in    the    network    radio    lineup. 

Radio  i-  "back  in  the  media  living 

room."  he  says.  "The  most  delibera- 
tive buyers  are  buying  it.  ITiis  return 

of  the  smart  buyers  is  now   a  trickle 
bul  it  will  be  a  flood  within  -i\ 

months." 
The  SRO  sign  is  alreadj  being  hung 

out  In  the  networks  on  certain  time 

periods  and  programs.  Mutual,  for 

example,  has  <">2' ,  of  it-  half-hour!) 
newscasts  sold.  Thirt)  -one  a\  ailabilities 
in  this  news  package  are  left,  and 
when  these  are  sold  the  network  will 

he  "in  the  black,"  says  a  top-level 

spokesman.     NBC's    increasing!)    pop- 

ular weekend    Monitor  i-  '>'.'>'  ,    Bold  OUt 
(\\>  in  the  six-week  period  ending 

the    third     week     of    June     reported     I  •", 
new  contracts,  one  extension  of  a 
schedule  and  17  renewal-  36  orders. 
\R(!  has  tabbed  75  advertise!  orders 

in  the  five-month  period  Bince  1  Jan- 

uar) .  a  nel  billing  of  more  than  1 1  1 

million  "larger  than  the  total  of  all 

1956,"  <  iulligan  told  sponsor. 
Robert    Eastman,     American  -    new 

president,    says    his    mosl    important 

single  ta-k  i-  to  jet  more  -ale-  at  good 

rate       and  he'll  hold  firml)   to  the  rate 
card  line.  He  is  planning  seven  or 

eight  hour-long  live  music  and  per- 
sonalit]  -how-  which  he  think-  will 

attract    a    new    group   of   advertisers. 
Rec  -a  use   he  think-  "network    radio   has 

been  \er\  bad!)  sold,"  he's  spending  a 
lot  of  time  in  sale-  planning.  His  pri- 

mar)  sales  emphasis  is  on  sales  effec- 

tiveness. "We're  selling  our  network 
on  it-  own  merit,  and  it-  most  impor- 

tant merit  i-  what  it  doe-  for  the  person 
who  invests  the  dollar-. 

Q.       Are      the      networks      making 
money? 

A.        None    of     the     network-,     at     this 

point.  i-  in  the  black.  The)  have  high 

profit  hope-  for  the  future,  however. 
There  are  two  main  reasons  t"i  this 

optimism:  I  I  I  their  losses  are  do  reas- 

ing  ever)  yeai  a-  the.  make  more  sales 

and    tighten    Up    their    operation-,    and 
(2)  the)  see  a  lot  more  mone)  coming 
into  their  coffers  as  the)  switch  from 

a  holding  operation  to  mi  i  ssive 

types  of  programing  and  sales  tactics. 

I  he)  ie  -till  ti imming   a  l"t   <>{  fat. 

The)  've  put  in  Full-a  ale  <■<  onomii 
all  levels,  management  i"  engine*  i 

I  he)  're  Bpending    a    lot    of   time 
1) zing  past  mi-take-,    rhe)  re  pre-plan- 

ning evei  \  move  bo  the)  i  axi- 
mum  value  for  ever)  dollar  the)  spend. 

Q.      Why  are   advertisers  showing 
a    new   interest   in   network    radio? 

A.       I  hei e  are   man)    i easons   Fi •• 

emergence  ol   interest   in  and   enthusi- 
asm foi  network  radio.     Vmong  them: 

•  Spadework  carried  on  b)  network 
sales  and  promotion  departments 

tie  past  few  years  is  just  now  in  man) 

•  ases  beginning  t"  pa)  "IT. 

•  The  networks  have  developed  new 

and  unique  approaches  i"  selling  their 

produi  t. 

•  I  he  i  osts  of  the   \  isual  media 

television  and  print     have  risen  \<>  the 

point    where    re-appraisal    of    all    aA 
budgets  i-  a  necessity.    Network  radio 
i-  estimated  b)   a  (  BS  ext  i  utive  I 

i  ne-third  to  on<  -fourth  thi  '  t\ . 
•  I  \>\\\  \   investments  b)  su<  h  n  a 

unts  as  Levei    Bi    -     I 
and    Brown   and   Williamson   have   at- 

tracted  industry  interest  and  led  adver- -  i T? t . »  the  fold. 

•  I  he  listening  audience  has  leveled 
off  anl  i-  now  a  stable  one 

•  \n  i n<  reasing  numl  er  "f  advertis- 
wanl    t"    rea<  h    listeners    in 

radio'-  exclusive  audieni  e. 

•  I  he  •  ■•  onom)  of  radio,  disputed 

1>\  n<>  one.  gives  an  advertisei  afford- 

able frequenc)  in  an  era  when  quantit) 

it  in    195' 161 



Facilities  are  highly  important  — but,  fundamentally 
without  the  skills,  ideas,  drive,  sense  of  responsibility  and  enthusiasm 

of  capable  people,  all  the  watts  and  kilocycles  are 

reduced  to  immobile  electronics.  Still  miracles  — but  motionless. 

The  American  Radio  Network  executive  team  is  staffed  by  men  with 

wide  experience  in  radio  broadcasting.  They  know  the  complete 

character  of  the  business.  They  know  stations,  local  programming,  all 

facets  of  radio  selling,  station  management.  They,  are  men  who 

agree  that  the  right  kind  of  network  programming  must  be  in  harmony 

with  the  local  programming  of  the  affiliated  stations. 

RADIO  IS 
They  are  well  aware  that,  finally,  all  their  plans  and  follow-through  must 

be  directed  to  making  the  American  Radio  Network  a  3-way  asset. 

1 .  for  affiliated  stations 

2.  for  local  listeners 

3.  for  advertisers 

This  All-American  management  team  is  sold  on  the  brand  of  showmanship 
that  is  a  vital  force  in  selling.  To  forever  close  the  remaining  gaps 

between  local  station  and  network  thinking  — they  are  dedicated  to  the 

job  of  producing  the  finest  radio  program-product  and  exercising 
a  new  and  progressively  creative  force  in  the  radio  industry. 

American  Broadcasting  Network 
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NETWORK    RADIO  .   .  .  continued 

ul  advertising  impressions  is  difficult  to 

l»ii\   because  «>f  costs. 

•  \n  increasingl)  important  factor 
i>  merchandising.  Advertisers  want  a 
unified  station  lineup  to  cooperate  at 

the  local  level,  and  the)  like  the  mer- 
chandisabilit)  of  a  personality  . 

Q.  Why  is  merchandising  so  im- 
portant to  an  advertiser? 

A.  Marketing  men  realize  more  force- 
full\  than  ever  that  they  have  to  hack 

up  their  advertising  to  make  it  pay  off 

the  biggest  dividends.  They  have  to 
cement  dealer  and  trade  relations.  They 

install  window  streamers,  arrange  shelf 

displays,  send  dealer  mailings,  promote 

their  radio  personalities,  tie  in  advertis- 
ing  to   field   force  sales   meetings. 

Network,  the  networks  contend,  is 

more  merchandisable  and  proiuotable 

than  any  other  type  of  broadcasting- 

far  more  than  print.  It's  national. 
reaching  into  all  segments  of  the  prod- 

uct's distribution  territory.  Its  more 
easily  maneuverable  than  a  station-by- 

station  lineup.  Merchandising  and  pro- 

motion can  be  coordinated  by  one  cen- 

tral department  at  network  headquar- 
ters and  funneled  down  to  the  affiliates. 

Advertisers 

Q.  What  advertisers  are  using 
network  radio? 

A.  The  range  of  advertisers  using 
network  radio  is  broad,  from  small 

regionals  to  large  nationals.  SPONSOR 
made  the  following  analysis  based  on 
network  advertisers  as  of   I    June. 

There  were  148  different  accounts 

on  the  air,  most  of  them  company 
names  familiar  to  advertising  people 

i  (General  Foods,  Miles  Labs.  etc.). 

Some,  however,  are  relative!)  unknown 
i  California  Packing.  Knapp-Monarch. 
Midas).  Of  the  total,  ABC  and  CBS 
had  44  accounts  each;  NBC,  34,  and 

MBS,  26.  (Last  year  there  were  only 

55  advertisers  using  network  radio  all 
told.) 

Most  business  continues  to  come 

from  food  advertisers,  accounting  for 

roughly  one  in  every  five  network 
radio  accounts  (19%  )  •  But  there  have 

been  interesting  weight  shifts  in  prod- 

uct types  using  net  radio,  sponsor's analysis  as  to  current  types  of  network 

advertisers  show  religion  a  close  sec- 
ond to  food,  representing  16%   of  all 

MOO  A  WEEK  buys 
All  these  ond  MORE! 

THE   MOST   POPULAR 

PERSONALITY   PROGRAMS 

IN  THE   AREA' 

NBC  NETWORK 

50.000  WATTS 
•  vlli   RNOOfl      INC 

For  details  call  any  olliie  ol  AVERY-KNODEl  or  WKBW  direct. 
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accounts.  I  These  percentages  have  no 
relation  to  amount  of  time  purchased 
or  amount  of  expenditure.  They  are 
merely  an  advertising  index.) 

Here  are  the  product  or  service  cate- 
gories of  network  radio  advertisers  to- 

day: 19'  i  .  food  product  producers; 
16%,  religion;  14%,  drug;  12%,  serv- 

ices; 12%,  household  items;  10%,  au- 
tomotive and  automotive  products; 

6%,  miscellaneous;  4%.  cigarettes; 

.!'-.  cosmetics;  2%,  appliances:  2' ">  . beverages. 

Q  How  are  individual  advertisers 

using  network  radio? 
A.  Networks  in  the  past  five  \ears 
have  continued  to  develop  new  ways 

in  which  the  medium  can  be  used  by 
advertisers — all  kinds  of  advertisers. 

I  hey've  broadened  the  client  base  as 
shown  by  the  148-account  figure  of 
today  contrasted  with  a  total  of  25 

national  advertisers  using  all  four  net- 
works a  decade  ago. 

Advertisers  are  mainly  attracted  by 

an  all-descriptive  word  —  flexibility. 

This  elasticity  and  maneuverability  ap- 

plies to  every  facet  of  use:  time,  sta- 
tion lineup,  costs,  frequency,  duration, 

audience,  mood,  program,  performer. 

Here  are  examples  of  this  varied 
flexibility  as  it  applies  to  some  1957 
network  sponsors. 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiini  ABC 

Ceneral  Foods  is  spending  SI  mil- 
lion on  Americans  morning  block 

I  Breakfast  Club,  My  True  Story,  When 
a  Girl  Marries  and  Whispering  Streets) 

to  sell  a  variety  of  products.  Among 

them:  Post  Cereals,  LaFrance,  Calu- 

met. Jell-O.  Scope:  full  network,  52 weeks. 

Pharma-Craft  manufactures  Cold- 

ene,  a  product  which  tabs  90%  of  its 

sales  during  the  fall  and  winter.  A  26- 
week  seasonal  campaign  was  budgeted 

at  $200,000  and  involved  the  morning 
block    to    reach    housewives. 

Carling's  Ale  went  into  network 
with  a  small  budget  and  a  musical 

commercial.  To  gain  the  most  effec- 
tive use  of  the  commercial  and  spread 

it  over  as  main  months  as  possible, 

the  client  bought  a  schedule  of  20  five- 
minute  Martin  Block  Shoics  per  week- 

end for  one  weekend  monthly  from 

April  through  August  after  using  two 
weekends  in  March.  The  $100,000 

campaign  skipped  nine  Northwestern 
states  which  have  low  or  no  distri- 
bution. 

The  Mcllhenny  Co.,  which  makes 
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THE      STEERE      STATIONS 

•  When  the  Steere  Station^'  representative  calls  on  y<<u.  here 
are  some  basic  facts  you  ougb.1  to  know  about  these  two  rich 
regional  markets : 

WMAK,  Noshville  — ruth  IS. 
city.  WMAK,  5,000  watts  full 
time  at  1300  kc,  rovers  1,3S5,000 

population  area  with  4924.427,000 
total  retail  sales.  The  Mid-South 's 
must  powerful  MUSIC  and  NEWS 
independent. 

WKMl,  Kalamazoo-Battlc  Creek 
combined  metropolitan  Twin  City 

■tpulation,  76th 

m  U.S.  The  WKMl  signal  covers 
.100  population  .  .  .  over  one 

billion  retail  s  0  watts  at 

1360  kc.  .  .  .  Western   Michigan's most  powerful  independent. 

STEERE  BROADCASTING  CORPORATION 
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NETWORK   RADIO continued 

Tabasco  sauce,  represents  one  of  the 

smaller-budgeted  advertisers.  It  used 

a  s  |."). (ll)U  allocation  to  Inn  one  par- 
ticipation week  I  \  for  13  weeks  on  the 

Jack  Poor  Show. 

Magla  Products  has  two  promo- 
tional seasons  during  the  year,  fall  and 

spring,  for  its  ironing  board  covers. 
For  $7,000  in  each  campaign  they  got 

Breakfast  Club  with  one  participation 
week  I  \   for  four  weeks  in  each  push. 

Chevrolet  wanted  to  introduce  its 

new  1957  trueks  in  a  special  two-week 

drive  costing  $30,000.  It  got  20  five- 
niiiuite  sporteasts  each  Saturday  and 

Sunday   on  more  than  300  stations. 
California  Western  State  Life 

Insurance  Co.  includes  only  the  West 

Coast  in  its  sales  area.  It  bought  a  Pa- 
cific Coast  network  for  twice  weekly 

participations  on  When  a  Girl  Marries. 
Cost  for  seven  weeks:  $8,000. 

CBS 

A&P  food  stores  wanted  a  flash  two- 

da\  campaign  on  peak  shopping  days, 
Thursday  and  Friday.  The  cost  for 

time  and  talent  was  $18,033.  and  in- 
cluded 27  states  and  the  District  of 

Columbia  with  a  lineup  of  131  sta- 
tions. The  buy:  seven  five-minute 

daytime  serial  segments,  four  seven 
and  one-half  minute  serials  and  two 

five-minute  evening  news  shows. 
Chas.  Pfizer  &  Co.  is  interested  in 

the  concentrated  farm  coverage  of  64 
stations  in  16  states.  Its  15-minute 

evening  news  show  costs  $1,787  per 
week. 

Renuzit  Home  Products  Co.  buys 
80  stations  in  37  states  and  the  Dis- 

trict of  Columbia  for  a  weekly  cost  of 

$3,155  covering  one  seven  and  one- 
half  minute  segment  of  a  daytime 
serial. 

Salada  Tea  Co.  is  spending  $4,881 

weekly  for  five  seven-and-one-half-min- 

ute  daytime  serial  segments  on  34  sta- 
tions in  13  states. 

NBC  iiiiiiiiiiii 

Brown  &  Williamson  sponsors 

one-half  of  NBC's  hourly  newscasts 
and  gets  85  commercial  exposures 

weekly  for  a  cost  of  $40,000  per  week. 

This  reduces  to  some  60(J  per  1,000  im- 
pressions based  on  these  statistics:  the 

client  gets  53,206,000  commercial 
home  impressions  weekly;  home  plus 
auto  commercial  impressions  delivered 

per  week,  65,975,000;  duplicated 

homes  reached  in  one  week,  10,800,- 

000.  The  client  wants  to  reach  all  au- 

dience segments  as  well  as  both  men 

and  women  during  peak  traffic  hours, 
in  the  daUime  and  in  the  evening. 

20th  Century-Fox  buys  network 
radio  to  coincide  with  the  national  re- 

lease of  a  new  movie.  The  campaign 
consists  of  50  six-second  announce- 

ments each  weekend  in  Monitor  for 

two  weeks  at  a  cost  of  $20,000.  This 

snin  delivers  21,668,000  commercial 

home  impressions;  30,335.000  home 

plus  auto  commercial  impressions: 
6,821,000  unduplicated  homes  reached 
each  weekend  at  a  cost  per  1.000  of  33 

cents.  The  sponsor's  aim:  frequency 
and  dispersion. 
American  Motors,  for  its  Rambler 

car,  "has  experienced  an  unusual 
amount  of  success  with  its  newscast 

campaign  on  Monitor."  reports  the  net- 
work. "Rambler  sales  have  shown  a 

substantial  increase  and  the  client  at- 
tributes much  of  this  success  to  the 

show."  It  buys  20  Monitor  newscasts 
each  weekend  for  a  weekly  cost  of  $8,- 

500.  Approximate  cost  per  commercial 
minute  is  64^. 

Q.  What  is  the  year's  biggest network  buy? 

A.  The  biggest  by  far  is  the  recent 
contract  signed  by  Ford  Motor  Co. 
with  CBS  Radio  through  J.  Walter 

Thompson  for  $5.5  "million  (gross). 
The  package  of  top  CBS  and  entertain- 

ment personalities  (Edward  R.  Mur- 

row,  Godfrey,  perhaps  Rosemarv  Cloo- 
ney  and  Bing  Crosby)  is  designed  to 
combine  small  program  segments  into 

an  over-all  program  title  of  the  Ford 
Roadshow. 

Ford  is  buying  prime  time  on  a 
large  network  lineup,  hitting  hardest 

for  those  periods  in  which  the  in-car 
audience  swells  the  in-home  audience 

by  as  much  as  50%.  These  periods: 
morning,  late  afternoon,  early  evening, 
Saturdays,  Sundays. 

Although  this  is  the  standout  of  the 

year,  other  blue-chip,  multi-million- 
dollar  accounts  have  signed  at  even 
network. 

Q.  Are  network  advertisers  get- 
ting sharper? 

A.  Network  executives  think  so.  John 

Karol,  vice  president  in  charge  of  sales 
for  CBS  Radio,  thinks  advertisers  and 

their  agencies  are  spending  a  lot  more 
time  on  creative  effort.  Too  frequently 

in  recent  years  the  stress  has  been  on 

media  selection.  Now,  he  says,  the  em- 

phasis is  shifting  to  how  the  advertis- 
ing   is    used    once    its    been    bousrht. 

In  Karol  s  hook,  and  in  that  of  every 
other  network  executive  with  whom 

sponsor  talked,  this  means  the  buyer 

is  getting  sharper.  He's  making  better 
buys  and  he's  using  the  buy  better  and more  imaginatively. 

How  does  this  show  up?  Mainly  in 
commercial  copy.  Copy  is  being  given 

more  attention  than  it's  gotten  in 
years.  Good  writers  are  being  hired  in 
agencies,  and  good  production  people 

are  moving  back  from  television  or 

being  trained  to  specialize  in  radio. 

Sponsors  are  hearkening  more  to  coun- 
sel of  the  networks  in  matching  the 

composition  and  the  mood  of  audience 

and  programing  to  the  commercial  ap- 

proach. 
They're  using  new  sounds  in  the 

sound  broadcasting  medium,  and  these 

sounds  are  attracting  listenership,  at- 
tention and  response.  The  upsurge 

and  success  of  such  spot  radio  copy  as 

for  Bert  and  Harry  Piel  and  Pepper- 

idge  Farm  bread  ( and  there  are  doz- 
ens of  others  i  has  led  to  the  same 

kind  of  sparkle  and  life  in  network 
commercial  announcements. 

Changing  Patterns 

Q.      How  is  net  radio  changing? 
A.  Network  radio  has  not  only 

changed  completely  but  many  times  in 

the  seven  years  or  so  since  the  commer- 
cial invasion  by  television.  And  net- 
work radio  is  still  changing.  This  sea- 

son, however,  it  looks  as  though  some 

of  the  changes  will  be  more  durable 
because  the  industry  looks  healthy  and 
stable. 

These  are  some  highlights  of 
changes  which  are  still  taking  place: 

•  Programing  innovations  are  being 
made  in  the  daytime  hours  and  on 
weekends  when  audiences  are  heaviest. 

•  Programs  and  participations  are 

still  being  sub-divided  to  the  point 
where  NBC  Radio  now  sells  six-second 
announcements. 

•  Development  of  nighttime  pro- 

graming— and  audiences — is  still  in 

the  future  although  there's  new  think- ing in  the  direction  of  expansion  to 

these  periods. 
•  Weekend  periods  are  more  vital 

to  advertisers  because  of  the  in-car 
audiences  and  non-home  listeners  to 

portable  sets. •  There  have  been  fewer  station  dis- 
affiliations in  recent  months,  and  the 

networks    are    working    feverishly    to 
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keep  the  station  lineups  they've  got  and 
add  to  them. 

•  Stations  stand  to  make  more 

mone]  from  the  networks  as  n<w  con- 
tra) i-  are  written  and  old  ones  i<-\  ised. 

The    perennial    clearance    problem    is 
easing. 

•  rime  o>-i-  in  the  advertiser  re- 

main pretrj  much  the  Bame  although 
daytime  periods  are  destined  For  earl] 

hike-.  Nighttime  charges  «ill  be 
opped  just  a-  soon  a-  programs  and 
audiences  dv\  elop. 

•  I  In-  network  pitchmen  are  mak- 
ing sales  gains  bj  adding  Hair  and 

imagination  to  (lie  routine  and  mun- 
dane statistics  and  research. 

Q.  How  are  the  individual  net- 
works changing? 

A.  the  network  showing  the  feasl 
change  in  basic  approaches  is  CBS  be- 

cause it  has  been  in  top-dog  position 
for  years.  Its  dollar  volume  is  higher 
than  thai  of  am  other  network,  its 
management  ha-  fluctuated  less,  its 
strong  daytime  program  block  has  bol- 
Btered  its  total  sales. 

I  he  shifts  and  turns  at  the  Other 
networks  involve  every  concept  basic 
to  networking.  The  other  nets  have 
been  in  serious  trouble  for  the  past 

feu  years,  and  they're  just  now  begin- 
ning to  see  over  the  edge. 

\t  American,  Robert  Eastman,  the 
new  president,  heads  an  executive  line- 

up which  has  been  completely  re- 

shuffled. He's  a  '"station"  man  because 
of  his  man]  years  as  an  executive  with 
John  Blair  \  Co.  station  representa- 

tives. He's  hiring  his  top  executives 
from  some  of  the  countrv  -  most  suc- 

i  essful  station  operations  and  he's  hit- 
ting hard  on  the  concept  of  a  network 

adopting  a  local  point  of  view  and 
sen  icing  it-  station  affiliates. 

He's  blueprinting  a  plan  whereb] American  will  feed  live  music  and 
news  to  its  affiliates  to  conform  to  the 

high  local  tune-in  to  shows  of  this 
kind.  He  plans  to  chop  ofT  a  lot  of 
dramatic  programing  now  on  the  air, 
replacing  it  with  live  music  and  news 
Bhows  which  introduce  high-appeal 
personalities. 

\t  Columbia.  John  Karol  takes  an 

opposing  view.  He  thinks  therell  be 
a  much  bigger  variety  in  programing 
as  more  advertiser  dollars  become 

available.  He  wants  to  experiment 

with  "lively  kinds  of  showmanship/' 
and  nighttime  will  be  one  of  his  first 
targets.  Programing  pays  off,  is  the 
way    Karol  puts   it.      Why?     Because 

Nielsen  figures,  h                how   a  I 
week  audiem  e  measure  ol  network  and 

independent    stations    (some  L'.Tmi  ol 
them,   u  itb   the  \\  est   <  oasl   omitted  I 

show  -  CBS  u  lib  affiliation  al   7' 
the  stations  but  a  share  oi  audiei   i 

Mutual  has  bad  the  most  radii  il 

shuffle.  Ii  -  i  hi  network  opei  iting  costs 

to  the  b   •.  revamped  station  i  ontrai  ts 
b]  eliminating   ill  option  time  and  i  ai 
i  ied  the  bartei  bj  Btem  to  an  extn 

It-  bartei  ing  is  simple:  the  network 
gives  the  Btation  an  on  the  houi  five- 
minute  newsi  asl   in  ex<  han  re   foi   tin- 

itation  giving  the  network  tn<-  minutes 
on  the  half-houi  I  he  station  keeps  ii- 
houi  revenues;  tl  rk  retain 
half-horn  revet  m 

I  u  k  Pooj    president  "f  Mutual 
ibi-    give*    MBS    id-     "id'.     In  in 

red  lineup  in  network  radio.     I i  .s..i k    .  Uenl  - 

■  leai mi  e  before  the  k  hedule  is 

placed      taothei  ad 
work   programing    which   supplemi 
the  I"'  al  -<  hedule  and  gives  thi   si  it 
more   dollars    m  ill    inei  itablj    attrai  i ■ 

I  liu-  \ll>  and    Vmerii  an  stand  in 
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N  1080  KC 

Programs  and  People 
That  Produce 

JACK    BENDT 

DAVE    BROCKMAN 

GINGER    CALLAHAN 

PAUL    COWLEY 

TOMMIE    DOWNS 

JOHN    FRAIM 
WILSON    HATCHER 

BOB    HENRY 

RED    KIRK 

JIMMIE    LOGSDON 

Represented  by  |ohn  Blair  &  Company 
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NETWORK    RADIO  .   .  .  continued 

opposing  camps  to  CBS  and  NBC. 
which  tend  to  stress  programs  and 
audience  first  and  station  affiliation 

second.  The  ABC  and  MBS  view:  fol- 

low the  local  station  program  trend 
and  supplement  it.  The  CBS  and  NBC 

approach:  pace  the  local  station  trend 

l>\  giving  variety  and  diversification. 

NBC's  biggest  change  has  been  in  its 
top  management  lineup,  now  under  the 

direction  of  Matt  Culligan.  NBC's 
most  marked  departures  from  the  net- 

work radio  norm  have  been  (1)  fur- 

ther intensification  of  peak  automobile 

traffic  time  programing,  (2)  develop- 
ment of  the  Hot  Line  with  hourly  news 

and  the  Nightline,  (3)  the  application 
of  psychological  concepts  to  what  Cul- 

ligan calls  Imagery  Transfer. 

Imagery  Transfer 

Q.      What  is  Imagery  Transfer? 

A.  In  high-falutin"  technical  lan- 
guage, Imagery  Transfer  as  bally hooed 

by  Culligan  and  NBC  involves  per- 
ceptual phenomena  such  as  synesthesia 

(the  common  feeling-tone  in  different 
sense  modalities)  and  partial  closure 

(listeners'  tendency  to  complete  per- 
ceptions).   And  what  does  this  mean? 

Culligan  has  a  simpler  explanation. 
He  describes  the  process  by  which  a 
radio  listener  transfers  an  image  after 

the  stimulus  of  the  commercial.  There's 
a  public  pool  of  memory,  he  says. 

Everyone  stores  away  everything  to 
which  he  has  ever  been  exposed  in  his 

lifetime.  So  the  whiff  of  perfume  may 
bring  romantic  reminders;  the  sound 

of  screeching  brakes  may  recall  a  hor- 

rible accident;  the  Star  Spangled  Ban- 
ner may  evoke  a  patriotic  fervor. 

"The  human  mind  is  really  quite  or- 
derly," he  says.  "A  partial  experience 

— such  as  a  sound  effect  on  radio — 

leads  to  a  re-living  of  the  entire  ex- 
perience. Listeners  are  therefore  work- 

ing with  us  on  the  completion  of  a 

thought.  Other  media  destroy  rather 

than  enhance  the  imagination." 
How  does  this  apply  to  copy?  Can 

you  automatically  use  the  same  copy 
lines  and  themes  appearing  in  print 
and  tv  and  transpose  them  without  al- 

teration to  radio?  No,  says  Culligan. 
He  recommends  the  principle  be  used 
as  a  guide  in  integrating  all  media  and 

in  getting  maximum  impression  from 
each  advertisement,  be  it  print  or 
broadcast. 

It's  the  sound  in  radio  which  distin- 

guishes the  medium.  Sound,  therefore, 

must  get  the  emphasis,  he  says.  Here's what  this  sound  should  include: 

•  The  commercial  must  epitomize 

key  points,  not  simply  talk  around 
them. 

•  It  should  emplo)  sound  material 
which  contains  feeling-tone  qualities  of 
the  tv  or  magazine  visual.  The  adver- 

tiser should  prepare  his  tv  or  print  ads 
with  visual  characteristics  especially 

adaptable  to  aural  translation. 
•  The  commercial  should  invoke 

the  image  of  closure,  leave  something 

for  the  listener's  imagination  so  he 
brings  something  to  the  recall  process. 

•  Each  commercial  should  stress 

one  motivating  value,  but  the  cam- 
paign should  cover  an  entire  set  of 

values  rather  than  merely  one. 

This  kind  of  integration  is  an  ordi- 
nary device  used  by  advertisers.  A 

trademark  or  logo  or  identification  fig- 

ure will  be  used  in  all  print  advertis- 
ing. Transference  to  radio  could  in- 

clude   sound    effects    or    voice    effects. 

Audience 

Q.      Who  listens  when? 

A.  Ninety-six  per  cent  of  all  U.  S. 
families  have  radios.  This  huge  audi- 

ence defected  to  television  at  a  rapid 

rate  until  about  a  year  and  a  half  ago. 

when  listening  leveled  off  from  a  de- 
cline. 

At  that  time,  one  network  spokes- 
man says,  the  toll  of  tv  was  measurable 

for  the  first  time.  He  figures  radio  has 

lost  about  69%  of  its  former  nighttime 
audience,  about  27%  of  its  former 

daytime  listeners.  But  this  is  still  a 
sizable  number  for  an  advertiser  to 

conjure  with.  Radio  listening  is  esti- 
mated to  total  1.4  billion  hours  week- 

ly by  the  Mutual  network. 
Look  at  these  Nielsen  Radio  Index 

figures  for  the  first  report  in  May.  The 

average  evening  once-a-week  show 
reached  433,000  homes,  the  evening 

multi-weekly  program,  626,000.  Aver- 

age weekday  program  went  into  963,- 
000  houses.  During  the  daytime  on 

Sunday  the  average  audience  was  385,- 
000  homes;  on  Saturday,  578,000. 

One  of  the  biggest  bonanzas  for  net- 
works and  buyers  alike  is  the  huge  in- 

car  radio  audience  available  through- 
out the  entire  week  at  almost  any  given 

hour. 

SPONSOR  tabbed  some  averages  based 

on  this  same  Nielsen  report  for  May,  a 

month  selected  because  it  hits  a  bal- 

ance between  the  peak  driving  vaca- 
tion months  during  the  summer  and 

the  low  period  of  dead  winter. 

The  size  of  the  in-car  audience  today 
is  so  valuable  to  many  advertisers  that 

they  consider  the  in-home  audience  a 
bonus  and  the  automobile  listeners 

their  prime  targets.  For  this  reason, 
some  networks  have  taken  to  pitching 

for  a  radio  allocation  from  the  out- 
door advertising  budget.  They  argue 

that  a  billboard  will,  perhaps,  get  a 

maximum  of  four  seconds'  attention 

as  the  driver  goes  by.  Radio,  in  con- 

trast, gives  many  times  that. 
On  a  weekday  between  8  a.m.  and 

6  p.m.,  the  automobile  audience  is 

21.9%  as  big  as  the  in-home  audience 
— more  than  one  car  listener  free  for 

every  five  home  listeners  purchased. 
On  a  week  night  from  6  to  11  p.m.,  the 

plus  is  22.5%.  On  Saturdays  and  Sun- 
days the  averages  rise,  of  course,  be- 

cause of  shopping  trips  and  pleasure 

driving.  Saturday  from  8  a.m.  to  6 

p.m.,  28.8%  ;  from  6  to  11  p.m., 
34.2%.  On  Sunday,  8  a.m.  to  11  p.m., 

29.9%  The  highest  single  Auto-Plus 
rating  was  53.4%  between  8:15  and 
8:30  of  a  Sunday  evening. 

Q.  How  important  is  the  in-car 
audience? 

A.  It's  the  most  sought  after  single 

segment  of  radio's  audience  in  this 
buying  era. 

Here  are  some  reasons  for  this  in- 
car  demand. 

The  car  radio  listening  group  is  a 

captive  audience,  unexposed  to  other 

media  except  for  a  fleeting  glimpse  to- 
ward  billboards.  The  person  or  family 

on  the  go  consumes  more,  spends  more 
money,  is  less  conservative  in  buying 

habits.  The  automobile  passenger  is 

a  natural  target  for  such  products  as 

restaurants,  movies,  places  of  enter- 
tainment, automobiles  and  gas  and  oil 

products,  soft  drinks  and  foods.  The 
family  with  a  car.  being  mobile,  is  able 

— physically — to  move  from  one  place 
to  another  in  response  to  advertising. 

The  size  and  potential  of  this  audi- 
ence on  wheels  is  so  significant  that 

many  local  stations  as  well  as  networks 

are  carrying  news  and  feature-  angled 
particularly  toward  drivers.  Mutual 

reports,  after  a  recent  affiliate  sum- 
man,  that  95.691  ()f  i<s  affiliates 
schedule  driver-appeal  programing. 
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Get  more  than  %! 
(of  Iowa's  Sales  Potential) 

WHO  gives  you  Iowa's 

Metropolitan  Areas  (V3  of  the  Market) 

•  .  .  PLUS  THE  REMAINDER  OF  IOWA! 

Iowa    has    six    Metropolitan    Areas 

which,   all   combined,   do  35.8% 

of    the    State's    total    retail    sales. 

A  number  of  radio  stations  can  give  you  good  coverage 

of  ONE  Metropolitan  Area  .  .  .  hut  WHO  gives  you  high 

coverage  of  virtual!}  ALL  Iowa  Metropolitan  Areas, 

plus  practical!)   all  the  REMAINDER  of  Iowa,  too! 

FREE   MERCHANDISING! 

WHO  Radio  maintains  one  of  the  nation's  most  com- 
prehensive and  successful  FREE  merchandising  services 

in  350  high-volume  grocer]  stores  for  FOOD  adver- 

tisers who  buy  $300  gross  time  per  week;  in  250  high- 
volume  drug  stores  for  DRl  (i  advertisers  who  buy 

$250  per  week.  (A  $200  Food  plan  is  also  available). 

Ask  us  —  or  PGW"  —  for  all   the  facts! 

WHO    Radio   is   put   of 
Centr.ll    Broadcasting    (  umpnu, 
which   also  owns   .ind   operates 

WHO-TV,    Da    M 

WOC-tv,   Darenpon 

RETAIL   SALES 

1956  Consigner  Market  figures 

WHO 

«#*- 

for  Iowa  PLUS! 
Des  Moines  .   .   .   50,000  Watts 

CoL  B.  1    Palmer.  President 
P.  A.  Loyet,  Resident  Manages 

Robert  H.  Harter.  Sales  Manager 

Peters.  Griffin.  Woodward,  Inc. 

National  Rt  firt  u  utJtit  i  s 
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NETWORK    RADIO continued 

ANNOUNCING 

the  NEW 

950  CLUB 

PROGRAMMING 
ON 

worn. 
BOSTON 

the  one  and  Only 

musical  set*up  of 
its  kind  in  all 

New  England 
<&  -fr  # 

PROMISES  TO  BE  THE  BIGGEST 

SMASH  HIT  WITH  LISTENERS 

EVERYWHERE!!  AND  YOU,  THE 

ADVERTISER,  WILL  REAP  THE 

BENEFITS! 

It'll  be  your  S  T  A  R  B  R  I  G  H  T 
SPOTLIGHT   Station!! 

ft  The  950  CLUB  SPOTLIGHT  will 

shine  on  950  musical  stars  every 
week!!! 

ft  Each  star  gets  the  spotlight  for 

15  minutes — all  day  long — all 

week  long — on  the  Big  Revolv- 

ing Bandstand!!  ! 

ROUND  &  ROUND  THE  BAND- 

STAND GOES— EVERY  STAGE 

HAS  A  STAR  —  EVERY  STAR 

HAS  THE  SPOTLIGHT  FOR  15 

MINUTES! 

ft  EASY  TO  FIND  ON  THE  DIAL 

...  950  CLUB— 950  ON  THE 
DIAL!! 

As  we  did  7  years  ago — as  we're 
about    to    do    once    again — 

/  WATCH  US  SET  ANOTHER 

TREND  IN  BOSTON  RADIO  AS 

WE  GO  ROUND  &  ROUND 

WITH   A  BRAND  NEW  SOUND 

ON    BOSTON'S   ONE   &  ONLY 

950  CLUB-WORL 
REPRESENTED    NATIONALLY    BY 

HEADLEY-REED  CO. 

Sales  Techniques 
llllilllllllllllllllllllllllllllllllllllllllllM 

Q.  How  is  network  radio  being 
sold  in   1957? 

A.  Network  radio  is  being  sold  in 
new  wa\s.  The  newness  nia\  lie  in  the 

movement  of  top-level  management 

people  directl)  into  the  selling  arena. 
Or  in  the  development  of  new  research 

which  will  help  guide  agency  and  ad- 
\  ertiser  thinking. 

ll  ma\  be  in  the  actual  presentation, 
a- with  American.  President  Boh  East- 

man, one  of  the  top-level  network  peo- 
ple who  takes  direct  part  in  pitches,  is 

supervising  development  of  high-qual- 
ity, expensive  color  slide  presentations 

with  success  story  capsules  and  accom- 

panying high-fidelity  tapes. 
NBC  says  90%  of  its  presentations 

attempt  to  sell  network  radio  rather 
than  the  NBC  network — and  CBS  and 

ABC  are  reportedly  selling  in  the  same 

way.  There's  "no  battle  in  radio  such 

as  they  have  in  the  magazine  field," 
commented    one   sales   vice   president. 

MBS    NET    CHANCING    HANDS 

At  presstime  for  this  section,  sale  of 
the  Mutual  Network  was  believed  im- 

minent. The  prospective  buyers:  Paul 

Roberts,  West  Coast  broadcaster  head- 

ing a  group  negotiating  with  Tom 

O'Neil,  head  of  RKO  Teleradio,  which 
is  the  present   owner  of  the   network. 

The  new  element  may  be,  as  in  the  case 

with  CBS,  closer  cooperation  on  the 
creative  level.  John  Karol  works  with 

advertisers  in  suggesting  copy  themes 

and  copy  approaches  which  will  fit  the 
mood   of  the  adjacent  programs. 

The  framework  for  netwrork  selling 
is  the  same,  with  time  periods  and 
costs  static.  But  there  are  vital  changes 

all  up  and  down  the  line — aggressive 
and  progressive  changes.  Mutual  has 

had  the  biggest  revision  with  its  elimi- 
nation of  station  option  time  and  its 

barter  arrangement  on  time  periods. 

At  this  point,  CBS  and  NBC  have 

rate  cards  pretty  well  stabilized  until 
new  listeners  come  into  the  audience 

fold  and  justify  rate  hikes.  NBC  may 

have  some  re-evaluation  of  nighttime 

periods. But  the  other  two  networks  are  in 

the  midst  of  dollar-by-dollar  reapprais- 
al of  their  rate  cards.  Both  American 

and  Mutual  hope  to  have  their  for- 
mulae of  outgo  and  income  balance 

completed  for  late  summer  selling. 

Winner 

takes 

(almost) 
all... 

21  of  the  24  top  Pulse 

Rated  radio  shows  in 

Los  Angeles  are 

heard  on  KNX.*  That's another  reason  why 

Southern  California's 
#1  radio  station  is 

the  CBS  50,000  watt 

KNX,  LOS  ANGELES 

Pulse:  March- April,  1957 
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Program  Service MBS  Sale 

Q.  What's  happened  to  the  pro- 
gram service  concept? 

A.  \-  detailed  above,  Mutual  baa  be- 
come a  program  sei \  ice.  Ii  supplies  .1 

Btable  "I  Bhowa  to  ii-  affiliates  .11  theii 

request  rather  than  al  network  insist- 
ence, a  vastl)  different  approach  than 

in  nerwoi  k's  he)  day. 
[Tiere's  a  fifth  network,  one  which 

l>n>\  i<le-  the  nation's  othei  program 
service.  Keystone  Broadcasting  Sya 

tern  has  always  been  a  runnel  through 
which  programs  and  or  commercials 

were  siphoned  id  -tat i<>n~.  Ii-  differ- 

ence: it  i-  a  nonwired,  transcription 

network.  It'-  the  biggest  network  in 
the  country,  servicing  todaj  957  affili- 

ated Btations. 

Here's  its  affiliate  breakdown: 
1 7.1 '  -  arc  located  in  a  single-station 
market;  l'!.o'  i .  two-station;  5. 1%, 
three-station;   l,V  i  .  four  oi  m   -ia- 
t  ions. 

One  new  sales  approach  is  Opera- 
tion Impact.  The  plan:  15  brand 

identification  announcements  up  to  20 
word-  long  for  an  advertiser  in  a  one- 
week  period,  reaching  into  L5.7  mil- 

lion unduplicaled  radio  homo  al  a  01.1 
of  -V2r  p,T  i.iiiiu  BUcn  bomes.  Here's 
what  it  costs  a  client  per  announce- 

ment: in  a  13-week  contract,  ')"><•:  26 
weeks,  90*;  39  weeks,  85*;  52  weeks, 
85*.  The  network  numbers  6  I  national 
advertisers  as  it-  clients. 

Keystone  stresses  segmented  audi- 
ence coverage  as  well  as  total  audience 

in  special  presentations  to  farm-market 

and  Negro-market  advertisers. 

Noel  Rhys,  \  ice  president  of  Kej . 
-tone  in  charge  of  it-  New    York  office. 

stresses  the  significance  of  having  radio 

affiliates  in  non-metropolitan  ana-.   In 
the  first  place,  more  than  600  of  the 

KBS  Stations  are  located  in  a  count] 

seat,  "the  most  important  commercial 
center  in  am  non-urban  trading  area." 
He  points  out  v.  hat  he  term-  "mis- 

placed sales  credit"  being  given  to metro  areas  b\  mam  manufacturers. 

Here's  what  he  mean-.  In  Kansas 
City,  509?  of  all  the  manufactured 

goods  shipped  there  to  wholesalers  i- 

re-shipped  out  into  peripheral  areas — 
these  smaller  commercial  trading  areas 

outside  the  metropolitan  district  Yet 
credit  for  these  sales,  he  asserts,  is 
given  to  Kansas  Cit\.  He  recommends 

advertisers  spend  part  of  their  budgets 

outside  this  area  at  "the  local  level — 

the  actual  point  of  sale." 

Q.      What's  the  future  of  MBS? 
A.       \t  presstime,  th<   reporti  .1  tale  ,,1 

MBS  to  .1  Bj  ndi<  ate  hi  ided  b)    \\  1  -1 
I  oasl   i'n  I   nil . t - 1 1  1   Paul  I  .  Robei t- 
was  -till  ii"i   final  as  last-minute  1  on- 
I I  .ic  1  hassles  1  1  opped  up. 

The  details  "I  the  sale  were  shrouded 

in  as  much  1 1 1  v  stei )  .1-  the  bai  kgi  ound 
"i    Roberts    himsell       I  be    fi 

know  11  about  him  were  that  he  is  gen- 

eral  manage]   ol   KI!K  I  •  I  \l    I  ..-    \n 
president    and    majoi  it\    stoi  k 

liol.lei   ,,f   I  mi.-. I   I  \l     I  ition 

..f    \ij.l       *  ' 

\    foi  ih.   MBS  - 1  • 
1  that  ii"    MBS 

l!K<  »    I  -  I-  <  i. i  1  ■  •   P 

the  fivi  •  the  D       I  • 
and  M .1 1    nctWOI  let        II 

.11-  i.-.l  to  n  ■  .<  1  • 

affiliation    ■  onl  1 
and  -   Iw  ill  ol  id-    netw .ik. 

Attending  the  final  negotial 
I:  ....  1  -    ...  1.    I  hon  'l    0  Veil, 

who  heads  up  < reneral    Hre  and  R 
bei  '  ■  II  as  the  UK'  •  subsid 
and   |ohn   Poor,  MBS  chief.  ^ 

Retailers  know 

their  markets 

BEST-  and 
Retailers  in 

every  town 

indicated 

Advertise 

Regularly 

on WTVY 
CHANNEL   9 

Dothan,  Ala. 

Covers    the  Wirigross 

F    E    Busby    ExcciC 

President 
Represented   by 

Young    Television    Corp  . 
Nationally 

Clarke    Brown.    Southeast 
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Sponsors  know 

THE  BUY 
IS  BETTER 

OLD  GOLD  •  MACY'S GENERAL    ELECTRIC 
ARRID  •  CHEVROLET 

HIRE'S    ROOT    BEER 

BILL  STERN    C
0NTACr 

on 

WINS 

•
*
 

7-10  o.m.  do.l, 

SHELL  OIL  •  SUPER  SUDS 
GRAND  UNION  •  LISTERINE 
PEPSI  COLA  •  DAILY  NEWS 
A  &  P  STORES  •  BUDWEISER 
CHASE-MANHATTAN  BANK 

WARNER  BROS.  •  SEVEN-UP 

BILL  STERN  7-10  a.m.  do,iy 

CANADA   DRY   •   DUMONT  TV 

BIRDS   EYE   FOODS    •   VITALIS 
DIAMOND  MATCH  •  TEXACO 

GOODYEAR  TIRE  •  COPPERTONE 
COLGATE-PALMOLIVE  •  BLUE  COAL 

PAN  AMERICAN  AIRLINES 

BEACON  WAX  •  SINCLAIR  OIL 
BALLANTINE     .    BEECHNUT  GUM 

BILL    JlCKN    7-10  a.m.  daily 

AMERICAN  TOBACCO  •  THOM  McAN 
ROBERT  HALL   .   RITTERS  RELISH 

NEWPORT  CIGARETTES    •    PEPSODENT 
CLAPPS  BABY  FOOD  •  MERKEL  MEATS 

CAROLINA  RICE  •  INSTANT  SANKA 
HOFFMAN   BEVERAGE    •   COPPERTONE 

TENDERLEAF  TEA  •  CAROLINA  RICE 
NORELCO  SHAVERS  •  R.  J.  REYNOLDS 

McCALL'S  MAGAZINE  •  COLUMBIA 
PICTURES     •    VITALIS  •  FORD  MOTORS 

ft  COVERAGE 

BILL  STERN "CONTACT" 
7-10  a.m.  daily 

Ai-  o  Selling:  JACK  LACY  •  ALAN  FREED  • 
ZEKE  MANNERS  •  MAGGI  McNELLIS  •  STAN  BURNS        ON 

New  York 
New  Jersey 

New  England 

50,000  Watts 24  hours  a  day 

WINS 
■  i   1, 

178 

NEW  YORK  CITY,  N.  Y. 
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SECTION 

A  19-page  section  filled  with  useful  information 

on  radio's  dimensions;  set  production  trends;  the 
radio  audience  analyzed  from  all  sides,  including 

important  out-of-home  data;  network  radio  listen- 
ing patterns;  spending  figures,  principally  spot. 



1.  DIMENSIONS  OF  RADIO 

1. How  many  U.S.  homes  have  radios? 
linn IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 

Millions  of  U.S.  homes  with  radios,  March,  1949-1957 

U.S.  homes  42.6  43.4 

Radio  homes  40.2  41.4 

1949 1950 1951 1952 
1953 

1954 
1955 

1956  1957 

Radio  homes  have  pretty  well  kept  pace  with  the  growth  in  actually  more  non-radio   homes  than  in   1952,  the  difference' 
all    homes,    these    Nielsen    figures    show.     While    there    are  is    not    significant.     The    1957    saturation    figure    is    96.4% 

lllllllllllIlH 

2. Is  radio  home  ownership  spread  evenly? 
I|||||||||!!I1II||||||||||||||||!IIII!I||!!IIM 

Millions  of  radio  homes,  March  1957 

By  regions  By  county  size 

Total  homes 13.1 
8.5 9.6 

11.7 
6.6 18.2 13.4 17.9 

Radio  homes 12.7 8.2 9.3 
11.2 

6.3 

17.6 
12.9 

17.2 

Northeast  East  West 
Central        Central 

South  Pacific "A" "C&D' 

«- 

• 

Unlike  tv,  radio  home  saturation  is  evenly  spread  over  all  indicated    by   county   size    figures.     In    the   south,   where   tv 
sections   of  the   country   and  in   rural  and   urban   areas,  as  has  68%  saturation,  radio  has  95.7%.    Data  is  from  Nielsen 

IIIIHII]!llllilllllllllllllllllll!!il!l!!llll1IIIIHffl 
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DIMENSIONS  OF  RADIO 

0.  How  are  radio 

sets  distributed? 

Set   location 

Radio  sel  index 
1957 1956 

Home 84,000,000 82,000,000 

Auto 34,000,000 32,000,000 

Public  places 10,000,000 10,000,000 

Total 128,000,000 124,000,000 
•   information. 

Home  radios  <»nl\ 

I  Ionic-  ha\  ing  one  radio 

I  [omes  lia\  i n «r  two  radios 

Home-  having  three  or  more  radios 

52°0 

30°o 

18% 

Home  and  auto  radios  combined 

Homes  ha\  ing  one  radio  14,1 1 1,000 

I  Ionic-  ha\  ing  two  or  more  radios 

BOUBGB:  NielMn  Coverage  Swrle*  No.  2.  Bprlni 

IllllllllllSilllllll!!!; 

33,724,000 

4. What's  the 
distribution  of 

multi-set  homes? 

5 -  Where  are 
U.S.  radios 

located  in  and 

out  of  homes? 

These  figures  are  from 

AUF-Politz  stud)  of  Ma) 

1954,  have  not  been  updated 

because  of  difficulty  of  get- 

ting accurate  figures  without 
field  work.  Current  trend  is 

toward  more  auto  radio-, 

radios  outside  of  living  room 

5.8°o   other 
locations 

25.9°0 in  autos 

?~TFFT. 

Dining 

Room 

4.4  °0 

— r-LUkifc,  n-  I  I   1 
Ig  Kitchen  Jj        Den 

16.0%  I™  JTn   ,  4oo  I 

Living    Room 25.1% 
Bedroom 

21.4°o 
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NOW  it's  easier  than  ever  to 

WIN  GREATER  PROFITS  FOR 
RCA  THESAURUS,  world's  leading 

recorded  programming  service, 

helps  you  win  new  sponsors, 

cinch  current  advertiser  renewals! 



THE  NEW  RCA  THESAURUS  LIBRARY  SERVICE :  rca',  » i   .11 .,„.   i,..,„ 
foi  radio  stations  »ill  make  youi  station  the  moat    ittractivi    i  idio  buy   in  % ■  >n r  market 
Hi.-  powerful  commercial  features,  audience-building  musical  pi  md  monthly  release      rv| 
k,T|i  youi  library  up-to  the  minute,  and  youi  station  ahead  oi  the  i  ompetition.  In<  luded 
i.  singing  commercial  jingles:     Attention  getting  lead  ins  ("t  youi  commercials 
sponsors  more  effective  advertising.  Ovei  2,000  of  these  foi  more  tl  ■ 

plus  shopping,  time,  weather,  station  t ■  > •-» k  and  holiday  jingles    \  boi  Iverl 

2.  show  themes:   r"o  introduce  local  commercial  ahows   like  dis<   jockey 
farm,  etc.  Show  rhemes  give  youi  station  .i  personality    3.  sales  booster  campaigns: 

i>f  fascinating  recorded  teasei  features  that  atti  >  oui  ipoi 
lines  rapture  interest,  hold  audience  through  commercial,  then  "pay  off*"  foi  sponaoi 

and  station.  Now  includes  five  sponsor  campaigns:  "Double  Talk,*'  "What's  In  a  Nai 

'Sound   Advice,"  "Little  Known  Facts,"  and  "Impersonations.1    4.  show  stoppers:    \ii- 
,  ii.ii  voices  to  your  station!  Library  of  ovei   (60  recorded  i  omit  situatioi  ns  to  commercials 

Re  ordings  with  s<  ripts  that  work  your  DJ's  right  into  the  act.  ( lompletely  i  atalogued  foi  easy  daily 
5.  shopat-the-store-with-the-mike-on-thedoor   Men  handising  Servii  e  foi  Spoi 

R{   \  rhesaurus*  famous  copyrighted  package-promotion  that  regularly  brings  station! 
extra  mem.'  annually.  Operating  manual  gives  step-by  -step  guide  I  eat  proven  and 
used  by  more  than  100  stations,  20,000  sponsors.  Includes  jingles,  »   !  tracks  by  big-name  sU 
decala  »itli  youi  call  letters  foi  stores,  and  othei  features.  Sells  produi  Is         sells  sponsoi 

promotes  youi  station.  6.  ECHO  attention-getters:  New,  clever,  uniquely  effei  live  ' 

Words  such  as  "Startling"  "Bargains,"  "Big  Sales"         heard  firsl  in  clear,  then  rapidly  repeated on  echo.  \  wonderful  audience-alertei  for  commercials.  7.  commercial  sound  EFFECTS: 
Ow   100  sound  effects,  to  add  impact  to  commercials.  Now  available  to  hypo  sales  in   IS 
sponsor  i  lassifications.  PLl  S  monthly  marketing  bulletins  and  sponsoi  selling  bro<  hures  to  help  roll 
sell  iim« .  .hkI  help  your  clients  sell  products!  Offered  on  an  exi  lusive  basis  in  youi  market. 

DOUR  RADIO  STATION ! 
THESAURUS  PROGRAMMING  FEATURES  include  .,  basi.  library  of  5,000  musical  selections, 

holiday  shows,  numerous  five-minute  features,  and  dozens  of  big-name  personalities  in  theii  own 

linute  and  half-hour  shows.  ̂   ou  gel  nil  shows,  including  thi  brand-new  ones  as  they  appeal 
lake  these  three  exciting  new  Thesaurus  exclusives,  foi  example: 

W  „  J    THE  new  LAWRENCE  welk  SHOW:  i  ompletely  ne*  half-hour  weekly  show  already 

|w<>Hj      ?-••!<!  t<i  -|>i >n-i >r~  l»\   :;ii'  ,    ..I  .ill  IK    \    I  li.-auni-  >ul>-i -til.. t».  I'r.-.nl-  tin-  i-iilin- 
^*jia»     Welk  TV  troupe!  Sells  itself  to  sponsors 

Li 
f 

paulwhiteman'S  "I  remember  WHEN":  Nostalgii   half-hours  in  which  "Pops" 
W  hiteman  looks  back  on  his  ■  areei  in  music  f"i  anecdotes  about  Bingers,  i  omposers 
and  bandleaders,  and  introduces   ivei  150  new  High  Fidelity  recordings  of  all-time  hits. 

GREAT  moments  IN  SPORTS:    52  quarter-hours  "l  greal  sports  events,  brimming  with 

human  interest,  introduced  by  Bud  Greenspan  Featuring  the  ai  tual  voii  es  of  sportsdom's 
leading  figures      Babe  Ruth,  Lou  Gehrig   lesse  Owens,  others  Fully  recorded,  open-end. 

<IOVE   YOUR  STATION  AHEAD   IN   YOUR   MARKET.    GET  DETAILS  TODAY   ON   THIS   COMPLETE. 

•ROFIT   MAKING    SERVICE    FROM   YOUR   NEAREST  RCA  THESAURUS   SALES   REPRESENTATIVE. 

RECORDED  PROGRAM  SERVICES 

'SSEast  24th  Street.  .Yen :  York  10.  A    Y,  MUrray  Hill 9-7200;   145  N.  Lake  S  ■  II.  III.. 
tHitehall  4-3693:  134  Peachtree  St.,  N.  IF.,    Ulanta  3,  (,-...  J Acksoi 
hlln.s  \S.  Texas.  FLeetwood  2-3911;  1016  S.  Sycamore   he.,  Hollywood  38.  i       I     OLdfield  4-16 



II.  RADIO  SET  PRODUCTION 

1.    How  many  radio  sets  have  been  produced  in  the  U.S.? 

Millions 
of    units 

22 

20 

18 

16 

14 

12 

10 

iiiiiiiiiiiiuiiiiiiiiiiiiiiiiiiiir  !::f:!i::iiiiiiiiin 

Total  U.S.  radio  set  production.  1924-57 

  )  n 

■  
 

■ 1 1 nil 
....illhllllllll 

Year  "24  '25   '26  '27   '28  '29  '30  '31    '32  '33    '34   '35   '36   '37   '38   '39  '40  '41    '42 

SOURCE:  RETMA,   years   1024-27,    1929,   1947-53  estimated. 

'46   '47   '48   '49  '50   '51    '52    '53    '54   '55   '56     1/3     & 

'56   '57 

2.  What  types  of  radios  are  the  most  popular? 

Year 

Radio  set  production  by  type,  1947-1956 
Home  Clock  Portable 

Auto 

14,082,662 
2,458,277 3,459,061 

9,630.308 2,629,569 4,240,132 

5,961,196 1,843,383 3,595,421 
8.171,600 

1,674,700 
4.740,600 

5.974.297 ,  .  7.155 
1,332.990 

4.542,920 

4,043.128 1,929,036 1,719.859 
3,242.849 

1,402,938 
2.011.120 1.741.564 

5,182,934 

3.067,644 
1.874,908 

1,333,518 4,124,460 

3.393.882 2.2 13,674 2.027.545 6.864.000 

3,501.000 2,311,000 3,113,000 
5.057,000 

1947 

1948 

1949 
1950 

1951 
1952 
1953 

1954 
1955 

1956 

SOURCE:  RETMA,  estimated. 

^  .■  i  ,.;;.'.,,■  ;i ; ,;:  u  i  [  i  i ,:  i ,,:,,. . . : . :   .^ . '  i  i  1 1   : .  i : : . :  ^ :  i ! :   i ;  ■■ '  ^ .  ■  i  l   .,,.'.;'   ;  1 1  ..,:■.;  i ! ,   , : : . :.  i  i !  i  h   ,  i  ^  i  ii  n   , , ,  i  [  i  i  i   j  ; ,  ] : ;  i :  l   i : ; !  i  i  [ :   j  I  i  j  i ; :  u ; ;  i ;   ̂j  j  : : . ;  i :  1 1  [   i ;;::..  i .. !  i  i !  i ;: :-  L 1 1 1 ! :  jiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiu 

Rapid  growth  in  portable  radio  production  is  the  highlight 

of  the  past  two  years.  While  there  were  big  portable  pro- 

duction years  right  after  the  war,  current  portables  differ 

in  that  they  are  smaller  and  many  are  transistorized.  This 

makes  them  easier  to  carry  around  and,  by  the  same  token, 

makes  it  harder  for  rating  services  to  measure  listening  to 

them.  Actual  retail  sales  of  portables  last  year  came  to 

2,683,000,  while  the  year  before  the  figure  was  1,879,000. 

Home,  clock  plus  portable  sales  this  year  are  running  well 

ahead  of  last  year,  while  sales  of  auto  radios  to  auto  manu- 
facturers are  also  running  ahead  after  a  dip  in  1956.  Sales 

of  non-auto  radios  through  April  1957  came  to  2,362,068 
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Know 

Charlotte 

by  the 

company 

it  keeps 

Charlotte's  303,542  commercial 

air  passengers  in  1956, 

topped  totals  for  Phoenix, 

Springfield  or  Albany,  all 

"first  50  markets."* 

Proof  that  Charlotte  rates  a 

"first  50"  radio  appropriation, 
enough  to  use  the  station 

that  exceeds  its  nearest 

Charlotte  competitor  in  total 

audience  (NCS  #2)  by  894%. 

•Standard  Metropolitan  Area  Population 

Phoenix  236,448  •  Springfield -Hart- 
ward  167,786  .  Albany- Troy- Schenec- 

tady 147,409  .  Charlotte  303,542 

Coll  WBT  or  CBS  Radio  Spot  Sales. 

CHARLOTTE,    N.    C. 

j  k  pfts  hson  ista  ndard 
Broadcasting  Com  pajtv 

'~-~4'--m.     — .   ~C      m    •*  ~A 

M 

_  ̂iimm,,,  ,«,,,„„-.„„,„„„,.., 



* 

YOU  CAN  REACH  THEM 

Only  With  These  Rollins  Stations  ̂  

AT  A  NEW  LOW  COST 

ST.   LOUIS 

KATI 
5000  watts 

The  only  WKttM 
 Negroj 

station  in  St.
  Louis... th 

4th  highest  Negro 
 mcomtj 

area! 

The  Negro  population's  buying  power 
in  these  five  Rollins  BIG-CITY  Markets... 

t 

is  greater  than... 

The  Negro  population's  buying  power in  these  eleven  STATES  combined... 

i 

MORE  THAN  TWICE  THE  BUYING  POWER 
FOR  A  FRACTION  OF  THE  COST! 

*  Get  The  Facts  About  The  Rollins  "Single-Track"  Plan!.. 



MDIANAPO
US 

WGEE 
5000  watts

 

L  only  regula
r  Negro 

.jamming  
w.th.n  the 

prosperous  I
ndianapolis 

trading  area! 

CHICAGO 

WBEE 
Harvey,  »» 

1000  watts 

The  only  A»Neg
ro  station 

in  the  Chicago  a
rea... tne 

enormous,  rich  N
o.  2  Negro 

market! 

NORFOLK 

WRAP 
5000  watts

 

Tne  only  ■**■"  ""J 

station  ,n  Norfo
lk,  the 

No.  1  M>Negro  
stat.on  m 

the  market1 

NEW   YOR
K 

WHJR 
Newark,  N

.J 

5000  watt
s 

Tne  only  Ml-Nei
io  *** 

lnhlhe  world's  h,gg
est  and 

rlCh«st  Negr
o  market 

New  fork! 

dk  r>      ii.  14  (    NEW  YORK  OFFICE    565  Fifth  Ave.,  Oxford  7-7040 

CnntZrt     2      Rollins     m3t1     3t'  CHICAGO    6205  S     Cottage  Grove,  NOrmol
   7-4124 VUlfldCrl    a     l\UIIIU3     mail    at.  a„„j„  b.,;m;„„    rH«.n„t  i.Annn ST    LOUIS    Arcade  Building,  CHestnof  1-6000 



III.  RADIO  LISTENING  HABITS 

1. How  does  radio  listening  change  through  the  year? 
ii   IIIIIIIIIIIIIIIIIIIIIIIIIIIIM^ 

Average  hours  of  in-home  listening  per  home  per  day,  1956 

Jan.- 
Feb. 

Mar.- Apr. 
May- June 

July- 

Aug. 

Sept.- 

Oct. 
Nov.- 

Dec. 

Radio-tv  homes 1.84 
1.87 

1.89 1.69 
1.83 

1.87 

Radio-only  homes 3.65 
3.59 2.90 3.05 3.08 3.49 

Soura      Niel  ien   Radio   [nd<  s 

^!lllllllllllllllllll!!lllllllllllllllllll!lll!l!llll[|lllllllllll!lllllllllllllliy 

2. 
What's  the  trend  in  radio  in-home  listening  in  tv  homes? 

iliiiliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiii^ 

1.71 

1.83  1.83 
1.82 

1.69 

As   Nielsen   figures  to  left  show,  listening 
hours  in  tv  homes  have  risen  slightly 
in  recent  years.     The  percentage  increase 
indicated  is  equal  to  about  six  minutes 
daily.     These  figures  indicate  stability 
rather  than  change,  show  pattern  of  future m 

1952       1953       1954      1955       1956 

,;:    muni   mum   ,iiii   iiiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiii^ 

3. How  does  radio's  audience  accumulate? 

In-home  listening,  Monday-through-Friday,  9:00  a.m.-Noon 

%  U.  S.  radio  homes 

Audience 
during   average 

day 

Homes  reached 
(M 

on 

on. 

one 

-Fri. 

or   more  days 

1 

During  average 
minute 

15.7 

At 
aver 

any  time   in 
age  single  hour 

23.3 

At 

3-h 

any  time  in 
our    day-part 

35.7 

In    average 

single  hour 

45.6 

In  3-hour 

day-part 58.6 

0.67 1.32 1.72 4.02 Avg.  hrs.  listening 
per  home  reached 

IIIIIIUIIIilllllllilillllllllllillN 

Taken  from  a  special  analysis  of  the  weekly  radio  and  tv 
audience  done  by  A.  C.  Nielsen  during  the  week  of  4-10 
March   1956,   these   figures,   though  more   than  a  year  old, 

188 

are  still  valid  and  illustrate  there  is  more  than  one  way  to 
look  at  radio  audience  data.  Specifically,  the  figures  illus- 

trate the  cumulation  of  radio  listening  in  three-hour  span 

TV   AND    RADIO    BASICS 



Better  take  an 
extra  look  at 

BIRMINGHAM 
RADIO 

WSGN  has  taken  over 

the  TOP  SPOT 
Nielsen  said  it  first 
and  again  in  1957.    WSGN  is  first,  6-9    KM,    15^    share,  87'  . 
adult.  First,  3-6  I'M.  28"  ,    share,  7  l<  ,   adult. 

Hooper  agrees 
I  lie  most  recent  report  says  WSGN  is  first,  7-9  \M.  average 

share  :>.">',  greater  than  second  station.  First,  ;  <>  I'M.  averag* 
share  (>S(  ,   greater  than  second  station. 

Advertisers  concur 
Since  the  present  management  look  ovei  18  months  ago,  na- 

tional business  is  up  L'lL"  ,  .  and  local  business  up  347'  ,  .  com- 
paring May  '57  with  Octobet   '55. 

WSGN  Birmingham,  Ala. 
5000  Watts  At  61  On  The  Dial 

National   Representatives 

Venard,   Rintoul  b   McConnell,   Inc. 

Southern   Representatives 

James  S.  Ayers  4  Co. 

Music  and  News  Twenty-Four  Hours  A  Day 

.11  \.\   1957 139 



RADIO  LISTENING  HABITS 

4. How  does  in-home  listening  vary  by  hours  of  day? 
iiiiiiiiiiiiii   iiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 

U.  S.  homes  reached  per  average  minute  by  hours  of  day 

MORNING  AFTERNOON 

7.9      77       7.9 

M|       ̂ ^_       IJH 
7.2 

NIGHT 

6.0 

27 

5'illlllllllllllllllllllllllllflllll   IIIIIIIIIIIIIIIIIIIIII   Illllllllllllllllllllilllllllllllllilllll   Illl   '     .,,,11   Illlllllllll   Illllllllllllllllllll   iiiiiiiiiiiiiiiiiiH   mi   iiiiiini   ||||||||!||J!!|||!||!   iiiniiiiinnii   ||H   }   IMtniLM 

;;in:- 

Radio's above. 
audience  as  of  January   1957   (Nielsen)    is  shown 

Figures    atop    bars    represent    millions    of    homes. 
Average   minute   audiences  are  only   a   fraction   of   radio's 
total  in-home  audience   I  about  30  million  homes  per  day) 

illillllllllllllllllllllllllllllllllllllll   II 

Average  hours  daily  in-home  listening  per  radio  home  by  day  parts 

J.  What's  average 

daily  radio  usage 

morning,  afternoon 

and  night? 

Time Mon.-Fri.  average 

Saturday 
Sunday 

All  days  average 

6  p.m. -6  a.m. 
40  min, 38  min. 31  min. 39  min. 

Noon-6  p.m. 46  min, 50  min, 42  min. 46  min. 

6  a.m.-Noon 51  min, 38  min. 31  min. 46  min. 

Total 2hrs.,  17  min, 2  hrs..  6  min, 1  hr„  44  min. 2  hrs.,  11  min. 

■ 

I     Source:   Nielsen   Radio  Index.   Jan.  Fd.     1957,    N.    T.   Time. 

lllllllllllilllPIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIU 
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Radio's  Greatest  Success  Story! 

■  PRC'S  TOWERING  TWINS 
NOW  TOP  2  MIGHTY  MARKETS 

FIRST KAKC NOW KlOt 
NO*  1  in  TULSA,  Oklahoma 

They  said  it  couldn't  happen!   But  nine  months 
ago,  ̂ Public  Radio  Corporation  lit  the  fuse  in  Tulsa 
.  .  .  and  KAKC  zoomed  to  the  top  in  ratings  in  a 
few  short  weeks! 

Now,  for  9  consecutive  months,  KAKC  has  held  top 

position  in  Tulsa  .  .  .  far  and  away  ahead  of  other 
stations  in  every  Hooper  and  every  Pulse  rating. 

And  KAKC  is  still  gaining.  Your  message  on 
KAKC  reaches  more  and  more  listeners  .  .  .  more 

than  on  any  competing  station,  and  more  every  day 
and  every  night! 

No  giveaways,  no  gimmicks  .  .  .  just 

NO.  1  in  DES  MOINES,  Iowa 

Now  it's  happened  again!    Three    months   ago, 
PRC  ventured  into  D(  s  Moines  .  .  .  took  over  pow- 

erful KIOA  and  gave  it  the  "Tulsa  treatment"  .  .  . 
new  talent,  new  fast-moving  music  and  news  pro- 
gramming. 

In  less  than  a  month,  KIOA  sky-rocketed  to  the  top 
.  .  .  soared  from  fifth  to  FIRST  PLACE  among  all 
Des  Moines  stations  .  .  .  and  first  by  a  wide,  wide, 
margin! 

Now,  it's  KIOA  that  delivers  more  buyers  in  the  big 
Des  Moines  market  than  any  other  two  stations 
combined! 

the  music  and  news  the  public  wants! 

TULSA    HOOPER   RADIO AUDIENCE INDEX 

MAY-JUNE,    1957 

Share  of  Radio  Audience  - -  Monday  through  Friday 

7:00  AM    — 12:00  NOON 
12:00  NOON 

—  4:00   P.M. 

Independent  Station  KAKC 33.8 45.0 

Independent  Station  "B" 
19.6 15.8 

Network  Station  "C" 15.3 14.9 

Network  Station  "D" 
12.3 

9.2 

Independent  Station  "E" 
9.2 11.0 

Network  Station  "F" 5.4 
3.5 

DES   MOINES  hooper RADIO  AUDIENCE  INDEX 

MAY-JUNE.    1957 

Shore  of  Radio  Audience  - 
—  Monday  through 

Friday 

7  00  AM.  — 

12  03  NOON 

12:00  NOON 

—  4  00   P.M. 

Station    KIOA 

41.8 
42 .2 

Network  Station  "B" 
229 

26.1 Independent  Station  "C" 
10.0 

6.5 

Network  Station  "D" 

9.7 

6.0 

Independent  Station  "E" 

69 8  1 

Network  Station  "F" 6.2 86 

NO.  1  ALL  THE  TIME,  MORNING,  AFTERNOON  &  NIGHT 
Take  a  new  look  at  Tulsa  and  Des  Moines.    Put  the  TOP 

radio  stations  on  top  in  YOUR  advertising  plans. 

:: 

PUBLIC    RADIO    CORPORATIO 
LESTER   KAMIN,   President    •    JOHN   H.   PACE,   Executive   Vice-President  and   General  Manager 

Station  KAKC 

970   KC    •    1,000  WATTS 

TULSA,  OKLAHOMA 

Get  the   NEW  facts  from 
H-R   REPRESENTATIVES 

KIOA The   new 

940   KC    ■    10,000  WATTS 

DES   MOINES,    IOWA 

.it  Li    L95' 
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RADIO  LISTENING  HABITS 

u.    How  do  listening  levels  compare  in  radio-tv  and  radio-only  homes? 

8:00  a.m. -12  Noon 

(Mon.-Fri.) 

12  Noon-6:00  p.m. 

( Mon.-Fri.) 

6:00-11  p.m. 
(Sun.-Sat.) 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiia 

Homes  using  radio  in-home  by  day  parts 

Radio  Homes  Using 
Radio 

AVG.    AUD.  HOMES     OOO 

16,4 

12,9 

9.2 
SOURCE:  Nielsen  Radio  Index,  Jan. -Feb.  1957. 

mill 

7,823 

6,153 

4,388 

TV  Homes  Using 

Radio 
AVG.    AUD. 

15,7 

11.4 

6.6 

HOMES     OOO 

6,188 

4,500 

2,612 

Radio  Only  Homes 

Using  Radio 
AVG.    AUD. 

19,4 

19.6 

21,0 

HOMES    'OOO 

1,635 

1,653 

1,776 

The  10  million-plus  radio-only  homes 
listen  to  radio  at  a  fairly  steady  rate 

through  the  day,  broadly  speaking, 

while  radio-tv  homes  show  a  gradual 
decline.  The  data  here  are  based  on 

New  York  time,  so  spot  advertisers 
should    use    the    material    with    care 

7.   How  does  radio 

listening  compare 

winter  and  summer? 

Only  in  the  morning  is  there  any 

appreciable  difference  in  summer  and 

winter  listening,  these  Nielsen  in-  home 
figures  show.  And  even  here,  the 

differential  is  cut  by  auto  listening. 

Reading  across  chart  above,  millions 

of  additional  homes  listening  in  autos 

are:  morning,  1.4.  1.2;  afternoon,  1.8, 

1.5;  evening,  1.5,  1.0.  July  total  listen- 
ing is  thus  higher  in  afternoon,  night 

1IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM    I!!i!ii![lllll!lli!llll!l!!l!llllllllllllllllllll 

MORNING 
Mon.-Fri. 

AFTERNOON 

Mon.-Fri. 

Homes 
Per  minute 

(millions) 

NIGHT 7  days 

July '56  Jan. '57  July '56  Jan. '57  July '56  Jan. '57 

Annual  Average:  S.2  6«2  4.1 
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My  Mommie 
Listens  to 

KOIL'
 

OwtMiM  KOIL" 
The  Station  Most  Omaha- Coanc/7  B/uffs  Mommies  Listen  To! 

Avery-Knodel    Rep. 

jilv   L95' 
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LIVE 
This  is  about  WCCO-Land— the  114  counties  of  Minnesota, 
Wisconsin,  Iowa  and  South  Dakota  served  so  well  by  WCCO 

Radio.*  It's  a  market  where  biggness  is  measured  in 
millions  and  billions.  Population:  3.6  million  (big  as  Detroit); 

effective  buying  income:  $5.4  billion  (bigger  than 

Washington,  D.C.);  total  retail  sales:  $4.1  billion  (bigger 

than  Boston);  gross  farm  income:  $1.7  billion  (bigger  than  New 

York  state  and  six  New  England  states  combined)! 

Dollar  signs  and  decimal  points  aren't  all.  WCCO-Land  is 
a  real  Hue  market.  The  vitality  and  progressiveness  of 

its  people  is  matched  only  by  the  diversity  and  growth  of  its 

industries — iron  ore  and  taconite  in  the  North,  oil  and 

lignite  in  the  Dakotas,  farming  and  manufacturing  nearly 

everywhere.  Not  to  mention  some  of  the  nation's  best 
fishing  and  most  beautiful  vacationland. 

Doing  a  big  job  of  providing  this  vast  area  with  the  best  in 

entertainment,  information  and  service  is  WCCO  Radio. 

As  a  result,  WCCO's  weekly  circulation  of  723,860  families 
is  from  21  ■>  to  28  times  greater  than  all  other  Minneapolis- 

St.  Paul  stations.**  And  greater,  too,  than  the  weekly 
circulation  of  any  television  station,  newspaper  or  magazine 

/in  the  region.  Which  is  why  your  advertising  campaign 

in  this  big,  booming  market  should  begin  on  WCCO  Radio! 

r->
 WCCO 

'Basic  Service  Area,  NCS  *2 
**NCS  -2 

Market  Data:  Survey  of  Buying  Power,  1957 

SRDS  Consumer  Markets,  1957 

The  Northwest's  50,000-Watt  Giant 
Minneapolis  -  St.  Paul 

Represented  by  CBS  Radio  Spot  Sales^ 

\ 
OW  AVAILABLE  FREE:  New  WCCO  Radio  Market  Guide.  Write  to  Phil  Lewis,  Sales  Manager,  WCCO  Radio,  Minneapolis  2,  Minnesota 
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RADIO  LISTENING  HABITS 

0.   What  changes  have  been  taking  place  in  local  programing? 
giiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiuiiiiiiiiH 

LOCAL  RADIO   PROGRAMING  TRENDS  SINCE  1955 

Concert 
Music 
1 10  hrs.  or  more 

per  week! 

Country  & 
Western 
(20  hrs.  or  more 

per   week) 

Farm 
15  hrs.  or  more 

per  week) 

Foreign 
1  Other   than 
Mex.-Amer.) 

Mexican- American 
1  U.S.   stations  only) 

Negro 

Popular 
(75  hrs.  or  more 

per  week) 

Religious  & 
Gospel 
( 10  hrs.  or  more 

per  week) 

1955 
°o    OF    STATIONS    PROGRAMING" 
1956  1957 23% 

16% 

31% 

17% 

7% 

29% 

12% 

17% 

31% 

24% 

28% 

16% 

7% 

29% 

15% 

21% 

29% 

17% 

29% 

11% 

5% 

21% 

15% 

20% 

'57  VS.  '56 

-2% 

7% 

+  1% 
5% 

2% 

8% 

-1% 

iiiiiiiiiiuiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim 

•1955   base:    2172   stations.    1956  base:    2515   stations.     1957  base:    2676   stations,   U.    S.    and  Canada.     From  SPONSORS   1957  "Buyers'  Guide." 

9.  What  are 

the  national 

listening 

figures  by 

local  time? 

|IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 

|Percent  radio  homes  using  in-home  radio  per  average  minute  by  day  parts! 16.3% 
15.6% 13.0% 5.9% 

I 
6-9  am  9  am-!\oon       !\oon-3  pm  3-6  pm  6-9  pm  9  pm-Mid 

1LS%  10.0% 

I  I -iii  RCE:   Nielsen  Radio  Index.   Jan.-  J 
1957,    Mon.-Fri.    average.      Fig- 
ures    combine     listening     in     Eastern,  I 

Central,    Pacific   Time    Zones    on    local  i 

time  basis.  ffiTi i ■  i - ■ :    !.    ..' :    .  : -     :: ,, .  .^,   :ih!.i:::;:  .;::::i;-;:  i;!!'  . ■ ,: : "i!!: ,;:   mtir:   ';   iiMUiinr   ;:;:;;,   Jim   :i;;:   UMtnii!:1":. 
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YOUNG 
BUT   SO 

.  . .  and  so  far  ahead  of  all  other 
Cleveland  radio  stations. 

Youngest  on  the  Cleveland   dial,   WE'RE.... 
FIRST  in  ratings  (all  three!) 

FIRST  in  results 

FIRST  in  local  and  national  sponsors 

FIRST  in  public  service 

Around  the  clock  and  around  the  calendar,  the  top  name 
personalities  beam  the  best  in  music,  news  and  sports 
to  Cleveland  over  WERE. 

WERE  personalities  reach  more  live  audiences  through 
personal  appearances  than  any  other  regional  talent.  They 

enjoy  more  national  and  industry-wide  recognition,  too! 

*  LATEST  PULSE  From  6  AM  to  midnight  PULSE 

shows  that  all  stations  trail  WERE  87.5%  of  the  time. 

*  LATEST   NIELSEN    6  AM  to   midnight    WER1 

first  in  Cleveland's  Metropolitan  Market. 

*  LATEST  HOOPER  WERE  leads  all  Cleveland 

stations  in  12  of  the  16  rated  hours  and  takes  the  top 

l/3rd  (35%)  of  the  audience  and  lets  the  other  7  stations 
scramble  for  the  rest. 

BUY WERE 
AND   SELL   CLEVELAND 

RICHARD   M.   KLAUS.    Vice  President   &   General  Manager 

represented  by:  venard.   rintoul   &   McCONnell.   inc. 

.11  l.>      1().1, 

197 



RADIO  LISTENING  HABITS 

1U.  What  are  weekday  audience  composition  figures  on  the  local  level? 

%  of  StU 

in  uk 

30 

25 

20 

15 

10 

5 

10     11 
MORNING 

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll 

AFTERNOON EVENING 

!llllllllllll!t!ll!!lllllllll!!!i!llllll!l!!l!l!!!!IIIIIIIIIIIIH 

Audience  composition  flow  by  hours  of  the  day  in  eight 

markets  is  profiled  in  the  chart  above.  Data  was  prepared 

by  John  Blair  &  Co.  research  department  from  Pulse  figures 

during  January  and  February  1956.  Auto  and  other  out- 

of-home  listening  is  included.  Numbers  in  the  bars  show 

share  of  listening  among  the  four  audience  groups.  The 

height  of  each  bar  is  a  measure  of  homes  using  radio 

while  the  length  of  each  segment   within   each   bar  shows 

the  actual  amount  of  listening  done  by  each  audience  cate- 

gory. Aside  from  the  obvious  peaks  in  male  listening 

during  auto  driving  time  in  this  Monday-through-Friday 
study,  note  that  male  listening  holds  up  strong  at  night. 

The  relatively  minor  importance  of  young  listeners,  even 

the  highly-touted  teen-age  group  with  its  yen  for  popu- 
lar music,  is  clearly  delineated.  Numbers  at  the  bottom 

of   the    chart    refer   to    the    hour    hesinning    at    that   time. 

i')i; TV   AND    RADIO    BASICS 



HOME 
/^SYRACUSE 

in  these         I       OMAHA 
4  key  markets  -(KANSAS  CITY 

(^   PHOENIX 

*  (hi  ojj  ikb  Vomxh\ " 
MEREDITH  RADIO  and  TELEVISION   STATIONS 

KANSAS     CITY 
SYRACUSE 
PHOENIX 
OMAHA 

KCMO 
WHEN 
KPHO 
WOW 

KCMO-TV 
WHEN-TV 

KPHO-TV 
WOW-TV 

The    Kati   Agency 

The   Katz   Agency 

The    Kati   Agency 

John  Blair  &  Co.-  Blair  TV 

Meredith  Stations  Are  Affiliated  With  IfUtf  lllllliTS  ililil  liill'bYllS  and  Successful  Farming  Magazines 

jlly  1957 
199 
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She'll  forget  what  you  say  before  she  can 
buy  what  you  sell.  Everybody  knows  the 

solution:  many  messages  a  week  to 

the  same  prospect— millions  at  a  time. 

Through  CBS  Radio  daytime  drama  today 

you  can  reach  6.4  million  different  listen- 

ers every  week . .  .with  3.2  commercial- 

minute  impressions  per  listener. . .  lor 

as  little  as  $10,000.  And  you  talk  to  an 
attentive  audience,  because  they  pay 

attention  to  daytime  drama  — or  they 

don't  tune  in.  Nowhere  today    magazines, 
newspapers,  television  -  can  you  buy  this  HE   P  R  S 
working  freqnency  with  the  efficiency 

of  CBS  Radio  davtime  dramatic  serials.       IxrAUlU 

NETWORK 

That's  « In  I  ipton  I  •■  i u-'~  i  BS  Radio  daytime 

drama  all  \--.ir  long  .  .  . 

ami  why  Salada  Tea  has 

hern  on  for  Jo 
in  1957  so  far.  .  .  and 

why  Pan-American Coffee  Bureau.  I 

big  summer  campaign. 

ha-  i  ome  here  t'»>. 



RADIO  LISTENING  HABITS 

TIME 

Weekend  audience 

MEN                   WOMEN 

eoinpogition 

CHILDREN 

<ni  the 

TEENS 

local  level 

SETS  IN  USE 

6-7  a.m. l'»', 

IJ'.'i 

2% 

!'• 
5.1 

7-8 

r> 

49 4 2 11.3 

8-9 39 53 5 3 15.7 

9-10 36 
52 8 4 16.9 

10-11 
34 

52 10 4 19.3 

11-N 
34 

52 10 4 20.1 

N-l  p.m. 36 
50 

10 4 20.6 

1-2 40 46 
10 

4 21.4 

2-3 
41 

45 
10 

4 23.1 

3-4 
42 

45 10 
3 

23.4 

4-5 
40 

46 
10 

4 23.1 

5-6 40 47 10 3 21.3 

6-7 41 

47 
9 3 21.2 

7-8 43 
46 8 3 18.9 

8-9 44 46 8 2 18.1 

9-10 
45 45 

8 2 16.9 

10-11 
47 

46 6 1 14.7 

11-M 48 47 5 ____ 11.0 

ilium   ,,r      :,    .'',,:   ■'n:l;  -'i!,,  .M;,.  '-ii!,.  'ii,;.,   ̂ i:,    ':>   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii   iiiiiiiiiiiiiiiiiiiiiiiiiiiiB 

11.    What  are 
weekend  audience 

composition  figures 

on  the  local 

level  (winter)  ? 

Chart  at  left,  prepared  by  John 

Blair  and  Co.,  provides  a  four-way 
audience  composition  breakdown, 

based  on  Pulse  data  in  the  follow- 

ing eight  markets:  Chicago,  De- 

troit, Philadelphia,  Columbus,  Mi- 
ami, Pittsburgh,  Seattle,  Dallas. 

Figures  show  a  weighted  average, 
cover  both  Saturday  and  Sunday. 

Note  the  substantial  numbers  of 

men  who  can  be  reached  during 

the  day  on  weekends.  Data  shown 
includes   listening   in   automobiles 

12.    What  size 

audiences  can 

advertisers  reach 

with  local  level 

combination  buys? 

Taken  from  NSI  special  analysis 

files,  the  data  at  right  give  some 

idea  of  the  audience  sizes  an  ad- 
vertiser can  accumulate  with 

combination  buys.  The  first  bar 

is  a  morning  strip  combined  with 

an  afternoon  strip.  The  second  is 

a  daytime  strip  combined  with  an 

early  evening  strip.  Material  is 

not  meant  as  a  comparison  of  the 

three  different  types  of  purchases 

Schedule 

Homes 
reached 

per 

month 

Two  5-a-wk 
strips  on  one station  (40 shows) 

26% 

Two  5-a-wk 
strips   on   two stations  (40 

shows) 

30% 

Spot  schedule 
on   six   sta- 

tions  (72  an- nouncements) 

Homes  reached 

per  broadcast 

Broadcasts  received 

per  home  reached 

s;iiiiii!;;ii::;:V:iii!;iiiiiHiiiiiiiiiit!!iiiiiiiiiiiiiiiiiiiiiiiiii!iii!iiiiiiiiiiiiiiiiiii 
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Notfuhif — 
but  iu)tluru| 
outadh 

quod  dU  /uuW 

ESPECIALLY     IN     PHILADELPHIA     ON      WIP 

Where  National  sales  are  up  94%  and 

Local  sales  are   43%  ahead  of  five  years  ago! 

W I  IR/6 1  O 
PHILADELPHIA  '  ON        YOUR         DIAL 

Nationally  represented   by  EDWARD   PETRY  &  CO.,   INC. 



IV.  OUT-OF-HOME  LISTENING 

1.  What  does  auto 

add  to  in-home 

listening  by  day  parts? 

illllllllll!llllll!ll!ll!illllllllllll[»lllll!l!!lllllllllllllllll!l!llllllllllll!l!llll!lllira 

'i 

Percent  auto  listening  adds  to  in-home  U.  S.  audience 

6-9  a.m. 

9  a.m.-N 

  SUMMER    1956   

N-3  p.m.                   3-6  p.m. 

6-9  p.m. 

9  p.  m.-M 
30.3 26.7 25.3 36.8 43.6 

33.1 
■WINTER    1956-57- 

20.0 18.8 18.9 
33.1 29.3 

21.6 

1     Source:     A     C.    Nielsen   Auto  Plus      Weekly    averages   Sunday  through    Saturday,    N.    Y.   Time.     Figures   are   not    | 
|     sets-in-use   but  percent   of   in-home   listening. 

      -Ii;!:.       ::■     . ..'     .. -:i.    . 'i-.      -il;:,i;  : :Im      ' I'lh :  '■  II,         IIIIIIIIIH   Illllllllllli   Illllllllllll 

lllllllll[|||!llllllll!lll!ll!!IIIIIIIIII!lllll!!!ll!!llll!lllll!ll!lll[||||l!llllll!lllll^ 

U.  S.  homes  using  radios  at  home  and  in  autos,  Summer  '56 

1 Time  period 

= 8-9  a.m.  (Mon.-Fri.) 

n 
5-6  p.m.  (Mon.-Fri.) 

1 7-8  p.m. (Sunday) 

In-home  radio  use Auto-Plus  use Total 

5,771,000 1,627,000 7,398,000 

5,250,000 2,199,000 7,449,000 

3,831,000 2,190,000 6,021,000 

Source:     A.    C.    Nielsen. 

Iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 

Z.  How  many 

homes  use  auto 

radios  during  heavy 

traffic  hours 

in  the  summer? 

lllillllillllll!lllll!lll|]l!!l!l!!!illlllll!ll!!!l!lllllllllll!lllllll!ll!lll!!ll!!lll!!l!!!IP 

J.  What's  the  auto  Tin,.P«iod 

audience  composition 

like  during  the 

heavy  traffic  hours  7-8  p m  Sunday) 

in  the  summer? 

U.  S.  audience  composition  of  auto  listeners,  Summer  1956 

8-9  a.m.  (Mon.-Fri.) 

5-6  p.m.  (Mon.-Fri.) 

Men Women Teen Children 60% 23.5% 

7% 
9.5% 

53% 

28% 

7% 

12% 

34.5% 35.5% 
11.5% 18.5% 

Source:     A.    C.    Melsen. 
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.  •   .    the  Priceless  Advantage   You   Get 

When  You  Buy  the  WWJ   Stations 

In  fast-moving,  hard-working  Detroit— 

where  cash  registers  ring  up  five  billion 

dollars  worth  of  retail  sales  annually— the 

WWJ  stations  back  up  your  advertising 

with  a  very  special  quality  of  their  own.  It's 
believability. 

Detroiters  have  faith  in  the  WWJ  stations, 

respect  their  traditional  leadership,  high 

standards  of  quality,  sincerity  of  purpose. 

That's  why  so  many  say,  "If  it's  on  WWJ 

or  WWJ-TV,  it  must  be  good." 

Put  this  believability  to  work  for  you  on  the 

WWJ  stations. 

WWJ AM  and  FM 

RADIO 

original 

n    v — < 

WWJ-TV 
Tn«  World's  First  Radio  Station  affiliates  Michigon'j  First  Television  Station 

Owned  and  operated  by  The  Defroit  News 

National  Representatives.  Peters,  Griffin,  Woodward,  Inc. 

JULY   1957 205 



OUT-OF-HOME  LISTENING 

4. How  much  does  out-of-home  listening  add  to  in-home? 
ii;:iiiiiiii!iiiirai!::iiiiiiiiiiiiiniii:!i:iii!w 

Percent    out-of-home    listening   acids    to    in-home    listening    in    28    markets 

IN-HOME     +     OUT-OF-HOME     =     THIS  %  PLUS 

Atlanta 18.1 

Baltimore 16.3 

Birmingham 18.0 

Boston 18.5 
Buffalo 16.4 

Chicago 18.3 

Cincinnati 16.3 

Columbus 17.1 

Dallas 17.5 

Detroit 16.5 

Fort  Worth 18.5 

Houston 18.1 

Kansas  City 16.7 

Los  Angeles 18.7 

Miami 20.3 

Milwaukee 18.2 

Minneapolis-St.  Paul 
18.3 

New  Orleans 18.3 

New  York 19.1 

Philadelphia 16.5 

Pittsburgh 17.5 

Portland 21.0 

Richmond 16.6 

St.  Louis 17.1 

San  Diego 18.5 

San  Francisco 19.3 

Seattle 18.0 

Washington,  D.  C. 18.3 

Figures  above  are  from  Pulse's  semi-annual 
study  of  out-of-home  listening.  In-home  and 
out-of-home  columns  show  percent  of  homes 

Listening  by  average  quarter  hours  seven  days 
a    week.    Percentage  plus  is  not  measure  of 

homes  using  radio  but  ratio  between  in-home 
and  out-of-home.  Period  covered  by  data  is 
various  winter  months  this  year.  Averages  for 

the  group  of  markets  shown:  in-home.  18.2 r,  : 
out-of-home,    4.5r,  :    average    plus.    24.7%. 

:iiiilliiil!iiiliiiiiiiiiiiiliililillliiliiliiliiiiiiii!!!: Illlll!!lllllllllllllllllllllllil!l!illllllllllllllll!!!:<l 
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NEW  YORK  TURNS  TO  WOR... 

One  of  the  prime  reasons  for  owning  and  using  a  radio  is  for  the  immediacy  of  its  news 

reports  —  and  the  most  important  news  reporter  in  New  York  is  WOR  RADIO. 

WOR's  leadership  in  news  broadcasting  stems  from  careful  management  planning  and  is 

backed  by  a  crack  news  staff  whose  aggregate  careers  total  more  than  200  years  of  jour- 

nalism experience. 

WOR  RADIO  leads  in  News... 

AUDIENCE 

Every  day  more  people  listen  to  news  on  WOR  than  any  other  New  York  station. 

TIME  DEVOTED  TO  NEWS  LISTENING 

The  WOR  audience  devotes  1,711,940  listener  hours  per  day  to  WOR  News. 

TOP-RATED  NEWS  BROADCASTS 

Eight  out  of  the  top  ten  quarter-hour  local  newscasts  are  on  WOR.* 

This  important  area  of  station  leadership  —  leadership  which  is  now  established  more  clearly 

than  ever  —  is  a  prime  reason  why  more  advertisers  turn  to  WOR  than  to  any  other  station 

in  the  country. 

Now's  the  time  to  take  your  turn. 

WOR   RADIO   7IO 
A  division  of  RKO  Teleradio  Pictures  Inc. 

Serving  Boston,  (WNAC),  Detroit-Windsor,  (CKLW),  Los  Angeles,  (KHJ),  Memphis,  (WHBQ)  and  San  Francisco.  (KFRC). 

*  Pulse,  June  1957.  Monday  thru  Friday  newscasts. 
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FOR    OVER    10    YEARS 

THIS  UNPARALLELED  RECORD  OF  GROWTH 

IS  NO  ACCIDENT!    HERE'S  HOW  IT  HAPPENED 



)thing  but 

1954 1955 1956 1957 

No  magic  formula — just  a  simple  case  of  an  increas- 

ing number  of  advertisers  discovering  thai  adver- 

tising in  SPONSOR  pays  off.* 

SPONSOR  spotlights  it*  editorial  content  100^  to- 

wards advertisers  and  agencies   and  really  hit>  tin- 

target.  So  nmch  so  that  SPONSOR'S  1956-57  fi«( -al 

year  recently  ended  showed  advertising  volume  of 

1 1 .000.000. 

\\  i  ite  foi   tin    fa<  tu.it  i. .  ord  ><i 

WOLF,  WBAY,  KPQ,  \\  l\l 

and  Storz  iii  sponsor.    They'll 

show   bow   \  .hi  i  .in  build  j  our 

spot  r-\ enue  in  your  market. 

SPONSOR 



OUT-OF-HOME  LISTENING 

5. What's  the  trend  in  out-of-home  listening? 
piiiiiiiiiiiiiiiiii llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^ 

Percent   homes    listening   out-of-home,    winter   and    summer,    1951-1957 

1951 1952 1953 1954 
1955 

1956 1957 

S W S W S W S W S W S W 

Atlanta 3.1 3.3 3.6 32 
3.6 

32 3.4 

4.0 
4.1 

Baltimore 3.2 
3.2 

3.5 

3.2 3.6 3.2 

3.4 

4.1 3.8 

Birmingham 3.0 3.3 
3.2 

3.5 
3.6 

3.8 3.3 
3.6 

4.1 4.4 

4.3 

Boston 4.0 
33 4.1 

3.8 
4.2 

4.4 
4.6 4.2 

4.6 4.8 

5.1 

4.7 

Buffalo 
2.7 

2.9 

3.5 

3.6 
3.7 

3.2 

3.4 
3.2 3.8 

3.6 

Chicago 2.9 2.6 
3.2 

3.1 
3.7 

3.9 

4.3 

4.1 

4.2 4.0 
4.6 

4.3 

Cincinnati 2.6 2.6 

3.1 3.1 
3.6 

3.6 

3.9 

3.6 
3.9 3.8 4.2 

4.0 

Columbus 
3.1 

3.2 
3.1 

3.3 

3.4 

4.0 

35 

Dallas 3.9 3.6 

4.0 

4.5 

4.7 

4.6 

Detroit 3.0 3.0 3.0 3.8 3.9 4.2 3.9 

4.2 

3.8 

4.3 
4.2 

Fort  Worth 

4.0 
4.0 

Houston i 3.8 3.8 

3.6 4.1 
4.0 4.3 4.3 

4.6 

4.4 Kansas  City = 3.2 
3.7 3.4 

3.8 41 
3.9 Los  Angeles 

i 4.1 
3.5 

4.3 4.2 
4.4 

4.5 

4.8 

4.5 

4.7 4.4 
4.7 

4.7 

Miami § 

2.9 

3.1 

3.3 

3.7 

4.4 4.6 
4.7 

Milwaukee j 3.3 3.8 
3.3 

3.8 

3.5 

4.3 
43 

Mpls.-St.  Paul 
= 

3.1 2.9 
3.3 3.1 

3.4 
3.4 

3.8 

3.7 

3.9 
3.7 

4.2 4.2 

New  Orleans 1 3.2 
3.7 

3.3 

3.4 

4.4 4.6 
4.4 

New  York | 3.9 

3.5 
4.0 4.0 

4.4 4.4 
4.8 

4.4 

4.4 4.6 

5.0 

5.1 

Philadelphia 1 
3.5 

3.3 
3.7 

3.5 

3.8 3.6 3.9 
3.9 

4.0 
3.8 4.4 

3.7 
Pittsburgh | 3.6 

3.4 

3.5 

3.9 3.6 3.9 
3.9 Portland,  Ore. | 

3.6 
3.9 4.4 

Richmond § 2.9 
3.1 

3.2 2.9 3.0 

3.1 

4.3 

3.7 

St.  Louis | 2.4 3.4 

3.5 

3.8 3.8 4.2 3.9 
4.3 

4.2 

San  Diego 1 
3.2 

3.5 3.5 

3.8 
3.6 

4.1 

4.0 

San  Francisco I 4.1 3.8 4.3 3.9 4.4 4.1 
4.2 4.2 

4.5 

4.7 
4.6 

Seattle | 
2.6 

3.1 
2.8 3.2 3.2 

3.5 

4.4 4.2 

4.1 
4.1 

4.2 

Washington | 
3.1 3.6 3.2 3.6 

3.7 

4.0 

3.7 

3.9 
3.7 

4.1 4.1 
Median 1 

3.5 
3.1 3.3 3.2 

3.6 3.6 3.8 3.6 3.9 3.8 
4.3 

4.2 

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIB 

Five-year  span  covering  out-of-home  listening  during  winter  and  summer  shows  winter  increase  of 
35 %  in  the  median  figure  for  28  markets.  Figures  are  from  Pulse,  which  includes  all  types  of  out- 
of-home  listening,  including  visiting  to  other  homes.  Auto  listening  represents  the  greatest  part  of 

the    out-of-home    total,    running    between    50-60rr.     Next  in  importance  is  listening   while  at  work. 
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FIRST  NEW  RADIO  STATION 

IN  NEW  YORK  IN  14  YEARS 

1330  KC-THE  NEW  SOUND  FOR  NEW  YORK 

with  a  hard-hitting  new  concept  in  programming — planned  to 

produce  new  sales  for  advertisers  in  the  world's  largest  market 

H.  SCOTT  KILLGORE,  President  &  General  Manager 

A  Tele-Broadcasters  Station  •  41  East  42nd  St.  •  N.  Y.  17,  X.  Y.  .  MUrray  Hill  7-8436 

KALI  Pasadena,  L.  A.    •    WPOP  Hartford,  Conn.    •     KUDL  Kansas  City,  Mo.     •    WKXV  Knoxville,  Tenn. 
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V.  RADIO  NETWORK  PATTERNS 

1. What  size*  audiences  can  an  advertiser  accumulate 

A.     With  10  7  Y2 -minute 

segments  across-the- 

board  during  the  day? 

|lllllllllllllllllllllllllllllllllllllllllll!lll 

Monday  Tuesday 

llllllllllllllllllllllllllllllllll Wednesday 
Thursday 

Helen  Trent 

2d  Mrs.  Burton 

Nora  Drake 

Road  of  Life 

Ma  Perkins 

2d  Mrs.  Burton 

Nora  Drake 

Road  of  Life 

Friday 

Helen  Trent 

Ma  Perkins 

Weekly  unduplicated  audience  „.     8,764,000    Listeners 

Weekly  commercial  minutes  ..      .42,374,000    Listener  impressions 

Weekly  cost   $19,896 

Four-week  unduplicated  audience    1 5,1 1 0,000    Listeners 
SOURCB:    CBS    Radio    estimates,    Uital    audience    based    on    Nielsen    full    network    average    audience,    Jan. -Apr.    1957. 
Auto- Plus   included.     Audience  composition:  Nielsen,  Mar. -Apr.    1957. 

gilllllllll 

B.  With  two  nighttime 

and  one  morning  news- 

strips  in  four  weeks? 

iiiiiiiiiliiiiliiiiliiilliiiiiillllillliiiiii 

Net    Rating 

18.7% 
Unduplicated  homes  Average  frequency 

8,920,000 
SOURCE:  NRI,  Jan. -Feb.   1956,  ABC  Radio,   in-home  only. 

IIIIIIIIIIJIIIIIUIIlllillllH 

3.4 

C.     With  a  complete 

weekend  news  package? 

%  total  U.S.  homes 

24.1 

%   tv  homes 

20.5 

%   radio-only  homes 

38.9 
SOURCE:   NRI,   Oct.   1956,   all  segments,   network  not  identified,    in-home  only. 

IIIIIIIIIIIIIIHIIIIIIIIIIIUIIIIIIIIIIIIIlillli 

D.     With  a  typical 

daytime  strip 

in  four  weeks? 

Cume  audience 

Avg.  per  broadcast  rating 

13.9 

2.4 

lllllllllllllllllllllllllllllllllllllilllllllillllllllB 

Homes  Avg.  episodes 

6,630,000 

1,145,000 

SOURCE:  NRI,  Jan.-Feb.    1957,  network  not  identified,  in-home  only 

IIIIIIIIIUIIIIIIIIPIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 

3.6 

E.     With  a  run-of- 

schedule  plan  during 

the  day  Monday 

through  Friday? 

Average  rating  per  minute   

No.  of  announcements  per  week  (10  minutes,  10  30-seconds) 

Gross  weekly  rating       

Weekly  cost    

Home  commercial  impressions  per  week   

Plus  estimated  20%  added  by  car  radio   

Cost-per-1,000  impressions    
SOURCE:  NRI,   Feb. -Apr.    1957    (auto  audience  estimated),  NBC  Radio. 

i,;i.  _i   ;,.  ■   ,!,,!■;   :   .-:,'!ii.:^ : : :Mii:  ,.iim, .,:'i;ni;;:.  iini,,  .:mI: ^  .ni'ii
..   -..   ■  ,,ni!- .;   uUNi;;;   :ns']u;ii:   'i.^Liiiiii^jflL   ̂i.^iriiii^^Hiun:.   ,   jrM 

•Charts   above  are  not  meant  to  be  compared.      Some  figures   are   based  on  homes,   others  on  listeners:  some  include  auto  listing. others  do  not,  etc. 

1.6 

20 
32 

$10,063 
15,264,000 
18,317,000 

550 
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If ,,, /  TO  INCREASE  SALES 

Iff       I    #f#/ 

Kit*  Kit  #*  Iff  /##*#*     /  #ff  IV * 

*.v 
In Virginia 

th< !    radio    station 

MOKE   Virginians 

list en   to   MOST 
is 

WRVA-RADIO! 

Any  CBS  Radio  Spot  Sales  representative  will  give  you  the 

complete  story — tell  yon  why  MORE  Virginians  listen  MOST 

to  WRVA-Radio  and  when  they  listen. 

He'll  furnish,  too,  straight-from-the-record  farts  that  show 

how    WRVA-RADIO's   experienced,   diversified    progranuning 

and  top  personalities  continue  to  turn  listeners  into  huyers 

throughout  WRVA-RADIO's  vast  coverage  area — for  dozens 

of  sponsors  whose  sales  charts  reflect  the  selling  power  of 

the  powerful  50,000  Watt  Voice  of  WRVA-RADIO. 

Virginia's  Only 

W,000  ̂ Yatt 
Radio  Station 

Serving  Virginia  for  over  31  years 

REPRESENTED     BY     CBS     RADIO     SPOT     SALES 

July  1957 
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RADIO  NETWORK  PATTERNS 

Geographical,  family  characteristics  of  NBC  hourly  news  listeners 

2.   What  type  of 

audience  can 

a  sponsor  of 

news  reach? 

Audience  profile  of  in-home  audience 

reached  by  Bristol-Myers  and  Brown 

and  Williamson  during  week  of  4-8 

February  1957  with  NBC  Radio  hourly 

news  is  shown  right.  Data  comes 

from  Nielsen  U.  S.  Audimeter  sample 

Rating Homes (000) 

Average  times 
each  home  listens 

Total  U.  S. 

22.5 

10,732 

59 

County  Size 
A 

17.7 

3,119 

6.3 

B 25.0 

3,209 

5.2 

C 

25.5 

2,383 6.0 

D 
25.6 

2,021 

6.0 

Territories 
Northeast 15.3 

1,951 
6.1 East  Central 

14.0 

1,143 
6.2 West  Central 

25.0 
2,354 

5.4 

South 
31.3 

3,458 
5.5 

Pacific 25.0 

1,826 
7.1 Tv  Ownership 

(39,300,000  tv  homes) 
Tv  Homes 

17.6 

6,917 
5.3 Non-Tv  Homes 

44.3 

3,815 6.9 
Age  of  Housewife None 23.1 

1,936 
4.1 

16-34 17.7 
1,804 

5.1 

35-49 

18.3 
2,640  . 

5.1 

50  + 29.5 

4,312 

7.5 

Family  Size 
1-2 29.0 

5,537 

7.2 

3-4 

18.0 
3,265 

4.8 5  + 
20.3 

1,930 

4.6 

miiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii   mi!   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiw    mini   wim 

piiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii    iiiiiiiiiini   iniiini   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii   iiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

Audience  added   to  three  net  tv  shows  by  ABC  Radio  weekend   news    | 

Do  You  Trust  Your  \\  i  f e 
Weekend  News 

Combined 

Goodyear  Tv  Playhouse 
Weekend  News 

Combined 

You  Bet  Your  Life 
Weekend  News 

Combined 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliiiiiiliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

Total  Homes Tv  Homes 
R.idio-C V 

)nly  Homes <°o> 
10001 

'V 

lOOOt 
(000) 

30.5 
24.1 

4QJ 

14.518 

11,472 

23,181 

38.5 
20.5 
51.6 

14.518 

7,729 

38.9 

38.9 

3.743 

19,438 
3,743 

31.7 
24.1 

48.6 

15.089 

11,472 

23,134 

40.0 

20.5 

51.4 

15.089 

7,729 

38.9 

38.9 
3,743 

19,391 
3,743 

42.0 

24.1 

58.0 

19.992 
11.172 

53.0 
20.5 

63.3 

19.992 

7,729 

38.9 

38.9 
3,743 27,608 23,865 
3,743 

illllS 

JL  How  much 

audience  can  a 

news  show  add 

to  a  network 

tv  program? 

Data  left  covers  four-week  cu- 
mulative audience  figures  from 

N  ielsen,  October  1956.  All  audience 

figures  are  unduplicated.  The  com- 
bined figures  total  up  the  tv  audi- 

ence plus  the  U  eehend  A  ews  audi- 

ence which  doesn't  watch  tv  show 
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•      ONE  OF  A  SERIES 

It  couldn't  happen  to  nicer  guys  .... 
....  than  WAVZ  advertisers. 

Nothing  gives  us  greater  satisfaction  than  to 

see  WAVZ  advertisers  selling  out.  That's  why 
we  work  so  hard  to  assure  their  results. 

Representatives:  National:   Hollingbery    Co. 

New   England:    Kettell-Carter      ' 

152  TEMPLE   STREET,   NEW   HAVEN,  CONN. 

Daniel  W.  Kops,  Executive  Vice  President   and   General   Manager    •    Richard   J.    Monahan,    Vice    President   and   Commercial   Manager 

julv  1957 

jr. 



VI.  RADIO  SPENDING,  COSTS 

1.     How  much  have  advertisers  spent  for  spot  radio  time? 
m 

1949 
1950 

$108,314,507      $118,823,880 

1951 

$119,559,000 

1952 1953 

1954 

1955 

$123,658,000      $129,605,000     $120,168,000      $120,393,000 

1956 

$149,921,000 

Figures    above    relate    lo    station    income    from    time    sales       agencies.     Source  of  all   figures  is  FCC,  except   for   1956, 

only,  after  rate  discounts  but  before  commissions  to  reps,       -which  comes  from  the  Station  Representatives  Association. 

filllllllllllllllllllllllllillillllllllllllllllllllllllW 

2, What  are  gross  daytime  costs  of  spot  radio? 

Total  gross  daytime  costs  by  station  groups 

Station- Station 
Places Population  Groups 

30-Min. 15-Min. 
1-Min. 

Break 

41 500,000  and  over 
$6,649 $4,379 

$1,922 
$1,528 47 250,000  to  499,999 

3,787 2,426 
877 742 

92 100,000  to  249,999 
4,996 

3.248 
1.053 

1.074 
33  (Est.) 50,000  to     99,999 

1.217 810 
260 

227 
155  (Est.) 25,000  to     49,999 

5,443 

3.322 973 
850 

100  (Est.) under  25,000 28,013 
17.558 4.896 4.132 

The  dollar  figures  above  are  totals  for  each  station  group. 
They  are  based  on  one-time  rate  for  the  highest-cost 
station  in  each  market.     Nighttime  rates  are  substantially 

the  same.  Data  which  comes  from  SRA,  is  based  on  April 
1957  rates.  A  comparison  with  April  1956  showed  rates 
up  about  10%  for  the  first  three  groups,  1%  for  the  others. 

milium 

3. What's  the  ratio  between  night  and  day  spot  radio  rates? 
iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

:ij 

Ratio  of  Nighttime 
to  Daytime  Rates 

1946    1.76 
1950    1.78 
1952    1.70 
1956       .94 
1957   88 

Continuing  study  of  spot  radio  rates  by  the  Katz  Agency  of  its  repre- 
sented stations  shows  that  nighttime  rates  are  now.  on  the  average,  12% 

lower  than  daytime  rates.    Between  1916  and  1950  there  was  an  almost 
parallel    increase   in    both    daytime   and    nighttime   rates.      Between 
1950  and  1952,  there  was  a  slight  increase  in  daytime  rates  with 
nighttime  rates  remaining  relatively    static.     Between  1952  and  1956, 
daytime  rates  declined  13%  but  nighttime  rates  were  cut  in  half.    Since 
last  year  daytime  rates  have  gone  up  slightly  and  nighttime  rates  down 
slightly.    Rates  shown  here  are  for  12  announcements  weekly  for  13 
weeks  as  of  1  January  each  year.    Day  rates  are  those  for  most  hours 
between  8:00  a.m.  and  6:00  p.m.:   night  for  most  hours  between 
7:00  and  10:00  p.m.,  thus  do  not  include  premium  time  rates. 
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KRNT  Radio  Dominates 

Market  in  Iowa! 

Periods.  KRNT  leads 

Evening.  KATZ  has  the 

Cowles  operation. 
KRNT  -  The  Station  With  The  Fabulous  Personalities  and  the  Astronomical  Ratings 

jul^    1951  -1  ■ 



RADIO  SPENDING,  COSTS 

4.    What's  the  trend  in  day  and  night  spot  rates? 
Ullllllllllll lllllllllllllllllllllllll 

YEAR 

1946 

1950 

1951 

1952 

1953 

1954 

1955 

1956 

1957 

1946  =:  100.0 

DAYTIME 

100.0 

126.9 

132.3 

133.9 

133.6 

132.7 

124.8 

116.7 

119.7 

NICHTTIME 

100.0 

128.3 

129.9 

62.6 

60.0 

YEAR 

1946 

1950 

1951 

1952 
1953 

1954 
1955 

1956 

1957 

1950  =  :  100.0 

DAYTIME 

78.8 

100.0 

104.2 

105.6 

105.3 

104.6 

93.8 
92.0 

93.9 

NICHTTIME 

78.0 
100.0 

101.2 

48.8 

46.4 

iilllllllllllUIIIIIIIH 

Prepared  by  The  Katz  Agency,  this  data  shows  rate 
data  on  Katz  radio  stations  as  of  1  January  each  year. 

The  figures  are  based  on  a  schedule  of  12  one-minute 

announcements  for  13  weeks.  Daytime  rates  are  those 

that  apply  for  the  most  hours  between  8:00  a.m.  and 

6:00  p.m.  Nighttime  rates  are  those  that  apply  for  the 

most  hours  between  7:00  and  10:00  p.m.  Thus, 

trends    for    prime    time    rates    are    not    covered    here. 

IIIIIIIIIIHII!!!lll]!llllllll!l!l!llllllll!!ll!ll!l!lllllllll]llili 

5. 
How  can  spot 
costs  be  calculated? 

The  need  among  agencies  for  quick  methods  of  esti- 

mating spot  campaign  costs  has  led  to  a  variety  of  pre- 

pared estimators,  usually  put  out  by  reps.  The  SRA 

and  Peters,  Griffin,  Woodward  have  put  out  spot  radio 

estimators  in  the  past  and  The  Katz  Agency  and  Blair 

Tv  put  out  spot  tv  estimators  regularly.  John  Blair 

and  Co.  added  to  this  list  a  new  spot  radio  calculator 

emphasizing  the  saturation  aspects  of  the  medium  rather 

than  the  unrealistic  gross  (one-time)  rates.  The  cal- 

culator provides  costs  for  campaigns  involving  one  sta- 

tion per  market  in  up  to  the  top  100  markets.  A  new 

wrinkle  is  the  inclusion  of  costs  in  premium  time, 

which,  in  the  case  of  the  stations  covered,  embraces 

6:00  or  7:00  to  9:00  a.m.  and  4:00  to  6:00  p.m.  Cumu- 

lative figures  are  given  by  groups  of  five  markets  ranked 

by  population  data  according  to  Sales  Management.  All 

costs  given  are  for  52-week  campaigns,  cover  Blair  sta- 

tions in  markets  where  there  is  one.  Stations  in  non- 

Blair  markets  were  picked  by  a  group  of  media  buyers 

from  four  agencies.  Rates  are  based  on  January  1957 

SRDS   book.    The   Blair  calculator   is  reproduced   here. 

!>!!!llllllllll!llllllllli!l!i:ili;illlllillllili:!llliilll!illilllllllllllllll<!!ll!!lli:!lll 

NUMBER     OF     ANNOUNCEMENTS     WEEKLY 

PREMIUM  = 

MARKETS* 

12 

24 

48 96 
12-  PL  A  N 

First     5          ' $  2,500 
$  4,500 $  8,800 $   17,250 

$  3,100 

"     10  .. 

3,800 
6,950 

13,450 26,400 4,850 
"     15   

5,100 9,400 18,000 
35,250 

6,500 

"    20 

6,400 11,750 
22,400 

44,000 

8,200 

"    25 

7,300 13,450 25,200 49,450 
9,400 

"    30  _ 

8,750 

16,000 
30,050 58,900 

11,100 

"    35 

9,500 
17,300 32,450 63,750 12,050 

"    40 

10,350 18,900 
35,450 

69,600 13,150 

"    45 

11,200 
20,400 38,250 

75,200 

14,250 
"    50  . 

11,700 
21,300 40,000 78,700 

14,850 

"    55  . 

12,500 22,850 42,950 84,100 

15,900 "    60  . 

13,400 24,450 46,050 90,300 
17,050 

"    65 

14,400 26,300 49,600 
97,350 18.150 

"    70  . 

15,100 27,500 
51,900 

101,950 
18,900 

"75 

15,500 28,250 
53,450 

105,000 
19,400 

"    80 

15,950 29,100 55,050 
107,550 20,000 

"    85 

16,450 29,900 56,450 
110,250 

20,550 

"    90  _ 

17,150 
31,150 

58,950 
115,150 

21,300 

"    95  ...  . 

17,700 32,100 60,750 1  18,700 21,850 

"100 

18,250 33,000 62,500 
122,150 

22,750 

•In   descending  order  by  population   size   rank.     "52-week  order, 

llllllllllllllllllllllllllllllllllUIIIIIII 
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In  SYRACUSE,  N.  Y.  the  Nations  Number 
1  test  market   

WFBL 
Now  leads  by 

...IN  TOTAL  TIME  RATED  PERIODS 

SEE  HOOPERATING  INDEX  FOR  MAY,  JUNE  1957 

For  an  indication  of  WFBL's  steady  growth  of 
audience  consult  ANY  1957  Hooperating  period 

For  the  complete  WFBL  story  contact   

G.  P.  HOLLINGBERY  CO. 
OR H.  T.  WILCOX  GEN.  MGR. R.  F.  POLGREEN  SALES  MGR. 

ABC 

AFFILIATE 

• 

5000  WATTS 

DAY  and   NICHT A    FOUNDERS   STATION 

The 

BIG 

Station 
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RADIO  SPENDING,  COSTS 

6. Who  were  the  top  radio  agencies  last  year? 

RANK 

1 

1 

4 

5 

5 

7 

8 

9 

10 

11 

11 
13 

14 

15 
16 

=NOTE: 

lllllllllilllllllllllllllllllllllllllllllllllll 

Top  50  radio  agencies  of  1956  as  compiled  in  a  SPONSOR  survey 
BILLINGS 

ACENCY  (000) 

BBDO  $10,000 

JWT    .  $10,000 

McCann-E.  $10,000 

D-F-S  _  $9,000 

N.  W.  Ayer  $8,000 

Y&R    $8,000 

FC&B  $7,000 

Ted  Bates  _  $6,000 
K&Et  .. 

SSCB  .. 
Wra.  Esty 

R&R  _ 
D'Arcy    

$4,500 

$4,400 

$4,000 

$4,000 

$3,500 

$3,100 

$3,000 
$2,600 

RANK 16 18 

18 

18 

18 

22 23 

24 

25 

25 25 

25 25 

30 

30 

30 33 

AGENCY 

NC&K c&w 

Grant 

Mogul 

Needham,   L&B    
DCSS     

Compton   -     
Grey        
B&B    

Geyer    
Kudner      

Wade      

Wasey         
D.  P.  Brother 
McIM-J&A 

Russel   Seeds  _  51,500 

Warwick  &  Legler  ..  $1,400 

billing: (000) 

$2,600 

$2,500 

$2,500 

$2,500 
$2,500 
$2,400 
$2,300 

$2,200 
$2,000 

$2,000* 

$2,000 

$2,000* 

$2,000 
$1,500 

$1,500 

Leo  Burnett      

Campbell-Ewald        
Lennen  &  Newell   

Tod  management  at  above  agencies  compiled,  released,  or  confirmed  figures,   except  for   (*),  which  are  SPONSOR  estimates. 

RANK 

34 
34 

34 

37 

38 
38 

38 

38 

38 
43 

43 

45 

45 

45 

45 

49 

50 

AGENCY 

Donahue  &  Coe  .. 

Gardner      

Houston      

Cohen     

Campbell-Mithtw LaRoche     
Maxon    

North   

Spector      Richards    

Weiss  &  Geller  _ 
Biow    ...       
F&S&R 

Kletter      

Ludgin      
Guild,  Bascom  &  Bonfigli 
Tatham-Laird           

t  1  October  1955  through  30  September  1956.  e 

BILLINCS (000) 

$1,300 
$1,300 

$1,300 

$1,200 
$1,000 
$1,000 

$1,000 
$1,000 
$1,000 

$700 $700 

$500 

$500 

$500 

$500 $400 

$200 

7 How  much  spot  radio  is  needed  to  reach  saturation  levels? 

You  need  announcements  totaling 

this  number  ot  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  by  Colgate  ad 
agencies.  Reference  to  rating  points  in  charts  refers  to 
simple  arithmetic  sum  of  ratings  bought  by  client.    Chart 

gives  a  rough  indication,  not  exact  measure,  is  slanted 
to  use  in  major  markets  with  considerable  station  competi- 

tion.    Note    rating    points    rise    much    faster    than    homes. 

PIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIW 
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PLANNING  A  RADIO  STATION? 

RCA 

PROGRESS 

PURCHASE 

PLAN 

Flexible  Financing 

for  Broadcasters 

3 

The  RCA 

PROGRESS  PURCHASE  PLAN 
makes  it  easy  to  get  equipment 

—as  you  need  it 

By  means  of  this  flexible  financing  plan  you  can  arrange 

for  the  minimum  amount  of  equipment  to  begin  operation. 

Then  as  you  progress  and  require  more  equipment,  it  can 

be  purchased  easily,  without  the  need  for  ready  cash. 

Why  not  let  the  RCA  Broadcast  Representative  fully 

explain  the  RCA  Progress  Purchase  Plan  to  you?  He  can 

show  you  the  basic  equipment  needed  to  get  you  on  the 

air  at  minimum  investment.  He  can  help  you  plan  now 

to  meet  your  exact  requirements,  allowing  for  future 

progress  and  development. 

RCA 
For  additional  information    write   to   RCA,    Dept. 
FF-264,  Building  16-1  Camden.  X.  J. 

.  your  first  source  of  help  in  station  planning 

Tmk(s)  ® 

RADIO   CORPORATION  of  AMERICA 
Broadcast  and  Television  Equipment,  Camden,  N.  J. 



IADIO  SPENDING,  COSTS 

Um  Where  does  spot  radio  money  come  from? 
fliHmHm«nwfniiiini!»iHiBnimTfniiJiiiiHriirrn[BitRnnjm!uiiHnrnrnnmnmniuiHiiiiirii  .iiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiuiiiiiiiiiiiiiH 

Spot  radio  spending  by  industry  category 

Product  category 1st  Quarter    1957* 4th  Quarter   1956* 

3rd  Quarter  1956 

DOLLARS •0  OF  TOTAL DOLLARS °o  OF  TOTAL DOLLARS 
°o  OF  TOTAL 

1.   Food,  grocery  products $  8,291,000 17.0 $  7,941,000 17.1 
$  5,814.357 

17.3 

2.  Tobacco  products,  supplies 8,141,000  J     16.7 4,179,000 
9.0 4,906,914 14.6 

■  '•>.   Drug  products 5,375,000 

4,020,000 

11.0 
3,808,000 

8.2 2,856,765 8.5 

1.   Automotive 

8.2 
4,040,000 

8.7 
2,991,201 8.9 

5.  Ale,  beer,  wine 2,902,000 5.9 3,529,000 
7.6 2,621,502 7.8 

6.   Dental  prods.,  toothpaste,  etc. 2,487,000 5.1 
417,000 .9 302,481 

.9 

7.  Cosmetics,  toiletries 2,158,000 4.4 2,461,000 
5.3 1,814,886 5.4 

8.  Gasoline,  lubricants 2,149,000 4.4 
2,786,000 

6.0 
1,949,322 

5.8 

9.  Consumer  services 2,019,000 
4.1 

1,486,000 
3.2 1,041,879 3.1 

10.  Religious 1,420,000 2.9 
743,000 1.6 504,135 1.5 

11.  Notions 1,319,000 2.7 
46,000 

.1 
33,609 

.1 

12.  Agriculture 1,291,000 2.7 
1,811,000 

3.9 
1,277,142 

1,613,232 

3.8 

13.  Miscellaneous 1,264,000 
2.6 

2,368,000 
5.1 4.8 

14.  Transportation,  travel 1,098,000 2.3 696,000 
1.5 

974,661 2.9 

15.  Household  cleaners,  soaps,  etc. 998,000 2.1 
1,346,000 

2.9 
1,041,879 

3.1 

15.  Confections,  soft  drinks 699,000 
1.4 1,300,000 

2.8 
907,493 2.7 

17.   Household  laundry  products 644,000 
1.3 

557,000 1.2 403,308 1.2 

18.  Household  general 413,000 

.9 

464,000 1.0 369,699 1.1 

L9.  Publications 408,000 .8 603,000 1.3 403.308 1.2 

20.  Clothing,  accessories 259,000 .5 185,000 

.4 

134,436 .4 

21.  Amusements,  entertainment 240,000 .5 325,000 .7 235,263 

.7 
22.   Dairy,  margarine  products 202,000 

.4 

185,000 .4 168,045 

.5 
23.   Household  paper  products 146,000 .3 139,000 .3 100,827 .3 

24.  Finance,  insurance 142,000 

.3 

278.000 .6 168,045 

.5 
25.   Hotels,  resorts,  restaurants 140,000 .3 139,000 

.3 
67,218 

.2 

26.   Pet  products 138,000 .3 230.000 

.5 

201,654 .6 

27.   Household  furnishings 120,000 .3 
93,000 

.2 

67,218 
.2 

28.  Household  appliances 113,000 

.2 
417.000 .9 268.872 .8 

29.  Garden  supplies,  equipment 108,000 .2 139,000 

.3 

100.827 

.3 
30.  Bldg.  material,  fixtures,  paints 64,000 .1 278,000 

.6 201.654 .6 

31.  Watches,  jewelry,  cameras 59,000 .1 
16.000 

.1 67.218 .2 

TOTAL $48,827,000 100.0 

$46,442,000** 

100.0 
S33.609.000 

100.0 

g         SOURCE:   Station   Representatives    Assn..    time  costs   only.      *  Figures   are  rounded,   hence    do  not  add  up  to  total. 
=     "Total  Includes  unlisted  categories:  Tv.   radio,   phonograph,   musical   instruments,   political. 

1 

-22 TV   AND   RADIO    BASICS 



r 
PECUNI

A"1'' 

S#«  Francisco  radio  station 

serving  the  ^ 
tremendous 

Bay  Area 
Negro 
Market 

100%  of  the  time! 

Here's  a  full  house  that's  hard  to  beat! 
don't  try  to  improve  on  a  hand  like  this  .  .  . 

BUY     KSAN    and   be   sure! 
(Proven  most  popular  year-after-year  by  Pulse  Negro  Audience  Survey.) 

The  KSAN  signal  goes  where  the  Negro  listener 
lives*  works  and  buys!  (Field  strength  surveys  show 
260,000  Negro  listeners  in  the  KSAN  primary  Market!) 

For  more  exciting  details,  such  as  rates  and  avails,  contact. 

Stars  National  Inc.,  East  and  South 
Tracy  Moore  A  Assoc,  Inc.  Pacific  Coast 
Bob  Burris,  General  Manager 
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SIX  COMPLETE 

BMI  PROGRAM 

PACKAGES 

Broadcasters  are  now  receiving  six   important  program 
scripts  from  BMI  on  a  regular  basis.  These  scripts  are 

filling  a  vital  role  in  the  daily  programming  logs  of  stations 
in  every  section  of  the  country. 

BMI    scripts,   ranging   from   daily   five-minute   shows 
to  special-event  programs  of  all  types,  are  mailed  to  BMI-licensed  stations 

on  a  monthly  basis.  They  are  written  for  commercial  use  and  tailored  to  the 
needs  of  all  types  of  broadcast  operations. 

BMI  scripts  are  perfectly  suited  both  to  the  station  with  a  small  staff, 
limited  facilities  and  curtailed  budgets,  as  well  as  to  the  large  operation  with 

full  orchestra  and  complete  program  staff. 

THE  AMERICAN   STORY 

Newest  of  the  BMI  scripts  .  .  .  prepared 
by  BMI  in  association  with  the  Society 
of  American  Historians.  Each  fifteen- 
minute  program  consists  of  a  single  nar- 

rative written  by  an  outstanding  Ameri- 
can historian,  expert  in  the  period  or 

subject.  Here  are  the  fascinating  and  in- 
spiring stories  of  our  country  from  the 

age  of  discovery  to  the  age  of  the  atom. 
Top  prestige  programming. 

THE   BOOK   PARADE 

MILESTONES 

Sparkling  15-minute  scripts  written  by 
the  most  prominent  of  literary  figures. 

This  series  is  being  hailed  as  "a  conspir- 
acy against  ignorance"  and  has  sky- 

rocketed into  national  prominence.  An- 
other BMI  script  for  top  prestige  pro- 

gramming. 

Full  half-hour  presentations  .  .  . 
simple  to  do,  saleable,  excellent 

listening.  Usually  four  per  month, 

sometimes  five.  Each  script  com- 
memorates a  special  date  or  event 

of  national  importance. 

STORIES   FROM  THE  SPORTS   RECORD 

Music  and  sports  team  up  in  this 
series  devoted  to  eye-witness  ac- 

counts of  dramatic  action  on  the 
baseball  diamond,  in  the  prize  ring, 
on  the  gridiron  and  elsewhere.  ...  A 
complete  script  package  available 
three  times  weekly  as  a  15-minute 

presentation. 

ACCORDING  TO  THE   RECORD 

Timely  facts  about  the  unusual, 
with  musical  cues  that  fit  neatly  into 

a  dynamic  5-minute  show.  .  .  .  High- 
ly commercial.  .  .  .  Available  7  times 

per  week  for  52  weeks.  Now  in  its 
13th  successful  year. 

MEET  THE  ARTIST 

Behind  the  scenes  .  .  .  three-a- 
week  15-minute  scripts  loaded 
with  factual  biographical  mate- 

rial about  recording  artists  in 
the  public  favor.  Fills  a  vital  need 
in  areas  where  such  data  is  not 

easily  available.  Highly  commer- 
cial. 

BMI  makes  no  charge  to  its  licensees  for  this  program 
service.  Each  script  is  designed  as  a  practical  program 
and  its  use  for  commercial  sale  is  encouraged. 

Your  program  manager  is  receiving  all  of  the  BMI  pro- 
gram scripts.  Put  them  to  work.  If  your  script  packages 

are  not  being  received,  write  immediately  to  BMI  Sta- 
tions Service   Department. 

BROADCAST    MUSIC,    INC 
NEW  YORK CHICAGO HOLLYWOOD TORONTO 

589    Fifth    Avenue 

New    York    17,    N.    Y. 

MONTREAL 
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SECTION 

i'i.*-j 

* 

A  refresher  course  on  the  fundamentals  of  the 

broadcast  industry  designed  for  both  the  new- 

comer and  the  veteran.  Includes:  radio  and  tele- 

vision coverage;  audience  measurement;  how  to 

read  and  interpret  national  spot  rate  cards. 





INDUSTRY  BASICS:  A  REFRESHER  COURSE 

//  you're  on  air  media  buying  or  selling  veteran  and  find  you 

want  <t  technical  explanation  jot  what  you  learned  by  "rule 

itj  thumb" $  or  if  you're  just  starting  out  and  need  on  easy-to-read 

primer,  then  this  is  for  you.   Includes:  coverage,  ratings,  rati'  basics 

Industry  Basics  nu\  written  l>\  Daniel 

Denenholz,  director  research-promo- 

lion.  Tin'  Kni:  tgency,  Inc.,  and  Ken- 
neth Mills,  associate  director  research- 

promotion.  It  is  ilr.sia.m-i/  for  nen- 
comers  iii  1 1  ami  mil  in  time  buying 
uml  selling  as  well  as  for  veterans  who 
want  a  refresher  course. 

Contents  intitule  an  Introduction  in 

which  network  and  spot  advertising  are 

defined;  a  section  on  Coverage;  u  sec- 
tion on  ludience  Measurement;  u  sec- 

tion on  Spot  Rate  ('.arils  and  lion  to 
read  and  interpret  them    alien   buying. 

Introduction 

THE  W  I  K  \i-i  PI  RSON,  if  asked  to  lisl 

i In-  principal  advertising  media,  would 

probably  say:  "Tv,  radio,  newspapers, 
magazines,  outdoor,  etc."  But,  when 
it  comes  i"  radio  and  t\.  a  more 

accurate  classification  would  be:  spol 
radio  and  network  radio:  spot  h  and 

network  i\.  Spot  and  network,  among 
broadcast  media,  are  j u -t  as  different 

as  newspapers  and  magazines  among 
print  media. 

Network  is  analagous  to  magazines 

where  one  order  theoretically  produces 

national  coverage.  \n  advertiser  using 
network  advertising  buys  simultaneous 
time  (with  exceptions)  in  a  minimum 

number  of  markets  (as  specified  l>\  the 
network  i  on  stations  affiliated  with 
thai  network  in  each  market. 

Spot  broadcasting  is  a  separate  and 
distinct  medium.  It  i-  more  than 

"spot  announcements.  It  is  a  method 
of  using  radio  and  t\  on  a  selective  sta- 

tion basis.  It  is  called  '"spot"'  because 
the  advertiser  can  spot   his  campaign 

to   tit    hi-   needs.      It    is  "non-net  w  ork." 

Spot    advertising    is    analagous    to 

Denenholz  'standing)  conducts  a 
nar  on  industn  basics  al  The  kat/ 

icy,   u-m-    the    material    covered    herein 

R-O-P  newspapei  advertising,  except 

that  Bpot  usuall)  i-  Bold  on  a  "speci- 
fied position'  basis  with  discounts  for 

run-of-station ;  whereas,  in  newspapers, 

rates  are  quoted  on  an  R-O-P  basis, 
with  premium-  for  preferred  position. 

\-  with  newspapers,  the  essence  ol 

spot  is  flexibility  :  flexibility  in  the 
choice  o|  markets  and  stations;  flexi- 

bility market  by  market  a-  to  fre- 
quency .  time,  duration,  copy .  o  »st,  et< . 

Network  affiliation:  To  become  affili- 

ated with  a  network,  the  station  signs 

a  contract  for  a  period  ol  up  to  three 

years,  the  maximum  length  of  lime  al- 
lowed l>\  the  FCC.    I  hi-  contract  gives 

the   network   an   option   on  certain   time 

periods  during  which  the  station  agrees 
to  clear  time  foi  network  commercial 

programs.  I  he  station-network  agree- 
ment establishes  a  I  ase  rate  I  evening 

houi  ' .     I  he  base  i  ate  sei  ves  two  pur- 

poses      I  ii  -i    it  i-  tin-  i  ate,  sub  jet  i  t" 

discounts,  at  which  tin-  station's  facili- 
ties aie  offered  to  the  advert  is 

ond.  it  serves  a-  the  basis  lor  determin- 

ate stal ion  -  compensation  bj    the 

network   for  any    netwoi  k  <  ommei 

programs  can  ied  by  the  station.   <  !om- 
pensation   is   made  on  the  basis  • 
sliding   scale  of  |  ercentages  generally 

i  iging  about  ■''  >'  .    ol  the  base  rate 
as  the  station  -  sfa 

The    station    representative:    Spol 

advertising,  thai  i-.  non-network  adver- 

tising, i-  sold  eithei  by  the  station's 
own  -ah-  organization  oi  by  a  station 

representative,  depending  upon  wheth- 

ei  tin-  ad\ i'i  tising  i-  "loi  al"  oi  "na- 
i  ional.  I  he  representative  i-.  in  ef- 

fect, an  employee  ol  tin-  -i  ition  ami  i- 

usually    paid   on   ,i   c  ommission    ! 

Radio  reach  da)  vs.  nighl  i-  shown  l>\   Denenholz,  Ken  Mills.    <  arpenti  >ing  up  at 
angle  is  da)  signal.    Nighl  signal  goes  up,  bounces  down  and  outward,  hence  traveling  furthei 



INDUSTRY    BASICS continued 

which  varies  with  the  station  and  rep- 
resentative. 

I  nlike  the  practice  in  network  ad- 

vertising, where  the  parties  to  the  con- 
tract are  the  net w oik  on  the  one  hand 

ai'd  I  In-  advertiser  lor  his  advertising 

agenc)  '  on  the  other,  the  representa- 
tive is  not  a  part]  to  the  contract  for 

spol  advertising.  The  contract  is  be- 
tween the  station  and  the  advertiser 

ior  advertising  agenc)  i  with  the  rep- 
resentative handling  the  negotiations. 

In  the  sale  of  spot  advertising,  the  sta- 
tion is  paid  on  the  basis  of  its  rate 

card,  less  applicable  commissions  to 

the  advertising  agencv  and  the  repre- 
sentative. The  station  generally  nets 

about  7595  of  the  advertiser's  expendi- 
ture for  national  spot. 

Coverage 

NEWSPAPER  COVERAGE  is  relatively  easy 
to  determine.  You  know  the  number 

of  copies  circulated  and  you  know 
where  they  are  distributed. 

In  radio  and  tv  you  can,  of  course, 
get  a  reasonable  estimate  of  the  num- 

ber of  homes  that  have  sets.  1  The  most 

recent  set  count   figures  on   a   county 

basis  are  estimates  as  of  spring  L956. 
The  radio  figures  are  estimates  made 

by  the  A.  C.  Nielsen  Co.:  the  Iv  figures 

In  the  Advertising  Research  Founda- 
tion, based  <>n  field  work  In  the  U.  S. 

Census  Bureau  and  the  A.  C.  Nielsen 

Co.)  Having  a  sel  count,  the  problem 
is  to  determine  the  number  of  sets  that 

can  he  reached  by  a  station's  signal — 
in  other  word-,  the  station's  coverage. 

This  leads  us  into  certain  engineer- 
ing terms  and  concepts. 

Let's  start  with  "frequency.' 
Ever)    radio-tv   signal  is  made  up  of 

wave-  or  cycles.     The  frequency  of  a 

signal  is  the  number  of  cvcles  per  sec- 
ond sent  out  In  the  transmitter. 

1,000  cycles  =     1  kilocycle  (kc) 

1,000,000  cycles  =  1,000  kilocycles 
];000  kilocycles  =  1  megacycle  (mc) 

The  frequency  of  a  station  deter- 
mines its  position  on  the  dial. 

The  whole  range  of  frequencies  used 
\v  radio-tv  transmission  is  known  as 

the  radio  spectrum.  This  is  the  por- 
tion of  the  ether  that  is  subject  to  the 

authority  of  the  Federal  Communica- 
tions Commission  (FCC). 

The  radio  spectrum  includes  not 

only  commercial  radio  and  tv — about 
3,500  stations — but  also  amateur,  po- 

lice, aviation,  and  other  special  and 

experimental  sen  ices. 
Each  of  the  various  services  is  as- 

signed "bands."  The  broadcasting 
bands  are:  the  standard  radio  am 

hand:  low  hand  vhf:  fin  hand:  high 

band  vhf,  and  the  uhf  hand.  Each 
hand,  in  turn,  is  divided  into  channels 

for  individual  station  assignment.  The 

whole  am  band,  a  span  of  1070  kilo- 

cycles,  would  be  approximately  one- 
sixth  the  width  of  a  single  tv  channel. 

which   is  6  megacycles  or  6,000  kilo- eveles   w  ide. 

Factors  in  radio  coverage:  There 

are  three  principal  factors  that  affect  a 

radio  station's  coverage:  frequency, 
power,  soil  conductivity. 

All  other  things  being  equal,  the 

lower  the  frequency,  the  greater  the coverage. 

Radio  stations  are  assigned  channels 

10  kilocycles  wide  within  the  am  band 

which  ranges  from  535  kc  to  1605  kc. 

Each  station  is  identified  by  the  fre- 

quency in  the  middle  of  its  channel. 
A  660  kc  station,  for  example,  means 

that  it  is  assigned  a  10  kc  channel  be- 
tween 655  kc  and  665  kc.  A  station 

at   550  kc,   other   things   being   equal, 

.   DELIVERING  ALL  THE    MUSCLE     OF  THE   BOOMING 

SAGINAW  MARKET 
WITHOUT  THE   HIGH-COST-PER-THOUSAND     FA  I 

Power-Packed  Saturation  ...  In  The   Area  ...  Of  Concentrated  Population 

Primary  CBS-TV  Affiliate Lowest  Cost  Per  Thousand 

Represented  By:    GILL-PERN  A,    INC. 

WKNX-TV 
LAKE   HURON    BROADCASTING  CORPORATION 

SAGINAW,   MICHIGAN 
207,000  WATTS   ERP. CHANNEL   57 
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You'll   benefit   by   using   this   single   source 
off   equipment   and   experienced   assistance 

For  your  complete  equipment  package,  for 
help  in  planning,  and  for  technical  service — 
RCA  can  give  you  everything  you  need. 
From  RCA  you  can  get  a  full  line  of  equip- 

ment—from microphone  to  antenna— de- 
signed to  fill  the  widest  range  of  station 

requirements.  The  practical  assistance  of 
RCA  station-trained  engineers  is  available 
for  complete  planning  of  your  installation. 
And  through  the  facilities  of  RCA  Service 
Company,  Inc..  you  can  get  technical  field 
service  in  strategic  locations  throughout 
the  country. 

One  source  for  all  your  station  requirements 
means  faster  service  and  delivery  to  meel 
your  specialized  needs  .  .  .  pre-releasing  if 
necessary.  By  coming  to  RCA,  all  your 
sources  arc  coordinated  automatically— 

you  don't  have  to  make  all  these  time-wast- 
ing arrangements  yourself.  You  can 

on-air  faster  .  .  .  stay  on-air  longer  ,  .  re- 
duce costly  off-air  time.  And  the  many 

benefits  will  be  reflected  in  increased  profits 
throughout    your    entire    operation. 
Or,  for  additional  information  write  to  RCA  . 

Dept.  FF-264,  Building  15-1  Camden,  N.J 

RCA your  first  source  of  help  in  station  planning 

RADIO  CORPORATION  of  AMERICA 
Broadcast  and  Television  Equipment  •  Camden,  N.  J. 

In  Canada:  RCA  VICTOR  Compony  limited,  Montreal 
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INDUSTRY    BASICS continued 

has  a  larger  coverage  area  than  one  at 
iOOkc. 

The  second  factor  is  power:  the 

iter  the  power,  the  greater  the  cov- 
erage. 

Radio  stations  arc  grouped  into 

three  major  power  classifications: 

clear-channel  stations  of  50,000  watts 

(50  kw),  regional-channel  stations  of 
5,000  watts  (5  kw  i  and  local-channel 
stations  of  250  watts. 

Soil  conductivity,  is  the  third  major 

factor  governing  radio  coverage. 
Ground  conductivity  in  the  United 

States  varies  from  ■■excellent"  in  the 

Midwest   to  "poor"   in    New    England. 
Combining  these  three  primary  fac- 

tors we  find  that  it  is  entirely  possible 

for  a  250  watt  station  to  have  greater 

daytime  coverage  than  a  50,000  watt 
station. 

A  50.000  watt  station,  for  example, 

broadcasting  on  1500  kilocycles  in  an 

area  of  vcrv  poor  ground  conductivity, 

in  theory  sends  out  an  acceptable  dav  - 
time  signal  up  to  a  radius  of  27  miles; 

a  250  watt  station  broadcasting  on  550 

kilocycles  in  an  area  of  excellent 

ground  conductivity  can  be  received 

acceptablv  within  a  90-mile  radius.  It 
is  obvious,  therefore,  that  a  compari- 

son of  stations  on  the  basis  of  only  one 
of   these    factors    will    not   jiive   a   true 
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picture:  all  the  factors  must  be  con- 
sidered simultaneouslv . 

There  are  charts  available  from 

which  you  can  determine  reasonablv 
well  the  estimated  daytime  coverage  of 

a  radio  station,  if  vou  know  its  power. 

frequency,  and  the  soil  conductivity  of 
the  area  in  which  the  station  is  located. 

Day  and  night  coverage:  There  are 

two  types  of  radio  waves:  ground 
waves  and  sky  waves.  The  ground 
wave,  as  its  name  implies,  travels  along 

the  earth's  surface  and  is  affected  bv 
soil  conductiv  itv . 

Waves  from  stations  on  the  same  or 

adjacent  channels  can  cause  "interfer- 
ence." For  this  reason,  in  assigning 

frequencies,  the  FCC  does  not  assign 

the  same  frequence  to  two  stations  that 
are  too  close  together  geographically. 

Also,  stations  in  the  same  localitv  must 

be  separated  by  at  least  four  channels. 
During  daylight  hours  the  skv  wave 

travels  upwards,  is  lost  in  space  and. 
therefore,  has  no  effect  on  station 

coverage.  At  night,  however,  there  is 

a  change  in  the  earth's  atmosphere 
which  causes  the  sky  waves  to  be  re- 

flected back  towards  the  earth.  These 
reflected  skv  waves  tend  to  extend  the 

coverage  of  clear-channel  stations  and 
limit  the  coverage  of  regional  and  local 
stations. 

After  sundown,  the  coverage  of  re- 
gional and  local  stations  is  restricted 

because  of  interference  from  skv  waves 

from  other  stations  sharing  their  chan- 
nels. There  is  no  way  to  completel) 

remove  this  interference,  but  reduced 

nighttime  power,  greater  geographic 

separation  of  stations  on  the  same 
channel  and  directional  antennas  help 
to  minimize  it.  I  The  use  of  direction- 

al antennas  permits  a  station  to  control 

its  signal  in  directions  where  it  would 
cause  interference  and  at  the  same  time 

increase  the  signal  in  opposite  direc- 
tions, i  Coverage  of  regional  and  local 

stations  is.  therefore,  smaller  at  night 
than  during  the  dav . 

Clear-channel  stations,  on  the  other 

hand,  find  that  their  coverage  is  ex- 
panded bv  reflected  skv  waves.  This 

is  caused  partially  b\  the  fact  that  lo- 
<  al  and  regional  stations  must  protect 

against  interfering  with  clear-channel 
transmissions.  Clear-channel  stations, 
which  might  be  heard  in  the  daytime 
100  or  200  miles  away,  via  ground 
wave,  can  deliver  a  program  at  night 
via  reflected  skv  waves  for  distances 

of  700  miles  or  more.  It  is.  however, 

only  the  secondary  coverage  that  is  ex- 
tended; the  skv    wave-  restrict  priinaiv 
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ABOUT  VERY  LOW  FREQUENC 

PROPAGATION !  Smaller  antennas, 
lower  transmitter  power,  and  relative  freedom  from 
atmospheric  noise  are  reasons  behind  our  communication 

services'  gradual  migration  to  the  upper  end  of  the 
frequency  spectrum.  Lying  fallow  and  awaiting  rediscovery 
has  been  the  very  low  frequency  band  below  :)i)  kc. 

Now,  because  VLF  offers  a  reliable  means  of  Com- 
municating over  vast  global  distances,  there  is  a 

marked  revival  of  interest.  It  is  now  known  that 
VLF  has  highly  stable  propagation  characteristics 
which  make  it  possible  to  transmit  data  to  distant 

points  with  unusual  fidelity  and  precision.  Where 
greater  accuracy   is   required,  such  as   very  long 
range   radio  navigation   systems  and   international 
transmission  of  frequency  standards,  VLF  pron 

to  open  doors  to  many  new  and  important  u  ■ 

June  Proceedings  of  the  IRE  gives  you  the  facts  about  VLF 
This  year,  the  Boulder  Laboratories  of  the  Nat  ional  Bureau  of  Standards  and  the  IRE 

Professional  Croup  on  Antennas  and  Propagation  co-sponsored  a  Symposium  at  I'.oul- 
der,  Colorado,  on-  the  propagation  of  very  low  frequency  radio  waves.  From  the 
papers  given  at  this  important  meeting  the  editors  of  Proceedings  have  chosen  those 
of  broadest  interest  for  publication  in  the  June.  1957,  issue. 

Typical  of  the  service  offered  members  of  IRE  is  this  VLF  report  —  to  be  used  now 
and  referred  to  for  years  to  come.  If  you  are  not  a  member  of  Tin  InstituU  of  Radio 
Engineers  be  sure  to  reserve  a  copy  of  the  June  Proceedings  of  tin  IRE,  today! 

Partial  Contents  of  this  VLF  issue: 

"A  Technique  for  the  Rapid  Analysis  of  Whistlers,"  by  J.  K.  Grierson,  Defense 
Reserve  Board.  Ottawa.  Ontario.  Canada. 

"VLF  Radiation  from  Lightning  Strokes,"  by  E.  L.  Hill,  School  of  Physics.  Univer- 
sity of  Minnesota. 

"Some  Recent  Measurements  of  Atmospheric  Noise  in  Canada,"  by  C.  A.  McKer- 
row.  Defense  Reserve  Board,  Ottawa.  Ontario,  Canada. 

"Intercontinental  Frequency  Comparison  by  Very  Low  Frequency  Radio  Trans- 
mission," by  J.  A.  Pierce,  Croft  Laboratory.  Harvard. 

"The  Mode  Theory  of  VLF  Ionospheric  Propagation  for  Finite  Ground  Conductivity," 
by  James  R.  Wait.  National  Bureau  of  Stardards,  Boulder. 
Colorado. 

"The  Geometrical  Optics  of  VLF  Sky  Wave  Propagation,"  by  J.  R.  Wait  &  A. 
Murphy,  National  Bureau  of  Standards,  Boulder,  Colorado. 

"Characteristics  of  Atmospheric  Noise  from  1  to  100  Kc/s."  by  A.  D.  Watt  & 
E.  L.  Maxwell,  National  Bureau  of  Standards.  Boulder,  Colorado. 

"The  Present  State  of  Knowledge  Concerning  the  Lower  Ionosphere."  by  A.  H. 
Waynick.  The  Pennsylvania  State  University. 

"Noise  Investigation  at  VLF  by  the  National  Bureau  of  Standards."  by  W.  Q. 
Crichlow.   National   Bureau  of  Standards.  Boulder,  Colorado. 

"Reflection  at  a  Shapely-Bounded  Ionosphere,"  by  I.  W.  Yebroff,  Stanford  Uni- versity. 

"The  Attenuation  Versus  Frequency  Characteristics  of  VLF  Radio  Waves."  by 
J.  R.  Wait.  National  Bureau  of  Standards.  Boulder,  Colorado. 

"The  Waveguide  Mode  Theory  of  the  Propagation  of  VLF  Radio  Waves."  by  K.  G. 
Budden.  University  of  Cambridge,  England. 

PROCEEDINGS  OF  THE  IRE 
1  East  79th  Street,  New  York  21,  New  York 

□  Enclosed  is  S3.00 
Enclosed  is  company  purchase  order  for 
the  June,  1957,  issue  on  VERY  LOW 
FREQUENCY. 

Name    

Company    

Address    

City  &  State   

All   IRE  members  will  receive  this  June 
issue  as  usual.   Extra  copi( 

$1.25  each   (only  one  to  a  men:  er). 

The  Institute  of  Radio  Engineers 
1  East  70th  Street       New  York  21 .  New  York 
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INDUSTRY    BASICS continued 

coverage  l>\  creating  a  "fading  /out-"' on  the  edge  of  the  ground-wave  area. 

This  zone,  shaped  like  a  doughnut.  u\- 
erages  75  miles  in  width,  depending  <»n 

the  type  of  antenna  used.  Fading  oc- 
curs when  reflected  sky  waves  re- 
turn to  the  earth  at  varying  lo- 

cations as  the  reflecting  layer  of  the 

atmosphere  change-  altitude.  As  sky 
waxes  alternate!)  merge  with  and  part 

from  ground  waves,  volume  is  raised 

and   lowered — fading   in   and  out. 

Radio  coverage  standards:  The  sig- 
nal strength  necessar\  to  produce  ac- 

ceptable service  varies  in  different 
areas  because  of  man-made  electrical 

disturbances.  Signal  strength  is  ex- 
pressed in  millivolts  per  meter  (MV/ 

M).  The  signal  strength  required  in 
different  areas  is: 

Urban  .5-25  MV/M 

Suburban  .2-5     MV/M 
Rural..  0.5     MV/M 

The  average  radio  can  receive  a  sig- 
nal as  low  as  0.1  MV/M. 

Factors  in  tv  coverage:  In  televi- 
sion, the  principal  factors  affecting 

station  coverage  are  frequency  (or 

channel  I ,  power,  and  antenna  height. 
Other  things  being  equal: 

•  The  lower  the  frequency,  the 
greater  the  coverage. 

•  The  greater  the  power,  the  greater 
the  coverage. 

•  The  higher  the  tower,  the  greater 
the  coverage. 

But  in  television,  the  FCC  attempts 
to  equalize  the  coverage  potential  of 
all  stations  in  the  same  market.  They 
do  this  by  limiting  power  in  relation 

to  antenna  height  and  channel  number. 

Tv  stations  are  classified  by  channel 

into  low-band  vhf,  high-band  vhf  and 
uhf.  There  are  82  tv  channels,  each 

6,000  kilocycles  wide. 

Channels  2  to  6  are  low-band  vhf 
and  are  limited  in  maximum  power  to 

100  kilowatts.  High-band  vhf  covers 

channels  7  to  13,  with  maximum  al- 
lowable power  of  316  kilowatts.  Uhf 

channels  14  to  83  have  a  maximum  al- 

lowable power  of  1000  kilowatts. 
To  minimize  interference,  there  must 

be  sufficient  geographic  separation  be- 
tween stations  on  the  same  channel — 

about  175  miles  under  present  regula- 
tions. Also,  adjacent  channel  stations 

are  never   assigned  to   the   same  city. 

Antenna  height,  as  noted  above,  is 

of  considerable  importance  in  tv  sta- 
tion coverage.  According  to  FCC  reg- 

ulations, "tower  height"  is  the  height 
of  the  tower  above  the  average  terrain 
within  a  10-mile  radius.  The  tower 

structure  itself  is  of  little  importance, 
for  a  low  tower  might  be  placed  on  a 

tall  structure  and  a  high  tower  in  a 

valley.  Its  actual  height  above  the 

ground  is  of  importance  only  as  it 
relates  to  height  above  average  terrain. 
As  tower  height  above  the  average 
terrain  increases  over  1,000  feet,  the 

FCC  requires  a  compensatory  decrease 

in  power  to  equalize  coverage.  The 
extent  of  the  decrease  varies  with  the 

three  geographic  broadcasting  zones 
into  which  the  country  is  divided.  In 

general,  it  can  be  said  that  when  a 
tower  is  less  than  1,000  feet,  an  in- 

crease in  tower  height  will  have  a  more 

direct  effect  on  coverage  than  will  an 
increase   in   transmitting  power. 

Tv  coverage  standards:  What  is 

"Grade  B"  coverage?  Grade  A  and 
Grade  B  service  are  terms  used  to 

define  signal  quality.  Grade  A  service 
means  that  an  acceptable  signal  is 
received  in  70%  of  the  locations  90% 
of  the  time.  Grade  B  service  means 

that  an  acceptable  signal  is  received 
in  50%  of  the  locations  90%  of  the 

time.  Grade  A  service  generally  is  re- 
quired in  urban  areas  to  provide  a 

clear  picture  in  the  face  of  electronic 
interference;  Grade  B  service  usually 

will  provide  a  satisfactory  picture  in 
suburban  and  rural  areas. 

The  signal  strength  necessary  to  pro- 
duce these  types  of  service  varies  with 

the  band  and,  as  in  radio,  is  expressed 
in  millivolts  per  meter. 

GRADE    A  GRADE    B 
BAND  (  MV    M  )  (MV    M  ) 

Low-band  vhf  .  2.5  0.22 

High-band  vhf  _      .  3.16  0.63 
Uhf   ....  .  5.0  1.58 

Stations  also  often  produce  an  ac- 
ceptable signal  beyond  their  Grade  B 

coverage  area — in  the  so-called  "rural" 
or  "fringe"  area.  The  limit  of  this 
area  usually  is  defined  as  the  0.1 

MV/M  contour  for  low-band  vhf  chan- 
nels; 0.3  MV/M  for  high-band  vhf 

channels;  0.5  MV/M  for  uhf  channels. 

Other  coverage  factors:  There  are 
factors  other  than  signal  strength, 

principally  programing,  which  have  an 

effect  on  a  station's  coverage  area. 
For  example,  some  people  will  put  up 

with  an  inferior  signal  in  order  to  re- 

ceive popular  programs.  In  other 
words,  the  availability  of  desirable  pro- 

grams will  cause  viewers  or  listeners  to 

AGAIN 
IN 

NIELSEN 

NO.  2  SURVEY 

KSEL 

FIRST 
IN   LUBBOCK   MARKET 

• 
National  Representative 

WM.    G.    RAMBEAU    CO. 

Southwestern  Representative 

CLYDE    MELVILLE    CO. 

Oallas,  Texas J 

•  FIRST  IN  PUBLIC  SERVICE.  KSEL  WINNER 

OF  ALFRED  P.  SLOAN  AWARD  FOR  STA- 

TIONS IN    1000  WATT  CLASSIFICATION. 

•  WINNER  OF  NATIONAL  SAFETY  AWARD 

FOR  OUTSTANDING  CAMPAIGN  IN  LOCAL 

SAFETY. 

•  LEADER  IN  WEATHER  REPORTING  DURING 

RECENT  STORM   PERIODS. 

"MOST   LISTENED-TO    STATION 

ON    THE    SOUTH    PLAINS    OF    TEXAS  .... 

232 TV    AND   RADIO    BASICS 



Are  you  taking  advantage  of 

PEX  DIRECT-TO-CUSTOMER  SERVICE? 

AVAI 
DIRECT  FRO 

LE 
M  AM 

HERE    IS    HOW 

YOU    BENEFIT: 

New  application  ideas,  practical  and 
tested 

Complete  product  and  installation 
information 

Custom  products  tailored  to  your  in- 
dividual needs 

Personal   contact  with  Ampex  Re- 

search, Engineering  and  Production 

VIDEOTAPE    RECORDERS 

sold  only  direct 

•3 

£*35SB5 

MODEL  300    sold  only  direct 

ksr~ 

MODEL  350 

Available  only  direct  —  Auto- 
matic programming  systems, 

tape  duplicators,  and  custom- 
engineered  products. 

CHARTER     STREET,    REDWOOD     CITY,    CALIFORNIA 

professional 
products  division 

ATLANTA,  TRINITY  4-0736  DALLAS,  LAKESIDE  6-7741  SAN  FRANCISCO.  EMERSON  9-1481 

CHICAGO.  TERRACE  3-7050      LOS  ANGELES,  OLIVE  3-1610  WASHINGTON.  D.  C  .  JUNIPER  5-8270 

NEW  YORK.  N   Y..  PLAZA  3-9232 

JULY  1957 



INDUSTRY    BASICS  .  .  .  continued 

"reach"  for  a  signal,  even  though  they 
are  be\ond  the  theoretical  limits  of  the 

station's  effective  coverage  area. 
Or  take  the  case  of  an  area  which 

can  receive  signals  from  two  or  more 
stations  located  in  different  cities.  If 

these  stations  are  carrying  the  same 
programs,  there  will  he  the  tendency  to 
receive  the  station  with  the  stronger 

signal.  Or  there  might  he  a  situation 
v.  here  an  area  can  receive  satisfactory 

signals  from  stations  in  different  cities 
but  will  time  most  often  to  those  sta- 

tions located  in  the  city  towards  which 
the  area  is  traditionally  oriented. 

Electronic  "boosters,"  "translators 
and  "satellites"  also  are  used  to  extend 
a  signal  to  areas  not  usuall)  covered. 
Ii\  a  station  because  of  distance  or 

topographical  interference.  In  general, 
these  transmitting  antennae  pick  up  the 

mother  station's  signal  and  rebroad- 
cast  it. 

Methods     of     defining     coverage: 

There  are  three  principal  methods  used 

for  showing  radio  and  tv  station  cover- 
age: engineering,  mail  response  and 

surveys.  An  engineering  map  shows 

measurements  of  signal  strength,  is  re- 

ferred to  as  a  "field  intensity  map." 

Engineering  maps  may  be  based  on 
actual  measurements  of  the  signal  in 

the  field;  or  on  an  engineer's  computa- 
tion, which  he  can  calculate  from  a 

few  spot  checks  of  the  signal :  or  it 

may  be  an  "estimated"  map.  which 
shows  the  theoretical  limits  of  cover- 

age as  read  from  FCC  charts. 
An  engineering  map  shows  where  a 

signal  can  be  received.  It  offers  no 

proof  that  people  do  listen  I  or  view  i . 
One  method  that  has  been  used  to 

show  where  people  do  listen  to  a  sta- 
tion is  an  analysis  of  mail  response. 

But  maps  based  on  mail  response  have 
no  common  denominator  and  it  is 

difficult  to  compare  one  station  with 
another.  Futhermore,  a  mail  count 

gives  no  indication  of  the  actual  audi- 
ence size.  The  volume  of  mail  can  be 

affected  by  special  promotions  such  as 

giveaways  and  contests.  Also,  letters 
are  usually  written  by  only  a  small 

number  of  people  who  cannot  be  con- 
sidered representative  of  the  total  audi- 

ence. The  limitations  of  field  intensity 

and  mail  maps  led  to  the  first  industry- 

supported,  nation-wide  coverage  stud) 
on  a  county-by-county  basis  made  in 

the  middle  1940's  by  the  Broadcast 
Measurement  Bureau   I  BMB  I .     Previ- 

ously, the  networks,  principally  CBS. 

had  experimented  with  this  tvpe  of 

study.  BMB  was  succeeded  by  Stand- 
ard Audit  Measurement  Service  I  S  \ 

MS  i.  a  private  organization  which 

made  a  study  in  1952.  The  A.  C. 
\iclsen  Company  made  a  similar 

study,  also  in  1952.  referred  to  as  NCS 
I  Nielsen  Coverage  Service).  A  second 

Nielsen  survey  (NCS  #2)  was  made 

in  spring  1956  and  is  the  one  cur- 
rently used  bv  agencies  and  adver- 

tisers. Basically,  here's  what  Nielsen 
does.  They  make  a  survey  in  each 
count)  to  determine  the  percentage  of 

homes  who  report  listening  I  or  view- 
ing )  to  a  station  at  least  once  a  month. 

The\  then  list  all  counties  in  which, 

generall).  at  least  109?  of  the  families 

say  they  listen  I  or  view  I  at  least  once 
a  month.  This  becomes  the  basic  area 

for  the  station.  For  this  area  they 

show,  county  by  county,  the  percent- 
age I  and  number  I  of  families  who 

listen  lor  view  i  at  least  once  a  month 
and  at  least  once  a  week.  Further 

breakdowns  show  percent  and  number 
of  families  who  listen  (or  view)  at 

least  once  a  week  in  the  daytime,  and 

once  a  week  at  night,  on  an  average 
dav  and  on  an  average  night. 

1&ni& 
CAN  YOU  BE P 

In  our  24  Counties: 

Population:  1,707,400 

Households:  511.750 

Radio  Homes:  501.515 

Consumer  Spendable  Income:  $3,034,624,000.00 

Farm  Population:  251.400 

Gross  Farm  Income:  $350,542,000.00 

Total  Retail  Sales:  $2,120,297,000.00 

Food  Sales:  $499,436,000.00 

Drug  Sales:  $62,075,000.00 

General  Merchandise  Sales:  $248,435,000.00 

Home  Furnishings  Sales:  $107,659,000.00 

Automotive  Sales:  $415,161,000.00 

Filling  Station  Sales:  $156,024,000.00 

Rated  first  by  Pulse  any  Monday  through  friday 

quarter-hour,  day  and/or  night. 

CBS  for  CENTRAL  OHIO 

Ask  JOHN  BLAIR 
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DO  YOU   OWN   THIS  COPY   OF   BASICS? 

IF  YOU  DO — you'll  want  to  order  an  extra  one  today,  so  that  you  can 
keep  this  one  intact  as  your  workbook  for  the  next  twelve  months. 

IF  YOU  DON'T — better  get  your  own  right  now,  to  be  sure  you'll 
have  this  basic  tool  at  your  elbows  during  the  coming  year. 

NEED  quantities  TOO?  For  others  in  your  organization  who 
can  profitably  use  this  important  buyers  tool,  we  have  printed  an 
extra  supply.  Order  them  now . 

YES I  need extn 
•  ies  ' 

' 

TV /Radio  BASICS  at 

>_'. 

ea 

h.  Please  rush  them      i 

to  })W. 

I  ench isc  payment  □, 

please 

bill  »w 

D- 

A  ante 

/•', 

Lid  re. 

Citx St 
ate 

MAIL  TO  SPONSOR, M  E 491  H  STREET .  N.Y.C. 



INDUSTRY    BASICS  .  .  .  continued 

The  NCS  Report  defines  an  area  in 
which  a  station  is  listened  to  (or 

viewed)  and  the  numher  of  families 

who  receive  the  station  on  a  regular 

basis.  A  coverage  report  of  this  type 
should  not  be  confused  with  a  rating 

report  which  shows  audiences  at  spe- 
cific times  of  day  or  specific  programs. 

Audience  Measurement 
llllllllllllllllllllllllll!lllllllllllllllllllllll!l!IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 

Rmho  and  TV  audience  measurement 

is   produced  by   a   number  of  private 

research  organizations.  The  principal 
ones  are:  ARB,  Hooper,  Nielsen,  Pulse, 

Trendex,  Videodex.  But  before  we  dis- 
cuss how  they  operate,  some  definitions 

are  necessary. 

First,  just  what  is  a  "rating"? 
In  simplest  terms,  the  research  or- 

ganization asks  a  number  of  people 

what  programs  (or  stations)  they  listen 
to  (or  view)  at  a  particular  time. 

A  rating  is,  then,  the  percentage  of 
all  families  interviewed  who  reported 

they  were  listening  to,  or  watching,  a 

specific  program  or  station.    (It  is  im- 

WTVP 
IS  THE  ONLY  STATION 

WITH  2  in  I  GRADE'  A" COVERAGE  OF 
THIS  BILLION  DOLLAR 

2  in  I  MARKET 

DECATUR- SPRINGFIUD 

WTVP  reaches  160.000 

unduplicated  ABC  TV  homes 

CONTACT  GILL-PERNA  INC. 

fabel 

portant  to  know  whether  the  rating  is 

based  on  a  sampling  of  all  homes,  tv- 

only  homes,  or  radio-only  homes.  I 
Sets-in-use  or  tune-in  is  the  per- 

centage of  families  interviewed  listening 
to  all  stations.  Tune-in  can,  therefore, 

be  considered  as  the  grand  total  of  the 

ratings  of  the  individual  stations  at 

a  given  time. 
Share-of-audienee  is  the  rating  of 

a  station  or  program  expressed  as  a 

percentage  of  the  tune-in. 
You  can  compare  ratings  of  differ- 

ent stations  and  ratings  on  the  same 

•station  at  different  times  of  the  day  in 
order  to  determine  relative  audience 

size.  This  cannot  be  done  with  share- 

of-audience.  This  point  may  be  illu- 
strated byr  the  following  example: 

TUNE- 

N                           RATING SHARE 

6:00  a.m.    10 Station  A        5 

50% 

6:00  p.m.    25 Station  B      10 

10', 

In  this  example,  at  6:00  in  the 

morning  the  tune-in  is  10  and  Station 

A  has  a  rating  of  5.  Station  A's  share- 
of-audience.  therefore,  at  6:00  a.m.  is 

50%  (a  5  rating  divided  by  tune-in 
of  10).  Now,  at  6:00  in  the  evening 
the  tune-in  is  25  and  Station  B  has  a 

rating  of  10.  Station  B's  share  at 
6:00  in  the  evening  is  therefore  40% 

(10  rating  divided  by  a  25  tune-in). 
Now  station  B,  with  a  rating  of  10 

at  6:00  in  the  evening,  has  twice  the 

audience  of  Station  A  with  a  rating  of 
5  at  6 :00  a.m.  But  Station  B  has  a 

smaller  share.  40r(   against  50%. 

Techniques   and   limitations:   How 
do  the  research  organizations  conduct 
their  surveys?  They  all  use  some  type 

of  "interview" :  telephone,  personal 

contact,  diary,  machine.  In  the  "in- 
terview" they  "ask"  questions  about 

the  listening  to  or  viewing  of  pro- 
grams and  stations.  If  the  question  is 

asked  in  the  form,  "What  are  you 

listening  to  now"? — that  is,  at  the 

precise  moment  of  the  interview — the 

survev  is  referred  to  as  "coincidental." 
If  the  person  interviewed  is  asked 

to  recall  the  programs  or  stations 

listened  to  for  a  period  of  time  pre- 

ceding the  interview,  the  term  "recall" is  used.  If  information  is  requested 

for  a  period  of  about  15  minutes  pre- 
ceding the  interview,  the  method  is 

referred  to  as  "immediate  recall."  and 
where  the  interviewer  presents  a  list 

of  programs  to  aid  the  memory,  it  is 

known  as  "roster  recall." 
►  The  telephone  interview  is  used  pri- 
marilv  bv  Hooper  for  radio  and  by 
Trendex  for  tv.  It  is  used  either  on  a 

.coincidental  or  immediate  recall  basis. 



In  addition  to  information  on  sta- 

tions and  programs,  the  intei  \  iewei 
tries  to  develop  information  about  the 
audience:  number,  age,  and  sex  ol 
those  listening. 

The  telephone  interview  is,  of  course, 
limited  t"  telephone  homes.  Inis  means 
thai  non-telephone  homes,  usuall)  low- 
income  groups,  are  not  included  in  the 
sample.  \\  iili  the  increase  in  the  num- 

ber i>f  telephone  homes,  however,  this 
i. 'i  toi  is  becoming  less  important,  bul 
there  are  -till  -<   •  areas  where  there 
are  more  radios  than  telephones.  Uso, 

generall)  speaking,  because  "f  cosl 
telephone  interviews  arc  limited  to  the 
non-toll-call  area  of  (lie  citj  in  which 

the  BUTVej  i-  being  made.  Recause  ol 
this,  main  suburban  anil  rural  areas 

are  not  included  in  telephone  surveys. 

Ilicre  are  other  problems  with  tele- 
phone surveys: 

a.  A  telephone  BUTVe)  cannot  inter- 
\  iew  people  with  unlisted  phones. 
These    are.    in    most    cases,    people    in 

upper-income  brackets. 
b.  In  mam  instances  calls  are  made 

to  business  phones  such  as  those  be- 
longing  to  doctors,  lawyers,  etc.,  that 
are  not  identified  as  business  phones 

in  the  telephone  directories. 

c.  Telephone  BUTVeys  run  into  dilli- 
cultv  in  the  earl)  morning  and  late 
evening  because  of  resentment  on  the 

part  of  householders  at  being  disturbed 
at  these  hours. 

d.  There  is  always  the  question 

whether  the  person  answering  the 
phone  can  correctly  report  for  all 

members  of  the  household,  particu- 
larly in  the  case  of  radio  where  there 

are  often  several  sets  about  the  home. 

e.  It  is  difficult  to  measure  the  auto- 

mobile and  other  "out-of-home"  audi- 
ence increasingly  important  in  radio. 

►  Personal  interview  is  used  princi- 
pally by  Pulse  on  a  roster  recall  basis 

for  both  radio  and  tv.  Though  the 

personal  interview  method  can  be  used 
on  a  coincidental  basis,  the  cost  is  too 

great  for  ordinary  survey  purposes. 
The  principal  criticisms  of  the  roster 

recall  technique  are: 

a.  Can  people  accurately  recall  the 
stations  and  programs  listened  to  over 
a  period  of  several  hours  preceding  the 
interview,  sometimes  even  as  long  as 
a  day? 

b.  Since  the  interview  covers  a 

period  of  several  hours,  if  the  person 
is  not  at  home  at  the  time  the  inter- 

viewer calls,  listening  for  the  time  that 
he  had  been  at  home  is  not  measured. 

c.  Do  people  distort  their  answers 
in    a    personal    interview    because    of 

prestige  fa<  i"i s?  In  othei  words,  do 
some  people  sa)  the)  listen  to  th< 
New  x  oik  Philhai monii  when  ai  tu- 
all\  the)  have  been  listening  to  Rock i,    Roll? 

►  The  'li'u )  i-  used  b)  the  Vmerii  an 
Research  Bureau  \l.'i;  .  Nielsen  and 
\  ideodex.  It  i-  one  "f  the  more  popu- 

lar techniques.  \  diai)  form  with 
-pace-  for  programs,  stations,  number, 
age,  Bex  of  \  iewers  are  listeners  i-  left 
with  or  mailed  to  selected  families  who 
are  a-ked  to  keep  a  record  of  llicn  lis- 

tening or  \  tewing,  usuall)   foi  a  week 

In  theoi  \ .  the  diai  ies  should  be  Idled 
in  on  .1  i  ohm  idental  basis,  but,  mote 

often  than  not,  entries  are  mad.  on  a 

m  ■  all  basis  bet  an-.-  of  tin-  time. 
trouble,  ami  inconvenience  of  making 

entries  whenevei  tin-  dial  i-  i  hanged. 
I  In-  a<  i  it i .ii  \  of  the  diai .  ma)  also 

be  unpaired  it  i  hildren  hll  it  in  for 

parents  and  \  i<  •■  vena 
Distortion  bet  busc  "I  presl  ige  on  • 

•'..nil   i-  .1  possible  -oiin  e  of  .i  roi 
uso,   tin-  diai)    '  annol    adequatel) 

measure  the  out-of-home  audiern  e. 

►  7  he  linn  hine  le*  hnique  i-  used  pi  in* 

<  ipall)    \<\    \    (  .   Nielsen  Co.,   which 

*    12.3  average  rating  Monday  thru  Friday 

And  be  sure  to  check  KTVR's 
newest  entry  -  "THE  LATE  SHOW 
which  delivers  a  9.4  average  rating! 

Represented  by  BLAIR  TV  ASSOCIATES 

KTVR 
"Station  of 

the  Stars" 

CHANNEL 

550  Lincoln  St.  Denver,  Colorado 
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INDUSTRY    BASICS continual 

call?  its  machine  the  Audimeter.    The 
i meter  is  a  device  attached  to  the 

radio  or  tv  set  which  automatic  all\ 

records  on  a  moving  tape  the  stations 

t<.  which  the  set  is  tuned.  The  tapes 
are  periodically  returned  to  Nielsen 
for  decoding  and  tabulating.  This  is 
coincidental  measurement. 

Criticisms  <>f  the  technique  are: 

a.    It   cannot   develop   corollan    in- 
formation about  the  audience:  number. 

are.  ma. 

!>.  All  it  measures  is  whether  the  set 
is  turned  on.  It  cannot  show  whether 

anyone  is  listening. 
c.  It  is  difficult  to  measure  the  out- 

of-home  audience  with  an  Audimeter. 

d.  The  cost  involved  in  manufactur- 

ing! and  maintaining  the  machines  and 

tapes  is  quite  high.  Because  of  this. 

sample  size  is  minimal. 
►  Combinations  of  the  various  tech- 

niques are  used  on  some  occasions. 

Nielsen,  for  example,  uses  a  combina- 
tion of  machines  and  diaries:  Hooper, 

a  combination  of  diaries,  coincidental 

and  phone  immediate  recall. 

Why  ratings  differ:  Many  people 
cannot  understand  why  there  are 
differences  in  ratings  produced  by 

one  service  from  those  produced  b\ 
another.    One  obvious  explanation,  of 

course,  is  the  differences  and  limita- 

tions in  the  techniques  themselves. 

But,  apart  from  this,  it  is  important 
to  understand  that  two  surveys  made 
at  the  same  time  in  the  same  area, 

using  the  same  technique,  ma\  verj 

well  come  up  with  different  figures. 
How  can  this  happen? 

It  is  the  result  of  "laws  of  chance" 
or  what  statisticians  call  "sampling 
error."  Without  getting  into  a  lot  of 
technicalities,  the  concept  of  sampling 

error  can  be  demonstrated  simply. 

Get  500  poker  chips:  200  red,  200 
white,  and  100  blue.  Put  them  in  a 

bag  and  mix  them  thoroughlv.  The 
problem  is  to  estimate  the  ratio  of 
red.  white,  and  blue  chips  in  the  bag 

without  counting  the  whole  500. 

Make  a  "survey"  by  taking  a 
"sample"  of  20  chips  out  of  the  bag 
and  seeing  how  many  of  the  20  are 

red,  how  many  white,  and  how  main 
blue.  The  correct  answer  should  be 

eight  red,  eight  white  and  four  blue, 

or  40%  red.  40' ;  white  and  20% 

blue.  Suppose  this  process  were  re- 
peated three  or  four  times.  The  odds 

against  getting  the  same  result  each 
time  are  very  great.  It  would  be 

highlv  unlikely  that  you  would  come 

out  with  the  correct  "measurement" 

of  40%.   40%,   20' ;    on   any   one   at- 

tempt. In  other  words,  there  is  a  varia- 
tion from  the  true  fact  in  any  survey 

based   on  a  "sample." If  \<>u  were  to  take  samples  of  100 

chips  instead  of  20  chips,  the  chances 
of  coming  out  with  the  correct  propor- 

tions would  increase. 

\n  experiment  of  this  t\pe  shows 
that  no  matter  how  carefully  a  survey 

is  made,  there  is  a  "sampling  error." 
There  are  statistical  formulas  that 

show  the  size  of  the  sampling  error 

based  on  the  number  of  interviews  in 

a  surve\ .  To  reduce  the  sampling  error, 

\ou  must  increase  the  sample  <  the 
number  of  interviews)  in  geometric 

ratio.  Here's  where  you  run  into  prob- 
lems of  cost.  To  reduce  the  sampling 

error  b\  half,  you  must  increase  your 

sample  four  times.  The  research  serv- 
ices claim  they  use  a  sample  that 

is  large  enough  to  produce  ratings 
within  a  reasonable  range  of  accuracy 

for  all  practicable  purposes:  that  the 
refinements  that  could  be  made  would 

not  be  commensurate  with  the  cost. 

Other  differences:  Aside  from  prob- 
lems of  the  size  and  distribution  of 

the  sample  and  the  limitations  of  the 
various  techniques,  there  are  several 
other  reasons  why  ratings  differ. 

Some    surveys    measure    the    "aver- 

A  LEADER 
AM  and  FM  •  24  Hours  Dailv 

The  Music  Station  for  Southern  California 

PRUDENTIAL         SQUARE  •  LOS         ANGELES 
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age"  audience  "I  a  program  while 
others  measure  tin-  "total"  audience. 
Suppose,  t"i  example,  a  15-minute 
pi ogi .mi  has  an  audiem  e  of  I •'•• 
people,  and  an  hour  program  has  an 
audience  oi  100  different  people  foi 
each  component  quarter  hour.  I  he 

"total  audience  ol  the  houi  program 
i-  Inn  ,iii,|  id, it  ,,|  ihc  15-minute  pro- 

gram is  100.  But  the  "average" 
audience  of  each  pi ogram  is  100.  [tie 

"average  audience  concept  permits 
uniform  comparisons  "I  audience  size 
lui  |>i  ogi  .mi-  of  different  length. 

"Total  audience"  concept  reveals  the 
lull  size  ol  a  program  s  audience  re- 

gardless of  the  length  <>f  the  program. 

Some  techniques  measure  "total  audi- 
ence," others  "average  audience." 

Differences  in  ratings  ma)  also  re- 
sult when  surveys  cover  different  area-. 

Some  are  national  in  scope.  Some  are 
local.  (Beware  of  applying  a  national 
rating  to  a  local  area.  I  <  me  surve) 

ma)  measure  the  audience  in  a  sta- 
tion's entire  reception  area.  Another 

ma>  cover  onl)  a  pan  ol  that  area. 
Buch  as  the  home  count)  or  the  cit) 
in   which  the  station   is  located. 

I  he  date  of  a  surve)  and  the  period 
of  time  it  covers  also  affect  ratings. 
Special  events,  weather,  programing 

changes  ma)  cause  differences  in  listen- 
ing or  \  iew  ing.  Because  ol  such  factor-. 

surveys  made  in  different  weeks  maj 

come  up  with  different  ratings.  Sim- 
ilarly, a  surve)  covering  an  eight-week 

period   will   not   agree   with   a   surve) 
that    Covers    Onl)     one    week. 

In  short,  in  comparing  and  evaluat- 
ing ratings,  \  ou  must  know  : 

1.  The  sample  size 
2.  The  technique  used 
3.  The  area  covered 

I    The  dates  of  the  surve) 

5.    The   length   of   period   covered   l>\ 
the  sur\t'\   under  consideration. 

Spot  Rate  Cards 

It"s   important  to   understand,   first, 
that  the  national  spot   rate  card   i-  dif- 

ferent from  the  network  rate  card. 

Network  rate  card-  are  issued  b)  the 
networks  and  generall)  depend  upon  a 
certain  minimum  number  of  stations. 

Discounts  are  based  on  a  variet)  of 
factors:  number  of  stations  used,  num- 

ber of  program  units,  total  dollar  vol- 
ume,  time  of  day.  This  i-  a  discussion 
of  the  rate  card  for  national  spot  ad- 
\ertisitii;.    \\  hat  are  some  of  the  things 

to  look  foi  .'    I  ime  bra<  kets,  t  ime  units, 
frequenc)  and  volume  discounts,  pack 

age  plan-,  special   features,   and  "fine 
print,    among  othei  thin   - 

I.    Time    brackets)    Stal   -    have 
different  i  ate  classify  ations  l"i  diffei 

cut    times   ol    the   day.      I  hese   "time 
I  i  ackets,"    Btai  I  ing    »  ith    the    highest 
rate,  are  identified  in  alphabetical  se- 

quence -ii<  h  as  Class  \  \.  \.  B,  etc. 
rhere  is  no  standardization  amon" 

stations  as  to  the  nunjbei  of  time 

brackets  oi   the  time  pfci  iods  included 

in  eai  h  brai  ket    \\  hen  making  i  om< 
parisons  between  stations    it  ii  import 
.mi  that  -ie  Ii  compai  isons  h<-  made  b) 
time  of  day,  not  b)   rate  classification. 

I  hen    an    often    different    >\> 
tions  (oi  ,  omparable  i  inn       I  ■  imple: 

STATION  X        STATION  Y 

i  rati   ■  lass        \  \  \ 

Next  highest  \  B 

If  you   were  to  <  omp.ni-  these 
tions  on  the  basis  of  <  lass  \  rates,  you 

would   be  >  ompai  ing   th<-  high  st 
- 1  ii  ion  ̂ i   m  ith  the  next  highest  i  ate 

..I  Stat  ion  \.  w  hi<  h  i-  misleading. 

F.r  SPECIALIZED 
SELL  IN  ST.  LOUIS! 
The  only  nay  to  reach 

this  vast  Country  and 

THE POWiR  of  PADUCAH! 

PADUCAH, KENTUCKY 

NBC  AFFILIATE 

570  KILOCYCLES 

jrt.v  195*5 
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INDUSTRY    BASICS  .  .  .  continued 

Quite  often  \oii  will  find  different 
hours  labelled  with  the  same  rate  clas- 

sification. For  example,  on  one  station 

Class  AA  time  maj  run  from  8:00  p.m. 
to  10:30  p.m.  But.  on  another  station 

Class  A  A  might  run  from  7:00  p.m.  to 

9:30  p.m.  A  comparison  on  the  ba- 
sis of  Class  AA  time,  therefore,  might 

be  talking  about  two  different  times. 

In  radio  the  highest  rate  classifica- 
tions are  usually  found  in  the  morning 

between  7:00  a.m.  and  9:00  a.m.,  and 

in  the  afternoon  between  4:00  p.m. 
and  6:00  p.m.  In  television  the  highest 
rate  classification  is  found  in  the  eve- 

ning, generally  7:30  or  8:00  p.m.  to 
10:00  or  10:30  p.m. 

2.     Time  units:    The  usual  formula 

for  program  units  is: 

Half-hour  60%  of  the  hour 

Quarter-hour     40%  of  the  hour 
Ten  minutes       30  to  35%  of  the  hour 

Five  minutes      25  to  30%  of  the  hour 

In  the  case  of  five-  and  10-minute 

units,  these  percentages  would  run  a 
little  lower  in  radio  than  in  television. 

As  for  announcements,  most  stations 

quote  rates  for  minute  announcements, 

20-second  announcements,  and  10-sec- 
ond  announcements,  sometimes  re- 

ferred to  as  I.D.'s. 
Announcements  may  be  scheduled 

between  programs,  when  they  are  re- 

ferred to  as  "adjacencies"  or  "station 

breaks":  or  within  programs,  when 

they  are  called  "participations." 
There  is  much  more  variation  from 

station  to  station  in  the  ratio  of  an- 
nouncement rates  to  the  hour  rate  than 

in  the  ratios  for  program  units. 
In  television,  minute  announcements 

are  generally  about  20%  of  the  hour 

rate,  but  Class  AA  time  may  run  as 

high  as  25%  or  higher;  and  daytime 
may  run  lower  than  20%. 

In  radio,  minute  announcements  will 

range  from  10  to  15%   of  the  hour. 
The  20-second  announcement  rate 

will  generally  be  the  same  as  the  min- 
ute rate,  at  least  in  television.  The  the- 

ory behind  this  is  that  a  20-second  an- 
nouncement receives  a  better  position 

than  a  minute  announcement.  Twenty- 
second  announcements  are  often  sched- 

uled adjacent  to  the  popular  network 
programs  which  have  large  audiences. 

In  radio,  on  the  other  hand,  you  find 
a  greater  proportion  of  stations  with  a 
20-second  announcement  rate  different 
from  the  minute  rate. 

Ten-second  announcements,  known 

as  station  identifications  or  I.D.'s,  will 
usually  run  about  50%  of  the  minute 
rate  in  both  television  and  radio. 
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Stand  By!   WLW-I  ...  |Jve.wJre  new  member 
of  the  famous  Crosley  Group  is  ready  to  • 
the  switch  and  go  on  the  air  in  Indianapo 
And.  already,  many  sponsors  have   signed  up on  WLW-I  for  these  good  reasc 

WLW-I  Top  Programs -Full  ABC 

affiliation   with   the   finest   pr^  :'LUS 
Crosley  originating  programs  like  the  one- 
and-only  Ruth  Lyons  50-50  Club  and  the 
famous  "Midwestern  Hayride."  both  tele- 
•    ed  in  COLOR! 

WLW-I  Top  Audience  -  Top  programs  mean 
top  audience.  So  WLW-I  will  be  packing 

full  house  of  TV  audience  to  really  bring 
home  the  business  for  sponsors  —  like  the other  Crosley  Stations. 

WLW-I  Top  Promotion      Crosley's  exclusive 
promotion   department   is    turning   on   the 
current  all  over  to  cover  the  trade  fronts 

with   mighty   unmatched   merchandising  — 
tying  in  products,  programs,  personalities. 

So  it's  no  wonder  a  long  list  of  sponsors  has 
already  signed  up  on  WLW-I  in  Indianapolis. 
Get  your  products  on  WLW-I  .  .  .  NOW!  For 
your  best  buy  .  .  .  best  buy  WLW-I! 

•STER >.Aw 

on 

newest  member 

of  the  famous 
Crosley  Group 

® 
WLW-I "A* 

• 

ie  Stores Puffin  Biscuits 
once Sara  ha 
i  Pineapple Serta  Mattress 
hest<  r  Hosiery Sheer  Magic 
l>oro Slenderama 
Factor Stokely-Vati  Camp 

'aid  Margarine 
S icans  Down  Cake  Mix 

cfe  &  Merritt  Ranges Tetley  Tea 
rson  Sargent  Paints Vel 
rmar Vermont  Maid  Syrup 
P  Morris 

Viceroy 

l>'s  Milk  of  Magnesia 
Wiedemann  /• 

Cereals 
Wilson  Milk- 

'e  Bread Wonder  Bread 

indianapolis 
MAXIMUM    POWER/    MAXIMUM    TOWER 

chan  ' 

Full  ABC   Network   Affiliation 

Sales  Offices:  New  York.  Cincinnati.  Chicago 

Sales   Representatives:  NBC  Spot  Sales:  Detroit. 
Los  Angeles.  San  Francisco  •  Bomar  Lowrance  & 
Associates,  Inc.,  Charlotte.  Atlanta.  Dallas 

Crosley  Broadcasting  Corporation,  a  division  of  jAvCG 
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INDUSTRY    BASICS continued 

3.  Frequency  ami  volume  dis- 
counts: The  vast  majority  of  news- 

papers have  Hat  rates,  but  in  radio  and 
television    the   granting    of   discounts, 

usual  I  \  liax-d  on  frequency,  is  the  nor- 
mal practice. 

Frequencj  refers  to  the  total  num- 
ber of  units  run  during  a  contract 

year.  There  are  wide  variations  from 
station  to  station  in  the  number  of  dis- 

counts and  in  the  size  of  the  discounts. 

I  [ere's  a  t\  pica!  lot  inula : FREQUENCY  DISCOUNT 

2d  times  5% 

52  times    .  10% 

104  times  15% 

156  times  20% 
200  times    .  .  25% 

But  even  on  a  single  station,  varia- 
tions will  occur  in  the  discount  struc- 

ture. There  are  often  different  dis- 

counts for  program  units  and  for  an- 
nouncements, also  from  one  time 

bracket  to  another. 

A  few  stations  quote  discounts  on 

the  basis  of  "times-per-week  '  together 
with  number  of  weeks:  or  on  total  dol- 

lar volume  spent  over  a  specified  peri- 
od such  as  a  week,  month,  or  \ear. 

4.  Package  plans:  "Package  plans" are  discounts  which  are  based  on  a 
minimum  number  of  announcements 

per  week.  \  5- Plan,  for  example, 
means  five  announcements  per  week; 

10-Plan.  10  announcements  per  week. 

Package  Plans  are  most  often  confined 
to  announcements  scheduled  within 

certain  times  of  day  or  programs. 

The  Package  Plan  rate  may  be  ex- 
pressed on  a  rate  card  either  as  a  per- 

cent discount  or  in  dollars. 

When  expressed  as  a  percent,  it  is 

important  to  determine  whether  the 
discount  is  taken  from  the  base  rate 

I  the  one-time  rate):  or  from  the 
earned  rate  I  the  rate  based  on  earned 
frequency  I . 

5.  Special     features:       Frequently 

there  will  be  programs  that  have  spe- 
cial rates.  These  are  covered  by  rate 

cards  in   a   "special   features"  section. 

6.  Fine  print:  In  e\er\  rate  card 

there  is  a  variety  of  clauses  that  might 

be  called  "fine  print."  but  which  merit careful  attention.  These  clauses  cover 

such  points  as  rate  protection,  com- 
binability  for  discount  purposes,  con- 

tinuing rate.  etc. 

►  Rate  protection.  \\  henever  a  sta- 
tion increases  its  rates,  it  is  industry 

practice  to  give  "rate  protection"  to 
advertisers  who  are  running  on  the  sta- 

tion at  the  time  of  the  increase.  In 

radio,  12  months*  rate  protection  had been  the  rule  but  there  is  a  trend  to 

reduce  this  to  six  months.  In  tv,  six 

months  is  the  accepted  period.  This 

means  that  if  a  tv  station  increases  it* 
rates,  advertisers  on  the  station,  as  of 
the  date  of  revision,  will  not  be  affect- 

ed by  the  rate  change  for  six  months. 
A  decrease  in  rate  would  take  effect 
immediately. 

►  Combinability.  One  of  the  problems 

covered  in  the  ■■fine  print  involves 

station  policj  regarding  the  combin- 
ability of  different  types  of  units  for 

discount  purposes. 

In  almost  every  case,  program  units 

are  not  combinable  with  announce- 
ments for  frequencj  discounts.  Minute 

and  20-second"s  are  usually  combinable. 
Occasionally  however,  a  station  max 

stipulate  that  announcements  in  a  low- 
rate  classification  may  not  be  counted 

to  help  earn  frequency  discounts  on 

announcements  in  a  high-rate  classifi- 
cation; although  counting  high-rate 

announcements  for  frequency  dis- 
counts on  low-rate  announcements 

might  be  permissible.  ^ 
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HOW  DO 

YOU  GET 
ATTENTION 

FOR  YOURSELF? 

This  method  might  work      at  least  tem 

porarily.  But  if  yours  is  a  qualit)  television 

station,  proud  of  a  distinguished  local 

record  ...  if  it  has  developed  an  individu- 

ality respected  in  your  market  — this 

isn't  recommended. 

Establishing  a  clearcut  identity  for  your- 

self in  advertisers'  minds  is  becoming  in- 

creasingly harder.  (Since  1952,  the  nation's 
total  of  TV  stations  has  increased  from  108 

to  almost  500.)  Interpreting  your  local 

stature,  selling  your  local  identity  against 

such  competition  —  demands  specialized 
representation. 

Representation  burdened  with  over-long 

station  lists,  forced  to  use  mass-produced 

methods,  simply  can't  do  the  best  job. 

That's  why  Harrington,  Rightcr  ami 
Parsons  concentrates  full  manpower  and 

skill  on  a  limited  number  of  quality  stations 

.  .  restricts  itself  to  television  only  .  .  and 

tailor-makes  a  plan  of  specialized  repre- 
sentation for  each.  Delivering  the  most  to 

a  few  brings  outstanding  rewards.  The 

stations  listed  here  know  (and  are  known) . 

HARRINGTON, 

RIGHTER 

Sl  PARSONS,  Inc. 

NEW  YORK  •  CHICAGO 

SAN   FRANCISCO  'ATLANTA  •  BOSTON 

television   —   the  only   medium    tee  nerve 

WCDA-B-C    I  WABT    Birmingham    WBEN-TV'     *alo 

flUU  Flint  WFMY-TV  Gi  //em 

WTPA  Harrisburg    WTIC-TV  Ham  ,rd    WDAF-TV  K„  n  M 

WHAS-TV  /  WTMJ-TV  Milwauk*    WMTW  u    Wukint 

WRVA-TV  Richmond    HfSYR-TV Syracuse 

jlly  1957 
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SATISFACTION 

Sponsor's  29  June  article  "Timebuyers  Rate 

the  Reps"  gave  us  a  good  deal  of  satisfaction. 

Sometime  ago  a  leading  public  opinion  re- 

search organization  made  a  strikingly  similar 

survey  for  us.  We  conducted  it  to  see  how 

we  could  improve  and  expand  our  services. 

It  covered  the  field  ...  comprehensively. 

The  results  of  our  survey  put  us  in  the  top 

five  of  the  more  than  fifty  national  represent- 

atives. We  believe  the  results  of  Sponsor's 

and   our  survey  were  ...  strikingly  similar. 

There  is  deep  satisfaction  in  knowing  we  are 

providing  better  service.  And  it  makes  us 

want  to  work  that  much  harder  to  maintain 

and   improve  this   record. 

AVERY-KNODEL 
INCORPORATED 

NEW     YORK  ATLANTA  DALLAS  DETROIT  SAN      FRANCISCO  LOS     ANGELES  CHICAGO  SEATTLE 



SECTION 

A  state-by-state  listing  of  agencies  active  in 

spot  buying,  principally  on  a  national  and  a 

regional  basis,  including:  address  and  phone; 

names  of  timebuyers;  names  of  accounts.  In  many 

cases  accounts  are  grouped  with  buyer  in  charge. 



HOW  TIMEBUYERS  OF  THE  U.  S.  WAS  COMPILED 

The  list  of  timebuyers  and  their  accounts  which  starts  at 

right  is  probably  the  most  extensive  such  li>t  yet  published. 

The  list  has  two  sources:  Primarily  it  is  adapted  from  i  I  i 

the  summer  1957  edition  of  Time  Bu\ers  Register,  published 

by  Executives'  Radio- T\  Service  of  Larchmont,  N.  Y.  In 
addition  the  list  contains  (2i  names  which  were  reported 

directly  to  sponsor. 

Time  Buyers  Register,  which  furnished  its  list  to  SPONSOR 

with  permission  for  use  here,  is  published  three  times  a  year 

and  sells  for  $15  a  copy.  It  has  been  issued  for  six  years 

and  is  based  on  a  nationwide  survey    of  agencies. 

James  Boerst.  president  of  Executives"  Radio-TV  Service, 
-tates  that  he  uses  as  a  basis  for  his  survey  all  agencies 

listed  in  the  Standard  Advertising  Register  Agency  List. 

Thus  everj  agency  so  listed  has  had  an  opportunity  for  in- 

clusion here.  In  addition.  Mr.  Boerst  has  supplemented  his 

mailing  list  from  time  to  time  with  names  of  agencies  who 

wrote  and  asked  to  be  included. 

sponsor  in  past  years  had  compiled  its  own  list  of  U.  S. 

timebuyers.  This  spring  in  preparing  for  this  editions 

publication,  sponsor  surveyed  its  own  list,  asking  for  up- 

dated information.  Returns  of  agencies  who  replied  by  the 

deadline  necessary  were  used  as  a  check  and  supplement  to 

the  list  furnished  by  Time  Buyers  Register. 

The  Time  Buyers  Register  list  was  modified  by  sponsor 

as  follows:  First,  client  lists  at  many  agencies  were 

shortened  for  space-saving  purposes  and  in  order  to  throw 

the  emphasis  on  national  and  regional  accounts.  Accounts 

which  appeared  to  be  strictly  local  in  their  distribution  or 

the  services  they  render  were  most  frequently  eliminated. 

Obviously  it  is  not  possible  in  all  cases  to  tell  the  nature  of 

an  account's  operation  from  its  name.  But  in  many  cases 
the  Register  included  a  descriptive  note  which  aided  in 

selection.  An  asterisk  I  *  I  after  the  agency  name  is  used 

to  indicate  that  the  agency's  client  list  has  been  shortened. 

A   dagger    (t)    indicates   this   agency    reported    directly    to 
SPONSOR. 

The  listing  is  alphabetically  by  states  with  cities  appearing 

alphabetically  within  the  states.  Names  of  agencies  are  listed 

alphabetically  within  the  cities. 

Each  agency's  listing  includes  the  agency  name,  address 
and  phone  number.  Then  in  bold  face  appear  the  names  of 

media  executives  (if  they  were  reported  to  Register  I  and 
timebuyers. 

Accounts  are  then  listed,  followed  b)  the  name  of  the 

Inner  assigned  to  that  account.  In  cases  where  agencies 

prefer  not  to  report  which  buyer  handles  which  account 

I  because  it  s  a  team  operation  or  there  are  frequent  rota- 

tions i   buyers  and  accounts  are  listed  separatelv. 

In  describing  accounts  listed  James  Boerst  states:  "All 
of  the  agencies  listed  .  .  .  are  represented  to  be  active  in  the 

buying  of  radio  and/or  tv  time,  but  there  are  some  listings 

in  which  no  accounts  appear.  In  most  cases  this  indicates 

that  the  agency's  radio-tv  accounts  are  inactive  and  had  not 
resumed  activity  in  time  for  the  deadline  for  this  issue.  In 

a  few  scattered  instances  the  agency  has  stated  that  policy- 
forbids  the  listing  of  accounts,  but  these  are  definitely  ex- 

ceptions to  the  rule.  " SPONSOR  in  most  instances  has  eliminated  listing  of 

agencies  which  mentioned  no  accounts.  Agencies  so  omitted 
which  have  since  returned  to  active  use  of  national  or 

regional  spot  tv  or  radio,  should  so  report  to  SPONSOR  at 

40  E.  49th  St.,  New  York  17.  N.  Y.  sponsor  plans  to  re- 

print the  list  in  a  convenient  booklet  and  will  be  glad  to 

expand  its  list  to  cover  agencies  which  have  not  previoush 

reported  or  which  have  recently  become  active  on  the  air. 

The  list  starting  at  right  will  be  continued  in  regular 

issues  of  SPONSOR  during  August  and  an  addendum,  if  re- 

quired, will  he  published  with  the  final  installment. 

The  next  edition  of  Time  Buyers  Register  will  be  pub- 

lished in  September. 
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ALABAMA 
BIRM1NCII  \M 

ROBERT    LUCKIE    &    CO 

II  Office  Park,  I'.  0.  Bos  2254,  Birming- 
ham   '<.    I/a-    Trtmont   I 

Bcttc   Wilson,   John    Forney,    Robert   Luckic 

\     ,,!„..   Floui    Mill-    (Mothers    Best    I  l<>ut 

v\  l  ..in  Meal),  Forney,  Wi.son;  BctnO  <  ". 

(jama,  jellies,  preserves),  Forney;  II.  1. 

Byrd,  I".  (apples,  apple  sail  a),  Wilson; 
Dixie  <  offee  '  ....  Forney;  Drennen  Motoi 

(  ...     '(.in      Motors    Bgy.),    Forney,    Luckic, 

Wilson;    Gold    Seal    Products    (dog    I   I), 

\\  Kite  I  '.in  j  Co,  I  milk.  ■  ottage  cheesi  I, 
Forney,  Wilson;  1!.  I.  Zeigler,  Inc.  (meal 

products),    Luckic,    Wilson 

PARKER    &    ASSOC* 

_'ii"i   <  omei    Bldg.,   Birmingham,     tin.    54- 
8567,54-8568;    {branch  office)    ill    Moore 

Bldg.,    Montgomery,    tin.     tmherst    1-0724 

Wayne  Parker,  Howard  Sadler,  Frank  J. 

Sego,   Clifford   Giles,  John   C.    Hughes 

\l.i.    Farm    Bureau    (nsurani  e    <  o.,    Sego; 

Uemite    Co.    ol     Ua.     (lubricants),    Sego; 

\/ai  Boats,  Giles;  Buffalo  Roi  k  Pepsi  <  ola 

Bottling,  Sadler;  <  olonial  Bakeries,  Hughes; 

.1.  F.  D.i\  (Flexalura  blinds,  awnings),  Sad- 
ler;   Fred   Goad    Motors,   Sego;    Royal    Cup 

(coffee,  tea,  spices),  Parker;  \\ .  I.  Smith 

Poultrj  ("Smith's  Pride"  Frozen  turkeys, 
chickens),  Parker;  I!  I.  Zeigler,  Inc.  (meal 

products),   Parker 

MOBIL! 

HOWARD    BARNEY    ADV.* 

6  St.  Francis  St..  Mobile,    I/'/.   Hemlock 

Howard  Barney,  Autry  Greer,  Adele  Hull, 

Lamar   McLeod 

(  bins  Doll  'rid-  &  beans),  Hull;  Delchamps 
(grocer)  chain),  Hull;  Fairhope  Creamery, 

Greer;  Mobile  Gas  Service  Corp.,  Barney; 

Qualirj  Southern  Pine  Vssoc,  McLeod; 

Smith's  Bakery,  Hull 

ARIZONA 
PHOI  M\ 

CHARLES    H.    GAR'.AND    &    ASSOC* 
1309    Worth   Central   Ave.,   Phoenix,     Iriz. 

Alpine   8-6928 

Charles  H.  Garland,  prcs.;  Robert  C  Gar- 

land, v.p.-radio-tv;  Avis  P.  Garland,  sec- 

retary-treasurer; Fran  Sria,  Al  B.  Pore, 
Paul   Reeves 

Uvarado  Television,  [nc,  Garland;  \jneri- 

ran  Linen  Supply,  Pote;  Bill  Burns  Buick 

i  "..  Garland;  Butane  Corp.,  Pote;  <  rigler 
Mfg.  (  o.  (Decoresque  shutters),  Bria;  G  8 

S  Manufacturing  Co.  'car  coolers),  Pote; 
Genera]  Tire  Co.  of  Phoenix  (distrib.), 

Garland;  Hydraulic  Rrak.'  Supply  Co.. 
Pote;  Ironrite  Phoenix  Co.   (automatic  iron- 

era),    Bria;    Madison    Mol  Bria; 

Pomi  roj    Serta    Produi  ts  Co,    l  mai  trei 
Brio;     Sti  an  •  I  anoloil      ! 

Bria;    /•  b    Pear  •     8     Soni     (Cooi 

Reeves 

CABAT-GILL    ADVERTISING    AGENCY 

I'M    \ .   I  hurt  h    v..    Tin  ton      l  ■         Main 
,  »,    Main    1-6101 

Ernest   Cabot 

Monte  Mansfield  Motors  I  Ford  I .  Pioni  ■  i 

Painl    S    \  arnish   <  o. 

SCOTT    HENDERSON    AGENCY' 
Santa    Hun    Hotel,    Tin  son,     Iriz.     Main 
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Jean    Hcnderer,    Scott    Henderson,    Bill 

Pegler 

\uii.  Plane  Electrii  <  o.,  Buxton-Smith  (beer 

distrib.),  Capin'a  Departmenl  Store,  <..>U 
sjtov.  Stamps   (trading  stamps),  Greyhound 

I'.'ik-  of  \ii/..  \iiu.i\  (  leaners,  Sun  Wran 

glei  -    I  alum,  a*  nin 

S.   J.    KOSSACK    &   ASSOC* 
248  West  Elm,  Tucson,    Iriz.    Main  3-4734 

Mary    Ann    Abosketes 

Beaudrj  Motor  ((  hrysler,  Plymouth),  Bor- 
den Co.,  Luck]  Wishbone  (food),  Roman 

Metal  Products  (sliding  glass  doors),  Sol 

Lite  (Venetian  blinds  &  awnings),  Wallis 

Cleaners    (drj   cleaners) 

ARKANSAS 

LITTLl     Hex  K 

S.  M.   BROOKS  AGENCY* 
\ih  Fl..  I  nion   Vaiional  Hunk  Bldg.,  Little 

Rock,   irk.    Ft.  .'-1871 

Arkansas    Foundry    •  o.,    Arkansas    Power   & 

I  ight  Co..  Black  &  White  F   I  Stores,  <  ritz 

(  hevrolet,  Colonial  Baking,  Munsej  Oven 
Toaster,  Sterling  Stores  (department  stores), 

Stebbins  &   Roberts    'paint    mfg.) 

THOMAS   C    HOCKERSMITH    &   ASSOC* 

Hi].'    Pyramid    Bldg.,    I.uti,     A',..         /• 
Franklin   5-7289 

Thomas  C   Hockersmith,   R.   P.   Nestlebush 

\rk.  Frozen  F   Is,  v".   Equitabli    Life  In-.. 
Western  Meats  (wholesale  meal  prods.) 

CALIFORNIA 

BEVERL*     HILLS 

BOZELL  &  JACOBS 

;m    V.   Rodei    Di  i  i    Hills,  I 

Brad shaic   2-2081 

David   R.    Brown 

C     B     JUNEAU- ■Aire  Bit  II,        < 

Olivi Anona     D      Hansen 

in   Oldsmobile,   Wilkini   Ponti 

DAVIS    &    BLACKWELL 

ii  ■   '     Magnolia     Blvd\,     Hun 
<  alii.    i  ictoria  9-2964 

Walter   Davis,   prcs.;    Frank    Blackwcll,   v. p. 

Mil  ~\<1 

RUSSELL   W.    LAKE   AGENCY" 

1260    1/     Street,    Suite     X)       /  • 
Calif,     tmhei 

Cecil    Lake,    Russell    W.    Lake 

1  "  •'    8    '  irstenbi  rg<  i    I  pumps,   farm   imple- 
menU),   Fresno    Macaroni    \l 

GERALD    F.    THOMAS    ADVERTISING' 
H2  Patterson  Bldg.,  Fresi  ,o;i 

George    L.    Thomas,    Alberta    Duvall 

Uta     \  ineyards     (CV(      Wini  -        Borden's 
Dairy    Deliver)   <  ....  <  .11.,   Vineyards     I 
Ross    Grapi     fuii  i  ;    I  ella,    Parma    W 

San     loaquin     Baking,    Sunland    Jn.lu-tri.  - 
(sulphur,   seeds,   fertilizers,   insecticides) 

(.1  ENDA]  I 

TOM    WESTWOOD    AGENCY" 

Hi  i  /■ .  Lexington,  Glendali  •  hap- man    5-5051 

Tom   Westwood,   prcs.;    Norman    M.    Blancy 

Bible   Treasurj    H..u r.    Lutheran    Mom 

'  alif.  > .  \  ..i   f  (  liina  and    \-i.i 

HOLL1  WipiiI) 

BROOKS  AGENCY" 
1610    Argyle     /<-•..    Hollywo 

Hollywood    I- 11.58 

Jean    G.    Shay,    media    dir.    and    timebuyer 

Fl.  kin-  \  an  &  Storage,  Port     '  1  ••-    \ Western    rlollj    Appl 

GRANT  ADVERTISING 

168'  Holly- 

Lois    Green 

Coppertone,     Dr.  .-..ft 
■  Irink-'.    Dodg<     Dealen  I    -     \ 
M. ..I-.-    National    ,sv    Calif,    region),    G     M 

ini  &  G       I      V (■iianlt     \r 

KENYON    &    ECKHARDT- 
I     Hollyi   ■     Bh,L.     H  2fl. 
•    Holiyu   I    L2101 

James     W.      Staples,      media      d  i  r . ;      Karen 

La    Porte 

■  ontainer     Manufacturers     In-iitute. 

!'•  pai  <  "la  Bottling  S 
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Ana,  Tulare),  Lincoln-Mercury  Dealer 

Vssoc,  Quaker  State  Oil  Refining  Corp.  of 

Eornia,  Shell  Oil  Co.,  Staples;  RCA  Vic- 

tor Distributing  Corp.  (Southern  Calif.), 

La  Porte 

RAYMOND  R.  MORGAN  CO. 

6233     Hollywood    Blvd.,    Hollywood    28. 

(  dif.    Hollywood  3-4194 

Terri    Brady 

J.  A.  Folger  &  Co.  (coffee),  Nehi  Beverages 

of  L.  A..  Paul  Klein  Industries,  Inc.  (42  Oil 

Shampoo,  Lemonized  Creme  Shampoo,  Hair 

Oil  Tonic,  42  Hair  Spray),  Planters  Nut  & 

Chocolate   Co. 

ROSS   ROY,   INC.   OF   CALIFORNIA 

1680    N.    Vine   St.,    Hollywood   28,    Calif. 

Hollywood  9-6263 

Jos.  G.   Mohl 

Aseptic  Thermo  Indicator  Co.,  Bugs  Bunny 

Frozen  Juices,  Dad's  Root  Beer  Bottling  Co. 

(L.A.),  Dodge  Div.,  Chrysler  (trucks), 

Exide  Batteries  (L.A.),  The  Honey  Co., 

Prepared  Products,  Willard  Storage  Battery 

Co.  (L.A.) 

STODEL  ADVERTISING  CO. 

5611   Melrose  Ave.,   Hollywood  38,   Calif. 

Hollywood  9-7163 

Edward   C.   Stodel,   Clifford    Levine,    Ralph 

Pollack,   Charlotte   Stodel 

Columbia,  Long  Beach  (dept.  store),  Bar- 

nett  Buick,  Crown  Finance  Corp.,  DeWalt 

Power  Shop  (power  tools),  Eastern  Colum- 

bia Dept.  Store,  Eclipse  Sleep  Prods,  (mat- 

tresses), Knapp-Monarch  Co.,  West  Coast 

(electrical  appliances),  United  Artists  Pic- 
tures, S.  Cal. 

WADE  ADVERTISING  AGENCY* 

6381     Hollywood     Blvd.,     Hollywood     28, 

Calif.    Hollywood  4-7457 

Snowden    M.    Hunt,    Jr.,    v.p.;    Edgar    C. 

Pierce,   radio-tv  dir. 

Aireloom  Bedding  Co.  (Hollandaire,  Vita- 

genic  &  Rip  Van  Winkle  Mattresses),  Calu- 

sa  Chemical  Co.  (Diasof,  Woolyn,  dye  prod- 

ucts), L.  A.  Smoking  &  Curing  Co.  (smoked 

fish),  Joe  D.  Maggio,  Inc.  (fresh  carrots), 

Miles  Calif.  Co.  (Alka-Seltzer,  One-A-Day 

Brand  Vitamins,  Tabcin,  Bactine),  National 

Van  Lines,  Inc.,  Paper  Products  Co.  (shelf 

paper,  napkins),  Sebastopol  Apple  Growers 

Union  (Appleland  brands),  See's  (candy 
shops) ,   Tappan   Stove    Co. 

LOS    ANGELES 

R.  H.  ALBER  CO. 

439  N.  Larchmont  Blvd.,  Los  Angeles  4, 

Calif.    Hollywood  9-8273 

Pauline    Hagen,   v.p.;    Fred    L.   Allen,   a.e. 

Christian  Science  Comm.  on  Publications  for 

Southern    Calif.,    Allen;    Christian    Science 

Radio  Comm.  of  Los  Angeles  County  (lec- 

tures I,  Allen;  Gospel  B'casting  Assoc. 
(Evangelical  talks  and  publications),  Ha- 

gen; Unity  School  of  Christianity  (radio 
talk--  and  publications),  Hagen 

BANNING  CO. 

.5112  WUshire  Blvd.,  Los  Angeles  5,  Calif. 

Dunkirk  8-3456 

Marilyn    J.    Page 

Minthorne  -Music  Co.  (Telefunken  radios), 

Phclps-Terkel  (retail  apparel),  RCA  Dis- 
tributing Co.    (Hoover  Steam  Irons) 

BARNES  CHASE  CO.* 
.'5 150  If  ilshire  Blvd.,  Los  Angeles  5,  Calif. 
Dunkirk  4-1193 

Ashby  Starr,  v.p.  &  mgr.;  George  McPhail, 

marketing  mgr.;  Charles  Smullen,  prodn. 

mgr.;  Bianca  Magoffin,  acct.  exec;  Patti 

Higgins,  publ.  dir.;  Marion  Vilmure,  me- 
dia  dir. 

Charm  of  Hollywood,  Counsellors  National. 

Inc.,  Interstate  Engineering  Co.,  Lov-e' 
Brassiere  Co.,  Martin  Manufacturing  Co., 

Frank  B.  Miller  Mfg.  Co.,  Inc.,  Rohr  Air- 
craft    Corp.     (recruitment) 

BBDO 

6363  WUshire  Blvd.,  Los  Angeles  48,  Calif. 

Webster  1-1234 

Jack     Newel 

nelly 

media    dir.;     Murray     Don- 

American  Broadcasting  Co.  (L.A.).  Newell; 

North  American  Aviation  (employment), 

Donnelly;  Rexall.  Newell;  Treesweet  Prods, 

•orange  juice),  Donnelly;  Vitamin  Corp.  of 

America  (Rybutol,  Intracel).  Newell;  West- 
ern Airlines,   Newell 

BECKMAN,   HAMILTON   &  ASSOC. 

365  S.  Fairfax  Ave.,  Los  Angeles  36,  Calif, 

Olive  3-0910 

Alan  Harvey,  Milton  J.  Beckman,  Harry 

Walstrum 

Alpha  Chemical  Co.  (Fix-So),  Beckman; 
Atlantic  Fur  Co.,  Harvey;  Big  Four  G.  M. 

Dealers,  Walstrum;  Calif.  Commissaries 

(coffee  service),  Harvey;  Hub  Furniture 

Stores  (appliances),  Beckman;  Orange  Jul- 

ius Sales  Co.  (Orange  Julius  Drink),  Beck- 
man; Reliable  Mortgage  Co..  Harvey,  Beck 

man 

BERGHOFF  ASSOC* 
511  N.  LaCienega  Blvd.,  Suite  201,  Los 

Angeles  48,  Calif.  Olympia  2-2850,  Olean- 
der 5-7536 

Jerry  Berghoff,  pres.,  timebuyer;  Jeanne 

Shaeffer,  media  dir.;  Annette  Michaels, 

ass't.   timebuyer 

Alladin  Plastics  (housewares),  Annette  of 

Hollywood     (maternity    bras).    Beverly    Mfg. 

Co.  (plastics),  Bra-NV  Brands  (brassieres). 
Kernels  Cigar  Co.,  Klasco  Products  Co.  (de- 

odorants),   Stanley    Chevrolet 

THE    BOGERTS,    INC.* H 12   Seward   St.,   Los   Angeles   38,    Calif. 

Hollywood  3-6871 
E.   V.    Bogert,   Zepha    Bogert 

Cal-Dak  Co.  (housewares).  Z.  Bogert; 

Calif.  Consumers  Corp.  (Prime  Froz-n  fruits, 

vegetables),  E.  V.  Bogert;  Derm  Medical 

(ethical  drugs).  Z.  Bogert;  Flexnit  Co.  (gir- 

dle- i.  Z.  Bogert;  Grace  Corset  Co..  Z.  Bo- 

gert; Miller's  Money  Co..  E.  V.   Bogert. 

CALKINS    &    HOLDEN 

712  South  Curson,  Los  Angeles  36,  Calif. 

Webster  6-5145 

William    A.    Chalmers,    v.p.,    mgr. 

Litton  Industries,  Inc.  (electronics),  The 

Rand  Corp.    (research  and  development) 

THE  CAPLES  CO. 

301    S.    Kingsley    Drive.,    Los    Angeles    5, 

Calif.    Dunkirk  7-4255 
Nina    Dallair 

Aeronaves  de  Mexico,  Aim  Products  Corp., 

Congress  of  Motor  Hotels  (motel  assoc), 

Queen  Shops,  Rupert  Brand  Fish  Co.,  Union 
Pacific  RR 

MILTON    CARLSON    CO.* 
3450  WUshire  Blvd.,  Los  Angeles  5,  Calif. 

Dunkirk  8-9464 

Ruth  E.  Johnson 

Art  Frost,  Circus  Foods,  Inc.,  Desmond's, 
Inter-Am  Div.,  S.D.A.  (religious,  Spanish) , 

The  Laymen's  Hour,  Sleep-Eze  Co.,  Inc., 
Southern  Calif.  Plastic  Co.,  Superior  Optical 

Co.,  The  Voice  of  Prophecy,  Inc.   (religious) 

COMPTON    ADVERTISING 

8733  Sunset  Blvd.,  Los  Angeles  46,  Calif. 

Olympia   2-7180 

Myra    Milgrom,   media    dir.    H'wood   office 

CONSOLIDATED  ADVERTISING  DIREC- 

TORS* 

8762    Holloway    Drive.    Los    Angeles    46. 

Calif.    Olympia  2-2331 

Bentley  Morriss,  Mitchell   Neal 

National  Pharm.  Co.  (drugs).  Neal;  Saw- 

yer Schools  of  Business  (speedwriting  short- 
hand  instruction).   Morriss 

DOYLE    DANE    BERNBACH 

606   Hobart   Blvd.,   Los   Angeles   5.   Calif. 

Dunkirk   8-2233 

Jerome    Howard,    Claire    Koren 

Cole  of  California  (women's  swim  suits). 
Max  Factor  &  Co.   (cosmetics).  E  &  J  Gallo 

24S TV   AND    RADIO    BASICS 



Winery,  Lear,  Inc.  (airplam  parts),  Mission 

Appliance  Corp  (watei  heaters),  OhrbachV 

(departmenl    -t"n->,    Polaroid    '  orp,    (cam 
I;.  \.  II,  In. .   I  to)   8  hobb)   kit  mfg  ' . 

Sai  i  >n  Drug  Stores,  ̂   ilshire  Oil  <  o, 
oil) 

THE    EDWARDS    AGENCY 

Edwards   Bldg.,   915    V.    LaCienega   Hint.. 
Los     tngeles    16,   Calif.    Oleandi 

Edward    L.    Koblitz 

(  il\     National    I!. ink.    I  .  .     II.. i,  I-    ,,l    I  alifoi 

ni.i.   Mm. .1    Bright   Polish  <  o.    (auto  glaze), 

Sanitai  j    Mattress  <  o. 

ERWIN,   WASEY    &   CO. ' 

:>t>k'>  Wilshire  Klnf..  Los   Ingeles  16,  (  ali) 
Webster  1-1211 

Charles  J.  Hclfrich,  radio-tv  media  dir.; 

Muriel  Bu  I  lis,  ass'f.  radio-tv  media  dir  ; 

Roland  Gallmun.  June  Kirkpatrick,  time- 

buyers 

libers  Milling  <  o.  (Friskies,  (  arnation  Corn 

Flakes,  Ubers  Oats,  Ubers  Flapjack  Mix, 

Ubers  Feed),  Gollman;  Vrizona  Brewing 

\  I  Pilsnei  Beei  I,  Kirkpotrick;  (  on- 

solidated  <  igai  (  orp.  (Dutch  Mastei  <  igars, 

Western  states  only),  Kirkpatrick;  I  arna- 
tion Co,  (evap.  milk.  Topic),  Gallman; 

Carnation  Co,  (Simple  Simon  Frozen  Foods), 

Kirkpatrick;  <  arnation  i  ...  (fresh  milk,  ice 

cream,  malted  milk),  Kirkpatrick;  Instant 

Milk  Co.  (Carnation  (nstanl  Milk.  Carna- 

tion Instant  Chocolate),  Kirkpatrick;  Nor- 

best  Canning  I  ...  (Spirit  of  Norwaj  Sar- 

dines), Kirkpatrick;  1  .  Rose  8  I  o.  (Rose's 
Lime  Juice),  Kirkpatrick;  \  .in  (  imp  Sea 

Food  i  ".  ((  hicken  of  The  Sea  Tuna,  White 

Star  Tuna),  Kirkpatrick;  White  King  Soap 

Co.  (White  King  Detergent,  White  King 

Soap,   II   Western  states  only),  Bu  His 

FOOTE,   CONE   &    BELDING' 
900  Wilshire  Blvd.,  Los    ingeles  17,  Calif. 
Madison   9-3611 

Gene  Duckwall,  v. p. -dir.  of  media;  Lyaia 

R.  Reeve,  chief  timebuyer;  Helen  Moore, 

oss't.    timebuyer 

I'.i.  .i-i -()'-(  hicken  Tuna,  Inc.,  Bullock's 
Downtown  (dept  store),  Calavo  Growers, 

Inc.  (avocados),  Lockheed  Vircraft  Corp 

(institutional),  Pacific  Mutual  Life  Insur- 

ance I  o.,  Purei  I  nrp..  Ltd.  (bleaches,  deter- 
gents),  Rheingold  Brewing  <  o.  (beer), 

Stauffer  System  (Reducing  Salons),  sunki-t 
Growers    '~helf.  frozen   8   fresh) 

HEINTZ  &  CO.* 
611  If  ilshire  Blvd.,  Los   ingeles  17.  Calif. 

Madison    9-3181;    240    Stockton    St.,    San 

Francisco.   Garfield   1-0177 

Diana    M.    Wear,    media    dir. 

Flotill  Products,  Girard's  (salad  dressing), 
Hancock    Oil    Co.,    Knudsen    (  reamery    Co.. 

I  uzianne  *  offi  e,  Oi  iental   I   Is,  Im 
I     \\  in.    I  Inn.  -.     I    la  i 

HIXSON   &  JORGENSEN 
i ,   II  ilshire  Bl\ 

Dunkirk  8-3121 

Harriet    M.     Weigand 

\lpli.i    Bet  i    Mai  kel s,   Inc.    I i  bain  I      \ ; 

head  and  Put  itai  \\  at<  ■  -.  Bi  ■  iiti    \ 
<  \ni 1 1  I  ..in.      h  -ii     preparal iens)      l 

i  orp.,  I > . i \   8   Night  Div.   '  wat<  r,  spai  ■ 

fori  .-.I    in   In  .ii ing,  .in   condil ioning  i .  I ' 
I  in  Hi  .    I  )i\     (forced  ait   hi  ating,    iii   i  ondi- 

i   ing),  •  hallenge  I  ream  8   Buttei    \--n  . 
i  in.  Ii    Produi  Is    d  A.-    mixes  ' .    I  ino    I'   It 

l'i   ing  Co    I  coffee  blendei  > .  K  iei  >  1 1  it  8 

i  ...  i  Motorola  8  Webi  "■  distr.) .  M  u  '-  Su- 
pci  Gloss  (  o.  (auto  polishes),  OTCeefi  8 

Men  hi  '  gas  rangi  -.  washer-di  yer),  Real 
i  ...I.I  i  ...  i  citi  ii-  concentrates,  w  ini  \  ine 

gai  i .  Richfield  Oil  I  "i  p..  Rehi  ig  Manufai 

i  iring  <  n.  i  \\  1 1 1 1 •  -  House  all-purpose  dress 

and    French    dn  ssing  I .    Rol-Rite    Pen    <  ".. 
MAT    Spanish    F   I    '  o.     (fresh    tamales, 
enchilades,  Spanish  foods) 

HONIG-COOPER    CO. 

6399  Wilshire  Blvd.,  Los   Ingeles  18,  Calif. 
It  ebster  8-2431 

For  accounts  see  S.  F.  listing  > 

HOWARD  M.   IRWIN   &  ASSOC. 

28<)o    II  cm    Seventh    St.,    Los    ingeles    5, 

i  alif.    Dunkirk  8-1219 

Howard    M.    Irwin 

I  nili-il  >t.ii>-  l!ni.i\  ,.\  (  hfinir.il  (!orp.,  Pa- 

cific  <  oasl  Borax  Div.  'I  reabor,  Borascu  8 

Polybor-I  hlorate    Weed    Killers) 

JOHNSON    &    LEWIS    ADVERTISING 

6390  Wilshire  Blvd.,  Los    Ingeles  18,  Calif. 

Jean    Reploglc,    media    buyer 

Mic-L-Silver  Batterj  I  <>..  Rob  Baer  (  hev- 
rolel 

LEE  &  ASSOCS. 

8237  Beverly  Blvd.,  Los   ingeles  IK.  ( 
Webster    3-93  19 

Leo  Pearlstein,  Carolyn  Lorentzen,  H.  H. 

Roberts 

i  alif.   Turkej     Vdvisorj    Board,    Pearlstein; 
Rold    Gold    of    California,    Pearlstein;    S 

I  .iht.    PoultTJ    Co.     (Poppi    brand    turki 

Lorentzen;    Superior    Hone]    <  "..    Roberts; 

Willardson    Co.    (Norbest    turkeys),    Pearl- 
stein 

LITTLE    AND    CO. 

3719  Wilshire  Hh<l..  Los   ingeles  5,  Calif. 
Dunkirk    9-1267 

Gayb  Little 

Vdohr    Milk    Farm-.    Olson    Brothers    Inc. 

--- 

THE   MAYERS  CO  * 
i  /;    Thud  Si    /■ 

Dunkirk  8-2111 

Beth    Brabcrg,    media    dir. 

Ii  in. Inn   I .  mil/,  i   i  ....   Hoffman  •  and 

Mull,  r  B  5i  !.'•••  bui  •       I    \     u 

CHARLES   H     MAYNE   CO. 

to       (l Calif     Olt 

Eugene    P.    Ramsay 

Mutual  <  itrui   Produi  t-  <  o.   I  M.(  .P.   brand 

pe<  im.  i  anned  and  Frozen  citi  ■  on 

MC  CANN-ERICKSON- .  //  i    >,::■  i;    .     i  i  alif, 
Dunkirk 

Mary     Kay     Coin,     media     dir.;     Patti     Mc- Donald 

\ilnlpli'-  Ltd.    (meal   tenderizer,   sail   substi- 
tute i .  li'-ll  Brand  I  oods   I  potato  i  bipi 

nut   Initi.  r.  corn   chips),   Broadv/aj    Depan 

incut   Ston  -.  <  ...  i  <  ola   Botl  1 1  n  ̂ -  <  ...  ..'    I  o 

\iil-.  les,    I  oi  .i-<  ola    Bottling    < .".    of    S  in 

Diego,  and  \.iri..u-  regional  bottlers,  Gordon 
Bread  Co.,  Lemon  Products   Vdvisorj   Board, 
So.  <  ilit.  8  So.  Counties  Gas  Co.   (Util 
Tei  liiiicnliir  ( !oi p. 

ARTHUR    MEYERHOFF   &   CO. 

Kk.7  Beverly  llh<L.  Los   ingeles   Ui.  Calif. 

Olive  3-1633 

James    J.    Ward,    Lyle    E.    Westcott,    Hugh 

Mackenzie 

Louis  Milani  Ku.nl-  (salad  dressings,  mixes, 

misc.     sauces),    Ward,    Westcott;     M 

Fruit    Flavors    (Sonnj    Boj    fruit   flavor-,   soft 

drinks),   Mackenzie;    Sonnj    l!..\    <  hoi Milk    Fortifiei 

DAN    B.   MINER  CO. ' 
304    y     I.  Drive,    /■■-     Ingi  ■ 

Calif.    Dunkirk  8-3301 

Kay     Ostrandcr,     exec,     timebuyer;     Sylvia 

Schultz,   timebuyer 

Unerican  Beaut]   Macaroni   (macaroni  prod- 
in  t-' .  Schultz;   Blui 

fornia,    Schultz;    Buick    I>lr-.     \--n.     'I        \. 
ipolitan),    Schultz;    Bn 

I  t.i.   (Rain  Drops  water  conditionei 
wall  and   linoleum  cleaner,  Diaper  5* 

Ostrander;     Freeman's     Certi-Fresh     Foods 

(frozen  fish),  Schultz;   Gi  Spol    '■ 'range 
drink  i .  Schultz;    Hoffman  Television   I 

<t\     seta),    Ostrondcr;     Interstati     Baki 

i  ..rp.      1  og    i  abin,    \'<-  m  in    Meal,    ̂  
Hlue    -v-al    Breads),    Ostrander;    K 

Mfg     I  Otp.     (home     ranninp     equip.'.     Os- 
trander;   ^.lnt.t    Fe    \  u 

Ostrander;    Thrifty    Dnu]     5  Schultz; 

Von's   Mark  Schultz 
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MOGGE-PRIVETT 

712  S.  (  i, 'son    Ive.,  Los  Angeles  36,  Calif. 

II  ebstei   '.-7213 

Jane   Lcider,    media   dir. 

American  National  Food-.  Inc.  < lilnr  Coo-e 

fresh  produce),  California  Lima  Bean  Grow- 
n-  \--oc.  Fradelis  Frozen  Food  Corp. 

(Fradelia  Frozen  dinners),  Molly  Sugar 

Corp.,  Jerseymaid  Milk  Prods.  Co.,  Lindsay 

Ripe  Olive  Co..  Siven-l  p  Bottling  Co.  fif 

Los   Angeles,   Sturdy   Dog  Foods 

ELWOOD   J.    ROBINSON    &   CO. 

MM  Wilshire  Blvd.,  Los  ingeles  17,  Calif. 
Mutual  6293 

Robert  C.    Neuman 

Calif.  Dried  Fig  Advisory  Hoard,  Dept.  of 

Water   &    Power,  Los   Angeles,   Loma   Linda 

F   I  Co..   Packard-Bell  Co.    (radio-tv  sets), 

I  tility  Appliance  Corp.  (gas  ranges,  heater, 

air  cooler  equip,  i.  Wilco  Co.  (household 

products  I 

ROCHE-ECKHOFF   &   LEE* 

8721  Beverly  Blvd.,  Los    ingeles   18,  Calif. 

Oleander  5-7670 

Irving  Eckhoff,  Frank  Roche,  Bob  Lee, 

Martin    Barcon,    Bill  Garr 

Bar  M  Meat  Prods..  Barcon;  Calif.  Shopper, 
Eckhoff 

RUTHRAUFF   &   RYAN 

3440  Wilshire  Blvd.,  Los  Angeles  5,  Calif. 

Dunkirk  8-0.571 

Betty  J.    Llewelyn,   media   dir. 

Pacific  Finance  Corp.,  The  Frito  Co. — West- 

em   Division,   Llewelyn 

SMALLEY,  LEVITT  &  SMITH 

643   5.   Olive   St.,   Los  Angeles   14,   Calif. 
Mutual  5336 

Helen    Sullivan 

Los  Angeles  "Times",  Lyon  Van  &  Storage 

BARTON   A.   STEBBINS 

II  12  //  ilshire  Blvd.,  Los  Angeles  5.  Calif. 
Dunkirk   8-8183 

A.  W.  Gudelman,   Nat  Jeffras 

Brewster's  Food  Supplement,  Jeffras;  Cer- 
tified  Grocers    (coffee),  Gudelman;  Shontex 

'-liami      and     hair    conditioner).    Jeffras; 

Signal  oil  Co.  (gasoline),  Gudelman; 

Vogerall    Prods,    (pharmaceuticals),   Jeffras 

STROMBERGER,   LaVENE,   McKENZIE 

600  S.   LaFayette  Park  PL,   Los    ingeles. 

Dunkirk  5-2211 

George  Anthony,  media  dir.;  Marguerite 

Nash,  Helene  Sellery 

General   Petroleum,   Nash;   General   Electric 

Appliances,  Plymouth  Dealers  of  S.  Calif., 
McCulloch  Motors,  Sellery 

J.   WALTER   THOMPSON   CO. 

6505  Wilshire  Blvd.,  Los  ingeles  18.  Calif. 

Olive  3-0300,  Teletypes  LA  142 

George  Weaver,  media  dir.;  Ralph  Stark- 

weather, assoc.  media  dir;  Eileen  Henri- 

quez,   Joy    Mallicoat 

Boyle-Midwaj  (household  &  garden  aids), 

Mallicoat;  Douglas  Aircraft  Co..  Stark- 

weather; Ford  Dealer-  Advertising  Assoc, 

of  Southern  California,  Henriquez;  Ford 

Dealers  Advertising  Woe.  Salt  Lake  Cii\. 

Henriquez;  Schlitz  Brewing  Co..  Mallicoat; 

Shell  Oil  Co.  I  gasoline,  motor  oil ) .  Malli- 

coat 

MILTON    WEINBERG    AGENCY* 
6523  Wilshire  Bird..  Los  Angeles  18.  Calif. 
Olive  3-2300 

Joel    W.    Stearns,    Br  bbie    Carrillo 

Butler  Bros.  Dept.  Store-.  Capitol  Milling. 

Comar's  Shoe  Store-.  Graysons,  May  Co., 

Pep   Boys.   Progresso   Food   Prod-..   Star-Eye 

WEST-MARQUIS* 
1220  Wilshire  Blvd.,  Los  Angeles  17.  Calif. 

Madison   9-2214 

Marie    Maier 

E.  F.  Hutton  &  Co.  (stockbrokers),  \,,ni- 

Thermador  Corp.  (Norrisware) ,  Northrop 

Aircraft,  Inc.  (personnel),  Thermador  Elec. 

Mfg.    i  kitchen    rangr-i 

WESTERN   ADVERTISING  AGENCY 

4848    Wilshire    Blvd.,    Los    Angeles.    Calif. 

Webster  8-2681 

Edward   E.   Keeler,   Norine  Freeman 

Librascope,  Inc.  (instruments),  Ontra  Cafe- 
terias 

OAKLAND 

AD   FRIED  ADVERTISING  AGENCY 

160  Santa  Clara  Ave.,  Oakland   10,  Calif. 

Ohm  iu'a     1-3773 

Ad  Fried,  radio  &  tv  dir.;  Mary  Lynch, 

chief  timebuyer;  Kay  Bachrach,  Gerhard 

Jacobi,   Eileen    Erbe,   timebuyers 

ASSOCIATED   ADV.   COUNSELLERS* 

610    -    16//;    St.,    Oakland    12.    Calif.     Tem- 

plebar  6-2952 

J.  Ward  Wilkinson 

l.d  Deenicr  Hnick  Cn..  (.null  C!ie\rolet  (deal- 

er), Holly  Meat  Packing  Co.,  Montgomery 

Waul.  Nordic  Distribs.   (Scandinavian  food) 

REINHARDT    ADVERTISING 

1736     Franklin     St..     Oakland     12.     Calif. 

Templebar  2-2408 

Leo    Bowman,    Adeline    Schow 

Cardinet  Candy  Co.,  Walter  N.  Boysen  Co. 

i  paint),  kilpatrick'-  Bakeries,  Par-T-Pak 
Beverage  Co.,   William-   Bakery 

GEORGE   E.   S.   THOMPSON,  ADV. 

1006    Pierce    Bldg.,    Oakland    12.    Calif. 

Twinoaks  3-9 1 93 

George   E.   S.   Thompson 

Controlador  Co.  (garage  door  hardware), 

Dirk'-  Home  Furnishings   (carpets,  furn.) 

RIVERSIDE 

JIM  SMUTZ* .'5859   Main  St..  Riverside.  Calif.    Overland 

1-3305 

Jim   Smutz 

Huffman's    Furniture,    Warren-Anderson    Co. 
I  Ford    dialer  l 

-  \  N    I   tRLOS 

STURGES  AND  ASSOC* I  107    Industrial    Road.    San    Carlos.    Calif. 

Lytell  3-8071 
Helen  Grace 

Rod  McLellan   Co. 

SAN    DIEGO 

THE   ARMSTRONG   CO.* 
548  Spreckels  Bldg.,  San   Diego   1,   Calif. 

T.    G.    Armstrong,    G.    E.    Vinson,    Don 

James,    Ray    Garcia 

Perk  Buick  Co.,  Vinson;  Radio  Station 

KSDO.  Vinson;  San  Diego  Insurance  Agents 

Association.  James;  Station  KFSD,  radio-tv, 

Vinson;  U.  S.  (.rant  Check  Exchange,  Arm- 

strong 

DAN    LAWRENCE   CO.* 
339    W.   Broadway,    Sun    Diego    1,    Calif. 

Belmont   3-1171 

Lucie   S.   Steed 

Cantor  Bros,  (self-service  ga-  chain),  Dis- 

tributor-. Inc.  (Westinghouse),  Emerson  of 

So.  Calif,  (distrib.),  Fuller  Ford,  Mary 

Monroe    Stoic-    (retail    clothing),    Mexican 

\  illage    i  Mexican    t   I    brokers),    Morrison 

Supphj     (bldg.    material    distrib.) 

PATTEN-HOLLOWAY  AGENCY* 
117   Bank   of  America  Bldg..   San    D 

Calif.    Belmont   1-5106 

William  H.  Patten,  Jos.  P.  Holloway, 
Winkie   Leifeste 

American  Cleaners  (dry  cleaning),  Patten; 

Dr.  Campbell,  dental.  Holloway;  Haizlip 

Pharmacies,  Patten;  Marsi's  Dress  ~ 
Leifeste;  San  Diego  Fertilizer  Co.,  Patten; 

San  Diego  Gas  &  Elec.  Co.,  Holloway;  Sta- 

tion KFMB-TV,  Holloway;  Streicher's  Shoe 
Store*.  Patten;  Tyson  Pontiac,  Holloway; 

Verdee  Products,  Patten 

2 .51 ) 
T\     \M)    K\1)I<)    BASK  S 



THE    PHILLIPS-RAMSEY    CO 

104  Ivy    v  ,   San  Diego   I.  (  ali)     Belmont 
I  Mill 

i:    L.  Phillips 

Irthui  Murray  -Minium  n!  San  Diego,  *  ii* 
(  hevrolel    i  ....    Food    Basket    (supei    market 

i  hain  i .  i  polden    I  ulip  F   I-   '  potato  i  hipa  > . 

Impel  i.il  lama  8  Jellies  >  I   I  pai  kei  < .  I 
lej  Corp.  (fishing  equipment),  Mexicali 

Brew  ing  (  •  >..  Raj  O-Lite  •  01  p,  oi  Vmet  ii  a 

(Fiberglas  awnings),  San  Diego  Milk  <  oun- 

.  il,   \\  ilk.  i  Si  -ii   <  o.   (dept.  store  > 

THE  TOLLE  CO. ' 
1553    Kettnet    Blvd.,   San    Diego    I.   Calif. 

(  ypress  8  7101 

Muriel   Tollc 

I  /  Set  Windows,  (alum,  i  isemenl  win- 

dows),  Klaubei  Wangenheim  Co.  '  I *. » i r 1 1 
Loma  canned  Foods),  Qualitee  Dairj  Prod- 

ucts Vsan.,  Wilbur-Ellis  I  o.,  San  Diego  Div. 
(fertilizers,  insecticides,  garden  supplies) 

-  \  \    FRANCISCO 

BBDO 

l_'i)    Montgomery    St.,    San    Francisco     I. 
Calif.    Exbrook   7-1122 

Betty  Share,  chief  timebuyer;  Frances 

Lindh,    Laurie    McCagg,    Pat    Flynn 

Bank  oi  America,  Flynn;  Burgermeister 

Brewing  t  orp.,  Lfndh;  (  Imu  Peach  \d\i~- 
orj  Board,  Share;  Foremost  Dairies,  Share; 

M.J.B.  (  i>.  (coffee,  tea  8  rice),  Share; 

Northrup  kim;  &  Co.  (seeds),  Share;  Pa- 

cific (..i~  &  Elec.  Co.,  Share;  Pacific  Tel.  8 

I'll..  McCagg;  Spreckeh  Sugar,  Lindh; 
Standard  Oil  Co.  "I  <  alif.,  Share;  Sunlite 

Bakeries,  Share;  I  .  S.  Steel,  <  ".il  Chemical 

Sali'-  |)i\..  Shore;  I  .  ~\  Steel,  Columbia- 
Geneva   Di\..   Flynn. 

BOTSFORD,     CONSTANTINE    &     GARD- 

NER" 615   Market  St.,  San  Francisco,  Calif.    Ex- 
brook  2-7565 

Mary  C.    Ferriter,   media    mgr. 

Calif.  Prune  Advisory  Board,  Hawaiian 

Steamship  Co.  (travel),  Japan  \ir  Line  I  o., 

Lilli  Vnn  (orp.  (women's  clothing),  Luckj 
-  (super  markets),  Pope  &  Talbot 

(steamship  co.),  Poultrj  Producers  of  Cen- 
tral Calif.,  Sego  Milk  Products  (canned  and 

dried  milk » .  The  Scott  <  ...   (construction) 

BROOKE,  SMITH,  FRENCH  &  DORRANCE 

OF  THE   PACIFIC   COAST* 

1 1')   ( alifornia   St..   Sun    Francisco,   Calii. 
Yukon   6-6836 

Doris    E.    Williams 

Boas  Pontiac,  Brighton  Fish  Co.  (frozen  sea 

fiiml  ilh.  of  Safewaj  Stores),  Folgers  In- 
stant Coffee,  W.  P.  Fuller  Co.    (glass  div.), 

Granny  (   i   I   la  'potato  and  corn  chips, 
k  i  i/\  km  ii  i .  i  ruittard  •  Ii".  olat<  '  o.,  rid) 

(  hemical   Co.    (Ty-D 

BUCHANAN  &  CO 

I  i  i   Monti   tei  |    s'     s"'<  /'  ram  i         I 
)  nl.im    I, 

Gertrude    Moellcr,    media    dir. 

DON   L.   BURGESS  AGENCY 

1  .'i    19th   St.,   s""   /  ram  isco    <  alif      Mi 

tioi 

Don    L.    Burgess 

Pamela  \\  Ion  Hosiei )  <  ....  I  niti  'I  let  Inst, 

(jel    aircraft   trainin  j   bi  I   I  > 

CAMPBELL-EWALD   CO. 

2  i">    Montgomery,   sun   Francisco    I.  <  alit. 
I  tbrook    2-01  15 

Bernice    Rosenthal 

L.    C.    COLE   CO. 

106  Suttei   St.,  San  Francisco,  Calif.    I  i 
brook   2-2565 

W.    E.    Habcrman,    K.    D.   Spann 

HexoL  Inc.   (Hexol  disinfectant)    Habcrman 

CONNER   CO. 

1736  Stockton  St.,  San  Francisco  II.  Calif. 

Garfield   1-3726 

Audrey   Janisen 

Keating  Mfg  I  ...  I  floating  -ink.  rs),  The 

Kringfisher  I  ...    (Trail-  \-l!  <n  | 

D'EVELYN-GUGGENHEIM- 

155     Montgomery    St.,    San    Francisco     I. 

(  alif.    Sutter    1-5564 

Norman  F.  D'Evelyn,  Richard  F.  Guggen- 
heim,   Kenneth    D.   Shupe 

Baer  With  Weiler  (toys),  D'Evelyn;  Dale 
Dance  Studios,  Guggenheim;  Pacific  Trad- 

ing <  ••.  (Kikko-Man  Sauce),  Petrich  Motoi 

Co.  (Chrysler-Plymouth  Dir.),  Guggen- 
heim; R.  I).  Schwalb  Co.  (Republii  Steel 

Kitchens,  Sentinel  Television,  Universal 

M'l'l-1-    Guggenheim 

ALBERT     FRANK-GUENTHER     LAW 

125   />'/.■  tn    Strei  t,    San    Fj  ' 
Yukon   6-4641 

R.  E.  Cruikslvjnk,  J.  de  Pauli,  L.  Kemper 

Miss  Savior's  t  hocolates,  Inc,  Kemper; 
Wesix   Electric   Heatei    Co.,  Cruikshark 

JEAN   SCOTT  FRICKELTON 

1  [55    Marl  et  St.,  S  '  alif. 
ft  oi  lik<    2-0232   and  2-2311 

Jean    Scott    Frickel'on,   Charles   Gadsby 

( .  a  -    \  i .  i  •  s 

Electrical   Bureau,  St 

GARFIELD    ADVERTISING 

Sail     /■  ran  i I 

Thurston    G.    McGuffick,    media    dip 

M      In. .      I  \  in..      II. .,,  fhold 

Prods.  I,  Crispii     P 
Co.,  El 

I     ioi  itoi  ii        Inc.     '  No    Doz, 

k  i  ■    |i  ■  .i  in  i    I  I...  ■  ndorl 
I  mi.. I  Bakeries     Kolsum  Bn 

1  orp,     i  pi   I    '■ •  ..In.  t-    (frozen    pall  P 

iblc    Oil    Corp     Pi       i  Pre* 
<  orp.  (Di  Rough  B 

1 .  lothing  ' .   siniili- 

GUILD,   BASCOM  &   BONFIGLI 

Kearny  • Yukon  2-6040 

Rod  MacDcnold,  v. p.,  media  dir.;  Dick 

Tyler,  media  dir.;  Pv.g  Harris,  media  dir  ; 

Janice    Carrel,    Marccllcc    Sand,  ps 

Ji.  ii.   Pai  kinf   I         i      mer  John  ham, 

I  ai  on,   sau  inera < .   Harris;    II, un    8 

David  (Fruit  of  tin-  Month  Club),  Harris; 

Mother's  Cake  8  '  ookii    '  o     Harris;   N 
Div.   ..I    I!. -i    I   !-.    In..    fNucoa),   Sanders; 

Ralston     Purina    <  ...     (Rio     <  hex,     W  hi  ii 

Instant    Ralston,    Ry-Krisp),    Harris; 

Skippj    Peanut    Butti  r    Div.    ..f    It.  -i    I 
i^ki|i|i\   Peanut  Butter),  Sanders 

HARRINGTON -RICHARDS 

Div.    ni    Fletcher    l>.    Richards,    I 

Sutter    St.,    San    I  ram  isco    I,    Ca    p      / 
brool   2-6025 

Janet    Lindsay 

Bank  oi  *  alifornia,  Morris  I'lan  of  <  ali- 
fornia  (banking),   Western   Pai         Railroad 

HONIG-COOPER    CO. 

1275    Columl  '  s'„„    Francisco    11. 
Calif.    Ordwa 

John  W.  Davis,  media  dir.;  Clarice  Mc- 

Creary,  t;mebuyer;  Anita  Kennedy,  Wini- 
fred   Wagner,    Joan    Kallo,    assistants 

\\..-'  t  Co     '     &  H    Sugar    1!.  fining 
ni    i  ....    i.    i\    l»    Win.     v\    Vermouth, 

Italian    ̂ »i--   Colony,    Langendorf    Bali 

(Butternut    I)i\.'.    I »- i«-n    Vermouth.    Leslie 
x.ilt  t  ....  Riviera  Pai  kn  . 

Foo  ink 

JOHNSON    &    LEWIf    ADV. 
s 

1 1     I  ".II 
Marge    Sollom,    media    buyer 

California  Co.   (investment  securil 

The    Langfield  I  nald 
Dm  k  0 
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This  is 

nighttime  radio 

as  you 
know  it. . . 

radio 

with  a 

sound 

diff erence... 

Here,  at  last,  is  a  brand  new  approach  for  reaching  and  sellir 

nighttime  radio  audiences  ...  a  revolutionary  concept  of  wh 

nighttime  radio  should,  and  can,  be  when  programmed  with  ima 

ination.  We  call  it  "Program  PM." 

"Program  PM"  gives  listeners  an  exciting,  new  kind  of  ente 

tainment.  It  takes  them  Behind  The  Scenes  . . .  tells  them  the  lnsi< 

Story  of  the  world  around  them  ...  in  music,  sports,  theatre,  nev 



H'll  you  have?  You  name  it;  Lateral  Programming  has  it! 
Lteral  Programming  is  the  greatest  upgrading  in  radio  for- 

l4  in  years,  and  it's  planned  to  give  plenty  of  selling  impact  to 
*  product  message.  Let  the  sound  difference  in  nighttime  radio 

B  a  sound  difference  in  your  sales  figures.  "Bink"  Dannenbaum, 

'E  V-P  for  Sales,  or  your  PGW  "Colonel"  can  tell  you  all 

Kt  Lateral  Programming  and  "Program  PM." 

WESTINGHOUSE 

BROADCASTING 

COMPANY,  INC. 

BOSTON PITTSBURGH     ■ CLEVELAND     KYV* 

FOOT    *»••.■ 

CHICAGO 

pout  las: SON 

BOSTON.    ASZTV 

FtTTSBU" CLEVELAND.    KYWTV 
s»s  r  =  «vc  KC 

"  "Hi  Sa  n 

KPlXrer-'  *;*ncy.  I«e. 

Another  '»dby 

Pete's.  G 



KENYON    &    ECKHARDT 

621)    Market  St.,  San  Francisco,  Calif.  Ex- 
7-0900 

Ruth    Power 

American  Presidenl  Lines,  Ltd.  (steamship 

&  travel),  Lincoln-Mercurj  Dealers  (western 

region),  Leo  J.  Meyberg  Co.  (RCA  Dis- 
tributor!. IVpsi  Cola  Botiling  Co.  of  North- 

ern California 

KNOLLIN   ADVERTISING  AGENCY* 
191    Sutter    St.,    San    Francisco    8,    Calif. 

Sutter   1-6110 

<  Vddress   material    direct!)    to   agency) 

Manning's,  Inc.  (coffee,  restaurants),  Warm 
\ir    Healing   ln-t.   Oi    No.   Calif. 

RAYMOND  I.  LANG* 
116    Veto    Montgomery,   San    Francisco   5, 

Calif.    )  ukon   2-5028 

Raymond    I.    Lang,    Beatrice   Eymard 

Sierra   Nevada  Travel  Agency 

McCANN-ERICKSON 

1 1  1  Sansome  St.,  Sun   Francis  o    1.  Calif. 

Douglas  2-5560 

Allen  G.  Jones,  media  d i r . ;  Keith  Lan- 

ning,  Joe  Narcisso,  Frank  Rcgalado 

Calif.    Packing   Corp.    (Del    Monte    F   1- 1 . 

Calif.  Spray  Chemical  (Ortho  Prods. I.  Coca- 

I  ola  Bottling  Co.  of  Calif..  Diamond  Wal- 
nut Growers,  Inc..  Luck)  Lager  Brewing 

Co.,  National  Lead  Co.  (Pacific  Coast  Div.), 

S.O.S.   Co.    (Scouring   Pads,  Tuffy) 

RICHARD  N.  MELTZER  ADVTG. 

785   Market   St.,    San    Francisco   3,    Calif. 

)  ukon  2-5877 

Mildred  P.  Wrenn,  media  dir. 

Franco-Italian  Packing  (Petuna  Pet  Food. 

Sea  Bo)  Sardines),  Gray  Lines  (tours,  auto 

leasing),  Larry  Blake  Food  Prods,  (salad 
dressing),  Sealy  Mattress,  Trewax,  Inc. 
(household  wax) 

RUTHRAUFF   &   RYAN 

235    Montgomery    St.,    San    Francisco    4, 

Calif.    Exbrook  2-4616 

Virginia    Crawford,    media    dir. 

Dvvight  Edwards  Co.  (Canterbury  tea).  Fair- 
lax  Baking  Co.  (Skylark  bread).  Guthrie 

Biscuit  Co.  (  Busy  Baker  Cookie-.  Bu-\  Baker 

Crackers,  Busy  Baker  Grahams),  Lakeside 

Butter  Co.  (Lac-Mix  Instant  Drj  Milk.  Lae- 
\li\  <  hoc  Drink),  Simon  Mattress  Co. 

(Serta),  \.  E.  Stale)  Mfg.  I  o.  No.  Cal. 

(Sta-Flo   starch) 

J.   WALTER   THOMPSON    CO. 

320  California  St.,  San  Francisco   !.  Calif. 

Garfield  1-3510 

Frederick  B.  Wilmar,  media  dir;  Frances 

Austin,  chief  timebuyer;  Leslie  Wallwork, 

timebuyer;  Jean  Griffith,  assistant;  Elc- 
nore   Nelson,  assistant 

Calif.  Bai-in  Advisor)  Board,  Ford  Dealers 

Adv.  Assoc,  Kraft  Food-  Co..  Pan  \ni. 

World  \irua\-.  Safewa)  Stores,  Shell 

Chemical  Corp.,  Shell  Oil  Co. 

WANK   &   COURT   &   LEE* 
125   Bush   St.,   Sun    Francisco,   Calif.   Ex- 

brook  2-65 15 

Norma    Lamberg 

Dohert)  Bros.  'Ford  cars),  I)r>  \li\  Prods. 
(  "..  Inc.  i  cements  and  adhesives  for  Do-It- 

Yourself  Market) 

J.   J.   WEINER   &   ASSOC. 

149   California  St..   San    Francisco,   Calif. 

)  ukon  2-2700 

Marilyn   Johnson 

Belfast  Beverages.  Inc.  (soft  drinks),  Bel- 
\ii  Frozen  Food-  i  Whitney  Frozenfood  Co., 

Div.  of  Safeway  Stores),  Blitz-Weinhard  Co. 
(beer).  Cresta   Blanca   Wines 

LEE   WENGER   ADV.* 
1005    Market    St.,    San    Francisco    3,    Calif. 

Underbill  1-3276 

Lee  Wenger,   Dick   Levine 

\llii ite  Mfg.  Co.  (plywood).  Calif.  Motorists 
Insurance,  Calif.  Tire  Co.,  Contour  Chair 

Stores,  Edwards  Shoe  Stores,  Jacuzzi  Whirl- 

pool Bath.  Luchetti  Meats  (frozen  meats), 
Ki  mensperger  Bros.  (Buicks),  Wyandotte 
Olives 

WYMAN    ADVERTISING 

278  Post  St.,  San  Francisco,  Calif.,  Doug- 
las 2-2435 

Ruth    J.     Wymon 

Bud  Anderson  Ford  (Ford  Dir-.  I,  Golden 

Gate  College,  Hermann  Safe  Co..  -Mutual 
Fund   Associates,   Sass)    Cat    Food 

YOUNG  &   RUBICAM 

12()    Montgomery    St..    San    Francisco     1. 

Calif.    Exbrook  2-1838 

E.  Patrick  Healy,  supervisor;  Nancy  Cum- 

mings,     Eugene    McCarthy,     Robert    Welty 

Borden's  Dair\  Delivery,  Borden's  Pacific 
Cheese,  Welty;  Calso  Water  Co.  (Calso 
Water),  McCarthy;  W.  P.  Fuller  &  Co. 

(paints),  Welty;  Kaiser  Mum.  &  Chem. 

Corp.  (consumer  prods.,  househol  I  foil). 
I  iiiicil  \  intners  (Petri  Wine  Signature 
Wine- i .   McCarthy 

-\N    JOSE 

BENET    HANAU    &   ASSOC. 

1011   Park     if..  San  Jose.  Calif.    Cypress 3-1513 

Benet   Hanau,   Gretchen   Vandivert 

Dnw  Canning  Co.  (fruit,  vegs.),  Eggo  Food 

Product-.  Hanau;  Mi— ion-Meadow  Gold 

Creameries,  Vandivert;  Stephen's  Meat 
Prod-..  Vandivert;  The  Old  English  Com- 

pany, Inc.  (dog  &  cat  food),  Hanau;  Travel 
\d\i-or-  (travel  agency),  Vandivert 

TODD    AND    ASSOC* 81  S.  First  St.,  San  Jose  13.  Calif.  Cypress 2-6745 

Frank    M.    Eicher 

Russ     Meat     Co.     i  meat     packers.     Kockin'R 
Brand ) 

-HI    I  II      PAS  IDEM  \ 

ANNE   D.   MATTHEWS  ADV.* 
1101   Columbia  St.,  South  Pasadena,  Calif. 
Sycamore   9-6504 

Destruxol    Corp.    (insecticides,    etc.) 

- llll  KTO\ 

OLYMPIUS    ADVERTISING* 
311  E.  Main  St.,  Stockton,  Calif.    Howard 
1-7736 

S.    K.    Olympius 

Dr.  Pepper  Bottlin;:  Co.,  Franzia  Bros. 

Winery.  J.  C.  Penny  Co.  'retail  ready  to 
wear  I.  Port  of  Stockton.  Squirt   Bottlin. 

u.    LOS     VNCELES 

NEALE  ADVERTISING  ASSOC* 
8462  Sunset  Blvd.,  W .  Los  Angeles.  Calif. 

i  16).  Hollywood  1-9955 

C  A.   Ray,  timebuyer 

Food  Machinery  &  Chem.  Corp.  (John  Bean. 

Western  Div.:  Sprayers  and  Shur-Rane  Port- 

able Irrigation),  D.  E.  Sanford  Co.  (Desro- 
ware  utensils).  Virtue  Bros.  Mfg.  Co.  (metal 

dining    furniture. 

COLORADO 
DENVER 

BOCCARD,    DUNSHEE    &    JACOBSEN 

1339  Delaware  St..  Denver    1.  Colo.   Tabor 
5-5339 

Emma   L.  Jordan,   media   dir. 

THE    BROWER   CO.    (Denver   Branch) 

228  Commonwealth  Bids..  Denver  2.  Colo. 

Warren    V.    Huskie 

Gamble     Skogmo,     Inc..    Jenkins    Hardware Stores 

BYRUM    ADVERTISING    AGENCY 

"■21    Broadway,    Denver     >.    Colo.     Tabor 5-7715 

R.    H.    Byrum 

0.     M.     Franklin     Serum     Co.,     International 

2£  I 
TV     WO    K\I)I()    H\-li  - 



■Ii-n.      \  —  II..     Prayertime     Broadi 

Radio  Gospel  Fellowship,  \\  i  tti  rn  Set  d  '  •■ 

TED    LEVY,     RICHARD    LANE    AND    CO 

AGENCY 

I  >  17    Marion   St.,  D»  it  a    18  (  «l». 

Barbara    Aiton,    Richard    Lane, 

Jerry    Epstein 

Bluhill      I   I-      Inc.      (dres  tng -.      sauces, 

i  heesi  -.   •  ind)  ' .    Aiton;    I  Hit    '       ng    '  o 
(chile,  lamales,  corned  beel  hash),  Aiton; 

Seal)   Mattress  <  o .  Aiton 

PRESCOTT   &    PILZ- 

!7'>.">  Sherman  St.,  Denvei    '..  Colo,    llpine 
5-2869 

Bill    Prcscott,    Gene     Pill,     Cill    Whitworth 

Baylj  Mfg.  I  ...  i  work  clothing),  Pilz;  I  8  I 
Food  Products  •  ...  (potato  chips),  Prcs- 

cott; I  n!i\  Chevrolet  Co.,  Prcscott;  Manco 

Chemical  <  ...  (insecticides),  Pilz;  More] 

Mercantile  <  ...  (coffee,  foods),  Prcscott; 

Pa)  W.iv  Feed  Mills,  Pilz;  fivoli  Brewing 

Co.,  Prcscott;    r/oomey's  Mills    (fiour),   Pilz 

MARSHALL    ROBERTSON    AGENCY' 
1550    Speet    Boulevard,    Denvei     I,    ( 

Keystone    1-6268 

Mary  A.  Robertson,  Marshall  G.  Robert- 

son, James  Bnggs,  John  Eby,  Ncncy  Mc- 

Caig,  R.  W.  McWilliams,  Margaret  Pier- 

son 

Bine  <  ross  Blu<  Shield  I  Med.  In-...  Eby  & 

Briggs;  <  ,i--i.l\  Hi.  k-  (Wallpapei  I  o.), 

Eby;  i  it\  Elite  (cleaners,  laundry),  Eby; 
Clinton  Aviation,  Robertson;  <  olorado  Seed 

Co.  (landscaping  suppls.),  Pierson;  Dale 

Dance  Studios  (dance  instruction),  Eby; 

Grayson's  (apparel),  Robertson;  M\l\. 
Eby;  KT\  R,  Eby;  k\\  \l  Paint  I  ...  Robert- 

son; OTallon,  Gene,  8  Sons,  Eby;  <>'\ 
Motor  Company  (Ford  dealer),  Eby;  Pio- 

neer  Savings   Stamps,    Robertson 

MARK   SCHREIBER   ADV. 

506  look  Bldg^  131  W.  Colfax  St.,  Denver 

I.  Colo.    Alpine  5-2088 

Mark  Schreibcr,  Jeanne  Ditmar,  Jim  Far- 

quhar.  Bob  Hahn,  Pete  de  Longchamps, 

Jr.,   Joe   St.    Denis,   C.    L.   Tune 

Better  Vision  Council,  Tune;  Buehler-May- 

flower  Transfer  &  Storage,  Hahn;  t  apital 

<  hevrolet,  Schreibcr;  i  lear-Vue  <  orp.  (Glit- 

ter \n  Div.),  Schreiber;  i  olorado  Nursery- 

man's Vssn.,  Longchamps;  Colorado  Opto- 
metric  \ssn.,  Farquhar;  Denver  <  hevrolet 

I>lr~.  Vssn.,  Schreiber;  Dual  Matic  Products 

Corp.,  Tune;  KOA-TV,  Schreibcr;  \rlhur 
Murra)  (Denver),  Longchamps;  Plymouth 

(Plymouths),  Farquhar;  Plymouth 
Dealers    Association,  Farquhar 

HARRY  E.  SHUBART  CO.' 

718  (olorado  Bldg.,  Denver,  <  [coma 
2-1616 

Carolyn    Shubart,    Owen    A.    Robert* 

I   I    R.N,    i  lull   hi    i  oloi ado    (ho 
I  .it  inn  i   \  ...  ational  Si  Inn        I  Inc. 

WAYNE   WELCH- 
BOO  "     Sinth    \vi     Denver   I.  I  olo.    Main 

Wayne    A.    Welch,    John    P     Marw.n,    A.    J 

McKcnna 

Empire    Oldsmobile    (Olds,    cars)     Morwin; 
Kill   Reno    (Ford  i  ire),  McKcnna,    Securit) 

l    Fi    8    \. .  idenl  <  ...    I  in-.'.  Welch;    South- 

Mattress   <  ...    '  spi  ing    .hi    m 
McKcnna;      l.i-i'.      I   I-     (Kobe]      Potato 

(  hip-  8   Shoestring    Potatoes),  Welch 

CONNECTICUT 

H  \   IRD 

THE    HAMMER    CO. 

171   (  hurch  St.,  Hartford,  Com      '     I  son 7-0183 

M.  H.  Hammer,  B.  English,  Irene  Burton, 

George    Ewing,    Patricia    Hall,    H.    Sherman 

•  ..nili-(  nil.  Inc.  (hassocks),  Shermcn;  Du- 
Nluni   ol  (  onnectii  ul    1 1\    sets  > .  Hall;   I 

bee     Products,     Hcrimer;      M  <  .... 
Hall;  Pantasote  Co.  (plastics),  Hammer; 

Shelton  Tack  Co.,  Hammer;  United  Plas- 

tics, Hommer 

THE    RANDALL   CO. 

75  Pearl  Street,  Hartford,  Coni      l 7-1179 

Florence  F.   Grady 

•  ountr)  '  luh  Soda  <  ....  t  rown  Petroleum 

i  orp.,  Hartford  <.a-  i  ....  Hartford  Sugar 

<  ....  Hoffman  Wall  Pcpei  '  ■■..  Sii    Ml..  - 

i  Inn..  Stackpole,  Moore  8  Tryon  <  ...  (men's 
.iii.l    women's   outfitters   vS    importers),    S 

Line  Potato  Chip  Co.,  Wachtel's  Depai  tment 
SlOTC 

MH     HAVEN 

E.   J.   LUSH" 207    Ot  v        V<  u     I  In'  en    10,    < 
Main   6-4257 

E.   J.    Lush 

B   8    -   i  ...    I  hardv  u-e),  Conn.  Coke  S 

Div.    (fuel),    Dairy    Queen   of    '  .>nn..   >hip- 

its 1 

«t  win  mil 

MOORE  &  CO. 

I7(Hi    Sli  •""'■  r  St.,  S 

sidi  V.     )       <  .     Phone:     Li 
5- 1680 

William    E.    Bolster 

Tili>    R 

M'fcVN 

WOODWARD    &    BYRON 

!!■■■■' 
ml    . 

Mark    B      Byron,    v. p.;    Thomoi    F.    Coigrovc, 

v.p. 

Vllanlii 

.  i  . 

I  i 

I 

Grain  ' 

DIST.  OF  COLUMBIA 

KAL,   EHRLICH   &  MEmCK    ADV 

I     ' 

1700 

Alvin  Q.  Ehrlch,  exec,  v.p.,  Nclla  C 

Manes,  timebuycr,  David  P.  Thomas, 

radio-tv    dir. 

HENRY    J.    KAUFMAN    &    ASSOC 

1 1 1  *>  //  Street    \     It   .  0  ash 

District   7-7400 

Jeffrey    A.    Abel,    rodio    timebuycr,    Robert 

S.   Maurcr,   tv    timebuycr 

\  mei  i.  .ui   II. .ii  lers  of  I 

'  trail-  Gianl   F   I  Si 

Hi.  hi  (  ...   (department  store),  I  nited 

mobile   Workers      ["radi    I  nion),   Downtown 
Park    8    Shop,    Inc.,    Kir-t    Federal    5 
Oil    Heal    Institute,    Ol.l    Dominioi 
Hank 

J.  GORDON  MANCHESTER  ADV. 

1726  Pennsyh  ania  I  ■  \  "  0 
ton,  l>.  (  .     Ml    8 

Richard    T.    Williams,    radio-tv    dir. 

\ni.  i  !  l  lol    Fril 

Nati.inal  Fruii    Product,    <•     I      S 

i\  Stoi  hington-Richmnnd  t , 
I  |.    '  \\  ashington  • . 

HARWOOD    MARTIN    AGENCY 

25 1 '  • 

II)   2-1161 

Norwood    Martin,    Mildred    Mart-n,     Laura 

Hammond,    Jean    Robertson,    Mae    Scanlan 

Mariin; 
Mart  n; 

H.     Martin;     Blail     TV.     Robert- 

son; Hammond 

ment's  Robertson Hammond;     P 

ffumitUD  I       Hammond: 

Hammond 

PROMOTION    SERVICE 

R.    E.    St. vers 
W  ilson 

.a  i.v   195' 



RUTHRAUFF  &   RYAN,   INC. 

840    National  Press  Hide.,    Washington  4, 

D.  C.    Executive  3-6730 

Harold    W.    Schanaqel 

FLORIDA 

Bi  n  n  1 1 1 n   m  \(  ii 

GASKILL-OERTEL  ADVERTISING 

Box  206,  Boynton  Beach,  Fla.    9433 

Balpine,    Inc.    (bath    oil    concentrate),    Pro- 

lexall    (  lii'inii-al-.     I  in-,     i  ̂.-iii-ti-  I'rni  l 

i  i  m  \i.    i.  mii.i.- 

GOTTSCHALDT  &  ASSOC* 

_'">().">  Ponce  de  Leon  Blvd.,  Coral  Gables, 
Fla.    Highland  4-5739 

Mrs.  A.  Wilkinson 

Lawnlite  Co.  (furniture),  Neil  Distributors 

i  Motorola  TV  &  Radio,  Mitchell    \ir  Cond.) 

J.    WALTER   THOMPSON    CO. 

220     Miracle     Mile,     Coral     Gables,     Fla. 

Highland  3-4629 

Kelly    Martin 

Gate  City  Sash  and  Door  (awning  windows), 

S.  S.  Jacobs  Co.,  Pan  American  World  Air- 
ways, Scblitz  Wholesalers  of  S.  Fla.    (beer) 

MIAMI 

BEVIS   ASSOC* 
1140    Ingraham     Bldg.,    Miami    32,    Fla. 
Franklin  9-2696 

Robert  Honna,    E.    B.    Hollingsworth 

Florida  Home  Heating  Inst.,  Hollingsworth; 

Miami  Lincoln  Mercury,   Hanna 

TALLY   EMBRY 

458  Pan  American  Bank  Bldg..  150    ̂ outh 

east  Third  Ave^  Miami  32,  Fla. 

Talton  H.  Embry,  pres.,  Jack  Buckholtz, 

tv-radio   timebuyer 

American  Brewing  Co.  (Regal  Beer),  J.  D. 

Ball  Motors  (Ford  Dealers),  Greater  Miami 

Ford  Dlrs.  Assoc,  Tripure  Products 

GRANT  ADVERTISING 

13f7i  St.  at  2nd  Ave.,  S.   W '.,  Miami,  Fla. 
Franklin  3-6611 

R.  C  Lipe,  media  dir.,  Marjorie  J.  Cahalin, 

Barbara    A.    Swan 

Douglas  Laboratories,  Florida  Avocado  & 

Lime  Coram.,  Florida  Power  &  Light  Co. 

WADSWORTH    &   WALKER 

517  Gerona  Ave.,  Miami  46,  Fla.   Mohawk 
7-3666 

Mailing  Address:  Box  775,  Coconut  Grove, 

Miami   .3.3,    Fla.    (See   New    York   listing) 

Ralph    K.    Wadsworth 

ORLANDO 

A.   P.   PHILLIPS  CO.* 
Legion    Place   at    Lake    Ivanhoe,    Orlando, 

Fla.    2-7101 

Elizabeth   Stevens,   media   dir. 

Echols  Bedding  Co..  K  Z  Shop  Curb  Serv. 

Stores — Orlando    (Atlantic   Co.) 

TAMPA 

LOUIS   BENITO  ADV. 

Tampa  Theatre   Bldg.,  Room   1003,  P.  O. 
Box  3402.  Tampa,  Fla. 

Louis  Benito,  Edward  Boese,  G.  W.  Gray, 

Jr.,   John    Hall 

Elkes  Pontiac  Gray,  Jr.;  Florida  Beef  Coun- 

cil, Gray,  Jr.;  Roberts  Dairy.  Hall;  Bobbins 

Manufacturing  Co.,  Benito;  South  Atlantic 

Insurance  Co.,  Boese;  Tampa  Florida  Brew- 

ery',  Benito 

r.  e.  McCarthy  &  assoc* 
206   S.   Franklin    St.,    Tampa,   Fla.   2-0144, 

45,  46 

A.  C  McCarthy,  R.  E.  McCarthy,  B.  E. 

Acker,    Bergen    Newell,    R.   W.   Scales 

Borden's  Dairy  (A  Div.  of  the  Borden  Co.), 
Acker,  McCarthy;  DeSoto  Chemical  Co. 

•  Insecticides,  Gator  Roach  Hives),  R  E. 

McCarthy;  Edmundson-Duhe  Rice  Mill 
(Chinito  &  Regent  Rice),  Newell;  Fla. 

Citrus  Canners  Coop.  (Donald  Duck  Citrus 

Prods),  R.  E.  McCarthy;  Harwood  Corp.  of 

America  (lumber),  R.  E.  McCarthy;  Jack- 
son Grain  Co.  (X-Cel  seeds,  feeds,  fertil- 

izers), Scales;  Ocean  Products  (fresh  fro- 

zen shrimp).  A.  C  McCarthy;  WFLA-Radio- 

TV,  Newell 

AL  YORKUNAS  AGENCY 

Tibbetts     Bldg.,     Franklin     at     Lafayette, 

Tampa,  Fla.    2-2579 

XI  Yorkunas,  Mary  Ann  Yorkunas,  Betty 

Berg    Bradley 

Caldwell  Bonded  Warehouse  (Mayflower 

moving  &  storage),  Edwards  Sash  Door  & 

Lumber  (Curtis,  Davis  Paints),  Ferman  Mo- 
tor Co.    'Olds,  Chevrolets) 

GEORGIA 
ATLANTA 

BEARDEN,    THOMPSON,    FRANKEL    & 

EASTMAN,   SCOTT* 
22   Eighth    Street.    N.    E..   Atlanta    9,    Ga. 

Trinity  6-5587 

R.  W.  Jensen,  B.  Wolf,  H.  A.  Binford, 

Jr.,  N.  Frankel,  W.  H.  Bearden,  M.  A. 
Thompson 

Atlanta  Baking  Co.  (Betsy  Ross  Bread), 

Frankel,  Wolf,  Jensen;  Big  Apple  Super 

Markets  (groceries),  Binford,  Bearden, 

Jensen;    Fabro    (dog    food),    Frankel,    Jen- 

sen; Margold  Corp,  i  margarine),  Bearden; 

Miss  Georgia  Dairies.  Beardon,  Wolf;  Or- 
kin  Exterminating  Co.  'termite  &  pest  con- 

trol),  Thompson,  Jensen;  Redfcrn  Sausage 

Co.,  Binford 

BURKE    DOWLING   ADAMS 

992    Peachtree   St.,    N.    W .,    Atlanta,    Ga. 

Trinity  6-5521 

George  Bailey,  media  dir.,  Kathryn  Mc- 

Gowan 

Citizens  &  Southern  (banking),  Bailey;  Co- 

lumbia Baking  Co..  McGowan;  Delta  Air 
Lines   'transportation!.  Bailey 

GEORGE    I.   CLARKE   CO.* 
1401  Peachtree  St.,  N.  E.,  Atlanta  5,  Ga. 

Trinity   6-4834 

George  I.  Clarke,  Dorothy  M.  Hendrickson 

Home  Credit  Co.,  Home  Finance  Co.,  Pet 

Dairy  Products  Co.,  G.  H.  Rausehenber^ 
Co.    (carpeting) 

DAY,    HARRIS,    HARGRETT   & 
WEINSTEIN 

40    Sixteenth    St.,    N.     W .,    Atlanta,    Ga. 

Trinity  6-4828 

Audrey  S.  Ferguson,  media  dir. 

Chemical  Corp  of  America  'Freewax), 

Economy  Auto  Stores,  Fine  Products,  Getz 

Exterminators,  Southern  Airways.  S.S.S. 
Co.    'tonic   &   tablets) 

PHILIP  DENTON  ADV. 

IS  -  IDA  St.,  N.  E.,  Atlanta  9,  Ga.    Trinity 
2-7785 

Philip   Denton,  Jr. 

Cleveland  Electric  Co.,  Georgia  Motor 

Trucking  Assoc,  Gordy  Tire  Co.  'Fisk  & 
Dayton),  Interstate  Life  &  Accident  Ins.  Co., 

'Chattanooga).  Landers  Motors  (Dodge- 
Plymouth  Dir.),  Pepsi  Cola  Co.  (Atlanta). 
Tlioben   Elrod   Co.    (Norge  Distrib.) 

LILLER,   NEAL   &    BATTLE 

810  Walton  Bldg.,  Atlanta  3,  Ga.    Cypress 

6521 

Pamela  A.  Tabberer,  media  dir.;  Avrilla 

Phillips,    Pat   Clark,    Mary   Jean    Meadows 

Ala.  Flour  Mills  (Red  Hat  Feed),  Phillips; 

Bank  of  Georgia,  Meadows;  Brock  Candy- 

Co.,  Meadows;  Carling's  Black  Label  Beer, 
Clark;  Colonial  Stores  (grocery  chain), 

Phillips;  H.  G.  Hastings  (seeds,  garden 

suppls.).  Phillips;  H.  W.  Lay  &  Co.  'potato 

chips),  Phillips;  National  NuGrape  Co.  (Nu- 

Grape  &  Suncrest),  Clark;  Piedmont  Air- line-.  Meadows 

BURTON   E.  WYATT  &  CO. 

1008  First  National  Bank  Bldg..  Atlanta. 

Ga.     Murray  8-1121 

Mrs.    F.   C   Thompson 

256 
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M « .  1 1 1 1  i .  1 1  •  >    Nuraerj    Ca    '  Mill. in    Pecans), 

Savannah  Sugai  Refining  <  orp.  (Dixie  I 

tala  Sugar),  Standard  fil  Co,  ..i  Kentucky 
i ( !nm u  &  <  nm d  Extra  < >asoline,  eti   I 

IDAHO 

PO(    Mill" 

DON    WATKINS   ADV. 

Hotel  Bannock  Bldg.,  P.  0    Boa    (89,  Po 

i  atello,  Idaho.    I  162 

Don    L.   Wotkins 

Bannock  Steel  <  o.,  <  oni  reti  Pro<  e  sors,  Inc. 

i  [  iiiuii  i  block),  \  l  Oi]  I  "..  Yellowstone 

Park  I  ... 

ILLINOIS 

VI  ROB  V 

CONNOR  ASSOCIATES* 

121  Hill    ft*.,   Aurora,  III.    Aurora  6-271  I, 
6-1957 

Al    Soger,    v. p. 

I  jerij  Vssoi  (toys),  McGill  Mfg.  I  Mouse 

i\  li.it  Traps),  McKee  Door  Co.  (overhead 

garage  door- • .  Stephens-Adamson  Mfg.  Co. 

(Speedwalk,  Bearing,  Engineering,  Stand- 
ard Prod-.  Division),  Strathmore  Co. 

("Magic   Slate"   children's   books) 

Bl  OOMINCTOM 

THE  BIDDLE  CO.* 
811  V.   Main  St..  Bloomington,  III.    7-6036 

Shirley  A.   Sunwall 

Paul  F.  Beich  I  ...  (Slim  Vim),  Bird  Pro- 

vision  Co.  (Bird  Farm  sausage),  Blue  Star 

Potato    Chip    Co.,    Consumers    Cooperative 

\--n.  'Farm  Coop.:  fertilizer,  paint,  petro- 
leum!.  Purity   Raking  I  ...    (  Sunbeam   Bread, 

Variety  Hake. I  (,   I-..  State  Farm  Ins.  Co.'s 
Igencj    Hept. 

CHAMPAIGN 

GRUBB   &    PETERSEN    ADVERTISING 

111  V.  Market  St.,  Champaign,  III.   6-3766 

Helen  Huley,  media  dir.  &  buyer;  Dale  R. 

Arvidson,    radio-tv    dir. 

Eisner  Food  Stores,  Henderson  Mfg.  Co., 

Illinoi-  Canning  <  ....  K.IK  Food  Products, 
W  areham-Hudson    Dairies. 

CHICAGO 

WILLIAM  HART  ADLER 

919    V.    Michigan     Ive.,    Chicago    11,    ///. 
Whitehall    1-5210 

John    Petrie,   media    dir. 

Alladin  Industries  (Vacuum  Bottles),  Cen- 

tral Ice  Cream  Co.,  Conlon-Moore  Corp. 
(appliances),  Highlander  Frozen  Foods 

AGENCY   SERVICE  CORP. 

66  I    •'   smith    II  atei    Si     CI     \  ao    1.  ///. 
I  entral  6 

George    P.    Hixon 

(  In.  ago  Motoi  <  lub,  \   

.  orp 

AUBREY,  FINLAY,  MARLEY  &  HODGSON 

\      I//,  higan     I  ■       <  hit  ago    I.    ///. 

Financial  6-1600 

F.    R.    Hansen,   media   dir.;    Pat    Krai 

Illinois  Farm  Supplj  <  •• .  [nt<  i n  itional  Har- 

yestei  Co,  .  I'  .u in  Equip.  I>i\.  > .  International 
M ineral  8  I  hemical  <  ...  '  Potash  I »i\. ' . 
V\  1 1 1 1 .i 1 1 1 -, . 1 1   (  andj    '  ... 

BEAUMONT  &   HOHMAN 

>i  \ .   Mil  higan    1 1 '  ,  <  hit  ago    '.,  Ill 

dolph  6-6181 
Clarke   J.   Trudcau 

Brearle]  Co.  (bathroom  scale-!.  Dale  Car- 
negie ln-i.  iper«<>nalit\  courses) (  Graj  Line 

Assoc.  (Sight-Seeing),  Monarch  Brewing 

Co.  (Ausburgei  ber),Tru-Ade  (Beverage) 

GORDON   BEST  CO. 

228    V.  LaSalle  St.,  Chi  ago   1.  ///.    State 2-5060 

Edwin    A.    Trizil,    media    dir.,    Kay    Knight 

Consolidated  Royal  Chemical  '  orp.  (Krank's 
Shave,     Peruna     Elixir),     Florsheim     Shoe, 

Helene  Curtis   Industries    (cosmetics),    Maj 

belline  (cosmetics),  Milner  Products   (Pine- 
al.I.   Pei  iii. i   Starch  i .  knight 

LEE  S.  BIESPIEL  ADV. 

605    V.    Michigan     ive.,    <  hicago    11,    ///. 

Delaware  7-H90 

L.  S.  Bicspiel 

John    I  >.    Butler  Co.    (tooth   brushes), 

Mfg.    Corp.    Miahanized   Wear),   Win. 

•  orp,    Mini  Dentifrices),  Sheplei    Mfg.  '  o 
1  '  in-,   heaters) 

BOZELL  &  JACOBS 

205    V.   LaSalle  St.,  Chicago   1,  ///.    Cen- 
tral 6-0370 

Philip  Roudo,  v.p.,  radio-tv,  Anthony  S. 

Jacobs,   producer,   Arlenc    Reuther 

\ri-l. .iii.il   »  ...    (stOVi   ts),  Blue  '   i"--   Plan 
f,.r    Hospital    i  are.    Blue    Ribbon    Bedding, 

Blue    Shield    Clan    oi    Illinois,    Central    Illi- 

nois   Pub        S         e    <  "..    <  bittendei 
man.  I  i  is  Mfg.,  Dr.  Pet<  i   I  ahrni  j   8   S 

Eatmor  Cranberries,  Illinois  Wholesale  Plant 

Growers        \--n..      Kn.ll       Bros.       •  Children- 
Fumiture  Mir...  Leaf  Bran. I-  (gum,  candy), 

Midas   Muffler  Shops    R  orp.    'mat- 
I  ilemastei     '  orp.,     w  »n  lei     li  si 

(matin  --  - 1 

THE   BROWER  CO. 

53  fl".  Jackson  Bit  go  1.  //.'.  Harri- 
son 7-2269 

Gli  n    V.    Browcr 

\nliui    Hertxtx 

i         i  ■ 

I  Ufa  i 

THE   BUCHEN   CO  - it      \i„  Uton   Ave.,    I  l      ML 
■    • 

Howard  Rose,  v.p  &  media  dir  ;  Lee 

Carlson 

<  In.  t  Co      I 

Hobart  M 

LEO   BURNETT  CO 

Prudentit  I     -tral 

Leonard  Matthews,  v. p. -media;  Thomas 

A.    Wright,    Jr.,    mgr. -media 

Media  group  supervisors  Doug  Burch, 

Dick  Coons,  Gus  Pflcgcr,  John  Sctcar, 

Hal    Tillson 

Associate  group  supervisors.  Dove  Arnold, 

John  Huckstcp,  George  Miller,  John  Schu- 

bert 

Timcbuycn:  Eloisc  Bcatty,  Bob  Clark,  Re* 

French,  Harry  Furlong,  Ted  Giovan,  Har- 

vey Glor,  Joe  Hall,  John  Holland,  Bill 

Line,  Arnc  Nordmark,  Bill  Obcrholtzcr, 

Esther  Rauch,  Mary  Lou  Ruxton,  Mahlon 

Saxon,  Dave  Seidel,  Helen  Stanley,  Fumi 

Tanoka,  George  Wilcox 

Ulstate    In-ui. in.  e    '  •• .     isat  ricai     M 
^|iini-   <  •■..    \i.  bison,    I 

Railway    Co.,    Brown    S 

Soup   Co.,   Commonwealth    Edison    '  o.   and 
Publii    Service  Co.,  Crane  Co.,  Tin    i 
\  —  i.  iation     I  *  bii  ago  I,    Gri  en    G  < 

II  irn-   I  rust  and  Ss  nk,  The  Hi 

i  ...  Kellogg  (  ....  The  Kendall  I  o.,  Th< 

tag  I  o.,  Philip  Morris  In.-.  (Marlboro),  Mo- 
torola,   Pabsl    Brewing    I 

Tap    Lager.    Los     Vng<  ■ 
I'ill-I.ury   Mil I- 

The  Pure  Oil   ' 
-       r     Information,     Te  il     of    the 

I    -  \ 

CAMPBELL-MITHUN 
919  IMichigat 

Clay  Rossland,  medio  dir.;  William  J. 
Stenson,   Edwin  W.    Berg,   Elsie  Lautcr 

'■' 

&  Woolen  1 

liv.   &    Red    Heart    di\.i 

THE   CAPLES   CO 

E.  Onta       -  Mcago   11.   Ill      - 

perior  7-6016 
Marvellen   Convcry,    Helen   Taylor 

,\    Nortfa    Western    System    'RR'. 
Taylor;    D       -    R  Convcry;    S 

Jin    1957 



Sleeprite   Corp.,  Convery;   Union   Pa- 
i  id.    Railroad,  Toylor 

CHRISTIANSEN   ADVERTISING  AGY. 

L35   S.   LaSalle  St.,   Chicago  3,  ///.    Cen- 
tral 6-2484 

\V.  \\ .  Kimliall  Co,   (pianos),  Princess  Coal 
Sales  ( .(,..  Sahara  *  ioal  ( !o. 

DONAHUE    &    COE    (OF    ILLINOIS)* 
830    Merchandise   Mori.    Chicago   54,    111. 

Superior  7-8969 

Martin   Fritz,  media  dir.;  Virginia   Walker  Mary  D.   Petr,  media  dir. 

Vllstate  Insurance  Co.  (Auto  Ins.),  E.  L. 

Bruce  I  ".  (Bruce  cleaning  wax,  floor  clean- 
II.  asphalt  tile  cleaner),  Jewel  Food  Stores 

COMPTON    ADVERTISING* 
III     /(  .    J, i,  I.  son    Blvd.,    Chicago    4,    ///. 

Harrison  7-6935 

Andrew  E.  Zeis,  media  dir.;  Beverly  Halde- 
man 

I..H -i  &  Thomas  Hybrid  Corn  Co.  (Pioneer 

I  l\ln  id  seed  corn),  M.  K.  Goetz  Brewing 

Co.  (Goetz  beer  &  Country  Club  malt  liq- 

  ■),  Par-T-Pak  Royal  Crown  Corp.,  Chi- 
cago Bottler  I  Royal  Crown  Cola  &  Nehi 

beverages),  Pioneer  Seed  Corn  Co.  (Pioneer 
lhbrid  seed  corn) 

CRUTTENDEN    ADVERTISING 

201   N.    Wells  St.,   Chicago  6,   ///.    Finan- 
cial 6-3630 

G.   M.   Stern,   L.    H.   Lewis 

Hudson-Ross   (appliances),  Stern 

DANCER-FITZGERALD-SAMPLE* 

221    \.  LaSalle  St.,  Chicago  1,  ///.    Finan- 
cial 6-4700 

Thomas  P.  O'Connell,  media  dir.;  Betty 
Stevens,  assistant;  Patricia  Chambers, 

Beast  Dept.   buyer  all  accounts 

Uliance  Mfg.  Co.  (electronic  lift-a-doors), 

Chicago  Stock  Yards  Compost  Co.,  Consoli- 

dated Products  (Kaff-A,  Sparx  pig  &  sow 

emulsions,  E.  emulsion),  Cory  Corp.  (cof- 

Eee  makers),  Ekco  Products  Co.  (Flint  Cut- 

let \.  Ekcoware,  Minute  Mop,  Diamond  Sil- 
\er-initli- 1 ,  Gibson  Refrigeration  Co.,  Div. 
of  Hupp  Corp.  (refrigerators,  freezers, 

ranges,  air  conditioning),  Riverview  Park 

Co.  (amusement  park),  Sterling  Insurance 

Co.,  The  Siegler  Corp.  (gas  &  oil  space 

heatei  -  i 

D'ARCY  ADVERTISING  CO.t 
Prudential  Plaza,  Chicago  1,  77/.   Michigan 
2-5332 

Frank  H.  Hoell,  Jr.,  media  dir.;  Richard 

W.  Epp,  ass't.  media  dir.;  John  W.  Har- 
per,  Betty  Lavaty 

Standard    Oil     i  Indiana) 

GEORGE   L.    DE   VILLE   ADVERTISING* 

53  W.  Jackson  Blvd.,  Chicago  4,  ///.    Har- 
rison  7-0600 

George  L.   DeVille 

National  Presto  Industries  (pressure  cook- 

ers, elec.  appls.),  Norge  Sales  Corporation 

<  1 1 1 a j i > i-  appls.),  York  Corporation  (air  con- 
ditioning, Commercial  &  Refrigeration  Di- visions) 

FRED  H.  EBERSOLD 

20     \.     Wacker    Drive,    Chicago    6,    ///. 

Franklin  2-0106 

Fred  H.  Ebersold,  B.  B.  Pope 

Givens  &  Co.  (infants  wear),  Ebersold; 

Statistical   Tabulating  Co.,   Ebersold 

ERWIN,  WASEY  &  CO.,  LTD.* 
230    \.     Michigan    Ave.,    Chicago    1.    ///. 

Randolph  6-4952 

John  L.  Gwynn,  media  dir.;  Helen  Z. 

Wood 

Aunt  Nellie's  Foods,  Carling  Brewing  Co. 
(Stag  div.),  Chamberlain  Distributors,  Club 

Aluminum  Products  Co.,  Toastmaster  Prod- 

uct- 
M.    M.    FISHER   ASSOC* 

79  Monroe  Street,  Chicago  3,  ///.    Central 6-6226 

Helene  Heinz,  Tv  time-buyer;  Phyllis  Cum- 
mings,   radio   timebuyer 

Davis  Oldsmobile,  Charles  Keeshin  (Keeshin 

frozen  poultry),  Morae  Pharmacal  Co.  (In- 
sombutal),  National  Foundation  for  Infan- 

tile Paralysis  (Midwest),  North  American 

Mushroom  Co.  (North-Am.  Brown  Gravy. 
Steak  Sauce),  Sittler  Bros.  (Sittler  pure 

horseradish),  Tarn  O'Shanter  Country  Club 
(May  Tourns.),  West  Gate  Mercury  (auto- mobiles) 

FOOTE,  CONE  &  BELDING* 
155  E.  Superior  St..  Chicago.  III.    Superior 7-4800 

Gordon  F.  Buck,  media  dir.;  Gwendolyn 

Dargel,  Dorothy  Fromherz,  Rita  Hart, 

Genevieve   Lampert,  Vera  Taboloff 

Armour  &  Co.,  Beatrice  Foods  Co..  Hallmark 

Cards.  Kraft  Foods  Co.,  The  Paper  Mate 
Co.,  Perkins  Products  Co.,  Hiram  Walker 

CLINTON    E.    FRANK* 
Merchandise  Mart,  Chicago,  III.    Whitehall 4-5900 

Jack  L.  Matthews,  media  dir.;  Helen  L. 
Davis 

Chevrolet  Dealers  Assoc,  of  Chicago,  Quaker 

Oats     (Quaker    flour    product-.    Hake-    prod- 

ucts), Reynolds  Metals  ("Do-it-yourself"), 
Uuminum,  Industrial  Markets,  Industrial 
pail-  di\.,  Plastics  div.  (Consumer  promo- 

tion, Lifetime  Stainless  Steel.  Reynolds 

Jamaica  Mine- 1.  Standard  Railway  Equip- 
ment  Mfg.  Co. 

THE   PHIL  GORDON   AGENCY* 

23  E.  Jackson  Blvd.,  Chicago    1.  ///.    Har- 
rison 7-2103 

Philip  W.  Abroms,  Roy  Rutkoff,  Ruth 

Saeks,    V.    Daniel   Smith 

Babee-Tenda  Corp..  Smith;  House  of  Schil- 
ler (mail  orders),  Abroms,  Rutkoff;  ̂ tebco 

Product-.  Abroms,  Rutkoff;  >t uart  Greet- 

ings  (cards),  Rutkoff,  Smith 

GRANT    ADVERTISING* 
919    \.    Michigan    Are..    Chicago    11,   111. 

Superior   7-6500 

Reginald  L.  Dellow,  media  dir.;  Fred 

Norman,  asst.  media  dir.;  Dene  Voigt, 
timebuyer 

Centlivre  Brewing  (Old  Crown  beer  &  ale, 

Alps  Bran  beer),  Chicagoland  Dodge  Deal- 
ers, Chrysler  (Dodge  div.),  Dr.  Pepper, 

Excell  Laboratories  (new  plant  life),  Ivo 

'Quit  Itch)),  Coppertone  Sun  Tan  Prod- 
ucts, Park  ami  Tilford    (cosmetics) 

GRANT,    SCHWENCK    &    BAKER* 
520    N.    Michigan    Are..    Chicago    11.    ///. 

Whitehall  3-1033 

Betty   L.   Armstrong 

Bankc „..kers  Life  &  Casualty  Co.  (White  Cross 

Plan),  Bremner-Da\  i-  (sound  way  to  easy 

reading),  l)e  Pree  Company    (Nullo) 

GRIMM  &  CRAIGLE 

201   N.    Wells  St.,   Chicago   6.  111.    Frank- 

lin 2-8056 

National  Sporting  Goods  Assn..  Solar  Per- 
manent Co.  (Farm  Tank  Di\.  I  .  S.  Indus- 

tries) 

GUENTHER-BRADFORD    &    CO.* 
15  E.  Huron  St..  Chicago  11.  ///.    Superior 7-947  1 

Charles  J.  Zeller,  vice-pres.,  dir.  Radio- 
TV   &  account  executive 

Chicago  7  Up  Bottling  Co.,  Joliet  7  I'p  Bot- tling Co..  Nelson  Chevrolet  Co.,  Refiners 

Distributing  Co.  (refiners  Pride  Eth\l>. 
Sears  Roebuck  &  Co.  (Chicagoland  stores), 

Tauber  Ford  (Ford  dealer),  Tauber  South 
Shore    Lincoln    Mercury 

HENRI,   HURST  &  McDONALD* 
121    11  .  Wacker  Drive,  Chicago.  III.    Frank- 

lin   2-';  1 80 
Laura  Hall 

\dmiral  Corp.  (radio,  television  &  appli- 
ances).      Vrmour       (agricultural).      Coopers 
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i  Jockey  junior  underwear),  Holland  Fur- 
nace Co.,  Holloway  House  (frozen  foods), 

International  Electric  Co.  (fences),  Kroeh- 
]. a  Mfg.  (In.  (furniture),  Peters  Shoe  Co. 

(Weather- Bird  shoes),  Ready-To-Bake  Foods 
(Puffin   biscuits) 

THE   KAPPS  CO.* 
64   East  Lake  St.,   Chicago    1,   ///.    State 
2-0460 

J.   Kapps,  C.    Kapps 

Archer  Motors,  Authorized  Food  Service 

Co.,  Chambers  Cas  Range  Co.,  Henner  Ford 

Sales,  Langendorf  Clothing  Mfg.  Co.,  Mar- 

tin Oil  Service,  Northpark  Sales  &  Service 

(auto),  Petroleum  Sales  &  Service,  Lynn 

Stewart  Distributing  Co.,  Southeast  Radio 

Stores,  Traveler  Radio  Corp.,  Western  Sup- 
ply  &   Furnace   Co. 

H.  W.   KASTOR  &  SONS 

75  E.   Wacker  Drive,  Chicago  1,  ///.    Cen- 
tral 6-5331 

Horvey   Mann,   media   dir. 

Campana  Sales  Co.  (Bantron),  International 

Milling  (Robin  Hood  flour  and  Supersweet 

feeds),  Orange-Crush  Co.,  Procter  &  Gam- 

ble (American  family  soap,  flakes,  deter- 
gent), Union  Starch  &  Refining  Co.  (Reddi- 

Starch) 

DON   KEMPER  CO. 

919   N.   Michigan   Ave.,    Chicago    11,    ///. 

Superior  7-6746 

Florence  A.   Neighbors 

Goldenrod  Ice  Cream  Co.,  Jewel  Tea  Co., 

Planters  Edible  Oil  Co.  (peanut  oil),  Plant- 

ers Nut  &  Chocolate  (peanuts,  peanut  but- 
ter) 

KENYON    &    ECKHARDT 

221  N.  LaSalle  St.,  Chicago,  111.   Financial 
6-4020 

Harry  N.  Soger,  media  dir.;  Joan  Black- 

man,    timebuyer 

Blatz  Brewing  Co.  (Blatz  &  Tempo  beer), 

Lincoln  Mercury  Dlrs.  Assoc.  (Midwest), 

Pepsi  Cola  Co.   (regional),  Whirlpool  Corp. 

KUTTNER  &  KUTTNER 

646  N.  Michigan  Ave.,  Chicago,  III.    Su- 

perior 7-7940 

Stanley  C.    Kuttner 

Capitol  Dairy,  Ironrite  of  Chicago,  Metal 

Weather  Products,  Park  Forest  Homes, 
Sampson  Co.    (major  appliances) 

EARLE  LUDGIN  &  CO.* 

121    W.    Wacker  Drive,   Chicago,  III.    An- 
dover  3-1888 

Jane  Daly,  v. p.;  Ruth  Babick,  head  time- 

buyer;     Marilyn     Bielefeldt,     Kay    Morgan 
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Best  Foods  (Kit  &  Shinola),  Babick  &  Mor 

gan;  Easy  Washing  Machine,  Morgan;  G. 

Heileman  Brewing  Co.,  Babick;  Helene  Cur- 

tis (spray  net,  Stopettel,  Babick,  Biele- 
feldt; Rath  Packing  Co..  Bielefeldt;  Tidy 

House,  Babick;  Zenith  Radio  Corp.,  Morgan 

ARTHUR    R.   MacDONALD 

400  W.  Madison  St.,  (.hicago  6,  III.   Finan- 
cial 6-3242 

Verga   M.   Tennert 

Kleen-Kote  (paint),  National  Plywoods 
(Amerwood),  Wisconsin  Cheeseman  (gift 

packages) 

MacFARLAND,   AVEYARD   &   CO. 

333    A'.    Michigan    Ave.,    Chicago    1,    ///. 
Randolph  6-9360 

Alfred  S.  Trude,  Jr.,  media  dir.;  Beverly 

Hicks,   Dolores   Starr 

Drewrys  Ltd.  (beer),  Hicks;  Heidelberg 

Brewing  Co.  (beer  and  Columbia  ale), 

Starr;  Martin-Senour  Paints,  Starr;  The 
Pullman  Company  (Pullman  Car  operation), 

Hicks;  Standard  Knitting  Mills  (Health- 

knit),  Starr;  Stewart-Warner  Corp.  (Ale- 
mite  CD2),  Hicks;  Zenith  Radio  Corp. 
(hearing  aids),  Starr 

MALCOLM-HOWARD     ADVERTISING 

AGENCY* 
203  N.   Wabash,  Chicago   1,  ///.    Andover 3-0022 

Harold  Barkun,  Evelyn  Burke,  Arthur  M. 

Holland,  Lillian  Holland,  Max  G.  Hol- 

land,   Robert   Larson 

McLennon  Pen  Co.,  M.  G.  Holland;  Roller 

Derby,  Art  Holland;  Star  Model  Beer,  Bar- 

kun; The  Stiffel  Co.  (lamps),  M.  G.  Hol- 
land; Walter  Rugs,  Larson 

McCANN-ERICKSON 

318  5.  Michigan  Ave.,  Chicago  4,  ///.    Web- 
ster 9-3700 

John  Cole,  Broadcast  media  supervisor; 

Esther  Anderson,  timebuyer;  Louise  Phil- 

lips, timebuyer 

Allied  Van  Lines  (moving,  storage),  Bell  & 

Howell  (photographic  equipment),  Bruns- 
wick-Balke-Collender  (bowling  equipment). 
Carter  Oil  Co.  (petroleum  prods.),  Coca 

Cola  Bottling  Cos.,  Derby  Foods  (Peter  Pan 

peanut  butter),  Mead,  Johnson  (Pablum 

prods.),  Chicago  Milk  Foundation  (dairy 

prods.),  Rival  Packing  Company.  Swift  & 

Company  (Premium  canned  meats,  chicken, 

turkey,  ham  &  bacon,  meats  for  babies,  froz- 

en foods,  ice  cream,  etc.).  Tidy  House  Prod- 

ucts  (Sweet-10) 

McCARTY  CO. 

520    N.    Michigan    Ave.,    Chicago    11,    III. 

Michigan  2-0300 

Lakeside  Packing  Co.  'canned  vegs.),  Pra- 
ter Pulverizer  Co.   (feed  mill  equip.) 

ARTHUR  MEYERHOFF  &  CO. 

410    N.    Michigan    Ave.,    Chicago    11,    ///. 
Delaware  7-7860 

Evelyn  R.  Vanderploeg:  timebuying  dir.; 

Francine  Goldfine,  Joan  Russell,  Patricia 

Gray,  mail  order  timebuyers;  Bob  Pennin- 

ger,  Roy  MacLean,  Dorothy  Stock,  time- 

buyers 

Demert  &  Dougherty  (Aerosol  prods.),  Van- 
derploeg; Grant  Co.  (Mail  Order  Prods.), 

Gray,  Penninger,  MacLean,  Stock;  I.  J. 

Grass  Noodle  Co.  (soups  &  noodles),  Van- 

derploeg; Illinois  Meat  Co.  (canned  meats), 

Vanderploeg;  Myzon  (farm  feed  prods.), 

Goldfine;  New  England  Fish  Co.  (canned 

salmon),  Vanderploeg;  Thos.  J.  Webb  Cof- 

fee Co.,  Vanderploeg;  Wm.  Wrigley  Jr.  Co. 

•  gum),  Russell 

NEEDHAM,    LOUIS    &    BRORBY* 
Prudential   Plaza,   Chicago    1,   ///. 

hall  4-3400 
White- 

Arnold  E.  Johnson;  B'cast  facilities  dir; 
Don  DeCarlo,  John   Rohrbach 

Campbell  Soup  Co.,  Rohrbach;  Campbell 

Soup  Ltd..  Rohrbach;  Cummins  Engine  Co., 

Rohrbach;  Hotpoint  Co..  DeCarlo;  House- 
hold Finance  Corp..  DeCarlo;  S.  C.  Johnson 

&  Son.  DeCarlo;  Kraft  Foods  Co.,  Rohr- 

bach; Kraft  Foods,  Ltd.,  Rohrbach;  Mon- 
santo Chemical  Co.,  DeCarlo;  Morton  Salt 

Co.  &  Panogen,  Rohrbach;  Palm  Beach 

Company,  DeCarlo;  Pepsodent  Sales,  Ltd., 

DeCarlo;  Quaker  Oats  Co.,  Rohrbach;  Sco- 
vill  Mfg  Co..  DeCarlo;  State  Farm  Insurance 

Cos.,  DeCarlo;  Wieboldt  Stores.  DeCarlo; 
Worthington   Corp..   DeCarlo 

NORTH  ADVERTISING* 
Merchandise  Mart,  Chicago  54,  ///.  White- 

hall 4-5030 

Richard  S.  Paige,  media  dir.;  Armella  Sel- 

sor,    Robert    R.    Riemenschneider 

The  Englander  Co.  (mattresses),  Riemen- 
schneider; Lanvin  Parfums  (Arpege,  Pre- 

texte,  My  Sin.  Rumeur.  Scandal),  Selsor; 
The  Toni  Co.  (Toni  Home  Permanent,  Tip 

Toni.  Tonette.  Softstyle  &  Spin  brand,  curl- 
ers, Adorn).  Selsor;  The  Toni  Co.  (Prom, 

Deep    Magic,    Soft'ning).    Riemenschneider 

OLIAN   &   BRONNER* 35  E.  Wacker  Drive,  Chicago  1,  ///.  State 2-3381 

Kay   Kennedy,   media   dir. 

Atlas  Brewing  Co.  (Atlas  Prager  beer).  Bel- 
tone  Hearing  Aid  Co.,  Comfort  Mfg.  Co. 

(Anti-terse  hand  cream).  Community  Sales, 

Inc.  (dept.  store).  National  Lecithin  (Leci- 
thin tablets! .  Pastorelli  Bros,  (pizza  mix), 

Schoenhofen-Edelweiss  (Edelweiss  beer), 

State  Pharmacal   Co.    (Tranquil) 
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J.  R.  PERSHALL  CO. 

LOS  ll      tdanu  St,  (  hit  ago    I,  ///.    Frank 

tin  2-84  i" 

Harry    C.    Pick,    media    marketing    dir. 

<  bii  ago  I'l  isl   |  In-i itute,  Hi'    Div.,  M in 
lit'-   Maid   <  orp.,   Not  thei  n    Illinois   Gat   Co 

POWELL   AND   SCHOENBROD    ADV.  ' 
130    V.    Mit  higan     lv<  .    <  hicago    II.   ///. 
Mohawk    I  062 

Herbert   Summers    Hall,   Jean    Burns 

Lawrence  V venue  CMC,  Vrthui  Nagel  (High 

Fidelit)  components),  Newcastle  Products 

(modernfold  doors),  North  American  Phil- 

Lips  Co.,  Walkei  Vdams  Stores,  Wood-Davis 

(  ci.   i  wallpapei  I 

PRESBA,  FELLERS  &  PRESBA" 
160    V      Michigan     fwe.,    Chicago    1.    ///.. 
t  entral  6 

W.  B.  Prcsba,  Marquis  M.  Smith,  J.  R. 

Brcmncr,  Jr.,   Edward  J.  O'Malley 

Hook  House  foi  Children,  Lawder  Brothers 

(cars),  i  rrleans  <  anoing  (  o.  '  dog  food  < . 
\\  arp  Bros.   '  Flex-O-Glasa) 

FLETCHER  D.  RICHARDS 

221   V.  LaSalle  St.,  Chicago  1.  ///.    Fii 
i  ml  6-3585 

G.  T.  Jahnke,  L.  Ploctz 

I  rickson  <  orp.  i  bathroom  -eale-  i  . 

Ploctz;  Scjuirl  Bottling  I  0.,  Jahnke;  U.  S. 
Rubba  Co.   I  I  ire  Dist.),  Jahnke 

ROCHE,   WILLIAMS   &   CLEARY 

135  S.   LaSalle  St.,  Chicago  3,  III.    Ran- 

dolph 6-9760 

F.  H.   Hakewill 

(  hi..  Milwaukee,  St.  Paul  &  Pacific  RR. 

National  Toilel  Co.  (Nadinola),  John  Puhl 

Products  (fleecy  white,  etc),  Stewart's  Pri- 
vage  Blend  <  offee  Co. 

SHERWIN  ROBERT  RODGERS  &  ASSOC* 
60  East  Scott  St..  Chicago  L0,  ///.  Superior 
7-5706 

Sherwin    R.   Rodgers 

Daisj  Brand  Dair\  Products.  Douglas  Prod- 

uct-. Jane  \nnr  Salad  I )i .  --tu-.  Kro-t  E-Ze 

leak.-  frosting),  ECevoetts  (Dietarj  Supple- 
ments), On-Coi  Steaks,  T\  Time  Popcorn. 

Min  Sun  Trading  Co.  (Chinese  Maid 

Prods.),  Slotkowski  Sausage  Co.,  Swiss 
Products,  N  ita  Foods 

RUTLEDGE   &    LILIENFELD 

121    W.    W acker    Drive,    Chicago    1.    III. 
Dearborn   2-6326 

Frances    L.    Rickey,    media    dir. 

Catherine  Clark's  Brownberrj  Ovens,  Con- 
tinental    Coffee     Co..     Hawthorn     Mellody 

' .1  in j    prodi  I,   National    ?tt   l  odi » . 
Real  ei    Put  il  in   I 

R.   JACK    SCOTT" 
(III    V.    I/"  higan     I         '  >    11,   ///. 
II  hitehall    I  6886 

Fred    M.    Vossc,    media    dir. 

Boyei     Inti  i  n  ilional     I  aboratoi 

Stadium  <  orp  .  •  itrus  Produi  ts  Co     I 
In.      |  frozen    pai  kaged 

pati  ii  k   Bros  .  '  Iold<  n   Mix,   I  ibbj    !•  m  i 
&    \ppliam  e  '  o.,  M in'  i  il-  ol   i hi    Si  '    I  til.. 
Perfect  Plus  Hosii  rj   Mills,  Rhodes  Phai 

cal    Co.    (Calti  Lm,     1 1  imel  > .    Salei  no-Mi    o 
win   Hi-'  mi  <  o.,  Si  buttei   <  and)   •  o.,  Spii 

gel,  In.     (Retail   8   I  atalog tie  Ordei    D 

rote-Brush  (Folding   ["oothbrush),  Walgreen 
Drug  I  ".  Wylei  8  '  o.  (soups  and  lemonade 

mis  i RUSSEL  M.   SEEDS  CO' 
Palmolive  Bldg.,   <  hicago    1 1.  III.     9  hite- 

hall 3-2133 

James  Withered,  v. p.;  Merle  Myers,  Vir- 

ginia   Russctt 

lin.u  n  8  W  illiamson  I  obai  co  Corp.  I  Bu 

Jri.  \ \ ,i I . . 1 1 .  Wings,  Raleighs,  sii  Waltei 

Raleigh),  Russett;  Elgin  Vmerica,  Div.  Illi- 
nois   Watch    Case   Co.    (compacts,    Lighters, 

•  I'  i  .  II.  I  ■  mill.  Ii  I  I  .a  I'  enili  I.  Ii.  <  hi-.  Den- 

In  ii<iar> ) ,  I  annlin  Plus,  Myers;  Pinex  Co. 

(Pines  I  ough  Syrup  8  Pabasone),  Russett; 
\\ .   \.  Sheaffer  Pen  I  o.,  Myers 

WESLEY  E.  SHARER  &  ASSOC. 

936    V.    Mu  higan     tve.,    <  hicago    II.    ///. 

Siijirruir    7-.">8*)() 

Mary  Hortatsos,  Wesley  E.  Sharer 

Radio  Steel  8  Mfg  Co.  (Coastei  wagons  & 

scooter- 1 .  Tremax  Endustries  (bouncing 

horses) .  Trylon  Products  I  orp.  I  bubble 
bath) 

JOHN   W.   SHAW   ADVERTISING 

.">1    East    Superioi    St.,    Chicago    11,    ///. 
Mohawk    1-6323 

Bobby  Landers,   Isabel  McCaulay 

Colgate-Palmolhe      Co.       (<  olgate       shave 

as),   I'm  meyer   •  orp.    I  elect]  ical   appls. 

&  power  tools),  Lumbermens   Mutual   l 

alt]  I  ompany   >  Ins.  • .  Quaker  <  rats  l 
meal,    special     products,    corn    bread 

mix),   Webcor    (Fonografs,  record   chat 
tapi    rei  orders  I 

SMITH,    BENSON   &   McCLURE 

8   S.    Michit  '■   ■      i 
2-1931 

John   G.   Schroeder,   media  dir. 

STERN,    WALTERS    &   JASTER 

936    V.    Michigai      I  ■      '        igo    11.    ///. 

Michigan   2-3969 

Gerald   J.    Stern,    Let    J     Walter*,    Martin   J 
Simmons 

S.  M.  1  ■  i  • 
Simmons,     \|  i 

lm     Corp       ii'     I  idelilj    radios  • . 

Stern;    \l.i-i.  I    U1..1         I 

I  Crip    painl  Wallers 

STOETZEL   &   ASSOCIATES 

V      Mich  i         CI  III. 

Lcona    Murphy 

to  '.."I  I  [out    I  religious  program  ' 

TATHAM-LAIRD 

64  /     Ja      on  /.'/'</..  <  hicago  I.  III.  Harri- 
son 7-3700 

George  Bolas,  dir.;  Harold  Bennett,  Roy 

Boycr,  John  Deacon,  Donald  Grasse,  Pat 

McMahon,  Jack  Ragcl,  Mary  Rodger, 
John   Singleton 

Vbbotl      I  Sui  .ii  yl),     Deacon; 

pbell  Soup  Co     '      \    Swanson  8   : 

1  Frozen   poultrj   8   pol   pies  8    I  \    dinni 
Bennett;  General   Mills   'Ki\.    I  m\  8   S 

Jet-,   -  kJ),   Bennett,    Boycr; 
The      Parker      Pi  n      I  Bennett,      Boycr; 

Proi  lei  \  (.ainhli  |  Fluffo  ' .  Deacon,  Mc- 

Mahon, Singleton;  lie  I  <m  I  o.  (Bobbi, 

Hush,  White  Rain),  Rodger,  Grasse;  The 

Wander  Co.  (Ovaltine,  Toddy),  Grasse; 

The  Geo.  Wiedemann  Brewing  '  0  Grasse, 
Ragcl 

J.    WALTER    THOMPSON    CO. ' 
(in    V.    Michigan     (in      I  >    11,    ///. 
Mohawk    W37O0 

George  C.  Reeves,  v. p.;  Ed  Fitzgerald, 

Special  Broadcast,  assignments,  new  busi- 

ness, departmental  co-ordination  &  man- 

agement Timebuycrs:  Robert  Atwood,  Marvin 
Berns,  Ellen  Carlson,  Mary  Kay  Gidlcy, 

Wm.  Kennedy,  Bernicc  McToggart,  Marie 

Rogers,  Sylvia  Rut,  Tee  Watson,  Peggy 
Willebrand 

K  5     •  -.    Atwood;    I    gin    \  ilional 
\\  m  '  Watson;  John-..,,  Motors,  At- 

wood; Kraft  I  McTaggort,  Wat- 

son; Libby,  McNeill  &  1 . i ! >  1  •  •■  McToggart, 
Watson;  Mobile  Homes  Manufai 

\--ik.  Atwood,  Gidlcy;  Murine  '  At- 
wood, Gidlcy,  Phai  Carlson; 

Qua!  Atwood,  Gidlcy;  Schlitz 
Rogers,     Rut,     Willebrand; 

Up   I      .    Berns,    Kennedy;    S 

era   Trailways   Watson;    S  'All- 
el  shortening  &  oil,  peanut  but- 

ter'. Carlson;  5t  ifl  8  '  ■■  McToggart, 
Atwood,  Gidlcy;  Wl  Pn  lucts,  Atwood, 

Gidlcy 
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W.   J.    Ktrins,   Jeannette    Duringer 

Great  China  Foods,  Sno-Bol  *  Bathroom 

Cleaner),  Wilson  &  <  ".   '  Ml  products) 

VAN    HECKER 

28  E.  Jackson   Blvd.,  Chicago    \.  III.   Wa- 
bash  2-2269 

C.  E.  Van   Hecker 

Pyroil   Co.    (super   lubricants) 

GEOFFREY    WADE   ADVERTISING 

l'o   \.  Wacket  Drive,  Chicago  6,  ///.  State 
2-7369 

Louis  J.  Nelson,  media  dir.;  D.  S.  Wil- 
liams 

Uberto  Culver  Co.  of  Hollywood  (VO-5), 

Miles  Laboratories  (Alka-Seltzer,  One-  V.- 

Day  Vitamins,   Nervine) 

MURIEL   WAGEMAN    ADV.    AGENCY* 
35  E.  Wacker  Drive,  Chicago  1.  ///.    Ran- 

dolph   6-0339 

Muriel  Wageman 

Bazelon  Mfg.  Co.  (household  appls.  i.  I  tili- 
ties  Engineering  Inst. 

VERNON    S.    WEILER,    ADVERTISING 

664    Y.    Michigan   Ave.,   Chicago    11,   ///. 

Mohawk    1-5500 

Vernon  S.  Weiler,  Robert  S.  Weiler 

Electronic  Development  Laboratory  i  RA- 

LOC  Geiger  Counters),  Tumbl-Togs  i chil- 

dren's play  clothes) 

EDWARD  H.  WEISS  AND  CO.* 

360    \.    Michigan   Ave.,  Chicago,  III.  Cen- 
tral 6-7252 

Jack  J.  Bard,  v. p.,  media  dir.;  Nathan 

Pinsof,  media  mgr.;  Joan  Mandel,  Nora 

Marcus,  Jay  Selz,  George  Yonan 

College  Inn  Foods  (tomato  cocktail  &  chick- 
en A  La  King),  Yonan;  Jose  Escalante  & 

Co.  (Corina  Cigar- 1.  Yonan;  Helene  Curtis 

(hair  prod.,  men's  toiletries),  Marcus;  Mo- 
gen  David  Wine  Corp..  Marcus;  Purex  Corp. 

•  cleansers  &  soap- 1 .  Yonan;  Red  Cross 

(spaghetti  &  macaroni),  Yonan;  Sealy  (mat- 
tresses),  Pinsof 

WHERRY,   BAKER  &  TILDEN 

919    \.    Michigan    Ave.,    Chicago    11,    ///. 
Delaware  7-8000 

C.  E.  Bolgard,  media  dir.;  Gordon  H.  Hen- 

dry, Beverly  Miller,  Marcella  O'Neil 

Oscar  Mayer  &  Co.  (meats) ,  Quaker  Oats 

Co.  (cereals,  Full-O-Pep  animal  feeds), 

Miller,  O'Neil 

YOUNG  &  RUBICAM* 
333     V.     Michigan    Ave.,    Chicago    1.    ///. 
Financial  6-0750 

Robert  S.  Byron,  media  dir.;  Richard  An- 

derson, Ruth  S.  Leach,  Margaret  Mc- 

Grath,  Marlon  Reuter,  Richard  G.  Stevens, 

Eugene    E.    Sweeny 

American  Bakeries  Co.  (Grennan  cakes, 

Taystee  bread).  Leach;  Borden  Co.  <  Milk 

&  Ice  Cream  Divs.),  Anderson;  Hammond 

Organ  Co.  (Hammond  organs),  Anderson, 

Reuter;  International  Harvester  Co.  (trucks), 

Stevens,  Sweeny;  Marathon  Corp.  (north- 
ern tissue,  facial  tissue,  towels,  napkin-. 

nraxtex),  McGrath,  Reuter,  Sweeny;  Si- 

moniz  Co.  (  \ero*ol,  Bodysheen,  Cellulose 

sponges,  Hilite,  Ivalon,  Vista,  Simoniz  floor 
wax,  Simoniz  Paste  Wax  &  Kleeners),  An- 

derson, Leach,  Stevens 

I  \i  KSONV1LLE 

WM.   R.   DEUTSCH   ADVERTISING* 
306  East  Stale  St.,  Jacksonville,  III.    Chest- 

nut 5-7418 

Ideal  Baking  Co.  (Lucky  Boy  good  bread) 

PEORIA 

HEINRICH    ADVERTISING   AGENCY* 

1123  Knoxville  Ave.,  Peoria,  III.   8-1869 

Anderson  Sign  Mfg.  Co..  Creat  Central  Ins. 

Co.,  Hotchkiss  Steel  Product-.  Schmidgall 
Manufactor 

ROSS   ADVERTISING* 
1005  Xorth   I  niversity,  Peoria.  III.  3-7406 

M.   B.   Kreighbaum,  Wm.   Pinkney,  Jr. 

Klein's  (Department  Store).  Pere  Marquette 
Motors    (Mercury  dir.) 

ROCKFORD 

HOWARD   H.   MONK  &   ASSOC* 
500    Illinois    National    Bank    Bldg..    Rock- 

lord,  III.    4-7953 

Norma  Wren 

Ray-O-Vac  Co.  (flashlights  &  batteries), 
Western  New  sell  Mfg  Co.  (drapery  hdw.), 

W'illson  Products  Div..  Ray-O-Vac  Co.  (sun- 
glasses) 

WHEATON 

J.  M.  CAMP  &  CO.* 
104  Savings  &  Loan  Bldg.,   Wheaton,  III. 

Wheaton   8-8850 

John    M.    Camp,    Grace    R.    Jordon 

Back  To  The  Bible  Broadcast,  Gems  of 

Grace  Broadcast,  Morning  Chapel  Hour. 

Radio  Bible  Class,  Young  People's  Church 
of  the    Vir,  >  outh  on  the  March 

\\  ILMETTE 

MARTIN-ENGEL  AND  ASSOC. 

423  -  10th    St.,     Wilmette,    III.      Wilmette 
1623 

Ceorge  F.   Engel 

Dramatic  Pub.  Co.  ( play  publishers) ,  Clay- 

ton Mark  &  Co.  i  water  -\ sterns,  well  sup- 

plies I 
INDIANA 

l.\  INSV1LLE 

KELLER-CRESCENT   CO. 

20  S.E.  Riverside  Driie.  Evunsville  8,  hid. 
Harrison    5-5146 

Lee    Edmiston 

Holland  Custard  &  Ice  Cream,  Weil  Pack- 

ing   Co.    'meat    prods.) 

RACENER    ADVERTISING    AGENCY* 
35    S.E.    Seventh    St.,    Evansville    8.    Ind. 
Harrison  2-1379 

Melba  Jean  Racener 

Hahn  (farm  &  garden  suppls.),  Salm's 
(women's    apparel  i 

fort    w  \Y\h 

WILLIS  MARTIN   CO.* 
535   West   Wayne  St.,  Fort   Wayne  2.  Ind. 
Anthony  6233 

Floyd  D.  Jefferis,  Paul  W.  Gotsch,  John 

D.   Fitzgerald,  David  G.   Lee 

Indiana  &  Michigan  Electric  Co.,  Spangler 

Candy    Co.    (Dum-Dum    lollipops) 

ROSS  ADVERTISING 

252   Farmers   Trust   Bldg..   Fort    Wayne   2, 
Indiana.    Eastbrook  3473 

S.   A.    Ross 

B  &   L  Popcorn  Co. 

CLEM    J.    STEIGMEYER    ADVERTISING* 
259  Central  Bldg.,  Fort   Wayne,  Ind.    An- 

thony 1230 

Clem  J.   Steigmeyer 

Decatur  Industries,  (smoker--  accessories 
and  novelties),  Mayflower  Mills  I  Snow 
Goose  Flour) 

SUPERIOR    ADVERTISING 

300  Fort  Wayne  Bank  Bldg.,  Fort   Wayne, 
Ind.    Anthony  6131 

A.  W.  Parry,  Jr. 

M.Millen    Feed    Mills 

LOUIS   E.   WADE* 821    Webster   St.,    Fort    Wayne.    Ind.     An- 
thony 6282 

Louis  E.  Wade,  Edward  P.  Wade,  Richard 

M.    Katt,   Richard   D.  Morgan 

ABC  Coach  Line-  (  intercity  bus),  L.  E. 

Wade;  Am.  Coal  &  Supplj  Co.  (bldg.  mat-.'. 
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Kott;    I!*. ii<  m. m    Brotheri    (western    wear), 

Morgan;  GUlil  Seal  <  OVCJ  I  0.,  Katt;  Si  ir» 

Roebuck  S  <  0.,  Morgan,  E.  P.  Wade;  Ralph 

Sechlei  X  ̂ m  (pickles  packer))  P.  Wade, 

Wayne  Cooperative  Milk  Producers  'milk 
distributors),    Katt 

[sin  vn  IPOLIS 

CALDWELL,     LARKIN     &     SIDENER-VAN 
RIPER 

lino    Merchants  Bank   Bldg.,  Indianapolis 
I,  In, I.     1/  '■  .1)1 

Don  Howell,  Radio-TV  dir.;  Omer  Foust, 
Frank    McGrath 

Wi«  Ma) Hon 'i  1 1 .ni-ii  I  ...  I  long  distant  i 

X  local  moving  &  storage),  McGrath;  km 

i;;in  Div.,  HyGrade  Food  Prods,  i  orp.  (meal 
products)    Foust 

TEVIE  JACOBS  ADVERTISING  AGENCY* 
701  Morris  Plan  Bldg*  Indianapolis  I. 
Ind.    Melrose  6-9189 

Tevie  Jacobs,  prcs.;  Avis  C.  Davis,  acct. 
exec. 

Usco  (combination  alum.  Bcreen  &  storm 

doors,  windows,  aluminum  awnings;  Indi- 
anapolis, Ft  Wayne,  Cincinnati,  Louisville, 

Dei  itiir.  Peoria),  Jaguar  Midwesl  Sales 
(Jaguar  distrib.),  Peal  Control  Services, 

Sen  ices   '  major  appliani  es  I 

KEELING  &  CO.' 

1028  Chamber  oj   Commerce   Bldg.,   Indi- 

anapolis  1.  Ind.    Melrose  5-5434 

Mary  C.  Dill,  M.  P.  Jenkins,  Raymond  G. 

Sweeney 

Blue  Cross-Blue  Shield,  Jenkins;  Casite 

l)i\.,  Hastings  Mfg.  (lubricants),  Jenkins, 
Dill;  Meridian  Mutual  In-urance  Co..  Swee- 

ney, Dill;  Powers  S  Pittenger,  Jenkins,  Dill 

Ml    Mil 

APPLEGATE   ADVERTISING   AGENCY* 
100  Minnetrista  If/id..   Muncie,  Ind.    Adas 
1-7707 

W.    Milo    Carter,    media    dir. 

Hall  Bm-.  Co.  i  Ball  jar-,  caps,  rubbers,  pla-- 

tic  \ial-.  Hygeia  nursing  prod-..  Bonnie  Jon- 
nie  bowl  cleaner),  Bryant  Manufacturing 

Co.  (heating  and  air  conditioning  equip- 

ment), Durham  Mfg.  (orp.  (metal  furni- 

ture),  Classock  Bros.  Mfg.  Co.  (Glasco  Pre- 

Mi\  vendors  and  dispensers,  Glasco  sand- 
wich l>ar.  Glasco  table  top  refrigerators), 

Howe  Fire  Apparatus  Co.,  John  Lees  Div. 

of  Serriek  ('orp.  •  metal  molding),  Muncie 
Parts  Mfg.  Co.  (Power  Take-offs,  I  aiversal 
joints,  Hanger  bearings),  National  Homes 

('orp.  (Pre- fabricated  homes),  National 
Standard  Parts  Assoc.  •  Automotive  Trade 

Association),  North  American  Nan  line-. 
Ine.     <  Ion?    distance    moving) 

-..I    I  II     Bl   Ml 

LINCOLN   J     CARTER   ADV.   AGENCY' 

|IK,   /,.„.  |   S  s"    ,;    /■'•  •        /         ' 
191 

Lincoln  J.  Carter,  John  J.  Futtcr,  Keith 

Klopfcnstcin 

American  [rust  Company,  Klopfcnstcin; 

Sunnymede  '  leaners,  Futtcr;  \\\lil  I  \ , 
Futtcr 

IOWA 

i  I  n  \K    i;  M-IU- 

ALTMAN-GILBERT   ADV.    AGENCY 

l_'7  Guar  ant)    Bldg*  Cedar  Rapids,  Iowa. 2-6114 

M.    A.   Gilbert,   F.    E.   Altman 

Diamond  \ .  Mills  I  feeds) .  Hamilton  <  o. 

(farm  seeds),  Lift  Products  (Sta-Sweet), 

Spra-^  bite  <  hemii  .il   I  ... 

W.  D.  LYON  CO.* 
;n ;     Second     ive.,    SJE.,    Cedar    Rapids, 

Ion  a.    Empire   1  - I~>1 
Eileen    Burns 

Barron  Motor  Supply,  Better  Homes  8  Gai 

dens  Magazine,  Collins  Radio  I  ...  (electron- 
ics) ,  <  Irescenl  Elec.  Supplj  (  o.  ( G.E. 

appl-.i.  Gerkin  Co.  (Bldg.  Equip.  &  Suppl) 

Di-t.i.  Knit  Feeds  (farm  feeds),  Rockford 

Brick  S  Tile,  Slagle  Luml>er  Co.  (lumber 

prods.),  Stover  Water  Softener,  Sweetheart 

tomato  '  o..  Well-  Blue  Bunn>  (ice  cream 

mfrs.  I 

li  W  I  M'OKT 

SPERRY-BOOM* I  nion     ircade    Bldg.,    Davenport,    Iowa. 
7-5201 

R.  V.    Boom,   Sam   A.   Preston 

Borden  Co.  (Iowa  Milk  div.),  Preston;  [owa 

Turkey  federation,  Preston;  Quad-(  itj 

Milk  Foundation  (fluid  milk),  Preston;  Re- 
public Electric  Co.  (wholesale  jobber), 

i  Fedder  \ir  Conditioning.  A.  ( •.  Smith 

heaters),  Preston;  Schlegel  Rexall  Drugs 

■  retail   chain  I .   Preston 

WARREN    &    LITZENBERGER   ADV.' 
805  First  National  lildu..  Davenport,  Iowa. 6-2596 

Roger  S.  Smith,  media  dir.;  George  W. 

Meister,  TV  dir. 

Evans    Cleaners     (laundr*     S    drj 

chain),  Smith;  [owana  Farms  Dairies  'dairy 

prods.),     Smith;     Wilson's     T\      (T\     and 

appls.),   Meister 

DES    KOIKES 

FRED   D.   CARL  SALES   PROMOTION' 
1019  High   St*   Des    Moines  9.  Iowa 
lanlir   2-5951 

Fred     D      Carl 

i  .mill    1 1. ill     i  w   I    produi  I    •      I 

Supply  Co     Peerli       Ml      Co 

ompound  '      I  omaham  k    Hybi  id    *  orn 

WESLEY    DAY    &   CO .* 
/'.       1/  /    ...      I  ■ 

lanti 

Wesley     Day,     Patricia     Puti,     Donald      H Wallace 

1  onditiom  .1      Ail      <  ■■<v       Wollacc;      Di 

Moines     Auto    Show     Wallace,    II  and 

Flowei     >liow.    Day;     I  ..ok     M.i-.i/m.  .     Day; 

•    I  owi    1 1  ord  I    Wallace;  Plumb  Sup- 
pl>    (  ..  .   Wallace;    fnriftwa*    Si  Day 

LESSING   ADVERTISING   CO 

910    Walnut    Bldg*    Des     Moines,    Iowa. 
<  hern    1-1149 

C.    T.    Flynn,    P.    J.    Flynn 

Bi  try  &  ed  '  o  wold 

Seed  <  o.   <  farm  -■■>  .1 1 .  ̂ i...,  v   - 

A.    W.    MocDONALD    ADVERTISING' 
91  I    (ruind     fir..    I),  s     Moim      9 

2  1941 

A.    W.    MacDonald 

Pionea  I  abs  <  feed  Buppb  m  nU),  Pn 

Ri^k      Mutual      In-ni. in.  .  .      I  li.       \\  ,  -I,; 
i  disinfectants  > 

MENOUGH,   MARTIN   &  SEYMOUR* 

".ill    Garver    Bldg*    707    Locust    N'       /'■ Moines,  Iowa 

E.    M.    Mcnough,    R.    J.    Quackcnbush,    Ira 

E.    Hymen 

Allied    Mutual    Casualty    •  ■  •     I  In-.  I,    B 
Chemicals    (insecticide),    Huntei    Mf( 

(bed   items),   Professional    I   U        itamins, 

•  t. .  i .    Service    Optii  .il    •  ...    (optical    il 

TRUPPE,    LaGRAVE    &    REYNOLDS    ADV. 

AGENCY 

Insurance   Exchange    Bldg* 

/>, \    Moines,   l,-.<„      II    ;: 

Edward    LaGrave,    Jr.,    Carter    L.    Reynolds, 
Russell    Truppc 

Black    Furniture,    Reynolds;     Borden's     ll 
Lan  l'air\.  LaGrave;  Des  Moines  S  .\ 

Loan,    Reynolds;    Foraum    Ford    v\    > 
LaGrave;     Gifford-Brown,     Reynolds; 

Hospital  Sen  u  e  ol  [on  l,  Truppc;     I  nth-  ran 

Vespers,"  LaGrave;  Super  \  tin  1 
LaGrave. 

WALLACE    ADVERTISING    AGENCY' 

213      MoSOntC     Trmfdr    Hide.     /'•  -      M 
Iowa.    M173 

Ross   Wallace,   John    C.    Wallace 

Jl'LY    1957 
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Boeke  Feed  Co.  (commercial  feeds),  Pio- 

neer Hi-Bred  Corn  Co.    (hybrid  corn) 

FORT    DODGE 

RATHERMEL    ADVERTISING    AGENCY* 
9    South    Tenth    St.,    Fort    Dodge,    Iowa. 
11  101 

Gene  M.    Rathermel 

Albert  I  itj  Mfg.  Co.,  Baker  Mfg.  Co.,  Bo 
densteiner  Mfg.  Co.,  Calmar  Mfg.  Co.,  Chant 

land  Mfg.  Co.,  Flat  Top  Machine  Co.,  Har 

berts  Mfg.  Co.,  Hunter  Mfg.  Co.,  Kopp  Mfj; 

Co.,  Larson-Swanstrom  Co.,  Lenz  Mfg.  Co. 
M.niK  Mfg.  Co.,  Northwest  Steel  Co.,  Ros 

kamp  Huller  Mfg.  Co.,  Schrader  Mfg.  Co. 

Simonsen  Iron  Works,  Simonsen  Mfg.  Co. 
Soderholm  Mfg.  Co. 

SIOUX    CITY 

DOVE    ADVERTISING    AGENCY 

541-42    Benson    Bldg.,    Sioux    City,    Iowa. 
2-0541 

Frank   Dove,    Richard    Dove 

Kooiker  Mfg.  Co.  (farm  machinery),  F. 

Dove;  Silent  Sioux  Corp.  (heating  equip.), 

R.  Dove;  Wind-King  Elec.  Mfg.  (Moz-All 
Power  mower),  F.  Dove 

W.  D.  LYON  ADVERTISING  CO.* 
373    Orpheum    Bldg.,    Sioux    City,    Iowa. 
8-5545 

Don  Carlos,  Mgr.;  Bob  Colburn,  Radio- 
TV  dir. 

Assoc.  Hospital  Service  (Blue  Cross),  Car- 

los; Cowles  B'casting  Co.,  Carlos;  Cerkin 
Co.  (bldg.  specialties),  Colburn;  Tolerton 

&  Warfield  Co.  (whls.  grocers),  Colburn, 

Wells  Blue  Bunny  (ice  cream  mfrs.),  Wig- 
man  Co.  (plumbing  distributors),  Colburn; 

Wilson  Trailer  Co.  (livestock  trailers), 
Carlos 

KANSAS 

K  \\-\S    CITY 

MERRITT    OWENS    ADV.    AGENCY.* 
365  New  Brotherhood  Bldg.,  Kansas  City. 

Kansas.    Drexel   1-7250 

Fritz   Lisec,   Merritt  Owens 

C.  W.  Jones  Co.  (home  developer),  Lisec; 

Pearson-Ferguson  Chemical  Co.,  Owens; 
Thriftway  Food  Stores,  Lisec 

WW  IIITA 

ASSOCIATED     ADVERTISING    AGENCY* 

120  S.  Market  St.,   Wichita  2,  Kans.    Am- 
herst 7-1201 

John  Beach,  Preston  D.  Huston,  C.  R. 

Sullivan,   Lewis   Foster 

Bryant-O'Conner  (distributors),  Beach;  Dod- 

son  Mfg.  (silos,  farm  bldg.),  Beach;  Job- 

ber's, Inc.  (distributors),  Foster;  Salina 
Supply  (distributors),  Foster;  Steffen  l)air> 
Foods  Co..   Beach 

LAGO   &  WHITEHEAD* 
51 1  South  Topeka,  Wichita  2,  Kansas.  Am- 

herst 2-7424 

Jack  E.  Grant,  A.  Byron  Kenyon,  H. 

Whitehead,  W.  Hardwick,  J.  Ludiker, 

Miles  Tod  Williams 

Cella  Vineyards  (wines  &  grape  juice), 

Grant;  llr--t.ni  ML'.  Co.  (farm  equipment), 

Grant;  Hyde  Park  Dairies  'dairy  prods.), 
Ludiker;  Killion  Service  Stations,  Grant; 

Mart  Stores  (clothing),  Grant;  Mid-States 

Waterproofing  Co.  (swim  pools).  Grant 
RCA  Dist.  Corp.,  Ludiker;  The  O.  A.  Sutton 

Corp.  i  fans  &  air  conditioner*).  Whitehead, 

Hardwick,  Williams;  Wolfe  Music  Co.  (mu- 
sical instruments),  Grant 

McCORMICK-ARMSTRONG    CO.* 
1501  E.  Douglas  Ave.,   Wichita  1,  Kansas. 
Hobart  4-1364 

Oliver  Buswell,  J.  L.  Johnson,  Dick  Ander- 

son, Warren  Kinney,  V.  D.  Mayo,  H.  R. 

Laudermilk,  R.  T.  Aitchison,  Donald  G. 

Forbes,  J.   O.   Osburn 

Mm-trong  Creamery  Co.  (ice  cream),  An- 
derson; Derby  Refining  Co.  (petroleum 

prods.),  Johnson;  Dick  Price  Motors  (Lin- 
coln &  Mercury),  Osburn 

KENTUCKY 
LOUISVILLE 

FRED   R.    BECKER  ADV.   AGENCY* 
901    Washington  Bldg.,  Fourth  &  Market 

Sts.,  Louisville,  Ky.    Juniper  5-5268-9 

Ted    D.  Tighe,   Fred    R.    Becker 

Blue  Cross  Hospital  Plan,  Tighe;  Hirsch 

Brothers  &  Co.  (Paramount  foods),  Becker; 

Lincoln  Income  Life  Ins.  Co.,  Becker;  Major 

Appliance  Div.,  Stratton  &  Terstegge,  Becker 

DOE-ANDERSON   ADV.  AGENCY* 
315    Commonwealth    Bldg.,    Louisville    2, 

Ky.    Juniper  5-3193 

G.  P.  Wagner,  media  buyer 

Commonwealth  Life  Ins.  Co.,  Federal  Chemi- 
cal Co.  (Federal  fertilizer),  Grocers  Baking 

Co.    (honey-krust   bread) 

FARSON,   HUFF   &    NORTHLICH* 

1110    Republic    Bldg.,    Louisville    2.    A'v. 
Wabash  3227 

J.  R.  Will,  dir.  Radio  &  TV;  J.  S.  Huff, 

H.  E.  Logsdon,  R.  Turpen,  Emit  Stein 

BeverK  Motors  (new  cars),  Stein;  Del- 

monico  Foods  (macaroni  prods.).  Huff;  Lo- 
gan Co.  (mattresses).  Huff;  Louisville  Trust 

Co.,  Turpen 

LOUISIANA 

BATON    KOt  I.I 

HERBERT    S.    BENJAMIN    ASSOC* 
234   Main  Stint.  Baton  Rouge,  La.  3-2847 

Dorothy   S.   Johnson 

Crawford  Corp.  (prefab,  houses),  Fidelity 
National  Bank,  Kleinpeter  Farms  Dairy, 

Kornme\er'-  Furniture  Co.,  Picadilly  Cafe- 
teria-.  \\  right   Insurance  Agency 

M.w    ORLEANS 

FITZGERALD   ADVERTISING   AGENCY* 
Lee  Circle   Bldg.,    1040  St.   Charles  Ave., 
New  Orleans,  La.    Tulane  3131 

Wm.  H.  Thomas,  dir.  Radio-TV  dept.; 

E.  Boyd  Seghers,  ass't.;  Marie  O'Meara, 
Joe  Epstein,  Jr. 

Alaga  Syrup  Co.,  O'Meara;  Coca-Cola, 
O'Meara;  Godchaux  Sugar*,  O'Meara; 
II.  (..  Hill  Stoic-.  O'Meara;  Jackson  Brew- 

ing Co.,  Seghers;  Louisiana  State  Rice, 

O'Meara;  Pioneer  Flour  Mills,  Epstein,  Jr.; 

Scoco-Cru-tene.  O'Meara;  Wesson  Oil  & 
Snowdrift.   Seghers 

ROBERT   KOTTWITZ   ADVERTISING* 

540  Audubon   Bldg.,   'New  Orleans   16,  La. 
Canal  8185 

William  R.  McHugh,  Robert  Kottwitz,  Jr., 

Margaret   A.    Dalton 

Am.  Liberty  Marketing  Co.  (Almco),  Dal- 

ton; Brennan's  Old  Absinthe  House.  Mc- 
Hugh; \  ivian  J.  Gelpi  Co.  (Goebel  beer), 

Kottwitz,  Jr.;  National  Food  Products, McHugh 

WALKER   SAUSSY   ADVERTISING* 
Penthouse,  Texas  Co.  Bldg.,  New  Orleans 

16,  La.    Canal  9212 

Walker  Saussy,  Jules  Robert,  Jos.  C. 

Shields,  Jr.,  Stanley  Starr,  Dorothea 

Schlessinger,  John  Brown,  Wallace  Dorion, 

Jr.,    Dwight    Ziegelasch,    Alvin    C.    Camus 

Mn.  Brewing  Co.  (Miami  Regal  Beer), 

Saussy;  J.  H.  Bonck  Co.  (Tulane  sport  & 

dress  shirts,  work  clothes').  Ziegelasch 
Dorion;  California  Wine  Assoc,  (wines  & 

brandy),  Elmer  Candy  Co.  (Elmer's  can 
dies).  Schlessinger;  Henderson  Sugar  Re 

finery  Co.  (Henderson's  superfine  sugars) 
Starr;  Wm.  B.  Reilly  Co..  Inc.  ( Luzianne  & 
R.  T.  coffee),  Shields,  Jr.,  Starr,  Robert 

WHITLOCK,  SWIGART  AND  EVANS* 
327    Exchange    Place.    New    Orleans,    La. 

Express  2148 
Bache  McE.  Whitlock,  Daniel  G.  Evans, 

Frederic    R.    Swigart 

American  Beverage  Co.  (RC  Cola),  Swi- 

gart; \.  Bolonga  &  Co.  'Monogram  wine 

distr.).  Evans;  Dalton's   (department  store). 
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Evans;  Gold   Seal  •  reamer)    (dairy    prod*.). 

Evans;   I  ddo  A    I  .iki  iiiin.i  <  ...  In.      (Pro 

-ii    Italian    I   I-  '  .    Evans 

MAINE 

run 1 1  v  mi 

SIMONDS,    PAYSON    CO. ' 

.;   /  (change   .v..    Portland,    Me.    Spruce 
I  1971 

H.  C.  Baxter,  T.  D.  Chellis 

Brooke  Bond  I  >  a  <  '<•..  Baxter;  Maine  Dept 
•  •I  fnduslrj  8  (  ommerce,  Baxter;  Maine 
Milk  Tax  Comm.,  Baxter;  Schlotterbeck  8 

I  (Foss  extracts  8  salads),  Baxter;  Sea 

board  Packing  Co.  (Neptune  sardines)) 

Chellis;  Snow  Flake  <  anning  '  o  (Baxter's 
finest  frozen  foods  < .  Baxter 

MARYLAND 

BALTIMl  IHJ 

CLINTON  D.   CARP.   &   CO.* 

OS    V.  Charles   St.,   Baltimore    IK.    1/./. 

Hopkins  78166 

C.  D.    Carr 

\mi\    1 1 1 m-   Publishing  Co.,   National   I  en 
tral   Hank.  Monumental-Seiurit\    V1 

Pal     (Orangeade),    Tru-Ade     Bottling    Co. 
(Bait) 

W.    B.    DONER   &   CO.,   ADVERTISING 

2225    V.   Charles   St..   Baltimore    18,    1/'/. 

Belmont  5-1212 

Donald    E.    Leonard,    media    d ■  r . ;     Herbert 

D.  Fried,  Arne  N.  Romberg,  Ann  Press- 

man,   Ruth    Clift 

Chemical  Products  Co.,  Gardner  Oldsmobile, 

Motor  Sale*  Co.,  National  Brewing  <  o,  ol 

Orlando,   Phillips  Packing   <  o 

EMERY    ADVERTISING   CORP.* 

1201  St.  Paul  St..  Baltimore  2,  Md.    Plaza 
2-2393 

R.    I.    Highleyman 

Bait.  Federal  Savings  8   I  oan,   Medusa  <  >■- 
mciii   Paints,  K\\  I    \\  ine  <  !o. 

THE    S.    A.    LEVYNE    CO. 

343  St.  Paai  Place,  Baltimore  2,  Md.    Mul- 

berry 5-3390 

Marion    Dietz,   timebuyer 

Bait.  Paint  &  Color  Work-  (Wan-Fix  8 

Gleem  paints),  Cat's  Paw  Rubber  <  o.  (Cat's 
Pax  heels  8  soles,  <  at-Tex  soles,  Microlite 
soles),  Martin  Gillet  &  Co.  (House  of  Lords 

tea),  Murphy  Paint  Corp.  (Murphy  paints), 

Owens  Yacht  Co.  (Owen's  Flagship,  Speed- 
boat,   Flagship    engines) 

ROMAN    ADVERTISING    AGENCY 

111(1    \.  i  1/1/ 

berry  5-8282 

James    A.    Miller 

l»  8  M  Distributi  ig  (         RCA  Vii  toi  pn 
W  in.  It.  Reilj  8  •  ".  'I  uzianm 

\\  bite   i  offt  e   Pol    Ri   I  tui  tnl      I     -     i 
8   <  •■.    I  Pillai    l!i"  k   salmon  | 

SPEED  &  CO. 

101    /.    Redu   /    St.,    Baltimore    2,    !/</ 

Mulberry   5-1817 

Anne   M.    Engcrs,    F.    B.    Speed,   Jr. 

Bait.  Gas  8  I  le  .Co.,  Speed,  Jr.;  Delvale 

Dairies  (ice  cream),  Engers;  Royal  <  rown 

Bottling   I  o.  "I    Bait.,   Engcrs 

VANSANT,   DUGDALE   &   CO. 

15  /.'.  Fayette  St..  Baltimore  2,    l/./.    Lei 
ington   9-5400 

Rita  G.  Eastman,  all  accts.;  Evelyn  Huff- 

man,   assistant 

\in.   Brewer]    I  beei  > .    \m.   >»■■  il    i  mail   m 
der),    Vnchor    Posl    Prods,    (fences),    Black 

8    Deckei    (power   tools),    Mum    Campbell 

(Sakrete    read]     mix    conm-tr),    *  i..--.     >\ 
Blackwell    <f   Is),    Fram    Corp.    (auto    ill 
in- 1 .  Lord  Calvert  I  offee,  <  rlenn  I  .  Martin 

Co.  I  .mi  rail  8  develop.  > .  Mil.  Hospital 

(Blue  Cross  8  Blue  Shield),  M.I.  Milk  Pro 
.I.  cers     1 1'. in \     i  o-op. ' .     <  Hin     Mathieson 

(   In  in.      (  orp.       '  .mil  In  •  vi   .  .      Ro]  -I'  i       I  fl  i 

tilizer » 

MASSACHUSETTS 

Bl  I-  I  I  I N 

ALLIED    ADVERTISING    AGENCY' 

100  Boylston  St.,  Boston    16,    Mass.    Hub- 

bard 2-U00 

Howard    Shamban 

Beat  nil  *  lompanj    i  Boor  w  ax  I 

ARNOLD    &    CO.' 
262  Washington  St..  Boston  8,  Mass.   liiih- 
mond  2-1220 

Edward   Malfiman,  TV-Radio   dir. 

\i  ia   t  orp.    1 1  nii-urn    records,   '  lassii  M    r< 

cordings),  '  adillac-Olds  (automotive),  I 
aid     <  !o.      I  bras  I,     Fox-Cross     Cand] 

1 1  harleston    <  bevi  I,    Old    Mot  tsterj     W 

Co.    (wines),   II     II     Scott    (hi-fidelity  com- 
ponents),  Stop  8  S         Supermarkets  (chain 
stores),  Talbot   Pont 

BADGER   &    BROWNING   &    PARCHER 

75  /  St.,  I".    Mass.    1 2-3364 

Franklin    S.    Browning,    Jr. 

Star    M.ii  k.  t    <  .'.     (super    market    chain), 
Parker   Brothers    (games) 

BAHN    ADVERTISING    CO 

115  (  haunt  ■   St    Bo  ton   1 1    l/./ 

Bclleinodi    ; Mm.  Ii.  -I.  i     ||..-n  n     Mill         I 

inlu i 
BBDO 

1/.;  ' 

George      L.      Moftheson,      media      dir.;      G. 
Wright     Briggs,    Jr. 

Mn.   I  ind  Standard  Sanitarj   <  orp., 

\l.    Si  h  n  t.  I     Iti.  wii 

Southern  N  ephone  C     K    II Steam!    Co. 

BENNETT   &    NORTHROP 

711    Boylston  \> mon    I 

Elizabeth     D.     Parsons 

•  BS  Hytron   •  tubes  I 

shoes '.    Kyanizi     Paint  j,    Sandi      I      ".r    & 
W   I    (  ".    '  Kiiu     \iiliur    i  offee    8    flour) , 

James  O.  Welch  Co.   (cat  I  rosb]    Mo- 

lasses  I  ....    I  1. 1 ..    W.    II.   St  liu.ui/   ,\    - 
I  til.   I '  "H.  e  I .  Sussex  Ginger    Ue,  I  td 

.Ii  ink-  I 

JULIAN    BRIGHTMAN    CO.' 

702   /.'■  m  oi    Sr  .   /•' ■■■••■        1/  '       non- 
wealth  6-04  10 

Julian     Brightman,     Sidney     H.     Kerber, 
Irene  H.   Kcllchcr 

C.  H.    Mill  n  Shoe  < 

\'  •    \  enetian  Blind  Mfg    I  o  .   Ul 

i\     Mt^.    (  ....     Vngel     Noveltj     '  o 

prods.),    \-i.u    Products   '  «■.    (exterminating 

prods.  I,    B  -  .rlton 

Co     (  plastii  s),    Carpi  nter-M 
i  paints  8  varnishes 

Harvard    xt"'.  ialtj 
lis),   Mil..  \  arni-h  •  o.    '  industrial 

finishes),    I 

ill  Mai  lm 

'■: 

National    Noveltj 

(metal    containers),    Northeastern    Distribu- 

tors  .  I  \    8  appliances),  Northeastern  Wall- 

paper   <  "n1..    ()|.|    Colon]    v' 
\— ...  .    (plastic   laminate- 1 .    Richat 

8    Wells    •  lion  -  ■  -  ijn- 

.In-trial  contain  S    m  Can  Co.   (cans)', 
Table  Tennis  <  orp.,  I  niversal  Table  T>  nni* 'table  tennis  i 

Vssn. 

HAROLD   CABOT   &   CO" 
■     10,    Mass.    flan- 

■    ■ 

Cav.d    R.    Williams 

jn.v  1957 



Boston  and  Maim-  Kailio.nl.  <  .tiling  Brew- 

Co.  (Black  label  In.  i.  \c«  England 

onlj  '  ■  <  M'  quol  <  lull  i  beverages) .  New  I  ug- 

land  II...  ̂ \  ~i<-in.  New  England  Telephone 

8  relegraph,  S.  v.  Pierce  Co.  (grocers  & 
Lmpoi  ters) 

DOREMUS  &  CO.* 

(id   Batter)    March   St.,   Boston    10,    Mass. 
Hubbard  2-5665 

Ruth   L.   Simonds,   media   dir. 

Algonquin  Gas  Transmission  Co.  (regional 

gas  promotion — coop.),  Automatic  Heating 

Corp.  (Timken  oil  burners,  storm  windows), 

Pastene  (canned  food  &  wine),  Eugene 

Rothmund  (  Dutchman  brand  -au-age  prods.  I . 

Seiler  Foods    'frozen) 

JOHN  C.  DOWDt 

212  Park  Sq.  Bldg.,  Boston.    Mass.    Hub- 

bard 2-8050 

Wm.  H.  Monaghan,  media  dir.;  Edward 

J.    Regan,    asst 

Burnham  &  Morrill  Co.,  Cott  Bottling.  First 

National  Stores,  Megowen  Educator  Food 

Co.,    Revere   Sugar   Refinery 

SAMUEL   GERBER    ADVERTISING    AGCY. 

146  Summer  St.,  Boston  10.  Mass.   Liberty 
2-3209 

Samuel   M.   Gerber 

Mastercraft  Products  (mail  order),  Mocca- 

sin-Craft (women'-  -hoes,  mail  order),  Moth- 

er Hubbard's   i  mail  order) 

INGALLS-MINITER    HAUGHEY    CO.* 

137   Neutbur}    St.,  Boston    16.    Mass.    Com- 

monwealth 6-5767 

Nancy  Dixon,  dir.  media  &  pub.  rel. 

Bay  State  Macaroni  Co.,  Boston  Sausage  & 

Provision  Co.,  Carroll  Reed  Shops  (casual 

&  ski  wear),  Dawson's  Brewery  (beer  &  ale), 
Friend  Bros,  (beans,  other  food  prods.). 

Groveton  Paper  Co.  (Vanity  Fair  &  Blue 

Ribbon  paper  products),  Kennedy  &  Co. 

(food  stores),  Knapp  Bros.  Shoe  Mfg.  Co., 

La  Touraine  Co.  (coffee),  The  Moxie  Co. 

(soft  drinks),  New  England  Hdw.  Dlrs. 

Assn.,  H.  J.  Theiler  Co.  (textile  machinery), 

Usen  Canning  Co.  (Tabby  cat  food),  Wheel- 

er Reflector  Co.  (industrial  &  street  light- ing) 

HAROLD    F.    LEWIS   ADVERTISING   CO.* 

18    Tremont    St.,    Boston,    Mass.     Capitol 
7-7077 

Victor  H.  Carr,  Gretchen  Knauff,  J. 

Leonard  Michelson 

Auto  Engineering  Co.  (foreign  cars),  Carr; 

Glendale  Coal  &  Oil  Co.,  Carr;  Hansen 

MacPhee,  Carr;  Hyde  Bird  Feeder  Co.  (wild 

bird    prods.),    Int'l.    Shoe    Machinery    Co., 

Carr;  Plymouth  Rock  Gelatin  (desserts), 

Carr;  Security  Fence  Co.,  Carr;  Specialty 

Automatic  (printing  presses),  Standard 

Chocolate  Co.  (Donna  Dearie),  Michelson; 

Statlcr  Ti — iji-  Corp..  Michelson;  Tele-Vane 
•  ...    I  lele\  ision  ' .  Michelson 

LLOYD   ADVERTISING 

9   Sewbury   St.,  Boston    16.    Mass.    Copley 7-6540 

John    Kurkjian,    Joseph    Blue 

Savings  &  Loan  Associations  and  Coopera- 

tive   Bank- 

ROBERT   F.  O'BRIEN   &  CO. 

120  Boylston   St.,  Boston    16.    Mass.    Ken- 

more  6-1207 

D'Arrigo  Bros,  (broccoli  &  celery),  J.  W. 
Leavitt  Co.  (Teddy  brand),  Monmouth  Can- 

ning Co.,  K.  J.  Quinn  Co.  (Scuffy  shoe  pol- 

ish) 

PARSONS,   FRIEDMANN   &  CENTRAL* 
101  Tremont  St..  Boston  8,  Muss.    Hum m  L 6-8622 

Robert    Aronson 

Ace  Photographic  Supply  Corp..  Ambassa- 

dor Shoe  Corp.,  Blake  Industries  (toys), 

Dickson  Buick,  Dunham  Brothers  Co. 

(shoes),  Faulkner  Mfg.  Co.  (seat  covers), 

Gale  Hall  Engineering  (  Mile-O-Meter) , 

Great  Scott  Shoe  Corp.  (children's  shoes), 
Household  Research  Corp.  of  America  (Ny- 

lon-Brite),  Lawrence  Ply  craft,  Maine  Mfg. 

Co.,  New  England  Surplus  Sales  Co.  (mail 

order),  White  Cross  Home  Prods,  (home aids) 

REILLY,    BROWN   &  TAPPLY* 
216    Tremont   St..   Boston    16,   Mass.    Hun- 

cock    6-8070 

Arthur  F.  Brown,  pres.;  George  Heathcote, 

radio-tv   dir. 

R.  E.  Jarvis  (power  mowers),  Brown;  Sykes 

Hernia  Control,  Brown;  Thompson  Buick 

Co.,  Brown;  \\  "infield  Brooks  Co.  (TM-4 
paint   remover),   Heathcote 

SILTON    BROTHERS* 
131  Clarendon  St..  Boston  16.  Mass.   Cop- 

ley 7-3730 

Earle  W.  Hoffman,  media  dir.;  Marie  E. 

Kachinski,    space-timebuyer 

Barcolene  'all  purpose  cleaner).  Elm  Farm 

Food  Store-.  Luby  Chevrolet  (auto  dir.), 

Ne»    England   Provision   Co.    (meat-) 

SUTHERLAND-ABBOTT 

581  Boylston  St..  Boston  16,  Mass.    Copley 7-8600 

T.  R.  Covey,  Jr.,  radio-tv  dir.;  Joanne 
Barbour 

Am.  Optical  Co.,  \m.  Sisalcrafl  Co.,  Blue 

<  ross,  Blue  Shield  Insurance,  Gold  Filled 

Mfrs.    \--n..   Homelite  Corp. 

TIPPETT   &   CO.* 
6  Abbott  Rood.  Wellesley   Hills  Sta.,  Bos- 

ton 82.   Mass.    Wellesley  5-6550 

O.  W.  Tippett,  S.  R.  Tippett,  Leonard 
Russell,  Lewis  Briant 

Briggs  iVfaronej  Co.  (Bri-Mar  paint-).  Tip- 
pett; Coombs  S  Mc  Beacht,  Inc.  (Ford  dlrs.), 

Tippett,  Russell;  Silent-Flo  Filter  Mfg.  Co. 
i  water  liher  i .  Tippett 

GREENFIELD 

RICHARD  R.   BRUCE 

20  Federal  St.,  Greenfield,   Muss.    Prescott 1-1396-97 

Richard  R.  Bruce,  pres.;  Anne  P.  Sur- 

prenant Eastern  States  Exposition  (fair).  Western 

Ma—.    Electric   Co.    (public   utilities) 
-I'ltl  NCFIELD 

GIBNEY    AND    BARRECA* 
100    Chestnut    St..    Springfield    3,    Mass. 

Republic  9-7334 

Marion    E.    Woods 

Eastern  State-  Farmer-"  Exchange.  Spring- 
field Five  Cents  Saving-  Bank.  Third  Na- 

tional Bank  &  Trust  Co..  Western  Mass. 
Electric   Co. 

WORCESTER 

C.  JERRY   SPAULDING* 
201     Commercial     St.,     Worcester.     Mass. 
Pleasant   3-4789 

C.    Jerry    Spaulding 

Bowker-Hamblin-Malmquist     'General     Tire 

dealer-).  Smith  &  Fyfe  (  ice  cream  mfg.  >  , 

People'-   Saving-    Bank 

MICHIGAN 
BENTON     HARBOR 

PAXSON   ADVERTISING 

720    E.    Main    St..    Benton    Harbor.     Mich. 

Walnut  6-2109 

Chester  R.  Wold 

Michigan  Fruit  Spon-oi-  '  fre-h  fruits  & 

vegetables) 

BLOOMFIELD    HILLS 

MacMANUS,  JOHN   &  ADAMS 

Long  Lake  Rd.  &  Woodward  Axe..  Bloom- 
held  Hills.   Mich.    Midwest  6-1000 

Elmer  W.  Froehlich,  media  dir.;  Charles 

N.  Campbell,  William  A.  Bushway,  John 
T.    Hartigan 

Cadillac  Motor  Car  Div..  Campbell,  Harti- 

gan; Dow   Chemical  Co.   (Saran  Wrap,  agri- 
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.  nliui.il  i  Iii'miii  .il-,  l'i  mi. i.  .inn  freeze  < . 

Bushway,  S.  S,  Kresge  i  ...  (various)  Camp- 

bell; Mum.  Mining  8  Mfg  '  •■  l  Sasheen 
ribbon,  ̂ iii  wrap  tape),  Campbell;   Pontin 
MotOI    Div.,   Compbell,    Hartigan 

HI  I  ROI  I 

THE    ALLMAN    COMPANY' 
;:  il   Free   Press   Bldg.,   Detroit  26,    I/,.  A. 

I   In, ml  _' ::.  in 

John    M.    Klock,    dir.    of    media    &    research 

Bureau  "t  Lathing  and  Plastering  ol  the 

Detroit  Vrea,  Dayton  Rubbei  •  o.  (tire  div.), 
Fruehaui  rrailei  Co.,  Indiana  Motoi  (ruck 

\— ■  n..   Truscon    I  aboratoi  ies 

BEAUMONT    &    HOHMAN 

2312  Book  Tower,  Detroit  26,  Mich.  Wood- 
ward 34409 

I.    C.    Bettiker 

Michigan  [ourisl  i  ouncil,  Semmlei  whole- 

aale   Suppl}    •  o.    >  « atei    heatei  -  > 

KARL  G.  BEHR  ADVERTISING  AGENCY* 
300  Francis  Palms  HhU..  Detroit,  Mich. 

Woodward  1-1087 

Pauline   V.    Charland 

Detroit  Free  Press,  MacDonald  Trailer  Sales 

BELTAIRE  ASSOC* 
I  in  I    Maccabees    Bldg.,    Detroit   2,    Mich. 

Temple  2-7150 

Kara   Nuts,  Schafer   Bakeries 

D.   P.    BROTHER  &   CO* 
General    Motors    Bldg.,    Detroit    2.    Mich. 
Trinity   2-8250 

Watts  Wacker,  media  dir.;  Richard  Hoff- 

man,   John   J.    Walsh 

\<  Spark  Plug  Div.  (Electronics  I > i >. . .  spark 
plugs,  nil  filters,  fuel  pumps),  Walsh;  Guide 

lamp  Div.  '  Vutronic-Eye  headlamps), 
Walsh;  Harrison  Radiator  Div.  (radiators 

&  heat  exchangers),  Walsh;  Hyatt  Bearings 

Di\.  (roller  bearings),  Walsh;  New  De- 

parture Div.  i  hall  bearings),  Walsh;  Olds- 
mobile  Div.,  Walsh,  Hoffman;  Saginaw 

Steering  (".ear  Div.  (power  steering),  Walsh, Hoffman 

CAMPBELL-EWALDt 

\th  Floor,  General   Motors  filili:..  Detroit, 

Mich.    Trinity   2-6200 

J.  J.  Hartigan,  senior  v. p.;  R.  H.  Crooker, 

Jr.,  R.  E.  Fischer,  L  N.  Harabadian,  N.  G. 

Jackman,  J.   J.    Passmore 

Chevrolet  Motor  I)i\..  Genera]  Motors  Corp.. 

Detroit  Edison  Co.,  General  Motors  Accept- 
ance Corp..  Coehel  Brewing  Co..  Rheem 

Mfg.  Co.,  United  Motors  Service,  Di\.  of 
General  Motors  Co. 

CLARK   &    BOBERTZ 

Fox  /•'■''-      Detroit     Micl      Woo  tward 

I   ,  ,im 

R.  J.  Terbrucggcn,  media  dir.,    Ruth  Sped- 
man 

i  in/in-'  Mutual    \nto  In-    •  "  .  m 
Produi  i-.    Mil  higan    Lifi     li 

Mowei   '  o 

DAVIS-DANIELS    ADVERTISING 

139    Cadillat    Square,    Detro        <      MU  h. 

il  oodward  '•  9 
Monroe    D.    Molncr,    Harry    H.    Goldberg 

Brennan    Appliance    'It'   \    Whirlpool   diet.), 
Molner;   Carbonated   Beverages    (Sweel 

Molncr;  i  rown  Furniture,  Goldberg 

W.   B.   DONER  AND  CO.* 
505    "  ashington    Blvd.   Bldg.,   Detroit   26, 
Mich.    Woodward  7  7400 

Ellen    K.    Dryer,   media   dir.;    Bcrnicc   Jones, 

Mory   White 

Delso)  Distributors  (Delsoj  prods.),  Detroit 

•  reamer]  Co  I  Sealtesi  milk  8  ice  en 

I).  W.  G.  i  igai  I  orp.  (R  G  Dun,  I  I  Verso, 

Urn  Bej  cigars;  Emerson,  San  Fein..  Santa 

Fe  •  igars  I,  I  •  deral  Department  Stores,  I  - 

Perrigo  Co.  (Hi-Potenq  vitamins),  Radio 
Distributing  Co.  (Norge  appls.),  Ros  Prod- 

acts  '  ...  (masonr]  paints),  Speedwa]  Pe- 

troleum •  orp.  I  Speedway  79  8  Dayton  tires), 

Top  Pop  Prods.  (E-Z  Pop  popcorn  8  I  Z Pop   pop) 

GEYER    ADVERTISING 

14250   Plymouth   Road,   Detroit  32,    IficA 

Webster  3-5520 

J.    R.    Telisky 

\m.  Motors  Corp.   (Rambler,  Nash,  Hudson, 

Mel  ropolitan  i 

GLEASON    ADVERTISING    AGENCY' 
726  Fisher  Bldg.,  Detroit  2,   1/,./,.    Trinity 3-8181 

Marjorie    M.     Sawyer,    medio    dir.;     Peggy Van    Camp 

\imt   Jam'-   Pickles,   Van    Camp;    Kretsch- 
mer    (wheat    germ),    Sawyer,    Van    Camp, 

Roman  Qeaner    (bleach),  Van   Camp;    S 

ventol    (household  cleaner),  Van   Camp 

GLOBE    ADVERTISING    SERVICE* 

Bellevue    &    Jefferson      I  ■■ ..     Detroit    7. 
IficA,    Lorain   7-66 

Sam    Picks,    Paul    Smith 

Johnson  Smith   ..v   '  o.     mail  order),   Picks; 

\\  orld    Novelti    <  "..    Smith 

GRANT  ADVERTISING' 
2900    Guardian    Bldg..    Detroit    26.    IficA. 

heard  3-9100 

W  A  Hammond,  media  dir  ,  J  A  Brown, 

uwl      media    dir  ,     David    Balnu-     I 

Chrytlet    •  orp 

Bolnavri,       Elecll  \     '      I     ■■       I Balnavet;      lodenl '  hemii  aJ   I 

Bolnavcs;     Plymouth    Di 

•  Plyi   ilh  Hommond,     Balnavet 

MAXON 

I         !>■  ■■■■  ■         Mich 

P.  C.  Bcatty,  media  dir.;  R  D  Reus,  Al Duz Beaffy, 

Rails;  Grii  I 

Rciss;    II.    J.    Heinz    (  o.    I II.  inz 

Bcatty,    Rciss;    l'i,  ,||.  ,     R Duz 

OTTO  &  ABBS' Guardian  Itldu..  Detroit  26,    Ufh.    II 
ward   1-6750 

Rudrick    R.    Otto,    Jerome    K.    Abbs 

Michigan  Mutual  Liability  Co.,  Otto;  \ico- 
lay-Dancey,  Abbs 

ROSS  ROY 

275 1    /      ft  "•  I  ■  .   Detroit   7.    Mil  h. 
Loraine  7  1900 

Carl   E.    Hassel,    Ron    A.    Post 

Dodge     Div..     <  hryaler     '  tnn  ks),     S 
\\  am.  i    i  fnstanl  Heal  i  ai  beatei  > 

SIMONS-MICHELSON    CO.  ' 
1126  Lafayettt   B    -     Detroit,  Mich.  II 

tear. 

Richard  Hughes,  radio  &  tv  dir.;  Arthur 

Copland,  Lawrence  J.  Michelson,  Sam 

Rubin,  Josh  Sarasohn,  L.  N.  Simons,  Cyn- 

thia Holmes,  Mary  D.  Moore,  Joseph  Mor- 

rison, Rudy  Mcycrsohn,  William  Murrav, 

Noble     Lawson,     Evelyn     Keller 

E  &  1$  Brewing  <  •>..  Simons;  I  pps.  li 

ii..  n.il     Merchandise,    Sarasohn;     Marshall's 
Drug   Stores,   Michelson;    Mohawk    Lumber, 

Sarasohn;  Morris  Bui  -    Simons;  Seal)  Mat- 

Hughes;  Velvel  Peanut  Prods.  Hughes 

TECH  ADGENCY' 1004   E.  ■'■■it   7.    IficA ■heard  2-7 

Marie    M.    Winthrop,    Varore    L.    Morcinak 

Aim  :  fie   Spark    Ping    I  Morci- 
nak;    D) 

Winthrop;    M       gan   Bean  Shippers    Iss Winthrop 

il:  \\|i    |{  IPIDS 

BEN    DEAN    ADVERTISING    AGENCY* 
\     / '..  Grand  K  Mich. t.l    84)61 
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Ben   Decn,  Jr. 

i   Rapids  Mutual  Fed.  Savings  &  Loan, 
\|  i<  1m  j. in   i  iiiiMilidatcd   Gas  Co. 

K  U  \MAZOO 

McLAIN   &   ASSOC.   ADVERTISING* 
126-428    W.   South    St.,   Kalamazoo,   Mich. 

Fireside  3-5111 

N.    Baird   McLoin,   owner;    R.   W.   Wading- 

ton 

Km.  National  Bank  &  Trust  Co.,  First  Fed- 
eral  Savings  &  Loan  Assn. 

LANSING 

CAPITAL  ADVERTISING* 
528     \ .     /'  ashington    Ave.,    Lansing    33, 

Mich.   Ivanhoe  9-7501 

D.   Bruce  Anderson 

McKay  Lumber  Co.,  Michigan  Elevator  Ex- 
change, Standard  Block  &  Supply  Co. 

MIDLAND 

CHURCH    &   GUISEWITE   ADV. 

121   McDonald  St.,  Midland.    Mich.    Tem- 
ple   vTlll 

John    Church,    pres. 

Dow   Corning   Corp.    (silicones,   shoe   saver, 

sight  saver- 1 

MINNESOTA 

MINN]   U'nLIS 

BBDO* 1640    Northwestern    Bank    Bldg.,    Minne- 

apolis,   Minn.    Federal  8-8401 

Hale    Byers,   head   timebuyer 

Cream  of  Wheat,  General  Mills,  Iron  Min- 

ing Industry  of  Minnesota.  Minnesota  Min- 
ing &  Mfg.  Co.,  Northwestern  Telephone 

Co.,  Jacob  Schmidt   Brewing  Co. 

BRUCE   B.   BREWER  &  CO.* 

400  Foshay   Tower,   Minneapolis   2.    Minn. 
Federal  3-8101 

Mary  Ann   Schultz,  media   buyer 

Am.  Crystal  Sugar,  Cargill  (hybrid  corn), 

Lan-O-Sheen,  Inc.  <Xan-0-Sheen  &  Lan-O- 

Wipe  cleaners),  Nutrena  Mills  ("feeds,  dog food) 

CAMPBELL-MITHUN* 

1300    Northwestern    Bank    Bldg.,    Minne- 

apolis.   Minn.    Federal  9-7383 

Arthur  H.  Lund,  v. p.,  radio-tv  d ■  r . ;  Phil 

Archer,  timebuying  supervisor;  Pat  Brou- 

wer,  Marian  Clark  Manzer,  Rudi  Marti, 

Evon   Prose,  Katherine  Thulin 

niii  Paper  Mills  (paper  prods.),  Marti; 

Fenn   Brothers    (cand\>.  Thulin;   Gold  Seal 

\.  snow)  powder  bleach,  w   1 

cream),  Brouwer;  Theo.  llanim  Brewing 

Co.  (Hamm's  beer),  Prose;  Kroger  Co.  (St. 
Louis),  Marti;  Land  O'Lakes  Creameries 

(dairy  prod-.  I,  Prose;  Land  O'Lakes  Feeds, 
Prose;  Larsen  Co.  (frozen,  canned  vegs.), 

Thulin;  Malt-O-Meal  Co.  (hoi  wheat  cereal), 

Brouwer;  Munsingweai  i  lingerie,  sleepwear) , 

Brouwer;  \a-li  Coffee  Co.,  Manzer;  Nash- 

Finch  Co.  (canned  food*),  Manzer;  North- 

west Virlines,  Brouwer;  Pillsbury  Mills 

•  Ballard  flour  &  biscuits,  grocery  prod*., 

refrigerated  prods,  and  Globe  flour),  Brou- 

wer; Pillsbury  Mills  (flour),  Marti;  Pills- 
bury   Mill-    (feed   &   SOJ    div.),   Manzer 

FIRESTONE-GOODMAN    ADVERTISING 
AGENCY 

1801    Nicollet    Ave.,    Minneapolis,    Minn. 

Federal  5-3111 

Allan  Firestone,  Archie  L.  Goodman, 

Richard    J.    Firestone 

The   Lustra-Silk   Corp.,    R.   J.    Firestone 

JOHN   W.   FORNEY* 
Foshay  Tower,  Minneapolis  2,  Minn.   Fed- 

eral 6-3643 

Joan    M.    Jackson 

Great  Northern  Railway  Co.,  Russell-Miller 

Milling  Co.  (family  flour).  Sweetheart  Asso- 
ciated   Cos.    (bakeries) 

FOULKE  AGENCY 

2340   Rand   Toner,   Minneapolis   2,   Minn. 

Federal  9-5581 

R.  W.   Foulke,   Eugene   H.   Gould 

Henepin  Federal  Savings  &  Loan.  Foulke 

GOUSHA    ADVERTISING* 
130    S.    10th    St.,    Minneapolis    2,    Minn. 

Federal  9-6831 

Harry   M.   Gousha,   Jr.,    Fred   J.   Major,  Jr. 

Bayport  Chemical,  Major;  Carr-Cullen  Co. 
( mill  work ) ,  Major;  Forman,  Ford  &  Co. 

(paint,  glass),  Gousha;  Jiffy  Balling  Co. 

(nursery  equipment).  Major;  Margo-Kraft 
<  hobby  distr. ).  Gousha;  Rollco  Robot, 

Inc.  (water  softeners),  Major;  Streater  Lum- 

ber, Gousha;  The  Salisbury  Co.  (mat- 
tresses), Gousha 

ART   GRUBER   ASSOC* 
4401    E.    Lake    St.,    Minneapolis,     Minn. 

Parkway   1-1661 

Art  Gruber,   Norman   Vinitsky 

Cronstrom  Mfg.  Co.  (portable  coolers), 

Gruber;  Garelick  Mfg.  Co.  (marine  sup- 
plies). Gruber;  Kline  Oldsmobile,  Gruber; 

Margo  Kraft  (bobby  &  toy  dist),  Vinitsky; 

Midway  Chevrolet  (St.  Paul)  &  Downtown 
Chevrolet  (Mpl-i.  Vinitsky;  Midway  Ford 

Co.,  Gruber;  Old  Home  Creameries  (Old 

Home  cottage  cheese).  Vinitsky;   Pepsi-Cola 

Bottling  Co.  of  St.  Paul  &  Minneapolis), 
Gruber 

RALPH    HOBBS   ASSOC* 
638  Midland  Bank  Bldg.,  Minneapolis   1, 

Minn.    Federal  9-0026 

Ralph  W.  Hobbs,  William  T.  Cornish, 
Edith   Shepherd 

Anaconda  Co.,  Fertilizer  Div.,  Hobbs;  Milk 

Foundation  of  the  Twin  Cities,  Hobbs;  Min- 

neapoli-  Nash,  Cornish;  Minn.  (AFL-CIO) 
Federation  of  Labor,  Cornish;  Pheoll  Mfg. 

Co.  (fasteners),  Cornish;  St.  Paul  Milk 

Dealers,  Hobbs;  Sunset  Equipment  Co. 
(milk  coolers).  Hobbs;  Taber  Bushnell  Co. 

(Steel-X),  Cornish;  Twin  City  Milk  Pro- 
ducers Assn..  Shepherd;  Twin  City  Rambler 

Dealers,  Cornish 

RAY  C  JENKINS  ADV.  AGENCY* 
1240    Builders    Exchange,    Minneapolis    2, 

Minn.    Federal  2-1121 

Ray  C  Jenkins,  Kenneth  L.  Nordstrom, 
Allan   Royse 

Fairchild's  Orange  Butter,  Jenkins;  M.  A. 
Gedney  Co.  (processors  of  pickles  &  salad 
dressings).  Nordstrom;  Jewel  House,  Inc. 

(Co-op  jewelry  org.),  Jenkins;  Mitchell- 
Boyer  (Lincoln-Mercury),  Jenkins;  Jacob 

Ries  Bottling  Works  I  Rock  Spring  bever- 

ages),  Jenkins,  Nordstrom;  August  Schell 
Brewing   Co.    (Deer   brand),   Jenkins 

KEN    NELSON    ASSOC* 1244  Baker  Bldg.,   Minneapolis   2,   Minn. 

Federal  6-4102 

Kenneth  A.  Nelson,  Walter  Swanson, 

Ralph   Robertson 

Cook  Appliances  (magic  chef  ranges,  warm 

morning  incinerators) ,  Robertson;  F.  C. 

Haver  Co.  (RCA  Whirlpool,  RCA  Victor, 

Hoover),  Robertson;  Henderson  Mfg.  Co. 

(Block  Heaters  Mfr-.).  Robertson;  Nutri- 

Seal  Stainless  Steel  (kitchen  utensils),  Rob- 

ertson; Reinhard  Bros.  Co.  (Norge.  Zenith 

TV),  Nelson,  Robertson;  S  &  H  Mfg.  Co. 

(silage  unloaders  &  chippers),  Robertson; 

Slocum-Bergren  Co.  (food  stores).  Nelson; 

Stark  Radio  Supply  Co.  (Sentinel  TV), 

Nelson;  Bryant  Whitesell  Co.  (heating,  air 
conditioners,  water  heaters).  Nelson 

LLOYD  W.  NELSON* 501  Syndicate  Bldg..   Minneapolis  2,  Minn. 
Federal  8-4753 

Lloyd  W.   Nelson,   Richard   M.   Day 

Arthur  Murray  Studios  (Mpls.,  St.  Paul), 

Sigwald  Engineering  ('o..  W.  F.  Smith  Tire 
&  Batten-  Co. 

OLMSTED  &  FOLEY* 1200    Second    Ave.,    So.,    Minneapolis    3, 

Minn.    Federal  3-8166 
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Warren   T.   Way 

(  lovei    I  eai    '  reamei  \    Co.,    Mai  ihal]  \\  elli 

I        paint,  appli  I .  N     Km    I  if<   S  '  i-u.iIin 

I  ....     ( twatonna     <  annini      (Feats 

Vi  .iiii  111. 111  \\  atei  but  \      Co,      '  I  in  n  n  e      aii 

cond.  > 

KNOX    REEVES  ADVERTISING* 

60t)   hr\t    National    Bank    Bldg.,    Minne- 

apolis,   Mum.    I  ederal  9407] 

John    Hockctf,    Rita    Wallcrius 

General  Mill-  (Wheaties,  Bisquick  ,\  Bis- 

quick  refrigerated  biscuits,  Purity  Oats,  Red 

Band,  Red  Star,  Purasnow,  Bakers,  Rei  8 

\\  bite  Deei  floui  I,  Mars  I  Milk\  \\  ay,  Snii  k 

era,    Three    Musketeers,    Forevei     i   -    8 

Mars),  Minneapolis  Brewing  Co.  (Grain 

Bell  beer),  Pacific  Gamble  Robinson  Co. 

isii.>   Boy,  Standb]    foods,   Empress  coffee) 

PALMER   N.   REFSDAL  AGENCY 

l!'>2  Sexton   lildu..    Minneapolis   16,    Minn. 
Federal  3-8896 

Palmer   N.    Refsdal 

Spray-Brite  <  o. 

E.  W.  SANN  &  ASSOC. 

in.'  Plymouth  Bldg.,  Minneapolis  .'i,  Minn. 
Federal  7085 

C.   W.    Stevenson 

Federated   Mutual    Implement   8    Hdw.   Ins. 

Co.,    People-    Federal    Savings    8    I  "an     \--n. 

SAVAGE-LEWIS' 

1807  Lyndale   -iie..  >'..   Minneapolis,  Minn. 
Federal  9-7286 

Robert  L.  Sturgis,  media  dir.;  Carroll  E. 

Crawford,    media    mgr. 

William  Barnes  (soft  drink-,  preserves) ,  The 

Farmhand  Co.  '  farmhand  implements), 

Great  Western  Sugar  ( '<>.,  The  Lavoris  Co. 
(mouthwash),  McKesson  8  Robbins  (Drug 
Mfr.  8  Wholesaler) 

STEIN   ADVERTISING  AGENCY* 

1030   Midland  Hani.  Bldg.,   Minneapolis  1, 

Minn.    Federal  9-0 

N.   H.  Stein,  Jack   Perper 

M.  '  t|>p  Mfg.  Co.  (<  app  bomes),  Excel 

Garment  Co.  (Snofo  winter  wear),  Inter- 

national Sash  8  Hont  Co.  (millwork  dealer), 

The  Silcresl  <  ".  (Millwork  Mfr.),  I  niversal- 

Standard  Mum.  Corp.  <alum.  window-, 

door-,  awnings,   jalousies) 

ST.   CLOl  n 

THE   STOCKINGER    CO. 

St.  (load   National  Hank  Bldg..  St.  Cloud. 

Minn.    Blackburn    L-2140 

Jack    Dominik,    E.   L.    Srockinger 

Cold  Spring  Heir.  Dominik;  lakeland  Bak- 

erie-    i  whole-ale'.   Srockinger 

DAVID    ADVERTISING    AGENCY' 

/  fast    Sationa     Bat  '     6  Paul    I. 
Minn.    <  apital    I 

Qucntin  J.  David,  Q  J.  David,  Jr.,  Rose- 

mary Castor,   Roger   H.    David 

i  8  N  VI  System  (Omaha  div.),  H.  David; 

i  rane  I  o,  ol  Mi   aota,  H.  Davio;  Minne- 

sota Brewen  \--n  .  J.  David;  Minn.  <  rop 

[mprovemenl     \--n..    Q.    J.    David;    I 

Meal    Products   I  0.,   J.    David,   Castor; 

tar)    Farm   Dairies,  J.   David;   Schuni 

'  dl  pi .    store  I  .    Castor 

THE   HARPER  CO. 

818  Pioneet  Bldg  .  St.  Paul  I.  Hi/in    ' 

tal   I 

F.   L.    Harper,    Paul    Mandcll 

Montgomery  Ward  vK  Co.,  Harper;  Parade 

of  Homes,  Mandell 

E.    T.    HOLMGREN' 
AT  17    1st  National  Bank  Bldg.,  St.  Paul 

1.    Minn.    Capital  5-6585 

E.  T.  Holmgren,  pres.;  T.  V.  Drcvescraft, 
v.p. 

Industrial  Credit  Co.  (I  C  Plan  loans), 

Drevescraft;  Minn.  Farm  Bureau  Service 

Co.    (fertilizers),    Holmgren 

JOHN     H.     McGUIRE     ADVERTISING 

AGENCY* I7H    S.    Snelling   Ave.,   St.    Paul   .">,    Minn. 
Mi  9-4978 

John   H.  McGuire,  Harriet  E.  McGuire 

Buster  Brown  Shoes — Twin  City  Dlrs.,  Gray- 

bar Elec.  Co.  (appliances),  Willard  John- 

son (Mfr-.  reps.),  N.  W.  Office  Suppliers, 
Assn. 

ARNOLD  M.   NIEMEYER  &  ASSOC 

1018    Pioneer    Bldg.,    St.    I'm,/    1.     Minn. 
Capital    1-3369 

Arnold    M.    Niemeyer 

Downtown  St.  Paul.  Northwestern  Refining 

Co.,  Pearson   I  'andy  Co. 

MISSISSIPPI 

ROBERT   J.    PEETS    ADVERTISING' 

rt  Square  South,  Tombigbee  at  I' dent,    P.    O.    Box     101  m,     Miss. 

vzit I 

Robert  J.   Peets,   Dean  C.   Dubois 

Magnolia  Discount  Stamp  <  o.  'trading 
-tamp-'.  Miss.  Industries  for  the  Blind 

|  broom-'.  Tillman   Finance  Co.    'loan-' 

MISSOURI 

•  i  \ ,  i 

AL    MAESCHER    ADVERTISING 

-     ' ..  '  I/,.     /'„, 

Joan  Conrcy 

Hi  yant  Mff    Co    I  hi  sting  equipment  I, 

Mill .ii-    \|i|il- 1"  n  Ap- 

ple  juic<       l:    l     I  uii-t.ii    '  I  imi-i.  i.   N 
\ppls.    »  I..    '  Majoi    appla.  I, 

■  I    Elei .    <  i.     Portable     \  i  •  i  •  I  -    Depu, 

Meb  Idi  n  Dipl  l>n    (Golden  Dipt 
breadi 

NEDS   &   WARDLOW    ADVERTISING 

AGENCY" 

Miller  Bldg.,  <  olumbia,  Mo   ' 

R.  G.   Neds 

Dai      Q   I    Mi   in    l  stores  I,    D 

•  ...    •  Butli  i    Bldg.,  .Ii-tril,.i.   Ml-  \   Oi 
(MFA  oil  i-i.lini  i .  Ii  idi  i       R  in<  h 

House   neat    prods.),    I  " 

j  i-.  I  I'  j. i- . 

I  I    I   I   I   RtSON     i   1  I  1 

JACKSON,   HAERR,   PETERSON   &   HALL" 
302  idams  St.,  Jefferson  <  ity,   M      I 

Lynn    Bickett,   Feme   Bret 

eat),    Bickett; 
Quisenberrj    Mill-   (feed),   Bickett 

k  \  n-  \-  i  nv 

BOZELL  &  JACOBS 

L016    Baltimore.    Kansas    City,     Mt       Ba 
1-4997 

Bert    Bremson,    Bob    Hughes 

\--.  Bremson;  -  Mills 

-    eel    I  assj    8    I  assj     igrii  ultural    f. 

Bremson 

CARL   LAWSON    ADVERTISING 
1722  Bri  12.  Mo.  /< 

Jane  Carder,   Nancy  Cherry 

Vntioch    Merchants     \--n.     (shop] 

ter) .    I'll  n    I  shop- 

ping centi         '■'■■      -  ■■..nil   Hom<  - 
Cherry;    E.    H.    Wright    '  •■  .    !  I 

smoke),    Cherry 

POTTS-WOODBURY' 
»     Grand      I  ■  ■        Km  -■:•     ' 

'■    1-5775 

William    J.    Brewer,    Radio-TV    dir.;    Gene 
W.    Dennis,   Al   Christy 

American  Sheep  Pro  Christy; 

Behlen     Mff  Brewer; 

JllA    \{)r), 2 



Black,  Sivalls  &  Bryson  (steel  &  fabr.  prods.) , 
Christy;  The  Coleman  Co.  (furnace-  and 

air  conditioning),  Dennis;  Comfort  Equip- 

ment <  ompan)  (farm  sprayers  and  tractor 

heaters),  Christy;  I) -\  Sunraj  Oil  Co.  (pe- 

trol.  prods.),  Dennis;  Interstate  Bakeries 

Corp.,  Brewer;  Pen-Je]  Corp.  (Pectin), 

Christy;  Rival  Mfg.  Co.  (housewares), 

Brewer;  Roll-O-Matic  Co.  (tire  chains), 

Christy;  Sheffild  Steel  Div.,  Armco  Corp., 

Dennis;  Stale)  Milling  Co.  ileeds).  Dennis; 

Standard  Milling  Co.  (Ceresota,  Aristos  8 

decker  flours),  Christy;  Russell  Stover  Can- 

dies,   Brewer 

ST.   JOSEPH 

AYRES,  SWANSON  &  ASSOC* 
309  KFEQ  Bldg.,  St.  Joseph,   Mo.    3-0229 

R.  W.   Fletcher,   H.  J.   En  right 

Vnchoi  Serum  Co.  (animal  health  aid-). 

Fletcher;  Chesmore  Seed  Co..  Enright;  Et- 

<  hall  iDeRl  STall  &  Etchall),  Fletcher; 

Greal  Western  Mfg.  Co.,  Enright;  Kellogg- 

Kelfj  Seed  Co.,  Fletcher;  Kirwan  Furniture 

Co.,  Enright;  Letts  Thermoseal  Window  Co., 

Enright;  Perma  Stone  St.  Joseph  Co..  En- 

right; Research  Laboratories,  Fletcher; 

Seitz  Packing  Co.  (meats),  Fletcher;  Nine- 

yard  Construction  (Perma-Stone) ,  Enright; 

Western  Dairj  lee  Cream  Co.,  Fletcher; 

Wire  Rope  Corp.  of  America.   Fletcher 

ST.   LOUIS 

BATZ-HODGSON-NEUWOEHNER  ADV.* 

112    X.  Seventh   St.,  St.  Louis,  Mo.    Cen- 
tra/ 1-8907 

Hiram  W.  Neuwoehner,  Jr.,  Harry  Honig, 
Jr. 

Bettendorf  Stores.  Cheer  Up  Co.  (soft 

drink  I.  Connelly  Heating  Co.,  Costello  Cot- 

tage Cheese  Co.,  Francis  Chevrolet  Co..  In- 

ternational Oil  Burner  Co.,  Kaufmann  Co. 

(salad- 1.  kle.s  Oldsmobile.  Metro  Motors 

(Dodge-Plymouth),  Ravarino-Freschi  (Mac- 

aroni Prods.),  Royal  Crown  Bottling  Co., 

Salmica    (alum,   siding) 

FRANK    BLOCK   ASSOC* 

212    Kingshighway,    St.    Louis.    Mo.     FO 
1-6200 

Syd  Blumenthal,  media  dir.;  Evelyn  Langan 

General  American  Life  Insurance,  Knapp- 

Monarch  Co.,  Midwest  Consumers  of  Waste 

Paper,   Ozark   Airlines 

D'ARCY    ADVERTISING   CO.* 

Missouri  Pacifit   Bldg.,  St.  Louis.  Mo.  Cen- 
tral 1-6700 

Harry  K.  Renfro,  radio-tv  dir.;  J.  Dolan 

Walsh,    Don    Brady 

Vnheusei  Busch  (Budweiser),  Banquet  Can- 

ning Co.  (canned,  frozen  foods),  Fedders 

Air    Conditioning,    Lincoln     Engineering    Co. 

•  power  lubrication  systems),  McQuay-Nor- 

ii-  Mfg.  (automotive  parts),  Missouri  Pa- 
cific Railroad.  Reunion  Paints  (Bondex, 

Dramex,  etc.) 

GARDNER    ADVERTISING    CO.^ 

915   Olive   St.,   St.   Louis    1.    Mo.   Central 
1-3200 

Frank  E.  Heaston,  media  dir.;  Frank  Clay- 

ton, Earl  Hotze,  Ray  Schoenfeld,  Grance 

McMullan,  Barbara  Frodeman,  Mary  How- 

ard, Pat  Schinzing 

\nheuser-Buseh  (Busch  Bavarian  beer), 

Barton  Mfg.  Co.,  Godefroy  Mfg.  Co.,  Pet 

Milk  Co.,  Granite  City  Steel  Co.,  Procter 

&  Gamble  Co.,  Wabash  Railroad  Co. 

HIRSCH,  TAMM  &  ULLMAN* 
309   V.   llth  St..  St.  Louis    I.    Mo.  Central 1-2389 

Maurice  L.  Hirsch,  pres.;  Paul  B.  Ullman, 

v.p;    Emil  Tamm,  v. p.,   &  sec'y. 

Freund's  Jewelers,  Ullman;  Goodwin  Div., 
Old  Judge  Foods  Corp..  Hirsch;  llanley  & 

Kinsella  Div.,  Old  Judge  Coffee  Co..  Hirsch; 

Heifetz  Pickles,  Ullman;  Old  Judge  Coffee 

Co.,  Hirsch 

KELLY,  ZAHRNDT  &   KELLY* 
2343    Hampton    Are..    St.    Louis    10,    Mo. 

Mission   5-2684 

Walter  W.  Zahrndt,  Robert  Kelly,  William 

H.    Thomson 

Jos.  A.  Mrazek  Moving  &  Storage,  Marco 

Sales,  United  Van  Lines,  United  Van  Lines 

(Canada)    Ltd. 

KRUPNICK  &  ASSOC. 

520    N.    Grand    Bird..    St.    Louis    3,    Mo. 

Jefferson   3-1723 

Fred    Wuellner 

The  Branchell  Co.  (Color  Flyte  Melmac 

Dinnerware),  Mercantile  Trust  Co.,  Roberts 
Johnson  Rand  Div.  of  International  Shoe 

Co.    (Poll   Parrot   &  Scamperoos) 

LYNCH,   HART  &  STOCKTON 

ADVERTISING    CO.* 
25   So.    Bemiston,   St.   Louis   5,    Mo.    Park- 

view   7-8867 

Richard  C  Lynch,  pres.;  John  T.  Hart, 

v.p.  &  sec'y-/'  Richard  B.  Stockton,  v.p.; 
Robert  J.  Woltering,  v.p.,  media  dir.; 

Stewart  McCormick,  art  dir.;  Rose  Adams, 

production  mgr.;  Jean  Connors,  office  mgr. 

Curtis  Mfg.  Co.  (air  compressors,  automo- 

tive &  industrial,  air  conditioning  equip- 

ment, residential  and  commercial  hydraulic 

lifts,  automotive  and  industrial  saws,  clutch 

discs).  Dairy  Queen  Vdvertisers'  Vssn.,  Ma- 
terial Handling.  Inc.  (designers  and  manu- 

facturers  of    material    handling    f a<  ill! i    -    lot 

read]  mixed  operators),  National  Oats  Co. 

(agric.  feeds),  Sterling  Aluminum  Prods, 

(steel  casting),  U.  S.  Royal  Tire  Service 

(tires),  Vane  Calvert  Paint  Co. 

MAXWELL  ADVERTISING   CO.* 
108   Olive   St.,   St.   Louis   2,   Mo.    Garfield 
1-0661 

Joseph   A.   Maxwell 

I.indell    Trust    Co..    Lucky    Club    Co.     (soft 

drinks  I 

PRATER    ADVERTISING   AGENCY 

705    Chestnut    St..   St.    Louis    1.    Mo.     Gar- 

field  1-6490 
Barbara    Block,    radio-tv    dir. 

Falls   City    Brewing   Company    (beer) 

RIDGWAY    ADVERTISING   CO.* 
8008    Carondelet    Are.    St.    Louis    5,    Mo. 

Parkview  1-3755 

E.  A.  W.  Schulenburg,  Biron  Valier,  Cas- 

per S.   Yost,   J.   J.    Horan 

Campbell  Chem.  Co.  (insecticides) .  Valier; 

The  Emerson  Elec.  Mfg.  Co.  (fans,  motors, 

air  conditioners).  Horan;  Lion  Oil  Co. 

(petrol.  &  chem.  prod-.).  Yost;  Oyster  Shell 

Prods.  Corp  (crushed  shells).  Schulenburg; 

Phelan-Faust  Paint  Mfg.  Co.,  Yost;  St.  Louis 

Dairy  Co.  Valier 

RUTLEDGE   &   LILIENFELD* 
Ten    Hundred     Market    St.,    St.    Louis    1, 

Mo.     Main   1-3252 

John  G.   Rutledge 

Colonial  Sugars.  Diagraph-Bradley  (-hip- 

ping suppls. ),  Eagle  Stamp  Co.  (trading 
stamps),  A.  C.  L.  Haase  (olives),  National 

Food  Stores  (super  markets),  Pevely  Dairy- 
Co.    (dairy  prods.) 

WINIUS-BRANDON    CO.* 
1706  Olive  St..  St.  Louis  3,  Mo.    Chestnut 
1-6380 

Vernon  L.  Morelock,  radio-tv  dir.;  Herbert 
P.   Halpern,  timebuyer 

Bar-B-Quick  Co.  (frozen  ribs,  bacon),  Carl- 

ing*s  Beer,  II.  C.  Cole  Milling  (Hour).  Deep 
Rock  Oil  (petrol,  prods.),  Endicott  Johnson 

Corp  i -hoes ) .  Meeker  Company  (leather 

goods).  Mexican-Am.  Hat  Co.,  Missouri- 
Kansas-Texas  RR.  Schlueter  Mfg.  (galvan- 

ized ware),  Senoret  Chemical  Co.  <  \nt 
killer) 

MONTANA 

GREAT    FALLS 

WENDT   ADVERTISING   AGENCY 

618  Strain  Bldg..  Great  Falls.  Mont.    Glen- 

dale  2-8581 
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W.   E.   Wcndt,   Zelma   Hay   Schrocder 

Beat i  ici     I   I      (Magii     I  i   n  am, 
milk,  iinki  \ -it .11  .it  Falls  Bi  Creal 

Falls    Si  lei  I     Bei  r)),    Midland    Implement 
Co.  (Norge,  Zenith,  Ironite),  Montana  Floui 

Mills   i  flour,  feeds,  Sapphin    il    I  i  n 
feed),    Montana    Physicians    Service     (Blui 
Shield) 

NEBRASKA 
OMAHA 

ALLEN    &    REYNOLDS" 

I  100  0  0  8     /•'  dg.,  Omaha,  Vefc.     ttla 
ill  i 

Milt    Stcphan,    radlo-tv    d i r . ;    Don    Amsdcn 

i  .ii pentei   i >il  Co.   (Coryell  Gas),   I  airmonl 

F   I-    (dairj     i   I-.    frozen    i   Is),    Mei 

chants  Ih-mhi  i  <>  (Supreme  Salad  Wafers 
and  •  tub  «  ra<  kers  > .  Millet  <  hemii  al  <  o 

(farm  fertilizers),  Missouri  Vallej  Steel  I  o., 

Nebraska-low  a  Elei  U  ii  al  I  oum  il,  <  Imah  i 
Publii  Powei  District,  Paxton  8  Vierling 

Steel  i  !o.,  P.  F.  Petersen  Baking  I  o  '  Petei 

Pan  Bread ' .  Sidles  <  onditioned  \h  I  o., 
Tekseed  Hybrid  i  o.  I  seed  corn  < .  I  ncle  Sam 
Breakfast    Foods 

BOZELL    &    JACOBS,    INC. 

510  Electric  Bldg.,  Omaha,  Veo.   ./  I  8030 

F.  C.  Miller,  exec.  v. p.  &  gen.  mgr.;  Clair 
Gross 

Mutual  of  Omaha,  Millar;  Mc-Sar-Ben  Races, 
J.  L.  Brandeis  &  Sons,  Center  Hank.  Easj 

Parking  I  o.,  Firsl  National  Bank,  Raj  Gain 

Florist,  Majoi  Appliance  •  o.,  Marshall 
Nurseries,  Metropolitan  I  tilities  Districl 

Vndrevs  Murphj  S  Son,  Nebraska  Clothing 

Co.,  Omaha  Steel  Works,  Byron  Reed  Co., 

Safewaj  Stores,  Skinner  Mfg.  <  o.,  Sidney 
Rodeo,  tock  Yards  National  Bank,  Storz 

Brewing   Co.,   Schneider   Pontiac,   Gross 

THE  CAPLES  CO. 

1504   Dodge  St.,  Omaha  2,    Veo.    Jai 
7795 

James   D.    Farris 

I  in. .ii   Pacific   lil! 

UNIVERSAL    ADVERTISING    AGENCY' 
ill  South   ISth  St.,  Omaha  2,   Seb.    Jack- 

8 1 18 

James   L.    Lipsey,    Millard    H.    Rosenberg 

Louis  Uberts  &  Son  (salad  dressing)  Rosen- 

berg; American  Propane  i..i-  i  ....  Lipsey; 

Ii.  W.  Barnes  &  Sons  (Gold  <  rest  honey), 

Rosenberg;  Blotck)  Beverage  I  O.,  Rosen- 

berg; Chardon  Co.  (furniture  mfr.),  Lip- 

sey; Commercial  Optical  Co.,  Rosenberg; 

Dividend  Oil  Co.,  Rosenberg;  I.  G.  Doup 
Co.  (Serta  mattress  &  furn.),  Lipsey;  Frito 

Midwest     Co.,     Rosenberg;     Frontier    Homes 

i  orp    '  trailet   mfi  I,  Lipsey;   Impi  rial  ' 
.ill\     &     In. I.  limits     I     I        Lipsey;      |o!l)      ' 

Rosenberg;      \l  . -.  pi  -        1 1,  pal  t 

m.  Ml      Stores,     Rosenberg;      Mil  del      <  »i 
Rosenberg;    Mutn.il    Distribute 

Lipsey;      Provident      Loan     '  Rosenberg; 

I  hi    Ri  finiti    Corp.    I  Ri  finiti  Sheldon   - 
       I   I    '      Rosenberg;    S  I 

1  .Ii  \      i  Ii  .mm        equip  ii  di-ii  i hi. i Lipsey 

ZIMMERMAN     ADVERTISING    AGENCY" 
92 1  Redick    Towei    Omaha    !    \ 

ton    mil 

Brandt   J.    Zimmerman,    Robert    E.    Bccbc 

Gate      I   it)      Steel,      Zimmerman;      I 

Pump      Co.       (farm      equip.),      Zimmerman; 

Shavers    F   I    Marts,   Zimmerman 

NEW  HAMPSHIRE 
\l  VM  HESTER 

ED  ST.   AUBIN   ASSOC* 
1426  Elm  St.,   Manchester,  V.  //.    National 
i  96  ;i.  5  9632 

E.  G.  de  St.  Aubin,  Kevin  Cash,  Burton  E. 
Nichols 

\ssoi  mi.  .1  (  .mm  ers  oi  Y  II..  \--...  iation 
i  .iii.i.l..  \m.i  nam.',  i  ote  Bros.  I  Sunbeam 
bread  I .     Fostei     Bee!     I  ....     Fostei     I  roz<  n 

F   !-.  Pepsi-t  ola   Bottling  <  o.  of   Man.  hes- 
ter,  State  I  Ipi  rating  I  ...  I  theaters,  amuse 
menl  parks) 

WESTON    ASSOCIATES 

1426  Elm  St.,   Manchester,   \.  //.    Satu 
3  7392 

Richard    Williams,    Mervin    Weston 

MKM  Knitting  Mills,  Weston;  New  Hamp- 

shire    State     Planning     and     Develop] 
'  ..hum..  Williams;    I  nil.. I    Matin--.  Weston 

NEW  JERSEY 

. in  in\ 

RIEDL   AND    FREEDE 

124  Lakevieu    ive.,  Clifton,   \.  /.   Grei 1-7900 

Robert   J.    Guthrie,    media    dir. 

I'lonat  S  li.. ii. it  (permanent  waves,  shampoo, 

etc.),  Magic  Products  (ironing  board  cov- 
ers, pressing  cloths),  Marcalus  Mfg 

(Marcal  papei  products),  G.  N.  Coughlan 

i  o  I  "*  ops"  <  oppei  cleaner,  Easy-Aid  oven 
cleaner,  <  himnej   Sweep  i 

I  \\\\  OOD 

PRESS    RELATIONS    ORGANIZATION 

I!!  fourth  St..  Fanwood,    V  ./.    J  82 18 

Marl  W.  Davey 

Olympic   Park    ( Irving ton-Maplewood) 

I   I    Mil 

PAUL    M     HEALY    ADV     SERVICE 

I  '    I'll 

grim    I  I  lixi 
Poul    M.    Hcaly 

i  hipman  <  1 1  •  mil  al  '  emi- 
I   ittli      I  all-     I  .iiin.tr  \     ' 

M.U 
A.    H.    P.    ADVERTISING   AGENCY" 

lul     Market    Si      Vewark,    *>     1      Mitchell 

Joseph    J.    Pinkus 

\  m.  Healthaida  Co.  (ri  dui  ing  tabli 

gaining    tablets),    Remington    Kami     'mail 
ordei '.   Ii.  -t    \  alues    (dolls,   rw  orda) 

KARDONNE    ADVERTISING    AGENCY 

Plat  ■     Vi  marl   .'.   V.  J.    Mm- l.rl    3-12 

Joseph    Kordonn. 

Bedding    Industi  j   "i    Vmi  rica 

Quiet    I  Ii  at    Mfg.   '  < >r |i.    i  nil   burm 

J.   M.   KESSLINGER  &  ASSOC 

;7  Saybrook  Place,   Vewark  1.   V.  /.    Mai l.n  3-0007 

Mrs.    H.    C.    R.    Kcsslinger 

0.1     I  in.  I   I  ...  'hi  Mel  '         I     ■--  Killer), 

Quickee   Products    (Quickee   waterless   band cleaner) 

KEYES,    MARTIN    &    CO 

II     Hill    St.,     Vewark    2,    V.    /.      Mi 
l-ll 

Seymour    Steinhordt 

I  fouse     I  ••  !• .  live     '  real     estate     develop. ' . 
Parts  I  nlimiti  .1    (electronic  chain) 

PLAIN]  It  I  n 

GREGORY   RUFFA  ADVERTISING 

201    /  .   Fiftk    St.,  Plainfield,    V.  ./.    I'lain- 
field  5-7070 

Gregory   Ruffa 

i.t  \\    Laboratorii  -    I  toili  I 

— < »l   111    ORANCl 

REAST   &    CONNOLLY 

IIIs  -  0  ^■■uth 

Orange  3-1616 

R.    H.    Connolly,    E.    George    Chandler,    Jr., R.    Haldy 

To  be  continued 

in  3  August  SPONSOR 

which  will  include 

listings  for 

New  York  City 

.mi    195*5 271 
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ABC    Radio    _ 

Ampex      
A\crv-K.nodel 
BMI   

mi  Company 
CBC  _ 

CBS   Film  _ 

(.'lis   Radio    
CBS-TV    

Harrington,  Rightcr  &  Parsons 
Institute  of  Radio  Engineers    ..  231 

168,  169 233 

244 224 

2S9 
10 

..  26,  27 
194,  195 

12,  13 
135 
243 

Kenyon    Brown    (KFEQ-TV) 
ne   Broadcasting    

Kudner    Agency      
McCann  Erickson      

Meredith    Group 
Merrill  Lynch,  Pierce,  Fenner  &  Beane 

Mid-Continent  Group 
Mid-Continent    (WDGY) 
Mid-Continent   (WHB)   _ 
NBC   Film 

NBC    Spot    Sales 
N  BC-TV               
NTA          
Official    Films 

RC  \    Equipment    
RCA   Thesaurus 

Rollins   Broadcasting 
Shamrock  Picture 

Storer   Broadcasting  . 
Telebroadcastei  s 

95 

151 3 

6,  7 199 

60 
FC 
138 

1  + 
...38,   39 

18,  19 

ss,   vi 55 
62 

.114,  115,  221,  229 
182, 
186, 

14:, 

Westinghouse   Broadcasting 
World   Broadcasting     ._. 
Ziv-TV 
CKLW,    Detroit   

KAKC,   Tulsa       _ 
KANV,  Shreveport    
KBIS,   Bakersfield   

KCMC-TV,  Texarkana  ... 
1CCRA-TV,   Sacramento     
KDAL-TV,  Duluth    
KENS-TV,  San   Antonio  ... 
KETV,   Omaha   ...   
KFAC,  Los  Angeles   

KGNC-TV,  Imarillo 
KHOL-TV,  Kearney 
KIEM-TV,  Eureka  _ 
KIFN,  Phoenix      

183 
187 
59 

14? 211 
252,  253 

30,    M 21,  22,  23 

65 
191 
158 

...  162 
101 

      79 
123 
68 
56 

238 
132 

.       20 

...46,  56 
.  159 

KIO  \,    I)es    Moines 

KIT,  Yakima   
KM  /.,  Houston  ... 
KNX,  Los  Angeles 
KOB,  Albuquerque 

KOIL,  Omaha 

KOIN-TV,    Portland    . 

KOLN-TV,  Lincoln  .. 
K.ONO,  San  Antonio 

KOWH,  Omaha 
KIMX,   San    Francisco. 

KPQ,    Wenatchee   

191 148 

150 
176 
24 

193 
49 

137 

KPRS,   Kansas   City... 

KRHM,  I, 
KRN'l,    Des    Moines 

KSAN,  San  I  i  an<  i^o. 
KSEL,    Lubbock    _     
KSL,   Salt   Lake   City   
KSON,   San   Diego     
KSTN,  Stockton 

KTBS-TV,   Shreveport     
K  1'VR,  Denver    

147 
..28,  29 

_  164 
153 
146 
217 

22' 

   232 
  152 

243 
154 

   34 
.  237 

KVLC,    Little    Rock...  162 

KVOO-TV,  Tulsa  _     45,  47,  49 

KVOS-TV,   Bellingham  _     34 
EC1  W,    Cleveland        BC 

\\  UK,   Baton  Rouge    149 
WAOK,  Atlanta       __  1  54 
WAVZ,    New    Haven  .215 
W1SNS,    Columbus,    O    .....  234 

WBNS-TV,    Columbus,    O           35 
WBT,  Charlotte,  N.  C.  ..   185 
WISTV,  Charlotte,  N.  C._ 
WBUF,   Buffalo  .. 
WCAU-TV,  Philadelphia 

WCCO,  Minneapolis  ... 
U  i  CO-TV,   Minneapolis 

        73 

76,  77 ._  235 

  200,  201 

lid 
WDBO-TV,   Orlando        272 
WEAU-TV,  Eau  Claire     105 
WERE,  Cleveland  __       _   197 

239 

219 103 
129 
145 
91 

175 

WHTN-TV,   Huntington  _  85 
WICH,    Norwich   ..  163 

WEW,  St.  Louis 

WFBL,   Syracuse      

WFGA-TV,  Jacksonville   _ 
WGN-TV,    Chicago    _ 

WGR,  Buffalo    
WGR-TV,    Buffalo     
WH<1,  Des  Moines   

WILY,  Pittsburgh 
WINR-TV,    Binghamton 

WINS,   V  ..    York 

WIP,    Philadelphia 
WISC-TV,  Madison 

W1SN-TV,   Milwaukee  .. 

W  fW-TV,    Cleveland 
WKBW,  Buffalo  ... 

WKJG-WSJV,    Elkhart 
WKLO,  Louisville 
WK.MI,   Kalamazoo   _ 
WKNX,  Saginaw 
WKYB,   Paducah,   Ky. 

WKZO-TV,   Kalamazoo 
WLIL,    Lenoir   Cit> 

W1.W,    Cincinnati 

WMAZ,  Macon  ... 
WMCT,    Memphis 
WNAC-TV,   Boston 

WNCT,   Greenville,   N. 
\\  NEM-TV,    Bay   City  . 
YVOC- I  V,    Davenport   ... 

WOR,  New  York work,  Boston 

WPRO,    Providence    _ 

WPST-TV,    Miami 
WREN,   Topeka 

WREX-TV,    Rockford    .. 
WRGB,  Schenectady    
WR\I  A,    Montgomery 

WROC-TV,   Rochester     

WRVA,    Richmond 
WSAZ-1  V,    Huntington   ... 
WSEE,    Erie 

WSGN,    Birmingham 
WSOC-TV,    Charlotte,    N. 

WSPD-TV,   Toledo    .. 
\\  SI  \",  St.  Petersburg... 

WTRF-TV,   Wheeling    .. 
WTR1.,    Bradenton 

WTVP,  Decatur 

WTVY,   Dothan   . 

WVEC-TV,  Norfolk  ... 

WWJ,  Detroit  __ WWOK,  Charlotte,   N.  C. 

WWTV,    Cadilla WXLW,  Indianapolis 

158 

48 

178 
203 

83 

107 
81 

170 
33 

  173 
171 
228 
239 

      99 
159 

240,   241 
163 

32 
5 

161 

9 

50 

207 
176 
155 
75 

230 
60 

IBC 

148 

109 
213 

97 

144 
189 

119 

25 

;_ 

ii  r 153
 236
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160 
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165 
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}T    LOCAL 

REGIONAL WRGB 
SCHENECTADY- 
ALBANY-TROY, 

NEW   YORK 

CHANNEL  6 

MAINE 

i  prestige  station  that  delivers  the  advertiser's  message to  a  maximum  audience  in  a  vital  market 

America's  Pioneer  Television  Station  serves  Eastern  New  York  and  Western  New  England.  Meet- 
ig  our  responsibilities,  we  deliver  the  finest  in  programming  to  more  than  half  a  million  families  in  this 

rosperous  region.  Thousands  depend  completely  on  WRGB's  V-signal  —  their  only  source  of  television. 

flVRGB,  Channel  6  Represented  nationally  by  NBC  SPOT  SALES 



radio 

THE  BEST  FOUNDATION 

FOR  BUILDING  SALES 

IN   CLEVELAND 

®  @© 
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40i  •  copy  •  SIO  a   year 

Iii  each  of  these 

major  markets 

it  isn't  even  close: 
more  radios  are 

toned  to  the 

Storz  Station 

than  to  any  other. 

MINNEAPOLIS-ST.   PAUL  .  .  .    WDGY 

Hoop     .    I  !' 
■  i    a 

KANSAS  CITY  .  .  .  VVHB    =  1 
\l,  tro  Pulse,  3 

i .  "   . . 
NEW  ORLEANS  .  .  .  WTIX 
//"•  See 

MIAMI  .  .  .WQAM    =1 
Hot  •  .   I  See  Bla      ■■    G  U  Jo 

WDGY  Minneapolis  St.  Paul 
WHB   Kansas  City 

WQAM   Miami 
REPRESENTED    BY    JOHN    BLAIR    i.    CO 

Bj  pre-selling  consum- ers .ind  pushing  new 

products  into  rapid  na- 
tional distribution,  tele- 

vision has  revolution- 

ized marketing  tad i<- 

How  to  make 

each  radio  dollar 

work  like  ten 

Page  30 

The  "Freud"  of 
Madison  Avenue: 

Dr.  Dichter 

Page  33 

Tv  Basics  show 

sponsors,  costs, 

net  programing 

Page  47 

>UY'S     RADIO     FOR     TODAY'S     SELLING TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 



BATTING  AVERAGE 

KSTP-TV STATION  B 
nfUxi  mi 

iLrtlulUl'.) 

29.9 

.5 

111  be  home  soon,  Ma...  they're 

starting  to  throw  curve  balls  !* In  the  Twin  City  market  you're  facing  real  big 
league  competition  when  vou  start  swinging  against 
the  10:00  p.m.  offerings  of  KSTP-TV  and  its  famous 
news  operation  (voted  ''Finest  in  the  Nation"  in 
national  competition') . 

Last  March,  KSTP's  competitor  began  identi- 
cal News-Weather-Sports  programming  in  this  time 

period  backed  by  a  heavy  promotion  barrage.  The 
midseason  ratings  (June  ARB)  show  this  has  re- 

sulted in  a  21 '  [  drop  in  their  batting  average  com- 
pared with  June,  1956. 

At  the  same  time,  KSTP-TV  is  sporting  a  lusty 
gain  with  a  29.9  Monday-through-Sunday  ARB 

average.* 
All  of  which  proves  that  KSTP-TV  . . .  reaching 

its  fans  in  more  than  700,000  TV  homes  ...  is  best 
equipped  to  make  your  pitch  in  this  important, 
major  market.  For  further  information  contact  your 
nearest  Petry  office  or  a  KSTP-TV  representative. 
*ARR  Metropolitan  Area  Report, 
June  1956,  June  1957 

CHANNEL 

100,000  WATTS 

MINNEAPOLIS  •  ST.  PAUL       Basic  NBC  Affiliate 

Represented  by  Edward  Petry  &  Co.,  Inc. 



America's  longest  running  hit  show. 
Kraft  Television  Theater  is  seen  by  an  avei 
of  20  million  people  every  week 

Television's  first  10-year-old! 
Now  in  its  11th  year,  Kraft  Theater 

has  been  on  television  longer  than  any 
other  show . 

It  has  produced  man  than  520  hour- 

long  dramas. 

List  year  it  gained  a  bigger  audi- 

ence than  any  year  in  its  history  and 

now  is  seen  by  about  20  million 

people  a  week. 

Last  year,  it  produced  more  big 

shows—  sold  more  scripts  to  the  film 

industry  than  any  vear  in  its  history. 

Television's    first    10-year-old    was 
the  first  commercial  network  show 

the  first  weekly  drama  show  to  go  on 
a  color  schedule. 

It  has  presented  such  widely  ac- 
knowledged television  masterpieces 

as  "A  Night  7    /\.  <:.  <>.  I     .       /' 
.1  Profih  in  (    vra         It  <..u\  make  a 

new  star  overnight,  as  it  did  tl 

with  "The  Singin'  i 

Kraft  Television  Theater  productions 

are  selected,  cast,  directed  and  other- 

wise wholly  produced  by  Kraft  and 

the  J.  Walter  Thorn;  I     mpany. 

[f  you  would  like  to    lis 
ect  of   television   as  in   advertis- 

ing medium,   cet  in  touch  with  the 
I    Walter  Thorn;  -       Coi 

neat  or  write  Kington 

c     V\>   York  1~.  Niw   York. 

J.  Walter  Thompson  Company 
Nov  'lurk.  (  hicago,  Detroit.  San  Fran*. 

W  ashington.  D.  C  Miami  and 

principal  international  markets. 

SPONSOR 3    AUGUST 



Editor  and   Publisher 
Norman  R.  Glenn 
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THE    WEEKLY    MAGAZINE    TV/RADIO    ADVERTISERS    USE 

DIGEST  OF  ARTICLES 

Tv:  The  marketing  medium 

2T     Ti    has   revolutionized   marketing   by  pre-selling   tin-  consumer,  pushing 

in  u    products   into  national  distribution.    Here   admen   view    its  impact 

How  to  make  every  radio  dollar  work  like  ten 

30     With   a   network   radio  spearhead,   North    American   Nan   Lines  and   its 

agencj    stretched    a    $250,000    budget    to    manj     times    it-    face    value 

Inside  Dr.  Dichter 

33      What   is  he  like     this  man  who  is  the  symbol  of  motivational  research? 

Here  is  an  intimate  personality   profile  of  the  Freud  of  .Madison  Avenue 

Timebuyers  of  the  U.  S.  (Part  Two) 

37     Mosl    extensive    list    of    timebuyers    yel     published    link-    timebuyers 

with    their    accounts,    gives    agency's    address,    phone    and    executives 

Tv  Basics/August 

47     Tv   Basics  this   month   features   average   program   costs   for   eight    show 

types;    how   competing   clients   compare;    program   index   and   schedules 

FEATURES 

18  Agency  Ad  Libs 

68  Agency  Profile 

61  Film-Scope 

24  t9th  and  Madison 

63  New   and  Renew 

70  News  &  Idea  Wrap-Up 
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86  Reps  at  Work 
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66  Spot  Buys 

90  Ten  Second  Spots 

16  Timebuyers  at  Work 

88  T\   and  Radio  Newsmakers 

79  Washington  Week 

22  Women"*  Week 

In  Upcoming  Issues 

Barter's  dangers 
With  barter  of  tv  time  no  Longer  an  oddity,  buyers  and  sellers  both  are 

taking  long  hard  look  at  the  dangers:  to  ad  effectiveness,  media  standards 

Strictly  by  the  numbers 

If  you've   ever  had  to  explain   to  either   your  client     or  your  cusl   a 
why    numbers    alone   are    an    inadequate    measure    of    time    slot    values, 

II   enjoy   this   three-acl    play  on  how  a   -pot   campaign   gets  rolling 

American  Cas  Association  case  history 

's  hovi    American  Gas    Association  and  Lennen  &  Newell  turned   167 
individualists  into  an  informed  democrac)  and  effective  network  t\  sponsoi 

Secretary-Treaturer 
Elaine  Couper  Glenn 

VP-Attlttant    Publisher 

Bernard    Piatt 

General    Manager 
Arch  L.  Madsen 

EDITORIAL    DEPARTMENT 

Executive   Editor 

Miles  David 

News   Editor 
Ben   Bodec 

Senior   Editors 
Alfred  J.  JaHe 

Evelyn  Konrad 
Jane  Pinkerton 

W.  F.  Miksch 

Film    Editor 

Barbara  Wilkens 

Assistant   Editors 

Joan  W.  Holland 
Jack   Lindrup 

Lois  Heywood 

Contributing   Editors 

Bob  Foreman 

Joe  Csida 

Art   Editor 
Phil    Franznick 

Production    Editor 
Erwin   Ephron 

ADVERTISING   DEPARTMENT 

New  York   Manager 

Charles  W.  Godwin 

Western    Manager 
Edwin  D.  Cooper 

Southern    Manager 

Herb  Martin 

Midwest    Manager 

Sam  B.  Schneider 

Mid-Atlantic   Manager 

Donald   C.   Fuller 

Production    Manager 
Jean   L.  Engel 

Advertising   Staff 
Jane  E    Perry 

George  Becker 

Ginger  Dixon 
Administrative  Coordinator 
Catherine  Scott  Rose 

Administrative     Staff 
M.  Therese  McHugh 

Circulation    Department 

Seymour    Weber 
Beryl   Bynoe 

Emily  Cutillo 

Accounting   Department 

Laura  Oken 
Laura    Datre 

Readers'   Service 
Marilyn   Hammond 

Member   of   Business   Publications 
Audit  of  Circulations   Inc. 

SPONSOR     PUBLICATIONS    INC. 

combined  with  TV.  Executive,  Editorial,  Circu- 
lation and  Advertising  Offices:  40  E.  49th  St. 

i49th  &  Madisen)  New  York  17,  N.  Y.  Tele- 
phone: MUrray  Hill  8-2772.  Chicago  Office: 

161  E  Grand  Ave.  Phone:  SUperior  7-9863.  Los 

Ane.eles  Office:  6087  Sunset  Boulevard.  Phone: 
HOIIywood  4-8089.  Printing  Office:  3110  Elm 
Ave..  Baltimore  II,  Md.  Subscriptions:  United 

States  S10  a  year.  Canada  and  foreign  $11.  Sin- 
gle copies  40c.  Printed  in  U.S.A.  Address  all 

cooespondcnce  to  40  E.  49th  St.,  N.  Y.  17. 
N  Y.  MUrray  Hill  8-2772.  Published  weekly  by 
SPONSOR  Publications  Inc.  Entered  as  2nd  class 
matter  on  29  January  1948  at  the  Baltimore 
postoffice    under    the    Act    of    3     March     1879 

Copyright    1957 
Sponsor    Publications   Inc. 



Speaking  of  BARGAINS  .  . 

WHO 
for  Iowa  PLUS! 

Des  Moines 50,000  Watts 

** 

Col.  B.  J.  Palmer.  President 

P.  A.  Lover.  Resident  Manager 

Robert  H.  Harter.  Sales  Manager 

y    Peters,  Griffin.  Woodward,  Inc., 

National  Representatives 

You  get  Iowa's  TOP  radio 
bargain  when  you  buy  WHO. 

More  Iowa  families  listen 

to  W/H0  regularly,  daytime, 
than  to  all  the  56 

other  Iowa  stations  COMBINED*! 

*  Sonne:  1956  low  a  Radio 

Audience  Sun  t  j 

WHO    Radio    is    part    of 
Central    Broadcasting   Company. 

which        •  •     ind    opcrarcs 
WHO-TV.    Dei    Moines 
WOC-TV,    Davenport 

SPONSOR 3   u  i-i  -i    1951 



News  is  a  significant  personal  experience  for  viewers  of  WCCO  Television's  10  O'Clock  News 

every  night.  Twenty-two  trained  newsmen  back  Newscaster  Dave  Moore,  Weatherman 

Bud  Kraehling,  Sports  Expert  Dick  Enroth.  The  emphasis  is  on  Be  There  and  quality  pro- 

duction. The  result:  Arresting  scope  and  dimension.  Ask  Peters,  Griffin,  Woodward  about 

the  more  than  a  million  impressions  available  every  week. 

WCCO  television 
MINNEAPOLIS 

ST.   PAUL 

CBS     TELEVISION    IN     THE    NORTi 

Channel  4 

SPONSOR 
3   iugust  L957 



NEWSMAKER 
of  the  week 

(hi  26  Jiils  at  2:45  a.m.  a  duel,  for  a  tix-figure  sum 

changed  hand*  at  I  I  HI  Broadway  in  Veie  )  <>r/>  and  Mutual 

Broadcasting  System,  formerly  headed  by  Thomas  I  ■  O'Neil 
as  a  subsidiary  of  General  1  irr  and  Rubber  Co.,  became  the 

property  of  a  syndicate  headed  by  I'aul  Roberts  from  I.,    i. 

The  newsmaker:  Paul  Roberts,  new  president  of  MBS,  is 

one  man  who's  totally  sold  on  ilir  value  "f  network  radio  today,  and 
willing  ti>  put  u|i  cold  cash  to  prove  his  faith  in  the  medium.  Con- 
vinced  that  MBS  can  be  a  good  property,  he  persuaded  a  syndicate 

.•I  Vrmand  Hammer,  president  of  Occidental  Petroleum  Corp.,  Los 

Angeles,  and  Roy  Roberts,  realtor  and  oil  operatoi  "I  Ojai,  Cali- 

fornia,  to  W«*  1 1 »  him  back  up  the  purchase,  which,  according  I"  Rob- 
erts  invokes  over  $700,000. 

"Hell,  I  organized  an  Ll-station  fm  network  on  the  Coast  and 

made  it  pay,"  he  told  sponsor. 

"People  are  buy  ing  commercials 
tin  it.  licsidc-.  vou  see  3.000  or 

more  stations  on  the  air  in  the 

country  and  not  going  out  "I  busi. 

1 1 » -^ — .  so  t  In ■  \  must  be  making 

money ." 

Other  factor-,  beyond  MBS's 
en. lit  and  loss  sheets,  which  stimu- 
lated  his  interest  are  the  mowing 

aumbers  of  ear  radios  (35  to  < 

million  today  i  and  the  report  of 
the  set  manufacturers  for  the  first 

-i\  months  of  1957  which  indi- 
cates that  for  the  first  time  since  t\.  more  radio  than  t\  sets  were 

Bold  during  that  period. 

"Another  thing  that  attracted  u>  to  this  bu)  i-  the  way  MBS  sells 

to  the  station,"  he  told  sponsor.    He's  referring  t<>  MBS's  virtually 
continuous  programing  |>lan  under  which  the  network  provides  it- 

programing  to  the  stations  hut  doc-  not  share  the  revenue  from  its 

network  sale  with  them.  The  station-  will  have  full  rights  ti>  adjacen- 

cies to  the  "vigorous,  new  programing"  Roberts  intend-  to  introduce. 

"We  plan  tn  continue  and  improve  the  'Triple  Advantage  Plan' 

under  which  Mutual  recently  signed  new  advertisers,"  he  says. 
I  nder  this  system,  MBS  bas  lined  up  such  advertisers  as  L&M, 

Genera]  Motors,  Pontiac,  S.  ('..  Johnson  and  others. 
Former  newspaperman  Roberts  has  big  plans  for  increasing  Mu- 

tual'* sales  slafT.  promotional  activities  and  stepping  up  the  caliber 
of  its  programing  with  such  tentative  idea-  as  "getting  big  names 

for  the  news.'"  I  he  programing  emphasis  will  he  on  special  events 

"ami  that  type  "I  programing  that  not  onlj  gets  peak  audience,  but 
thereby  also  benefits  our  affiliates."    Working  with  Roberts  as  MBS 
executive  V.p.  will  be  Bert  Mauser,  former  MBS  v.]  . 

Sa\s  Roberts:  "I've  torn  up  my  plane  ticket  to  L.  \.  From  now 

on.  1440  Broadway  is  headquarters  for  us."  ^ 

fan  I  Roberts 

T1J 

tower  m 
Eastern  U.S. 
4th  highest 

in  the  world  i 

is  being  erected 

right  now  at 

Augusta,  Ga. 

1,292    feet  tall 

1 ,375    feet  above 

average  terrain 

1  ,677    feet  above 

sea  level 

will  serve  .  .  . 

1  '  2    million   people 

will   cover   .   .   . 

more  of  S    C.   than 

any  S.  Carolina 
station,    PLUS       .    . 

more    of    Ga.    than 

any   station   outside 

of   Atlanta. 

maximum   power  .   .   . 

100.000  watts 

low  band  VHF 

NBC   &   ABC    networks 
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Smart 
customer... 
Trust  mama  to  spend  money  wisely. 

Her  newly  syndicated  scries  is  helping 

advertisers  across  the  nation  ̂ et  the 

most  for  their  dollars.  Nationwide 

Insurance  Company  has  bought  mama 

in  32  markets  in  a  ten-state  region,  and 

a  number  of  other  major  areas  have 

been  sold,  but  your  market  may  still  be 

available.  If  you're  a  smart  customer, 

you'll  place  your  order  now  for  26 

half-hours  of  MAMA  ( lo'  are  brand-new). 

Because,  as  Variety  notes,  "MAMA  is 

burning  up  the  syndicated  track!" 

CBS  Television  Film  Sales,  Inc. 
.  .the  hrst  jil  in   i  -■"    t9J 

•//.  .-.  an  fpical  pre 

HARRIET  VAN   BORNE,  N.  V.  WORLD-TELEGRAM   A  SUM: ••/  oo  ildn't  a 

II.  , . 

Y.    DAI] 

TV  GUIDE:    "/''' 

CBS 



SI.    Jomes'    Episcopol    Church  Si      John's    Episcopol    Church  Si      John's    lulheron    Church  Si      JosepVs 

Church  Si        Joseph;.      Hospital  Si       Mork's     Methodist      Church  Lebanon     St.      Marys      Chur 

St       Paul's     E.     4     R      Church  St       Paul's     E  U  B      Church  St      Paul's     New    Baltimore     Lutheran     Ckurch 

Lebanon    Moose    Home  Reading    League    of    Women  Horrisburg    Polyclinic    Hospital  Reading 

Disabled     Veterans     School  Horrisburg     Commumi,  burg    Colonial     P  .mpony 

Be||ecj,  Bethany    C      &    R      Church  Bethany    Presbylenon    Church  Bethel    Sisterhood 

Blam    luiheron    CH.  Club  Boy   S.  -co  Brood   Street   Methodist   Church  Buck- 

Comp     Curlm     Ju  School  Canodochly     Volley     Elementary     School  CARE 

Cusset's    Union    Church  Cotholic    Daughters    of    America  Catholic    Wor    Veterans  Colholic    Women's 

Cljb  C  Organiiolion  Chamber     of     Commerce  Chonceford     Presbylenon     Church 

■  i    Church    o-  n  Church    of    God 

Commonweollh       o'  ■-       Chor Community       Theatre 

Day    Co 

Patrol 

Conestogo       Methodist 
Company 

Hempfleld 

h  Corn- 

School  Junior 

Loncoster    Camera 

of 

Cost    Ac- 
Nationol 

Church  DA  R  D 

Degel     Israel     Synogogue 

Horrisburg      h 

East     J  School 

Church  i 

Lutheran      Church  FBI 

Church    of    the    B;  »(    God       ■  -1.™..    Melhoditl    cnurch  l-.rsl    moravion    Ch 

Church  Foreign     Policy     Association  4H     Clubs  Franklin    and    Marshall     College 

F       4AM       Gettysburg     City     Preparations     for     the     P  Grace     Eyongelicol     Congregational     Church 

A      D      Good     School  Grace     E       4     R      Church  Grace     Methodist    Church  Ground    Observer    Corps 

Reoding     Ki«voms     Club  Ho  Gardens    Grace    Brethren    Church  Harrisburg    Ouolo    Club 

guts  Horn, lion    Pari,    E      4    R     Church  Hand    Jr     High    School  Hear!    Association 

High    School  Holy    Name    Society  Indiantown    Gi  Club 

  terons  J  jgical      Seminary  Jackson 

Chamber   of   Com-  ngs   Daughters  Kiwonis   Clubs  Knights   of   Columbus 

Club  Lancaster    Cothol.c     High     School  Conference     Luther    Leogue  Flying    Aces    Club  Lancaster 

Free     Public     library  Lancaster     General     Hospital  Opero     Workshop  Symphony     Orcheslro 
 Lan- 

caster   County    Dental     Association  Federation    of    Women's    Clubs  landis    Volley    Museum  Landis- 

Compony  Leogue    of    Women    Voters  Lebonon    Valley    College— 

Annville,.Po  Lemoyne    Citizens    Fire    Company  Leola    Fire    Company  Lincoln    Engine    Company    ~9 

Lincoln     Fellowship     of     Pa  Lincolnway     Fire     Compony  Lions     Clubs  LitiH     Business     Men's     Club 

lillleslown     Assembly     of     God  locust  -odist     Church  long  .round     Association 

loyolsockville       E.U.B        Church  Lutheran       Mission       Synod  Lycoming      College  Monheim       Colholic 

Women's     Club  Manor     Joint     High-    School  Manor     Township     Civic     Association  Manufacturers     As- 

sociation Marian     Grange      =1853  Maryland     line     Fire     Compony  Malomoros     Methodist     Sunday 

School  McCoskey     High     School  Medical     Society     of     Pennsylvania  Mental     H,g,ene     Association 

Middletown  hurch  M.llersville    Stale    Teochers    College  Miniature    Railroad    Club  Moose 

Home  Moravian   College    Alumn,    Association  Ml     Gretna   Fire   Company  V  -odist  Church 

Muddy     Creek     Reformed    Church  Muscular    Dystrophy    Association  Notional    Associati
on 

countants  Notional     Assn       for     Retarded     Children  Notional     Council     of     Cotholic     Youth 

Council      of      Catholic      Men  National      Council      of      Churches      in      Christ  National      Safety      Counc 

NefT-. .  Company  'own     Fire     Compony  New     Holland 

Holland    Methodist    Church  Newport    Joint    High    School  Newtown    E.U  B 

Association  Optimist   Clubs  Order   of   De  Moloy  Order   of   Wh 

E.U.B.    Church  Our    Mother    of    Perpetual    Help    Church  Paradise     Elem 

ference  Pearl    Street    E.U.B.    Church  Pennsylvania    Assn     for    Retarded 

Bureau  Pennsylvania      Farmers      Association  Pennsylvania     Gome     Comr 

of    Craftsmen  Penno     Motor    Truck    Assn.  Penna.    Retail    Growers    Assn. 

Penna.      Stole     Police  Perry     County     Educational     Association  Perry 

Club     of     Lancaster  Polyclinic     Hospital  Porters     Sideling    Fire    Compon 

America  P.T.A.'s  Purchasing      Club  Reciprocity      Club  Red      lion 

Street      Methodist     Church  Sacred      Heart      Parish  Salem      E       4      R.      C 

St.      Andrew's      Episcopal      Church  St.      Anne's      Church  Harrisburg      St 

A. A. AS.  Akron    Fire    Compony  Alert    Fire    Company    of    Manchester    To 

Relief     Appeal  All     Saints     Episcopol     Mission  American     Automobile     . 

Society  American   Business   Club  American   Concer   Society  American 

Diabetes     Assooc-  American     Education     Week  American     legion 

Mothers      of      York  Amvets  Archery      Club  An     Association      of      Lai 

SI      Paul's    Union    Church  St      Peter's    Colholic    Church  St      Rose    of    Lin 

Club  Schoeneck  Fire  Compony  '       Scottish  Rite  Cathedral   4  Mosonic   Tempi 

Day     Adventisl     Church  Shiloh     Lutheran     Church  Smithville     Church     of 

vancemenl   of   Management  Soroptimisl   Clubs  Southern   Manheim   Towns 

dale     Methodist     Church  1  re    Company  Thome 

Trinity      Episcopal      Church  Trinity     E.U.B.      Church  Trinity     Lutheran     CF 

Community    Campaign  United     Stoles    Air     Foice  United    Stoles    Army 

United   Stoles  Coast  Guard  United   States  Department  of  Defense  United 

Stoles    Notional    Guard  United    Stales    Navy  United    States    Naval    Rese 

States      Social      Security  United      Stoles      Treasury  United      Stoles      Wea 

Weiglestown    Fire    Compony  Wesley    Methodist    Church  West    Hempfiel
d 

pothic    Hospital  der    High    School  West    York    Boro    High    Sch 

Club  Willow    Street    E      4    R      Church  Willow    Street    F.re    Compony 

Women's     Clubs  World     Alliance    of    Y.M.C.A.     ond    Y.W.C.A.  Yorkonn 

Schools  York  Hospital  Auxiliary  York  Junior  Se.vice  Leogue  Yc 

Club  Young     GOP     of     Lancaster     County  Y.M.C.A. 

Lutheran  Church 

Club  Women's 
e   Li  B       Church 

serving  its 

many  communities through  civic 

programs 
W% 

L^^^ 

Lancaster,    Penna. 
NBC  and   CBS 

One  of  the  basic  objectives  of 
WGAL-TV  programming  is  to 
uphold  and  assist  important 
civic  projects.  Strategically 

scheduled  programs  and  an- 
nouncements are  carried  daily, 

in  a  never-ending  effort  to 
serve  the  hundreds  of  worth- 

while organizations  vital  to  the 
life  of  the  many  communities  in 
the  WGAL-TV  coverage  area. 

CHANNEL  8   MULTI-CITY  MARKET 

School   P.T.A. 

Rebekah    Lodge 

Church 

Presidents 

Zwigle    Reformed    Church  Bethel    AM  E     Church  Buchanan    Little    League    Boseboll 

Auxiliary  Colietle     Club  Conestogo     Elementary     P  T.A.  East     Petersburg     P.T.A. 

Fellowship     House  Foremen's     Club  Horrisburg     Educators     Association  Heistond 

Hummelstown  P.T.A.  ladies  Auxiliary  of  the  Rowlinsville  Camp  Meeting  lady   Sutter 

Married    Women's    Club  Martic    Township    P.T.A.  Melrose    Gordens    Grace   Brethren 

Paradise      Township      P.T.A.  Pennsylvania       Economy       leogue  Pharmaceutical 

Committee     for     Highway     Safety  Quota    Club  Religion    in     Americon     Life 

STEINMAN    STATION 
Clair  McCollough,  Pres. 

Association Ross     P.T.A. 

Reoding     and     Berks     County'    Women's     Missionary     Federation  Lebanon     Volley     Chapter 
     Pennsylvania 

Guild    of    Craftsmen  Lebanon    Cotholic    High    School  Albright    College,    Reading  R
eoding    Program 

of    the    Week    Club  Yorkshire    P.  T.  A  Zion    E.    and    R      Church  londisville    Zion    Lutheran    Church 

Schaefter     School     P.T.A.  University     Club  Warwick     Union     PTA  Winky     Dink     Club     of     Ephroto 

Representative 

THE 

New  York 

San   Francisco 

COMPANY,  INC. 
Chicago 
Los  Angeles 
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Moat  tignificunt  it  </»</  radio 

a, -k  \  ,,f  the  week  with  interpretation 

in  depth  im  ''//ii  readei  i 

I   ,>ovrl0hl     1957 

SPONSOR   PUBLICATIONS   INC 

SPONSOR-SCOPE 

3  august  Tiiiwh   hint  to  broadcasters:    Get  tin-  red  carpel  slicked  up:  you're  in  for  ■ 
lot  of  visits  from  agency  men. 

Especially   those  with  automotive  accounts  will  In-  I « i 1 1 i 1 1  —  the  road  in  full  force  foi 

persona]  contact-;  in  behalf  of  their  new  spot  campaigns.    Thej   want  to: 

1)  Insure  satisfactory   and  amply-spaced  spots  between  car  commercials. 

2)  Personalize  what  the  factory  is  doing  1>\   informing  local  dealers  "f  tli<-  dimen- 

-ions.   etc..   of  tin-  air  campaign  on  home  ground. 

The  i>  networks  tin-  week  took  tht*  price  wraps  off  their  new  daytime  -trip-. 

Program  costs  quoted  to  agencies  per  gross  quarter-hour  segment  are: 

•  VHC:    Bandstand,  11,500;  Lady  Luck.  $2,500;   Do  You  Trusl   Your  Wit..  $3,000. 

•  CBS:     Hotel   Cosmopolitan.  Beat  the  Clock,  and    You    Vxe  the  Jury,   $3,500   avei 

•  NBC:     Arlene  Francis  show  and  Treasure  Hunt.  $3,200  each. 

General  Foods  will  have  about  S5  mi  II  ion    riding   on   daytime   network    tv   dui- 

ing  the  1957-58  season  (through  Y&R). 

The  outlay  represents  a  400%  increase  in  tlii>  category.  NBC  will  carry  lour  daily 

strips;  CBS,  two. 

For  GF  the  splurge  marks  quite  a  reversal  of  policy:  It  was  only  three  yean 

ago  that  the  company  deemed  davtime  network  tv  "too  unrealistic"  and  concentrated  on 
nighttime. 

The  Canadian  Bureau  of  Broadcast  Measurement  this  week  updated  it-  count 
of  tv  homes;  for  the  Dominion.    The  estimates  show: 

POPULATION  HOUSEHOLDS  TV  HOUSEHOLDS  PERCENTAGE 

16,503,100  4,051,600  2,657,300  661 

Quebec  and  Ontario  account  for  71%  of  all  Canada's  tv  homes,  each  province  be- 

ing  76rr    saturated. 

Spot  radio  now  shares  this  phenomenon  with  the  newspapers:  Thursday  and  Fri- 

day schedules  have  become  top-heavy  with  grocery  items.  This  week  the  trend  was 

emphasized  when: 

•  Flako  (Quaker  Oats)  stipulated  that  its  bulky  schedule  of  minutes  and  time  signals 

be  slotted  on  the  two  big  food-shopping  days. 

•  An  upper  New  York  state  station  informed  it-  rep  that  to  accommodate  Flako's  or- 
der its  schedule  would  be  loaded  with  a  grocery  store  item  about  ever)  15  min- 
utes during  the  day. 

•  Meantime  weekend  spot  radio  continues   its    march    toward    a    -ell-out.     Bu- 
of  saturation  are  getting  in  the  habit  of  including  Saturdays   and   Sundays. 

Tv  spot  this  week  showed  signs  of  snapping  out  of  the  summer  doldrums. 

Requests   for  availabilities  are  starting  to  come  in. 

Consensus  among  the  reps  is  that  tv  spot  buying  will  move  into  high  gear  about 

the  middle  of  this  month.    Thev  base  this  on   inklings  from  agencies. 
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SPONSOR-SCOPE    continued 

Now  that  the  tv  networks  are  pretty  well  .squared  away  with  their  fall  nighttime  com- 
mercial schedules,  an  updating  of  time  costs  is  possible. 

A  check  with  each  of  the  networks  by  SPONSOR-SCOPE  this  week  shows  that  the 

prices — minus  discounts — that  advertisers  will  be  paying  for  their  hookups  this 
fall   are: 

HALF  HOUR  ON  AVERAGE  STATION  LINEUP  MAXIMUM  STATION  LINEUP 

ABC  TV  $42,000  860,000 
CBS  TV  60,000  68,000 

NBC  TV  65,000  68,350 
ONE   HOUR  ON 

ABC  TV  80,000  97,000 
CBS  TV  110,000  118,000 
NBC  TV  108,000  113,800 

Tv's  costs  and  franchise  expenditures  are  forcing  the  heavy  network  spend- 
ers to  develop  or  acquire  new  products. 

For  instance,  Pharmaceuticals  needed  a  summer  product  to  fill  in  for  Geritol;  so  it 
nought  the  J.  B.  Williams  Co.  and  got  Skol. 

(For  more  on  the  influence  that  tv  exerts  on  expansion  see  article,  The  Marketing 
Medium,  page  28.) 

Take  it  from  Nielsen,  37%  more  homes  listen  to  radio  between  6-9  a.m.  week- 

days during  the  average  minute  than  in  1948  (when  there  wasn't  any  tv  com- 
petition). 

These  figures  apply  to  January-February  of  this  year  and  1948.  During  this  interval 
listening  homes  per  average  minute  rose  from  4.3  to  5.9  million. 

The  latest  breakdown  of  the  audience  by  time  period  shows:  6-7,  2.8  million;  7-8,  6.5 
million;  8-9,  8.4  million. 

In  terms  of  sheer  numbers,  toiletry  products  keep  mounting  as  users  of  network 
tv. 

Twenty-seven  appeared  on  the  three  networks  during  the  first  six  months  of  1957. 
Food   and  food  products   alone  had  an  edge  over  the  self-prettifying  field: 

CLASS ABC  TV CBS  TV 
NBC  TV 

to™ 

Apparel 
1 0 1 2 

Appliances 
2 4 4 10 

Autos  &  Auto  Products 6 5 5 16 

Beer  &  Wines 3 2 0 5 

Candy  &  Soft  Drinks 2 1 2 5 

Drugs  &  Remedies 5 3 10 

18 

Food  &  Food  Products 12 

17 

10 39 

Gasoline  &  Oil 0 2 1 3 

Household  Soaps,  Cleansers 2 5 10 17 

Industrial  Material 0 1 5 6 

Institutional,  Misc. 4 6 8 18 

Jewelry,  Cameras 1 0 5 6 
Tobacco 4 6 5 15 

Toiletries  &  Toilet  Goods 3 12 12 27 

TOTAL 45 

64 

78 
187 

10 

Gulf  Oil  has  $3  million  earmarked  for  tv  this  fall  via  Y&R,  but  how  the  money 

will  be  used  was  still  up  in  the  air  this  week. 

The  agencv,  among  other  things,  has  been  mulling  an  evening  half-hour  on 
ABC  TV. 
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SPONSOR-SCOPE  continatd 

I. .1-1  week,  as  the  i>  aetworiu  were  revving  themselves  up  t «>r-  tin-  final  I. ill 
sales  push,  the)   got  ;i  rare  windfall  In   a  rare  medium — the  New  ̂   oik  Timet. 

It  happened  when  the  rimes,  ii  great  length  and  wild  some  documentation,  front 

paged  a  storj  thai  network  i\  sales  are  rathei  "soft."  Thai  was  all  the  networks  ami 

TvB  needed  to  •i«*t  in  their  side  of  tin-  storj  Foi  almosl  a  -"lid  week  dub.  printed  bj 

the  Times  in  the  interests  of  fair  play.    Tin-  gist: 

•  \B<  :  Ureachj  has  told  \Ux->  hours  of  evening  time,  a-  againsl  I  5  J  .  in  mid* 

lugusl  hint  year.    Late  afternoon  sales  are  up  20%. 

•  CBS:    Better  picture  than  a  year  ago.   Onlj  two  half-houi  evening  periods  availahli 

•  \B<  :  \-  of  2  July,  nighttime  sales  showed  an  edge  ..I  I  houi  and  1~>  minutec 

over  tin'  year  before.  Daytime  sales  are  almosl  double — ">■'!' i  noun  \-.  30  in  JuK L956. 

Moral  '  it  one  is  necessar\  i  :  li  It  will  be  an  enormous  network  i\  season  il  the 

present  pace  holds  (2)  raw  figures  on  hours  Bold  (such  as  The  Times  used)  are  prett) 

lliins\  statistics  -you  have  to  calculate  size  of  hookup,  too,  and  (3)  unless  \<>u  in- 

clnde  the  specials,  one-shots,  etc.,  you  haven't  gol  all  of  the  prett)   picture 

Reactions   against    corned)    commercials  are  beginning  to  .net  in  thick  ami  fast 

along    Madison     V\cnne. 

The  general  complaint:  The  latest  specimens  tend  to  be  cornied  up  to  the  liilt 

and/or  loaded  with  pointless  dialogue. 

So  the  trend  toward  the  light-touch  commercial  -parked  for  a  while  h\  imaginative 

characterizations    and    clever    writing— could   turn  out  to  be  a  fairlj   brief  one. 
Predicted  the  head  commercial  writer  for  an  agencj  loaded  with  radio  billings  to 

SPONSOR-SCOPE  this  week: 

"They'll  be  going  hack  to  the  jingle  soon  in  hordes.  Nothing  -tick-  in  the 

mind  so  effectively  as  a  hatch  of  catchy  words  put  to  catchy  11111810." 

CBS  Radio's  big  score  this  week  was  the  sale  of  10  li\e-ininnte  now-  periods 
a  week  to  Miles  Laboratories   ($24,000  a   week    in   time  and   talent'. 

The  Miles   order   becomes   effective   in   September  and    for  39  weeks. 

Other  CBS  Radio  sales  were  to  Singer  Sewing  Machine,  N'ncoa  (Besl  Foods), 
Libby-McNeiU  &  Lobby,   Bon   Ami.  and   General  Foods. 

Women  may  become  almost  as  rich  a  market  for  electric  shavers  a-  nun. 

I  In  trade  estimates  that  2  million  women's  electric  shavers  will  be  sold  in  the 

next  year   1  the  field  as  a  whole  has  grown  65%   in   four   years). 

Advertising  note:  All  five  of  the  top  selling  electric  shavers  Remington-Rand, 

Schick.  Norelco,  Sunbeam,  and  Ronson — will  be  in  air  media  this  fall.  Norelco  is 

gearing  for  the  Christmas  trade  with  an   eight-week  tv  spot   campaign. 

Don't  expect  the  continuing  attacks  on  filter-tip  cigarette-  to  reverse  the 

-ales  and  advertising  trend  on  this  item.    Here's   why: 

1)  Once  the  consumer  is  sold  on  any  built-in  protective  device,  he  hesitates  to  aban- 

don the  "improvement.''" 
2)  Cigarette   makers   are    inextricably  caught  in  the  "homogenized"  trend — 

recovering  everv  speck  of  the  tobacco  leaf  so  that  there's  almost  no  waste    "Homogenized 
is  fine  for  filter-tips  especially . 

Meantime  R.  J.  Reynolds"  sales  and  profits  for  the  second  quarter  set  a  new 
peak,  and  sales  for  the  first   half  topped   a  year  ago  1>\    $52  million. 

P.  Ivorillard's  second  quarter  was  9.  l'f  better  than  a  year  BgO  in  sale-  and 
up  30.69^  in  profits.  The  filter  brand-— Kent  and  Newport  now  account  b>r  54%  ol 
all  Lorillarrl  cigarette  «ales. 
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^  SPONSOR-SCOPE    continued 

Judging  by  the  phone  inquiries  SPONSOR-SCOPE  got  from  agencies  the 
past  week,  the  technique,  problems,  and  prices  of  barter  time  continue  to  be  of 

bigh-riding   interest. 

Here  are  a  couple  sidelights  on  barter  methodology : 

•  The  barter  merchant  isn't  inclined  to  disclose  the  complete  list  of  stations  he 
can  furnish  until  the  deal  with  the  agency  or  advertiser  is  closed. 

•  It  takes  about  six  months  for  the  deal    to    get    into   full    operation — since   the 

barter  operator  must  pick  up  station  as  the  contract  progresses. 

You  will  find  these  opening  gambits  in  general  use  among  the  merchants  who 
barter  film  for  time: 

1)  An  offer  of  a  big  package  of  markets — perhaps  80  or  100 — with  the  price 

about   20%    below   card    rate.      (This   is  the  starting  point  for  negotiations.) 

2)  Assurance  of  maximum  discounts,  even  though  the  account  may  not  earn  them. 

3)  Rate    protection    for   as    much   as  five  years. 

A  memo  left  with  a  Park  Avenue  agency  this  week  by  a  barter  operator  listed  these 

price  comparisons  for  seven  announcements  a  week  for  52  weeks. 

i\(>.  MARKETS SCHEDULE  TIME MAXIMUM DISCOUNT   CARD RATE BARTER  PRICE 

100 Daytime $2,053,000 $1,579,000 100 Late  evening 
2,382,000 1,762,000 80 

Daytime 1,834,000 1,397,000 
80 Late  evening 

1,971,000 1,579,000 

(For  timely  opinion  among  station  managements  on  the  subject  of  barter,  see  new 

SPONSOR  weekly  feature,  FILM-SCOPE,  page  61.) 

CBS  Radio  thinks  there's  a  good  chance  of  the  segmentation  trend  reversing 

itself  this  fall:  Sponsors  may  start  a  return  to  the  "old-time  religion"  of  buying 
half  or  quarter  hours. 

The  cause  of  the  network's  sudden  optimism  is  the  interest  of  several  advertisers  in 
exclusive  sponsorship  of  the  Jack  Benny  and  Stan  Freberg  shows. 

Time  and  talent  for  the  Benny  half -hour  is  $13,000;    Freeberg,   $10,000. 

Two  more  reasons  why  manufacturers  must  pre-sell  their  brands  via  stepped- 
up  advertising: 

1)  Food  Fair,  considered  a  bellwether  in  the  grocery  chain  field,  is  going  in  for 

discount  appliances  in  its  Florida  operations. 

2)  National  Tea,  Midwest  grocery  chain,  has  made  a  deal  with  the  mail-order 

house,  Alden's,  to  sell  via  the  latter's  catalog. 

Colgate's  domestic  sales  for  the  second  quarter  continued  to  run  under  the 
1956  mark,  but  earnings  were  over  double  the  year  before  (the  result  of  econ- 

omies  and   deadwood-trimming) . 

The  quarterly  comparison:  1957  sales,  $68  million  (profits,  $848,985);  1956  sales, 

$78  million    (profits,   $336,150). 

Though  their  names  weren't  on  the  official  list,  Y&R  had  a  substantial  delegation 
on  hand  for  Henry  J.  Kaiser's  gathering  in  Hollywood  two  weeks  ago  to  stir  the 
promotional  fires  for  his  forthcoming  Maverick  series  on  ABC  TV. 

Sigurd  Larmon  himself  headed  the  Y&R  contingent,  drawn  from  the  N.  Y., 

L.  A.,  and  San  Francisco  offices. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  63;  Spot  Buys,  page  66;  News  and  Idea  Wrap- Up,  page  70;  Washington 
Week,  page  79;  sponsor  Hears,  page  82;  and  Tv  and  Radio  Newsmakers,  page  88. 
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THE  BAY  THAT  TURNED 

NTO  AN 

success  story^j 

resultful  advertising 



this  is 
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\ed  advertisin 

send  for  #7  —  now; 

watch  for  #3  — next  month 

40  East  49th  Street,  New  York  17,  New  York 

Chicago,  Illinois     •     Los  Angeles,  California     •     Birmingham,  Alaba 
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Follow  through! 

One  way  to  get  better  results  .  .  .  not  onl\  on  the 

tee  .  .  .  but  on  TV!  ...  is  to  "follow  through'*  on 
your  spot  commercials. 

By  personal  \  isits  to  local  markets  and  stations, 

Y  &  R*s  Local  Service  Representatives  often  find 
better  ways  to  integrate  the  commercial  into  pro- 

grams. 
The\  gather  new  information  on  the  value  o\ 

current  tune  slots— bring  about  energetic,  imagi- 

native local  merchandising— and  return  home 

with  a  picture  of  a  client's  spot  activities  all  over the  country. 

What  it  all  adds  up  to  is  this:  making  friends 
with  the  local  TV  market  can  be  an  important 

step  in  getting  customers  to  make  friends  with 
the  products  you  advertise. 
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NBC  is  the  only  television  network 
m 

that  increased  its  national  average 

audience  rating,  both  nighttime  anc 

daytime,  during  the  1956-57  season. 

SOURCE:  NIELSEN  TELEVISION  INDEX  AVERAGE  AUDIENCE  RATING-7  A.M.-6  P.» 



'he  average  audience  rating  of  each 
»f  the  other  two  networks  decreased, 

-\)N.-FRI.  AND  6-11  P.M..  SUN.-SAT.;  OCT.-DEC.  1956  VS.  APRIL-JUNE  I,  1957. 



SOUTHERN 

CALIFORNIA 

•INTERURBIA 
S«NTA     BARBARA 

^ 

SAN     BERNARDINO     • 

RIVERSIDE     • 

PALM     SPRINGS     • 

I  OS    ANGELES 

IS  COVERED  BY 

only  ̂ X4  stations 

SAN     DIEGO; 
IMPERIAL  VALLEY     [> 

INTERURBIA   ...    "a   complex    of 
cities,    towns,  suburbias    which 

have  grown  together  .  .  ."  is  startlingly 

illustrated  in  the  solidly  packed  strip 

from   Santa    Barbara   through 

Los  Angeles  and  San  Bernardino- 

Riverside  to  San  Diego. 

NCS  #2  CONFIRMS  individual  city 

ratings  .  .  .  only  3  radio  stations 

are  popular  and    powerful   enough 

to  deliver  complete   this   multi-million 

super-market. 

OF  THIS  TOP  TRIO,  KBIC  is 

•  the   only    independent 

•  the  least  expensive 

•  LOWEST    in    cost-per-thousand 

by  one  yard  stick 

•  SECOND  by  the  other. 

Any  KBIC  or  Weed  man  would  like 

to  show  you  the  documents. 

JOHN  POOLE  BROADCASTING  CO. 
6S40  Sunset  Blvd..  Loa  Angeles  28,  California 

Ttttphono:  Hollywood  S-320S 

Nat.  Rep.  WEED  and  Company 

L6 

Timebuyers 
at  work 

Joan  Stark,  (,re\  \d\ertising  Agenc\.  New  ̂   ork.  thinks  that  "too 

lew  people  recognize  timebuying  as  a  profession."'  Like  anv  other 
profession,  slit-  points  out.  skill  is  developed  through  knowledge, 
experience    ami    practical    application.      Consequently,    no    definite 

formula  or  set  rules  can  he  prescribed.  "Bu\ers  must  he  flexible 
ami  learn  to  change  their  methods 

to  fit  the  client  and  product."' 
Joan  says,  "to  allow  for  more  crea- 
tive  planning  and  buy  ing.  In 

some  instances,  pure  instinct  and 

insight  into  a  market  alone  can 

play  the  major  role.  That  would 

happen,  of  course,  only  after  the 

evaluation  of  the  availability  situ- 
ation. cost-per-1.000,  social  and 

economic    patterns    in    a    market.  .  ,     . 

work    and    travel    hours,    weather  •    -     v       -  Jj^ 
conditions,  to  mention  just  a  few 

of  the  factors  that  a  good  bu\er  considers."  Joan  feels  that  media 
will  reach  its  highest  professional  level  through  sharing  the  responsi- 

bilities with  copy  for  the  success  of  campaigns.  '"Copy  and  media 

are  interdependent."  she  sa\s.  "Neither  can  he  effective  without  the 
other.  The  finest  copy  will  fall  flat  without  the  proper  exposure; 

likewise,  a  solid  media  plan  will  go  askew   when  copy    lacks  punch." 

Bill  Harmon,  Leo  Burnett  Co.,  Chicago,  timebuyer  for  Charles 

Pfizer  Co.  I  feed  supplement  and  animal  health  division  I  and  other 

accounts,  says:  "For  Pfizer's  Agricultural  division,  we  have  devel- 
oped an  interesting  combination  of  marketing  and  media  data,  based 

on    the    animal   population    according    to   the    I  nited    States    Census 

figures.  Y\  e  cant  use  'people"  pres- entations! We  combine  Nielsen 

coverage  data  for  stations  with 

Census  figures  on  the  animals  and 

come  up  with  the  cost-per-1.000 
hogs,  cows  or  chickens.  \\  hen 

plugging  a  poultry  product,  u<  II 
want  the  leading  counties  in  egg 

production  or,  perhaps,  the  num- 
ber of  chickens  more  than  four 

months  old  on  a  county-by-county 
basis.  We  like  to  reach  the  farm 

housewife  because  she  has  an  espe- 
cially significant  say  in  chicken  raising.  We  have  used  network  radio 

to  introduce  a  new  product,  fast,  and  then  supplemented  in  farm 

areas  with  spot  radio.  We  favor  radio  farm  directors'  programs  for 
news  and  market  reports.  Farm  directors  endorsements  and  good 

local  testimonials  are  added  helps  in  selling  our  products.  But  adver- 

tising is  basic  and  pretty   much  the  same  rules  appl\    for  all  products. 
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HIGH  VALUE 
MARKET 

OFFERING 
OUTSTANDING    VALUES 

IN 

& 

The  Columbus,  Ca. 

metropolitan  area  ranks  11th  in 
the  nation  in  Per  Family  Income, 
97th  in  Population,  98th  in   E.B.I. 

Cbv£F*AGE 
©  •••  o 

»M 
In  our  53-county  coverage 
area  of  159,846  TV  homes 
WRBL-TV  ranked  first  in  92% 
of  all  Class  AA  l/4  Hours, 
first  in  87.3%  of  all  Class 
A  1 4  quarter  hours,  and  68.8 
in  all  Class  B  14  hours. — 
(March    Telepulse) 

radio  pen£t/&gtsi 
WRBL  radio  leads 
homes  delivered  by  55% 

— day  or  night  monthly, [_ 
WRBL— over  54,420,  Sta-^ 
tion  B — 34,940.  Best  buy 
day  or  night,  weekly  or 
daily  is  WRBL  NCS  No. 
2) 

.KttftSS 

»:♦••• 

Community  confidence  and  sales  results  are  proven 
by  a  continuously  growing  family  of  local  advertisers. 
Your  Hollingbery  man  has  proof  of  local  preference 
for  WRBL. 

WRBL 
AM-FM-TV 

CALL  HOLLINGBERY  CO. 

COLUMBUS,  GEORGIA 

1:: 

by  Bob  Foreman 

Agency  ad  libs 

The  one-shot  in  tv  advertising 

Since  the  word  "spectacular"  connotes  the 
flamboyant  and  today,  in  addition,  what  is  exces- 

sive in  cost  and  questionable  in  value,  it  will  be 

carefully  avoided  in  this  brief  but  poignant 

discussion  of  the  "one-shot"  in  television. 

Infrequent  or  intermittent  programing  should 

not  be  considered  advertising  in  the  usual  sense. 

Advertising  per  se  is  the  regular  use  of  commer- 

cial copy.   Frequency  of  impression  is  as  vital  to  its  success  as  is  the 

soundness  of  what  appears  or  the  size  of  audience  reached. 

The  most  effective  advertising  utilizes  frequent  impressions  against 

its  prospects.  This  applies  whether  the  product  advertised  is  in  its 

introductory  phase  or  is  well  along  in  years.  Or  whether  it's  an 
idea  that  is  being  advertised. 

For  the  one-shot,  of  course,  there  is  no  frequency.  There  is  little 

more,  from  an  ordinary  advertising  standpoint,  to  the  two-  three-  or 
four-shot.  Hence  what  are  the  values  of  these  intermittent  broadcasts, 

if  any?  How  can  they  be  used,  if  at  all?  What  shapes  and  sizes  do 

they  come  in?  Your  jovial  leader  on  these  little  excursions  will 

attempt  to  provide  some  of  the  answers  below. 

It's  used  as  a  change  of  pace 

First  and  foremost  among  the  purposes  of  the  one-shot  in  tv  is 

as  a  sudden,  attention-getting  and  effective  pace-changer  ...  a  change 

of  pace  on  top  of  the  normal  magazine  schedule  and  weekly  or  alter- 
nate weekly  television  program  .  .  .  slotted  on  a  date  that  ushers  in 

a  season,  a  new  model,  a  sale,  an  important  anniversary  ...  a  change 

of  pace  that  alters  the  traditional  approach  being  used  by  the  adver- 
tiser. 

Thus  the  newness  of  the  effort  and  the  shift  in  attack  will  kindle 

an  awareness  for  the  messages  that  perhaps  had  been  dimming  vear 

after  year.  Such  a  change  of  pace  will  come  to  (if  the  effort  is 

properly  selected,  produced  and  promoted)  the  happiest  of  conclu- 
sions in  the  trade  or  among  employees  or  both. 

In  order  to  take  full  advantage  of  this  change  of  pace,  it  is  neces- 

sary to  make  the  program  itself  different.  It  must  be  something  of 

an  event.  It  cannot  be  typical  of  those  which  fill  the  logs  of  the 

channels  during  the  course  of  the  week.  This  requires  money.  Usu- 

ally carloads  of  it.  Two  hundred  and  fifty  thousand  dollars  (time 

not  included)  might  be  considered  par  for  the  course.  Though  some 

types  come  for  less,  the  biggest  of  extravaganzas  are  far  more 

expensive. 
How7  long  a  show?  Well,  usually  it  is  necessary  to  program  for 

at  least  an  hour-and-a-half,  this  length  being  out-of-the-ordinar\. 

However,  by  judicious  selection  of  material,  stars,  and  prayers,  it 

is  possible  to  do  an  hour-long  one-shot  that  will  be  "an  event;"  i.e. 
documentaries  such  as  Project  20  productions  so  ably  produced  by 

NBC's  Henry  Salomon.    In  the  dramatic  form,  it  is  difficult  however 
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an  noil)  ices  the  appointment  of 

as  national  representative  for 

WIBG 
RADIO  99,   Philadelphia 

Philadelphia's  Most  Powerful 
Independent 
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<3) 
MMO  dominates  the  nation's  Till 
largest  market— May- June  Pulse! 
weekends  6  a.m.  to  mid  11.7;  s^i. 
13.0;  Sun.  I1..-1!  May-June  Hooper: 
weekdays  7  a.m.  to  noon  21.6; — 
noon-6  p.m.  24.0  .  .  .  22.8  all  day 
average.  Nielsen  agrees  rates 
Kllin  al  21,100  \SI  6  a.m.  to  mid. 
KOBY  operates  full  time  .  .  . 

10.000  watts  -the  bay  area's  most 
listened  to  and  mosl  powerful  inde- 

pendent. Contact  Edward  Pctry  & 
i  lompany,  Inc. 

Ml  ratings  are  soaring  sky  high 
for  KOS1 — Denver's  No.  1  station. 
May-June  Hooper,  19.4  a.m. — 22.1 
p.m.  share.  February  Pulse;  15.5 
all  day  average.  K.OSI  -,41s  full 
time  -to  a  big,  big  audience  in  the 
mile  high  Denver  area.  KOSI  op- 

erates at  5,000  watts.  .  .  Repre- 
sented  nationally   b\    Forjoe. 

MID-AMERICA 
BROADCASTING  CO. 

in  Greenville,  Miss.,  WGVM 
No.   1    in  both  Hooper  & 

Nielsen 

See:   Devney  &  Co.,    Inc. 

Agency  ad   libs   continued 

to  give  stature  to  an  hour  program.  To  do  so  requires  special 

materia]  and  superb  casting.  It  is  my  belief  las  well  as  hope)  that 

Rexall's  Pinocchio  will  fall  into  the  category  of  great  "hours."  With 
\Ii(kc\  Roone\.  Walter  Slezak.  Fran  Allison,  Jerry  Colonna,  Mata 

and  Hari.  Stubby  Ka\e.  plus  the  most  refreshing  book  as  well  as 

superb  music  and  the  choreograph)  of  Ham  a  Hobus,  it  can  and 

>liouM  make  its  (>()  minutes  a  real  occasion. 

\\  li\  then  are  there  so  man)  nursen  tales  scheduled  as  one-shots 

this  year?  You  hear  this  question  often.  The  answer  is  a  simple 

and  obvious  one.  With  a  single  chance  to  pull  an  audience,  familiar- 

ity is  vital.  During  the  early  evening  hours,  when  youngsters  as 

well  as  adults  are  available,  it  is  douhh  important.  The  music,  too, 

is  helped  if  it  is  familiar.  Few.  if  any,  original  scores  will  ever 

get  the  benefit  of  the  months  of  pre-program  plugging  which  was 

done  for  Richard   Rodgers"  Cinderella  tunes.    Once  is  all! 
Which  brings  me  to  the  last  point  of  this  tract.  Promotion  is 

essential.  All  the  on-the-air  plugs  possible.  Publicit)  in  the  maga- 

zines and  newspapers.  Merchandising  to  the  trade.  To  home,  office 

and  factory  personnel.  To  customers.  Tie-ins  w  ith  all  other  adver- 

tising running.  Without  these  helps,  the  show  can  very  well  go 

unnoticed.  With  them,  plus  a  good  time  period,  a  great  cast  and 

sufficient  luck — your  one-shot  could  make  you  a  Big  Shot!  ^ 

How  to   promote   a   one-shot   show 

Foreman    says,    publicity-promotion-merchandising    cam- 

paign for  a  one-shot  would  fully  exploit  these  four  areas: 

m  3 

m  4. 

A — Publicity 

1.  Direct  mailings  to  tv  editors 

2.  Telephone  interviews  lor  edi- 
tors in  key  cities  with  cast 

Complete  coverage  of  all  re- 
lated media  —  house  organ-, 

religious,  fraternal  outlets  and 
all  publicity  space  that  is  off the  l\  pages 

Unusual  novelty  mailings  and 

unusual  press  party  ideas* 
*For  Timken  Televent  "Eleven 

Against  The  Ice"  it  was  sug- 
gested that  they  invite  news- 

paper editors  to  spend  a  few 
minutes  in  a  room  with  tem- 

peratures approximating  Ant- 
arctica or  that  they  send  out 

such  mementos  as  a  plastic 

ice  cube,  souvenir  thermome- 
ter, bottle  of  melted  ice  from 

Antarctica,  etc. 

B — Station   promotion 

1.  Trailers  on  the  show,  ad  mats 
for  local  newspapers 

2.  Letters  from  stars  of  the  show 
to  station  managers 

3.  Contest  ideas  and  contest  kit- 

1.    Ready-to-use    on    the    air    an- 
nouncements and   brief- 

=  5.  Special  promotion  kits  that 
will  include  recorded  excerpts 
of  -how  or  other  recorded  an- 

nouncements  about    the   -how 

C — Station   merchandising 

1.    Product  pix  and  stories 

U    2.    \\  union     streamers,     counter cards 

3.    List  of  district  manager 
I.    Other  Promotion  pegs 

D — Internal  promotion  ideas 

1.  Special  promotion  kit  to  com- 

pany salesmen 
2.  Weeklj  mailings  on  the  show- 

to  client's  customers 
3.  Novelty  mailings  to  build  ex- 

citement in  shows 

4.  Personal  appearances  of  show 

personalities  at  plant- 
5.  Direct  announcements  to  em- 

ployees, stickers  for  cars,  but- 
tons for  children,  etc. 

6.  lyetter  from  company  pre-i- 
dent  to  stockholders  announc- 

ing -hows  and  questionnaire 

to  invite  comment- 
7.  Copies  of  mailing  pieces, 

newsletters  and  other  promo- tion item-  to  stockholders 

IIIIIIIIIIIIIIIHIIIII! 
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COMING  THIS  FALL  FROM   MGM-TV 

S  TA  R  R  I  N  G 

PETER  LAWFORD  PHYLLIS  KIRK 

Five  more  BIG  MGM-TV  series  are 

now  in  preparation  for  production 

at  the  fabulous  M-G-M 

Culver  City  Studios 

NORTHWEST  PASSAGE" 

THE  FEMININE  TOUCH" 

MIN  &  BILL" 

YOU'RE  ONLY  YOUNG  ONCE" 

GOODBYE,  MR.  CHIPS" 
Boreham  Wood  Studios, 

London.  England) 

For  more  information 

about  this  great 

programming  opportunity 
write,  wire  or  phone 

Charles  C.  "Bud"  Barry, 
Vice  President, 

1540  Broadway, 
New  York  City  36, 
JUdson  2-2000 

A  Service  of 

Loew's  Incorporated 



mat  Ue*  \ 

MIDLAND 

*  ODESSA 

•  BIG  SPRING 

IN 

"OIL -RICH"    WEST  TEXAS 

with  a continuous 

populat 
ion   growth. 

Midland Odessa Big  Spring 

'40 

9,350 9,550 
12,600 

'50 

21,700 29,500 17,300 

'57 

58,800 74,700 31,000 

CSI    PER   HOUSEHOLD 

MIDLAND  $7,403 

ODESSA  $7,102 

BIG   SPRING  $5,920 

SRDS 

YOU  GET  ALL 

THREE  ON  .  .  . 

KMID-Tv 
CHANNEL 

100    KW 

Represented   by 

Venard,  Rintoul  &  McConnell,  Inc. 

South— Clarke  Brown  Company 

22 

News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Business   parties:   More  and  more  wives  of  admen  are  eager  to 

join  in  their  husbands"  business-social  activities  to  the  point  where 
a   number   of   exurbanite   young    wives   have   bought   commutation 

tickets  to  Manhattan  simply  to  attend  business  cocktail  parties. 

Their  rules  for  being  an  asset  rather  than  liability  at  these  times: 

1.  Generally,  make  your  appearance  at  the  party  casual,  or  it 

looks  as  though  you're  butting  in.  In  fact,  several  wives  mention 

offhandedly  at  parties  that  they're  joining  their  husbands  for  dinner. 
to  make  appearance  seem  less  specifically   tied  to  the  partv. 

2.  If  husbands  get  involved  in  business  discussion,  move  dis- 

cretely away  to  avoid  distracting  talk. 
3.  Dress  conservatively. 

4.  Do  not  discuss  children,  maids  or  cooking  except  with  other 
wives. 

5.  I  nlike  strictly  social  cocktail  parties,  don't  make  an  effort  to 

meet  other  people,  but  wait  until  thev're  introduced  to  you. 
6.  If  left  alone,  sit  down  at  a  table  and  quietly  sip  vour  drink. 

There's  no  such  thing  as  a  wall-flower  at  a  business  partv.  just  a 

discrete  wife  who's  reluctant  to  interrupt  business  talk. 

7.  Follow  your  husband's  cue  on  making  future  invitations  or 
engagements  at  a  business  party,  or  you  might  get  too  chummy  with 

his  toughest  competitor. 

Programing  needs  the  woman's  touch:  As  Myrtle  Tower,  pro- 
gram director  of  WABC,  New  York,  points  out.  Patti  Searight  of 

WTOP,  Washington,  D.  C,  isn't  the  only  gal  whose  talents  in  pro- 
graming for  a  radio  station  have  been  recognized. 

"Sorry,  Patti,  but  here  I  am,"  she  says.  "And  since  there's  no 

claim  like  a  new  claim,  I'm  staking  that  I'm  the  only  woman  pro- 

gram director  of  a  50  kw.  owned-and-operated  station  in  the  L.S." 

In  the  New  York  market,  where  Myrtle's  bailiwick  extends  to  135 
program  hours  a  week,  there  are  28  other  program  directors  i  all 

male),  10  on  am  outlets,  nine  on  am-fm  stations,  seven  on  tv  and 

two  on  fm.  Four  years  ago,  when  Myrtle  first  became  WABC  pro- 

gram  director,   her   responsibilitv   was   for  85   show   hours   weekly. 

Myrtle  worked  her  way  up  from  the  ranks  to  become  New  ̂   ork 

operations  supervisor,  then  director  of  program  operations.  She 

decided  on   a   radio   career   in    1945.   startina   at    ABC   as  a   typist. 

Myrtle  Tower  maintains  there  is  no  single  formula  for  women  in 

finding  careers  in  broadcasting,  recalling.  "I  got  my  job  through 

i  he  Veto  )  ork  Times." 

"Sell,  Smile,  Sing'*:  A  new  slogan  for  happiness  in  the  home  and 
in  a  radio  or  tv  station  comes  from  \  irginia  After,  staff  announcer 

and  ladv  m.c.  of  Open  House.  Mondays  through  Fridays  4:00-5:00 

p.m.  on  WMBR.  radio  and  tv.  Jacksonville,  Fla. 

"Sell,  smile  and  sing,  if  you  have  to,"  she  says,  "but  major  in  sell. 

Ginny,  who's  a  beautiful,  unattached  female  with  earnings  well  in 

the  five  figures,  has  parlayed  the  "three  S's"  into  a  dailj  show  that's 
sold-out  where  future  clients  are  concerned. 
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L  IxTlvM   the  Houston  Chronicle  Station 

now  represented  by. . . 
Peters,  Griffin,  Woodward; 

740  KC 

in  Houston 

MVC. 

Pioneer  Station  Representatives  since   19 A 2 

IEW  YORK 
0  Pork  Avenue 

Ukon  6-7900 

CHICAGO 
2  Prudential  Plaza 

FRanklin  2-6373 

DETROIT 
Penobscot  Bldg. 

WOodward  1-4255 

ATLANTA  FT.   WORTH  HOLLYWOOD  SAN   FRANCISCO 
Glenn  Bldg.  406  W.  Seventh  St.  1750  North  Vine  St.  Russ  Building 

MUrroy  8-5667  EDison  6-3349  Hollywood  9-1688  SUtter  1-3798 



AN  ffftl  BUY 
IN  WASH1N 

The     MIDDLE     of    Washington     State, 

growing    economy    based    on    diversified 

agriculture*  and    metal    industries. t 

The  Apple  Capital   of  the  World,   plus 

1,000,000  new  acres  of  irrigated 
farm  lands. 

t  Alcoa,  Keokuk  Electro,  and  other  metal 
industries  have  selected  Wenatchee 

plant  sites  due  to  low-cost  hydropower 
from  the  Columbia  River  dam  system. 

More   are  coming! 

That's  AUDIENCE  APPEAL: 

We  program  to  our  audi 

ence,  with  SELECTED  top 

network  programs  plus  lo 

cal  color  .  .  .  music,  news 

farm  shows,  sports  —  the 

things  people  call  about 

write  in  for,  and  partici 

pate  in. 

5000  WATTS 
560  KILOCYCLES 

KPQ's  5000  W,  560  KC  combination  gets 
way  out  there,  covering  Central  Washing- 

ton, parts  of  Oregon,  Idaho,  and  Canada. 

We  know  because  of  our  regular  mail 

from  those  areas.  Then  too,  we  have  no 

TV  station  here,  we're  separated  from 
Seattle  by  the  high  Cascade  mountains, 

and  we're  many  miles  from  Spokane. 
YOU  CAN'T  COVER  WASHINGTON 
WITHOUT  GETTING  IN  THE  MIDDLE,  AND 

THAT'S  KPQ     Wenatchee,  Wash. 

GUARANTEE 

TO  OUTPULL  all  other 

North   Central 

Washington  media 

TWO  to  ONE 

National  Reps:  Portland  and  Seattle   Reps: 

FORjOE  AND  CO.,  INC.  ART  MOORE  &  ASSOCIATES 

One  of  the  Big  6  Forjoe  Represented  Stations  of  Washington  State 

Pretty  good  at  figures 

Your  issue — 13  Juh  1957.  page  10. 

paragraph  6  (sponsor-scope)  : 
"With  the  average  bra  retailing  at 

$3.00,  Exquisite  will  have  to  sell  800,- 
000  to  break  even.  That  adds  up  to 

$24  million  i  in  a  trade  whose  total  is 

aboul  $200  million  I." According  to  the  wa\  we  una  in  the 

deep  South  figure  it.  800,000  times 
$3.00  worth  of  anything  comes  out 

$2,400,000,  not  824.000.000.  If  the 

partv  who  did  that  calculating  is  avail- 

able, I'd  like  to  have  them  do  my  ac- 
counting on  everything  hut  taxes. 

Am  I  among  the  first  to  call  this  to 

you'alls  attention? 
Clarence  Feibelman,  Partner 
Galenol  Co..  Atlanta.  Ga. 

Radio  silence  isn't  soothing 

1  have  been  in  the  radio  broadcasting 

industry  for  many  years.  I  have  seen 

quite  a  few  changes  take  place.  Pro- 
gram formats,  music  styles  and  person- 

alities ha\e  changed.  I  have  also  seen 

a  marked  increase  in  the  use  of  "gim- 
micks." Gimmicks  come  and  go  and. 

if  worked  cleverly,  can  be  very  effec- 

tive while  thev  last.  Lets  face  it.  we'll 
always  have  gimmicks  of  one  kind  or 
another  in  radio  broadcasting. 

The  one  gimmick  land  I  use  this 
word  for  lack  of  a  more  appropriate 

one  I  that  does  radio  no  good  is  the 

use  of  a  period  of  silence  in  place  of  a 
commercial.  Of  all  the  ridiculous 

ideas,  this  is  it.  How  much  more  of 
an  admission  can  a  radio  station  make 

that  their  commercials  are  presented  in 
an   unfavorable   manner. 

If  commercials  are  written  intelli- 

gent 1\  and  read  pleasantly,  how  can 

thej  be  annoying?  Everyone  in  radio 
knows  that  a  few  seconds  of  silence 

preceding  a  commercial  is  an  attention- 

getter.  lor  a  moment  the  listener,  un- accustomed to  silence,  is  startled  into 

thinking  that  his  electricity  has  been 
cut  off  or  his  radio  has  gone  dead  and 

listens  intent!)  for  some  sound  to  conic through. 

Then  the  commercial  starts  taking 

advantage  of  his  attention.  That's  an old,    tried    and    proven    gimmick,    but 
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can  i  I"-  used  I   ften.    Bui  to  "sell 
silence  and  explain  ii  in  such  .1  wa) 
does  nothing  bul  make  the  stal  ion  ap 
peai  puerile.  II  the  listenei  reall) 
wanted  silence,  .1  link  ..1  .1  «w  itch 
would  accomplish  ilii-. 

John    I  .   (   l.i\  Ion 

director,  i>iil>h<-  affaii  j 
//  ///./.  Hempstead  Long  Island 

Over-commercial  restraints 

k^l  (•  deserves  the  accolade  "I  youi 
June  J!  Sponsor-Scope  Foi  restraints 
.1  ainsl  <<\ ei  1  .iMini, k  ialization,  includ- 

ing .1  maximum  "I  8-minutes  commei 
cial  in  a  half-hour  and  no  double-spot- 

ting of  a  minute  announcement. 

KSFO's  Bill  Shaw  and  Berl  West  are 
bringing  to  San  Francisco  the  high 
principles  which  made  them  so  liked 
.mil  respected  among  their  fellow 
broadcasters  here  in  Los  Vngeles. 

\t  the  same  time  I'm  sure  neithei 
you  nor  thej  intended  the  impression 
thai  this  clean  polic)  i-  a  newsworthy 
"first,  M.im  fine  radio  ~iai i< >n~  have 
operated  with  even  stricter  restraints 

I'M  years,  line  at  Kl!l( .  we've  bad  a 
!'  -_•  - 1 1 ) i r  1 1 1 1 « ■  commercial  maximum  per 
quarter-hour,  phis  no  doubling  of  min- 

ute spots  ilic  entire  five  years  of  oui 
existence.  The  policj  I   k  i-  frustrat- 

ing in  salesmen  and  rep,  hut  we  believe 
ii  »  good  business  for  the  long  haul. 

Robert  I.  \l<  Andrews, 
vice-president, 
KBIG,  Hollywood 

Alaskan    television 

I  certain!)  want  to  thank  you  for  the 
wonderful  j<>|>  your  magazine  has  done 
over  the  years  for  radio  and  television. 
I  have  never  known  your  publication 
to  be  biased  or  to  show  favoritism 
I  in  sure  ii  never  will. 

However,  Mr.  Bob  Foreman's  col- 
unin  Jul)  2d.  1957  consisted  of  a  pitch 
and  recommendation  for  KENI-TV, 
Vnchorage,  \la>ka. 

\~  you  know  I  represent  K T\  \. 
Anchorage,  Vlaska,  the  CBS  TV  affi- 

liate, which  not  onhj  was  tin-  first  and 
pioneer  television  station  in  Uaska  hut 
a  completer)  local!)  owned  station  1>\ 
citizens  and  businessmen  of  Vnchor- 

KI.M  is  owned  l>\  the  Midnight 
Sun  Broadcasting,  a  branch  of  the 
Lathrop  Corporation,  but  KT\  \  has 
ever)  hit  a-  much  ingenuity,  -kill,  un- 

flagging devotion  a-  KENI. 
Ro\   \  .  Smith 

Roy  \  .  Smith    Issociates 
\eu    )  or/,  Cit\ 

Yes,  ( rreater  Salt  Lake! 

It "s  a  hi^  and  booming 

one  hundred  and  eleven 

county  market  (It's  over  a 

million  and  a  half  potential 

customers  in  thousands  of  cities 

and  towns!  1 1  s  a  gigantic  audience, 

unified,  reached  and  sold  by 

50,000  watt   KSL  radio! 

KSL  radio 
50,000  WATTS 

CBS  for  the  Mountain  West 

Represented  by  CBS 

Radio  Spot  Sales 

Reaches  and  s<>//>  a  GREA  TKR  SA  I.  T  I.  A  KE  ' 
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Twin  habit  in 

the  Twin  Cities: 

/.    Listening  to  first 

place  WDGY 

2.    Buying  WDGY- 
advertised  pro<h<,  ts 

WDGY 
50,000    watts 

MINNEAPOLIS-ST.  PAUL 

WDGY  has  taken  over  first  place  in  Minneapolis-St.  Paul. 

June-July  Hooper  says  it:  WDGY  lias  28.99?   average  share  of 

audience.  7  a.in.-li  p.m.,  Monday  through  Saturday. 

June  Treiidex  says  it  :  WDGY  lias  29.9%  average  share  of 

audience.   7   a.in.-(i   p.m.,  .Monday  through   Saturday. 

Latest  Pulse  says  it  :   WDGY  has  189  first  place  quarter  hours, 

against  128  for  next  station. 

Storz  Station  programming  excitement  has  overturned  radio- 

listening — and  time-buying  hahits — of  a  generation.  See  your 

Blair  man   ...  or  talk   to   WDGY   General  Manager  Jack  Thayer. 

TA-riCDINJ 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM  Miami REPRESENTED    BY   JOHN    BLAIR    &.    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED    BY   ADAM    YOUNG    INC. 
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CLb-  SAMS   SUPER  MARKET | 

THE  MARKETING   MEDIUM 

Television  is  revolutioniziiig  business  by  literally ipawninj 

new  products,  creating  company   mergers,  changing  products.    It 

the   first   medium   whose   function   «:<>«- Im-noikI  mereK  delivering  messages 

1  elevision  will  achieve  the  ultimate 

in  impact  on  the  American  economy 
when  viewers  can  order  merchandise 

from  the  screen  l>\  pushing  a  button. 
But  this  fantasy-gadget  of  the  Future  is 
ii«>  more  startling  than  the  impact  tele- 

vision has  alread)  worked  on  market- 
ing in  just  seven  years. 

On  the  basis  of  extensive  interview- 

ing among  manufacturer  and  agencj 
executives  sponsor  concludes  that  tele- 

vision underlies  and  bolsters  main  of 
the  trends  which  make  business  in  the 

L950's  different  from  the  waj  business 
bas  evei  been.    fo  w  it : 

I.  More  new  products  have  been 
spawned  during  the  last  seven  years 
than  at  an\  time  previous.  \  substan- 

tia] Dumber  "f  these  bave  been  intro- 

duced because  a  I  the  availabilit)  "I 
television  meant  then-  was  opportunity 
to  launch  and  profit  from  the  product 
■  |iiiekl\  :  and  in  main  cases  '  l>  '  the 

company's  commitments  for  television 
time  virtually  made  the  creation  of  new 

products  necessary    in  order  to  amor- 

tize the  ti  investment    (See  list  of  new 
produi  ts  nexl  pagi 

2.    (  ompaniee  have  even  merged 
to    jet    new    products    for    television. 
I  he  mi>-t  recent  example:  Pharmaceu- 

ticals and  I.  B.  William-  whose  nup- 
tial- wert-  announi  ed  tlii-  month.  Phar- 

euticals  with  >I2  million  invested 
in  t\  needed  a  product  with  sti 

summer  -alr-^  potential  to  balance  its 
winter-oriented  fine  of  tonics  and  nos- 

trums. J.  B.  \\  illiam-  had  ̂ k-'l  a  -un- 
tan    oil.     |  See    detail-    lat> 
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Many  clients  are  rushing  new  products  out 

of  laboratories  to  capitalize  on  mass  audience  and 

sales  effectiveness  of  their  costly  tv  shows 

."i.     Products     themselves     have 
.  i  M  affected.  Product  engineers  w  ill 

tell  \<>u  the)  starl  thinking  <>f  tv  -and 
ways  to  give  products  demonstrable 
characteristics  back  in  the  laboratory. 

4.  Self-service  retailing  has  ac- 
i  derated  in  the  tv  era.  Cause  and 
effect?  \o  one  can  know  for  sure.  Bui 

it's  an  accepted  assumption  that  tv  in 
mam  cases  is  making  ii|>  for  the  van- 

ished sales  clerk — and  even  the  sales- 

man ol  higher-priced  items  'ike  appli- 

ances and  automobiles.  \\  ho  can  sa\ 
lull  that  the  discount  house  with  its 

drastic  effects  on  distribution  could  not 

have  grown  without  a  medium  which 

brought  Beth  Furness  into  millions  ol 
homes  atid  made  the  clerk  on  the  floor 

superfluous. 
5.  Manufacturer  sales  forces 

have  heen  affected.  In  some  cases  they 

have  heen  virtually  eliminated,  made 

unnecessary  because  of  television.  In 
other  cases   they    have  been  expanded 

Alcoa  Wrap 
Ban 

Big  Top  Peanut  Butter 

Campbell's  frozen  soups 
Chem-O-Cell  Sponges 

P&C's  Comet 
Dove 

Esther  Williams  pools 
Flav-R-Straws 

Johnson  Wax's  Clade  (air freshener) 

P&C's  Cleem   (toothpaste! 

Block  Drug's  Creenmint Mouthwash 

Charles  Anrell's  Hair  Curlers 

International  Latex's 
Iso-Aspirin 

International  Latex's  Isodine 
Jet  Bon  Ami 

Corn  Products'  Kasco  (dog  food 

Helene  Curtis'  King's  Men 
After-shave  Lotion 

Lestoil 

Mennen's  Electric  Pre-Shave 
Lotion 

Carter's  Nair 

P.  Lorillard's  Newport 
Pharmaceuticals'  Niron 

Noxzema's  Nozain   (medicated 
cream) 

Corn  Products'  Nusoft   (for 
washing  clothes) 

Block  Drug's  Nytol 

years. 

Liggett  &  Myers'  Oasis 
Johnson  Wax's  Off   (insect 

repellant 
Profile  Bread 

Rath  Chopettes 

Pharmaco's  Regutol 

Revlon's  men's  line 

5-Day   Roll-On   Deodorant 

Salem 

Charles   Anrell's   Sando 
Reducing  Aid 

Max  Factor's  Sebb   (hair 
shampoo) 

Block  Drug's  Sentrol 

Charles  Anrell's  Slim   Magic 
Mennen  Skin  Magic 

Pharmaceuticals'  Sominex Staff  Bread 

Charles  Anrell's  Star  Nail 

Bristol-Myers'  Theraban (dandruff  remedy) 

Fabron's  Tipette 

Ceneral  Mills'  Trix  Cereal 

International  Shoe's  Weather- Bird  shoes 
Wisk 

Wonder  Buttermilk  Bread 

Wonder  Poppyseed  Brown  & 
Serve   Rolls 

Pharmaceuticals'  Zarumin 

to  keep  up  with  company  growth  which 
television  has  stimulated.  Everywhere 

salesmen  in  major  companies  are  more 

aware  of  advertising,  particularh  tv. 
are  better  trained  to  talk  about  it  and 

use  it. 

6.  Strategy  in  marketing,  all 

told,  has  changed  drastically  for  main 

products.  The  time  needed  to  launch 
a  new  product  is  much  shorter  now. 
I  he  lime  in  which  a  company  can  find 

itself  dumped  out  of  product  leadership 

is  similarly  shorter.  While  the  Amer- 
ican economy  was  always  dynamic, 

there  has  been  nothing  like  this  ever 
before.  Companies  have  literally 

changed  their  methods  of  ad  budgeting 

-'   as  to  allow  for  rapid  t\  decisions. 

Television  has  not  been  the  only 

major  force  at  work  in  reshaping  I  . 
S.  business  during  the  1950s.  This  is. 
after  all.  the  decade  in  which  the  need 

to  achieve  distribution  became  the  pri- 

mary problem  of  an  econonn  which 
had    solved    its    production    problems. 

The  stimulus  of  war-developed  tech- 

nology, the  spread-out  from  the  cities, 
the  hunger  for  homes  and  conveniences 

have  all  plav  ed  their  massive  role.  But 
if  there  had  been  no  television  during 

this  period,  many  of  the  trends  in 
marketing  would  have  been  muted. 

For  television,  through  no  particular 

genius  of  those  who  organized  it.  i-  b\ 
its  nature  a  different  kind  of  advertis- 

ing medium.  It  is  actually  a  marketing 

medium.  It  achieves  not  just  "impres- 
sions" on  its  audience.  It  frequentlv 

achieves  sales  decisions  because  it  sub- 

stitutes for  the  process  of  standing  at 
the  counter   and   examining   products. 

It  is  this  simple  factor  of  sales  im- 
pact, the  main  who  have  experienced 

its  results  will  tell  you.  which  under- 
lies all  else  that  has  happened  because 

of  television.  It  is  this  which  makes 

it  possible  for  television  to  open  up 

distribution  channels  for  a  product  in 

anticipation  of  demand — faster  than 
am  thing  else  ever  could.  It  is  this  that 
allows  television  to  play  a  role  in  main 
phases  of  the  marketing  process  over 
ami  bevond  the  classic  function  of 

advertising  which  has  been  merely  to deliver  a  message. 

Here  are  some  specifics: 

Distribution :  Main  products  that  are 
household  words  today  were  virtually 

unknown  one  year  ago.  \  partial  list 
of  outstanding  newcomers  shows  that 
each  of  these  is  a  heavy  tv  advertise! 
from  Lestoil  to  Jet  Bon  Ami  to  Lever 

Brothers'  \\  i~k  and   Dove  to  such  new 

■i\ ; 
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cigarette  bi anda  .1-  Salem,  <  tasis  and 
II11  Parade. 

"  I  In-  rule  "I  iliiimli  in  drugs  used 
i"  saj  thai  you  expected  .1  dollai  l"i 
doliai  relationship  in  the  first  year, 
thai  is  one  dollai  sold  l"i  evei  j  dollai 

spent,  <  Jeoi  ■<■  ̂ brams,  marketing  \  .p. 
oi  l!i'\  I'm  told  sponsor.  "1  "M  didn't 
expect  to  show  real  profit  until  the 
third  year.  Now  in  the  case  "I  .1 

compan)  with  an  established  sales 

force,  you  can  expect  t"  get  national 
distribution  right  "II  the  bat.  Bui 
even  there  h  has  ii-  effect  in  tei  nas  "I 

the  penetration  "I  youi  distribution. 

I  h  w  hen  .1  compan)  doesn't  have  the 
Btrength  to  push  distribution  strictl) 
through  its  other  products,  i\  has  been 

a  huge  wedge  with  wholesalers." 
Perhaps  the  most  telling  result  in 

terms  of  distribution  has  been  on 

products  thai  are  not  directl)  related 
I"  the  consumer,  rake  shoe  soles  as 

.111  example.  Certainl)  few  men, 
women  or  children  l>u\  shoes  because 

of  the  brand  of  soles  on  them.  \  el 

when  one  compan)  put  its  shoe  soles 
on  t\.  the  brand  became  ->>  well  known 

national!)  that,  according  in  the  agenc) 

account  supervisor,  "Retailers  were 
more  willing  t<>  slock  up  because  of 

the  pressure  from  consumers  coming 
into  stores  as  .1  result  of  the  commer- 

cials and  asking  for  the  product." 
Says  John  Rees,  senior  \.|>.  and 

director  of  Compton:  "Television  can 
be  as  important,  if  not  more  so.  to  the 

compan)  that  sells  through  wholesalers 

and  jobbers  ratlin  than  directl)  t"  re- 
tailers. \\  holesalers  gel  the  reaction 

from  the  trade  and  as  long  as  retailers 

are  mad.-  aware  of  a  product  through 
i\  stimulated  consumer  demand,  the 
wholesaler  can  gel  faster  and  bigger 

orders.  I'\  has  helped  open  up  new markets  for  companies  whose  products 

had  previousl)  never  sold  there." 

New  products:  Examples  of  tv-in- 

duced  new  products  abound,  but  per- 

haps tin-  clearest  and  most  recent  case 
"I  a  major  management  decision  im- 

plemented b)  h  is  the  late-Jul) 
purchase  of  .1.  B.  Williams  Co.  b) 

Pharmaceuticals.  It's  no  secret  that 

Pharmaceuticals'  main  product,  (irri- 
tol,  was  buill  on  t\.  Pharmaceuticals 

media  director.  Fredric  \|it.  i-  quick 

I"  give  credit  to  the  medium.  "About 
90$  of  our  total  advertising  budget 

i-  t\  and  mainl)  network."  he  told SPONSOR. 

In  the  past  three  years,  the  firm  has 
added  three  new  products  (Zarumin, 
Sominex  and  Niron)  t"  it-  three  orig- 

inal    items       1 ..  1 11..I.     Sei  utan     and 
RDX)      Mm  bulk  "i  the  sales  still  1  ome 
from   1  .-I  it"l   h  hi'  h   sells   best   dui  in 
the    wintei     when    people    are    more 
lik.-l\   I.,  think  about  ih'  11   health. 

\i  the  sami  time,  Pharmai  •  utii  ila 

has  been  hip-deep  l  to  the  tune  "f 

vl  2  million  this  yeai  I  in  network  i\. 
»••  ith  three  majoi  yeai  round  pro 
t tes.  I  he  '  hoii  e  was  ob\  ious :  ̂   <>u 

eithei  1  i<l<-  w  ith  th,.  big  i\  investment 
ami  Iil'um  that  ii  pa)  -  "Mi  dm  ing  the 
peak  wintei  season,  01  you  ti\  i" 
capitalize  on  show  populai  it)  and  \  1-1 
circulation  b)  adding  anothei  summei 

product  "i  several  produi  ts.  I  B 

\v-  illiams  <  0.,  w  ith  vk..l  suntan  prep- 
ai ation  as  ii-  main  produi  I.  w.i-  .1 natural. 

Packaging  1    \\  ithoul  question, 

.-  been  most  drastii  all)  affi  1 1 

ed  b)  television,  and  this  refers  mil 
"id\  i"  ih'  design  and  1  "l"i  "I  new 

packages,  but  also  the  trend  toward 
lination  pai  kages  t"i  price  pro 

motions  "i  new  |>i"du<  1  introdui  1 
and  \  isual,  demonstrable  pimmii  ks. 

I  he  m  h  \lii  Iboro   Salem  and  \.  .. 

port  pai  kag<  -  an   onl)  a  few  "I  tl 
d<  signed  m  ith  \\  advei  tisii  ijoi 
influence  on  1  olor,  lettei  ii  and 

\  isual  gimmii  k.   Cut  in  man)  instai 
the  demonstrable  f<  ature  1-  even  more 

1  learl)    in.  ..1  porated   into  the   produi  1 
as  well  .1-  thi  1     is  in  the  1  a* 
of  Jet    l!"ll     \mi. 

"People  are  designing  produi  1-  h  ith 

PUaSe    htlll    In    j  -. 

MARKETERS     AND    THE    FACTS 

REFUTE    "TIMES"    TV    STORY 

rhe  nation's  marketers  apparentl)  disagree  with  The  Vea  York 
Times,  which,  on  25  Jul)  1957  Mated  iM  .,  front-page  stor)  that 
•\  foi  the  first  time  in  it-  historj  i-  experiencing  difficulties  in 
selling  nighttime  network  time.  \-  TvB  stated  in  a  reply,  fai 
from  suffering  such  a  decline,  the  medium  as  a  whole,  includ- 

ing daytime,  network  and  spot,  has  shown  continued  growth 

over  1956.  Said  TvB:  "ABC,  CBS  and  NBC  have  nun,'  dollar 
sales  fiiniK  contracted  f>>r  the  1957-1958  season  than  ever  be- 

fore, sponsor  last  \ear  reported  18  half-hour  nighttime  net- 
work availabilities  and.  in  contrast,  its  l\  Kadi..  Basics  will 

show  1")  half-houi  opportunities  this  year."  \-  the  article  in 
these  pages  states,  t\  is  unique  in  the  number  "f  marketing 

functions  it  performs.  It's  also  unique  in  the  degree  i->  which 
it  i-  spotlighted  b)  printed  media.  TvB  and  others  contend 

front-paging  a  media  stor)  b)  the  Time\  is  unprecedented. 
1  See  editorial,  page  90) 

Poor  Demand  for  Time  Besets  T  V; 

'Toughest  Season'  in  Ten  Years 
Bj    J  WK  GOtJl  i> 

in  week 

nuing    ho  -n; 
. 

air  time  that  it. 

■ 

■    ■ 

■ 

! 
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HOW  TO  MAKE  EVERY  RADIO 

DOLLAR  WORK  LIKE  TEN 

When  North  American  Van  Lines  and  its  Hoosier  ad  agency  put  heads  to- 

gether on  investing  a  $250,000  budget,  they  stretched  it  to  many  times 

its  face  value.  Using  network  radio  show  spearhead,  they  wound  up  with 

about  $530,000  worth  of  publicity  and  bonus  of  $260,000  in  local  radio 

^letting  the  most  mileage  out  of  its 

rolling  stock  is  one  aim  of  any  public 
carrier,  but  North  American  Van 

Lines,  Inc.,  a  long-distance  moving  or- 
ganization with  world  headquarters  at 

Fort  Wayne,  Ind.,  has  gone  a  step  far- 
ther. It  knows  how  to  get  maximum 

mileage  from  its  radio  advertising 
budget. 

NAVL,  to  use  its  trade  name,  does 
not  have  a  multi-million  advertising 

appropriation.     But  in  its  network  ra- 

dio   program,    begun    last    November, 
every   dollar   of   its   relatively   modest 
$250,000     outlay 
worked  overtime. 

As  a   result  of 

talent-promotion 

for      broadcasting 

this  $250,000  time- 
investment.  NAVL 

agents  invested  another  $260,000  in 

local  spot  radio,  and  all  of  this  togeth- 
er, the  company  estimates,  has  pro- 

duced some  $350,000  worth  of  public- 
ity and  about  $180,000  worth  of  plugs 

on  network  and  individual  stations. 

Applegate  Advertising  Agency,  Inc.. 
of  Muncie,  Ind.,  which  has  served 

NAVL  since  1949,  developed  the  cam- 

paign. Its  job  was  to  create  nation- 
wide public  acceptance  for  NAVL 

among  two  types  of  prospects:  i  1  i  in- 
dividual families  and  (2)  business 

firms.  Since  long-distance  moving  is 
ordered  on  the  basis  of  confidence, 
both  in  the  local  mover  and  the  van 

line  he  represents,  North  American's 
president.  James  D.  Edgett.  felt  that  a 

Any  sponsor  can  pro- 

fit by  using  North 

American's  check  off 

list  for  radio  success 

II  hile  you  are  reading  this  article.  2,500 

families    are    moving    via    the    vans    of 

\  or th  American.  Much  of  this  success 

/s  due  to  their  intelligent  use  of  radio  in 

which  they  parlayed  a  $250,000  budget 

into  many  times  that  value  in  accrued 

advertising  through  individual  spot  ra- 

dio agent  tie-ins  with  the  parent  com- 

pany's show  amounting  to  $260,000; 
through  state  salutes  that  brought  rough- 

ly $530,000  worth  of  publicity  in  the 

press  and  on  the  air  across  the  nation. 

Alex  Dreier  (r)  on  NBC's  Monitor  for  NAVL,  inter- 
views van  lines  president,  James  Edgett  Dreier  was 

natural  for  theme  "Man  on  the  Go  for  Van  on  the  Go" 

Builr  in  publicity 

Governor  Williams  of  Michigan  records 

greeting  for  Dreier's  "Salute"'  to  his  state. Sal iites   gol    niie   million    lines   of   publicity 

M) 
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dignified  yel  friend!)  radio  program 
was  needed,  one  to  build  prestige  rath- 
,  i  than  merelj  amuae  or  entertain. 

\  news  01  commentai  \  t\  |><-  "I  |U"- 
gram  was  indicated.  Numerous  com- 

mentators were  considered,  but  one 
bad  .'  natural  advantage.     Uea  Dreier, 
veteran    NIH!    wai    '  "i  h--|miikIi-iiI    and 
news    analyst,    bad    been    known    foi 

wars  as  "Man  mi  the  (in."    a  title  tied 
perfectl)  to  a  moving  business  theme. 
John    I. likens,    funnel     \\\l     ad    man 

ager  and  now  account  executive  with 

Vpplegutc  su^e-ted   the  slogan,   "M.m 

on  tin-  Go  for  the  Van  on  tin-  (m>" 
.iikI  that   wa-  it. 

Beginning  lii>i  November,  Dreiei 

was  presented  in  a  series  "f  five-minute 
segments  everj  weekend  on  NIK  Ra- 

dio's Monitor.  One  Begmenl  was 
scheduled  for  Saturda)  morning  to 
reach  bomemakera,  one  for  Saturda) 
evening,  another  for  Sunday  afternoon 
.limed  at  the  auto  traffic  audience.  The 

main    feature    was    a     lO-ininute     I  two 

five-minute  segments)  show  on  Sunday 

evening  thai  consisted  of  a  "Salute  to one  of  the  18  states. 
One  of  the  factors  that  led  \  \\  I. 

and  its  agenc)  td  spearhead  its  1957 

campaign  with  Monitor  was  the  in- 
crease  in  the  popularity  of  radio  as  a 
local  advertising  medium  among  its 
1.1  (Ml  agents  across  the  I  .  S.  A  sur- 

\e\  three  years  ago  showed  that  only 
used  radio:  in  1956,  30^5  were 

using  radio.  This  year  the  percentage 
i-   well   over   50.     A  special  analysis 

among    \\\l   -   agents   who   produce 

the  most  business  revealed  thai  '•'•!' 
of  them  aiK ei t ise  on  lo<  al  i adio  sta 

lion-.     I  he  \lc\  I iieii  i  programs 

these  agents  a  fini    tie-in  opportunit) 
and  accounted  foi  a  large  pari  ol  this 
\ eai  -   iin  rease   in   theii    use  of   la  al 
radio. 

I  lie-e     lie-ill-     Weir     .n  i  i  m  1 1  >|  i-hed     ill 

tlii-  way:  \  \\  I.  and  ̂ pplegate  \ 
i  \  had  I  Ireiei  record  a  sei  ies  ol  spe- 

cial five-minute  programs  and  made 
them  available  to  N  \\  L  agents  id  use 
on  local  stations  of  theii  choii  e.  I  hese 

programs  wen-  prepared  at  the  rate  "I 
three  a  week,  and  offered  al  a  nominal 

cost  Agents  who  signed  up  for 

\\\l.'-  co-op  advertising  fund  could 
have  50|  -  of  the  cosl  refunded,  mak- 

ing llieii  net  charge  for  talent  per  [>ro- 

j  i  am  minimal. 

I'lie-e  programs  bad  the  same  news) 
flavor  of  tlie  Monitor  -Imw-.  Imi  con- 

tained no  Bpol  new-  so  thai  the)  could 
he  used  localh  at  an)  time.  Some  150 

\  \\  I.  agents  Bigned  up  foi  these  I"1  al 
shows,  and  on  an  annual  basis  it  is 

estimated  the)  will  invest  more  of  their 
own  mone)  on  time  charges  than  the 

parent  COmpan)    doe-  OH    Monitor. 
\\  bile  these  local  -how-  are  aimed  at 

long-range  growth  rather  than  at  im- 

mediate   order-,    main     agents    are    re- 

|MHt  in-    direct    results.     I  me    N  \\  I. 
agent  in  \  irginia  [unpointed  eighl  lo- 

cal and  three  long-distance  moves 
within  the   first   month    i  ( )n   long-dis- 

.i  commission  from  N\\l  •       Vnothei 
i  in  the  Midwest  found  In-  »toi 

business  bad  gone  up  I ' M  •  since  he 
began  using  the  I  treiei  record  ii  0 
>  alifoi  in. i  agenl  m  i  ote  the  parenl  i  oro« 

pan)  -a\  ing  :  "i  tm  phone-ins  have  in- 
(  reased  '  ompan)  -paid  moi  es  art 

going  up  <>ui  salesmen  are  being  wel- 
i  < Tm-. I  iii  the  home  to  make  esl 

How  baa  tin-  double-edged  radio 

campaign  worked  foi  the  over-all  busi 
ne--  of  North  American  Van  Lines? 

Since  the  start  ol  the  Monitor  show 

leas  than  a  yeai  ago  <  it  m  ill  I- 
sumed  m  Septemhei  aftei  a  summei 
hiatus)  business  volume  has  increased 
moie  than  20'  I  ,  Since  May,  booking! 
on  long-distance  moving  jobs  have 
stood  iii  ne. n  (  apai  its  and  i  ontinue 

solid  through  August  Bj  year's  end, 
V  i II i.i in  I..  Sneltjes,  NAVL's  vice  presi- 

dent in  (  barge  of  Bales,  foresee  -  an  all- 
time  high  gross  of  well  ovei  v  M)  mil- 
lion. 

I  he  parenl  compan) "-  $250,000  bud 
gel  has  been  Btrei  bed  in  all  dire*  lions 
through  intelligenl  merchandising  and 

promotion  of  it-  Monitor  spearh 
I  he  "Slate  Salutes*1  Begments  on  Sun- 
da)    nights   are   one   example   ol   the 
lloo-ier  -a\\\   thai   went   Into  the  whole 

campaign.  I  irst,  publii  offii  ials  in  the 
state  to  be  saluted  are  i  ontai  ted  f"i 

bai  kground  data,  and  aj  rangements 
are  made  foi  the  govei  noi  of  the  state 

to  introduce  the  "Salute"  with  a  re 
.  orded  greeting.  Vmong  prominent 

i  i  nors  w  h"  bai  e  Benl  -u<  h   - 

I 
°^,fe^ mno,^"*- 

■*  * 

T,y '^.  ™ 

B 
-fMMH  J*   «*r   mm   <     If*   frtt  ■*— 4 

WA    ta*..   

"T)i«  words  ol  Americas  »omeiM»ers  . 

■omen  who  km  rtad  i  Nortk  American 

Wife  Apprised  mow    teH  tlte  story  best'" 

Q 

<? 

g n 

«* 

i 

A 

[1^    Merchandising  star 

"Man  on  the  go"  meets  the  "un  on  the  go" 
when  NBC's  Vies  Dreier  chats  with  driver  of 

N>  W  I.  van.  \  an  signs  advertise  the  program 

\y\     Print  support 

<  oloi  spreads  in  Sato  n  '•:■.  Evening 
and  Fortune  feature  editorial  material  -:. 
\>\   Dreier  anil  also  advertise  the  radio  show 
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ami  HOT  NEWS  fuSH! 
fry    NORTH    AMERICAN     AGENTS 

•   

ALEX  DREIER/  MAN  ON  THE  60 

TO  STAR  FOR  "VAN  ON  THE  GO 
fimoui  Hewi  Commtnttlot  It  MsMli 

4  Did'O  Shots  Wttkly  on  H8C  Mmn 

FIRST     BUOJDOU     NOVEMBER 

l^n     Agent  promotion 
Thi-    lahloiil 

show  promotion  pit   nt  to  N  \\  I    .,_ 
who  tieil  in  to  campaign  with  local  ra.li'. 
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Nothing  was  left  to  chance  in  developing  this 

campaign  that  gave  long  mileage  to  relatively  low  budget 

to  "Man  on  the  Go  and  \  an  on 

the  Go"  arc  knight  nf  California. 
Lausche  of  Ohio.  Herter  of  Massachu- 

setts, Leader  of  Pennsylvania,  Ilarri- 
man  ot  New    i  ork. 

Next,  new-  releases  describing  the 

upcoming  program  are  sent  to  ever) 
daily,  weeklj  and  Sunda)  paper  in  the 
state.  Pictures  of  Dicier  are  included. 

\  follow-up  story  is  mailed  to  arrive 
in  time  for  Monda\  papers  covering 
the  show.  In  the  first  six  months,  an 

estimated  500  pages  <d  clippings  were 
received,  totaling  ahout  a  million  lines. 

boosting  the  show  and  in  most  cases 
mentioning  North  American.  Requests 

for  reprints  of  the  "Salutes  have 
[loured  in  and  publicit)  has  spread  well 

he\ond  the  daih  press.  Georgia's  De- 
partment of  Commerce  Bulletin  car- 

ried Dreier's  "'salute"  to  that  state  in 

full.  Connecticut  used  their  "Salute" 
as  the  lead  article  in  it-  brochure, 

"Connecticut  Holida) . 
Meanwhile.  \\\1.  and  the  Apple- 

gate  ̂ gencj  have  been  merchandising 
the  -how  to  its  own  agents  through  its 

house  organs  and  through  special  pro- 
motion pieces.  Personal  appearances 

are  made  1>\  Dreier  from  time  to  time 

at  regional  meetings  of  N  \\  L  agents. 
Large  decals  have  been  sent  to  each 

agent  to  spot  on  his  trucks.  These 

hear  the  slogan  :  "  I  une  in  'Man  on  the 

Go!'      Alex     Dreier    on    Monitor.    \I!C 

Radio,"  thus  turning  several  thousand 
truck-  into  lolling  billboards  advertis- 

ing the  radio  campaign. 

Hut  the)  didn't  even  stop  selling  the 
show  there.  Tying  in  with  its  Monitor 
series.  North  American  has  used  sev- 

eral lull-color  double  spread  ads  in 
The  Saturday  Evening  Post,  Life  and 
Fortune.  Thoe  advertisements  are  in 

the  nature  of  editorial  pieces  with  the 

b\ -line  of  Alex  Dreier.  Each  also  pro- 

motes the  "Man  on  the  Go"  series. 
To  help  its  agents  promote  the  \le\ 

Dreier  broadcasts  in  local  newspaper-. 
NAVL  has  available  for  them  mats 

advertising  both  the  Monitor  programs 

and  the  agents'  own  local  shows.  The 
sheets  for  ordering  these  mats  were 

just  part  of  a  promotion  package  that 

went  out  in  advance  of  the  show's start.  It  also  included  a  record  that 

(arried  a  typical  Alex  Dreier  broadcast 
along  with  a  recorded  message  to  the 

agents  from  NAVL's  president.  James 
Edgett.  Also  in  the  package  was  a  tab- 

loid newspaper  explaining  the  purpose 
of  the  campaign,  how  agents  could  take 
lull  advantage  of  it  and  a  biography  of 

•\lex  Dreier.  FinalK.  there  was  a  ques- 
tion-and-answer  sheet  explaining  such 
things  as  the  fact  that  although  the 
Monitor  series  was  on  NBC.  agents 
were   free  to   use.  for  their  own  local 

shows,  an)  stations  the)   felt  would  do 
the  best  job. 

The  commercial  cop\  theme  of  both 

the  Monitor  programs  and  the  agent- 
own  -how-  i-  built  around  the  \  \\  L 

trade-mark  slogan.  "\\  ife- Approved 

Moves."  This  appeal  was  chosen  after 
extensive  research  showed  that  in  fam- 

il\  movings  the  wife  is  the  most  influ- 
ential factor  in  the  selection  of  the  van 

line  in  <>()'/   of  all  cases. 

In  the  coming  radio  season.  VWL 

plans  for  Dreier  include  extending  the 

Sunda)  night  "State  Salutes"  to  pa\ tribute  to  Canada.  Alaska.  Hawaii 

i  North  American  has  100  agents 
around  the  world  I  and  what  states  re- 

main to  be  saluted.  After  that,  a  dif- 
ferent format  may  be  adopted. 

The  agenc)  that  developed  the 
NAVL  campaign  and  correlated  all  the 
arms  of  promotion  and  merchandising 

that  stretched  the  $250,000  budget  into 

one  with  many  times  that  valuation  is 
headed  h\  M.  Ra\  \pplegate.  Harr\ 

L.  Bird  is  its  \  ice  president  in  charge 

of  radio.  It  also  is  one  agenc\  that 

in  recent  \  ears  bought  its  own  air- 
plane for  the  use  of  executives. 

The  Applegate  handling  of  North 
American  Van  Lines  budget  in  order 

to  get  the  maximum  mileage  for  its 
radio  dollars  demonstrates  once  again 
that  Madison  and  Michigan  Avenues 
do  not  have  a  monopol)  on  ingenuity 

and  progressive  advertising  techniques. 
Main  Street.  (  .S.A.,  is  strong  in  this 

department,  too.  ^ 

"H  AMERICAN  VAN  UN 

til 

Star  meets  admen:  NBC's  Dreiei  visits 
Louis   E.   Hoffman,  \  \\  I    ad   manage:    (r.), 
Herbert    \   <  arlsoti   v.p.  ol   Vpplegate  Vgencj 

12 

Press  clips  aplenty:  Some  of  the  more  than  500  clips  collected  in  the  first  -ix  months 
of  Sunday  night  "Salute  to  States"  on  Monitor.  About  one  million  lines  in  the  press  resulted 
from   this  serie-.     \  \\  I.   estimates   this    newspaper    publicit)    was    worth    ai    least    (350,000 
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INSIDE  DR.  DICHTER 
What  is  he  Iik<   this  man  who  has  become  synonymous  >\  i  1 1 1  Motivational 

Research  and  who  maj  be  remembered  a*  the  Freud  of  Madison  ive.?  Bon 

dors  his  Institute  test  a  !\  commercial?    What  makes  a  commercial  work? 

■  Natural!)  I  was  impressed  b)  the 

great  inventive  ̂  » ■  m i 1 1 -~  of  the  um."" 
said  an  intimate  business  acquaintance 
<>t  Dr.  Ernest  Dichter  who  remembers 

liim  in  iln>  years  between  hi-  arrival  in 
\merica  and  bis  founding  of  the  ln-ti- 
tute  for  Motivational  Research,  'T>tit 

what  impressed  me  more  strongly," 
this  friend  recalls,  "was  Dichter's  own 
great  feeling  of  insecurity  . 

"Maybe  it  was  because  be  lefl  school 
a>  a  kill  to  support   his   family,  then 

by    Bill    Miksch 

nearl)  starved  i"  death  in  Paris  and 
Snail)  made  it  t"  tin-  I  nited  States 
just  a  hop,  skip  and  jump  ahead  of 

dei  I  uhrer's  invasion  of  \u-ii  ia.  Vnj  - 
how .  be  n<'\ it  could  be  im olved  in  \<<<> 
mam  money-making  projects  al  once. 
He  had  to  run  fastei  and  think  <|iii'  kei 

than  anj  !">d\  else." 
1 low  correct  this  layman's  analysis  is 

■  •I  one  of  the  great  mass  psychoana- 

lysts "t  mil  era  is  anyone's  guess.  But 
it  \\cll  ina\  have  been  a  lark  of  secur- 

it)  thai  drove  Dr.  Dichter,  in  less  than 
-    !••  -in  h  a  lnfi\   position  that 

the  industrial  giants  of  the  umld  i 
i"    him    for    marketing    guidance.      It 

also  explain   w h\    Dichtei   • 
for  th.-  -iir  ..f  hi-  Institute,  tin-  highest 

peak     elevation   5  '•'■   feel     in  Croton- 
on-Hudson,    New    York.      If   anything 
<  an  in-  ■(  i\  ate       -  -   •  1 1 r- 
it\.    thr    |)..i  t..i  -    \  ii-v.    id   tic    II  .    - 
River  \  alle)  should  do  it. 

I  rom  this  aei  ie,  rudd)  -•  omplexioned, 
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DR.    DICHTER    continued   .   .   . 

rusty-haired  Dr.  Dichter  directs  the  ac- 
tivities of  some  75  staffers  and  clerical 

workers  "in  residence'"  i  actual!)  the) do  not  live  at  the  Institute  but  in  such 

nearby  places  as  Peekskill.  Ossining, 

Harmon  and  Crotonl.  a  corps  of  1.000 
trained  interviewers  scattered  across 

the  I  .  S.  and  in  Mexico,  as  well  as 
staffs  of  branch  Institute  offices  in  Can- 

ada. France  and  Switzerland.  He  will 

shortl)  add  branches  in  Germany  and 

England. 
Out  of  this  vast  web  of  research 

come  five  basic  services  to  clients  and 

advertising  agencies:  (1)  complete  and 

pilot  studies;  (2 1  testing  services,  in- 
cluding the  new  Motivating  Response 

frightening."  Advertisements  for  it 
carry  the  provocative  heading:  "What 

are  they  doing  to  YOU?"  Since  Ur. 
Dichter  is  mentioned  on  50  pages  of 
this  book,  about  three  times  oftener 

than  is  any  other  practitioner  of  MR, 

it  is  often  referred  to  as  "That  Dichter 

book." 

Yet  there  is  nothing  "frightening" 
about  Dr.  Dichter.  Peppery,  yes.  A  fast- 

rising,  quick-cooling  temper — product 
perhaps  of  Viennese  temperament  and 
red  hair — is  the  closest  he  comes  to  in- 

spiring "fright."  Offsetting  this  is  a 
lode  vein  of  good  humor  and  under- 

standing reflected  in  an  infectious  grin 

and  twinkling  blue  eyes  behind  horn- 

MR,"  one  adman  told  sponsor.  "It  is 
as  simple  as  the  guy  who  runs  the  cor- 

ner grocery  store  tr\ing  to  understand 

his  customers." MR.  Dichter  explains,  does  not  im- 
pose the  will  of  a  manufacturer  upon 

the  consumer  in  order  to  force  him 

into  buying  a  certain  product.  It  is 
rather  the  tailoring  of  the  product  and 

its  advertising  to  meet  the  real  wants 
of  the  consumer.  Since  Dichter  has  al- 

ways stressed  the  "emotional"  factor  in 
advertising  I  "To  women,  don't  sell 
shoes — sell  lovely  feet"),  and  because 

he  has  pointed  out  that  the  public's 
swing  awa\  from  its  old  "puritan  com- 

plex" has  made  the  desire  for  comfort 

Vance  Packard 

HIDDEN 
ERSUADERS 

"Frightening"  is  NY  Times  de- scriptioD  of  book  on  MR.  Ads  ask 

"What    are    they    doing   to    YOU?" 

"Not  frightening,"  is  reply  of  Dr.  Ernest  Dichter,  founder  of  Institute  for  Motivational  Re- 
search. "MR  is  simply  the  application  of  psychological  and  social  scientific  techniques  to  the 

study    of   consumer    buying   habits.      I'm    no   'hidden    persuader';    I    can't    even    persuade    my    kids" 

Patterns  testing  of  tv  commercials: 

I  3  I  continuous  services  for  long-range 
guidance;  (4)  creative  research  memos 
on  specific  questions,  and  (5)  creative 
consultations  on  sales  and  advertising 

problems. 
Innocuous  as  these  services  sound, 

the\  have  lately  been  hauled  out  into 

the  public  square  and  branded  as  "ter- 
rifying." Perhaps  the  phrase  that  Dr. Dichter  himself  coined  to  describe  his 

techniques  -  "Motivational  Research" 
— and  its  subsequent  shortening  to 

"MR"  has  a  vaguely  ominous  and  bu- 
reaucratic ring  that  suggests  the  Amer- 

ican consumer  is  being  manipulated 

into  buying,  voting  or  living  as  "Big 
Brother"  thinks  he  should. 

"The  Hidden  Persuaders,"  a  best- 
selling  book  on  MR  by  free-lancer 
\  nice  Packard,  now  in  its  sixth  print- 

ing, has  been  described  by  the  New 

s     as    "Fascinatins    .    .    . 

rimmed  glasses.  The  brain  behind  it 

all  might  well  be  capable  of  forcing  its 

will  on  others,  but  it  won't.  It  would 
rather  let  you  make  up  your  own  mind, 

meanwhile  anticipating  exactly  how 

y  ou're  going  to  do  it. 
"A  lot  of  research  looks  back  over 

its  shoulder,"  says  George  Huntington, 
vice  president  of  Television  Bureau  of 
Advertising,  for  whom  Dr.  Dichter  did 

a  study  on  the  impact  of  media  on 

women  in  super  markets.  "But  Dr. 
Dichter  always  looks  ahead." 

Nor  is  Motivational  Research 

"frightening."  It  is  nothing  more  than 
the  psychological  and  social  scientific 

techniques  applied  to  the  study  of  con- 
sumer bu\  ing  habits. 

"I'm  not  a  'hidden  persuader."  "  said 
Dr.  Dichter.  "If  I  was.  I  could  more 
often  manage  to  persuade  in\  kids  to 

do  what  I  tell  them." 
"There   is   nothing   terrifying  about 

and  luxury  and  prestige  the  major 

sales  appeals,  the  question  of  the  mor- 
ality of  MR  has  been  raised. 

It  has  probably  been  raised  again 

since  the  July-August  issue  of  Dr. 

Dichter's  monthly  marketing  magazine. 
Motivations,  which  baldly  stated  that 

"The  trouble  with  American  advertis- 

ing today  is  that  the  power  of  real,  un- 
adulterated sex  is  almost  completely 

lacking."  This  was  based  on  an  analy- 
sis of  100  tv  commercials  and  200 

magazine  ads.  "Put  the  libido  back 

into  American  advertising."  Motiva- tions advises. 

This  does  not  mean  that  Dichter  ad- 

vocates replacing  tv  commercials  with 

French  postcards.  It  is  simply  a  recog- 
nition of  the  truth  that  sex  has  a  prettj 

basic  appeal. 

"Dr.  Dichter  always  came  through 

with  truthful  answers."  savs  Monroe 
Greenthal.  president  of  Monroe  Green- 
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ili.il  Co.,  New  V>ik.  w  li<>  was  one  "I 

Dichter's  first  clients  and  went  on  to 
use  his  services  in  ili<-  \<-.u>  since.  "He 

nevei  tried  to  gel  you  1 1 1  *  -  answers  you 
wanted  to  bear;  whatevei  his  findings, 

that's  w  li.ii  \  on  got. 
'*  Vnothei  tiling  that  sti uck  me," 

GreenthaJ  said,  "was  the  intelligent  wa\ 
he  tackled  a  problem.  Mo«.t  market 
researchers  want  guidance  and  more 

guidance  from  the  client,  f  >ut  Dichtei 
gave  the  guidance.  He  told  us  w  li-it 

questions  should  be  Baked." 
In  speaking  t"  .i  number  of  othei 

Dichtei  clients  |>a>i  and  present  I  Ili- 
institute  has  completed  more  than  800 
studies  main  ranging  from  $20,000 

to  $30,000  in  almost  everj  field  of 

consumer  research),  tin-  words  most 
frequently  used  to  describe  him  were 

"il\  namic,"  "vital,*'  and  "stimulating." 
Langdon  Littlehale,  advertising  di- 

rector  and  sales  manager  for  Mosler 

Safe  Co.,  for  whom  Dichter  has  heen 

conducting  several  studies  in  the  past 

years,  told  sponsor,  "The  Doctor  does 
more  to  stimulate  your  own  thinking 

than  am  one  else  voii're  e\er  likely  to 
deal  with.  He  can  spout  ideas  fastei 

than  you  can  k«-»-|>  up  with  them  and 
always  comes  up  with  a  fresh  ap- 

proach."  Mosler  Safe  advertising  has 
traditionally  used  the  fear  approach 

("What  if  \ou  are  robbed  or  wiped 
out  h\  fire?"  I.  Now  it  is  switching 
to  a  more  positive  tack  ("YouTI  never 
have  to  worry  if  you  have  a  Moslei 

Safe"  i  because  Dr.  Dichter  found  that, 
in  these  troubled  times,  it's  better  not 
to  frighten  people. 

"lies  reall]  at  his  best  when  he's 

free-wheeling  with  ideas."  another  ad- 
man said  of  Dichter.  " 1 1 ">  a  tremen- 
dous experience  sitting  in  a  conference 

room  with  him." 

"The  earlier  Dichter's  in  on  a  prob- 
lem."   ~a\>   another   client,    "the    better 

the  chances  for  a  quick  solution." 
But  not  everyone  in  advertising  has 

unqualified  praise  for  "Mr.  Mass  \l"ti 

various."  Some,  although  unanimous 

in  admiration  of  Dichter"-  personal 
bounce  and  brilliance,  question  the 
wisdom  o|  complete  reliance  on  MM. 

Since  its  foundation  is  the  "depth" 
(long  and  exploratory  i  interview  of  a 
sometimes  small  group  rather  than  the 

less  "'deep'"  questioning  of  greatei numbers,  they  feel  that  it  nun  not  ade- 

quate!] present  the  feelings  of  the 
masses. 

"It  am  weakness  lies  in  MR,"  one 
researcher  told  sponsor,  "it  is  this 
business  of  looking  at  the  public  as  a 

single  patient  lying  on  the  psychiatric 

Misery  of  Choice:    ̂ Ht   turned  op  '■"  t  » * ■ » f  customer!    igonuu    befon    too   mairj 
brands.   II*  n    i  I><>n  mi  tnbei  "i  [nstitute'i  i  •  -in r. >l  group  ai  U  out  "Miser}     in  I  hrii 

On  the  air:   Dichter's  Lnstitute  - [>•  -n -•  t ~  weekly   Ml!   program  on   \\l\\.   Peekskill 

Living  Laboratory:  '  bildren  from  •  roton,  N.  'i  •'!!  a<K 

Tv  testing:    ta  relaxed  .t-  in  tlnir  ohm  living  rooms,  members  "t  [nstitute  consumer 
pane]  ».it.  h  i\  commercials,  express  n  ictions  thai  point  up  weak  .in. I  strong  ad  points 
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\\  lien  Saran-Wrap  was  introduced,  Dichtei  conducted  studies  of  (lit-  product  and  it-  t\ 
commercials.    Findings  resulted  in  improvement  i>f  the  wrap  and  changes  in  commercial 

couch.     We're   too  complex    for  that." 
For  a  well-rounded  market  survey, 

this  researcher  along  with  many  of  his 
confreres  feels  \ou  need  to  count  more 

noses  than  MR  is  prone  to  do.  "May- 
be the  difference  is  the  Atlantic 

Ocean.""  he  went  on.  "The  American 
psychologist  is  strong  on  proof;  the 

European  psychologist  is  strong  on  in- 

sight."' 
Dichter  is  a  European  psychologist. 

He  was  horn  in  \  ienna  in  1907.  left 

school  at  15  to  help  support  his  family 

h\  working  as  a  window  decorator, 

sign  painter  and  sales  clerk  in  a  Vien- 

na department  store.  Through  a  spe- 
cial government  test  for  impecunious 

hut  deserving  \oungsters.  he  was  later 
able  to  enter  the  University  of  Vienna, 
then  went  on  to  the  Sorbonne  in  Paris. 

His  Parisian  sojourn  was  a  lean  one. 
and  he  was  forced  to  work  at  all  sorts 

of  jobs  simultaneously  to  make  ends 

"nearly"  meet. 
In  Paris.  Dichter  found  his  "first 

love" — a  girl  psychologist.  Hut  the 
whirlwind  romance  got  suddenly  star- 
crossed  when  the  girl  up  and  fell  in 
love  with  another  fellow.  Dichter  re- 

turned to  Vienna  without  the  girl  but 

with  a  greater  interest  in  psychology 
than  ever. 

After  his  doctorate  from  the  I  niver- 

sitv  of  \  ienna  and  his  Licencie  es  let- 
tres  from  the  Sorbonne.  he  established 

a  psychoanaK  tic  practice  in  \  ienna  on 

Berggasse.  directh  across  the  "gasse 
(street)  from  Freud.  "I  onlj  used  to 
-cc  him."'  Dichter  recalls.  '"I  never 
met  him.  He  was  an  old  man  then  and 

no  longer  practicing."  In  addition  to 
psychological   work   with   individu- 

als, Dichter  also  did  commercial  mar- 
ket research.  MR  was  getting  under- way. 

During  this  period.  Dichter  fell  in 
love  again,  this  time  with  a  concert 

pianist  —  a  pretty  brunette  named 
Hedy.  They  married,  and  it  is  Hedj 

who  today  serves  as  treasurer  and  in- 
terior decorator  for  the  Institute  at 

Croton,  manages  the  Dichter  resort-art 
colony  estate  at  Montrose,  N.  Y.,  looks 
after  their  two  children  (Tommy,  age 
16  and  Susan.  14 1  in  the  Dichter  home 

at  Ossining,  N.  Y..  and  still  finds  time 

to  give  piano  lessons. 
Whatever  plans  the  Dichters  might 

have  had  for  remaining  in  Vienna 
were  short-lived.  Storm  clouds  were 

gathering  across  the  border  as  Hitler 

eyed  Austria.  "Friends  began  advis- 
ing me  to  get  out  of  Vienna,"  says 

Dichter.  whose  name  had  begun  turn- 
ing up  with  uncomfortable  frequency 

in  the  Nazi  press.  That  was  all  the 
motivation  he  needed. 

They  made  it  to  Paris  a  few-  months 
before  the  Austrian  invasion  and  ap- 

plied for  visas  to  the  U.  S.  The  vice 
consul  was  concerned  about  Dichters 

ahilitv  to  support  himself  and  his  wife 
if  they  came  to  the  U.  S.  Dichter  un- 

folded his  dream  for  Motivational  Re- 

search, and  the  vice  consul  gave  him 

his  personal  affidavit.  The  Dichters  ar- 
ris rd  in  America  in  1938. 

Three  days  after  landing  in  New 

York,  Dichter  had  a  job  with  Market 

Analysts,  a  small  research  organiza- 
tion. He  staved  long  enough  to  tr\  to 

interest  them  in  MR.  then  struck  out 

lei  himself.  His  first  assignment  on 
his  own  was  from  Ed  Battey,  now  vice 

president  and  director  of  research  for 

Compton  Advertising;  the  client  was 

Ivory  Soap.  In  typical  fashion.  Dich- 
ter eschewed  statistics  and  numbers  in 

favor  of  "the  psychology  of  bathing." 
As  a  tv  advertising  executive  recent Iv 
said:  "Dr.  Dichter  has  alwavs  been 

the  exact  opposite  of  an  IBM  brain." 
His  big  break  came  in  1939  when 

he  interested  Chrysler  and  its  agency, 

J.  Stirling  Getchell,  in  motivational  re- 
search for  Plymouth.  The  results  of 

tin*  survey,  which  showed  motorists 
were  far  more  wrapped  up  in  the  thrill 

of  the  open  road  than  in  how  mam 
nuts  and  bolts  were  in  the  engine. 

brought  Dichter  national  recognition 

I  iv  Time  and  other  magazines.  Getchell 

gave  him  a  secretary. 
"What  do  I  do  with  her?"  asked 

Dichter,  who  had  become  accustomed 

to  operating  solo. 
For  the  next  four  \ears.  Dichter  re- 

mained with  Getchell.  conducting  more 

than  30  surveys.  Then,  at  the  sugges- 
tion of  Dr.  Frank  Stanton,  he  joined 

CBS  as  a  research  psychologist,  made 

the  first  full-scale  studv  of  tv  programs 
and  commercials  in  1945.  A  year 

later,  he  founded  his  Institute  for  Mo- 
tivational Research  on  his  20-acre  farm 

at  Montrose,  N.  Y. 

The  Montrose  farm  represented 

Dichters  only  deviation  from  market 

research.  Indulging  a  whim  for  farm- 
ing. Dichter  stocked  it  with  a  herd  of 

cattle  and  2.700  chickens.  W  hen  half 

the  chickens  suddenly  died,  the  Dich- 
ters turned  the  coops  into  bungalows 

and  started  a  summer  colony  on  the 

theme,  "Vacation  From  Yourself."  It 
was.  in  Dichters  words,  the  "psycho- 

Logical  equivalent  of  a  Catholic  re- 
treat."" The  first  ad  he  prepared 

stressed  only  the  benefits  to  one's 
psvehe.  ignored  the  facilities  offered — 
yet  drew  300  replies  from  a  single 

newspaper  insertion. 
Small  wonder  that  Dr.  Dichter  has 

sometimes  been  described  as  "a  better 
adman  than  scientist. 

"I  never  know  just  how  to  take  it." 

Dr.  Dichter  savs.  " — as  a  compliment 
or  an  insult.  Actually  the  whole  charge 

is  absurd.  In  order  to  be  a  good  seien- 
ti.-t.  you  must  be  creative.  The  ability 
to  see  several  apparently  unrelated 

things  together,  then  relate  them  crea- 
tive!) into  good  advertising  is  certain!) 

a  science.  I  don't  see  where  being  an 
adman  lowers  the  stature  of  a  scien- 

tist." 

Once   he   had    set    up    the    Institute. 

(Please  turn  to  poize  57) 
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PART    TWO 

Reprints  »t  the  Timebuyers  ni  the 

l  S  i 'i  n\  entirety  will  /><■  available 
latrr  tins  summer.  Write:  SPONSOR 

■  i  In, ..  10  /  vuh  St.,  Sen 
York  17.  V  ).  \r\t  installment 

trill  appear  m  the   in    tugust  issue 

TIMEBUYERS 
OF  THE  U.S. 

Most  extensive  li*>t  of  timebuyers  yel  published  link- 

buyers  with  their  accounts  (particularly  regional  or 

national    spot    clients).    jriv«'>    agency's    address,    phone 

I  lie  fimebuyers  "I  the  I  .  S.  listing,  w  In >-<•  second  install- 

ment starts  on  tin-  next  page,  i-  probabl)  the  most  complete 
such  li-t  yet  published.  Primarily  the  li-t  is  adapted  from 

the  summer  1957  edition  >>f  Time  Buyers  Register,  published 

l>\     Executives9    Radio-TV     Service    of    Larchmont,    N.    V 

\(ldi'i|  to  this  basic  li-t  i-  information  which  was  reported 
directl)  to  sponsor  1>\  agencies. 

I imc  Buyers  Register  is  pubhshed  three  linn'-  .1  year  ami 
sells  for  $15  a  copy.  It  has  been  issued  for  -i\  years  and  is 

compiled  from  a  nationwide  survej  of  agencies. 

The  Time  Miners  Register  list  was  modified  bj  sponsor 

a-  lollops:  Client  lists  of  mam  agencies  were  shortened  both 

to  sa\e  space  and  to  throw  emphasis  on  national  and  re- 

gional accounts.  Accounts  which  appeared  to  he  strictl) 

local    in    their    operation    were    most    frequent!)    eliminated. 

\n  asterisk  1  *  1  after  the  agencj  name  indicates  that  the 

agency's  client  li-t  has  been  shortened.  \  daggei  (f)  indi- 
1  ates  Hi--  agencj  reported  directlj  to  sponsor. 

I  he  listing  is  alphabetical  1>\  states  with  cities  appearing 

alphabetical!)  below  the  state  heading,      ̂ gem  ies  are  listed 

alphabetically    b)    cities    and    include    address   and    phone. 

Each  agency's  listing  include-,  the  agency  name,  address 

and  phone  number,  ["hen  in  hold  lace  appear  the  names  "t 
media  executives   '  il  the)    were  reported)    and  timebuyers. 

Accounts  an-  then  listed,  followed  b)  tin-  name  of  the  buy- 

ei  handling  1h.1t  account    In  cases  where  igem     -  not 

to  specif)   which  buyers  are  assigned  to  which  ao  ••imt 
cause  of  a  team  operation  01   rotating  assignments)   bu 

and  ac<  ounts  are  listed  separate!) . 

sponsor  in  most  instances  ha-  eliminate, I  listing  of  agen- 

cies  which   mentioned   no   accounts.      Vgencies   -   nitted 
which  have  since  returned  t"  active  use  of  national  or  re- 

gional spot  t\  or  radio  should  so  report  to  sponsor  at   Jo  I 
19th  Street,   New    York   IT.  Y  ̂   .     SPONSOR  plan-  to  reprint 

the  li-t   in   a  convenient    booklet   and   will  he  glad   to  expand 

it  to  cover  additional  agencies  active  on  the  air. 
The  li-t.  which  started  in  the  |\  Radio  Basics  issue,  will 

he  continued  in  succeeding  issues  until  complete.  \n  ad- 

dendum, if  required  will  be  published  with  the  final  in- 
stallment of  the  li-tin^.  ^ 

SPONSOR 
3    vi  i;i  st    195' 

17 



NEW  MEXICO 

II   ,  ;  ..i   I 

WARD   HICKS   ADVERTISING* 
315  Gold  Ave.,  S.W.,  Albuquerque,   \.    1/. 

B844 

Tom  Jones 

Navajo  Freight  Lines  (trucking),  Oden  Mo- 
tor Co.  (Chevrolet-Goodyear),  Edgar  D. 

Oiiii  &  Son  (concrete  prods.),  Valley  Gold 

Dairies    (dairy   prods.) 

DUKE  KERSTEIN  ADV.  AGENCY* 
117   Marquette   Ave.,   N.W.,   Albuquerque, 

V    If.    7-9686 

H.    Duke   Kerstein 

Driver-Miller  Plumbing  Corp.  (Eljer,  Mis- 

sion), Electric  Supply  Co.  (GE  distrihutoi  i. 
McClain  Music  Co.  (Lester  Pianos),  NM 

Motor  Carriers  Assn.,  Paris  Shoe  Stores, 

Southwest  Moving  (North  Am.  Van  Line 

agt.),  State  Wide  Mfg.  (Zip  Potato  Chip 
&    Food    Product -i 

NEW  YORK 
ALBAN1 

DAVE    FRIS   ADVERTISING* 

277  Lark  St.,  Albany  10,  N.  Y.   5-1429 

R.  David  Fris,  Harry  B.  Rezzemini,  Owen 

Norton,  Catherine  A.  O'Connor,  Mary  E. 
Humphrey,   Donald  J.   Moore 

Canada  Dry  Bottling  Co.  of  Albany,  Moore; 

Dobler  Brewing  Co.,  Fris;  Frank  Adams 

(jeweler),  O'Connor;  Saratoga  Quevic 
Spring  Corp.,  Norton;  T.  Southworth  Trac- 

tor &  Machinery  Co.,  Norton;  Stevens  & 

Thompson  Paper  Co.  (tissue,  paper  plates, 

towels,  Soft  Spun  tissue  products),  Hum- 
phrey 

GOLDMAN    &   WALTER   ADV.   AGENCY* 

17  Elk  St.,  Albany  7,  N.  Y.  5-8864,  5-8865 

Jack  Goldman,  pres.;  Norman  D.  Tillman, 

Eileen    M.   Andrews,    Edward   J.    Ryan 

ABC  Awning  Co.,  Goldman;  Capitol  Bever- 

age Co.,  Ryan;  Empire  Super  Markets,  Gold- 
man, Andrews;  Fort  Orange  Dist.  (TV  sets, 

etc.),  Goldman;  A.  Greenhouse  Dist.  (food 

prods.),  Andrews;  Ben  Katz  (furniture) , 

Tillman;  King  Cadillac-Oldsmobile,  Ryan, 
Goldman;  Montague  Furniture  Factories, 

Ryan;  Nash-Ringel  (Amana),  Goldman, 
Nehi  Beverages,  Goldman;  Rayco  Auto  Seat 

Covers,  Tillman;  Regent  Sandwich  Shops, 

Goldman;  Seven-Up  Bottling  Co.,  Tillman; 

Tru-Ade   Beverages,   Tillman 

BINCHAMTON 

KOKIS  ADVERTISING  AGENCY* 
305    Capitol    Bldg.,    Binghamton,    N.     Y. 
3-5431 

Jacob  Kokis 

Dyer-Fitts    Construction    Co.,    E.    G.    Gale 

'wieners),  Whipples  Lumber  Yards 

B1  rULO 

BBDO 

1611  Hand  Bldg.,  Buffalo  3,  N.   Y.    Cleve- 
land 7915 

Michael  E.  Carnahan,  media  dir. 

Barcalo  (reclining  chairs),  Carnahan;  Bra- 

vo Macaroni  (macaroni  &  spaghetti),  Carna- 

han; N.  Y.  State  DeSoto  Dealer-.  Snyder; 

Niagara  Mohawk  Power  Co..  Carnahan; 

Pfeiffer's  Food  Products  (salad  dressings), 
Snyder;  Taylor  Instrument  Co..  Carnahan; 

\\  ildroot   Co.    (hair  tonic),   Scan  Ion 

COMSTOCK  &  CO.* 
651  Delaware  Ave.,  Buffalo  2,  N.   Y.    Lin- 

coln 6187 

Herbert    E.    Moore,    media    dir.,    timebuyer 

Don  Allen  City  Chevrolet,  Canadian  Carbo- 

rundum Co.,  Ltd.  (abrasives,  heating  ele- 

ments, resistors,  deoxiders),  Frontier  Oil 

Refining  Co.,  Hospital  Service  Corp.  of  West- 
ern N.  Y.  &  Western  New  York  Medical 

Plan  (Blue  Cross  and  Blue  Shield  Plans), 

Jamestown  Finishing  Products  (industrial 

finishes,  plastic  fabric,  Vinyl  dispersions), 
Keebler     Biscuit     Co.      (crackers,     cookies), 

FLAGLER   ADVERTISING 

107  Franklin  St.,  Buffalo  2,  .V.  Y.    Cleve- 
land 0925 

Morse   Flagler,  C.   Edward   Scofield 

W.  Atlee  Burpee  Co.  (seeds),  Cov-r-Gro 

Corp  (plastic  mulch),  Ra-Pid-Gro  Corp. 
(plant  food),  Sudbury  Laboratory  (soil  test kits) 

MacLAUGHLIN  ADVERTISING  AGENCY* 
601  Ellicott  Square,  Buffalo  3,  N.  Y.    Mo- 

hawk 5703 

F.  R.  MacLaughlin,  owner;  Helen  Malano- 
wicz 

J.  Allen  Bentley  (New  Idea  corn  picker) , 

F.  C.  Ortner  Dist.  (Revco,  chill  chest  freez- 

ers), Perry's  Ice  Cream  Co. 

RICH  ADVERTISING  CO.* 
220  Delaware  Ave.,  Buffalo  2,  N.  Y.    Mo- 

hawk 5692 

Arthur  H.  Rich,  Frederic  N.  Davis 

Pease  Oil  Co.  (Cities  Service),  Rich  Ice 

Cream  Co.,  Rich  Products  Corp.  (whip  top- 

ping &   frozen   eclairs) 

ELMIRA 

MELLOR  ADVERTISING  AGENCY* 

Perry  Bldg.,  Elmira,  N.  Y.    3-5691 

George  A.  Mellor,  pres.;  William  A.  Verity 

Cortland  Baking  Co.  <  McDonald's  farm 
bread).  Mellor;  Fawn  Beverage  Co.  (soft 
drinks).  Verity;  Paul  Harris  Co.  (paint), 

Mellor;  Seneca  Grape  Juice  Corp.  (frozen 

fruit   juice  i.    Mellor 

CHEAT   NECK 

ABNER    E.    KOHN    ADVERTISING 

15   Bond  St..  Creat  Neck,  N.   Y.,  Hunter 
7-8408 

NEW    YORK    CITY 

A.   D.   ADAMS   ADVERTISING 

562  Fifth  Ave.,  \ew  York  36.    V.   Y. 
cle  6-2940 

Cir- 

A.   D.  Adams 

Dynavox    Corp ^phonographs) 

ALLAN    ASSOC* 'Foreign  Language  Advertising),  137  W. 

72nd  Street,  New  York  23,  N.  Y.  Trafal- 

gar 3-9854 
W.  Allan  Sandler,  Art  Sandler,  Pat  Brown 

Briones  &  Co.  (liquor  importers),  W.  Sand- 

ler; Cristal  Be«-r.  W.  Sandler;  Finlay  Straus 
Clothing  Stores.  A.  Sandler;  Malta  de 
Pabst,  W.  Sandler;  Inanue  &  Sons  (Goya 

foods),  W.   Sandler 

THE  RALPH  ALLUM  CO. 

34  East  51st  St.,  New  York  22,  N.  Y.  Mur- 

ray Hill  8-6485 
Howard  Webb 

Clark-Cleveland  (Fasteeth,  new  products), 

J.  C.  Penny  Co. 

ANDERSON    &   CAIRNS* 
130  E.  59th  St.,  New  York  22,  N.  Y.  Mur- 

ray Hill  8-5800 

Victor  Seydel,  v. p.  ch.  radio-tv;  Anne 

Burkholder,   ass't.;    Frank    Lowe,    producer 

Aborn's  Coffee,  Alderney  Dairy,  Dow-Corn- 
ing Silicones,  Dynel  Div.  of  Union  Carbide 

&  Carbon  (synthetic  fibers),  Jetspun — Div. 
of  Am.  Enka  Corp,  C.  H.  Masland  &  Sons 

(rugs  and  carpets),  Seeman  Bros.  (White 
Rose   tea) 

ARCADIAN  ADVERTISING  AGENCY* 
230    IT.    41st    St.,    New    York    36,    N.    Y. 

Pennsylvania   6-1327 

Arthur  B.  Levine 

Pedigreed  Seed  Co.  (lawn  seed),  Rosedale 
Nurseries,   Louis  Smirnow    (Peonies) 

ATHERTON    &    CURRIER* 
420  Lexington  Ave.,  New  York  17,  -V.  Y. 

Oregon   9-5055 

Hubert  R.  Sweet,  media  dir.;  Midge  Krone, 
timebuyer 

Allied  Chemical  (Sta-Fresh),  Cuticura  Prod- 
ucts, Harold  F.  Ritchie   ( Brylcreem,  Eno) 

N.  W.  AYER  &  SON* 30  Rockefeller  Plaza,  New  York  20.  N.  Y. 
Circle  6-0200 

G.  M.  McCoy,  mgr.  broadcast  media  dept.; 

Richard  S.  Bunbury,  supervising  time- 

buyer;  Frank  Carvell,  Helen  Hart-wig, 

Mary  Hartman,  Sol  Israel,  Paul  Kizenber- 
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gcr,  Fred  McClafferty,  William  Miller, 

Lea     Peters,     Al     Randall,     Isabclc     Zicglcr 

\  I  8  I  .       McClafferty;        \m.-ii.   in       \  I 

Corp.,    Kixcnbcrgcr;     \nn..iii    8    i  ..  .    Israel; 

ttlantii    Refining  Co.,  Millar;    \w-  Rent  \ 
Israel;     I!      I        l!.m.  .Is     I  " ..     Carvcll; 

lii--.ll  Carpel  Sweepei  I  "■.  Carvcll;  Butchei 

Polish   I  0.,   McClafferty;    I  .unci    I  . . ■  | •     •  . 1 1 ■ 

conditioning),  Millar;  I  annon  Mills,  Car- 

vcll; Chryslei  Corp.  (Plymouth  Div.),  Hart- 

wig;   I  ..in. imri    Corp.,   Israel;    I   i  J    Elei 

in.    '  small  appliances,  clock  S  timei  I,  IMI- 
l!ro-.      i  offee,       Kiienbcrger;       I  h.ule-       I  . 

Hires  Co.  (beverages),  Carvcll;  Johnson  8 

lohnson,  McClafferty;  K n< •  ■  i -••  Foods  (  orp., 
Millar;  National  Dairj  Prods.  (Sealtest), 

Carvcll  The  Ohio  Oil  Company,  Millar; 

I'lie  Pennsylvania  Company,  Penn  Fruil 
I  Ov,  Millar;  Philip  Morris,  Ziegler,  Peters; 

l'ulk  Millei  Products,  Kiienbcrger;  Seabrook 
Farms,  Kiienbcrger;  SeaPak  I  orp.,  Millar; 

last)  Baking  Co.,  Kiienbcrger;  I  lilted  \n 

Lines,  Randall;  We-tern  \I.ii  %  I.im.I  Farm-. 

Kisenbcrger;  Stephen  F.  Whitman  8  Nm-. 

iardlej  of  I  omiI.hi.  Zippo  Mfg.  Co.,  Kiien- 
berger 

LYNN    BAKER* 

720  Fifth    In-..  Yen    )  orh   19,   \.  )'.   Jud- 
ton  •>■  1900 

James  D.  Evons,  v. p.;  William  Dollison, 

ass't. 

\i  I  \  Products  Cor.  ( Hypo-all ergenic  cos- 

metics i,  Coa-t  Fi-ht- ric— -  I)i\.  of  Quaker 

Oats  I  Puss  'n  Boots  .at  food),  Whitehall 
Pharmacal  Co.  (Jo-Cur,  Heather  Rogues), 

I     \\ .   W.M.lworth   (varierj   stores) 

TED   BATES  &   CO.* 

G  10   Fifth     tir..    \r„    )  of  I.    .'().    V.    J'.    /„,/. 
son  6-0600 

Norman  Chester,  George  Detelj,  Lawrence 

Donmo,  John  Dougherty,  Nat  Goyster, 

Conant  Sawyer,  Jack  Sinnott,  Chester 

Slaybaugh,  Alan  Sloan,  Gregory  Sullivan, 

Charles  Theiss,  Frank  Thompson,  Charles 

Valentine,  Gerard  Van  Horson,  William 
Warner 

American  Chide  Co.  (.  Reeman's  Pepsin, 
Chiclets.  Rolaids,  Qorets),  Dougherty, 

American  Sugar  Refining  Co.  ( Domino. 

Franklin  &  Sunny  cane  sugars),  Valentine; 

\n.ilu-t  Co,  (Anahist,  Super  Anahist,  Ana- 

!ii-t  Nasal  Spray.  Cough  Syrup),  Slaybaugh; 

Brown  &  Williamson  Tobacco  Corp.  (Kools, 

Viceroy, Tube  Rose  snuff '.  Chester,  Sinnott; 

Carter  Products  (Carta's  little  liver  pills, 
Nair.  F.ffisan.  Arrid  super  spray.  Mil  town), 

Sloan,  Sullivan;  Colgate-Palmolive  Co.  K  ol- 

gate  dental  cream.  Palmolive  soap.  Palmolive 

shave  creams.  Palmolive  after  4iave  lotion. 

Octagon  product-.  Palmolive  -oft  shampoo, 

Fab*.  Theiss,  Van  Horson;  Dromedary  Div. 

■■I  Natonal  Biscuit  Co.  (cake  mixes),  War- 

ner; Food  Manufacturer*  iM  8  M'a  candies, 

Uncle  Ben's  converted  rice  i  .  Thompson; 
Minute  Maid  Corp..  Warner;   Morton  Frozen 

I   Is,    Warner;     Standard     Brands     (Blue 

Bonnet  margarim     Royal  product*,  Pel  I   I 
1  >V    I,    Donino,    Sawyer 

BBDO 

383    Madison     >■      Ve*    > ."/.    I.     \     > 

Eldorado    • 

Fred     Barrett,     v. p.     in     charge     of     medio; 

Dick    McKccvcr,    radio-tv    operations; 

Radio-Tv    Network    Buying:    John    Bcstccki, 

Joan      lllmcnscc,      Mary      McHugh,      Anne 

Slaftcry,   Grace    Stewart 

Radio-TV  Spot  Buying  Donn  Duffy,  Mil- 

lie Ebcrhard,  Trow  Elliman,  Ed  Fieri,  Hope 

Martinci,  Mary  McMichacI,  Elcnorc  Scan- 

Ian,  Ted  Wallowcr,  Doug  Yates,  Jacque- 

line   Moore,    Millie    Padova 

Vote:    Ml  buyers  are  Frequently   i 

to     ai   -   mi-   to   meet    pre<  i-.    i  lienl 

needs,  -..  .in\  li-iinu  ol  in.lni.lu.il  buyers  for 
-p.-.  in.    a. .  ■  >u nt -  would  be  m.f  curati 

American  Radiatoi  8  Standard,  American 

Saferj  K.i/..r  Co  I  Blue  Stai  >v  rreel  bladi  - 1 . 

Vmerii  an  I  obai  co  Co  (Lui  ku--.  Hit  Pa 
i.i.l.  >.  Armstrong  <  ork  (flooi  coverings), 

Han-,  h  8  I  ..ml..  Bi i-t' . I  Myers  (Ban,  I'm 
shay,  Sentry,  tooth  past<  1,1  alifornia  iid  Co., 

( lampbell  Soup  Co.,  I  onsolidated  I  dison  <  •... 

I  ..iitiii.  nt.il  (  an  i  o.,  I  re  un  ol  W  heal  <  orp  . 

DeSoto  Div.,  I  hrysler,  Doughboj  Industries, 

FoR'l  I'ttt  Brewing  Co.,  General  Baking 
I  ....  ( General  I  lei  trii  I  institutional  > .  Gen- 

eral  Mills  (grocer]  prods.),  B.  F.  Goodrich 

Co.  (lit.-  \  hilie-i.  Holiday,  George  Hormel 

Co.,  Internationa]  "-air.  I  adies  Home  four- 

rial,  Level   Bros.   (Swan,  Surf,  Breeze),  Lib- 

by,  McNeil]  8  I  ibbj   (frozen  I   I-'.  M.J.  I!. 

Co.,   Minn.    Mining   8    Mfg.    (Scotch    tape), 

National     <   ranbein       \--,„  ..     National     Gyp 

sum,  New  England  •  oke  I  ■• .  Niagara  Mo 

hawk,    Northrop    km:.    Oneida,    Penick    8 

Ford   (My-T-Fine  desserts),  Pfeifer's  I   I-. 
Philco  Corp.,  Rapinwax,  Readers  I>m'-t 

Woe.  Revlon  '  Ml  products),  Rexall  Drug 

Co.,  F.  8  M.  Schaefei  Brewing  •  ....  Scott- 

\iuat.-i.  Schenley,  Shreve,  <  rump  &  Lowe, 

Standard  <>il  ol  Calif.,  Timken  Holler  Beat 

ing  I  ....  I  mi.-. I  !  r .nt.  I  -  Steel,  \  itamin 

Corp.  ol  \m.  (Rybutol),  Westclox,  Wildrool 

(hail     preparation- i 

BEN-MAR  AGENCY 

310  E.  22nd  St.,  \>„    )  ork,  V.  V.    On 
k8880 

I  .i-i  Point  House  (restaurant),  Homemakers 
Product-    I  Diaparene) 

VICTOR  A.   BENNETT  CO.* 
'.    East    \Sth    St..    \'„     ) ork     17,    \      ) 

\turnn    Hill  7-2186 

Edward    D.    Kahn 

MOM       'air     travel),     Longines-Wittnauer 
W  at.  h  (  ...    I  watches  8  clocks  I 

BENTON    &    BOWLES* 
III  Ifaduon    (venue,  Vest   York  22,  V.  Y. 

Murray  Hill  8-1100 

David    P.    Crane,    v. p.,    in    charge    of    media 

Croup     .'.'  / Michael  Donovan,  associate  media  dir  , 

ant.     media     din        Tom     Mafton     'cerralti. 

Bill    Murphy      coffees) 

Timcbuycri  Roger  Clapp,  Bob  Inncs,  Bob 

Meyers,  Grace  Portcrfield,  Dick  Walken, 
Irv    Wilson 

Hli--    Coffei      Walken,     Brai  I      ••        Inncs; 
l         I  '  Walken;  i  .•  Dl  i  jl    I 

Institutional,     Portcrfield;     I 

I  .i.i p.     \  it-    I  I  ,.  •        Inncs;    1 1     '  ..'     Maxwell 

House     '  offet       Portcrfield;  krno.  I' 
I  ens,    Raisin    Brat     Wilson,  P         I 

Inncs;     Regulai      Maxwell  Hi  ' 

Clapp;    S       IT  Crisp,   Wilson;    'l    . 
Meyers 

Group    -2 

Lee   Rich,   v. p.   and  assoc.   media  dir.;   Asst. 

media    dirs.:    Lcc    Currlin,    Bern    Kanncr 

Timcbuyort:    Don    Chapman,    Peter    Dalton, 

Justin  Gerstlc,   Bern   Konncr,   Hank   Linden, 

Dave  Wcdcck,   Alan   Yoblon 

i  .iii.ili.in  P&G,  Chapman;  I  resl  Linden; 

[vorj  Snow,  Dalton;  PrelL  Linden;  ~~-  It  i>  k. 
Kanner;   Tide,  Gerstlc 

Group    ~3 Milton      Kieblcr,     v. p.     and     assoc.     media 

dir;    John    Collins,    asst.    media    dir. 

Timcbuyers:     Jack     Gicbcl,     Helen     Kowol- 

sky,    John    Nuccio 

Continental  ;>il  Co.,  Nuccio;  Florida  '  itnu 
Commission,  Giebel;  Grove  Laboratories, 

Kowalsky;     Norwich     Pharmaral.     Kowalsky 

Group    —4 

D.    Harris,   assoc.    media   dir. 

Timebuycrt:    Sam     Haven,     Dave     Lambert, 
Som   Tarricone 

tjnerican  Express  Tarricone;  SJISCO,  Hav- 
en; \ —  '  sjnerican  Railroads,  Lambert; 

i  arling's  Red  '  ap  Ue,  Tarricone;  Inter 

national  Business  Machines,  Haven;  I' 
initii  Cigarettes,  Lambert;  Western  I  ni..n. 
Tarricone 

Group    —5 

Hal   Miller,   ossoc.    medio   dir.;    Peter   Bcrla 

S    I      lohnson  8  Son,  Berlo 

CARL    S.    BROWN    CO. 

6  10  Fifti     I"..   Ves    Yorl   20,  N     )  .    Plaza 
7-4610 

Roy  Hcaly,  media  dir.;  Rose-Mane  Viton- 
la,    Dick    Trca 

National     Brand-     Hiv.     -  ' 

dir.   Caldwell--.   Fletcher's   Castoria,  /.B.T. 

Baby    Powder),    Vitonio;    '     Israte-Palmolive 

Halo  shampoo,   Vl       •  lUty  bar'.  Trea 
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1IMEBUYERS  OF  U.   S. .  i  ontinued 

FRANKLIN    BRUCK    ADV.    CORP.* 
1270   Sixth    Ave.,    \<„     )  orh    2U.    \.    )  . 

■  ■   7-7660 

i  Null-:    Ulei    May    l-t   name  change:    Heine- 

Kleinfeld,  Shaw   &  Joseph) 

Alice   Ross,   radio-tv    timebuyer 

Mii-iic  Card  Co.  (greeting  cards),  Fashion 

Frocks,      Mi-\      Co.      'orange     juice).     Bad. 

Rhodes    Pharmacal,    Shopwell    F   I-.    Sim- 

plicit)    Patetrns,   Sitnie    (tissues) 

BUCHANAN    &   CO.* 

L501  Broadway,   Sew  York  36,  N.  Y.   Bry- 

ant  97900 

Mildred     Ingvall 

Eskimo  Pie  Corp.  (ice  cream),  Paramount 

Pictures  (motion  pictures),  Reynolds  Met- 

als Co.  (aluminum),  Tidewater  Oil  Co. 

( Flying- A-Gasoline,  Veedo]  motor  oil) 

CALKINS   &    HOLDEN 

247  Parh    Ive.,  Sen    York  17.  A7.  Y.   Plaza 
5-6900 

Thomas  H.  Young,  media  dir.;  Robert 

Rowell,    timebuyer 

Bavarian  Brewing  Co.,  C.  F.  Mueller  Co. 

•  food  prods.),  Oakite  Products  (Oakite 

cleanser  > 

CASMIR   ADVERTISING   CO.* 

551  Fifth  Ave.,  New  York  17.  N.  Y.    Mur- 

ray Hill  2-2014 

Marvin    Casmir 

D'Amico  (beauty  consultant),  Marianne 
Debreaux    (cosmetics) 

COHEN    &   ALESHIRE* 

11    East    llW   St.,   New   York   17,  N.   Y. 

Oxford  7-0660 

Elizabeth  Black,  dir.  radio-tv;  Robert  W. 

Kelly,    Bernard    Singer,    Manny    Klein 

B.  T.  Babhitt  (Glim  &  Am-O),  Chattanooga 

Medicine  Co.  (Black  Draught  &  Dyrid). 

Doeskin  Prods,  (facial  and  bathroom  tis- 

sues, luncheon  and  dinner  napkins,  magic 

towels),  Dormin,  Inc.  (Dormin),  Grove 

Laboratories  (4- Way  cold  tablets.  Fitch  dan- 

druff remover  shampoo,  Fitch  ideal  hair 

tonic,  Pazo),  Lydia  E.  Pinkham  Medicine 

Co.  (compound  and  tablets),  Pharma-Craft 

Corp.  (Fresh  cream  deodorant,  Ting,  sur- 

geons lotion,  physicians  &  surgeons  soap  I. 

West  End  Brewing  Co.  <  Utica  Club  beer  & ale) 

HERBERT   W.    COHON    CO. 

565  Fifth   ive.,  New  York  17,  A7.  Y.   Plaza 
5-6624 

Herbert   W.   Cohon 

Garret  Laboratories    (Iod-Ise  corn  remover). 

Mecchi-Elna  Sewing  Circle-  (Necchi  &  Elna 

sewing   machines,  Ketail   I)i\.i 

COMPTON  ADVERTISING* 
625    Madison    ive.,    Sew    I  ork  22,  A.    I  . 

Plaza    1-1100 

Head  buyers:  Bert  Mulligan,  U.S.;  Graham 

Hay,    Canada 

Timcbuyers:  Joe  Burbeck,  Hal  Davis, 

Graham  Hay,  Bob  Liddel,  Genevieve  Schu- 
bert,   Ethel  Wieder,   Dick    Zuver 

American  I  an  Co..  Davis;  Che-ebrough- 

Pond's,  Wieder;  Goodyear  Tire  &  Rubber 

Co.  (Neolite),  Davis;  Kelly-Springfield 

Tires,  Davis;  Nehi  Corp..  Schubert;  New 

York  Life  In-.  Co.,  Davis;  Personal  Prod- 

ucts (Yes  tissues),  Davis;  Procter  &  Gam- 
ble (Gleem,  Ivory  Soap.  Ivory  Flakes), 

Wieder;  Procter  &  Gamble  (Big  Top,  Dun- 

can Hines),  Burbeck;  Procter  &  Gamble 

(Cascade,  Dash,  Duz  soap),  Zuver;  Procter 

&  Gamble  ( Drene,  Comet,  Blue  Dot  Duz), 

Liddel;  Procter  &  Gamble  (Cri-cot,  Hay; 

Remington  Hand  (Typewriter  Div.),  Schu- 

bert; Socon)  Mobile  Oil  Co..  Davis;  Stand- 

ard Brand-  (Chase  &  Sanborn),  Davis 

Sterling   Brewer-.   Schubert 

ROBERT   CONAHAY* 
261    Madison    Ave.,   New    York    16,   N.    Y. 

Murray  Hill  2-5645 

Marie    Hughes 

Chesapeake  and  Ohio  Railway.  Colonia 
(4711  Cologne) 

ARTHUR    CROSBY    SERVICE 

516  Fifth  Ave..  New  York  36,  A'.  Y.   Mur- 
ray Hill  7-5268 

B.    F.    Landsman 

Henry   Lokos    (men's   clothing) 

CUNNINGHAM  &  WALSH* 
260    Madison    Ave.,    New    York    16,    N.   Y. 

Murray   Hill   3-4900 

Newman  F.  McEvoy,  v. p.,  media  dir.; 

Lucian  R.  Bloom,  media  dept.  mgr.;  Ed- 

ward  Mahoney,  tv  dir. 

Media      supervisors:      Edward      Baczewski, 

John   Lucinatelli,  William  White 

Timebuyers:     John      Bray,     James     Ducey, 

Joseph   Gavin,    Robert    Palmer,   Gary    Pran- 
zo,  Val   Ritter,  Jeremy  Sprague 

American  Cyanamid  Co.,  Baczewski,  Pal- 
mer; American  Export  Line-.  Baczewski; 

Colgate-Palmolive  Co.,  White,  Pranzo;  Dec- 
ca  Record-.  White,  Ducey;  Eversharp, 

White,  Ducey;  J.  A.  Folger  &  Co.  (coffee). 

White,  Ducey,  Ritter;  Italian  Line-.  Ba- 

czewski; Narragansett  Brewing  Co.,  Lucina- 

telli, Sprague,  Bray;  Squibb,  White,  Du- 

cey;  Sunshine    Biscuits,    Baczewski,   Gavin; 

The  Texas  Co..  Lucinatelli,   Bray,   Sprague; 

I  iii\ri-;i|  International.  White,  Ducey;  The 

Wheatena  Corp..  White,  Ritter 

DANCER-FITZGERALD-SAMPLE* 
317   Madison   Ave.,    Vea    York   17.    V    Y. 

Oregon    9-0600 

(Note:  Please  address  mail  to  Jame-  \eale 
"i    L.    I.   Fischer) 

James  J.  Neale,  v. p.;  L.  T.  Fischer,  media 

dir.;  assoc.  media  din.:  C.  Botway,  S. 

Pogue,   K.   Torgerson,    R.   Wulfhorst 

Baryamian,  D.  Behrend,  R.  Bobic,  R. 

Bolge,  R.  Bruehl,  J.  Clinton,  R.  Decker, 

J.  Dunn,  H.  Fisher,  P.  Foster,  L.  Gaynor, 

P.  Hawley,  F.  Howlett,  A.  Karsa,  J.  Kearn, 

F.  Mariarty,    R.    McClenahan,    C.    Millard, 

G.  Myers,  L.  Salzberg,  W.  Santom,  W. 

Teitz,  P.  Triolo,  G.  Walker,  R.  Williams 

\m.  Chicle  Co.  fall  products),  Triolo;  B.  T. 

Babbitt  Co.  (Bab-O),  Triolo;  Be-t  Foods 

(Hellman's  mayonnaise,  Be-t  Food-  mayon- 
nai-e.  condiment- l .  Triolo;  Fal-tafT  Brewing 

Co..  Howlett;  Genera]  Mill-  (Cheerios, 

GMKT  flour),  Gaynor;  Liggett  &  Myers  To- 

bacco Co.,  Clinton,  Bruehl,  Millard;  l.ewis- 

Howe  Co.  (Turns),  Triolo;  Nestle  Co.  (De- 

caf, various  product- 1.  Walker;  Peter  Paul 

i  Mound-,  \lmond  Joy).  Gaynor;  Procter  & 

Gamble  (Oxydol,  Dreft),  Hawley,  Teitz; 

Sterling  Drug  Co.  (various  prods.),  Mori- 
arty;    I.   S.   Arm\    (recruiting),  Gaynor 

HERSCHEL   Z.    DEUTSCH    &   CO.* 
30  E.  60th  St..   \<;<    )  orl,   22.  N.   Y.    Plaza 3-1788 

Madeleine  Allison,  Dorothy  Glasser 

M.  J.  Breitenbach  Co.  tPepto  Mangan), 

Household  Prods.  (Sulfur-8,  Gloss-8) .  Kil- 

mer &  Co.  (Swamp  Root.  Staze),  Lander 

Co.    ("Dixie  Peach"  &  cosmetics) 

DOHERTY,  CLIFFORD,  STEERS  &  SHEN- 

FIELD* 

350  Fifth  Are..  Vet*  York  1.  N.  Y.   Bryant 9-04 15 

Donald  H.  Quinn,  media  dir.;  Sam  Vitt, 

Bob    Widholm 

Charles  Vmmen,  Ltd.  (Ammen's  medicated 

powder),  Widholm;  Borden's  distant  cof- 
fee), Vitt;  Pioneer  Ice  Cream.  Widholm; 

Bristol-Myers  Co.  (Ipana,  Minit-Rub,  Mum. 

Vitalis),  Vitt;  Bristol-Myers  Co.  iTheradan. 

Mum  Mist),  Widholm;  Fulham  Bro-.  il 
Fi-herman  frozen  fi-li » .  Vitt;  Lipton  Tea 

Co.  (new  product- 1.  Widholm;  Pharmaco 
(Feen-A-Mint.  Chooz,  Medigum,  Regutol  & 

new  product- 1.  Vitt;  Sonotone  Corp.  (hear- 

ing aid-,  high  fidelity  equipment  >  :  Vitt;  The 
.1.  B.  Williams  Co.  (Conti  Castile  shampoo), 
Widholm 
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DONAHUE   &  COE' 

[270   tve,  o)    !">■  ricas    \-»   )  ork  20    "»    )  . 
I  olumbu  i     • 

David  S.  Hogmcr,  media  d i r . ;  Marie  Cole- 

man, Charlotte  Corbett,  Tom  Hardy,  Eve- 

lyn   Lee    Jones,    Art    Topal 

Itm  Mil  (I  .mi.  i.  stockings),  Burlington  In- 

dustries,   i  hemwa)     Corp.     (Lad)     Esther, 

(.ii.n    and    Wakefield    Div.),   i  "I   bia    Pii 

lures,  (  oi  n  Produi  It  Refinii  Co  (Bosco  8 

k.i-'  •  > '      Del  -iv . 1 1     (  ream     Si  paratoi  s,     I  •< 

Scholl's  /    Pads,  I     I     Dn  w  Co    (Tri  Nul 

margarine),  Loew's,  Metro-Coldwyn-Mayer, 
Melville  Shoe  <  orp,   (Miles  Bhoes),  Pearson 

Pharmai  aJ     ■  I  nnds,    Saki  in    8     Eye-I   ■  i . 

Radio  I  it)  Music  Hall,  Rivei  Brand  Rice 

Mills  >  i  arolina  rice ' .  s'  i  ipto,  Southland 
(  offee    i  o. 

DOREMUS   &   CO. 

120  Broadway,    Sew    )  ork,    V.  Y.    II  orth 

1-117(1(1 

A.    Hundley   Griffith,    radio-tv    dir. 

Kiddei  Peabod)  8  •  o.,  Paine,  Webber,  Jack- 

son 8  <  urtis,  Shearson,  Hammill  8  I  o.,  Dia- 

mond Match  (  o.,  <  alvin  Bullock,  Ltd. 

DOWD,    REDFIELD   &   JOHNSTONE" 

501    Madison     tvt.,    Vea    Yorh    22,    V.    Y. 

Murray  Hill  8-1275 

Horry  Torp,  media  dir.;  Carol  Diem,  Betty 
Nasse 

Chemwa)  Corp.  (Myna  8  Larvex),  Diem; 

(nti  Beverages  Corp.,  Diem;  Vlberl  Ehlera 

(coffee),  Diem;  David  Kahn  (Wearever  pens 

8  pencils),  Nasse;  (  harles  Pfizei  8  Co. 

(Candettes  8  Bonadettes),  Nasse;  Revlon 

'Sun  Math.  Silicare,  Bab)  Silicare),  Diem; 

Rilling  Dermetics  (Oramisl  8  Fluid  Facial), 
Nasse 

DOYLE   DANE    BERNBACH* 

20   West    \3rd  >'/..    Ve»    York    16,    V.  Y. 
Longai  rr   .V7878 

Harry  Parnas,  media  dir.;  Jean  Simpson, 

Jan    Stearns,   Jerome    Sachs 

Barton's     Bonbonniere      (Barton's     candy), 
Simpson;     Buxton,     [nc.     (leathei     g   Is), 

Simpson;  (  hemstrand  Corp.  >  Vcrilan  prod- 

ucts), Simpson;  Max  Factor  (cosmetics), 

Stearns;  Fairmont  Foods  (specialized  food 

prods.),  Simpson;  (i.illo  Wine,  Stearns; 

\.  Goodman  8  Sons  (specialized  food 

prods.),  Simpson;  Polaroid  (Polaroid  Land 

cameras),  Simpson;  Regal  Shoe  <  "..  Simp- 

son;  \  rim-  Pen  8    Pencil   I  orp. 

ROY    S.    DURSTINE* 

655    Madison   Ave.,    Veto    York   21,    V.    ). 

Templeton  8- 1600 

Dorothy   Jean    Barnett,    radio-tv    dir. 

BaMuin  Piano-  (organs),  H.  C.  Brill  (Span- 

ish  rice,   macaroni   dinner),   Cheram)    Div., 

1 1. >n  Corp             ,.  I,,  .  i     m 

\u    8  Magenheimi           <                         \. » 
York  Du    in    B            Ri 

Wim  tdvi     rj    B    ird  (Calif.  Vi  ini    indunlr.  > 

ELLINGTON   &   CO 

i  Fifth    ft*      Ve*    )  •  ■•■■■    i .     \    I 
ray    Hill    1  I  100 

Dan    Kane,    Jayne    Smothers 

American  Standard  (ail  conditioners),  Boon 

tonware    (dish<  Vm. 

irics),  Cil        5  roleum    I 

oil ' .  Ili.nl.i_.ini  Sales  (  orp  I  pi  i  fumes  I . 
Vick    <  hi  mil  a]    I  Sofskin    hand    i  n 

ERWIN,    WASEY    &    CO 

711   Third    \w      Veu    )  ork    17    V.   I      0 

lord  7  1500 

William     Hunter,     Robert    Morton 

Barbasol  Co  I  -;  i  in  i  ream,  -kin  freshen- 

er, lotion,  deodoi  ml  i  I  hilean  Nitrate  Edu- 

■  ational  Bureau  >  nitrate  fertilizers  • . 

solidated  <  igai  Sali  3  Co  I  Harvest!  i  8 

Dutch  Masters  i  igars),  John  II.  Dulan)  8 

Son   I  frozen  I   I-'.  Helbros  Wati  I 

WILLIAM   ESTY  CO 

100   /..    12nd   St.,    Vea     1  or)     V.      \      Y. 

Oxford   7  U   

John    Peace,   media    dir.;    Richard   C.    Grahl 

P.  Ballantine  and  Sons  I  Ballantine  bei  i 

ale  I .  Thomas  I  ei  ming  I  Bi  n-Gay),  National 

<.ii!'"ii  (batteries,  anti-freeze) ,  Pacquins 

1  hand  i  ream,  Silk  N'  Satin),  R.  J.  Reynolds 
•  o.  (<  amels,  •  avaliers,  Prince  Ubert,  Win 

ston,    Salem  > .    Undei  n   I    (  orp. 

FOOTE,  CONE   &   BELDING 

247  Park     Ive.,   Vea    York,  N.  Y.    M 

Hill  8-7,000 

Paul  E.  J.  Gcrhold,  v. p.  in  chrge.  of  media 

&  research;  Arthur  S.  Pardoll,  media 

group  dir.;  Charles  Hofmann,  media  group 
dir. 

Timebuycrs:  Peter  Bardach,  Paul  Clark, 

Richard    C.    Picket?,    Penny    Simmons 

Group   —  1 

Arthur    S.    Pardoll,    media    group    dir. 

(  lairol,    Simmons;     Lever    Bros.     (Imperial 

margarine),  Simmons;   Lever   Bros.    (Pepso- 

dent),  Pickett;  S.    \.  Schonbrunn   (Savarino 

coffee) .  Pickett 

Group   —2 

Charles    Hofmann,    media    group    dir. 

Liebmann  Breweries     Rheingold),  Bardach; 

Swiss    Watch,    Clark;     I  \\  \     (Trans World 

Virlines),  Clark 

ALBERT  FRANK-GUENTHER  LAW 

131   t  edar  St.,    Ve*    York  6,   V.   )  .    Cort- 
land  7-7,060 

Lawrence  Butner 

B  •  '  .ii.in.  ill    v 

II  I'pha 
l'i.  nil.  •  Hill      Publishei         I  K 

ini  i 

1       I 

\  .in    I  louti 

EDGAR    FRANKEL 

103  Par,     li>«      Vea    York   17,  N.  1 

ray   II,  I 

Edgar   Frankel 

FRIEND-REISS    ADVERTISING" 
//        .  ■■     5.      Vea     Yorl     19,    \     >. Plazt 

Edward    Ratncr,    radio-tv    dir. 

(  mi.  .1    Curtains,     I  >.  h  ill     ( 

li.iki  i  ■      I  ifayetti    Radio    I  ■     •  '■  ■ 
Blinds,   Playskool    Ml      I 

RALPH   D.  GARDNER   ADVERTISING 

745  Fifth    \w      Sew  York  22,  l\     I      I 
B151 

(  lai  idge  r   I  Ci       frozen  f   I  •  i  i        I 

Rock     Lobstei      I  nl-.     Hed)  !■••         I 

Lad)    Dull    Lingerie,    Swiss    Kitchen    I   I-. 

Brand  Sv  iss  Gi  uyere  ' 

ROY    GARN    ADVERTISING    CO. 

225  Lafayetu    St     Sew  1  ork,   V.  Y. 

tot   2-031 Roy    Garn,    Ed     Fcldcr,     Brooke    Forley,    El- 

mer   Ellcntuck,    Felice    Feldman,    Joe    Zaro 

Bedford  <*il  8   Burnei  Service,  Gam;   Flush- 

ing Federal  Savings  8  Loan,  Gam;  Llybrook 

ral    Savings    8    Loan,    Gam;    Whitehall 

K  iii  hens,  Garn 

GEYER    ADVERTISING* 
595    Madison     f  ■  .    \.  ,     >  22,  h     I 
Plaza 

Betty    Powell,    Ed    Richordson 

American    Home   I   I-    (Burnett's  vani 
Richardson;       American      Home      Pro 

( Boyle-Midwa)    l>i^.    and    Boyle-M 
la),      Richardson;       \jm  I  il  in       M 

(Rambler,  Nash,  Hudson  8  Metropolitan  au- 

tomobiles an.l  Kelvinator  appliances      Pow- 

ell;   Paul   M  :--••!;   Vineyards     Mass 

champagnes  8  brandy),  Richardson,  Olivetti 

i  orp.    ol     Vmerii  ,i    I  Olivetti    tj  pew  riu 

business  machines),  Richardson 

GILBRALTAR    ADVERTISING    AGENCY 

17  67.   \Sth  >■      \ 
Hill  7-7896 

Frances    Scott 

Bonafide     Mill-     i  B"iin\     Maid     linoleum), 
'al  Paint  &  Varnish  Worl 
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TIMEBUYERS  OF.U.   S. .  <  mitinued 

THE    IRVIN    GRAHAM    AGENCY 

19  tt ".  \Uh  St.,   Veu    York  36,  A'.  Y.   Mur- 
Hill  7-4508 

Irvin    Graham,    radio-tv   dir. 

The  Jesters  (giftware),  Peerless  Products 

(cosmetics),   Stuyvesant  Trading  Co. 

GRANT    ADVERTISING 

655   Madison  Ave.,  New  York,  N.  Y.    Tern- 

pleton  8-9393 

Thomas  J.  Ellis,  media  dir.;  Wm.  C.  Pat- 

terson,   radio-tv    dir. 

Dodge  Div.,  Chrysler  Corp.,  Florists  Tele- 

graph  F)«-li\ ery  Assn. 

GREY   ADVERTISING  AGENCYt 

430  Pari.     Ive.,    Veu    York,    V.    Y.    Plaza 
1-3500 

Philip  Branch,  group  media  superv.  and 

magazine  coordinator;  Broadcast  and  print 

buyers:  Aileen  Barry,  Dorothy  Houghey, 

Ken    Kearns,    Herb   Lieberman,  Allan    Reed 

American  Toy  (promotion).  Lieberman; 

Block  Drug  Co..  Lieberman;  Girard,  Lieber- 

man; Hoffman  (beverages),  Barry;  Ideal 

Toys,  Macy's  (department  store),  Lieber- 
man; Procter  &  Gamble,  Kearns;  Topps 

I  chew  ing  }iuu\  i .  Reed 

Thomas  Rei My,  group  media  superv.  and 

newspaper  coordinator;  Broadcast  and 

print  buyers:  Dave  Keegan,  John  Kriete, 

Pat  Mclntyre,  Tom  Reilly,  Joan  Rutman, 

Clara  Simmons,   Ruth  Zozula 

Calvert  (Distillers),  Simmons;  Dan  River 

Mill-.  Keegan,  Kriete;  Exquisite  Form 
(brassiere).  Keegan,  Rutman;  Indian  Head 

Mills,  Keegan,  Kriete;  Industrial  Rayon, 

Kriete;  I.  B.  Kleinert  Rubber,  Kriete;  The 

Lamport  Co.,  Keegan,  Kriete;  McGregor- 

Doniger,  Keegan;  Prince  Gardner,  Reilly, 
Zozula 

Helen  Wilbur,  group  media  superv.  and 

broadcast  coordinator;  Broadcast  and 

print  buyers:  Jack  Cummings,  Jerry  Fire- 

stone,   Marie    Scotto 

Canadian  Converters,  Cummings,  Firestone; 

Dominion  Textile,  Cummings,  Firestone; 

Samsonite.  Cummings,  Firestone;  Spiegel 

(mail  order).  Cummings,  Firestone;  Union 

Underwear.  Cummings,  Firestone;  Van 

Heusen,   Cummings,   Scotto 

Andrew  Zipprich,  group  media  superv. 

and  administrative  coordinator;  Broad- 

cast and  print  buyers:  Ken  Allen,  Tom 

Flanagan,  Joan   Stark,   Manas   Sternschein 

I! I ii ni' hi  lial  (LeChic  &  LeMode),  Stern- 

schein; Chock  Full  0'  Nuts  (coffee),  Flana- 
gan, Stark;  Chunky  Chocolates,  Stark; 

Firestone  (Exon,  Foamex,  Velon).  Allen, 

Flanagan;  G.E.  Flashbulbs,  Allen,  Flana- 

gan; Magee  Carpets,  Allen,  Sternschein; 

Mennen.  Flanagan,  Stark;  NBC  (Spot.  Net- 

work, O&O,  C.N.P.).  Flanagan,  Stark;  Olin- 

Mathieson,  Sternschein;  RCA  I  \  ictor  rec- 
ord- i.  Allen,  Flanagan;  I  nion  Pharmaceu- 

tical, Stark;  Whitehall  Pbarmaral.  Stark, 
Sternschein 

LAWRENCE  C.  GUMBINNER  ADVERTIS- 

ING AGENCY* 655  Madison  Ave..    Veu    York  21,  N.   Y. 

Templeton  8-1717 

Paul  G.  Gumbinner,  tv-radio  dir.;  Diane 

Neugarten,    Anita    Wasserman 

Am.  Tobacco  Co.  (Filter-tip  Tareyton,  Roi- 

Tan  cigars),  Bercut-Richards  Packing  Co. 

(Sacramento  tomato  juice),  Bourjois  (Eve- 
ning in  Paris),  Brown  Vintners  Co.  (Cherry 

Kijafa  wine),  Chap  Stirk  Co,  (lip  balm, 

hand  cream),  Q-Tips  (cotton  swabs),  Sut- 
ton   Cosmetics 

GUTMAN    ADVERTISING   SERVICE 

505   Fifth   Ave..    Xeu     York    17,   N.    Y.    Ox- 
ford 7-3098 

Albert  Gutman,  C.  Schiff 

Cafe  Grinzing,  Jack's  Furniture  Co. 

HAZARD  ADVERTISING  CO.* 
444  Madison  Ave.,  New   York  22,  N.   Y. 

Plaza  9-3100 

Daniel   S.    Heath 

American  Cyanamid  (Melmac  dinnerware), 

Bridgeport   Brass    (Aerosol  prods.) 

HEINEMAN,  KLEINFELD,  SHAW  &  JO- 

SEPH* (Formerly  Franklin  Bruck  Adv. Corp.) 

1270    Sixth   Ave.,    New    York    20,    N.    Y. 

Circle  7-7600 

Alice  Ross,  radio-tv  timebuyer 

Artistic  Card  Co.  (greeting  cards),  Cohn- 

Hall-Marx  Co.  ("Contact"),  Coty  (cosmet- 
ics), Fashion  Frocks,  Rad  (White  Crystal 

bleach),   Sitrue,   Inc.    (tissues) 

HICKS    &    GREIST* 
555  Fifth  Ave.,  New  York  17,  N.  Y.    Mur- 

ray  Hill  7-5600 

T.  J.  Grunewald,  v. p.  tv-radio;  Vincent 

J.  Daraio,  timebuyer;  E.  Jennings,  asst. 
timebuyer 

Dixie  Cup  Co.,  Walter  H.  Johnson  Candy 
Co.  (Power  House  candy  bars),  Lewyt  Corp. 

(Lewyt  vacuum  cleaners),  Sandura  Co. 

(floor,  wall  &  counter  covering),  Taylor- 
Reed  Corp.  I E-Z  Pop  popcorn,  QT  frosting, 
Cocoa  Marsh) 

HILTON    &    RIGGIO 

4  West  58'A  St.,  New  York,  N.  Y.    Plaza 1-3900 

Maria   Carayas,   media   dir. 

Chr.  Bjelland  Co.  (King  Oscar  sardines), 

Parfums    Evyan    (perfumes),    Red    L    Foods 

Corp.  (frozen  foods),  Stop  &  Save  Trading 

Corp.  (Triple  S  Blue  Stamps),  Swanee  Pa- 

per Corp.  i>wanee  paper  prods.).  Wilbur- 
Ellis    (Southern   Star  Bonito) 

HUBER   HOGE  &  SONS* 699    Madison    4i<\.    \w   York  21.    V    Y. 

Templeton   8-0200 

Lynn    Walker 

Garden  Research  Labs.  (RX-15  plant  food. 

RX-15  Miracle  Mixer,  Green-Eze  lawn  food, 

Easymatic  chemical  garden  kits),  Para  Labs. 

Sales  (Queen  Helene  cosmetics),  United 

Safeway    i  I  liratone) 

HOOT,    KIRK   &    HALLE* 
15  E.  Wth  V..    Vm    York   16.    \.   Y.     Mur- 

ray Hill  6-3714 

Harold    Kirk,   D.    D.   Halle 

Chateau  Martin.  707  Products,  Goyescas 

Corp.,  Knickerbocker  Beer  (export),  Kirby 

Foods,  La  Palermo  Salad  &  Olive  Oil,  Seeco 
Distributors    (phonographs) 

BRYAN   HOUSTON* 730  Fifth  Ave.,  New  York  19,  N.  Y.   Plaza 
7-6400 

H.  H.  Dobberteen,  v. p.,  media  dir.;  John 

Ennis  and  R.  H.  Boulware,  assoc.  media 

dirs.;    Frances    John,    Richard    Stevens 

Colgate-Palmolive  Co.  i  Ajax  cleanser,  Cash- 

mere Bouquet  cosmetics),  Boulware;  Col- 
gate-Palmolive Co.  (Cashmere  Bouquet 

soap).  Ennis;  Heublein  (Food  Div.,  Liquor 

Div.),  Dobberteen;  The  Nestle  Co.  (Nes- 

cafe), Ennis;  J.  P.  Stevens  &  Co.  (News- 
week mag.),  Stevens;  Whitehall  Pharmacal 

Co.  (Drial  Nasal  Mist,  Gardrin  Inhaler). 
Boulware 

E.   T.    HOWARD   CO.* 341    Madison    Ave.,   New    York    17,    V.    I 

Plaza    3-8720 

Peter  Hahn 

American  Bamboo  Corp.,  Artloom  Carpets. 

Kaywoodie  Pipes,  Medico  Pipes.  Sloane- 

Delaware  (floor  coverings),  U.  S.  Ply-wood 
(Weldwood  glue,  contact  cement.  Kalistron. 

Flexwood  » .    Yello-Bole   Pipes 

Timebuyers  of  the  U.  S. 

listing  will  continue 

in  the  10  August  issue 

and  will  conclude  listings 

for  New  York  City 
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Announcing .  . 

SPONSOR'S   FIRST  ANNUAL 
TV/RADIO  TRADE  PAPER 

ADVERTISING  AWARDS 

THE  NEED:  Trade  paper  advertising  in  today's  television  and  radio  industry 

is  improving.  But  quantity  is  moving  faster  than  quality.  Agencies  and  ad- 

vertisers complain,  "We  don't  Lret  enough  meat  f ro^ftr^  \  ads."  Stations  ask, 

'What  do  buyers  want  to  know?"  ̂ Qn  *&?premise  thatA^uUDle  is  the  best  teach- 

er, and  to  do  our  bit  t£iif  sp1]§,  stimulate,  mid  reward 

and  ra 

awards,  ̂ ^dis^ie^flied  group 

scale  spot  and  net 

Publisher 



COMPETITION    DETAILS 

Who    is    eligible? 

Any   tv  station,  radio   station,  network,   broad 

,.,.i  group,  film  -\ 'win  ator,  and  I   id<  aal  ien 

,,,..  rep,    manufacturer,   producer,   "i    lupplier. 

Award    Classifications 

tv    stations  8'°"  ,op  hourl*  '" 

(.roup     1   "•   $590 

Croup   2   $500   to    $1000 

Croup   •'{   *,(,0<>   '"    *1S0° 

Croup    I   *'•'»»   '"   *-""" 

Croup  :.   9X000   and    oror 

radio    stations 

(.roup    <>   '"  $150 

Group   T   $150    to   $300 
(.roup    X    $300    to     $450 
(.roup    9   M50     N>     #600 

Croup    10   $600    «nr/    (iicr 

1. roup    I  1   networki 

(.roup     12   a^roup-owned    Millions 

Group    13   film   syndicaton 

Group    1  I   '»    commercial    produeeri 

Croup    IS   broadcast     aervieea,    rep-. 
manufacturers,  producers,  suppliers 

Awards 

1.  First-place  winner  in  each  group  is  awarded 

specially-designed  plaque. 

2.  Promotion  manager  of  each  first-place  win- 

ner  is  awarded  a  $50  government  bond  and 

a  certificate  bearing  his  name. 

3.  Meritorious  awards  will  he  given  2nd,  3rd. 

1th,  and  5th   place  entries   in   each   group. 

4.  Winning  campaigns  will  be  featured  in  an 
Awards  Issue  ol  SPONSOR. 

Entries 

Each  entry  must  consist  of  five  or  more  differ- 

ent advertisements  of  a  campaign  that  has  been 

printed  in  any  trade  publication  or  publications 

during  the  12  months  preceding  July  1957. 

Each  entry  must  also  include  (1)  classification 

in  which  entry  belongs;  (2)  name  and  address 

of  entry;  (3)  names  of  general  manager,  pro- 
motion manager,  and  advertising  agency;  (4) 

Miigle  page  summary  expressing  objective  and 

strategy  of  the  campaign  with  results,  if  known. 

Each  station  of  a  group-owned  company  may 

enter  its  individual  campaign.  Ml  entries  be- 
come the  property  of  SPONSOR. 

Deadline 

Competition    closes    15    August    l1'"'-     Winners 
will   be   announced   in  an   issue    of   M'u\>0R 
shortly  after  Labor  Day,  1957. 

Judges 

Judges  are  George  Abrams,  vice  president  in 
charge  of  advertising,  Revlon;  Donald  Cady, 
\ice  president  in  charge  of  general  advertising, 

N  stle;  William  Dekker,  vice  president  in 

charge  of  Media.  McCann-Erickson;  Frank  B. 

Kemp,  vice  president  and  director  media,  Comp- 

ton;  Peter  G.  Levathes,  vice  president  and  di- 
rector media  relations.  Young  &  Rubicam; 

L.  S.  Matthews,  vice  president  and  manager 

media  department,  Leo  Burnett:  Francis  Mine- 

ban,  vice  president  and  media  director,  SSC&B; 

Arthur  Porter,  vice  president  and  media  dire- 
tor.  J.  Walter  Thompson;  R"l  MacDonald. 
president  and  media  director.  Guild.  Rascom 
and  Bonfigli. 

Special    Contribution 

...  to  Broadcasters'  Promotion  Association: 
To  encourage  the  aims  and  activity  of  the  fast- 
growing  BPA,  SPONSOR  will  contribute  $5 
lion  entry.  The  contribution  will  be  in  the 

to  this  organization  for  each  tv  and  radio  sta- 
name  of  the  promotion  manager  of  the  station. 

from  the  president  of  the 

BROADCASTERS'.  PROMOTION    ASSOCIATION 

BROADCASTERS'   PROMOTION    ASSOCIATION.    INC. 

Clunin  Buildmt  ■  1 .'."  t  all  4}nd  Slit, I  ■  Srw  >'-»  f7,  V    )    •  Ml  r„>, //111  7-OaM 

OMIfMl 

l>.,«i  P.  PamidtB 

,fMUM 
-  Pnatfm 

■ 
WOM  A  wax- TV 

'  PttlUl*! 
Maatct  TMra 

Samuel  Fiber (.":  ova 

wrn.  a  » » n  r> 

locG   11  .dim/ 
I   Hrowf 

Ko.ifJ» 

Mr     Norman  Glenn,    Pubtis 

OR 

40  East  49th  Street York 

Congratulations  on  your  proposed  trade  paper  advertise 

for  the  broadcasting  Indus': 

The  contest  you  propose  cannot  hi 
improvement  In  the  qu 

s  --by  encouraging  stations  ami 

I!  has  alw  . 
mystery  to  me  why  bo  many  astute  station  0|  >wn 
little  or  no  Imagination,    insi 

tising  of  their  o»  i 
broadcast  advertising  or  campaigns  In  the  t: 
fully  few  and  far  between,   despite  the  healthy  expenditures  made 
each  year  in   this  type  of  advertising 

I  hardly  need  repeat.    Norm,   how  delighted  I  am  I 
plans  to  contribute  $5  00  to  the  Bi 

tion  for  each  entry  received  in  the  contest      As  Presid-  - 
I  can  assure  you  I  will  do  everything  possih! 
mum  number  of  entries  among  BPA  member 

the  stations  throughout  the  country      The  funds  d-  -.his 
generous  contribution  from  SPONSOR  will  enabl.- 
more  and  better  services  to  its  members  --  and  help  sal 
continuing  growth  and  usefulness 

Cord: 

David  E.    Partridge 

President 

THE   WEEKLY   MAGAZINE  TV   AND   RADIO   ADVERTISERS   USE 



YES!   THIS   IS   A  DRIVER'S    SEAT! 

With  overdrive — and  power  drive  and  "horsepower"  to  spare. 

From  behind  your  media-buying  desk  you  can  sit  in  this  driver's 
seat  and  cover  Hometown  and  Rural  America  with  the  swish 

of  your  ball  point  pen. 
Hometown  and  Rural  America  is  that  rich,  responsive  market 

of  more  than  80  Million  Americans,  tuned  regularly  to  the  957 

Keystone  Broadcasting  Radio  station  affiliates. 

In  your  driver's  seat  you  can  pick  your  route  and  the  number  of 
towns  you  wish  to  BLANKET  with  your  sales  message. 
Leave  out  the  side  roads  and  the  backroads  and  the  detours. 

Drive  right  down  MAIN  street  via  KBS  ...  90  stations  or  900 

.  .  .  we'll  draw  your  roadmap  to  suit  the  sales  need 
that's  pressing  you  most. 

Ask  us  to  prove  our  story.  We'll  love  it. 

Send  for  our  new  station  list 

CHICAGO  NEW  YORK  LOS  ANGELES  SAN  FRANCISCO 

111  W.  Washington  527  Madison  Ave.  3142  Wilshire  Blvd.  57  Post  SI. 

Sta  2-8900  ELdorado  5-3720  DUnkirk  3-2910  SUtter  1-7440 

•  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  lor  individualized  programming.  Network 

coverage  (or  less  than  some  "spot"  costs. 

•  ONE  ORDER  DOES  THE  JOB.  All  bookkeeping  and  details  are  done  by  Keystone,  yet  the  best 
time  and  place  are  chosen  for  you 

46 
SPONSOR 3  august  1957 



TV    BASICS     august 

^^ponsor's  tenth  l\  Basics  section  completes  the  third  series 
"I  ln>\\  competing  clients  compare  in  network  show  ratings.    ln« 

dustrj  categories  covered  this  inn  nth  include:  I   I  and  grocer) 
products,  gasoline  and  oil,  cleansers  and  polishes,  laundr) 

products,  household  appliances,  general  household  produi  ts  ami 

tobacco.  I  he  alphabetical  program  index  "I  .ill  network  ̂ h'>u~ 
includes  information  mi  sponsors,  show  costs,  and  agencies 

Hi-'  l\  Comparagraph  Features  daytime  ami  nighttime  line-ups 
of  die  three  networks  with  sponsorship  information.  Network 

program  inutile  gives  a  sponsor  index  "f  average  Bhow  costs 

for  eight  show  types  together  with  a  breakdown  <■!  tin-  numbei 

"I  each  show  type  currentl)  running.  Uso  included  is  a 

breakdown  <>f  film  vs.  Ii\>-  bours  in  sponsored  network  time. 

Program    profile    prot  idt 

Sponsored  hmiry  data  .  .  .  «cc  below 

^%    It,,:,  ,   ,./  network  ii    sponsor*  has 
slum     I  nl in  \  s   page    48 

llphabetical   index    oj   all    si 
includes   cost   data   .    ,   ,  poge  51 

Comparagraph    gives    day-by- 
chart  of  nil  net  shou  -  .  .  .  page  52 

■HI    :!lllllllllllllllllll   IIIII!III!II!IIIIIIIII!!IIIIIII!IHII!IIII1III!IIIIIIIIIIIIIIIIIIIIIIIII!IIII1IIIIIIII   II 

1.  NETWORK    PROGRAM    PROFILE 
AVERAGE  COST  OF  SPONSORED  PROGRAMING  BY  TYPES 

Cost                       Number Cost                       Number Cost                       Number Cost                        Number 

Hour  drama 

$63,  111                        9 

Half-lmur  drama 

$25,382                     17 

Situation  comedy 

$26,634                      15 
Hour  comed)  -\  ari-'t\ 

S59,499                       8 

Half-hour  comedy-var. 
$39,850                      5 

Half-hour  adventure 

$29,998                     12 

Quiz 

S25.274                       11 

Ma                 als 

S10,429-                       7 
•IVr    m 

NUMBER   OF   SPONSORED    HOURS:    LIVE   AND    FILM 

Daytime  Nighttime 

Network 
Sponsored hours 

°o    live °o   film 

ABCt 

3.0 

0.0 
100.0 

CBSt 25.0 92.0 8.0 

NBC 19.5 
85.9 

14.1 

Network Sponsored 
hours 

°o   live 
°o    film 

ABCt 
15.0 33.3 

66.7 
CBS 24.7 

49.0 

51.0 
NBC 

19.7 
51.9 

4- 

■  lin*  participation  shows. 
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2.   HOW   COMPETING   CLIENTS  COMPARE 

Third  .series  of  ratings  by  major 

clients  and  brands  is  completed  here 

Designed  to  aid  advertisers  in  making  quick  comparisons 

between  their  show  ratings  and  those  of  competitors,  this 

regular  Tv  Basics  feature  runs  in  two  parts.  Data  is  based 

on  material  supplied  by  Broadcast  Advertisers  Reports, 

monitored  ofT-the-air  by  tape  recordings,  plus  weighted 

Pulse  multi-market  ratings.  Industry  categories  here  in- 

clude food  and  grocery  products,  laundry  products  and 

tobacco.    The  next  list  will  appear  in  31  August  Tv  Basics 

Industries  covered   here  include  food,  grocery,   laundry,  tobacco  products 

Food  and  Grocery  Products 

American  Dairj 

Disneyland;  A  PC;  \V-.\";  dairy  prod- ucts 25.4 

American  Home  Products 

Love    Of     Life;     CBS;     M.F-D;    Chef 
Boy-Ar-Dee  produi  ts  9.7 

Armour 
v     M..US.-   Club;    ABC;    Tu,W-D; 

Dash  dog   i   I    Star  meat  products  18.0 

Best  Foods 
Galen  Drake;  ABC;  Sa-N;  Nucoa  mar- 

garine,  Skippy   peanut  butter  4.3 
Garry  Moore;  CBS;  Tu-D;  Hellmanns 
mayonnaise  8.6 

You  Ask..]  For  It;  ABC;  Su-X;  Xucoa 
margarine,   Skippy  peanut  butter —     9.4 

Borden 

Fury;  XBC;  Sa-D;  dairy  products  11.5 
Queen  For  A  Day;  NBC;  F-D;  chilled 

biscuits,  processed  milk  products        11.2 

California  Packing 
Garry  Moore;  CBS;  F-D;  Del  Monte 

food  products  —      8.6 

Campbell  Soup 

Party;     CBS;     M-D;     Franco- 
American    food   products          9.6 

;     CBS;     Su-X;     canned     soups, 
V-8    vegetable  juice    :    22.8 

Garrj  .Moore;  CBS;  M-D;  Franco- 
American     food     products,     frozen 
soups                    8.6 

On  Trial;   NBC;  F-N;  canned  soups        19.4 

Carnation 

Burns  &  Allen;  CBS;  M-N;  processed 
milk  products     28.9 

Continental  Baking 

Howdy  Doody;  XBC;  Sa-D;  baked 
goods  8.4 

Corn  Products  Refining 
It  Could  Be  You;  XBC;  W-D;  Mazola 
oil           5.5 

nee   Theatre;    NBC;   W-D;   Xiag- 
ara  starch  _     7.2 

Modi  in  Romances;  XBC;  W-D;  Ma- 
zola oil        8.6 

Queen  For  A  Day;  NBC;  W-D;  Ma- 
zola oil           11.2 

Derby  Foods 
Disneyland;  ABC;  W-N;  Peter  Pan 

peanut  butter     25.4 

General  Foods 
Bengal    Lancers;    XBC;    Su-X;    Jell-O 

&   pie  fillings,   minute  rice      8.8 
Captain  Kangaroo;   CBS;   Sa-D;  Kool 

shake  mix  9.6 

Bride;  CBS;  M-N;  Maxwell 
I  louse  instant  coffee,  minute  rice, 
Swans   Down  baking  mixes  27.8 

Fury;  XBC;  Sa-D;  Post  dry  cereals ....   11.5 
r    Godfrey;    CBS;    Th-D;    Good 

Seasons  salad  dressing  mix  9.8 

I    Love    Lucy;    CBS;    M-N;    Sanka   in- 
- 1  :i  nt    coffee  36.1 

S     Moiis.-    Club;    ABC;    Th,F-D; 
Kool-Aid  beverage  mix     18.0 

Mighty   Mouse;  CBS;  Sa-D;  Post  dry 
reals  14.7 

Roy    K.  gers;   XBC;   Su-X;  Baker's  in- stant  chocolate  mix.  Kool-Aid  bev- 
v    Maxwell    House  regular 

coffee,  Post  dry  cereals  12.7 
Tales    of    Wells    Fargo;    XBC;    M-N; 

Sanka   regular  coffee  18.4 
\\  •  -i     Point     Story;    CBS:    F-X ;    Max- 

well House  regular  coffee,  Post  dry 
■  als        19.2 

Zane      Grey;      CBS;      F-X;      Maxwell 
House  instant  coffee   .    20.2 

General  Mills 

Bob     Crosby;     CBS;     W.F-D;     Betty 
Crocker  baking  mixes,  Bisquick  8.4 

Wyatt  Earp;  ABC;  Tu-N;  dry  cereals, 
Gold  Medal  flour      ....    23.8 

Giant   Step;  CBS;  W-N;  Betty  Crock- 
.r   baking  mixes,  drv  cereals,  Gold 
M.-dal  flour              ..   10.9 

Lone  Ranger;  CBS;  Sa-D;  dry  cereals  12.2 
Mickey    Mouse    Club;    ABC;    Tu-F-D; 

dry  cereals        18.0 
Texas      Hangers;      CBS;      Sa-D;      dry 

cereals        13.1 
Valiant  Lady;  CBS;  W.F-D;  Bisquick, 

Gold  Medal  flour  _               9.3 

Gerber  Products 
Captain    Kangaroo;    CBS 

&  junior  foods    
Bob  Crosby;   CBS;   M-D;   baby 

ior   foods        

M-D;   baby 

&  jun- 
4  .iii-i1« ■  i:  Baking 

Kukla.    Fran    &    Ollie: 
sil\  er  i  'up  bread    

ABC;    M-F-N; 

9.6 

8.4 

       6.4 

Hartz  Mountain 

Captain    Kangaroo;    CBS;    Sa-D;    bird 
foods  &  supplies        

Circus  Time;  ABC;  Th-N;  bird  foods 
&  supplies,  pet  foods   

H.  J.  Heinz 
Captain    Gallant;    XBC;     Sa-D;    food 

products          

CBS 

Kellogg 

A  it  hnr  Godfrej 

cereals       _ Arthur     Godfrey; 
reals 

House     Party;    CBS;    Tu,Th-D; 
Pup  dou  food,  drv  cereals   

Name    That    Tune;    CBS;    Tu-N 
Is 

Wild    Bill    Hiekock;    CBS;    Su-D 

]  s 

Tu-Th-D;   dry 

CB S I ;     W-xT     dry 

Gro- 

dry 

dry 

Kimberlv-CIark 
\    Thomas;   ABC:   Th-N;   Delsey 

tissues,    Kleenex  paper  products 

Lever  Bros. 

rey's   Tal.         -       its;  CBS;  M-N; 
Lipton   s..up  mixes,   Lipton   tea 

House     Party;     CBS;     W,F-D;     Good 
Lu.  is    margarine 

Garry     Moore;     CBS;     W.F-D;     Good 

10.9 

8.2 

8.0 

9.8 

21.0 

9.6 

17.3 

10.3 

11.7 

28.3 

9.6 

Luck  margarine  8.6 
Sir  Lancelot;  NBC;  M-N;  Good  Luck 
margarine  15.0 

Video  Theatre;  XBC;  Th-X;  Imperial 
margarine    18.2 

National  Biscuit 

Rin  Tin  Tin;  ABC;  F-X;  Xal.isco  dry 
cereals  17.5 

National  Dairv 

Comedy  Time;  XBC;  Th-D;  Kraft 
cheeses,   orange  drink     7 J 

Kraft  Theatre;  XBC;  W-N;  Kraft 
cheeses,  salad  dressings  &  spreads  .  23.1 

Matinee  Theatre;  XBC;  Th-D;  Kraft 
oil,  mayonnaise   7.2 

Modern  Romances;  XBC;  Th-D; 
Kraft  cheeses,  jellies  &  preserves, 
marshmallows  8.6 

Tic  Tac  Dough;  XBC;  Th-D;  Kraft 
cheeses,  mayonnaise,  salad  dress- 

ings &  spreads       5.9 
Nestle 

Blondie;  XBC;  F-X;  Decaf  instant 
coffee       17.6 

Lone  Ranger;  CBS;  Sa-D;  Quik  choc- 
olate mix     12.2 

i  ih  Susanna;  CBS;  Sa-X;  Xescafe  in- 
stant coffee    19.7 

Pet  Milk 
George  Gobel;  XBC;  Sa-X;  processed 

milk  products     21.4 
Red  Skelton;  CBS;  Tu-X;  processed 

milk  products   25.4 

Pillsburv  Mills 

Arthur  Godfrey:  CBS;  Tu,Th-D;  bak- 
ing mixes,  Best  flour,  chilled  rolls 

&  biscuits  &  icebox  cookies    9.8 
Arthur  Godfrey;  CBS;  W-X;  baking 

mixes       21.0 
House  Party;  CBS;  Tu-Th-D;  baking 

mixes.  Best  flour,  chilled  rolls  & 
biscuits  &  icebox  cookies,  pancake 
mixes  9.6 

Mickey  Mouse  Club;  ABC;  Th-D;  bak- 
ing  mixes   18.0 

Procter  &  Gamble 

Brighter  Day;  CBS;  Tu-Th-D;  Crisco 
shortening        7.2 

I      Love     Lucy;     CBS:     M-N;     Fluffo 
shortening     36.1 

Quaker  Oats Caesar's  Hour;  XBC;  Sa-X;  Aunt  Je- 
mima mix.-s.  Puss  'n  Boots  cat  food  23.4 

News;  NBC;  Tu-X;  Ken-L  dog  f<  ods     10.0 
Preston;  CBS;  Th-X;  Aunt  Jemi- 
ma mixes,  dry  cereals    14.5 

Balston-Purina 
Biu'    Story;    XBC;    F-X;    Purina    dog 
.-how  21.7 

Bold  Journey;  ABC;  Th-X;  dry  cere- 
als.  Ry-Krisp    7.4 

Scott   Paper 

Father  Knows  Best;  NBC;  W-N;  ("tit- Rite   waxed    paper,    Scotkins,    Scot- 

22.0 Arthur    Godfrey;    CBS;    Th-D;    S 

kins.   Scott  i.-s 

9.8 

Data   above    and    on   page    50   are   based    on   Broadcast    Advertisers    Reports    for   the   week   ending 
detailed    data,    such    as    length    and    placement    of    commercials,    ran    be    found 

in    BAB    reports    themselves.      Not    included    here    are    buys    in    participation    shows,    such    as 

NBC's    "Today.''      Ratings   are  based   on    a   Pulse   23-market   weighted    average    material    for   the 

week    ending    8    May.     All   ratines    are   averages   for  the  week.    e.g..   ratings    for   segroc* 
do   not   necessarily  show  the   audience   for   tiie   actual   segment  sponsored   by  the  client     All  U 

purchased  by   advertisers   follows   name  of  network:    "N"    means   night.    "D"    means  day.  dan week  are  abbreviated.     For  exact  time  of  show,  see  Comparagraph  itself. 
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2.000.000  + 
/•  different   familiet 

different  each  §urvey,  different  nil  year 

\*J   Pidse  rings   doorbells,  interviews   families  right  in   their 

homes.     The  one-and-only    method    used   by    Pulse   sinre   1941 
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2.    HOW  COMPETING  CLIENTS  COMPARE 
continued 

idard  Brands 
CBS;     Ml'.     Blue 
e,    Hunt    Club    dog 9.8 

i   |   =      M-D;    Chase    & 
.der  Leat 

9.6 

I  .  ,    A    Daj  .    NBC;  Tu-D;  Blue 

San- 

born  Instanl    coffi  •     I  ;■ 
lie  filling  H-2 

NBC;    Tu   D 

&    San- born  instant   coffei     Royal 
ngs,  Tender   Leal  5.7 

M-D;   Blue  Bon- .     &    Sanborn 
9.3 

Sterling  Drug 
Mi  .i«-ii.    Roman,  i  s     NBC;    F-D;   iron- 8.6 

ory;     NBC;     Sa-1 »;     ironized 6.0 

-<ii nki>t  Growers 

For  A   Day;  NBi \  Th   i >.  citrus 
fruits  11.2 

Swift 

Bob    Crosby;    CBS;     F-D;     Pard    dog 
Od  8.4 

Disneyland;      AM''.      W-N:      Premium 
meats  25.4 

Housi    Party;  CBS;   F-D;  babj    foi  ds, 
i  'remium  meats  9-6 

Lone     Ranger;      i.BC;    Th-N;    .aimed 
.  i  v.  pi  em  inn  i  rozen  meal  s,  Pre- 
mium meats  14.2 

I  larry     Moore;     CBS       F-D      canned 
.ts.  Pard  dog  food  8.6 

\\  rich  Grape  Juice 
Comedy  Time;  NBC;  Th-D;  grape 
products  7.3 

It  Could  Be  You;  NBC;  Th-D;  grape 
products  5.5 

\\  esson  Oil  &  Snowdrift  Sales 

edj  Time;  NB< ';  M-D;  Wesson  oil  7.3 
Bob  Crosby;  CBS;  Tu-D;  Wesson  oil  8.4 
Matinee  Theatre;  NBC;  M-D;  Wes 
Oil  7.2 

Valiant    Lady;    CBS;    Tu   H  -son 
Oil  9.3 

American   Home   Product* 

Love  Of  Lit".-:  ("US;  Tu,W-D;  Free- zone     9.7 

American  Oil 

Person  to  Person;  CBS;  F-N;  Amoco 
gasoline  29.0 

<;uif  oil 
Life  of  Riley;  NBC;  F-N;  gasoline         21.5 

Cleansers,   Polishers 

American  Home  Products 

Douglas     Edwards;     CBS;     Tu,Th-N; 
Aer<  wax.   Easj   Off  oven  cleaner 

It  Could  Be  V..u;  NBC;  M.K-D;  Aero- 
wax 

Love   Of   Life;   CBS;   Tu,Th-D;  Aero- 

Queen  For  a  Daj  .  NB< ';  F-l »;  Aero- 
wax,   Easy  off  i  ven  cleaner 

St  .i.i  Storm;  CBS;  M-P-D;  Verowax, 
Easj   i  iff  o\  en  cleaner 

B.  T.  Babbitt 

Caesar's  Hour;  NBC;  Sa-N;  Bab-O cleanser 

Brillo  Manufacturing 
It     Could     Be     Von;     NBC;     Th,F-D; 

ouring  pads 
Matinee  Theatre;  NBC;  F-D;  scouring 

pads 
Colgate-Pal  mnli\«- 

Big     Payoff;     CBS;     M.Tu.F-D;     Ajax 
cleanser 

Strike      It      Rich;      CBS;      M-F;      Ajax 
a  user 

Drackett 

Steve     Allen;     NBC;     Su-N;     Windex 
glass   cleaner 

Gold  Seal 

omo;  NBi ':  Sa-N;  Glass  Wax 

S.  C  John-on  &  Son 
Skelton;    CBS;    Tu-N;    waxes   & 

polishes 
rl       Mont)  XI 'a ';      M-N ; waxes    &  pol 

Procter  &  (.amble 
i    Turns;    CBS;    M-F-D; 

•       I       -  I-.     ! M-P-D;   C 

50 

10.6 

5.5 

9.7 

11.2 

7.2 

23.4 

5.5 

7.2 

8.3 
8.4 

27.1 

35.7 

25.4 

18.8 

7.8 

8.0 

9.8 

9.6 

18.0 

8.6 

cleanser.   Spic  &   Span  cleaner 
Search   For  Tomorrow;   CBS;   M-F-D; 

Spic  &  Span  cleaner  10.5 

Simoniz 

Arthur  Godfrej  :  CBS;  W-l>;  waxes  Ai 

polishes House  Partj  .  CBS;  waxes  &  polishes 

S  O  S 
M  i,  kej      Mi  use     Club;     ABC;      U'-D; i  uring  pads 

Garrj     Moore;     CBS;    F-D;     scouring 

Sterling  Drug 

Modern   Romances;  NBC;  M.F-D;  En- »g  fluids  8.6 
NBC;     Sa-D;     Energine 
Quids  6.0 

Laundry   Products 

Armour 

George    Gobel;    NBC;    Sa-N;    Liquid 
i  •infi.m   detergent  _  21.4 

B.  T.  Babbitt 
Today;  NBC;  Th-D;  Glim  detergent 

3.7 

Colgate-Palmolive 
Big    Payoff;    CBS;    M-F-D;    Ad,    Fab, 

Vel  detergents,  Liquid  Vel  8.3 
Strike    It    Hi.  h;  CBS;    M-F-D;   Ad.   Fab, 

Vel  d.-tergents,  Liquid  Vel  8.4 

Corn  Products  Be  fining 

Matinee  Theatre;  NBC;  W-D;  Nu- 
Sofl   fabric  softener  7.2 

Modern  Romances;  NBC;  W-D;  Nu- 
Soft  fabric  softener       8.6 

1 1  Could  Be  You;  NBC;  W.F-D;  Nu- 
Sofl   fabric  softener     5.5 

Gold  Seal 

P.rry     Como;     NBC;      Sa-N;      Snowy 
bleach         35.7 

Lever  Bros. 

Comedy  Time;  NBC;  W-D;  Rinso        7.3 
House  Party;  CBS;  W.F-D;  Lux  Liq- 

uid.   Kins..                9.6 
Carry  Moore;  CBS;  W.F-D;  Lux  Liq- 

uid.   Kins..      _      8.6 
On  Trial;  NBC;  F-N;  Lux  Liquid, 
Rinso  .__      19-4 

Prici  Is  Right;  NBC;  F-D;  Lux  Liq- 
uid, Wisk        5.5 

Sir   Lancelot;  NBC;  M-N;  Lux  Liquid   15.0 
Truth   Or   Consequences;   NBC;   W,F- 

D;   Lux  Liquid.  Wisk         6.0 
Video  Theatre;   NBC;   Th-N;  Wisk     18.2 

Procter  &  Gamble 

As   The   World    Turns;    CBS;    M-F-D; 
Ivorv  Snow,  Oxvdol    

Brighter  Dav;  CBS;  M-F-D;  Cheer  ..... 
Bob  Crosby;  CBS;  Th-D;  Ivorv  flakes 
Edge  Of  Night;   CBS;   M-P-D;    Dreft, 

Tide      

Guiding    Light;    CBS;     M-F-D;    Blue l>..t    Duz        
H.-\    Jeannie;  CBS;  Sa-N;  Dash    
H     Could    Be    You;    NBC;     M.Tu.F-D; 

Oxydol          
Lineup;  CBS;  F-N;  Cheer    
Matinee  Theatre;  NBC;  M-F-D:  Tide. 
Queen     For     A     Dav;     NBC;     M-F-D; 

Dash,    Dreft    ..... 
Search    For    Tomorrow;    CBS:    M.Tu. 

Th.F-D;   Joy         
Phil  Silvers;  CBS;  Tu-N;  Jov    
Tie  Tac  Dough;  NBC;  M-F-D:  Dreft. 
Loretta  Young;  NBC;  Su-N;  Tide 

7.8 

7.2 
8.4 

8.0 
10.7 

19.9 

5.5 

26.6 

7.2 
11.2 

10.5 
25.0 
5.9 

20.6 

Purex 

Arthur    Murray    Party;    NBC;    Tu-N; 
Beads-O-Bleacb           13.3 

Appliances 
General  Electric 

Broken  Arrow;  ABC;  Tu-N;  or  ma- 
jor appliances    

Cheyenne;  ABC;  Tu-N;  GE  small  ap- 
pliances ..    

Hoover 

Garry  Moore;  CBS;  Tu-D;  vacuum 
cleaners 

Badio  Corp.  of  America 
Perrj    Como;    NBC;    Sa-N;   Whirlpool 

major  appliances 
Matinee       Theatre:        NBC;        M.F-D; 

Whirlpool   major  appliances 

Sunbeam 
Kerry    Com..;     NBC;     Sa-N; 

pliances small    ai>- 

18.6 

21.0 

8.6 

35.7 

7.2 
35.7 

Sylvania  Electric  Products 
The  Buccaneers;  CBS;  Sa-N;  major  & 

small  appliances  _     

\\  <--linghou*e 

Studio  On.-;  CBS;  M-N;  major  &  small 
appliances  23.S 

14.6 

Household,   General 

American   Home  Product* 
Love    Of     Life;     CBS;     W.P-D;     Sanl- 

Flush,  Wizard  Wiek  deodorizer 
Queen   For  a    Day;   NBC;  F-D;   Sani- 

Flush,     Wizard    Spring    Bouquet    & 
Pine  Scent  . 

Secret  Storm;  CBS:   M.Tu. Th-D:  Sani- 
Flush,    Wizard    Spring    Bouquet    & 
Pine  Scent  _ 

11.2 7.2 

Best  Foods 

Bob  Crosby;  <:BS;  Tu-D;  Shinola  shoe 
polish  8.4 

Garry   Moore;   CBS;   Tu-D:    Pat   tints 
&  dyes      8 

(Colgate-Palmolive 
Strike    It    Rich;    CBS;    F-D;    Flr.rient Aerosol 

Dixie  Cup 

Queen   For  A    Hay;   NBC;   W-D:   paper 
cups  &  plates    

Tennessee    Ernie;    NBC;    W-D;    paper 
cups  &  plates   

General  Electric 

Cheyenne;  ABC;  Tu-N; 
light  bulbs. 

Johnson  &  Johnson 
Robin  Hood;  CBS;  M-N;  Band-Aids. 

Kaiser  Aluminum  &  (Chemical 
Kaiser  Hour;  NBC;  Tu-N:  broiler  foil 

Minnesota  Mining  &  Mfg. 

Mickey    Mouse    Club;    ABC;    M  Th-D; scotch  tapes 

Queen     For     A     Day;     NBC;     Th-D; 
scotch  tapes 

Tic    Tac    Dough;    NBC;    Th-D;    scotch 

Park  &  Tilford 

Masquerade   Party;    NBC;    W-N:    Tin- t.x  tints  &  dyes 

Beynolds  Metals 
Circus    Boy;    NBC:    Su-N;    aluminum 

packaging;  Reynolds  wrap 

Sylvania  Electric  Products 
The  Buccaneers;  CBS;   Sa-N;  electric 

light   bulbs     

Westinghouse 

Studio  One;  CBS;  M-N;  light   bulbs 

Tobacco 

8.4 

11 
5.7 

21.0 

21.5 

19.3 

18.0 

11.2 
5.9 

12.5 

15.7 

14.6 

23.9 

American  Tobacco 

Jack   Benny;    CBS;    Su-N;    Filter   Tip 
Tareyton,  Lucky  strike  26.4 

Big  Story;  NBC;  F-N:   Pall  Mall  21.7 
Navy  Log;  ABC;  W-N;  Pall  Mall  .        16.8 
Tabs    of    Wells    Fargo;    NBC:     M-N; 

Pall  Mall  ...  18.4 
Your  Hit   Parade:   NBC;   Sa-N:  Filter 

Tip  Tareyton,  Lucky  Strike  24.0 

Brov.n  &  Williamson 

Douglas  Edwards;  CBS;  M-F-N:  Vice- rov     10.6 
It  Could  Be  You;  NBC;  W-D;  Raleigh     5.5 
Lineup;  CBS;  F-N;  Viceroy  26.6 
Queen  For  A  Dav:  NBC;  M-D:  Raleigh   11.2 
Tennessee  Ernie;   NBC;    M.W-D;   Ral- 

eigh 5.7 

General  Cigar 

John  Daly:  ABC;   M-W-N;   cigars  53 

Liggett  <£•  Myers 
Dragnet;  NBC;  Th-N:  Chesterfield-  23.2 
Gunsmoke;   CBS;   Sa-N;    L  &   M  28.1 
Spike  Jones;  CBS:  Tu-N;   L  <fc  M  14.3 
Panic;   NBC;  Tu-N:  Chesterfield    .  18.8 

P.  Lorillard 
Jackie     Gleason;      CBS;      Sa-N;      Old 
Gold  24.6 

$64,000  Challenge;  CBS;   Su-N:   Kent     25.3 

Philip  Morris 

Playhouse  90;  CBS;  Th-N:   Marlboro     31 J2 
Mike     Wallace;     ABC;     Su-N;     Philip 

Morris  l0-1 

B.  J.  Beynolds 

Bob  Cummings;  CBS.  Th-N;  Winston  23.2 
[■ve  Got  A  Secret;  CBS;  W-N;  Salem. 

Winston  26-" Mr.  Adams  &  Eve;  CBS;   F-N:   Camel   20.9 
People  Are  Funnv;  NBC;  Sa-N:  Salem   20.2 
Phil  Silvers;  CBS;  Tu-N:  Camel        25.0 
Wire  Service;  ABC;  M-N;  Camel  9-* 
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3.   ALPHABETICAL   PROGRAM    INDEX 
Sponsored   Nighttime   Network  Programs  6-11   p.m. 

PROGRAM 

■U 

I  Dnighl  :    M>    I 

MBture  Thealri        \  I 
,.i  ;:    ;i  > 

,t  Allen  Show:  V-L 

nr  Hour:   V-L 

ii  lift  '>   i  onuT  :    Sp-I. 

be  Clock:  Q-L 

Moment  :    hi   I 

edit:  Sc-F 

d  Journey:  A-F 
Bowie:  A-F 

ken  Arrow:  A-F 

ameers:   A-F 
:  n«  &  Allen:  Sc-F 

;.  tirade  of  Sports:  Sp-L 

lyenne:  A-F 
Boy:  A-F 

lux:  Dr-L 

.Iffict:  Dr-F 

ph  Gotten  Show:  Dr-F 

ntn   Music  Juliilee:  Si    I 

\>K  Theatre:  Dr-F 

les  Farrell:   Sc-F 

er  Knows  Best:  Sc-F 

[ival  of  Stars:  Dr-F 
Theatre:  Dr-F 

Theatre:  Dr-F 

frey's  Scouts:  V-L 

1  Graham:
   Au-I 

■moke:  A-F 

,-Low:  Q-L 

iicock  Presents:  My-F 
nHood:  A-F 

I  Jot  a  Secret:  Q-L 

|!  Jones:    Mu-L 
I  ft  Tv  Theatre:  Dr-L 

iClub  Playhouse:  Dr-F 

ft,  Fran  &  Ollie:  J-L 
t'29  start) 
■  us  LaRosa:  Y-L 

be:  A-L 
L   of  Riley :  Sc-F 

la  Ranger:  A-F 
I-   \  ideo  Theatre:  Dr-L 

^  querade   Party:  Q-L 

$12,500 

9.750 

63.000 

23.000 

3.000 

18.000 

9,500 

37.500 

8.000 

32.000 

31.000 

24,000 

33.000 

35,000 

90.000 

34,000 

55.000 

90.000 

38.000 

18.000 

Is:  Dr-F 31.000 

Cummings  Show :  Sc 

-F 

36.000 

Damonr  Show :  V L 25.000 

(VS  hrl 
:  With  the  Angels 

Si 

■F 

38.000 

ny  Dean :  Mu-L 20,000 

iny:  Ad  F 13.000 

eyland:  M-F 75.000 

•net:  My-F 35.000 

ny  Durante:  C-L 18,000 

It  Earp:  A-F 30.000 

5  Edwards  News: N-L&F 9.500+t 

11.000 

1 1 ,000 

38.000 

1 1 .000 

36.000 

45.000 

28.000 

38.000 

SPONSORS    AND     AGENCIES 

Amir    Tobacco     SSC&B     alt    wki   opin 

Amcr     Tobjcco.     BBDO.     alt     Warm  r 
Lambert.    SSC&B 

S       C       Johnson,     Nccdham.      Louis     & 
Brorby       Pharmacralt       JWT       Gr.  y 
hound     Crty 

Haul    Bishop     Spcctor 

State    Farm    Ins.    NLB 

Hazel    Bishop.    Spector.    alt    wk   open 

Amor    Tobacco.    SSC&B     'last    8  30i  ; 
Ralston   Purina.   Gardner 

Nestle,     B.     Houston;     Tom.     Tatham 

Laird,   C.    E.   Frank 

Ralston    Purina,    CBB 

Amer    Chicle,    Bates;    Chescbrough- 

Ponds.    Mc-E 
Miles.   Wade;   Asso   Products,   Crey 

Sylvania,    JWT 

Carnation.    Wascy;    Coodrich.    BBDO 

Cillettc.    Maxon 

Cen   Elect,  Y&R,    BBDO  &  Grey 

Reynolds     Alum.     Clinton      E.      Frank, 

Chrysler,    Mc-E 

Chesebrough-Ponds.    JWT    &    Mc-E 

Campbell    Soup,     BBDO     'last    8  30'; 
Lever  Bros,   BBDO;  alt  wks  open 

Amcr      Chicle.       Bates;       Williamson- 

Dickic.    Evans    'alt    wks    10-10:30'; 

co-op   10:30-11 

Chevrolet.  Camp-Ewald 

R    J.  Reynolds.  Esty 

Kellogg.    Burnett:    alt    Oldsmobile.    D 

P.   Brother;  '  2  hr  open 

Plymouth,   Crant 

H     Bishop.   Spcctor 

Cen     Foods.     B&B;     Ford.     JWT 

Amer.    Motors.    BFSD   &   Ceyer;   Amer. 

Dairy.    Camp-Mithun:    Derby,    McE 

L&M.  Mc-E:  Schick,  W&L 

P.    Lor.ll.ird     L&N 

Gen    Mills,    DFS;    P&C.    Compton 

Whitehall.     Bates;     Brown    &    Wmson. 

Bates',    Hazel    Bishop,   Spector 

Quaker  Oats.   Necdham,  Louis  &   Bror- 
by;  Armour.    FC&B 

Whitehall,  Bates;  Lever,  )WT 

Scott  Paper,  JWT 

Purex.    E      H     Weiss:    Spcidel,    NC&K 

Ford,    JWT 

Cen    Elect,    BBDO 

Lipton.    Y&R;   Toni.    North 

B.     Graham     Evangelistic     Asso. 

L&M.   DFS;  Sperry  Rand    (1   wk  in  4), Y&R 

12,000 Ford,    JWT 

34,000 Bristol-Myers,  Y&R 

28.000 Johnson    &    Johnson,    Y&R:    Wildroot 
BBDO 

24.000 R    J.   Reynolds.   Esty 

35.000 L&M.    DFS 

34.000 Kraft,  JWT 

9.500 Mogcn   David.  Weiss 

Gordon   Baking,  Ayer;  &  co-op 

108.000  Cold    Seal.    North:    S&H    Stamps.   SSCB 

1  last  8  31  1  :  Noxzema,  SSCB:  Sun- 
beam. Perrin-Paus;  RCA  &  Whirl- 

pool.   K&E;    Kimberly   Clark.    FCB 

34.000  Campbell    Soup.    BBDO 

32,000  Lever  Bros.   BBDO 

24.000  Gen    Mills,    DFS;    Swift 

43.000  Lever    Bros,    JWT 

22.000  Asso     Products.     Crey: 
Max    Factor    18  8   only 
McConnell 

Mc-E 

'last     8  28); 

Anderson- 

PROGRAM 
COST 

NSORS    AND    AGES' 

Meel  McGra*  :  MyA-1 
33  000 P&G     Binlon    &    ! 

Mi  el  thi    Pn        II. 
7.500 

Op.  n 

Millionaire:   1  *  r  1 

32.000 
Colgate,    h 

\|  r.   tdima  S  1  re  i  Sc-F 

41  000 

Colgate.    L&N;    R.    J      Reynolds 

Esty 

•  \iilnii    Mini  i.    Part)     \  1 

•  • 

Bristol   Myers     Y&R 

\l  \  1  . i x  ■ » i  ite  Husband    S    1 
10500 

Am.  r    Tobacco     BBDO 

Name  thai  1  nne  i  (.i  I 
23.000 Kellogg.   Burnett;   Whitehall.    Bates 

Viw    1  Og  :    Dr-F 
32.000 Amcr    Tobacco.     SSCB,     U  S      Rubber. 

F     D     Richards 

NBC  Newe:  N  L 

9.500U 

Am.  ncan    Cm     Compton       l.i'.t 
Mil**      Wad.        i     days      1     a 

It     day 

open i  >//ir  8  Mar i  iel :  Sc-F 
36,000 

EastnUS    Kodak.   JWT 

Panic:    Dr-F 
36.000 

L&M.    Mc-E;    Max   Factor,    DDB 

Pantomime  Quiz  i  Q  1 
8.000 

Am.  r     Oil      J       Katz :     Hamm 
Mithun      T.rn.    Life      Y&R 

Camp- 

IVi.pl.'    \n-    Funii)  :    M-F 

24  000 

R     J     Reynolds,   Esty;  Tom,   Nor 

th 

People's  Choice:  Sc-F 

34  000 
Borden,    Y&R;    P&C.    Y&R 

Playhouse  90:  Dr-L&F 

117,000 

Amcr  Gas,  L&N;   Bristol-Myers 

Philip    Morris     Burn,  tt 

BBDO: 

Press  1  "ill. nil' .  ;  I  I 
8.500 Corn   Prod     C     L     Miller 

(lasl  7   l">' 

Shov   1  "i    \  Summei 10.500 Amir  Tobacco,   BBDO 

1  vening :  Dr-F ill  wks' 

l'ii\ate  Secretary:  Sc-F 36.000 Lever,   OB&M;   Shcaffer,   Seeds 

Richard  Diamond  i  MyA-] 
13,500 

Cen   Foods     B&B 

l!in  Tin  Tin:  A-F 32,000 Nabisco.    K&E 

< ..  .'i  ge  Sanders  M  j  <tery 15.000 
Pabst,   Burnett Tli.  ,ili'   :    My-] 

Si  1  lit/  Playhouse:  Dr-F 36,000 Schlitz.  JWT 

Show  Foi   \  Summei  1  vening: 10.500 
Amcr   Tobacco.    BBDO l>,  l 

'alt  wks' 

Phil  Silvers  Show:  Sc-F 41,000 
P&G      Burnett;    R.    J.     Reynold 

.     Esty 

Sgt.  Preston:  A-F 32.000 
Quaker   Oats.   WBT 

$64,000  Challenge:  Q-L 
32.000 

P.    Lorillard,    Y&R;   Revlon.    BBDO 

164,000   Question:    Q-L 32,000 Revlon.    BBDO 

Spotlight    Playhouse:    A-F 
9.500 

Pet   Milk,   Cardner:   alt  S    C     |c 

FCB hnson ; 

S.R.O.  Playhouse:  Dr-F 
11.500 

Whitehall,   Bates;  Helcnc  Curtis 

.  Lud- 

Gale  Storm  Show:  Sc-F 39,500 

gin 

Nestle.     B.     Houston;     Helcnc 
E     H     Weiss 

Curtis. 

Studio  One  Summer  Theatre: 
55.000 Westinghouse.   Mc-E 

Dr-L 
Ed  Sullivan  Show:  V-L 

69.000 

Lincoln-Mercury,    K&E 

Summer  Playhouse:  Dr-F 
10.500 

alt  wks) Armstrong  Cork,   BBDO 

Sunday  News  Special:  N-L 9,500 
Whitehall,     Bates;     alt     Carter 

ucts,   Bates 

Prod- 

Telephone  Time:   Dr-F 31.000 Bell,  Ayer 

Theatre  Time :  Dr-F 

12.000 

Armour,     FCB;     Kimberly-Clark 

FCB 

This  Is  Your  Life:  D-L 
52.000 P&C,  B&B 

Those  Whiting  Girls:  Sc-F 
11.000 

Cen  Foods.  Y&R;  alt  Max  Facto 

derson-McConncll 

r.   An- 

To  Tell  The  Truth:  Q-L 22.000 Pharmaceuticals.    Kletter 

•TV  Playhouse:  Dr-L 
52.000 Alcoa,    Y&R;    Coodyear,    Fuller. &  Ross 

Smith 
20th  Century  Fox:  Dr-F 

1 1 0.000 

Revlon,   C.    J.    LaRoche 

Twenty-One:   Q-L 30.000 
Pharmaceuticals,    Kletter 

Undercurrent:  Dr-F 
11.500 

P&C.    Y&R:    Brown    &    Wmson, 

Bates 

U.S.  Steel  Hour:  Dr-L 58.000 U.S.    Steel.    BBDO 

Mike  Wallace:    I-L 
15.000 Philip    Morris.    Ayer 

The  Web:  My-F 
17,000 

P&C.    B&B 

Wednesday  Fights:  Sp-L 45,000 
Mennen,  Mc-E;  Miles,  Wade 

Lawrence  Welk:  Mu-L 
14.500 

Dedge,   Crant 
Welk  Top  Tunes:   Y-L 16,500 

Dodge   &    Plymouth,    Crant 

West   Point:    Dr-F 

40.000 

Cen  Foods.  B&B 

What's   My  Line:   Q-L 28.000 Helene    Curtis.     Ludgin;    Sperry 
Y&R 

-Rand. 

Jonathan   Winters:  C-L 12.500 Lewis-Howe     DFS 

Wire  Service:  Dr-F 
77.000 

R.   J.   Reynolds.   Wm    £<• 

r  open 

Yon  Are  There:  Dr-F 37.000 
Prudential.    Reach.    McClinton 

You  Asked  For  It:  M-F 

14.000 

Skippy    Peanut    Butter.    GBB 

Yon  Ret  Your  Life:  Q-F 51.750 DcSoto.    BBDO:  Toni.    North 

Hr  show.  (L>  Live,  (F)  Film,  ftCost  is  per  segment  List  does  not  include 
•Milling,  participating  or  co-op  programs — see  chart.  Costs  refer  to  average  ehow 
■  including  talent  and  production.  They  are  sross  (include  lb^c  agency  com- 
Win).    They  do  not  include  commercials  or  time  charges.    This  list  covers  period 

- 
Audience    Partieipn  -umentar; 

Interview.      ,T  ■    Juvenile,  H      N>ws.    (Q) 
Quiz.    iS)    Serial.    (Sc)   Situation  Com-  I         3p)  Sport         V)   Variety. 
"Talent    and    |  !  \      v 

Listing  continues  on   page    52 



4.  NIGHTTIME C  O P  A I 
ABC 

SUNDAY 
CBS  NBC 

The   Last  Word 

llllt 

You   Arc  There 
Prudential 

Meet  The  Press 
lust 

Cowboy   Theatre 

■utt (6:30-7:30) 

fou  Asked  for  It 

Skli'iiy   Peanut 
Butter 

Hollywood 
Film    Theatre 

partic 
(7:30-9) 

Lassie 

Campbell   Soup 

My    Favorite 
Husband 

Amer    Tobacco 

Cowboy   Theatre 

Circus  Boy 

Reynolds    Alum 

Hollywood 
Film    Theatre 

Hollywood 
Film    Theatre 

Ed  Sullivan 

Lincoln-Mercury 
(8-9) 

Steve    Allen 

S.    C.    Johnson 
all 

t.  Greyhound 

Ed    Sullivan Steve   Allen 

(8-9) 

Compass 
sust 

Midwestern 

Hayride 

C.   E.   Theatre 
Gen   Electric 

Hitchcock 
Theatre 

Bristol -Myers 

Tv  Playhouse 

Goodyear   alt 
Alcoa 

Tv  Playhouse 

|  Mike    Wallace 
Philip   Morris 

$64,000 
Challenge 

Kevlon   alt 

P.    Lorlllard 

What's  My  Line 

Sperry-Rand 
alt  H  Curtis 

The  Web 
P&G 

No   net   service 

MONDAY 

ABC  CBS  NBC 

D   Edwards 
Brown  &  Wmson 

Kukla.  Fran 

&  Ollie  No  net  service 

D   Edwards 
Brown  A  Wmson John    Daly    News sust 

Wire   Service 

R.   J.    Reynolds 
(7:30-8:30) 

Robin  Hood 

Johnson    &    Jhsn 
alt   Wlldroot 

Ccorgia  Cibbs 

sust 

News 

A  Can    (last  8/20) 
alt    sust 

Wire   Service 

sust 

Burns    &    Allen 

Carnation    alt 
Goodrich 

Bold   Journey 

Ralston-Purlna 
Talent  Scouts 

Llpton alt   Tonl 

Press   Conference 

Com  Prod (last  7/15 

Quest   For  Adven. 

(7/22)   sust 

Welk  Top  Tunes 

New    Talent 

Dodge -Plymouth 

(9:30-10:30) 

Welk  Top  Tunes 

Those 

Whiting  Cirls 

Gen   roods   alt 
Mai   Factor 

Richard  Diamond, 

Priv    Detective 
Gen  Foods 

Charles  Farrell 
Whitehall  alt  Lever 

Action   Tonight 
Amer  Tobacco 

alt   sust 

Twenty-One 
Pharmaceuticals 

Arthur  Murray 

Party 

Bristol-Myers 

Studio  One 
Summer 

Theatre Westinghouse 
(10-11) 

Studio  One 
Summer 
Theatre 

Amateur  Hour n.   Bishop 

TUESDAY 

ABC  CBS  NBC 

No  net  service 

D   Edwards 
Whitehall 

Kukla.  Fran 

&  Ollie 

n    Bkng-co-op 

|ohn    Daly   News 

  UlaL   

Cheyenne 

Gen   Electric 
(alt   «ks 7:30-8:30) 

No   net   service 

D   Edwards 
Whitehall 

Name   That   Tune Whitehall  all 

Kellogg 

Conflict 

Chesebrough- 
Ponds 

I  alt  wks 7:30-8:30) 

Wyatt  Earp 
Gen    Mills 
alt  P&G 

Phil  Silvers 

P&G 
alt 

R.  J.  Reynolds 

Private 
Secretary 

Lever  alt  SheaiTer 

Andy   Williams 

June    Va Hi 

sust 

News 

sust 

Festival  of  Stars 
Purei   alt 

Speldel 

Panic 

LAM    alt 

Mai   Factor 

Broken  Arrow 
Assoc  Products 

alt  Miles 

To  Tell  The 

Truth 
Pharmaceuticals 

Meet    McCraw 

P&G 

Telephone  Time 

Bell 

It's  Polka  Time 

co-op 

Spotlight 
Playhouse 

Pet    Milk    alt 
S.    C.   Johnson 

Summer  Playh'se 

Artn-trung    alt 

Show  For  A Summer  Eve Amer  Tobac 

564,000 

Question 

Spike  (ones 
LAM 

Nat  King  Cole 
sust 

No   net   service 

Al 

Farm 

- 

»— - 

Index   continued . . .   Sponsored   Daytime  Network  Programs  7  a.m. -6  p.m. 

PROGRAM SPONSORS  AND  AGENCIES 

As  the  World  Turns:  S-L 

Baseball   Game  of   Week: 

Sp-L 
Big  Payoff:  Q-L 
Bride  &  Groom:  Au-L 

Brighter  Day:  S-L 

Capt.  Gallant:  A-F 
Comedy  Time:  Sc-F 

Bob  Crosby:  V-L 

Detective  Diary:  A-F 

Edge  of  Night:  S-L 

Fury:  A-F 
Arthur  Godfrey:  V-L 

$  3,400tt 

6,000tt 

2.600tt 

10,000  wk 

31,000 

rerun 

3,150tt 

8.000 

17,000  wk 

33,000 
4,150tt 

P&C,     B&B;     Pillsbury,     Camp-Mithun 
(8/1  start);  4  segs  open 

Falstaff    Brewing,    DFS;    Amer    Safety 

Razor,  Mc-E;   Philip  Morris,    Burnett 

Colgate.    Houston     2  days  open 

Toni,  North;  4  days  &  1   alt  day  open 

P&C,   Y&R 

Heinz,    Maxon 

Kraft,  )WT;  Lever,  BBDO;  Welch,  R. 

K.  Manhoff;  Chesebrough-Ponds. 

|WT;  SOS.  Mc-E;  Miles,  Wade;  Cen 
Foods,  Y&R;  3  segs  &  3  alt  segs 

open;  1  seg  co-op 

Cen  Mills,  Knox-Reeves;  Cerber, 

D'Arcy;  Wesson  Oil.  Fitzgerald; 
Swift,  Mc-E;  Toni,  North;  5  segs 
&  3  alt  segs  open 

Sterling    Drug,    DFS,    1/2    spon 

P&C,    B&B;    Stand    Brands,    JWT;    Pet 
Milk,  Gardner;  Pillsbury,   Campbell 
Mithun     (8  1     start)  ;    2    segs    &    1 
alt  seg  open 

Cen   Foods,   B&B;   Borden,  Y&R 

Bristol-Myers,  Y&R;  Florida  Citrus, 
B&B;  Cen  Foods,  Y&R;  Mutual  of 

Omaha.  Bozell  &  Jacobs;  Scott  Pa- 
per. |WT:  Shcrwin  Williams. 

F&S&R;       Simoniz,       Y&R;       Stand 

PROGRAM SPONSORS  AND  AGEME! 

Arthur  Godfrey — Cont'd 

Guiding  Light:  S-L 
Gumby:  J-L 
Howdy  Doody:  J-L 

It  Could  Be  You:  Q-L 

Art  Linkletter:  V-L 

Love  of  Life:  S-L 

Lone  Ranger:  A-F 
Major    League    Baseball: 

Sp-L 

Medical  Horizons:  D-L 

Mickey  Mouse  Club:  J-F 

10,000  wk 
3,500tt 

24.000 
3,000tt 

4,000ft 

10,000  wk 

18.000 

22.000 

5.040  to 

6.300+t 

68l* 

:c-:,» 

■r 

Brands.      Bates:      Bauer 
Burnett;  3  segs  open 

P&C,    Compton 

Sweets  Co.,  Eisen 

Cont  Baking,  Bates;  Sweets  C 

14   open   alt   wks 
Amer   Home    Prod,    Bates.   Cey 

mour.    T.    Laird;    Brillo.    JW 

8  22i;     Brown    &    Wmson.  «. 
Corn     Prod.    C.     L.     Miller:    btf 

Culver,     Wade;     P&C,     DFS  W 

Labs.     Wade;     Cen     Foods  Y[ 
Chesebrough-Ponds.   JWT 
4  alt  segs  open 

Campbell  Soup,  Burnett:  Mot 

Burnett;  Lever  Bros,  BBDO  °il 

bury.  Burnett;  Simoniz.  Y&R.tii 
Brands,  JWT;  Swift.  Mc-E  ■ 1 7  30  start),  R&R;  Tom  I 
start>    North;   1   seg  open 

Amer  Home  Prod,   Bates 

Cen   Mills.   DFS;  Nestle,  Mc-E 

R.  J.  Reynolds,  Esty,   U  spon 

Ciba,  JWT 

Amer-Paramount,    Buchanan;   Aj 

Tat-Laird;       Bristol-Myers, 

Coca      Cola,      Mc-E;     Cen     1 

FC&B:  Carnation.  Wasey;  Ccnli 



A  G   R  A  P  H 3  -  30  AUGUS1 

)NESDAY 

1$ 
NBC 

THURSDAY 

ABC  CBS  NBC 

FRIDAY 

ABC  CBS  NBC 

SATURDAY 

ABC  CBS  NBC 

D    Edwards 
Whitehall D    Edward! 

alt     II.      Ill    h'T 
(Tukl.l     Fran 

&   Oil..  No    nct    *«'*•«« 1  rdi  n    Bl  D    Edwards 

lervice 

nrdl 

Kukla,  Fran 

&  Olhe 

John    Daly    News 

  lust   

No    net    service 

D    Edwards 
Whitehall 

John    Daly    News     "'  ""     *     '' 

•it  ir    niihop 

Helen    O'Conncll 
lust 

News 
■ust 

Lone  Ranger 

Otn    Mills    alt Sgt.    Preston 
Quaker    Oats 

Andy  Williams 
June    Villi suit 

News 

lust 

Rin    Tin    Tin Nablioo 

Beat   the  Clock 
II      Hish.it> 

Helen   0  Connell 

lUlt 

Flight 

Number   Seven 
News 

Mllei 

Buccaneers 
■nla People  Art 

Funny 

Tonl   alt 
It    J     luynoldi 

• 
Masquerade Party 

\         p •     18 

I      .    ■:      r 

Big   Picture 

Cowtown  Rodeo 

a  i 

-  i 

Father    Knows 
Best 

Scott    Paper 
Ml* 

Enterprise 

Cowtown  Rodeo 

Bob  Cummings         You  Bet  Your 
It    J    K  Life 

DeSoto    alt 
Tonl 

Climax 

i 

|im    Bowie 
Ann   Chicle   alt 

Chesebrough- Pondi 

West  Point 

On   Koodi 

Dragnet 
I  .AM    alt    Schick 

Crossroads 
Cherrolet 

Destiny 

I 

alt   I 

Blondie 
Tonl  alt 
Neitle 

Billy   Graham 
iham 

Jimmy    Durante 

illard Julius  I*  Rom 

Life   of   Riley 

Br'.s 
Billy   Craham 

Two   For  The 

Money 

KlmberleyClar*-. 

.V  WMrlpoo 

ira,  Noxxcmi i 

aire  Kraft  Theatre 
Kraft    (9-101 

Theatre  Time 

III   alt 
Klnili.il     I 

Climax People's  Choice Borden   alt   PAG Key    Club Playhouse 
Mr.  Adams  &   Eve 

Colgate    alt 
R.  J.    Reynold! 

Jos  Cotten   Show 

■       pbeU 

(last   - 

B 

Lawrence    Welk  Calc  Storm  Sanders  Mystery 

Xeitle   lit  Theatre 19-101  Helens    Curtll  Pabll 

Big    Moment 
Amer   Tobacco 

(last  8/30) 

alt 

RalPurlna 

.  Secret      Kraft  Theatre 
molds 

Industries  For 
America 

sust 

Playhouse  90 
Amer   Gal 

alt 

Brlitol    Myers 

High-Low Ford Date  With  Angels 

Plymouth 

Schlitz 
Playhouse 

Lawrence   Welk 
S.R.O.  Playhouse 

Whitehall    alt 

I   nil 

Dollar A   Second 

il  Hr 
tttl 
1011) 

This    Is 
Your  Life 

p*a 
Focus 
sust 

Playhouse  90 

Philip    Morris alt 

Brlitol    Myen 

Lux    Theatre 
Lever    Bros 

(10-11) 

The  Big  Beat 
Undercurrent 

PAG   alt Brown   A 

Cavalcade  of 

Sports Gillette (10-concl) 

Country    Music 

Jubilee 

Am  Chicle 
alt 

Wllllamion-Dlckle 

Cunsmoke UM    alt 

Sr>ertT-Ran'l 

Encore   Theatre 

Qu ;.  • 

alt  At 

Fox  Hr 

0-11) 

No    net    service 
Playhouse  90 

Lux  Theatre 

All-Star   Ftball 
-  0  only) 

9:30-11 

Pel 
Pure  Oil 

Pantomime  Quiz 
Amor    Oil 

fl     IT^mm alt   Time 
Red  Barber 
St   Farm    Ins 

Country    Music 

Jubilee 

Jimmy    Dean 

11     B Adventure 
Theatre 

oac  alt 

Wam-Lamberl 

(last    - 

PROGRAM 

ckey  Mouse     t  ont'd 

ty  Mouse:  J-F 
dern  Romances:  S-L 

Moore:  Y-L 

r  Miss  Brooks:   Sc-F 

e  Is  Right:   Q-L 

for  a  Dav:  Au-L 

20.000 

2,700tt 

3.600tt 

3,170+t 

3.000tt 

SPONSORS    AND    AGENCIES 

Knox    Reeves;    Mattel,    Carson    Rob- 
erts:    Miles.    Wade:     Minn     Mining. 

BBDO:      Pillsbury.      Burnett;      SOS, 

Mc-E;  8  segs  co-op 

Cen  Foods.  B&B;  Colgate,  Bates 

Corn  Prod.  C.  L.  Miller;  Kraft.  JWT; 

Sterling.  DFS;  Brillo,  JWT;  1  alt 

seg  open 

Nestle,  Mc-E  (7  II  start);  Campbell. 
Burnett:  Hoover,  Burnett  <  last 

7/2);  Swift.  JWT.  Mc-E  Mast  7  19)  : 
Toni.  North:  Lever  Bros  JWT 

Johnson  &  Johnson.  Y&R:  Califor- 
nia Packing,  Mc-E:  Stalcy,  R&R 

i  last  7  26);  Yardley.  Ayer;  6  segs 
&  5  alt  segs  open 

Cerber,  D'Arcy:  Johnson  &  Johnson, 
Y&R;  Nestle,  Mc-E:  Cen  Mills, 
DFS;  2  days,  2  segs  &  4  alt  segs 

open Lever  Bros.  BBDO:  Chescbrouzh- 
Ponds.  JWT;  Cen  Foods.  Y&R:  SOS. 

Mc-E;  6  segs  &  3  alt  segs  open 

Amer  Home  Prod.  Bates.  Ceyer; 
Brown  &  W  mson.  Seeds:  Corn  Prod, 

C.  L.  Miller:  Dixie  Cup.  Hicks  & 

Crcist:  Miles.  Wade:  Minn  Mining. 
BBDO:  Sandura,  Hicks  &  Crcist 
Stand  Brands.  Bates;  Sunkist.  FCB: 

Toni.  North;  P&C.  Compton :  SOS, 
Mc-E;  H.  W.  Cossard.  Ed  H  Weiss 

8  16  start'  ;    1    seg  open 

PROGRAM 
COST SPONSORS    AND    AGENCIES 

Search  for  Tomorrow: 
5-L 

10.000  wk 
P&C,   Burnett 

Secret  Storm:  S-L 
9,500  wlc 

Amer    Home    Prod     Bates 

Strike  It  Rich:  V-L 15,000  wk Colgate.    Bates 

Tic  Tac  Dough:  Q-L 

2,500tt 

Church    &    Dwight.    JWT:    Kraft.    JWT 
Minn     Mining,     BBDO;     P&C,     DFS; 

Stand    Brands.    Bates:    Toni.    North 
Amer    Home    Products.    Ccycr:    SOS 

Mc-E;    Starkist   Tuna.    Honig-Coopcr 
8  16  start i  :  1   alt  seg  open 

True  Story:   Dr-L 
18.000 

Sterling    Drug,    DFS.    '2    spon 
Truth  or  Consequences 

Q-L 

3,450tt 

Lever     Bros.     BBDO;     Alberto     Culver 
Wade;      Miles      Labs.      Wade:      Cen 
Foods.    Y&R:    6    segs    &    1     alt    seg 

open 
Valiant  Lady:  S-L 

10.000  wk Toni.     Tatham-Laird;     Wesson.     Fitz- 
gerald; 3  days  &   1   alt  seg  open 

Wild  Bill  Hickok:  A-F 27  000 Kellogg.    Burnett 

Specials  and   Spectaculars 

PROGRAM 

College   Ul-Star  Fnntlul 
SI  60.000 

SPONSORS    AND    AGENCIES 

Pabst.    NC&K:    Standard    Oil.    D'Arcy: 
Pure   Oil     Leo    Burnett — 8  9 



DAYTIME C  O P  A 
SUNDAY 

ABC  CBS 
NBC 

ABC 
MONDAY 

CBS 
NBC 

ABC TUESDAY 

CBS 

NBC 

Lamp    Unto   My 
Feet 

■ust 

Carry    Moore 
Campbell   Soup 

Lever   Bros 

alt 

sust 

Home   (partic) 1 1         I  last   8/5) 

Arlenc  Francis 

(8/12  start) sust 

Carry    Moore 
sust 

'IVm  alt  sust 
Home  (partic) 
Ml        (last   8/6) 
Arlenc   Francis •    13   start) 

sust 

.ook   Up  &  Live 

•ust 

Arthur    Codfrey 

Stand  Brands 

Stand  Brands 

Treasure  Hunt 

(8/12   start) 

sust 

Arthur    Codtrey 

Mutual  of  Omaha 
Treasure  Hunt 

(8/13   start) 

sust 

Eye  On New  York 
sust 

Bristol-Myers 

Bristol-Myers 
Price  Is  Right 

BUSt 

Price   Is  Right 

suit 

I       .  -Poodi 

alt   sust 

Camera  Three 
■  ust 

Strike     It    Rich 
Colgate 

Truth  or 

Consequences 

sust 

Strike     It     Rich 

Colgate Truth  or 

Consequences 
sust 

l[et's    Take    Trip •ust 

Valiant  Lady 

sust 

Love  of   Life 

Amer  Home  Prod 

Tic   Tac    Dough 
P&G    alt 

<  Church  &  Dwlght 

Ton!   alt  P&G 

Valiant   Lady 

Wesson  Oil Tic   Tac    Dough 

Stand    Brands 
Love  of   Life 

Amer  Home  Prod 

P&G 

Search    for 
Tomorrow 

P&G 

t    CnulrJ    Bk    Yuu 
Ponds 

alt   sust 

sust 
alt   PiG 

Wild  Bill  Hickok 
Kellogg 

Search   for 
Tomorrow 

P&G 

Could  Be  You sust 

Cuiding  Light 

  P*«   

Cuiding  Light 
P&G 

Heckle   &    Icckle 
oust 

News 
(1-1:10)  sust 

Stand  Up  &   Be 
Counted 

sust   

Close-Up co-op 

News 

(1-1:10)  suit 

Stand   Up  &   Be 
Counted 

sust 

Close-Up 

ee-op 

Mo    net   service 

As  the  World Turns 

P&G 

Club  60 
co-op 

As  the  World 
Turns 

P&G 
Club  60 

co-op 

Mo    net   service 3ur  Miss  Brooks 
sust 

Club  60 
Out  Miss  Brooks sust 

Club   60 

Mo   net  service 
Art  Linkletter 

Stand  Brands 

3ride  &   Croom 
I    !  I   alt  sust 

Campbell   Soup 

Art  Linkletter 

ftaley   (7/30  start) 
alt   Toni 

K.  Hogg 

Bride  &   Croom 
sust 

No  net  service 
Afternoon    Film 

Festival 

(3-4:30)  partic 
(last  7/29) 

Amer  Bandstand 

Big    Payoff Colgate 

Matinee 

(3-4) 

partic 

Afternoo-    Film Festival 

i:i-4:30)   panic 

(last    7/30) 

Amer  Bandstand 

Big    Payoff 
sust 

Matinee 

(3-41 

partic 

No  net  service Mr.    Wizard sust Amer  Bandstand 

(8/5  start) (3-4:30) 

partic  &  co-op 

Bob  Crosby 

sust 

Gerber    alt 

sust 

Matinee 
Amer  Bandstand 

I  i  6  start) 

1  :30) 

partic  &  co-op 

Bob  Crosbv Wesson    Oil Matinee 

Toni   alt   sust 

No   net   service 
Youth    Wants 

To  Know 

Amer    Forum 
sust 

American 
Bandstand 

Brighter   Day P&G Queen   for    a    Day 
sust 

Secret  Storm 
Amer   Home  Prod 

Toni  alt  Brown 
&    Williamson 

American 

Bandstand 

Brighter    Day 
P&G 

Secret  Storm 
Amer  Home  Prod 

Queen  for  a  Day Stand    Brands 

No   net   service 
Zoo  Parade 

sust No    net    service Modern   Romances Sterling   Drug 
No    net    service 

Edge  of  Night 

P&G 

P&G 

Modern   Romances 
sust    alt 

Brillo 

Stand  Brands 

|  College  News Conference 
sust 

:ace  The  Nation 
sust 

Frontiers  of 

Faith 
sust 

Mickey     Mouse 

Club 

co-op Comedy  Time 

sust 

Mickey  Mouse 

Club 

co-op 

Comedy   Time 
Cliese sust    alt 

|  Open   Hearing 
sust World    News 

Round-Up 
sust 

Outlook 

sust 

Coca  Cola 

Miles  alt Minn  Mining 

HOW  TO  USE  SPONSOR'S 

NETWORK  TELEVISION 

COMPARAGRAPH  &  INDEX 

The  network  schedule  on  this  and  preceding  pages  (52,  53) 

includes  regular!)  scheduled  programing  on  the  air  3  to 

30  August,  inclusive  (with  possible  exception  of  changes 

made  by  the  networks  after  presstime).  Irregularly  sched- 
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a.m..  Monday-Friday,  participating  sponsorship;  Sunday 

\ews  Special.  CBS.  Sunday,  11-11:15  p.m..  sponsored  by 

Whitehall  alt  Carter  Products;  Today,  NBC,  7:00-9:00  a.m.. 

Monday-Friday,  participating;  The  Jimmy  Dean  Show,!  BS, 

7:00-7:45  a.m..  Monday-Friday,  participating;  Captain 

Kangaroo,    CBS.    8:00-8:45    a.m..    Monday-Friday,    9:30- 

10:00  a.m..  Saturday,  partit  ipating ;  Vews,  CBS,  7:45-8:00 
a.m.  ami  8:45-9:00  .Lin..   Monday-Friday. 

\||  limes  are  Eastern  Daylight  Participating  -]'"iisors 
are  nol  Listed  because  in  mam  cases  the)   fluctuate. 

Sponsors,  co-sponsors  and  alternate-week  sponsors  are 
shown  along  with  the  name-  oi  programs.  Vgeni  ies,  brands, 

costs  and  ratings  appear  in  separate  listings  on      -  -     L-53. 



Jcs*cie"    proudly    announces  •  • 

WFGA-TV Jacksonville,  Fla. 

Becomes  Basic NBC 
SEPT.  1  st 
TV  Sets 

Population 

Buying  Power 
Retail  Sales 

For  A  Service  Area  of  64 

Florida -Georgia  Counties 

226,880  (1) 

1,511,300  (2) 

$1,785,944,000  (2) 

$1,562,627,800  (2) 

(1)     Television  Magazine,  June     1957. 

(2)     Sales  Management  Survey  of  Buying  Power,    1957 

WFGA-TV  •  Channel  12  •  VHF 

equipped  for  FULL  COLOR  •    1000  ft.  tower 

Top  Power  316,000  watts  •  JACKSONVILLE,  FLORIDA 

Represented   by   Peters,  Griffin,  Woodward,   Inc. 

Mi'll     tJ:*JM'l 

56 SPONSOR        •        3     \l  (.1  ST     L957 



DR.    DICHTER 

i  (  ontinued  from  poge   ll  •  I 

howei .'I.  Dii  htei  turned  all  hi-  enei 

riea  i"  it.  Chickens,  cowa  and  'Vaca- 
tion From  Yourself  quickl)  faded 

into  the  background.  Ml!  outgrew  the 
Montrose  headquarters  and  in  1954 

Dichter  bought  a  Four-level,  26-room 
fieldstone  mansion  on  the  top  of  Prick. 
K  Pear  Mill  al  I  xoton-on-Hudson  and 
moved  the  Institute  there. 

The  road  to  tli«'  Institute  turns  "II 

sharp!)  to  the  right  From  Highway  9, 
a  —  1 1 « ►  1 1  distance  outside  of  Croton.  It 

i-  a  mile  long,  snakes  upward  at  a  | >i < - 
cipitous  rate  through  wooded  country. 

\«>i  a  Bign  ol  habitation  is  met  between 
the  turn-off  below  and  the  Institute  at 

the  peak.  "It's  a  wonderful  place  to 
think  at,"  the  taxi  driver  who  picked 
as  1 1 1 >  ai  the  New  ̂ i  "ik  Central  station, 

explained.  "  \ml  the)  do  a  lot  "I  think- 

ing up  there.  Luck]  it  -  summer, "  he 
went  on,  "because  I  tried  to  uet  up 
here  several  times  last  winter  during 

ice  storms  and  couldn't  make  it.  The) 
gel  people  coming  up  here  from  all 
<>\ «t  the  world.  Dr.  Dichter  used  to 

send  down  For  them  with  1 1  i  —  station 

wagon  at  first.  Thru  he  decided  he 
was  taking  Fares  awa)  From  us  taxi 

drivers,  so  he  quit.     It's  ureal  for  us." 
\i  tnalK .  the  w  hole  area  is  enthusi- 

astic about  the  Institute.  \ll  the  cleri- 

cal help  is  local.  Mead  staffers  have 
settled  in  the  region  and  become  a 

part  of  it.  I'n  alia)  an)  suspicions  in 
the  minds  <if  the  local  populace  aboul 

"'what  ma)  go  on  up  the  hill"'  and  tn 
better  integrate  with  the  communit)  ol 

which  it  has  become  a  part,  the  In- 
stitute began  buying  time  on  Peekskill 

radio  station  \\l.\  \  earl)  last  spring. 
The  program,  25  minutes  once  a  week, 
features  Dr.  Dichter.  his  staffers  and 

local  residents  in  panel  discussions  ol 

t-  -hows,  product  images,  commercials 
and  the  like.  The  show  is  olT  for  the 

Bummer,  but  will  resume  in  the  fall. 
The  same  area  has  become  the  homo 

proving  ground  foi  MM:  1,000  fami- 

lies make  up  the  Institute's  consumer 
panel  and  l2< ►» >  families  jt-  "Living 

Laboratory"  for  testing  tv  and  radio 
commercial-.  These  families  constitute 

a  good  cross-section  of  American  com- 
munities since  the)  cut  across  main 

races  and  religious  beliefs,  are  engaged 

in  a  variet)  ol  work  -light  industries, 
shopkeeping,  railroad  yards,  and  com- 

muting to  offices  in  New  York.  Me- 

dium- and  high-income  groups  are  rep- 

resented in  prett)  average  proportions. 
Men.    women    and   children    Melons   to 

these  panels,  and  entei  into  the  criti- 
cism   of    t\      men  ials    oi    product 

pack  i  '"  «  w  lo 'M-ln  .i i  tedl)  as  the) 
would  into  su<  h  communit)  proje*  ts  as 

i  i\  ic  theatres  oi  i  ommunit)  or<  hesti  as 

\  group  "I  them  gathei  in  informal 
fashion  to  watch  an  evening  "f  t\  at 
the     Institute  -     Lh  ing     Laboratoi  \ . 
There,   in   a  i  omfortable   li\  ing      m 

Betting,  the)  view  commercials  within 
the  Bame  Bhow  in  which  the)  were  i  un 

i  in  the  case  "I  post-testing  oi  -t  i  ipped 

into  a  1 1 1 1 1 1  "I  the  type  of  -how  in 
which  the)  will  be  ■  un  I  in  the  i  ase  oi 

pre-testing  I .  Hie)  explain  w  hat  the) 
like  oi  don  t  like  aboul  eat  h  i  omraer- 

cial.  thus  giving  Bubconsciousl)  the 

due-  to  what  goes,  "M  between  a  i  om- 
inercial.  a  consuraei  ami  a  purchase. 

Through  an  opening  in  a  shadow  bos 
above  the  t\  screen,  an  animal  ic  cam- 

era records  the  viewers1  reactions  sec- 
ond b)  second  as  the)  watch  program 

and  commercials. 

I  his  t\  commercials  testing  sen  ice 

i-  i  ailed  Motivating  Response  Patterns, 

oi  simpl)  MRP,  and  i-  -u  I  >«i  \  i-iil  b) 
\IMert  \\ .  Shepard,  executive  vice 

president  "I  the  Institute.  Shepard,  a 

Columbia  I  niversit)  psycholog)  ma- 
jor, had  wo] ked  w ith  man)  agem  ies  in 

testing  advertising  cop)  before  he 

joined  Dr.  Dichtei  sis  j ears  ago.  \l- 
though  MMM  has  been  going  on  foi 

quite  some  time  al  the  Institute,  it  did 

not  become  a  full-fledged  service  until 
this  spring.  Since  then,  it  has  been 

doing  commercials  testing  for  Marl- 
boro ( ligarettes,  I  sso,  W  ildroot,  <  rre)  - 

hound  Bus,  We— mi  Oil  plus  program 
testing  for  a  major  network. 

"Motivating  Response  Patterns,' 

Shepard  explains,  "are  not  percentage 
tallies    on    how     main     people    like    01 

don't  like  a  commercial,  \lier  all,  oui 
conti"!  groups  like  am  t\  audiem  e 
are  not  advertising  critics  or  drama 
critics  either.  If  a  person  says  he  likes 
or  recalls  a  commei  icaL  thai  has  little 

significance.  People  tend  to  give  wrong 
answers  t"  rational  questions. 

"MRP  service  was  made  in  be  a 

creative  tool,"  Shepard  continued.  *\\  <• want  tn  know  the  ke\  factors  in  a  com- 

mercial that  make  or  don't  make  a  dif- 
ference in  product  sale-.  Our  analysis 

of  a  commercial  musl  reveal  (1)  its 

-ti ong  points;  I  _'  it-  weak  points; 
(3)  w  In  these  points  are  strong  or 
weak:  (4)  a  creative  guidepost  on  how 
the  next  commercial  can  Me  improved. 

"'What  we  have  no  interest  in  doing 
i-  simpl)  to  rate  a  commercial  as  80 

or. "it  i      effective  We  have  found  prod- 
ucts which  scored  ureal  sales  records 

You're  in 

good  company 

on  WGN-RADIO Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  ii at  i"ii  -  -in 
time-buyers  who  sele<  t  WGN 
inr  results!  195'  proi 
exciting  new  programming  t" 
make  W  < ,\  -  policj  "I  lii^'h 
qualit)  .'t  low  cost  even  more attractive  to  you. 

WWRL       NIW  YORK  CITY 

' /at  La*  a  tVay/ier  J& 
] Mom  vies  Al/A/rj£Mm\ 

SELF  WS/A/O  FLOUR 
because  £>oc  WH&tfH 

ttca/rr/rreJids 

f}
  /

f  0*.
   

mi 
*» Nev. 

WWRL'S     PERSONALITIES     SELL 

more 

Dg      the      largest      NEGRO 
AUDIENCE  for  your  product.  .  .  . 

Supporting  jrour  Bchedulc  with 
 a 

barrage  ■  CONSUMER  ADS.  .  .  . 

MERCHANDISING  CREWS  work 

full  :ind  drug 

stores  for  you.   .   .       FREE.   .   .   . 

LOW    SELLING    COST    of    12c    per 
thousand.   .   .  . 

call  or  write 

-  BEST    FOR  NEGRO  PROGRAMS 

SPONSOR 
3   AUG!  ST    195' 
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with  commeri<  als  that,  on  this  basis, 

Here  are  the  four  ingredients  needed 
in  a  commercial,  as  revealed  in  MRP 

testing : 

►  Inter-Action:  This  is  the  two-wa\ 
communication  that  breaks  the  barrier 
of  the  tv  screen  between  audience  and 

commercial  personality.  On  the  one 
side,  the  viewer  identifies  and  even 

participates  in  the  commercial:  on  the 

other,  the  person  delivering  the  mes- 
sage  seems  to  step  out  of  the  set  and 
into  tlic  room. 

►  Integration:  This  is  the  total  im- 
pression received  from  a  commercial, 

comparable  to  the  total  impression  or 
feeling  one  gets  in  viewing  a  Picasso 

or  Van  Gogh  painting.  (Marlboro 

Cigarette  commercials,  according  to 
Shepard,  are  an  excellent  example  of 

setting  up  an  impression.  "It's  not 
just  the  tattooed  hands,  the  Julie  Lon- 

don or  Hoagy  Carmichael  personality," 

Shepard  says.  "It's  the  integration  of 
every  single  effect  and  detail  that 

builds  up  the  total  feeling  that  here 

are  people  who  really  enjoy  living.") 
►  Positive  lnter-Relation:  This  is  the 

building  of  the  commercial  to  work 

well  in  four  changing  climates:  (1,1  the 

climate  of  other  commercials  for  your 

product;  (2)  the  climate  of  commer- 
cials for  competitive  products;  (3)  the 

climate  of  all  other  commercials  on  tv; 

and  (4)  the  climate  of  the  program  in 
which  your  commercial  is  shown. 
►  Activation:  Too  many  commercials 

are  watched  passively.  To  touch  off 
the  chain  reaction  that  will  move  the 

viewer  from  his  set  to  the  point-of- 

purchase,  "action  triggers"  are  needed. 
Such  "action  triggers"  are  achieved 
through  a  commercial  deliberately 

leaving  something  undone  that  will  im- 

pel the  viewer  to  complete  the  action — 
for  example,  go  out  and  buy  the  prod- 

uct or  talk  to  friends  about  it. 

The  depth  studies  of  tv  commercials 
through  MRP  have  turned  up  many 

things  about  the  psychological  re- 

sponses of  audiences.  "One  of  the 
most  important  factors  is  to  get  the 

right  setting  for  your  commercial," 
Shepard  told  sponsor.  "Hall  of  Fame 
is  the  perfect  program  setting  for  Hall- 

mark Greeting  Card  commercials;  it 

suggests  quality  and  national  reputa- 
tion. This  is  just  as  important  to  Hall- 
mark as  the  fact  that  millions  watch 

the  show.  Believe  me,  a  setting  for  a 
commercial  that  creates  a  mood  for 

buying  that  particular  product  can 
mean  more  to  a  sponsor  than  show  rat- 

ing   or   the  cost-per-1.000   factor." 
MRP  works  hand-in-glove  with  MR. 

\\  ith  today's  heavy  emphasis  on  tv  ad- 
vertising, it  often  becomes  a  vital  part 

of  a  full-dress  motivational  consumer 

study.  In  the  early  days  of  Saran- 
\\  rap,  for  example,  housewives  on  the 
Dichter  consumer  panel  that  was  test- 

ing the  product  felt  that  the  tv  com- 
mercials oversimplified  its  use;  it 

wasn't  as  easy  as  it  looked.  This  re- 
sulted not  only  in  improvement  of  the 

wrap  itself  hut,  in  subsequent  commer- 
cials, in  more  detailed  information  on 

how  to  use  it  correctly. 

The  man  who  holds  together  this 

hill-top  laboratory  of  human  emotion- 
occupies  an  office  on  the  second  level 
of  the  mansion  on  the  Hudson.  Like 

all  the  offices  in  the  Institute,  Dr.  Dich- 

ter's  has  wormy-chestnut  panelling  and 
a  manorial  stone  fireplace.  At  one  end 
of  the  office  is  a  tv  set,  at  the  other, 

french  windows  open  out  onto  a  pri- 
vate patio.  About  two  days  a  week. 

Dr.  Dichter  dons  a  business  suit  and 
visits  Madison  Avenue.  The  other 

days,  he  operates  from  this  room,  at- 

tired in  sports  clothes,  his  five-foot- 
eight  160-pound  frame  ensconced  in  a 
russet  leather  chair  behind  a  desk 

roughly  the  size  of  a  ping-pong  table. 



He  had  just  lit  i  cigar,  but  quickl) 
laid   ii   aside,   inched    Forward   in   hia 
chail      and       in     answer     to     SPONSOR  B 

question  proceeded  to  explain  the 
fundamentals  oi  motivational  research. 

'The  whole  foundation  oi  a  study, 

Dichtei  explained,  "begins  with  put- 
ting myself  in  the  role  of  the  consumer. 

( )iii  of  tlii—  comes  the  questions  we 
eventuall)  ask  in  interviews  both  with 

our  consumer  panels  and  in  the  field.1 
I  In.-  ia  m  here  the  creative  1  ■  •  1 « -  oi  ad« 

man  blends  %-v  i  1 1 1  the  discerning  prob- 
ing of  the  scientific  researcher.  \  good 

example  oi  how  this  blend  ia  accom- 

plished ia  in  the  recenl  work  Dichter's 
Institute  did  for  the  NS1  company  in 
Germany.  NSU,  a  manufacturer  of 
motor  hikes,  was  appealing  t<>  bicycle 
owners  to  switch  ii>  motor  bikes  with- 

out success.  When  the  problem  waa 

laid  before  Dichter  lie  set  ii|>  a  sea  It- 
thai  Mocked  out  the  step-  from  pedes- 
Ii  i.111  to  fine  ear  o\\  ner. 

Car  ownership,  Dichter  reasoned,  is 
the  ultimate  dream  of  even  pedes- 

trian; bicycles  of  am  sort  are  simpl) 
a  makeshift.  Out  of  tins,  came  the 

idea   to   appeal    not    solel)    to  the  cycle 
owner  to  motorize  but  to  appeal  to 
both  pedestrians  and  cycle  owners  on 
the  grounds  that  the  NS1    motor  bike 

h  .1-  a  definite  and  forward  step  to  cai 
ownership.  W  iili  this  appeal,  the  motor 
bike  Ihm. Hue  .1  1  ransitoi  j  thing  and  the 

foi  met  K  advei  tised  "indesl  ru<  tibility" 
of  the  vehicle  wa-  dropped.  It  was 
now  advertised  as  something  one  used 
in  the  interim  between  walking  and 

dri\  ing  your  own  car.  I  0  give  it  more 
motor  car  lla\ 01 .  the  bike  bell  was  re- 

placed  b)    an  auto  horn,  the  whole  ;if. 
fair  was  redesigned  to  make  it  look  .1- 
near])  like  a  tin)  auto  ,1-  possible. 
Sales  ha\  e  been  I   oing. 

It  is  this  insight  that  has  led  Dichtei 
into  starting  olf  on  the  right  premise 

in  such  classic  Burveya  aa  the  our  for 
the  California  Prune   \d\  isoi  \   Board. 

Dichter  found  that  people  associated 

prunes  with  dried-up  old  maids  in 
boardinghouses  who  suffered  from  con- 
stipation.  Hi-  motivational  Btudies 
turned  them  into  a  "Wonder   Fruit." 

"I'M  tell  you  what   I   used  to  <  all  Mo- 

tivational  Research,"  said  Dichter.  I 
used  to  call  it  the  'Gee-it's-true'  ap- 

proach. It's  as  simple  as  that  the  sud- 
den tumbling  upon  the  most  ol>\ious 

thing.  MR  is  used  every  day-  sub- 

consciously perhaps — by  the  best  ad- 

vertising cop\  writers  and  salesmen." Dichter  rose  from  behind  his  desk, 

walked  out  on  the  flagstone  patio  and 
pointed  dovi n  ii  the  I ludson  Rivei . 

"^  on   1  .in  1    -. .    ii      he   said,    'but 

dow  11  there's  •>  boat      I  jusl  bough)  it 
and    the   last    thing    I    needed    in   thia woi  M  u .1-  .1  boa) 

'     I   hell       u  h)        did       )  oil      Lin        it  ?  We asked. 

"Moth  ation  said  Di(  htei 
-in  thai  sold  me  thai  boal  used  Ml!  on 
me.  W  hen  he  1  ame  to  see  me,  I  had 
marshalled  ever)  rational  reason  wh) 

I  shouldn't  bu)  his  boat  Vnd  foi 
everything  he  said,  I  had  •<  sound, 

negative  answer. 
•|  inalt) .  he  tui  ned  to  me,"  I  to  htei 

went  on,  "and  Baid,  'Look,  if  you  re 
looking    Foi    .1   reasonable   jusl  ifi<  ation 
|ni    Inn  ing    this    boal       Btop    1  iudil    now . Don't   bu)    it. 

'■  '^  mi  honestl)  have  no  reason  to 

bu)  this  boat  If  you  do,  it  will  be  th< 
craziest  thing  you  evei  did.  Oh,  you  II 
hai  e  a  bai  rel  of  fun  w  ith  it.    But  it  II 

-till  be  a  \er\  -ilK  decision.1 

•That  did  it."  said  Dr.  Dichter.  "He 
could  have  based  his  appeal  on  a  dozen 

things  and  I  would  have  turned  him 
down.  Hut  he  said  it  would  be  sill) 
and  I  would  have  fun. 

"So  I  bought  it.  Thai-  motivational 
resea  rch.  ^ 

*%i*  Pont  o£  &dt 
jet  Grant  Mitchell  .  .  .-'SAILOR  OF  FORTUNE".  .  .  an  American  at-large  destined 

adventure.  Playing  'Mitch'  is  LORNE  GREENE,  the  rugged,  handsome  star 

stage,  films  and  TV.  He  visits  the  world's  most  fascinating  seaports  which  form 

?  backdrop  for  unlimited  mystery,  intrigue,  and  adventure. 

BAILOR  OF  FORTUNE"  is  first  run  everywhere  and  available  everywhere  to 

tion-minded  stations  and  sponsors.  Naturally,  the  promotion  and  merchandising  are 

ilt  right  into  the  series. 

&"SAILOR  OF  FORTUNE".  For  prints  and  prices  contact 

RKO  TELEVISION 

RKO  TELERADIO  PICTURES,  INC. 

ilCAGO 

Slaware  7-2777 

Atlanta 

TRinitv  4-3SS5 

1440  Broadway 

New  York  18,  N.  Y. 

LOngacre  4-SOOO 

Hollywood 

Hollywood  7-9042 
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The 

adventures  of 

i 

starring 

i 

with  JameS  Hong  as  the  Number  One  Boy 

Here  it  is!  Television's  own  brand-new  half-hour 
series  now  being  produced  in  Hollywood  and  in  the 

intrigue-filled  Hydrogen  Age  capitals  of  Europe  — 

The  NEW  Adventures  of  Charlie  Chan.  He's  the 
master  mystery  entertainer  of  them  all — Enter- 

tainment's  only   Chinese    detective.    Loved    by 
millions  .  .  .  eager  audiences  have  laid  down  their  dollars  at  box  offices 

everywhere  to  thrill  to  the  exciting  cleverness  of  Earl  Derr  Biggers'  famous 
fictional  sleuth.  Want  to  enjoy  yourself  and  profit  seeing  Charlie  Chan  solve 

"The  Case  of  The  Profit-Building  Program"?  Just  wire  collect  or  phone 
tpa  today  for  a  private  screening. 

Charlie  Chan  and  his 

Number  One  Son  have  filmed  commerical  lead-ins  and  lead -outs  for  you.  At 
small  additional  cost,  you  can  wrap  your  local  announcements  with  the  prestige 

and  power  of  introductions  by  Hollywood's  stars! 

EDWARD  SMALL 
Chairman 

MICHAEL   M.   SILLERMAN 
Executive  Vice-President 

A88  Madison  Ave.,  New  York  22,  N.  Y.  •   PL.  5-2100 

MILTON  A.  GORDON 
President 



Reports  and  evaluates  newt,  trends 

opinions  inr  iilm  buyers  and  tellers 

FILM-SCOPE 

3  august  This  week  you  could  »;i>   Hall)   thai   il  will  be  a  big  fall  and  winter  for  h  tilm- 
CoovrUht    I9S7  •  ,        I  '  ,- i  .  i.  ,  ,,  ,  i  i  i        I sponsor  puolications  inc  -ini|il\   because  him-,  are  riding  .1  growth  curve.    More  t"  the  point,  though     as  both   .1 

inn  season  and  FILM-SCOPE  gel  undei   way     ia  1 1 1  •  -  fad  thai  film's  babj  days  are  over 
for  both  buyers  and  selleraa     The  era  of  the  expert  i»  here. 

Ili>\>  to  match  demand  with  supplj   ia  the  big  problem.   The  demand  is  there 

il  the  price  is  right.    So  is  the  - 1 1  [ •  j •  I \ .    Bui  between  them  Btand  these  complications: 

li    Barter  has  become  the  catchword   of   the   trade.     Inxious   suppliers,    fi 

"operators"  and  "hungry     stations  dreamed   ilii-   arrangement    up.     \n<!    although    it    now 

shows  signs  of  mingling  blight  with  blessing,  you'll  see  more  of  it  rather  than  leal 
the  months  ahead.    (Note  section  below.) 

2 1  The  question  of  who  take-  the  prime  responsibility  lor  new  Iilm  fare  i» 

up  in  the  air.  Thr  Byndicators  originally  took  much  of  the  1  i -k  with  pilots.  But  the)  ̂ "i 

so  expensive  that  cheaper  "blue-prints"  were  substituted.  Now  the  big  advertisers  and  agen- 

cies saj  "blue-prints"  are  too  skimpy,  whereupon  the  producers  are  countering:  "Yon 

gi\e  us  your  version  of  what  you  want,  ami  we'll  tailor-make  il  for  you."  Bui 
that,  too,  is  risky,  so  — 

3)  It  will  he  a  great  day  for  the  re-runs.  They  are  in  the  can.  The  sponsoi 

can  see  them;  the  producer's  basic  costs  are  paid  "IT.  For  the  time  being,  tlii-  could  well 
be  a  situation  l>oth  sides  want  to  live  with. 

I  Rising  costs  are  making  sponsor*  clamor  for  the  shortest  possible  con- 

tracts— another  factor  that   throws  the  spotlight  <m  re-runs. 

Feel  how  you  will  about  Madison    Avenue's  importance,  it's  West  of  the  Hudson  thai 

the  tv   film   business  really   has   its   roots.     And   it's   there   that    FILM-SCOPE    went 

this  week  to  check  up  on  the  status  of  today's    No.    1    film    problem — barter. 

FILM-SCOPE's  Spotters  included  these  knowledgeable  figures :  James  M.  Cairn-. 
president.  WO  A  I.  San  Antonio:  Harold  See,  general  manager.  KRON-TV,  San  Francisco; 

Dick  Woolen,  film  director.  KTTY.  Los  Angeles;  Bill  Michaels,  vice-president,  WJBK- 

IA  .  Detroit:  and  Jean  flendrix.  assistant  station  manager.  WSB-TY,  Atlanta.  This  is  what 

FILM-SCOPE's  Spotters  sa\  : 

•  There  is  nothing  so  awesome  in  tv  as    unsold    time.     (Ever)    Mink    hour   burns 

up  as  much  as  $50,000  a  year.)    Barter-film  admittedly  solves  this  problem  in  a  hurry 

-and  usually  with  better  fare  than  the  station  could  concocl   on   il-  own. 

•  However,  barter  shows  signs  of  becoming  a  sorcerer's  apprentice  for  enough 
reasons  to  create  these  sober  fears: 

li  Since  film  companies  know  a  station's  plight  when  il  accepts  barter  product,  thej 
are  prone  to  spot  weaker  film  fare  in  barter  time.  One  station  executive  feels  thai 

llie  Byndicators  actually  use  barter  time  to  "dump  product   that   need-  bailing  out." 
2 1  Barter  ties  up  time  which  prohahly  could  he  sold  eventually  anyhow.  The 

station  thus  locks  itself  into  the  position  of  too  few  availabilities,  on  the  one  hand,  and 

bargain-basement  prices  on  the  other. 

3)     Card-rate  advertisers  soon  sniff  out    the    fact    that    a    Station    has.    in    effect. 

two  rates — the  full  rate  and  the  barter  rate — and  begin  clamoring  for  "deals  and  conces 

sions."     The  whole   price   structure  therein    starts   to   get    wobbly    and    ""su-pecl." 

Concensus  of  barter's  future:  It  should  not  he  allowed  to  grow  beyond  its  orig- 

inal purpose — as  a  fringe-time  measure.  \-  "ne  broadcaster  sa\s:  '"One  marijuana 

cigarette  may  not  hurt  you;  a  pack  will." 

SPONSOR      •      3   AUGUST    1957  H 



- FILM-SCOPE  continued 

W  ho  are  the  big  national  advertisers  successfully  being  wooed  by  the  syndi- 
cated (i  1  til  people? 

On  the  basis  of  a  stud)  made  by  CBS  TV  Film  Sales,  it's  the  fellows  with  quick- 
turnover  products.  Syndicated  sales  for  the  first  J 957  quarter  showed  this  ranking  bj 

i  ategories: 

ll  Food  and  grocery  products  (2)  beer,  ale,  and  wine  (3)  gas  and  Lubricants 

i  h    confections  and  soft  drinks,  and   (5)    drug  products. 

On  the  average,  the  national  advertiser  in  the  two  leading  product  categories — 

food  and  beer — currently  is  spending  about  $63,000  per  week  for  his  syndicated 

fare    (combined  time  and   program  costs).     Here's   a   list   of   the   major   sponsors   and 
details  out  their  outlays: 

WEEKLY  TIME  & 
PROGRAM  COSTS 

$76,500 
123,000 

77,400 

7u.20(i 
100.01  II 66,600 
50,000 17.000 

78,000 
54,000 

36,000 

25.500 
36,000 
40.000 

15.0011 

FOOD  ADVERTISERS SHOW 
NO.  MARKETS 

Wander  (Ovaltine) Captain  Midnight 51 
Nabisco Sky  King 82 

Heinz Studio  57 

13 

Pillsbury  Mills 
Grand  Ole  Oprj 39 

Kellogg 

Superman 
113 

Foremost  Dairies Rosemary  Clooney 

37 

Wilson  (meats) 
Dr.  Hudson's  Secret  Journal 

25 
Continental  Baking 

Annie  Oakley 76(alt) 

BEER  ADVERTISERS 

Falstaff  Brewing State  Trooper 

52 

Lucky  Lager Crunch  &  Des 18 

Breweries,  Ltd. Susie 12 

Olympia  Brewing Science  Fiction 
17(alt) 

Stroh  Brewery Crunch  &  Des 12 

P.  Ballentine  &  Sons 
Highway  Patrol 

20 

llamm  Brewing 
Highway  Patrol 15 

If  you  want  to  figure  out  very  roughly — bill  quickly — the  final  tab  for  a  syn- 

dicated  film  show,  here's  how  to  perform  the  lightning  calculation: 
•  $3,000  per  show  (time  and  program)   per  market  in  up  to  12  markets. 

•  SI. 800  per  show  per  market  up  to  30  markets. 

•  $1,500  up  to  50  markets. 
•  $970  for  100  markets. 

FLASHES  FROM  THF  FILM  FIELD:  CHS  TV  Film  sold  Annie  Oakley  to  Corn 

Products  (for  Bosco)  on  an  alternate-week  basis  in  02  markets,  with  an  annual  time- 

talent  cost  of  $2,340,000  .  .  .  Official  Films  teed  off  with  Decoy  in  the  amount  of  $600,- 

000  iii  pre-production  orders  .  .  .  WTOP  TV,  Washington,  tied  up  52  post-1950 
United  Artists  releases  .  .  .  NTA  has  ordered  the  second  series  of  Official  Detective 

and  Sheriff  of  Cochise  into  production. 

American  Safety  Razor  is  considering  expanding  its  li>t  of  syndication  markets 

.  .  .  California  National  will  pa)  the  hills  for  200-line  premiere  ads  in  markets  that  ad- 
vertisers buy  for  Silent  Service  .  .  .  More  and  more  Hollywood  producers  are  making  the 

rounds  of  New   York  agencies  with  bids  to  make  tailor-made  syndicated  packages. 

P&G  is  continuing  to  use  random  syndicated  hu\s  to  pre-test  products  in  various 
markets. 

(For  oilier  film  news  and  comment,  see  News  and  Idea  Wrap-up,  page  70.) 

02 s['ii\'S.OR 

3    AUGUST    \'>u 



/  // irl. I\  1 1 tting  "i  i  ha 

in  the  advertising  <iml  broadcast  fields 

NEW  AND  RENEW 

NEW   ON    TELEVISION    NETWORKS 

SPONSOR 

AiM.it..'   Insurance,   Skok.      Ill 
Aluminum    Ltd     Inc.    NY 
Brown    Shoe.   St     Louis 

Colgate-Palmolive,    NY 
Fiond.i  Citius.   Lakeland 
Central    Foods.    White    Plains 
Kemper   Insurance,  Chi 

Kimbcrly  Clark      Nccnah.    Wis 
LCrM.    NY 
Pol.iroid.   Cambridge 
RCA.    NY 
Tex.u   Co     NY 
Tom.    Chi 

AGENCY 

Burnett     Chi 

STATIONS 

CBS    151 

|WT      NY 

NBC 

Burnett.   Chi CBS   58 

Ted  Bates.  NY 
BOB.     Lakeland 

NBC 

NBC   46 

YCrR,     NY 

John   S     Shaw 
Chi 

CBS    103 

NBC  89 

FC&B     Chi 
CBS    151 

McC-E,    NY 

DDOB     NY 

NBC 

NBC   46 

K&E.    NY 
Walsh.   NY 

NBC  46 

Cunningham  (j 
North     Chi 

NBC 

CBS   97 

PROGRAM,    time,    itart,    duration 

Playhouse  90.   alt   Th   10  30-11    pm.    10  Oct.   52    -• 
Omnibu-.     Su   4   5   30   pm      I    3   spon ;   20  Oct;   V- 
C.iptam    Kangaroo     Sa   9  40  9  45   am.   24.    31    Aug     7   Sept    only 
Thin   Man;   F   9  30-10   pm .   20  Sept;   52   wki 
Today;   M-F   7-10  im;   52  p.irticv  2  Dec:   30   < 
Arthur   Godfrey   Timi      Tu    I  1    1 5    I  I    30   am     9    |uly     4   wks 
Kempei    Football    Scoreboard:    Sa    15    mm     time     tba      21      28 

S.  pt     5     19     Oct     2.    16.   30   Nov     7    Die 

Playhouse    90     alt    Th    10  30-11    pm ;   3   Oct.    52    -• 
Pied    Piper   ot    Hamelin      Tu     time    tba;    26    Nov   only 
Tonight,    M   F    II    15    pm  ■  I    am;   20   parties:   29   July :    20   wks 
Tonight     M   F    11    15   pm  - 1    am;   8   parties.   29   July     8    w\ 
Texaco   Command   Appearance     Th    10-11    pm :    19   Sept   only 
House   Party;   alt   Tu   2  30-2  45   pm ;    16   July     5>    -• 

RENEWED   ON    TELEVISION    NETWORKS 

SPONSOR 

American    Home    Products, 
American    Home    Products. 
American    Home    Products. 
American    Oil.    NY 
Crovcs    Labs.    St.    Louis 
Ideal  Toy.  NY 

NY 
NY 

NY 

AGENCY  STATIONS 

Ceycr,     NY  NBC   55 
.Ceycr,    NY  NBC  65 
.Ccyer.    NY  NBC   54 
.Katz     NY  CBS   78 
.Cohen  &   Aleshire.   NY  NBC  57 

.Grey,    NY  NBC  85 

PROGRAM,     time,    start,    duration 

It  Could   Be  You;   all   F     15   mm  scg;   13  Sept;   52  wks 
Queen   For  A   Day;  alt  WF    15   mm   scg:   4   Sept     52  wks 
Tic  Tac  Dough:  alt  W     15  mm  scg:  4  Sept     52  wks 
Person    to   Person:    all   F    10:30-11    pm .   6   Sept:   52   wks 
Today:   M-F  7-10  am;  52   parties:    18   Nov:   22   wks 
Thanksgiving    Day    Parade;   Th    11    am-12    N      !2    spon:    28    Nov 

only 

BROADCAST   INDUSTRY    EXECUTIVES 

NAME 

Lew  Arnold 

Frank    B.    Bibas 

George  C.   Bingham 
Hamilton    Brosious 
Edward    Chcrinian 
Charles  Fellers 
Bob    Kelley 
Gerald   Krell 

FORMER    AFFILIATION 

KTLA,    Hollywood,    gen    mgr 

Roland   Reed-Gross  Krasnc.   Hollywood    vp  in  chg  production 

Bellingham   Herald.   Bellingham,   advtg  dir 
Ruthrauft   £>    Ryan.    NY.   media   dept 

Loli ta   Mainland 
Richard    P.    Reed 

Harry  W     Reith 
Ed    Schulz 
Robert  Schultz 
Frederick   Paxson   Shatter 
Kendall    Smith 
William  R    Stark 

Ray    Stewart 
Frank    Tuoti 
Ted   Wolf 

University   of   Connecticut,    graduate 
Comoton,    NY 
W'CH.    Norwich,    comm    mgr 
WKST.    New    Castle,    stn    mgr 
KMBC.    Kansas    City 
Perceptual   Development  Labs.   St     Louis    NY  sis  mgr 
L.    W.    Ramsay.    Davenport,    vp  &    partner 
WHYN-TV.    Springfield,    pgm    mgr 
Crosley   Broadcasting.    NY.   acct  exec 
WOI-TV.    Ames,    exec    producer 
WPIX.    NY,    asst    promotion     advtg    &    research    mgr 

NEW    AFFILIATION 

Same,    plus    vp   0    member    board    of    dir's    Paramount    Tv    Pro- 
ductions 

Transfilm.    NY     producer-acct    exec 
Walker   Representation   Co     Boston,   mgr 
KVOS     Bellingham     gen    mgr 
|ohn    Blair,    NY     research   stiff 
Jefferson   Standard    Broadcasting     Charlotte     sis   rep   of    WBT 
XEM-TV.    Mcxicali     gen   mgr 

WNBC-WKNB     West    Hartford,    promotion    staff 
CBS   Radio  Spot    Sales     NY     copywriter  &   coordinator 

Same,   vp  &  stn   mgr  ■ 
Same,    plus  vp   0    member   board   of   dir  s 
K|AY.  Topeka.  gen  mgr 
Stiamus   Culhane    Film    Productions     NY,    sis   mgr 
Peters    Griffin     Woodward.    Chi.   acct   group   supvsr 
WTIC-TV,    Hartford     asst   pgm   mgr 

Same     eastern    sis    mgr    for    WLW-Radio 
WHTN-TV.    Huntington     dir   public    affairs 
Same,   acting   mgr 
KWG     Stockton     stn    mgl   &   sis 

SPONSOR  PERSONNEL  CHANGES 

NAME 

Cardncr    Barker 

Eugene   H.    Blanche 
Silas    Bunce 
Edmund    F.    Buryan 
Tom     DcBow 

lohn   A.  Cawley 
Dr    Arthur  Greenbcrg 
Ralph  B,   Johnson 

|.   W.    Keener 
William  A.  Nichols 

Karl  O.    Nygaard 
(ames  H     Roscnfield 
Clarence   L.   Van   Schaick 
Samuel  N    Schcll 

FORMER    AFFILIATION 

Thomas  J     Lipton.   Hobokcn    vp  in  chg  new  products 
Pharma-craft.    Cincinnati,     asst    to    sis    mgr 
William    L.    Bonnell.    Ccorgia.    northeast    district    sis    mgr 
Booz.    Allen    &    Hamilton,    marketing    consultant 
Cities    Service.    NY,    dir    advtg    &    news 

Ceorge    W.    Luft.    NY.    prcs 
Sidney    Hollander,    research    dir 

H     |     Heinz.    Pittsburgh,    exec   vp   ntl-amcr   wholesale    grocers 
asso 

B.   F.   Coodnch.   NY,   exec  vp 

Minute  Maid-Snow  Crop  Frozen  Foods    SF    north   Pacific  div sis    mgr 

B.    F.  Goodrich.   Akron,  economist  in  business  research  dept 
NBC.   acct   exec    tv   pgms 
Dixie   Cup.    Easton     prcs 
Pharma-craft     Aurora,    sis   service   mgr 

NEW    AFFILIATION 

Same,    exec    vp 

Same,   sis   service    mgr 
Polaroid.   Cambridge     asst   to   special   markets  sis   mgr 
W     A.    Shacffcr    Pen     Ft     Madison,   vp   in   chg   marketing 

Same,    plus    vp    &    member    board    of    dir's    Cities    Sc 
trolcum 

American    Home    Products     NY.    asst    to   pres 
Charles   Antcll     dir    marketing    research 

Same,   asst   to   vp   in   chg  marketing 

Same.  prcs.  dir  &   member  of  exec  comm,?- 

Same.    NY.   ntl   merchandising   mgr 

Same,   dir  of  business  research 
Polaroid     Cambridge,   asst   to   advtg   mgr 
American   Can     Easton     vp 

Same,   asst  gen   sis  mgr 
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SPONSOR  ASKS 

Do  many  packages  still  need  to  be  redesigned  for  tv 

Walter  Dorwin  Teague,  Walter  Dor- 
win  Teague  Associates 

II  that  (|ii<'stii>N  were  shortened  to  the 

simple  query,  "Do  main  packages  need 
lo  be  redesigned?"—  the  answer  would 

still  be  an  emphatic  "Yes."  I  stress 
this  in  spite  of  the  large  amount  of  ex- 
cellenl  work  that  has  keen  done  in  this 
held    in    recent    \ears.      There   are   still 

"your  perfect 
vision  is 

useless" 

too  many  packages  that  are  cluttered, 
complicated,  lacking  in  simplicity, 

grace  and  charm,  leaving  no  distinct, 
pleasant  and  persistent  image. 

These  confused  characteristics  make 

a  package  ineffective  either  on  tele- 
vision or  at  point  of  sale,  the  only  dif- 

ference being  that  two  or  three  addi- 
tional factors  render  simplicity,  charm 

and  memory-value  even  more  impor- 

tant on  the  screen  than  in  the  dealer's 
store.     Here  they  are: 

The  scanning  of  the  television  beam 

breaks  up  any  telecast  image  with  a 

grid  equivalent  to  a  very  coarse  half- 
tone screen.  At  a  little  distance  this 

screen  is  invisible,  but  it  has  blurred 

the  image  so  that  fine  detail  or  fine 

print  become  illegible.  Such  small- 

scale  details  are  a  handicap  to  any  de- 
sign, anywhere,  but  on  television  the 

damage  they  do  is  multiplied.  After 
all,  when  you  have  a  package  in  your 

hand  you  can  put  on  your  glasses  and 
read  the  fine  print,  some  of  which  the 

law  requires.  Hut  on  television  the 

package  is  always  in  some  other  per- 

son's hand,  and  your  glasses  or  even 
your   perfect    fift\-lift\    vision   is   use- 

less. \\  hich  brings  me  to  my  second 

point. 

\o  matter  how  favorably  you  may 

be  impressed  by  what  television  shows 
you,  no  matter  how  complete!)  you 

may  be  sold  by  the  patter,  you  can't 
push  your  money  through  the  screen 
and  take  the  product  awa\  from  the 
demonstrator.  The  best  you  can  do  is 

to  send  Johnnie  running  down  to  the 
corner  store  to  get  it,  and  how  many 

people  do  you  know  who've  done  that? 
No,  you  have  to  carry  an  image  and 

a  name  in  your  mind  until  the  oppor- 
tunity to  buy  presents  itself,  and  in 

self-service  shopping  the  image  is  the 
more  telling.  Which  doubles  the  need 

for  a  simple,  striking,  distinctive  and 
attractive  design,  easy  to  remember. 

Of  course,  color  adds  another  com- 
plication, and  telecasting  in  color  is 

increasing  steadily  and  in  time  will  be 
at  least  as  predominant  as  in  motion 
pictures  and  amateur  photography. 

Color  in  actual  packages  is  obtained  by 

light  reflected  from  pigments  in  print- 

er's ink,  metals,  paper,  glass  and  plas- 
tics. But  on  the  television  screen  these 

same  colors  are  represented  by  light  di- 
rectly generated  electronically,  within  a 

spectrum  different  from  that  of  the  re- 
flected light  which  originated  the  elec- 

tronic impulses.  Frequently  the  result- 
ing image  is  surprisingly  different 

from  the  original.  Often  special  ver- 
sions of  a  package  must  be  prepared 

for  television,  not  to  fool  anyone  but 

to  tell  the  truth — to  put  on  the  viewer  s 
retina  the  same  image  he  will  perceive 
when  he  looks  at  the  package  itself. 

Design  can  do  much  to  simplify  this 

problem. I  haven't  mentioned  the  engineering 
characteristic  that  must  be  designed 

into  a  package  if  it  is  to  do  its  job  effi- 
ciently as  a  preserver  and  dispenser  of 

its  contents,  and  as  a  convenient  uten- 

sil in  the  buyer's  hands.  Maybe  these 
factors  aren't   so   important   on   televi- 

sion, but  your  package  had  better  have 
them  if  the  customer  is  to  sta\  sold. 

& 

Jim  Nash,  president,  Jim  Xash  Associates, 

Inc.,  \i-u  )  ork 
Quite  franklx.  \es.  there  are.  The 

package  that  needs  redesigning  for  tv 

is  a  badly  designed  package  that  would 

fail  in  any  pre-selling  medium  and 
would  fall  flat  in  its  most  important 

job  as  a  salesman  at  the  point  of  pur- 
chase. 

If  a  package  is  well-planned  it  does 
not  have  to  be  redesigned  for  tv.  In 

my  opinion,  a  good  package  design  is 

a  good  package  design  and  can  be 
used  everywhere  for  whatever  mer- 

chandising or  advertising  promotion  a 
manufacturer  chooses  to  make. 

Essentially,  the  only  thing  a  package 
has  to  do  on  tv  is  to  identify  the  brand 

and  the  product  by  creating  an  image 
for  viewers.  This  image  provides  a 

connecting  link  between  the  tv  screen 
and  the  store  product.  A  package  must 

be  strong  in  brand  and  product  iden- 

tity to  do  this. 
Tv,  like  newspapers  and  magazines, 

is  a  pre-selling  medium.    A  consumer 

"a  package 

must  be  strong 

in  brand" 

can't  reach  out  to  the  tv  set  for  a  box 
of  cereal.  She  must  still  go  out  and 
buy  it.  In  other  words,  goods  are  sold 

on  the  shelf  and  packages  should  be 

designed  primarily  for  the  shelf  while 

keeping  in  mind  the  vitally  important 
merchandising  potentials  of  a  package. 
A  manufacturer  who  spends  large 

sums   in   advertising   a    weak  package 
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witli  .1  subdued  "i    anonymous  brand 

[dentil)    indulges   in  "institutional  ad 
jertising."    I  le  sells  oats  or  floui ,    I  le 
Joes    nol    —.-II    \     Hi. in,!    Oats    "i     ̂  

Brand  I"  loui . 

Once  .1  package  has  the  f-~i-nii.il  de- 
-uii  elements,  othei  features  su<  li  as 

product  appeal,  merchandising  offers 

ami  produi  i  uses  can  be  added  t,>  |>i" 
\  hi,'  \  iewers  w  illi  a  change  ,,l  pai  e 

villi, Mil  product  confusion  or  loss  "I 
|>i, in, I  identity  . 

\\  hen    a    package    is    >  reated    from 
both  an  advertising  and  a  design  point 

of  \  iew,   the   package   becomes   inner- 
iK  versatile  and  can  be  used  foi  an} 

nrpose.   Here  at  Jim  Nash  Associates, 

e  don't   design   packages  specificalrj 
,,i  i\.  although  all  our  parka-,'-  could 

used  Buccessfull)    on   t\ .     W  e  de- 
ign packages  thai  <an  be  recognized 

stantl)  as  products  of  a  specific  man- 
hcturer,  thai  are  compelling,  attrac- 
i\e  ami  in, In  i,lual. 

\\  hile  there  is  no  need  to  redesign 

!>«-•  ilicalK   f«>i  t\  if  you  have  a  good 
a,  kage,  there   ia   no  doubt   thai   this 
odium  baa  made  the  package  more 

portanl  than  evei  as  a  merchandis- 
:  tool.     T\    points  up  the  necessity 

■  ■I    having   a   good   design — a  design 

hat  enables  all  advertising  efforts  t<>  I"' 
identified  \\  ith  the  product  at  the  point 
of  purchase. 

Albert   Ostrander,    tcenic   art   director, 
Transfilm  Inc. 

From  an  artistic  and  technical  |>,>int  of 

view,  some  product  packages  look  l>et- 
tn  than  others  ,>n  t\.  If  film  produc- 

ers were  empowered  t<>  redesign  pack- 

s  purel)  on  the  ground  ol  their  -uit- 
al>ilit\  for  i\ .  it  would  be  a  perfeel  case 
of  the  tail  wagging  the  ,1"-.     Package 

"rules  of 

i+ot>t/  packaging 

are  standard*' 

designs    cannot    he   determined    1>\    t\ 
-tan, laid-  alone. 

Poor  packaging  is  poor  n<>  matter 
where  the  product  appears-  in  news- 

print, magazines,  the  grocer}  shelf  or 

on  the  t\  screen.  Today,  Inner  moti- 
vation research  helps  determine  pack- 

design.  Already,  the  shelves  are 

full  of  age-old  products  with  new  faces 
brought  about  via  statistical  surgery. 

The  ideal  situation  is  to  have  a  pack- 

designed   w  ith   lioih  i  onsun  'i    i  ■ 
search  and  t\   requirements  as  guides 

I  he  pi  iiM.ii  j  role  ol  the  produ<  er  ia 
to  -li,>u  ,,11  the  a<  ■  •  pted  pa<  kage  de- 

sign to  it-  \ ei  j  besl  ad\  antagi      1 1  the 
package  "i   label  is  |   K  designed  I" 
begin  w  ith,  it   is  diffii  ull   foi   the 
, In,  ci  to  delivei  a  good  film  impression 

\,  ithoul  distorting  the  basii  i  on<  epl  ol 

thai  design.      I\  pica!  ,>l  thes<    desi 
are  those  crowded  with  art  and  copy. 

I ;,,i   closeups,  they'll  pass.     But,   pull 
the  camera   hack  ami  the  design   I" 

comes  a  glob  ol  grey,  unless  some  ,d 
the  clutter  ia  stripped  oul  beforehand. 

I,»  be  >ure.  these  designs  appeal    no 

better  on  the  Bupei   markel  shelf  than 

the)  do  "ii  film.     But,  fortunatel) .  sui  I, 
packages  are  in  the  minorit) . 

In  both  black-and-white,  as  well  as 

color,  ̂   I  or  had  packages  usuall)  re- 

quire ■"color  correction."  I  his  i-  nol 
done  to  improA  e  a  pai  kage  a  basii  de- 

sign, bul  t,,  prepare  it  for  film  much 
like  the  application  ,,!  make-up  t,,  an 

actor*-  face.  In  black-and-white,  it's 
jusl  a  matter  ol  effecting  proper  grey 

tone-.    Color  presents  mam   problems. 

\\  hile  a  package  is  perfeel  artistical- 

ly ami  moth  ationall) .  it-  i  oloi  -  ma) 
require  considei  able  altei  ation  for  col- 

orcasting.  It  i-  common  for  one  , ur- 
inal color  to  change  to  anj  number  of 

other  colors  ,'i  shades  depending  upon 

lighting,  surrounding  colors,  etc.  Prod- 
uct- encased  in  polyethylene  packages 

pose  -till  more  problems. 

Lighting  for  color  i-  ci  iti<  al.  The 
cameraman  musl  be  meticulous  in  his 

constant  check  of  all  area-  being  pho- 

tographed. I  he  scenic  designer  must 
appK  new  values  to  backgrounds  and 

props  from  which  color-  can  "bounce. 
I  lie  producer  and  the  film  proi  essing 

laboratory  musl  work  even  i   >■  close- 
ly to  achieve  the  proper  end  results. 

Color  film  i-  subject  i"  considerably 

more  laboratory  variables  than  b&w 
film. 

Color  problems  are  being  worked 

out  dail)  by  producers.  While  we  are 
concerned  with  the  over-all  require- 

ments of  color  film,  it  would  be  wise 

for  sponsors  to  reconsider  their  own 
package  requirements:  We  believe  thai 
certain  rule-  of  good  packaging  are 

standard  regardless  of  the  medium  in 

which  these  packages  will  I"'  -ecu: 
strong  product  identification,  simple 
and  straightforward  design,  good  color 

separation  and  an  absolute  minimum 
of  detail  and  copy.  Given  packages 

with  these  inherent  qualities,  the  film 

producer     will     ine\ital'l\      delivei      his 
technical  and  creath  e  best 

® 
Pul 

M 

Jgro  Ratings 
Morning 

Afternoon 

March  '57 ind 

Night 

13  in  Results 
Among  Birmingham's  long 
term  radio  advertisers,  Quali- 

ty Stores,  a  WJI.D  advertiser 
for  11  years  without  interrup- 

tion says,  "Our  program  on 
your  station  has  been  the  best 

investment   we  ever  made." 

WJLD AM 

FM 

BIRMINGHAM,    ALABAMA 

The     Nation's     Finest 
Negro    Radio    Station 

Represented    by    FORJOE 

LARGEST 

SINGLE- STATION 

AUDIENCE 

IN    HISTORY 

OF   ARIZONA! 

Si  senor — 95.000  Spanish-speaking  American 
citizens  keep  their  radios  tuned  to  KIFN  s  peppy 

Spanish  programs  and  lilting  music  These  faith- 
ful listeners,  reperscnting  a  S20.000.000  mirk.  I 

think  in  Spanish  .  .  .  and  they  act  and  BUY 
when   they   hear  your  sales-message 

IN   SPANISH   OVER    KIFN 
— Central     Arizona  s     ONLY     full   time     Spanish 

language    station!    We    translate    your    sales-mes- 

sage FREE Production   spots  available. 

NATIONAL   TIME   SALES      HARLAN    C    OAKES 
New    York   City  San    Francisco 

and 
Chicago 

San  Antonio Los  Angeles 

-t 

KIFN 
860  Kilocycles  •  1000  Wafts 
REACHING  PHOENIX  AND 

ALL  OF  CENTRAL  ARIZONA 
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Down    SHREVEPORT     way 

^Vfl///'       our
folks 

\/.\A0^    know  their >n\  BRANDS! 

/'/ 

Shown  here  are  Fay  Foppe 

and  Willie  Casron,  KANV  Staff 

Announcers,  RINGING  THE  BELL 

for  CALUMET  BAKING  POWDER 

in    a    store    promotion. 

BRAND  NAMES  MEAN  SALES  in 

the  RICH  NEGRO  MARKET  of  the 

Shreveport  area,  where  Negioes  re- 
ceive 43c  out  of  every  payroll 

dollar,    and    where.    .    .    . 

KANV  IS  THE  ALL  NEGRO 

PROGRAM  STATION  .  ,  . 

Where  91,000  BRAND-CONSCIOUS 

Negro  Listeners  buy  the  brands  the 
KANV  PERSONALITIES  SELL,  over 

the  air  and  in  store  promotions. 

JUMP  NOW!  let  KANV 

RING 

THE  BELL 
for   you! 

Write,    call    or    wire    the    KANV 

Representative     in     your     area — NOW! 

1050  Ice  -  250  Watts  -  DAYTIME 

the  ONLY  ALL  NEGRO  PROGRAM  Station  in 

SHREVEPORT,  LOUISIANA 

National  and  regional  spot  huys 

in  worh  nou  or  recently  completed 

SPOT  BUYS 

TV    BUYS 

Avon  Product's,  New  York,  is  planning  a  nation-wide  schedule  for 
its  cosmetics.  Campaign  will  run  from  earl)  Septembei  into  earb 

December.  Minute  film  announcements  during  daytime  and  earls 

evening  are  being  sought.  Frequency:  12  per  week.  Buying  i»  not 

completed.  Buyer:  Lee  Petry.   Vgencj  :  Monroe  F.  Dreher,  New  York. 

Bulova   Watch   Co.,    New    i  ork.    i-   renewing   its  contracts   in   all 

markets,  for  a  52  week  period.  The  nighttime  station  breaks  av< 

two  to  four  announcements  per  week  in  each  market.    Buyer:    Millie 

Fulton.    Agency:  McCann-Erickson,  New    York.    (Agency   could  not 
lir   reached    lor  comment. 

Columbia    Records,    Bridgeport,    i-   going    into    major    market-    to 

advertise  its   records.    Six-week  schedule  will   begin    in    September. 
Minute-  and  stall 

Average  frequenc 

l>!e!ed.  Buyer:  Murra\  Roffis.   Vgency:  McCann-Erickson.  New  York, 

ords.    Six-week  schedule  will   begin    in   September. 

ion  hreaks  during  nighttime  hours  will  he  purchased. 

IC)  :    12   per   week  per   market.     Buy  ing   is   not   com-  , 

Proctor  Electric  Co.,  Philadelphia,  i^  planning  a  schedule  in  major 

markets  for  its  irons  and  toasters.  Campaign  will  start  in  early 

September  for  nine  weeks.  Minutes.  I.D.s  and  station  hreaks  will 

he  slotted  lor  both  daytime  and  nighttime  hours.  Average  frequent  \  ! 

12  per  week  per  market.  Buying  is  half  completed.  Buyer:  Jack 

Celler  Vgency:  Weiss  &  Geller,  New   York. 

Remco  Toy  Co.,  New  York.,  is  preparing  its  Christmas  push  for 

its  toys,  SPONSOR  hears.  Schedule  will  run  from  October  through 

December.  .Minutes  are  being  sought  on  children's  programs  in 
major  markets.  Buying  is  not  completed.  Buyer:  Beniie  Schiff. 

Agency:  \\e!>li    Associates,  New  York. 

RADIO    BUYS 

The  American  Tobacco  Co.,  New  >,  ork.  is  entering  market- 

throughout  the  countrj  to  promote  it-  Luck)  Strike  i  igarettes, 

SPONSOR  believes.  Campaign  begins  in  \ugust  and  run-  until  the 

end  of  the  \ear.  Minute  e.t.s  will  he  placed  on  weekends  round- 

the-clock;  frequenc\  will  \ar\  from  market  to  market.  Buying  is 

completed.  Buyer:  Hope  Martinez.  Agency:  BBDO.  New  York. 

(AgehC)    could   not   he   reached   for  comment.  I 

National  Carbon  Co.,  div.  of  I  nion  Carbide  \  Carbon  Corp..  New 

York,  is  planning  a  campaign  in  major  markets  for  its  Vnti-Freeze, 
SPONSOR  understands.  Four  week  schedule-  will  begin  2  September 

and  20  August  for  four  weeks:  the  number  of  announcements  will 

depend  upon  the  market.  Minutes  are  being  sought  for  7:00  to  8:00 
a.m.  and  5:00  to  6:00  p.m.  dail\.  morning  to  early  evening  Saturday, 

and  12:00  a.m.  to  0:00  p.m.  on  Sunda\.  Buying  has  just  begun,  it 

is  believed.     Buyer:  Dick  Driscoll.     Vgency:  Win.  Esty.  New   V>rk. 
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ARE  YOU 

-COVERED 

OTHER  BIG  MARKET? 

MAY    1957  VIDEODEX 

PROVES   KOLN-TV  SUPERIORITY! 

Tin-  May  1T>7  Videodex  covered  all  TV  homes  in  12 
counties  in  South  Central  Nebraska  and  Northern  Kansas. 
The  ratings  speak  for  themselves: 

SUMMARY-AVERAGE    RATINGS,   °/o    TV   HOMES 

KOLN-TV Station  B Station  C Station  D 

Sign  on — 1  :00  P.M. 

1:00-5:00  P.M. 

5:00-11:00  P.M. 

10.1 

12.5 
22.3 

5.1 
7.3 

12.0 

4.8 

6.5 

9.5 

3.5 
4.5 

6.2 

Daytime  mid  nighttime  —  Sundays  through 
Saturdays  —  KOLN-1  \  leads  we  second  station 

by  margins  »l  ."/'  <  to  98'  <  '. 

T.  ' 

;-Y-: 
W..ZO  TV  — GRAND    RAPI0S-KALAMAZOO 
WKZO  RADIO  —  kalamaZOOBaTTlE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 

•■<— GRAND  RAPIDS  KALAMAZOO 
KOIN. TV  —  LINCOLN    NEBRASKA Attoc  it 

vvmBD  RADIO  — PEORIA.  ILLINOIS 

KOIi.i-l  «  •   one   of    America's   great   area   stations, 

covers   Lincoln-Land,  .i   rich  69-countj    market   which   i-  as 

independent  of  Omaha  .i~  South  Ih-nd  i-  <>f  Fort  Wayne 

Hartford  of  Providence  —  or  Syracuse  <>f  Rochester! 

Lincoln-Land  has  296,200*  families  with  191,710*  l\  Beta, 
\iiil  latest  \\{\i.  Telepulse  and  Videodex  Burveys  ill  show 

that    l\OI.\-l\    dominates   1 1  m i  —  audience. 

Wery-Knodel  has  .ill  1 1i<-  facts  on   KOLN-TV,  the  Official 
( J?s  outlet  lor  ̂ ouili  Centra]  Nebraska  ami  Northern  K.im-.i~ 

*See  Nielsen  NCS  No.  2 

CHANNEL  10  •  316,000  WATTS  •  1000-FT.  TOWER 

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

V.very-Knodel,  [nc,  I.mIi -i\c  National   Representatives 
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PRIMARY 
MARKET 

400,000  people  in  the 
Ann  Arbor  area  respond 

primarily  to  local  radio. 

It's  a  huge  market  AND 
NOT  ADEQUATELY 
COVERED  BY  OUTSIDE 
STATIONS. 

ANN  ARBOR 
AREA 

Includes  Plymouth, 
Ypsilanti,  Livonia  and 
23  important  industrial 
communities  in  Michigan. 

FIRST  in  PULSE 
Most  recent  Pulse 

indicates  WHRV's  strong 
superiority...  18  firsts 
(half  hours)  out  of  24. 

WHRV 
1,000  watts       abc        1600  kc 

Major  league  baseball, 
University  of  Mich,  sports 
Detroit  Red  Wing  Hockey 

6:00-9:00  A.M.    Joe  and  Ralph, 
famous  in  Mich,  area 

-D 
Write  for  special  merchandising 
plan  or  contact: 

BOB  DORE  ASSOCIATES 

National  Representatives 
the  door  in  always  open  . . . 

Bob  Dore  Assoc,  420  Madison  Ave.,  N.  Y.  17,  N.  Y. 

*  JUNE    '56    PULSE 

r>8 

Agency  profile 

Jackson   Taylor:    Helmsman  on  &  off-duty 

W  li,-n  i'  comes  t"  steering  accounts  into  tv,  Jack  Taylor,  Lennen 
S  Newell  senior  v. p.  and  account  supervisor,  admits  to  a  small  faniiK 

prejudice:  His  wife  comes  from  a  long  line  of  Hollywood  producers 

and  still  admits  liking  features  be  they  on  or  off  tv. 

"Of  course.  \ou  don't  consider  things  like  that  when  making  an 

advertising  decision,"  Taylor  told  sponsor.  "For  instance,  we 
bought  the  NTA  feature  network  right  at  the  beginning  of  its  career 

and  we've  been  more  than  satisfied  with  the  ratings.  We  were  orig- 

inalh  encouraged  by  Colgate's  experience  on  KTLA.  and  we  found 
that  we  got  realK   good  clearances  through  \  I  A  for  their  feature-. 

\ick  Keeseley,  senior  v. p.  in  charge  of  Lennen  &  New  ell's  broad- 
cast programing,  works  carefullx  with  the  management  account 

supervisor  before  recommendations  are  made  to  the  client. 

As  for  the  future  of  the  feature  product,  says  Taylor,  "\ou  have 
no  lifetime  guarantee  with  live  network  packages  either.     To-date, 

A    relaxed,    in  forma/    man.    Taylor    thrives    on    "the    pressures    of   advertising 

NTA  has  plenty  of  material  available  for  us."" 
By  fall,  Emerson  Drug,  one  of  the  accounts  that  Jack  Taylor  su- 

pervises, will  be  close  to  100' <  in  radio  and  tv.  Among  the  network 
programs  which  Bromo-Selt/.er  will  co-sponsor  are  two  new  nighttime 

t\  vehicles:  Restless  Gun  (NBC  TV)  and  Tic  Tac  Dough  (NBC  T\  I, 

both  on  alternate-week  basis. 

"We  seek  circulation  on  tv,"  sa\s  Taylor.  "Given  good  circulation 
at  an  efficient  price,  we  want  just  sufficient  time  within  the  program 

to  do  a  good  selling  job  with  persuasive  commercials.  Program 

identification   is  something   virtual!)    past    in   t\    because  of  the  com- 
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bination  of  bigh  cost  and  I > i ur  risk.  Besides,  because  oi  the  powei  "I 

i\  .1  particularl)  strong  show  i-  likel)  to  overshadow  ili>  sponsoi 

I'lii-  audience  remembers  the  program  and  its  stars,  but  not  the 
message.  I  hi-  i\m-~  not  mean  thai  \w-  would  choose  leasei  stars  01 

programing.  Vftei  all,  i  In-  strength  of  a  show  dictates  its  circula 

limi.  Hut  ii  < l< m-  put  tin-  emphasis  on  the  quality  oi  the  selling 
  ssage  rather  than  upon  identication  w  i 1 1 ■  the  show  as  such. 

Othei  clients  Taylor  supervises  include  Met  ormick,  Dromedary, 

Stokely-Van  Camp  and  Chicopee  Mills.    Of  these,  Dromedary    dates 

ptii>  Iiiii'.  uf  it-  budget  into  seasonal  saturation  radio  efforts  around 
majoi  holidays. 

These  accounts  are  all  at  least  ~>()'-  in  air  media,  ["his  yeai  the 
agency's  over-all  rate  of  billing  is  150  million.  While  the  agencj 
employs  a  total  nf  I""  people  to  handle  its  combined  billings,  raylor 

maintains  that  "the  ratio  of  manpower  i"  dollar  billings  can  varj  .1 
great  deal  between  different  agencies." ■ 

Vgenc)  services,  he  says,  cannot  be  defined  solel)  in  terms  of  the 

number  of  people  employed,  but  rather  relate  "to  1  I  1  the  calihei  ol 
the  talent  and  it-  price;  (2)  the  numbei  ol  services  rendered  for  no 

additional  fee  t"  clients;  (3)  the  cost  "I  tin-  basic  work  involved  in 
creating  advertising  for  clients. 

"Marketing  was  jusl  academics" 

When  Taylor  got  into  advertising  "through  m)  fathei  -  best  man 
(back  in   1{>2(>  after  graduation  from  the  I  niversitj   ol  Wisconsin) 

"marketing  was  primarilj  a  term  in  economics  I"  be  ignored  once  a 
guj   made  the  transition  between  school  and  the  business  "I  adver- 

tising." 
I  mla\  raylor  finds  the  situation  within  agencies  verj  much  re- 

versed. "Fewer  and  fewer  people  have  to  know  more  and  more 

about  everj  aspect  "I  the  account  the\  handle.  We've  reall)  become 
management  consultants  in  effect  in  various  areas.  The  agenc)  busi- 

r  1 « —  has  matured  to  1 1 1 « -  level  where  the  advertising  strategist  toda) 

realizes  he  can't  absolve  his  responsibilit)  simpl)  b)  evolving  a  g   I 
media  plan  and  effective  cop)  and  art.  He  must  also  be  thoroughly 

versed  in  client  manufacturing  problems,  distribution,  sales,  pric- 

ing and  packaging  strate<:\.  This  development  lias  made  advertising 
both  more  challenging  and  mure  demanding  than  in  the  years  prior 

In  tele\  ision." 
There  are  man\  times  when  these  demands  intrude  upon   layloi  s 

private  life  both  at  his  Greenwich,  Conn.,  home  and  on  vacations 

("rare  though  thej  be").    "You  learn  to  live  a  kind  ol  double  Me, 

he  says,  "combining  business  with  relaxation  on  the  few   occasions 

when  you  do  take  a  vacation." 
Actually,  raylor  considers  it  a  vacation  well-spent  when  he  takes 

ntT  fm  an  occasional  weekend  sailing  trip  in  Long  Island  on  a 

friend's  sloop.  "He  lets  me  take  the  helm."  Taylor  says  proudly, 

"But  I  think  that's  because  his  other  guests  won't  go  that  far  awa) 
from  the  cocktails  served  below." 

Invigorated  1»\  sea-breezes,  Taylor  expounds  agenc]  philosophy 
with  fervor. 

"Tn  developing  a  strong  agency  today,  acquiring  new  business 

reall)  take-  on  a  secondary  role."*  he  told  sponsor.  "We  feel  that 
the  soundest  growth  in  an  agencj  comes  from  existing  accounts,  their 

business,  profits  and  advertising  expansion." 
Lennen  ̂   Newell  itself  has  nearlj  tripled  it-  over-all  billings  in  the 

past  five  years,  though  the  agenc)  currentl)  handle-  onlj  16  major 
accounts.  ^ 
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KNX  has  more 

listeners  in 

Los  Angeles 

than  anybody! 

More  people  listen  to 
KNX  .  .  .  daytime 

or  nighttime  .  .  . 

weekday  or  weekend  . . 

than  to  any  other 

Los  Angeles  station* That's  just  one  reason 

why  50,000  watt  KNX 

is  Southern  California's 
#1  radio  station. 
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ning  or  Going 
KBTV  is  leader 

in  DENVER  TV 
Whether  you  are  just  moving  into  the  Denver 

market,  or  already  going  "great  guns"  here, 
you  need  Channel  9  because  KBTV  is  FIRST 
in  Denver  when  and  where  it  counts  the  most! 

w 

KBTV  first*  in  quarter-hour 
leads  (by  more  than  one  rating 

point),  between  sign-on**  and 
10.00  p.m.,  Monday  through  Fri- day. 

KBTV  leads*  during  the  same 

time  period  in  "share  of  audi- 

ence". 
KBTV  occupies*  4  of  the  5 

top  spots  in  the  cumulative  rat- 

ings of  21  locally  produced  pro- 

grams. 

KBTV  first  in  Denver  for  pro- 

motion, with  solid,  successful  mer- 

chandising cooperation  for  its 

advertisers  and,  most  important, 

SALES  RESULTS! 

Call  your  P.W.G.  Colonel  today. 

Buy  the  station  in  the  rich  Denver 

market  that  delivers  People  and 

PURSES  .  .  .  Impacts  and  RE- 
SULTS! 

z 
•KBTV   sign-on    10:30  am 

"ARB   Denver   Survey 
-May,    1957 

•  Quarter-hour   leads 

::  Percentage  of  audience 

Write, 
re    or    Phone    KBTV    or    Peters,    Griffin, 

Woodward,    Inc. 

KBTVc^nne|9 
DENVER,    COLORADO 

JOHN   C.   MULLINS        S?t  JOSEPH    HEROLD 
President  ^-^  Station   Manager 

TO 

News  and  Idea 

WRAP-UP 

ADVERTISERS 

Where  there's  a  Iv  set  there's  a 
way  to  sponsor  a  tv  show,  even  if 
there's  no  television  station. 

In  Adelaide.  Australia,  a  region 

still  without  television  facilities,  a  lo- 
cal retailer  set  up  a  tv  cabinet  in  bis 

store  window  and  using  a  16-nim  pro- 
jector and  a  mirror,  showed  /  Love 

Lucy  films  for  a  week,  five  limes  a 

day.  to  promote  Sheaffer  Pens.  Sheaf- 
fer  sponsors  the  Lucy  show  in  Down 
I  nder  areas  that  have  television. 

Myer  Emporium  Limited,  the  store 
that  staged  the  sidewalk  show,  reports: 

"A  strong  effect  on  the  Adelaide  and 
South  Australian  buying  public  .  .  . 
and  a  little  trouble  with  the  local  Citv 

Council  for  obstructing  traffic." 

This  promotion  idea  comes  from 
Garber  IJuiek  Co.,  Saginaw,  Mich. 

The  auto  firm  recently  sponsored  a 

contest  on  Saginaw's  radio  stations, 
WKNX.  WSAM,  and  WSGW.  which 

asked  teen-agers  to  write  on  the  sub- 
ject of  why  the  family  car  should  be 

safety  checked.  Aside  from  major 

prizes,  each  contestant  also  received  a 

copy  of  a  record  of  "Tiger  on  Wheels," 
specially  prepared  for  Garber  b\  its 
agency,  Parker  Advertising. 

The  recording  got  such  a  warm  re- 
ception that  the  disc  jockeys  gave  it  a 

lot  of  play,  and  a  local  coin  machine 
operator  even  placed  it  on  jukeboxes 

around  the  city.  "Tiger  on  Wheels 
wound  up  spinning  out  a  lot  of  extra 
promotion   mileage  for  Garber. 

Spot  announcements:  The  elec- 
tric industry  is  getting  set  for  its  Live 

Better  Electrically  "Fall  Push"  pro- 
gram. Appliance  manufacturer-  with 

network  television  shows  I  G.E.  and 

Westinghouse)  are  getting  behind  the 

campaign  and  will  donate  commercial 
time.  Local  utilities  will  receive  com- 

mercials kits  including  open-end.  filmed 
commercials,  scripts  and  recordings  .  .  . 

Lentheric,  in  announcing  its  Christ- 
mas lines.  sa\s  it  is  dropping  the  term 

'Bouquet     for    the    more    usual    name, cologne. 

People  in  the  news:  Donald  Cady. 

vice  president  in  charge  of  advertising 
and  merchandising  for  the  Nestle  Co., 

has  been  appointed  chairman  of  the 

program  committee  for  the  48th  An- 
nual Meeting  of  the  Association  of 

National  Advertisers  on  28-30  Octo- 
ber. The  meet  will  be  held  at  the 

Chalfonte-Haddon  Hall.  Atlantic  Cih. 
.  .  .  Dr.  Hal  G.  Johnson  has  been 

elected  a  vice  president  of  the  Vick 
Chemical  Co.  .  .  .  John  C.  Holme. 

formerly  manager  of  new  products  de- 
velopment for  Parish  Peart,  has  joined 

Reynolds  Metals  as  manager  of  gro- 

cer) and  drug  market  sales.  Holme 
succeeds  Ralph  Fields  who  has  been 

promoted  to  the  newlv  created  post  "I 

director  of  sales  promotion  and  mer- 

chandising for  all  consumer  markets. 
.  .  .  Kenneth  A.  Bonham  has  been 

rained  president  of  W  hitehall  Phai  Hia- 
tal Co. 

AGENCIES 

Guild,  Bascom  &  Bonfigli.  going 

after  the  title  of  "the  most  off- 

beat" ad  agency,  has  dreamed  up 
this   campaign: 

The  agency's  objective  i?.  to  get  15 
million  people  in  the  \ew  ̂   ork  area 

during  the  next  iO  days  to  talk  about 
Nucoa  (a  Best  Foods  product  I . 

Modus  operandi  includes  57  news- 

paper ads  and  567  radio  announce- 
ments. Center  of  the  campaign  i>  a 

skywriting  amateur  named  Dudlev  who 
is  attempting  to  write  Nucoa  at  noon 
everv  dav  until  he  spells  it  correctly. 

He's  being  egged  on  b\  the  radio  mes- 
sage- (featuring  Stan  Freberg).  Trou- 

ble is  Dudley  is  not  supposed  to  be  a 

verv   good  speller  so  ifll  be  "NOOPS", 
"NEWCOV'NI  COV",  "NOOCO"  un- 

til he  finallv   hits  on  the  correct  spell- 

\ew  agency  appointments:  Ogilvy, 

Benson  &  Mather  For  Zippo  Manu- 
facturing   (lighters,    Hints   and   lighter 

fuel  i     effective    1     October    1957    .    .    . 
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Hick*  X  (,r«-i«.i  foi  Si  ihl-Meyei  to 
handle  .ill  advertising  on  I  ei  i  is  and 
Stahl-Meyei  meal  products  effective  I 
Septemhei  1957  .  .  ,  Clements  Co., 
Philadelphia,  foi  M.  \  Brudei  S  Sons 

painl  manufacturei  -  I  .mil  \l.  A.B. 
Painl  Stores)  foi  .ill  i adio-t\  advei 
ii-in-  .  .  .  Doherty,  Clifford,  Steers 
X  Shen  field  foi  .ill  advertising  on 
the  John  I  >.  Paton  Co.  ( I  h  en  I  resh 

brand  i  ake  pi  oducts  <  ac<  ounl  .  .  . 
|{.n  Barron,  Inc.,  Boston  foi  (  ali 
[ornia  '  Hi\ <•  Oil.  Ran io  and  new s- 

■  i  -  w  ill  be  used  .  .  .  Blaine- 

I  li  <>  in  |>  so  11  foi  \\  agnei  Baking, 
Newark.  I"  handle  advertising  Im  en- 

tire line  '>l  retail  and  institutional 

backed  products  .  .  .  Product  Serv- 
ices foi  the  Shetland  (  <>..  Lynn,  Mass. 

i\  will  be  used  starting  September  in 
50  null krt-  to  |n omote  Shetland  - 
household  electric  appliance  thai 
-'iul>».  waxes  and  luill-  floors  and 

shampoos  rugs  .  .  .  Brace  H.  Brewer 
X  (  o..  Minneapolis,  l"i  Red  Star 

>>  easl  &  Products  Co..  Milwaukee,  ef- 
fective I  Septembei  .  .  .  Calkins  «X 

Holden  for  WBBM-TV,  Chicago,  and 
the  State  Mutual  Sa>  ings  .^  Loan  As- 

sociation. Los  Angeles  .  .  .  Edward  II. 
Weiss  «.V  Co.  foi   Stag   Beei    (Carling 

Brew  ing  produi  1 1  to  handle  the  brew 
in  it-  seven  stati  disti  ibution  area  el 
in  i  i\  .•     I      t ),  i.,|.,  i  INeedham, 

Louis  «X   Brorb)   foi  the    Ac'cenl  Di- 
\  i-ii hi  ill  International  Mi nei al»  «\ 
(  liriMii  al   Corp, 

Mergers  and  changes]  Martin  J. 
Simmons  Advertising  has  merged 
with  Stern,  Walters  A  Jaster,  both 
uf  ( Ihicagi '.  New  name  « ill  be  Stei  n, 
Walters  S  Simmons  .  .  .  The  Radow 

Advertising  Agency,  Columbus,  0., 
has  become  a  partnership  and  \\ill 
now  operate  undei  the  name  ol 
Radon  «X    Alpers. 

Personnel  notes:  Patrick  J.  Fla- 

herty 1 1 .i -  been  appointed  an  account 
executive  and  public  relations  directoi 
for  Grant  Advertising,  Dallas  office. 
He  has  jusl  been  transferred  from  the 

agenc)  s  <  Ihicago  office  .  .  .  Mike 
Barone  has  left  the  Seattle  Times  to 

join  \<K ertising  (  ounseloi -.  Seatl le, 

as  a  junior  account  exe<  nti\<-  .  .  . 
Thomas  H.  Geisinger,  formerly  new 

products  managei  ol  the  Mennen  I 

has  been  named  mai  kel  in  _•  supei  i  isoi 
ol    Law  rem  •■    <  .    <  !un  binnei     \  - 1 

PERFORMANCE 
defined  by 

dictionaries  as 

achievement  .  .  . 

effective  operation  .  .  . 

exhibition  of  skill 

Such  standards  are  WIS-TV's 

in  all  operational  phases  — 

ACHIEVEMENT  — in  attracting  viewers  in  more  South 

Carolina  counties  than  any  other  station  in  the  state. 

(NCS  No.  2,  1956) 

EFFECTIVE  OPERATION -produces  overwhelming 

audience  dominance  day  and  night. 

(Any  ARB  study  of  Columbia) 

EXHIBITION  OF  SKILL  — in  programming,  production 
and  promotion  produces  phenomenal  sales  results 

and  enthusiastic  advertiser  acceptance, 
(facts  on  file  at  PGW) 

\i  n   ̂   ork  Don  <  ,i\  in.  mosl   re 

i  inlh       .1       1 1 1>    I  mi  i-       jiiii'  .nil'  "  l       .iimI 

u  i  itei  has  joined  the  Nemei  Advei 
i ; - i 1 1  \  ency,  M inneapolis,  .i-  in  i< 
•  niiiii    exe<  iji iv •-   .    .        Adam    Reine- 
iniiiiil.  i.nlm  u  directoi  ol  But  hanan- 

I  liniii.i-.  Omaha,  has*  resigned  i"  estab- 
lish    lii~    own     ,n  I  \  ii  i  .-in  \      in 

Omaha        Kenneth  l{.  Baumbusch 

has  been  appointed  \  i<  <•  president  and 
general  managei  ■•!  the  John  I     Mui 
raj     Advertising     Agency,    New    Vnk. 
Pre\  inu-l\      Mm  i  u      was     marketing 

managei    of   new    produi  ts   foi    I!     I 
Babbitt,  Inc.  .  .  .  Jon  \\  .  Barkhursl 

has  lefl    M!i    to  join  \\  j  man   Advertis 
ing,  San  Francisco,  as  directoi  ol  mei 
chandising      services    .    .    .   George 
<  hamberlin    ami    Arthur    Poppen- 

berg  have  resigned  from  \\  I  \  I.   Mi 
ami,  to  head  up  the  new   Miami  o 
■  ■I  I  [em  j  Quednau,  ln< .  .  .  Henrj 
Colman   has  been   appointed  directoi 
■  ■I  i adio  and  i\  pi odui  tion  foi  Emil 

Mogul     Co.      i  "Int. in     mosl     i*i  entl) 
sei  ved   as  direct   I   h    pi  og  i  am  de- 
\  elopraenl   for  the    I  heatre  <  Juild  .  .  . 

Stanlej  (».  Bahnsen  has  i   ed  /im- 
inn.  Kellei  8  Claverl  as  account  man- 

agei .  .  .  Jack  K.  Schneider,  former- 
K   merchandising  managei  "I  the  com- 

WHEN 

'    

PERFORMANCE  COUNTS    W I O  ~i  V "  1 0 
G.  Richard  Shafto,  President 
Charles  A.  Batson,  Managing  Director 

Represented  by  Peters,  Griffin,  Woodward,  Inc. 

COLUMBIA  SOUTH  CAROLINA 

±** 
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A  pictorial  review  of  local 

and  national  industry  events 

PICTURE  WRAP-UP 

"WAKE  up  on  tree  weekend  in  Panama" 
was  offered  promoted  b\  WAKE  i  Atlanta)  to 

wind-up  Pig  \pple  Super  Market,  Inc's  sum- 
mer-long  campaign.    Station  personnel  above 

Opening    of     F   I     Fair    in    northeastern 
Pennsylvania  had  these  five  pretties  in 

I  link  from  head  to  toe  to  add  color  to 

event.    WDAl'-TY's  Tom   Powell   interviews 

f m 

Proclaiming  WHLI's  10th  Anniversary. Viayot  Win.  0.  Guide  (r.i  of  Hempstead 

granted  one-week's  new  name  for  local  street. 
Paul  Godofsky,  WHLI's  pres.,  provides  sign 

Skywriter  Dudle>  (1.)  gets  last-minute instructions  from  comic  ami  coach  Stan 

Freberg  before  (light  aloft  over  New  York 

to     tr\      to     skywrite     the     word      \l  (  <>\ 

Celluloid  by  the  mile:  Two  miles  of  film 
(over  10.000  feet  of  it  I  was  gathered  by 

CIICT-T\  news  nien  for  coverage  of  Calgary 

Stampede,      \bo\e.    -booting    bronco    busters 

Promoting  WTRY  news  coverage  %ia  a 
Heel  of  mobile  transmitting  unit-.  Carole  Mi- 
chaelson  give-  souvenir  to  Martin  Breubl 
of  D-F-S.    Kenneth  Cooper,  WTRY  bead  (1.) 

72 
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You're  in 

good  company 

on  WGN  RADIO 

Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buyers  who  select  WG1N 

fur  results!  1('~>7  promises 
r\i  iting  ni'w  programming  to 
make  W  GN's  policj  of  lii^h 
qualitj  a i  lovi  cost  even  more 
attractive  to  you. 

!   TERRE  HAUTE, 

|  Indiana's  2nd  Largest TV  Market 

251,970 

7V  Homes 

BOLL 

NEW 

C       H       I 

i  i.il  <li\  ision  ol   I  lotpoinl   <  o.    has 

joined  W  .  H.  Donnei  S  <  ><.  as  an  ai 

count  supei  \  isoi      .      Dm  i « I  <  HUn-. 
Jr..  hi-   joined   I  <  B's  men  handising 
Mali  in  tin-  (  tin  ago  i. Hi.  .•  .i~  in.  .hi 
men  handising  manage)  •  Ifnet  i  omet 
from  Club  Vluminum  Prods,  when:  lo- 

\\a»  .1  —  i~t.irii  . i.K.i tising  managei  .  .  . 

Richard   <  .   W  right   has   left    \\  l\\- 
l\.  Cleveland,  to  join  BBDO,  New 

^.nk.  a-  a  media  supervisoi  .  Rob- 
ert I.  Blnmentha]  ami  Howard  K. 

S;imls.  Jr..  have  joined  Reach,  \l. 
Clinton  a-  a. .  ounl  executn  es.  Blum- 

enthal  comes   from   Robert   W.  <'n    S 
Associates  and  Sands  from  B&B  .  .  . 

Edward  \\  .  Afurtfeldl  has  been  ap- 
pointed to  the  board  ..I  directors  at 

B&B. 

The]  became  v.p.'s  this  \>«-ck: 
James  \.  Dearborn  at  KM  .  .  . 

Gerald  T.  Arthur,  media  director  in 
ilic  New  York  office  .>l  Fuller  S  Smith 

\  Mo-~. 

NETWORKS 

Advertisers  interested  in  a  night- 
tint*-  alternate  week  ahow  wiL  find 

openings  on  all  three  networks. 
ABC  I  \  lia~  three  alternate  week 

half-hours  [Sugarfoot,  Colt  15  and 

Jim  Bowie)   |  > I  ii—  some  alternate  week 
time  available  on    Vai  \   /.<>,c. 

CBS   TV    has  three   alternate   half- 

liouis  open   i  fliirhtitirmaster,  Leave  It 

In  Hearer  ami   /'en  )     WaSOTl  i  . 

\  l'><  I  \  open  alternates  include  one 
hour  [Suspicion)  and  five  half-hours 
[Price  Is  Right,  Restless  Gun,  The 
Californians,  Tic  Tac  Dough,  and  Life 

of  Rilej  i. Note:  ol  the  12  shows  listed  above, 
five  are  \\  estei  ns. 

NBC  T\  this  week  made  it-  first 

move  to  implant  the  aura  of  lead- 

ership in  the  field  of  program  spe- 
cials as  far  as  the  1957-58  season 

is  concerned. 

tne  network's  top  brass  disclosed 
before  a  sizabh  attended  press  confer- 

ence in  Radio  <  it) .  Y  i ..  thai  it  had 

II  separate  series  of  specials  sched- 

uled,  and  altogether  lou  such  program 
species,  for  the  nexl  season. 

Fall  network  t\  programing  notes: 
Alnminnm  Limited  had  decided  t<. 

take  the  Omnibus  ii.lt-  again  and  will 
sponsor  one-third  of  the  series  when 
it    makes    its    NBC    TV   debut    starting 

are  a 

in  the 

greatest 
shows . . . 

network 

or  local . . 

3, pleasant  part 

of  their 

families 

HOUSTON'S 
BEST  BUY 

KTRK-TV CHANNEL 

THE    CHRONICLE    STATION.   CHANNEL    13 

P     O     BOX    12,    HOUSTON    1,   TEXAS-ABC    BASIC 
HOUSTON  CONSOLIDATED  TELEVISION  CO. 

General    Manager,   Willord   E     Walbridge 
Commercial   Manager,    Bill    Bennett 

NATIONAL   REPRESENTATIVES:   Geo     P.  HoMingbery  Co. 
500   Fifth   Avenue,   New   York   36,   New   York 
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You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buyers  who  select  W  (IN 
for  results!  1957  promises 
exciting  new  programming  to 

make  WGN's  policy  of  high 
quality  at  low  cost  even  more 
attractive  to  you. 

the 

for  SPOTS 
TOP  SHOW 

ADJACENCIES 

AVAILABLE 
V/ 

I  191,000  watts 

KMSO-tv 

SELLING 

WESTERN 

MONTANA 

Sunday,  20  October  (4-5:30  p.m.)  .  .  . 
The  NBC  TV  Mens  lias  added  an- 

other sponsor,  the  Glidden  Co.,  in  the 

alternate  Wednesday  6:45-7  p.m.  and 

7:15-7:30  p.m.  spot  starting  9  Septem- 
ber. 

Network  radio  notes:  Life  Maga- 
zine lias  ordered  a  one-fourth  share 

of  the  NBC  News  On  the  Hour,  start- 

ing 10  August  .  .  .  Angostura-Wup- 
permann  is  entering  network  radio 
for  the  first  time  in  its  histon  starting 

in  Septeiuher.  Vehicle  will  be  (!!>"> 
Arthur  Godfrey  Show. 

Job  notes:    Kaymond  I  .  Eiebmann 
has  been  named  director  of  sales  de- 

velopment and  research  for  ABC  Ra- 
dio. Eichmann  comes  from  John  Blair 

&  Co.  .  .  .  Simon  B.  Siegel,  who  is 
treasurer  of  AB-PT  and  ABC  is  assum- 

ing the  additional  responsibility  of  co- 
ordinator between  the  five  ABC  o&o 

t\  stations  and  the  network  .  .  .  Don- 

old  B.  Hyatt  has  been  appointed  man- 

ager of  NBC  TVs  special  projects  pro- 
grams. Other  executive  staff  changes 

in  the  special  projects  organization  in- 
(  !ude  James  Nelson,  former  assistant 

to  the  president  of  NBC.  now  manager 

of  program  services  and  John  W. 
Kiermaier,  previously  in  charge  of 

administration  for  the  public  affairs 
department,  has  been  named  manager 

of  administration  for  the  special  proj- 
ects division  .  .  .  Nathan  Stone  has 

been  appointed  to  the  station  relations 
staff  of  CBS  TV.  Stone  conies  from 

MBS  where  he  was  director  of  re- 
search. 

TV    STATIONS 
Triangle 

TRANSMITTER 

100  MILE    RADIUS 

ATOP 

TELEVISION 

MOUNTAIN 

ELEVATION 

7000    FT. 

WLBR-TV,      the      new 

UHF'er  in  Lebanon-Lancaster,  Pa 
is  using  feature  films  as  a  lure  to 
build  a  eonverter  audience. 

Triangle     under     the     direction     of 

the   ONLY 

Station 

Serving    Western 
Montana 

with    Live 

Programs 

Roger  \\  .  Clipp,  v.p.  radio- tv  division, 

has  launched  "Operation  Bow-Tie" contest  and  promotion  plan  to  push 
conversion  was  kicked-off  this  week  in 

Lancaster  via  a  dinner  and  meeting  o\ 

175,  including  representatives  of  co- 

operating set  manufacturers,  tv  deal- 
ers, servicemen,  distributors,  press  and 

radio-tv. 

At  the  dinner  John  I).  Scheuer.  Jr.. 

Triangle's  director  of  public  relation- 
and  programing,  and  Frank  B.  Palmer, 

general  manager  of  \\  LBK-TV,  ex- 
plained the  promotion  plan  and  use  of 

materials  in  detail.  The  station's  film 

library,  which  it  calls  "The  Worlds 
Best  Movies,'  was  previewed.  W  LBR- 
l\  -  programing  will  feature  over 
2500  films  from  the  MOM.  Warner 

Brothers,  20th  Century-Fox  and  RKO 
libraries — all  exclusive  and  first  run  in 

the  Lebanon-Lancaster  area. 

WHNC-TV.  New  Haven,  is  going 

all  out  (or  all  under)  in  a  promo- 
tion to  launch  the  Budweiser  spon- 

sorship of  The  Silent  Service  this 
week. 

The  big  splash  includes  a  subma- 
rine trip  for  sponsors,  agencs  repre- 

sentatives  and   newsmen.     With    \a\  \ 

MuSiC 

MISSOULA,  MONTANA 
CLEVELAND'S  STATION  FOR  MUSIC  8  NEWS 

,4 
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A  now  Ok  Hkvets 

(,e>-fot\Ji£ 

Charm  \<w  pmpats  wilb  il\   jAUESponet 
,>/  KWTV-Oklabom*  City 

*~       <V 

  peral    the  station  will  stage  .1  li\«' 
br< ladi  .1-1  from  .1  submei  gecl  -nl >, 

Intercontinental  Services,  tin-  firm 
that  hat  bought  out  Idam  Young 
International   |  for  150,000  plus  I 
plant  1 1 »  act  ,i*  .1  consulting  as  well 
:i-  rep  organization. 

Consulting  services  will  be  aimed 
esj  eciall)  toward  i\  stations  h  ith  pro 
-i. mi.  partii  nl. 11 1)  film,  buj  i  1 1  u-  .1-  .1 
majoi  Function. 

I  hi-  week  W  >\  \-l\  Harrison- 

burg, Va.,  unveiled  it-  new  elec- 
tric coverage  map  for  agency,  a«l- 

vertiser  and  press  representatives 
in  New   ̂   ork. 

I  sing  a  standard  U.S.  \i  m)  relief 
map,  five  Peel  b)  five  feet,  equipped 
with  towers  and  pilot  lamps  foi  1 1 >• 
stations  in  Richmond,  \\  ashington, 
D.C.,  Roanoke  and  Harrisonburg,  the 
demonstration  was  designed  i"  show 
each  individual  station  -  covers  ;e  pat- 

tern bj  the  lighl  cin  les. 

Hamilton  Shea,  president  "I  \\  S\  \- 
I  \ .  said  the  demonstration  wa9  de- 

signed i"  show  thai  tin-  greatei  \  ir- 
ginia  area  requires  all  four  stations 
for  full  coverage  l>\  national  and  re- 

gional advertisers. 
T\  applications:  Between  15  and  20 
.1  ul\  1  »ne  11 » 1 1 — 1 1  nil  ii  m  pei  mil  w  as 
granted  and  three  applications  for  new 
stations    filed. 

Construction  permit  went  to  l\v<*<*. 
Inc.,  Sioux  Falls,  S.  I*.,  foi  Channel 

I  i,  Sioux  Falls,  permit  allow-  '2<\.'K kw   visual. 

\|i|ilic  at  ions  were  made  b)  :  Sher- 

rill  ('..  Corwin,  Los  Vngeles,  foi  Chan- 
nel 34,  Los  Vngeles,  251  kw  visual, 

with  tower  2.7<">i2  feel  above  averagi 
terrain,  planl  $265,000,  yearl)  oper- 

ating cost  $250,000;  Midland  Broad- 
casting Co.,  Vfoline.  III.,  foi  Channel 

8,  Moline,  316  kw  visual,  with  tower 
I  not)  feet  above  average  terrain,  planl 

$732,500,  yearlj  operating  cosl  $600,- 
000;  and  Farmington  Broadcasting 
Co.,  Farmington,  N.  ML,  foi  Channel 

12.  Farmington,  '-I  kw  visual  with 
tower  o<>(>  feel  above  average  terrain, 
plant  $110,483,  yearl)  operating  cosl 
$125,000. 

Station  changes : kin«i  Broadcast- 

FILM       COMPANY 

3825     Bryan    •    TA   3-8158    •    Dallas 

in«i  Co.  (Seattle)  has  announced  the 
formation  of  the  KREM  Broadcasting 

Co.  (Spokane)  for  the  purpose  of  buy- 
ing KREM-AM-FM-TV,  Spokane  .  .  . 

CFCJ-TV  are  the  new  call  letters  for 
(  I  PA-TV,    Port     \rlhur-Fort    William. 

OUR  PULSE  IS 

STRONG 
AND 

STEADY 18 

hour 

average 

KTRN 50.0 

Station  B 
22.0 

Station  C 17.0 

Misc. 11.0 

Hooper   says 
62.0 

Includes bird 

calls, smoke  sig 

rials,    red 

flares 

and distant    50 

KWs. 

KTRN 
Wichita    Falls,    Texas 

Burlce-Stuart   Natl   Reps 

J     LOOKED  UP! 

SPECIALIZED  NEGRO 

PROGRAMMING 
With  100%  Negro  programming  par- 

tonntl,  KPRS  it  effectively  directing 

the  buying  habitt  of  its  vast,  faithful 
audience.  Your  lalet  menage  wotttl 

neither  tint*  nor  money  in  reaching 

the  heort  of  ill  "preferred"  market. 
Buying  time  on  KPRS  it  like  buying  the 

only  radio  station  in  a  community  of 
137,600  octive  prospects. 

1,000  W.      1590  KC. 

KPRS 
KANSAS  CITY.   MISSOURI 

for  availabilities  call  Humboldt  3-3100 

Represented  NstioMlly  by- John  C.  Pearson  Company 
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You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buyers  who  selecl  WGN 

for  results!  ]().">7  promises exciting  new  programming  to 

make  WGN's  policy  of  high 
quality  at  low  cost  even  more 
attractive  to  you. 

....  when  we  should  be  quoting 

folks  like  Mrs.  R.  0.,  who  says, 

'"We  are  newcomers  to  Topeka,  and 
from  the  very  start  it  has  been  your 
radio  station  that  made  me  feel 

at  home  here.  Your  announcers 

seem  like  old  friends,  and  you  offer 

programs  of  quality  and  genuine 

interest.   Keep  up  the  good  work!" 

5000  WATTS    e    TOPEKA,   KANSAS 

Ontario  .  .  .  KUTV,  Salt  Lake  City, 

is  nearing  completion  of  its  $150,000 

expansion  program  which  will  add 
7.000  additional  »(|uare  feet  oi  studio 

operating  space  .  .  .  WWL-TV,  New 

Orleans,  i-  completing  work  on  studios 
and  offices  and  will  be  in  operation  by 

September. 

Focus  on  personalities:  John  \. 
Nickel]  Ims  been  appointed  to  the  Bales 

promotion  and  research  staff  of  CKI.W  - 
\M\T\.  Winds.,!.  Ont.  Nickell  comes 

from  Ronald's  Advertising,  Montreal 
.  .  .  John  W.  (Jack)  Highberger 

has  been  named  publicity  and  promo- 

tion manager  of  WLW-1.  Indianapolis. 

Highberger  formerly  was  with  KARD- 
TV,  Wichita  .  .  .  Frank  O.  Sharp 
has  been  named  administrative  assist- 

ant to  the  management  of  WFBM- 
\\Ii>T\.  Indianapolis  .  .  .  Maurice 

H.  Labelle  has  been  appointed  public 
service  director  for  WTVJ.  Miami. 

Labelle  comes  from  Mandell-Newman 
Associates,  Miami  Beach  .  .  .  Torn 

Sheeley  has  been  appointed  head  of 

the  new  kFLO-TV.  Sioux  Falls,  oper- 
ations ...  J.  C.  Johnson  has  been 

named  manager  of  kPLO.  Winner- 
Chamliet Iain-Pierre.  S.  D.  kPLO  is  a 

semi-satellite  of  kELO-TV,  Sioux  Falls 

.  .  .  Steve  Halpern  has  been  appoint- 

ed publicity  director  for  kYW-TV, 
Cleveland.  Halpern  comes  from 

WCkT-TV,  Miami  .  .  .  Bill  McNabb, 

Jr.  has  been  named  an  account  execu- 
tive on  the  local  sales  staff  of  kEY-T, 

Santa  Barbara,  Calif.  .  .  .  Jim  Terrell 

has  been  promoted  to  commercial  man- 
ager of  WkY-TV,  Oklahoma  City  .  .  . 

Rusty  Burton,  formerly  of  WTVJ, 

Miami,  has  been  named  production 
manager  and  acting  program  manager 

of  WFGA-TV.  Jacksonville.  WFGA- 
TV  will  start  operation  1  September 

.  .  .  James  H.  Ferguson,  Jr.  is  now 

general  sales  manager  for  WWLP, 

Springfield.  Mass..  and  WRLP,  Green- 

LAKE  CHARLES 

the 

OK  Negro  Radio  Buy 

field,  Mass.  New  sales  manager  for 
WWLP  is  Edmund  J.  Hughes,  Jr. 

and  taking  over  in  the  same  spot  for 

WRLP  is  Philip  J.  Renison  .  .  . 
Richard  Barron  has  been  named  to 

head  the  riewl)  combined  promotion 

departments  of  W  SJS-AM&TV,  Win- 
ston-Salem, and  Jean  Isenhower,  for- 

mer radio  promotion  manager,  has 

taken  over  the  combined  radio-tv  pub- 
lic service  department    for  WSJS. 

RADIO      STATIONS 
F.M  Unlimited  is  a  new  national 

sales  representation  and  promo- 

tion organization  set  up  exclusive- 

ly for  FM   stations. 
Headquarters  for  the  new  firm  are 

in  Chicago  and  under  the  supervision 
of    Charles    W.    Kline. 

A  New  York  office  has  been  set  up 

under  the  direction  of  Edward  Mer- 

rill and  Los  Angeles  and  San  Fran- 
cisco offices  arc  expected  to  be  opened 

shorth . 

kline  is  commercial  manager  of 

WXIB.  Chicago,  and  Merritt  is  co- owner   of  the  station. 

Promotion  idea  round-up:  KWTX. 

W  aco,  Tex.,  used  this  method  to  sell 

nighttime  radio  to  a  client:  Station 

manager  "Buddy"  Bostick  flew  Zale's Jewelers  manager,  Irving  Melitz,  over 
the  cits  of  Waco  at  night  showing 

him  the  number  of  cars  on  the  streets. 

Outcome  was  a  heavy  schedule  of  eve- 

ning announcements  .  .  .  WTRL. 
Bradenton.  Fla..  salesmen  carry  tran- 

sistor radios  slung  over  their  shoulders 
at  all  times  and  the  sets,  which  pick 

up  only  WTRL.  are  always  turned  on. 

WTTM,  Trenton.  Y  J.,  to  aid  in  pub- 
lic service  effort,  has  mailed  to  600 

clubs  and  civic  groups  in  the  station  s 

Rep.   by  John   E.   Pearzon    Company 
"I  just  love  those  KRIZ  Phoenix  an- 
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listening  area,  .1  printed  i.ilk  on  how 
.,11  organization  can  develop  an  effei 
live  public  relations  program.  I. ilk 
was  gi\  en  K\  I  renton  ad-man  I  >.u  id 
II1I1  idge  .mil  points  out  thai  com- 

munity 1  adio  stal ions  .11  e  effei  live 
molders  "I  public  opinion, 

•\\  ha  I  piles  of  wealth  hath  lie  ac- 
cumulated to  his  own  portion. 

Ilc«\>  iii  the  name  of  thrift  does 

he  rake  tlii>  together?  Marrj  ;m<l 

forsooth,  Ik-  luitli  put  the  fir-i  dol- 
lars of  rM'i\  p;n  envelope  Into  hi* 

savings  account  at  lli<-  Pirsl  Na- 
tional Bank/' 

lli i  —  i«  .1  sample  ol  the  Shakespeai 
can  M.iv  "i  pul  into  .ill  commercials  l>\ 
Wl/I..  Springfield,  (>..  to  promote  the 
,1111111. il  Vntioch  College  Spakespeare- 
Festival-lnder- The -Stars  last  week. 
Other  parts  of  the  scheme  included 
special  station  breaks,  interviews,  old 
I  11  :li-h  ;til  \\\»  and  quotes. 

FINANCIAL 

^lock  market  quotations:  Follow- 
ing stocks  in  air  media  and  related 

Belds  arc  listed  each  issue  witli  < j n< >t ii - 
lions  for  Tuesdaj  tlii~  week  and  1 1 1< •-- 
da)  the  week  before.  Quotations  sup- 

plied b)  Mcnill  Lynch,  Pierce,  Fenner 
and  Beane. 

Tin-.  I  in'-. 
23Julj        30  Jul) 

\  ru    )  art,  Slot  I,  Ext  hange 
\K  PI 
\  \\  I 
\\n. 

1  BS  "A" Columbia  Pic. 

Lowe's Paramount 

i;<  \ 
Storer 
20th-Fox 
W  axner  Bros. 
\\  estinghouse 

2qi 

173% 
:'. 

I87. 
36% 

2.->7, 26% 

22  V. 

173% 

7 
II 

19% 

IB1 , 35% 

34% 
25% 
26% 

23 
65% 

imtrican  Stock  Exchange 
MI1.1I    Artists         V, 

1  M    Supei                T-  1 
Dn  Mom  Labs.  5  t7. 
Guild  Films  2%  .(', 
m\  7%  7% 

Net 1  Ii  mge 

-     7s 

-  Va 
1% 

-    ', 

[% 

THERE'S    NO 

SUMMER  SLUMP 
at 

Like  the  Texas  Temperature  Our  Billing  is 

Going  UP  ...  UP  ...  UP 

During  the  Summer  Months 

(Jan. -June,   1957  Percentage  Increase  Over 

the  Same  Period  in  1956' 

Local  Sales  26  °/c  Increase 

Regional  &  National  Sales  148%  Increase 

»ti«» 

\  JOIN  THE  GROWING  LIST  OF  K-NUZ 
|  ADVERTISERS   WHO   ENJOY 

5?  SIZZLING  SUCCESS  STORIES! 

:< :  li>^ 
HOUSTON'S   24    HOUR    MUSIC   AND    NEWS 
National  Reps.:  Forjoe  &  Co. —  Southern  Reps.: 

New  York  •  Chicago  •   Los  Angeles  •  CLARKE   BROWN   CO.   

San  Francisco   •   Philadelphia   •   Seattle  Dallas   •    New  Orleans    •    Atlanta 

IN  HOUSTON,  CALL  DAVE  MORRIS.  I Ac k son  3-2581 

SPONSOR       •       3    Al  GIST    l().i" 
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A  Natural  Combination! 
*mm  .'.up 

W  13  ̂ 3L  X  ̂   Cincinnati 

the  most  effective  station  in  America's 
16th  market.  With  programming  planned 

for  Cincinnatians,  WSAI's  audience  has 
grown  consistently  and  amazingly  in 

the  last  5  years.  WSAI  is  Cincinnati's 
"new"  sound  for  selling. 

fr  inc.  f 
—  distinguished  in  the  field  of  radio 

representation  by  extensive  client  serv- 
ices, research,  and  techniques  of  modern 

selling.  ([The  two  form  a  natural  com- 
bination: WSAI  — the  sound  of  success, 

and  Adam  Young— sound  selling. 

Adam  Young,  Inc. 

Young  Television  Corp. 

Young  Representatives,  Inc. 

Young  Canadian,  Ltd. 

3  East  54th  St.,  New  York   22,  NY.,  PLaza  1-4848 

Prudential  Plaza.  Chicago  1.  Ill  .  Michigan  2-6190 

317  No.  Eleventh  St.,  St.  Louis.  Mo..  MAin  1-5020 

6331  Hollywood  Blvd..  Los  Angeles  28.  Calif.. 

HOllywood  2-2289 
Russ  Bldg.  (Rm    1207),  San  Francisco  4.  Calif.. 

YUkon  6-6769 

Statler  Office  Bldg.,  Boston  16.  Mass.,  HUbbard  2-6117 
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//  haft  happening  in  (J.  S.  Government 

thai  affeeU  tpontors,  agencies,  stations 

WASHINGTON  WEEK 

3  AUGUST 
Copyright    1957 

SPONSOR   PUBLICATIONS   INC. 

rhe  box  score  to  date  of  complaints  arising  from  the  Be*  PTC  radio-tv  mon* 
itoring  unit  looks  aboal  like  thisi 

•  \\  hiteball  Pbarmacal  i*  read)  to  fighl  charges  of  false  advertising  unless 
the  FTC  takes  similar  steps  against  competitors.    Irgues  WhitehaM:   If  the  competition 

is  permitted  to  make  the  same  claims,  uc  are  faced   with  "economic  extinction.*1 
•  Mentholatum  and  Omega  are  jiiNin^  thought  to  settling  their  affairs  via  the 

consent  decree  route. 

•  Helene  Curtis — cited  in  connection  with  Enden  Shampoo — is  studying  the 

hill  oi  complaint.  The  FTC  questions  Enden's  claims  I  I  I  as  a  cure  for  dandruff,  and 
i  _' i    thai  ili»  condition  will   return  a^  soon  a^  the  producl   is  discontinued. 

The  FCC  this  week  agreed  to  take  another  look  at  the  question  of  legalising 
\  I  IF  repeater  stations. 

Previousl)  the  commission  had  turned  down  the  proposal  on  the  ground  that  one- 
channel  repeaters  would  cause  interference  not  onlj  to  t\  stations  I>ut  other  services. 

The  FCC  had  suggested  thai  I  III'  translators  operated  on  "uncongested"  frequencies 
would  be  preferable. 

Responsible  for  the  reconsideration:  A  visit  to  Washington  by  a  Western 

delegation  headed  by  Colorado  Governor  McNichols,  who  pleaded  that  iJtUr*  trans* 
lators  can't  do  the  triek  in  mountainous  areas. 

Now  the  FCC  is  asking  for  arguments  in  written  form  for  and  against  the  re- 
peater idea  1>\  1  October,  but  with  this  caution:  It  wants  only  engineering  facts  about 

interference. 

Only  employees  in  the  security  and  commodity  brokerage  business  earn 
higher  average  salaries  than  employees  in  radio  and  tv  broadcasting,  says  the 
Commerce    I Vpartment. 

Over  recent  years,  the  average  earnings  of  people  in  broadcasting  showed  this  range: 
1956,  $6,584;   1955,  $6,333;    1952,  $5,559. 

The  Commerce  report  also  indicates  that  the  public  spends  over  twice  as  much 

for  ''free"  radio-tv  entertainment  as  it  shells  out  at  all  the  film  theatres  around 
the   country. 

Radio-tv  sets  in  '56  accounted  for  expenditures  b)  the  public  of  $2,442  million,  (plus 
another  $756  million  for  set  repairs).    The  total  film  theatre  take  was  $1,298  million. 

The  nomination  of  Frederick  Ford  as  FCC  commissioner  floated  through  the 

Senate  Commerce  Committee  without  a  ripple  this  week. 

Confirmation    will    be    automatic,    once  the  civil  rights  squabble  is  out  of  the  way 
and  the  Senate  returns  to   mutine  matters. 

National  income  was  at  a  seasonally  adjusted  annual  rate  of  $355  billion  in 

the  first  quarter  of  1957— S19  billion  higher  than  in  the  like  '56  quarter. 
Value  of  the  gross  national  product  in  the  first  half  of  this  year  was  about 

6%  higher  than  the  1956  mark  (with  both  prices  and  volume  of  output  higher  i. 

The  consumer  price  index  chalked  up  another  0.5%  rise,  but  the  actual  purchasing 

power  contained  in  pay  envelopes  of  factory  >voikers  increased  by  a  half  per 
cent   during   the   first   half. 

RETMA   has  voted   to   change   its  name  to  Electronics  Industries  Association. 
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FOR    OVER    lO    YEARS   |1 

Every  year  for  more  than  a  decade  SPONSOR 

has  gone  up  in  advertising  pages. 

1946 1947 1948 1949 1950 1951 135*4 
1952 

THIS  UNPARALLELED  RECORD  OF  GROWTH 

IS  NO  ACCIDENT!    HERE'S  HOW  IT  HAPPENED  . 



)THING  BUT 

1954 1955 1956 1957 

No  niagic  formula — just  a  simple  case  of  an  increas- 

ing number  of  advertisers  discovering  that  adver- 

tising in  SPONSOR  pays  off.* 

SPONSOR  spotlights  its  editorial  content  100%  to- 

wards advertisers  and  agencies — and  really  hits  the 

target.  So  much  so  that  SPONSOR'S  1956-57  fiscal 

year  recently  ended  showed  advertising  volume  of 

$1,000,000. 

\\  rite  for  the  factual  record  of 

W0LK.  WBAY,  KPQ,  WTX1 

and  Store  in  sponsor.    They'll 
show  how  you  can  build  your 

spot  revenue  in  your  market. 

•MSmH»2 



A  round-up  oj  trade  talk, 

trends  art/1  tips  for  admen 

SPONSOR  HEARS 

3  AUGUST  Jot  l'"s  down  as  a  major  reason  why  so  many  accounts  switched  agencies  in  the 
copyright  1957  late  spring. 

Advertisers  took  a  look  at  their  agencies'  campaign  plans  for  the  next  fiscal  year  and 
didn't  like  the  figures  they  saw. 

Madison  Avenue  is  shedding  a  quiet  tear  for  the  research  department  at  Emil 

Mogul  for  the  big  question  mark  Manischewitz  Wine  left  hanging  in  mid-air  when  it 
switched  to  Gumbinner. 

From   January   through   May,   Mogul  researchers  had  been  gathering  data  to 

determine  which  was  more  effective  in  selling  Manischewitz  Wines — tv  and  radio  or  news- 

papers. To  complete  the  probe,  the  client  was  to  furnish  Mogul  with  sales  figures  some  time 

last  month.    Instead  there  came  a  "Dear  John"  letter. 

11  you're  passing  through  the  main  shopping  area  in  Jamaica,  L.  I.,  and  a  foamy 

blonde  asks  you  to  step  into  a  merchandiseless  store  for  a  "test."''  don't  get  funny ideas. 

It's  the  Ted  Bates  agency  trying  out  some  new  commercials  for  "memorability," 

"believability,"  and  "incitement  to  action.  ' 
A  projection  machine  and  a  flock  of  folding  chairs  are  the  lone  furnishings 

of  the  "store."    Once  a  month  there's   a   door  prize. 

Timebuying   gradually   is   acquiring   an  alphabet  of  its  own. 

The  two  sets  of  letters  getting  the  heaviest  workout  are: 

R.O.S. :  Run  of  schedule,  meaning  that  stations  may  use  their  own  discretion  in 

slotting   announcements. 

T.F. :  Till  forbid,  meaning,  "run  those  spots  until   you   get  our  cancellation." 

Meantime  these  research  terms  are  losing  their  vogue: 

Sponsor  identification:  Split  sponsorship  nudged  this  one  into  the  limbo  of  the 
meaningless. 

Day-part:  Multi-interviewing  set  owners  to  find  out  what  they've  been  listening  to  dur- 
ing the  past  two  or  three  hours,  or  other  period. 

Follow-up:    Interviews  about  a  program   right  after  its  conclusion. 

Not  all  the  fabulous  figures  in  air  showmanship  made  their  mark  in  big-city 

agencies. 

People  with  memories  of  the  early  days  of  tv  in  Springfield,  Mass..  will  tell  you  about 

the  late  agencyman  Charles  Sheldon's  grandiose  programing  gestures.    Example: 

Importing  an  86-piece  symphony  orchestra  and  surrounding  it  with  hundreds 

of  canaries  to  sell  John  H.  Breck's  hair  shampoo  to  women  viewers  in  the  area. 

In  the  early  radio  days  when  many  a  sponsor's  wife  or  family  served  as  a  show's  jury, 
the  president  of  an  Eastern  oil  company  introduced  a  practice  which  made  a 
classic  anecdote  of  the  business: 

He  would  bring  his  teen-age  son  (who  was  taking  trumpet  lessons)  to  re- 

hearsals and  have  him  pass  judgment  on  the  orchestra's  performance  and  repertoire. 
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MARKETING 

1 1  ontinued  from  /"',^''  29  I 

.1  demonstrable   feature   t"i    i\.     says 

( leorge    Huntington,    I  \  l>   direct   I 

sales  develoi   int.    "We   went   i"   the 
glycerine  manufacturers  association 
i  onvention  .it  the  W  aldoi  I  .i  t <-w 

months  ago  and  talked  i"  man)  chemi- 

cal engineers  and  research  people  in- 

lormall)  and  the)  Baid  i li.it  the  'foam 
or  "Ii//  thai  gives  .i  producl  action 
<<n  television  is  consciousl)  thought  of 
ami  developed  in  the  laboratoi  ies. 

In  grocery-distributed  products,  ilii> 
applies,  foi  instance,  I"  the  visible 

solubilit)  ol  instant  beverages  'even 
though  the  actual  film  commercials 

ma)  use  chemical  additives  with  1 1  n  • 
producl  for  better  demonstrability). 

Pricing  ami  budget:  It  -  an  <>l<l  law 
of  economics  thai  you  can  price  lower 
when  \<>u  sell  faster  and  t\  does  turn 

over  merchandise  faster,  according  t" 
mam  clients  witli  tv-advertised  mass- 

appeal  products.  Bui  prices  arc  affect- 
ed 1»\  ><>  mam  other  factors,  3uch  as 

competition,  cost  of  operation,  margin 

of  profit,  that  isolating  one  part  <>f  the 

cost  of  marketing  .1-  instrumental  in 
determining   price  is  unrealistic. 

T\  lias,  however,  been  a  factor  in 

lowering  prices  in  several  producl 

categories  from  hair  sprays  to  i\  sets 

to  home  permanent-  l>\  stimulating 
faster  national  distribution  and  bigger 

sales.  While  it  would  be  impossible  to 

make  up  a  [nice  scale  correlated  to  t\ 
effort,  market  inn  men.  such  as  George 

Park,  president  of  Market  Planning, 

subsidiar)  of  McCann-Erickson,  feel 
that  there  i-  a  tie-in  between  pricing 

and  t\  that  is  not  to  be  ignored  be- 
cause of  the  -ale-  and  distribution  im- 

pact    of    the    medium. 

"  \\  has  also  upset  the  historic  budg- 
et approval  function  in  old-line  compa- 

nies," Park  told  SPONSOR.  "To  take 
advantage  of  network  t\  time  opening 

up,  most  companies  have  had  to  be 

more  flexible  with  their  budget  pro- 
cedure-. Main  have  established  con- 

tingenc)  funds  or  even  monthl)  budget 
sessions.  It  isn  t  unusual  cither  to 

have  a  midnight  meeting  of  the  board 
of  directors  for  a  sudden  network  t\ 

appropriation." 
\purt  from  the  budget  operation  it- 

m  It.  the  process  ol  marketing  products 
has  become  more  complicated  in  some 

respects.  For  instance,  the  expansion 

of  flavor,  color,  package  and  size  lines 

has  Keen  an  impetus  to  more  promo- 

tional ai  In  it  \    in   \  ii  tliall)    c\  .1  \    ph.i-i 
.it  in. ii keting  and  hem  e  has  taken  up 

Borne  ol  the  m<  mies  saved  through  i  e 

dui  ed  ti ade  <  alls  b)  the  -ale-men  foi 
example. 

I  \  itsell  has  made  gi  eatei  demands 

upon  client-  and  theii  trade  Foi  pi" 
motional  tie-in-  and  in-storc  men  han 

dising  than  am  othei  medium,  parti) 

because  the  Btation  people  themselves 

are  less  willing  to  take  ovei  this  ex 

pen-e  to  the  same  extent  as  the  news- 

papers  have   been   willing    to.     \t    the 
-.line  time,  a  client  with  a  multi-mil- 

lion investment  would  not  be  likel)  to 
allow  it  to  go  unmerchandised  and  un- 

promoted. 

\n   \   i     \ ielsen  stud)  oi  the  .xl\ ei • 
i i-ui;.'  ol  20  grocer)   producl  manu 
turers  Bhows  that  network  i\  rose  from 

26  I       ol  tli.it   total   195  I  bud  •■  I 

I  I..."  I    ..I  ili.  ii    1955  budg(  i-  and  kepi 

climbin       Sayi   I    0    Pe<  kham,  >  •  i 

live  v.p.  oi    V  <  .  Nielsen  :**...    Hiis 
adds     up     i"     substantial!)      incn 

i  ompetitive    pressure    on     food    »tori 
pi  ..dm  i-.    Iii  the  te,  we  believe 

tin-  pressure  w ill  be  even   g 1 1  atei    in 

1957." 

I  In-  intensive  i  ompel  ii  i< »n  has  threi 

immediate   effe<  t- :     ( 1)    pressure    foi 

i  ompetitive  pi  ii  ing     foi   instant  e 
zen  foods,  according  l.  •  ampbell  Soup 
i  ■•    exei  utn es,    adjusted    theii    pi 

FOR  UNMATCHED  COVERAGE  OF 

STEUBEN  VILLE-WHEELING™., 
1 

OHIO/W.  VA. 

Steel  center  °f 

HERE  ARE  THE   FACTS: 

STATION  —Covers  320,957  TV  homes  in  30  counties  of  Ohio  and  W.  Virginia. 
62%  more  tower  — 53,538  more  TV  homes  than  the  Wheeling  station.  Lowest  cost  per 

thousand  TV  homes.  Over  80  top-rated  CBS  and  ABC  Network  shows.  Total  coverage  of 
1,125,500  TV  homes,  including  Pittsburgh. 

MARKET  —Center  of  U.S.  steel,  coal  and  pottery  industries.  Fastest  growing 

industrial  area  in  the  world.  1,418,800  population.  More  than  $2  billion  yearly  pur- 
chasing power.  Center  of  the  Upper  Ohio  River  Valley,  rich  in  natural  resources. 

Includes  the  highest  paid  industrial  workers  in  the  world. 

Ask  for  (1)  Showing  of  new  color  slide  film,  "How  to  Make  Money  in  the  Steel  Market." 
(2)  Chart,  "How  to  Measure  Your  TV  Results."  (3)  "Directory  of  Retailers  and  Wholesalers  in 
Steubenville-Wheeling  Market." 

®  WSTV-TV 
QSTEUBENVIL

LE,  OHIO CHANNEL  9  234.500  WATTS 

Represented  by  Airerr-Knodel,  John  J   Laui,  Exec    VP  and  Cenl    Mjr .  Rod 

Gibson.  Nafl    Sis    Mgr .   52  Vanderb.lt  A*e  .   NYC.  Murray  Hill  3-«977 

»  Member  of  the  Friendly  Croui 

WSTV.  WSTV-TV,  Steuben»ille: 

K0DE   KOOE-TV.  Jopl.n: 

WB0Y.  WBOYTV.  Clarksburg WPAR.  Parliersburg 

WPIT.  Pittsburgh 
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You're  in 
good  company 

on  WGN-RADIO 
Chicago 

Top-drawer  advertisers 
are  buying  WGN 

Join  the  nation's  smartest 
time-buyers  who  seleet  WGN 
for  results!  1957  promises 
exciting  new  programming  to 

make  WGN's  policy  of  high 
quality  at  low  cost  even  more 
attractive  to  you. 

MY  MOMMY 

LISTENS  TO^j 

KITE 
More    Mommies    and 

Papas  in  SggfrQgjfalUOf 

Listen   Daily  to  KiTE  Than 

to  Any  Other  Station* 
^NCS  =2 

Call    Avery-Knodel,    Inc. 

downward  as  fa>l  as  the\  did  "because 
1\  advertising  helped  them  gain  unex- 

pected!) rapid  national  acceptance, 
gi\ing  them  a  sales  turnover  that  made 

lower  juicing  practicable");  (2)  con- 
-i.mi  improvement  of  product,  packag- 

ing, taste,  choice  of  merchandise;  (3) 

more  and  nunc  i\  advertising  with  em- 

phasis of  in-store  promotions  of  it  as 
an  assurance  of  maintaining  good  shelf 

positions. 

Saleg  force:    T\    has   forced  salesmen 

on  the  wholesale  level  to  be  more  ad- 

vertising-conscious  and  better  schooled 
in  the  techniques  ol  advertising. 

"T\  has  brought  down  the  selling 
cosl  to  the  manufacturer  and  retailer 

both  because  of  quick  acceptance  for 

the  product,"  says  Compton  senior  v.p. 
.lark  Rees.  "Some  manufacturers  now 

require  smaller  sales  staffs  in  particu- 
lar areas,  but  more  men  totalh  be- 

cause of  better  distribution." 
Taking  an  over-all  view  of  selling  in 

America  today,  Edgar  Nelson,  v.p.  of 

Market  Planning,  told  sponsor:  "In- 
flation  has  caused  a  higher  operating 

cost  for  retail  outlets.  Retailers  can't 
afford  to  hire  and  train  a  top  sales 

lone  as  they  used  to  do  before  World 

\\  a i  II.  Therefore  the  retailer  in  gen- 

eral is  cashing  in  on  tv's  effectiveness 
as  his  sales  force  in  the  home  by 

counting  on  customers  to  walk  into  the 

store  presold.  Thus  the  trend  over  the 

past  ft)  years  has  been  for  a  rise  in 
retail  sales,  but  a  decline  in  number  of 

salesmen." On  the  level  of  manufacturers"  sales- 
men. George  Park,  president  of  Mar- 

ket Planning,  sees  a  similar  trend. 

"The  national  physical  selling  force  of 
the  U.S.  evaporated  in  1942  and  has 

never  been  rebuilt.""  he  told  SPONSOR. 
"Tv  has  been  a  major  cause  in  mak- 

ing such  rebuilding  unnecessary,  be- 
cause it  has  literallv  taught  people 

how  to  buy.    Today  people  go  into  a 

NEW  ORLEANS 

the 
OK  Negro  Radio  Buy 

WBCff 

It's  not  square  miles,  but 
SALES  THAT  COUNT! 

In  Madison,  Wisconsin,  VHF  adds 

more  to  your  cost  than  to  your 

coverage.  With  WKOW-TV  you 
deliver  70%  as  much  share  of 

the  audience*  at  only  45%  of 
the  cost. 

Madison   area  Telepulse— April, 1957 

WKOW-TV 
ABC  in  Madison,  Wis 

WGR-TV SELLS 
BUFFALO  ! 

ABC  AFFILIATE  CHANNEL  2 

Peters,  Griffin,  Woodward,  Inc. 

ill 
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store   and    make   theii    own    selection. 

Even    in    li.n d    b   Is,   i hey    h anl    the 

salesman  i"  talk  only  prices  and  con- 
ditions and  delivei ) .  the)   m  ill  cl   Be 

the  brand  and  model  for  themselves. 

In  the  appliance  f  ■  <-l«  I  ilii-  —  .t  I  * — 
i  r  •  - 1 1  <  I  has  IkmI  .1  \  .1-1  illcc  i  .ill  the  »a\ 
dow  n  the  line  ti    the  manufai  turei 

in  i In-  retailer.  "Take  the  electric  hand 

iron,"  says  Park.  "Before  the  war,  ;i 
manufacturer  might  have  had  26  mod- 

els and  ;>  dealei  pretty  well  had  to 

-lurk  up  on  all  <>l  them  i<>  give  the 

consumei  his  choice.  Todaj  the  manu- 
facture] might  have  a  maximum  "f  six 

different  models.  He  | m t -  a  gal  on  i\ 

in  show  Imu  a  model  works,  and  1 1 » « - 
customer,  identifying  with  the  gal  on 

i\ .  i-  -ulil  h  ithout  need  to  i  ompare 
h  iili  dozens  of  other  i\  pes  oi  irons. 

Certainly  i\  put  over  the  combination 

steam-and-dry    iron.*1 
For  the  retailei  thi-  effectiveness  <»f 

t\  demonstrations  has  had  several  ma- 

jor effects: 

•  llr  needs  less  Boor  space  per  cate- 

gory »>f  appliances  and  doesn't  have  to 
lock  up  as  much  capital  in  each  i \  | ><■ 
of  item. 

•  I Ie  needs  less  display  im entoi  \ . 

•  He  requires  less  personnel  and 
time  expense. 

•  Mr  has  a  highei  turn-over  ol  mer- 
chandise. 

Suburbia:  Marketing  experts  agree 
that  one  ol  the  most  important  factors 
to  revolutionize  consumer  habits  and 

marketing  in  the  |>a-t  decade  has  been 

tin-  suburban,  exurban  and  "inter- 

urban"  population  shift  (See  sponsor 
!!  June  for  analysis  "f  Interurbia  and 
its  effect  <m  broadcast  media.  > 

Manufacturers  have  found  that  sub- 

urbia yields  a  particularly  rich  con- 
sumer market  because  I  I  I  families 

tend  to  be  larger;  (2)  incomes  lend 

to  In-  higher;  (3)  the  urge  to  buy  and 
improve  the  standard  of  living  i-  more 
acute. 

television    has   both   profited    from 

this  population  trend   ami   has  helped 

in    emphasize    ii-    i  onsumption    pal 
in  ii-.    I  ii  -i  nl  all,  the  medium  has  an 

in-built  ad\  .mi  i  -.-  i   npai  ison  w  iili 
pi  mi  media  w  hen  its  covei  ige  of  sub 
in  Ida  i-  concei  ned.  \\  here  a  meti  o 

politan  newspapei  might  h&\  <■  a  three- 
in  four-county  coverage,  a  i\  station  is 
likely  to  embi  ai  e  w  ithin  its  i  adius  two 
or  three  times  as  broad  an  .ma.  v\ ith- 

out an  increase  to  ii-  cost  ■•!  operation. 
Furthei   re,   the   leisurely    pace  of 

suburban  living  generally  promotes 

mini-  Ihhii  -  nl  u  \  i . w  ing,  -'•  that  u  's 
influence  is  strongei  in  shaping  the 

buy  ing  habits  "I  subui  ban  families. 
( me  categoi  j  ol  products  that  is  an 

example  of  the  dual  effect  "I  subui  ban 

living  ami  television  i-  the  soft  drink. 

"  I  lie  family  -size  bottle  has  really  been 

|nit  over  by  t«l<-\  ision,"  a  K,\l   mi 
man    told    SPONSOR. 

Convenience  packaging,  which  has 

become  such  a  majoi  factoi  in  grocei  j 

products  particularly,  have  generally 

been  keyed  to  suburban  living  habits 
and  have  used  i\  extensively  to  be 

come  accepted  by  the  public.  These 
include  such   direct   t\    phenomena   as 

i\    dinnei -      and    such    indirect 

produi  i-    i-    frozen                   d    othei 

•  I  iii*  k  to  prepare  ak<    I   Is 

National  economy]     f"he  problem  ol 
the   \mi  i  n  in  ii  onomy   and  it 

i.n  i  hi  i-i  -  today    i-  not  one  oi  |'i  odu< 

i  nm.  but   i.iiIhi   the  i  hallenge  i"  ' 

in. ii  kel  ing    and   -  •  •  1 1  i  1 1  ̂   <  at<  h    up   m  ith 

mil   .i  1  •  i I i t \    in  produi  >•     "W  '■  lia  ■ 
in<  i  ease    i  -  msumpl  ion,      say  -     I  \\  I  - 
\  r  1 1  ■ .     lohnson,    "to    keep    a    healthy ei  ulmliiv  . 

I  herefore,  the  emphasis  is  on  inno- 
\  at  ions  ind  new  products  Since  i^ 

obsoletes  products  fastei  than  any  "tli- 
ii  medium,  ii  helps  maintain  the  pub- 
Iii    hungei    fui    more  and  bettei    prod 

ml-. 
"  riin-i  "iii  "f  10  of  the  In  and  lead- 

ers of  1947  lost  "in  in  the  past  I" 

years  because  they  didn't  know  how 
:.,  i  hange  ovei  fast  enough,  i  oncludi  - 

Ed  Nelson,  Market  Planning  \  .p.  '  I 
rani  make  up  for  deficient  produi  i 

quality .  so  il  a  ju\  isn  t  getting  re- 

orders, there's  probably  something 
wrong  with  Id-  product.  But  il  then 

isn't,  i\  i-  '  ertainly  effective  in  pro- 

ducing sales."  W 

By  all  accepted   standards 

KSTN    leads  all   stations   in   the 

BIG  STOCKTON,  CALIFORNIA  MARKET! 
Station   Audience  Shares 

Monday   through    Friday 

PULSE— May   1957 

KSTN 
Station  B 
Station  C 
Station  D 
Station  E 

Station  F 
Misc. 

HOOPER— April-June   1957 

KSTN 
Station 
Station 
Station 
Station 
Station 

Station 
Station    H 
Station     I 

Other 

7AM-I2N I2N-6PM 7AM-7PM 
32% 28  % 

29  °o 

20 

20 20 
4 4 4 
9 

12 

1  1 
6 7 7 

17 

15 16 

12 

14 

13 

7AM- I2N I2N-6PM 39.8% 30.3% 
14.7 

24.9 2.2 

4.1 
7.9 10.7 

4.6 

5.1 

10.3 

7.9 
7.0 

6.6 
3.3 2.1 
2.5 

1.4 
7.9 

6.9 KSTN 
STOCKTON,   CALIFORNIA 
Music      •       News      •       Personalities 

Represented    by    Hollingbery 
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BIG  4 
/$    THE 

BIG  BUY! 

*  Over  100,000  TV  Sets 

•  Nearly  $200,000,000  in  Retail  Sales 
in  the  Area 

SERVED   BEST   BY 

BIG  4 
POWER:   Visual    100   KW 

Aural       50   KW 

Antenna  Height  833'  above  ground 

KGNC-TV 
Channel  4 

AMARILLO,    TEXAS 

Reps  at  work 

Bill  Shaw,  radio  salesman  for  Headley-Reed,  Chicago,  tells  how  his 

rep  firm  is  bringing  the  station  to  the  timebuyer.  "When  we  call 

on  a  buyer,  we  plaj  a  tape  recording  of  the  station's  personalities 
(the  t\  salesmen  use  film),  then  document  the  station's  market  data. 
The  tape  recording  show.-  how  personalities  handle  the  commercials 
and  conduct  their  shows.  The 

market  data  includes  food  and 

drug  statistics,  the  labor  force  and 
when  it  goes  to  work,  peak  auto- 

mobile driving  times,  ratings  and 

cpm  for  an)  quarter-hour  period." 
The  salesmen  do  this  largeh  in  be- 

tween campaigns,  "which  is  when 
the  selling  should  be  done  any- 

way."  But  if  a  call  comes  in  from 
an  agency  where  this  station  pres- 

entation hasn't  been  given,  the) 
make  a  point  of  showing  it  so  the 

buyer  will  ha\e  the  best  possible  picture  of  the  station  and  market 

he's  evaluating.  I  his  practice  stalled  last  summer.  Bill  notes,  and 
has  been  the  most  successful  rep-buyer  method  so  far  developed. 

"Now  buyers  in  main  agencies  wouldn't  think  of  an)  other  wa\  ol 
buying  from  us.  We  think  the  entire  industr\  will  eventualK  sell 

this   way,  and   it   will  increase  the  effectiveness  of  the  timebuyer." 

John  Pearson,  radio  programing  consultant.  The  Katz  Agency,  New 

York,  says:  "Much  of  the  concern  I  felt  about  pioneering  a  new 
function  at  Katz  as  radio  program  consultant  disappeared  m\  first 

da)  on  the  job  when  I  was  handed  letters  and  wires  from  our  sta- 
tions.    The  almost  universal  response  was  that  Katz  has  hit  upon  a 

very  sound  and  progressive  idea  in 

employing  a  program  consultant. 
Main  noted  that  stations  through- 

out the  countr)  ha\e  improved 

their  position  immeasurabK  with 

free  exchange  of  ideas  with  other 
successful  stations.  So  m\  first 

step  is  to  take  a  nationwide  trip, 
not  as  a  consultant,  but  as  an  ob- 

server of  programing.  M\  feeling 
is  that  there  are  main  ways  in 

which  a  station  can  be  successfulK 

programed.  In  the  field  I  II  stud) 
network  affiliates  as  well  as  independents,  rural  stations  as  well  as 

urban.  I  II  supplement  m\  knowledge  of  programing  b\  closel) 

observing  a  cross-section  of  the  main  different  t\pes  of  successful 

operations  today.  Then  through  the  interchange  of  idea.-  we  can 
help  our  stations  reach  their  maximum  effectiveness  in  program 

conception  and  staging:    program  balancing  and  audience  impact." 
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HERALDS  A 

REVELATION 
rTTTTTTTTT 

for     WSAU-TV 

»ir  brum's  squires,  THE 
MEEKER  CO.,  INC,  have 

just  proved  beyond  a  dragon- 
shadow  of  a  doubt  that 

WSAU-TV  is  a  good  buy. 

f§\T  ̂ fUPtt  invites  you  to 

"round-table-it-up"  with  the 
MEEKER  MEN  for  this  vi- 

tal, fast  moving,  fact  reveal- 

ing presentation. 

WAUSAU,  WIS. 
OWNED    ANO    OPERATED     6V 

WISCONSIN   VALLEY   TELEVISION    CORP. 

IMS 

Tv  and  radio 

EWSMAKERS 

Norman  Knight  has  Keen  promoted  to 

president  of  the  Yankee  Division  of  RKO 

Teleradio  Pictures  (including  WNAC  and 

\\  \  AC-'I  \  .  Boston  i.  In  making  the  an- 

nouncement,  Thomas  F.  O'NeU,  president 
and  board  chairman  of  RkO  Teleradio  Pic- 

tures, said.  ""  \t  tlie  present  lime  the  Yankee 
Network,  WNAC  Radio  and  \\  \  \C-TV  are 

operating  at  the  highest  business  levels  in 

their  history.  This  is  a  tribute  to  the  entire  staffs  of  our  New  Eng- 

land operations  and  to  Norm  Knight's  competitive  spirit  and  in- 
tegrity. Knight  wen!  to  Yankee  as  executive  \.p.  and  general  man- 

ager  in  1954  from  \\  Mil).  New  York.  Previousl)  he  was  eastern 

manager  of  station  relations  at  MBS  and  has  served  in  almost  ever) 

station  capacity:  promotion,  announcing,  continuity,  sales  and  man- 

agement.    He   was   also    v. p.   and    advertising   manager   for   SPONSOR. 

Larry  H.  Israel  will  take  over  as  general 

manager  of  WAAM  on  r>  August,  the  date 

the  Westinghouse  Broadcasting  Co.  as- 

sumes ownership  of  the  Baltimore  station. 

Israel  currently  is  vice  president  and  gen- 

eral manager  of  WENS,  Pittshurgh.  and 

KMGM-TV,  Minneapolis-St.  Paul.  Prior  to 

that  he  was  with  WDTY  I  now  K1)KA-T\  I, 

Pittshurgh.  for  five  years.  He  started  with 

\\  ill  \  in  I94J!  when  the  station  when  on  the  air.  serving  in  turn 

as  news  and  special  e\ents  editor,  operations  manager  and  sal^- 

manager.  Israels  "Experiences  and  success  in  all  phases  of  television 
broadcasting  will  make  a  significant  contribution  to  the  effective 

management  of  not  onh  the  Baltimore  station  but  also  the  West- 

inghouse Broadcasting  Co.,"  said  Donald  H.  McGannon.  WBC  presi- 

dent.'  Change  of  WAAM's  call   letters   to   \\  JZ   is   before  the   FCC. 

Odin  S.  Ramsland,  vice  president  and 

stockholder  in  Red  River  Broadcasting  Co. 

(KDAL-AM&TV,  Duluth*.  has  been  named 

general  manager  of  the  company.  Rams- 

land has  been  with  the  KDAL  organiza- 

tion for  20  \ears.  His  new  assignment  and 

other  realignments  were  made  this  week 

b)  Mis.  Dalton  LeMasurier.  widow  of  the 

founder  and  president  of  the  station-. 
LeMasurier  died  last  Ma\  a-  a  result  of  a  plane  crash  in  the  \\  \  oming 

mountains.  Other  new  assignments  include:  Robert  \.  Dettinan. 

vice  president  and  chief  engineer,  named  as  executive  vice  president 

and  continues  as  chief  engineer:  John  Grandy,  local  and  national 

television  sales  manager,  continue-  in  this  position  and  becomes 
assistant  to  Ramsland:  Rex  H.  Hudson,  local  sales  manager  for 

KD  \L  Radio  continues  and  adds  national  radio  sales  manager  duties. 

SPONSOR '.     \l  (.1  si     1').). 
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The  Times  attack  on  TV 

There  has  never  been  anything  like  television  in  ill  the 

degree  to  which  it  has  become  part  and  parcel  of  the  Amer- 

ican marketing  process  and  |2)  the  degree  to  which  it  is 

subject  Id  attacks  l>\   competitive  media. 

The  most  recent  attack  was  perhaps  the  most  surprising. 

It  came  in  the  form  of  a  front-page  story  in  the  New  York 

Times  by  distinguished  tv-radio   reporter  Jack  Gould. 

The  story  said  that  after  10  years  of  boom,  tv  this  year 

was  "experiencing  the  'softest'  demand  for  our  time  that  it 

has  known":  that  whereas  at  July's  end.  nighttime  network  t\ 
is  usually  about  sold  out,  this  year  much  time  is  still  available. 

The  story  happens  to  be  inaccurate. 

V.S  the  Television  Bureau  of  Advertising  stated  in  refuta- 
tion: 

"ABC,  CBS  and  NBC,  three  of  the  world's  largest  advertis- 
ing media,  have  more  dollars  sales  firmly  contracted  for  the 

1957-1958  season  than  ever  before,  sponsor  last  year 

reported  18  half-hour  network  availabilities  and,  in  contrast 
its  Tv/Radio  Basics  issue  shows  15  half-hours  availabilities 

this  year." No  matter  what  yardstick  you  use — dollar  sales,  hours 

sold,  prices  paid — television  is  ahead  of  last  year.  It  has 

continued  its  remarkable  growth  record.  (  Newspapers,  mean- 

while, have  declined  11.6  million  lines  in  the  first  five  months 

u!    1957,  according  to  Media  Records.) 

What  led  the  New  York  Times,  then,  to  front  page  a  purely 

business  story — and  one  which  was  incorrect  to  boot? 

We  believe  it's  a  question  of  emotion  rather  than  delibera- 
tion. When  the  facts  seem  to  add  up  to  a  tv  crisis  (and  we 

suspect  loose  talk  in  some  of  the  trade  press  about  "panic 

buttons"  helped  distort  the  picture).  Gould  and  the  Times 
could  not  resist  falling  into  the  trap. 

We  suggest  that,  as  in  every  other  area  of  business,  emotion 

has  little  place  in  the  evaluation  of  advertising  media.  Clients 

will    do    well   to   disregard    loose   talk    and    study   the   fad-. 

4 
THIS  WE  FIGHT  FOR:  Radio  will  never  be 

in  a  better  position  than  it  is  today  to  start 

publishing  expenditures  of  its  clients  The  time 

is  ripe  for  buyers  to  urge  that  broadcasters  get 

together    to    furnish    this    much    needed    data. 

00 

lO-SECOND  SPOTS 

Heading:    In  the   \.Y.  Times— 
COMPI  TER  TO  MEASURE 
BOREDOM  OF  AUDIENCE 

Vext  thing  the)  II  jiul  a  yawn  recorder 
on  our  television  set. 

Meow-R:  The  Institute  for  Motiva- 

tional Research  i  see  "Inside  Dr.  Die  li- 

ter.'" page  33  i  recently  played  host  to 
the  1,000  families  in  the  Croton,  N.Y., 

area  who  make  up  its  consumer  panel. 

Vmong  the  prizes  for  the  kiddies  were 

six  kittens,  offspring  of  a  cat  belong- 

ing to  Jane  Bedell,  the  Institute  pro- 
motion director.  I  he  names  of  the 

kittens:  Hidden  Persuader.  Point  of 

Purchase.  Misery  of  Choice.  Product 

Personality,  Response  Pattern  and 

Night  Beat  I  the  latter  is  the  onl\  non- 

\1R  name  I.  The  kittens'  mother  i- 
named  plain  Kitzel. 

Wide  appeal:  A  press  release  from 
Schlitz  Playhouse  describing  Michael 

Landon.  young  star  of  it.-  ')  August 

show,  had  this  to  say :  "...  he's  had 
40  parts  and  starred  in  a  horror  pic- 

ture called  'I  Was  a  Teenage  Win 
wolf."  \on  there's  a  title  reailx  cuts 
across  not  only  werewolves  and  icere- 

wolf  fans,  hut  the  rock  'n  roll  set,  too! 
Response:  K.OWH.  Omaha,  staffer- 
are  wondering  what  to  do  with  all  the 

old  radio  dials  they  received  follow  inu 

this  gimmick  promotion:  "KOu  H — sent  to  you  with  a  full  money  back 

guarantee!  If  you  are  not  completely 
satisfied  in  10  da\s.  tear  off  the  un- 

used portion  of  \our  radio  dial  and 

mail  to  us!" Breezy:  NBC  Spot  Sales — men.  to 

point  up  "Hot  Spots"  available,  carrv 
miniature  batten -operated  electric  fans 
which  thev  turn  on  and  place  upon  a 

timebuyer's  desk.  Could  come  in 
mighty  handy  for  blowing  away  am 

papers  that  might  resemble  availability 
lists  from   rival  reps. 

About  time:  Klavan  &  Finch,  come- 

dy team  at  WNIW.  New  ̂ 1  nrk.  ha\e started  a  contest  to  find  a  name  for 

the  earth  satellite  to  be  launched  next 

vear.  "Y\  e  can  t  go  around  calling  it 

that  there  earth  satellite"  forever.  "  si\- 

Klavan.  But  what  ij  it  doesn't  fly, Oreille/ 

Muzak?  Installing  new  equipment  at 
k\\0.  Stockton.  CaL  Pacific  Tel  ,\ 

Tel  crews  wound  up  with  radio  pro- 

grams beaming  through  phone  lines 

when  phones  are  put  on  "hold.  "  Why 
buj    a  radio?    Just  phone  kit  (.. 
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GIVES  PERSONAL  SERVICE  TO 

GtllN     BAT  . 

SMALL  CITIES  & 

BARTER:  HOW 

BIG,  HOW  BOLD, 

HOW  BAD  FOR  TV 

I  hough  agencies  op- 
pose bartei  because  ii 

tosses  34  iem  e  and 

often  commissions  — 
oul  the  window,  som< 
have  been  forced  in, 
others    show    concern. 

Page  29 

How  Prudential 

insures  full  value 

from  network  tv 

Page  32 

Strictly  by  the 
numbers:  A  play 

about  timebuying 

Page  36 

Film-Scope: 

Your  sum-up  of 
this  week  in  film 

Page  53 
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...and 

twelve  months 

out  of 

every  year 

stations 

under  the  sign 

of  MEEKER 

benefit  by: 

DETERMINATION  developed  through 

the  years  that  no  Meeker  station  shall  ever  be 

"swallowed  whole"  in  a  mushrooming  list. 

Our  "personalized  selling"  demands  intimate  knowledge 
of  station  and  market  as  well  as  advertiser  problems. 

This  concept  precludes  "wholesale"  lists. 

personalized 
selling 

of  a 

limited  list 

the  meeker  company,  inc. 
radio  and  television  station  representatives 

new  york      Chicago      san  francisco      los  angeles      Philadelphia 



Comforting  news  for  sweltering  Americans  tnis  summei  wa 

the  introduction  ol  the  new  Philco  Bantam  \'2  air  conditions 

l'hf  world's  first  take-home  air  conditioner,  the  Bantam  12 
called  for  an  entirely  new  advertising  approach.  Campaign 

theme:  "Take  il  home  today,  be  cool  tonight!"  Vfter  announce- 
ments in  The  Saturday  Evening  Post  and  Life,  dramatic  news- 

l>a|ici   ,uN  like  till—  helped  spur  sales  all  and--  the  country. 

ButJermilk  magic  from  Foremost.  Vmerica's  third-la 
producer  "I  dain  products,  makes  luscious  reading  in  The 

Saturday  E\  ening  Post,  l'<n< -nts'  Wagazim  .  Good  Housi  k<  eping 
ami  Sunset.  This  campaign  introdui  es  new  dairy  products  and 

shows  new  ways  to  >-ni"\  such  familiar  items  as  buttermilk. 

i'm,, |  food  and  beverage  ideas  from  Foremosl  il-"  appeal  in 
newspapers  in  over  200  major  markets.  BBDO  S       I        •  isco 

Newsw^* 
IWALL  STREET  JOURNAL 

"Out  of  the  lush  fairy-tale  splendor  of  the  Orient  .  .  .'"  So 
began  Revlon's  live  I'\  commercial  to  introduce  it-  new  li|>- 
-tirk  and  nail-enamel  shade,  "Persian  Melon."  Complete  «itli 
music,  summer  fashion  news  and  soft  picture-making  words, 

the  commercial  was  broadcast  the  night  of  June  11  on  "The 
|64,000  Question."  Stores  country-wide  fell  the  impact  of  thi- 
tirw  shade  promotion,  and  sales  took  ofi  like  a  ma^ic   carpet 

nil', 
 "' " 

  jgg 

Better- n ess,  says  the  Timken  Roller-Bearing  <  Company,  means 
a  more  daring,  imaginative  and  efficient  waj  oi  doing  things. 

[*'s  the  heart  of  their  success.  Through  BBDO  <  lleveland.  their 
national  magazine  and  busint — papei  _n  i-  winning  a 
crusade  to  sell  railroads  on  the  advantage  -  oi   I  imken  bearings 

foi  freight  car-.  Flu-  year,  they're  pioneering  again  with 
work    T\     shov      to    sell   their    Better-ness    t>>   all    industry. 

BATTEN,   BARTON,   DURSTINE OSBORN,   INC.,   ADVERTISING 
BHTUO     ■     OIH'H-O     •     tlMIIiNL DETROIT    •     H«>l  t  \  Wimm.     .     t..- MIN-M   WOI  I*    •     I'lIIM  '    MI     .     **•■  r     •    TORONTO 
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DIGEST  OF  ARTICLES 

The  barter  menace 

29  With  i\  lime  barter  no  longer  an  oddity,  both  buyers,  sellers  are 

taking  long  hard  look  ui  danger-:  to  ad  effectiveness,  media  standard- 

How  to  insure  full  value  from  net  tv 

32  Prudential  Insurance  Co.  -eek-  maximum  from  its  S3. 8  million  net  tv  in- 

vestment   bj    backing   soft-sell    commercials    with   hard    promotion   push 

Pre-testing  isn't  Madison  Ave.   monopoly 
35  ̂   ''>  a  Southwest  film  firm  pre-checks  commercial  copy  approaches  for 

its    clients    as    an    efficiency    and    cost-saving    step    before    production 

Strictly  by  the  numbers 

36  Satire  in  three  acts  on  the  spot  campaign  that  is  supposed  to  allow 

tin-     timebuyer     creative     latitude  —  but     within     tight     rating     eonfines 

Edsel's  strip-tease 
39  Final  unveiling  in  epic  round  of  marketing  titillation  comes  in 

October    tv    spec.   Edsel's   air    plan    to    date:    regular    network    tv    show 

Timebuyers  of  the  U.S.     (Part  Three) 
40  ̂ '"st  extensive  list  of  timebuyers  yet  published  links  timebuyers 

with    their    accounts,    gives    agency's    address,    phone    and    executives 
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In  Upcoming  Issues 

Spot  tv's  second  quarter 
Ho      -i"'t   t\   did  in  second  quarter  this  year  compared  with  the  same 

rter    la^t    year;     the    top    100    spot    t\     advertisers    with    budgets 

American  Gas  Association  case  history 

Here's  how  American  Gas    Association  and  Lennen  &  Newell  turned  167 
individualists  into  an  informed  demoi  racj  and  effective  network  t\  sponsoi 
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On  KTHV,  they  will! 

W  ITH  316,000  watts  on  Channel  11  and  with  the  tallest 

antenna  in  the  Central  South  (1756'  above  average  terrain!), 

KTHV  gets  regular  viewing  response  from  most  of  Arkansas 
—  62  counties  to  be  exact! 

Take  a  good  look  at  the  mail  map  above.  Notice  that  KTHV 

penetrates  to  all  six  surrounding  states  —  and  actual!}  pulls  mail 

from    viewers    in    Mississippi,    Missouri.    Oklahoma   and    Texas. 

Ask  your  Branham  man  for  all  the  big  KTHV  facts. 

©KTHV 
Channel  11 
LITTLE  ROCK 

316,000  Watts 

Henry  Clay,  Exccitthc  Vice  President  B.  G.  Robertson,  General  Mun.iger 

AFFILIATED   WITH    KTHS,    LITTLE    ROCK,    ARKANSAS    DEMOCRAT,    LITTLE    ROCK,   AND    KWKH,   SHREVEPORT 



Representing  America's  foremost  Radio  and  TV  Stations  <see  complete  listing  on  reverse  s»oe) 
(%  *♦»««  NMv,  159  S   *9 "it.  M»  V«rt  }f 

Plan  ahead... for  Fall,  Winter,  Spring  and  Summer 

with  NBC  Spot  Sales  quick  reference  aids ! 
Neat  tricks— these  handy  aids  to  plot  your  future  in  Spot  broadcasting. 

Take,  for  example,  the  1957-58  Radio-TV  Time  Contract  Chart  shown 
above.  At  a  glance  it  gives  you  the  exact  expiration  dates  of  time  contracts, 

no  matter  when  they  begin  or  how  long  they  run.  It's  the  newest  of 
a  number  of  helpful,  time-saving  aids  produced  by  NBC  Spot  Sales,  all 

available  to  you  FREE!  Others  include:  The  Radio-TV  Spot  Estimator, 

The  Daylight  Savings  Time  Chart  and  the  5-Year  Calendar.  Any  or  all  of 
them  are  yours  on  request. 

And  while  you're  making  plans  for  Fall,  Winter,  Spring  and  Summer, 
call  in  your  NBC  Spot  Salesman. . .  a  good  man  to  see  anytime. 
(nbcJ 
NBCl SPOT  SALES 

Giving  the  seasons  their  full  due  is  "Advertising's 
Miss  1957,"  selected  during  "Inside  Advertising 
Week."  Her  name  is  Glory  Ickes.  TV  Department, 
J. M.  Mathes  Agency.  [Fur  by  Harold  J.  Bubin) 
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NEWSMAKER 
of  the  week 

Television  trill  tpearhead  what  will  probably  l>r  //•<■  heavieti 
seasonal  promotion  of  electric  shaven  in  the  businesi  tl>i> 

fall  when  Schick  unleashes  n  $4.5  million  ml  barrage  for  its 

mil   "I'om'rsharr"  model.    Calling  ml  mid  soli's  shots  OS  usual 

u ill  be  Kenneth  C.  Gifford,  Schick* t  head  man  for  l.~>  years. 

The  newsmaker:  Kenneth  (  ,  Gifford,  in  one  waj  "i  an- 

other,  has  been  shepherding  the  advertising  and  sales  destinies  "I 

Schick,  Inc.  ever  since  In-  joined  the  firm  in  1940.  On  I  Januarj 

nl  thai  yeai  In-  Irti  Minneapolis  as  general  sales  managei  ol  roast- 

mastei  to  join  Schick  as  vice  president  in  charge  <>l  sales  and  adver- 

tising. On  3  December  1942,  he  became  president  and  has  occupied 

that  |>n-i  ever  since.    He  is  also  chairman  ol  the  board. 

Gilford's  tenure  has  witnessed  a  steady,  though  not  spectacular, 

growth  in  the  use  ol  electric  shavers.  In  1940,  ''' <  "I  \'2  million 
men  had  one.  Todaj  it  is  more 

than  30$  "I  56  million.  In  addi- 

tion, a  \a-t  potential  has  been 

opened  ii|>  in  the  women's  market 
with  about  three  million  ol  the 

distaff  models  ~"ld  in  the  |>a-i  yeai 
and   a   halt. 

I  rider  ( rifford  s  direction,  Schick 

has  cashed  in  on  this  rising  tide 
with  sales  of  $27.5  million  last 

year  compared  h  itli  $  16  millio  i 
in  L952.  Sale-  for  the  current 

year  have  been  running  about  -'»- 

27'  <  ahead  ol  last  \  ear,  due  [ » t  i- 

maiiK  tn  a  "Bu)  hi~  get  hers  free"  promotion  which  lifted  busi- 

ness during  the  first  quarter  to  about  1595  above  I956's  correspond- 
ing quarter. 

Special  promotions  and  new  models  have  become  a  ke)  Feature 

of  this  competitive  business,  \fter  following  Remington  with  a 

lad)  -  shaver  last  year,  Schick  brought  out  recent  1\  a  "Varsity' 

model,  both  to  be  kind  to  young  men's  lender  skin  and  to  break 
young  male  adults  into  the  electric  shaver  habit.  This  month 

Schick  will  unveil  its  new  "Powerehave,"  a  model  which  prompted 

Gifford  to  state  in  a  press  release:  '"I  feel  as  if  we  had  re-invented 
electric  sha\  ing." 

Backing  the  new  model  during  the  heav)  Vugust-through-Christmas 

selling  season  i  well  over  halt  of  men's  electric  shavers  are  bought  as 
gifts)  will  l>e  more  than  $3  million  in  video  advertising.  This  will 

go  into  two  network  programs  Dragnet  and  the  Gisele  MacKenzie 

Show  (both  NBC)  plus  about  $750,000  for  spot  The  question  <>f 

win  t\   uets  the  lion's  -hare  almost  answers  itself:    demonstration. 

Though   Gifford   acknowledged   that    Remington   caught    up   "and 

went  slight!)    ahead  of  us  last  year,"  he  said  the  new    model,  having 
been  in  the  works  two  years,  was  not  developed  specifically  in  answei 

to  Remington.   Both  firms.  SPONSOR  estimates,  have  a  little  over 

of  the  market.    Sunbeam  and  Norelco  have  about  1595   each.       t^ 

Kenneth    (      G 

SPONSOR It)  ujgust  1957 

The  tiutfi. 
about  the 

NEGRO 
MARKET 

THE  FULL  STORY 

FROM  K-SAY 

The  only  Northern  California 

station   selling   the   entire   San 

Francisco,  Oakland,  Bay  Area 

Negro  market 

The  greati-i  arra  ol  talent  in 
the  area  .  .  top  N<  gro  »al<  srnen 
. .  .  nationally  accepted 

•  MAGNIFICENT  MONTAGUE 

—  brought  direct    from   W  \  \l 
Chicago.   His  sponsor  list,  sales 
results  and  audience  are  equally 

magnificent. 
•  RAMON  BRUCE 

—  WAAT,  Newark.  \"   J    Leading 
Negro-appeal  personalis  in  New 
Jersey.  Best  rating  among  al 
grams  during  his  broad) 

•  SWINGING  DEACON 

—  The  mo^t  popular  local  N'egro- 
appeal  personality.  Dominates 
the  heavily  populated  Negro  local 
and  fringe  areas. 

Plus  other 
Great  Negro  Stars! 

TELL  IT-SELL  IT 
on  the  NEW 
K-SAY 

10,000  WATTS 
1010  KC 

Studios: 

1550  California  Street,  San  Francisco 

1815  Alcatraz  Avenue,  Berkeley 

GRANT  WRATHALL 

Owner 
WALT  CONWAY General  Mgr 

Xationally 

reprt  •>■  ru\  d  by 
JOHN  E.  PEARSON  t  COMPANY 

? 

<£ 
'Sly  'i  "i'li  Mitic' K-SAY 

SAN    FRANCISCO 



THERE'S  A  SOUND   DIFFERENCE' 

Support  the  Ad  Council  Campaigns 



N  VITBC  RADIO 

r,  * 

NEWS 

'.I  i/iu 

MUSIC 

( 

Over  WBC,  music  is  programmed  with  care,  with 
skill  .  .  .  yes,  with  real  art.  Because  it  is  a  fresh, 

new  art — the  way  WBC  deejays  serve  up  the 
records  that  keep  listeners  listening. 

No  run-of-the-mill  record  spinners.  They're  all 
distinct  personalities,  each  one  with  a  distinctive 

popular  appeal.  And,  what's  all-important  —  with  a 
following!  A  big,  tune-happy  following! 

To  get  their  ear,  to  prove  that  No  Selling  Cam- 
paign is  Complete  Without  the  WBC  Stations,  start 

calling  A.  W.  "Bink"  Dannenbaum,  WBC  VP-Sales, 
at  MUrray  Hill  7-0808  in  New  York. 

r\ 
WESTINGHOUSE 
BROADCASTING 

COMPANY,  INC. 

RADIO 

BOSTON.  WBZ*-WS2A 
PITTSBURGH.  KDKA 

CLEVELAND.  •  •  .-. 

rORT  WATNE.  WOWO 

CHICAGO.  WIND 
PORTLAND.  KEX 

mem    • BOSTON.  ABZTV BALTIMORE.   WAAM 

PITTSBURG"     ■ 
CLEVELAND.    HI*  TV 

SAN  FRANCISCO 

WIND  represented  by  A  M  R»dO  SAMS 
WAAM  represented  by  B  I 

KPIX  represented  by  The  KAtz  Agency,  Inc. 

M  other  WBC  llalwn  represented  by 
Peters.  Griff,  n.  Woodward.  Inc. 



r 
fflljfl 

at  out . . . 
wind  the  clock 

and  tune  to  WBZ-TV 
■■^^^^■MMB 

7-nights-a-week  for  the  newest  films  available  to  television 
New  England  television  viewers  go  through  a  nightly 

ritual  at  11:15  PM.  That's  when  they  tune  to  WBZ-TV 
for  first  run  feature  films  .  .  .  the  very  latest  screen 
hits  available. 

Feature  films  are  proved  audience  getters  during  the 

late  viewing  hours,  and  WBZ-TV  has  "Hollywood's 
Best"  .  .  .  Warner  Brothers,  Screen  Gems,  20th  Century 
Fox,  and  United  Artists— the  first  post-' 48  features  re- 

leased for  TV. 

With  WBZ-TV  now  reaching  1,507,149  TV  homes 
(100,000  more  than  before,  thanks  to  our  new  1,349-foot 
tower)  advertisers  have  an  unmatched  chance  to  sell, 
Sell,  SELL! 

So,  for  a  fast  start  to  1957-58  sales,  make  sure  you  get 
your  share  of  the  availabilities  .  .  .  while  they  last!  Call 

Jim  Allen,  WBZ-TV  Sales   Manager,  or  your  nearest 

PGW  "Colonel". 
Remember!  In  Boston  .  .  .  and  all  New  England  .  .  . 

no  selling  campaign  is  complete  without  the  WBC 
station  .  .  . 

A 
B  OSTON 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC 

Radio  BOSTON.  WBZ  +  WBZA  •  PITTSBURGH.  KDKA  •  CLEVELAN0.  KYW  •  FORT  WAYNE,  W0W0 

CHICAGO.  WIND  •  PORTLAND.  KEX  •  Television    BOSTON.  WBZ-TV  •  PITTSBURGH.  KDKA-TV 
CLEVELAND.   KYW-TV  •    SAN   FRANCISCO.  KPIX 

WIND  fepresented  by  A  M  Radio  Sales.  KPIX  represented  by  The  Katz  Agency.  Inc. 

All  other  WBC  stations  represented  by  Peters,  Gritfirr,  Woodward.  Inc. 



Most  tignificant  ti  and  radio 

urns  oj  the  week  with  interpretation 

in  depth  for  busy  readert 

SPONSOR-SCOPE 

10  AUGUST 
C»»»rl|ht    l»S7 

•  P0N80R   PUBLICATIONS   INC This  week  the  No.  1  question  in  the  business  was:  Hoi*  is  national  t\  spot  buying 

shaping  up  for  the  fall? 

So  SPONSOR-SCOPE  i<>"k  a  sounding  among  those  media  directors  whose  agencies 

have  substantia]  interests  in  t\  spot.  Particularly  included  were  such  trend  and  strategy 

makers  as  Eaty's  John  Peace,  Conipton'a  Frank  Kemp,  and  Burnett's  Len  Matthews. 

The  consensus  pointed  to  an  encouraging  outlook.  The  majority  expects  a  pick- 

ing up  of  tv  spot  toward  the  end  of  this  month.  OnK  two  of  the  II  interviewed  thought 

their  agency's  t\  spot  billings  would  slip  under  lasl  season's  levels. 
From  the  interviews  came  these  tips  to  station  management: 

1 )  Stations  might  well  appraise  realistically  what  the  emergence  of  VBF  TV  as 

a  strongly  competitive  network  has  done  to  the  leveling  out  of  local  ratings  and 
cost  s-per-t  lion  sand. 

2)  The  use  of  tv  spot  could  stand  a  lot  of  simplifying  in  terms  of  buying  and 
bookkeeping. 

3)  The  addition  of  all  sort*  of  "plans"  to  a  station's  rate  Structure  tends  to 

befuddle  the  buyer.    Tie  isn't  sure  that  he  got   as  pood   a   deal   as  the  other    fellow. 

4)  Changing  conditions  should  nudge  stations  into  examining  the  ride  which 

makes  it  mandatory  for  an  order  to  take  effect  within  30  days.  <  \  sample  com- 

ment on  this  policv:  "It's  a  holdover  from  the  days  when  there  were  only  one  or  two 
stations  in  a  market.  Anvwav.  it's  not  safe  for  anv  medium  to  leave  a  $1  -million  cam- 

paign lying  on  the  shelf.    Somebodv  mieht  come  up  with  another  idea  and  grab  the  money.") 

Meantime,  the  brief  lull  in  national  spot  radio  also  was  over  this  week. 

Orders  and  calls  for  availabilities  had  the  reps  hopping  from  agencies  to  teletypes  and 
hack   again. 

Business  included  Warner-Lambert's  Beautycurl.  Breeze,  Texaeo.  Lydia  Pinkham. 

Black  Draught.  Groves'  Four-Way  Fold  Tablets.  Jergens.  and  Pacquin's  Silk  & 
Satin    Fream. 

Researchers  shouldn't  read  too  much  into  the  fact  that  Lever  Bros,  this  week  canceled 
its  local  rating  services. 

Lever's  down-to-earth  explanation  :  "If  we  need  such  information  about  local  area  prob- 

lems we  can  get  it  from  our  agencies." 

The  demand  for  vocal  names  may  give  next  season's  tv  network  schedules  the 
semblance  of  one  big  family,  if  not  a  stock   company. 

\  limited  group  of  singers  will  he  swinging  from  one  sponsored  show  to  another.  Most 

of  them  will  he  hooked  by  the  swap  route. 

Meanwhile  vocalists  without  their  own  shows  are  zooming  their  fees  and  limiting  date-. 

Examples  of  what  this  rush  has  done  to  prices:  (1)  \  vocalist  with  a  single 

hit  record  last  season  was  glad  to  appear  for  ?  1.000.  hut  now  a-ks  >7.o<><).  '  2  i  \  featured 
movie  singer-dancer  who  rated  15,000  a  shot  is  holding  out  for  $55,000  for  four  appearances. 

SPONSOR 10  AUGUST  1957 



SPONSOR-SCOPE    continued  . 

In  PIB's  computation  of  gross  time  sales  for  June,  all  three  tv  networks  were 
on   the   plus   side. 

Combined  sales  were  $39,517,137,  or  3.3%  better  than  in  June  1956.  The  pluses  by 
network:     \BC  TV.  4.8$  :   CBS  TV.  2.3$  :    NBC  TV,  3.9%. 

The  all-network  gross  for  the  first  half  of  this  year  came  to  $250,675,209 — 6.9%  over 

last  year.    The  respective  edges:    ABC  TV.   4.2$  :   CBS  TV.  9.6$  ;   NBC  TV,  4.8';. 

Leo  Burnett  this  week  focused  attention  on  triple-spotting  by  querying  tv 
stations  and  reps  about   the  practice. 

The  letter,  signed  by  Len  Matthews,  media  v. p.,  noted  that  Burnett  clients  are  get- 

ting concerned  about  the  traffic  jam  and  want  to  safeguard  themselves. 

Matthews  indicated  to  SPONSOR-SCOPE  that  the  placing  of  a  campaign  here  and 

there  may  be  held  up  until  the  survey  is  finished. 

Despite  the  switch  of  about  $5  million  of  Kellogg's  ad  budget  from  spot  tv  to  ABC 
network,  Leo  Burnett  expects  tv  and  radio  spot  to  account  for  at  least  12%  of  its 

billings  this  year. 

Chicago  rep  offices  which  noted  the  Kellogg  move  with  glum  spirits,  should  take  heart 

at  these  comparisons: 

In  1955.  Burnett's  spot  buys  comprised  2' "<  of  its  billings;  last  year  the  figure  was  8%; 

and  now  it's  going  up  substantiallv  once  more. 

Tv  stations  this  week  heard  from  a  new  breed  of  entrepreneur  seeking  to 
unload  old  feature  films. 

His  proposition :  "Book  mv  product  an  hour  nightly  in  C  time  five  times  a  week,  and 

if  you  don't  get  sufficient  sales  volume  to  pay  me  you  can  cancel  in  the  ninth 

week." 

Y&R  has  generated  so  much  enthusiasm  about  network  radio  among  its  cli- 

ents via  a  special  presentation  that  it's  talking  about  using  the  pitch  in  Y&R 
branches. 

The  presentation's  storyline: 
•  Like  spot  radio,  network  now  is  proving  that  it  is  live,  growing,  and  vigorous. 

•  Network    radio   can   be   made   to   work   effectively  —  either  by   itself  or   in   harness 
with  a  tv  campaign. 

Y&R's  network  radio  billings  this  fall  Mill  be  about  triple  what  they  were  a 
year  ago. 

American  Tobacco's  half-year  report,  out  this  week,  helped  stoke  up  Madison 
Avenue  rumors  of  a  shakeup  in  company  management  and  its  agency  setup.  ( See 
SPONSOR  HEARS.  27  July.) 

Highlights  of  the  latest  sales  and  profits  story : 

•  Dollar  sales  for  the  initial  six  months  were  off  to  $515.5  million  from  $525.1  million, 

while  profits  dropped  to  S23  million  from  $24.6  million. 

•  Net  income  for  the  June  quarter  was  $12.9  million  as  compared  to  S14  million  for  the 
like  quarter  of  1956. 

The  report  explained  the  decline  in  profit  was  the  result,  in  large  part,  of  higher  costs 
as  well  as  lower  sales. 

What  made  Madison  Avenue  so  talkative  was  that  all  others  in  the  big  tobacco  group 
showed    substantial    gains. 

NBC  Radio  has  turned  on  the  go-slow  signal  for  cold  and  headache  remedies. 

The  network  figures  it  has  enough  of  that  type  of  business  through  1957. 

10  sponsor     •     10  august  1957 



SPONSOR-SCOPE   continued 

\\  hat  should  a  station  charge  for  run*of-echedule  i\  spots?   This  week  ih<-  Grej 
agency   was  making  ;i  wholesale  effort  to   find  out  on  a  brass-tacks  basis. 

I  [ere  is  w  hat  <  Jrej  told  the  reps : 

•  The  agencj   had  ;i  client  interested  in  spending  sHOO.000  on  ;t  barter  deal. 

•  Gre)  preferred  that  this  women4!  product  refrain  from  barter,  because  "f 

anothei  Grej  client's  unsatisfactor)  experience. 
•  Each  rep  was  then  given  a  mimeographed  li-i  ol  I  >"  markets  which  the  client  wants 

lo  lui\.  Noted  against  each  was  tin-  amount  of  dollars  the  client  had  allocated  for 

a  year's  campaign. 
•  I  lie  reps  were  asked  to  find  oul  t In-  cheapesl  package  their  stations  could  offer 

in  "C"   (or  floating,  run-of-schedule)    time. 
•  It  was  suggested  that  th»-  allocated  amounts  could  be  increased  if  the  right  deals 

were  submitted.    (See  storj    on   barter,   page  29  ilii-  issue.) 

Just  about  all  of  th«'  $1.5  million  that  the  Ira  Council  has  appropriated  for 

next  year's  advertising  will  go  to  tv  spot. 
Leo  Burnett  so  advised  SPONSOR-SCOPE  this  week. 

The  report  that  Neil  McElroy  is  headed  for  a  top-level  \\  ashington   post   has 

P&G  agencies  speculating  on  who  would  succeed  him  as  Nn.  1  operator  of  the  Cin- 
cinnati  empire. 

The  odds  arc  on  Howard  J.  Morgens,  executive  v. p.  in  charge  of  domestic 

business,  though  the  same  title  i-  held  b)  Walter  Lingle,  Jr..  who  heads  up  inter- 
national. 

I'M),  which  prides  itself  on  pushing  young  executives,  has  never  named  a  president 
above  the  45-year-old  bracket,  but  neither  Morirens  nor  Lingle  are  much   over   it. 

Like  \I>C  TV.  (IBS  TV  is  getting  lenient  about  allowing  advertisers  generous 

escape  hatches  from  their  program  commitments. 
Lever  Bros,  can  hack  out  of  Have  Gun  Will  Travel  and  the  Eve  Arden  Show  i  hoth 

CBS   controlled  I    after   the   2(>th    week.     Neither  has  a  record. 

TipofT  on  how  tight  the  "tight  money  market"  realK  is:  In  New  York,  where  the 
hanks  normally  frown  on  anything  as  showmanly  as  the  air  media,  10  now  are 

bidding   tor  savings   accounts  via   radio. 

Several  are  using  more  than  one  station.  The  concentration  is  on  news  and  earh 

morning  participations. 

CBS  and  NBC  have  agreed  to  go  along  with  Nielsen's  proposed  expansion  of 
its  national  radio  index.  VBC.  which  has  been  critical  of  the  scope  of  this  service,  is 

still    mulling   the    plan. 

The   "'extended'"   service   will: 

•  Count,   on   a    regular   basis,   the   number   of   unduplicated    home-    reached    in    four 

weeks  bj    an  advertiser's  programs. 
•  The  number   of  times,   for  each    four-week    period,    these    home-   were   reached 

and  the  total  commercial  minutes  delivered   to  them. 

•  Summarize   and    total    all    data   on    a    network  by-network   l>;i-i-  for  each  adver- 

tiser sponsoring  more  than  one  program  period. 

VBC's    eool    attitude    -terns,    in    part,    from    failure    to    reach    the    away-from-home 
listener. 

If  you  want  to  net  an  estimate  on  the  number  of  color  tv  homes,  the  new  source 
is  RCA  Information. 

Official   color  set   estimate   as   of   1    January   1937:     100.000. 
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SPONSOR-SCOPE    continued 

TvB's  report  this  week  that  tv's  audience  was  growing  and  radio's  was  de- 
clining drew  from  NBC  Radio's  Joe  Culligan  this  crack: 

"It  reminds  me  of  the  story  about  the  elephant  and  the  mouse  coming  up  the 
ladder  from  the  hold  in  Noah's  Ark  after  the  deluge  was  over. 

"The  elephant,  who  was  ahead  of  the  mouse,  suddenly  turned  around  and  shouted, 

'Heh,  quit  your  pushing!'" 

Vick  Chemical  is  spending  the  bulk  of  its  air  media  budget  (around  $2  mil- 

lion)   more  broadly  this  season — in  daytime  network  tv  plus  network  radio. 

Spot  will  come  in  for  its  share  via  late  evening  films  and  radio  announcements. 

The  daytime  tv  commitment  involves  alternate  weeks  on  CBS  TV's  Garry  Moore 

Show,  Edge  of  Night.  As  the  World  Turns,  and  Beat  the  Clock.  For  network  radio  it's 

NBC's  six-second  spots  at  the  rate  of  30  a  week  for  20  weeks. 
Last  season  the  cold  remedv  maker  cozied  up  to  nighttime  network  tv.  Morse  Inter- 

national's explanation  of  the  policy  change:    Vick  needs  maximum  flexibility. 

NBC  Radio  continues  to  boast  that  it  leads  CBS  Radio  in  sponsored  hours  sold, 

and  has  widened  the  gap  by  12  hours  in  August. 

The  count:    NBC,  37  hrs.  5  min.;  CBS,  24  hrs.  58  min.    The  margin:    48.5%. 

As  NBC  measures  it,  the  August  figures  represent  an  increase  of  4  hrs.  13  min.  over 

its  sponsored  hours  in  July  while  CBS  lost  25  min. 

CBS  Radio's  comeback:  "Wait  until  that  Ford  campaign  starts  rolling  in 

September." 

CBS  Radio  this  week  took  inventory  of  the  business  it  has  sold  for  the  balance 

of  the  year  and  noted: 

1)  The  third  quarter  in  terms  of  minutes  sold  will  be  about  20%  ahead  of 

the  same  1956  period. 

2)  The  final  quarter  should  run  at  least  35%  ahead. 

Prudential's  20th  Century  tv  series  has  prospects  of  becoming  one  of  the 
hottest  documentary  shows  of  the  1957-58  season. 

CBS  TV  has  carte  blanche  to  convert  the  Sunday  half-hour  to  a  fulldress  film  treat- 
ment of  am    topical  international  or  domestic  crisis. 

(See  page  32  on  how  this  insurance  company  has  built  sales  via  the  documentarv  route.) 

The  manufacturer  of  consumer  hard  goods  will  tell  you  that  his  most  fer- 

vent hope  is  a  speedy  pickup  in  residential  construction. 

With  the  sharp  wane  in  home-building  this  manufacturer's  distribution  gears  and  long- 
range  planning  got  a  dose  of  sand. 

His.  incidentallv.  is  one  of  the  tightest  break-even  points  in  business:  Between 
80-85%  of  capacity. 

What  he  does  in  advertising  the  coming  year  will  depend  largely  on  how  the  build- 

ing picture  looks. 

Storer  Broadcasting  had  second-quarter  earnings  of  S3. 143. 038,  compared  to  $1,395,- 
202  for  the  same  period  of  1956. 

Included  were  $1,966,477,  after  taxes,  from  the  sale  of  WBRC-TV  and  WBRC, 
Birmingham. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  49;  Spot  Buys,  page  57;  News  and  Idea  Wrap-Up.  page  58;  Washington 
Week,  page  71 :  sponsor  Hears,  page  74:   and  Tv  and  Radio  Newsmakers,  page  80. 
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WHEN   KANSAS   CITY   GOES   SHOPPING 

It'saWHByvorld FOOD   .   .   . 

More  national  food  product  advertising  is  placed  on  Will:  than  on  all  other  local  radio  ■ 
combined.   And  locally,  virtually  all  major  food  chains  advertise  consistently  on  WHB. 

DRUGS   .   .   . 

National  drug  advertisers  and  local  drug  stores  spend  more  money  on  VVHB  than 
on  all  other  local  radio  stations  combined. 

AUTOMOTIVE   .   .   . 

WHB  carries  schedules  for  every  major  national  automobile 

advertiser.  Local  car'  dealers  buy  more  time  on  WHB  than 
on  all  other  local  radio  stations  combined. 

* 

CIGARETTES   . 

Every  cigarette  brand  buying  spot  radio  in  Kansas  City 
iW956  bought  WHB. 

NEW    HOMES . . . 

Kansas  City  home  builders  put  more  new-home  advertising 
on  WHB  than  any  other  Kansas  City  radio  station. 

V 

.  .  .  becausi    IT'S  a  whb  audience  .  .  . 

Whether  it  be  Metro  Pulse,  Nielsen,  Trendex  or   Hoopei 
whether  it  be  .1/''/  Nielsen  01   Pulse       WHB  is  the  dominant  first  an  ry  important 
audience-type.    That  statement  embraces  the  housewife,  her  husband,  tt  • 
as  well  as  the  farm  family.    Every  survey  agrees.    Whether  it  nc< 

or  advertising  it's  a  WHB  world!  Talk  to  Blair  or  WH&GM  Georg(   W   A 

WHB    10,000  watts  on  710  kc.  Kansas  City,  Missouri 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM  Miami 
REPRESENTED    BY   JOHN    BLAIR    S,    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED   BY   ADAM   YOUNG   INC. 

TA~TI  CD  rsi 
DAY'S     RADIO     FOR     TODAY'S     SELLING 
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More  Listeners 
More  Sales 

per  dollar 
Get  the  FACTS  .  .  .  see  your 

H-R    Representative 
or  Clarke  Brown  man 

860  kc  5000  watts 

SAN  ANTONIO         /  RdC/lO 

I  I 

Timebuyers 
at  work 

Lynn  Diamond,  Emil  Mogul  Co.,  New  York,  timebuyer  for  Lite 

Diet  Bread  and  Rayco  Seat  Covers,  thinks  that  "ratings  should 

honestly  he  used  as  a  guide  rather  than  as  infallihle  authority." 
Ratings.  Lynn  says,  certainly  give  indications  of  audience  size, 

audience  potential  and  individual  market  tastes  and  hahits.  These 

suhtle  indications — combined  with 

reliable  market  data,  station  infor- 

mation, product  needs  and  client 

objectives — help  make  an  intelli- 

gent buy.  "Both  Rayco  and  Lite 
Diet  are  local  franchise  operations 

which  require  specialized  local 

market  knowledge  and  contact," 

Lynn  points  out.  "I've  learned 
that  high  ratings  and  good  sales 

results  don't  necessariK  go  hand 

in  hand.  There's  often  a  correla-  , 

tion.    hut    frequentl\    there    isn't." 
Lynn  notes  that  just  as  every  market  is  different  so  are  there  differ- 

ences in  client's  needs.  Many  people  listen  to  early  morning  radio, 

for  example,  but  this  doesn't  mean  that  it's  the  only  yardstick  of  a 
good  buy.  What  the  client  wants  from  his  markets  is  as  important  as 

low  cost-per-1,000.  "'Emil  Mogul  Co.  has  no  ironclad  rules.  The 
only  must  is  a  buy  that  delivers  good  sales  results  for  our  clients. 

Marcellee  Sanders,  Guild,  Bascom  &  Bonfigli.  San  Francisco,  time- 

buyer  for  Skippy  Peanut  Butter  and  Xucoa  Margarine,  says  that 

"the  success  of  an  agency  depends  upon  sound,  original  thinking 
and  a  hard-headed  business  policy.  Within  this  framework,  the 

buyer  must  be  expert   in  the  technical  aspects  of  the  job  and   know 

the  subtle  differences  between  me- 

dia."  Miss  Sanders  deplores  ty  ing 

the  hands  of  buyers  with  pre-set 

practices  and  patterns  and  unreal- 
istic restrictions.  "At  GB&B,  our 

media  directors  encourage  e\er\ 

timebuyer  to  use  his  own  judg- 
ment and  to  think  creatively. 

W  henever  one  of  us  has  an  idea  we 

think  will  fit  a  particular  cam- 

paign, we  talk  it  over  with  the 
media    staff.      Often     these     ideas 

\ 

\ \ A 

•  ■ 

'change  or  augment  plans  alread\ 

in  motion."  She  believes  latitude  in  buying  broadcast  media  is  espe- 
cially  necessary  toda\  because  of  the  constant  changes  in  listening 

habits,  new  programing  patterns,  changing  rate  structures  and  inno- 

vations in  research  methods.  "Those  new  to  timebuy  ing."  Miss 
Sanders  cautions,  "should  dig  deepb  into  ever)  phase  of  the  broad- 

cast medium  to  be  alert  to  these  shifts.  This  is  no  job  for  robots. 

i  See  story  "Strictly   b\  the  numbers."  this  issue,  page  36.  I 
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in  the  entire  area! 
First  we  were  first  in  metropolitan  Richmond.  Then  we  were  first 

in  ARB's  35-county  Grade  B  area  survey.  And  now  ARB  has  con- 

ducted a  survey  covering  every  single  county  in  the  100-mv.  area 

of  all  3  TV  stations  serving  Richmond,  Petersburg  and  Central 

Virginia.  Here  are  the  results  of  that  survey. 

Out  of  a  weekly  total  of  490  quarter  hours 

when  2  or  more  stations  were  on  the  air: 

WXEX-TV  was  first  in 

Out  of  130  quarter  hours  from  7:30  P.M.  to  signoff: 

WXEX-TV  was  first  in 

Tom  Tlnsley,   President  NBC     BASIC-CHANNEL     8 
Irvln   G.   Abeloff,  Vice  Prta. 

National  Representatives:  Select  Station  Representatives  In  New  York;  For|oe  &  Co.  In  Chicago,  Los  Angeles, 

San  Francisco,  Seattle;  Clarke  Brown  in  Atlanta,  New  Orleans.  Miami,  Dallas 
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RAILROAD! 



To  us,  there's  only  one  way  to  operate  a  train,  and  that's  to  get  all  the  bugs  out,  ourselves, 

place  it  squarely  on  the  tracks,  turn  on  the  lights 

and  let  'er  rip  on  a  pre-established  course. 

Others  seem  to  prefer  starting  out  by  putting  a  blueprinl  of  a  caboose  before  a  hypothetical 

iron  horse. 

Then  calling  in  a  lot  of  potential  ticket-buyers  to  suggest  ways  and  means. 

But  the  trouble  is,  what  if  some  of  them  insist  on  square  wheels  and  outside  latrires? 

That's  why,  even  though  our  new  syndicated  series,  "Boots  and  Saddles  — the  Story  of  the 

Fifth  Cavalry,"  is  just  now  released  for  sale,  we're 

already  deep  into  the  production  of  "Union  Pacific."* 

It's  not  that  we're  ambitious  to  be  flamboyantly  prolific. 

It's  simply  that  "Union  Pacific"  passed  all  our  own  home-grown  tests  of  what  makes  a  fine 

show  (and  show  is  what  we're  in  the  business  of) 

so  we're  makin'  it. 

And  mind  you,  we  not  only  don't  have  a  customer  for  it,  we  don't  even  know  when  we'll  go 

looking  for  one  to  purchase  a  stake  in  it. 

The  CNP  method  of  running  a  railroad  is  to  create  entertainment  and  produce  it  on  film  at  a 

pace  that's  at  least  steady, 

And  have  it  ready  to  go  when  the  market  is  ready. 

We  like  to  think  that  over  the  long  haul  our  ticket-buyers  enjoy  a  ride  with  all  lights  showing; 

That  is,  they  have  a  reasonably  accurate  idea  of  what  they're  riding  in  and  also  of  where 

they  re  going.  NBC  television  films  a  division  op 

*iirith  apologies  to  Ogden    Utah) CNP 
CALIFORNIA   NATIONAL  PRODUCTIONS,  INC. 



114%    MORE   audience 

than    Station    B   ALL    DAY! 

WILS 

Mar. -Apr.    '57     Hooper    in    Lansing    Shows 

MONDAY    THRU    FRIDAY 

7:00  a.m. -12  noon 

12   noon-600   p.m. 

WILS 

61.4 

53.7 

Station  B 

23.5 

30.1 

5000 
LIVELY  WATTS 

MORE   listeners   than   all   other 
stations    heard    in 

Lansing   combined 

*Mar.    thru    Apr. 
average   C.    E.    Hooper,    Inc. 

LANSING 

Represented  Nationally 

by 

Venard,    Rintoul    & 

McConnell.    Inc. 

WILS 
fl!#     *%    c^otf* 

L8 

by  Joe  Csidu 

Sponsor 
a 

m.   *'^ 

Never  underestimate  Pat  Weaver 

A  couple  of  sunn}  Sundaj  afternoons  ago  m\ 

wife  and  I  were  ambling  down  Sutton  Place, 

when  along  came  Pat  Weaver.  I  rider  his  arm 

were  a  half  dozen  large  cards  (presumabl)  stor\ 
hoards  and  such  I .  On  his  face,  as  the  old  adver- 

tising phrase  had  it.  was  the  look  of  a  man  who 

is  going  places.  And  his  stride  made  it  plain  he 

couldn't  possibly  arrive  at  those  places  fast 
enough.     He  whizzed. 

As  a  fellow  who  is  also  constantly  and  simultaneous!)  embroiled 

in  a  number  of  diversified  ventures,  perhaps  I  understand  Sylvester 

L.  Weaver,  Jr.  a  little  better  than  most.  And  certainh  as  a  scram- 

bling type  character  I  have  infinite  admiration  for  his  high  level 

multitudinous  scrambling.  If  you  aren't  a  very  steady  reader  of  the 
tradepress  it  is  entirely  possible  that  \ou  are  not  quite  up  to  date  on 

Pat's  activities,  or  have  missed  one  or  two  of  the  smaller  operations 
along  the  way.     Let  me  recap. 

Most  recently  Pat  moved  Mort  Werner  over  from  NBC  into  Kaisei 

Industries,  where  just  a  week  previous!)  it  had  been  announced  that 

Pat  himself  was  joining  the  company  to  direct  all  of  Kaiser's  tv  ad- 
vertising activities.  Kaiser  Industries  Corporation  includes  Kai-er 

Steel,  Kaiser  Aluminum.  Kaiser  Engineers.  Kaiser  Metal  Products 

and  Permanence  Cement.  Kaiser  Industries  also  controls  5l)'<  of 
radio  station  KHVH  and  tv  station  KHVH-TV  in  Honolulu.  Mort  is 

joining  up  as  a  v. p..  who  according  to  the  release  will  he  "in  charge 
of  all  the  internal  television  activities  of  the  affiliated  Kaiser  com- 

panies." 

No  one  seems  to  know  quite  what  that  means,  although  there  is 

reason  to  believe  that  Kaiser  wants  to  acquire  other  broadcast  prop- 

erties, and  there  is  little  doubt  that  Kaiser  will  continue  to  spend 

millions  of  dollars  advertising  its  various  products  and  services  in 

television.  But  this  piece  is  about  Pat.  Previous  to  his  affiliation 

with  Kaiser,  he,  of  course,  had  announced  and  launched  his 

"Program  Service,"  a  Weaverish  network. 

Wants   two-thirds   of   homes 

Program  Service  had  lined  up  more  or  less  firm  deals  with  inde- 
pendent tv  stations  in  about  twenty  major  television  markets  in  the 

country.  Markets  such  as  New  ̂   ork,  Philadelphia.  W  ashington. 

Baltimore.  Detroit.  Chicago.  Milwaukee.  Minneapolis-St.  Paul,  Dal- 

las-Fort Worth,  St.  Louis,  Boston,  Buffalo.  Denver.  Los  Angeles.  San 

Francisco,  etc.  I  don't  know  exactly  how  main  Pat  actually  has 
signed,  or  how  main  he  will  have  signed  by  the  time  the  fall  sea- 

son gets  under  way.  But  he'll  ha\e  some,  and  what  he's  shooting  for 
is  a  hook-up  with  enough  stations  in  enough  markets  to  represent 

about  two-thirds  of  all  the  homes  in  the  country. 

Program  Service  is  also  slated  to  produce  shows  for  its  "member 
stations.     Pat  has  already  sold  participating  sponsorship  in  one  such 

show.   Frances   Horwichs   Ding    Dong   School,    which    at    one   tine 

was  a  stronj:   WW.  standln    to  two  accounts,  the  Taylor-Reed   Cor- 

SPONSOR 10    \l  GUST    1057 



".  Ind  the  night  shall  In  filled  with  music, 
and  the  cares  that  infest  the  day, 

shall  fold  their  tents  like  the  Arabs, 

and  as  silently  steal  away." 
(LONGFELLOW   / 

Were  you  speaking  of 

Nighttime  Spot  Radio,  Mr.  Longfellow. 

It  may  be  thai  people  arc  more  receptive  at  nighl  than  during 

tin.  day  (.is  thousands  of  salesmen  will  testify). 

It  may  be  that  preparation  of  breakfast  and  dinner  keep-,  millions 
of  women  just  as  busy  at  those  times  as  during  their  regular  office  and 
factory  hours  (and  that  they  therefore  hear  more  radio  at  night). 

But  forgetting  such  intangibles— a  survey  by  PGW  discloses  some 
tangible  figures  that  may  jar  you  a  little.  They  show  that  you  can  reach 

9.6</r   MORI-   RADIO  HOMES 
BETWEEN  6  AND  10  PM 

THAN  BETWEEN  6:30  AND  9  AM, 
AT  THE  SAME  COST 

Or.  to  put  it  another  way.  that  you  may  reach 

1000  HOMES   (6  to  10  PM)   FOR     73  CENTS 

1000  HOMES   (6:30  to  9  AM)   FOR   80  CENTS 

These  challenging   facts   are  worthy  ot   your  intense   interest. 
Want   a  copy  of  the  report? 

Peters,  G  \\\  v\>vs, 
Woodward,  me. 

Pioneer  Station  Representatives  Since  1932 

NEW  YORK 250  p.,rt  Arenut 

Yukon  6-7900 

CHICAGO 
PtUilitui.il  PUOM 

m  2  S373 

DETROIT 

/'  '  Hldg. 

..;.,/  /-.C55 

ATLANTA Cilt  tin  lir/iljitig 

Mut- 

FORT  WORTH .11       \ 

HOLLYWOOD 

V.  I  rnt  Si. 
Hollywood  9 

SAN   FRANCISCO 
Run  Building 

Sutler 
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Sponsor  backstage  continued  . . . 

The 

CBS  Radio 

Pacific  Network 

doesn't  miss 
a  thing! 

Consider  first 
the  3  Pacific  Coast 
states.    Their  vast 

323,000  square  miles 
contain  almost  6 

million  radio  homes. 

Well,  sir,  it  takes 

245,000  watts 
of  well  placed  power 

to  reach  'em  all. 
We  have  it!  And  if 

you  market in  the  8  other  far 

west  states, 

we  offer  you  our 

Mountain  Network 
to  blanket  that 

area,  too!  That's  why 
we  don't  miss a  thing 

—  and  neither 

does  the  advertiser 

who  depends 
on  us. 

20 

poration  for  Cocoa-Marsh,  and  Climax  Industrie*  for  Kid-o,  a  model- 

ing compound.  Ding  Dona,  is  scheduled  to  return  to  the  air.  via 

"Program  Service"  stations  on  26  August,  and  will  run  Mondav 
through  Friday    from   I"  to   10:30  p.m. 

In  uliirlw  inding  around  the  industrv  in  the  pa>t  several  months, 

Pat  lias  made  several  points  in  connection  with  Program  Service. 

Fundamentall)  what  he's  been  pitching  has  been  the  idea  that  after 
a  major  advertiser  has  his  national  campaign  set  via  magazines,  net- 

work l\  and  or  radio,  he  must  next  huv  a  Program  Service  show  to 

In-  telecast  via  PS  stations.  Pat's  point  is  that  the  20  some-odd 
markets  he  threatens  to  cover  will  be  the  markets  where  the  ultimate 

merchandising  battles  will  be  [ought,  where  brand-  will  live  or  die 

And  he  promises  to  deliver  shows  at  minimal  costs,  pa}  stations 

"realistic"  price-,  and  thus  deliver  potent  advertising  platforms  in 
these  key  markets  at  less  than  normal  cost-. 

In  a  recent  piece  Pat  himself  wrote  ".  .  .  there  are  new  forms  of 

programing  one  can  trv  if  one  doesn't  have  to  stride  along  with  the 
cement  shoes  of  the  network  must-buv  monev  commitment — must- 

buv  program  policies,  must-buv  network  rates  wav  over  national 

spot  rates  in  top  markets,  must-buv  line-ups  wav  beyond  the  major 

battleground  tor  sales,  must-buv  below  the  line  policies  thai  push 

prices  skv  ward.  .  .  ." 
And  some  of  the  program  forms  about  which  Pat  has  become  ex- 

cited have  been  the  aforementioned  Ding  Dong  School;  a  Marj 

Margaret  McBride  Show;  a  Comedy  Theatre,  which  he  >avs  will 

feature  great  names  in  some  new  forms:  a  Saturday  Night  Dance 

Party,  to  run  from  10:30  to  12  from  the  Aragon  Ballroom  in  Chi- 

cago land  for  which  Pat  has  been  trving  to  get  Howard  Miller,  top 

flj  as  emcee  I  ;  a  couple  of  powerhouse  dramatic  shows,  and  a  couple 

of  what  Pat  calls  "personalitj  ventures." 
In  the  meantime  Kaiser  Industries  is  contracted  to  run  a  new  film 

show  called  Maverick  being  produced  bv  Warner  Bros,  over  the 
ABC  TV  network.  Maverick  is  described  as  a  western-adventure 

series.  It  does  not  quite  fit  the  description  of  the  shows  Pat  was  talk- 

ing about  producing  via  Program  Service.  In  the  same  piece  quoted 

above  Pat  said:  ".  .  .  This  is  a  program  business,  and  to  the  program 
interests,  particularly  the  independent  program  companies,  the  art- 

ists, and  their  managements,  the  writers  and  producers,  the  creative 
interests  of  all  kinds,  the  tremendous  How  of  monev  from  the  adver- 

tisers to  a  new  enterprise  that  keeps  time  costs  low  and  encourages 

all  kinds  of  program  experimentation  and  development  will  mean  not 

just  that  another  33 /<  of  the  available  time  slots  for  programs  have 

opened  up.  but  that  these  particular  time  slots  have  a  wider  horizon, 

and  a  more  exciting  premise  than  the  'let's-play-it-safe,  let's  carbon 

copy  ourselves  into  a  nice  safe  rating"  fellows.  .  . 
I  think  I  detect  just  a  few  faint  smudges  of  carbon  on  a  western- 

adventure  series,  but  let's  not  judge  prematurely.  Maverick  hasn't 

hit  the  air  vet.  And  that's  a  little  bit  beside  the  point  anyway.  I  am 
just  curious  to  see  what  Pal  Weaver  of  Program  Service  is  going  to 

saj  to  Pat  Weaver  of  Kaiser  Industries,  and  vice  versa,  when  these 

two  -cut-  get  to  buving  and  selling  tv  programs  in  connection  with 

Kaiser's  several  advertising  and  merchandising  job-.  It'll  be  inter- 
esting. Pat  alwavs  i-.  And  in  it  might  even  be  found  a  lesson  or  two 

for  other  clients.    Never  underestimate  the  power  of  Mr.  \\  eaver.    ̂  
-1-oNSOR 
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NEW  SPEAKERS 

OF  THE  HOUSE 

between  6  and  9  PM 

in  the  nation's  Capital!  : 

In  Washington,  between  the  hours  of  6  and  9  PM,  the 
majority  of  all  radios  tuned  in  are  tuned  to  WRC.  During 
this  time  period,  WRC  wins  a  31.3%  share  of  audience... a 
25%  advantage  over  the  second  station! 

Principally  responsible  for  this  handsome  evening  margin  are 

WRC's  local  personalities.  Leading  off  are  newscasters  Bill 
Sprague  and  Bryson  Rash  with  greater  audiences  in  their  respective  time 
periods  than  all  other  stations  combined.  Sportscaster  Jim  Simpson,  who 
follows,  has  more  than  twice  the  audience  of  any  competitor,  and  popular 
disc  jockey  Al  Ross  very  nearly  matches  this  record! 

In  Washington's  17-radio-station  market,  authority  of  this  sort  means 
quick  buying  response  from  listeners.  Have  WRC  Radio  speak  for  you  in 

the  nation's  Capital. WRC-980 
WASHINGTON,  D.  C   SOLD  BY  iNBCl  SPOT  SALES 

XSI  Ktport—  Washington,  D.  C.  Area-May.  1957 



89.4°°  Share  of  Audience 
low  cost  per  1000 
in  class  G  time 

JIMMY  DEAN  SHOW 
Monday 

through 
Friday 

7.00 
\     S-

  
am 

RICHARD  HOTTELET 
Monday 

through 
Friday 

7:45 
am 

8:45 

CAPTAIN  KANGAROO 
Monday 

through Friday 

8 .00 
am 

TV  Homes  Per 

Broadcast' 

4-Week 

Cumulative* 

Jimmy  Dean 136,500 464,100 

Kangaroo 151,200 436,200 

CBS  and  Local 
News-Weather 

7:45-8:00  am 129,100 407,300 

8:45-9:00   am 1 46,600 421,000 

*7:00  lo  9:00  a.m. 
^1^ 

•Highest 

source:  Nielsen 

v*y 
quarter- 

NSI   Report 
hour 

May,    1957 ^^ 
in    program 

WMAR-TV 
•  •  •    •    " 

CHANNEL 
SUNPAPERS  TELEVISION,  BALTIMORE,  MD 

TELEVISION     AFFILIATE     OF     THE 

COLUMBIA     BROADCASTING     SYSTEM 

Represented  bv  THE  KATZ  AGENCY,  Inc. 
New  York,  Detroit,  St.  LcJuis,  San   Francisco, 

Chicogo,  Atlanta,  Dallas,  los  Angeles 

li 
News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

On  business  trips:  As  account  executives,  media  men  and  agency 

t\  producers  are  required  to  make  more  and  more  field  trips,  there's 

a  general  uprising  among  agency  wives  who  feel  they're  being  left 
out  of  the  excitement. 

Because  of  the  discontent,  a  growing  number  of  agencymen  have 

been  taking  their  wives  along  when  the  trip  encompassed  vacation- 

t\|K*  areas  and  was  likely  to  last  over  a  week.  Hut  generally  the  idea 
has  hackfired. 

The  consensus  among  w  ives  inten  tewed  by  sponsor  :  "Never  again." 
Their  complaints: 

1.  They  saw  their  husbands  less  than  thev   do  when  hack  home. 

2.  Every  social  engagement  had  a  business  purpose. 

3.  Last-minute  changes  in  schedule  threw  off  packing  and  plan- 
ning for  the  trip. 

4.  The  pressure  of  work  the  husbands  had  to  get  done  put  a  strain 

on  the  whole  trip,  including  '"that  promised  free  weekend  at  the  end." 
5.  Upon  their  return,  the  husbands  found  some  resentments 

within  the  agenc\  from  men  whose  wives  are  now  pressuring  them 

to  take  them  along  the  next  time. 

"Don't  lie  to  women":  On  16  July,  the  Ad  Club  of  Sioux  City, 
Iowa,  tried  an  experiment  that  s  stirred  comment  ever  since.  In- 

stead of  inviting  a  professional  man  to  address  the  group  on  better 

selling  tv  copy,  the  club  invited  Mrs.  F.  H.  (Bettv  I  Foxen,  Univer- 

sity   of  South  Dakota  graduate,  and  "a  housewife. " 
Said  she  to  admen  attending  the  AFA  district  meeting:  "We 

i  women)  resent  sweeping  and  implausible  claims.  I  saw  an  ad 

just  the  other  day  for  a  sewing  machine.  It  showed  a  picture  of  a 

beautiful  blouse  embroidered  and  monogramed.  with  the  caption 

"if  vou  can  boil  an  egg  you  can  make  this  blouse/  Now  this  is  just 

not  true.  I  happen  to  have  the  machine  advertised  and  it's  a  mar- 
velous machine.  It  does  lots  of  things,  and  I  love  it.  But  vou  do 

have  to  have  knowledge  of  sewing  before  \»u  can  do  fancy  things. 

Betty  Foxen  also  mentioned  the  results  of  an  informal  survey  she 

took  among  her  friends  to  find  out  what  tv  commercials  the)  liked 

best.  She  found  thev  were  Jellos  Chinese  babv .  Hamm's,  Kraft's 
cheese  receipes  and  Cutrite. 

Traveling  promotion  director:  Grace  McElveen,  promotion  direc- 
tor of  \\  AFB-TY.  Baton  Rouge.  Louisiana,  considers  most  of  her 

job  ""a  vacation  and  a  lark.  This  doesn't  mean  that  she  doesn't 
put  in  a   12-hour  day,  she  points  out. 

\mong  the  national  promotion  contests  which  Grace  has  won 

were  some  built  around  the  Ed  Sullivan  Show.  Cinderella,  the  Lucy 

Show,  Rin  Tin  Tin.  The  Millionaire. 

According  to  Auhrev  \\  illiams  Advertising,  the  job  she's  done  for 

the  station  has  helped  give  \\ "AFB-TY  four  out  of  five  top  nighttime 
shows,  eight  out  of  10  top  morning  shows  in  terms  of  audience. 

For  Grace,  it  has  netted  trip-  to  New  York,  the  Hose  Bowl  and  the 

South   Sea    Islands,   as   promotion   contest    winner. 
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Covering  the  Virgin  Market  of  Central  W .  Va.-Clarksburg-Fairmont-Morgantoivn 

CAPTIVE   AUDIENCE,  605,000   POPULATION.  Cradled  in  the  hills  of  Wesl  Virginia,  this  lusty,  thriving 

market  —  rich  in  coal,  oil  and  gas  —  untouched  to  date  by  a  direct  TV  signal  —is  all  yours  on  WBOY-TV. 

Budget  noic  for  Fall  and  Winter  -air-  on  w  BOY-TV. 

INTERCONNECTED  WITH 

A  member  of  The  Friendly  Group      ̂ fef     WSTV,  WSTV-TV  Steubenville;  KODE,  KODE-TV,  Joplin; 

WBOY,  WBOY-TV,  Clarksburg;  WPIT,  Pittsburgh;  WPAR,  Parkersburg. 

George  Clinton,  General  Manager    •    Represented  by  Avery-Knodel   •    National  Sis.  Mgr ,  Rod  Gibson,  52  Vanderbilt  Ave.,  New  York;  MUrray  Hill  3-6977 

sponsor     •     LO   w  (.i  st  L95'i i 



Mark  this  marke 
on  your  list! 

CENTRAL  AND  SOUTHERN  ALABAMA  is  the  home  of 

1,000,000  people  in  35  counties  —  one-third  of 

Alabama's  population  and  retail  sales! 
You  reach  this  big  and  growing  market  only 

through  WSFA-TV's  maximum-power  VHF 
signal.  You  cannot  cover  it  with  any  other  TV 

station  or  combination  of  stations! 

Mark  Central  and  Southern  Alabama  on  your 

list... and  buy  it  with  WSFA-TV! 

WSFA-TV's  35  Alabama  counties  * 

Population   1 ,093  00 

Retail  Sales   $    741,6370C 

Food  Store  Sales   $     1 84,927  DC 

Drug  Store  Sales   $       21,85900 

Effective  Buying  Income   $1,062,6900C 

*  Does  not  include  3  Georgia  and  3  Florida  bonus  coumi 

Source:  Sales  Management  Survey  of  Buying  Pc 

May  1957. 

The    WKY    Television    System,    Inc. 
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TV    and    WKY    Oklahoma    C 

ity 

Represented  by  the  Katz  Agency 

WTVT    Tampa  -  St.    Petersburg 

sponsor     •     10  wci  st  L957 
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Handy  Bookmark  Series 

Keep  your  place 
in  Los  Angeles 
with  KTTV 

49th  a 

Madi 

26 

No    switch    for    Noxzema 

In  your  Jul\    13th  issue.  \  <>u  list  Nox- 
zema   as    going    from   SSCB   to   Mac- 

Manus.     John    &     Adams,    quoting    a 
budget    of   $2,000,000. 

The  Noxzema  Chemical  Company 

was  SSCB's  first  account  when  we 
started  the  agency  in  1046.  We  have 
all  of  the  Noxzema  account  with  the 

exception  of  the  shaving  products 
which  we  could  not  handle  because  we 

had  been  assigned  Rise  by  Carter 
Products. 

These  Noxzema  Shave  products  are 
handled  b\   MacManus,  John  X  Adams. 

Rav  Sullivan,  president 
SSCB,  New  York 

•  Sponsor's  thanks  to  reader  Sullivan  for  spot- 
ting   the    error    in     a     Sponsor-Scope     Chart. 

Tip-off  for  time  sellers 

The  response  to  the  VOLVO  article  in 

sponsor's  last  issue  was  amazing.  First 
it  alerted  every  time  salesmen  and 

many  media  people  to  us  so  that  the) 

not  only  hit  us  for  sales  but  actualh 
understood  our  needs  and  objectives 

when  the)  did  so.  In  addition,  from 

the  personal  angle  main  old  acquaint- 
ances in  ad  business  spotted  it  and 

called   me. 

But  most  important  b)  putting  us  in 

contact  with  radio  stations  and  repre- 
sentatives it  helped  speed  up  our  plans 

to  extend  VOLVO's  campaign  into  the 
deep  south  and  New  England. 

Dick  Elfenbein. 
New  York  timebuyer, 

Advertising  Agencies,  Inc. 
•  Dirk  Elfenbein  has  put  his  finger  on  one  of 

the  frequently  overlooked  advantages  to  an  In- 
dustry of  tra<le  press  nm-rasi-:  communication between    huvcr    anil    seller. 

Open    letter   to    Roy    Smith 
This    is    an     open     letter    to    Ro)     V 

Smith,  station  rep  for  KT\   \.    \nchor- 

age,  Alaska,  whose  letter  to  the  editor 
appeared  in  this  space  last  week. 

First,  let  me  apologize.  Roy.  There 

real!)  is  no  excuse  for  m\  stupidit)  : 

that  it  what  it  was  to  be  sure.  I  nfor- 

tunately,  I  was  not  smart  enough  to 

realize  that  b)  talking  about  one  sta- 
tion, in  glowing  terms.  I  would  in  turn 

seeminch  be  detrimental  to  another. 

sponsor 
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\l\  biggest  problem  in  business  is 
enthusiasm.  I  became  enthusiastii 

about  Vlaska.  I  became  enthusiastic 

about  the  fishing.  \ncl  I  was  ovei 

whelmed  b)  the  courtes)  extended  t" 

mi'  \  i.i  k  I  \l.  Su  I  attempted  i"  ex- 

press mj  appreciation  to  them  bj  |""  - 

traying  some  <»f  tin-  excitement  con- 
veyed to  me  l>\  then  people.  Justified 

excitemenl  and  pride,  I  might  add, 
about  theii  facilities  and  operation  and 
the  future  of  i\  in  Uaska. 

Actually,  from  them  I  go)  .1  feeling 

11I  how  intelligent  and  modern  tin'  i\ 

people  in  the  [*ei  1  itoi  j  are.  \\  here  I 
went  wrong  w »i -  l>\  not  realizing  that 
those  I   met  are  typical  oi  tin-  -|>irit 
.  .  .  that  other  facilities  equall)   g   I 
exist.  This  is  what  I  should  have 

-.till  I  in  the  2o  Jul\  Vgenc)  \>\  Libs 
column  |.  I!\  Ir.n  ing  it  out,  I  <li<l  \ ou 
harm.  Vgain,  it  was  unintentional  and 

I  can  onl)    -a\    I'm  sorry. 
Robert  L.  Foreman, 

vice  president, 
BBDO,  Sen  Yorh 

How    to    Check    tv    Results 

We  read  your  recent  Sponsor  \-k-  col- 
umn on  checking  television  results  Jul) 

issue,  page  with  interest.  Here's  <>ur 
method. 

Fowler,  Dick  and  Walker  have  a 

five-minute  shopping  program  tele- 
vised live  in  the  store  five  days  a 

week.  The  five-minute  program  is 

backed  up  with  In  l.D.'s  which  follow 
during  tlie  day.  F.acli  program  fea- 

tures two  classes  of  related  merchan- 

dise with  approximately  two  to  six 
items  to  a  program. 

To  evaluate  the  results  brought  l>\ 
eaeb  show  the  department  tallies  the 

number  <>f  items  that  were  sold  during 
the  three  days  following  the  show. 
However,  on  items  that  have  a  high 
unit  value,  such  as  appliances,  the  re- 

sults are  tabulated  o\er  a  two- week 

period. 

\\  hen  tabulating  results  it  is  neces- 
Barj  to  take  into  consideration  the  sea- 

Son,   regular  price  or  price  promotion. 
limited  time  <dTer  merchandise,  simi- 

lar  merchandise   in    department,    etc. 

(One   slip   at    $3.99   that    was    featured 

sold  li!  piece-,  a  similar  slip  at  x_V>'> 
not  on  the  pro-ram  sold  L30  piece-  in 
three  days.  The  department  head 
credited  the  increased  sale  of  the  $2.99 

slips  to  the  program.  > 

John  J.  Green.  Jr..  a<h.  mgr. 
Fouler.  Die/,  and  It  alker. 
II  ilkes  Barre 

spo\-i>i; Id   \M.i  sr   L957 

for   fjimr    hmlin'i    ... 

WCUE  is  no  1 

IN   AKRON 

Between  8  A.M.  and  5  P.M 

daily,  WCUE  delivers 

more  listeners  for  your 

ad  dollar  than  any 

other  Akron  station. 

( In  all  other  periods,  just 

a  gnats  whisker  away  from  first.) 

See  your  JEPCO  Man  for 

details  or  call  WCUE  Sales 

Veep,   Jack    Maurer,    FRanklin    6-7114 

*Cost  per  thousand  study  based  on  Pulse,  April  1957 

The  ELLIOT   STATIONS 
great  independents   •    good  neighbors 

[J 

TIM  ELLIOT.  President 

.  Akron.  Ohio  -  WCUE  W I C  E  -  Providence.  R.  I. 

The  John  E.  Pearson  Co.  National  Representatives 
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READY  TO 

BLAST  OFF ! 

V $'  I 

:2=C3> 

KBET  is  now  preparing  to  go  sky-high    in  audience 

with    M-G-M    Pictures    .    .    .    (take-off  is  scheduled  for  September!) 

ONLY  KBET  GIVES  YOU  BOTH 

TOTAL   AREA    SET  COUNT: 

413,249 

KBET-TV      CHANNEL  10 
SACRAMENTO    <Jfe©     CALIFORNIA 

BASIC  %W     CBS  OUTLET 

Call  H-R   Television,   Inc.   for  Current   Avails 
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THE  BARTER  PROBLEM 

Confusion  among  buyers  is  illustrated  by  meeting  called 

this  week  by  agency  media  director,  who  told  reps:     "We  buy  barter. 

We  don't  like  it.     What  can  von  and  the  stations  do  about  it?"" 

by  Evelyn  Konrad 

This  week  confusion  over  t\  barter  had  reached  this 

strange  stage:  \  media  director  who  bas  bought  barter, 

but  doesn't  like  it.  called  station  representatives  togethei 
for  a  closed-doors  meeting  in  lii-  office. 

"We're  both  confused  and  concerned  about  bartei  .it  this 

point,"  the  media  director  (Grey's  Larrj  Deckinger)  told 
sponsor.  "We  want  to  know  what  the  stations  and  the 

whole  industrj  intend  to  do  about  it."  (See  also  Spon- 
Bor-Scope   page    LI.) 

This  media  director  was  \u>l  one  of  main  surveyed  b) 
SPONSOR  who  expressed  concern  over  a  situation  which  has 

been  growing  in  recent  months  though  not  always  as  fa-t 
as  trade  talk   would    indicate. 

I  hi-  is  where  barter  stands  in  mid-summer,   1957. 

►    /  sizable  minority  <>i  ti  station*  are  involved  in  barter 
deals.     Time  Merchant-.  Inc..  broker-  of  bartered  time,  claim 

thai  less  than  two  do/en  stations  have  nol  concluded  some 

form  of  barter.  Television  Clearing  House,  a  t\  station 

consultant  firm  whose  activities  include  acquiring  merchan- 
dise l"i  stations  via  short  term  barter  deal-,  states  it  works 

fo]  139  stations,  sponsor  has  seen  lineups  for  barter  clients 

numbering  at  least  '"'|(  stations. 
►  /  growing  numbei  oj  advertisers  are  looking  into 

barter.  I  hen'-  .1  Feeling  that  "somebod)  -  getting  it  whole- 
sale, and  we  don't  want  to  1"-  left  out.  Vmong  the  known 

users  of  barter  tunc  are  such  advertisers  .1-  Lest  oil,  Ideal 

Toj  Co.,  Exquisite  Forn  Bras,  Pink  Ice,  Charles  VntelL, 

International  Latex,  several  airlines,  appliance  manufac- 
turers, t"  mention  a  small  cr   ection.     But  an  increasing 

number  of  individual  barter  time  agents  are  offering  such 

deal-  to  more  and  more  blue  chip  package  -  -  unpanies. 
Thus   far  none  of  the  blue-chips  have  bought   barter. 

SPONSOK 10  ai  gi  ST  1957 29 



BARTER  BROKER,  as  additional   middleman   between  station  and  client,  collects  coim 

►  /  irtuaUy  every  major  agency  is 

now  making  a  stud)  of  barter  or  has 
alreadv  done  so.  Media  executives  at 

J.  Walter  Thompson,  McCann-Erick- 
SOn,  y&R,  C.  J.  LaRoche,  Donahue  & 

Coe,  Dancer-Fitzgerald-Sample,  Grey 
are  among  the  main  known  to  have 

evaluated  the  pros  and  cons  of  barter. 
Some  barter  buys  have  been  cornmis- 

sionable;  main  tunc  bv -passed  the 
agency.  But  whether  the  agency  gets 
a  commission  or  not.  media  people  in 

general  see  it  this  wav  :  "We  know 
you  re  supposed  to  get  bulk  announce- 

ments at  a  huge  discount,  but  it  still 

doesn't  look  like  an  efficient  and  re- 

liable media  buy  to  us."  (The  quote 

is  from  a  major  agencv's  study  of barter.) 

►  \eu  forms  of  barter  deals  are 

springing  up  and  gathering  momentum. 
One  of  the  deals  gaining  popularity 

among  small-budget  advertisers  previ- 
ously unable  to  afford  the  medium  is 

the  '"Pink  Ice  pattern."  This  adver- 
tiser bought  up  some  film  properties 

and  went  to  stations  without  a  middle- 
man. Most  recent  client  to  consider 

this  type  of  swap  is  a  women's  apparel 
advertiser  who  feels  forced  into  barter 

by  his  major  competitor's  bulk  buys. 
Despite  a  growing  interest  in  barter 

among  some  types  of  client,  the  pre- 

dominant attitude  is  one  of  "We  can't 

miss  out  on  a  bargain"'  rather  than  a 
deep-rooted  conviction  that  a  barter 

buy  is  the  answer  to  a  major  market- 

ing or  media  problem.  It's  therefore 
important  to  clients  who  ma\  be  con- 

sidering barter  to  study  the  experience 
of  other  advertisers  who  have  used  it. 

Media  men  who've  analyzed  barter 
buys  come  up  with  the  following  evalu- 

ation : 

1.  It's  a  cheap  buy.  but  bow 
cheap  is  hard  to  pin  down.  The  value 

of  a  barter  schedule  hinges  on  how 

closely  it  can  be  tailored  to  a  client's 
needs.  Since  such  a  schedule  consists 

of  previously  unsold  station  time,  it 
lias  to  include  time  periods  the  client 
would  not  otherwise  bu\ . 

In  the  case  of  its  barter  bu\  last 

spring  on  20-plus  stations.  Ideal  Toy 
Co.  feels  that  it  achieved  considerable 

discounts    off    normal     rales.       Here's 

how  this  buv  worked  out.  Ideal  Toy 

Co.  arranged  the  barter  deal  through 
Time  Merchants,  who.  in  turn,  secured 
much  of  the  time  from  Television 

Clearing  House,  the  firm  that  trades 

merchandise  tor  time  as  part  of  what  it 
terms  a  station  consultant  service. 
Ideal  used  merchandise  instead  of  cash, 

the  station-  Liot  the  toys,  or  other  mer- 
chandise from  Television  Clearing 

House. 

Ideal  Tov  made  the  deal  on  a  whole- 

sale price  versus  one-time  card  rate 
basis.  Thus,  if  a  tov  wholesales  at  SI. 

Ideal  Tov  got  SI  worth  of  announce- 
ment time  on  the  one-time  card  rate. 

The  bulk  of  the  schedule  the  com- 

pany got  throughout  the  country  wa- in the  4:00  to  6:00  p.m.  programing 

period,  on  a  short-term  basis. 

"We  feel  satisfied  with  the  buv." 
,-avs  Mel  Helit/er.  Ideal  Toy  ad  man- 

ager. "Barter  increased  the  amount 

of  tv  advertising  we've  been  able  to 
do  and  the  amount  of  money  spent 

per  station.  It's  true  that  we  would 
have  skipped  a  number  of  markets  to 
which  we  spread  ourselves  had  this 
been  a  cash  deal.  But  it  would  be 

impossible  to  base  an  entire  media  plan 
on  barter  alone.  We  buv  on  a  rate 

card  basis  too  to  cover  our  major 

markets." 

2.  Many  clients  and  agencies 
fear  barter  buys  may  not  be  reliable. 
As  a  number  of  media  directors  told 

sponsor,  most  barter  time  agents  vir- 

tually ask  for  a  blank  check,  mention- 
ing vague  lists  of  markets,  but  not 

coming  up  with  stations  and  times  un- 
til there's  cash  on  the  barrelhead. 
There  are  exceptions.  Some  clients 

who've  bought  barter  time  have  been 
able  to  demand  detailed  station  li-t- 

prior  to  a  full  payment  for  their  entire 
contract.  In  general,  the  barter  sched- 

ules, however,  are  the  product  of  wheel- 

ing and  dealing  bv  the  barter  time 
agent  after  he  has  a  firm  cash  order 

with  which  he  can  approach  the  sta- 
tions. 

Time  Merchants,  which  has  commit- 
ments for  time  from  film  syndicators, 

claims  that  by  combining  the  various 
schedules  provided  by  the  syndicators 

they   can   satisfv    virtual!)    any   adver- 

Stations  gel   merchandise  for  prizes  <>r  own   use  in   return   fur  short-term   spot   campaign 
via  T\   Clearing  House.      \t  left,  Jack   li;i-km.  T(  II  v. p. 



from    BARTER   BUYER A  media  director  who  tried  barter  gives  his 

frank  appraisal  of  barter's  pros  and  cons 

tiser's  need.    Nonetheless,  several  agen- 

•  ies  that  gave  sign  "I  "real   interest 
in  the  extenl  ol  ha>  ing  a  client  budg- 

et available,  had  a  difficult   time  get- 

ting specifics,  the)  t"l<l  sponsor. 

Saj -  tin-  media  directoi  ol  one  such 

agency,  who's  had  previous  experience 
in  buying  bartei  schedules:  "The 
client  can  gel  a  flood  of  announce- 

ments ;il  a  low  cost  this  way,  and  In- 
line- l:<-i  ;i  |i>i  ill  exposure.  Mr  II  also 

reach  people  at  least  as  efficientl)  as 

he  would  for  rate  card  and  he  can  get 

s irtuall)  anj  time.  But,  j ou  pa)  j ouj 

cash  .uitl  \nii  don't  know  what  you're 
getting  right  now,  let  alone  next 

week." 
Once  the  deal's  concluded  and  the 

schedule  is  on  the  air,  watch  out.  One 

client  was  promised  affidavits  "I  per- 
formance from  one  barter  middle  man. 

rather  than  direct  from  the  stations. 

He  hasn't  seen  them  yet,  but  Feels  the 
time  hasn't  run  out  since  some  sched- 

ules are  -till   on  the  air. 

"\\  e  monitored  « » n  1  schedule  in  some 

cities  and  did  come  out  prett)  fair," 
die  client  told  sponsor.  "But  we  had 
t<>  keep  the  stations  on  their  toes  l>\ 

sending  -ale-men  over  whenever  the 

announcements  didn't  appear.  Vie  ran 
into  tlie  preemption  problem  wed  ex- 

pected and  we  didn  l  get  the  same  type 
of    treatment     from     the     station     that 

card-rate  advertisers  get." 
3.    The  questionable  economic 

efficiency  ol  barter  practice-  has  ad- 

men scratching  their  heads.  The  un- 
der-the-counter bulk  bu)  -tart-  out 

(heap.  But  1>\  the  time  you  pax.  as 
mam  as  two  middlemen  have  to  take 
their   cut. 

The  fact  there  ma\  he  two  middle- 

men doe-  not  necessaril)  detract  from 

the  economic  advantage  to  the  client. 

particularl)  since  the  barter  middle- 
men frequent!)  replace  a  station  rep 

and  even  agenc)  commission.  It  -  true. 
however,  that  the  barterers  themselves 

these  days  prefer  going  through  the 

client's  agency.  Vgenc)  commission 
in  such  instances  i-  paid  1>\  the  manu- 

facturer himself  according  to  hi-  ar- 
rangement with  the  agency. 

1  Please  turn  t<>  page  7<>  I 

Why  did   you  consider  buying  b.irtcr  time  in  the  first  place? 

I  In-  requests  wen-  coming  in  from  oui  clients  and  we  were  pressured 
into  investigating  it.  Oui  clients  li.nl  been  approached  directl)  b) 

(he  barterers  and  they'd  gotten  a  taste  i"i  buying  "wholesale  B 
the  time  we  wen-  brought  into  the  act,  the  client  w.i-  thorough!) 

convinced  In-  was  getting  .1  bargain,  none  ol  the  disadvantages  we 

pointed  out  in  him  changed  hi-  mind.  Besides,  <-  In-  agents  it's  "in 
responsibilit)    in    make   the    best    possible    bu)    w<    1  tn     ;el    t"i    him. 

Did  you  find  barter  to  be  an  effective  and  economic  media  buy? 

In  -nine  wa\-  we  did.  oi  we  would  have  continued  fighting  the  buy. 

I  In-  client  -•")  .1  l"i  "i  exposure  he  couldn  i  have  afforded  on  the  i  ite 

card.  Uso  the  i  .dil  ei  ol  the  si  hedule  we  wen-  offered  was  surprising!) 
-ood.  with  a  n iiml hi  ni  (  Li—  \  and  even  \\  announcements  thrown 

in.  For  the  client  it  -  a  real  bargain.  We  figure  he  gets  is  mucl 

25^  oil.  But  in  return  for  the  lower  rate-,  he  trades  in  the  securit) 

ol  a  continuous  schedule.  \-  the  agenc)  we  found  we  could  go  aftei 

the  deal  and  improve  the  schedule.  We  wen-  also  aide  in  merchandise 
the  bu)  to  the  sales  force  and  trade  because  we  could  drum  up  a  lot 

ol   noise  about   the  sheer  volume  ol  commercials  to   run   per  market. 

If  it's  such  a  good  deal,  why  don't  you  buy  more  of  it? 

It's  far  from  being  an  unmixed  blessing,  lor  example,  you've  got  a 

devilish  time  trying  to  pin  down  exact!)  what  you're  getting  before 
\oii  pa)  oui  the  cash.  Even  when  a  tentative  schedule  is  set  up.  you 

can't  trust  them  to  deliver  it.  We'd  like  to  make  oui  deal  on  the  basis 
of  individual  contracts  and  affidavits  from  the  stations,  hut  the  barterers 

themselves  sign  you  up  -"lid  before  the)  let  you  gel  close.  \l-".  while 

some  of  the  announcements  are  reall)  top  quality,  most  "I  them  float  so 

much  that  you  can't  ever  he  sure  whether  you'll  he  between  Godft 
and  Moore  or  before  the  Sunda)  morning  church  program.  I  In-  cost 

to  the  agenc)  of  handling  a  bartei  contract  i-  fai  higher  than  a  regular 

spot  bu)    because  "I  the  policing   necessar)    once  negotiating   i-  over. 

What  adverse  effects  do  you  feel  barter  may  have  on  tv? 

It's  putting  us  all  into  the  Third  Vvenue  thrift  shop  business,  with  no 
single  bu)  comparable  to  an)  other.  It  undermines  the  rate  card,  the 

stability  of  the  business  and  the  standards  of  efficient  media  buying. 

Instead  of  evaluating  a  bu)  on  the  basis  ol  type  and  size  ol  audience 

reached,  cost-per-1,000,  penetration  of  message  and  othei  advertising 

measurements,  the  bartei  clients  evaluate  it  on  the  basis  "I  "how  whole- 

sale" the  bu)  is.  Bartei  also  affects  the  charai  tei  ol  a  station  adversely. 

How  can  we  knew  we're  buying  at  the  best  possible  price,  if  we  know 
the  station  has  bartei   time  periods,   undercutting   it-  own   rate  card? 

Has  barter  affected  the  other  spot  tv  clients  in  your  agency? 

In  some  ways.     For  one  thing,  the  rep-  aren't  happ)  about  our  barter 
client  and  the)  can  make  bu)  ing  tougher  for  our  other   tints.  VIso  "iir 

other  accounts  are  beginning  to  feel  they're  subsidizing  the  bartei 
- 
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HOW  TO  INSURE 

FULL  VALUE 

FROM  NETWORK  TV 

Prudential  Insurance  Co.  gives  a  hard  promotional  push 

to  its  soft-selling  network  tv  investment  of  $3.8 

million.    Direct  mail  and  merchandising  efforts  reach 

20,000  agents,  60,000  teachers  as  well  as  the  puhlic 

Traditional    insurance    approach    of   82-year-old    Prudential    has    been    institutional    but 
v.p.-secretary    Frederick  II.  Groel  has  added  a  modern  1  > l<-n c I  <>l   mood  ami   merchandising 

Modern   ad  concepts  are   planned   by   this   Reach,   McClinton   agency   group:    (from   1.) 

Thomas  Crolius,  account  exec;  II.  I..  McClinton,  pre*.:  Robert  Rnhh.  sr.  v.p.-account  super. 

SNK
W  

\KK.  \.  J. 

ixt\  years  ago  when  families  were 

paying  three  cents  a  week  for  father's burial  insurance,  the  Prudential  Insur- 
ance Co.  launched  its  famous  Rock  of 

Gibraltar  as  an  advertising  symbol. 

Today,  Prudential  is  telling  the  same 
-ton  the  rock  has  s\  mholized  all  these 

>ears — with  television. 

Television  "is  as  effective  a-  an)  me- 

dium could  ever  he  for  us."  is  the  way 
Prudential  vice  president  and  secretai\ 

Frederick  H.  Groel  puts  it.  He's  sen- 
ior officer  in  direct  charge  of  an  adver- 

tising-sales  promotion  program  which 
costs  the  company  more  than  $7  mil- 

lion a  \car — and  S3. 8  million  of  this 
uoes  for  a  network  television  program. 

Prudential's  advertising  matches  its 
-ah-  stor\.  which  is  almost  entirely 

symbolic.  "After  all."  says  Groel, 
"what  are  we  selling  except  a  piece  of 
paper?  And  a  promise  to  redeem  that 

paper  for  money  years  hence?  The 

first  thing  people  think  of  in  bu\inj_' 
this  piece  of  paper  is  whether  it  will  he 
honored  after  they  are  dead.  The) 
want  assurance  that  the  company  has 

stabilit)  and  strength." His  joh  and  that  of  the  Reach.  Mc- 

Clinton &  Co.  agency.  \ew  York:  "to 
keep  our  name  and  slogan  before  the 

puhlic  and  to  create  the  right  atmos- 

phere in  which  to  do  business." 
The  rock  symbolizes  indestructibil- 

ity, strength,  endurance,  reliability.  In 
the  old  days  of  print-only  advertising 
the  rock  was  the  focal  point  of  a  thou- 

sand different  illustrations.  With  Pru- 

dential's push  into  television  the  rock 
has  been  retained  as  a  trademark  but 

its  implicit  meanings  have  been  trans- 
lated  into   the   commercial   and   show. 

For  the  past  three  seasons  the  show 

has  been  CBS  TV's  You  Are  There. 
This  coming  season  Prudential  begins 

a  new  t\  venture,  The  Twentieth  Cen- 

tury,  being  developed  b)  the  news  and 
public  affairs  unit  of  CBS  T\  . 

Robert  \\  .  Robb,  senior  vice  president 

of  the  agenc)  and  Prudential  account 

supervisor,  sa\>  these  are  requirements 
lor  hi-  client  -  t\  effort :  I  1  i  station  cov- 

erage, with  ever)  agent  in  an  area  with 
a  tv  station  backed  by  the  new  show 

i  the  lineup  is  now  147.  is  expected  to 

go  higher);  i2i  a  format  which  re- 
fleets  credit  on  the  compain.  even  at 

the  possible  sacrifice  of  audience  he- 

cause  "the  kind  of  show-  which  get  the 
lop  ratings  usually  would  not  reflect 

compan)  management  and  policy"; 
(3)    overtones  of  education  and  public 
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set  \  ice  .1-  well  .1-  entertainment  in  .1 

-ln>u  "the  presidenl  it  proud  "I  .mil 
one  which  agents  in  the  f  ■  <  - 1  •  I  also  like 

I  'i  udenl  1.1I  w.i-  1  me  "It  he  ii  1  si  insui  • 
Bnce  companies  i"  use  eithei   radi   
i\.  For  several  years  ii  sponsored  The 
Prudential  Family  Hour,  a  Sunda) 
evening  -In >w .  Ii  scored  greal  success 
with  housewives  and  vsiili  it-  20,000 

held  Mien  iii  |pic-t\  days  l>\  sponsoring 
Jack  Berch  on  radio  during  the  noun 
hum  for  -c\ en  years.  It-  Ii  1  -1  \ enl ure 
into  t\  was  .1  drama  show,  The  Pru- 

dential I  uniih   I'lm  house. 

In  the  earl)  50's,  however,  circula- 
tion was  more  impoi  tanl  than  the  pro- 

gram in  Prudential's  t\  advei t i - i r  1  - .  I  0 
get  1  bigger  station  lineup  the  client 

bought  pai ticipations  in  tin-  vid  I  ae- 
Bar-Imogene  Coca  Shou  "I  Shou  -  on 
NBC  I  \  .  \111I  it  had  .1  daj  time  seg- 

ment <>t  Garrj  Moore  on  CBS  I  \ . 
But  coverage  is  onlj  one  of  the  com- 

pany's objectives,  which  is  wh)  Pru- 
dential three  years  ago  started  mend- 

ing it-  Fences  in  other  directions. 
)  on  tic  There  and  the  lir  Powet 

series,  the  latter  a  film  produced  b)  <  l'>v 

.mil  the  \  11  Force  and  telei  i»l  at  1  pari 
•  ■I  the  )  "ii    Ire  I  here  feature,  a<  <  om 
plished  .ill  the  insui  ince  company  s  ob- 

jectives.   <.i"c|  think-  Twentieth  I 
tm 1    h  ill    do    the    same.      I  he    9 

national  coveragi   1-  great.    But  equal- 
Ij    desii  able   are   the   maintenai   1 
high  prestige     and  .1  door-i ipenei   t"i 

l'i  udenl  ial  1  ;ents. 
Presidenl  Carrol  \l.  Shanks,  1  om> 

men)  ing  on  ratings  said  "Some  |  eai  - 
i'.H  k  we  1 1  ied  i"i  1  .it ings  but  we  have 
abandoned  the  effort.  Vaudeville  shows 
and  the  like  are  nol  i"i  us.  \\  e  are 
concei  tied  about  the  commen  i.il  end, 
certainly.  But  oui  programs  must 
make  .1  contribution, 

"\\  e  are  ti  \  ing  I"  build  prestige  foi 

the  company.  We're  not  selling  soap. 
You  might  saj  we  want  a  rating  with 
dignit) . 

Backstop  for  agents:  I  ield  men  are 

important  to  an)  oi  ganization  l>m  in- 
surance  compan)  agents  are  \  ital  t" 

the  company  -  sun  i\  aL  1 1  t  li<\  're 
proud  "I  theii  company  and  enthusi- 

astic,   they'll    call    mi    |»-"|ilc    ami    sell 

them.  1 1  the)  re  apathetii  and  •  1  it  ii  iL, 

they'll  go  i"  a  baseball  game.  Pru- 
dent ial  -  structure  1-  different  fi   thai 

nf  man)  competitors  in  that  most  "I  its 
■  \  eai  -  have  ti  aveled  dooi 

to-dooi    in    1  small  -■'  og raphii  il 
kn<>\\ n  as  a  debit,  t"  make 

monthl)  1  "lice  1  M.11-.  to  advise  on  fam- 

ily   problems   and     of  course     to   !>••■ 
1  "inc  a  part  "I  the  household. 

Vdvei  tising    1  an'l    replace   the   pei  • 
sonal    Belling     oi    thes<      igenti 
Robb.     He  knows   first   hand   be«  ause 

he  spends  about  half  of  his  time  trai  el- 

iround   to   Prudential's   six   semi- 
autonoi   1-  "tin  es  in  the  I  .S.  and  I 

ada.  Advertising  doesn't  sell,  but  "il 

helps  "in  agents  do  it." I  he  agent  ncc.l-  backstopping.  Ad- 

vertising "make-  his  compan)  bettei 
known  and  makes  him  a  more  welcome 

caller.  He  doesn't  have  to  sell  the  1  om- 
pan)  before  he  ti  ies  to  sell  the  insur- 

ant e.  Vdvei  tising  stresses  the 
need-  u hich  in-iii am  e  1  an  Idl  and  in- 

foi  m-  and  i'  mind-  people  how  il 
solve  theii  famil)  problems.  It  empha- 

sizes "see  youi   Prudential  agent"  and 

Network  tv  promotion  reaches  every  company  and  consumer  level 

Television 

teaching  aid 

i«M~  itAnOM 

Level  one:  TEACHERS 
Prudential  aims  for  Future  business  with 

it-  Television  Teaching  \iil  sent  to  60,- 
000  teacher-  before  each  )  ou  Ire  There 

telecast  and  new  Twentieth  Century 

which  debuts  20  Oct  "Noncommercial" 

aid  outlines'  the  upcoming  i\  show,  gives 
background  on  the  historical  event, 

gests  reading  matter  and  related  school- 

room activities.  The  "homework"  will  -till 
be    Sundaj    viewing    of    the    t\    program 

fIBE 

\ 

wentieth 

i  Century" 

^.
 

ATOMIC   l 
RAp/ATlOIS/, 

b30e> 

Level   two:    CONSUMERS 

Every   Prudential  office  will   feature  this 

life-sL  -  f  CBS  TV's  Walter  (  ton- 

kite,    who    will    emcee    Twentieth    Cen- 
tury    series.       Screen     i-     a     blai  kboard 

WARFI6HTER' 

Level  three:   ACENTS 

Mere    than    20,000   company    agents,   the 

door-to-dooi  t  a  week 
new-  bulletin  on  the  up 

-how.    It'-  both  a  door-opener  and 
m  r-.itien  p  nt-  the  much-i  • 

feeling    that    the    tv    adt     rising   is    the 
a  show.    1 ;  emium 

-tlllTer-.    lllettel- 

endars    Vl  -  ihe  agent* 

I      1  1  -m  in  ute     film  -'i-inj; 
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nds  people  they'll  I  enefil  bj  see- in"  him. 

The  igents  know  the  theorj  of  this 

back-stopping  and  the)  know  full  well 

the  su(  i  essful  practice  of  it  in  tei  ms 

of  t\.  -.iv-  Groel.  You  Are  There  at- 

tracted  a  "verj  substantia]  audience" 
in  the  period  of  a  month,  and  a  high 
rate  "I  turnover  in  thai  audience. 

•"We'd  much  ratlin  have  a  lot  of  dif- 

ferent people  seeing  us  in  a  four-week 

period  than  tlie  same  people  watching 

j  week.  \\  e  got  about  25'  ,  of  the 
-et-  in  use  in  a  week  but  in  a  month's 
time  almost  50'  i  of  all  t\  homes  tuned 

to  us  al  least  once."  he  says. 
\\  hen  the  Air  Power  series  was  tele- 

i  asl  under  the  )  on  Arc  There  name  in 

the  same  time  slot.  6:30  p.m.  Sunday, 

for  the  first  time  Prudential  was  get- 

ting an  alMamih  audience — kids.  too. 
Heretofore  during  this  bridge  between 

daytime    and    nighttime    the    kids    in 

man)  homes  dominated  the  set  ami 

they'd  tune  to  H<i\  Rogers.  Hut  Air 
Power  reversed  the  adult  trend  and 

leveled  out  audience  composition.  As 

Robb  says,  "The  air  force  killed  the 
cavalry.  Kids  tuned  to  us  when  the) 

found  out  we  had  more  guns." 

Into  the  20th  Century:  These  guns 

had  a  carryover  effect  in   Prudential's 
sales  ammunition.  \\  hen  the  regular 

)  an  Are  There  reenactments  of  im- 

portant events  returned  after  24  Air 
Power  shows,  a  lot  of  the  new  audi- 

ence stayed  with  it.  Reach.  McClinton 

account  people  think  this  new.  bigger 
and  broader  audience  will  also  stick 

with  The  Twentieth  Century. 

I  he  new  program  will  open  with  an 

hour-long  report  on  Winston  Churchill 

20  October,  with  remaining  chapters 

split  between  half-  and  full  hours.  Fo- 
cussing on   the  20th   Century   and   its 

events,  the  CBS  T\  public  affairs  and 

news  department-  will  sub-divide  the 

weekl\  reports  into  past,  present  and 
future. 

Some  of  the  prospective  stories  a- 

the)  are  Icing  outlined  now:  Stalin: 
women  in  sports:  the  East  Berlin  riots; 

the  jet  age:  NATO;  air  medicine; 

brainwashing;  crime  and  punishment; 
atomic  radiation. 

There  are  two  corollai")  effort-  which 
make  even  a  tailor-made  program 

choice  an  outstanding  success  or 

which.  b\  omission,  can  derail  the  mil- 

lion-dollar spender.  These  are  com- 
mercial content  and  merchandising. 

Reach.  McClinton  and  Prudential 

spend  just  as  much  time  on  these  ele- 
ments a-  the  uetwork  does  on  the  edi- 

toi  ial  content. 

Commercial  content:  Not  only  the 

program  but  the  commercial  must  ac- 

complish  the  various  client  objective-. 
Attitude  surveys  have  long  shown  that 

people  think  negative!)  about  insur- 
ance. The)  don  t  like  to  think  of  death 

or  poverty,  or  the)  re  ignorant  and  un- 
accustomed to  actuarial  figures,  or  the 

word  itself  has  an  unpleasant  connota- 

tion. \\  ords  and  pictures  about  in- 

surance must  have  an  up-beat  qualitv. 

one  of  pleasantness  and  optimism — as 
well  as  Gibraltar-like  dependability. 

The  agency  tests  most  Prudential 

commercials  for  acceptance  and  for  ef- 

fectiveness "although  we  know  no  one 
i-  going  to  run  down  to  his  corner 

Prudential  agent  and  buy."  says  Robb. 
What  makes  the  biggest  difference 

in  acceptance  or  rejection?  "A  mood 

rather  than  a  strong  sales  point,"  he sav  s. 

"The  commercials  which  show  up 
best  are  those  in  which  a  major  part 

of   the   commercial   time   is   taken    up 

Commercials  are  conceived  ami  scheduled  at  agencj  l>\  (from  1.)  Marce  Mayhew,  art 

director;  Herman  Rancher,  copywriter;  Curtis  Berrien,  senior  v.p.-copy  director:  Timothy 

O'l.rary.    buyer;    Werner   Michel,   v.p.-tv   and   radio   director.      Most   commercial   are   on    film 

establishing  a  mood.  This  is  almost 

always  a  family  situation  with  a  quick 

point  at  the  end  telling  them  this  fine 

state  of  affairs  can  be  made  possible 

bv    Prudential  insurance." 

The  selling  commercials  "don't  hit." 
he  says,  except  in  some  of  the  ani- 

mated films.  These  u-uallv  concern 

some  happv  family  - 1  \  pe  message  which 
offers  a  reward  to  the  viewer. 

Merchandising:  The  other  area  of 
action  which  can  break  even  the  best 

program  vehicle  is  merchandising. 

"We  push  our  advertising  in  every 

v. av  we  can,"  says  Croel — and  this 
merchandising  push  goes  in  hundreds 

of  directions.  His  staff,  which  num- 

bers 100  at  the  Newark  headquarters 

office,  is  finishing  several  merchandis- 

ing pieces  which  wont  be  used  until 

the  new  program's  premiere  three 
months  from  now.  One  is  a  pickup 

from  the  You  Are  There  promotion — 

a  weekly  teaching  aid  which  is  mailed 

to  60,000  teachers  in  12.000  schools. 

Insurance  companies  plav  a  long-run 

game,  as  Groel  sa\s.  "We  want  to  get 
the  name  in  the  minds  of  the  coming 

generation.  These  voungsters  will  be 

our  customers  in  10  or  15  \car-. 

One  item  in  the  Twentieth  Century 

promotion  blueprint :  a  stand-up  life- 

size  display  of  newsman  Walter  Cron- 
kite,  who  will  conduct  the  new   series. 

He  stands  beside  a  tv  set.  the  screen 

of  which  is  a  blackboard — and  the 
name  and  date  of  the  show  will  be 

changed  weekly.  This  will  be  spotted 
in  even  field  office.  Another  effort: 

for  the  opening  Churchill  program,  the 

company  is  sending  to  each  of  its 

agents  a  mailing  piece  ballyhooing  the 

show  with  a  pocket  which  holds  a 

world  atlas  and  two  front-row  i  home 

viewing  I  tickets  to  the  tv  premiere. 

Copy  >n  lv  commercials  hits  mood.  75% 
of  the  time  i-  given  ti>  pleasant  familv  scenes, 

the    remainder    to    a    clinching    -air-    point 



I  hese  are  .ill  headquarters  effoi  ts, 
vet  .1  lol  of  advertising  and  pi omotion 
[a  done  .it  the  home  offii  e  oi  re  ;ional 
level.  The  six  home  offices  last  yeai 
-.|.<Tii  $1  .9  million  on  advertising.  I  he) 
have  local  "pi    bud  ets  and  me- 

dia, .mil  man}  "I  them  buj  local  radio 
and  i r-l< -\  ision  schedules. 

In  "selling  i he  companj  name  and 
iti  agents,  Prudential  is  -riling  .ill 
kind-  i>l  insurance  two-waj  protei 
tion,  which  gives  the  buyer  income  il 
In  retires  l>ui  also  covers  his  familj  it 
he  dies;  retirement,  Bickness  and  acci- 

dent insurance,  Family,  mortgage  renl 
and  education  policies,  I  he  company 
has  33  million  policj  holders  and  last 

\r.n  sold  $8  billion  worth  <>f  1 1« •  \\  poli- 
cies. Ii  has  assets  of  $13.2  billion  ami 

,i  surplus  "I  $196  million. 

The  home  team:  Ii-  president,  I  ar- 

rol  M.  Shanks,  is  described  as  "adver- 
tising-minded \>\  an  account  man  at 

Reach,  McClinton. 

Harold  L.  McClinton,  president  "I 
the  agency,  resigned  in  March  as 
president  ol  Calkins  S  Holden  agenc} 
in  form  Reach,  McClinton  S  Co.  from 
the  former  Reach,  Yates  &  Mattoon. 

Prudential  followed  him,  as  did  sev- 
eral people  w  In »  had  worked  on  Pru- 

dential at  Calkins  \  Holden.  i 

The  client-agencj  advertising  team 
i-  a  close!)  knit  one  ami  includes:  from 
Prudential  Henrj  M.  Kennedy,  ex- 

ecutive director  of  public  relations  ami 
advertising  who  is  president  "I  die  Life 
Insurance  \d\ertisers  Association  and 

i. n  the  board  of  the  Association  of  Na- 

tional Advertisers;  Henr)  E.  Arnsdorf, 
associate  director:  Joseph  HolTmann. 
assistant  director  "I  advertising,  ami 
William  F.  Hedden,  advertising  mana- 

ger; from  Reach,  McClinton — Tom 
Crolius,  account  executive;  Timothj  .1. 
Oleary,  buyer;  Marce  Mayhew,  an 
director:  Herman  Raucher,- copy;  Wer- 

ner Michel,  vice  president  and  t\  direc- 
tor: Walter  1  l<n  i  \    Nelson,  promotion. 

The}  coordinate  the  t\  effort  which 

"fits  us  to  a  T.    as  Groel  put-  it.   "T\ 
take-  ti-  right  into  the  home,  which  i- 

a  lot  more  than  the  printed  pane  can 

oiler,  and  tin-  i-  where  our  agent  \i-it- 

and  where  he  -dl-  the  policies.     We 

sell  a   famil}    product   and  t\    is  a   lam- 

il\      connotated     thing.       The     point     of 

purchase  for  u-  is  the  living  room." 
I'hc\  \c  -ecu  results  from  this  t\  ad- 

vertising even  though  "There's  no  wa} 
in  the  world  to  measure  the  dollar 

value  of  advertising,"  says  Robb.  "But 
we've  -ecu  a  stead}  rise  in  agent  ac- 

ceptance." ^ 

SPONsOK 10  am, i  st  L957 

Film  strip  Foi  tesl  is  made  b)    (from  I.1   Larr)  Herndon,  l!."l  Keitz,  Keilz 
&    Herndon;    Lienei    Temerlin,  Glenn    Adv.;    Tom    Young,    KMI:    in    Dallas 

MADISON  AVE.  HAS  NO  MONOPOLY 

ON  TV  COMMERCIAL  PRE-TESTING 

w 
ays  to  safeguard  a  sponsor's  t\  commercial  film  investment 

.in-  being  found  in  buying  centers  fat  ln.ni  Madison  Ave.  ami 
Hollywood  Blvd.  <>nc  such  metropolis  when-  this  safeguard  takes 
the  form  of  pre-testing  of  commercials  i-   Dallas. 

Then-  Keitz  ami  Herndon  him  studio,  working  with  Glenn  Ad- 
vertising on  behalf  ol  the  Lone  Star  beei  account,  ha-  tested  ami 

-inc..  added  an  optional  pre-testing  service  for  t\  advertisers.  It 
starts  with  a  variet}  ol  agenc}  storyboards,  rathei  than  the  one 

which  i-  noimalK  submitted  to  a  film  producer,  and  then  converts 
these  i"  -lide  or  -trip  film  foi  testing  with  a  consumer  panel. 

Larr\  F.  Herndon,  Jr.,  partner  ami  -ale-  manage]  ol  the  com- 

pan}  has  found  benefits  oi  pre-testing  foi  the  t\  client  using  film 
commercials:  he  can  |  I  I  pick  a  winnei  earl}  ami  discard  a  losei 
before  ii  gets  ver)  far;  (2)  increase  the  rate  ol  return  on  each 

investment  in  i\  production:  i  .1 1  resolve  certain  technical  prob- 
lems, such  a-  i he  balance  between  audio  ami  video;  I  1  I  determine 

specific  audience  reactions;  (5)  encourage  creative  thinking.    ̂  

Biggest  benefit  '     spoi  soi  from  pre-testing  >-  saving  of  time  ami  monej 
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STRICTLY  BY  THE  NUMBERS         mn c 

When  you  plan  a  tv-radio  campaign  for  an  impulse  item  like  the  Little 

Charmer  Cobra  Flute,  there  are  many  things  to  consider  besides  cost-per-1,000 

ACT  I 

scene:  //  is  nearly  four  o'clock  in  the  afternoon  and  the 

luncheon  hour  is  drawing  to  a  close  at  Pierre  &  Solly's,  a 
tiny  bistro  just  off  Madison  Avenue,  specializing  in  double 

Gibsons  and  padded  checks  for  that  segment  of  the  broad- 

casting-advertising profession  u  hose  SU  indle-sheets  are  above 

suspicion.  By  note  only  a  pair  of  lunchers  remain  at  a 

corner  table  from  which  the  waiter  has  removed  the  napery 

in  hopes  they  will  pay  their  check  and  clear  out.  One  of 

these  patrons  is  a  large  man  with  a  balding  pate  burned 

lobster-red  from  many  sun-lit  hours  of  swinging  a  "blaster" 
in  sand  traps.  He  is  Hornbill  //.  Ilarumph,  advertising 

director  of  the  Little  Charmer  Cobra  Flute  Co.  He  is 

drinking  milk.  His  companion,  although  slighter  of  build. 

has  the  same  outdoorsy-look  of  one  whose  greens  fees  are 

paid  in  full.  He  is  Marv  Distelfink,  account  executive  at 

Finn  &  Haddie  Agency  (elevation  22nd  floor;  billings  $8Y± 

million — provided  nothing  goes  wrong  ivith  the  spot  cam- 
paign noiv  under  discussion  I .  Distelfink  drops  some  Brioschi 

panders  into  his  water  glass,  lets  it  fizz,  gulps  it  doun.  burps 

inaudibly,  and  speaks. 

DISTELFINK:     Now  the  way  I  see  this  spot  push,  and   I'm 

speaking  product-wise.  .  .  . 

HARUMPH:  Just  a  moment,  Marv.  I  didn't  quite  finish 
telling  \ou  about  this  time  I'm  driving  off  the  ninth  green  in 

a  blinding  snowstorm,  and  naturally  I'm  using  a  red  ball.  .  .  . 
distelfink:  I'm  sorn .  sir.  I  thought  you'd  finished,  ̂ l  ou 
tell  a  story  so  well  that  every  sentence  seems  to  be  the  climax. 

HARUMPH:  {beaming)  Nice  of  you  to  sa\  so.  Marv.  Hut 

I  guess  I'd  better  continue  it  another  time.  Right  now 

we'd  better  nail  down  our  plans  for  tv  and  radio. 

DISTELFINK:  Whatever  you  say.  sir.  Now  here's  what  I have  in  mind  marketwise.  .  .  . 

HARUMPH:     Before  you  muddv  the  pool,  Marv.  let  me  just 

comb  out  a  few  basics  off  the  top  of  my  head. 

DISTELFINK  :     Fire  away .  sir. 

harumph:     Here's  the  broad,  over-all  thinking.  Man.    Our 
product,  the  Little  Charmer  Cobra  Flute,  has  certain  built-in 

CLIENT  AD  MGR.:      Well  buy  all  tv  spots  at 

night    with    a    $1.75    cut-off    and   23.5    ratings 

ACCOUNT   EXEC:     But  we  can't  buy  strictly 
by    numbers!     We    must    consider    all    factors! 



r  *  -•  -  -  i  •'  :  1 1 1  1 1  f  i :  I  i  .*  -  I  ■  -:  -  '  T 

problems. 
distelfink:     Yes,  sii     nol   man)   cobras  around  and   not 

man]  people  w 1 1 < >  can  plaj  llut<--  either. 
hari  \i  iMi :    Thai  prett)  well  sums  it  up.    <  nil  cobra-ch 

ing  llnir  is  hardl)   .1  household  necessit)    1 1  ki-  detergents  "i 
flooi  wax.     In  fact,  Marv,  I  think  we  musl  regard  it  purel) 

,i>  an  "impulse  item. 

distelfink:  \ m I  that's  jusl  how  we  must  sell  it.  We'll 
blanket  the  top  50  with  a  saturation  schedule.  .  .  . 

11  \m  \ii'ii :  Supersaturation !  Think  big,  Marv!  Here's 

the  nut.  We've  got  to  reach  people!  No  mattei  whal  it 
costs,  I  want  to  reach  people!  \ml  when  I  saj  people,  I 

mean  |»«**»|»l«-  who  want  to  charm  cobras  and  are  willing  to 
laj  "lit  S3. 95  Foi  .1  foui  -tone  flute. 
in- 11  11  i\k  :  V  mii  make  me  ver)  happy,  -ir.  So  man)  clients 

don'l  look  at  ii  this  way.  The)  re  onl)  concerned  with  rating 
points  and  cost-per- 1 ,000. 

HARUMPH:     I'm  glad   you   recognize  the  difference,   Marv. 
I'm  no1  fenced  in  b)  numbers.   I  want  a  qualitative  audience. 
\\  hen  it  comes  t«>  picking  stations,  I  in>i-i  on  creative  bu)  in^i. 

distelfink:     Hurrah,  -it!     You're  one  in  a  million.    Wr'll 
reach  the  Mute  and  snake  lovers.    We'll  match  the  audience 

and  the  product.    We'll  get  you  slots  that'll  make  Mr.  Proc- 
ter and  Mi.  Gamble  roll  over  in  their  suds! 

HARUMPH:     Nothing  but   prime,  triple-A   nighttime  t\    and 
morning  radio. 
distelfink:     Nothing  but! 

11  uu  \tiMi:     With  a  $1.75  t\  cut-off,  of  course. 

distelfink:     Absolutely.     Nothing  at  a  cost-per-1,000  ovei 

.  .  .  .  (Does  a  double-take.)     Sir.  your're  joshing  me! 
HARUMPH:     I'm  dead  serious.  Marv.     Sl.T.vper-l.O(K)  tops. 
And  in  radio.  77c. 

DISTELFINK:     (mixing  another  Brioschi)  But,  Mr.  Harumph, 

© 
TIMEBUYER:      He    want    all    our  tv    spots    at 

night     with     a    $1.75    cut-off    and  23.5    floors 

STATION    REP:      Look,  you   can't  buy  strictly 
by    numbers!     You    must    consider  all   factors'. 

\  on  wanted  <  reatix  e  bu)  ii 

11  \i;i  \1r11 :     Right.     And  |1.75-per- 1,000  foi  pi  ime  h 

seems  reasonabl)   creative.      \I-m.  let's  have  nothing  undei 

a  23.5  rating  in  tv.     And  '  •'•  foi  1  adio. 
distelfink:     Qiose  are  prett)   high  ratings  floors,  sir. 

n  viti  \i  i'ii  :     Nonsense.     I  hat's  youi  tai  ■•  1    Marv. 

distelfink:      Bui    now    you're   asking    me  to   bu)    strictl) 
l>\  numbers.  .  .  . 

11  \m  m  1  •  1 1 :  Numbers,  schnumbers.  I  m  simpl)  giving  you 

.1  yardstick.  II  you  don'l  want  to  measure  with  it-  I  know 
anothei  agenc) .... 
DISTELFINK:  1  smlh  1  I  m  onl)  repeating  foi  youi  own  good, 
sir,  there  are  othei  factors  to  considei  in  buying  stations 
t  han  sheei  numbers. 

HARUMPH:  (brusquely)  Marv,  there's  a  waitei  waiting  and 
a  check  to  be  paid.  Shall  we  toss  for  it? 

distelfink:  Let's  sa)  we  tossed  and  I  losl  sir.  Bui  I  warn 

you,  Mi.  Harumph,  on  the  wa)  hack  to  the  office,  I'm  going 
h'  argue  you  oul  of  this  idea  ol  buying  broadcast  on  num- 

bers. .  .  . 
\(  I  II 

-1  1  \i  :  The  next  <lu\  in  the  office  of  \lnn  Distelfink  on  the 

22nd  floor  of  the  Collapso  Building.  Man  is  seated  cross- 
legged  on  the  floor  behind  his  teakwood  desk  blowing  into 

a  flute.  Before  him,  is  a  wicket  hampei  hum  which  <i  de- 
fanned  cobra  rears  Us  flattened  head.  Seated  u<  row  tin 
desk  is  n  willowy,  tow-headed  lass  wearing  harlequin  sun* 

glasses  and  an  $8,000-a-rear  frown.  She  is  Estrelita  Kum- 
ijimt.  the  Finn  di  Haddie  timebuyer  on  the  Little  Channel 
Cobra  Flute  account.  Man  >/«/<n  tootling  the  flute,  the 

cobra  sinks  bach  into  its  hampei  with  a  sibilant  hiss,  and 
\Iiss  Kumquat  speaks. 

400 

4 

CLIENT   MARKETING   MGR.:      Tell  me,  what 

do  you    thmk   of   timebuying   by  the   numb' 

CLIENT   AD   MGR.:     /  don't  really  go  for   it, 
heh,  heh.     But  it  keeps  the  agency  on  its  toes 



ightlj  I    ̂  ou  sent  for  me.  Man  ? 

mink:      Li.    yes.     We're  ready  to   roll   on   the   Little 

account's  spot  campaign.   And  by  the  way,  did  you 
hi   free  cobra  and  flute  from  the  client? 

ESTRELITA:  Yes,   I   did.    I  call  the  cobra  Charlie.    Mother's 
i  raz)  aboui  him.    He  1  > i t  Father  last  night. 

DiSTi  ii  ink:    Well,  now  that  you're  familiar  with  the  prod- 

uct,  let's  discuss  the  campaign. 
ESTRELITA:    Okay,   Marv.     t  ou  know  what  Charlie   likes? 

He's  wild  about  borscht  with  sour  cream. 

DISTELFINK:    That's  nice.    Anyhow,  I   had   lunch  with   Har- 
umph,    the   client,    yesterday    and    we   see   e\e-to-e\e    on    the 
over-all  strategy.  .  .  . 

ESTRl  ill  \:    Oka\.  M  a  i  \ .    I've  been  giving  it  some  thought. 
Now   [  think  we  can  line  up  a  real  saturation.  .  .  . 

DISTELFINK:    Can  I  get  a  word  in  please,  before  you  get  all 

the  salt  off  the  lick?    The  thing  that's  going  to  put   across 
these  flutes,  is  creative  buying. 

ESTRELITA:  Marv,  you  darling!  You  have  no  idea  how  all 

m\  timebuying  nerve-ends  cry  out  for  creative  freedom! 

\nd  I  used  to  think  you  were  a  stod»\  old  "Bin  it  by  the 

numbers"  guy.  I'm  going  to  line  up  the  most  wonderful 

schedule.  I'll  get  you  only  the  hottest  adjacencies.  I  11  bin 

you  the  strongest  personalities.  You'll  get  just  the  audience 
compositions  you  need.  Ill  make  every  spot  a  personal  sales 

call  for  Little  Charmers.  I'm  going  right  hack  now  and  start 
working  up  my  recommendations.  [She  skips  toward  door.) 
DISTELFINK:  Oh.  one  little  thought  to  keep  in  mind.  .  .  . 

ESTRELITA:  [putting  on  the  bruises)  Yes,  Marv? 

DISTELFINK:  Don't  hu\  anything  under  a  23.5  rating  in  tv. 
Radio,  7.;;. 
ESTRELITA:     Huh? 

DISTELFINK:    I  said,  be  as  creative  as  hell.  onl\    don  t   hu\ 

below  23.5  or  7.8. 

ESTRELITA:  i  indignant  I  So  we're  back  at  the  numbers  game! 
DISTELFINK:     A  little  tradition  never  hurt  anyone. 

estrelita:    I  suppose  next  you'll  be  giving   with  the  cost- 
per-1,000? 
DISTELFINK:   As  a  matter  of  fact,  yes.     Absolute  tops  for  tv 

will  be  SI. 76.  (Smiles  placatingly  as  Estrelita  rakes  him  with 

a  withering  glare).    Actually  Mr.  Harumph  wanted  to  hold 

it  at  SI. 75.  but  I  managed  to  up  it  to  $1.76. 

ESTRELITA:    A  penny!    Big  deal! 

distei.iink:     A   penny's  worth   more   freedom  for  you.   m\ 
dear. 

estrelita:    Well,  you  listen  to  me.   Marv.    You  may  be  a 

l.i-  a.e.  in  the  eyes  of  Finn  &  Haddie,  but  to  me  you're  a 
midget    IBM    with    numbers    where    your   brain    should   be. 

Now    you  sit  right  there  and  listen   while  I  talk  you  out  of 

tin-  idiotic  preoccupation  with  rating  points.  .  .  . 

ACT  III 

SCENE  :  The  next  noun,  hack  at  Eierre  &  Solly's  caravansary. 
Lunch  hour  is  in  full  suing.  In  a  booth  at  the  far  corner 

llornbill  Harumph,  ad  director  for  Little  Charmer  Cobra 

Flutes,  is  lunching  with  his  company's  marketing  head, 
Cumin  /  eebles.  Downstage  center  and  across  the  crowded 

room.  Estrelita  Kumquat  shares  a  table  with  Crawley  Zook, 

a  time  salesman  with  the  station  representative  firm  of  Eed- 

der-Doster,  Inc.  Estrelita  is  finishing  her  coffee  and  Zook  is 

finishing  Ins  pitch  for  Little  Charmer  spot  business. 

ESTRELITA:  Before  you  hum  off  all  the  tread,  Crawley,  let 

me  just  road  test  our  basic  thinking.  First,  I  intend  to  make 

mj   hu\>  as  creatively  as  possible.  .  .  . 

crawley:     Well,    that's    a    refreshing    approach,    Lita-girl! 

You've  no  idea  how   sick  I  get  of  selling  on   numbers.  .  .  . 

estrelita:    Of  course,  to  justify    ray    hu\s.  I'll  have  to  see 
that  I  get  good  ratings. 

CRAWLEY:    Oh-oh,  here  we  go! 

estrelita:    I'll  buy   onl)   the  highest  rated  days,  naturalh. 

And  111  he  looking  for  good  cost-per-LOOO's.  .  .  . 
CRAWLEY:    1  knew  it  was  too  good  to  last.    Listen.  Lita-girl, 

we  got   numbers.     But   you've   got   to   look   at   some   other 
factors,  too.  You  talk  about  cost-per-1, 000.   Oka\.   But  what 

ahout    cost-per-customer?     Our   stations    can    get    you    into 

the  right  homes.    Our  personalities  and  announcers  can  take 

a   product   like  cobra   flutes  and  turn   snake-charming   into 
a  fad.    In  other  words,  Lita,  we  can  deliver  both  cobra  and 

music  lovers.    Every  spot  on   our  stations  will  be  like  an 

in-home  sales  call.   So  stop  harping  on  numbers  and  .  .  . 

estrelita:   I'm  not  harping  on  numbers,  Crawley.    I'm  just 

telling  you  I  won't  be  hu\  ing  any  tv  under  23.5.  .  .  . 
crawley:   [rising)   Well.  Ill  walk  you  back  to  the  agency. 

But  on  the  way,   I'll  sell  you  off  this  slide-rule  kick.  .  .  . 
f Crawley  and  Estrelita   exit.    As  they  leave,  at   the  corner 

booth.  Harumph  turns  to  I  eebles,  the  marketing  exec.  | 

harimph:    See  that  gal  over  there?    She's  the  timehu\er 
for   our   Little   Charmers.    No   doubt   the  guy   with   her   is 
a  station  rep. 

veebles:    Out  after  our  spot  dollars,  hey?    Aha  ha. 

harimph:     (laughing  i  What  that  |   r  rep's  probably  going 

through  right  now! 
veebles:     How  come? 

harumph:     The  tough   rating  floors  and  costs-per-1,000   I 

set  down  for  the  agenc)  !      Not  that  I  believe  in  numbers 

buying,    hut    it    keeps    'em    on    their   toes.      Actually,   to   a 
strategist  like  me  the  important  factors  are  getting  into  the 

right  homo  with  strong  personalities  and  persuade  sell.  .  .  . 

THE END 

..:; 
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Ford  was  a  stand-in  foi  wrapped  up  I  dsd  during  top  secrel  is  film  -I   in       n  Calif.  1  (100,000  lisnd-tooled  model 

EDSEL'S   STRIP-TEASE 

Ford  lakes  the  wraps  off  its  newest  model  slowlj  in  a 

buildup  leading  i<>  a  $500,000  t\  spectacular  in  October 

ami  a  regular  network  tv  scries  backing  1,200  dealers 

F
(
 
 

Ml<  M.d 

ord  Motor's  new  Edse]  is  getting 

tin'  biggest  pre-announceme
nl  

time  raz- 

ile  dazzle  "I  anj  car  in  history.  That's 
ea)  ing  a  lot  in  an  industry  w  hich 

generates  excitement  as  fast  as  ii  does 

horsepower. 

Edsel  has  been  the  talk  oi  everj 

town  since  Foote,  <  one  &  Belding  last 

winter  opened  a  100-persmi  Detroit 

office  t<>  service  the  account.  Every- 
thing to  do  with  the  new  car  has 

been  under  wraps.  The  wrap-  are 

being  removed  slowl)  and  provoca- 
tive^ in  an  automotive  striptease 

which  will  bare  all  in  the  27    Vugusl 

press   |H'e\  iew  . 

I  he  public  w  ill  see  all  lm  the  fit  9l 
time  on  13  October  when  $500,000 

worth  nl  talent  I  rank  Sinatra,  Bing 

Crosby,  Louis  Armstrong  appear  in 
an  NBC  T\   spectacular. 

Edsel's  broadcast  plans?  Fax  Cone, 
board  chairman  of  FC&B,  told  sponsor 

he s  signed  for  tlii-  one  spec  and  i- 
looking  for  a  regular  nighttime  net  t\ 

show.  Edsel,  as  such,  will  place  no  spot, 

says  Cone,  Imt  dealers  will  probabl) 
use  t\  and  radio.  K&E,  which  handles 

I  ord  -  institutional  &d\  ei  I  ising,  has 
scheduled  t\  and  radio  announcements 

with  Edsel  mentions  t"  run  in  earl} 
September  (see  Spot  Buys,  page  57). 

Security         '"'■   cops    cleared    slreel    loca- 
tions   before    wraps    came    off    fur    hi k^L 

Fender  is  onJj   pan   ol   Edse]  stripped 
Far.      I    isei     luildup  i  limaxes  h  itfa   ft 

Payoff  to  kids  came  after  thej  broke  through  <  ascade  Film's  securitj   Unes  and  t"nk  snapshots 
nl  bash-hush  filming.  Sei  uritj  officer  paid  |2  a  roll  in  the  morning  but  price  hii  $4.50  thai  afternoon 

Starlet  Pat  Manh 
into    letting    hi  r   peek   ji    the   ne* 



PART   THREE 

Reprints  <>!  Timebuyers  <>i  the  I  .  S. 

in  its  entirety  will  be  available 
later  this  summer.  Write:  SPONSOR 

Services  Inc.,  40  E.  49<A  St.,  New 

York  17,  N.  Y.  Next  installment 

will  appear  in  the    17    August  issue 

TIMEBUYERS 
OF  THE  U.S. 

Most  extensive  list  of  timebuyers  yet  published  links 

buyers  with  their  accounts  (particularly  regional  or 

national    spot    clients),    gives    agency's    address,    phone 

I  he  Timebuyers  of  the  U.  S.  listing,  whose  third  install- 
ment starts  on  the  next  page,  is  probably  the  most  complete 

such  list  yet  published.  Primarily  the  list  is  adapted  from 

the  summer  1957  edition  of  Time  Buyers  Register,  published 

by  Executives'  Radio-TV  Service  of  Larchmont,  N.  Y. 
Added  to  this  basic  list  is  information  which  was  reported 

directly  to  SPONSOR  by  agencies. 

Time  Buyers  Register  is  published  three  times  a  year  and 

sells  for  $15  a  copy.  It  has  been  issued  for  six  years  and  is 

compiled  from  a  nationwide  survey  of  agencies. 

The  Time  Buyers  Register  list  was  modified  by  sponsor 

as  follows:  Client  lists  of  many  agencies  were  shortened  both 

to  save  space  and  to  throw  emphasis  on  national  and  re- 

gional accounts.  Accounts  which  appeared  to  be  strictly 

local  in  their  operation  were  most  frequently  eliminated. 

An  asterisk  (*)  after  the  agency  name  indicates  that  the 

agency's  client  list  has  been  shortened.  A  dagger  (f)  indi- 
cates the  agency  reported  directly  to  SPONSOR. 

The  listing  is  alphabetical  by  states  with  cities  appearing 

alphabetical!)   below  the  state  heading.     Agencies  are  listed 

alphabetically    by    cities    and    include    address    and    phone. 

Each  agenc\  "s  listing  includes  the  agency  name,  address 
and  phone  number.  Then  in  bold  face  appear  the  names  of 

media  executives   (if  they  were  reported  I    and  timebuyers. 

Accounts  are  then  listed,  followed  In  the  name  of  the  buy- 

er handling  that  account.  In  cases  where  agencies  prefer  not 

to  specify  which  buyers  are  assigned  to  which  account  I  be- 
cause of  a  team  operation  or  rotating  assignments  i  buyers 

and  accounts  are  listed  separately. 

SPONSOR  in  most  instances  has  eliminated  listing  of  agen- 

cies which  mentioned  no  accounts.  Agencies  so  omitted 

which  have  since  returned  to  active  use  of  national  or  re- 

gional spot  tv  or  radio  should  so  report  to  sponsor  at  40  E. 

49th  Street,  New  York  17,  N.  Y.  sponsor  plans  to  reprint 

the  list  in  a  convenient  booklet  and  will  be  glad  to  expand 

it  to  cover  additional  agencies  active  on  the  air. 

The  list,  which  started  in  the  Tv  Radio  Basics  issue,  will 

be  continued  in  succeeding  issues  until  complete.  An  ad- 

dendum, if  required  will  be  published  with  the  final  in- 
stallment of  the  listing.  ^ 

ID 
SPONSOR 
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CHARLES  W    HOYT  CO 

380    Madison     I,  •■.,    Veu    >  ork    17,    V.    )  . 

Murray   11,11  2  -   0 

C.  B.  Donovan,  media  dir.;  Douglas  H. 

Humm 

American  Home  F   Ii  (G.  Washington  col 

In-,  broth  >^  seasoning),  American  rhermoi 

Products  Co.,  I  ola  iti  Palmolive  >  Kirk  man 
ioap  i .  \hit..ii  Bradley  (  o,  I  toys,  games) . 
I;,.,,  k  ll. ,ll  Dairj  Co.,  I  adbux]  Fry,  I  td. 

(export  * .  '  hat  Ii  •  Gulden  I  mustard  I,  A  S 
Harrison  <  o,  i  Preen  wax < .  Keyes  I  ibn  I  o 

I  papei  products  I,  KIM  l!..\.il  Dm.  Ii  Vii 
Imi'-,    t  bas,    li.    kn"\    i lelatine    <  o.,    Mail 

P   Ii    I  obai  co  Co.   I  Kentui  k\  •  lub  8   Mail 

Pouch  I,  Monticello  Drug  (666  cold  preps.  I . 
V  Y.  8  New  1  ngland  Apple  Inst.,  Stahl 

Meyer,  Stanle)    Home   Produi  ts 

HUMBERT    &    JONES 

III/.    12nd   St.,    Veu     )  ork    L6,    V.    Y. 

MurrO)    11,11  5-6812 
Helen    Dcutsch 

Crist)    <  hemical   i  orp.,   Infants    Accessories, 
\\  iv    I   

H.    B.    HUMPHREY,   ALLEY   &   RICHARDS 

170  Lexington    ive.,   Veu    York    17.   V.   ). 

Lexington   2-  1020 
Elaine    Akst 

Bird  8   Son    l  roofing   8   H   g  < ,  John    II. 

Breck,  Inc.   I  Hah   Sel   Mist  I,  General  Tele- 

phone  Direi  tor)    '  o.    I  i  ellovi    pages  I,   Ken 

dall   Mills    <  milk   ili-<-   filters,   tobi     plant 
bed  covers),  Lea  8  Perrins   (Worcestershire 

sauce ' 

IVERSEN-FORD    ASSOC. 

175    Fifth     t,r..    Yen     York     L0,    V.    Y. 

Gramen  \    7-3006 

I.  A.  Iverscn,  C.  B.  Ford 

Bible  Truth  Hour,  Famil)  Time,  Message  tn 

Israel,  \  oice  of  Gri 

JONES   &    BRAKELEY 

150  Vassau  St.,  Veu    York  38,   V  5.    Beek 

man  3-1912 

Marie    C.    Power 

Bethlehem    Steel   <  o. 

KASTOR,     FARRELL,    CHESLEY     &    CLIF- 

FORD" 
100  Madison    I"-..  Veu   York,  V.  V.   Plaza 
1-1100 

Jack   B.   Peters,  media  dir.;   Roslyn  Arnold, 

Beryl   Seidcnberg 

Brownell  8  Field  >  Autocrat  tea  8  coffee), 
Carter  Products  (Colonaid),  Robert  Curley, 

Ltd.  (Nu-Curl),  Drug  Research  Corp.  (Sus- 

tamin  2-12  8  Regimen),  Hickok  Mfg 

(belts,  buckles,  jewelry),  Pierce's  Proprie- 
taries (Golden  Medical  Discovery,  Favorite 

Prescription  < 

THE  JOSEPH    KATZ   CO.* 

555  Fifth   4n\.  Veu   York  17.  \.  )'.   Mtu- 
r«>  Hill  7-1250 

Edward    A.    Fonte,    media    dir.;    Vincent    D. 

Bennett,    Art    Hcmstcad 

An   in    Oil    Co      '  \      products),    Ben- 
net;    N     1 1       I  ii 
Hcmstcad;    I  illi.in    I). m      I  lirj    prod 

iicta),  Hcmstcad;   Pan    Am  Southern  Corp 

Bennett;    Ro  elux  '  hemii  il  '  orp      H 
Hcmstcad 

GERALD     H      KELLER    ADVERTISING 

8   ii      .-.,'/;    St      Sew  York,  N.  3      I 

.  ,".l 
Gerald     H.     Keller 

v.  ..i    I  ies,   I  til.    i  men's   nei  k  . 

KENYON   &   ECKHARDT- 
J 17  PotA    Ive.,   Veu    York   17.   V.  Y.    Mur- 

ray   Hill  8-5 
Joseph     P.     Braun,     media     dir.;     Philip     C. 

Kcnncy,    assoc.    media    dir. 

Media     supervisors:      William      Kammcrcr, 

Harold    Sicbcr 

Timcbuycrs:  Mary  Dwycr,  Louis  J.  Ken- 

nedy, Robert  Kibrick,  Lucy  Kcrwin,  Des- 

mond   O'Neill 

Assistant    buyers:     Edward     Kobza,    George 

Simko 

Anaconda     Coppei     Mining     Co.,     O'Neill; 
IJeech-Niil      I '  ■■  ■'!■  '  .      Kerwin; 

Canadian  Pacifii  Railwa)  <  ....  O'Neill; 
(  ...it-  X  (|. uk.  Kcrwin;  Equitable  Life  As 

surance  Soc,  Kerwin;  Ford  Motoi  '  o.,  Ken- 
nedy; Glass  (  ontainer  Mfrs,  Inst.,  Kerwin; 

Lever  Bros.  •  "..  Kibrick,  Dwycr;  I  in. .In 

Mercury,  Kennedy,  Simko;  National  Bis- 

cuit <  o.,  O'Neill;  Pepsi-I  ola,  O'Neill; 
Quakei  State  Oil  Refining  '  ....  Kerwin; 
hi  \.  Kibrick,  Kobza;  Shi    <  O.,  Ker- 

win;   \\  birlpool,    Kobza 

EDWARD   KLETTER   ASSOC." 
515    Madison     Ive.,    Veu    )  ork  22,    V.    )  . 

Plaza   1-1990 

Herbert    Gruber,    brdesf.    media    dir.;    Ruth 

Bayer,  Gerald   Levey 

Pharmai  eutii  als  (( rei  itol,  RDX,  Niron, 

Zarumin,  Sominex),  Bayer,  Levey;  Serutan 
Co.  (Serutan),  Sun  Drug  Co.  (Pittsburgh, 
Pa.) 

KUDNER    AGENCY 

575    Madison     Ive.,    Veu    York    22.    V.    ). 

Ifurraj    Hill   8-6700 

Hugh   H.   Johnson,  media   dir.;    E.   G.   Wey- 
mouth,   assoc.    media    dir.;    John    Marsich, 

asst.    media    dir.    in    charge    of    timebuying; 

Anne    Gardiner,    Morjoric    Scanlan 

Buii  k    M   i    l>i\..    General    Motors    '  orp. 

(Buick     automobiles),     Gardiner,     Scanlan; 

Fisher  Bod)  Div.,  General  Motors  l 

(auto  bodies),  Gardiner;  Frigidaire  l>i\-. 
Genera]  Motors  Corp.,  Scanlan;  General 

Motors  i  .iii>.  (Institutional),  Gardiner; 
i.Mi  I  rui  k  8  I  oach  I>i\..  General  Motors 

i  truck-  8  buses),  Gardiner;  ["he  Goodyear 
Tire    &    Rubber    '  0.,    Scanlan 

LAMBERT    &    FEASLEY* 
i  10  Pari     I  ■      Veu    Yorl    22,  V    )      Mur- 

ray   Hill  8-6464 
Joseph       Burland,       Williom       B        Hinman, 
Frank     D.     Sweeney 

I     iiiiIm  II      I'll. III. 
hiii-i  |iii.      I  Uterine     Antiz) m<-    tooth 

•     Phillips   Petroleum  I  ■•      Phil  li] 
im    8    in.. i.. i   ..il  i .   Proph)  lai  tii    Brush 

•  '.    (tootb  In M -I..  -  8  hail  brushes),  Warner 

I  ambi  H   Phai !  •  Had- 
nut    l'  '     terine     Antizyme      thp 

i  in     iiit  i  - .  | 

C     J.    LA   ROCHE   &   CO  " 
Pi  rl     t  ■      Veto  ]  ork    17    V.  I     I'laza 

:»-77ll 

Humboldt  J.   Grcig,   head  of   radio-tv   time- 

buying;    Charles    A.    Eaton,    Doris    Gould 

New   England  •  onfectioner)  •  ...   (N'ecco  ̂ k\ 
1     in.nl. i     mini-.     Rolo),     Gould; 

North  \ni.  Philips  «  ...  i  Noreh "  electric 

Bhaver),  Gould;  Revlon,  Eoton;  I  S.  To- 
I   rv 1 1 1 -    Sano),    Eaton;     ltn     Warner 
Brothl  i-   i  ■■       I    Eaton 

AL   PAUL   LEFTON   CO. 

71    /  anderbill    Ive.,    \-»    )  ork    17.    \.   Y. 

Murray   Hill  9-7470 

Ruth  F.  Branch,  radio-tv  mgr.;  Charles  E. 

Brown,   Otto    Haugland,    Donald    Heller 

II. \  .D.    I  ....    <  Ihrysler-Ml mli. ill. in    I  ....    ' 
ford   <  Iniln  -.    1 1  Mi  IL. i   '  orp.,  Jac- 

quelini  «  oi  bran,  I  oft's  <  and]  •  orp  .  Martin- 
son <  offei     Rl   \   I  ibe  l)i\..  Royal 

Papi  1     \\  nrk- 

LENNEN    &    NEWELL* 180    Madison     )>■..    Veu    York    17.    \.    ). 

Murray   Hill  2-5400 

A.  C.  DePierro,  media  dir. 

Media     supervisors:      Bill     Smith,     Herbert 

Stott,  Herbert  Zcltncr;   P.   Rcardon,   Brdcst. 

supcrv. 
Timcbuycrs:  Jim  Barrett,  Abbott  Davis, 

Sherry  Heath,  Jcanc  Jaffc,  Morion  Jones, 

Bob  Kutsche,  Tom  McCabe,  Sally  Rey- 

nolds,  Perry   Scastrom,   Lcn   Tarchcr 

American  Airlines,  Heath;  American  Gas 
Association,  Joffe;  Armstrong  R  ber  Co. 

(tires),  Jcncs;    li.  i.ru-   Watch   '  o.,   Tarcher; 
;.   I 'almolive  Co.    (Merry,   Vel    pi 

Vel   liquid),   Davis,    Kutsche,  I'alm- 
uli\.   '         Lustre-l 

deodorant  beaut]  soa]  Reynolds,  McCabe; 

Dron  I         '  dates  I  .  Jaffc;    I    isl         Bar- 

rett;   I    aersot     Di    %    I  Bromo-S< 
Jaffe;    P.    Lorillard   I  ...    (Old   Golds),   Sea- 

strom;    Mi '  oi  nil  -    '        Jaffe;    Stokely-Van 

i|i    I  cam  ■  Jones 

LIFTON,  GOLD  &  ASHER' 161    Fourth     I  York   16,    V.    V. 

Murray  Hill  9 
Leonard    Asher 

Boneparth's    (retailer),    Blumstein's    '  retail- 
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I  .im,     Brothers     I  furniture),    Finken- 
I    tuiler) 

LESTER  LOEB  ADVERTISING* 
220   West    12nd  St.,  New   York  36,  N.   Y. 

II  ist  onsin   7-1377 

Louis   Loeb 

Rabbinical  Products  (Old  Rabbinical  kosher 

wine).    Rabson's     (appliances),    Whitelawn 
Deauville   French   ice  cream) 

JOHN  &  ADAMS  MacMANUS* 
ill    \iadison     Ive.,    \ew   York  22,  A.    ). 

Plaza  9-3221 

Henry  G.  Fownes,  Jr.,  v. p.  (network  rela- 

tions); Roger  C.  Bumstead,  media  dir.; 

Ruth  Prigozy,  media  asst.;  Ted  Czuy, 

media   asst. 

Ceribelli  &  Co.  ( Brioschi  anti-acid),  Gar- 

ni i  &  Co.  (Virginia  Dare  &  Garrett  wines), 

Noxzema  Chemical  Co.  (shaving  products), 

Riggio  Tob.  Corp.  (Regent  cigarettes),  S.  A. 

Schonbrunn  (Medaglia  D'Oro  coffee),  White 
l!i>i-k    <  <>i  p.    i  -parkling   beverages) 

MANN-ELLIS* 

65  /•.'.  55th  St.,  New  York  22,  N.  Y.   Plaza 
1-2323 

Norman    S.    Brett,    v. p. 

Castrol  Motor  Oil,  Original  Beer  (importing 

&    dist.),    Renault    (automobiles) 

MARSCHALK  AND  PRATT 

Div.    of    McCann-Erickson 

160  Pari    ive.,   Sew  York  22,  N.  Y.    Tern- 

pleton   8-8030 

Eugene  J.  Cogan,  media  dir.;  Andrew  J. 

Pureed,  assoc.  media  dir.;  Mary  Ellis, 

Katherine    Noble 

Bulova  Watch  Co.  (electric  razor),  Coca- 

Cola  Bottling  Co.  (Baltimore,  Camden. 

Philadelphia,  Pittsburgh,  Rochester,  Syra- 

cure,  Washington),  Coca-Cola  Bottling  Co. 

of  New  York,  Genesee  Brewing  Co.,  The 

Mennen  Co.  (spray  deodorant  for  men), 

National  Lead  Co.  (Dutch  Boy  paints), 

Newport  New-  Shipbuilding  &  Dry  Dork 

Co.    (employment   advertising) 

MARSTELLER,    RICKARD,    GEBHARDT    & 

REED 

11  E.  36t/t  St.,  New  York  16,  N.  Y.    Mur- 

ray Hill  6-0163 

Julian  Gran,  media  dir.;  Helen  Seele,  asst. 

media    dir. 

J.   M.   MATHES 

260  Madison  Ave.,  New   York   16,   A .    i  . 

Lexington   2-71">o 
Edna  S.  Cathcart,  timebuyer;  Patricia  A. 

Hartnett,    Mary    E.    Steinert 

Fabrics,  Canada  Dry  Ginger  Ale,  Car- 

bola  Chemical  Co.,  Judson  Dunaway  Corp. 

(Deli  llii.  \  aui-li  i .   Ki'imnmic  Labo- 

ratory      Soil-Off,    Soilax),    Luden's    'cough 

drops,   Fifth    Vvenue  candy  bars),  National 

Board  of  Fire  Underwriters,  Northam  War- 

rrii  (Odorono  &  Cutexl,  The  Pure  Food  Co. 

(Herb-Oi  &  Westchester  chicken  prods.), 

I  iiion  i  arbide  &  Carbon  Corp.  Wagner  Bak- 
ing   <pie>) 

WILLIAM    DOUGLAS   McADAMS 

130  /•..  59th  St.,  Veu    York  22.  \.  )  .   I'laza 
9-6300 

Stephen  W.  Schwartz,  v. p.  &  radio-tv  dir.; 
Pearl    Mead,    media    mgr. 

Chas.  Pfizer  &  Co.  (in-U,  Schwartz;  The 

Upjohn  Co.  (inst.),  Schwartz;  The  I  pjohn 
Co.    (Parvex).   Mead 

McCANN-ERICKSON* 
185    Lexington    Ave.,    New    York,    N.    Y. 

Oxford  7-6000 

William  C.  Dekker,  media  dir.;  assoc. 

media  dirs.:  Richard  Bean,  John  Crandall, 

John  Flanagan,  William  Pricke,  Edwin 
Willson 

Timebuyers:  Sal  Agovino,  Mildred  Back- 

us, Virginia  Conway,  Seymour  Goldis, 

Thomas  Hollingshead,  Ted  Kelly,  John 

Morena,  William  Pellenz,  Jane  Podester, 

Murray  Roffis,  Jay  Schoenfeld,  Warren 

Stewart,  Philip  Stumbo,  Thomas  Swick, 

Charles  Willard 

American  Rayon  Inst.,  Stewart,  Schoen- 
feld; American  Safety  Razor  Co.  (Gem 

razors  &  blades  I .  Roffis,  Hollingshead;  At- 

las Supply  Co.  Mires,  batteries  &  accesso- 
ries), Kelly,  Podester;  Barret  Div.  (roofing 

&  bldg.  prods.  I.  Agovino,  Kelly;  Bulova 

Watch  Co..  Backus,  Stumbo;  Canadian  Na- 

tional Railway.  Agovino,  Kelly;  Chese- 

brough  Mfg.  Co.  (vaseline  &  vaseline  hair 

tonics),  Pellenz,  Willard;  Columbia  records, 

Roffis,  Hollingshead;  Corn  Prod.  Sales 

Co.  (Nu  Soft),  Stewart,  Schoenfeld;  Cowles 

Magazines  (Look).  Roffis,  Hollingshead; 

Coca-Cola  Co..  Stewart;  Donohue  Sales 

(Talon  fasteners),  Kelly,  Podester;  Esso 

Standard  Oil  Co.  (Flit),  Stewart,  Schoen- 

feld; B.  F.  Goodrich  C  canvas  &  rubber  foot- 

wear). Roffis,  Hollingshead;  Hampden- 

llarward  Breweries.  Roffis,  Hollingshead; 

Holmes  &  Edwards  (silver),  Stewart, 

Schoenfeld;  Hood  Rubber  Co.  (canvas  & 

rubber  footwear).  Roffis,  Hollingshead; 

Lehn  &  Fink  Prods.  Corp.  (Lysol,  Etiquet, 

Hinds).  Stewart,  Schoenfeld;  Liggett  S. 

Myers  (Chesterfield),  Morena,  Conway; 
Mennen  Co.  (lather  &  brushless  shave 

creams,  foam  shave,  Afta,  shampoo,  skin 

bracer),  Pellenz,  Willard;  National  Biscuit 

Co.  (crackers,  cookies),  Kelly,  Podester; 

Viiional  Cash  Register  Co..  Pellenz;  Nestle 

Co.  (Ever-Ready  cocoa,  chocolate  bar-. 

Quik.  semi-sweel  choc,  morsels,  cookie  mix. 

white  sauce  &  brown  graw  mix,  Nestle  in- 

-lani  coffee),  Conway,  Pellenz;  Norwegian 

Canners  Vssn.,  Stewart,  Schoenfeld;  Owens- 
(  Mining    Fiberglas   Corp..    Pellenz,   Willard; 

Savings  &  Loan  Foundation,  Stewart, 

Schoenfeld;  Stegmaiei  Brewing  Co.  (beer 

&  ale),  Roffis,  Hollingshead;  Talon,  Inc., 

Kelly,  Podester;  Tampax,  Im..  Stewart, 

Schoenfeld;  Trans-Canada  \irline-.  Kelly; 

I  .  S.  Borax  &  Chemical  Corp.  (20  Mule 

Team  Borax  &  Boraxo),  U.  S.  Potash  Co., 

Pellenz,  Willard;  Westinghouse  Elec.  Corp. 

(all  consumer  prods.),  Whitehall  Pharmacal 

(Duplexin),  Stewart,  Schoenfeld 

C.   L.   MILLER   CO.* 
520  Fifth  Ave.,   Veto  )  ork,   \. 
Hill  2-1010 

)  .     Murray 

P.  F.  Delaney,  Rita  Driscoll,  Marguerite 

Cunningham 

Corn  Products  Sales  Co.  < Karo  syrup,  Linit. 

Mazola,  Niagara.  Say-Bon  &  Karo  frosting), 

Driscoll,  Delaney;  Oral  Roberts  Evangelis- 

tic Assoc,  Driscll  (tv),  Cunningham  (ra- 

dio); Lewis-Howe  Co.  (Nature-'  Remedy), 
Delaney,  Driscoll 

HAROLD  M.  MITCHELL* 
5    West     lOi/i    St.,    New    York    16.     \.     ). 

Murray  Hill  9-7989 

Alfred  W.  de  Jonge 

Chadbourn  Gotham  Sales  Corp.  <  Larkwood 

&  Gotham  stockings),  Odell  Co.  <Trol  hair 

tonic),  Sugar  Hollow  Ltd.  (cold  knit  com- 

pound i 

EMIL   MOGUL   CO.* 
625  Madison  Ave.,  New  York,  N.  Y.    Tem- 

p/rlon   8-7100 

Leslie  L.  Dunier,  v. p.  chg.  radio-tv;  Elaine 

Whalen,  chief  timebuyer;  Lynn  Diamond, 

Joyce    Peters,    Ed    Tashjian,    Hella    Selman 

Berolio  Oil.  Peters;  Canadian  Fur  Co., 

Peters;  Ferber  Pens  (Yu-Riter).  Whalen; 

Gem  Oil  Co.,  Peters;  Gold  Medal  Candy 

Corp.  (Bonomo's  Turkish  taffy,  peanut  brit- 
tle, Cocilana).  Peters;  Knomark  Mfg.  (Es- 

quire boot  polishes),  Selman;  Monarch 

Wine  Co.  (Manischewitz  and  Gold  Ribbon 

wine).  Whalen;  National  Shoes.  Peters; 

Park  &  Tilford  Perfumes  &  Cosmetics,  Tintex 

Div.,  Tashjian;  Rayco  Mfg.  Co.  (auto  seat 

covers  i .  Diamond;  Revlon  (miscellaneous 

products  i.  Whalen;  Ronzoni  Macaroni  Co., Peters 

MOREY,  HUMM  &  WARWICK 

350  Fifth  Ave.,  Veto  York  1,  N.  Y.   Long- 

acre    1-2210 

William  L.  Wernicke,  v. p.,  radio-tv;  Kath- 

ryn  Shanahan,  Alice  Middleton 

Holland  House  (coffee  &  tea),  Sinclair  Re- 
fining Co. 

MORSE    INTERNATIONAL 

122  East  42/i,/  St.,  New   York   17.   V.    Y. 

Oxford  7-2100 

12 >ro\SOR 
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TIMEBUYERS  OF   U.  S. i  on.linu.ed 

Orrin  E.  Christy,  Jr.,  media  dir.;  Raymond 

A.  McArdle,  radio-tv  timebuyer;  Mary  E. 

Clark,  asst.  timebuyer 

A.  D.  McKelv)  (Seaforth),  Prince  Matcha- 

belli  (perfume,  cosmetics),  \  ii-k.  Chemical 
i  ...   I  \  ick  prods,  i 

JOHN    F.    MURRAY,    ADV.    AGY. 

22  East  Hi///  St.,  Veu   I  orh  16,  V.  )  .   Lex- 

ington 2-8000 

A.  Carle 

Whitehall  Pharmacal  (Anacin,  Heet,  Hills, 

Outgro,  Freezone,  Preparation  H.  Primatene) 

NORMAN,  CRAIG  &  KUMMEL* 
488  Madison     Ive.,    Veto   York  22,  N.  Y. 

Plaza  1-0900 

Reggie  Schuebel,  Jeanne  Sullivan,  Renee 

Ponik 

Chanel,  Inc.,  Colgate-Palmolive  Co.  (Veto), 
Hudson  Pulp  &  Paper  Corp.,  Maidenform 

Brassiere,  Ronson  Corp.  (lighters  &  acces- 
sories), Schenley  Import  Corp.  (Dubonnet 

wine),  Seeman  Brothers  '  Vir  Wick.  \ii 

Wick  Mist,  Nylast,  White  Rose  tea),  Sel- 

ehow  &  Righter  (Scrabble,  Parchesi),  Spei- 
del  Corp.  (watch  bands,  photo  identification 

bracelets),  Warner-Lambert,  Willys  Motors 
(Jeeps) 

R.  T.  O'CONNELL  CO. 
420  Madison  Ave.,  New    York    17,   N.   Y. 

Plaza  3-5412 

Jack  Cunningham,  Anne  Kelleher,  R.  T. 

O'Connell 

Heminway  &  Bartlctl  Mfg.  Co.  (nylon 

thread),  Pomatex  Co.  ( Pomatex  hair  cream 

&  Lanolin  Magic) 

OGILVY,  BENSON  &  MATHER* 
589  Fifth  Ave.,   Sew  York  17,  N.  Y.    Mur- 

ray Hi/i  8-6100 

E.  A.  Elliott,  media  dir.;  Henry  Cleef, 

Frank  Gianattasio,  Ann  Janowicz,  Marcia 

Raschen,  Isabella  Stannard,  Jeanne  Tregre 

Armstrong  Cork  Co.,  Ginattasio,  Stannard; 

Diamond  Crystal  Salt  Co.,  Janowicz;  Lever 

Brothers  (Dove),  Janowicz;  Lever  Brothers 

(Dove-Canada),  Janowicz,  Raschen;  Lever 

Brother-  M.ihmI  Luck  margarine),  Cleef, 

Tregre;  Melville  Shoe  Corp.  (Thom  Me  An 

-hue- 1.  Gianattasio,  Stannard;  Pepsi-Cola 

(Schweppes),  Gianattasio,  Stannard;  Philip 

Morris  (Spud  cigs.),  Cleef,  Tregre;  Helena 

Rubinstein  (cosmetics),  Gianattasio,  Stan- 

nard; Tetlex   Tea,  Cleef,  Tregre 

ROBERT  W.  ORR  &  ASSOC.t 

1    W.  58//i   St.,  New   York,  N.   Y.    Plaza 
9-8050 

Louis  L.  Ergmann,  v. p.,  radio-tv  dir.,  Nina 
Flinn 

I  in/, mo,  Andrew  Jergens  (J ergens- Wood- 

berry   prod-,  i.  Pan-American  Coffee  Bureau, 
Kockwood     &     Co. 

ROBERT  OTTO   &   CO.* 

(International  .■idierti.sinf!) ,  25  II  r>i   }5//i 
St.,  New  York  36,  N.  Y. 

Patrick    A.    Petrino,    media    mgr. 

Hon  Ami  Co.,  John  II.  Breck,  Inc.,  Campbell 

Soup  Co.,  Carter  Products  (Rise),  Corn 

Products  (Maizenai,  Cream  of  Wheal  <  orp.. 
Du  Pont  de  Nemours  &  Co.  (In  conjunc- 

tion with  domestic  agency).  Formica  Corp.. 

Gorham  Co.,  Geo.  A.  Hormel  Co.,  George  W. 

Luft  Co.,  Miles  Laboratories,  Mile-  Labora- 
tories Pan  American,  Miles  Laboratories, 

Ltd.,  Canada.  Northam  Warn-n  Corp.,  Phil- 
lips lones  Corp.,  Real  Airlines.  F.  &  M. 

Schaefei  Brewing  Co.,  Stafford-Miller,  Stand- 

ard Brands  Intl.  'Blue  Bonnet  I.  Toborg 
Brewei  ie-.    \\  in.    I  nderwood    Co. 

OVESSY    &   STRAUS* 
Empire  State  Bldg.,  New   York    1.    V.    Y. 

Oxford  5-4290 

Milton    Stanson,    radio-tv   dir. 

Breinig  Bros,  (paints),  Mile-O-Graph,  Pasco 
i  meat    products),   Plastic    Block   Citv     <tov-l 

PARIS    &    PEART* 
370  Lexington  Ave.,  New    York    17,  A'.   Y. 
Murray    Hill    9-2424 

Weymouth  Symes,  Virginia   Burke 

Breakstone  Bros,  (dairy  prods.),  J.  Colonna 

Bros,  (grated  cheese),  Excelsior  Quick 

Frosted  Meat  Prods.,  Great  Atlantic  &  Pa- 

cific Tea  Co.,  Joe  Lowe  Corp.  (popsicles). 

No-Cal  Corp.  (No-Cal  beverages),  Spratt's 
Patent,  Ltd.  i  dog  food),  Vanity  Fair  Paper 

Mills.  Inc.  (paper  product-).  West  Disin- 

fecting 

PLATT,   DYSON   &  O'DONNELL* 
7  East   11///  St.,  New  York  17,  N.  Y.    Mur- 

ray Hill  7-3240 

Thomas    O'Donnell 

Baerenklau  Fuel  Co.,  A.  W.  Barnhart  I  storm 

window- 1,  Pli.  Dietz  Coal,  Fifteenth  Avenue 

Garage.  Otto  Herman  Hardware,  Mill- -Dun- 

mark  (furniture).  OXO,  U.S.A..  Ltd.  (bouil- 

lon cube-.  In-tant  OXO).  Robinson  \viation. 

(  lni-iian  Smith  Bakery,  Squirrel  Brand  Pea- 

nuts, Sylvian  Lamp-.  Uniforms  for  School- 

sters,  I  nited  Ignition,  Carl  Zeiss,  Inc.  (cam- 

era- i 

PRODUCT    SERVICES! 

17  /■:.    \Sth  St.,   \ew  York,   V.  ).    Murray 
Hill  7-0204 

Lester    J.     Blumenthal,    exec.     v. p.,    chief 

timebuyer;    Mort    Reiner 

Bymart-Tintair,  Continental   Grip-Kote.   Gl:i- 

morene,  The  Nestie-Le  Mur  Co.  (cosmetics), 
Hot, , -Broil 

FLETCHER   D.   RICHARDS 

10  Rockefeller  Plaza,  New  )  orh  20.  A.  Y. 

J  ad  son    6-5100 

S.  J.  Frolick,  v. p.,  tv-radio  dir.;  Keith 

Shaffer,  network  timebuyer;  James  M. 

Kelly,   spot   timebuyer 

\m.  Machine  &  Foundry.  Eastern  Air  Lines, 

United  State-  Rubber  Co.,  Waterman  Pen Co. 

ROBINSON-RAPP   ADV.   AGENCY 

130    If.   42nd  St.,   New    York   36,   A.    Y. 

(  flickering    1-6118-9 

James  J.   Robinson,  Rosa  W.   Rapp 

Hu-h-A-Phone  Corp..  Robinson;  Joseph  M. 

Klein  (men's  clothing  I .  Robinson;  School 
ol    Memory    &   Concentration.    Rapp 

THE   ROCKMORE   CO.* 

37   W.  57th  St.,  Neu    York,    \.    Y.    Plaza 
8-2400 

Charles  L.  Lewin,  v. p.,  radio-tv;  Mary 

Burak 

Hebrew  National  Meats,  Plymouth  Rock 

Meats,  Red  Cheek  Apple  Juice,  Sloan's Liniment 

RUTHRAUFF   &   RYAN* 
105  Lexington  Ave.,  New  York  17.  A.  Y. 

Murray   Hill  6-6400 

Daniel  M.  Gordon,  media  dir.;  head  time- 

buyer;  Vincent  T.  DeLuca,  Mary  Dowling, 

Al   Sessions,    Edw.    Sherinian 

Agostura-Wupperman  Corp.,  Bon  Ami  Co. 

(New  Jet  Bon  Ami),  Flav-R-Straws,  Frito, 

New  York,  Inc.,  General  Elec.  (air  condi- 

tioning   div.),    Sun    Oil    Co.    (Sunoco    gas), 

l  ale  &  Towne  Mfg.  Co. 

BEN   SACKHEIMt 

2    If.   59///    St.,    Vew    York,   N.    Y.    Plaza 
1-2200 

William   Galker,   media   dir.;    Robert 

Glatzer 

The  Autoyre  Co..  Burlington  Industries 

(Hess-Goldsmith  Co.),  Nationwide  Insur- 
ance, Peter  Pan  Foundations 

ST.   GEORGES  &   KEYES 

250  Park  ive.,  Vew  York  17,  V.  Y.  Yukon 6-7575 

Stanley  J.  Keyes,  Jr.,  pres.;  James  J. 

Freeman,  v. p.  &  media  dir.;  Roy  N.  Wil- 
liams, Marshall   Murphy,   Alicia   Frost 

Davison  Chemical  Corp.  i  Davco  fertilizer), 

Williams,  Frost;  Metropolitan  Pontiac  Deal- 
ers of  N.  V.  N.  J.  &  Conn.),  Freeman, 

Frost;  H.  K.  Purler  Co..  Freeman;  Revere 

(upper   &    Bra--    I  Revere    Ware  i ,    Freeman, 

II 

-ni\-m; 
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So  many  listeners  tell  us 

t  bat  without  even  seeing  the 

dial  they  know  they  are 

tuned  to  WSB  Radio. 

Atlanta's  WSB  radio 
SOUNDS  different... 

The  Voice  of  the  South 

In  the  Atlanta  metropolitan  area  there  arc 
thirteen  radio  stations.  There  are  some 

thirty  stations  within  the  immediate  vicinity. 

In  a  situation  like  this  the  astute  time  buyer 

banks  on  a  truism  in  the  broadcasting  business: 

The  station  which  people  can  identify 

without  even  hearing  the  call  letters  is  the 

station  the  people  follow.  Invariably,  this 

station  enjoys  the  lion's  share  of  the  tune-in. 
In  Georgia,  that  station  is  WSB  Radio. 

The  pleasing  sound  of  WSB  Radio  creates 

pleasing  results  for  advertisers — helps 
advertisers  reach  more  people  for  less  money. 

The  sound  of  WSB  Radio — teamed  with 

large  increases  in  population  and  set-homes — 
delivers  more  audience  per  dollar 

than  fifteen  years  ago. 

WSB  Radio  and  WSB-TV  are  affiliated  with  The  Atlanta 
Journal  and  Constitution.   SBC  affiliate.  Represented  by  Petry. 

>  WSB   RADIO 

SPONSOR 10    Al  Gl  >T     L951 
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TIMEBUYERS  OF  U.   S. continued 

Frost;  Texas  Brands  (frozen  foods),  Free- 
man 

SANGER-FUNNELL* 
60  E.   \2nd  St.,   Sew  York  17,  .V.  Y.   Mur- 
,,n   Hill  7-1513 

Robert  L.  Nctf,  Robert  L.  Starski 

John  II.  Graham  &  Co.  (general  hardware, 

hand  &  garden  tools),  Ohio  Machine  Prod- 
mi-  '-pike  disc  lawn  cultivators,  Dunham 
lawn  rollers),  Whitehead  Metal  Products 

Co. 

FRANK   B.   SAWDON 

60  A.  56th  St.,   Veui  York  22.  N.  Y.   Plaza 
11646 

Jerry   Bess,  James   Hackett 

Robert  Hall    (clothes) 

CHARLES  SCHLAIFER  &  CO. 

I  West  56th  St.,  Sew  York,  \.  ).    Murray 

Hill  8-1510 

Herb   Joseph 

\--lni  Theatre.  Roxy  Theatre,  20th  Century 
Fox  Film  Corp..  Victoria  Theatre,  Wilson 
Line    (cruise  ships) 

SHELDON-FREDERICKS    ADV.    ASSOC. 

175    Fifth    Ave.    New    York    10.    N.    Y. 

Gramercy  7-5393 

Gil   Poger,   radio;   Lawrence  C.    Bassett,   ty 

HAROLD  J.   SIESEL  CO. 

216  E.  VHh  St.,  Sew  York  17,  N.  Y.  Plaza 
9-6440 

John   T.   Cisneros,    Daniel   Siesel 

Benedict's  Lunch.  Siesel;  Paramount  Maca- 
roni Mfg.  Co..  Siesel 

RAYMOND  SPECTOR  CO. 

115  Park  Ave.,  New  York  22,  N.  Y.    Mur- 
ray Hill  8-4407 

Richard  G.  Blaine 

Hazel  Bishop  (lipstick,  nail  polish,  com- 

plexion glow,  compact  makeup,  liquid  make- 
up, cleanser) 

STERLING   ADVERTISING    AGENCY 

535   Fifth    Avenue,   New    York    IT.    \.    )'. 
Murray  Hill  7-3400 

Alfred    B.    Udow,    media   dir. 

Julius  Grossman  Shoes,  Milium  Div.,  Deer- 
ing,  Milliken  &  Co.   (lining  for  clothes,  etc.) 

STREET  &   FINNEY* 

15  W.   \Mh  St.,  New  York  36,  A'.  Y.    Cir- 
ri,- 6-1700 

Helen   A.   Thomas 

ate-Palmolive     Co.      (Florient     Aerosol, 
Kan-Kil    bug    killers),    Eastco     (Espotabs), 

Foster    Milburn    Co.    (Doan's    pills),   G.   T. 
Fulford    (childrens    medicine),   Kiwi    Polish 

Kiwi  shoe  polish) 

SULLIVAN,    STAUFFER,   COLWELL    & 

BAYLES* 
177    Madison     tve.,  New   York  22,  N.   Y. 

Murray   Hill  8-1600 
Walter   Bowe,   Jack    Canning,    Dan    Hirsch, 

Steve     Suren,     Tom     O'Dea,     Ira     Gonsier, 
Vera    Brennan 

American  Petroleum  Institute,  Bowe;  Ameri- 

can Tobacco  Co.  'Half  &  Half  Tob.),  Bowe; 

American  Tobacco  Co.  '  Pall  Mall),  Bowe; 

Best  Foods  (Presto,  H-0  Quick  oats),  H-0 

Farina  I.  Hirsch;  Blue  Coal,  O'Dea;  Carter 
Products  (Arrid),  Suren;  Carter  Products 

(Bingo),  Canning;  Carter  Product*  'Rise), 

O'Dea;  I).  L.  Clark  Co.  Canning;  DuBarrj 
Div.  of  Hudnut  Sales  Corp.,  Carroll;  Mrs. 

Filbert's  <  margarine,  mayonnaise,  salad 

dressing),  O'Dea;  Junket  Brand  Foods 
(dessert  prod-.,  quick  fudge  &  frosting  mix). 
Suren;  \.  LaRosa  &  Sons,  Hirsch;  Lever 

Brother-  (Lifebuoy,  Silver  Dust),  Bowe, 

Carroll,  Canning;  Lever  Brother-  (Vim), 
Bowe;  Noxzema  Chemical  Co.  (all  prods.), 

Carroll;  Simoniz  Co.  I  Non-Scuff.  Kleeners. 
Plumite),  Carroll;  Simoniz  Co  (Bodysheen), 
Canning;  Smith  Brothers  (all  brands), 

Suren;  Sperry  &  Hutchinson  Co..  Suren; 

Whitehall  Pharmacal  (BiSoDol,  Infra-Rub), 
Hirsch 

SUSSMAN  &  SUGAR* 
24    West   Wth    St.,   New    York    18,   N.    Y. 

Longacre  3-4470 

Hilda    Spirito,    Aaron    Sussman 

(.Note:  Unless  otherwise  indicated,  all  ac- 
counts are  publishing  firms.) 

Appleton-Century-Crofts,  Crown  Publishers. 
Dial  Press,  Farrar.  Straus  &  Cudahy,  Golden 

Books,  Grove  Press,  McGraw-Hill  Book  Co., 
Julian  Messner,  Modern  Library,  Thomas 

Nelson  &  Sons,  Pantheon  Books,  Peter  Pau- 

per Press,  Random  House,  Rutgers  Univer- 
sity Press,  Ralph  Stark,  Inc.  (railroad 

equip.),  Simon  &  Schuster,  Univ.  of  Calif. 

Press,  Univ.  of  Chicago  Press,  Univ.  of  Okla- 
homa Press,  Univ.  of  Minnesota  Press,  Univ. 

of  Texas  Press.  Vibration  Eliminator  Co. 

(Mfrs.),   Westminster  Press 

KARL  THALL  ADVERTISING  AGENCY 

118  E.  28th  St..  Sew  York  16.  N.  Y.  Mur- 

ray Hill  6-5566 

Karl  Thall,  Ethel  Thall 

National  Farm  Equipment  Co.  (lawn  mow- 
ers), K.  Thall;  Perfo  Mat  &  Rubber  Co. 

(floor  mats  I.  K.  Thall;  Record  Dividend 

Club  (records),  E.  Thall;  Standard  Toykraft 

(toys  &  games  ) .  K.  Thall 

J.  WALTER  THOMPSON   CO.* 
120     Lexington     Avenue,    New     York     17, 

\.   1.     Murray  Hill  3-2000 

Arthur    Porter,    media   dir. 

Associate    Media    Directors:    Philip    Birch, 

Jack     Green,     Richard     P.     Jones,     Robert 

Lilien,   James   O.    Luce,   Jr.,    Anne   Wright 

(Mrs.  H.  V.  Anderson) 

Marian  Dyar,  dept.  mgr.;  Ruth  Jones, 

brdest  &  station  relations  superv.;  Lucian 

Chimene,  Christine  Mosca,  brdest  analysts 

Timebuyers:  Polly  Allen,  Marie  Barbato, 

Joseph  Barker,  Richard  Branigan,  Gordon 

Dewart,  Thomas  Glynn,  Robert  Gorby,  Jay 

Goshen,  John  Gray,  Edwin  Green,  Robert 

Hadley,  Richard  Joseph,  Jack  Keefe, 

Morio  Kircher,  Michael  La  Terre,  Frank 

Marshall,  Peggy  McAulay  (Mrs.  Byrd), 

Rick  Munson,  Allan  Sacks,  Sam  Scott, 

Jayne  Shannon,  John  Sisk,  Nancy  Smith, 

Dorothy  Thornton,  Beverly  Turner  (Mrs. 

Plyer),  Harold  Veltman,  Richard  Vorce 

Aluminum.  Birch;  Marshall,  Dewart,  Bran- 

igan; Assoc.  Hospital  Serv.  'Blue  Cross), 
Lilien;  Barker,  Kircher;  Atlantis  Sales 

(foods),  Wright;  Smith,  Turner,  Gorby, 
Brillo  Mfg  Co.  (cleaning  pads),  Wright; 

Smith,  Turner,  Gorby;  Buitoni  (foods), 

Wright;  Sacks,  McAulay,  Gorby;  Burling- 

ton Industries  (fabrics),  Wright;  Sacks, 

McAulay;  Chesebrough-Pond's  (cosmetics), 
Wright;  Smith,  McAulay,  Gorby,  Church 

&  Dwight  (baking  soda),  Lilien;  Barker, 
Kircher;  Ciba  (pharmaceuticals),  Wright; 

Smith,  McAulay;  Crompton-Richmond. 

Wright;  Sacks,  Turner;  Devoe  &  Reynolds 

'paints,  etc.).  Lilien;  Barker,  Kircher;  East- 
man Kodak  Co.  I  film).  Birch;  Marshall, 

Vorce,  Branigan;  Fieldcrest  Mills.  Wright; 
Sacks,  McAulay;  Ford  Motor  Co.,  Luce, 

Jr.;  Glynn,  Thornton;  Ford,  English  Built, 

Luce,  Jr.;  Glynn;  Lever  Bros.  (Rinso,  Lux, 

Rayvel.  Green;  Sisk,  Munson;  Menthola- 

tum.  Wright;  \i-u  York  Central,  Lilien; 
Barker,  Veltman;  Oneida.  Birch,  Marshall; 

Owens-Illinois,  Lilien;  Barker,  Veltman; 

Pan  American  Grace  Airways,  Jones;  Shan- 
non, Allen;  Pan  American  World  Airways, 

Jones;  Shannon,  Allen;  Purolator  Prods. 

Co.  (filter- 1.  Lilien;  Barker,  Veltman; 

Ritchie,  H.  F.,  Inc.  (Scott's  Emulsion), 
Lilien;  Barker,  Kircher;  RKO  Teleradio 

Picture.  Wright;  Sacks,  Turner;  Scott  Pa- 

per Co.,  Jones;  Shannon,  Barbato,  Gray; 

Seven-I  p  'New  York  area).  Birch;  Mar- 
shall, Vorce;  Shell  Chemical  Co.,  Lilien; 

Barker,  Veltman;  Shell  Oil  Co..  Birch; 

Marshall,  Dewart,  Branigan;  Standard 
Brand-  i  foods  I.  Lilien;  Barker,  Veltman; 

Sylvania  Electric  Product-.  Jones;  Shannon, 
Allen;  Trico  Product-  (windshield  wiper), 

Lilien;  Barker;  Ward  Baking  Co..  Lilien; 

Barker,  Kircher;  J.  B.  Williams  (toilet  arti- 
cle-'. Green;  Sisk,  Munson;  Wool  Bureau. 

Jones;  Shannon,  Allen;  W.  F.  Young  <  Kb- 

sorbine,   Jr.),    Birch;    Marshall,    Vorce 

Timebuyers  of  the  U.  S. 

listing  will  continue 

in  the  17  August  issue 
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•  III  ir/ru  III 

BARTER  AND  BARTER 
by  Television  Clearing  House,  Inc. 

157  West  57th  Street 

New  York,  New  York 

There  has  been  much  talk  in  advertising  circles 

and  among  national  sales  representatives  about 
Barter  and  barter  merchants. 

The  industry  has  been  consumed  in  the  last 

months  l>\  rumor,  hearsay  and  prejudice  relative 

to  the  bartering  <>l  television  time  and  the  down- 

grading »>t  (lit'  card  rate. 

Nowhere  has  there  appeared  a  complete  DEFI- 
NITION of  tin-  now  misused  word.  We,  therefore, 

as  consultants  to  the  programs  oJ  139  Television 

Station-  find  it  necessary,  since  we  arc  involved  in 
a  form  of  barter,  to  clear  the  air. 

I  here  are  tw  o  t\  pes  ol  Barter: 

i  1  i  The  exchange  between  a  station  and  a  film 

company  whereby  the  station  purchases  Large 

amount-  ot  film  product  and  pays  for  this  product 

in  time.  This  time  is  then  resold  at  a  variety  ot  dis- 
counts depending  on  the  sales  department  or  the 

appointed  sales  representatives  of  the  film  company  . 

There  i-  a  possibility  that  despite  the  controversy 

over  this  transaction,  the  film  company  i-  perform- 
ing a  distinct  and  necessary  service  for  the  station 

and  that  the  station,  by  re-selling  the  film  to  its 

sponsors,  gel-  hack  to  card  rate. 

(2)  The  job  given  to  a  company  l>\  a  station  to 
secure   for  it-   PROGR  \M    DEPARTMENT,    not 

Sale-  Department,  many  element-  ol  production  and 

promotion,  e.g.  large  quantities  of  premiums  lor  it- 

current  local  client-  on  the  air  SO  that  they  ran  he 

merchandized;  furniture,  props,  and  physical  ele- 
ment- of  production  to  enhance  the  look-  and  qual- 

ity of  local  live  programs;  prizes  .\\u\  giveaway  -  foi 

then  participation  -how-:  contest  ideas,  promotion 

ideas  ami  program  ideas;  I  l\  E,  EASY-TO-PRO- 
1)1  CE  FORMATS  COMPLETE  Willi  THE 

PHYSICAL    UDS  TO   PRODI  CE  THEM;   and 

the  function  of  a  merchandising  department  located 

in  ,i  principal  market  which  i-  generally  inacces- 
sible to  the  -tat  ion.  for  these  services  to  the  -tat  ion 

it  i-  inadvisable  to  use  the  term  "Barter"  since  the 
station  doe-  not  swap  time.  Instead  it  recognizes  the 

tart  th.it  the  nerd-  expressed  above  must  he  paid  I'M 
and  doe-  so  in  the  traditional  fashion  ot  radio  and 

television  stations  since  the  birth  ol  the  industry  on 

.i  LIMITED  Tl!  \DK-()l  T  oJ  a  minor  portion  ot  its 

time,  extending  the  right  to  offer  such  a  trade-out 
to  manufacturers  or  firms  with  the  merchandising 

company   a-  an  agent. 

This  trade-out  time  i-  quickly  recaptured  by  the 

increased  value  ot  the  local  programs  and  i-  and 
\\  \>  \l.\\  \>  S  an  invaluable  aid  to  the  local  sales 

department  ot  the  station.  THIS  TU  \DK-ol  T  [S 

DONE  W  [THIN  Till".  EXISTING  I  VRD  R  \  I T 
OF  THE  STVriOV 

The  latter  i-  what  Television  Clearing  House 

doe-  tor  the  programs  of  139  Television  Stations. 

In  conclusion,  we  do  not  believe  that  all  bartei 

i-  good,  hut  on  the  other  hand,  We  mosl  firmly 

maintain.  e\  officio,  the  right  ot  an\  program  de- 

partment to  enhance  the  value  ot  it-  local  programs 
-o  that  it  can  better  -ell  it-  local  advertisers. 

I..  .1.  D\lll  M  \Y 

President 

-ro\soR 
In    \i  i.i  -i    !').->. 

i: 



MB  of  the  #&At  ̂ uTHfer 

An  Exclusive  Market . . . 
DOMINATED    BY    FULL     POWER    CHANNEL    SIX! 

*  130,000      TV  HOMES     *  575,000  PEOPLE 

S600,000,000  Consumer  Spendable  Income  ■  $450,000,000  Retail  Sales  ■  200,000  Farm  Population 

SERVED    BY   THE    POWERHOUSE   WITH    OVER   300 

MONTHLY  HOURS  OF  TOP  NETWORK   PROGRAMMING 

NETWORK 

COLOR 

KCMC-TV CHANNEL   6 

WALTER   M.   WINDSOR 

General  Manager 

100,000   WATTS 

TEXARKANA,   TEXAS-ARKANSAS 

Represented  By 

Venard,  Rintoul  &  McConnell,  Inc. 

*NCS  #2  updated  by 

Pulse  and  Station 

estimate  to  9-1-57 

RICHARD  M.  PETERS 
Commercial  Manager 

18 
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/  ii  eekly  listing  o)  <  ha i 
in  the  advertising  and  broadcast  fields 

NEW  AND  RENEW 

NEW   ON    RADIO    NETWORKS 
SPONSOR 

Angostura -Wuppcrman.    NY 

Armour.  Chi 

Cowlcs    Magazine     NY 
Ccncr.il    FoodY    White    Plains 

Ccncr.il  Motors.   Detroit 
Ccncral   Mtrs    CMC   Truck.    Detroit 

Ccncr.il   Mtrs.   CMC   Truck.    Detroit 

Ccncr.il   Mtrs.   CMC   Truck,    Detroit 

Kraft     Chi 
Kraft     Chi 
Kraft     Chi 

Socman    Bros,    NY 

Scott    Paper.   Chester 

Slccp-Eie.   LA 
Sterling   Drug.   NY 

AGENCY 

R&R     NY 

Aycr,    Chi 

Mc   E     NY 

Y&R.   NY 
Campbell   Ewald     Detroit 
Kudncr.    Detroit 
Kudner.    Detroit 

Kudncr,    Detroit 

Ncedham.  Louis  b  Brorby.  Chi 
Nccdham,  Louis  &  Brorby,  Chi 
Ncedham,  Louis  &  Brorby.  Chi 
NC&K.    NY 

|WT.   NY Milton  Carlson.   LA 

DFS.    NY 

STATIONS 

CBS  201 

CBS   201 

CBS  201 
CBS  201 
CBS  100 

CBS  201 
CBS   201 

CBS  201 

M8S  480 

MBS  480 
MBS  -480 
CBS  201 

CBS  201 
CBS  201 
CBS   201 

PROGRAM,    time,    start,    duration 

Arthur    Codfr.  y     Tun.       F     10   10  15    alt     10  15-10  30    Jm . 

13 

S.  pi       I  i     ..• Arthur    Codfrey    Time      Th    6     every     4th     F     II    15    H   30    am 

26   Sept.    52    wks 
Sei    Who,    Su   7-7  30   pm     5    mm   sen      14   July     4   wks 
Arthur    Codfr.  y     Tut,.       Th    6     every    4th     F     11    15    II    30    am 

Soap    Box    Derby.    Su    5-5   15    pm .   8   Auk   only 
Firm    N.ws     Sa   9  30-9  45   am     5   mm   self     3   Aug     4 

FBI    In    Peace    &    War     Su    6  05-6  30    pm .    5    mm    sen     4    Aug 
4    wks 

Saturday    Night    Country    Style       Sa    7  05-8    pm ;    5     mm 

3    Aug     4    wks 
Niws     M   Sa    II   30   am     5   mm;    19   Aug.    4   wks 

N.ws     M-F    5  30   pm;   5   mm,    19  Aug     4   wks 
Niws     Sa   8  30  am;   5   mm     24   Aug     4  wks 

Arthur    Codfrey    Time;    W    10  15-10  30    am.    18    Sept;    26    wks 

Our  Cal  Sunday     W    12  45    I    pm     ij    spon ;   10  July,  52  wks 
House    Party;    W    3   3   15    pm .    )A    spon      10   |uly;   52   wks 

Cunsmoke.   Su   6  30-6:55   pm;   5   mm   seg;   7    July.    13    *  • 

RENEWED   ON    RADIO    NETWORKS 

Camp.in.i    Sales. 
Clairol.    NY 

SPONSOR 
Batavia 

A     E     Staley  Mfg.   Decatur 

Wm   Wrigley.    Ch, 

AGENCY 
Erwin    Wascy 

FCB,    NY 

NY  CBS   201 

CBS  201 

R&R.    Chi 
Arthur   Mcycrhoff. 

Chi 

STATIONS  PROGRAM,     time,    start,    duration 

Robert  Q     Lewis:   Sa   11:05-12   N;   5  mm  seg.   13   July:    13  wks 

Calcn   Drake  Variety,   Sa    10:05-10:50  am     5   mm  seg;  20  July 
13   wks 

CBS    201  Arthur   Codfrey   Time;    F    11-11:15    am;    18    |uly;    52    wks 
CBS    156  Howard    Miller    Show;    M-F    11   45    am-12    N      15    |uly     52    wks 

BROADCAST   INDUSTRY    EXECUTIVES 
NAME FORMER    AFFILIATION 

  KLAC.    LA,   gen   sis   mgr 
KXYZ     Houston,    sis   mgr 

-KOLN-TV.  Lincoln,  prom  &  publicity  mgr 

Felix  Adams 

Ken   Bagwell 

James  L.   Barker 
Richard  Barron 

Smith    Binning  S     I.   Ncwhousc.  Syracuse  &   Harrisburg.  exec  staff 
Dr     Ancurm    Bodycombc  KDKA.   Pittsburgh,   sis 

Jack    Davis    McCavrcn-Qumn.    NY     mgr 
Robert  A    Dettman  Red   River  Brdcstmg,    Duluth.  vp  &  chf  engineer 
Raymond    F     Eichmann  lohn   Blair.    NY.  sis  development  mgr 
lames  H     Ferguson.  Jr. 
John   Crandy 
|.   Kent   Hackleman 
Steve  Halpcrn 
Bob   Hanna 

John   W     Highbergcr 

Edmund    J     Hughes,    Jr. 
Larry  H.   Israel 

J     C     Johnson 
Olive  M     Johnson 

John  Kccnan 

..Red   River   Brdcsting.    Duluth.    local  &  ntl  tv  sis  mgr 

WCKT-TV.    Miami,   publicity   dir 

  WCBS-TV.  Miami 
KARD-TV,   Wichita,    prom    mgr 

WENS.   Pittsburgh,  vp  &  gen  mgr 

WTIC.    Hartford,   supvsr  comm   traffic 
WNEM.  Saginaw,  gen  sis  mgr 

Norman    Knight  Yankee   Div.   RKO  Telcradio  Pictures,   Boston,  exec  vp  &  gen 
mgr 

CBS  TV  Network   Sis.   NY.  acct  exec 

  University  of  Utah,  student 

Robert    Livingston 

Bill   McNabb.  Jr. 
David  C.  Milam 

Jim    Molohon 
John    N     Nickcll 

Odin   S     Ramsland 

Philip  J.   Renison 
Robert   Rosen 

.KELO,  Sioux   Falls    prom  mgr 

Red    River    Brdcsting,    Duluth.    vp 

NEW    AFFILIATION 
Same,    vp   in   chg   stn   ops 

WTVJ.    Miami,   asst  ntl   sis  mgr 
KBTV     Denver,    same 

WSJS     Winston-Salem,    head    radio    &    tv    prom    depts 
WCAU-TV.   Phila,   dir  of  sis  development 
Same,    supvsr    sis 
Stars   National     NY.   acct   exec 

Same,  exec   vp  &  chf  engineer 

ABC  Net.   NY.  dir  of  sis  development  &  research 
WWLP    Springfield,  gen  sis  mgr 

Same,   plus   asst   gen   mgr 
WJLS     8cckley,    W     Va.    sis   mgr 
KYW-TV    Cleveland,  same 

WPST-TV.    Miami,    comm   mgr 

WLW-I.    Indianapolis,   publicity  &   prom   mgr 
WWLP     Springfield,    sis  mgr 
WAAM.    Baltimore,   gen    mgr 

KPLO     vVmncr-Chambcrlain-Picrrc-S  D      mgr 
Same,   supvsr   radio  traffic 
WANE-TV.   Fort  Wayne,  dir  of  sis 

Same,   prcs 

Same.   LA.   Pacific  Coast  mgr 
KEY-T    Santa   Barbara,    acct   exec 

Avcry-Knodel.    Dallas,  radio  sis 
Same,    mgr 

CKLW     Radio     &     TV      Windsor. 
research 

~amc.    gen    mgr 

WRLP.    Creenficld.    sis    mgr 

KELO    Sioux  Falls,   sis  prom  mgr 

Ontario      sis     promotion     & 

ADVERTISING   AGENCY    PERSONNEL   CHANGES 
NAME  FORMER    AFFILIATION  NEW    AFFILIATION 

Jon   W     Barkhurst  ABC.   Hollywood-SF.   dir  of  merchandising,  prom  &  publicity  Wyman    Advtg.    SF     dir   of   all   merchandising   &    handle    special accts 

Kenneth    R     Baumbusch  B     T.    Babbitt.   NY.   marketing   mgr   new   products  John  F     Murray  Advtg    NY.   vp  &  gen  mgr 
Henry  S.   Bean  BBDO.    NY     acct    supvsr  Same,   vp 
Don  Cavitt    Murray   &    Malone.   Twin   Cities,   sis  Ncmer  Advtg.   Minneapolis    acct  exec 

George  Chamberlain  WTVJ.    Miami  Henry   Quednau     Hampa     office    head 

Henry   Colman  .Theatre  Guild.   NY.  dir  of  tv  pgm  development  Emil    Mogul.    NY     dir   of   radio   &    tv   production 
Richard    Fishel   Kcnyon  &   Eckhardt.   Phila.  copy  supvsr  Cearc-Marston.    Phi  la .    sis    prom    dir 

Carry   Hollihan     Edward   Pctry.   LA  Edward    Pctry     LA     in    chg   radio   sis 
Charles   Lee   Hutchings  French  &   Preston.   NY.  vp  &  creative  dir  Mc-E     LA.    creative    dir 
Bill    Larimer  Edward    Pctry.    LA  Edward    Pctry     LA     mgr 

T.  Rand  McCabc  Beaumont  &   Hohman.   Chi  Turner  Advtg    Chi    exec  on  creative  staff 

Paul   Patterson  Florida  Citrus.   Lakeland,   dir  of  advtg  Laccy  &    Patterson.  Tampa    vp  &  sccty 
Arthur    Poppenbcrg  WTVJ.    Miami  Henry   Quednau     Tampa     office    head 

Carl    Reimers      .From   retirement  Hoffman-Manning.     NY.    supvsr    of    acct    execs    and    head    of 

plans    board 
Thomas  F.  Scanncll.  Jr.  Time.    Inc.   Chi.   sis.   merchandising  &   prom  Klau-Van    Pictcrsom-Dunlap     Milwaukee,   acct   exec 
Cerald  Shapiro  NC&K.    NY.    acct    exec  Same,    sr   acct    exec 

Raymond    Sheldon    Laccy  Cr  Patterson    Tampa,   second  vp 

Marshall  P    Smith  Gardner  Advtg.  St    Louis,   reg'l  acct  exec  Same,   acct  exec 
Florence  St.  Ceorge  NC&K.   NY.   copy  &   acct   exec  Lawrence  C    Cumbmner.  NY    acct  exec 

Ray  Weber.  Jr.  Colgate-Palmolive.  NY.  brand  mgr  &  marketing  coordmato-  McCann-Enckson    LA    asst  acct  exec 

Richard    D.    Wylly  Benton  &   Bowles    NY.   vp  &   copy  supvsr  'SC&B.   NY.  vp  &  creative  dir 

SPONSOR 
10     M  (,l  ST     1^5' 
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ELEPULSE RATINGS:  TOP    SPOI 

■Ur*      r«it* 
•mm        rank 

3      4 

4     9 
(tie) 

8 
1 

1 
9 8 

10 7 

Rank 
IWW rank 

1 

2 

3 1 

4 2 

5 4 

6 6 

7 

8 

9 

Top    10    shows    in    10    or    more    markets 
Period    3-10  June    1957 

TITLE.    SYNDICATOR.    SHOW    TYPE 

Highway  Patrol  (M) 

State  Trooper  (A) 

Dr.  Hudson's  Secret  journal  (D) 

Men  of  Annapolis  (A) 

Sheriff  of  Cochise  (W) 

Silent  Service  (A) 
NBC       Fl  Ln 

I  Search  For  Adventure  (A) 
GEO.     BAGNALL 

Death  Valley  Days  (W) 
U.     S.     BORAX 

San  Francisco  Beat  (D) 
CBS      FILh 

Dr.  Christian  (D) 

Average 
ratings 

22.7 

18.8 

18.2 

18.0 

18.0 

17.6 

17.3 

17.0 

15.6 

15.5 

7-STATI0N 

MARKETS 

13.8     12.5 

kvrca  ti        km 
;  DOpm     9  00pm 

8.9 khM\ -    ." 

5.4       11.8 
wabc-ti       Ecnxt 
LO  :30pm    7 :30pm 

5.2       9.4 

wabd         kttv 
r  :00pm    7:30pm 

8.1       11.7 
ivrca-tv        kttv 
:  :00pm     7  :30pm 

13.6 
keop 

7  :00pm 

7.9 

wrca-tv 
7 :00pm 

3.9       11.9 
\\pi\  kttv 

B  :30pm     9:30pm 

3.0      10.1 
wabc-tv       kttv 
I  0  30pm    7  :30pm 

5-STA 

MARKETS 

S.  Fran. 

15.0 

kron  ti 

15.5 

k|il\ 15.0 I  all 

1   rn 

15.2 

kpii 

l   10pm 

13.9 

kron-tv 

'i  ::   

16.5 

kron-tv 

7  00pm 

21.5 

knix 
7 :30pm 

11.9 

koix 

10:30pm 

11.9 

kgo  l\ ;    in 

4-STATION    MARKETS 

Seattle- 

Chicago     Detroit       Milw.        Mnpla.        Ptilla.      Tacrnna      Wash 

15.2     14.5     27.2       13.9     16.2     21.5     26.0     14.4 
wbz  ti 
  im srgn-ti     ujlik-tv     wtml  ti      katp-ti      wcau-tl    k,    i\   wtop  t» 

8:00pm    9:30pra     9:30pm     10:30pm     7    im    7:00pm    7:00pm 

20.7     16.7 

wnbq 

9  30pm mai 
10 :30pm 

16.5     17.9     11.5 
wtmj   Iv       k>l|>-tv      u  rci    tv 
9  30pm     9  30pm     10  30pm 

21.2     14.5     14.2      21.5     12.2 
wnae   tv 10  30pm tmbq      ivxyz-tv    uiuij  i\     kstp-tv 

i"  00pm    rn  30pm     3:00pm     7:30pm 

6.5       20.8       12.5     12.0  14.6     10.2 
wgn-ti     wjbk-tv     nisn-tv     wcco-ti  komo-tv  crtop-ti 
9:3iipm    10:00pm     9:00am      1 :(   rn  9:00pm    7:00pm 

20.5     17.2     23.3        9.2      18.9     12.2     21.7     11.5 
wnac-tv      wnbq       wwj-tv      wtmj-tv     weeo-tv     wcau-tv   king-tv     «n-n 
6:00pm     7:30pm     10:00pm    10:30pm     9:30pm     7   pm    7:00pm    10:30pm 

14.5     12.7 
wb/.-lv        wnbq 
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Top   10  shows  in   4  to  9  markets 

Martin  Kane  (A) 

Crusader  (A) 

Esso  Colden  Playhouse  (D) 
OFFICIAL      FILM 

Life  of  Riley  (C) 
NBC     FILM 

Frontier  Doctor  (W) 
HOLLYWOOD     TV     SERVICE 

Stage  Seven  (D) 

Kingdom  of  the  Sea  (Doc) 

Cisco  Kid  (W) 

Code  3  (A) 

10 Your  All  Star  Theatre  (D) 
SCREEN    GEMS 
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8.4 

wnbq 
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9.9 

9.1 

8.7       11.2     16.2     10.9 
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:  00pm    1   im    :  00pm 
11.9 

10:00pm 

11.2 
1"  30pm 

16.4 

waga-tv 

13.5 

ffagft-tv 5  30pm    7 

Show  typo  symbols:  (A)  adventure;  (C)  eomedy;  (D)  drama:  (Doc)  documentary;  (K)  kldi;  <M/> 
myitery;  (Mu>  musical;  (8)  aport;  (8F)  Sclonco  Fiction;  (W)  Western.  Fllmi  lilted  are  ab- 

dicated, >4  or..  %  hr.  &  hr.  length,  telecait  in  four  or  more  markots.  The  average  rating  is 
an   unweighted    average    of    individual    market    ratings    Hated    above.     Blank    ipace    lndicatea    film 

not    bi   .,  !,;i-i     ii,    "  10    June       While    netwot  >     fairly    stable    fntfl 
month  to  another  in  the  markets  in  which  they  are  shown,  this  is  true  to  much  lesser  ertenljl 
syndicated  shows.     This  should  be  borne  in  mind  when  analyzing  rating  trends  from  one 
another   in  this  ̂ hart.     'Refers  to  last  month's  chart.     If  blank,  show  was  not  rated  at  all 
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J  tn  other  than  top  1 
*nUe'i  own.   Pulse  de 
'  received   by  honti 
i  lUtion   itself   mar 

0.   Classification  u  to  number  at  tutlocu  In 
ermines  number  by  meuurinr  which  stations 
in  the  metropolitan   area  of  a  ftreo  market 
5e   outside  metropolitan   area   of   the   markaL 

Heavens  to  Betsy,  Smidley! 

m'  £3 'fc 

We've  in. i  ,i  iliinn  ;i ^ ii i 1 1 - 1  Toledo,  v.m  Diego  «>r 

Nashville  .  .  .  bul  Cascade's  bigger  than  W  .  ol 

tin  in!  \\  In  .  ( lascade's  coverage  area  is  I ►> j^ ir«-r  than 

Massachusetts,  New  Hampshire,  Vermont,  <  onnec- 

iii  in  and  li'l  "!'■  Rhode  Island  combined!  The  (  as- 

cade  four-station  television  network  delivers  more 

area,  more  people,  and,  l>\  the  way,  more  results 

than  anj  single  T\  buj  in  the  \\  est.  Let's  nol  drop 
t li«-  olil  li;ill  again,  Smidley. 

O CASCADE 
~    /SS    nnrn      BROADCASTING   COMPANY 

NATIONAL   REP.:   WEED   TELEVISION PACIFIC    NORTHWEST:    MOORE   &    ASSOCIATES 
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thundering 

out  of 

the  West 

The  26  daring  Arizona  Rangers  tamed 

America's  last  wild  territory  . . .  rounded  up  ov« 
4,000  rustlers,  desperadoes,  gunmen  and 
swindlers  at  the  turn  of  the  century.  All  the  flav 
of  the  historical  conflict  between  law  and  outlaw 
is  in  26  MEN  . . .  filmed  for  TV  on  scenic  Arize 

locations  capturing  the  impact  and  excitement 

the  last  frontier.  Producer— Russell  Hayden. 

aefi&v/ 

3 

SOLD,  within  first  two  w eeks  of  release 

in  over  60  mar 
kets,  to  such  adverti

sers  as: 

.  H    P.  Hood  &.  Sons 

.  Standard  Oil  of  Tex
as 

•  Friehofer  Baking 

.  Max  Russer  Meats 

.  Nic-L-Silver  Battery 

Humpty-Dumpty  Store
s 

,501  Broadway.  N^C
- 

LAckawanna_4-5050
 



Reports  "»</  evaluates  news,  trends, 

opinions  foi   film  buyers  und  tellers 

FILM-SCOPE 

10  AUGUST 
Copyright    1957 

SPONSOR   PUBLICATIONS   INC 

More  and  more,  it"*  becoming  pretty  plain  thai  those  gags  ;■  1  >< > u i  "dropping 
the  pilot*1  are  premature. 

I  hi-  week  al  least  one  big  packager  (Screen  Gems)  was  talking  aboul  reviving  pilots, 

while  sponsors  and  agencies  continued  their  gripes  about  "blue  prints*1  and  "pres- 
entations*11   Even  for  "tailor-made"  product*  the}  say,  ;«  pilol  -till  is  a  mniL 

I'o  get  at  the  heart  nf  the  matter,  FILM-SCOPE  contacted  .1  group  of  »genc)  Spotters 
among  BBDO,  Bates.  Compton,  Dancer-Fitzgerald-Sample,  Ellington,  Esty,  Lennen 
A   Newell,  McCann-Erickson,  Emil  Mogul,  and  5SC&B.    This  i-  what  the)   m 

1.  ABOUT  OLD-STYLE  PILOTS:    Because  the  packager  was  able  to  gel  hie  crew 
to  take  a  risk  with  him,  lie  often  could  produce  a  terrific  -ample  at  unrealisticall)  low  costs 

— a  fact  that  sometimes  fooled  the  agency  about  true  prices.  Moreover,  pilots  in  prior 

Reasons  were  made  to  fit  as  broad  a  market  as  possible,  thus  dulling  their  value  for  a 

specific  type  of  sponsor. 

On  the  whole,  though,  agencies  seem  to  think  that — all  thing-  considered  the  pilot  is 
the  least   of  all   possible  evils. 

2.  ABOUT  "BLUE  PBLNTS,,:  The  client  general!)  doesn't  visualize  a  film  from  a 
mere  presentation.  This  is  had  for  everybody  because  the  sponsor  easily  can  grow 

"cold"  on   film   when   confronted   with   so   skimp\    a   sample. 

3.  ABOUT  "TAILOB-MADE"  FILM:  Here  you  run  the  ri*k  of  asking  the  spon- 

sor to  make  show  business  decisions — a  field  in  which  he's  a  total  stranger.  One  agenc) 
cites  the  example  of  a  sponsor  who  bad  his  cap  -el  for  Ray  Bolger  and  worked  out  a  for- 

mat for  him.  The  trouble  was  that  the  format  simply  didn't  suit  Bolger,  and  the  whole 
thine  went  sour. 

\\  hat  do  agencies  think  is  the  answer?    They   have  several   ideas: 

•  They  might  run  the  risks  of  pilot-less  "tailor-mades"  IF  the)  have  confidence  in  the 
producer  and  IF  they  get  financial  participation   in   rc-runs   and    Foreign    ri^ht-. 

•  They  might  be  interested  in  tailor-mades  without  the  rights  mentioned  above  IF  the 

packager  can  produce  a  big  enough  visual  sample  to  stimulate  the  sponsor.  Rut 

this  junior  pilot  would  have  to  be  at  the  packager's   own    risk. 

To  the  packager's  plea  that  all  this  costs  money,  agencies  replj  that  they  don't  see 
much  dollar  difference  between  a  pilot  film  and  a  pilot-less  pitch.  The  latter,  they 

say,  still  involves  script  costs  and  burns  up  extra  time  and  money  in  consultation-.  ITiey 

think  it's  a  toss-up. 

As  this  situation  resolves  itself.  FILM-SCOPE  will  report  the  progress — meantime  re. 
peating  its  findings  of  last  week  (3  August,  page  (>1  1  :  It  looks  like  a  great  year  for 
re-runs. 

TPA  came   into   the  news  spotlight   with   the   two   moves: 

1)  President   Milton  A.   Gordon   bought    out    Edward    Small's    interest    in    the 

company,  with  Small  retiring  from  TP  \'s  board  of  directors. 
2)  Adoption  of  a  plan  giving  stars  and  producers  of  new  TPA  scries  not  only  a 

share  in  the  profit  of  their  own  films  but  in  the  over-all  profits  of  TP\. 
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FILM-SCOPE  continued 

Nationwide  Insurance  Co.  is  the  first  to  break  the  ice  in  syndicated  film,  and 

it's  largely  a  matter  of  sharp  mathematics. 

Previously,  Nationwide  had  been  using  newspapers  (one  ad  every  three  or  four  weeks) 

through  Ben  Sackheim,  Inc.  For  ahout  the  same  money  ($750,000)  it  found  it  could 
buy  the  Mama  series  weekly  for  a  year  in  36  markets. 

The  contract  with  CBS  Film  Sales  calls  for  10  first-run  off-the-network  shows  and  16 

brand  new  episodes.  The  idea  is  to  get  a  family  show  to  plug  a  family  policy;  maintain 

a  single  identification  between  show  and  sponsor;  and  use  a  type  of  presentation  which 

is  regionally  feasible.    Newspapers  hereafter  will  be  scheduled  only  in  fringe  areas. 

Meantime  two  of  Nationwide's  competitors — Allstate  and  State  Farm — already  are 

in  tv.  Allstate  is  one  of  Playhouse  90's  sponsors,  and  State  Farm  has  bought  into  pro football. 

Beneath  the  uniformity  of  taste  in  the  U.S.  lie  many  layers  of  regional  dif- 

ferences. Nabisco — acceptance  of  whose  products  is  affected  by  such  regional  variations 

— now  is  matching  its  wares  with  its  markets  via  a  kaleidoscope  of  syndicated  films.  It  has 
14  different  shows  in  18  markets. 

Here  are  some  samples  of  the  strategy: 

•  I  Led  Three  Lives  and  Whirlybirds:    Considered  fine  for  the  Midwest  because  of 
their  patriotic  themes. 

•  Midwestern  Hayride:    Also  good  in  the  Midwest — particularly  in  areas  such  as  Cin- 
cinnati  and   Columbus   where  farm  meets  city. 

•  Code  3:    Spotted  in  Sacramento  and  Portland  because  this  police  series  is  based 

on  cases  from  the  Los  Angeles  sheriffs  department. 

•  Silent  Service:    Selected  for  Seattle  because   of   its   Navy -waterfront   atmosphere. 

•  Gene  Autry:    For  Phoenix  and  ranching  areas. 

•  Ozark  Jubilee:    A  natural  for  Springfield,  Mo. 

Three  big  accounts — Kellogg,  7  Up,  and  Socony — this  Meek  were  safely  in  the 
ABC  TV  fold  after  dropping  spot  syndication.    It  adds  up  to  around  $12  million. 

But  there  was  counterbalancing  cheer  for  the  film  fellows:  Westinghouse,  Lorillard 

and  General  Foods  are  going  to  supplement  their  network  schedules  with  spot 

film.  And  on  the  prospect  list  is  P&G  (testing  syndication  for  its  peanut  butter).  Mean- 

while Royal  McBee  has  signed  up  the  Annie  Oakley  series  to  round  out  its  network  fare. 

Sidelight:  The  fact  that  syndication  users  sometimes  switch  to  networks  is  no  fatal 

accident.  Agencies  frequently'  sell  their  clients  on  film  as  a  gambit  to  stir  their 

interest  in  tv  as  a  whole.    It's  good  for  everybody. 

FLASHES  FROM  THE  FILM  FRONT:  ABC  Film  Syndication  landed  four  accounts 

in  the  Latin-American  market,  amounting  to  $88,000.  Sales  were:  Code  #3  and  Sheena  to 
Corona  Brewing,  via  Y&R,  in  Puerto  Rico;  Passport  to  Danger  to  Viceroy  in  Venezuela 

and  Fort  Motors  (JWT)  in  Guatemala;  Three  Musketeers  to  Lee  Optical  Co.,  of  San 

Juan  .  .  .  United  Artists  sold  its  post-1952  feature  films  in  50  markets  on  two-  and  three- 
year  contracts  .  .  .  Universal  Pictures  licensed  Screen  Gems  as  exclusive  distributor  of 

UP's  600  pre-1948  features.  Guarantee  is  $20  million  over  seven  years  .  .  .  NBC  soon  Mill 
be  announcing  its  sales  setup  for  Latin-America  .  .  .  August  Wagner  Breweries, 

Inc.,  bought  ABC's  26  Men  for  five  markets  in  Ohio  and  West  Virginia  .  .  .  TCF-TV  Pro- 
ductions will  produce  How  to  Marry  a  Millionaire  and  Man  Without  a  Gun  for  NTA 

Film  Network  .  .  .  Seymour  Reed  named  executive  v.p..  of  Official  Films. 

For  further  film  news  and  comment,  see  NEWS  WRAP-UP,  page  58. 
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1st  By  Survey*  .  WHBQ-TV  Memphis 
WHBQ-TV,  Memphis'  most  powerful  station, 

once  again  is  Memphis'  most  popular  sta- 

tion. The  June  ARB*  shows  that  of  349 

competitively  rated  quarter  hours,  sign-on 

to  sign-off,  WHBQ-TV  dominates  in  194; 

station  "B"  in    116;  and  station  "C"  in  39. 

*For  availabilities  contact  H-R  Representatives  or  WHBQ-TV  Memphis. 
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Date  at  8  .  -  - 

in  New  York,  Dallas,  Denver— and  points  west! 
WANT  PRIME  TIME  from  coast  to  coast? 

With  f\\m,  it's  easy!  Scheduling  is  a  breeze. 

No  star  worries— no  clangers  of  "slips"  or 

fluffs,  either.  What's  more,  you  can  rehearse 

to  your  heart's  content,  film  your  show, 

edit  and  pre-test  for  maximum  effective- 

ness. Yes,  you  make  time  and  save  money 

.  . .  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  Ave. 

New  York  17,  N.  Y. 

Midwost  Division 

1 30  East  Randolph  Drive 

Chicago  1 ,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  Calif. 

or  W.  J.  GERMAN,  Inc. 
Agents  for  the  sale  and  distribution  of  Eastman  Professional 

Motion  Picture  Films,  Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  Calif. 

Shoot  it  IN  COLOR  . . .  You'll  be  glad  you  didl 



\ulimitil  urn/   a     iiniiil   tpOt  lm 

in  iiml.  inni  m  recently  completed 

SPOT  BUYS 

TV    BUYS 

Lever  Bros.  Co.,  Pepsodenl  div.,  New  1 « . i k .  i-  using  markets  in  ih'- 
South  For  its  Dove  tojlel  soap  campaign,  sponsor  understands,  file 

25  Vugusl  schedule  will  run  foi  -i\  weeks.  Minute  announcements, 

with  some  20's,  will  be  placed  during  daytime  hours;  average  ire- 

quency:  I  _'  pei  week  in  each  market.  Buying  has  begun.  Buyer: 

X r i r i  Janowicz.  Agency:  Ogilvy,  Benson  &  Mather,  New  i"ik. 

i  Vgenc)   declined  to  comment,  i 

RADIO  and  TV  BUYS 

Ford  Motor  Car  Co.,  Dearborn,  for  its  Ford  Institutional,  is  pur- 

chasing time  in  radio  and  t\  to  promte  its  cai  line  with  emphasis  on 

the  new  Edsel  model.  Campaign  will  begin  29  August.  In  radio, 

minute  e.t.'s  will  be  aired  in  about  !<•<•  markets  during  traffic  hours, 

for  an  indefinite  period.  In  l\.  nighttime  20's  will  be  Blotted  in 

about  ."id  markets  for  five  weeks.  Frequencj  will  varj  from  market 
to  market  in  both  radio  and  tv.  Buying  is  not  completed.  Buyei 

George  Simko.      Vgency:     Kenyon  &   Eckhardt   New    York. 

RADIO    BUYS 
Warner-Lambert   Pharmaceutical   Co.,    Morris    Plains,    N.    I      is 

going  into  the  top  50  market-,  with  a  few  exceptions,  to  advertise  its 

Beautv  Curl.  Schedule  will  start  shortb  Foi  eight  weeks.  Minnie 

e.t.'s  will  be  spotted  in  daytime;  average  frequency  :  fi\e  to  eighl  per 
week  in  each  market.    Buyer:  Fred  Spruytenburg.     Agency:   SSI  B, 
New  York. 

Equitable  Life  Assurance  Society  of  the  U.S.,  New  York,  is 

entering  markets  throughout  the  country.  Campaign  will  kick-off 

31  August  for  >i\  week-.  Fight-second  announcements  will  be  sched- 
uled during  morning  hours,  with  some  afternoon  periods;  saturation 

frequency  will  range  from  15  t<>  50  -pots  per  week  in  each  market. 

Buying  has  just  begun.  Buyer:  Luc\  Kerwin.  Agency:  Kenyon 
S  Eckhardt,  New    i  ork. 

Melville  Shoe  Corp.,  New  York,  is  going  into  top  market-  to  push 

its  Tom  McAn  shoe  line  among  teen-agers.  Short-term  campaign 

starts  19  Augn-t.  Advertiser  is  seeking  minute  participations  on  d.j. 

shows  which  feature  Rock  *\  Roll.  Buyer:  Frank  Gianattasio. 

Agency:  Ogilvy,  Benson  &  Mather.  New  York. 

General  Foods  Corp.,  White  Plain-.  N.   i-  .,  is  preparing  a  campaign 

for  it-  Birds  Eye  frosted  f   Is,  sponsob  beheves.    Daytime  minutes 

and  10-second  announcements  will  be  used  7  00  a.m.  to  6  p.m.  from 

Mondav  to  Friday;  frequency  will  \ar\  from  market  to  market. 

Buyer:  Lorraine  Ruggiero.  Vgency:  Young  &  Rubicam,  New  York. 

i  Agency   declined  to  comment  > 

Bristol-Myers  Co.,  New  York,  is  initiating  a  campaign  f<>r  its 

Ban  Fotion  Deodorant,  sponsoh  hears.  Schedules  kick-off  shortly, 

ransin^  from  -i\  weeks  to  five  months.  Daytime  minute  announce- 

ments, with  some  ln's  and  20's,  will  be  used;  average  frequency: 

12  per  week.  Buyer:  Elenore  Scanlan.  Vgency:  BBDO,  New  i.>rk. 

Vgency  could  not  be  reached  for  comment) 

>. 
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KMID  DOMINATES! 

Midland  -  Odessa 

In  "Oil-Rich"  West  Texas 

*  TOP   NETWORK  SHOWS 
6  OUT  OF   10 

*  TOP   MULTI-WEEKLY 
7  OUT  OF   10 

*  TOP  FEATURE  FILMS 
6  OUT   OF    10 

*  TOP  SYNDICATED  FILMS 

1.  MAN  CALLED  X  SUN.  8  33.5 

2.  HIGHWAY  PATROL      SUN.  8:30  33.3 

3.  MEN  OF  ANNAPOLIS  TUES.  7:30  32.0 

4.  FAVORITE    STORY         TUES.   8:30  31.8 

5.  SCIENCE    FICTION        FRI.   8:30  31.3 

Billboard  TV  Availabilities  July  1957 

KMID-Tv 
CHANNEL 

100  KW 

Represented   by 

Venard,  Rintoul  &  McConnell,  Inc. 

South— Clarke  Brown  Company 

:.;: 

News  and  Idea 

WRAP-UP 

ADVERTISERS 
This  week  Toni  released  its  new 

hair  spray,  Adorn,  for  national 
distribution. 

Advertising,  which  will  include 

eight  network  tv  shows  and  intensive 

tv  spot  in  the  40  top  markets  as  well 

as  print,  is  claimed  to  he  the  heaviest 
ever  used  for  this  type  product. 

The  retail  hair  spray  market  is  esti- 
mated as  $75  million  annually. 

See  sponsor,  1  June  issue,  for  the 

story  on  Max  Factor's  Curl  Control, 
another  hair  spray  recently  launched 
with  heavy  tv  backing. 

New  products:  Schick  is  introduc- 

ing a  new  men's  shaver.  Powershave, 
and  two  new  Lady  Schick  shavers,  the 

Orental  and  the  Sophisticate.  Air  me- 

dia used  will  include  Schick's  two  net- 
work tv  shows  l  Dragnet  and  the  new 

Gisele  MacKenzie  Show)  plus  a  $750,- 
000  tv  spot  campaign  in  100  markets 

.  .  .  Ronson  has  announced  its  new? 
butane  lighter,  the  Varaflame,  to  be 
on  the  market  bv  fall. 

People  in  the  news:  Louis  A.  Col- 

lier has  been  appointed  to  the  posi- 
tion of  manager  of  sales  promotion 

for  grocery  products  in  the  marketing 
division  of  H.  J.  Heinz  Co.  Collier 

has  been  with  Heinz  for  nearly  20 

years  and  succeeds  Robert  P.  Raylor. 

recently  named  regional  manager  of 

the  firm's  middle  Atlantic  sales  region. 

AGENCIES 

Are  meetings  a  "crutch  for  crea- 
tive indolence"  or  a  "good  form 

of  organizational  communica- 

tion"? This  is  the  question  agi- 
tated by  the  August  issue  of  Grey 

Matter. 

Grey  Advertising's  monthly  publi- 
cation also  offers  some  suggested  ther- 

apy for  "sick  meetings."  Here  are 
two  sample  doses: 

•  The  magic  five.  Experiments  at 
universities  indicate  that  groups  of 

five  have  proved  to  be  the  most  pro- 

ductive in  reaching  conclusions.  There 

is  the  greatest  interplav  of  ideas  in 

groups  up  to  seven.  And  even  num- 
ber groups  tend  to  split  in  the  middle 

with   high   rates  of  disagreement. 

•  Selectivity.  Forget  protocol  and 

invite  only  those  who  will  be  called  on 
to  contribute  and  who  can  contribute. 

(See  "Those  Agencv  Meetings!'", 
sponsor,  12  January,  for  another  treat- 

ment of  the  same  subject,  i 

Humphrey,  Alley  &   Richards  has 

put  out  a  primer  for  embryo  tv  adver- 
tisers— "An  Introduction  to  Commer- 

cial Television  Advertising."  One 
main  function  of  the  book  is  to  show 

how  the  medium  can  be  used  efficient- 

ly by  both  small  and  large  advertisers. 

New  agency  appointments:  A.  L. 
&  G.  Advertising,  for  Levering  Cof- 

fee Co.  I  Lord  Calv  ert  coffees  and 

Lady  Calvert  teas  I .  Syndicated  film 

and  spot  radio  will  be  used  in  Marv- 
land.  Virginia.  North  Carolina  and 

South  Carolina  markets  .  .  .  Cunning- 
ham &  Walsh  for  the  Andrew  Jer- 

gens  Co.  effective  1  December.  Jer- 
gens  Deep  Cleanser  and  new  products 
division  remains  with  Stockton-West- 

Burkhart  .  .  .  Warwick  &  Legler  for 

three  new  Revlon  products  to  be  in- 
troduced this  fall. 

New  firms  and  additions:  Edward 

Kletter  and  Franklin  Bruck  have 

set  up  a  new  agency.  Parkson  Adver- 
tising, New  York  .  .  .  The  Allman 

Co.,  Detroit,  has  formed  a  sales  pro- 
motion division  headed  bv  Robert  F. 

Anthony  .  .  .  Reach.  McClinton  Co. 

has  retained  the  Drake  Agency,  Hous- 
ton, to  represent  it  in  the  Southwest  .  .  . 

Gourfain-Cobb  and  R.  M.  Loeff. 

the  Chicago  agencies,  have  merged. 

New  firm  name  will  be  Gourfain-Loeff. 

Focus  on  personalities:  William 
B.  Hinman  has  been  appointed  media 
director  of  Lambert  &  Feasley  .  .  . 

Thomas  D.  Paff.  formerly  with  N.  W. 

Aver,  has  been  named  to  the  client- 
{ Please  turn  to  ]>age  64) 
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Announcing .  .  . 

SPONSOR'S   FIRST  ANNUAL 
TV/ RADIO  TRADE  PAPER 

ADVERTISING  AWARDS 

THE  NEED:  Trade  paper  advertising  in  today's  television  and  radio  industry 

is  improving.  But  quantity  is  moving  faster  than  qualit*.  Agencies  and  ad- 

vertisers  complain,  "We  don't  get  enough  meat  from  tr^Hads."  Stations  ask, 

What  do  buyers  want  to  knowvj  On  fl^^imise  that  exarftk  is  the  best  teach- 

er, and  to  dojfurtfcjt  td^spiV,  sr^ula|^,  anJSfeward  the  best  campaigns^ljhe"tv 

and  radio  a^fcrtisjg  fhduHK,  SPONSOR  ina^urafes^s^mnftwKlvertisinii 

awards.   A  distinguished  group  of  tv  and  radio  executives,  each  an  active  large- 

w 
awarg 

serve  on  IkislDaneflks  prw^f 

as  ju(fges.    SPO 

pride,  and  as  an  expression  of  advertiser  agency  enthusiasm 

that  all  but  one  of  the  invitat 
s^panelwjs  pn^pf^accepted. 

Publisher 



COMPETITION     DETAILS 

Who    is    eligible? 

Any  Iv  station,  radio  station,  m-tuoik,  liro.nl 

cast  group,  film  Byndicator,  and  broadcast  §eri 

Ice,  rep,    manufacturer,   producer,    '><    luppuer. 

Award     Classifications 

tv    stations  •*•»  top  hourly  rati 

<,rmip     I   '"   $500 

Group   2   $.',00    to    $1000 
Group  3   $1000  i„   $1500 

Croup    1   $1500    to    $2000 

Group   .">   $2000    and    over 

radio    stations 

Croup  (>   to   $1.~>0 

Croup  7   $l.~>0     to    $300 (■roup  K    $300    lo     $450 
Croup  9   $450    to    $(>oo 
(.roup  10   $600    and    orrr 

(.roup    I  I   networks 
(.roup     I  2   group-ow  nrd     elation* 
(.roup    l.i   film   ayndicators 

(.roup    14   I\     commercial    producers* 
I. roup     1  .>   broadcast      service*,     rep». 

manufacturer^  producer*,  suppliers 
Awards 

1.  First-place  winner  in  each  group  is  awarded 
special]]  -designed  plaque. 

2.  Promotion  manager  oi  each  first-place  win- 
ner is  awarded  a  $50  government  bond  and 

a  certificate  bearing  his  name. 
3.  Meritorious  awards  will  be  given  2nd,  3rd, 

4th,  and  5th  place  entries  in  each  group. 
4.  Winning  campaigns  will  be  featured  in  an 

Awards  Issue  of  SPONSOR. 

Entries 

Each  entry  must  consist  of  five  or  more  differ- 
ent advertisements  of  a  campaign  that  has  been 

printed  in  any  trade  publication  or  publications 
during  the  12  months  preceding  July  1957. 
Each  entry  must  also  include  (1)  classification 
in  which  entry  belongs;  (2)  name  and  address 

of  entry';  <3)  names  of  general  manager,  pro- 
motion manager,  and  advertising  agency;  (4) 

single  page  summary  expressing  objective  and 
strategy  of  the  campaign  with  results,  if  known. 
Each  station  of  a  group-owned  company  may 
enter  its  individual  campaign.  All  entries  be- 

come the  property  of  SPONSOR. 

Deadline 

Competition  closes  15  August  1957.  Winners 
will  be  announced  in  an  issue  of  SPONSOR 

shortly  after  Labor  Day,  1957. 

Judges 

Judges  are  George  Abrams,  vice  president  in 
charge  of  advertising,  Revlon;  Donald  Cady, 
vice  president  in  charge  of  general  advertising, 
Nestle;  William  Dekker,  vice  president  in 

charge  of  Media,  McCann-Erickson;  Frank  B. 
Kemp,  vice  president  and  director  media,  Comp- 
ton;  Peter  G.  Levathes,  vice  president  and  di- 

rector media  relations.  Young  &  Rubicam; 
L.  S.  Matthews,  vice  president  and  manager 

media  department,  Leo  Burnett;  Francis  Mine- 
han,  vice  president  and  media  director,  SSC&B; 

Arthur  Porter,  vice  president  and  media  direc- 
tor, J.  Walter  Thompson;  Rod  MacDonald,  vice 

president  and  media  director.  Guild,  Bascom 
and  Bonfigli. 

Special    Contribution 

...  to  Broadcasters'  Promotion  Association: 
To  encourage  the  aims  and  activitv  of  the  fast- 
growing  BPA,  SPONSOR  will  contribute  $5 
tion  entry.  The  contribution  will  be  in  the 
to  this  organization  for  each  tv  and  radio  sta- 
name  of  the  promotion  manager  of  the  station. 

as*** 
from  the  president  of  the 

BROADCASTERS'    PROMOTION    ASSOCIATION 

\ 

BROADCASTERS'   PROMOTION    ASSOCIATION,    INC. 

Cliiinin  BuiUtng  •  /  22  fast  42nd  Strttt  *  Nrw  York  17.  NY.*  MUrray  HtU  7-0A08 

PrruJtnt 

Djv.d  F.  Partridge 
WesiioatrauM 

BroadcasUBg  Co..  I oc. 

Finl  Vfet-rrtJident 

Charles  A-  Wtboo 

wtw*  WOK-TV 
Viwiif  VktF'tiiilfM 

t;adco 

EWTV 

S*CfVMrp<  Trraiwrr 
f-' I  left  M  Johaaaen 

OtmiCTOMM 

Bruce  Wallace 

WTWJ  *  WTW.I-TV 

Haywood  Meek* 
WMAL-TV 

Samuel  Fiber 

John  M.  Keys 4>I«Q«  *MQ 

Foster  H.  Brown KMOX 

SPONSOR 

;  28.    1957 

Mr.    Norman  Glenn,    Publisher 
SPONSOR 
40  East  49th  Street 
New  York,    New  York 

Dear  Norm: 

Congratulations  on  your  proposed  trade  paper  advertising  contest 
for  the  broadcasting  industry1 

The  contest  you  propose  cannot  help  but  bring  about  a  much- 
improvement  in  the  quality  of  broadcast  advertising  in  trade  publi- 

cations --by  encouraging  stations  and  related  businesses  to  cast  a 
more  critical  eye  at  their  own  advertising      It  has  always  been  a 
mystery  to  me  why  so  many  astute  station  operators  have  shown 
little  or  no  imagination,    inspiration,    and  showmanship  in  th< 
tising  of  their  own  facilities  to  the  trade.     Outstanding  examples  of 
broadcast  advertising  or  campaigns  in  the  trades  have  been  ; 
fully  few  and  far  between,   despite  the  healthy  expenditures  made 
each  year  in   this  type  of  advertising 

I  hardly  need  repeat.    Norm,   how  delighted  I  am  that  SPONSOR 

plans  to  contribute  $5.00  to  the  Broadcasters'  Promotion  Associa- 
tion for  each  entry  received  in  the  contest.     As  President  of  BPA, 

I  can  assure  you  I  will  do  everything  possible  to  promote  the  maxi- 
mum number  of  entries  among  BPA  member  stations  --  as  well  as 

the  stations  throughout  the  country.     The  funds  derived  from  this 
generous  contribution  from  SPONSOR  will  enable  BPA  to  provide 
more  and  better  services  to  its  members  --  and  help  assure  its 
continuing  growth  and  usefulness. 
"  Cordially. 

David  E.    Partridge 
President 

DEP:J 

THE   WEEKLY    MAGAZINE  TV    AND    RADIO    ADVERTISERS    USE 



A  pictorial  review  of  local 

and  national  industry  events 

PICTURE  WRAP-UP 

Ingenious  u;1>  <<•  show  \YS\  \'l"\*>  (Har- risonburg, \a.)  coverage  using  relief  map. 

electric  "towers"  is  unveiled  by  Hamilton 
Shea.  WSYA-TY  president;  Transcontinent 

Tv  Corp.  president  David  C.  Moore;  and 

Peters,  Griffin,  Woodward  v. p.  Lloyd  Griffin 

Interpolating  Shakespeare  into  programs 
and  promos  for  all  of  one  day  to  promote 

Antioch  Festival  was  done  by  WIZE,  Spring- 

field, 0.  Got  laughs  for  all  and  result-. 

Above  (1.)  Festival's  managing  director 

Arthur  Lithgow  coaches  WIZE's  Ed  Kaufman 

Demonstrating  belief  that  grocery  ac- counts deserve  A-l  treatment  (above)  are 
Mottl  &  Siteman  heads  C.  A.  Mottl,  E.  F. 

Baltz,  I.  L.  Siteman.  toting  client's  product- 

Nautical  daj   staged  by  WNHC-TV,  Ne\» 
Haven,  at  New  London   Suh   Base  promoted 

Budweiser-sponsored    Silent    Service.     (1.    to 
r.)  :  John  Cundiff,  Edward  D.Taddei,  WNH< 

TV;    Anthony     Vmendola,    D'Arcy;    Joseph 

B.    Reed.    Ann-Busch;    Jess    Jones,    D'Arcj 

First  annual   radio-tv  award  was  presented 
l.\  Cleveland  Museum  of  Natural  History  to 

KYW'-TY  for  Jungle.  Above:  Cesare,  Jungle 
host    (1.)    and  Wm  S.  Scheele,   Museum  dir 

Offering  prizes  for  most  unique  -un-tan 
design  of  its  call  letters,  Houston's  KIM 
drew  hundreds  of  sun-worshipping  contes- 

tants.   D.j.  Budd\    MacGreggor  with  finalists 



IN   INLAND   CALIFORNIA  (and  western  nevaoai 

"BEE 

This  group  of  mountain-ringed  radio 
stations,  purchased  as  a  unit,  delivers 

more  radio  homes  than  any  combina- 
tion of  competitive  stations  ...  of  by 

far  the  lowest  cost  per  thousand. 
(Neilsen  &  SR&D) 

They  cover  an  extraordinarily  pro- 
ductive market,  which  contains  4  of 

the  5  top  counties  in  farm  income  in 

California,  the  nation's  leading  farm 
state  —  and  has  an  effective  buying 
income  of  almost  $4.3  billion.  (Sales 

Management's  1957  Copyrighted Survey) 

liAcClodtcJUq 

Sacramento,   California 

Paul   H.   Raymer   Co., 

National    Representative 
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contact  department  ol  Mel  Richman, 
Inc.  .  .  .  Irvin  Dunston,  formerly 

with  Pharmaceuticals,  has  joined  Ben- 
ton &  Howies  as  a  project  director  in 

the  research  department  .  .  .  Ken 

Marthey,  senior  producer  at  Benton 

&  Bow  les.  has  resigned  to  do  free-lance 
directing  .  .  .  Eve  Kiely  has  joined 

the  Chicago  office  of  Geoffrey  Wade  as 

an  account  executive.  Mrs.  Kiely 

comes  from  Earle  Ludgin  .  .  .  Ed- 

mond  Gray,  former  radio-tv  com- 
mercial supervisor  at  K&E,  has  joined 

North,  Chicago,  as  head  of  broadcast 

production. 

They  became  v.p.'fl  this  week: 
Charles  E.  (Ned)  Midglev,  Jr.  at 
K&E  .  .  .  William  M.  Russack  at 

Shaller-Ruhin  .  .  .  Philip  H.  Schaff. 
Jr.  at  Leo  Burnett. 

COMMERCIALS 

Here  are  the  best-liked  commer- 

cials, according  to  ARB's  June tally: 

1.  Hamm's  Beer  8.0 
2.  Piel's  Beer  6.3 
3.  Dodge  4.2 
4.  Ford  3.7 

EVENINGS  from  7  P. 

WHEC,  Rochester,  H.  Y. 
Gets  the  BIGGEST       AFOf 
Share  of  Audience  —  mv  'O 

STATION  B STATION  C STATION  D 

'Latest  Rochester  Metropolitan  Area  PULSE,  Report  March  1957 

'Our  New  Class  D  Nighttime  Announcement  Rate 

BUY  WHERE   THEY'RE   LISTENING:    _ 

WHEC jl&c/iejfoL 

5. 

\\  inston 3.2 

6. 

Schlitz 2.9 
7. 

Alka-Seltzer 
2.4 

8. 

Jell-0 

2.3 9. 

Chesterfield 
1.7 

10. 
Ballantine 

1.5 
11. 

Kleenex 
1.4 11. 

Lucky  Strike 
1.4 

11. 

Ipana 

1.4 14. 
Bardahl 1.3 14. Dr.  Pepper 

1.3 
14. 

Falstaff 
1.3 17. 

Chevrolet 
1.2 17. Scott  Paper 
1.2 

1'). 

Revlon 1.1 20. 
Colgate 

1.0 

20. Gillette 
1.0 

20. Northern  Tissue 
1.0 

NEW  YORK 

5,000   WATTS 

i.  Cfci'cogo.  LEE   F    O  CONNEU  CO  .  loi  Ai-grln.  Sox  F: 

The  very  latest  in  animated  com- 
mercials produced  during  the  past 

year  will  be  shown  by  the  Screen  Car- 
toonists Guild  at  its  fifth  annual  Film 

Festival  on  28  April.  The  meet  will 
be  held  at  the  Ambassador  Hotel  in 
Los  Angeles. 

People  and  places:    Bill  Buckley, 
former  president  of  Buckley-Loomis 
Productions,  has  been  named  produc- 

tion chief  at  Roger  Wade  Productions 

and  David  C.  Bigelow,  former  pro- 
duction manager  of  L.  L.  Loft  Produc- 

tions and  v.p.  of  R.  C.  Bigelow  Co.. 

has  been  made  Wade  production  co- 
ordinator .  .  .  John  Cuddy  has  been 

upped  to  production  manager  of 

Transfilm's  animation  department  .  .  . 
Paul  J.  Sommer,  formerly  of  TV 

Spots,  has  joined  Song  Ads  as  anima- 
tion director  for  tv  commercials  .  .  . 

Transfilm  has  opened  a  Midwest  di- 
vision with  headquarters  in  Pittsburgh. 

NETWORKS 

Philip  Morris'  latest  network  tv 
buy  for  fall  now  gives  the  cigarette 
firm  three  nighttime  entries. 

Newest  addition  is  an  alternate  week 

half-hour  portion  of  NBC  TV's  Sus- 
picion   (Monday   10-11  p.m.). 

Philip  Morris  re-entered  network 
television  last  winer  with  an  alternate 

week  half-hour  of  CBS  TV's  Playhouse 
90  (which  it  has  renewed  for  fall)  and 

later  this  summer  added  ABC  TV's 
Mike   Wallace  Interview. 

Financial  note :  the  tobacco  com- 

pany's net  income  for  the  six  month 
period  ending  30  June  reached  $7,059.- 
449,  up  from  $5,807,038  for  the  same 

period  in  1956. 
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^  on  can  aihl  three  more  to  the 

li-t  of  ringing  Man  heading  their 
own  network  t>  shows  this  Tail. 

I  !i  ingins  the  total  up  to  13  are: 

Rosemary  Clooney  who  will  trout  the 

10-10:30  p.m.  spot  on  NBC  I  V  Thurs- 
days foi  Level  Brothers,  Dean  Martin 

mi  \l'»<  alternate  Saturdays  9-9:30 
p.m.  foi  Liggett  &  Myers  and  Poll) 

Bergen  taking  the  opposite  week  Sat- 

urday  9-9:30  p.m.  show  h>i  Max  I  at 
tor.  Weekl)  program  cost:  150,000. 

I  he  Bei  gen  Btai  rei  is  not  in  m  as  she 

still  m u>t  get  out  "I  her  current  con- 
trad  with  CBS. 

\l><  Radio  lias  created  these  two 

new  posts  in  its  program  depart- 
ment to  facilitate  production  of 

the  "iicu  li\<-  personality  pro* 

graining"  starting  in  the  fall: 
•  William  I).  Hamilton,  national 

program  director.  Hamilton  has  Itch 
eastern  program  manager  for    \BC. 

•  Drex  Hines,  assistant  national 

program  director.  Hines  has  been 

with  American  since  I1*").)  as  a  pro- 
ducer-director. 

First  oi  the  new  programing:  The 

Herb  "Oscar'  inderson  Show  will 
how  September  I  replacing  t  lie  morn- 

ing daily   -t-rial  block  I . 

Fall  tv  notes:  CBS  TV  is  joining 

the  games  and  stunt-  programing 
trend  in  the  daytime  and  will  slot  a 

Monday  through  Friday  version  of 

Beat  the  ('lock  in  the  2-2 :30  p.m.  peri- 
od. Die  show  replaces  Our  Miss 

Brooks  re-run  series  .  .  .  Sports  Focus* 
will  return  to  ABC  TV  2  September 

to  fill  the  7-7:15  p.m.  slot  across-the 
hoard. 

Radio  notes:  UJC  Radio's  new 

variety  programing  (replacing  its 
dailj  serial  block)  will  he  the  Herb 

"Oscar '  /inderson  Show  bowing  on  2 
September  .  .  .  Kraft  is  adding  two 

weekday  five-minute  new-  -hows  and 
two  Saturday  stanzas  to  its  Five  Star 

News  series  on  MBS  starting  1() 
August. 

Personality  notes:  Reed  M.  Rob- 
erts. Jr..  has  been  named  to  head  the 

new  budgeting  services  department  set 

up  by  CBS.  Inc.  Roberts  was  formerly 

a  senior  associate  of  Cresap,  McCor- 

mick  \  Paget,  management  consult- 
ants .  .  .  Joseph  Bambara  has  been 

named  vice  president  of  CBS  Labora- 

tories .  .  .  Keith  G.  Dare  has  joined 

\l'>(     Radio  a-  .in  a<  count   exe<  uth  i 
I  tare  comes  fi  om  the  K.ii/   Vgem  \ . 

Ralph  Hardy,  formei  N  VRTB  lawyei 

and  ex«  utive  and  most  ro  entlj  <  BS 
inc.  s  \  ice  president  in  chai  ge  ol  the 
\\  ashington  office,  died  this  week. 

Hard)   was  only   fort)  one  \  ears  old. 

TV    STATIONS 

\  new  industry  group  called  Coun- 
try   Vnd  Western  Music  Broadcast* 

ers     Association   was   formed   this 

week  .  .  . 

(   \\\  MB  \  i-  starting  with  a  nu<  leus 

■  •I  20  -i.ii ions  and  .ill  i adio  and  i\  its 

t  ions  programing  lai  ■•■  bio*  k«  "I  i  oun 
ii  \  -westei n  musii  are  im  ited  to  j < > it i. 

I'm  pose  "l  thi  "i  :■  mi/. in. .I.  i-  tin 
mutual  shai  ing  "l  i  ounti  j  and  western 

projects  r<  sean  h  sui  t  e  •  -  mi  r<  ban- 
dising,   promotion  and   programin 

Promotion  idea  at  work  it  \\  llltu. 
Memphis*  is  the  Popeye  Play- 
house  ami  Memphis  Queen  River 

Boat  Excursion  tie-in. 

I  ai  h  Saturday  m>>i ning  250  you 
Bters    and    their    mothers    board    the 

stei  n-w  heelei   and  take  an  houi  i  i  uisi 

1 1 1 1 ■  I >  i  tin    joint  command  of  Kill  K ille- 

radio  tempo 

reaches  the  "city  on  wheels." 

A  program  with  music; 

news-while-it-happens;  weather 

and  freeway  information. 

Los  Angeles  moves— at  home  and 

on  the  road  — listening  to 

KFWB...the  station  geared  to  the 

tempo  of  the  times. 

QUIET! 

usitmwno  IftUJB 

KFWB 
the  personality  station 

National  Representatives:  Branham  Co.;  McGavren-Quinn,  San  Francisco 
Robert  M.  Purcell.  President  and  General  Manager. 
5000  Watts  day  and  night. ..clear  regional  channel. 
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10  AUGUST    I95*i 



brew  (mc  of  the  cartoon  show  I  and 

Capt.  Langford  (real  skipper  of  the 
Memphis  Queen). 

Admission  tickets  are  obtained  by 

sending  in  five  "proofs  of  purchase" 
of  Dean  Milk,  the  sponsor.  The  whole 

promotion  is  supported  by  mailings  to 
the  grocery  trade,  flyers,  souvenier 

tickets  and  promotional  announce- 
ments on  WHBQ  in  addition  to  the  t\ 

show. 

Clinton  E.  Frank  is  the  agency  for 
Dean. 

With  the  recent  purchase  of 

WBRC-AM&TV,  Radio  Cincinnati 
has  made  a  realignment  of  its 

executive  personnel.  Here's  a  run 
down  on  the  new  executive  group: 

Hulbert  Taft,  Jr.,  president  and  di- 
rector of  Radio  Cincinnati  and  affili- 

ated corporations  in  Columbus  and 

Birmingham;  chairman  of  the  board 

of  WBIR,  Inc.,  Knoxville;  in  charge 

of  policy  and  operations  of  all  proper- 
ties; contacts  with  the  FCC  network 

contracts;  major  equipment  purchases 

and  construction  and  general  supervi- 
sion of  labor  relations. 

David   G.   Taft,   executive   v.p.    and 

OhXAUt  of-  QowL 

jbJes  Suite* 

m     $-|-|J    from  $23 

34th  Street  <_/  of  8  th  /Sven.e 

Manhattan's  largest  and  most  con- 
veniently  located  hotel.  2500  outside 
rooms,  all  with  bath  and  free  radio, 

television  In  many.  Direct  tunnel  con- 
nection to  Pennsylvania  Station.  AH 

transportation  facilities  at  door.  Thre« 
air-conditioned  restaurants 
LAMP  POST  CORNER  .  .  .  COFFEE  HOUSf 

60LDEN  THREAD  CAFE 

Singles       I   Do 

from  $7    I    from 

JOSEPH  MASSAGLIA.  jH..    Preiident 

CHARLES  W.  COLE.   Gen  Mar. 

OtW  MASSAGLIA   HOTELS  > 
i   SANTA   MONICA.  CALIF.  Hotel  Miramar 

.  IAN  JOSE,  CALIF.  Hotel  Sainte  Clair* 

•  LONG  BEACH.  CALIF.  Hotel  Wilton 

■  GALLUP.  N.M.  Hotel  El  Rancho 

■  ALBUQUERQUE.   Hotel   Franciscan 

•  DENVER,  COLO    Hotel  Park  Lane 

•  WASHINGTON.  DC.  Hotel  Raleigh 

.   HARTFORD.  CONN.  Hotel  Bond 

•  PITTSBURGH.  PA.  Hotel  Sherwyn 

•  CINCINNATI.   O.   Hotel   Sinton 

.   NEW  YORK  CITY  Hotel  New  Yorkei 

•  HONOLULU   Hotel  Waikiki   Biltmore 

^^  World-famed  hotel*  _ 
Teletype*  lervlce— Family  Plan 

director  of  Radio  Cincinnati  and  af- 

filiated corporations;  director  of 

WBIR,  Inc.;  manager  of  WKRC-TV, 

Cincinnati;  and  supervisor  of  tv  op- 
erations in  Columbus  and  Birming- 

ham. 

Ken  W.  Church,  v.p.  of  Radio  Cin- 
cinnati and  affiliated  corporations,  in 

charge  of  national  sales  for  all  proper- 
ties and  supervisor  of  radio  operations. 

Donald  L.  Chapin,  in  charge  of  the 
New  York  sales  office,  and  national 

sales  manager  under  Church. 

Tv  applications:  Between  22  and 
27  Jul\.  three  applications  for  new 
stations  were  filed,  two  construction 

permits  granted  and  one  new  station 
took  to  the  air. 

Applications  include:  Pacific  Broad- 
casters Corp.,  Stockton,  Calif.,  for 

Channel  37,  Delano,  Calif.,  450  kw 

visual,  with  tower  424  feet  above  aver- 
age terrain,  plant  $242,809,  yearly 

operating  cost  $300,000;  Florida  Gulf- 
coast  Broadcasters  for  Channel  10,  St. 

Petersburg,  316  kw  visual,  with  tower 
997  feet  above  average  terrain;  plant 

$1,118,050,  yearly  operating  cost 

$800,000;  and  to  Veterans  Broadcast- 

ing Co.,  Rochester,  N.  Y.,  for  Channel 
10,  Vail  Mills,  N.  Y.,  316  kw  visual, 

with  tower  1.000  feet  above  average 

terrain,  plant  $764,630,  yearly  oper- 
ating cost  $1,200,000. 

Construction  permits  went  to  Tele- 

vision City,  McKeesport,  Pa.,  for  Chan- 
nel 4,  100  kw  visual;  and  to  Queen 

City  Broadcasting  Co.  for  Channel  7, 
Seattle,  Wash.,   316  kw  visual. 

New  station  on  the  air  was  KTVC, 

Ensign,  Kan.,  Channel  6,  programing 
ABC  TV  in  affiliation  with  KAKE-TV. 

" — but  according  to  KRIZ  Phoenix, 

it's  always  bad  when  the  doctor's  in 

a  stew." 

\\  ichita,  also  CBS  TV  under  extended 
market  plan. 

Idea  roundup:  WLBC-TV,  Muncie, 

Ind.,  has  a  novel  "summer  replace- 
ment" for  its  late-afternoon  Western 

movie  —  local  Little  League  baseball 

telecasts  in  the  4-5:30  p.m.  slot  across- 
the-board.  Station  officials  estimate 
viewer  interest  has  increased  about 

30'  i  in  the  late  afternoon  period. 
Added  note  ■ —  the  station  dedicated 

land  for  the  baseball  diamond  right 

next  to  its  radio  tower  .  .  .  WCHS- 

AM&TV,  Charleston,  W.  Va.,  is  con- 

ducting a  radio-tv  clinic  for  represen- 
tatives of  93  community  organizations 

on  23  August.  Purpose  is  to  acquaint 

groups  with  the  workings  of  the  two 
media  in  order  to  improve  the  qual- 

ity of  local  public  service  efforts  in broadcasting. 

This  week  WLW-T,  Cincinnati,  will 

begin  origination  of  local  shows  in 

color  .  .  .  WMT-TV,  Cedar  Rapids, 

has  finished  rebuilding  their  new  tow- 

er, destroyed  by  a  storm  shortly  be- 
fore  completion    last    winter. 

Job  notes:  Peter  Theg,  former  sta- 
tion manager  of  WMTV,  Madison. 

Wise,  has  been  made  general  man- 
ager .  .  .  Ronald  R.  Ross  has  been 

appointed  general  manager  of  WPTA. 
new  Fort  Wayne  station.  He  comes 

from  WOWO.'  Fort  Wayne  .  .  .  Ed- ward J.  Roth,  Jr.,  has  been  named 

program  manager  of  WGN-TV.  Chi- 
cago .  .  .  Charles  W.  Brodhead 

has  been  appointed  program  director 

of  WLW-I,  Indianapolis  .  .  .  Mike 

Sohaffer,  promotion  director  of 
WDBJ-TV.  Roanoke.  Va.,  has  resigned 

to  join  WAVY-TV,  Portsmouth.  Va.. 
as  promotion-publicity  director  .  .  . 
Robert  E.  Newsham  has  been  ap- 

pointed assistant  sales  manager  for 
KYW-TV,  Cleveland  .  .  .  E.  L.  (Ned) 

Smith  has  been  named  general  sales 

manager  for  KOVR-TV,  Sacramento- 
Stockton,  Calif.,  and  at  the  same  time 
Paul  Lerew  has  been  promoted  to 

local  sales  manager  and  Henry  E. 
Freitas  to  sales  promotion   manager. 

RADIO      STATIONS 

NARTB's  financial  survey  of  the 

nation's  radio  stations  just  com- 

pleted has  brought  out  this  infor- 
mation: 

•  The  "typical"  station  had  about 
$100,000  in  total  revenue  and  S90.000 

in  expenses  during  1956. 
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•  Station  estimates  "i  1957  busi- 

ness anticipate  a  three  pei  cent  in- 
crease in  total  revenue  o\ ei  L956  and 

,i  two  I'll  cenl  raise  in  total  expenses. 
Tin-  estimate  w a-  made  bj  the  broad- 

casters i"  the  Spring  of  L957. 

\\  I  1(1  I  M  and  the  Cleveland 

Transil  System  are  participating 

in  an  interesting  experiment  — 
piping  shows  t<»  transil  riders 
waiting   in   the  stations. 

The  I'M  station  plans  to  broadcast 
baseball  games,  scores,  news,  music 
and  special  programs  only. 

Broadcasts  will  be  controlled  l'\ 

CTS  dispatchers.  Equipment  ami  in- 
stallation i-  to  In-  Furnished  1>\  \\  ERE. 

Ihr  station  is  not  paying  CTS  for  the 

iim'  of  its  facilities,  bul  the  plan  is  to 

cut  the  transit  compan)  iii  on  a  per- 
centage  of  the  revenue  from  sponsors. 

Anniversaries:    W  BLK,  Clarksburg, 

\\ .  \  a.,  celebrated  it-  20th  1>\  chang- 
ing its  call  letters  to  WBOY  .  .  . 

WMT,  Cedar  Rapids,  la.,  i-  current!) 
observing  its  35th  ,  .  .  WW  J,  Detroit, 

~\x  i I [  be  ')7  years  old  on  20   August. 

Two  radio  gal  Fridays  made  news 
this*  week:  Ceeile  Kirhy.  W</\M. 

Miami,  receptionist  was  called  on  b) 

the  station's  news  central  to  convince 
an  attempted  suicide  that  he  should 

ui\e  up  the  idea.  She  kept  the  man 

talking  long  enough  for  police  t « »  ar- 
rive and  save  his  life  .  .  .  Maxine 

Ford.  WJLOI,  LaPorte,  La.,  sales  sec- 

retar\  passed  by  a  local  loan  com- 

pan) ri«iht  after  the  office  was  robbed. 
She  immediate!)  called  the  station  with 
the  news  and  it  was  rushed  to  the  air. 

In  the  meantime  the  cashier  from  the 

robbed  loan  office  had  made  her  wa\ 

out  the  back  door  and  next  door  to 

Delaney's  furniture  store  where  she 
told  the  manager  what  had  happened 
and  asked  him  to  call  the  police.  While 

he  was  dialing,  he  beard  the  bulletin 

of  the  hold-up  on  WLOI.  The  furni- 

ture store  manager  was  quite  im- 

pressed: it  was  the  first  day  WLOI's 
noon  new-  was  being  aired  under 
Delaney  sponsorship! 
People  in  the  news:  Dr.  Aneurin 

Bobycombe  has  been  named  super- 
visor  of  sales  for  KDKA-FM.  Pitts- 

burgh .  .  .  George  W.  Yazell  has 
ken  promoted  to  station  manager:  J. 

Kent  Haekleman.  sales  manager  and 

Jaek  Davis,  program  manager  at 
WJLS.  Beckley.  W.  Va.  At  the  same 
time  Jaek  K.  Bailev.  former  district 

sales  manage]  "I  tin-  Growesl  Baking 
1  ..    ol  I  alifoi  nia,  has  been  added  to 

tin-  station's  Bales  -till  .  .  .  Jim  Mole- 
hen,  formei  promotion  manage]  "i 
K I  I .( •.  Sioux  I  all-,  has  been  named 

manage]  ami  Kolnrt  Rosen  has 

joined  the  station  a-  -ale-  promotion 
manager. 

FILM 

Foreign    sales    zooming   .   .   .   Nat 

Donato,    \l>< !  Film  S)  ndicat  ion  -   (  a 
nadian    rep.,    reported    thai    Bales    oi 
American  t\   film  shows  in  (ana. la  in 

1956     and      1().">7     are     approximate!) 

1,1 1  .    to    . "         1  'Ht  1    1I1. in    those    hi 

19  -i 

\ll<      reported    program    sales    in 
eleven    •  anadian     markets    including 

Douglas    Fairbanks    Jr.    Presents    to 
Delmoi    I  1  ozen  I  oods  foi  seven 

kets. 

Guild  Films1  Kingdom  oj  tli<  v'" 
has  been  sold  to  CB(    f<  1  fall  start. 

Stories]  "/  the  Century  are  now  in 
1  "1  (  anadian  \\   markets. 

Guild  Films  reports  dubbing  into 
Spanish  has  started  on  all  their  pro- 

grams preparatory  to  sales  in  Latin 
American  markets. 

U\ng  on  WHAM 
ROCHESTER,  N.  Y. 

}.»! 

V   

Listeners  actually  hear 

Celebrities  give  clues  about  themselves 

A  MERCHANDISING  'HOOK"  THAT GUARANTEES  TRAFFIC  TO  THE  SPONSOR 

Now  available  in  a  few  markets  —  Wire  or  Phone 

HAI.TA1    E    PRODUCTIONS 
192   N.  CLARK   STREET 

CHICAGO    1,    ILL.       •        Phon.     ANdovir    3-6520 
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MOUSETRAP, 
STEAM  TRAP, 

SEWER  TRAP 

...it  makes  no  difference 

.  .  .  the  world  won't  beat  a  path  to  the  door  of 
the  man  who  builds  a  better  one  and  then  doesnt 

advertise  it  so  that  people  will  know  about  his 

product,  know  where  it  can  be  bought  and  how 
much  it  costs. 

Advertising  benefits  the  buyer,  too.  It  tells  you 

the  product  story,  makes  it  easy  for  you  to  buy. 

Even  more  important  to  you,  advertising  leads 

to  mass  production  and  volume  sales  .  .  .  which 

means  lower  costs  and   lower  prices. 

Yes,    "Advertising    Benefits    You"    .    .    . 

'specially   businesspaper  advertising. 

SPONSOR   PUBLICATIONS,   INC. 

Screen  Gems  announces  18-market 

sale  via  Maxon  agency  of  Ranch  Party 
to  Griesedieck  Beer  for  its  south- 

central  region.  Ranch  Party's  gimmick: 
two  new  guest  stars  featured  weekly. 

INTA  signed   Everett  Sloane  for  the 

lead  in  Official  Detective.  He'll  plav 
the  part  of  the  investigator  for  the 
Deteethe  Magazine  which  provides  ac- 

tual documentation   for  this  series. 

Film  people  making  news  .  .  . 
David  W.  Lupton  and  Florence 
Fisher  have  formed  a  new  tv  package 

company,  PMC  Productions  .  .  . 
Richard  H.  Rogers  has  joined  Mod- 

ern Talking  Picture  Service,  Inc.,  as 
account  executive  .  .  .  Bernard  L. 

Schubert,  hoard  chairman  of  Tele- 

star  Films.  Inc.,  announced  company's 
new  offices  and  managers:  Dallas.  Ken 

Roswell;  Chicago,  Charles  McGreg- 
or; Pittsburgh,  Ken  Israel;  Los  An- 

geles, Julian  Ludwig;  Atlanta,  Bill 
McDonald,  Raymon  L.  Hamilton, 
formerly  of  Flamingo  Films,  appointed 
General  Sales  Manager.  Harold  Kov- 
ner  and  Joseph  H.  Moskowitz  have 

been  appointed  to  the  Board  of  Direc- 
tors of  NTA  Film  Network,  Inc. 

Berne  Tabakin  also  named  v. p.  in 

charge  of  NTA's  west  coast  division. 

RESEARCH 

Another  son-succeeding-father  in- 
cident: this  week  Arthur  C.  Niel- 

sen, Sr.,  founder  of  the  research 

firm,  relinquished  the  presidency 
to  his  son,  Arthur  C.  Nielsen,  Jr. 

The  senior  Nielsen  has  been  at  the 

helm  for  34  years.  He  will  now  be- 
come chairman  of  the  board  and  will 

continue   as   chief  executive   officer. 

The  careers  of  both  Nielsens  has 

paralleled  closely — and  not  only  in  the 
business  world.  They  have  even  joined 

forces  in  sports  activity  and  together 

won  three  national  Father-and-Son  ten- 
nis championships. 

The  A.  C.  Nielsen  Co.  is  now  one 

of  the  world's  largest  business  service 
organizations,  with  over  3000  em- 

ployees in  11  countries  and  annual 

sales  topping  $20  million. 

With  the  move  of  Roger  Cooper 

to  ARB's  home  office  in  Washing- 
ton, D.  <  ..  as  stations  relations 

manager,  the  new  west  coast  per- 
sonnel alignment  works  out  like 

this: 

WHAT IS 

YOUR 

PHOTO- GRAPHIC 

MAL- 
ADJUSTMENT 

1)  QUALITY 
2)  SERVICE 
3)  PRICE 
THESE  ARE  THE  3 
BIG   PROBLEMS 

Let  us  cure  them  for  you 

as  we  have  done  for  some 

of  the  top  business  firms 

and  advertising  agencies 

DAKALAR 

■^OSMO 
^^^  Photographers 

119  W.  57th  St.,   N.Y.C.         Ci.  6-3476 
PHOTOGRAPHERS    FOR   SPONSOR 

BAKALAR-COSMO 
119  W.  57th  St.,  N.  Y.  C. 

Gentlemen:  Please  have  your  represen- 
tative   □    Phone    □    Drop    in 

Date Firm 

Address 

Time 

Tel.  No. 

i 
i 

J 
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Kansas  is  FREE 
WbetiYouBinYM&C 

in  Kansas  City,  Missouri 

/           \  q.^          \ 
kan   s-~a'  sV  I .:    / 

\               -   y  l   — 

BUY  KMHC— r>,000  watts  on  980  kc, 

to  reach  2,340,660  people;  ̂ (.'.MS.OOO.OOO 
spendable  income;  $2,9  111,000,000  retail 
sales. 

GET  KFRM— 6,000  watts  on  660  kc.— 

for  the  state  of  Kansas  FREE!  It's  your 
btunts  market  of  1,927, 150  population; 

98,115,468,810  spendable  income;  $J,.!lM,- 
14S,(!4S  retail  sales. 
KMBC-KFRM,  the  only  bonus-buy 

radio  stations  in  the  Heart  of  the  Nation. 

For  choice   availabilities,   call 
your  eoloiul  from  Poti  re,  Grif- 

fin,    Wo  ml  Irani,    Inc.  C~' DON    DAVIS.    President                            "5     ' 
JOHN  SCHILLING.   E.ecutive  Vice  -President 
GEORGE  HIGGINS,  V.P.  and  Sales  Manager 

DICK   SMITH,  Manager,   KMBC-KFRM 

KMBC   Ofi    Kansas    City 

KFRM   fa*   the   State   of   Kan 

0« 
in  f  he  Heart  of  America 

as 

Q 

ROANOKE 
60  County  Coverage 

/ 

POWER  X^N.  c.       /    HEIGHT 

Television's  Top  Programs 

Ask  Your  "Colonel"  at 
Peters,  Griffin,  Woodward,  Inc. 

WDBJtr 
CHANNEL 
ROANOKE,    VIRGINIA 

•  William   Shafei    .1-   western   man* 

.111 .  Shafei  w.i-  l"i  mil  K  I'. H  il   1-1 

managei  i"i  \l!l'«  and  in  lii-  new  posl 
will  be  responsible  foi  .til  t\  audience 
measuremenl  at  in  ities  in  the  1 1   1 

(Til     -l.il>-. 

•  <  fene    I  hompson   .1-    westei  n     u 
counl  representative.  ITiompson  joined 
the    researt  li    In  m    in    1956   and    was 

formei l\    with    Honig-Coi ipei , 

Bom  arc  those  summer  replace* 

ment  shows  doing?    I i«-«-«-~--  IRH's 
"mosl  popular*'  li-|  based  <m  llirir 
latest  national   i\   survey: 

Studio    <>in-   Summei 
■Theatre 

Besl  ol  I  rroucho 

Julius  I  ,;il!"-.i I  hose  \\  liitin^  ( rirls 

The  W.I, Richard   Diamond 

*S|)otli«ilit   Playhouse 

High-Low \1ll1111     Muii.n 

Meel    McGraw 
*  Adventure   Theatre 
'Milium    Durante 

Mysterj    Theatre 

VIEWl  RS 

20,905,000 
20,470,000 

2i).l7(Mi(io 

17,290,000 
16,930,000 
16,900,000 
162290,   
I  1,900,000 
I  1,510,000 
I  1,050,000 

1 3, 1 .10,000 

1 2.7  HUM  hi 
11,860,000 

\<>te:  asterisk  denotes  re-iuu-.i 

Personal  i  t  y  notes:  Charles  C. 
(Hud)  Hoffman  has  been  appointed 
executive  vice  president  of  the  Bureau 
of  Broadcast   [Measurement. 

FINANCIAL 

Stork  market  quotations:  Follow- 
ing stocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 
tions for  Tuesda\  llii-  week  and  Tues- 

da\  the  week  before.  Quotations  sup- 
plied by  Merrill  Lynch,  Pierre.  FenneT 

and  Beane. 

Tues. 

1  ues. 

Stock 
10    Inly 

6    Vug. Change 
\  eu 

)  or/.    StOt  k Exchi 
AB-PT 

19% 19% 

\m 173% 

172% 

\\co 
7 : 

1  BS  "A" 

;i 

-  % 

Colombia  Pic. 

19% 19% 

-     '• 
Lowe  - 

18', 

17% 

Paramount 

15% IS 

—       '- 
RJ   \ 

14*8 

Storer 

25% 

20th-Foi 

26% 27  % 

-1% 

W  arnei  Bros. 

22% 

-  % 

\\  estinghouse 

,,;', 
-I7- 

!■■■-■  an   Stock  Exchange 

Ulied    \rii-t- 
1 

-     *4 
<   &<  '.    Super 1 15   L6 

-1     lh 

Dumont  Lab-. 
I7- 

1% 

Guild  Films 

!'. 

NTA :T- 

Rochester's  5 

Most  Wanted*  Men 'WANTED . . .  by  audiences  and  advertisers 
.  .  .  because  they  make  WV: 

unique  programs  of  music,  loved  by 

all  .  .  .  and  every-hour  news  .  .  . 
NUMBER  ONE  in  Rochester  radio  for 

reception  and  response. 

ROCHESTER,  N.Y. 
1280    K.  C.  5000    WATTS 

Represented  Nottonolly  by 

THE   BOLLING   COMPANY 

BOOO  W 
Best   Buu 

KFcJI 9 

Best  Buy 

KLAMATH  FALLS,  OREGON 

Ask  -the  KAeeker  Co. 

II50  KC 
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Little  Rock,  Arkansas 

a  MILLION  people 

a  BILLION  spendable  income 

a  300%  increase  in  retail  trade  since  1938 

en 

RICH  potential . . . 
RICH 
RICH 

RICH  penetration . . 
RICH 
RICH 
RICH 

R I C H I'll  Sales... 

RICH 
RICH 
RICH 

246,350  TV  homes* 

6  of  the  top  10  once-weekly  evening  shows** 

8  of  the  top  10  multi-weekly  evening  shows** 

4  local  shows  listed  in  the  top  10  multi-weekly 

network  and  local  shows 

when  you  use  the  only  station  that 

covers  the  entire  Little  Rock  regional 

market,  the  only  station  that  gives  you 

the  major  share  of  audience  in  a  30-county 

area  all  7  days  of  the  week  . .  . 

get  the  fur  is  from  Petry 
ONCE-WEEKLY   SHOWS 

Perry  Como  39.9 

Highway  Patrol  37.4 

George  Gobel  34.5 
The  Ford  Show  33.7 

You  Bet  Your  Life  33.6 

Hit  Parade  33.4 

MULTI-WEEKLY   SHOWS 

6:00  News  Weather  19.9 

10:00  News  Weather  19.8 
Tennessee  Ernie  15.9 

Autry-Rogers  15.6 
Melody  Boys  15.5 

Queen  For  A  Day  13.0 
Price  Is  Right  I  1.5 
It  Could  Be  You   I  1.5 

^^^  _^^ —  CHANNEL    4     lj|lj][j|  Affiliate 

^Television   Magazine — July    1957 

AARB  Survey— May   1957 
30-Counry  Area 

Represented  by 

Edward  Petry  &  Co.,  Inc. 
NEW  YORK  •  CHICAGO  •  ATLANTA  •  DETROIT •  BOSTON 

LOS  ANGELES   •    SAN  FRANCISCO  •  ST.  LOUIS 
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What*  happening  in  U.  S.  (internment 

that  affect*   tponson,  agencies,  stations 

WASHINGTON  WEEK 

10  AUGUST 
Opyrljhl    1957 

SPONSOR   PUBLICATIONS   INC. 

Behind-the-scenes  note:  The  press  corps  covering  Governmenl  agencies  and  bn- 
reaua  this  week  was  passing  around  this  l»ii  of  cloakroom  suspicion] 

[hat  one  oi  the  chid  sources  of  the  pressure  foi  more  action  against  i\  network  busi- 

ness practices  are  the  major  business  interests  among  them  upper-bracket  investors  in 
advertising. 

Inspiring  their  reputed  resentment]  Network  polio  against  granting  summer 

hiatuses,  virtual  insistence  on  52-week  contracts,  and  other  points  of  "inflexi- 

bility'*, which  these  interests  considei  contrary  to  the  verj  principles  b)  which  they're 
accustomed    to   doing    business. 

But  there  was  nothing  subtle  this  week  in  the  assurance  by  tin-  Department  of 
Justice  to  the  Senate  Commerce  Committee  that  it  will  speed  up  it-  anti-trusl 
probe  of  t\  network  practices. 

Antitrust  chief  William  1'.  Rogers  t •  > I « 1  the  committee's  chairman  Sen.  Warren  Mag- 

nuson   that  the  committee's  network  staff  report  has  been  studied  carefully. 
Said  Rogers:  His  department  has  been  poking  into  the  antitrust  implications  of 

such  practices  as  must-buy,  option  time,  network  roles  in  program  production,  net- 

work relations  with  affiliates,  and  "alleged  abuses  of  power  on  the  part  of  the 

networks." 
Rogers  added  that  he  was  hopeful  that  the  probe's  progress  will  be  accelerated  in  the 

coming   months. 

The  FCC  will  start  17  September  to  look  over  arguments  for  and  against 

fee  tv  as  compiled   by   its  staff. 

This  is  expected  to  be  a  preliminary  meeting,  with  the  commissioners  merely  feeling 

each  other  out  about  the  projected  large-scale  trial  of  pay-as-you-look  tv. 

Quick  action  is  not  expected  in  any  case.  And  there's  more  than  a  little  possi- 
bility that  the  commissioners — not  at  all  satisfied  with  lack  of  details  about  the  scope  of 

the  trial  offered  by  fee  tv  advocates — will  call  a  public  hearing  at  which  thej  can  gel 
answers  to  all  their  questions. 

The  FCC  finally  dropped  its  proposal  to  limit  tv  translator  station-  to  com- 
munities which  do  not  have  regular  local  tv  stations. 

The  decision:  Whether  to  license  a  translator  or  not  should  be  decided  in  the  light 
of  the  facts  of  each   individual  case. 

Reasoning  behind  the  decision:  There  probably  air  many  instances  in  which  a 

translator  can  bring  additional  tv  to  the  public   without   hurting   a   regular  station. 

Schick  has  taken  the  consent  decree  route  to  settle  the  FTC's  complaint  against 

the  electric  razor's  free  home-trial   promises  on  its  tv   programs. 

Under  this  device  the  company  does  not  admit  it  sinned,  but  promises  to  change  its 
behavior. 

The  FTC*s  complaint:  Schick  did  not  require  dealers— and  some  of  them  actually 

refused  to  do  so — to  live  up  to  the  company's  your-money-back-if-you-don't-like-it-after-14- da\ -trial  commercial. 

Meanwhile,  the  FTC  lodged  a  new  false  ad  complaint  against  Universal  Sit- 

ing Co.,  of  Cincinnati,  for  allegedly  promising  on  tv  and  radio  low  prices  on  appliances 

which  it  had  no  intention  of  delivering  at  the  advertised  price. 
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GETTING      THE      MOST      FRO 

Good  Films  are 

Only    HALF   the 
If  you  have  complete  system  equipment  to  provide 

showmanship  in  your  film  programming,  you'll  be  ready 

for  bigger  film  profits.  That's  why  it's  a  good  idea  to 

take  a  long  look  at  your  station's  film  room  facilities 
before  you  invest  a  lot  of  money  in  films. 



OUR      FILM      DOLLAR... 

How   an   RCA   Film   System 
Will  Enable  You  to  Spark 
and  Hold  Viewer  Interest 

Here's  how  one  of  the  most  successful  users  of  film  shows  gets  excellent 
results.  He  employs  several  carefully  planned  steps  made  possible  by 
the  use  of  an  extremely  versatile  film  system.  First,  the  program 

starts  with  a  20-sec.  film  commercial  followed  by  a  10-sec.  VSI — fading 
to  a  30-sec.  film  teaser  strip.  The  feature  is  then  announced  with  a 

super-imposed  "presentation"  slide  with  record  music.  Feature  is 
begun  and  film  commercials  are  inserted  at  appropriate  times 

to  the  end  of  the  showing.  This  kind  of  expert  programming 

that  sustains  audience  interest  is  only  possible  with  the  proper 

combination  of  film  equipment. 

You  have  creative  people  who  can  do  a  similar  job  for  you  if  given 

the  right  tools.  An  RCA  Film  System  will  provide  them  with  these  tools. 

It  will  enable  you  to  offer  a  variety  of  film  presentation  formats  for 

sparking  and  sustaining  program  interest.  It  will  also  help 

you  prepare  for  future  expansion. 

Lack  of  long-range  planning  will  obsolete  equipment 
before  its  time  .  .  .  leave  you  unprepared  for  color. 

Investigate  the  quality  and  cost-saving  of  an  RCA  Film 

System— we'll  be  glad  to  help  you  check  at  typical 
stations.  And  ask  the  RCA  Broadcast  Representative  to 

show  you  our  latest  film  literature. 

Tmk(»)  ® 

RADIO     CORPORATION     of     AMERICA 

BROADCAST  AND    TELEVISION    EQUIPMENT 

CAMDEN,   N.   J. 

In  Canada-.  RCA  VICTOR  Company  Ltd.,  Montreal 



A  round-up  of  trade  talk, 

trends  and  tips  for  admen 

SPONSOR  HEARS 

10  AUGUST  TelePrompTer's  latest  diversification  move  is  the  acquisition  of  a  process  for  clear- 
opyright  i»57  ing  up  old  film  as  it  passes  through  the   projector. SPONSOR  PUBLICATIONS  INC. 

The  patent  holders  of  the  process  are  being  offered  a   stock  deal. 

This  rejoinder  brought  more  than  one  participant   in   an   agency   plans  board   meeting 
up  with  a  start  this  week: 

"Never  mind  what  you  think  is  best  for  the  client.   Let's  concentrate  on  what's 

best  to  sell  him." 

How  do  you  label  an  agency?  The  simple  way  is  to  string  the  names  of  the 

wheels  in  tandem.    But  here's  one  with  a  different  approach: 
Matty  Rosenhaus,  head  of  Pharmaceuticals,  Inc.,  himself  solved  the  dilemma  which 

resulted  in  the  conversion  of  Edward  Kletter  Associates  into  the  Parkson  Advertis- 

ing Agency. 

First  of  all,  it  was  decided  not  to  complicate  things  by  adding  the  name  of  Franklin 

Bruck,  brought  in  as  board  chairman,  to  the  agency's  title. 
Rather,  to  make  everybody  happy  Rosenhaus  patched  together  syllables  from  New 

York's  famed  ad  agency  addresses — Park  and  Madison  Avenues. 

One  place  that  apparently  is  in  no  hurry  to  adopt  new  names  is  the  telephone 
company. 

An  ad  agency  executive  this  week  inquired    for   some   closed-circuit    information    and 

was  told  to  contact  the  "radio  department." 

McCann-Erickson  soon  will  be  packaging  and  selling  an  entirely  new  service 
to  advertisers — General  Semantics. 

A  separate  division — like  CCI,  Marketing  Planning  Corp.,  and  Sales  Communications, 

Inc. — is  being  set  up  for  the  semantics  operation  with  Dr.  Robert  Holston  as  director, 
and  Russ  Johnston  as  organizer  and  sales  mastermind. 

For  the  uninitiated:  Semantics  is  the  technique  of  communicating  by  symbols. 

McCann-Erickson's  premise  is  that  it  can  be  used  in  dealing  not  only  with  customers 

but  with  employees  and  the  client's   investors. 

As  in  many  a  new  field,  the  jargon  of  marketing  continues  to  mushroom.    Here  are 

some  phrases  indispensable  to  today's  vocabulary: 
•  The  sale  that  brings  in  the  profit. 

•  The  customer's  image    (or  the  "customer's  portrait"). 
•  Translate  markets  wants  into  activities  that  bring  satisfied  customers. 

•  Integrate  all  efforts  and  groups  into  a  master  plan. 

•  Performance  yardsticks. 

•  Marketing  position  and  penetration. 

•  Utilization   of  the  company's  total  resources. 
•  Acceptance  of  the  marketing  philosophy. 
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operation i 
 \  I  ->   r1  i 

has  made 

WHTN-TV 

the  SELLibrated 
Portsmouth 

Ohio 

station   of  the 
Ironlon 

Golden  Valley 
Ashiond        (Central  Ohio  Valley)  Charleston 

>v  Huntmgton  w«i!    Virginia 
>.  West    Virginio 

X- ^^  FULL   COVERAGE   of  the  23rd  Television  Market 

^Bk  FULL   POWER   316,000  watts  to  put  a  Grade  A  signal  over 

the  entire  Golden  (Central  Ohio)  Valley 

^■k.  NEW  SALES   for  a  product-hungry  market 

that  last  year  accounted  for 

$138,000,000   in    Food 

$   25,200,000   in    Drugs 

$   46,000,000   in    Apparel 

$   89,000,000    in    Automotive 

$   26,125,000   in    Gas   Stations 

$110,000,000    in    General    Merchandise 

^^k.  NEW  TOWER    ..'   that  rises  1000  feet  above  average  terrain, 
for  finest  viewing 

BUT   THE    AVERAGE   CPM    IS   STILL   THE    LOWEST!   No  wonder  its  the  SELLibrated 

Station  of  the  Golden  Valley 

WHTN-TV 
CHANNEL    13 

ABC  Affiliate  316,000  Watts  Huntington,  W.  Va. 

COWLES    STATION 
ROBERT  R.  TINCHER.  GENERAL  MANAGER 

Represented  by 

Edward  Pctry  A  Co..  Inc. 
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THE  BARTER   PROBLEM 

tinned  from  page  31  i 

What  i-  far  more  distressing  to  the 

media  executive  is  the  fact  that  there's 
no  rate  card  in  barter.  Suddenly  the 

timebuyei  has  t"  be  able  to  figure  out 

nol  onl)  tlie  likely  cost-per-1,000,  au- 
dience  composition  and  ratings,  but 
how  I"  compare  the  barter  buy  with  a 

conventional  spot  t\  purchase  where 

.ill  facts  arc  known  to  him  through 

the  reps.  He's  got  to  figure  out  wheth- 
«  i  the  bulk  announcements  promised 

to  him,  if  delivered  and  not  preempt- 
ed, are  individually  worth  whatever 

percentage  they  represent  of  the  total 

budget  allotted,  \bove  all.  he  can't  pos- 

sibly tell  whether  someone  else's  bar- 
ter deal  wasn  t  cheaper  than  bis. 

I.  The  problem  of  "who's  on 
what  and  next  to  whom"  adds  some 
interesting  policing  and  paperwork 

for  client  and  agency  media  men  alike. 
Since  the  station  involved  in  barter  is 

in  effect  selling  through  two  separate 

sales  agents  I  the  national  rep  and  the 

barterer),  the  chances  of  product  con- 
flicts are  increased. 

The  rep.  who  may  not  know  all  the 
time  periods  the  station  has  bartered 

away,  can  find  himself  in  the  embar- 

rassing position  of  making  available 

to  national  clients  time  that  now  repre- 

sents a  product  conflict,  or  at  least 

an  annoyance.  Some  of  the  adver- 

tising being  attracted  into  tv  as  a  re- 
sult <d  barter  has  moved  former  Class 

"D"  clients  into  a  few  Class  "A"  peri- 
od-. This  is  causing  considerable  un- 

rest among  some  Class  "A"  accounts, 
ubo're  now  wondering  whetber  the 
announcement  next  to  theirs  cost  tlie 

same  as  what  they  paid. 

5.  Agencymen  and  reps  both 

feel  the  station  that  barters  mayr  de- 
preciate its  time  and  reliability,  in  the 

same  way  that  any  other  form  of  un- 
der-the-counter rate  cutting  tends  to 

do.  Some  buyers  are  even  going  so 

far  as  to  tell  reps  whose  stations  are 
known  to  have  barter  deals  that  they 

want  an  equal  shake  for  their  rate- 
card  clients. 

"If  another  guy  is  buying  at  V  , 

off,  why  shouldn't  our  client?"  the 
chief  buyer  of  one  of  the  top  five  air 

media  agencies  told  SPONSOR.  "Our 
client  is  a  52-week  advertiser  with  a 

steady  and  heavy  schedule  of  announce- 
ments.    Yet  another  advertiser  comes 

Off   the    top   of   your    head  ? 

The  surest  way  for  you  to  prove  that 
every  brain  cell  is  putting  in  overtime  is 
to  buy  WBNS  Radio.  It  figures  to  give 

your  pitch  where  there's  $2, 739. 749,000.00 of  spendable  income;  where  Pulse  gives 
the  top  rating  for  any  Monday-thru-Fri- 

day quarter-hour,  day  and/or  night. 
Ask  John  Blair. 

WBNS     RADIO 
COLUMBUS,   OHIO 

in  for  a  quick  flyer  and  pays  a  good 

chunk  less  than  we  do.  We  wouldn't 
be  fair  to  our  client  if  we  didn't  fight 

that." 

On  the  whole,  however,  barter  con- 

tracts aren't  for  brief  periods  at  all, 
but  rather  for  a  minimum  52-week 

period  since  payments  bv  a  station  in 
time  to  a  svndicator  for  film  property 

is  usuallv    a  long-term  deal. 

If  there  are  such  disadvantages  in 

barter,  why  has  interest  in  it  spread  as 
considerably   as  it  has? 

The  answer  lies  principally  in  the 

economics  of  tv.  While  there's  a  hun- 
ger for  programing  on  the  part  of 

stations,  many  find  themselves  short  of 

cash  for  large  quantities  of  film.  At 

the  same  time,  many  syndicators  are 
finding  themselves  overloaded  w$th 

product,  particularly  reruns,  which 

are  getting  harder  and  harder  to  sell 

as  new  feature  films  and  new  tv  pro- 

graming is  produced.  These  factors 
alone  would  be  enough  to  pressure  for 

some  form  of  discounting  on  both 
sides. 

Coupled  with  this  situation,  however, 

is  the  continuously  rising  cost  of  tv 

time  which  is  putting  the  squeeze  on 
smaller  advertisers.  As  costs  have 

gone  up,  spot  tv  sales  have  softened 
and  some  periods,  such  as  daytime  and 

late  night,  have  been  harder  to  sell. 
"There's  obviously  nothing  so  un- 

economic for  a  station  as  any  unsold 

time,"  as  a  rep  told  sponsor.  "There- 
fore, some  stations  have  panicked  and 

have  sold  out  for  part  of  the  dollar 
rather  than  gamble  on  losing  the  whole 

value  of  the  time." Barter  makes  it  possible  for  these 

stations  to  acquire  the  needed  film 

programing  (or  in  the  case  of  Tele- 
vision Clearing  House,  the  needed  fur- 

niture, appliances  or  other  merchan- 
dise for  giveaways  I  without  an  outlav 

of  cash.  According  to  the  bartered, 
this  has  actually  had  the  effect  of 

boosting  the  value  of  the  station's  un- bartered  time,  since  it  now  has  the 

programing  necessary  to  maintain  its 
rate.  \\  bile  reps  generally  feel  that 

this  fact  does  not  make  up  for  the 
shadow  of  doubt  cast  on  the  rate  card 

bv  this  bulk  discounting,  some  reps 

have  actually  arranged  film  barter  for 
some  of  their  stations  which  found 

themselves  short  on  cash  and  long  on 
hours  to  program. 

Here  s  what  the  barter  agents  sav 
in  their  defense.      I  hese  are  the  points 

7<> 
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of  Dirk   Rosenblatt,  president  "I    lime- 
Men  hunts,  Inc. : 

1.  Barter  is  bi  inging  new  clients 

into  l\  w  ho  wouldn't  I"-  able  to  afford 
ii  .ii  ii-  cui  rent  premium  rates,  Man) 
of  these  i  lients  are  becoming  rate  i  ard 
i  ustomers  ,i-  tbeii  bai  tei  deals  i  un 

out,  and  after  all,  there's  a  limit  on  the 
amount  ol  t>artei  time. 

"Department  9tores  have  been  gen- 

eral!) —  I « > w  in  coming  inii>  i\ ."  he  i"l<l 
sponsor.  "Kill  mam  are  now  buying 
time  localb  next  to  the  International 

I  atex  i  ommen  ials,  for  instance,  be- 

cause they've  seen  what  effect  hulk  (\ 
advertising  can  have  on  promoting 

their  store  traffic." 

2.  "Barter  mone)  i-  m>t  being 
siphoned  out  <>l  national  spot,"  he  says. 

"It  s  generall)  an  extra  appropriation 
l"i  the  larger  advertiser,  <>r  a  new  u 
appropi  iation  for  the  small  client  who 

couldn  t  cover  the  medium  adequately 

on  In-  budget  before." 
?.  I  he  weight  i>l  barter  advertising 

has  alread)  produced  good  sales  re- 
sults for  a  number  of  client-,  contend 

the  barter  supporters. 

I     "Increased    station    ratings    are 
■  I  for  the  reps,"  -a\  the  batterers. 

"  \inl  if  the  station  can  now  afford  to 
have  a  show  of  better  qualit) .  the  rep 
■  an   go  out   and   sell    it    more  ea.»il\    and 

possibl)  at  a  better  rate  than  previous- 

ly." \'M-  Dick  Rosenblatt:  "Barter 
serves  a  definite  purpose  in  the  t\  in- 

dustry, but  no  one  i-  saying  thai  it's 

Buited  to  ever)  client'-  need-.  If  an 

■dvertisei  is  very  small,  he  can't  use 
barter.  If  he's  verj  big,  he  can  prob- 

ably afford  the  greater  choice  of  times 

and  flexibility  of  a  rate  card  buy.  For 

the  station  it  take-  up  the  -lack  of  un- 

sold time.  It  needn't  depreciate  his 
other  properties.  If  he's  got  program- 

ing and  eatings  to  sell,  the  rate  card 

will  -land  ii|i.  If  he  do, -n't.  he'll  be 
forced  into  all  sorts  of  individual 

wheeling  and  dealing  under  the  count- 
er which  harter  saves  him  from  auto- 

matical ." 
\\  bile  the  argument  -omul-  convinc- 

ing in  theory,  most  admen  feel  the  in- 
dividual t\  station  is  nonetheless  faced 

with  pressure  from  card-rate  clients 

who've  found  out  that  it  barters  it- 
time.  I  he  card-rate  advertiser  cant 

feel  secure  that  he's  bought  in  the  most 
advantageous    way.       \nd    the    barter 
buyer     himself     wonder-     whether      he 

couldn't  have  done  better  or  whether 
his  competitor  uot  a  cheaper  deal.  ̂  

Gulf  Coast  Texans 

Can  and  Do  Buy  More  .  . 

Sell  Them  on 

Those  rich  Texas  wallets  open 

easily,  to  buy  products  adver- 
tised on  the  station  that  delivers 

sales  results,  KTHT. 

At&f 

5000 

MBS  for  Houiton  end  South 

Texoi.  Represented  Notionolly 

by     Poul     Roymtr    Co 

it's  KSAN  in  San  Francisco 
PROVEN  MOST  POPULAR  WITH  NEGRO  LISTENERS     A 

YEAR  AFTER  YEAR*  ,n..,.„,.., 

Is  Your 

Best  Buy... 
Because 

Goes  Where 
280,000 

\  Where KSAN 
SAN  FBANC'SCO  1 

Listeners 

for  specific  proof  of  all  KSAN  claims  to  fame, 
ontact  Stars  National,  Tracy  Moore,  or 

RITE,  WIRE,  PHONE  KSAN 
I  MARKET  STREET,  SAN  FRANCISCO,  CALIFORNIA,  MA  1-8171 
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In  Shreveport 
ONLY  KTBSTV 
OFFERS 

FROM  THE  HUB  OF 

THIS  4-STATE  AREA 

N     1,7 >°  ' 

Dallas 

190   Ml. 

4   

r 

VtTBS-T
V 

t 

\ 

/  i 
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'-?'       s 
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*  157,980  Television  Homes  ...  a 
BONUS  of   13,120   over  station    B. 

*  136,860  homes  reached  monthly 
...  a  BONUS  of  6,740  over  station 

B. 

*  131, 870  homes  reached  weekly 
...  a  BONUS  of  5,120  over  station 
B. 

*  Latest   Nielsen  Survey 

KTBS-7i> CHANNEL 

SHREVEPORT 
LOUISIANA 
E.     NEWTON    WRAY,    President    &    Cen.    Mgr. 

NBC   and    ABC 
Represented  by 

Edward  Petry  &  Co.,  Inc. 

::; 

Reps  at  work 

Ed  Whitley,  John  Blair  \  Co.,  New  York,  notes  the  "number  of 
advertisers  who  are  taking  advantage  of  weekend  spot  radio.  Re- 

quests for  these  availabilities  this  summer  have  been  greater  than 

ever  I  efore."  Since  1954.  he  points  out.  the  public  has  bought  67 
million  mobile  units — 47  million  car  radios  and  20  million  port- 

ables. '"Americans  today,"  Ed 

sa\s.  "are  determined  to  have  ra- 

dio wherever  they  go.  So  whether 

in  or  out-of-home,  the  Saturdav 

and  Sunda\  radio  audience  is  gi- 

gantic— particularly  between  8:00 

a  m.  and  10:00  p.m."  The  over- 
the-weekend  audience  composition 

varies  considerably  from  the  Mon- 
da\  through  Friday  audience,  he 

says, — the  major  difference  being 
in  the  high  proportion  of  men 
reached  during  almost  every  hour 

of  the  day.  Consequently,  radio  is  making  impressive  gains  among 

advertisers  who  seek  a  male  audience.  For  motor  cars,  oil  and  gas, 

beverages  and  cigarettes,  as  just  one  example,  it's  a  powerful  point- 
of-sale  medium — reminding  the  car-radio  listener  to  stop  and  pick 

up  the  product.  "In  the  not  too  distant  future,  week-end  avails  will  be 

as  much  in  demand  as  6:00-9:00  a.m.  and  4:00  to  7:00  p.m.  dailv." 

Frank  Boehm,  newh  named  promotion  v. p..  Adam  Young,  Inc., 

New  York,  says:  "We  don't  consider  research  a  luxur\.  It's  a  service 
on  which  our  stations  rcl\  for  sales  planning.  Our  research  is  mostly 

in  the  areas  of  market,  audience  and  rate  analysis,  but  often  extends 

into  the  fields  of  programing,  promotion  and  merchandising  where 

past  successes  offer  valid  methods. 
Lsually.  we  determine  the  physical 
area  in  which  our  station  is  most 

effective,  advise  the  station  as  to 

which  audience  measurement  sur- 

veys best  provide  evidence  of  this 

effectiveness  and  suggest  a  rate 

structure  attuned  not  only  to  the 

stations  audience  and  the  competi- 
tion but  also  in  line  with  the  cur- 

rent national  pattern  of  spot  buy- 

ing. Then  there  is  the  area  of 
sales.     Sometimes     our     salesmen 

face  situations  in  which  spot  buys  have  been  made  based  upon  past 

experiences— overlooking  dynamic  changes  in  local  listening  habits 
which  have  occurred.  In  such  instances  we  in  research  work  closely 

with  sales  to  bring  the  market's  new  radio  'profile'  to  the  attention 
of  the  buyer  and  the  advertiser.  In  these  ways,  we  are  helping  both 
stations  and  advertisers  to  use  radio  and  tv  to  their  best  advantage. 

SPONSOR 10   AUGUST    1957 



they're  a  pourin'  in... kit  n'  kaboodle! 
These  here  folks  come  a-traipsin'  into  LA  only  to  find  things  ain'1 

like  they  were  back  home.  They  need  bales  o"  things  and  man  do  they 

and  millions  like  'em  ever  buy.  Yep.  stuff  sure  moves  fast  when  you 

use  KXLA.  most  listened  to  24-hour  country  and  western  music  -t  ation. 

.000  watts  covering  the  greater  Los    tngeles  market 

1110  on  the  dial 

represented  nationally  by  Burke-Stuart  Co.,  Neu  >  I  go,  Detroit,  Los  An^  v       Francisco 
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9omg  up/ 
Effective  buying 

income  in  the 
La  Crosse  television 

market  has 
increased 

14  per  cent  in  the 

past  year  — more  than  double 
the  rate  of  the 

country  as  a  whole.'-' 
"Sales  Management Survey  of 

Buyer  Power, 
May  '56, 
May  '57. 

WKBT 
Serving 

130,000 
TV  Homes 

CBS -NBC -ABC 

Represented 
by: 

H-R  TELEVISION,  INC. 
HARRY  HYETT 

Minneapolis 

CHANNEL 8 I. A  CROKSK.  WIS 

80 

Tv  and  radio 

NEWSMAKERS 

«* 

James  F.  O'Crady,  recentl)  transferred 
from  New  ̂   ork  to  (Chicago  as  mid-west 

sales  manager  for  Adam  Young,  has  been 

named  vice  president  in  charge  of  mid-west 
sales  activity.  The  promotion  is  one  of 

four  announced  this  week  along  with  four 

other  staff  additions.  "These  changes," 

said  Young,  "reflect  the  greath  increased 
amount  of  service  we  are  rendering  to  our 

stations,  the  agencies  and  advertisers.  \\  e  expect  to  continue  ex- 

panding our  staff  and  services  to  provide  better  and  better  repre- 

sentation." Other  promotions  include:  William  Crumley,  vice 
president  in  charge  of  research,  appointed  assistant  to  the  president: 

Frank  Boehm.  former  head  of  radio  research,  now  vice  president  in 

charge  of  radio-tv  promotion  and  sales  services:  and  in  the  sales 

branch.  Robert  A.  Burke  has  been  upped  to  eastern  sales  manager. 

Kenneth    Baker    has   been   upped   to   the 

^^1^^  post  of  director  of  advertising  for  Gerber 

j  ̂ \  Baby    Foods.      Announcement    was    made 
^^    y,  this  week  by  Joseph  H.  Bagle\ .  vice  presi- 

dent of  marketing.  Baker's  new  position 
will  mean  enlarged  responsibilities  in  con- 

nection with  Gerbers  advertising  policies 

and  programs.  He  has  been  with  the  com- 
pany since  1924.  His  first  asisgnment  was 

that  of  assistant  to  Daniel  F.  Gerber,  who  was  personallv  handling 

all  advertising  for  the  company  at  that  time.  Subsequentlv  Baker 

served  as  assistant  to  the  vice  president  of  marketing  and  was  re- 

sponsible for  sales  promotion,  consumer  services  and  export  opera- 

tions. In  1950  he  was  made  advertising  manager.  Gerber  currently 

is  spending  S3  million  on  advertising  and  promotion  spread  over 

radio  and  tv.  magazines,  newspapers,  trade  papers  and  point-of-sale. 

Clifford  W.  Davis'  appointment  as  a 
senior  vice  president  and  director  of  mer- 

chandising at  Lennen  &  Newell  was  an- 
nounced this  week  b\  Adolph  J.  Toigo,  the 

agency's  president.  Davis  joined  Lennen 
&  Newell  this  Spring,  moving  over  from 
General  Foods  where  he  had  served  for 

20  years  in  main  sales  capacities.  His 

most  recent  posts:  national  sales  plan- 

ning manager  from  1950  to  1952,  national  merchandising  manager 

from  1952  to  1954.  and  more  recent K  Eastern  region  sales  manager 

from  1954  to  1957.  Prior  to  his  20-year  career  with  General  Foods. 

Davis  was  with  the  Kellogg  Co.  from  1934  to  1938  where  he  special- 
ized in  national  corporate  chain  store  sales.  Before  that  he  was  sales 

manager  in  various  cities  throughout  country    for   AM*  food  chains. 

SPONSOR 
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Put  your  money 

where  the  people  are 

Are  you  reaching  pike  instead  of  people? 

Summer,  winter,  spring  and  fall,  WW  J's  Hi-Fi 

signal,  personalities,  music,  and  news  concen- 
trate on  the  millions  of  big-earning,  big-spending 

folks  in  southeastern  Michigan  to  whom  WW  J 

is  a  constant  companion  and  trusted  friend.  Use 

W'W'J  all  day  .  .  .  every  day. 

Hit  Your  Real  Michigan  Target 

Seventy  per  cent  of  Michigan's population  commanding  75  per 

cent  of  the  state's  buying  power 

lives  within  WWJ's  daytime  pri- 

mary area. 

WWJ    RAD.O 

NBC 

Affiliate 

WORLDS  FIRST  RADIO  STATION 

Owned  and  operated  by   The    Detroit    NeWS 

National  Representatives    Peters.  Griffin,  Woodward,  Inc. 

>P(.\    CR        •        10     M  1. 1  ST     L95" 
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Barter  safeguards 

II  A  does  business  with  H  by  exchanging  merchandise  in- 

stead oi  money — or  green  stamps,  or  wampum — that  is  no- 

bod}  else's  concern.     Barter  as  such  is  not  unethical. 
Baiter  becomes  dubious  ethically  only  if  it  involves  an 

under-the-counter  rate  deal.  When  time  i>  traded  for  film, 

.mil  is  then  disposed  of  substantially  below  rate  card,  the 

client  who  paid  full  price  is  being  treated  unfairly. 

We  bring  the  subject  up  not  because  barter  as  yet  account- 

for  a  really  major  >lice  of  spot  tv  acti\it\  but  because  it 

represents  an  insidious  pattern  and  one  which  is  growing. 

Our  concern  with  barter  is  not  based  on  some  holier-than- 

thou  business  philosophy.  As  a  practical  matter  if  orthodox 

luiying  and  selling  doesn't  fit  a  station's  cash  position,  it  nia\ 
have  to  make  trade-outs.  But  we  feel  stations  should  care- 

lull)  consider  whether  they  really  need  to  barter  and  whether 

the)  really  know  how  damaging  barter  can  be  in  the  long  run. 

1 1  they  do  barter,  stations  should  seek  assurances  about  the 

price  at  which  their  time  will  be  disposed  of.  For  as  things 

operate  today  there  is  no  rate  card  in  barter  and  prices  are 

often  made  by  middle  men  who  have  no  real  stake  in  the  well 

being  of  television.  Film  distributors  should  be  willing  to 

work  out  assurances  that  time  will  not  be  dumped.  For  the 
film  distributors  no  less  than  the  station  will  suffer  if  barter 

eventually  debases  the  value  of  spot  tv. 

We  doubt  if  regular  spot  tv  clients  would  be  particularly 

concerned  about  barter  if  they  felt  rates  were  under  some 

reasonable  control.  Barter  has  so  many  disadvantages,  the 

experienced  advertiser  is  not  likely  to  be  tempted  by  it — until 
the  time  becomes  irresistibly  cheap. 

Actually  there  is  plenty  of  question  as  to  just  how  cheap 

barter  is.  The  whole  business  is  conducted  so  secretively  in- 

telligent comparison  is  difficult  (see  article  page  29). 

We  think  a  stiffer  policy  among  stations  is  badly  needed 

and  in  particular  we  urge  stations  to  reflect  deeply  before 

they  make  long-term  commitments  on  a  baiter  basis.  Spot 

t\  has  much  expansion  before  it  and  we'd  hate  to  be  in  the 
position  of  a  station   which  had   mortgaged    it-    future. 

I THIS  WE  FIGHT  FOR:  Some  of  radio's  neu 
coined x  commercials  are  going  hog-wild,  II  hen 

sidling  takes  a  hack  seat  to  humor,  it's  time  to 
do  a  double-take.  Comedy  can  he  great  stuff. 

but  don't  let  it  steal  the  show  from  the  product. 

82 

lO-SECOND  SPOTS 

Do-it-yourself:  For  an  upcoming 

-fiow  on  WWJ-TV,  Detroit,  producer  ' 
Paul  Neff  and  herpetologist  Paul  Al-  j 
len  will  film  a  Michigan  rattlesnake 

biting  Allen,  who  will  then  describe 
the  effects  of  the  bite  and  treatment. 

The  program  is  called  Michigan  Out- 
doors. And  it  should  go  a  long  un\ 

toward  keeping  Michigan  indoors. 

Vinyl's  pal:  B.  F.  Goodrich,  maker 
of  Koroseal  vinyl  upholstery,  credits 

t\  with  increasing  sales.  Reason:  with 

more  kids  spending  more  time  at  b 

sets,  parents  are  turning  to  vinyl  cov- 

ered living  room  furniture.  Some- 
times it  seems  our  whole  economy  de- 

pends  on  tv. 

What  next?  A  45-foot  \acht  is  of- 

fered to  the  agency  that  first  consum- 
mates a  13-week  tv  contract  for  The 

Unstable  Round  table,  a  panel  show  in 
the  works  at  Bell  Productions,  N.  Y. 

Subjects  the  panel  expects  to  discuss 

are:  "The  role  of  the  dog  in  society," 

'Proof  that  the  world  is  a  cube." 

"The  future  of  the  big  toe,"  "Effect  of 

the  snare  drum  today,"  "Job  oppor- 

tunities in  the  Gobi  Desert." 

Security:  The  reason  Cascade  Films. 

Los  Angeles,  was  hired  to  do  those 

top-secret  tv  commercials  for  the  new 

Edsel  (See  "Edsel's  strip-tease,"  page 
39)  was  that  they  had  previously  done 

films  for  the  Atomic  Energy  Com- 

mission. We  can  see  it  now — agents 
for  CM  and  Chrysler  lurking  off  the 
set  with  cloaks  allying  and  daggers 
drawn. 

Tweet:  When  a  St.  Paul  residential 

district  was  plagued  by  an  invasion  of 
starlings.  \\  CCO  sent  its  mobile  unit 

into  the  area  broadcasting  recordings 

of  a  starling's  distress  call.  An  esti- 
mated 8.000  frightened  birds  took  off 

for  other  parts  but  not  before — accord- 

ing to  w  CCO — a  "roof-washing  for 
the  mobile  unit"  was  necessary.  A 
spot   campaign? 

Smellevision?  In  the  Boston  market. 

Canada   Dr\    is  trying  newspaper  ads 

scented  with  grape  to  advertise  its 

grape  soda.  //  this  ever  works  in  li. 
imagine  the  adjacency  problems  where 

a  Kraft  limburger  cheese  commercial 

follows  a  I. ant  in  perfume  spot. 

SPONSOR 
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THE IN UIS 

and  WARNER  BROS.  CARTOONS 

With  Little  Rascal'  films,  "The  Fred  Moegle  Show" 
dominated  its  time  period  and  reaped  fabulous 

mail  responses. 

The  most  recent  ARB  (April)  credits  this  show 

with  an  average  12.4  rating  over  ten  quarter  hours 

to  the  competition's  8.7  and.  within  a  month,  a  local 

client's  offer  resulted  in  more  than  10,000  replies. 

Now,  with  the  help  of  the  Warner  Bros.  Cartoons— 

"Tweety",  "Daffy  Duck",  "Sniffles"— and  a  longer 

time  period— Monday  thru  Friday  4: 10-5:00  p.m. 

—only  the  sky's  the  limit! 

Join  the  new  St.  Louis  sales  team  of  Fred  Moegle 

and  those  wonderful  Warner  Bros.  Cartoons. 

Call  the  nearest  KATZ  office  today. 

KWK-TV  FIVE  AND 

TEN  PLANS  APPLY 

SERVING  THE  GREAT  ST.  LOUIS  MARKET 

the  LEADER  in  St.  Louis  television 

C_3 

REPRESENTED 

NATIONALLY 

BY   THE 

KATZ    AGENCY,   INC. 



radio 

THE  BEST  FOUNDATION 

FOR  BUILDING  SALES 

IN  CLEVELAND 
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//  here  there's  a 
Storz  Station .  . 

.  .  .  there's 
ingenuity. 

IS  TV  "SOFT" COMPARED  TO 

OTHER  MEDIA? 

No.  saj  media  diree- 
toi  -  m  hose  agencies  to- 

tal over  $500  million 
in  air  billings;  changes 

in  Inn  ing  pattern  have 
been    misinterpreted 
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'TANTANEOUS  ACOUSTICAL 

M 

ECHO 
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.  .  .  ingenuity 

which  tunes  more 

radios  to  the 

Storz  Station 

than  to  any  other 

in  each  of  these 

major  markets. 

iY'S     RADIO     FOR     TODAY'S     SELLING 

MINNEAPOLIS-ST.   PAUL  .  .  . 
Eooper,  Trendex,  Pulse     all  da      S       B  air 
or  GM  Jack  Tha 

KANSAS  CITY  .  .  .    WHB 

Metro  Pulse,  \  •   sen,  Trendex,  Hooper : 
\-   ..   Nielsen,  Pulse    See  Blaii  e     W.  Armsti 

NEW  ORLEANS  .  .  .    WTIX 
Adam  Young  or  GM   Fred  Bei  I 

MIAMI   .  .  .  WQAM 

Hooper,  Pulse,  Trendex    9       B    i   .M  Jack  Sandler. 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM   Miami 

WTIX  Nt 
REPRESENTED    BY    ADAM    YOUNG    INC. 

Are  sponsors 

overdoing  comedy 

commercials? 

Page  32 

Marketing  a 

new  identity 

on  television 

Page  35 

Radio  Basics: 

spot  costs,  new 
net  sales  index 

Page  51 



1165   ft 
overoge 

.  .  .  for  the  famous  industrial  cities  of  NE  Wisconsin 

and  the  WFRV- Wonderful  Fox  River  Valley! 

Aggressive   and   effective   promotion 

and    merchandising    for    station    clients. 

With  the  highest  antenna  in  5  state 

area,  maximum  power  and  popular 

public   service   participations. 

GREEN 
BAY 

would  be  a  favorite  and 

influential  station  in  Any  market! 

For  any  specific  information  or  for  market 

data  on  Green  Bay  and  Wisconsin  .  .  .  and  this 

station's  convincing  coverage  of  1  3  of  the 

State  Geographical  and  Population  .  .  .  ask   HEADLEY-REED    TV 

.  .  .  or  phone  or  wire 

Soreil    H.    Munkhof,     Exec.    V.    P.    &    Gen.    Mgr. 

WFRV  Building,  Green  Bay,  Wisconsin 

RESPONSIBILITY  TO  VIEWERS  AND   TO  ADVERTISERS  .  .  .  WFRV"TV 
M 



Fred  Wells R.   S.  Hoak Wm.  C.  Met*. 
Sid    Baumsten 

Partner Owner President Partner 

Blue   Bunny  Ice  Cream Hoalc   Oldsmoblle  Co. Metz   Baking  Co. National   Furniture  Co 

We  don't  work  for  KVTV,  but 

KVTV  really  works  for  us 
Testimonial Pitch 

'w^e're  selling  products  from  bread  to  rugs,  from  ice  cream  Flu-  \\a\  to  sell  Sioux  ('it\.  northwest  Iowa  and  the  Sioux- 
to  cars  on  K\  I  \  Channel  ().  Some  of  us  use  -pot  schedules,  land  market  is  K\  l'\  I  hannel  9  Win  ./  Lots  "I  [  >«-«  ■  j  >  I»- 
Bome  use  local  shows,  some  use  syndicated  shows.*  But  (229,330  Families),  with  lots  "I  mone)  I  v  I  ."I  ;.7I  3,000  in- 

we  all  tell  the  same  story.  KVTV  is  realh  working  for  us,  come)  watch  K\  l'\  most  'T'»'<  more  audience  than  <  "in- 
reall)   pulling  sales  from  all  over  the  market."  petition     Feb.      >7    Pulse).     I  lie    sponsors    pictured    know 

vi"ii\  (  it\  and  the)  place  their  advertising  where  it  pays. 

If  you'd  like  to  join  the  bappj  sponsors  in  the  picture,  con- tact Muii    K  \  I  /  man. 

•  Represents  1826  proqrams  and 

806  announcements  over  the  past 

4  years. 

A    Cowles    Station.    Under    the    same    management    as    WNAX- 

570.  Yankton,  South  Dakota.  Don  D.   Sullivan.  General   Manager. 

SIOUX  CITY,   IOWA CBS»ABC 

M'ONSOU 1  ,    AUGUST    \{)o, 
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Is  tv  soft? 
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The  flight  that  flopped 
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WOC-TV 
(  i >\ lts  the  Quint-( )ities 

Plus   J9  Surrounding  Iowa 

and    Illinois    Counties. 

Population  —  1,583,800* 

Families—  £89,700* 

I  flFective  Buying  Income  — 

$2,686,41  5,000 

♦Source:  Saks  Management 

"Survey  of   Buying  Power," 1957 

WOC-TV 
On-the-Air  since  October,    1949 

.    .    .    First  in  the  Quint-Cities 

and  First  in  Iowa  .  .  .  Serving  the 

largest  market  between  Chicago 

and  Omaha  .  .  .  between  Minneapolis 

and  St.   Louis. 

WOC-TV  •  Davenport,   Iowa    is    part   of    Central    Broadcasting    Company    which    also   owns   and 

operates   WHO-TV   and    WHO-   Radio«Des  Moines 

The  Quint-Cities  Station 
— Da\enport  and  Betten- 
dorf  in  Io\\a:  Rock  Is- 

land, Moline  and  East 
Moline  in  Illinois. 

Col    B.  J.  Palmer, 
President 

Ernest  (  .  Sanders, 
Res.    Mtr Mark  Wodlinger, 

Res.  Sales   Manager 

PI  I  KRS.  GRII  1  IN 
WOODWARD.    1\(  . 1  \<  LUSIVE 
N  \  1  IONAL 
REPRESENTATIVE 
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of  the  week 

\ii  in  <  .  Milsrn.  Jr..  has  taken  over  the  jol>  hit  father 

In  hi  for  '.it  yi'urs — the  presidency  of  ilir  t.  C.  Stelae  n  I  <>. 
market  research  firm  in  Chicago,  I.  C.  \ielsen  becomes 

Inmril  chairman  uml  chief  executive  officer  of  ihr  company 

which  grosses  $20  million  a  year  in  research  studies  con- 

ducted   nil    out    the    world  —  primarily    for    advertisers. 

The  newsmaker:  \.  C.  Nielsen,  Jr.,  Bays  In-  father,  "has 
long  been  sympathetic  to  the  broadcast  media  and  i"  broadi  isl 

measurement  despite  his  L2-yeai  association  with  the  company  in 

aon-broadcast  assignments.  Hie  job  he  leaves  in  becoming  presid 

i>  the  "hardest  in  the  company,"  says  Nielsen,  Sr.  executive  v.p. 
"I  the  largest  division,  the  F   I  and  Drug   Index  in  the  I  ,  S. 

Ii  -  food  ami  drug  which  traditionall)  have  gotten  the  most  sales, 

netted  the  biggest  profit  and  "carried"  i\  and  radio  measurements 
as  ilic  broadcast  division  labored  toward  the  break-even  point.  I  li< ■ 
new  president  is  characterized  1>\ 

his  father  as  "progressive,  eager 
i"  -tart  new  things  even  though  the 

new  is  the  difficult."  \ml  "He  was 

one  ot  tlu'  verj  first  in  <>ur  or- 
ganization i"  realize  the  need  for 

radio  and  t\  measurements.  He 

understands  tin-  realm  verj  well." 
Young  Nielsen  will  supervise 

continued  experimentation  in  ex- 

pansion of  the  broadcast  services. 

Within  the  next  year,  he  thinks 

In- II  see  "the  movement  from  the 

red  to  the  black  fine"  as  income 
from  the  sale  ot  broadcast  services  equals  costs.  IS  and  radio  have 

grown  as  fast  as  the  other  thus-far-more-profitable  services,  sa  s 

Nielsen,  Sr..  "but  the  older  the  service  the  more  profitable  it  is  and 

the  broadcast  services  are  relative!)  new"  (15  years  for  radio. 
seven  for  t\  i . 

\-  thf  new  president,  Nielsen,  Jr.  will  bring  together  all  elements 

of  the  organization— broadcast,  food  and  drug  and  work  abroad. 

I  hf  biggest  growth  area  in  t\  and  ratlin  will  be  in  further  expansion 
of  local  level  measurements     Station  Index  Services 

1 1  r  II  work  with  his  father  in  trying  to  educate  marketing  people 

to  these  concepts:  it  costs  monej  to  gel  research  techniques  which 

give  more  complete  and  accurate  information:  there's  an  increasing 

need  for  accurate,  useful  information,  Bui  there'll  always  be  the 
advertiser  who  wants  the  cheapesl  price,  regardless  "I  the  content 

of  the  research,  and  there'll  probabl)  always  be  buyers  subscribing 
to  the  research  services  which  give  them  a  better  rating  or  standing. 

So  comments  Nielsen,  Sr..  who  sa\s  his  clients  are  the  type  "which 

wants  the  truth  and  will  j>a\    for  it." 
I!i-  Nielsens  join  forces  also  for  tennis;  they've  won  three 

national  father  and  -on  tennis  championships.  The  38-year-old  son 

joined  the  organization  in  L945.  ^ 

5fl,   IT. 
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BIG  4 
IS    THE 

BIG  BUY! 

it  Over  100,000  TV  Sets 

•  Nearly  $200,000,000  in  Retail  Sales 
in  the  Area 

SERVED  BEST  BY 

POWER:   Visual   100  KW 

Aural      50  KW 

Ar.tenno  Height  833'  above  ground 

Channel  4 
AMARILLO,    TEXAS 



0. 1  IN  RATINGS  -  NO.  1  IN  RENEWALS! 

RENEWED  IN  72  MARKETS  BY  FALSTAFF -  FOR  52  MORE  WEEKS!  Faistaff,  Americas 
4th  largest  brewing  company,  is  moving  up  . . .  with  state  trooper.  Terrific  sales  success  for  52  weeks, 

now  Falstaff  wants  52  more !  So  does  3-state  sponsor  Schmidt  &  Sons,  Brewers.  So  do  dozens  of 
other  regional  and  local  state  trooper  sponsors.  It  sellsf 

NO.  1  NATIONALLY,  AND  "TOP  10"  IN  120  ARB  REPORTS!  Check  all  the  rating  services... 
ARB,  Videodex,  Pulse  .  .  .  they  all  rate  this  MCA  TV  thriller  right  up  at  the  top.  state  TROOPER     . 

is  the  No.  1  adventure  hit  —  highest  rated!  —  in  St.  Louis  40.7,  Milwaukee  20.4,  Pueblo  56.9, 
Chicago  19.9,  Boston  23.3,  Cleveland  20.9,  Davenport-Rock  Island  29.6,  San  Antonio  32.3, 
Santa  Barbara  26.3,  Columbia-Jefferson  City  40.1,  Jackson  38.3,  Peoria  38.0,  Chico  57.3,  Birmingham 
34.2,  Minneapolis-St.  Paul  17.2,  Philadelphia  18.7,  Atlanta  22.7,  Montgomery  37.0, 
Phoenix  28.1,  Jacksonville  41.3. 



JUST  ADDED: 

39  MORE 

ALL-NEW 
ADVENTURES 

78  HALF- HOURS 
NOW 

AVAILABLE! 

starring  ROD  CAMERON 

rtrc.  phone 

lirill  your  market,  sell  your  market  with  STATE  TROOPER 

program  is  produced 

'he  cooperation  of  the 
:'.s'  Association  of  the 

tate  of  Nevada. 

DuD@ 
America's  No.  1  Distributor  o)  TV  Film  Programs 

598  Madison  Avenue.  New  York  22.  N    Y    PLaxa  9-7500 

and  principal  cities  everywhere 

"Sv 

FILM  SYNDICATION 
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"Dedication  to  Public  Service"  has  characterized  the  operation  of 
WGAL-TV  since  its  first  telecast  in  March  1949.  A  welcome  oppor- 

tunity to  reaffirm  its  pledge  to  serve  its  wide  viewing  area  occurred 

early  this  year,  when  the  new  WGAL-TV  building  was  formally 
opened.  This  building,  with  its  latest  modern  equipment  and  com- 

plete color  facilities,  affords  WGAL-TV  an  even  greater  opportunity 
for  presenting  public  service  to  its  countless  viewers  and  the  num- 

erous communities  which  combine  to  form  America's  10th  TV  market. 

31fr,000     WATTS STEINMAN  STATION  •  Clair  McCollough,  Pres. 

Representative:  The  MEEKER  Company,  Inc.  •   New  York   •   Chicago   ■   Los  Angeles   •   San  Francisco 

SI'ONSOH 
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Most  tignificani  ti  and  radio 

newt  of  the  week  uiili  interpretation 

in  depth  for  l>m\  readert 

SPONSOR-SCOPE 

17  august  Here's  the  sort  of  cocktail  mhi  gel   when   you   mix  Texai  and  tv : Copyright    1957 

SPONSOR   PUBLICATIONS   INC.  '"      M|>i'lC      I  |  lli|  III  I. it  i<  Ml      "l.L'.'ldl       t  lie      fa-i   Milled      citizen-      ll.l\  <•      lnvn      SS  .it  c|  |  i  ||  -       KOSA-TV, 

located  in  Odessa  12")  miles  away.  So  enamored  « I i« I  the]  become  <»f  the  electronic 
marvel  thai  thej  chipped  in  to  bnj  :i  schedule  of  late  weathercasts  to  ping  their 
own  wonders. 

I  In-  message:    Mpine  is  a  nice  friend!)   place  to  shop  and  vacation. 

Management  of  the  advertising  dollar  yon  jr<-t.  or  spend,  has  fallen  in  the 
hands  of  a   new   breed   of   people   for   this  business  —  the  engineering  and  eon* 
Militant    firms 

llirt   f  them     Boo/..    Mini  &   Hamilton,    Arthur  I),  little,  Inc.,  and  McKinsej 

have  become  progressivelj  active  in  advising  big  management  how  to  gel  maximum  result* 
from  advertising  expenditures. 

Their  influence  on  marketing  (including  advertising)  can  have  a  strong  effect  on  the 

air  media  because  of  radio-tv's  commanding  position   in  dollars  and   impact. 
Meanw Idle  the  husiness  engineer  also  has  moved  into  the  agency  field.  WcKinsey  & 

Co.  recently  completed   a  survey   of  J.   Walter  Thompson. 

Sidelight    to    remember   on    the   consultant*:     Not    infrequently    one    of    these    outside 

inasterminders  winds  up  in  a  top  spot  with  the   firm   he  has  been   advising. 

J.  Walter  Thompson  is  the  last  of  the  agency  giants  to  put  an  all-out  accent 

on  marketing  services. 

A  former  B.  T.  Babbitt  marketing  direct"!.  Ward  F.  Parker,  was  brought  in  this 

week  with  the  title  of  co-ordinator  of  merchandising  and  marketing  activities. 

To  Madison  \\enue  the  event  indicates  tbat  a  ness  generation  has  taken  over  the  rein-. 

The  philosophy  that  an  ad  agencv  exists  to  help  sell  goods  and  services  by  the  talent-  oi 
advertisinjr   alone  is  beins:  discarded  as  too   narrow. 

Look  to  Chrysler  to  turn  on  the  advertising  heat  earlier  than  its  competitors 

this  fall.  That  four-week  nighttime  buy  on  CBS  Radio,  starting  3  October,  is  just  an  omen 

of  what's  to  come. 

This  is  the  strategy:  Chrysler  lines  were  revamped  broadly  last  year:  this  year  it's 

Ford's  and  GM's  turn  (particularlv  GM*s).  So  Chrysler  want*  to  say,  in  effect:  "We  al- 

ready have  the   forward   look   the   other  fellows   are   promising   you." 

This  is  the  week  that  Lever  Bros.*  brand  and  ad  executives  meet  to  go  over 

recommendations  for  next    season's  campaigns. 

The  air  media  picture  shapes  up  thus:  Huge  concentrations  in  both  spot  tv  and 

radio.    More  netssork  tv  than  the  company  ha*  ever  sponsored. 

Total  Lever  ad  appropriations  will  be  substantially  over   1957's. 

SPONSOR       •       17   AUGUST    1957 



SPONSOR-SCOPE    continued 

If  you're  contemplating  putting  a  show  on  the  Canadian  Broadcasting  Company's 
full  network,  here  is  how  time  costs  stack  up  with  those  in  the  U.S.: 

LENGTH  CANADA  U.  S. 

60  Minutes  $11,000  $110,000 

30  Minutes  $  6,600  $  65,000 

No.  tv  homes  2,650,000  39,800,000 

(See  Canadian  Issue  in  24  August  SPONSOR  for  figures  on  CBC  programs  and  other 
costs. ) 

Trendex  has  shelved  its  proposed  plan   to   provide  four  tv  ratings   a   month. 

The  networks  didn't  think   the  expansion  timely. 

Marketers  weren't  surprised  this  week  when  the  FTC  cited  R.  J.  Reynolds 
for  granting   allegedly   illegal   promotional  allowances. 

Basis  of  the  FTC  action:  The  law  says  that  if  promotional  allowances  are  given,  they 

must  be  available  to  all  competing  customers  on  proportionately  equal  terms. 

Marketing  men  expect  the  FTC  to  proceed  against  some  of  Reynolds'  com- 
petitors, too.  Said  one  to  SPONSOR-SCOPE,  even  before  Reynolds  got  the  FTC  citation: 

"Never  in  the  history  of  the  tobacco  business  has  so  much  money  been  spent  to  get 
point-of-sales  displays,  shelf  displays,  and  other  trade  concessions.  The  FTC  action  was 

inevitable." 
Another  of  the  big  tobacco  firms — not  Reynolds — is  estimated  to  have  poured  about 

$4  million  into  such  channels  recently  to  get  a  new  brand  started. 

CBS'  board  of  directors  was  informed  this  week  that  at  the  rate  sales  are  going  the 
radio  network  soon  will  be  billing  around  $1  million  a  month. 

That  figure  may  look  prettv  small  when  compared  to  the  company's  tv  billings,  but  it 

wasn't  so  long  ago  that  $500,000  was  considered   par. 
The  board  also  got  this  radio  picture : 

•  Network  sales  since  8  July  have  totaled  $5,905,000,  including  business  from 

such  giants  as  Pharmacraft,  Vick,  Miles  Labs,  General  Foods,  Libby-McNeill-Libby,  Armour, 
and  Peter  Paul. 

•  432  weekend  and  nighttime  five-minute  segments  are  sold. 

•  320  daytime  7 14-minute  units  are  under  contract. 

The  frosting  on  all  this  cake  is  the  impending  sale  of  a  nighttime  half-hour  show 

to  a  single  sponsor,  worth  $15,000  a  week  net  in  time  and  talent. 

NBC  Radio  this  week  posted  the  SRO  sign  on  My  True  Story  I  which  it  recently 

took  over  as  an  American  Broadcasting  Network  discard).  The  last  Story  participation  went 

to   Foster-Milburn   Co. 

Meantime  Scholl  Manufacturing  and  Rubberoid  have  been  added  to  the  roster  of 

News   of  the   World   sponsors. 

CBS  TV  continues  to  run  far  ahead  of  the  pack  as  the  single  biggest  bene- 

ficiary of  media  advertising. 

Here's  how  the  five  leading  contenders  fared  in  the  first  six  months  of  1957  compared 
to  the  year  before: 

1957  1956 

CBS  TV                                      $116,762,487  $106,499,425 

NBC  TV                                         93,799,504  89,529,732 

Life  Magazine                                  69,311,839  68,667,056 
Sat.  Eve.  Post                                  47,687,795  47,275,523 

ABC  TV                                          40,095,218  38,481,155 

Source:    PIB.    Billings  computed  at  gross  one-time  rates. 

10 SPONSOR 17  august  1957 



SPONSOR-SCOPE  continued 

M:m\    ;i    -(n»n-ui-    .mil    t  im<hii\  <  r    Ii.im     BTOWU    SO    accustomed    to    tin-    speed    ;in<l 

elasticity  of  spol  thai  thej  feel  safe  in  waiting  until  the  lasl  minute  to  iplui  then 
everything  Menu  to  explode  at  once* 

That's  uli.it  happened  lasl  week.  The  business  \% .<-  rolling  in.  That,  in  turn,  caused 
tin-  billing  and  accounting  systems  to  boil.    That,   in  turn,  caused  both  tempers  and 

eloquence  to  Hue  It  was,  in  Bhort,  New  Year's  Kve  in  Vn^u-t  a-  tin-  following  items indicate: 

\    Sharp    *liift    in    spot    |>oli«-\    ma)    follow    kroger's    assignment    of    it-    aci  omit 
to   liotli    CampbelMSwald   ami   Campbell*Mithun. 

Kroger  is  considering  personality  buys  in  radio  a  swing  from  tin  saturation 
policy    which  Ralph  Jones  persuaded  Krogei   t"  use  several  years  back, 

Kroger's  Hill  Oliver  told  SPONSOR-SCOPE  this   week:    The  two   policies   are   nol 
mutuall)  exclusive.  Saturation  Inns  an-  nol  a-  effective  a-  personality  buys  in  some  areas, 
while  saturations  can  do  an  excellent  job  elsewhere  So  Kroger  plana  two  strings  to  it- 
how. 

Kroger'a   CUrrenl    stake    in    air   media    in    around    S3    million,    with    SI. 2    million 
lining  to  -pot  radio  ami  SI  .o  to  spot  tv  fmostK   syndicated  -how - 

\\  atrli  for  a  change  hv  important  tv  spot  sellers  in  tin*  rule  which  forces  a 
schedule  to  atari  within  30  days  of  confirmation. 

Both  NBC  Local  Sales  and  CBS  Television  Spot  Sales  told  SPONSOR-SCOPE  this  week 

that  thej  air  examining  tin-  "validity"  of  this  30-day  concept.  In  other  words,  something 
may  he  done  about  relaxing  it. 

Said  an  NBC  spot  sales  executive:  "This  is  something  we  inherited  from  radio:  but  in 

the  light  of  tv's  maturity  and  present  conditions  it  may  he  time  to  make  some 
modifications." 

(See  10  August  SPONSOR-SCOPE,  page  9,  for  comment  on  the  30-daj  confirmation 

concept   by  agenc\    media   directors.) 

Here's  how  the  two  giants  in  the  cosmetic  field  are  gearing  their  1%  -pot-  for 
the  Christmas  trade. 

AVON:    13  weeks  of  daytime  tv  spots  at  the  rate  of  10  a  week.    With  week!)   billings 

around  S73.000.  the  campaign   will  touch  almost   Sl-million. 
REVLON:  On  the  l>a-is  of  it-  1957  budgel  of  $13  million  for  tv.  it  will  have  at  least 

^'■.25  million  going  into  the  medium  all  told  during  the  quarter  prior' to   Christina-. 

Sales  comparison:  For  the  first  half  of  19o7.  Revlon's  net  sales  were  $47  million. 
Avon's  1 12  million. 

The  marketing  revolution  has  affected  the  choice  of  top  echelon  people  1>\ 
cosmetic  manufacturers. 

The  type  of  v.p.  in  charge  of  marketing  thev  now  are  looking  for  i-  one  ■who  has  a 
grocery  stores — not  drug  or  department  store — background. 

This  is  why  the  focus  has  shifted:  CI)  Supermarkets  account  for  a  growing  portion 

of  cosmetic  sales:  C2l  women  shop  most  often  in  grocery  stores:  and  (3)  supermar- 

kets are  choosy  ahout  brands    -thev  like  the  presold   one-  best. 

Rep  Adam   Young  this   week   suggested  an  idea  he  thinks  would  expedite  ac- 

tion among  agencies  slow   in   paving  their  spot  hill-         growing  problem  for  station- 

Young  would  have  the  SRA  tell  the  Four  A's:    If  you   favor  a   2r7    cash   discount,   we 
are  just  as  correct  in  asking  for  a  2rc   penalty  for  payments  not   made  when   due. 

Agencies  contend  that  the  delay  is  due  by  mounting  paperwork,  much  of  it  due  to  er- 

ratic billing  by  stations.  Young's  comback:  Pay  the  undisputed  portion  of  the  hill 
pronto,  then  take  a  reasonable  amount  of  time  to  straighten  out  the  rest. 
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SPONSOR-SCOPE    continued 

Source  of  a  short-lived  dither  among  station  reps  this  week:  A  letter  from  the 

producer  of  a  filmed  sports  series  offering  them  an  opportunity  to  participate 
in  a  barter  deal. 

The  letter's  substance:  Colgate,  through  Ted  Bates,  allegedly  proposed  to  use  the  mid- 
dle spot  in  a  series.  The  stations  in  the  proposed  60  markets  could  sell  and  pocket 

the  money  for  the  remaining  two  spots   (but  not  get  paid  for  the  Colgate  spot). 

A  Colgate  ad  executive  told  SPONSOR-SCOPE:  "We  are  interested  in  getting  vehicles 

that  reach  men.  but  certainly  not  in  this  way." 

The  alliance  of  Joseph  Hershey  McGillvra,    Inc.,    with   Devny,   Inc.,    has    this 

significance  for  the  time  being: 

•  Devny  will  represent  the  McGillvra  stations  in  all  areas  but  the  Midwest. 

•  Joe  McGillvra  has  transferred  the  scope  of  his  activity  to  the  Midwest  where  he  will 

supervise  the  McGillvra  list  in  addition  to  operating  WBIW,  Bedford,  Ind.   He  and 

his  wife,  Agnes,  recently  bought  this  station. 

General  Mills  will  continue  to  make  The  Lone  Ranger  the  fulcrum  of  its  $14- 

million  tv  expenditure  next  season. 

For  admen  who  have  wondered  how  this  eight-year  deal   (which  expires  next  August) 

operates,  here  are  the  basics: 

•  General  Mills  acts  as  producer  of  the  series,  turning  out  26  episodes  at  an  aver- 

age cost  of  $25,000  per  film. 

•  To  the  owner  of  the  rights  the  miller  pays   a   licensing   fee   of   $10,000   each   for 
first  and  second  runs. 

•  The  program  may  be  scheduled  on  as  many  networks  as  desired  for  the  same 

fee.    (General  Mills  sponsors  The  Ranger  on  both  CBS  TV  and  ABC  TV.) 

Annual  cost  for  production  and  licensing  comes  to  $1,170,000     . 

Producers  of  commercials   think   1957  will  mark  a  revolution  in  their  field 

in  these  respects: 

•  More  frequent  appearance  of  high-fashion   models   instead   of  performers   who   look 

like  the  girl-next-door. 

•  Use  of  "fantasy"  settings — dream  kitchens,  for  instance. 

•  Limitation  of  copy  to  "punctuate  ideas." 

•  Letting  the  "sizzle"  sell  the  product. 
•  Using  the  story-board  as  a  point  of   departure — not  as   a   fence  to   hem   in  the 

commercial. 

•  Better  background  music. »e* 

For  today's  account  with  the  largest  variety  of  radio  spot  announcements  the 

prize  probably  goes  to  Drug  Research  Co.,  whose  current  "special"  is  Regimen,  a 
weight  reducer. 

DRC's  president  John  Andre,  who  makes  his  own  deals  with  stations,  gives  them  four 
different  lengths  of  commercials  to  choose  from:  a  minute,  75  seconds,  90  seconds, 
and   1  minute  and  45  seconds. 

Stations  carrying  the  commercials,  however,  say  that  the  Better  Business  Bureau  occa- 
sionally has  poked  into  the  situation.  Also,  some  complain  that  Andre,  after  getting 

a  package  rate  for  60-80  announcements  a  week,  suddenly  cuts  back  to  10-15. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  65;  Spot  Buys,  page  59;  News  and  Idea  Wrap-Up,  page  66;  Washington 
Week,  page  79:  sponsor  Hears,  page  82;  and  Tv  and  Radio  Newsmakers,  page  88. 
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The  scene  hasn't  changed  . . .  and  the 

Warner  Bros,  features  rating  picture  on 

Schlitz  Playhouse  is  bright  as  ever.  In  fact, 

arb  for  May  gives  wtmjtv  a  31.3  -  higher 

than  the  combined  ratings  for  all  three  major 

studio  feature  films  competing  against  it 

at  the  same  time  -  9:30-11  Sunday  night. 

This  serves  to  point  up  the  continuing 

pulling  power  of  Warner  Bros,  features  . . . 

confirming  what  J.  Walter  Thompson  — 

agency  for  Schlitz  Beer  —  determined 

through  a. special  three-week  survey  some 

months  ago.  And  now  as  then,  all  major 

studio  feature  films  are  scheduled  at  the 

same  time  on  Sunday  nights. 

Milwaukee  tastes  pretty  much  typify  the 

preferences  of  viewers  everywhere.  To 

capture  audience  and  sales  alike  in  your 

area,  write  or  phone: 

a.a.o 
Distributors  for  Associated  Artists 

345  Madison  Ave..  MUrray  Hill  6-2323 
75  E.  Wacker  Dr..  DEarborn  2-2030 

1511  Bryan  St.  Riverside  7-8553 
91 10  Sunset  Blvd..  CRestview  6-5886 

inc. 

Productions  Corp. 

NEW  YORK 

CHICAGO 
DALLAS 
LOS  ANGELES 



KBlGJoesftsea! 

WORLD'S  TALLEST  and  now  its  first  sea-going 

disc  jockey  is  KBIG's  6-foot- 10  Carl  Bailey, 

here  broadcasting  his  daily  4'/2-hour  "CATA- 
LINA  CRUISE"  from  the  S.  S.  CATALINA  as 
she  plies  the  Pacific  between  Los  Angeles  and 

Avalon. 

JULY  22  LIFE,  picturing  Commodore*  Bailey 
as  he  mixes  music  with  vignettes  of  Los  An- 

geles' teeming  harbor  and  interviews  with  the 
more  colorful  of  3800  passengers  a  day,  com- 

mented on  "getting  more  of  radio's  increasing 

audience  into  the  act."  For  KBIG,  the  ship 
broadcasts  climax  a  two-year  buildup  to  take 
radio   to  the   people. 

BAILEY'S  DRY-LAND  BUDDIES  originate  via 
Volkswagen  mobile  studio  from  all  over  eight 

counties  ...  at  county  fairs  of  Los  Angeles, 

Orange,  San  Diego,  San  Bernardino,  River- 

side; the  big  crowd-drawers  at  Los  Angeles 

Pan-Pacific  Auditorium — Home  Show,  Sports- 

men's Show,  Do-lt-Yourself  Show;  openings  of 
supermarkets,  super-furniture  stores,  even  a 

shoe-permarket! 

IT  ALL  ADDS  UP  to  surrounding  KBIG  mem- 

ory-music-and-news  staples  with  continually 

new  and  exciting  settings.  Meanwhile  KBIG 

personalities  sure   shake  a   lot  of   hands! 

'liuly     commissioned     by     Los      lngele 
iinrltar      I  ommissioners 

Hour, I     of 

JOHN  POOLE  BROADCASTING  CO. 
6S40  Sunset  Blvd..  Los  Angeles  28.  California 

Ttlophono:  Hollywood  1-320S 

Nat.  Rep.  WEED  and  Company 

L6 

Timebuyers 
at  work 

Bill  Kane,  S.  E.  Zubrow  Co.,  Philadelphia,  think-  that  station  mer- 

chandising services  are  frequent!)  reported  inaccurate.)  to  the  time- 

buyer.  "If  a  rep  can  offer  responsible  dafa  as  to  avails,  ratings, 
and  adjacencies,  he  should  jiive  equall)  responsible  merchandising 

information,"  Bid  savs.  "Man)  reps  often  promise  much  more 

merchandising  support  than  a  sta- 
tion ran  supply.  Re  s  hurt  them- 

selves and  their  stations  through 

this  practice  in  a  wav  that's  sel- 
dom evident.  For  while  few,  if 

any,  buyers  will  refuse  to  buv  a 
station  because  its  merchandising 

is  worthless  and  non-existent,  buy- 
ers do  remember  when  the  moon 

was  promised  and  not  a  heam  de- 

livered.'" Hill  feels  that  reps  should 
have  exact,  detailed  information 

en  his  stations"  services  at  the  time 
of  negotiations,  so  that  the  schedule  and  merchandising  can  be 

wrapped  up  simultaneousl)  without  a  number  of  call-backs.  "'But 

the  days  of  the  double  standard  are  definitely  over."  Bill  insists,  "li- 
the bu  er's  responsibilit)  to  know  what  form  of  merchandising  his  cli- 
ent can  use.  He  should  no  more  ask.  'What  does  the  station  offer? 

than   the   rep  should   answer.  "Oh.   a  couple   of  postcards.   I   gue>-. 

Dick  Pickett,  Foote,  Cone  &  Belding.  New  ̂   oik.  timebuyer  for 

Lever  Bros,  and  Savarin  Coffee,  feels  that  it'<  likel)  >ome  advertisers 
will  expand  into  nighttime  radio  because  of  the  attractive  rates. 

"But  price  shouldn't  be  the  sole  measure  of  these  bins.'  Dick 
insists.  "Before  the  use  of  evening  time  become-  widespread,  most 

advertisers  will  require  more  com- 

prehensive data   on    its  audiences 
i   I  For     instance,     more     should     be 

g  ^|  known    about    the    qualitv     of    the 
in-home  audience  as  to  age.  size 

of  familv.  and  purchasing  power. 

Dick  notes  thai  although  the  night- 
time audience  hours  seem  to  ac- 

cumulate audience  over  a  period  of 
time,  the  number  of  listeners  and 

the  time  spent  listening  on  the 

average  night  appear  to  be  rela- 
tive.) small.  Until  proven  other- 

wise, he  thinks  that  evening  listening  is  sporadic  and  because  of  this, 

it's  difficult  to  build  frequencv  against  these  listeners — especial.) 
when  similarl)  programed  stations  divide  the  available  audience  quite 

evenly.  "Nevertheless,  with  so  main  stations  ignoring  the  after-dark 

hours."  Dick  says,  ""there's  an  opportunity  for  imaginative  station- 
to  attract  a  large  share  of  audience  with  bright,  well-promoted  shows. 

SPONSOR 

17   \  i  gist  195". 



WEAU-TV 
1   Claire, 

NOW   the 

IN  WISCONSIN 

NOW  .    .   .   delivering  you  a 

market  of  more  than  a  quarter- 

million  TV  viewers  with  our 

NEW  maximum  power  and 

1,000  foot  tower. 

SEE  YOUR   HOLLINCBERY   MAN 

JTH- SUPERIOR 

ER WAUSAU 

GREEN   BAV 

"*'.-* 

** 

L  \ 

■ 

YOUR  BONUS 
COVERAGE:   Twice  the  area 

previously  covered. 

MARKET:   100,000  more  viewing, 

buying  families 

IMPACT:  WEAU-TV's  is  a  single- 
station  market  assuring 

you  of  saturation  coverage. 
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THE    MIDDLE    OF 

WASHINGTON    STATE 

WENATCHEE 

5000 
-560k 

w 

Programs  have  to  BE  popular,  and  RE- 
MAIN populnr  to  stay  on  KPQ.  We  aim 

directly  at  the  people  of  central  Wash- 
ington, with  SELECTED  PROGRAMS 

ONLY  from  three  networks,  plus  local 

news  shows,  farm,  homemalter,  and 

specialty  shows  .  .  .  and  seasonal 

sports,  presently  including  hometown 

Northwest  league  baseball.  We  give 

'em  what  they  want!  And  spots  just 
seem  to  slide  in  there  so  natural-like, 

no  matter  what  adjacencies  or  partici- 

pations   you're    looking    for. 

WENATCHEE,   WASHINGTON 

"Apple   Capital   of    the   World" 
Affiliated  with  3  networks 

National  Reps:        Seattle  &  Portland  Reps: 

Forjoe  &  Co..  Inc.  Art  Moore  &  Assoc. 

National   Sales: 

Pat  O'Halloran 

NOrmandy  3-5121 

Wenatchee 

WE    GUARANTEE 

to    outpull    all    other    Northcentral 

Washington   media   2  to    I 

L8 

by  Bob  Foreman 

Agency  ad  libs 

The  Mike  Wallace  moral 

New  York  (!it\.  which  was  purchased  first  1>\ 

Peter  Minuit  for  $24  and  later  1>\  William  Zeck- 

endorf  for  somewhat  more,   is  a  peculiar  town. 

\  good  mam  of  the  people  who  set  its  mores 

came  original!)  from  Elephant's  Breath,  Iowa. 
Yet  despite  its  lack  of  natives.  \c\\  York  is  to- 

da\  far  more  Chauvinistic  than  Elephant's 
Breath.  This  phenomenon  should  he  of  concern 

to  people  in  the  advertising  business,  especially  those  in  broadcasting. 

Leave  me  be  explicit. 

A  guy  named  Mike  Wallace  goes  on  a  local,  non-affiliated  tv 

outlet  doing,  of  all  things,  an  hour-long  strip.  This  epic  consists 

simpl)  of  interviews  each  lasting  a  half  hour,  using  two  cameras 
which  move  in  and  out  and  cut  from  one  shot  to  another.  In  fact, 

the  only  production  is  that  the  cameras  take  up  such  a  tight  shot, 

the  old  folks  at  home  are  privileged  to  see  the  victim  s  sweat  glands 

in  full  operation.  The  whole  show  is  shot  in  limbo  i  no  set  I .  The 

contestants  sit  on  earlv  Clark  &  Gibby  period  chairs.  There  i-  DO 

script,  no  stripped-in  film,  no  rehearsal.  Just  probing  done  adroitl) 
1>\    Mike  and  that  incisive  e\e  of  the  camera. 

Interviews  are  probing  and  intelligent 

The  only  premonition  the  subjects  have  as  to  what  is  coming  11111-1 

be  gleaned  from  a  short  pre-broadcast  interview  held  a  week  before 

air-date  with  a  smiling  researcher. 

This  show  turns  out  to  be  a  conversation  piece  in  our  town. 

Especiallv  in  those  nooks  and  crannies  infested  by  the  people  of 

this  business.  "Did  you  hear  Mike  last  night?"  "Did  you  see 
what  THAT  MAN  did  to  old  so-and-so?"     "Why  did  she  ever  go  on that 

program 

?"      Such   are   the   comments   the   next   a.m.      Judges 
scale  down  alimony  payments.  Divas  show  up  less  than  sober  and 
come  off  less  than  whole. 

The  kind  of  people  interviewed  set  a  new  pace.  Not  just  name- 

performers  squirm  beneath  Mike's  scalpel.  Ad-men.  Lawyers.  Ex- 
pugs.  Choreographers.  Zither  pla\ers.  And  the  questions  put  to 

this  potpourri  are  probing,  intelligent  and  relevant — another  Dew 
note  in  tv-radio  interviewing. 

The  next  step  is.  of  course,  inevitable.  Since  most  of  t\  s  pro- 

gram planning  is  done  in  New  York  City  1>\  dyed-in-the-wool  New 

Yorkers  who  don't  go  back  home  (to  Elephant's  Breath  1  even  at 
Christmas,  the  obvious  move  to  make  is  to  put  Mike  Vk  allace  on 

network.  Look  at  the  comment  the  local  show  is  causing!  1  Net- 
work  comics  are  alread\    satirizing  Mikes  technique!) 

Whether  or  not  this  was  a  smart  move  isn't  for  me  to  sa\.  But 
the  reasoning  back  of  it  is  what  I  question.  The  Nielsen  in  front  of 

me  reveals  a  4.9  rating  for  the  show  .  .  .  down  from  a  7.1.  I  he 

Trendex  I  big  urban  markets  onl\  1  is  higher  though  still  not  astro- 
nomical, which  seems  lo  indicate  the  obvious — New  York  ma\  be 

an  isle  of  jo\  to  Lorenz  Hart  but  it's  strictl)  off-beat  for  ''Night  Beat. 

SPONSOR 
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FOR   WHIRLWIND  SELLING  ACTION   THIS   FALL... 

JOIN  THE  NAVY  ON  WRC! 
NAVY'S  NINE  CAME  FOOTBALL  SCHEDULE  (with  the  exception  ol  the  Army-Navy  gome}  IS  NOW  AVAILABLE 

FOR  FULL  OR  HALF  SPONSORSHIP  ON  WRC.  WASHINGTON,  D.C.   Here's  o  winning  vehicle  lor  youi 

advertising  in  the  nation's  Capital ...  with  thnll-a-mmule   action  by  one  ol  the  country's  top-ranking  t< 
Here,  loo,  is  a  perfect  setting  lor  your  institutional  advertising  campaign  .  .  .  v/ith  the  color,  excitement  a 

prestige  ol  service  academy  football  providing        j^^     fhe  backdrop. 

For  militant  force  in  your  Fall  advertising,  Go      ̂ J    H      Navy  on  WRC,  Leadership  Radio  Station  in  the  nation's 
Capital.  Coverage  in  Baltimore  is  also  available.    ̂ ^^F     Your  NBC  Spot  Sales  representative  will  give  you  lull  details. 

Call  him,  or  call  WRC  Sales  Manager  Harry  Karr  at  Adams  4-5400  now.  First  game  September  211 

WRC  •  980      WASHINGTON,  D.  C. 
SOLD  BY  {NBC)  SPOT  SALES 

SPONSOR       •       1  .     W  (.1  ST    195' 
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in  Sew  ̂ /icmcteco <S) 

KOBY  rates  No.  1  independent  in  al! 
surveys!  May-June  Pulse:  weekdays, 
6  a.m.  to  midnight,  11.7,  Sat.  13., 
Sun.  14.  J  averages.  May-June  Hooper; 
weekdays  7  a.m.  to  noon  21.6;  noon- 
6  p.m.  24.0,  all  day  average.  Nielseti 
agrees  with  a  21,100  rating  6  a.m.  to 
midnight.  KOBY  operates  full  time 
.  .  .  10,000  watts  sell  the  entire  bay 

area.  Definitely  San  Francisco's  most 
powerful — most  listened-to  independ- 

ent. Contact  your  Petry  man,  pronto! 

Phenomonal  ratings  offer  proof  that 

KOSI  is  Denver's  No.  1  station — 
May-June  Hooper,  19.4  a.m.  22.1 
p.m.  share!  June  Pulse  rates  KOSI 
No.  1  independent,  6  a.m.  to  6  p.m. 
with  a  17.  overall  average.  All  surveys 

point  to  KOSI  as  Denver's  dominant 
station  .  .  .  operating  at  5,000  watts 
— sel  in«  full  time.  Represented  na- 

tionally   by   Forjoz. 

MID-AMERICA 
BROADCASTING  CO. 

in  Greenville,  Miss.,  WGVM 

No.    1    in   both   Hooper  0 

Nielsen 

See:    Devney  6  Co.,    Inc 
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Agency   ad   libs   continued 

It  -  verj  eas\  to  get  trapped  bj  the  kind  of  "thinking"  which  leads 

one  to  believe  thai  the  talk  he  hears  in  the  Waldorf  Men's  Bar  and 
along  Schubert  \lle\  i-  coast-to-coast  lingo.  Tain  t  so.  To  the  con- 

trary. It">  another  language  in  substance  and  patois  and  regardless 
of  the  fact  thai  is  it  being  practiced  \<\  those  ex-natives  of  Elephant's 
Breath,  it  is  definite!)  peculiar  to  the  feu  square  miles  which  ole 

Peter  once  bought  and  Bill  now   owns. 

It's  not  a  question  of  sophistication 
Does  this  mean  that  New  ̂   ork  and  New  \  orkers  have  a  lien  on 

sophistication,  wil  and  finesse?  Does  it  mean  that  the  arts  are 

nourished  here  alone?  Of  course  not.  But  it  does  seem  to  point 

to  the  fact  that  a  certain  kind  of  provincialism  is  epidemic  between 
the  East  Bi\er  and  the  Hudson.  We  must  not  make  the  mistake  that 

the  outside  world  wants  to  he  infected  with  it.  Nor  that  it  i<  our  dut\ 

to  spread    it. 

Fine  theater,  such  as  "South  Pacific"  and  "M\  Fair  Lady"  and 
"Picnic"  do  well  all  across  the  country.  But  local  joke?  I  like  "Top 
Banana    i   go  nowhere  once  the\    yet  out  of  the  Pennsv  tunnel. 

\ohd\ — but  nobod) — can  dein  that  Madison  \\enue  is  physical!) 

as  wide  a-  Fifth  or  Lexington.  Yet  it  is  still  the  narrowest  street  in 

town.  In  any  town,  in  fact,  including  Main  Street.  Elephants 

Breath.  Iowa.  *^ 

I 

Nightbeat  interviews  bj   Mike  Wallace  took  New  "i^rk  by  storm.     Mediocre 

record  <>i  formal  on  network,  shows  New   1<>rk  i-n*t  an  indication  of  I  .S.  taste 
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Famous  on  the  Georgia.  Scene 
"^H 

h» 

-*i 

THE  CYCLORAMA  of  the  Battle  of  Atlanta  is  viewed  each 

year  by  thousands  of  visitors  to  Georgia's  capital  city.  Also 
famous  on  the  Georgia  scene  is  WAGA-TV,  Atlanta's  lead- 

ing television  station.  WAGA-TV  reaches  more  people  with 

more  spendable  income  in  Georgia's  richest  markets  than 

either  of  Atlanta's  other  stations.  You  get  more  viewers,  too. 
as  ARB  and  Pulse  ratings  prove  month  after  month. 

STORER    BROADCASTING    COMPANY    SALES     OFFICES 

NEW  YORK-625  Madison  Ave     •   CHICAGO-230  N    Michigan  Ave     •   SAN   FRANCISCO-111   Softer  St 

Represented  Nationally  by  THE  KATZ  AGENCY,  In 



STORER     BROADCASTING    COMPANY 

5i WSPD-TV 
Toledo,  Ohio 

WSPD 

WJW-TV Cleveland.  Ohio 

WJW 
WJBK 

Toledo,  Ohio  Cleveland,  Ohio  Detroit,  Mich. 

WJBK-TV Detroit,  Mich 

WAGA 
Atlanta,  Go. 

WAGA-TV Atlanta,  Go 

WPFH-TV 
Wilmington,  Del 

WIBG  WWVA  WGBS 

Philadelphia    Pa  Wheeling.  W    Va  Mam.,  Ho. 



Broadcast  stations,  too/ 

,"  or  achieve  national  recognition  — 

depending  upon  how  they  are  "touched" •■  whom.  Storer  stations  are  known 

to  have  the  "touch." a/  station. 

NEW  YORK— 625  Madison  Avenue,  New  York  22.  Plaia  1-3940 

SALES  OFFICES      CHICAGO  — 230  N.  Michigan  Avenue,  Chicago  1,  Franklin  2-6498 

SAN  FRANCISCO  — 111   Sutler  Street,  San  Francisco,  Sutter  1-8689 

^    V.  A.  . 

I 

L**** 



TEAVIE,    g 
MIDDLE      &EOQ.&IA's ORIGINAL 

.GLAMOfcPUSS 
l^  PRESENTS 

I 

c4Date  u)tftDel 
After  a  big  splash  in  Chicago  and 
St.  Louis  radio,  and  dramatic  parts 
in  New  York  television,  Del  has 

come  home  to  give  all  Middle 

Georgia  a  touch  of  glamour,  genuine 
southern  friendliness,  and  just  plain 

charm,  on  our  Monday  through  Fri- 
day program  at  1  1  A.M.  Her  main 

interests  (and  those  of  her  viewers) 

are  people  —  national  celebrities, 
hometown  folks,  and  neighbors  do- 

ing a  job  for  other  neighbors.  Her 

message  "gets  through"  and  so  will 
YOUR  sales  message. 

How  would  you  like  "A  Date  with 
Del?"  Your  next  campaign  needs one! 

N  , 

National    Rep: 

AVERY-KNODEL,    INC. 

News  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Spotting  the  ad  manager's  wife:  There's  a  sort  of  "wardrobe- 
caste-system  at  work  among  the  ladies  in  offices  and  in  the  home 

that  admen  general!)  come  in  contact  with.  Here.-  a  guide  as  to  the 

four  categories  of  ladies  according  to  the  wa\  the)  dress: 
1.  Skirts  and  blouses  or  sweaters  are  usualh  characteristic  of 

young  secretaries,  mostl)  under  25  \ears  of  age  and  still  undecided 

between  career  and  marriage,  though  influence:!  toward  the  latter. 

2.  Miits  or  dress  and  jacket  ensembles  plus  hat  are  a  prett\  good 

tip-ofl  to  the  career  girl,  more  or  less  entrenched   in  job. 

3.  Dress,  hat  and  closed  shoes  with  sensible  heel-  peg  the  sub- 
urban adman-  wile  on  a  cit\   shopping  tour. 

4.  Suit  or  dress  with  jacket,  but  no  hat.  can  be  verj  deceiving. 

I  he  wearer  is  usualh  either  a  married  woman  with  a  job  or  an 

adman's  wife  who  lives  in  the  cit\ . 

<&■ 

Where  taxes  are  headed:  \dmen  who've  been  reading  stories 
about  possible  tax  cuts  max  as  well  resign  themselves  that  the  direct 

effect  upon  their  income  will  be  slight.  None  of  the  ways  currently 

being  discussed  h\  the  House  Wa\s  and  Means  Committee  and 

Senate  Finance  Committee  would  mean  a  material  reduction  to  ad- 

men in  the  $10,000-40,000  a  year  category. 

1.  Increasing  tax  exemptions  from  £600  to  $700  per  person  would 

lift  the  burden  mainh   for  large  families  with  income-  under  $10,000. 

2.  Dropping  the  current  91  %  bite  out  of  top  incomes  down  to 

70' <  or  75'  (  will  ease  things  for  man  earning  over  $50,000,  but 

despite  best  sellers  about  admen  and  people  in  radio-tv,  this  com- 
prise? a  small  minority. 

If  anything,  admen  are  hard-hit  this  year,  since  the  Government 
is  auditing  a  far  larger  proportion  of  returns  than  during  am  year 

previously.  Items  toughest  to  justifv:  Business  trips  that  last  long 

like  a  free  vacation,  business  trips  that  include  wife  or  family  and 

business  trips  to  vacation  spots  at  the  height  of  the  season. 

Co  West,  adwoman:  \mong  the  most  attractive  areas  in  the 

country  for  advertising  career  girl*  is  the  Pacific  ('.oast.  There  are several  reasons: 

Opportunities  for  women  in  advertising  are  at  a  peak  and  still 

growing.  Since  the  West  Coast,  generally,  maintains  a  more  liberal 

attitude  on  hiring  women,  her  chances  for  advancement   are  greater. 

West  Coast  agencj  operations  are  expanding  at  a  rapid  rate 

both  from  the  stepped-up  regional  client  activit)  and  because  Los 

Angeles  network  television  origination  and  production  are  increasing. 

The  forecasts  for  population  growth  during  the  next  two  decades 

all  state  thai  the  biggest  influx  of  people  will  be  to  California  and 

the  Pacific  Northwest.  Such  population  trend-,  coupled  with  an 

increasing  Westward  move  of  heav)  and  light  industr)  indicate 

continued  growth  and  prosperit)   in  advertising  as  well. 

\nd  finally,  at  last  count  the  Wesl  Coast  -till  offered  women 
the  most   favorable  man-woman  ratio  of  an\    other  region  in  the  I  .S 
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Only  12 

quarter  hours 

don't 
belong  to  WTIX. 

The 

other  266  do* 

The  brand  new  Pul  W  Tl  \  a  \  irtunl  •  ■ 

'  (rlen  lay.  Ol   2HH  quni  ter  hi 

urdaj  \\  II  \ 

Thus  a  n<  u  dimension  of  domin  dded  to  WTIX'    i    nl 

and  w  idening  leadership  •  u  « »i  leai  I   I 

The  .  mi  i  June  Jul j  i  lloopi  H  . 

dightlj    over   twice   the   audience  ol    the    runnel  up 

station    WTIXV  -> 

tion  round-the-clock  excitement   and  ideaH  I 

new    \iu    Orleans   listening   habit,   with  new 

the    VI.'imi    Voung   man  n  little  i   i   ol    youi 

i"  tell   you   whj    you  gel    nothing    bul   g   I   times  oul   ol    WTIX' 

Or,  talk  i"  WTIX   general  niana   ■      Precl   BerthelHon." 
WTIX 

NEW  ORLEANS 

IC31VI 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM   Miami 
REPRESENTED    BY   JOHN    BLAIR    &    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED    BV    ADAM    YOUNG    INC. 
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A  Challenge! 

M  HAVE 

m 
UNSUCCESSFUL 

SPONSORS 

Your  investigation 

of  this  fact 

is  invited 

You  too  will 

find  that 

SPANISH 

RADIO  IS 

EFFECTIVE 

when  you  advertise 

in  Southern 

California 

on 

PASADENA • LOS ANGILIS 

V      .  Spanish  Language       .y 
^v  Station  y 

L.A.— RYan    1-6744 

S.F.— Theo   B.   Hall 

Eastern     Rep. — National    Time     Sales 

49th  and 

■  Madison 

2C) 

The  gentle  giant 

I  had  an  opportunity  to  read  through 
the  article  on  J.  Walter  Thompson  in 

the  Jul)  27th  issue,  and  want  to  ex- 
press m\  appreciation  of  the  manner 

in  w  Inch  it  was  handled. 

^  oil  ma\  he  interested  in  a  piece 

of  "fan  mail"  which  I  received  yester- 
day from  Mr.  Les  Biederman.  President 

of  Paul  Bum  an  Network,  Traverse 

City.  Michigan.  It  is  not  onlj  evi- 
dence that  sponsor  is  read,  hut  also 

that   it   prompts  immediate  action! 
Norman  H.  Strouse.  president 
J.  Walter  Thompson,  New  )  orft 

•  Reader  Biederman's  letter  commented  on 
the  article  appearing  in  SPONSOR  ami  stated 
tlial  despite  the  enormous  size  of  the  J.  ̂   alter 
Thompson  agencj  their  courteous  treatment  of 
media    people    is    unmatched. 

A    lor    of   cooks 

I  would  like  to  state  that  those  claim- 

ing to  have  organized  a  certain  for- 
mat of  music  and  news  should  admit 

that  it  takes  a  few  of  everyone's  ideas 
put  together  to  come  up  with  the  type 
of  format  that  continually  gains  the 

top  ratings  in  markets  where  the  for- 
mat is  in  effect. 

Sure,  the  Todd  Storz  stations,  the 

Plough  stations  and  David  Segal  sta- 
tions are  all  using  a  format  that  came 

from  the  public's  desire  for  music 
with  tight  production,  top  tunes  and 

good  air  salesmen.  But.  for  the  rec- 
ords, Dave  Segal  will  he  the  first  to 

admit  that  he  got  a  lot  of  ideas  from 

Todd  Storz  and  he.  in  turn,  passed  on 

these  ideas  regarding  the  format,  in 

August  of  1955,  to  Mr.  Harold  krel- 
stein  and  Mr.  Charles  DeVois  of  the 

Plough  stations  in  Memphis  when  they 

drove  to  Kansas  City,  where  David 

Segal  had  Kl  DL  at  the  time.  At  the 

same  time,  the  Plough  station  in  Mem- 
phis. WMPS.  being  an  ABC  affiliate, 

was  suffering  rating-wise  and  switched 
to  the  so-called  format  after  consult- 

ing with  David  Segal.  In  lad.  Mr.  Se- 
gal even  gave  some  ideas  to  Mr.  David 

Mendelsohn  of  WTAC.  Flint.  Michi- 

gan, regarding  the  stations  with  the 
format. 

All  of  the  so-called  format  stations 

todax  are  Number  One  in  their  mar- 

ket, respectively,  or  close  to  it:  so  let's 

— t < » | j  bickering  as  to  who  originated 
the  so-called  music  and  news  format 

and  get  out  and  sell  radio  the  was  it 
should    he   sold. 

James  F.  Brown 
National  Sales  Manager 
KOSI.  Denver 

Semi-animation  technique 

I've  heen  reading  \<>ur  publication  for 
the  past  few  \ears.  ...  I  see  quite  a 

few  articles  ahout  film  production  and 
much  ahout  how  studios  produce  films, 
however,  there  is  one  article  that  I 

have  never  seen  and  I  feel  it  would 

definiteh  he  of  service  to  agencies 

that  produce  tv  films. 

Why  not  an  article  about  the  inex- 
pensive semi-animation  technique  of 

film  production.  I've  heen  calling  on 
agencies  both  in  the  Midwest  and  in 
the  East  for  the  past  10  \ears  and  \er\ 
few   agencies  know  this  technique. 

Most  agencies  feel  that  after  a  slide 

is  produced  the  next  thing  is  a  live- 
action  or  fullv  animated  spot  that  costs 

thousands  of  dollars.  Verj  few  know 

about  semi-animation  or  the  stop  mo- 

tion technique  .  .  .  and  how  semi- 
animated  commercials  can  lie  produced 
for  as  low  as  $10  a  foot  as  compared 

to  $70  or  $80  per  foot  for  full  anima- tion. 

Agenc\  men  should  learn  ahout  these 
inexpensive  film  techniques,  to  not 

onl)  improve  the  quality  of  their  com- 
mercials over  still  slides,  but  also  to 

help  their  tv  film  budgets. 
Don  Mack,  vice  president 
Filmack  Studios.  New  1  ork 

•  For  analysis  of  production  r.  ■  h  ii  it)  ii-  -  and 
costs  see  the  SPONSOR  cost  analyses,  "Whew 
does  the  S  go?";  2  March,  page  33;  20  April. 
page    33 ;     22     June,     page     36. 

Back  to   nature 

The  August  Advertiser  s  Digest  con- 
tains a  condensation  of  your  article 

"So  you're  going  to  meet  in  a  wooded 
nook?"  1 20  August  L956).  It  ap- 

pears on  page  23  under  the  title  "So 
\  ou're  having  a  meeting?" 

Thank  you  for  making  this  available 
to  us  and  to  our  readers. 

Fd  Brenner,  editor 

Advertiser's    Digest,   Chicago 

SPONSOR 
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CORN     UTOPIA 

There  arc  ~i\  metropolitan  markets  in  I ■  ■  w  .i  and  \\  M  I  - 1  \  reaches 
three  of  them  effectivel) . 

Iowa  is  essentiall)  an  agrii  ultural  state,  bul  agriculture  is  in 

inaiuilaciiii  ing  company.  In  the  industrialized  Eastern  hall     \\  M  I  ■ 
land  i    fwo  oul   of  ever)    three   dollars   "f   incqn^e   are   industry- 
derived. 

Iowa  statistics  are  unfailingly  juicy.  Vside  from  the  lac  i  thai  am 

we  quote  will  be  oul  of  date  b)  the  time  you  see  them,  you'd 
probabl)  forgel  them  anyway.  (Fresh  data  available  upon  request 

One  fairl)  recent  brag:  \KI>  reported  L8  once-a-week  programs 
with  ratings  above  15.0  in  a  Cedar  Ra|»i<l>  Waterloo  report; 
M  of  the  1<">  were  on  WMT-TV.  We  have  more  m  rul 
thev  all  boil  down  to  this:  In  Eastern  Iowa  jrou  want  \\  \l  I  - 1  \ 

WMT-TV 
■    ■  ■-  1  .1-1'  rn  low  i 

Mail  Address:  Cedar  Rat>id< 

Channel  2  •    Maximum  power  •  The  third  highest  tower  in  the  world 

National  Representatives:  T> 
IfcNi        v 
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A  Time-Buyer 

doesn't  have  to  dig 

very  far  to 

learn  what's  what 
in  Miami. 

One    station    (WQAM) 

has   42.6%*    of    the   audience. 

Thai  s  whal  the  newesl  Hooper  says,  continuing  a  dramatic  runaway 

cor  WQAM  since  the  starl  of  Storz  Station  programming  less  than 

a  year  ago.  Now  WQAM  has  4  times  the  audience  of  the  next  station. 

The  latesl  Pulse  and  Trendex  also  show  WQAM  in  first  plaee  by  con- 

vincing margins.  .Makes  time-buying  in  .Miami  rather  simple,  doesn'1 

it  .'  Dnn'i  complicate  your  life  by  Leaning  on  1956  data  for  support. 
Gel  the  new  figures  Erom  John 

Blair   .   .   .  or  talfe    to    WQAM  WQAM 

<  teneral  Manager  -lark  Sandler. .  .  .  Berving   all  of  Southern   Florida   with 
5.000    watts    on    560    kc    .    .    .   and    radio 

1  fooper,    7   a.m.     6    p.m.,    Mod  8a1 . 
June-July,   1957 

MIAMI 

STAT  I O  INI  S 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WD6Y  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM  Miami REPRESENTED   BY   JOHN    BLAIR   &   CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED   BY   ADAM   YOUNG   INC. 

28 
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McCann-Erickson    1957   Projection 

(  <iiii.il    Resean  li    Department   ol    \l> '  ann  I  ri(  Lson   proj 

ecta  in-  rease  in  billings  t"i  .ill  nal   il  media  in 

1 1.      ..mi   |aal  w.H     I  •  I"  \  i-i.m.  both  network  and  -iml  is 

seen  as  growing  8 .  I ' .     I  rvB  puts  all  t\  .ii  It."/ ,   ahead  foi 
first  -i\  months.)    M<  •  ann  Bees  newspapers 

..iil\    ;.'.',   this  year;  magazines,  1.3%.  Radio  shows  b 

in.  I'-.i-f  ..I   all:   21.!'.'.     Foi    spol   and   network   combined 

all  nat'l    media 

+  4.6% 
1956   level' 

SOFT? 

W 

No,  say  media  directors  from  agencies  contfouitiJB  &S&6.5  million  in 

air  hilling.    Budgets  are  bigger,  Init  the  nione^.Jij.  <^|Ji*eim  around  more 

networks  and  stations  because  clients  have  wg^^npice.    Changed  buying 

patterns  suggest  instability  which  isn't  ho -ire'vr>ut'.^\  Attitude  of  tv's  clients V  '>''■'■  f'  \'.!r& 

en  i>  an  industry    "->>ll    ? 
\  lit'  ,  rise  in  car  sale*  i>  the  difference  between  normali  \ 

and  a  boom  year.  \  10' ,  increase  in  housing  development 
ma)  bring  on  a  reversal  of  government  fiscal  policy  to  halt 

"the  inflationary  spiral." 

The  current  r*elevision  Bureau  ""1  Advertising  rep"it  on 
spot  t\  in  second  quarter  1957  shows  a  lO^J  gross  dollar  vol- 

ume increase.  For  the  fu>t  half  of  1 '  * "> 7  TvB  shows  a  nearK 

ll'<  spot  t\  increase  over  the  same  months  hi  1956,  laken 
together,  network  and  spot  t\  arc  up  ci..V,  in  the  fir-l  -i\ 
inontlis  of  1957  over  the  first  half  of  last  year. 

,l  et  in  the  past  few  week-  gloom  an<l  doom  merchants 
within  the  t\   industry    itsell  and  in  advertising  circl   •  have 

l.c  :n  t.d 

talL'iiiiv^a' -f^'lUcc-  off  oi  recession.    Prinl  media  have 

taken  thi-i  <o.,ip^HtfriiliHV' (•■  front-page  gl   j   predictions  foi 
the  l"itlijs5>aL'  'Vnn  and  prinl   salesmen   hav<    begun 

to   jab  at'"^K*jett>ynericA    of  t\      with   increasing    fn 

(see  box  thfe^ragt'y  ';•;' Bui  Ip'w.'d//  b^iKes*' conditions  in  the  h    indusl 
compare  vkluh£,r/?i  Jd  the  I    S 

-tr\   realhi 

n  ollolin 

\nd  i-  tJi'/>  Ijtist  t-\p,in-i"'n  cd  t\  in  line  with  growth  ill 

other  mi-din.,'-.!' i~.tv<  talrirrj  behind  the  trend  in  ad  spending? 

\ic  there  «vi> -.r*  of  "vdiin  »-"  in  t\  .:in I  h hat's  the  fall  and 

winter  "ii'itk'Kk.*t«*>r  O'c  medium? •  \  9  •  i 

Here,  iir<jm>tjoii.".vnd..in-\  ei  form,  ai  ws  "f  media 
directors  w'bosd      •  ricieV  .i   ml    foi    an   accregati    - r 

■      -       '■ M'ONSOK 1  i    \i  i.i  st  L951 
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Tv  has  plenty  of  growth  in  its 

future,  media  v.p.'s  told  SPONSOR, 

since     ost-per-1 ,000  keeps  improving 

mill i        in    air    media    hillings   and   of  such   economists   as 

J\\  I       \  i  n< >  Johnson  and   Department   of  Commerce  spe- 
i-  who  evaluate  I  .  S.  economic  trends. 

(j  .  I\  the  "sane"  lull,  you  hear  in  some  quarters  justified'.' 
i.  Definite!)  no,  say  media  executives  who  control  a  major 

portion  of  all  national  t\  spending.  They  see  expansion  con- 

tinuing, hut  on  a  broader  base.  There  are  simply  more  t\ 

choices  available  to  the  advertiser  and  the  money  is  spread 

among  more  networks,  stations  and  time  periods. 

As  media  v.p."s  like  JWT's  Arthur  Porter  point  out,  tv's 
cost-per-1.000  continues  to  decline,  making  the  medium  in- 

creasing!) efficient  despite  rate  increases.  Therefore,  main- 
tain media  men.  advertisers  will  continue  to  increase  tv 

budgets  because  of  the  continued   improving   return. 

Q.  How  dues  tv  hold  uj>  against  IS.  industry  at  large? 

A.  Tv's  growth  this  year  is  uneven  compared  with  previous 
seasons.  Billings  increases  were  broadly  distributed  among 

networks  and  stations  both  during  the  last  few  years.  Hut 

now  bigger  naps  are  opening  up  between  stations  in  the  same 
market  and  between  markets  of  different  sizes. 

Some  t\  stations  reporting  to  TvB  pointed  to  booming 

business,  according  to  Norman  "Pete"  Cash.  TvB  president. 
Others  see  more  unsold  time  than  ever  before. 

This  uneveness  is  reflected  in  the  U.S.  economy  as  a 

whole.  Even  within  the  same  industry,  patterns  of  sales  and 

profits  have  shown  wide  fluctuation.  In  automobiles,  for  in- 

stance, General  Motors  showed  a  4.4%  drop  in  profits  com- 

pared to  L956,  while  Ford  went  up  29.8$  and  Chrysler  up 

380.6$  in  the  same  six-month  period.  Sylvania  went  down 

35.1%,  RCA  up  1.4';  las  reported  in  U.S.  Netvs  &  World 
Report,  9  August  1957).  This  uneveness  within  industries 

is  reflected  in  a  large  cross-section  of  the  U.  S.  economy. 

The  one  consistent  pattern:  high  costs  in  most  industries 

have  kept  the  profit  trend  below  increases  in  sales. 

The  same  pattern  has  affected  many  individual  tv  station 

operators.  Thus  where  a  10%  increase  in  billing  for  one 

station  may  mean  a  satisfactory  return,  to  another  it  may  be 

disappointing. 

Says  "Pete"  Cash:  "Take  the  man  who  puts  x5< )().()()()  into 
a  t\  -tat ion  in  1050.  He  experienced  five  years  of  enormous 

growth,  then  sold  out  for  sa\  S5  million.  Had  he  not  sold 

Out,  l\'s  current  rate  of  growth  would  still  reflect  an  excellent 
return  on  his  original  investment.  But  to  the  man  who 

bought  him  out  at  $5  million,  the  current  rate  of  increase 

ma)    seem  a  slow    return  on  his  capital  investment." 

Q.      I  Ins  it  outgrown  the  days  of  big  jumps  in  hillings.-' 
A.     \"i  according  to  billings  and  the  outlook  in  nine  out  of 

iini  air  media  agencies  surveyed  this  week  1>\  sponsor. 

(For  detailed  projection  of  fall  television  spending  trends, 

see  sponsor's  Tv/Radio  Basics,  Jul)    1957.  i 

"We  don  I  -ee  an\  soften  in  2.  -a\s  J\\  T  media  v. p.  Arthur 
Porter.  "Our  accounts  are  more  active  in  both  network  and 

spot  than  the)  were  last  year,  and  good  times  in  good  mar- 
kets are  just  as  hard  to  clear  as  they  ever  yvere.  Tv  has  had  a 

favorable  curve  in  terms  of  cost-per-1,000  so  that  circulation 
has  steadily  increased  since  1950  more  than  any  other 

medium,  compensating  for  rate  increases." 

Prank  Kemp.  Compton's  media  director,  predicts  the  big- 

gest I\  \ear  yet  for  the  agenc)  on  existing  accounts.  "But 
\ou  can't  draw  over-all  conclusions  from  any  one  agency. 
For  instance,  more  of  our  hilling  yvill  he  in  network  than 

in  spol  this  year  primarily  because  new  product-  we  intro- 

duced in  the  past  have  matured  to  a  level  of  national  distri- 
bution. On  the  other  hand,  other  agencies  may  be  handling 

more  new  products  this  year  and  you  could  find  their  bal- 

ance between  network  and  spot  swinging  the  other  way." 
The  majority  of  media  directors  interviewed  foresee  a 

continued  and  heft)   upward  trend  in  spot  tv  particularly  be- 

PRINT   MEDIA   EVIDENTLY 

Attack:      In     a     recent    promotion     piece,    tl 

ANPA  described  a  six-market  study   of  tv  coi 

mercial  penetration    within    programs   and   adj 

cent   to   them.    The   stud)    pegged   "comm< 

observed  and  recalled"  within  shows  at  3095 

total  viewers  or  below;  "spot  announcement-  i 
served   and    recalled"   at   3'  f    or   fewer   of   tot 
audience.    The  sur\e\.  conducted  l>v  Hoopei   \ 

telephone,  lasted  for  fi\e  days  I  see  chart  beli  R 

The  crucial  question,  if  the  interviewee  ha.! 

watching    tv :    "\\  hat    commercials    do    you    r 
member  seeing  since  the  last   program  ended? 

— —  ■!!■      I  II  II  I  Hill 
In   New  York.  In  San   Francisco  -  Oakland 

O-l  J    Spots  before  their  eyes  O  i  «)     Spots  before  theitr* 

2-<>    Penetrated  1 2    Penetrated 

RATING      2.8%  RATING      1.5% 

Homw  «.lh  TV B*u  la  Vn Ho'\7e^r~d 

'irVo.tr.1' 

v^sr 488 

394 

846 

20 

401 

367 

708 

14 

651 464 961 17 
T    PAUL 

466 366 

7>e 

14 

473 408 

818 

23 OAKLAND 
408 366 

816 

12 

2.764 2.387 

4.861 
lOO 
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cause  ol  constant  new  product  introduction  bj  industry. 

(See  "The  marketing  medium,"  sponsor   I   August  19 
"General  Mill-.  Level  Bros.,  and  innumerable  othei  inajoi 

jii   media  companies  have  batches  "I  new   products  on  the 

drawing  boards,"  says  the  head  "I  media  at  one  oi  th< 

five  agencies.   "These  alone  would  guarantee  .1  bij 
ovei  the  m\t  yeai  even  ii  established  products  merelj  main 

tained  then  current  level  "I  spending.    Within  two  years  01 

so,  these  new  products  will  become  network  advertisers. 

(>n  the  other  band,  major  advertising  spenders  are  so  well 

represented  on  i\  toda)  in  terms  ol  various  product  cate 

gories,  thai  few  media  men  expect  t"  see  a  majoi  increase  in 

network  billing  immediate!) . 

O.  lion  does  /is  current  rate  oj  growth  stack  up  against 
othei  media? 

V.  It's  -lill  well  out  in  front  oi  most  other  media,  particu- 

lar!) Bpol  t\.  with  its  ll'<  increase  l"i  the  first  -i\  months 

of  1957.  Network  tv's  6.9'  -  boost  in  billings  (PIB  foi  first 
six  months  of  1957)   is  slighth  ahead  of  the  recent  increase 

in  magazine  revenui     6.8       ovei   the  first   I ■ . 1 1 1  "l    I'JaG  at 
.  .mini    to  I'll!.     In  ili>  1  .1-'  -I  the  two  lattei  media  mm  h  "I 
the  mi  i-  «  ithei  than  ai  tual  new 
business. 

Newspapers  have  shown  •>  slight  decline  in  the  past  six 

months,  whereat  spot  radio  has  registered  the  healthiest 
mi  since  the  advent  ol  i\  According  to  Media  Records, 

newspapers  dei  lined  1 1.6  million  lines  in  the  first  five  months 

"I    1957.    Spot   radio  in  1I1  •  first  quai  ter  of  195        is  up 
In  .     .   rding  to  SRA     <  hjtdooi    Advertising   I  m     esti 

mates  .1   !•    increase  ovei     56,  but  final  6  ren'l  out. 
rherefore,  in  relation  i"  the  growth  "I  othei  media  i\  is 

certainl)    not    "soft."    It's  < -nl\    when   iv  -    195"    groi 
measured   in  percentages  against   the  phenomenal  climb  of 

ii-  earliei  years  does  the  medium  se<  m  i"  !"•  "levelling 
In  terms  "I  first  quartet  figures,  h  -  in<  reases  in  19  i  I 

1952  were  "».">• ,  ;   1954  was   I-".    head;    1955,  26'  I 

_' v    :   1957,  ll.(>'.    (according  to  McCann-Erickson's  I 

tral  Resean  h  I  lepai  tment  • . 
1  Please  turn  to  / 

IS  NOW  RIPE  FOR  ATTACKS  ON  TV.  HERE'S  MOST  RECENT  FROM  ANPA 

Rebuttal:  Since  Trendex  is  the  "iil\ 

i\  research  organization  current!) 

studying  commercial  penetration,  \\ . 

\\  .  Dorrell,  Blair  Representatives  v.p. 

and  director  of  research,  asked  Ed 

Hynes,  president  "I  Trendex,  to  evalu- 

ate the  WP  \  -t mi> .  Here's  \\ hat 
ll\  nc-  reported : 

"The  technique  upon  which  this  pro- 
motion piece  is  based  is  unaided  recall. 

This  i>  a  radical  departure  from  the 

technique  used  i"  measure  the  print 

medium,  which  now  use-  and  always 

has  used  ever)  possible  aid  to  stimulate 

recall.  I  lie  questioning  arrangement, 

!>\  it-  design,  confuses  the  interviewed 

1>\  asking  about  his  viewing  <>f  pro- 

grams now,  then  one-hall  hour  ago; 

then  when  the  respondent  is  concen- 
trating to  remember  the  program  and 

station  be  viewed  one-hall  hour  ago, 
the  interviewer  switches  the  train  of 

thought  to  commercials.  Such  a  tech- 

nique can  onl)  bias  the  respondent 

with  a  desire  to  terminate  the  annoy- 

ance a>  soon  as  possible. 

"This  now  brings  us  to  the  crucial 

question:    'What    commercials    or   ad- 

vertising message  do  you  remembei 

.  .  .'.'  I  his  could  be  const!  tied  l>\  the 

respondent  as  requiring  them  tn  recite 
the  commercial  oi  advertising  messagi 

1 1  om  memory .  but  at  best,  because  of 

the  inquisition  dread)  gone  through, 

the)  mention  one  or  two  and  feel  the) 

have  done  their  dut)  and  are  certainl) 

not  going  to  cooperate  with  full  men- 
tion ol  commercial-  recalled. 

"Furthermore,  some  ol  the  percent- 
ages arc  computed  on  the  assumption 

that  each  station  has  the  same  number 

ol  announcements  and  \  iewers. 

"Aided-recall  techniques  using  the 
immediate-recall  tei  luiique  -how  that 

the  average  network  commercial  i-  re- 

called b)  65' <  "I  the  total  audience 
and  it  sometimes  runs  as  high  as  85 

"Comparable  studies  using  aided  re- 
call on  station  breaks  -how  something 

like  this:  If  the  respondenl  had  been 

timed  to  both  adjacencies,  about  50'  i 
recall  the  station  break.  If  the  respond- 

ent has  been  tuned  to  onl)  one  ad- 

jacency, and  those  who  had  seen  the 
one  adjacenc)  were  used  as  a  base, 
aided  recall  was  approximate!)   25 

"The  65' !  figure  foi  network  pro- 

grams has  been  true  "f  the  Q.R.I,  im- 
mediate recall  studies,  Pro<  tei  S  I  i 

hie  studies,  which  use  a  more  involved 

technique,  and  ̂   oung  &  Rubii  am  im- 
mediate recall  studies. 

"Nowhere  in  the    Wl*  \  publii 
have   we  been   able  to  determine  the 

time  of  da)   this  stud)    was  done.     V 
examination  of  the  26.8'  i    M  hi 

ber  or  who  identified  the  integrated 

commercial  i-  in  w  ide  \  ai  ian<  e  w  ith 

the  Irendex  coincidental  findings 

sponsor  identification.  \-kin^  the 

question,  "Whal  is  advertised?"  and 
act  ept  oi-  .1-  i  ..i  reel  the  name  of  the 

sponsor  "i  his  produi  t-.  we  find  the 

,:\  erage  I"  be  i  lose  t"  75' !    >  oi  in  t. 
I  his  can  onl)  be  a  reflection  "l  the 

poor  technique  and  resultant  respond- 
enl fatigue.  While  this  report 

come  up,  we  feel  that  the  vast  majorit) 
•  •I  ie-'  arch  and  media  people  an 

-mart  I"  be  taken  in  i>\  this  type  of 

statistical  leger-demain  which  was  ob- 

vious!) designed  and  executed  not  >\ith 
the  idea  of  gaining  information,  but 

to  suppoj  t  a  pre-ai  ranged  end." 
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THE  FLIGHT  THAT  FLOPPED 

f /    used   to    be   a    sign 

f painter,   you  know.  1  like 

to  write  long   signs.   Like 

No   Peddlers   or   Agents 

t .   .  Lost  Our  Lease  .   .  or 

\ 
V 
\ 

maybe  Special  Today  .   . 

Lentil   Soup   .   .   . 

V                      / 

\  ( w 
w 
w 

I  All   right,    Dudley,    all    that's    behind    you 

i  now.    Nucoa    made    you    a    skywriter.     All 

I  you    have   to   do   is    go    up   at    12    o'clock, 

I  high   noon,   today,   over   the   city   and   sky- 

I  write    NUCOA    ...    everyone    will    be 

\  looking    up.     Do    you    understand?     Truly? 

/ 

y  / 

j  / 

___.
• 

Most  admen  agree  the  "Dudley" 

campaign  for  Nucoa  illustrates 

big    danger    in    humorous    radio 

commercials:     Sometimes     you 
I 

can't  find  the  brand  amid  the  fun. 

I  lie  trend  to  humorous  commercial 

cop)  which  began  flying  high  this 

~prin»  bumped  into  an  amateur  -k\- 

writer  trying  to  >pell  "Nucoa  ovei 
\<-w  York  City  this  month  and  lost 
considerable  altitude. 

\t  least  this  i-  the  opinion  of  a 
number  of  admen  who  ha\e  begun  to 

ask  themselves  the  question:  "'How much  is  an  advertising  gag  worth  if 

it  doesn't  tell  the  product  storx  .'" The  amateur  sk\  writer  was  \  ictor 

Dudley,  who  it  was  said,  learned  his 
hobbv  from  a  crop-duster  friend  on 

weekend-.  ("First  time  I've  ever 
worked  with  smoke  but  I  »uess  it  can  t 
be  too  different  from  DDT.    i 

Around  Dudlev.  The  Nucoa  Mar- 

garine Division  of  The  Best  Foods 
Inc.  and  its  San  Francisco-based  ad- 

vertising agenc)  — Guild.  Bascom  iw 

Ronfigli — built  an  elaborate  and  high- 
l\  amusing  10-daj  gimmick  promo- 

tion on  spot  radio  in  the  New  York 
market.  Nine  local  stations  i  \\  CBS. 

WRCA.  W  MCA.  WOK.  \\  INS,  \\  M- 
CM.  \\  \BC.  WM.W.  and  WPAT) 

carried  saturation  schedules  of  one- 

minute  announcements  featuring  co- 

median Stan  Freberg  as  Dudle)  s  "sky- 

writing  coach. 
Dudley's  mission  was  to  -k\  write 

over  New  York  on  five  successiye  days 

starting  2(->  July,  misspelling  Nucoa  on 
Four  of  those  days  (NOOPS,  NEWCO, 

M  COV,  NOOCO)  and  finallv  get  it 
right  on  the  fifth  <la\.  The  Freberg 

radio  spots  were  skits  in  which  coach 
was  to  chide  amateur  skywriter  for 

his  errors  in  spelling;  the}    were  load- 
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< -I I  w  1 1 1 1  entei  tainment  l>ui  tn >t  w  iih 

product  Bell. 

I  lie  w  hole  poinl  "I  the  gag  la)  in 

Dudley's  weakness  in  spelling,  but  un> 
foi  tunatel)  he  nevei  'j"i  the  chance  to 

prove  it.  Clouds,  haze  and  other  va- 

garies ol  New  ̂ "ik  summei  weathei 

kept  l)iiillf\  grounded  until  the  last 

day.  "t  lloud)  weathei  commercials 
were  substituted  the  eventuality  had 

been  anticipated  though  hardl)  hoped 
for     ami  these  i""  were  humorous. 

Bui  just  how  manj  of  the  15,000,- 
000  people  Nucoa  counted  on  being 

in  stitches  bj  5  August  were  actuall) 

in  that  state  is  something  man)  ad- 

men would  like  to  know .  I  he)  il  also 

like  to  know  whether  this  promotion 

which  cosl    Besl    Foods   perhaps  $80,- 
000  and  embraced  about  567  radio 

announcements,  57  newspapei  ads  as 

ui'll  as  a  page  in  The  \eu  Yorker 
i  none  \\  it!i  a  trace  "l  product  cop)  > 

proved  much  I >» -~ i « It -—  the  fact  thai 

client  and  agenc)  I >< >i h  have  a  won- 
derful sense  <>l  humor. 

"Ii  -  all  ver)  nice  t"  be  altruistic 
ami  entertain  the  public  with  funn) 

commercials,"  one  cop)  chief  told 

SPONSOR,  "but  iinlf—  you  weave  at 
least  your  main  selling  point  into  the 
humor.   \ou    mi--   the   boat. 

"Personally,  I  think  I >u < 1 1«  \  was  a 
dud,  -ait I  an  agenc)  account  execu- 

tive. "None  of  their  radio  spots  had 
a  damn  thing  to  sa)  the  about  the 

product.1 
"I  wasn  t  even  keen  on  the  humor. 

said  another  adman.  "The  whole  butl 
of  the  joke  was  Dudley.  I  like  humor 

that    make-    light    ol    a    situation    rather 

than  an  individual.  Besides  I  person- 

all)  lose  faith  with  a  compan)  that 

hires  a  skywriter  who  rant   spell." 
It  s  the  old  -ion  ever)  one  prides 

himself  on  having  a  sense  of  humor, 

hut  everyone  is  suspicious  of  humor 

the   instant    it    rear-   it-   happ)    head. 
\-  l, ii  a-  Nucoa  and  GB&B  are  con- 

cerned, IhnllfN  was  not  supposed  to 

sell  anything.  He  was  purel)  and  sim- 

pl)  a  publicit)  stunt.  I  he  stor)  be- 
hind  his  creation  substantiates  this. 

Nucoa  says  ii  had  originall)  planned 

simultaneous  campaigns  in  two  mar- 

ket-. New   York  and  Los    Angeles.    In 

1  •  •-  Vngeles,  the)  were  in  pick  up  two 

t\  shows  to  their  liking:  Life  U  ith 

hither  on  K.W  ami  Golden  Voyage 

on  KCOP.  The  commercials  on  these 

halt -hour  completer)  sponsored  pro- 

mam-  feature  a  lighthearted  British- 

type  character  called  Seymour  Green, 

In  New  ̂ "ik.  however,  the)  were  un- 
able i"  find  i  tx  show  the\  wanted 

in  sponsor,  So  i hej  de>  ised  a  radio 

promotion  thai  would  serve  a-  a  -"ii 
nl  ii ailei  i"  tin  i \  campaign  om  e 

the)  Found  a  show  I  In-  was  how 
I ludle)  .u\<\  Freberg  gol  into  the  ai  t 

Starting  2 1  luly,  .<  h\  e-daj  te  isei 

campaign  "I  more  than  25  i  on- 
in tuncements  were  spread  ovei  the 

nine  \cw  ̂   ■  > t k  radio  stations  alerting 

the  populace  to  look  upward  on  the 

following    Vfonday.     In   these   1 1  i d  rs 

\  net  ia    w  a-n  I    i\  in    inn1, 

I  i inn  Vfondaj  -"'  1 1 j I \  I  through 

Saturda)  I  5  August  >  about  251 '  one- 
minute    humorous    dialogues    between 

I  ieln'1  g  ami  I  )udli\  w  ere  used  on  th< 

same  stations.  I  hese  wen-  i  on<  ern<  d 
iinlx     with    the    -k\  w  ritina    gimmick  : 

advertising   •  ampaign      Nevertheli 
lol  nl  admen  ha\ e  been  susp   is  ol 

tin    1-lln  ,n  \    nl   othei    li   hi  toui  h   i  Mm- 

men  id-  whi<  h  onl)  a  few  month" 

w  e  i  e    .itit.it  ting     fat  oi  able    ■  ommenl 

1 1 ..in  newspapei   colun  ind  trad» 

press  editors, 
\diiien     a-k  :     I  lax  en  I     tin      I  loffman 

|.i-\ ii ages    people    run    theii    "Could 

you  be  happ)   if  youi  name  v. ■   ■    Sai 
-a|i,i[  ill, i  '        i     into  t hi    t  round  '   Isn't 
it   possible  thai  (  a\  aliei  -  commercial 

1 1 .nit  d\    i  harai  tei    na med    I '< igei 
w  < •  i  ii  .  .nl  In-  welcome?  \\  hai  ha  i  •■  iht- 
kiirj    ami   the   lion   .n  t u.dlx    doni 

(  hesterfield    Kings  ?    Doubtful    looks 
ha\  e  ex  en  i  in  neil   In  the  direction   ol 

the  i  I.1--11   sei  Ii-  thai  is  generall     con- 

i  eded  to  I"-  the  pioneei   and   para 

ol    humoi  mi-   i  ommercials       brothers 

LOOK  UP Dudley 

is  coming! 

Dudley: 

You  sent  for  me. 

Coach' 

Coach  Freberg 

Yes.  Dudley  I've  got 
a  skywriting  10b  lor 
you  next  Monday 
noon 

Dudley: 

Gosh,  the  big  time 

Coach  Freberg: 
That's  right— Monday 

at  noon 

July  29 

com 

LEY 

ing! 

JULY  29 

LOOK   UP 

Dudley 

is  coming  I 

Coach  Freberg: 
You  all  set  tor  the 
Skywriting  Monday. 

Dudley' 

Dudley: 

Yeah  — l  got  a  wonder 
'ul  airplane,  Coach,  it 
writes  ten  thousand 

words  without  a  refill 
Coach  Freberg: 
One  word.  Dudley 
That's  all  we  want  One 

word  —  at  high  noon 

Monday 

July  29 

Teaser    prinl    campaign    had    everyone    limkiiiL'    up,    but    Dudley    onlj    showed    one    da) 

Nucoa  xxa-  mentioned  hut  no  product 

sell  was  included.  Then  on  5  Vugust, 

a  whole  new  set  ol  minute -commer- 

cials pattei  ned  mi  it-  W  est  ( loasl  t\ 
were  started  on  seven  New  York 

radio  stations  \\  VB<  .  CBS,  \\  INS, 

\\  \K.\I.  \\  NEW,  WOR  and  \\  IK  \ 
The  schedule   of  these  stands   al    133 

per    week.     These    too    are    liuhl    tough 

commercials,  Imt  the)  also  im  hide  the 

standard    ingredient-         produtt    name. 

product    stor)    and    a    musical    jingle. 

The)  xxill  continue  to  run.  accord- 

ing i"  Bi  uce  Hamilton,  m\^  •■  \  isins 
ma  n  a  g  er  of  I  he  Besl  I  oods,  Inc., 

"until  we  i  an  pick  up  two  suitable 

half-houi  completel)  sponsored  tele- 

vision shows.  It  i-  quite  possible  the) 
will   run  on  radio  into  October. 

So  it  ma)  be  that  •  ritics  ol  the 

Dudle)  skywriting  hit  have  been  con- 
fusing  .i   :  romotion   gimmick   with  an 

Bert   and   II, nix    foi    Piel's  Beer. 

"  \-  great  as  the)  .m-.    a  i  op)  chief 

told    SPONSOR,    "I    feel    Bert    and    llarrx 
Piel  commercials  could  be  strength- 

ened a  little  more.  \  er)  few  humoi  - 
mi-  commercials  evei  dig  deep  enough 

into  the  -ell T\xo  commercial  sei  ies  that  dig 

deep  int"  sell  are  the  S  hweppes  I  on- 

ii  announcements  featuring  "S»  hwep- 
pervescence  aw<\  those  ol  Pepperidge 

Bread  that  stai  Parkei  Fennell)  of 

Vllen's    Vile)    fame. 
Both  "t  these  are  built  around  the 

product  -t"i  \  I  hex  . 1 1  •  regai  ded  as 

humorous  commercials  l>x  practicall) 

everyone  but  the  agenc)  that  produces 

idem  Ogilvy,  Benson  v\  Mathers.  ITiis 

max  be  explained  b)  the  fact  that  last 
December,  David  Ogilvy,  the  agenc) 

-■dent,  in  a  treatise  called  "How 

in   create   e   I   advertisements'    tiatlx 
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ning:    Humorous    cop) 

■-   Mot    -land   alone   in   this 

;ponsor-s<  ope   reported   in 
the  3    V    usl  issue:  Reactions  against 

corned       ommercials   are  setting    in 

thicl        I  fast  among  admen.  The  gen- 
eral       mplaint:   The   latest   specimens 

i  be  coined  up  to  the  hilt  and 
,\t\ci\   with    pointless  dialogue.   So 

trend  toward  the  light-touch  com- 

rcial — sparked    for   a    while   by    im- 
iinalive  characterizations   and   clevei 

writing — could  turn  out  to  be  a  fairl) 
briel  one. 

The  same  item  included  this  predic- 
tion 1>\  the  head  commercial  writer 

for  an  agency  loaded  with  radio  hill- 

ings:   "They'll    he   going   hack   to   the 

the  people  ami.  in  man)  cases,  humor 

ma)  be  the  right  answer  -so  long  as 
it  i-  dellh  handled  humor,  done  b) 

professionals. 
Humor  is  one  of  the  most   fragile 

ol  all  literar\  forms.  Applied  to  ad- 

vertising it  becomes  even  more  deli- 
cate. Mishandled  humor  is  worse  than 

no  humor  at  all.  And  when  a  gag  is 

repeated  it  is  hound  to  gel  holing. 

SPONSOR  pointed  out  main  of  these 

pitfalls  in  an  article  titled  "Should 
\ou  get  on  radio-  COmed)  commer- 

cial bandwagon?"  in  its  11  May  1957 

issue.  "If  you  try  humor,"  it  advised, 

"be  prepared  to  switch  commercials 
frequenth . 

A  good  case  in  point  is  the  Ram- 
bler car  which  is  enjoying  its  biggest 
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Some  DO'S  and  DON'TS  in  humor 

Do  develop  characters  which  are 
credible.  Exaggeration  is  a  part  of 

humor  writing,  but  it  ha-  it-  limits 
beyond  which  listener  cannot  identify. 

Do  remember  that  the  product  mes- 
sage must  be  woven  skillfully  into 

the  script  but  never  dominated  by 
its   comedy.     This   takes   a   real   pro. 

Do  appeal  to  the  emotions  of  the 
listener  through  the  use  ol  high  level 

humor.  Audiences  are  more  sophisti- 
cated   cornv    gags   will    insult    them. 

Don't  trj  to  he  so  funny  that  the 
result  is  labored  or  that  you  wind  up 

-o  involved  in  comedy  that  you  forget 

to  g<t  across  your  main  sales  theme. 

Don't  entrust  corned)  writing  to  an 
amateur.  Too  many  think  all  you 

need  is  a  funny  name.  I  Harry 
and      Bert      are      ordinary      names.) 

Don't  keep  repeating  the  same 
commercial  no  matter  how  funny  it 

is.  Get  some  new  follow-ups.  The 
most   hilarious  story  can  get   boring. 

I ingle  soon  in  hordes.  Nothing  sticks 

in  the  mind  so  effectively  as  a  hatch 

of  catcln    words  put  to  catchy  music. 
Actually  the  jingle  has  never  gone 

out  «>f  favor.  It  has  gained  in  popu- 

larity and  prestige.  "There  will  always 
he  a  place  for  every  type  of  commer- 

cial including  the  'talking  t\pe.'  hut 
to  m\  wa\  of  thinking  the  'special" 
place  will  be  for  the  musical  commer- 

cial," says  Raymond  Scott,  composer- 

conductor  i  formerly  with  ///'/  Parade. 
hut  now  turning  out  radio  and  t\  com- 

mercials at  his  Jingle  Workshop  in 
\rw    York  I. 

Sascha  Burland,  McCann-Erickson 

songwriter,  feels  that  "Music,  in  gen- 

eral, i-  more  memorable  than  humor." 
But  he  also  points  out  that  each  ad- 

vertiser   must    decide    how    to    talk    to 

year  ever  with  sales  about  35*  I  ahead 

of  last  year.  A  good  part  of  this  gain 

is  attributable  to  heavy  use  of  radio 

with  humorous  commercials  produced 

b)  Geyer  Advertising  \genc\ .  But 

they  have  not  relied  on  onl\  a  hand- 
ful of  these  commercials.  To  avoid 

monotony  as  well  as  to  cut  across  as 
main  individual  senses  of  humor  as 

possible,  they  are  using  about  20  dif- 
ferent announcements  divided  into 

three  series:  one  starring  the  light- 

hearted  tales  of  Arnold  Stang:  an- 
other the  wit  of  Eddie  Lawrence:  and 

a  third  group  known  as  u\  ou  Can't Do  That!  .  .  .  Well,  in  a  Rambler  I 

Can.  None  of  these  commercials  is 

amusing  just  for  the  sake  of  being 

funny — each  packs  the  -ale-  message 
of   big   car   comfort   and    room    along 

with  small   foreign  car  economy. 
Selling  cannot  afford  to  take  a  back 

-eat  to  humor.  But  if  humor  fits  the 

product,  if  the  humor  is  profession- 

all)  handled  (doesn't  hurt  anyone — in- 
cluding tlie  sponsor),  and  if  at  least 

the  main  gelling  point  of  the  product 

i-  Bllbtl)  worked  into  it.  then  it  can 
be  a  formidable  salesman  appealing 

to  emotions  just  as  much  as  does  a 

good   musical  commercial. 

Don  Calhoun,  McCann-Erickson's 
creative  director  (who  see-  no  trend 

awa)  from  the  humorous  commer- 

cial i .  recalls  a  regional  West  Coast  t\ 

campaign  a  few  years  hack  for  a  bug- 
killer  called  Bug-Etta.  With  nothing 

more  to  work  with  than  eight-second 

I.D.'s,  they  turned  to  humor.  A  sad- 

eyed  snail  appeared.  g*ot  sprayed  bj 
the  product,  and  dolefully  remarked 

"Us  bugs  hate  Bug-Ktta."  Here,  in  five 
ticks,  \iewers.  got  a  tragi-comic  char- 

acter, a  product  demonstration  and  a 

catchy  punch-line  that  was  both  hu- 

morous and  memorable.  So  memor- 

able, in  fact,  that  practically  every 

high  school  student  in  Northern  Cal- 
ifornia was  going  about  repeating, 

"Us  bugs  hate  Bug-Etta."  A  jingle 
couldn  t   have   accomplished   more. 

Even  though  Nucoa's  sk\  junket 
wa-  a  promotion  rather  than  an  ad 

campaign,  Dave  Bascom,  board  chair- 
man and  creative  chief  of  Guild.  Bas- 

com &  Bonfigli.  uses  the  same  ion- 

cepts  in  out-and-out  advertising  cam- 

paigns. 

"'You  can  sell  anything  on  t\    from 
the  Brooklyn  Bridge  to  the  Holly  w   I 

Freeway  —  once,"  he's  told  SPONSOR. 
"But  to  sell  it  thousands  of  times  you 
need  an  off-heat  and  up-beat  commer- 

cial. The  off- heat,  frequenth  laden 
with  humor,  is  what  keeps  him  awake 

when  he's  watching  tv  and  he  figures 
— on  the  basis  of  exhaustive  consum- 

er research  studies  —  and  it's  prettj 

hard  to  sell  a  gu\    who's  snoring." Humor  crashes  through  the  psycho- 

logical harrier  erected  b)  the  viewer 

or  listener.  In  Bascom's  book,  there 
"i-n  t  a  self-respecting  member  of  the 
audience  who  wouldn't  rather  play 
poker  or  bongo  drums  than  sit  -till 
for  the  commercial. 

\  few  important  do's  and  don't  on 
corned)  comercials  appear  in  the  box 

on  this  page.  Following  them  will  not 

guarantee  against  misfire.  Humor  is 

too  volatile  a  thing  to  guarantee.  It's 
like  TNT— Handle   With   Care!       ̂  

;i 
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A 
AC  A  gets  same  treatment  '  &N  gives  packagi   g   I-.    '  reative  team:     Fran<  i-  Barton    h  .  v.p.  and  genera]  man- 

age]  radio-tv;  Thomas  II.  Lane,  senioi   v.p.-managemenl  .1   ml    supervisor;    M  u    Wylie,    script    editor;    Nicholas    I 

Kees'ely,  senior  v.p.-radio-ti   director;    Ernes)   rlartman    program  supervisoi  and    Anthonj   DePierro,  v.p.-media  din 

HOW  THE  GAS  INDUSTRY 

MARKETS  A  NEW  IDENTITY 

American  Gas  Association 

spends  82.25  million 

on    network    television    to 

prove  «jas  is  modern. 

Here"*,  how  a  group  can 

move  last,  avoid  bickering 

"I 

■  ~n  (  advertising  t«»r  an  association 

i t j — t  a  lot  of  institutional  gush  / 
'"  \ikI.  l>n\ .  w  hal  a  political  hassle 

when  you  have  to  gel  hundreds  ol 

members  to  agree  on  decisions. 
Brother  admen  have  tried  oul  re- 

marks like  the  above  on  Lennen  v\ 

Newell-  Tom  Lane,  senior  v.p.  and 

management  account  supervisoi  foi  the 

American  Gas  Association,  onlj  t"  gel 

.1  surprising  answer;  In  \(i\-  1 .1-' 
there  are  1  ertainlj  no  asso<  iation  blues. 
\iiil  \(>\  has  sold  as  solidl)  as  if  it 

had  a  package  product  to  market 
Of  course  an  asso<  iation  with  H>2  ol 

it-  members  as  network  t\  advertisers 

creates  problems  unknown  in  ordinary 
client-agenc)   dealings. 

The  association  must  first  of  all: 

•  Gel  it-  group  of  individuals  t" 

supporl  sui  h  .1  project. 
•  Decide  who  will  make  the  final <lei  isions. 

•  1  li.ii  ge  the  part  it  ipating  members 

fairh   for  theii  -hair  of  1  osts. 

I  he  agent  j    fa<  es  the  problen  - 
•  Picking  a  show  that  will  meet  with 

group  approval. 

•  1  letting  a  fast  oka)  w  hen  a  "hot" 
program  spot  opens  up. 

•  I  inding  general  ent  on 
u  hich  phase  of  the  ad  1  ampaign  mei  its 

major  emphasis. 
\\  hen  \'-  \  moved  ovei  t"  Lennen  ̂  

Newell  two  y<  -  .  the  asso<  iation 

was  spending  close  to  $1  million  foi 

advertising  I  he  entire  amount  went 
to  print  media,  covering  not  onh 

SPONSOR 
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id  Lennen  &  Newell  combine  to  turn 

idividualists  into  a  successful  network  tv 

advertiser  by  organization  and  pre-planning 

hut  also   industrial  and  com- 

■  uses  "I  gas.     \t  the  same  time 
the     a-    indu-ttv    was    faced    with  the 

pledge    thai    the    electric    industry 

i  doubled  i(>  national  advertising  on 

ipliances    directl)     competitive    with 

.1-   and    was   spending   over   5095    of 

it>    advertising    dollars    in    t\.       \(.\ 

knew    it    needed    to    step    up    it*   adver- 

tising  campaign. 

Main  target  ol  the  new  and  bigger 

campaign  was  the  public's  notion  that 

gas  was  old-fashioned.  \( ',  \  picked network  television  as  the  medium  to 

bring  gas  out  of  tins  gaslight  concept 
because: 

1  i  Tv,  as  the  most  modern  medium. 

was  a  natural  to  show  the  modernitj 

of  gas. 

2 1    Demonstration    factor. 

3  i    Lowest  cost-per-1000. 

1  i  By  doing  commercial-  national!) 
AGA  could  get  an  outstanding  better 

product  than  individual  local  utilities 
could  afford  h\    themselves. 

5 i  Association  members  would  get 

Class  "A"  time,  which  was  not  always 
available  locally. 

Actually  the  idea  of  national  air 

media  use  was  not  a  product  of  new 

thinking  on  the  part  of  the  association. 

Past  efforts  to  create  such  a  program 

date  back  14  years,  even  before  the 
advent  of  television.  However  none 

of  the  earlier  attempts  ever  got  off  the 

ground. 
VGA-  first  successful  fiver  in  air 

media  took  off  on  10  Januarv  of  this 

year  when  the  association  started  spon- 

sorship of  an  alternate  week  half-hour 

portion  on  CBS  TV's  Play  house  90. 

This  was  possible  because.  "We  had 
reached  a  coincidental  peak  of  Indus- 

trj interest,  abilitv  and  need."  explains 
Frank  Trembly,  chairman  of  the  arso- 
liation  s  tv  committee  land  also  direc- 

t  >r  ill  sales  for  the  Philadelphia  Gas 
\  orks). 

How     the    association     and     agencv 
combined  to  make  a  network  tv  show 

a  realitv    i-  an   excellent   roadmap   for 

tnization    effort    in    anv    industry. 

From  the  association's  side  the  first 
problen     "I    how    to   get   the   industry 

behind  the  project  was  mainl)   mie  of 
and    the    framework    was 

worked    out    in   the    following    manner: 

•  V,  V  .-    president    appointed    a   25- 

in.iii  group  to  act   as  the  t\    committee. 
These  25  men  with  Tremblj  at  the 

head  were  made  responsible  for  col- 

lecting the  monev  and  making  the 
decisions.  The  committee  was  made 

directlv  responsible  to  VGA's  General 
Promotion  and  Planning  committee 

headed  bv  Christ)  Payne,  vice  presi- 

dent of  the  People's  Natural  Gas  Co., Pittsburgh. 
•  Members  of  the  tv  committee 

were  picked  geographical!)  in  order  to 
°.et  a  nationwide  cross-section. 

•  Theft  committee  was  then  divided 

into  two  subcommittees  lai  the  pro- 

gram selection  committee  headed  bv 

\\  ister  Ligon,  president  of  the  Nash- 
ville Gas  Co.  and  (b)  the  commercial 

subcommittee  headed  bv  Thomas 

Evans,  v. p.  in  charge  of  sales  for  the 

Equitable  Gas  Co.,  Pittsburgh. 

•  Then  the  country  was  div  ided  into 
25  areas  with  each  tv  committeeman 

assigned  to  his  home  district  for  solici- 
tation of  funds. 

The  tv  committee  first  got  together 

and  figured  the  best  they  could  do  in 
terms  of  monev    would  be  around  $2.5 

million  for  the  initial  program.  Target 

date  for  the  programs  start  wa-  set 

for   1    Januarv    1U.57. 

Next  step  was  to  go  out  and  collect 
the  monev.  Since  the  tv  committee 

knew  it  had  to  have  the  monev  before 

it  c.uld  make  a  definite  commitment 

for  a  particular  show,  it  went  out  and 

sold  utilitv  members  on  network  tele- 

vision  alone  and  not  on  a  particular 

program  or  type  of  programing.  Local 

gas  companies  were  asked  to  spend 

anywhere  from  $1,000  to  $90,000,  de- 

pending on  si/e.  \nd  the)  were  to  put 
up  this  monev  on  faith  (and  need  I 

alone. 
This  was  the  method  of  assessment 

for  the  first  nine-month  sponsorship: 

Firm-  wishing  to  subscribe  to  the  pro- 

gram paid  an  estimated  cost  based  on 

network  Class  "A"  time  costs  in  each 

broadcast  city.  Approximately  100  sta- 

tions were  picked  and  the  total  Class 

"  \  time  cost  was  the  base  used.  The 

percent  that  the  time  cost  in  each  city 

bore  to  the  total  represented  that  citv'- 
share  of  the  total  cost  of  the  program 

(including  time.  show,  commercials!. 

\fter  the  citv's  share  was  determined. 
the  individual  share  for  each  firm  in 

the  city  was  figured  on  the  basis  of  the 

firm's  share  of  the  market. 

After  just  two  months  of  solicitation 

three-fourths  of  the  required  amount 
wa-   subscribed   In    the   utilities.     The 

For  White  Christmas  promotion  AGA  snared  Bing  Crosby  who  never  before 
has  done  a  commercial  for  anyone  other  than  his  own  sponsor  and  company.  With  Crosbj 

are  \or\al  D.  Jennings,  VGA  ad\.  inm.  and  Frank  H.  Trembly,  head  of  AGA  committee. 



i\  committee  then  worked  even  hardei 

mi  the  final  push  i"  raise  .1  still-needed 
vi   ,000.     I  he  committee  also  turned 

i<<  it-  "safety  factoi .  I  In-  was  the 
appliance  manufacl  urei  -  and  pipe  line 
companies  who,  with  the  utilities,  make 

n|i  the  39  yeai  old  association. 

rhese  two  other  branches  "I  the  gas 

industry  came  through,  w i 1 1 1  In',  ol 
the  total  cosl  subsci  ibed  l>\  the  pipe 

liiu-  companies  and  anothei  .'<  from 
the  manufacturers.  In  all  $2.25  mil- 

lion was  raised  enough  foi  the  pros- 

pective  alternate  half-horn  ol  gome  net- 
work  show. 

In  the  meantime  Lennen  \  Newell 

was    preparing    its    groundwork: 

.11    Planning  the  campaign  strategy. 

I>  1  Educating  the  VGA  t\  committee 

on  tin-  mysteries  ol  network  h . 
c)  Searching  for  show  thai  would 

combine  the  features  ol  a  high  qualit) 

vehicle  and  a  low  cost-per- loon  1  as 

one  i\  committee  member  put  it,  "*\\  hal 

we  want  is  an  Omnibus  with  ratings.") 
K.f\  to  the  overall  advertising  con- 

cepl  is  found  in  VGA's  choice  ol  its 
new  agency  two  years  ago.  Lennen  \ 

Newell  is  strictl)  a  consumer  and  pack- 

age goods  -hop.  So,  \(1\  was  ap- 
proached as  a  package  goods  problem. 

Account  planning  went  through  all  of 

the  steps  of  the  L&N  system  as  if  the 
association  were  a  toothpaste  or  soap. 

\\  hilr  the  initial  research  and  plan- 

(NB 

ASSOCIATIONS   SWING  FROM 

INSTITUTIONAL  TO  REAL  SELL 

tMERN  vn   n\im     tSSOCIAl  ion 

\i-w   strategy    this  year:    Radio,  institutional  by-passed   i"i 

cifii   dairy   promotional  events  using  \l'><    on  an  in-and-out  plan 
TV,  dropped  Disneyland  <  VB(    IN  <  i"i  adult-slanted  Perrj  Coma 

1  NBC  TV).     Bud  61 1,000.     Vgen<  j  :    <  arapbell-Mithum. 

I'\N    \MEKH \N   COFFEE    Ml  Rl  \l 

1 1 .1- 

t  urrently  promoting  i>  e  coffee  and  "coffee  break11  via  network 
radio  in  a  1100,000  two-month  summer  campaign  on  •  BS  and 

\l'.<  .  I-  an  in-and-out  aii  media  usei  foi  special  promotions. 
Has  used  network  t\  and  spot.   Vgency  :  Robert  \\ .  Oir  < I i \ . .  FSR 

FLORIDA   CI 1 1(1  S   COMMISSION 

, 

Has  recently  switched  t\  campaign  from  heavy  spot  use  ol  I" 
second  announcements  to  daytime  network  programs.  Purpose: 

additional  time  foi  longei  -»-l I i n v  pitch.  I\  to  gel  biggest  share 

1.").")',  1   of  $4  million  budget.     Agency:   Benton  ̂   Howl.-. 

TEA    COl  Mil. 

Over-all  ad  budget  increased  80* ,  this  year  to  reach  81.8  mil- 

lion. \ii  media's  share  is  76%.  Currently  is  using  only  spot 
radio  in  20  markets  during  the  summer,  but  will  go  back  to 

heavy    spot    t\    in   the   fall.     Agency    i-    Leo    Burnett,    Chicago. 

Live  action  commercials  feature  Julia 
Meade  demonstrating  modemitj  <>f  gas 
in   .1    handsomeh    -i\lnl    home   setting. ning  was  going  on,  Nick  Keesley,  the 

agency's  radio- 1\  head,  was  holding  a 
series  of  meetings  with  the  VGA  i\ 
committee.  This  television  seminar 

included  a  presentation  consisting  ol 

two  large  volumes,  a  complete  break- 
down on  the  medium. 

Both  team-,  agency  and  advertiser, 

had  now  finished  the  preparatory  work. 
Tin-  a»enc\  had  completed  initial  re- 

search; planning  and  education,  ["he 
clienl  had  organized  and  raised  th<' 
fund-.  The  next  step  was  selection 

of  a  -how. 
It  was  Nick  Keesley  who  hit  on 

Playhouse  90.  \t  the  time  CBS  I  Vs 

weekly  90-minute  drama  series  was  new 

and  although  it  had  received  wide- 
spread attention  from  both  press  and 

viewers,  the  big  question  was  could  it 

sustain  the  pace.  Keesley  felt  it  eould 
and  that  Playhouse  90  would  meet  the 

t\  committee's  two  major  specify  a- 

tions,   prestige  and   low    cost-per- 1000. 

I  oin  Lane  agreed.      I  he  next  problem 

was  to  gel   a  quick  decision 
Lane  immediately  pul  in  long  dis- 

tance calls  to  the  25  members  ol  \(  >  \  - 

t\  committee  asking  them  to  meet  in 
New  York  on  the  following  morning. 

In  the  morning  members  were  at  the 

l.\\  office,  having  Down  in  from  all 

parts  of  the  count]  \ .  Pros  and  1  ons 
of   thf   show    weie    discussed,    ballots 

taken   and   the   decision    was    made    jusl 

before  lunch  time.      I  he  agent  5    then 
called    the    network     jusl    at     noon    and 

got   the  order   in.      In   the  ni<k  of  time. 
the  agency  learned  later,  for  jusl  aftei 
lunch  an  old-hand  l\  advertiser  had 

called  foi  the  same  time  period.  I 

recounts  the  above  to  show  how  a  so- 

called  "cumbersome  association  1  an 
move  fa-t  and  without  hesitation. 

Final  step  in  getting  set  foi  the  10 

January  ah  date  was  the  preparation 

of  the  commercial-.  The  .\-<-f<  )  -  re- 
search had  already  found  consumer  at- 
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i  democratic  operation  with  even  the 

ion  of  tv  commercials  decided  by  a  ballot 

titudi  unaware  <>i  modern  gas  ap- 

pliance iprovements.  In  the  case  "I 
the  n  in  gas  range,  for  example,  the 
lull-  itomatic  Features  of  the  new 

mod  were  virtual!)  unknown  to 
ective  consumers.  Tests  of 

n >u>  gas  advertising  had  shown 
i  while  the  claim  of  modernit)   had 

•en  made,  uothing  was  done  to  prove 
hat  claim.  Live-action  film  commer- 

cials were  [licked  to  demonstrate  the 

modern  features  of  gas.  Then  Julia 
Meade  was  chosen  bv  the  agency,  and 

unanimously  approved  h\  the  commit- 
tee,  to  be  the  demonstrator. 

Ulocation  of  commercials  was  made 

bj  balloting  the  entire  gas  industry. 
Kach  company  was  asked  the  weight 
attached  to  the  \arious  ap])liances.  On 

the  mandate  of  the  industry  IAN  gave 

major  dominance  to  ranges  I  50' ,  I. 
Next  in  importance  were  water  heaters. 

dryers  and  refrigerators.  Third  on 
the  lisl  were  overall  commercials,  dem- 

onstrating all  seven  uses  of  gas  i  ranges, 
water  heaters.  divers,  incinerators, 

house  heating,  air  conditioners  and 

refrigerators  I . 

In  all  2'A  commercials  were  filmed 
(b)  MPO).  Of  these.  21  were  ap- 

pliance commercials  and  two  institu- 
tional. Cost  of  commercials  for  the 

first  season's  sponsorship  was  $225.- 
000.  one-tenth  of  the  total  tv  budget. 

Since  many  AGA  utilities  members 
have  their  own  local  tv  shows  as  well 

as  their  share  in  the  national  program, 
the  23  national  commercials  have  been 

made  available  to  subscribing  utilities. 

In  addition  regional!)  suitable  com- 
mercials have  been  made  for  local 

utilities  with  specialized  problems 
i  such  as  climate  I .  These  can  be  cut-in 

in  place  of  the  network  commercial.  In 
one  case,  the  Minneapolis  Gas  Co., 
some  local  cut-ins  are  substituted.  IAN 

feels  the  flexibilit)  of  the  commercials 
plan  is  one  of  the  factors  that  helped 
sell   the    utilities   on    network   t\. 

All  merchandising  <>l  the  show  i> 
done  on  the  local  level  b)  the  utilities 
under  the  direction  of  \\  ik  Wikstrom, 

director  of  promotion  and  advertising 
for  AGA.  Tied  around  both  the  show 

and  Julia  Meade,  the  extensive  plan 

include-:  bill  stuffers.  weekl)  publicity 

kits  on  the  current  Playhouse  90  pre- 
sentation and  stars,  brochures  to  em- 

ployees of  the  utilities,  ad  mats,  ban- 
ners for  utilities  and  dealer  show  rooms 

I  the  latter  given  out  b)  the  utilities), 

postage  meters  on  bills,  and  dividend 
stuffers.  Playhouse  90  is  also  men- 

tioned in  all  national  magazine  ads. 

The  tv  committee's  chairman.  Frank 
Trembly,  says  he  feels  the  program  is 

the  most  highly  promoted  show  on  the 
air  at  the  local  level. 

Success  of  AGA  s  first  network  ven- 

ture can  be  measured  best  by  the  par- 

ticipating advertisers'  acceptance  of the  show.  When  renewal  time  came 

around  this  summer  the  tv  committee 

put  it  up  to  the  subscribers,  pointing 

out  that  the  new  budget  would  reach 

$2.9  million  for  52-week  sponsorship, 
compared  with  the  $2.25  million  for 

AGA's  first  nine  months  on  television. 

AGA  promotes  Playhouse  90  heavily  at  local  level.  S.  F.  Wikstrom,  W,  \  director  of 
promotion-advertising;  Nicholas  E.  Keesely,  L&N  senior  v.p.-radio-tv  director;  Frank  H. 
Trembly,    \(>\  tv    committee  chairman  and  Richard  Eyman,  L&N  acct.  exec,  check  material 

The  subscribers  were  also  given  the 

choice  of  several  other  high-rated  pro- 

grams. The  response  was  07'.  in 
favor    of    renewing    Playhouse   90. 

The  tv  committee  savs  it  measures 

results  of  the  show  bv  ratings  and  echo 

back.  These  ratings  show  that  the 

\GA  message  is  reaching  from  11  to 
13  million  homes  a  week  and.  because 

of  the  large  audience  turnover  due  to 

the  use  of  different  types  of  plavs  each 
week.  10-21  million  different  homes 

each  month. 

Another  factor,  while  not  directl) 
traceable  to  the  show,  is  also  noted  bv 

tv  chairman,  Frank  Trembly.  Since 
the  start  of  Playhouse  00  sponsorship 
more  investors  have  been  attracted  to 

gas  utilities  and  there  is.  "Recognition 
on  the  part  of  the  financial  communitv 

that  gas  is  going  ahead." 
The  one  deviation  from  AGA's  we- 

like-it-let's-have-more-of-the-same  pat- 
tern in  the  upcoming  season  will  be  the 

innovation  of  a  special  "White  Christ- 
mas'' sales  promotion  centered  around 

Bing  Crosby.  Aside  from  film  com- 
mercials featuring  Crosby,  the  Holi- 

day campaign  will  get  an  all-out  pro- 
motional backing.  Crosby  and  the 

"White  Christmas""  theme  will  be  fea- 
tured in  all  other  media  i  national 

print,  billboards,  car  cards,  displavs. 
etc.  I.  The  singing  star  will  also  make 
records  for  dealer  giveaways,  be  seen 

in  a  special  two-minute  film  pitch  for 
dealers,  and  on  dealer  brochures. 

Justifiably  proud  of  snaring  Cro*b\ 
for  the  holiday  promotion.  Wikstrom 
feels  AGA  can  thank  Playhouse  90. 

"It  .wouldn't  have  been  possible  to  in- 

terest him.  without  network  television." 
The  factors  that  made  this  network 

television  possible: 
•  The  work  of  the  various  AGA 

committeemen  who.  for  two  and  a  half 

years,  have  taken  time  off  from  their 

regular  jobs  to  solicit  and  to  plan. 

(They  met  on  the  average  of  at  least mice  a  month  I 

•  \n  agenc)  that  approached  the 
association  as  a  competitive  advertiser 
with  a  product  to  sell. 

•  The  need  of  an  industry  as  dem- 

onstrated bv  the  fact  that  main  ((un- 
billed gas  and  electric  utilitv  companies 

back  the  program  I  although  it  indi- 

rectl)  is  competing  with  electric  ap- 
pliances i.  The  philosoph)  here  follows 

that  of  the  big  soap  companies — bring 
out  competitive  products  and  promote 
them  all.  ^ 

SPONSOR 
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SPOT   TV   RUNNING    11        AHEAD   OF    1956 

TvB  figures  for  lir>i  >i\  months  of  year 

shoM  growth  which  i>  "slow"  for  t>   bul 

tar  ahead  of  all  media  excepl  spol  radio 

^J,  low  and  on  the  following  pa  i  in  I  B  fi  urea  foi  spot 

tv'a  bo  ond  quarter.  I  otal  ;roai  spot  h  spending  ia  i  sti 

mated  al  1118,870,000  Foi  the  120  stations  reporting  to  \  ' 

Rorabaugh   I  I    whi<  h  i  ompilea  the   rvB  Baaed 

on  reporta  From  a  group  ol  279  stationa  who  wen   included 

in  both  the   19  <<■  and  the   1957  reporta    spend  10' ! 
she  id  ol  1956  in  the  -•<  ond  qu  irti  i      1 I"   firal  quart<  i  ran 

I  l.9< ,    ahead.      Werage   in<  re  iae  both  quarters:     10.9 

I  oi  . 1 1 1  1 1 \  -i-  ..I  tv'g  '•■  onomii  -    -  ■    "I-  h   soft? 

Product  category Spending   estimit. 

2nd    qu.irler    '56 

Spending   i  itimati 

3rd  quarter    56 Spending   c-.lim.it. 
4th  quarter  '56 

Spcndmt.  •  irimih 

Ht  quarter   '57 

Spcnd< 

2nd  quarter    57 
\   i  iculture 

■■ 

Hill 

$311 
$411 

$342,000 
Vie,  beer  i\  h  ine 

|9,  K 

- 
$10  086.000 

Amusements,  entertainment 

-1  19 

1174,000 
$90,000 

$119 

$339,000 
Vutomotive 

-       16,000 

$1,82 

- 
$1,926,000 

Building  material,  fixtures,  paints 

11,1"
 

•     i  000 

$1,207,000 

Clothing  \  accessories 
I     "1.   

-I  B61  000 

12,81 

- 
$3  421,000 

Confections  &  soft  iliink- - 
10,000 

1,000 

I 
S7, 553, 000 

Consumer  services 

$3  126    

-      14,000 
- - 

$3,328,000 
Cosmetics  &  toiletries 

H,000 
«,ooo 

■ 

$10,660,000 
$12,644,000 

Dental  products $4,442,000 
-        |  Mil  iii 

$1,76 

- $1  806,000 

Drug   products 
$6,468,   $12.9 

$8  047,000 

Food  \  LM<><er\   product- 

■       181,000 -  11,775,000 

198,   
60.000 

$32  036,000 

Garden  supplies  &  equipmenl $187,  m 
|           Mill 

$54,000 

1190 

S285.000 

( lasoline  \  lubricants *  1.2(16.100 

$3,908,000 $4,793,000 

$5,42 

S6  413,000 

Hotels,  resorts,  restaurants 
sw.  H)0 

I    1,1   

$70,  mhi 

1 
$87,000 

Household  cleaners,  | »* »1  i — !»*-— _  waxes 

■       11,000 
- 

-      91,000 

- S3  051,000 

Household  appliam  es 

$2,430,   $1,446 

! 

$1,472 
Household    furnishings 

- 
$898,000 <I.1H2.I   

-      10.   

Household  laundn  products --,.  j  i  j.i  M  ii  i 
kOOO 

$3,01 ;.   

- 

Household  paper  products *  |. .-,(i_\  ,uii 

-I.  'U6.000 -i.:o?.ooo 

S1.61 Household  general <|    r.j.ioo 
$511,000 

• - 

Notions - ilf.2.'HM) 

$116.1   

? 

Pet   products $1,174,000 
V.I"        "H 

$1,649 Publications 
$183,000 

-      1.000 
- - 

Sporting  goods,  bicycles,  toys 

(1 

$79,  inn 

$1,161 

KM. 

Stationery,  office  c<|uipment 
$54,  kx) $23,000 

*;;.,.  «,,, 

|       I]      MHI 
T\ .  radio,  phono.,  musical  inst's $554,000 

$348.1   

- - 

Tobacco  products  &  supplies |      n.ooo 
- 

$8,115,000 

transportation  \  travel $898,000 
-      '.'XK) 

$761,000 

11.000 

|  l.'MMI 

Watches,  jewelry,  cameras $1,982,000 .      ,,;-,,, 
• I 

Miscellaneous 

$1 ,444 

s 

-1.218.000 - 

SI  881,000 

SI, 162, 000 

$5,608,000 

SI, 858, 000 

$839,000 

$97,000 

$1,300,000 

$149,000 

SI  13,000 

$178,000 

S328.000 

S8, 694, 000 

$806,000 

$1,510,000 

SI, 776, 000 

TOTAL $105384.000 '   I.   ' 12.000 
5118,870,000 



Top  lOO  spot  tv  advertisers  for  the  second  quarter  of  1957 

RANK ADVERTISER 
1ST  QUARTER 1957 

9. 

10. 

11. 
12. 

L3. 
I  1. 

1."). 
L6. 
17. 

18. 

1'). 

20. 

21. 

22. 

23. 
24. 

2.1. 

2o. 
27. 

28. 
29. 

30. 

31. 
32. 

33. 

34. 

35. 

36. 

37. 
38. 

39. 

40. 

11. 
42. 

43. 

II. 

15. 
10. 

17. 

48. 

">. 

7)0. 

rocter  &  Gamble 

Brow  n  Si  \\  illiamson 

( lontinental  Baking 

( lenera]  I-   Is 
Sterling  Drug 

Lever  l!n>>. 
National    Biscuit 

Colgate-Palmolive 
Carter   Products   . 

Miles  Laboratories 

Robert    Hall 

International  Latex 

Philip   Morris 
P.  Lorillar.l 

American    Chicle 
Kellogg 

Liggett  \  Myers 
Bulova 

Coca-Cola 

Corn  Products  Refining 
Food    Manufacturers 

American  Home  Products 

Nehi 

Texas   Co. 

Anheuser-Busch  .. 

Charles  Antell 

Max  Factor 

FalstafT  Brewing 
Nestle 

Shell  Oil 

Beech-Nut  Life  Savers 

Pepsi  Cola 
Adell  Chemical 

Block  Drug 

J.  A.  Folger 
Esso  Standard  Oil 

Robert  Cuile\ 

Warner-Lambert  . 

Minute  Maid 

Seven- 1  p 

Helaine  Seager  .. 

R.  J.  Reynolds  _ 
Harold   E.   Ritchie 

American  Tobacco 
Wrigle) 

Pabst    Brewing 

I  nited   Fruit 

Du   Pont 

Ford  Motor 

\\  esson  Oil  &  Snow  Drift 

$3,726,800 

3,633.000 
2.822.000 

1,922,600 

2.942.000 

1,313,500 
l.ol  L,800 

1.688.800 

2,447.100 
1,535,700 

010.800 

.  1.408. 700 

1,993,000 
1,012,300 

1,085,000 

1,105,800 

1.307,100 
1.002.200 
1 . 1 55,300 

846.800 

696,700 

718,400 

576.100 

425,200 

583,600 

70  1.001) 
3  15.400 

(,52.000 
530.200 

639,100 
1.143.900 

640,400 
603.600 

488.300 

919.100 
379.400 

1.882.800 

579.500 
574.900 
586.100 

491.000 
(,02.000 

1,317,600 

400.200 
352.300 
412.000 

1,168,300 

122  8011 

2ND   QUARTER 1957 

$6,518,900 
3,322,300 
2,695,200 

2,419,400 
2,197,300 

2,011,200 

1,869,000 
1,777,800 

1,679,200 
1,559,700 

1,473,300 
1,383,900 

1,372,500 

1,311,200 
1.292,800 

1,104,600 

1,044,100 
993  500 

997  700 

878,400 

855, 800 
850,000 

836,700 

818,100 
814,600 

803,400 
797,800 

778,700 
774,200 

769,000 

749,600 

728,900 

700,300 

691,800 
668,900 

647,800 

627,000 

612,400 
603,800 
553,000 
540,500 

500,300 
490,400 
481,400 
478.100 

475,400 
446,700 

442,000 

441,300 

432,500 

RANK ADVERTISER 
1ST  QUARTER 1957 2ND   QUARTER 1957 

51. 

52. 

53. 

54. 

55. 

56. 57. 

58. 

59. 

60. 
61. 62. 

63. 64. 

65. 

66. 67. 

68. 69. 

70. 
71. 

72. 

73. 

74. 

75. 

70. 77. 

78. 

70. 
80. 

81. 

82. 
83. 

84. 

85. 

86. 

89. 

90. 

91. 

92. 

93. 01. 

95. 00. 

07. 
08. 00. 

100. 

Socom    Mobil  Oil 
Frontier  Foods 

Ballantine 
Proctor  Electric 

(  nited    \  intners 

Marathon   Corp. 

Bristol-Mj  ei  - 

Burgermeister \1.  .1.  B.  Co. 

I  .  S.  Borax 

1  nter- tateBakeries 
Schlitz 

Piel   Bro>. 
Calling 

Quaker  Oats 
Dr.  Pepper 

\\  ilson  .. 

I  .  S.  Rubber 

Milner  Products  .. 

American  Bakeries  .. 
Hamm.  Brewing 

Phillips   Petroleum 
Hills  Bros.  Coffee 
Heinz    
Florida  Citrus 

Scott  Paper 

Oakite  Products 

Gold  Seal 

L  nion  Pharmaceutical 
."sunshine  Biscuit 

Wildroot 
Standard  Oil  of  Ind. 

Tidewater  Associated  Oil 

General    Motors   . 
National    Dairy 

R.  C.  of  A. 

Bon  Ami 

Avon 

Sardeau 

Pacific  Tel.  &  Tel. 

Rayco 
Standard    Brands 

Ralston-Purina 
Heiene  Curtis 

V  &  P  _ 

Simmons 

Glamorene 

309.100 339,000 
169,800 

437.100 

387.700 
251.300 

381.000 321,400 

292.900 

328.000 

266,800 

336,300 

310.700 
403.100 

421.000 

Bj  mart-Tintair 
Standard  Oil  of  Calif. 

Peter    Paul 

380.000 

282.000 412.800 

368,200 399.300 

288.700 705.200 

380,800 

260,700 

303.400 
464,200 

525.20(1 
007.100 

050.100 

432,400 

430,500 

425,000 

422,200 
420,900 

416,200 

409,400 

406,800 
402,300 

400,200 

395,000 
394,000 

388,200 
382,000 
376,600 
374,700 

367,700 
364,700 

362,500 
359,700 

359,400 
358,300 
354,600 

353,500 
351,300 
339,600 

339,300 

336,400 
335,800 

334,300 

333,600 
327,500 

326,200 

316,700 
310,500 

307,800 
291,800 

291,400 
290,300 

290,100 

289,800 
286,700 

284,400 
283,300 

275,800 
275,600 
274,500 

273,600 
269,100 

267,300 

lieRio-inl  Tci  ■    null    Americas  Tel    &  Tel.  Co. 

Source:     TvB   quarterly  estimate  of  spot  tv   expenditure    (gross)    supplied  by   N.    C.    Rorabaueh. 
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PART    FOUR 

Reprints  of  Timebuyers  oj  the  '  ,  s 
in  its  entirety  mil  be  available 

later  this  summer.  II  rite:  SPONSOR 

Services  Inc.,  in  E.  \9th  St*  Sen 

Y„rh  17,  V.  )  .  Sext  installment 

will  appear  m   the  24    lugusl  issue 

9TIMEBUYERS 
OFTHEU.S. 

TIMEBUYERS 

OF  THE  U.S. 

Most  extensive  li-t  of  timebuyers  yel  published  link* 

buyers  with  tlnir  accounts  (particularly  regional  or 

national    spot    clients),    «ii\<i>    agency's    address,    phone 

1  be  rimebuyers  ol  the  I  .  v.  I i ~ t  i 1 1 ̂  .  whose  Fourth  install- 
ment starts  on  the  next  page,  is  probably  the  most  complete 

such  list  \et  published.  1  *i  imai  i  1\  the  I  i-t  i-  adapted  from 
the  summer  1957  edition  ol  Time  Buyers  Register,  published 

b)  Executives'  Radio-TV  Service  of  Larchmont.  Y  Y. 
\dded  to  thi<  basic  list  i>  information  which  was  reported 

directl)  to  sponsor  l>\  agencies. 

Time  Miners  Register  is  published  three  times  a  year  and 

sells  for  $15  a  copy.  It  bas  been  issued  for  six  years  and  is 

compiled  from  a  nationwide  surve)  <>f  agencies. 

I  he  Time  Buyers  Register  li-t  was  modified  b)  SPONSOR 

as  follows:  Client  lists  of  main  agencies  were  shortened  both 

to  save  space  ami  to  throw  emphasis  on  national  and  re- 
gional accounts.  Accounts  which  appeared  to  be  strict!) 

local    in    their   operation    were    most    frequently    eliminated. 

\n  asterisk  I  I  after  the  agenc)  name  indicates  thai  the 

agency's  client  list  has  been  shortened.  \  dagger  (f)  indi- 
cates the  agenC)    reported  directh   to  SPONSOR. 

The  listing  is  alphabetical  by  states  with  cities  appearing 

alphabetical!]   below  the  state  heading.      Agencies  are  listed 

alphabeticall)    b)    cities   and    include   address    and    pi 

I   nil  agency's  listing  includes  the  agenc)    name,  add  ess 
ami  phone  number.     Then  in  bold  face  appear  the  • 

media  executives   i  if  they  were  reported  J    and  rimebuyers. 

Accounts  are  then  listed,  followed  b\  the  name  oi  the  buy- 

ei  handling  that  aci  ount    In  cases  where  agem  ies  pi 

to  specif)  which  buyers  are  assigned  to  which  account 

cause  o|  a  iram  operation  or  rotating  assignments]   I"; 
and  accounts  are  listed  separately. 

sponsor  in  most  instances  bas  eliminated  listing  ol  agen- 

cies  which   mentioned   no   accounts.      Agencies   so 

which  bave  since  returned  to  active  use  of  national  •■■ 

gional  spot  t\  "i  radio  should  so  report  i"  sponsor  at  i"  I 

1'Mh  Street,  New   York   17.  Y  Y.     SPONSOR  plan-  to  '  •  :rint 

iln-  list  in  a  convenient  booklet  and  will  I"-  glad  to  expand 
it  t   vi  additional  agent  ies  active  on  the  air. 

The  list,  which  started  in  the  Ti  Radio  Basics  issue,  will 

be  continued  in  succeeding  Issues  until  complete.  \n  ad- 

dendum, if  required  will  be  published  with  the  final  in- 
stallment ol  the  listii  _  ^ 
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•MEBUYERS  OF  U.   S. 

/HOMPSON-KOCH  CO. 

ay,  Sen   )  orh  18,  N.  Y.  Lack- 
awan 

Robert  W     Hall 

(ant-prufe,    roach-prufe,    Rid-X, 

ufe,     ill  mi     ready-mix),     National 

Div.     Sterling    Drug    (Double   Dand- 

Vlulsified    oil    -liampoo,   Campho-Phe- 
Vlolle,    [ronized    yeast,    aspirin,    Dr. 

les  l'-\\  i 

ICTOR   van   der  LINDE  CO. 

683  Fifth    Ive.,  Sew  Yorh  22,  \.  !  .   Eldo- 
rado 5-5185 

Victor  van  der  Linde,  partner;  Charlotte 

Rains,  partner;  Agnes   Kingslcy,  gen.   mgr. 

Dolcin  (  in  p..  Kair  (pharmaceuticals),  Ked- 

iin  Pharmacals,  l.O-PRO  Corp.  (pharma- 

ceuticals), Whitehall  1'harmacal  Co.  (Guard 
cold  tablets) 

VICTOR   &   RICHARDS 

565  Fifth  Ave.,  New  York  17,  N.'Y.   Mur- 
ray   I/ill  8-0420 

Victor  D.   Lindeman,  Jr.,  Janet  A.  Murphy 

White   House  Co.    (mail  order  nidse.) 

WILLIAM  WARREN,  JACKSON  & 

DELANEY* 
15    II  est   45th   St.,   New   York  36,  N.   Y. 
Judson   6-0350 

Harry  Solow,  Jr.,  Harry  Alleva,  S.  P. 
Jackson 

Alexander's  Department  Store,  Solow,  Jr.; 
Book  Find  Club,  Alleva;  Warren  Connolly 

(appliance  distr.),  Solow,  Jr.;  Davega  Stores 

(appliances,  sports  equipment),  Solow,  Jr.; 

Federal  Life  &  Casualty  Co.,  Jackson;  Flag 

Pet  Food  Corp..  Solow,  Jr.;  Mason  &  Ham- 

lin Piano  Co.,  Alleva;  Monarch  Buick,  Al- 
leva; Relaxieizor  Sales  Co.,  Jackson;  Ritz 

Thrift  Shop  i  furrier  I.  Alleva;  Sachs  Quali- 
ty Stores  (dept.  stores),  Solow,  Jr.;  Schane 

Pontiac,  Alleva;  Sofia  Brothers  (moving), 

Alleva;  Stevens  &  Thompson  Paper  Co., 

Solow,  Jr.;  Tri-State  Buick  Dealers,  Alleva, 

\  im  Stores  (appliances),  Jackson;  Zenith 
Radio  Corp.,  N.  Y..  Solow,  Jr. 

WARWICK   &   LEGLER 

230  I'arl.    ive.,  New  York  17,  A'.  Y.   Mur- 
ray Hill   1-5800 

Harry  D.  Way,  media  dir.;  Joseph  Hudack, 

John    Hughes 

Fx-Lax.  Hughes;  Jacob  Ruppert  Brewery 
(Knickerbocker  beer),  Hudack;  Schick.  Inc. 

■  H     -Iuiwt-  i .   Hudack 

WESLEY    ASSOC. 

/'  Ive.,    Veu    Yorh   17,  N.   Y.    El- 
dorado  5-2680 

unturned 

J.    D.    Knap,   Jr. 

Shulton    (Old   Spice) 

THE  WEXTON   CO.* 
The  Wexton  Bldg.,  1 1   East   17///  St.,   Veu 
)  ork,   \.  ) .    Murray   II ill  B4050 

Larry  Schwartz,  Edward  Greenbcrg,  Ted 

Gravenson,  Howard  Wechsler,  George  Gil- 
bert,   Adrian    Price 

\I5C  Film  Syndication,  Virequipl  (photo- 

graphic equipment),  Asahi  Co.  (photo- 
graphic  equipment),  Globe  F.lect.  Co.,  Hud- 

son   Paper  &   Pulp   Co..    Rek-O-Kul    (record 

player- >.  The  FR  Corp  i  photographic  equip- 
ment ) 

WALTER   WILEY   ADVERTISING* 
29  Pearl  St.,  Veto  Yorh    I.   V.  Y.  Bowling 
Green   9-3582 

Dorothy   F.   Wiley 

Countess  Maritza  Cosmetic  Co..  Indian  Walk 

Footwear.     Multi-Aid    Computer    Co. 

EDWIN   BIRD  WILSON* 
52    Wall  St.,  New   York  5.  A.    Y.    Digby 

W5780 

Edith    McArthur 

Bowery  Savings  Bank  (N.Y.C.),  Cage  & 

Tollner,  Manufacturers  National  Bank  (De- 
troit!. Second   National  Bank    I  New    Haven) 

WILSON,   HAIGHT  &  WELCH* 
220  E.  [2nd  St.,  Veu   Yorh   17.  V.  Y.    Mur- 

ray Hill  7-8780 

A.    F.    Calabro,   C.    B.    Parker 

International  Swimming  Pool  Corp.,  Adrien 

May  &  Co.  (crochet  cottons),  Nott  Mfg.  Co. 
(herbicides,  insecticides  I ,  Seymour  Smith 

&  Son   i  garden  tools) 

YOUNG  &   RUBICAM* 

285    Madison  Ave.,  New   York   17.  A.    )'. 
Murray  Hill  9-5000 

Media    Relations    Department: 

Peter    G.    Levathes,    v. p.    &    dir.;    William 

E.  Matthews,  exec,  asst.;  Frank  Coulter, 

James    R.    English,    Everett    Erlick,    George 

F.  Leithner,       Edward       B.       MacDonald, 

Charles  T.  Skelton,  Henry  L.  Sparks 

Assistant    Media    Directors:    Kirk    Greiner, 

Lloyd    Harris,  Thomas   Lynch 

Raymond  E.  Jones,  Jr.,  superv.  of  spot 

availabilities;  James  J.  Stack,  media  of- 

fice mgr.;  Cyrilla  Ecker,  statistical;  Alice 

McCabe,  media  data  &  information;  Rich- 

ard Chapman,  operations  superv.;  William 

Dwyer,  acct.  service  unit;  Florence  Alo- 

isia,  typing;  Joan  Rafferty,  forwarding 

Contract  Unit;  Johanna  Reinhardt,  publi- 

cation; Theresa  Chico,  radio-tv;  Daniel 

Velsor,  budget  control  supv. 

Media  Buyers:  Warren  Bahr,  Kay  Brown, 

Charles  Buccieri,  Thomas  M.  Comerford, 

Florence    Dart,    William    P.    Dollard,    Sey- 

mour Drantch,  John  M.  F'ournoy,  Donald 
Foote,  Frank  Grady,  John  J.  Henderson, 

Vance  Hicks,  George  G.  Hoffman,  Arthur 

Jones,  Robert  Kowalski,  Arthur  Meagher, 

Lorraine  Ruggiero,  Joseph  St.  Georges, 

Thomas  Viscardi,   Russell   Young 

\iu.  Home  Foods  (Chef-Boj  \r-Dee), 

Young;  Hatton,  Paulsen;  Bigelow-Sanford, 

Foote;  King;  Beech-Nut-Life  ^>a\er-  Corp. 

(gum),  Dollard;  Fitzpatrick;  Beech-Nut- 
Life  Savers  Corp.  (Life  Savers),  Jones; 

Scuia;  Borden  Co.  '  \ll  Borden,  cheese), 

Young;  Hatton,  Paulsen;  Borden  Co.  •Bor- 

den Fond  Products  Co.,  Industrial  Products 

Div.,  Borden's  Farm  Products  Div.,  Special 
Products  Div.),  Kowalski;  Hopt;  Boyle- 

Midwa)  (3-1  Oil.  plastic  wood),  Jones; 

Scala;  Bristol-Myers  "Sal  Hapitica.  Yitalis 

8  Vnaloze),  Kowalski;  Hopt;  Bristol-Myers 

(Bufferin),  Drantch;  Kreibuch;  Cluett.  Pea- 
body  (boys  wear,  dress  shirts,  Bportswear), 
Grady;  Warner;  Dictaphone  Corp.,  Foote; 

King;  Dracketl  Co.  (Drano,  W  index.  Dazy 

Mist),  Dollard;  Drake  Bakeries  (cakes  & 
cookies),    Jones;    Scala;     Duffy     Motl     I  o. 

i  Mott'<  apple  products,  Qapps  baby   f   Is, 
sunsweet  prunes  &  juice  I.  Young;  Hatton, 
Paulsen;  Esterbrook  Pen,  St.  Georges; 

O'Brien;  Ethyl  Corp..  Comerford;  Mooney; 
Ford  Motor  (N.  Y.  Liaison),  Comerford; 

Mooney;  General  Cigar  Co.  (White  Owl 
cigars.  Win.  Penn  Cigar  Corp),  Viscardi; 

Raffetto;  General  Cigar  Co.  (Robert  Burns 

cigars  &  Cigarillos,  Nan  Dyke),  Hoffman; 
Hurley;  General  Electric  Co.  (appliances), 

Meagher;  Fahland,  Tichenor;  General  Elec- 

tric Co.  ' T\  receivers),  Jones;  Scala;  Cen- 

tral Electric  Co.  (Housewares  &  Radio  Re- 
ceiver Div.),   Hicks;   Morse;   Ceneral    F   Is 

Corporation.  All  Product-  Corp..  Bahr; 

Glecker,  McClintock;  Walter  Baker  Choco- 
late, Bahr;  Gleckler,  McClintock;  Franklin 

Baker  Cocoanut,  Bahr;  Gleckler,  McClin- 
tock; Birds  Eye  Di\..  Ruggiero;  Johnson. 

Calumet  Baking  Powder.  Brown;  Purtill; 

Certo  &  Sure  Jell.  Brown;  Purtill;  Dream 

Whip.  Henderson;  Fountain;  Jell-0  Prod- 
uct-, Dollard;  Fitzpatrick;  Kernel  Nuts, 

Brown;  Purtill;  Lady  La  France.  Hender- 
son; Fountain;  I.aFrance  &  Satina.  Hender- 
son; Fountain;  Log  Cabin  syrup,  Country 

Kitchen  -yrup.  Maple  Del.  Brown;  Minute 
Products,  Henderson;  Fountain;  Postum, 

Bahr;  Glecker,  McClintock;  Sanka  &  In- 
stant Sanka.  Brown;  Purtill;  Swans  Down 

Cake  Flour,  Cake  Mixes.  Bahr;  Glecker,  Mc- 

Clintock; Goodyear  Tire  &  Rubber  Co. 

Mires.  Lifeguard  tubes,  inst.l.  Flournoy; 
White;  Gulf  Oil  Corp.  Grady;  Warner, 

Haber;  Heritage-Hcnredon  Furniture  Indus- 
tries. Jones;  Scala;  International  Silver  Co. 

'1817  Rogers  Bros,  international  sterling. 

stainless  by  International.  Win.  Rogers  Son, 

Vnchor  Rogers  sterling,  Promotion  Div.), 

Hoffman;  Hurley;  Johnson  &  Johnson 
(Baby  Products  Di\..  Surgical  Dressings 

Div.),  Georges;  O'Brien;  Thomas  J.  Lip- 
ion     (soups    &    tea),    Comerford;     Mooney; 

12 
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WB  EN-TV 
CBS  in  Buffalo 

channel   4m§» 

NOT  when  she  can  see 

the  11:30   THEATRE   on 

WBEN-TV 
No  stick-in-the-mud  she,  just  one  of  thousands  of  western  New  Yorkers  who 

finds  WBEN-TV's  late  night  11:30  THEATRE  worth  staving  home  for  .  .  . 
and  staying  up  for  ! 

Holh wood's    best    available    products,    the    finest    films    from    Warner    Bros., 
20th  Centurv   Fox,  Selznick  and  other  top  studios  draw   big  audiences   mr\ 

night  of  the  week  on  Channel    ». 

How  big  !  Well  WBEN-TV's  11:30  THEATRE  popularit)  not  onlj  surpasses 
its  opposition  but  in  many  instances  give  \ou  greater  audiences  at  midnight 
than  other  area  stations  gi\e  \ou  from  5:00  P.M.  to  7:00  P.M.  ! 
(?et  all  the  facts  .  .  .  and  the  reasons  wh\   \our  TV  dollars  count  for  more  on 

Channel  4.   Our  sales  department  or  national  representatives,  H ARRIN(» T(  )N. 
RIGHTER  anp  PARSONS,  will  be  happj   to  fill  \ou  in  and  get  \ou  on  our 
11:30  THEATRE. 

THE      PIONEER 3ZSXX OF      WESTERN      NEWT      YORK 
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TIMEBUYERS  U.  S.  .  .  .  continued 

(Kent    cigarettes),    Bohr; 

Gleckler,  McClintock;  Metropolitan  I  -if*-  ln- 

Flournoy;    White;     M   -e-Mc- 
-.  Jones;  Scala;  National  Sug- 

■  o.   (Jack   Frost,    Vrbuckle  Bug- 
.;    Scala;    Permacel    Tape   Corp. 

i  liophane    tape,    Bondex    mending 

e]  plastic  tape),  Georges;  O'Brien; 
Products     Corp.,     Brown;      Purtill; 

other-    i  I'i.-I's   beer  I.   Viscardi;    Raf- 
Pine   Bros,  Jones;   Scala;    Procter  & 

hie  Co.    (Cheer,  Spic 'n  Span),  Buccieri; 
,cter;     Dart;     Brostrom,     Roberts;     Hern 

gton  Rand  (electric  shaver),  Grady;  War- 

mer,   Haber;    Royal    Typewriter    Co.,    Rug- 

giero;  Johnson;   Simmons  Company,  Flour- 

noy;    White;    Singer   Sewing    Machine    Co., 

Foote;  King;    \.  O.  Spalding  &  Bros..  Grady; 

Warner,     Haber;     Tek     Hughes.     Kowalski; 

Hopt;   Time,   Inc.    (Life   Mag.),  Grady;   Ha- 

ber, Warner;  Time  (Sports  Ilhis.  t.  Georges; 

O'Brien;    Time    (Time    Mag.).    Bahr;   Gleck- 
ler,  McClintock;   Young   &   Rubicam,   Mat- 

thews 

THE  ZLOWE  CO. 

65  /..  55th  St.,   Sew  York  22.  V.  Y.   Plaza 
3-1764 

Pauline    Mann,    media    dir. 

Dannon  Milk  Products  (Yogurt),  Marlun 

Mfg.  (Ritz  Black  Vngus  broiler) ,  Schieffelin 

&  Co.    (  \lmay  cosmetics  div.) 

■  III  \\ 

RONALD  C.  BISHOP  ADVERTISING  AGY. 

Exchange    National    Haul.    Bldg.,    Olean, 
\.    )  .  8081 

R.  C.  Bishop,  Janet  Parker,  Joan  Bishop, 

Sally    Miller,    John    Tuohy 

Clair  Mfg.  (finishing  machines),  Tuohy; 

Eberle  Tanning  (Tioga  oak  soles).  Bishop, 

Gleamite  Corp.  (All  Purpose  cleaner).  Mil- 

ler; I..  II.  Lincoln  &  Son  <  extract  I,  Bishop; 

Procter   Ellison    Co.    (leather I,    Bishop 

RO(  III  -I  i  ii 

HUTCHINS  ADVERTISING  CO.* 

12  Fast  Ave.,  Rochester  4,  N.   )  .    Hamil- 

ton  6-1160 

Frank  M.  Hutchins,  William  F.  Lacey, 

Stuart  Rice,  James  L.  Gould,  W.  Wygant, 

M.    Nugent 

Beaucaire  (Philco  dist.) ,  Wygant;  Empire 

State  Pickling  (Silver  Floss  sauerkraut). 

Rice;  Huh  Oil  Co.  I  Vmerican  oil),  Nugent; 

McCuriU  &  Co.  (dept.  store).  Gould; 

Scrantom's  Book  &  Stationery  Co.,  Nugent; 
Schuler    F   I-    (potato    chips),    Rice;    Wal- 

derl    <  Iptical    <  >•..    Nugent 

SCRIVENER    &    CO. 

'  Burke  Bldg.,  Rochester   1.  \.  Y.   Bakei 
5-1  li     i 

A.    Scrivener 

i  -    meal    produi  ts 

ED  WOLFF  &  ASSOC* 
118  First  Federal  Savings  Bldg.,  Rochester 
1.  \.  )  .    Baker  2090 

Alfred  G.  Scheible,  Ernest  R.  Turner,  R. 

Kinney,   E.    Holdren 

\.  L.  Vnderson  Sons  (carbonated  bev.), 

Turner,  Scheible;  Dairy  Queen  (frozen  des- 

serts) ,  Turner;  Delco  Appliance  Corp.  (elec- 

tric windshield  wipers),  Holdren,  Kinney; 

Standard  Rochester  Brewing  Co.  (Standard 

ah'.  Topper  beer) 

si   MtSDALE 

ELMER   L.  CLINE 

Harwood   Hlilii..   Scarsdale,    V.    )'.    Scars- 
dale  3-4332 

Elmer  L.  Cline,  ch.  of  bd.  &  treas.;  John  F. 

Cline,  pres.;  A.  W.  Voorhis,  v. p. 

Colonial  Baking  Co.,  J.  F.  Cline;  Merchants 

National  Bank  iS.  Trust  Co..  J.  F.  Cline, 

White  Baking  Co..  E.  L.  Cline 

SCHENECTADY 

JOHN    L.    HALPIN,    ADVERTISING* 
Suite  421  Wedgeway  Bldg.,  277  State  St., 

Schenectady    5,    \.    ).     Frank/in    2-0942 

\l\onl  Glove  Co.,  Amsterdam  Dairy,  Il'E- 
CIO,  Local  301  (Elec.  Workers  Union), 

Jame-  M.  McNearney  (beer  distr. ),  Schenec- 

tady   Gazette.    Schenectady    Sayings    &    Loan 

BALDWIN    ADVERTISING    AGENCY* 
106  E.   Washington  St.,  Syracuse  2,  N.   Y. 

Harrison  2-5471 

Donnette   B.   Moore 

Durso  Wholesale  Co.  (appliances),  Glisten 

I  household  cleaner),  Paul  Jeffrey  Co.  (Hot- 

point  distr.),  Strathmore  Products  (paint), 

L'n-Art   Distr.    (Tupperware   prods.) 

FLACK   ADVERTISING   AGENCY* 

433  S.  Warren  St.,  Syracuse  2,  A'.  Y.    Har- 
rison 2-6011 

William  P.  Conklin,  Jr.,  E.  J.  Labs,  Dan- 

iel W.  Casey,  Grover  H.  Hubbell,  M.  L. 
Bebee 

BWB  Foods.  Hubbell;  First  Trust  &  De- 

posit,  Hubbell;  Netherland  Dairy  Co..  Labs; 

Syracuse  Savings  Bank.  Hubbell 

SPITZ   ADVERTISING   AGENCY* 
530    Oak    St.,    Syracuse.     \.     )  .      Granite 9-5581 

Harry  J.   Accurso 

F.  Cobb  Co.  ( IC  \  food  markets  i.  Empire 

Card  Co.  (greeting  cards),  Henry  Frank 

Leather  Co.,  Grange  Silo  Co.,  Mohican 

Stores  i  market- 1.  Onondaga  Supply  Co.  (ap- 

pliances). P  &  C  Food  Markets.  Penfield 

Mfg..  Pilgrim  Meats,  Speclor-Cene-ee  Mo- 

toi  'sale-  (Olds.,  Cadillac  dealer).  Syracuse 

Card  Co.  (greeting  cards).  Timerson  Can- 
ning   (Timco   clog,   cat    food) 

FARQUHAR   &   COMPANY* 
First  National  Hank  Bldg.,  I  lira  2,  .V.  Y. 2-6109 

John  T.  Farquhor,  Jay  C.  Anderson,  Ted 

R.   Darvoe,  Carl   E.  Spitzer 

Bonide  Chemical  <  ■  >>.  I  insecticides,  fungi- 

cide-, home  gardening  prods.),  Darvoe; 

Collinite  Chemical  Co.  (auto  wax),  Ander- 
son; C.   \.  Durr  Packing  Co.  (meat  prods.), 

Fcrquhor;  Jean-  Foods  of  I'tica.  Farquhor; 
Fmil  Steinhorst  &  Sons  (home  freezers,  milk 

coolers  i.  Darvoe;  I  tica  Brewing  Co.  (Fort 

Schuyler   beer   &   ale).    Farquhor 

MOSER  &  COTINS' 
10  Hooper  St.,  I  tica  3,    V.  Y.    3-7544 

Laura  B.  Mang,  media  dir.;  Christine  H. 
Van   Dyke 

Fitzgerald  Bros.  Brewing  Co.  (beer,  ale), 

Mang;  Honey  Butter  Prods.  Corp.  (spreads), 

Van  Dyke;  MacCadam  Cheese  Co.,  Van 

Dyke;  Procino  -  Rossi  Corp.  (macaroni 

prods.),  Mang 

FRED    D.   STEVENS   CO. 

14  Derereux  St..  Utica  2.   \.   ).    5-0339 

Fred   D.  Stevens 

Cornhill  Bldg.  &  Loan  Assn..  Lennon's,  Inc. 

(jewelry).  Wicks  &  Oreenman  (men's  cloth- 
ing) 

NORTH  CAROLINA 

CHARLOTTE 

AYER   &   GILLETT   ADVERTISING* 
1022  S.  Tryon.  Charlotte  3.  N.  C.    Edison 
4-9729 

Irene  T.  Ayer,  Charles  Gressle,  Beth  Laney 

Smith,  William   Lane  Withers 

Alli-on-Erwin  Co.  (wills,  di-tr. ».  Smith; 

Duke  Power  Co.  (public  utility).  Gressle; 
General  Electric  Co.  (small  appliances  div. 

for  the  Carolina-).  Smith;  Neese  Sausage 

Co.  (sausage  and  liver  pudding).  Smith; 

Roddey    Packing    Co.    <  meat    prods.  I .    Smith 

BENNETT    ADVERTISING 

222    South    Chunk    St..    Charlotte,    \ .    C. 

Franklin    6-1671 

Forrest  L.  Collier,  Jr.,  v. p.;  Robert  Mc- 

Kericher,  v. p.;   William   L.   Wilson 

(For  account-  see  High   Point   1  i~i i 1 1 ■!  > 

WALTER   J.    KLEIN    CO^ 

1211     Elizabeth     Are..    Charlotte,    N.    C. 

Franklin    7-16^-7-8-9 

Jan   Freeland,   media  dir. 

American    Hardware    &    Equipment,    Belk's 
Department     Store.    Blue    Magic      (eaSJ     Moll- 

II SPONSOR 1  7     U  (.1  ST    D).i, 



SIGN  ON  TO  SIGN  OFF 

WDEF-TV  Dominates  in  60%  of  Measured 
Quarter  Hour  Periods 

ARB  June  1957 

N  I  G  H  T I  ME 

6PM-10PM  lOPM-Midnight 

54.2 

43.  6 

WDEF 
TV 

Station  B 

62.5 

36.3 

WDEF-TV 

All  Others  !  1.2 
■ 

8  of  top  10    Net  Shows 

7  of  top  10     Syndicated  Shows 

SPONSOR      •      1  .     U  Gl  ST    195' 
15 



TIME  BUYERS  OF  U.S.  ...  continued 

day  starcli '  Fesse  Jones  Sausage  (  <>..  Maola 
Milk  &  Ice  Cream,  Marnat  Packing  Co. 

(Big  Time  dog  food),  Red  &  White  Food 

ss,  Roberson's  Big  Beverages,  United 
Dairic-.   ̂   ork   Drug    (Kennedy's   mixture) 

-  \l  [SB1  H\ 

PIEDMONT    ADVERTISING    AGENCY 

Washington  Bldg.,  Salisbury,  N.  C.    3978 

C.    V.    Barkley 

1. 1(1. I.N  RO 

HEGE,  MIDDLETON   &   NEAL* 

/'     0.    Box    2993,    Watson    Bldg.,    Greens- 
boro,  \ .  t  .    Broadway  5-2831 

Ruth  Folk 

Black  Panther  Co.  (Soot  Clean  rat  and 

mouse  killer,  Rose  Dust,  Fly  Bits,  E-Z  Lite 
hickory  charcoal) ,  Brick  &  Tile  Service 

(Assn.  of  North  Carolina  Brick  Mfrs.),  Na- 

tional Pest  Control  (exterminators),  States- 
ville    Brick    Co. 

HICH     POINT 

BENNETT    ADVERTISING* 

208  E.  Green  St.,  High  Point,  N.  C.  2-4151 

Harold    C.    Bennett,    pres.;    v.p.'s:    Robert 
Tracy,    Forrest   L.   Collier,    Robert   McKeri- 

cher;  Thomas  T.  Evans,  sec'y. 
John  B.  Mayo 

Acclaim  Hosiery  Mills,  Tracy;  W.  A.  Davis 

Milling  Co.  (flour  prods.),  Tracy;  Lily  Mills 

Co.  (threads),  Bennett,  McKericher;  The 

Mebane  Co.  (bedding),  Tracy;  N.  C.  Motor 

Carriers  Assoc.,  Mayo;  Triangle  Hosiery 
Mills,  Bennett 

PRAIGG  ADVERTISING 

164  S.  Main  St.,  High  Point,  N.  C.    3760 

N.  T.  Praigg 

Anvill  Brand  (Work  'n  Play  clothes),  Asso- 
ciated Industries  Public  Relations,  Perpetual 

Savings  &  Loan  Assoc. 

BENNETT    ADVERTISING 

5  W.  Hargett  St.,  Raleigh,  N.  C.    Temple 
4-8903 

John   B.  Mayo 

N.  C.  Dept.  of  Conservation  &  Development, 

N.  C.  Motor  Carriers'  Assn.,  The  Carolinian 
(beach   hotel) 

J.  T.  HOWARD  ADVERTISING  AGENCY* 

309   W.  Morgan  St.,  Raleigh,  N.  C.    Tem- 

ple 3-3069 

J.  T.  Howard,  Michael  J.  Silver 

Farmers  Cotton  Oil  Co.  (Golden  Gem,  Cure 

Bright,  Lawn-O,  Old  Plantation,  other  brands 

of  fertilizers),  Florence-Mayo  Nuway  (air 

conditioned  oil  and  gas-fired  tobacco  cur- 
ers) ,  Nationwide  Insurance  Co.,  Occidental 

Life  Ins.  Co.  of  N.  C,  Smith  Concrete  Prod- 

ucts Co.  (Vita-Lite  concrete  products),  Wal- 
ker   Martin    (GE    major    appls.) 

Stanback  Co.,  Ltd.  (analgesic  tablets  &  pow- 
ders) 

NORTH  DAKOTA 

FARCO 

HAROLD   E.   FLINT     ASSOC. 

615  Second  Ave.,  N.,  Fargo,  N.  D.    5-5333 

Harold  E.  Flint,  Lee  A.  Holland,  Richard 

C.    Rosenthal 

Merchants  National  Bank  &  Trust  Co.,  Ros- 

enthal; N.  D.  Hospital  Service  Assn.  (Blue 
Cross).  Flint,  Rosenthal;  Otter  Tail  Power 

Co.,    Flint,    Rosenthal 

HUDSON   ADVERTISING   AGENCY 

Gardner  Hotel,  East  Entrance,  26  Roberts 

St.,  Fargo,  N.  D.    Fargo  5-6231 

Grace    Hudson,   owner 

State  Seed  Dept.   (certified  seed  potatoes) 

GRAND   FORKS 

SIMMONS    ADVERTISING    AGENCY* 
211  South  Fourth  St.,  Grand  Forks,  N.  D. 2-1001 

E.  E.  Simmons,  Carl  Emmerick,  Edna 

Clementson 

Arco  Mfg.  Co.  (power  hacksaw),  Clement- 
son;  Bridgeman  Creameries  (dairy  prods.), 

Emmerick;  N.  D.  Mill  &  Elevator  Co.  (flour, 

cake  mix),  Simmons;  Sund  Mfg.  Co.  (crop 

pickup),   Simmons 

OHIO 

AKRON 

SHOWALTER,   HESSELBART   &   MITTEN* 
Slusser   Bldg.,   231    Locust   St.,   Akron   8, 

Ohio.    Portage    2-6463 

Velma   Hesselbart,   Robert  Mitten 

Vkron  Irrigation  Div.  (farm  irrigation), 
Mitten;  Alsco  (storm  windows  &  doors), 

Mitten;  Greenwald-Plymouth  (autos),  Hes- 
selbart 

CANTON 

TED  WITTER  ADVERTISING  AGENCY* 
2519    Cleveland    Ave.,    N.W.,    Canton     9, 

Ohio.    Glendale  4-6566 

Ted   Witter,   Paul    Buchholz 

Avenue  Paint  Co.,  Canton  Provision  Co., 

Ohio  Power  Co.  &  Wheeling  Elec.  Co.,  Storm 

Windows  of  Aluminum,  Structural  Clay 

Prods.    Inst.,   Temtee    Pretzels 

(  INI. INN  VII 

GUNDLACH   ADVERTISING   AGENCY 

(A   division   of   G.    P.    Gundlach   &   Co.) 

1201    West    8th    St.,    Cincinnati    3,    Ohio. 

Garfield  1-2700 

G.   P.   Gundlach,  G.   B.  Gundlach 

(Specializing  in  Dairy  and  Ice  Cream  Accts.) 

THE   RALPH   H.  JONES  CO.* 
3100    Carew    Tower,    Cincinnati    2,    Ohio. 

Garfield  1-2300 

Ann  Smith,  radio-tv  dir.;  Eula  Reggin, 

Evelyn    Rauch,    Betty   Derie 

Ashland  Oil  &  Refining  Co.  (petrol  prods.), 

Reggin;  Drackett  Co.  (Twinkle,  Dazy) , 

Rauch;  General  Elec.  Evandal  Plant,  Derie; 

Heekin  (Happy  Family  baking  powder), 

Reggin;  Miami  Margarine  Co.  (Nu-Maid  & 
Durkee),  Derie;  The  Strietmann  Biscuit  Co., 
Rauch 

PERRY-BROWN 

2831    Vernon   Place,   Cincinnati    19,    Ohio. 

Plaza    1-8200 

Edward  J.  Doran,  Sprague  Mullikin,  R.  J. 
Wilkins 

Formica  Corp  (laminated  plastics),  Mulli- 
kin; The  H.  H.  Meyer  Packing  Co.  (pork 

prods.),  Wilkins 

RAND-RIES  ADVERTISING7 
Times  Star  Tower,  Cincinnati,  Ohio.    PA 
1-6660 

David    Rand 

NuTone 

THE   ROWE   &  WYMAN   CO. 

3800     Reading     Road,     Cincinnati,     Ohio. 

Capitol  1-5220 

Walter  S.   Rowe,  David  L.   Belew 

The  Ohio  Casualty  Ins.  Co. 

STOCKTON-WEST-BURKHART* 
1303   First   National   Bank   Bldg.,    Cincin- 

nati 2,  Ohio.    Dunbar  1-5600 

Robert  A.  McDowell,  v. p.,   media-research 

The  Cincinnati  &  Suburban  Bell  Telephone, 

Doepke  Mfg.  Corp.  (educational  toys),  Gib- 
son Art  Co.  (greeting  cards) ,  The  Hudepohl 

Brewing  Co.  (beer),  The  Andrew  Jergens 

Co.  (deep  cleanser,  instant  suds),  The  Mos- 
ler  Safe  Co.,  The  United  States  Shoe  Corp. 
(Red  Cross   and   Joyce  shoes) 

WILSON    ADVERTISING    AGENCY 

3418  Delta  Ave.,  Cincinnati  8,  Ohio.    East 

1-8228 

Ross    H.    Wilson 

10 
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TIMEBUYERS    OF   U.  S. i  ontinued 

cle\ei 

ALLIED  ADVERTISING  AGENCY" 
13(12    Ontario    St.,  d     13, 

Prospect  1-6677 

Aaron   S.    Fox,  Melbourne  Schwartz 

Ohio. 

Fox; 

Dlrs.    "i    <  uvahoga    County, 

itors   (automobile  dlr.),  Fox;  Finney 

inco  fringe-area  antenna  i.  Fox;  Parma 

rs     'auto    dlr.),    Fox;    Plymouth    Dlr*. 

a.,  Fox;   Sanitone,   Fox;   \\  e-t  Side    \ut<> 

-     Vssn.,   Fox;    West   Side   Pontiac    (auto 

lr.),  Fox 

BAYLESS-KERR 

1166    Hanna    Bldg..    (lei  eland    15,    Ohio. 

Main    1-0643 

George    Kilbride,    Ralph    Wright 

Fremont  Kraut  <  sauerkraut  \  sauerkraut 

juice),  Kilbride;  Olga  Coal  Co.,  Wright 

RALPH    BING   ADVERTISING  CO." 

Frederick  Bldg.,  Cleveland   15,  Ohio.    Su- 

perior 1-277  I 

Ralph    S.    Bing 

\<<-  Cigarettes,  Blaushild  Motor-  (Chrysler- 

Plymouth),  Hon-. -mart.  Industrial  Tire  Co., 
London  Leather  Co..  Ohio  Paint  and  Color 

(  o.,    Pierre's    Ice   (ream 

RICHARD  T.    BRANDT 

1510     Keith     Bldg.,     Cleveland     15,     Ohio. 

Prospect   1-4020 

Richard    T.    Brandt,    Eleanor    M.    Clark 

Babcock  Dair\  Co.,  Dairymen*  Ohio  Farm- 
ers   Milk    Co. 

FOSTER  &   DAVIES 

2116     Keith     Bldg..     Cleveland     15,     Ohio. 

Cherry    1-0711 

Miles  McKearney,  v. p.;  Jeanne  Kohorn, 
secy. 

Uliance  Mfg.  Co.  iTenna-Rotor  and  other 

tv   aid- 1 

FULLER  &  SMITH   &   ROSS* 

1501     Euclid      -lie..     Cleveland     15,     Ohio. 

<  herry   1-6700 

L.    J.    Boyce 

Ucoa  (Aluminum  Co.  of  \m.i.  Central  Cad- 

illac i  local  dlr.  i.  Central  Chevrolet  ( local 

dlr.).   Domestic  Sewing   Machine  Co..   Harry 

Ferguson  (tractors),  Higbee  Co.  (local  depL 

store).  Jack  &  Heinz  (local),  Pennzoil  Oil 

Co.     (motor     oil),     Sherwin     Williams     Co. 

(paint),   White   Sewing   Machine  Co. 

GABRIEL  ADVERTISING  AGENCY* 

7    United    Office    Bldg..    Cleveland    13, 

Ohio.    Main   1-0816 

W.    J.    Gabriel 

Bedford    Product-     (jellies    &    jams).    Cray- 

ton's  Southern  Sausage,  Kagle  Awning  Co. 
'Di\.  of  Hobart  Prods.),  Eagle  Dairy  & 

Ice  Cream  Co..  Foodtown  Super  Market-. 

Ideal  -Macaroni  &  Spaghetti  Co.,  Jack  'n  Jill 

Kiddie  Shops,  Leader  Drug  Store-.  O'Mallej 
\  Porach  Dodge.  Parma-Studebaker-Packard, 

Kini-  Supet  Market,  Ventaire  Awning  Co. 
>I)i\.  of  Hobart  Prods.) 

GERST,   SYLVESTER   &   WALSH* 
3113  Prosped   Ave.,   Cleveland    15,   Ohio. 

Henderson    1-4710 

Trudi  Schluembach 

Vrnolil  Whole-ale  Co.  (  Ironrite  &  Zenith 

distr.),  \tlas  Radio  &  r\  Stores,  B.  W. 

Blaushield  Motors  '  Dodge-Plymouth ).  Blon- 

der Wallpaper  Co.  (Walltex,  Cold  Seal ) . 

Family  Fair,  kromex  <  houseware-  i .  Maytag 

Sales  Co.  (distr.),  Ohio  Provision  Co. 

(Sand]  Mac  meats),  Standard  Brewing  Co. 

i  Erin    Brew  i .    Watkin-    Furniture    Co. 

ROBERT   GOULDER    ADVERTISING 

1010    Euclid    Ave..    Cleveland    15,    Ohio. 

Main   1-3214 

Robert   A.   Goulder 

I  j  Mack  Oldsmobile.  Progressive  Mutual 

Ins.    Co.,    Reliable    Oldsmobile    Sales 

GREGORY-HOUSE   ADVERTISING   CO* 

2157     Euclid     Ave..     Cleveland     15,     Ohio. 

Main    1-7822 

Marion    Reeves,    Frances    Jesse 

Acme  More-  i  food  chain).  Dan-Dee  Co.  (po- 

tato chips),  Slim  &  Trim  by  Tarr.  Spang 

Baking   Co.    (bread,   donuts) 

THE   GRISWOLD-ESHLEMAN    CO.* 
1  WO  Terminal  Toner.  Cleveland  13.  Ohio. 

Toner    1-3232 

Richard  C.  Woodruff,   Helen   J.   Lort 

Chevrolet  Dealers  Assn..  Erie  Railroad.  Fish- 

er Bros.  Co.  (food  stores),  B.  F.  Goodrich 

i  Tire  Equipment  Div.),  Jenney  Mfg.  Co. 

(petroleum  prods.).  Alfred  Nickles  Bakery. 

Perfection  Industries.  Div.  of  Hupp  Corp. 

(furnaces,  commercial  &  residential  air  con- 

ditioners, space  heaters,  water  heaters, 

ranges  i.  Sears.  Roebuck  and  Co.  (dept. 

stores.  Cleveland  area),  Tappan  Stove  Co. 

(Cle\  eland  Div.),  Thompson  Products  (auto 

&  aircraft  parts).  Youngstown  Sheet  &  Tube 

Co.     '-teeli 

THE  HUBBELL  ADVERTISING  AGENCY* 
1900  Euclid  Ave.,  Cleveland  15,  Ohio. 

Cherry  1-0212 

Frank    Hubbell,    V.    D.    Lidyard 

The  Astrup  Co.  'awning-1.  Hubbell;  Can- 

vas  Vwning  Institute.  Hubbell;  Hippodrome 

Theatre  'motion  picture-'.  Lidyard,  Hub- 

bell; Lanb  Baking  Co.  (bread  and  baked 

goods'.  Hubbell 

LANG,    FISHER    &   STASHOWER^ 
1010  Euclid  An-..  Cleveland,  Ohio.    Main 

1-6579.  Prospect   1-0300 

Alvin  B.  Fisher,  v. p.,  radio-tv  dir.;  Helen 

Dwyer,  Lori  Martin,  Garry  C.  McKelvey, 

David    L.    Stashower 

Carling  Brewing  Co.,  Cleveland  Baseball 

Co.,  General  Electric  Appliances.  Interna- 

tional Molded  Pla-tic-.  Master  Mfg..  Pick 

'n  Pay  Super  Market-.  Richman  Bro-..  Sng- 
ardale  Provisions  Co.,  WJW-TV,  World  Pub- lishing Co. 

CARR    LIGGETT    ADVERTISING 

512  NBC  Bldg..  (Jet  eland  14.  Ohio.  Cherry 

1-3434 

John  L.  Marting,  madia  dir.;  John  F. 

Nash,  acct.  exec;  M.  J.  Croer,  Robert  R. 
Hum 

Cleveland  Builders  Supply  Co..  Marting, 

Nash;  Ohio  Savings  tssoc,  Marting,  Cra- 

ver.  Hum;  The  Pioneer  Rubber  Co.  (house- 

hold gloves,  baby  pant- 1.  Marting,  Craver, Hum 

McCANN-ERICKSON* 
335     Euclid     Ave.,     (Cleveland     14.     Ohio. 

Cherry    1-6850 

John    M.    Kinsella 

Cleveland  Elec.  Illuminating  Co..  Coca  Cola 

Bottlers  (various),  Columbus  &  So.  Electric 

Co.,  Gray  Drug  Stores.  National  City  Bank. 

Ohio  Bell  Telephone  Co..  F.  C.  Russell  Co.. 
Standard    Oil   of   Ohio 

MELDRUM  &  FEWSMITH* 
1220    Huron    Road.    Cleveland    15.    Ohio. 

Cherry    1-2141 

Bruce  Standerman,  radio-tv  dir.;  Muriel 
Lamppert 

Bonne  Bell  (cosmetics).  Ford  Motor  Co. 

'Tractor  &  Impl.  Div.  I .  Republic  Steel 

kitchen-.  St.  Mary's  Foods.  Seiberling  Rub- 

ber Co.  (tires,  tube- 1.  Willard  Storage  Bat- ten   Co. 

SWEENEY   &   JAMES   CO. 

1501    Euclid    Aie..    Cleveland    15.    Ohio. 
Main    1-7 142 

Lucie  Lion 

Firestone  Tire  &    Rubber  Co. 

Timebuyers  of  the  U.  S. 

listing  will  continue 

in  the  24  August  issue 

i:; 
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DO  YOU   OWN   A  COPY   OF   BASICS? 

IF  YOU  DO — you'll  want  to  order  an  extra  one  todaj .  so  that  you  can 
keep  one  intact  as  your  workbook   for    the    next   twelve   months. 

IF  YOU  DON'T — better  get  your  own  right  now,  to  be  sure  you'll 
have  this  basic  tool  at  your  elbows  during  the  coming  year. 

NEED  QUANTITIES  TOO?   For  others  in  your  organization  who 
can  profitably  use  this  important  buyers  tool,  we  have  printed  an 
extra  supply.  Order  them  now  . 

YES  /  need extra  <  "pies  of  Spo>; 

TV /Radi    BASICS  at  $2.        h.  Please  rush  t 

to  me. 

I  enclose  payment  □,  please  bill  me    □. 

Name  I  : 

Atl  dress   

City   >:■■■■■   

M  \II.  I  0  SPONSOR    •  ["H  STREET,  N.Y.< 
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You  Might  Win  7  National  Tennis  Championships     — 
BUT 

NIELSEN  NCS  NO.  2 

NOVEMBER,  1956 

Station 
Radio 
Homes 
In  Area 

Monthly 

Homes 
Reached 

WKZO 

B 

208,450       107,490 

DAYTIME 
Weekly  Daily 
NCS  NCS 
Circ.  Circ. 

95,520         67,470 

106,570 43,420 38,670 25,630 

YOU  NEED  WKZO  RADIO 
TO  WIN  SALES 

IN  KALAMAZOO-BATTLE  CREEK 
AND  GREATER  WESTERN  MICHIGAN! 

WKZO — CBS  for  Kalamazoo-Battle  Creek  and  Greater  Western 

Michigan — is  one  of  America's  most  obvious  radio  buys.  Nielsen 
figures,  left,  show  that  WKZO  delivers  over  2'/2  times  as  many 
radio  homes  as  its  nearest  competitor  .  .  .  and  WKZO  has  almost 
twice  the  share  of  audience,  according  to  Pulse! 

Take  a  good  look  at  those  November  1956  Nielsen  figures.  WKZO 
actually  delivers  56%  more  homes  daily  than  the  second  station 
can  deliver  monthly! 

Your  Avery-Knodel  man  has  all  the  facts. 

^TV^ 

WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO—  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
KOLN-TV  — LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  — PEORIA,  ILLINOIS 

CBS    RADIO    FOR    KALAMAZOO-BATTLE   CREEK 
AND  GREATER  WESTERN   MICHIGAN 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

•Bill  Tilden  did  it  in  1020,  1921,  1922,  1923,  1924,  1925,  and  1929. 

50 
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RADIO  BASICS/  august 

["his  i  —  1 1 n ■  fourth  "l  sponsor's  new  Radio  Basil  -  sections.  Ii 
will  appeal  ever}  four  weeks  and  will  complement  and  alternate 
with  \\  l>a>ics.  I  hue  sections  make  up  |{adio  Basics.  [Tie 

tn-i  i-  .1  series  "I  four  indices,  <z i\  in^  material,  updated  ever) 

lour  weeks  f"i  tin-  mosl  part,  on  number  "I  homes,  stations, 

sets  in  homes  and  sets  sold  or  produced,  ["he  Becond  - 
t ion  covers  spot  and  will  provide  periodic  indices  of  local 
listening  in  various  markets  and  research  material  of  interest 

to  users  of  spot.  The  third,  or  network,  section  will  emphasize 

web  radio  clients.  It  provides  a  complete  list  of  network  adver- 

tisers a>  of  the  week  beginning  with  the  date  of  each  issue,  to- 
gether with  information  on  programs  used,  days  of  the  week 

bought  and  the  amount  of  program  time  purchased  1>\  each  <  li- 
ent.  Suggestions  from  readers  as  to  content  and  format  will  be 
welcomed  and  used  as  a  basis  for  future  additions  and  revi- 

sion-.   \r\t  Radio  Basics  will  appear  in  the  I  1  September  issue. 

Radio  dimensions  ."<•  ii 
in  terms  "f  homes,  station! 
in  homes,  sets  sold  .  .    sec  below 

Spol   basii  -  |iro\  idc-.  lo<  al 
ket  listening  index,  data  on 

out-of-home  radio  .  .  .  p°9c  52 

Network  basics  comprises  (In- 
complete li-t  of  current  web 

advertisers   page  54 

1.   RADIO'S   DIMENSIONS  TODAY 
Radio   homes    index Radio   station   index 

1957 1956 

48.2 

radio 
homes 

47.3 

radio 
homes 

50.0  49.1 
U.S.  homes        U.S.  homes 

|    Source       \      C      Nielsen.     1    July    each    yew. 
|     homes  figures  In  millions. 

■      !i:„i;;;  ;:,..:;,;;ii;;i:;.,,..;.iii;i 

Radio  set  index] 

"':   •    

Set location 

Home 
Auto 
Public 

places 

Total 

1957 1956 

1  (5,000,000     124.000.000  | 

f§     Sot  January    1956.     1     July 
•s     seis    in    working    order.     -No   new    information. 

End  of  June   I  *).">" Stations  CPs  not  Applications  Applications 
on  air  on  air  on   hand  in    hearing 

Am 
Fm 

1       3079        1        159 
1         530         1          31 

1 

1          24 

1        103 
1             0 

End  of  June 
1  *).->() 

Am 
Fm 

1       28%         1        124 
530                  16 

1        -:i 

10 

1    '7? 

Source:  FCC  monthly  reports,  commercial  stations. 

Radio   set   sales index 

m  :.:;;::ini!.ii;:::i;;;ifii 

Type 

'iM.uiio.ooo 
82.000.000  1 

35.000.000 32,000,000  j Home 

10.000.000* 
10.000,000  1 Auto 

|une    1957  |une    1956 

729,421  839.830 

416,058 

Six    Months         Six    Months 
1957  1956 

3,638,969 

2,834,676 

Total  1,145,479        1.136.086  6,473,645 

Source:    RETMA.     Hume  figures   are  retail    sales,    auto   figures    a-  -iuctlon. 

r iiiiEfflnimiiuwffliiiniimiiiiniuiiiii!::;::;  I   WB 
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2.   SPOT   RADIO   BASICS 

nraiiiuiiwiiiiiiiiiiiiiiitiiiiiifiiiiiiiiiiiiiiiiiHiiiiiiiiiiiiiiiiiiiiiiiimiiitiiiiiniiiiiniiii   iiiiiiiiiiiiiiiiiiiiiiiii   inn 

Spot  listening 

market  index 

Figures  for  the  10  markets 
at  right  show  homes  using 
radio  I  in  and  out-of-home) 

during  June,  except  for  San 
Antonio  and  Wilmington, 

H  liiili  are  May,  and  Youngs- 
town  which  is  April.  Data 
comes  from  Pulse,  covers 

average  quarter-hour  listen- 
ing Monday-through-Fri- 
day. This  is  the  fourth 

group  of  markets  covered 
in  Radio  Basics.  Other 

markets  will  appear  in 
this   section    in   the    future. 

IlllfUIUUIIIIIIIIIIIillllllllUllllflll 

How  local  markets  compare  in  listening  levels  by  three-hour  day  parts 

Market  6-9  a.m.  9  a.m.-N  N-3  p.m.  3-6  p.m.  6-9  p.m.  9  p.m.-M 

Chattanooga 15.9 18.7 
17.5 

18.7 15.1 11.7 

Denver 23.4 
24.8 

22.7 
21.3 

25.2 
18.1 

Lexington.  K\ . 

17.0 
17.2 15.4 

15.3 
14.0 

9.8 

New  York 25.2 
31.2 

27.7 
29.3 26.3 18.3 

Oklahoma  City 
16.5 17.8 

17.2 
17.9 15.0 10.2 

Omaha-Council  Bluffs 
19.5 22.6 21.9 

20.9 
16.4 

11.6 

Providence 
15.8 

18.1 16.9 
18.3 14.0 

9.8 

=   San  Antonio 
18.6 

21.1 
19.5 19.5 16.8 12.3 

;    Wilmington.  Del. 
14.2 17.6 16.5 

16.7 
14.2 

11.7 

^  oungstown 

14.6 

llllllllll 

18.9 19.2 
19.7 15.7 11.4 

How  local  and 

national  time 

listening  compare 

Nielsen  average  minute  audience 

data  cover  May-June  1957.  Local 
time  auto  data  was  not  available 

pllllllllllllllllllllll!lllllllllllllllllllllllllll!!lllllllll!!llllllll! 

Day-part 

6-9  a.m.  M-F 

9-Noon  M-F 

12-3  p.m.  M-F 

3-6  p.m.  M-F 

^       6-9  p.m.  Sun-Sat 
9-Mid.   Sun-Sat 

iiiiiiiiiiiiiiiiiiiiiiiin 

!l    A 

LOCAL    TIME    BASIS 

NEW 

YORK    TIME 

BASIS 

In-home    COOO) In-home    C000) Auto-Plus Total = 

6,934 5,345 
1,204 

6,549 

g 

6,404 
6,500 

1,156 

7,656 

5,874 
6,356 

1,01  1 7,367 

5,489 5,393 
1,589 6,982 4,430 

4,767 1,493 
6,260 

3,082 
3,515 

722 

4,237 
= 

ll!lllllll!lllll!i:il!IIIHI!llllllinilllllII!lll!!lll 

How  do  nighttime 

buys  look  against 

daytime  ? 6:30-  9:00  a.m. 

Cost 
Families     reached        Cost-per-1 .000 

Men 

$628.74         786,611 

80c 

39% 

Women 51% 

Cost    figures   are   for   minutes   at 

the   260-time  rate  on   23   Peters, 

i  ■!  iffin,  W   1 «  nil  stations.      \n- 
dience  data  is  from  Pulse  during 

recent  months  covers  out-of-home 

6:00-10:00  p.m. 475.71  650,511 73c 

  iiiiiiiiiiiii   iiiiiiiiiiiiiii   iiiiiiiiiiiiiii   iiiiniiiniiiiiiiiiiiiiiiiiiiiiiiiiii   nil! 
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Is  there  much 

difference   in 

local   car  traffic    16' 

patterns  ? 

Though  'I'  h  ing  i"  and  from 
work  represent  |nak~  in  auto 

traffii  .  these  three  i  hai t~.  pul 
thei  l>\  Headle)  Reed, 

show  significant  different  es 

among  nun  kets,  Boston  '  top 
char)  i     motoi  ists    apparent!) 

24% 1 

fs
 

■ 
! ! 

A * 
/ 

1 

* 

A. 

20% 

r*
 

V 16% i 
b-~ 

1 t 
12';; 

^^^ 
^ 8% 

* / t 

i 

4% 
1  10 

1 0 . . 
7 AM  1 1 I 

10 11        12         ; 
PM  2 i 1        5 6 7 ; I 

10 

n l 2 

staggei  their  morning  dri\  ing. 
St.  Louis  motorists  (chart  at 

right  I  show  pronounced  trai 

In'  peaks  and  a  noontime  dip 
while  Milwaukee  drivers  (bot- 

tom i   are  comparative!]   .  .  . 

15# 

10* 

5% 

%  of  traffic 

12 
mid 

m 

r 

■ 

s-'V 

_ 

10 

12 

noon 

10 

pm 

12 

1 » i « — >  in  tlio  afternoon.  Note 

also  thai  the  5:00-6:00  p.m. 
period  i~  the  busiest  in  all 
three  markets.  Though  figures 
refer  to  traffic  flow,  auto  radio 

listening    is    probabl]    similar 

%  Of  Traffic 
10  12 



3.    NETWORK   RADIO'S  CLIENTS  &  STATUS 
PROGRAM   TIME  SALES 

mini   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinii 

Program  Hours  Sold 

Week   beginning  Hours 

J  July 
107.3 

103.9 17  Aug. 

Illlllllllllllllll 

Beginning  with  this  issue  of  Radio  Basics,  SPONSOR  will 
tally  every  four  weeks  the  amount  of  weekly  program 
time  sold  by  all  four  networks.  Figures  in  the  business 
indicator  at  left  are  taken  from  the  complete  current 
list  of  network  radio  clients  below  as  well  as  the  previous 
list  run  in  the  last  issue  of  Radio  Basics.  For  purposes 

of  comparability.  6-second  and  8-second  commercials 
are  considered  as  30  seconds  of  program  time  while  20- 
second  and  30-second  commercials  are  considered  two 

minutes  of  program  time.  In  the  list  below,  covering 
the  week  beginning  17  August,  minute  commercials  sold 
as  such  are   figured   as  five  minutes  of  program  time. 

ABC 
Admiral:  appliances;   Breakfast  Club;  M-F;  25  min. 
AFL-CIO:   institutional;   Ed.  P.  Morgan;   M-F;  75  min.;   /.   W.  Van- 
dercook;   M-F;    25   min. 
American   Bird   Food   Mfg.   Co.:   Breakfast  Club;   M;   5  min. 
Assemblies  of  God:  religious;  Revival  time ;  Su;  30  min. 

Atlantic  Sales:  French's  bird  food  products;  My  True  Story;  Tu,Th; 
10  min. 

Ball  Bros.:  home  canning  prod.;  Breakfast  Club;  Tu-F;  20  min. 
Bankers  Life  &  Casualty:  White  Cross  Hospital  Plan;  Paul  Harvey; 
Su;   15  min. 
Beech  Nut:  Beech-Nut  gum;  Breakfast  Club;  Tu,W,F;  15  min. 

Bridgeport  Brass:  various  insecticides;   When  A  Girl  Marries;  Tu-F; 
20  min. 

Bristol-Myers:  Bufferin;  Breakfast  Club;  M,W,F;  15  min.;  Sal 
Hepatica;  Breakfast  Club;  M,W,F;   15  min. 
Campana  Sales:  Ayds,  Italian  Balm;   Breakfast  Club;  M;  5  min. 
Cor  ling  Brewing:  Red  Cap  Ale;  Martin  Block  Shoiv;  F,Sa;  100  min. 
The  d-Con.  Co.,  Inc.:  Ant  Prufe  &  Roach  Prufe;  My  True  Story; 
Tu,Th;  10  min. 

Ex-Lax:  Ex-Lax,  Jests;  My  True  Story;  M,W,F;  15  min. 
Food  Specialties:  Appian  Way  pizza  pie  mix;   Breakfast  Club;  Tu; 
5  min. 

Foster-Milburn:  Doan's  pills;  My  True  Story;  Th;  5  min.;  Whisper- 
ing Streets;  Tu;  5  min. 

General  Foods:  Calumet;  Breakfast  Club;  M;  5  min.;  Post  Cereals; 

Breakfast  Club;   M-F;   25  min. 
General  Motors  Corp.:  CMC  trucks;  Howard  Cosell,  Speaking  of 

Sports;   Tu-F;   20  min. 
Gospel  Broadcasting  Assn.:  religious;  Old  Fashioned  Revival  Hour; 
Su;  60  min. 

Billy  Graham:  religious;   Hour  of  Decision;  Su;  30  min. 

Haysma    Co.:    Haysma — hay   fever   remedy;    Breakfast   Club;    M-F: 
25  min. 

Highland  Church  of  Christ:  religious;  Herald  of  Truth;  Su;  30  min. 

Midas  Muffler:  auto  mufflers;   Weekday  Newscasts;  M-F;  25  min. 

Miller   Brewing   Co.:   Miller  High  Life  Beer;    Newscasts  &  Sports- 
casts;  M-S;   85  min. 
Milner  Products:  Perma  Starch,  Pine-Sol;  Breakfast  Club;  W;  5  min. 

National  Brands,  div.  of  Sterling  Drug:  Dr.  Caldwell's;  Sunshine 
Boys;  M-F;  25  min. 
Norwich-Pharmacal:  Pepto-Bismol;  Weekend  Newscasts;  Sa,Su;  90 
min. 

Oral  Roberts  Evangelistic  Assn.:  religious;  Oral  Roberts'  Broad- 
casts; Su;  30  min. 

Radio  Bible  Class:  religious;  Radio  Bible  Class;  Su;  60  min. 

R.  J.  Reynolds:  Camel;   Weekday  Newscasts;  M-F;   100  min.;    Week- 
end Newscasts;  Sa.Su;  90  min. 

Sandura  Company:  floor  covering;  Breakfast  Club;  Th;  5  min. 
Voice  of  Prophecy:  institutional;   Voice  of  Prophecy;  Su;  30  min. 
Dr.  Thomas  Wyatt:  institutional;   Wings  of  Healing;  Su;  30  min. 

Advisory   Board   for   Promotion   of  Calif.    Bartlett    Pears:   Amos  'n 
Andy;  Th;  5  min.;    Wendy  Warren;  W;  5  min.;   House  Party;  Th; 
TV2  min.;  Robert  Q.  Lewis;  F;  5  min.;  Galen  Drake;  Sa;  5  min. 
American  Home  Foods:  Arthur  Godfrey;  Th;   15  min. 

Best  Foods  Inc.:  Amos  'n    Andy;  F;  5  min. 
Bristol  Myers:  Arthur  Godfrey;  M,W;  60  min. 

Campana  Sales:  Robert  Q.  Lewis;  Sa;  5  min. 

Chesebrough-Pond's:  Sports  Time;  M,W,F;  5  min. 
Chrysler:  Dodge;   Gunsmoke;  Sa,Su;    10  min.;  Mitch  Miller;   Su;   5 
min.;    Sports   Resume;    Su;    5   min. 

Chun  King  Sales:  Arthur  Godfrey;  W  &  F,  alt.  wks.;  15  min. 
Clairol:  Galen  Drake;  Sa;  5  min. 

Colgate-Palmolive:   Our   Gal  Sunday;    M-F;    37%   min.;    Backstage 

Wife;  M-F;  37%  min.:  Strike  It  Rich;  M-F;  37%  min.;   2nd  Mrs. 
Burton;  M-F;  37y2  min. 
Cowles  Magazine:  Robert  Q.  Lewis;  Sa;  5  min. 

Curtis  Circulation:  Arthur  Godfrey;  Tu;   15  min. 
Dixie  Cup:  Robert  Q.  Lewis;  Sa;  5  min. 

General   Foods:   Arthur  Godfrey;   Tu.Th,  every  4th   F;    33%   min.; 
Wendy  Warren;  Th;   5  min.;    World  News  Roundup;   Su;   5  min.; 

Gunsmoke;   Su;   5  min.;    Our  Miss  Brooks;   Su;    5  min.;   Amos  'n' 
Andy  Music  Hall;  M-F;  25  min.;  Galen  Drake;  Sa;  5  min.;  Robert 
Q.  Lewis;  Sa;  5  min.;  Gunsmoke;  Sa;  5  min. 
General  Mills:  Galen  Drake;  Sa;  5  min.;  Robert  Q.  Lewis;  Sa;   5 
min.;  Gunsmoke;  Sa;  5  min.;  Gunsmoke;  Su;  5  min.;  Mitch  Miller; 

Su;  5  min.;  Amos  'n   Andy;  F;  5  min. 
General   Motors:   Chevrolet;   Allan  Jackson — News;   Sa;    20  min.; 
Robert  Trout — News;   Su,M-F;   50  min.;    Soap  Box  Derby;   Su;    15 
min.;    Delco;    Lowell   Thomas;    M-F;    75   min.;    GMC   trucks;    Farm 
News;   Sa;   5  min.;   Saturday  Nite  Country  Style;   Sa;   5  min.;    FBI 
in  Peace  &  War;   Su;  5  min. 
Hartz  Mountain  Products:  Arthur  Godfrey;  Th  &  F,  alt.  wks.;    15 
min. 

Lever   Bros.:  Ma  Perkins;   M-F  alt.  wks.;    37%   min.;    Romance  of 
Helen  Trent;  M-F;  37y2  min.;  Ma  Perkins;  M-F  alt.  wks.;  18%  min.; 
Young  Dr.  Malone;  M-F;  37%  min.;  House  Party;  M-F;  37%  min. 
Lewis  Howe:  Robert  Q.  Lewis;  Sa;  5  min. 

Longines-Wittnauer:  Longines  Symphonette;   Su;   30  min. 
P.  Lorillard:  Kent;    World  Tonight:   F,Sa,Su;    15  min.;   Indictment; 
Su;  5  min.;  Mitch  Miller;  Su;  5  min.;  Sports  Resume;   Sa.Su;    10 
min.;  Saturday  Night  Country;  Sa;   5  min.;  Amos  V  Andy;  F.Sa: 
10  min.:  Johnny  Dollar;  Su;  5  min.;  Robert  Q.  Lewis;  F;  5  min.; 

Suspense;   Su;    5  min.;   FBI  in  Peace  &    War;    Su;   5   min.;    World 
News  Roundup;  Su;  5  min.;  Washington  Week;  Su;  5  min. 
Milner  Products:  Robert  Q.  Lewis;  Sa;  5  min. 

Philip  Morris:  Country  Music  Show;  F;  25  min. 
Mutual   Benefit  Health  &  Accident  Assn.:  Arthur  Godfrey;  Tu  & 

every  4th  F;  18%  min. 
North  American  Philips:  Herman  Hickman-Sports;  M,W,F;   15  min. 
Norwich   Pharmacol:  Arthur  Godfrey;  Tu;   every  4th  F:    18%   min. 

NOTE:  Data  on  time  purchased  refers  to  weekly  brand  or  advertiser  total  for  eflch 
program.  Time  bought  for  particular  brands  is  shown  where  possible.  In  cases 
where  croups  of  brands  precede  a  show  or  group  of  shows,  it  was  not  possible  to 
pinpoint    which    brands    were    advertised    on    each    show    or    on    which    days    of    the    week 

the  brands  were  advertised.  Except  for  General  Motors.  Chrysler  and  P.  Lorillard.  brand 
mi  ination  was  not  available  torn  CQ3S.  List  shows  complete  client  roster  up  to  presstime. 
In  NBC  list.  rot.  means  commercials  are  rotated  on  different  days  of  the  week  under 
the  web's  run-of-schedule  plan. 



Pan  American  Coffee   Bureau:    Vora  Drake;    M,    .'.    mil        5  It 

Rich;  \\  ;  7 ' •_■  nun.;  Our  Gal  Sunday;  Th;   i ''  .■  mill  .    S  Lfrj 
Burton  .    I  b,l  ,    LS   nun. 

Pharmacraft:   HoitSt   Party;    M.lli.l;     '.II   mm. 
Pillsbury:     irihur  Godfrey;    Tu.  Ili;    30   nun. 

Reader's    Digest:     trthui    (.n.iir,  i       \1  .     15    nun 

R.  J.  Reynolds:  Herman  Hickman    Sports;   I...II.  ̂ ..   l  i  mm. 
Scott  Paper:    Irthui  Godfrey;  Th,l  S  everj   kh  I  .  L8  i  min  .  6 

ttage  Wife;  I  :   .' '  g  nun.;   Youn g  Dr.   Matont      I  h  I  .    i  ■ 
Drake;  Tu.Th;   15    .;    Ma  Perkins;    In  ̂ >  W   lit  wks;   .'.   rain.; 

'2nd  Mrs.  Burton;  Th.F;   LS  min. 
Sherwin-Williams:     Irthur  Godfrey;    \\..wi%     Itli    I   ;    I;;    ,    min. 

Simoniz:    [rthui  Godfrey;  V7;  15  nun;  House  Party;  W;  15  mil 

Herman     Sews;   II. .1-;   10  min.;  /     Sevareid    News;   II.  I  ;   In  nun.; 
Sews;  Sa;   LS  nun.;  Sports  \ews;  Sa;   In  min. 

Slccp-Ezc:  House  Party;  V7;  7 '  _•  nun. 
A.  E.  Stolcy  Mfg.:  House  Party;  Tu;   15  min.;    irthur  Godfrey     I 
15  min. 

Standard   Brands:  //.>»>,•  Party;   M  ;    15   min.;    Arthur   (  \|.  \ 

over)    Ith   I':   37%   min. 
Sterling   Drug:   Cunsmohc;    Su;    5   min. 

Swift:  House  Party;  F;   15  nun. 

Weco  Products:     irthur  Godfrey;   M;    15   min. 
F.   W.   Woolworfh:    Woolworth   Hour;    Su;   60  min. 

Wm.  Wrigley,  Jr.:  Howard  Miller  Show;  M-F;  75  min.:  /V  Buttram 

Shorn  .    Ml';   7.">  min. 

N 

IVI 
Billy  Graham  Evangelical  Assn.:  religious;  Billy  Graham;  Su;  30 
min. 

Carter  Products:  Little  Liver  Pills;  Gabriel  Heatter—News;  M,Tu, 
Th;    15  min. 

Christian   Reformed  Church:  religious;   Back  To  God;   Su;   30  min. 

Coca-Cola:  ('oca-Cola;   Eddie  Fisher;  Tu.Th;   30  min. 
Dawn   Bible  Institute:  religious;  Frank  and  Ernest;  Su;    15  min. 

Drug  Products,   Inc.:    \«lum;    True  Detective  Mysteries;   M;   5  min.: 

Treasury  Agent;  Tu;  5  min.;   Gang  Busters;  W;   5  min.;   Secrets  of 

Scotland  Yard;  Th;  5  min.;   Counter-Spy;  F;   5  min. 

First  Church  of  Christ,  Scientist:  religious;  How  Christian  Science 
Heals;  Su;   15  min. 

Florists'  Telegraphic  Delivery  Service:  institutional;  station  breaks; 
M-Su;   20  20-sec 
Hudson  Vitamin  Corp.:  vitamins;  Gabriel  Heatter;  Su;  5  min. 

Kraft  Foods  Co.:  All  Purpose  oil,  mustard,  Kraft  dinner,  Miracle 

Whip,  Italian  dressing,  cheese  spreads,  I'irkav  margarine;  Les  Higbie 
—News;  M-Sa;  30  min.;  Holland  Engle—News;  M-Sa;  30  min.; 

John  B.  Kennedy — News;  M-Sa;  30  min.;  Cedric  Foster — News:  M- 

Sa;  30  min.;  Frank  Singiser — News;  M-Sa;  30  min.;  Charles  B.  War- 

ren— News;  Sa;  5  min.;  True  Detectiie  Mysteries;  M :  5  min.; 
Treasury  Agent:  Tu;  5  min.;  Gang  Busters;  W;  5  min.;  Secrets  of 

Scotland  Yard;  Th;  5  min.;  Counter-Spy;  F;  5  min. 

Liggett  &  Myers:  L&M;  Ed  Pettitt  \ews;  Sa;  5  min;  Floyd  Mack 

— News;  Su;  5  min.:  John  Scott — News;  Su;  5  min.;  station  breaks; 
M,W,F,Sa,Su;   10  20-sec. 

Lutheran  Laymen's  League:  religious;  Lutheran  Hour;  Su;  30  min. 
Manion  Forum  of  Public  Opinion:  discussion;  Dean  Clarence  Man- 
ion;  Su;    15  min. 

Miles  Laboratories,  Inc.:  Nervine,  One-A-Day  Vitamin*,  Tabcine; 

Steve  McCormick — News;  M-Sa;  30  min.;  Robert  F.  Hurleigh — 

News;  M-F;  25  min.;  Westbrook  Van  Voorhis — News;  M-F;  25  min.: 

John  Scott— News;  M-F,  Su;  60  min.;  Lyle  Van— News:  Ml 

min.;  Lester  Smith — News;  Sa;  5  min.;  Floyd  Mack  Sews  Sa.Sa; 
20  min.;  Ed  Pettitt— News;  Sa.Su;   10  min. 

Minute-Maid  Corporation,  Hi-C  Div.:  Hi-C  products;  station  hr- 
W.Th.F;   9  20-sec. 

Quaker  State  Oil   Refining  Corporation:  Quaker  State  oil:  Ga- 

the  Day;  Sa;  60  min.;  Sports  Flashes  With  Frankie  Frisch;   S    3 
30   min. 

Radio   Bible  Class:  religious;   Radio  Bible  Class;   Su;   30  min. 

R.  J.  Reynolds  Tobacco  Co.:  Camel:   Camel  Scoreboard:   Su-Sa;   35 

min.;    v»inston:    Winston  Scoreboard;   Su-Sa;   35  min. 

Voice  of  Prophecy:  religious;   Voice  of  Prophecy;  Su:  30  min. 

Wings  of  Healing:  religious;   Wings  of  Healing;  Su ;  60  min. 

Word  of  Life  Fellowship:  religious;   Word  of  Life  Hour:  Sa;  30  min. 

Allis-Chalmcrv         -iit.ilioii.il;     .\  nt 7     I  arm     A     HofTU     HoUl nun. 

American    Institute    of    Men's    &    Boys'    Wear:    clotl 
—  ■     "  ■  i        .  1 1    nun 

American    Motors:    Ram]  min. 

American   Oil:     \   CO  pi  '  ■in. 
Best  Foods  Inc.:  Fannini  -  bread  «^  buttei  pickles;   Truth        I 

i  hi..  Band- 

uand     l '   I  -  0       an  In  My  Hi  l  ■   ■ 

iom      I       1    ' 
Billy    Graham    Evangelistic    Assn.:    religion;    HoUl    of    D in. 

Bon    Ami:    fet  ]  3  run. 

Bnstol-Mycrs:   Buffering   Ho  M-F;    LOS   min., 

Brown  &  Williamson:   k"o|-.   \    .•/..-.  .   II.,. i  II:    215  min.. 

Carter   Products:     \rrid.   30   min.:    Little    I  iver   Pills,  60   min.;    Band- 

stand; M-F;  20  min.;   True  Confessions;  rot.,  5  min.;    Woman  I- 

linns,     rol  .  3  min.;  "■  •    Mas     Family;  rot.;  5  min.;  Pepper  )  •■ 

Farm  n  of  The    Worl         I    .  K     I  ■  -i.;     Morn- -      ~  mill. 

Chrysler:   Dodge;   Monitor;  Sa.Su ;  30  min.,  7  30-sec. 

DcSoto:  DeSoto  '.ir-:   You  Bet  Your  Life',  5a;  30  min. 

Evangelistic   Foundation:   religion;    Bible  Study  II  -     .    30  min. 
Ex-Lax:   I  \  I  i\:    Monitor;    Sa^Su;    l  6-tec;    Bandstand; 

M.W   I  |  '.' 
min..  i  <   ■     Me         Family  .     M   I  ;    I        Ml    min..    I     10 

Ire  Funny;    W;    5   min.;    Great   Gildei   '•■   ■      Tu;    5   min.; '.     /  I       II  arid:     1  li :    5    min. 

General   Foods:    In-tant   Postum.  Jrll-O:    Bandstand;    M  I       25   min.. 

Pepper    Youn^S   Family:    M-F;    25   min.;    Truth   or  Conse- 

M-F;  IS  6- sec. 
General  Mills:  i  heerios;   Monitor;  5a,Su;  50  min.,  LO  Betty 

(  rocker;   truth  oi  Consequences     M  I      25  nun.:  <  .i k ••  mixes;  B 

staml :    M-F;  5  30-sec.;  True  M  \\  I  .     . 

M  I  :  25  min. ;   II  oman  In    I/.   Hon  ■      II'      2 

General   Motors   Corp.:    GM(     nmk-:     Sews   of    tfu     World;    Ml   I  : 
15    min. 

Gillette:  Gillette  prod-..  Paper-Mate,  Toni  pi  Bouts;    I  . 
sin. 

Grove  Labs.:  No-Doz;  News  of  the  World;  W.Th.F;    IS  min. 

Hotpoint:   various;    Bandstand;    M.W.I  hi  I-':    5   min.; 

11         Man's    family:    Tu-F;     l'l    min..    _'■-■■ 
M.W      '    10-sei    :  Peppei   Young's  Family;    I ...  I  d  I  Moni- 
tin  :    Sa,Su  :     In    nun..    1     10  -•  i 

Lutheran   Laymen's  League:   religion;    Lutheran   Hour;   Su;    30   min. 

Mack  Trucks:  Trucks;    Moniu  ■     I   ~        I".  min. Midas:  car  mufflers:    Monitor.    Su;   5   min. 

Morton   Salt:   -;.lt:    Alex  Dreier — News;   Sa;    5   min. 

Mutual    of   Omaha:    insurance;    On    the   Line    With    Considine .    - 

IS  min. 
Northwest  Airlines:   air  travel;     Monitor:    Sa  S  'nin. 

Pabst:  beer;  Great  GUdersleeve;  Tu:    1  30-sec;  People  Are  Funny: 

W\   1  30   .;    Y— One;  Th:   1  30-.         \  ghtlim      I'-Th:  9  30-s Monitor;    F-Su:    60  min..    16 

Pan    American    Coffee    Bureau;    coffee;    Truth    Or    '    ̂ sequences; 

M-F;    5   min.:    1   30-s 

Pepsi-Cola:  Pepsi-I  ola;    Monitor;   SajSu;  50  min.,  10  30-sec. 

Plough,    Inc.:    St.    Joseph    aspirin,    children's    aspirin.    Dr.    Ed  ■ 
olive  tablets,  Mezana;   Monitor.  5a,Su;  55  min..  9  3< ' 
Princeton    Knitting   Mills:  mutation  coats;   Monitor:    Sa.Su;   50  min. 

Quaker  State  Oil;    motor  oil;    Monitor      -     -        7>0  min. 
Ralston-Purina:    feed   division:    Harknr*  min. 

R.  J.   Reynolds:   i  ame);    Sews      '   'he   World:    M-F;    25   min.:    Prince 

Ubert;  Grand  •  5a;  30  min. 
Richfield   Oil:  oil  products;    Rirhdeld  Reporter:   S..F:   90  min. 

Simoniz:  Simoniz;   Monitor;  F^a;  35  min.:  Su:  6  3f.  - 

Skelly  Oil:  oil;     Ilex  Dreiei     Sews     M  ̂    :  90  min. 

Slccp-Eze:  sleep  aids;   P  Funny;  W:  .">  min.:   Life  &  The 
i.Th:     HI    min. 

Sterling    Drug:    Haley's    MO:    Bandstand:    M.W    | 
ee;  M-F:  25  min. 

Sun  Oil:  oil     !■-■      -  M-F;  75  min. 

Time,  Inc.:  I  ife  magazine;  Hourly    Sews;   M-F;   110  min..  . 

Voice  of  Prophecy:   religion;    '  "ire  oi  Prnphery ;   Su:   30  min. 

Waverly    Bonded    Fabrics:    fabrics;     MonitOI      -     -         50   min. 



■  SPONSOR  ASKS 

Is  program  mood  really  important  to  selling  a  product 

mrold  M.  Spielman,  Senioi  lea 
I  cecutive,  Schwerin  Research  <  n<\<. 

Of  course  it  is.  Even  in  radio's  hey- 
day, when  dimes  were  being  spent 

against  today's  tv  dollars,  advertiser* 
wen-  aw. lie  ol  tile  need  to  find  pro- 
jiraiih  tliat  would  live  compatiblv  with 

their  product  s  image.  For  those  for- 
tunate or  astute  enough  to  sign  on  with 

"blood  on  ti 

dark  cobble- 

stone street" 

a  Jack  Benin  or  a  Fibber  McGee  and 

Mollv.  the  search  was  happily  resolved. 

Then  along  came  tv,  a  new  medium 

with  the  same  old  problems — and  main 
new  ones — to  bedevil  and  perplex. 

As  a  researcher  organization,  SRC 

enjovs  the  advantage  of  pre-testing  and 
experimenting  with  both  commercials 
and  formats.  One  classic  example  of 

product-program  incompatibility  we 

turned  up  was  that  of  a  dessert  com- 
mercial which  did  fairly  well  as  the 

second  spot  in  a  situation  comedy. 

The  sponsor  was  considering  a  crime 
series,  however,  so  we  tested  the  com- 

mercial in  the  middle  of  one  edition. 

The  first  act  of  the  edition  in  question 

ended  with  a  victim  lying  in  a  pool  of 
blood    on    a    dark    cobblestone    street. 

\t  this  point  the  commercial  inter- 
vened. It  opened  on  a  close-up  of  a 

luscious  strawberry  sundae.  You  can 

probably  guess  which  program  the  ad- 
vertiser chose. 

Not  all  examples  are  as  gross  as 
this.  One  SRC  client  shared  a  -em- 

inent of  a  multi-sponsored  daytime 
studio  contestant  show.  He  wanted  to 
know  how  well  his  commercials  were 

doing  in  that  -pot.     So  we  tested  them 

— once  in  their  regular  position,   then 

in  an  earlier  segment  ol  the  program. 

The  commercials  were  much  more  ef- 
fective in  the  second  instance.  This 

portion  consisted  of  contestant  inter- 

view- bj  the  m.e..  and  was  fairly  re- 
laxed. I  lie  -eminent  in  which  the 

commercials  /""/  been  appearing  was 
full  of  tension  and  confusion:  the 

winning  contestant  was  chosen  and 

awarded  an  endless  array  of  brand- 
name  prizes.  Between  the  suspense  of 

choosing  the  winner  and  the  plethora 

of  prizes,  the  sponsor's  commercials 
were  nearly   suffocated. 

The  relationship  of  program  "cli- 
mate to  commercial  becomes  most  un- 

certain, less  capable  of  being  played 

by  ear.  when  we  turn  I  as  the  economic 

squeeze  has  forced  so  mam  adver- 
tisers I  to  the  multiple-sponsored  pro- 

gram. 
Here  the  problem  of  product-com- 

patibilitv  asserts  itself.  For  instance, 
can  a  deodorant  and  a  food  commer- 

cial coexist  productively  as  participat- 

ing spots?  Or  an  airline  and  a  car 
commercial?  Or  a  mouthwash  and  a 

cigarette? 
One  example  that  will  suffice  to  il- 

luminate the  subtlety  of  the  problem 

is  a  studv  of  sugar  cereal  commercials 

we  tested  with  an  audience  of  young- 
sters. When  Brand  A  shared  time 

with  other  food  commercials  it  did 

relatively  well.  But  when  it  was  fol- 
lowed bv  a  shoe  commercial  it  was 

completely  ineffective.  Evidently  the 
shoe-foot-cereal  association  created  an 

image  that  worked  to  the  detriment  of 
the  cereal. 

In  other  words,  every  product  has 

what  might  he  called  a  "sensitivity  fac- 
tor." The  higher  the  factor  the  more 

likelv  it  is  the  product  will  be  affected 

by  other  commercials  sharing  the  same 
entertainment  context. 

\s  the  economic  squeeze  forces  the 

advertiser  to  share  sponsorship  of  high- 
budget  network  shows,  this  problem  of 

product  compatibility  has  become  al- 
most as  important  an  element   in   pro- 

gram "climate  a-  the  entertainment 
itself.  The  prudent  advertiser  will  not 
let  this  area  go  unresearched. 

Albert  Shepard,  Executive  Vice  Presi- dent of  the  Institute  tor  Motivational 
Researeli.  jfne. 

\\  e  are  used  to  thinking  of  a  television 

commercial  as  an  entity  in  itself,  sur- 
rounded bv  program.  While  most  of 

us  are  aware  that  the  mood  of  the  pro- 

gram has  some  relationship  to  the  ef- 
fectiveness of  the  commercial,  none  of 

us,  I  think,  would  care  to  make  an\ 
fast  rules  about  this  relationship. 

One  of  the  things  we  have  found 

helpful  in  our  own  tv  testing  is  to  re- 
vise our  attitude  toward   the  cummer- 

''Johnson's  II  ax 

uses  a  gently 

buzzing  bee" 

cial  itself  so  that  we  no  longer  think 

of  it  as  a  self-contained  entity  but 
rather  as  a  pause,  which  must  fit  the 

psychology   of  the  pause. The  commercial  is  related  to  the 

preceding  or  following  program  bv  a 

certain  rhythmic  complimentation.  This 
does  not  mean  that  the  commercial 

must  match  the  mood  of  the  program, 

but  it  must  compliment  it  in  some  way 

if  it  is  to  fit  the  psychology  of  the 

pause. 

The  function  of  the  pause,  in  anv 
theater  or  musical  program  or  in  any 

daily  activity  is  not  to  continue  the 
same  emotions  and  gratifications  you 

received  in  the  main  portion  of  the 

program  but  rather  to  offer  a  change: 
from  tension  to  relaxation,  from  antici- 

pation to  fulfillment. 

The  appropriateness  of  the  commer- 

i6 
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rial  to  the  program  tnusl  be  undei 

-. i ■  •< >< I  iii  .1  psychological  sense,  we 

musl  recognize  thai  people  turn  on  a 

pai  ticulai  tolei  ision  program  to  fulfill 
cei tain  needs  of  theii  ow a  the)  want 

to  be  amused,  t ln\  want  a  lift,  1 1 1  •  •  n 
w  .int  excitement.  The  commercial  can 

not  escape  this  basic  psychological 

mechanism  and  so,  before  a  commer- 

cial is  placed  within  a  certain  show, 
we  tnusl  determine  whethei  m  not  this 

is  the  kind  i>f  commercial  which  will 

-.it i — f \  the  need  people  are  likek  to 

have  while  thej  air  watching  this  pi <>- 

gram. 

I'm  instance,  people  who  turn  on 
a  suspense  Bhow  expect  ami  need  a  cer- 

tain type  of  mood  created  Foi  them. 

\ikI  the)  also  expeel  thai  the  com- 
mercial will  rhythmicall)  compliment 

that  mood  b)  breaking  it.  In  offering 

a  release  from  tension  at  the  appro- 

priate  time. 

To  take  a  different  example,  //</// 

of  Fame  or  Kraft  Theater  creates  a 

qualit)  showcase  within  which  straight- 
forward product  information  meets 

the  intermission  mood  and  offers  the 

psychological!)  correct  program  pause. 

Thru  again,  a  pause  in  the  middle 

of  a  program  is  different  from  a  pause 

at  tin-  beginning  or  the  end.  'Hit'  same 
commercial  which  might  be  effective  at 

the  end.  would  be  psychologicall)  in- 

appropriate at  the  beginning  or  in  the 

middle.  Johnson's  wax,  for  instance, 
uses  a  gentl)  buzzing  bee  to  tie  is 
various  products  together  at  the  end 

of  a  program.  It  offers  the  viewer  an 

easy-going,  sit-back-and-relax  atmos- 
phere appropriate  at  the  end  but  not 

at  the  middle  of  the  program. 

\  television  commercial  placed  with- 

in a  program  framework  cannol  1"' 
judged  as  if  it  existed  in  a  vacuum.  In 

fact,  the  viewer  perceive-  a  Satan  wrap 
commercial  differentlv  within  the 

framework  of  a  Godfre)  program  from 
the  ua\  he  might  have  perceived  it  on 

Medic.  Its  effectiveness  must  he  judged 
in  context. 

Herta     Herzog,     director    oi     research, 
McCann-Erickson,  Neu    York 

1.     Is  the  atmosphere,  the  climate,   or 

the  type  of  the  program  reall)   impor- 
tant to  the  effectiveness  ol  the  commer- 

cial? 

It  jjoes  without  saying  that  the  lone 
and  character  of  a  commercial  should 

not  clash  with  the  atmosphere  of  the 

WCSH-TV... 
A  BILLION  DOLLAR  MARKET 

IN  13  NEW  ENGLAND  COUNTIES 

60  °o  of  Maine's  income  plus 

a  4-county  $266-million 

New  Hampshire  bonus 

ArVCSH-IV  delivers  "sales-effective"  coverage  of  1 3  counties  in 

Maine  and  New  Hampshire  where  78°o  of  all  the  221,990  households 

are  television  homes — WCSH-TV  is  one  of  the  major  influences  in  this 

billion-dollar    market    where    81  °o    of    income    is    spent    eoch    year! 

WCSH-TV    13-COUNTY    MARKET 

Maine 
New  Hamp.  BONUS Total 9-counties 4-courjfies 

1  3-counties 

Households 
169.460 

52.530 221.990 

Cons.    Spend.    Inc. $795,389,000 $266,01 5,000 
$1,061,410,000 

Retail   Sales 666.793,000 216,329.000 883,122,000 

Sales  by   Store    Type 

Food 
191.787,000 

61.430,000 253.217.000 

Drug 

19,255,000 4,289,000 23  544.000 

General   Merchandise 
70,267.000 13,351,000 83.618.000 

Apparel 

34,218,000 
10.201,000 44.419.000 

Home    Furnishings 26,553,000 8,275,000 34.828.000 

Auto 121,651.000 43.640000 165.291.000 

Filling   Station 
46,046,000 

17.676.000 63  722.000 

(Source:   1-1-57  SRDS  estimates  of  consumer  markets) 

Put  Your  Message  Where  The  People  Are! 

WCSH-TV   Portland.  Maine 
Channel  6 100,000  Watts 

Represented    by:    WEED    TELEVISION    CORP. 

SPONSOR 1  .     VI  (.1  ST    105. 
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SHEs 
the  world's  most 

important 

purchasing  agent... 

and  in  Portland,  Oregon 

and  30  surrounding 

counties,  her  station 

is    KOIN-TV. 
Her  reactions 

are  as  interesting 

as  KOIN-TVs 

ratings. 

Fantastic  ! 

The  gentlemen 

from  CBS-TV 

Spot  Sales  are 
not  unwilling 

to  confess 

everything. 

program  to  the  point  where  the  viewer 
is  actively  antagonized.  Hut  this  does 
not  mean  that  the  tone  of  the  com- 

mercial and  that  of  the  adjacent  pro- 

gram material  must  always  blend  to- 
gether so  that  the  viewer  is  hard  I  \ 

aware  where  one  leaves  off  and  the 

other  begins.  In  some  instances  well 

conceived  incongruity  in  setting  and 

style  may  actually  work  as  a  relief  and 
serve  to  capture  the  viewers  attention 
and  to  underline  the  change  of  subject 
matter. 

Similarly,  for  maximum  efficiency, 
the  commercial  must  be  aimed  at  the 

audience  groups  pre-selected  by  the 

program  material :  viewer  character- 
istics should,  as  closely  as  possible, 

match  customer  and  prospect  char- 
acteristics. But  within  these  limita- 

tions, the  same  people  can  be  ap- 

proached  in  many  different  ways,  de- 

"well   conceived 
incongruity 

may  work" 

pending  on  the  nature  of  the  product 
to  be  advertised,  its  essential  interest 

for  the  consumer,  the  image  it  evokes 

in  the  public  mind  and  the  role  the 
advertising  is  expected  to  play. 

In  short,  I  do  not  believe  it  is  pos- 
sible to  give  a  general  answer  to  your 

question :  program  "climate"  is  cer- 
tainly an  important  means  available  to 

heighten  commercial  impact  but  the 

function  of  the  commercial  in  the  par- 
ticular case  would  determine  the  extent 

and  the  manner  in  wheh  this  factor  is 

utilized    creatively. 
2.  How  does  the  climate  of  other 

commercials  affect  your  product  on 

participating  programs? 

In  any  program  with  more  than  one 
sponsor,  and  with  the  normal  interval 

between  commercials,  the  critical  re- 

lationship appears  to  be  the  one  be- 
tween the  commercial  and  the  pro- 

gram, rather  than  among  the  commer- 
cials themselves.  Over  the  course  of  an 

evening's  viewing,  the  audience  is  ex- 
posed to  commercials  that  range  over 

a  wide  varieh  of  products  and  styles  of 

presentation.  It  seems  unlikely  that  the 

reception  of  another,  for  a  different 

sponsor,  after  a  time  interval,  even 
where  the  program  is  the  same.       ̂  

....  when  we  should  be  quoting 

folks  like  Mrs.  R.  0.,  who  says, 

"We  are  newcomers  to  Topeka,  and 

from  the  very  start  it  has  been  your 

radio  station  that  made  me  feel 

at  home  here.  Your  announcers 

seem  like  old  friends,  and  you  offer 

programs  of  quality  and  genuine 

interest.    Keep  up  the  good  work!" 

5000  WATTS    •    TOPEKA,   KANSAS 

Rep.  by  John  E.  Pearson   Company 

G   |E  I  What  a modern  sofa!" Commercials  on  WGN-TV  have 

away  of  getting  results  because \\C.\-T\  programming  keeps 
fnlk-  wide-awake,  interested 

and  watching.  For  proof,  let  our 

specialists  fill  yon  in  on  some  sur- 
prising WGN-TV  ease  histories 

and  discuss  your  sales  problems. 
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Vational  and  regional  ipol  buys 

in  work  now  01  recently  completed 

SPOT  BUYS 

TV  BUYS 

Commercial  Solvents  Corp.,  New  ,>  "i k.  is  going  into  various  mai 
kets  i"  promote  its  Peak  &  Norwa)  anti-freeze.  Si  hedule  will  kick-ofl 
in  late  Septembei  foi  six  weeks.  Nighttime  minutes  and  chainbreaks 

will  be  purchased,  \%  i 1 1 «  a  male  audience  in  mind.  Buying  has  nol 

been  completed.  Buyer:  Bernie  Raamussen.  Vgency:  Fullei  &  "-miili 
,\  |{.—    New  \  ork. 

Sterling  Drug  Inc.,  National  Brands  ili\..  New  York,  i-  entering 

scattered  markets  i"  advertise  it-  Dr.  Caldwell's  laxative.  Schedule 

will  begin  9  September  and  will  run  through  the  end  "I  tin-  year. 
Minute  announcements  will  be  dotted  during  daytime  hours,  Mondaj 

through  Fridaj  ;  average  frequencj  :  three  per  week,  Buying  has  jusl 
begun.    Buyer:  Rose-Marie  Vitanza.    Vgency:  Carl  S.  Brown,  N.  ̂  . 

RADIO    BUYS 

Esso  Standard  Oil  Co.,  \ev\  York,  is  planning  a  campaign  in  aboul 

30  markets  f<>r  its  ̂ a>  and  oil.  Starting  date  is  nol  yel  firm;  schedule 

will  run  for  some  nine  weeks.  Se\  en-second  e.t.'s  will  be  scheduled 

during  traffic  hours  weekdays  and  throughout  the  da)  Saturday  an. I 

Sunday.  Frequencj  will  varj  from  market  to  market.  Buying  has 

not  begun.  Buyer:  Sj  Goldis.  Agency:  McCann-Erickson,  New  ̂  « ■  i  k . 

i  Vgencj  declined  to  comment  i 

E.  I.  DuPont  De  Nemours,  New  York,  is  purchasing  announce- 

ments in  aboul  10  markets  t"i  it*  Zerex  anti-freeze,  sponsor  learned. 

Additional  markets  will  he  used  at  a  later  date.  Campaign  begins  16 

September  For  four  week-.  Minute  and  20-second  e.k's  will  be  sched- 
uled during  daytime  segments  throughout  the  week:  Frequencj  will 

depend  upon  the  market.  Buying  lias  just  begun.  Buyer:  Ted  Wal- 

lower.    Agency:  BBDO,  New  York,    i  Vgencj  declined  i"  comment.) 

Thomas  Leeming  &  Co.,  New  York,  is  using  the  top  1  < h t  markets 

to  advertise  its  Ben-Gay,  Pacquins'  Hand  Cream  and  >ilk    \   Satin 
Lotion.     SPONSOR    understands   the   schedule    will    star!    29    September 

for  21  weeks.  Minute  announcements  will  be  placed  throughout  the 

da)  during  the  week.  12:00  a.m.  to  6:00  p.m.  <>n  Sunday,  aimed  at 

i  women's  audience.  Saturation  frequency  will  varj  from  market 
to  market.  Buyer:  Dick  Driscoll.  Vgency:  \\  m.  Estj  Co.,  New  N  ■  > i k. 

i  Vgenc)   declined  to  comment,  i 

RADIO  and  TV  BUYS 

J.  H.  Filbert,  Inc.,  Baltimore,  i-  entering  Eastern  market-  to  pro- 

mote it-  margarine.  Radio-tv  campaign  will  kick-off  25  August  t"i 

Id  week-,  aimed  at  a  women'-  audience.  In  t\.  chainbreaks,  LD.'s 
and  minutes  will  he  scheduled  Monday  through  Saturday,  with  an 

average  of  tour  to  six  spots  per  week  in  each  market.  In  radio,  min- 

ute- will  he  aired  Monda\  through  Saturday;  frequency:  1"  per 

week.  Buying  i-  nol  completed.  Buyer:  Tom  O'Dey.  Vgency:  SS(  B, 
New  York. 

SPONSOR      •      1  .     M  (.1  -I     195' 

Down  SHREVEPORT  way 

f?,  i, A/,  our  folks 

\J]/[0'  know  their 
'/V\^    BRANDS! 

'<  ause    91,   I    BR  Wl»  <  ONSt  101  - 
V  gro  listeners  buj  the  brands  the 
K  W\  PERSON  MINI-  SELL,  all 
d.i\.  evei j  mi 

In  the  Shrevepon  ire  i,  where  Negrot  - 
receive  I  ">c  out  <>f  everj  payroll  Hol- 

la,, k  \\\  is  the  ONI  ̂   VLL-NE- 

GRO  PROGR  Wl  -I  VTION. 

Distributors  report  that  BR  Wl>  sales 
jump  daily   Vnd   advertisers 

jump  to  renew  theii  K.  \\\  i  onti 

JUMP  NOW!      Let  KANV 

RING 

THE  BELL    ̂  
for   you! 

Write,    call   or    wire    the    KANV 

Representative     in     your     area — NOW' 

59 



Dne  large  concentration  of  your  key  women  customers  in  the  Minneapolis-St.  Paul  are. 
is  provided  every  weekday  afternoon  by  Arle  Haeberle  on  WCCO  Television.  This  is  the  only 

TV  women's  program  produced  in  the  Twin  Cities.  And  Arle's  Food-Fashion-Feature  formula 
gets  complete  attention  of  the  home-makers  who  set  the  buying  patterns.  The  payoff  is  sales 
results.  Arle  Haeberle  gets  results  AROUND  THE  TOWN.  Ask  Peters,  Griffin,  Woodward. 

WCCO  television  MI^EPAAPU0LLIS  Channel  4 
CBS    TELEVISION    IN    THE    NORTHWEST 
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Reportt  mill  evaluate*  news,  trends, 

opinion*  joi   him  buyers  sua  tellers 

FILM-SCOPE 

17  AUGUST 
C*«yrl(ht   IW 

SPONSOR   PUBLICATIONS   INC 

Like  iln*  French  franc,  syndicated  film  usual!)  hai  no  fi x«-«l  price  onlj  i  1  •  n  j «•  •  - 
thetical  par. 

So  manj  stations  have  asked  what  the  latest  quotations  are  thai  FILM-SCOPE  last 

week  took  ;i  surve)  of  going  rates  for  t li«-  New  ̂   ork  markets,  Note  that  theae 

are  not  actual  sales  transactions — merely  the  quoted  figures  if  onrj  tin-  New  York 
market  is  involved.    Herewith  some  major  examples: 

ii  1 1  i 

Harbor  Command 

Boots  'n  Saddle 

Mama 

Janel  Deane  R.N. 

i  oni  ad  Nagel  Theater 
<  Imnibus  I  re-edited  i 

Douglas  Fairbanks  Presents 
I'.ilT  Baker 

M.i\  or  of  the  Tow  n 

District    ̂ ttornej 

Science  Fiction  Theatei 
Favorite  Storj 

Dr.  Christian 
Martin  Kane 

s>  Mill    \  Hilt 

III  \ 

run  \ 
Zh 1st 

M."><MI 

NBC 
1st 

1,500 

(  BS 

MO  rerun 

16  Lett 
2,060 

Guild 
|{ei  1 1 1 1  — 200 Guild Reruns 

JIM) 

i  BS 

Rei  mi 2.1  To 
\i;c  Film 

2nd 

1,000 

\K   \ 
3rd 

;i  N  i M(  \ 2nd 

1,200 
/is 

J22— 2nd 

56    3rd 
2,000 

/is 

3rd 

2,000 /is 2nd 

1,500 
/is 2nd 

2,500 

/is 

1st 

3,500 

Looks  as  though  the  Byndicators  will  have  a  good  sourer  of  business  this  fall 
from  Edsel  dealers. 

First  buj  reported  among  these  newly-created  franchise-holders:  Victory  at  Sea  on 
WJW-TV,  Cleveland,    Starting  date  is  next  month     when   the  car   itself  appear*. 

In  the  negotiations  between  the  seller  and  buyer  >>f  film  feature  libraries  much  is 

said  about   the  "ratings"  tin*  pictures  originally  got   from   tin*  erities. 

\  statistically-inclined  film  buyer  fm  one  "f  the  Ness  \<>rk  stations  assembled  infor- 

mation mi  the  various  major  Btudio  libraries  and  figures  that  the  number  of  "star" 
awards  divides  up  thus: 

l--iar  films,  lO"/i  3-star  films,  2<)'<  ;  between  2  and  '  •_•  Btars,  30$  ;  film*  ssitli  no-stai 
ratines.    10'  i  . 

Nun    that   Tom   O'Neil   has   disposed   of   Mutual   Broadcasting   System,   In*   intends  to 
follow   up  l»>   getting  rid  of  his  syndication  operation. 

Reason:  So   l!k.O  Teleradio  can   concentrate  on  network  film  shows, 

l\  trends  are  catching  mi  fast  in  Mexico:  Barter  appears  to  be  makinp  headway 

there,  land   being  exchanged   for  station  time. 

Willi  great  tracts  of  propertj  available  throughout  Latin-America,  some  of  the  biggei 
station  operators  could   wind  up  as  real   barons. 

SPONSOR 
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N.Y.  ONLY 
L.A.  O.NLA 

BOTH  CITIES 

31 

33 

22 
4 2 2 
1 1 1 

16 

17 

11 
14 10 5 
7 5 4 
0 1 0 

19 14 11 
5 3 1 
2 2 1 
2 2 2 
0 1 0 

10 12 o o 

FILM-SCOPE  continued 

Because  of  its  flexibility,  syndicated  film  lends  itself  to  almost  any  kind  of  mar- 
keting strategy. 

Lasl  week  FILM-SCOPE  reported  thai  Nabisco  was  using  14  different  shows  in  1!!  mar- 
kets to  capitalize  on  regional  tastes  (10  August,  page  54). 

rhis  week  an  example  of  the  opposite  side  of  the  coin  turned  up — the  similarity  of 
national  taste.  Surprisingly,  the  proof  lies  in  Los  Angeles  and  New  York  two  cities 

that  aren't  supposed  to  have  much  in  common  except  that  each  lias  7  tv  stations.  And  \ct 
broadcasters  and   advertisers  are   playing  them  as  if  they  were  twins,  thus : 

FILM 

Adventure 

Cartoons 

Children's 
Comedj 

Drama 

Documentar) 

interview 
Mystery 

Musical 

Science  Fiction 

Sports Travel 

W  estern 

TOTAL  111  103  68 

In  short,  almost  two-thirds  of  the  sponsored  films  used  in  both  cities  in  the 

first  quarter  of  this  year  were  identical,  and  the  rest  showed  a  marked  similarity  as 
to  type. 

During  the  same  interval,  both  cities  had  a  total  of  253  national  and  regional  advertis- 

ers using  syndicated  film.  Forty  appeared  in  both  markets — 23  food  and  household 
sponsors:   6  drug:   6  toiletries;   3  tobacco;   2  clothing. 

Thoughtful  remark  by  an  industry  observer  this  week:    "The  reason  you  don't  find 

many  regional  tv  networks  is  that  film  does   this   flexible  job." 

TPA  and   Official   are   sales   competitors,   but   that  doesn't  prevent  TPA  from 
helping  Official  earn  some  production   dollars. 

For  instance:     TPA  is  set  to  produce  a  telefilm  series  at  the  Sapphire  Studios  in  Eng- 
land.   Official  Films  owns  25%  of  Sapphire. 

FLASHES  FROM  THE  FILM  FRONT:  Cohen  &  Ueshire  is  gathering  availabili- 

ties for  syndicated  half-hours  on  the  West  Coast  in  behalf  of  Frenchette  Salad  Dressing 

.  .  .  California  National  put  the  Union  Pacific  series  before  the  cameras  at  the  MGM  1  < > I 

this  week;  39  episodes  will  be  made  for  syndication  .  .  .  Derel  Producing  Associates  have 

set  a  deal  with  Governor  T\  Attractions  for  U.S.  distribution  of  the  15-minute  Herman 

Hickman  football-forecast  telefilm  series  .  .  .  Lakeside  TV.  distributor  of  CBC's  syndi- 
cated  series  Tomahawk,   will  offer  company  stock   on  the   open   market    in   September. 

CBS-TV  Film  Sales  has  sold  130  episodes  of  Our  Miss  Brooks,  just  released  for 

syndication,  to  stations  in  New  York,  Detroit.  Philadelphia.  Los  \ngeles,  and  Cleveland  .  .  . 

WTOP-TV  purchased  96  first-run  Warner  Bros,  features  for  fall  slotting  .  .  .  MC  \'s 
State  Trooper  has  been  renewed  in  72  markets  by  Falstaff  Brewing  and  in  six  markets 

In  C.  Schmidt  &  Sons.  That  series  also  has  been  sold  to  the  Fort  Howard  Paper  Co. 
in  four  Wisconsin  cities. 
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4<2(  "Jaxie"    Jacksonville    leads 
•  he    FLORIDA    parade   

SEPT.  1st 

WFGA-TV 
Channel  12 

TV  Sets 

Population 

Buying  Power 

Retail  Sales 

JACKSONVILLE,   FLA. 

becomes  basic 

NBC 
For    A    Service    Area    of    64 

Florida-Georgia    Counties 

228,997  11 

1,511,300"' 
$1785,944,000 

$1,562,627,800 
(2) 

(2) 

(1)  Television    Magazine.   July    1957 

(2)  Sales    Management   Survey   of   Buying    Power    1957 

WFGA-TV  •   Channel  12  •  VHF 

equipped  for  FULL  COLOR  •    1000  ft.  tower 

Top  Power  316,000  watts  •  JACKSONVILLE,  FLORIDA 

--». 

Tfffm 

*<3»   Peters.  Griffin. 
Woodward,  .-.r 

FLORIDA'S    COLORFUL   STATIONS 

SPONSOR 
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MACBETH:  What  is  the  night? 

LADY  MACBETH:  Almost  at  odds 

with  the  morning,  which  is  which? 

(MACBETH,  ACT  111.  SCENE  IV) 

Lady  Macbeth  knows  her  SPOTS 
{bloody  or  otherwise) 

Even  though  Shakespeare  anticipated  PGW  by  several  centuries,  lie 

was  right  about  Nighttime  Radio,  1937  style.  Whatever  small  differences 
exist  between  morning  and  nighttime  radio  are  actually  in 
favor  of  nighttime! 

PGW  recently  completed  a  study  of  every  PGW-represented  station 

with  a  complete  Pulse  report  (23  of  them,  representing  over  ?\( '< 
of  all  U.  S.  homes).  This  research  shows  that  you  can  reach 

9.6%  MORE  RADIO  HOMES 
BETWEEN  6  AND  10  PM 

THAN  BETWEEN  6:30  AND  9  AM, 
AT  THE  SAME  COST 

Or,  to  put  it  another  way,  you  may  reach 

1000  HOMES  (6  to  10  PM)  FOR   73  CENTS 

1000  HOMES   (6:30  to  9  AM)   FOR   80  CENTS 

These  challenging  facts  are  worthy  of  your  intense  interest. 

Want  a  copy  of  the  report? 

Peters,  Griffin, 
Woodward,  inc. 

Pioneer  Station  Representatives  Since  1932 

NEW  YORK 

250  P.;.*  Avenue 

Yukon  (,-'900 
CHICAGO 

Prudential  Plaza 

Franklin  .'6373 

DETROIT 

Penobscot  lildg. 
Woodward  1-4255 

ATLANTA Glc  mi  Building 

Murray  8-5667 

FORT  WORTH 
406    II'.    S, /,>;//>  St. 

Edison  6-V49 

HOLLYWOOD 

1750  N.  I  hie  St. 
Hollru-ood  9-1688 

SAN   FRANCISCO Russ  Building 

Sutter  1-3798 
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/./»  listing  "i  •  lui 
ui  the  advertising  <uul  broadcast  fields 

NEW  AND  RENEW 

NEW   ON    TELEVISION    NETWORKS 

SPONSOR AGENCY STATIONS 

Florida    Citrus     I  ik>  I  ind 
Florid. i    Citrus     L  ik.  I  ind 

Glidden   Co,   Cleveland 

Philip   Morris     NY 
Pillsbury      Minneapolis 

Pillsbury      Minn-.ipolis 

Quaker   Oils     Chi 

A     E     St-il.-v     Decatur 

Sweets   Co.    Hobokcn 

Swift   &    Co     Chi 

Swift   &    Co.   Chi 

CBS  102 
CBS  102 
NBC  59 

NBC  HO 

CBS  113 

CBS  139 
NBC  H9 
CBS    100 

NBC 

CBS    105 

CBS    105 

B&B.  NY 

B&B  NY 
M.  Iilrum    &     F<sv smith 

NY 

C  ni'ii   Mithun     Minneapolis 

Camp-  Mithun.    Minneapolis 
Nccdham     Louis     Brorby     Chi 
Ruthrauff    &    Ryan     Chi 

No    lgcncy 

Mo-E    Chi 

Mo   E    Chi 

PROGRAM,    time,    start,    durotion 

•    Night      >i>    Tu    t  45  5    pm     27    Auk     *•■    -• 
I  I    Ni|  hi      ilt    I     l  45-5    pm     23    Au.       ■       ~. 
NBC    NtWI      ill    W   6  45   7    pm      II    S.  pt      52    .  • 

M     10   II    pm      ..It  hi      7    Oct      52    wks 
As    The    World    Turns     Th    I   45   2    pm      I    Aui.    52    wks 

Nitfht      Th    4  45   5    pm      1    Aug      52    wks 

|in,     Wyman    Show      alt    Th     10  30   11     pm .    26    Sept;    52    wks 
Art     LmH.  tt.rs    Mouse    Party      alt    F    2  45   3    pm 

6    July;    2<,     *■ M.icy  s    Thanksgiving    Day    Parade.    Th    11    am-12    N;    '2    spon 
28    Nov   only 

As    The    World    Turns      alt    Tu    1   45-2    pm      23    |uly    6 
and    20    Aug    only 

As    Th.     World    Turns      alt    F     I    45   2    pm      2    Aug      5.'     -• 

RENEWED   ON    RADIO   NETWORKS 

SPONSOR 

Hamm    Brewing.    St     Paul 
L&M.   New   York 

P&C.    Cincinnati 

Schick.    Lancaster 

Schhti    Brewing    Co.    Milwaukee 
Tom.   Chicago 

AGENCY 

Camp-Mithun,    Minneapolis 
DFS     NY 

Y&R.    NY 

B&B.  NY 

|WT  Chi Tatham-Laird.    Chi 

STATIONS  PROGRAM,     time,    start,    duration 

CBS    33  Person    to    Person;    alt    F    1030-11    pm      6    Sept      52    wks 
NBC    168  Dragnet     alt    Th   8  30  9   pm     26   Sept.    52    wks 

CBS    155  Lineup      onto    Undercurrent    19    |uly    ;    alt    F    10-10:30    pm 

5    |uly     52    wks NBC    168  Dragnet.    Th    8  30-9    pm ;    3    Oct;    52    wks 

CBS    147  Schhtz    Playhouse;    F    9  30-10    pm      4    Oct      52    wks 
CBS    91  Hotel    Cosmopolitan;    alt    Th    12-12  15    pm ;   29    |uly.    52    wks 

BROADCAST   INDUSTRY    EXECUTIVES 

NAME  FORMER    AFFILIATION 

Frank    Bochm  Adam    Young.    NY.    head    of    radio    research 

Bill    Buckley  Buckley-Loomis    Productions,    NY.    pres 
William    Crumley  Adam    Young.    NY.    vp    in    chg    of    research 

(oseph    P     Dougherty 
Charles    C     Hoffman 

Ralph    Maitland  Wilding    Picture    Productions,    dv   mgr 
Robert    E     Newsham  WFIL.    Philadelphia      ntl    sis    coordinator    for    radio    &    tv 

lames   F.   O  Grady  Adam    Young,    Chi.    mid-west   sis   mgr 

Seymour    Reed  Official    Films,    NY,    treas   &    member   of    board    of   dir's 
Ronald    R     Ross  WOWO.    Fort   Wayne,    public   service    &   prod    dir 

S     |ohn   Schile  KLOR.    Portland,    gen    mgr 

Frank    O     Sharp  WFBM    &    WFBM-TV     Indianapolis,   personnel   dir   &   pgm    mgr 
Tom   Schceley 

Simon    B.   Siegel  Amcr     Brdcsting-Paramount    Theatres    &    ABC      NY 
treas   o*    both 

Tom    Slocum  WKZO-TV     Kalamaroo 

Edmund    M     Smardan  Henry  Cerstenkorn   Agency.    LA.   acct  supvr 

|im    Terrell  WKY-TV     Oklahoma    City,    ntl    sis    mgr 
Peter   Theg  WMTV     Madison,   stn   mgr 
Oliver    Ward  KMOX.    St     Louis 

Ceorgc   W    Yazcll 

NEW    AFFILIATION 

Same,    vo    in    chg    rodio-tv   prom    &    sis    service 
Roger    Wade    Productions     NY,    prod    chief 
Same     asst    to    pres 

WAAM      Baltimore     sis    mgr 

Bureau   of    Broadcast    Measu-t-irn*     Tor:    '1      Z  '•.!     • 
Transfilm    Inc.    Pittsburgh,    div    mgr 

KYW-TV.    Cleveland,    asst    lis    mgr 

Same,    vp    in    chg    mid-west    sis 
5amc.    plus   exec    vp 

WPTA,    Fort    Wayne,    gen    mgr 

KMSO-TV    &    KCVA      Missouh     gen    mgr 
Same,    admin    asst    to    management 

KELO-TV.    Sioux    Falls     head    of    ops 

Same,    plus   co-ordinator    bctw   ABC    owned   tv   stns.    &    nework 
KEY   T     Santa    Barbara     acct    exec 

Blair-TV      LA      acct    exec 

Same,    comm    mgr    ntl    &    local    tv    sis 
Same,    gen    mgr 

John    Blair    &    Co     St     Louis     acct    exec 

W|LS      Bcckley     W     Va,    stn    mgr 

ADVERTISING   AGENCY    PERSONNEL   CHANGES 

NAME FORMER    AFFILIATION 

Robert    F     Anthony  Allman   Co     Detroit     acct   supvsr 

Stanley  C.   Bahnscn 
Mike    Barone 

Robert    I      Blumenthal 

Clifford   W     Davis 
Irvin   Dunston 

Patrick    I     Flaherty 

Thomas   R    Ceisingcr 
Edmond     Cray 
William    B     Hinman 

John    D     Kcllcy 
Eve    Kiely 

Robert  T     Long 

Charles  E    Midgley,  |r. 
Edward    W.    Murtfcldt 

David  Ofncr.  |r. 
Thomas    D     Paff 

Frank     P      Rolfes 

Howard    E.    Sands,    Jr. 

lack    E     Schneider 
Richard   C.    Wright 

Seattle    Times,    merchandising    mgr 

Robert  W.   Orr     NY 

Ceneral    Foods.    NY   eastern   rcg  I   sis   mgr 
Pharmaceuticals.    NY.    dir    of    marketing    research 

Crant   Advtg    Chi,   acct   exec   &   copywriter 
Menncn    Co.    new    products    mgr 

Kenyon-Eckhardt.     NY-Chi      tv-radio    comm    supvsr 
Lambert    &    Feasley.    NY 
TV    Bureau   of    Advtg     NY,    tv   sis 

Earle  Ludgin.  Chi    acct  exec 
Tatham-Laird    Chi    wntcr-prod  radio  &  tv  and  group  supvsr 
Ted   Bat;s,    NY.    mgr    media   dept 
B&B.    NY.    vp 

Club    Aluminum    Products     Chi     asst    advtg    mgr 
N  W     Aver.    NY     plans    merchandising    dept 
Blair  TV.   Chi     acct   exec 

BB     NY,    acct    exec 

HotDoint.    Chi.    merchandising   mgr 

W|W-TV.    Cleveland,    pgm-ops    dir 

NEW     AFFILIATION 

Same,    head    of    sis    promotm    div 
Zirrmcr     Keller   &    Calvert     Detroit     acct    mgr 

Advertising    Counselors.    Seattle,    ir    acct    exec 
Reach    McClinton      NY     acct 

Lennen    &    Newell.    NY     sr    vp    &    dir    of    merchandising 

B&B.    NY     protect    dir    in    research    dept 

Same     Dillas     public    rcls    di'    &    acct    exec 

ICC    C     Cumbmner    Advtg.    NY     marketing   supvsr 
North   Advtg    Chi.   head   broadcast  prod 

Same,   media   dir 

Kati    Agcy.    NY     tv    sis 
Ctoffrcv   Wade     Chi     acct   exec 

Ccoffrcy    Wade     Chi     tv    writing   &    creative    work 
Same,    plus   vp 

Same     plus  membc*  of   board   of  dir  s 

FC&B     Chi      media    rr-rchandismg    mgr 
Mel    Richman     NY     client-contract    dept 
Kati   Agcy    Chi     tv  sis 
Reach    McClinton     NY.    acct    exec 

W     B     Doner     Chi     acct    supvsr   &   asst    to   pres 

BBDO     NY.    media    supvsr 

SPONSOR 
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w 
•  0 

GRAND 
OPERA 
IN  A 

CLOTHES 
CLOSET? 

\o  matter  how  ureat  the 

show,  how  prime  the  time 

— if  you  haven't  got  the 

audience,  then  vou're  doing 
grand  opera  in  a  clothes 
closet. 

You  can  hardly  blame  net- 
work and  station  personnel. 

They're  overworked.  Tied 
to  day-after-da\  routine  as- 

signments on  do/ens  of  pro- 

gtam*.  they  really  can't  be 
expected  to  come  up  with 
outstanding  promotions  for 
all   their  shows. 

There  is  a  better  way  to 

get   the  job  done. 

Unblushingly  I  admit  to  be- 
ing an  award  winning  ex- 
pert on  audience  promotion, 

publicity  and  exploitation. 
I  know  what  networks  and 

stations  can  do  for  you — 
and  how  to  prepare  the  tools 
so  they  will  do  even  more. 
I  know  the  best  way  to 
travel  your  stars.  1  can 

demonstrate  how  top  pro- 
motion pays  off  in  better 

client-dealer  relations.  I  can 

prove  bow  it  will  improve 

agency-client     relations. 

It  you  have  one  or  more 

network  or  syndicated  film 

programs  on  the  air.  you 
need  someone  like  me.  May 

I  explain  in  detail  how  I 

would  fit  into  your  opera- 

tion'.'' 
Box    178 

SPONSOR,  40  East  49th 

New  York,  N.  Y. 

ews  and  Idea 

WRAP-UP 
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ADVERTISERS 

Lanolin  Plus  has  switched  the  em- 

phasie  of  its  network  tv  participa- 
tion to  daytime.  The  major  por- 

tion of  its  $1 -million  fall  budget  is 
involved. 

The  daytime  obligation  comprises 

three  daytime  strips  on  NBC  TV: 

Queen  for  a  Day,  The  Price  Is  Right 
and  Bride  and  Groom. 

Lanolin  s  swing  to  a  daytime  accent 

was  due  to  this  concept:  Housewives 
can  be  reached  more  economically  via 
da\  time  tv. 

Tv  has  become  more  and  more  a 

springboard  for  contests.  I  1  I 

Philco  will  run  a  "Guess  Who  Will 

Be  Miss  America"  contest  in  con- 
nection with  its  7  September  spon- 

sorship of  Miss  America  Pageant  on 

CSB  TV.  Some  1500  dealers  through- 
out the  country  will  be  participating. 

Prizes  on  both  national  and  local  level 

will  be  given  away.  In  addition.  Philco 

is  running  a  pageant  network  station 
contest  for  best  promotion  of  the 

wind-up  telecast  ...  ( 2 1  Last  month 
Max  Factor  and  Catalina  Swimsuits 

ran  a  "Guess  Miss  Universe  Contest" 
with  similar  interest  pulling  power 

that  Philco  will  be  using.  'Buy-nothing, 

have-a-chance-to- win-something.'  Fac- 
tor used  more  than  ten  hours  of  tv 

promotion  consisting  of  announce- 
ments and  spots. 

Westinghouse  unveils  its  annual 

sales  promotion  stage  show  — 
Shape  of  Tomorrow  —  to  dealers 
in  Columbus  week  of  19  August. 

Show  stars  Martin  Green  and  was 

produced   b\    Dramaturgy.    Inc. 

Sponsors  about  to  use  and  using 

premium-offer  type  promotion : 
Corn  Products  Sales  NuSoft  will 

launch  an  extensive  national  campaign 

early  in  the  fall,  with  the  offer  of  pre- 
tested sets  of  scarves.  I  McCann-Friek- 

son  is  the  new  products  agency. ) 

Pabst  and  RCA  Victor  have  al- 

ready   launched    a    'beer    and    music' 

campaign  set  to  run  until  end  of 

March  next  year.  Premium  offer  is 

cut  juice  of  $2.50  on  choice  of  one 

of  three  "Tony  Cabot  Suing""  albums. 
regularly  selling  at  $3.98,  upon  receipt 
of  Pabst  carton  handles  or  labels.  Of- 

fer was  introduced  on  ABC  TV  All- 

Star  gridiron  battle  last  week,  and  is 

being  plugged  on  NBC  TV's  George 
Sanders  Mystery  Theatre  and  NBC 

Radio's  Monitor.  RCA  is  contributing 
to  the  promotion  via  disk  jockey  plugs 
throughout   the  country. 

American  Tobacco  this  week  debuts 

a  crush-proof  box  for  its  Hit  Parade 
brand  .  .  .  BPS  Paints  spearheads  its 

fall  tv  campaign  with  a  series  of  par- 

ticipations on  NBC'c  Today  commenc- 
ing 6  September.  It  has  also  bought 

participations  on  Close-Up  and  plans 

spot  campaigns  in  other  markets. 

D'Arcy  Advertising  of  Cleveland  is 

preparing  the  campaign  .  .  .  Execu- 

tive, a  new  idea  in  men's  toiletries 
created  by  Paul  Klein  I  owner  of 

Kings  Men  Toiletries  before  sale  to 
Helene  Curtis  I  debuts  on  the  fall  mar- 
ket. 

People  in  the  news:  G.  Buell  Cul- 

ver has  been  appointed  brand  adver- 

tising manager  of  Atlantis  Sales  Cor- 
poration .  .  .  William  L.  Haddad 

and  Dulanv  S.  Smith  have  been  pro- 

moted to  vice  presidents  of  Whitehall 

Pharmacal  Company  .  .  .  Herbert  F. 

Osterheld  has  advanced  to  the  posi- 

tion of  advertising  manager  of  the 
Borden  Cheese  Company. 

New  and  of  interest:  A  beer  "for 

Men  Only"  bottled  by  the  House  of 
Augsburg  debuted  on  the  Chicago 
market  last  week  and  is  now  extend- 

ing into  other  areas  ...  A  tombstone 

manufacturer,  Rock  of  Ages  Cor- 
poration I  Barre.  Vt.)  has  joined  the 

network  television  advertisers.  Firm 

w  ill  sponsor  six.  one-minute  spots  once 

a  week  on  Dave  Garroway's  Today 
starting   20  September  for   five   weeks. 
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AGENCIES 

Guild,  Baacom  «K  Bonfigli  baa 

picked  up  the  Si  million  Heidel- 
berg Brewing  account,  effective  I 

October. 

GB&B,  ns  1 1  i « - 1 1  has  ii-  home  base  in 
x.ui  Francisco,  will  soon  open  a  Seattle 
service  office  to  accommodate  the  new 

brew  al  its  home  base.  [Tie  agenc)  re- 
cent!) resigned  the  Regal  Pale  account. 

Note:  GB&B  started  with  billings  oi 

$200,000  in  I'M;:,  now  expects  to  hit 
close  in  $10  million  (hi-  \  eai . 

\«-»  agenc)  appointments :  Kin- 
■son    Eckhardt,    Detroit,    for    Edsel 

i;i(lio-i\  spol  advertising  .  .  .  I*;uk- 
aon  Vgency,  New  York,  for  Pharma- 

ceuticals, Inc.  general  advertising  .  .  . 
Edward  II.  Weiss  in.,  Chicago,  l"i 
Stag  Division  ol  Carling  Brewing  .  .  . 
McCann-Erickson,    Atlanta,  for  SSS 
Co.    I  SSS    Tonic    and    TaMrt-.    \nn.i- 

balm  and  Mother's  Friend  I.  SSS  hills 
close  to  $]  million  annuall)  .  .  .  Dona* 
hue  &  < !oe  lor  all  15.  T.  Babbitt  prod- 

ucts excepl  (dim  .  .  .  Doyle,  Dane 

Bernbacb  lor  I!.  I.  Babbitt's  (dim.  . . 
Hixson  &  Jorgensen  for  Knicker- 

bocker Toys.  Plans  include  heav}  fall 
and  pre-Christmas  campaign  using 
spot  i\  and  hade  magazines.  Spol 

plans  call  for  350  l-minute  announce- 
ments in  1')  major  markets  .  .  .  South- 

ern Advertising,  Miami,  lor  Vitalyte 
Corp.  i  non-acid  batter)  electrolyte). 
Vitalyte  media  plans  for  fall  include 
radio  and   l\    in    12  states. 

In  an  expansion  move  MacManus, 
John  &  Adams  lia>  this  week  taken 

over  the  account-  and  personnel  ol  the 

Ralph  Yambert  Organization,  Los  \n- 
geles.  Yambert  currently  hills  $500,- 
000  annually.  Ralph  Yambert,  founder 
of  the  agency,  will  become  a  member 

of    M.l\  \'s    executive    staff. 

Communications  Counselors,  |>ul>- 
li<  relations  division  of  McCann-Erick- 

son.  has  bought  llarrv  Bennett  Public 

Relations    Vgency,   Los    Vngeles.    This 

li\c-  the  p.r.  linn  two  offices,  Los  \n- 

geles  ami  Hollywood,  in  Southern 
California. 

Focus  «>n  personalities:  Kolx-rt 
Milford,  formcrU  witli  Esty,  has 

joined  Kudner.  New  York,  a-  a  t\ 

producer-director  .  .  .  Emmett  H;i!i> 
Faison  is  now  an  account  executive 

with  H.  B.  Humphrey,    Ulej   &  Rich- 

FIRST 

THE  STATION  WITH  pWpk  IN 

MIND  IN  ALL  PROGRAMMING 

-at  fa&l  a  program  built  for 
Saturday  afternoon  listening! 

Saturday  Radio:  More  men  listeners! 

Saturday  Radio:  More  TOGETHER  audience! 

Saturday  Afternoon:  More  TOGETHER  buying! 

4  hours  of  ACTIVE  RADIO 

using  KLZ  know-how 
1:00-5:00  P.  M.  SATURDAYS 

AVAILABLE  AT   REGULAR   RATES 

KLZ Kadm 
560  Kc 

For  the  whole  story  call  your  KATZ  man  or  Lee  Fondren, 

station  manager  and  director  of  sales  — in  Denver,  Colo. 

CBS  for  the  Rock/  Mountain  ana,  Represented  by  the  KATZ  Agency 
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A  pictorial  renew  oj  local 

and  national  industry  events 

PICTURE  WRAP-UP 

"Easy-does-it"    I"1  everybod)    a-    Perrj 
i       briefs    Knomark  execs    Sam     Vbrams 

i  c.  I    and    \1     Vbrams.  Knomark's    I  squiri 

-lme    polishes    Marl    on  ('omo    -how     in    fall 

Elephant  mobile-unit  carried  Paul  Parker 
of  \\  II*.  IMiila..  in  on-the-spot  interviews 

when  Quaker  (.ii\  l.inirn'-  -how  went  to 
circus.       Quaker'-     Howard      \nder-on      <  r.  > 

Americanism  award  presented  to  \\  I  IV 
\e»  Orleans,  is  accepted  li>  manager  Fred 

Berthelson.  Legionnaires  (1.  to  r. »  II.  Dill- 
maim.  Commander  E.  Grimsall,   F.  J.   Brown 

New  RTES  Listening  Post  committee  (1.  to  r.) :  Sol  Rosenzweig  (Katzi  Peter 

M.  Bardach  (FCB).  Maggi  Eaton  (Radio  Reports),  Charles  Bernard  (C.  Bernard 

Co.)?  Claude  Barrere  (RTES)  and  \1  Shepard  (Select  Station  Reps).  Function 

ol  Listening  Post  is  to  provide  job  finding  and  counseling  service  to  the  indu-ir\ 

First  shovelful  for  site  of  new  805-foot  WDSM- 
TV  tower  (Duluth,  Superior)  is  turned  li>  general 

manager  C.  D.  Tully.  He  reports  tower  will 

be    one    of    highest     structures    in    Tri-State    area 

Providing  "color"  with  lipsticks  for  Stu 
Wilson's  KBIG  Do-It-Yourselj  Show  at  LA 

fair  is  "court"  of  Princesses,  Queen.  Stu 

quips   wife    doesn't    quite    understand    work 



DONT    SHOUT,  MAN,    I  CAN   HEAR 

YOUl     2,049    FEET  ABOVE   SEA 

LEVEL,  1,010  FEET   ABOVE  AVERAGE 

TERRAIN,   THATS  OUR   NEW  TOWER 

GOING  UP.    WE    STARTED    JULY 

24^,  TARGET  DATE   SEPT.  17 th 

INCIDENTLY  .  WE'LL   HAVE   NO 

..INTERRUPTION   IN   TRANSMISSION 

MAN,  BUYING    POWEP   IS 

UP   $  894,880,000  IN 

VTHE'NEW  METAL 

EMPIRE  TOO  .' 

CO-    DUKC    TULLl 

MbR   p 

"WDSM-TV NBC*  ABC    Channel    6 

DITLUTH-SUPERIOR 
National    Reprasen+atives 

PETERS      GRIFFIN,  WOODWARD 

POWIER 
It  tokes  Iwo  types  of  power  to  dominate 
the  entire  Western  Market  as  KOA- 
RADIO  does!  Creative  power  that  s  olive 
to  the  needs  and  wants  of  the  vast 

radio-listening  West . .  . 

PLUS 

50,000  WATT  POWER-thot  carries 
the  welcome  voice  of  KOA-RADIO 

throughout  a  12-state  area  . . . 
reaching  4,000,000  listeners! 

POWERFUL    SALES    RESULTS,  TOO! 

KOA- RADIO  is  the  only  station 

you  need  to  sell  the  West  s  entire 
rich  market! 

Represented 
By 

Henry   I 

Christ*! 

o  i  Nm^^ 
xf^OO 

One  of  America's  great   radio  stations 
850    Kc  •  50,000    WATTS 

ards,  \iu  ̂   i.i  k.  Faison  cornea  from 
Benton  &  Bowles  .  .  .  [net  Vimee, 

foi  mei  K  "i  BBDO,  haa  been  appoint- 
ed radio-t\  tirnebuyei  foi  Uherton  v\ 

<  in i iei  .  Ralph  (  .  Tanner.  \ .p. 
and  di recto i  ..l  Anderson  &  '  .iii  n»,  has 

been  appointed  chaii  man  "I  the  a 

cy'a  creative  board  ,  .  -  David  P. 
Leu  i-  li  i ~  resi  med  From  I  •<  SS  and 

is  relocating  in  Los  Angeles  .  .  . 
rhomas  <-.  Fielder  baa  been  named 

mai k<  i in-  and  men  bandising  supei ■ 
visor,  John  I.  Belcher  made  mer- 

chandising     linatoi     and    I  rank 
\  ;m  I  Ik  assigned  the  posl  oi  field 
men  bandising  mana  ;ei  ol  the  north- 
ei  n    sales    region    foi    <  unningham*  v\ 
\\  alsh  -  I  exas  *  ".   ml  .  .  .  IVancj 
Beyer  bas  been  appointed  beaut)  and 

fashion  coordinatoi  and  Tonj  <  <>-- 
tanzo  publii  relal  ions  ai  i  ounl  exei  u- 

tive  f"i  <  'i  .mi  \.l\<'i  i  ising,  New  "^  « •  i  k 
.  .  .  Hove)  Bagerman,  senior  v.p. 
and  Pontiai  ai  i  ounl  executive  lui-  been 

upped  i"  account  supervisor,  James  II. 
Graham  promoted  to  account  execu- 

tive and  <  <>l in  II.  John  named  asso- 
ciate account  executive  at  MacManus, 

John  &  Vdaras  \\  illiam  M.  Bald- 
win, co-founder  and  chairman  <>f  the 

board  "I  Baldvt  in,  Bowei  -  &  Si  rat  han, 
Buffalo,  has  been  elected  i"  the  board 
ol  directors  "I  the  Rumrill  ( !o.  BB&S 
i-  a  Rumrill  division  .  .  .  Sherman 
K.  Ellis  has  been  named  chairman  of 

the  plan-  board  "I  McCann-Erickson, 
Los  Angeles  ,  .  .  Florence  l>.  Cruzeh 
has  joined  Geoffrej  Wade,  Chicago,  as 

media  budget  assistant.  Miss  •  i  uzen 
c  omes  From  1 1  ilene  Curtis  I  o. 

NETWORKS 

Network  t\  activity  this  week  cen- 

tered mainlj  around  tin-  addition 
of  more  specials  i<>  the  fall  pro- 

graming picture,  while  the  regu- 
lar weekly  openings  held  prettj 

much  to  the  -tain-  quo. 
Newest  specials  added  t"  the  ahead) 

impressive   li-i    are: 
•  Conquest,  on  CBS  I  \  with  LO 

In. in  -long  shov  -  i"  start  eai  K  in  No- 
vember.  This  science  series  will  be 

sponsored  b)    Monsanto  Chemical  I 
•  The   Lucy-Desi  ll<<ur   Show,   five 

hour-long  programs  sponsored  b)   1 1 1  *  - 
Ford  division  <>l  Ford  Motor  <  o.  Start- 

date  i-  i"  be  announced. 

•  Timken  Televent,  sponsored  b) 
the  Timken  Roller  Bearing  Co.  is  an 

hour-long  documentary  and  mark-  the 

firm's   first    network   t\    program.     S 

KTLN 

KTLN 

t 

PULSE,  JUNE,  1957 

SHARE   OF   AUDIENCE 
6  A.  M.  to  Midnight,  Monday  thru  Friday 

Network  "C"     1  6.7 

KTLN      15.7 

Network  "N"    137 

Network  "M"    123 

Independent   "O"      12.0 

Network   "A"        8.0 

Independent  "M"     6.3 

T?  tS. 

iQ 
I 

JLmaJ&as/ 

K 
fi 

■MUf 

I 
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Same 

blanket... 

new 

label 

Same  power-packed  station  lineup, 

same  blanket  western  coverage. 

Only  the  label  is  changed.  From  now  on, 

the  Columbia  Pacific  Radio  Network 

is  going  to  be  called  the 

CBS  Radio  Pacific  Network.  That  way, 

you  know  at  a  glance  who  we 

are  and  the  things  we  are  proud  of. 

far  two  shows  are  planned.  23  Septem- 
I  er  and   21    November. 

Fall  network  tv  programing  notes: 
Looks  like  .NBC  TV  ma)  have  its 

first  sponsor  for  Wagon  Train  I  Wed- 

nesday 7:30-8:30  p.m.).  Drackett  Co. 
is  negotiating  for  a  half-hour  alternate 
weeks  of  the  big  western,  but  the  deal 

is  not  firm  .  .  .  Sweets  Co.  has  bought 

one-half  of  NBC  TVs  Macy's  Thanks- 
giving l)a>  Parade  coverage  (Thurs- 

day, 2!!  November,  11-12  noon  I. 

Current  tv  programing  notes: 

INBC  TV's  new  Arlene  Francis  Show 

(Mondaj  through  Frida\  10-10:30 
a.m.  I  has  picked  up  six  quarter-hour 

sponsors:  Owens-Corning  Fiberglas. 
The  House  of  Westmore.  Aladdin  In- 

dustries. Coopers.  Inc..  Bourjois.  and 
Minnesota  Mining  and  Mfg.  .  .  .  Toni 

and  Pillsbury  will  sponsor  NBC  TV's 
Dollar  A  Second  series  until  the  end 

of  its  run  on  28  September.  The  show 

is  currently  seen  on  Saturda\s  9:30-10 

p.m.  hut  will  switch  to  10-10:30  p.m. 
for    the    last    program. 

Here's  a  run-down  on  Mutual's 
new  management  team: 

Paul  Roberts,  president  and  direc- 
tor. Roberts  is  president  of  United 

I'M   Corp. 

Armand  Hammer,  chairman  of  the 

board.  Hammer  is  president  of  Occi- 
dental   Petroleum. 

H.  Roy  Roberts,  treasurer  and  direc- 
tor. He  is  a  California  realtor  and  oil 

operator. 
Frank  P.  Barton,  secretary  and  di- 

rector. Barton  is  a  Los  Angeles  attor- ney . 

Bertram  J.  Hauser.  executive  v.p. 

and  director.  Hauser  was  vice  presi- 
dent of  Mutual  until  1955  when  he  re- 

signed to  become  a  broadcasting  con- 
sultant. 

Arthur  Brown,  director.  Brown  is 

president   of   Starrett    Corp. 

L.  M.  Halper.  director.  Halper  i~ 
president    of   Halper   Construction    Co. 

Personalities  in  the  news:  Eu- 

gene Burr  this  week  joins  the  pro- 
ducing staff  of  CBS  TV.  His  immedi- 

ate assignment:  The  Verdict  Is  Yours. 
Burr  comes  from  Y&R.  where  he  wa- 

a  t\ -radio  account  executive  .  .  .  Aus- 

ten Croom-Johnson  and  Eric  Siday. 

partners  in  Croom-Johnson,  Inc.. 
musical  consultants,  have  been  signed 
li\     the      \merican     Broadcasting     Net- 

GEE! Maybe  I  should 

switch  cigarettes!" Commercials  on  WGN-TY  have 

a  way  of  getting  results — because 
WGN-TV  programming  keeps 
folks  wide-awake,  interested — 

and  notching.  For  proof,  let  our 

specialists  fill  you  in  on  some  sur- 
prising  \\(,\ -T\  case  histories 
and  discuss  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales »»WGN-T 
Channel  9 
Chicago 

MY 

MOMMY 
LISTENS 
TO... 

More   §om  GmJOomjuQ- 
Mommies  and  Papas  Listen 

Daily  to  KiTE  Than  To 

Any  Other  Station^ 

^-Kll 

NCS  #2 

Call    Avery-Knodel,    Inc. 

... 
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work  to  work  mi  .ill  phases  "I  musical 
programing  and  promotion,  then  job 

*  ill  be  i"  create  a  "musical  identit) 
[01  the  network  and  \l><  owned  sta- 

tions .  .  .  William  Boyd  has  been 
appointed  the  new  business  managei 
uf  I  ri  i  \  toons,  division  nl  CBS  I  S 

I  ilin  " — ■ » 1 1  *  -  — ■ .  Im  >\  (I  <  i  imes  1 1  i>m  B.  I . 
Babbitt. 

NBC  has  bought  \\  I  ̂S  and  \\  .1  ̂S 

I'M.  Pittsburgh,  Pa.  bringing  the  net- 
works total  oi  i\  and  radio  o&o's  up 

in  seven  and  seven. 

ASSOCIATIONS 

The  League  of  Advertising  Agen- 
cies is  launching  a  junior  executive 

training  program  designed  to  train 
personnel  in  agencj  Functions.  Courses 
atari  Id  October  and  are  open  onlj 
in  personnel  employed  bj  member 
agencies  oi  the   League. 

Conferences:  The  NARTB  Regional 
Conferences  will  be  held  this  year  1(> 
September  through  25  October  .  .  . 
I!\l!  Regional  Management  Confer- 

ences will  be  held  this  year  as  follows: 
Palo  Mm.  Calif.  19,  20  August;  Estes 
Park,  Colo.  22,  23  August ;  I  ppei 
Saranac  Lake,  N.  Y.  5,  6  September; 
W  Inii-  Sulphur  Springs,  \\ .  Va.  9,  10 
September;  Rockton,  III.  12.  I.">  Sep- 

tember; Edgewater  Park.  Miss.  L6, 
1  .    September. 

The  International  Advertising  As- 
sociation will  hold  it-  sixth  annual 

outing  at  the  Bonnie  Briar  Country 
Club,  Larchmont,  N.  Y.  on  1 7  Sep- 
tember. 

Appointments:  \n  eight  -membei 

I  secutive  Committee  to  direct  the  op- 
erations of  the  Advertising  Federa- 

tion of  America  has  been  appointed 
bj  Robert  M.  Feemster,  recently 

elected  Chairman  oi  the  VI'.  \.  Mem- 
bers are:  Nice  Chairman,  James  S. 

Fish  (vp-director  of  advertising,  Gen- 
eral Mills);  Mary  K.  Busch  (execu- 

tive vp,  Emer)  Advertising  Corp.  I  ; 
Ben  R.  Donaldson  (director  institu- 

tional advertising,  Ford  Motor  Co.); 
Melvin  S.  Battwiek  (director  of 
advertising,  Continental  Oil  Co.); 
George  \\ .  Head  (manager  adver- 

tising-sales promotion.  National  Cash 
Register  Co.  >  ;  C.  James  Proud 

(president -genera]     manager,     \.F.  \.. 

*£*«-  v"5\;  «... ^ 

MOUSETRAP, 
STEAM  TRAP, 

SEWER  TRAP 

...it  makes  no  difference 

.  .  .  the  world  uon  I  he.it  a  path  to  the  door  of 

the  man  who  builds  a  better  one  and  then  doesn't 
advertise  it  so  thai  people  will  know  about  hi> 

product,  know  where  it  can  he  bough)  and  how 
much  it  costs. 

Advertising  benefits  the  buyer,  too.  It  tells  you 

the  product  story,  makes  it  easy  for  you  to  buy. 

Even  more  important  to  you,  advertising  lead- 
to  mass  production  and  volume  sales  ■  ■  .  which 

mean-  Inner  costs  and    lower  prices. 

Yes,   "Advertising    Benefits    You*'   .   .    . 
'specially   businesspapei  advertising. 

SPONSOR    PUBLICATIONS,    INC. 
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GlEf  There's  the 
beer  for  me!" 

Commercials  on  WGN-TV  have 

a  way  ofgetting  results  because 

WGN-T\  programming  keeps 
lnlk~  wide-awake,  interested 

and  watching.  For  proof,  let  our 

specialists  till  you  in  on  some  sur- 

prising WGN-TV  case  histories 
and  discuss  your  sales  problems. 

Put  "GEE!"  in  your  Chicago  sales 
with        Q 

Channel9 Chicago 

If  you  buy  by  the  num- 

bers, you'll  buy  KTRN! 

LATEST     fi9Q/ 
HOOPER     0Z% 

50% 
LATEST 
PULSE 

(April,  May,  June  1957) 

BY  THE  NUMBERS. 

THE  BEST  BUY 

IN  TOWN! 

KTRN 
Wichita    Falls,  Texas 

Burlce-Stuart  Natl    Reps 

v  Y.) ;  and  Ralph  Wraslow  (vp- 

manager,  marketing  department,  Kop- 

pers  Co.  i . 

Walter  McNifT  was  recenth  named 

TvB  Western  Division  Director  .  .  . 

Joseph  M.  Shriek  of  NARTB  Pub- 

lic Relations  Service  will  join  the  FCC 

next  week  a>  Legislative  Assistant  to 

Chairman  John  C.  Doerfer.  Mr.  sit- 

rick  lias  been  -fixing  as  Manager  of 

Special  Projects  and  Member  Partici- 
pation with  \  \l!  I T>  since  L955  .  .  . 

Waller  Ross  has  been  appointed  Di- 
rector of  Public  Information  for  I>\ll 

.  .  .  Keith  Culver-house  has  recentl) 

joined  the  TvB  staff  as  Assistant  Di- 
rector of  Sales    Promotion. 

NARTB's    seventh    annual    report 

on    Children's    Radio    and    Television 

programing  based  on  surveyance  <d 
l.\  t\  broadcasting  showed  a  decrease 

in  number  of  hours  of  acceptable  chil- 

dren's entertainment  from  1956  to 
L957. 

1956 

Acceptable  71.97'  < 
Not    acceptable  28.03', 1957 

Acceptable  69.46$ 

Not    acceptable  3(1.54', 

Acceptable  programing  included  classi- 

fications of  "excellent",  "good",  "fair  ": 

not  acceptable:  "poor",  "objection- 

able", "most  objectionable.""  Children  s 
shows  included  in  its  "excellent  cate- 

gorization included  Captain  Kangaroo, 

The  Jungle.  Mickey  Mouse  Club. 

Ii  connection  with  the  forthcoming 

National    Television    Week     (8-14 

September)  NARTB  has  mailed  kits  of 

promotion  and  program  ideas,  back- 

ground info,  etc.,  to  all  of  the  nation  s 
more  than  500  t\  stations  and  the  three 

networks.  Broadcasters'  slogan  this 

year  is  "Television — A  Member  of  the 

Family ." 

RADIO      STATIONS 

Sales  and  swaps:  KSON,  San  Diego 

and  KXOC.  Chico.  Calif,  subject  to 

FCC  approval  will  exchange  Licenses 

and  any  and  all  assets.  I  ruler  the 
transaction,  the  Broadmoor  Broadcast- 

ing Co.  will  become  owner  and  opera- 
tor of  KSON  and  Rabell  Enterprises 

will  take  over  KXOC.  Also  the  call 

letters  for  the  latter  station  will  be 

changed  to  k-Dl  /  .  .  .  WWRI.  West 

3rd  TV  MARKET in 

PENNSYLVANIA 
. .  .  and  only  WJAC-TV  really 
covers  this  rich  Southwestern 
Pennsylvania  area.  .  .  . 

•  Over  a  million  TV  homes! 

•  41-county  coverage  with 
20  key  counties  showing 
80  to  100%  coverage! 

•  Proved  audience  prefer- 
ence— WJAC-TV  leads  in 

7:00-11:00  P.M.  periods 

105  to  7  over  Station  "B" .  .  .  has  24  out  of  the  25 

top  night-time  shows. 

CBS 

AFFILIATED  with  KROD-600  kc    (5000w.r, 
Owned  6  Operated  by  El  Paso  Times,  Inc 

Rep.   Nationally  by  the  BRANHAM   COMPANY 

-I'ONSOK 

1  ,     U  Gl  ST    1951 
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Sacramento 

Have  You 
Switched  To 

KCRA-TV  Yet? 
The  Audience  Has! 

ARB    Share  of  Audience 

IX  Q  "7(3/  Sign  on  to  Sign  off 
iJJj   '°  Sunday  to  Saturday 

Mon.-Fn.    Sun-Sat.      Av.T.iq.- 
Siqn-nn-        l>  p  ni  Sli.u  ,    d 

(i  p.m.      Sign-off-    Audlentf 

KCRA-TV  65.8%  43.4%  49.7% 
"B"  21.1%  38.2%     34.5% 
■X"  29.8%  7  7%       9  3% 
"0"  10.2%  10  2%      10.2% 

Sacramento  shows  its  loyalty 

to  KCRA-TV  by  giving  it  8  of 

the  top  10  syndicated  pro- 

grams, 13  of  the  top  20  shows 

and  more  local  quarter-hour 

"firsts"  than  the  other  three 

stations  get  from  network  pro- 

gramming combined: 

- 

314 

129 
Quarter  Hour 

Firsts 

H

1

3

5

 

I  
  

—  
   

  
6 

KCRA-TV 

Ask  Pefry  about 

The  Highest  Rated 
NBC  Station  in  the  West 

•ARB,  Sacramento,  May,  1957 

KCRA-TV ■ 
1  SACRAMENTO.  CALIFORNIA 

Serving   31 
Northern  California  and 

Nevada  Counties 

W  .ii  m  ii  k,  R  I.  has  been  bou|  lit  b) 
Crelin  Broadcasting  .  .  .  WTRY, 

I  i  •  ■  \  ■  \l|p.in\  -\  I  .  in  ,  tad)    Ii  -i  -    been 
old  to  Daniel  \\  .  Kopj  and  \   i  \\ 
Kn.iuili  opei  ttors  ol  \\  \\  /.  New 
I  l.u  in.  Purchas<  pi  ice  was  11.4  mil- 
lion  .  .  .  Majoi  it)  interest  in  KXLE, 

I  liensbui  \\  ash.  has  beei  bou|  hi  b) 

Bill    Harpell    and    Stephen    W  i  lj    Foi 
$80,      Harpi  II  i-    in  annoum  ej   Foi 
K  \  \  I .  Las  Angeles,  and  \\  i  a)  i-  an 
electronics  engi  neei . 

\\  IM.^  .  Minneapolis,  even  got  com- 
pliments From  i  competitoi  on  its  re- 

cenl  Sight  Beat  interview  ol  Richard 
I  enneson,  the  Minne  ota  •  >l  who  wenl 
ovei  in  the  Communists  while  in  .1 

North  Korean  prison  camp.  Quott 

li i>m  the  competitoi  :  "  I  bis  was  the 

best  radio  program  I  lu\ e  >\ ei  heai d.'1 

Community    Program     Associates, 

New  Brunswick,  \.  J.,  is  a  new  organi- 
zation Formed  to  help  radio  stations 

re-A  amp  theii  programing.  I  PA's 
presidenl  is  \i  nold  L  Zui  ker  .  .  . 

KLLL,  Lubbock,  Tex.,  has  joined  the 
MBS  affiliates  roster  ...  I  hi-  week 

anothei  Fm  station,  K.GLA-FM,  Los 
Angeles,  took  to  the  air. 

Job    notes:     Terr}     McAule)     has 
joined  KMOX,  St.  Louis,  as  an  ac- 

count executive  .  .  .  Ho\  M.  Schwartz, 

promotion  managei  Foj  \\  I'./V.  I!/ \. 
Boston,  has  resigned  to  join  the  Storei 
Broadcasting  Co.,  Philadelphia  .  .  . 
Hill  Geddes  has  joined  K-  ACE,  Riv- 

t  rside,  Cal.,  as  sales  development  direc- 
tor. I  leddes  1  omes  From  KICO,  ( !al- 

exico,  where  he  was  station  managei 

.  .  .  Theodore  W.  "Ted"  Herbert, 
E01  mei  I)  of  M  BS,  has  joined  the  na- 

tional sales  -Kill  of  W  P  AT,  Patterson, 

N.  I. 

TV    STATIONS 

New    post    of   Coordinator   ol    Na- 
tional Spot  Sales  for  the  American 

Broadcast  in*:      (o  in  pan]      will      In- 
fill.wl    1>>    Leslie    \.    Hani-. 

Simon  B.  Siegel,  company   treasure] 
announced   that    Mr.   Harris   has   been 

promoted  From  his  post  ol  eastern  sales 
igei    For  the    AB(    Radio  Network 

to    till    the    new    Blot. 

MLr.  I  larris  joined  AB( !  in  L951  as 

sales  presentation  writer,  and  was  pro- 
moted successively  to  .1  radio  sales  ac- 

HE  HIGHEST 

tower in 

Eastern  U.S. 
'4th  highest  in  the  world) 

is  being  erected 

right  now  at 

Augusta,  Ga. 
1292   feet  above   ground 

1  375   feet  above 

average    terrain 

1677    feet  above 

sea  level 

1 1  2    million    people    in 

100    microvolt   contour 

OVER    1    million    in 

Grade  B 

*  *       * 

Over  twice  the  TV 

homes   of  the  other 

Augusta  TV  station 

*  *       * 

THE   SOUTH'S   NEW    & 

GREATEST  AREA 

STATION 

*  *  # 

100,000  watts 

low  band  VHF 

NBC  &  ABC  networks 

*54 

antes™ 

Represented    by   Avery-Knodcl     Inc. 

SPONSOR 
1  ,      MJG1  ST     195' 

:  1 



® 
Pulse 

'    arch  '57 

® 

in 

Negro 
Ratings 

Morning 

Afternoon 

and 
Night 

in  Results 

Among  Birmingham's  long  term 
i.ulm  advertisers,  Jefferson  Home 
Furniture  Company,  A  WJLD  ad- 

vertiser for  6  years  without  inter- 

ruption says,  "As  long  as  we  can 
continue  with  you  and  (your  per- 

sonality) Mr.  Puckett,  and  get  as 
profitable  results  as  in  the  past, 
you  may  consider  our  contract  as 

re-newed   for  life." 

WJLD AM 

FM 

BIRMINGHAM,    ALABAMA 

The     Nation's     Finest 
Negro    Radio    Station 

Represented    by    FORJOE 

GEEf  I'm  going  to 
try  that  candy!" Commercials  on  WGN-TV  have 

a  way  of  getting  results — because 
\\  GN-TV  programming  keeps 
folks  wide-awake,  interested — 
and  watching.  For  proof,  let  our 

specialists  fill  you  in  on  some  sur- 
prising WGN-TV  case  histories 

and  discuss  your  sales  problems. 

"•uf'GEE!"  in  your  Chicago  sales 

w«h  wqn  -TV  s: 

count  executive  in  1952  and  to  eastern 

sales   manager    in    L956. 

In  his  new  capacity  he  will  work 

with  station  reps  and  managers  <>f  the 

five  ABC  owned-and-operated  stations 
which  are:  WABC-TN  .  \1:  \\  \  ̂  /.- 

TV,    Detroit:    YYBkS.    Chicago:    KGO, 
ST.  and  KABC-TV,  L.A. 

WBBM-TY,  Chicago,  presented 

ten  commercials  solely  for  enter- 

tainment on  its  program  "Orbit," 
on  3  August. 

Made  in  Paris  and  London,  the 

films  typif)  the  use  of  various  combi- 
nations of  motion  picture  illusions  to 

produce  new  type  of  advertising.  Orig- 
inal!) made  for  use  in  European  mo- 

tion pix  theaters — they  are  outstand- 
ing examples  of  how  artistic  techniques 

can  make  commercials  entertaining. 

People   on   the   Move:     Robert    F. 

Coats  named  public  service-promotion 

manager  for  KETV,  Omaha  .  .  .  Wil- 
liam R.  Nutt  appointed  promotion  & 

publicity  director  of  KGW  Radio  & 

KGW-TV  .  .  .  Peter  Storer  appointed 

general  sales  manager  for  WJW-TV, 
Cleveland  .  .  .  Lewis  P.  Johnson 

named  sales  manager  of  \\  PFH- 1  \  . 

Wilmington  and  Jack  Kelly  has  been 

appointed  New  York  sales  manager 
for  the  same  station  .  .  .  Robert  Bueh- 

anan  joins  WJBK-TV,  Detroit,  as  N.Y. 

sales  manager  .  .  .  Gene  Lewis  ap- 

pointed sales  manager  KFDA-TN  . 
Amarillo. 

TV  applications:  Between  29  Jul\ 

and  3  August  seven  construction  per- 
mits have  been  granted,  three  applica- 

tions for  new  stations  were  filed  and 

one  station  took  to  the  air. 

Construction  permits  went  to:  State 

Telecasting  Co..  for  Channel  56,  Gulf- 

port,  Miss.,  permit  allows  21.40  k\v 
visual;  Duhamel  Enterprises,  for  Chan- 

nel 4.  Hay  Springs,  Nebr..  permit  al- 
lows 100  kw  visual;  Goldenrod  Tele- 

Radio,  for  Channel  2.  North  Platte. 

Nebr..  permit  allows  2.88  kw  \isual: 

Atlantic  Coast  Broadcasting,  for  Chan- 
nel 4.  Charleston.  S.  C,  permit  allows 

57.5  kw  visual;  Southwest  States.  Inc.. 

for  Channel  7.  Amarillo.  permit  allows 

46  kw  visual:  Tri-Cities  Broadcasting, 
for  Channel  9,  Monahans,  Tex.,  permit 
allows  27.5  kw  visual:  and  Columbia 

River  Television,  for  Channel  25.  Ken- 

COVERAGE  vs.  COST 
in  Madison,  Wis. 

You  pass  the  point  of  diminish- 

ing returns  when  you  look  be- 

yond WKOW-TV  in  Madison.  The 

"bicycle  tire"  fringe  you  add 
with  VHF  costs  $53  and  contains 

homes  you  reach  with  "basic 

buys."  WKOW-TV  delivers  70% 

as  much  share  of  the  audience* 

at  only  45%  of  the  cost. 

Madison  Telepulse— 

April,  1957 

story- 

WKOW-TV 
ABC  in  Madison,  Wis 

Top  C.  B.S.  Shows 
assure  more   listeners 

all  day — every  day  over 

K  G  V  O 5  00°
 wam 

MISSOULA,   Montana 

affiliated  with 

v/ —  SELLING 

ini  r\r>r\  WESTERN 

191,000  watts     MoNTANA 

KMSO-tv  *f '«< 

inc. 

TRANSMITTER 

100  MILE    RADIUS 

ATOP 
TELEVISION 

entering 

MOUNTAIN 36,370 
ELEVATION 

homes  in 

1  3  counties 

7000    FT. 

by  actual 
count 

MISSOULA,  MONTANA 

:  i SPONSOR 17  august  1957 



TAKE  A  GOOD  LOOK 
AND    YOU     WON'T    OVERLOOK 

MIDLAND 

•  ODESSA 

BIG  SPRING 
IN 

"OIL-RICH" 

WEST  TEXAS 

•     *     * 

SENSATIONAL   GROWTH 

IN    POPULATION 

140     INCREASE 
1950-1957 

•       *  * 

EVERYBODY  WITH 

MONEY   TO  SPEND 

CSI    PER    HOUSEHOLD 

MIDLAND  $7,403 

ODESSA  $7,102 

Bl'3    SPRING  $5,920 
SRDS 

•  *  * 

MOST   FAMILIES 

MOST   OF   THE   TIME 

WATCH    .   .    . 

KMID-Tv 
CHANNEL 

100  KW     I 

Represented  by 

Venard,  Rintoul  &  McConnell,  Inc. 

South-Clarke  Brown  Company 

newick,  Wash.,  permit  allows  !!.I2  k« \  isual. 

\ pplii  ations  ini  lude :  <  lent i .il  M inne- 
iota  I  ele>  ision,  l"i  ( lhannel  I  I  Be 
midji,  Minn.,  28  k  w  visual,  with  towei 
906  Feel   above  averagi    terrain,   plan) 

1287,53  '>.  yeai  lj  operatin   si  II 
000;    St.    i  loud    Televisi   o.,     foi 
(  hannel  i  St.  <  loud,  Minn.,  98. 1  kw 

\  isual,  with  i ■  > \\ « •  i  >7<)  Feel  aboi <•  avei 
tei  rain,  plant  8287, 188,  j  eai  K  op- 

.  rating  cosl  II  17. 100;  and  Mitchell 
Bi oadcasl in  •  Association,  foi  <  Chan- 

nel 5,  Mitchell,  S.  D.,  23.6  kw  visual, 
u  uli  towei  566  feel  abo>  e  average  tei 
rain,  plant  S  I  2  I,  I  I  >.  yeai  lj  operating 
cost   8120,000. 

New  station  on  the  ah   was  W  PS  I 

I  \ .  Miami.  (  hannel  10,   ABC-1  \   pro- 

graming. 

The  FCC  amended  the  "T\  Table 

of  Assignments"  bj  shifting  chan- 
nel 8  from  Muskogee  to  Tulsa, 

Oklahoma,  effective  Sept.  6. 

REPS 

Joe  W  ootton,  director  of  tin-  radio 
division  of  tin-  Interstate  I  nited 

Newspapers,     Inc..     has     resigned 
ili. it  post  and  set  up  his  own  radio- 
t^  representative  company,  Joe 
vJ  ootton  Associates. 

\\  I.KI).  Atlanta;  \\  RHC,  Jackson- 
ville;  W  BCO,  Bessemer,  Ua.;  W  BBB, 

Burlington,  V  ('.  stations  formerl) 
under  Interstate  I  nited  Newspapers' 
banner,  has  joined  Mr.  Wootton's  new 
rej    organization. 

Mr.  Wootton  has  been  .i  leading  con- 
sultant "ii  Negro  consumer  market  me- 

dia and  services  i<>  national  advertis- 

ers. His  new  companj  plans  to  ex- 
pand ii>  services  i"  keep  pace  with  the 

transition  lining  on  in  the  consumer 

marketing  and  advertising  field-. 

Peters,  Griffin,  W  oodward,  is  ex- 
panding it-  Texas  -t a (T  and  adding  an 

office  in  Dallas.  Ft.  \\  orth  is  the  other 
P.G.W.   office. 

Charles  Payne  will  be  in  charge 
and  will  -ell  radio  For  P.<  >.W  .  stations 

exclusively.  Mr.  Payne  is  leaving  the 
Bloom  Advertising  Agencj  in  Dallas, 

where  he's  an  account  supen  isor. 

Reps   in    tin*   nt'Ms:     I)«'ll   Simpson 
joined    the  -ale-  -talT  cd    \dam   Young 

is  so  easy 

to  reach 
when  you  ride 

with 

v  '  "  - .III 

REPRESENTED    BY 

JOHN    BLAIR  AND    CO. 

SPONSOR 
1  ,      \l  (.1  ST     195' 

75 



FILM       COMPANY 

3825     Bryan    •    TA  3-8158    •    Dallas 

^***Mf 

GEEj  Look  at  that 
outboard  motor!" 

Commercials  on  WGN-TV  have 
a  \\a\  ill  Mcdiim  results  because 

WGN-TV  programming  keeps 
folks  wide-awake,  interested — 
and  watching.  For  proof,  let  our 
specialist.-  fill  you  in  on  some  sur- 
prising  WGN-TN  case  histories 
and  discuss  your  sales  problems. 

pjt  "GEE!"  in  your  Chicago  sales 

with  !  *    Rl  "1 
Channel  9 
Chicago 

in  San  Francisco  .  .  .  Paul  Hay  has 

retired   as  Chicago   manager   <>f  John 
Blair  &  Co   Clifford  J.  Barborka 
Jr..  currently  Chicago  sales  manager, 

has  been  promoted  to  \  ice  president 

and  Chicago  manager  .  .  .  McGavren- 

yuinn  Co.  lias  transferred  Ralph 
Guild  lioin  San  Francisco  to  its  New 

York  ollice,  where  he  will  specialize  in 
representing  ke\  uestcoasl  properties 

.  .  .  Walter  Lake,  recent!)  Los  An- 
geles sales  manager  for  KSDO,  San 

Diego,  has  joined  McGavren-Quinn 
Co.  .  .  .He  will  work  with  agencies  and 
client-  on  distribution  and  broadcast 

advertising  .  .  .  Bill  Weld  on  of 

Blair-Tv,  New  York,  is  taking  a  leave 
of  absence  because  ol  serious  illness 

in  his  family.  Jack  Denninger  will 

take  over  his  responsibilities  while  he's 

gone. New  appointments:  KJAY,  Topeka. 
Kansas,  signed  a  representative  agree- 
men!  with  Young  Representatives.  Inc. 

.  .  .  CKAC,  Montreal,  is  now  repre- 

sented in  Canada  by  the  newly-estab- 
lished firm  of  Interprovincial  Broad- 

cast Sales  Ltd. 

FILM 

Out  In  the  Film  Field:  California 

National  Productions  made  its  first 

sale  on  Boots  n  Saddle  to  \\  N  \C-T\  . 

Boston,  for  52  weeks  .  .  .  Trans-Lux 

TV  Corp.,  announces  sale  of  entire 

librarj  of  TOO  Encyclopaedia  Britah- 
nica  Films  to  both  KING-TV,  Seattle 

and  KGW-TV,  Portland  for  a  period 

of  five  years — sale  of  this  library  also 
made  to   WTAR-TV,   Norfolk. 

Screen  Gems  has  titled  first  group  of 

Universal  pictures  they  will  release — 
Shock.  Consisting  of  52  of  the  greatest 

mone\  making  spine  tinglers  in  mo- 
tion pix  history,  the  group  includes 

such  chillers  as  Dracula,  Frankenstein. 
\  The  Invisible   Man. 

Over    four    hundred    applications 

from  representatives  of  advertisers, 

agents  and  ad-film  producers  from 
every  count r\  have  been  received  for 

the  forthcoming  Advertising  Film  Fes- 
l i \ til  which  will  be  held  in  Cannes. 

Note-  of  Interest:  Barry  Sullivan, 

featured  in  Ziv's  Harbor  Command. 
directs  some  of  the  pix — a  condition  to 
his  accepting   the  star   role   .   .   .   The 

MORE 
radio  homes  at  the 

LOWEST 
cost  per  home  are 

DELIVERED 

by  WSUN 
than  any  other  station  in  the 

HEART  of 
FLORIDA 

;   your   Nielsen    No.  2  I 

WSUN  RADIO 
ST.     PETERSBURG TAMPA 

Represented    By    VENARD,    RINTOUL,    & 
McCONNELL 

Southeastern:    JAMES    S.    AYERS 

ONE  OF  THE 

FIRST  100  MARKETS 

^STHEBO
*0" WHBF 

RADIO  &  TELEVISION 

COMING! 

Greatly     Expanded     TV     Coverage 

from     a     New     1000     ft.     Tower. 

REPRESENTED   BY  AVERY-KNODEL,   INC. 

SPONSOR      •       1  i     \l  <'l  ST    I'1  >T 



We're  Moving 
Gold! 

Moving  gold  because  our  pow- 

der is  maximum  power,  a  half 

mile  tower  high  atop  Mount 

Constitution,  plus  we're  loaded 

with  top  CBS  programming  and 

Hollywood  film  features  by  War- 

ner Brothers,  United  Artists,  Co- 

lumbia, and  20th  Century  Fox. 

The  nuggets  we're  bringing  out 
of  this  rich  Northwest  area  are 

1,000,000  Canadian  viewers,  and 

300,000  high-income  Americans 

who  make  up  the  bulk  of  our 

stake. 

Assays  show  our  Mother  Lode 

produces  up  to  70%  of  the  total 

viewing  audience  in  our  claim 

...  a  claim  to  remember* 

So  let  us  put  power  into  your 

message  .  .  .  power  that  will  dig 

deep  into  this  rich  vein  of  ore. 

Bright  gold  that  winds  through- 

out the  great  Northwest  territory 

*  International  Surveys  Inc. 

KVOSiTV 

Nation. il     I  llberClllosil     \«-n<  i.iliun 

has  pi  •  >•  I  in  .il  .i  new  film    tre  i  mi  I' 
i.i  >■.  which  m  ill  I"-  used  i"  laun<  l>  the 
ii., in. ii. il  camp  li   M  against  this  di»« 

in  Septembei .    I  ilm  was  prodm  ed  l>\ 
I  ,1  i  ullen    \--'»  i. it,-     .  .    \  >\>«  iiimn 

tai  \     him    dealing     h  iili    the    cun   >,i 
problem  "I  watei  and  titled,  t  alifornia 
Crisis:   "  ater,  h  ill  l»-  tele*  asl   b)    i « - 1 1 
(  alifornia  stations  who  volunteered  t" 

,.ni\    ilii-   film   produced   l>\    KIJON- 
T\  >1IM>    IN    Films   Inc.   and 

VI  \  Film  Productions  Inc.,  have 

consolidated  i"  form  h  hal  the)  call  1 1 • « - 
I.i  i  gest  commercial  production  firm  in 
the  I  .S. 

FINANCIAL 

Stock  markel  quotations:  Follow- 
ing -lock-  iii  air  media  ami  related 

Held-  are  listed  each  i>sue  with  quota- 
tions foi  I  ni--ila\  tlii-  week  and  Tues- 

day the  week  before.  Quotations  sup- 
plied b}  Mei  i  ill  l.\  in  Ii  Pierce,  Fennel 

and  Beane. 

1  ues. 

'I'm  -. 

Stoi  k 

6  Aug. 

1  1   \ 

i  hange 

\  in 
S 

/    /  i   hange 

\IM'I 

\<>\ 

'. 

VT&  1 

17l,7> 1  :-"•_• 

- 

\\ , ,, 

. 

1  11-  "A" 

.in'-. 
Columbia  Pii 

19% 19% 

'. 

1  ov  e's 
IT7- IT7- 

Paramount 
- 

Rl    \ 
;i ;, Storer 

- 

20th    Fos 
L'T7. 

_v>7. 

1 
\\  .ii  mi    Bros 

22% 

\\  estingl   se 

Imerican  Sto 
/      hange 
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NBC  AFFILIATE 

w 
570  KILOCYCLES 

Studios  in  Bellingham,   Washington You    will     have    fun     with     KRIZ 

Phoenix,  or  be  quiet  as  a   mouse." 

SERVING 

5 
STATES 

WEST 

KENTUCKY'S MOST 
POWERFUL 

STATION 

Represented  b\  the 
JOHN  E.  PEARSON  CO. 

I 

SPONSOR 
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we  deliver 

1000 

like  this* for  31c 

luch  prettier,   actually,  frolB,  a  sponsor's  point  of  view,  because 
these  ladies  buy!  And  at  WVNJ  you  can  talk  to  a  thousand 
of  them  (and  their  families)  for  one  minute  at  a  cost  of  only  31c. 
Same  rate  for  men,  too. 

Most  advertisers  know  that  the  New  WVNJ  has  more  listeners 
than  any  other  radio  station  broadcasting  from  New  Jersey.     As 
a  matter  of  fact — almost  twice  as  many  as  the  next  2 

largest  combined.* •Source — Hooperatings  Jan. — Feb.— New  Jersey 

Most  advertisers  know  the  quality  of  this  audience — for  the  new 
programming  concept  of  playing  only   Great  Albums  of 
Music  has  brought  the  station  thousands  of  new  and  potentially 
better  buyers  than  ever  before. 

Most  advertisers  know,  too,  that  WVNJ  delivers  this  audience 
at  less  cost  per  thousand  than  any  other  radio  station  not 
only  in  Jersey  but  in  the  entire  metropolitan  area  as  well. 

That's  why  WVNJ  is  the  hottest  radio  station  in  the  New 
Jersey  market — bar  none.    Get  the  facts  and  you'll 
make  WVNJ  part  of  your  advertising  day. 

Represented  by: 
Broadcast  Times  Sales 

New  York  OX  7-1696 

WVNJ 
Newark,  New  Jersey 

Radio  Station  of  the  Newark  Evening  News 
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II  hut's  happening  in  I  ,  S.  Government 

that  afiecti  iponson,  agencies,  station* 

WASHINGTON  WEEK 
■ 

17  august  The  Office  of  Defense  Mobilization   ilii-   week    made   it    plain   thai    ii   doesn't Cepyrljhl    1957  III 

SPONSOR    PUBLICATIONS   INC.  W8M1I      8      IUW      >t  ll«l\       lit      till'      ll-C-      Delng      lliailc      III      till'      l.l(lil)      -  |  K  ■  (   I  I  1 1  1 1 1 .      |  i;i  I  t  it   1 1  I.I  I  I  \       \,\ 

government  services. 

In  answer  to  a  request   l    the  Senate  C   tnerce  Committee   foi    comment*   '>n   bills 
calling  for  Bucfa  a  Btudy,  the  <)D\I  contended: 

li     It  would  be  difficult  For  the  government  to  conduct  such  a  study. 
2)  \  government  committee  ahead)   baa  probed   i nt •  >  the  matter. 

3)  The  government  needs  ;ill  the  spectrum  apace  it  alread)  has  and  maj  \% . ■  i ■  t 
more  in  the  fntnre. 

1  rhe  ODM  did  not  attempt  to  explain  the  ■  mtradiction  between  Points  I   and  ii .  > 

The  ODM's  -land  drew  an  immediate  and  bittei  retort  From  Sen.  Charles  Potter  and 
Rep.  William  Bray,  who  introduced  the  lulls  in  their  respective  chambers. 

I><iili  accused  the  ODM  of  having  designs  on  television  channels  2  through  f>. 

even  though  the  ODM  in  the  |>a-i  has  often  denied  having  Buch   intentions. 

\\  lifii  Potter  had  original!)  introduced  tin-  ''ill  he  charged  th>-  government  is  wasting 

some  of  it-  present  space  and  ui  ;e  I  that  some  of  this  portion  of  tin*  spectrum  he 
released  for  industrial  services,  if  not  direct!)    for  commercial  broadcasting. 

The  House  Government  Operations  subcommittee  continues  to  hammer  awaj 

at  advertising  practices. 

\t  one  session  this  week,  headed  l>\  Rep.  John  Blatnik  'I)..  Minn.),  a  Bettei  Business 

Bureau  witness  said  that  stronger  false  ad  laws  and  greater  power  for  the  FTC  to  enforce 

them  definitely   are  needed. 

It  would  appear  at  thi-  -i.i-e  from  Beveral  statements  by  Blatnik  that  the  BBS's 

spokesman   liit   verj    closely  to   the  subcommittee's  eventual   recommendations. 

Blalnik's  subcommittee  Has  roamed  far  and  wide  in  it-  search  for  documen- 

tation of  it-  goal. 
\d  claims  for  filter  cigarettes,  reducing  pills,  and  other  drugs  dive  been  getting 

especial  attention  from  the  Blatnik  group.  These  fields  are  heavil)  populated  with  compa- 
nies that  spend  a  large  segment   of  their  ad   budgets  00   air  media. 

Also  mentioned  as  possible  offenders  are  tranquilizers   and   cosmetics. 

The  tranquilizer  set  will  have  sessions  ol  their  own  at  a  later  date,  as  will  accident 
and    health    insurance   advertising. 

Thus  far  the  testimony  has  been  mostl)  about  filter  cigarettes,  which  witnesses  claim 
did  not  filter;  tranquilizers  which  do  not  tranquilize;  and  reducing  drugs  that  do  not  aid 
in   reducing. 

The  testimony  has  been  almost  routine.  Another  factor  has  been  the  lack  of  defense 

testimony.    All   witnesses  have  been  "hostile     to  the  products  and  ad  claim-  for  them. 
Blatnik  has  indicated  the  forum  i-  wide  open  to  the  defense,  but  thai  sellers  have  nol 

come  forward. 

Alrich  Manufacturing  Co.  this  week  accepted  an  KT(,  consent  order  prohibit- 

ing it  from  advertising  that  a  plastic  sheet  it  sells  "ill  produce  tin-  same  effect  Bfl 
color   tv. 

This  is  the  second  compan)    using  this  type  of  advertising  to  be  stopped  l>\   the  Fl'< recent  weeks. 
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FOR   OVER    10    YEARS   I 

very  year  for  more  than  a  decade  SPONSOR 

tas  gone  up  in  advertising  pages, 

1946 1947 1948 1949 1950 1951 1952 

THIS  UNPARALLELED  RECORD  OF  GROWTH 

IS  NO  ACCIDENT!   HERE'S  HOW  IT  HAPPENED  .  . 



(•THING  BUT 

1954 1955 1956 1957 

No  magic  formula — just  a  simple  case  of  an  increas- 

ing number  of  advertisers  discovering  that  adver- 

tising in  SPONSOR  pays  off.* 

SPONSOR  spotlights  its  editorial  content  100%  to- 

wards advertisers  and  agencies — and  really  hits  the 

target.  So  much  so  that  SPONSOR'S  1956-57  fiscal 

year  recently  ended  showed  advertising  volume  of 

$1,000,000. 

*  Write  for  the  factual  record  of 

Wol.F.  WBAY.  KPQ,  \VT\I 

and  Storz  in  sponsor.    The\'ll 
-how  how  you  can  build  your 

spot  revenue  in  y«>ur  market. 

SPONSOR 



A  round-up  of  trade  talk, 

trends  and  tips  for  admen 

17  AUGUST 
Copyright    1957 

SPONSOR  PUBLICATIONS   INC 

SPONSOR  HEARS 

Dick  Woolen,  of  KTTV,  Los  Angeles,  characterizes  the  way  some  advertisers 

are  reacting  to  barter  deals  with  this  bit  of   dialogue: 

FIRST  MAN:  I've  got  an  elephant  I  can  sell  you  for  $1,000.  SECOND  MAN:  Don't 
be  silly.  What  would  I  do  with  an  elephant?  FIRST  MAN:  Well,  then,  what  if  I  could 

deliver  three  elephants  for  $2,250?    SECOND  MAN:    Now  you're  talking! 

Actress  Arlene  Dahl  rewrote  the  script  of  a   liquid   Lustre-Creme   commercial 

while  in   front  of  the  film  camera  so  that  it  would   sound   "more  natural.'" 

The  legal  department  of  Lennen   &  Newell  this  week  urged  a  retake. 

\   new    type  of  antique  prowler  has  loom  d  up  on  Madison  Avenue:    Collector  of  old 
tv  commercials. 

One  explains  that  he  would  like  to  set  up  something  like  the  Museum  of  Modern   Art's 
exhibition   of  earlv-dav  movies. 

Y&R  has  put  into  operation  an  idea   sparked   months   back   by   BBDO's   Ben Duffy. 

A  member  of  the  tv-radio  department  is  working  closely  with  packagers  in  the  de- 
velopment of  material  dreamed  up  by  Y&R. 

The  agency's  stake  in  this  relationship:    It   has  the  right   of   first  refusal. 

No'.hing  is  so  frustrating,  ad  and  marketing  men  will  tell  you,  as  making  a 
pitch  before  the  board  of  directors  of  an  old-line   corporation. 

What  the\  have  to  buck:  1)  the  tendency  of  men  up  in  their  70's  to  doze  off,  and 
2  i  the  ultra-skeptical  state  of  mind  that  come-  from  having  hit  the  jackpot  with  older 
methods   and   conceptg. 

The  RAB  elections  may  not  turn  out  to  be  the  usual  routine  affair  in  De- 
cember. 

Station  reps  are  clamoring  for  representation   on   the   executive   committee — 

the  big  wheel  of  the  bureau's  policies  and  planning. 

NBC  Radio  thinks  K&E    (Ford's  institutional  agency)   will  help  it  put  a  new- 
twist  on  an  old  slogan  for  a  six-second  concept. 

The   suggested   slogan:     "Watch   the   Edsels  go  by!" 

Brashness  comes  in  all  sorts  of  packages,  but  this  one  burned  up  an  ad  manager 

so  badly  that  a  New  York  station  (an  independent)  is  about  to  lose  a  longtime 
client. 

The  company,  which  uses  six  participations  a  week,  was  asked  to  pick  up  the 

seventh  period  across-the-board  after  it  had  just  become  available. 

When  the  ad  manager  said  he  wasn't  interested,  the  salesman  threatened:  "We  feel 

free  then  to  sell  it  to  one  of  your  competitors!" 
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IS  TV  SOFT? 

i  Continued  from  page  1 1  i 

O.  U  hat  an-  the  symptoms  oj  "soft- 

ness" then  that  gave  use  to  "downbeat?' 
talk  in  some  quartet 

\.  "Most  of  .ill.  the  Bmug  attitude  ol 

the  industi  \  itself,"  bsj  the  majoi  ii  j 
nf  media  executives. 

"Some  station  operators  are  spoiled/1 

Compton'a  Frank  Kemp  told  sponsor. 
"  I  hej  \ e  come  to   look   al   a   Bold-oul 
'  "million    ,i-    tlOl  in.il.    bul    il    isn't.       \( 

tuall) .  it's  nol  unhealthy  foi  Btal  ions  to 
have  fringe  time  open  to  be  used  f<>r 

public  service  events  and  announce- 
ments. If  i<>t>  much  time  on  the  station 

remains  unsold,  then  the  station  man- 
agement Bhould  revise  the  rate  card  to 

make  the  time  more  attractive  to  l»>tli 

national  and  local  advertisers." 
I  he  media  director  of  one  "I  I  be 

other  P  8  <i  agencies  says  I >l unil\  : 
Some  operators  have  become  \<"> 

.  reed] .  rhej  're  ti  \  ing  to  Bqueeze  eai  h 
dollai  of  revenue  out  of  their  stations 

because  thej  see  their  operating  costs 

going  up  all  the  time.  !'«iii  thej  should 
look  at  their  stations  as  -till  relatively 
Dew  products.  No  one  introducing  a 
new  product  expects  to  recoup  .ill  his 
investment  right  awaj . 

Barter,  which  as  a  Eorm  of  Imlk  dis- 

counting might  be  considered  .i  symp- 
tom ol  softness.  i~  considered  neiilifd- 

ble  l>\  majoi  agency  media  executives 

— as  far  as  immediate  danger  i>  « •  < » 1 1 - 
cei  ni'd. 

"I  doubt  that  it's  taking  am  signifi- 
i  ant  monej  out  "I  national  spot,"  Bays 
a  media  director  of  one  of  the  top 

three  agencies.  "It's  just  that  it  has 
worried  stations,  advertisers  and  agen- 
i  ies  alike  because  it  could  undermine 

confidence  in  station  rate-.  But  the 
aetual  effect  has  Keen  minor  so  far.  In 

some  ways,  it  s  DO  more  a  symptom  of 

softness  than  the  number  of  package 

deals  being  offered."  'See  "'The  barter 

problem,"  10  August  1957  > 

<^.  How  much  "real growth"  does  il><- 
II'  i  rise  in  *i>i>/  tv  menue  represent? 

A.     That's  tough  to  pin  down. 
Some  of  the  11' <  increase  is  un- 

doubtedl)  the  result  of  rate  increases. 
lint    network    and    station    estimates   ol 

rate  increases  during  the  past  six 

month-  pegged  the  average  at  V  ,  or 
less.     I  herefore  some  real  growth   must 

be  represented  in  the  total  figure. 

\).     If  here  is  ti's  softness? 

V.     Right   now    it's  predominantly    in network.    In  fact,  one  network  actually 

for   iftmr   bttiliji>1  ... 

WCUE  is  no  i 
IN   AKRON 

Between  8  A.M.  and  5  P.M 

daily,  WCUE  delivers 

more  listeners  for  your 

ad  dollar  than  any 

other  Akron  station. 

( In  all  other  periods,  just 

a  gnats  whisker  away  from  first.) 

See  your  JEPCO  Man  for 

details  or  call  WCUE  Sales 

Veep,   Jack    Maurer,    FRanklin    6-7114 

*Cost  per  thousand  study  based  on  Pulse,  April  1957 

The  ELLIOT   STATIONS 
great  independents   •   good  neighbors TIM  ELLIOT.  President 

A«ron.   Oh,o    -    WCUE  WICE    -    Providence     R     I 

The  John  E.  Pearson  Co.  National  Representatives 

SPOVm»I< 
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ALL  TEN 
OF  THE 

TOP  TEN 
PLUS 

24    of  the 

TOP  25 
ON 

WSAZ-TV 

In  the  June  1957  ARB 

survey  of  the  110  county 
area  served  by  Huntington 
Charleston  television  .  .  . 

WSAZ-TV  PROGRAMS 
ARE 

WAY  OUT  IN  FRONT 

1  THE  FORD  SHOW 
2  THE  PERRY  COMO 
SHOW 

3  YOUR  HIT  PARADE 
4  THE  LORETTA  YOUNG 
SHOW 

5  THE  CHEVY  SHOW 

6  THE  PEOPLE'S  CHOICE 
7  FATHER  KNOWS  BEST 
8  THE  STEVE  ALLEN 
SHOW 

9  TWENTY  ONE 
10   THIS  IS  YOUR  LIFE 

HUNTINGTON-CHARLESTON.  W.  VA. 

AHihated  wilh  Radio  Stations 
WSAZ   Huntington  &  WKAZ.  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 

Represented  by  The  Katz  Agency 

cancelled  salesmen's  vacations  in  order 
to  put  some  real  Belling  pressure  on  at 
this  late  date. 

Answering  Jack  Gould's  recent  state- ment about  a  network  t\  decline  in  Ins 

front-page  New  York  Times  article. 
NBC  TV  President  Bob  Sarnoff  said: 

"No  responsible  television  executive 
can  look  you  in  the  eye  and  say  this 
lias  not  been  a  hard-sell  season.  One 

I  reason  I  is  that  main  large  adver- 
tisers, caught  in  the  inflationary 

squeeze  between  higher  gross  sales  and 

lower  net  profits,  have,  with  their  agen- 

cies, adopted  a  more  cautious  attitude 
toward  major  advertising  investments 
in  all  media.  Another  is  that  the  same 

inflationary  pressures  working  on 
sponsors  have  been  working  on  the 

networks  in  terms  of  increased  pro- 

gram costs." 
As  the  media  directors  pointed  out. 

some  top  properties  are  still  onlv  parti) 
sold  or  completely  available,  including 

fuch  a  cross-section  as  Suspicion  I  of- 

fered in  participations!.  The  Cali- 
jornian  NBC  TV.  the  Lucy  reruns  CBS 
TV.  Jim  Bowie,  Sinatra  ABC  TV. 

Perry  Mason  CBS  TV.  But  in  terms  of 

an  overall  picture,  sponsor's  own  fig- ures show  that  network  tv  is  out  ahead 

of  its  status  last  year  at  this  time:  in 
mid-summer  1956  18  half-hour  shows 

were  unsold  compared  to  15  unsold  in 

mid-summer    this    year. 

In  terms  of  spot.  l.D.'s  have  definite- 
ly been  more  available  in  the  past  sea- 

son than  ever  before,  and  demand  is 

i- 1 i  1 1  not  up.  Some  of  the  slack  in  l.D.'s, 
however,  has  been  taken  up  by  the 

greater  demand  for  late  night  minutes. 

"There's  always  a  cycle  in  tv,"  savs 

FC&B's  Art  Pardoll.  media  group  di- 

rector. "There's  a  fashion  in  length  of 
announcements  according  to  the  previ- 

ous season's  successes." 
Where  time  periods  or  specific  ad- 

jacencies are  concerned,  some  of  last 
falls  favorites  have  priced  themselves 

out  of  their  former  "tight  '  condition. 
One  example:  feature  film  packages  in 

good  nighttime  slots. 

Q.     Are     different      buying     patterns 

growing  out  of  tv's  new  status? 
A.     Definitely.    In  network  tv  the  da\s 

of  full  sponsorship  are  over. 

"The  death  blow  came  when  Sulli- 

van  was  offered  to  Kodak."  says  the 
media  director  of  an  agencv  billing 

over  $60  million  in  air  media.  "But  no 
one  should  have  been  surprised.  \\  it li 

the  present  price  trends,  more  and 
more  of  our  clients  are  making  more 

and  more  infrequent   network   appear- 

ances, while  their  total  tv  budget  keeps 

growing.  Eventually  they  may  reach 
a  point  of  diminishing  returns  and  then 
network  tv  might  be  in  trouble.  The 

networks  should  simply  realize  that  tv 

will  never  follow  network  radio's  spon- 
sorship patterns,  and  should  sell  it  ac- 

cordingly." In  spot  more  recent  and  more  radi- 

cal changes  have  taken  place.  "Sure, 
we're  spending  more."  says  the  head 
ol  media  at  a  major  cigarette  agency. 

"But  we  re  spending  differently.  Most 
ol  our  clients  are  bunching  budgets  to 

pet  more  impact. 

I  his  pattern  often  results  in  a  great- 
er volume  of  business  for  the  top  sta- 

tion in  big  markets  with  a  wider  mar- 
gin of  difference  between  it  and  the 

other  stations. 

"The  in-and-out  pattern  of  some  ma- 

jor advertisers  may  be  a  factor  that's 
given  the  business  an  aura  of  instabili- 

ty this  spring,  says  a  McCann-Erick- 
son  media  executive.  "Actually,  it  has 
probabl)  not  meant  less  dollar  volume. 
but  a  different  concentration  of  this 

money." 
Q.  What  can  tv  do  to  regain  its  for- 

mer rate  of  growth? 

A.  Principally,  reevaluate  its  rates, 

say  most  of  the  media  directors  sur- 

veyed. "Particularly  secondary  stations 
in  secondary  markets  are  pricing  them- 

selves out,"  says  the  media  v. p.  of  one 

of  the  top  five  agencies.  "Even  though 

our  accounts  are  all  giants,  they're  go- 
ing over  their  market  lists  with  a  finer 

toothcomb  these  days.  Their  profits 

are  harder  to  come  by  and  ad  man- 
agers have  to  justif\  their  expeditures 

more  closely  to  top  management  in 

terms  of  results  these  da\  s." 
A  BBDO  broadcast  executive  ex- 

pressed the  views  of  the  majority  of 

media  buyers:  "Spot  just  hasn't  made 
itself  easy  enough  to  buy,"  he  told 
sponsor.  "Not  only  are  rates  high, 

but  they  re  confused." No  matter  how  effective  a  medium 

t\  might  be.  clients  could  be  scared 

awav  from  it  by  the  current  rate  con- 
fusion and  disparity,  warns  another 

top  agencv  media  v. p.  from  a  shop 
billing  over  $50  million  in  air  media. 
For  a  detailed  analvsis  of  how  spot  tv 

can  progress,  see  "The  hypo  spot  tv 
needs."  sponsor.  15  June  1957. 

"One  thing  we've  got  no  complaints 

about  at  this  point  is  tv  salesmanship." 
savs  J  Wis  Arthur  Porter,  "although 
some  of  the  most  ingenious  presenta- 

tions of  the  past  have  been  bv  radio 

reps!"  ^ 

::i 
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DICTIONARY  fJF  SYNONYMS  FOR  WSM-TV 

Cock  of  the  Walk . : .  Ask ^ i^ 
advertisers.  They'll  tell  you  that  a  combination  of  better  production, 
more  talent,  better  engineering,  more  comprehensive  news  and  sports 
coverage  and  more  live  programming  makes  WSM-TV  clearly 

Nashville's  number  one  Television  Station.  Hi  Bramham  or  any  Petry 
man  can  supply  facts  and  figures. 

Channel  4.  Nashville.  Tenn.  •  NBC-TV  Affiliate  •  Clearly  Nashville's  =  I  TV  Station 

HI  BRAMHAM.  Commercial  Manager  •  EDWARD  PETRY  &  CO..  National  Advertising  Representatives 

WSM-TV's  sister  station  -  Clear  Channel  50,000-watt  V.  SM  Radio  -  is  the  only  single  medium  (hat  covers  completely  the  rich  Central  South  market. 
WSM-TV 
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PRIMARY 
MARKET 

400,000  people  in  the 
Ann  Arbor  area  respond 

primarily  to  local  radio. 

It's  a  huge  market  AND 
NOT  ADEQUATELY 
COVERED  BY  OUTSIDE 

STATIONS. 

ANN  ARROR 
AREA 

Includes  Plymouth, 

Ypsilanti,  Livonia  and 
23  important  industrial 
communities  in  Michigan. 

FIRSTinPULSr. 
Most  recent  Pulse 

indicates  WHRV's  strong 
superiority...  18  firsts 
(half  hours)  out  of  24. 

WHRV 
1,000  watts       abc        1600  kc 

Major  league  baseball, 
University  of  Mich,  sports 
Detroit  Red  Wing  Hockey 

6:00-9:00  A.M.    Joe  and  Ralph, 
famous  in  Mich,  area 

J] 

Write  for  special  merchandising 
plan  or  contact: 

BOB  DORE  ASSOCIATES 

National  Representatives 
the  door  is  always  open  . .  . 

Bob  Dore  Assoc,  420  Madison  Ave.,  N.  Y.  17,  N.  Y. 

*    JUNE    -36    PULSE 

at  work 

Tom  Peterson,  >ales  manager  of  CBS  Radio  Spot  Sale*  in  Chicago, 

says  that   "in   the  East  and  West  North-Central  states   alone,   farm 
products  bring  in  an  annual  total  of  810,646,643,000.     In  a  recent 

film.  Fortune  magazine  pointed  out  that  farm  real  estate  has  risen 

from  $69  billion  in  1947  to  over  8103-billion  today,  and  that  more 
than  a  third  of  this  increase  took 

place  since  1953.  Today.  Fortune 
tells  us,  farmers  are  using  over 

13'  i  more  feed,  over  40' i  more 
commercial  fertilizer,  spending 

over  74%  more  on  fuels  than  they 

did  in  1947.  In  addition,  the 

farmer  bins  a  liberal  share  of  all 

the  products  being  sold  to  the 

general  public,  from  cars  and  ap- 

pliances to  food  and  detergent*. 
So  the  farm  market  means  money 

to  all  advertisers."  Manufacturers 
of  consumer  goods,  and  those  who  sell  services  to  the  consumer,  can 

effectively  and  economically  reach  the  farmer  through  farm  radio, 

Tom  says.  Farm  radio  is  an  important  factor  in  the  farmer  s  wa\ 

of  life — living  in  an  isolated  place,  his  dailv  companions  mostly  ma- 

chinery and  livestock.  "Farm  radio  keeps  him  company  throughout 

the  day — supplying  him   with  entertainment  and  vital  farm   facts." 

Bob  Murray,  The  Branham  Co.,  New  York,  points  out  that  "psy- 
chologists stress  the  need  of  all  workers,  in  this  age  of  specialization, 

to  grasp  the  over-all  goals  and  productiveness  of  the  company.  They 

maintain  that  employers  benefit  through  esprit  de  corps  and  incen- 

tive when  scope  is  shown  to  the  employee."  So  Bob  casts  another 
vote  for  the  agencies  which  in- 

clude the  buyer  in  plans  meetings 

for  mapping  campaign  strategy — 

which  allow  him  latitude  in  buy- 

ing— which  tell  him  the  sales  prob- 

lem and  copy  approach.  "This 
helps  him,"  Bob  says,  "make  fast, 
intelligent  decisions,  it  gives  him 

a  knowledge  of  the  products*  con- 
sumers, and  it  builds  creative 

minds  for  future  executive  re- 

placement." In  addition.  Bob 
notes,  the  buyer  is  able  to  provide 

enough  advertising  strategy  so  the  rep  can  ferret  out  the  best  vehicles, 

avails  and  media  data  to  accomplish  the  sales  aims.  "Both  reps  and 
buvers  are  practicalh  working  in  the  dark  when  they  don  t  know 

the  salient  points  of  a  campaign,"  Bob  says.  "Agencies  which  make 
their  timebuyers  automatons  operating  within  a  tight  framework. 

waste  talent,   initiative  and   weaken  the  impact  of  the  advertising." 

SPONSOR 1  -    AUGUST    1957 



SPONSOR 1 .    ucust  1957 87 



NOW  IN 

ROANOKE 
and  Western  Virginia 

presents 

followed  by 

the EARLY  SHOW 
Famous  Feature  Movies 

Monday  through  Friday 

4:00  to  6.05  P.  M. 

Your  Peters,  Griffin,  Woodward 

"Colonel"  can  give  you  the  full  story  con- 

cerning participations.      Call  him   now.' 

ROANOKE,     VA. 

Owned  and  operated  by 
the    Times-World   Corp. 

wdbj^     I 

Tv  and  radio 

Milton  A.  Cordon,  president  of  I  PA,  this 

month  becomes  full  owner  of  the  firm:  on 

7  August  he  announced  he  had  bought  out 

the  stock  held  1>\  former  full  partner  Ed- 

ward Small.  \\  ith  this  change  in  manage- 

ment. Gordon  is  introducing  a  new  method 

of  producing,  wherebj  stars  and  producers 
of  new  series  will  share  not  only  in  the 

revenue  from  their  series  hut  in  over-all  TPA  profits  as  well.  TP A 

today  has  14  programs  on  the  air  in  the  I  ,S.  as  well  as  in  15  foreign 

countries,  including  its  first  network  property,  Lassie.  Top  execu- 

tives heading  up  TPA's  staff  of  500  will  continue  to  be  Michael  M. 
Sillerman.  TPA  executive  v. p.,  Leon  Fromkess  in  the  Hollywood 

office,  as  v. p.  in  charge  of  production.  Gordon.  Chicago  showman- 

lawyer-banker,    will    continue    as    president    of    the    film    companv. 

William  J.  Cillilan,  Ketchum.  MacLeod 

&  Grove  v. p.  since  1954.  has  been  promoted 

to  marketing  director  of  the  Pittsburgh 

and  New  York  advertising  and  public  rela- 

tions  agency.  His  appointment  and  new 

duties  follow  close  upon  a  batch  of  "mar- 

keting director"  appointments  among  major 
advertisers  such  as  P.  Lorillard.  last  spring. 

It  highlights  once  again  the  changing  face 

of  the  advertising  service  industry,  which  demands  a  breadth  of 

client  counsel  today  far  in  excess  of  pre-tv  years.  As  marketing  head. 

Gillilan  will  help  set  policy  for  the  marketing  counsel  and  direction 

the  agency  gives  to  its  clients.  Ketchum.  MacLeod  &  Grove  also 

operates  a  market  and  opinion  research  department  and  a  merchan- 
dising service.  Gillilan  started  at  the  agencv  in  1938  as  an  assistant 

account   executive,   gained   marketing   experience   in   account   work. 

Noel  Rhys  his  just  been  elected  executive 

v.p.  of  Ke\  stone  Broadcasting  System,  with 

headquarters  in  New  York.  Keystone 

president  Sidney  J.  Wolf  also  announced 

two  other  top  executive  appointments: 

Edwin  R.  Peterson  as  senior  v.p.  to  con- 

tinue heading  up  midwestern  sales  from 

Chicago  and  Charles  A.  Hammarstrom.  v.p. 
and  account  executive  at  KBS  New  York. 

Said  Wolf:  "The  e  appointments  are  a  forerunner  of  another  major 
expansion  at  Keystone.  We  now  have  971  affiliated  radio  stations  in 

our  network  and  are  certain  of  signing  the  1000th  station  before  the 

end  of  the  year.""  KBS.  he  says,  has  just  had  the  biggest  six  months 
in  its  history.  Rhys,  a  former  newspaperman,  joined  KBS  as  account 

executive  in  1941,  was  elected  v.p..  New  York  office  and  Eastern 
sales   in    1949.      Wolf  feels   KBS   is   now    better  geared    for   growth. 
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WORLD'S QUICKEST 
DRAW 

EXAGGERATED  CLAIMS 

HAVE  BEEN  MADE! 

p 

v'
 

V 

On    the    front   cover  of   20  July  issue    of  Sponsor    a    small    operation    in 

Houston  with  the  call  letters   KILT   (and  they  should  be),  claimed  a   world's   record 
by  qoinq  from  last  to  first   place  in  Houston   in  30  days.   It  is   true  that  KILT  went 

>from  last  to  first  in   30  days    but  this  world's  record  stuff  is  a   lot  of  hot  Teies   air. 

THE  TRUE  WORLD'S  RECORD  wos  made  in  Tulso  way  bock  in  October,  1956 

>y  KAKC    This  fast  drawing  station,  ramrodded  by  the  Public  Radio  Corporation,  went 

fromilast  to  first  in  ONLY  21  DAYS  (Pulse  .       October,  1956  and  Hooper  October, 

1956N  And  KAKC  is  still  the  biggest  audience  draw  in  the  Tulsa  area,  leading  the  closest 

competitor  by  more  than  2  to  1  (Hooper,  May-June,  1957). 

ANOTHER  RECORD  SMASHING  DRAW  KIOA  in  Des  Moines.  Now  the  top 

gun  in  Des  Momes  the  big  audience  draw  .  .  is  KIOA.  This  station,  olso  run  by  the 

Public  Radio  Corporation,  went  from  fifth  place  in  a  six  station  morket,  to  first  place  in 

the  some^record  time  of  21  days  with  over  41  %  of  the  audience  (Hooper  .  May.  1957) 

KIOA  now  has  over  51  °o  of  the  daily  oudience  in  Des  Moines  (Hooper  June-July, 
1957). 

RIDE  WITH  THE   CHAMPIONS  FOR  FAST  RESULTS! 
PUBLIC    RADIO    CORPORATION 

LESTER  KAMIN,  President.  JOHN  H.  PACE,  Executive  Vice-President  ond  General  Manager 

The  new     KAKC 

970  KC      •      1,000  WATTS 

TULSA,  OKLAHOMA 

Get  the  NEW  facti  from 

H-R   REPRESENTATIVES 

The  new    KIOA 

940  KC     •      10,000  WATTS 

DES  MOINES,  IOWA 
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Anti-tv  push 

ll  \imi  make  media  decisions,  we  beliexe  \ou  can  look  for- 

ward to  a  succession  of  Idling  anti-t\  presentations.  As  we 

see  it.  printed  media  t<>da\  led  thej  have  an  opportunity  to 

win  back  ground  lost  to  television. 

A  recent  jab  at  tv — and  one  of  the  most  vicious  we've  seen 

—comes  from  the  ANPA's  Bureau  of  Advertising.  It's  a 
stud)  designed  ostensibly  to  show  through  research,  how  main 

people  remember  commercial-  seen  on  television. 

We  believe  the  >lhn  research  ground-  on  which  the  stud) 

rests  are  exposed  sufficiently  elsewhere  in  this  issue  I  page  30) 

so  that  further  comment  here  is  unnecessary.  But  this  funda- 
mental point  should  be  made: 

There  is  nothing  wrong  with  hard  competitive  selling  by 

one  medium  against  another — provided  the  arguments  are 

valid  and  the  research  is  not  slanted  by  methodology  to  insure 

the  desired  conclusion.  \X  e  believe  the  Bureau  of  Advertising 

will  find  that  in  the  long  run.  media  decision-makers  will 

reject  and  even  resent  biased  research. 

We  would  not  even  bring  up  so  fundamental  a  point  were 

it  not  for  the  fact  that  apparently  once  the  B  of  A  gets  into 

the  world  of  television  it  loses  all  restraint  and  adult  judg- 

ment. Surely  to  imply  that  tv  has  little  impact,  as  B  of  A  does 

in  its  study,  is  to  refute  the  direct  sales  experience  of  literally 

hundreds  of  U.S.  advertisers. 

The  Neil   McElroy  appointment 

Neil  McElroy's  appointment  to  head  the  Department  of 
Defense  is  welcome  news  to  those  who  fully  understand  the 

job  he's  done  for  Procter  &  Gamble.  If  anyone  can  cope 

with  and  harness  inter-service  rivalry,  it"-  the  man  who  made 
inter-company  competition  at  P&G  a  force  for  great  growth. 

On  a  less  vital  plane  but  one  close  to  all  of  us  in  advertis- 

ing, Neil  McElroy's  appointment  is  high  honor  paid  to  admen. 

The  superlative  job  we  know  Neil  McElroy  can  do  in  the  De- 

fense Department  will  reflect  favorably  on  the  entire  adver- 

tising profession  from  which  he  comes  and  with  which — 

happily — he  has  been  publicly  identified. 

I 6 
THIS  WE  FIGHT  FOR:  The  McElroy  appoint- 

ment (see  above)  is  the  best  thing  that's  hap- 

pened to  advertising's  p.r.  in  years,  lint  adver- 
tising none  the  less  needs  a  campaign  to  sell 

its  value  which   is  still  not  fully  understood. 

90 

lO    SECOND   SPOTS 

Hi  ho,  ooo-la-la:  T\  producer  Mori 

\hrahams  reported  in  John  Crosby's \.)  .  Herald  Tribune  column  that  the 

French  tv  audiences  are  wild  about 

\\  c-lerii-.      From   Western  France? 

Hi:    From  a  \\li<   \-l\   advertisement 

in    V.    >  .    Mirror  — 
III.  MOM!  ARE  YOI  EXPEl  TING? 

WE'RE    LOOKING    FOR    A    BAB1 
WHO  WILL  BE  BOR\  ON  \l  G.  15. 
Mom   u  ill  be  too. 

The  hub:  How  doe-  a  station  rep  pick 

his  office  site?  Here's  how  H-R  Reps 
did  it.  tli  The]  analyzed  when  time- 
Inn  ers  can  he  seen:  Tuesday,  W  ednes- 

day,  Thursday,  Friday  from  10  a.m. 
to  12  noon  and  from  2  to  4  p.m.  i  2  i 

This  means  that  a  rep  salesman  actu- 

ally work-  productively  eight  hours 
per  week.  (3)  Of  this.  50??  of  the 
time  goes  into  walking  and  waiting. 
1 4 1  There  is  no  control  over  waiting 

time  in  agencies:  there  can  be  control 
on  walking  around  time,  however.  (5) 

H-R  laid  out  on  map  those  agencies 

most  frequent!)  called  upon:  picked 

the  axis  of  these  calls,  i  (>  i  Result  — 
17th  and  Madison  location. 

Sad  sack:  Overheard  on  Madison 

Ave.  "Either      Hoffman's      makes 

Sasaparilla  happ\  or  I  switch  to 
Schweppes ! 

$$$:  The  recent  CBS  Radio  Spol 
Sales  ad  in  sponsor  i  which  later  be- 

came a  promotion  piece  I  featured  a 

"Test  your  personality  ink-blot  that 
was  actually  a  dollar  sign  when  turned 

sideways.  Bob  Rafelson  at  CBS  re- 
ceived about  50  phone  calls  offering 

interpretations  and  they  turned  out  to 

be  "about  as  neurotic  as  the  response 
an  analyst  would  get  from  a  real 
Rorschach.  //  still  looks  like  chicken 
Hi  ers  to  us. 

Otra   temps:     Barbasol   i  through  Er- 
win,    W  asev    &    Co.  i    is   bringing    out 

commercials     featuring     Singin"     Sal. //  ha  hoppen  to  Sam? 

Ye  olde  release:   From  FY  I.  \.  Y.  — 

"Soliloquj   to  the  Editor: 
To  cut  or  not  to  cut      \\e.  that  is  the 

question     When    column    rules    won't bend       \nd  titles  are  too  long  for  list- 
ing.     If  so  it  on  occasion  be     We  do 

entreat  —  cut    if   \  ou    must      But    praj 

do  not  delete  from  /  Laurence   U  elk  s 
Top     Tunes     and     New     Talent     The 

Maestro 's    name:     for    names.    sa\eth 
the  Muse     Make  news  .  .  . 

—  Exit  Sighing 

)  ou  exit  —  we'll  do  the  sighing. 
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DLEYREED  TV 

n   H.   Monkhof 

Wisconsin's nd 

largest 

market* 7.  .  any  way  you  figure  it. 

357340 
TV  -home* 

'Television  Mogoiine,  April  1957 

k*l**VVtrVMrVtoWMAM 

a  million 

people 

a  billion 
dollars 

retail  iates 

One  of  tne 
first  50 

Markets 
in  the  U.S.  in  TV  Homes 

and 

WesY&sr- any  w6y  j^ 

-fi^re  it ! 

WFRV-TV 
Green  Bay,  Wisconsin 

Wonderful  fox  ffrver  Volley.  .  .  rhe  Volley  of  the  Industrial  Giants 

STATION  REPS 

RATE  THE 

TIMEBUYERS 
\\  fi.it  makes  .1  good 

timebuyei  and  which 

ncies  bave  tin-  most 
of  them?  BPONSOH  went 

to  reps  foi  the  answei . 

Most  felt  thnebuyer's -t«itu>  -li< »i  1 1* .  In-  raised. 

Page  27 

Getting  the  most "sell"  out  of  a 

tv  campaign 

Page  30 

Do  movie-men 
know  how  to 

use  radio? 

Page  34 

SPECIAL  SECTION: 

Radio  and  tv 

in  Canada 

Page  39 



thundering 

out  of 

the  West 

^Tteu// 

-i 

Ml 

. . .  The  26  daring  Arizona  Rangers  tamed 

America's  last  wild  territory . . .  rounded  up  over 
4,000  rustlers,  desperadoes,  gunmen  and 

swindlers  at  the  turn  of  the  century.  All  the  flavi 
of  the  historical  conflict  between  law  and  outlaw 

is  in  26  MEN  . . .  filmed  for  TV  on  scenic  Arizo 

locations  capturing  the  impact  and  excitement  of 

the  last  frontier.  Producer  —  Russell  Hayden 

i 

acdon/ 

in  over  60  mar 

eeks  of  release 

kets,  to  such  adve
rtisers  as: 

SOLD,  within  first  two  w 

•  Brylcreem 
.  A  &.  P 

•  Kroger  Co. 
•  Coca  Cola 
•  Fritos 

H, 
p.  Hood  &  Son; 

Bardahl 

Standard  Oil  of  Tex
as 

Freihofer  Baking 

Max  Russer  Meats 
,  Nic-L-Silver  Battery 

,Mrs.  Smith's  Pies 

Humpty-Dumpty  Sto
r es 



IN  PHILADELPHIA 

MORE  PEOPLE  LISTEN  TO 

WPEN  THAN  TO  ANY 

II  OTHEUWM 0  STATION 
* 

WPEN  was  years  ahead  in  establishing  itself 

as  Philadelphia's  Music  and  News  staji 

SEE 

We  are  an  jjidMa^ffht  statl 

■'  s  J  m c^K  f  t.^E#P  t  c 

lJ3lat^|^»AtTWs^And  we  program  them  in  long 
bcks  of  time  to  give  the  audj«nce  an 

opportunity  to^o«rrrfas4^M%ning   habits. 

We  are  am^a^d)  tpb#e^prop05ition  that 
only  top  <Wibre  entertainers  provide  top  flight 

entertainment.  And  the  music  they  play  is 

selected  with  loving  care. 

Commercial  messages  are  not  delivered  between 

network  shows  by  nameless  announcers.  Our  clients' 
sales  are  managed  by  Star  Entertainers  whose 

names  inspire  loyalty  and  confidence 

in  the  products  they  sell. 

We  are  first.  There  is  no  other  place  to  go— 

so  we  intend  to  stay  right  here. 

The    Best    in    Radio    Entertainment 

2  4-    Hours    a    Day  — 7     Days    a    Week 

'Pulse  March -April  I9S7 

6  A  M  to  Midnight  Monday  thru  Saturday 

REPRESENTED        NATIONALLY        BY        GILL        PERNA.       INC.    Sru    IW*.  (  h,,  of..  Urn  Angrirm.  Sn»  AVon,..,..  nn.t  H-.^-n 
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DIGEST  OF  ARTICLES 

Reps  rate  the  timebuyers 
27  Whal  makes  a  good  buyer?  Which  agencies  have  the  most  of  them? 

Reps  give  the  answers.    Most  agree  timebuyer's  status  should  he  rai-ed 

It  takes  follow-through  for  a  tv  sales  success 

30  Proctor  Electric  puts  100',  of  its  budget  into  spot  television.  Sales 
volume  is  expected  to  triple  this  year.    One  big  reason,  tv  merchandising 

Movie-men  don't  know  how  to  use  radio 
34  Using  radio  and  new  cop\  techniques,  third  and  fourth  choice  pictures 

outdrew  first-run  features.    Cordon  McLendon  of  KLIF,  Dallas,  tells  how 

CANADIAN     RADIO    AND    TV:     1957 

39  SPONSOR'S  7th  annual  report  on  air  advertising  trends  in  the  Dominion 
contains  a  market  analysis,  frank  appraisals  of  both  media  by  radio-tv 
admen  and  seven  pages  of  facts  and  figures  about  Canadian  air  audiences 

40  The  Canadian  Market 

42  A  radio-tv  director  looks  at  Canada 

43  Key  buying  trends  in  radio-tv 
44  Profile  of  Canadian  radio 

44  Profile  of  Canadian  tv 

46  Canadian  Radio  Basics 

52  Canadian  Tv  Basics 

Timebuyers  of  the  U.S.    (Part  Five) 

78  Most  extensive  list  of  timebuyers  yet  published  links  timebuyers 

with    their    accounts,    gi\e»    agency's    address,    phone    and    executives 

FEATURES 

16  Sponsor  Backstage 

93  Film-Scope 

24  l'Jth  and  Madison 

87  New  and  Renew 

96  News  &  Idea  Wrap-Up 

5  Newsmaker  of  the  Week 

98  Picture  Wrap- 1  p 

118  Reps  at  Work 

114  Sponsor  Hears 

9  Sponsor-Scope 

122  Sponsor  Speaks 

90  Spot  Buys 

122  Ten  Second  Spots 

14  Timebuyers  at  Work 

120  Tv  and  Radio  Newsmakers 

111  Washington  Week 

22  Women's  Week 

In  Upcoming  Issues 

Those  30  vital  days 

Can  a  sponsoi  tell  whether  his  show's  a  hit  or  a  dog  after  the  first 
rating  period.'  SPONSOR  went  to  top  agencies  and  advertisers  to  get 
their  yardsticks  of  show    success  and   tips  on  shifting  gears  mid-season 
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You  'Ring  the  Bell'  with 

KTHV 
mm         I       mm  mm     mm  km../ 

Channel  11 

LITTLE  ROCK 

KTHV's    i  16,000   watts   t.irr\    our    programs   to 
most  ot   Arkansas.    But  maximum  power  is  onlj 

one    of    eigbi    reasons    whj     KTHV    is    \our    best 
television  bin    in  this  State! 

The  other  seven: 

1.  Over  2l().(iiii)  TV  Homes 

2.  (  BS  Affiliation 

3.  (  bannel  11 

4.  Highest  Antenna  in  Central  South 

(1756'  abovt  averagt  terrain!) 

5.  Center-of-Statt  Location 

6.  Superb  Neu  Studios 

7.  Know-Hou  Management 

Your  Branham  man  has  all  the  details.    Ask  him! 

316,000  Watts   Channel 
Henrv  Cla\.  Executivt  1  ict  President 

B.  G.  Robertson.  General  Manager 

AFFILIATED   WITH    KTHS,    LITTLE    ROCK,    ARKANSAS    DEMOCRAT,    LITTLE    ROCK,    AND    KWKH     SHREVEPOR" 

© 
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561,050  Larry  Egans . . . 
Larry  lives  and  works  in  Housron,  Texas.  He's  the  plant  manager  for  a  local 
food  packer.  Proud  of  his  city,  loyal  to  his  friends,  Larry  is  a  responsible  citizen. 

When  it  comes  to  entertainment,  he  and  his  family  watch  KGUL-TV  ffen 
their  favorite  television  station. 

The  Larry  Egans  symbolize  the  561,050  families  that  constitute  the  Galveston- 
Houston  television  market  ...  a  market  of  S3/4  billion  in  effective  buying 

income;  a  market  of  over  $2Vi  billion  in  retail  sales;  a  market  that  accounts  for 

!4  of  all  the  income,  sales  and  business,  in  the  state  of  Texas. 

To  reach  and  sell  the  561,050  Larry  Egans  and  their  families  .  .  .  use  KGUL-TV 

Qg[)     .  .  .  the  only  station  delivering  city-grade  service  to  both  Houston 
and  Galveston.  Represented  by  CBS  Spot  Sales. 

Sources:  TV  Mag.  3/57  &  8/57; Copyrighted  .  .  .  Sales  Management  1957. 

A    CORINTHIAN    S  TAT  ION  Responsibility  in  Broadcasting 

KOTV  Tulsa-  KGUL-TV  Galveston,  serving  Houston-  WANE  &  WANE-TV  Fort  Wayne.  WISH  &  WISH-TV  Indianapolis 

SPONSOR 
24  august  1957 



Edmund  F,  Buryan,  tunny  appointed  marketing  v,p.  <»/  the 
M  .  I.  Sheaffer  Pen  ( <>.,  made  the  first  $ignificant  major 

change  in  company  marketing  ami  advertising   policy    with 
his    IS      lugUSt    assignment    of    a    neiv    hall    point    pen    to    he 

advertised  through  IIIIIH).   I  ntil  this  time  the  entire  account 
teas  limiillt  (I  h\  the  Russell   W.  Seeds  Co,,  (  hicago.     Major 

reason   for   HHDO's   appointment :     proven   ability    to   mar  Let 
new    products    and    the    agency's    emphasis    on    television. 

Id    I  >in  \  an.    who    became    the    W  .     V 

charge  of   marketing    in    mid-July.   has 

The  newsmaker: 

Sheaffer   Pen   Co.'s   \  .|>.   in 
begun  shifting  gear  in  tin-  i\   advertise]  -  marketing  and  advertis- 

ing  strategy.    Behind   his    L5    \irju-t    agencj    appointment    (BBDO 
Id  handle  a  new   liall|>nint  pen)    is  lii-  emphasis  on  the  importance 
to  the   linn  of  catching   up   on   the   ballpoint    market,    rather   than 

relying  «>n  its  traditional  and  established  pens. 

"I\    is  an  invaluable  medium  in  introducing  new   products  tin-' 
days,  and  particularly  products  with  demonstrable  Features,    he  told 
sponsor,    i  1>1!I)(  >  was  chosen  Eor 

l>Dth  it-  i\  contact  and  experience 
and  track  record  in  new   product 

and  marketing  handling.  The  hulk 
of   the    account    continues    to    be 

bandied  1>\   Russel  M.  Seeds,  Chi- 
cago,    which    has    had    the   entire 
Sheaffer  account  for  more  than  a 

decade.) 

The  agenc}    change  in   itself  is 

just  the  first  of  a  number  of  major 
changes   the  trade  expects   to  see 

emerge    as    a    result    of    Buryan's 
appointment.      This    appointment 

highlights  once  again  two  major  trends  in  advertising  management 
and  marketing  approaches  of  top  air  media  advertisers. 

In  the  past  year  there've  been  a  number  of  new  top-level  jobs 

as  marketing  directors  or  \.p."-  created  in  major  companies,  parti) 
under  the  pressure  of  product  diversification  and  new  product  intro- 

duction and  partrj  ti>  coordinate  advertising  better  with  sales  in 
these  days  ol   peak  t\   advertising  expenditures. 

Ed  Buryan's  own  background  as  a  former  l'>""/.  Mien.  Hamilton 
marketing  consultant  underscores  the  growing  influence  ol  man- 

agement consultants  upon  the  client-  who  hire  them.    It-   I"   ne 
almost  the  rule  rather  than  the  exception  for  the  management  con- 

sultant on  an  acount  to  eventually  make  the  shift  over  into  a  top 

position  with  the  firm  he's  helped  to  streamline.  John  J.  Burns, 
new  president  of  RC  \.  is  another  Booz,  Ulen,  Hamilton  alumnus. 

Prior  to  becoming  a  marketing  consultant  with  \\<«</.  Ulen  and 
Hamilton,  in  L956,  Buryan  had  been  general  manager  ol  Revlon 
International  for  -even  \  ears.  ha\  ini:  transferred  from  Bristol 

oratories  in  a  similar  capacit)  after  a  two-year  tenure.  \  native 
New  Yorker,  Buryan  is  a  Columbia  graduate.  ^ 

Edmund  F.  Buryan 

Nothing 

succeeds 

like .  •  • 

An    ' when  I  •  Jt* 

obviousl)  '  Wi  ii mo-,1   '  -ful 

.•ind  r.  - 1 .••<  led 

So    ('.ill!    and  the  nation 

have  advertised  on  KN\ 

3  to  8  years     continuou 

consistently.  The  proof 

in  the  putting  Knowledgeable 

advertisers,  as  .ilv. 

putting  their  chips  OD  Southern 

California's  -1  radio  station. 

the  CBS  50,000  watt 

KNX    LOS  ANGELES 
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WTVJ   i 

See  your   Peters, 
Griffin,   Woodward 

Colonel    now  for  Fall 
availabilities 
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Florida' Basic  Affiliate 

RM A 



Monday 

b
*
 
 
 
 
 
 
 
 
 

th
ru
 

*°c
   

   
   

Fr
id
ay
 

!

 
J0 

V0'
 

o^et 
ARB   JUNE    1957 

ation   share  of  Audience  '   6  P.M.   to    10  P.M. 

Saturday 
WTVJ Sunday 

WTVJ 

ARB   JUNE    1957 

Station   share  of  Audience  *   6  P.M.   to    10  P.M. 

During  June  1957  WTVJ  Captured 
339  (67.7%)  of  the  total  of  501 

quarter-hour  "firsts" 
.  .  .  and  remember,  in  the  competitive  South 
Florida  market  which  includes  3  newspapers, 
1 1  radio  stations  and  4  television  stations,  WTVJ 

is  the  only  medium  giving  complete  total  cov- 
erage of  the  15  county  area. 

st  Television   Station 
SERVING   416,000   FAMILIES 

•   1,400,000  PERSONS 

CtLtnftef* MIAM 



NO.  1  PULSE  JUNE 

NO.  1  ARB  JUNE 

NO.  1  VIDEODEX  JUNE 

DR. 

HUDSON'S SECRET 

JOURNAL 
HIGHEST  RATED 

FILM  DRAMA  IN  THE  U.  S. 
WITH  A  21.1 

NATIONAL  AVERAGE 

"Realistic  and  dignified  portrayal  .  .  . 
an  outstanding  contribution  to  the 

public  interest  and  welfare." American  Medical  Association 

"These  human  interest  tales  have  an 

uncommonly  high  degree  of  credibil- 
ity. Variety  (recent  issue) 

"Can't  recommend  the  show  or  John 

Howard's  cooperation  too  highly." 
Wilson  &  Co.  (29-market  sponsor) 

RENEWED  by  Wilson  &  Co.  in  29  markets 
.  .  .  RENEWED  by  Bowman  Biscuit  Co.  in 
17  markets  .  .  .  RENEWED  by  Carolina 
Power  &  Light  in  4  markets  .  .  .  RENEWED 
by  Sunshine  Biscuits,  General  Electric 
Drewrys  Ale  &  Beer,  Sears  Roebuck, 
Meister  Brau,  Kraft  Foods,  Sun  Drug  Co., 
General  Tire  &  Rubber  Co.  and  scores 

more? 

"TOP  5"  EVERYWHERE! 

/«»    JOHN  HOWARD ."<■»..  • 

Rating 

Rank 

BOSTON 
27.1 1 

MILWAUKEE 
25.5 1 

BIRMINGHAM 
36.4 

1 

CHICAGO 17.0 2 

KNOXVILLE 
27.4 

2 

SAN  FRANCISCO 20.6 3 

CINCINNATI 23.8 1 
DALLAS 

23.6 
1 

OMAHA 
34.1 2 

GRAND  RAPIDS 
30.1 1 

OKLAHOMA  CITY 29.2 2 

LITTLE  ROCK 37.0 2 

SAN  ANTONIO 
25.2 

4 

78  HALF-HOURS  NOW  AVAILABLE! 

Be  "No.  1"  in  Your  Market  with 

mcatv 
Film  Syndication 

598  Madison  Avenue 
New  York  22,  N.  Y 

PLaza  9-7500 
and  principal  cities  everywhere 



1/"  I         m/i,  ant  li   mill  nnlm 

news  "I  the  week  with  interpretation 

in  depth  h>r  liu\ \  readt 

SPONSOR-SCOPE 

24  august  I"  put   ii  simply:  This  was  spot  radio*!  week. 
Copyright    1957 

SPONSOR   PUBLICATIONS   INC \ll  the  seed  the  faithful  have  sown  these  long  months  started  i"  sprout    ii  ona       M" 
manj   persistenl  arguments  paid  otT:  Radio  ia  cheaper;   radio  stick*  with  you  whei 

vmi  go  I ik<-  the  -kin  nil   mum    lurk:    radio   inducee   imager]    transfer;    nothing   ia  hardei    i" 
break  than  a  habit 

Radio's  saturation  campaign  in  its  own  behalf  was  ;•  success    it  last. 

Note  tin-  right  "IT  There's  ;;oinjj  to  be  a  big  spill-over  business,  ["hal  -  I"-  iuae 
of  orders  such  aa  tin-: 

•  The  Chrysler  Corp.  i-  embarking   I   Octobei  mi  a  four-week  saturation  campaign  in 

L50  markets.     I  In-  burst  covers  all  Chryslei   tinea    ( McCann-Erickson   i-  thi  I. 

•  The  margarine  set,  namel)  Blue  Bonnet  and  Nucoa,  ia  buying  big.    Blue  Bonnet   ■ ' . 1 1 v\  II  • 

i-  aiming  for  20  in  30  announcements  a  week,  while  Nucoa  (Ted  Bates)   will  tak<-  about  the 
-ami'   amount. 

•  Dole  Pineapple   ia  splurging  deeply    for   I-  weeks.    Tin-  campaign  extends  limn  the 
W  est  ( loast  t"  tin-  Mississippi. 

•  Raindrop  Water  Softener  (Butaj    Products)   i-  setting  a  26-week  schedule  in  about 
(>(>  markets  through  tin-  Dan  Minor  agency. 

Typical  rep  comment  in  SPONSOR-SCOPE:  "I  wonder  how  mj  Btations  will  In- 
able  to  accomodate  much  more  of  this  Hood  for  tin-  tall.  However,  there's  this 

happ)  prospect:  The  business  ma)  start  flowing  over  into  the  after-7  p.m.  terrain." 

To  illustrate  oner  more  the  spot  radio  situation: 

The  Peel  Bro*.  beer  people  informed  WDRC,  Hartford,  that  the)  were  in  the 
market  lor  20  announcements  a  week,  Inn  were  willing  in  settle  foi  nine. 

Said  WDRC:  Sorry,  we  rant  take  any.  We've  already  got  eight  beer  accounts  on tap. 

Look  for  a  sizeable  spot  radio  push  iii  behalf  of  Lever  Bros.  Spr\   shortly. 

K&E  is  sitting  mi  a  ma—  of  availabilities  covering  .1  long  li-(  "f  markets.    The  schedule 
in  hen  ii  breaks)  will  be  for  around  I  •  >  spots  a  week. 

Some  radio  buyers  are  shifting  their  business  to  tin-  i\  -pot  Bide  of  1 1 1 « -  street. 
White  King,  a  regular  user  of  substantial  radio  campaigns,  will  use  i\  during  the  final 

1957  quarter. 
It  will  he  daytime  minute  announcements. 

National  spot  tv.  in  all.  had  a   flurry  of  its  own   llii-   week. 

It  didn't  measure  up  t"  radio,  but  it  had  the  reps  hopping  on  quite  a  number  "f 
availabilit)  call-  and  order-  from  such  accounts  a-  American  Chicle,  Grove's  Four-Way, 
and   Bissel   Larprt  Sleeper. 

(See  Spot   Buys,   }>~\-i'  90,   for   further  detail-.  1 

There*;*  a  limit  to  the  number  of  advertisers  that  <  BS  Radio  will  take  in  its 

segmented  programing,  which  breaks  up  in t < >  five-minute  periods. 
The  maximum:  Five  different  advertisers  within  each  half  hour.  In  practice  the  limit 

actually  works  out  to  four. 

SPONSOR     •     24  AUGUST  1957 



SPONSOR-SCOPE    continued  . 

To  marketers  the  Gillette  Company's  latest  diversification  move  into  the  pro- 
prietary   drug   field — seems   logical  and    inevitable. 

The)    cite  these  motivations: 

•  \fter  its  long  experience  with  drugstores  via  razors  and  hair-grooming  aids,  Gillette's 
sales  and  promotional  staff  has  huilt  a  solid  foundation  in  thousands  of  such 
outlets. 

•  Gillette  is  in  an  increasingly  competitive  market  with  two  of  its  products: 

i  I  i  the  safety  razor  is  feeling  competitive  pressure  from  electric  shavers,  and  (2)  sales 

of  hair  sprays  have  heen  declining  around   10%  the  past  two  vears. 

Vs   announced  hy   Gillette's   president   Carl  J.  Gilbert  this  week,  the  first  proprietary 
will  he  a  cough  remedy. 

More  and  more,  top-ranking  agencies  like  McCann-Erickson  and  BBDO  have 
come   to   depend    on    collateral   services   for   a    substantial    share    of   their    income. 

In   mam    cases,  it's  their  main  wav  out  of  the  cost   squeeze. 

About  two-thirds  of  income  now  derives  from  media  commissions;  the  balance 

comes  from  fees  and  charges  on  special  marketing  assignments,  research,  public 
and   dealer  relations,   and   similar  services. 

When  the  fiscal  officer  of  one  of  the  top  agencies  recently  read  a  statement  by  Paul 

Willis.  American  Grocery  Association  president,  to  the  effect  that  agencies  better  get  on 

the  marketing  ball  or  else,  he  gloomily  observed: 

"One  thing  Willis  overlooked  is  how  the  agencies  are  going  to  he  compensated 
for  all   this  counsel. " 

This  week  the  SRA  Trade  Practices  Committee  said  in  effect  that  there's  nothing 
wrong  in  having  two  advertisers  alternate  on  the  same  spot  schedule  (a  la  Bristol- 

Myers  and  General  Foods) — provided  the  same  deal  is  open  to  all.  SRA  said  the  practice 

does  not  involve  time  brokerage  for  granting  advertisers  an  "hiatus"  since  "contracts 

have  definitely  established  when  each  advertiser  will  use  the  spot  schedule  purchased."  State- 
ment rebuts  critical  comment  from  some  admen  like  Newman  F.  McEvoy.  Cunningham  & 

Walsh  media  director  (see  SPONSOR-SCOPE  27  July). 

The  air  media's  No.  1  advertiser,  P&G,  this  week  issued  its  report  for  the 

1956-57  fiscal  year,  and  the  story  turned  out  as  expected — record  sales  and  earnings. 

Here's  a  thumbnail  of  this  fiscal  year  with  the  one  before  it: 

YEAR  NET  SALES  NET  EARNINGS 

1956-57  $1,  156.389.726  $67,807,376 

1955-56  1.038.290.374  59,316,471 

Does  tv  advertising  really  sink  in?  General  Electric  executives  now  have  tan- 
gihle  evidence  that  the  answer  is  yes. 

SPONSOR-SCOPE  learned  this  week  that  GE  became  convinced  after  a  survey 

conducted  in  two  towns  of  about  the  same  population  and  per-capita  income  but 

with  this  difference:    one,  Valley  City,  N.  D.,  has  been  exposed  to  tv  for  three  years;  the 
other.  Glendive.  Mont.,  has  no  tv. 

The  test:  Playing  back  GE's  advertising  themes  and  general  approach  to  groups  in 
both  towns  to  determine  awareness. 

In  Glendive  (where  the  group  was  exposed  only  to  GE  newspaper  and  magazine  ads) 

the  response  was  nominal.  In  Valley  City,  the  degree  of  recognition  was  so  over- 
whelming that  the  comparison  resulted  in   no   contest. 
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^  SPONSOR-SCOPE   continued... 
>— I < 

Kail  galei  continued  to  pile  up  for   VIK  .  <  It**,  .mil  \lt<    Radio  thin  week. 
Including  the  latest  b  tt<  h  I  ord<  i  Mt<  Radio  fignrei  n  will  start  off  the  Fall  v% i 1 1 1 

.il    least    |6.S   million    (ml)    in    billing*. 

Latesl  NBC  customers  include  Quaker  Ouli     w  i;.i       Whitehall   (John   I.  Mum 

Maaaey-Harria-Ftirguaon,  Inc.  (NJL&B)  K<  \     Gr<        I  bryater  (Met    I       Edison  Elec- 
trical Institute  (F&S&R)    Pepsodent   (PCB      ind  Sterling  Drug  (DS1 

i  BS  Radio's  contracts,  beside  Home  Insurance      \l   Gl  I     in    Kelvinator   (Geyer) 
American    Bird    Products     G.    II.    Hart  Kenl   cigarettes    (Y&R),    Pharma-Crafl 

i  IW'Ti.  and  Dodge  (Grant). 

\H('  Radio's  newcomers:   Nettle   (Bryan    Houston),   Lewyt   Corp.    <  1 1  i » k  -  \   (,\r]r\< 
Thoa.  It.  Richardson  (Chew,  H&T),  and  Charles  PBaer  A   <  o.   (Burnett). 

Behind  Home  Insurance  t'o.'s  buy  of  Jack  Benny  mi  (  ll^  Radio  is  .1  theory 
thai  is  gaining  more  and  more  credence] 

When  you  !>u\  ;i  name  in  network  radio,  ihe  advantage!  of  Internal  and  external 
merchandising  and  promotion  arc  to  be  weighed  almost  equally  with  the  value 
of  the  vehicle  itself. 

Home  Insurance  wanted  something  that  could  be  merchandised  t<>  it-  agenta,  as  well 
a*  policy  prospects,  at  an  economical  cost    Bennj   Beemed  a  sound  name. 

(See  News  Wrap-up  f«>r  more  details  on  the  lark  Benn)  deal) 

Diverse  as  radio  and  network  tv  may  be,  the)  ha\c  this  big  headache  in  common: 
Fitting  in  daytime  orders  without  running  into  product  conflicts. 

On  the  network  tv  side,  the  problem  ha*  been  aggravated  by  die  trend  toward  alternate- 

weeking  and  vertical  buying.  The  networks  thoughl  they  had  the  problem  of  ad- 
jacencies licked  when  the\  used  brands — nol  whole  companies — as  criterion.  But  now  it 

turns  out  that  even  that  device  isn't   fine  enough. 
CBS  TV  this  week  solved  one  of  the  conumdrums   in  curious  fa«hion. 

The  "eonflictorsM  were  the  frozen  pies  of  Birdseye  (General  Foods)  and 
Armour.  As  adjacent  advertisers  on  die  morning  Cod f rev  show,  each  was  interested  in 

selling  the  meat  variety.  The  method  of  untangling:  When  one  sold  meat  pics,  the 
other  would  concentrate  on   fruit   pies. 

Happy   sidelight:   Birdseye   buys   much   of   its   meat   from    \rtnour. 

The  air  media's  share  of  total  media  billings  in  Canada  went  up  again  last 

year. Data  just  issued  by  the  Dominion  Bureau  of  Statistics  shows  that  radio  biUings  re- 

mained at  the  same  level  ($21  million)  for  1955  and  1  f)S6.  wliile  tv  billing!  during 
that  span  jumped  from   S2-I  million   to   S34  million. 

In  terms  of  percentages  the  Bureau's  breakdown  of  billings  reported  by  ad  agencies 
looks  like  this: 

YEAR  VLL-MEDIA  BILLINGS  TV  SHARE  RADIO  SHARE 
1955  L74,942,772  13.596  11.9% 
1956  201,797,434  16.6  10.39! 

inadian  Issue,  page    '>().  for  other  Oonnnion   media  data.  1 

Despite  all  the  heckling  from  the  sidelines  about  the  quality  of  this  summer's 

programing,    tv    viewing    nevertheless    managed    to    maintain  last    summer's    levels. 
Note  these  comparisons  of  average  viewing  of  all  prozram*  1  winter  vs.  Bummer)  a< 

furnished  by  Nielsen  to  SPONSOR-SCOPE  this  week: 
TOTU  VVERAGE 

PERIOD                                                       AUDIENCE  UJDIENt  I 

Nov.-April  1955-56                                     21.1  21.1 

June-July  1956                                             17.1  1  l.l 
N     .-April  L956-57  21.7 
June-Julv    1957                                                       17.2  14.4 
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SPONSOR-SCOPE    continued 

NBC  Radio  apparently  is  thinking  seriousl)  aboul  changing  its  traditional  sys- 
Inn   of  affiliated  station   compensation. 

Instead  of  paying  off  according  to  the  number  of  commercial  hours,  the  network's 
new  system  of  compensation  would  he  based  on   units. 

\   unit   would  consist  of  20  one-minute  spots  a  month,  regardless  of  where  placed. 
The  rate  of  compensation  for  such  units  would  he  hased  on  the  amount  of  income 

the  affiliated  stations  had  received  for  the  prior  three  months. 

To  many  in  the  trade,  NBC  Radio  would  seem  to  he  switching  from  a  programing 
economy  to  a  spot  regimen. 

The  Pat  Weaver  network  has  postponed  the  start  of  Ding  Dong  School  and 

Mary   Margaret   McBride. 
No  date  has  heen  substituted  for  the  26  August  target. 

The  reason:  Not  enough  sales  have  been  made  to  meet  each  program's  minimum 
participation  quota  of  five  advertisers. 

If  you're  looking  for  a  bargaining  position  with  the  networks,  one  possible 
way  to  get  it  is  to  persuade  your  trade  association  to  send  out  a  questionnaire  to 
stir  up  its  members. 

The  ANA's  radio-tv  committee  obligingly  did  that  verv  thing  on  the  subject  of  firm 
52- week  network  tv  contracts. 

Of  the  470  members  who  got  the  questionnaire,  69  answered.  Here  is  what  they  had 
to  sav  about  their  obligations: 

NO.  WEEKS  "FIRM"                 ABC                          CBS  NBC 
52  weeks                                  26                                20  21 

39  weeks                                    10  1 

35  weeks                                    10  0 

26  weeks                                    5                                  5  4 

How  the  69  would  like  to  contract  for  network  time:  45  weeks.   1:   39  weeks. 

7;  26  weeks,  23;  13  weeks,  27:  not  specified,  3. 

ABC  TV  will  tee  off  its  Monday-through-Friday  5-5:30  p.m.  kid  strip  which 
consists  of  five  separate  half-hour  shows)  as  a  sell-out  next  month. 

Ovaltine  (Wander  Co.).  through  Tathum-Laird,  this  week  took  over  the  remaining  lone 

segment.  Other  nine  quarter-hour  segments  are  held  by  Kellogg  (6)  and  Sweets  Corp.  of 
America  (3). 

ABC  Radio  has  cooked  up  another  goodwill  builder  for  its  affiliates. 

The  network  will  provide  stations  with  a  list  of  future  musical  numbers — the  idea 
being  to  avoid  as  much  duplication  on  the  local  scene  as  possible. 

General  Electric  thinks  that  it  has  found  the  most  effective  way  of  selling  a 

Iv  show  via  tune-in  advertising  and  other  means,  but  it's  keeping  the  details  close  to 
its  chest. 

Here's  how  GE  discovered  the  right  technique:  It  conducted  an  extensive  survey  to  find 
out  why  people  turn  to  particular  programs. 

Said  a  GE  researcher  to  SPONSOR-SCOPE  this  week:  "When  we  decide  to  release 
our  findings,  the  facts  will  revise  a  lot  of  concepts  on  the  subject  of  attracting 

audiences." 

Fop  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  New 

and  Renew,  page  87;  Spot  Buys,  page  90;  News  and  Idea  Wrap-Up,  page  96:  Washington 
Week,  page  111:  SPONSOR  Hears,  page  114;  and  Tv  and  Radio  Newsmakers,  page  120. 
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Double 

take 

in  the 

Twin 

Cities 

WDGY  takes  over  first  place  .  .  . 
. . .  takes  on  more  and  more  advertisers,  too, 
WDG1    boi    taken  i  place    in   Minneapolis-St.   Paul.    June-July 
Hooper  WDQ\    ba      Ifi   • 
!»-"»-.  Mondaj  through  Satui 

June  Trench  I     \\  I  M  ,  J  .  ,.,,,,.    7 
M.ui.ii  p.m..  Mondaj  through  Saturd 

1.  '•  s(  Pulse  WDGY  1  •   ijs 
for  nexl  station. 

81  ition    programming    excite 
ment  bae  overturned  radio  listening 

and  time-buying  habits     <*\  a  genera 
tion.   See  your  Blair  man  .  .  .  or  talk 

I"    WDG1     I  Hhrr.il    Manager   •luck 
Thayer, 

WDGY 

50,000    Watts 

Minneapolis-St.    Paul 

#"**•
 

* 

_____ ___ _ i 

loisi 
TODAY'S     RADIO     FOR     TODAY'S     SELLING 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM    Vffamf 
REPRESENTED    BV    JOHN    BLAIR    &    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  /Vew 
REPRESENTED    BV    ADAM    YOUNG    INC. 
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Foremost  in 
LITTLE     ROCK 

and  Central  Arkansas! 

Leadership  in  L6  consecutive 

"Hoopers"  proves  it.  And  here's 
the  latest  "Pulse"  which  gives 
KVLC  leadership  in  180  out  of  220 
quarter-hours  weekly! 

Station 7AM-12Nn 12Nn-6PM 

Sta.  "A"  * 
19 18 

Sta.  "B"  * 

13 
14 

Sta.  "C"  * 
10 

12 

Sta.  "D" 

10 

12 

Sta.  "E"  * 

16 13 

KVLC 22 20 

Sta.  "F"  9  9 

•Network   affiliation.    Figures   represent   percent- 
ages of  relative  popularity  during  day. 

Cet  the  KVLC  Success  Story  today! 

New  York:  Richard  O'Conncll,  Inc. 
South:  Clarke  Brown  Company 

Chicago:  Radio-TV  Rep.,  Inc. 
West  Coast:  Tracy  Moore  O  Associates 

KVLC 
LITTLE       ROCK 

14 

Timebuyers 
at  work 

Roger  Bumstead,  media  director.  MacManus,  John  \  Adams,  New 

York,  timebuyer  for  Good  Humor  ice  cream  products,  Noxzema 

Shaves,  White  Rock  beverages  and  Virginia  Dare  Wines,  feels 

strongly  thai  "broadcasters,  agencies  and  advertisers  must  work 

together  to  better  radio-tv  research.  "Not  onl)  is  there  that  ever 
present  dream  of  a  one-rating 
service  which  II  come  about  some 

day,  supported  in  the  same  man- 

ner as  the  newspapers'  Audit  Bu- 
reau of  Circulation,"  Rogers  says, 

"but  there  must  be  greater  depth 

in  current  research  efforts."  Ra- 
dio. Roger  thinks,  is  being  short- 

changed by  every  current  meas- 
urement. Its  audience,  particularly 

out-of-home  listeners  and  multiple 

set  home  listeners,  is  much  larger 
than   shown.     Both   television    and 

radio  need  in-depth  studies,  like  print,  encompassing  audience  com- 

position data  on  sex,  age,  income  and  ethnic  backgrounds.  "Every- 

one in  this  business,"  Roger  is  emphatic,  "should  get  firmly  and 

financially  behind  ARF's  plan  for  an  'All-Media  study',  to  take  the 

'apples  and  oranges'  comparisons  out  of  media  buying,  selling.  The 

industry  will  take  on  a  new.  great  scope  when  this  is  accomplished." 

Jack  Bray,  Cunningham  &  Walsh,  timebuyer  for  Texaco,  points 

out  "it's  an  unhappy  truth  that  many  buyers  don't  take  advantage 

of  a  salesman's  services  and  knowledge.  Yet  today,  its  imperative 
because  spot  is  becoming  increasingly  complex.  The  rep  s  co- 

operation is  important  in  almost  every  stage  of  the  busing."    Too often.  Jack  savs.  the  timebuyer 

only  provides  the  rep  with  a  frag- 

mentary picture  of  his  bu\  ing  ob- 
jectives. So  the  rep  must  grope 

in  the  dark  to  come  up  with  a 

schedule  that'll  have  impact.  Given 
a  little  data,  the  rep  can  usually 

prepare  a  schedule  for  his  sta- 
tions with  regard  for  both  the 

quantitative  and  qualitative  fac- 
tors— and  take  les-  time  in  sub- 

mitting the  availabilities  and  get- 

ting order  confirmations.  "Obvi- 
ously," Jack  adds,  "I'm  assuming  that  the  re])  knows  his  stations, 

his  rate  cards  and  his  markets.  Consequently,  it's  up  to  him  to  make 
the  timebuyer  confident  of  his  knowledge  and  services.  Once  accom- 

plished, everyone  benefits  from  this  close  working  relationship — the 
advertiser  with  concrete  schedules:  Inner  with  belter  understanding 

of  station  markets:   rep  with  better  understanding  of  the  product." 
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in  the  entire  area! 
First  we  were  first  in  metropolitan  Richmond.  Then  we  were  first 

in  ARB's  35-county  Grade  B  area  survey.  And  now  ARB  has  con- 

ducted a  survey  covering  every  single  county  in  the  100-mv.  area 

of  all  3  TV  stations  serving  Richmond,  Petersburg  and  Central 

Virginia.  Here  are  the  results  of  that  survey. 

Out  of  a  v/eekly  total  of  490  quarter  hours 
when  2  or  more  stations  were  on  the  air: 

WXEX-TV  was  first  in 

Out  of  130  quarter  hours  from  7:30  P.M.  to  signoff: 

WXEX-TV  was  first  in 

Tom  Tlnsley,   President NBC  BASIC— CHANNEL  8 Irvln    G.    Abeloff,   Vice  Pr»n. 

National  Representatives:  Select  Station  Representatives  in  New  York;  For|oe  A  Co.  in  Chicago,  Los  Angeles, 

San  Francisco,  Seattle;  Clarke  Brown  In  Atlanta,  New  Orleans,  Miami,  Dallas 
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NIGHT  and 
DAY... 

by  Joe  Csida 

this  is    ̂  
the  ONE ! 

In   the   Columbus.  Ccorgia    market 

WRB1-TV 
Channel  4 

LEADS    IN 

ALL 
competitive  quarter  hours 

Monday   through    Friday 

in  the    I  I    county   area 

MAY  TELEPULSE 

WRBL  RADIO 
IS   TOPS    IN 

42  of  48 
competitive  quarter   hours 

Source:  May   1957  Metro- 

politan  area    PULSE 

NIGHT  and 
DAY... 

this  is  the  ONE.' 

Ikv 

WRBL 
AM-FM-TV 

CALL  HOLLINGBERY  CO. 

COLUMBUS,  GEORGIA 
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I  Sponsor 

Once  bitter  rivals  now  swap  stories 

In  the  almost  quarter  centun  that  I  have  been 

observing  the  show  business  scene  one  of  the 

mn~t  interesting  aspects  of  the  industry,  to  me, 

has  been  the  interchange  of  properties  between 

one  amusement  field  and  another.  And  this  in- 

terchange i>  particular!)  fascinating  to  watch 

when  it  takes  place  in  two  fields  which  start 

out  bitterl)  competitive  and  antagonistic,  and 

gradually  work  through  a  series  of  stages  to  the  point  where  they 

set  new  highs  in  interchanges.  This  seems  to  me  to  be  true  of  tele- 
vision and  the  motion  picture  industry. 

It  wasn  t  too  many  years  ago  that  t\  was  a  nash  word  around 

the  Hollywood  studios  '  let  alone  in  theatre  managers'  offices  all 
around  the  countrj  I.  But  we  soon  reached  the  point  where  televi- 

sion impressarios  were  utilizing  film-created  names,  characters,  sto- 
ries, etc.,  and  theatrical  motion  picture  producers  were  returning 

the  compliment.  Thus  such  television-created  properties  as  Marty. 

Patterns,  Twelve  Angry  Men.  Bachelor  Party,  Man  on  Fire  and 

other  tv  plays  became  theatrical  motion  pictures,  and  such  theatrical 

motion  picture  staples  as  "Lassie,"  "My  Friend  Flicka."  "Rin  Tin 
Tin,"  "Blondie,"  "Fu  Manchu."  "Cisco  Kid"  and  numerous  others 
became  television   film  series. 

The  interchange,  of  course,  continues  at  a  merry  clip. 

Ziv's  Highway  Patrol  is  going  to  become  a  full-length  Holbwood 
feature  film,  just  as  Dragnet  and  Foreign  Intrigue  did  before  it. 

And  some  of  the  greatest  of  the  old  feature  films  continue  to  be 

translated  into  series  especially  made  for  television. 

Two   have   been    purchased    by   Colgate 

Four  of  the  latest  of  these  are  The  Thin  Man  and  Min  and  Bill 

l  both  MGM  TV  productions  i.  and  The  New  Adventures  of  Charlie 

Chan  and  The  Adventures  of  Tugboat  Annie  I  both  Television  Pro- 

grams of  America  productions  I .  The  first  two.  Thin  Man  and  Min 

and  Bill  are  notable,  among  other  reasons,  because  both  of  them 

have  alread\  been  purchased  by  Colgate,  and  the  latter  two  are 

interesting  from  a  number  of  other  viewpoints. 

Both  Chan  and  Annie,  for  one  thing  demonstrate  how  Milton 

Gordon,  acknowledged  to  be  one  of  the  great  financial  minds  of  the 

picture  business,  occasionally  meets  the  problem  of  high  production 
costs.  In  the  case  of  the  series  about  the  lovable  lady  of  the  tugs, 

Gordon  I  who.  incidentally,  recently  bought  out  Ed  Small"s  interest 
in  TPA  I  worked  out  a  co-financing  deal  with  a  major  advertiser 

and   a   British   commercial  television   programing   group. 

The  $1,250,000  cost  I  for  39  half  hours  I  of  the  series  is  being 

underwritten  jointly  by  TPA  itself.  Lever  Bros,  of  Canada  and 
Associated  Rediffusion.  Ltd. 

The  three  partners  will,  of  course,  share  in  whatever  profits  the 

series  turns  in,  but  in  the  meantime  Lever  Bros,  of  Canada,  through 

the  J.  Walter  Thompson  Toronto  office,  will  sponsor  the  series  via 
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Nielsen CLEAN 
SWEEP 

A.R.B. 

WRC-TV's  share  of  audience. 

37  9°;.  A  20  7%  advantage 

over  second  station.  A  23.4% 

advantage  over  both  of  the 

other  two  stations  combined! 

WRC-TV's  share  of  audience 

36  3%  A  5  5%  advantage 

over  second  station  A  16% 

advantage  over  both  of  the 

other  two  stations  combined! 

WRC-TV's  share  of  audience 

36  5%.    A   6  4%   advantage 

over  second  station   AT' 
advantage    over  both   of   the 

other  two  stations  combined' 

This  clean  sweep  is  clear  evidence  that  your  product  stands  to  gain  a  greater  share  of  customers  on  WRC-TV. 

Willi"!  V  #4   WASHINGTON.   D.  C. ALL   REPORTS     TOTAL    WEEK    MAY  1957 SOLD   BY (nbc) 
SPOT   SALES 



114%    MORE   audience 

than    Station    B   ALL    DAY!* 

WILS 

Mar. -Apr.    '57    Hooper    in    Lansing    Shows 

MONDAY    THRU    FRIDAY 

7:00  a.m. -12  noon 

12    noon-6:00   p.m. 

WILS 

61.4 

53.7 

Station  B 

23.5 

30.1 

5000 
LIVELY  WATTS 

MORE    listeners   than   all   other 
stations   heard    in 

Lansing  combined 

Mar.    thru    Apr. 

average   C.    E.    Hooper,    Inc. 

LANSING 

Represented  Nationally 

by 

Venard,    Rin+oul    & 

McConnell.    Inc. 

wils 
A#   "efrs  s^yfc 
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Sponsor  backstage  continued 

the  Canadian  Broadcasting  Corporation  network  beginning  in  Octo- 

ber. Associated  Kcdiffusion,  Ltd.,  which  is  one  of  the  leading  pro- 

gram contracting  groups  in  British  commercial  television,  will  have 

distribution  rights  to  the  series  for  the  I  nited  Kingdom,  and  TPA 

will  have  distribution  rights  for  the  rest  of  the  world. 

Among  the  interesting  sidelights  of  The  Adventures  of  Tugboat 
Annie  series  are  these: 

I  1  i  More  stories  about  Tugboat  Annie  were  published  in  the 

Saturday  Evening  Post,  than  about  any  other  character  the  maga- 
zine ever  featured  in  its  entire  history  .  .  .  63  individual  fictional 

pieces  to  be  exact.     (Talk  about  your  ready-made  audiences,  i 

(2)  A  sixty  year  old  character  actress  named  Minerva  Urecal 

is  playing  Vnnie,  and  though  this  lady  has  been  a  fine  thespian  for 
close  to  a  half  century,  it  could  easily  be  that  the  Annie  tv  series 

will  bring  her  long-delayed  stardom,  in  the  same  way  that  the  Annie 

film  played  so  great  a  part  in  making  Marie  Dressier  a  star.  Annie  s 

playmate,  gruff  old  Captain  Bullwinkle  is  being  played  by  Walter 

Sande.  who  is  the  Skipper  of  the  Dragnet  series. 

Chan   is   all-time   high   grosser 

Milton  Gordon,  incidentally,  set  the  pattern  for  intercontinental 

financing  in  the  tv  film  business  with  the  bankrolling  of  The  Last 

of  the  Mohicans,  which  was  jointly  underwritten  bv  TPA  and  Ca- 
nadian interests.  The  New  Adventures  of  Cfuirlie  Chan  series,  too, 

is  getting  production  money  from  organizations  in  two  nations. 

Here  again  TPA  is  putting  up  half  the  loot,  and  another  leading 

British  commercial  television  programing  group.  Incorporated  Tele- 

vision Programmes,  Ltd.  ITP  is  footing  the  other  half.  ITP  gets 

the  United  Kingdom  distribution  rights  to  the  new  series. 

The  brand  new  telefilm  Chan  shows  might  also  be  said  to  have 

somewhat  of  a  built-in.  ready-made,  pre-sold  audience.  There  were 
40  different  Charlie  Chan  feature  length  theatrical  motion  pictures. 

Each  of  them  were  low-budget  produced  for  somewhere  between  a 
half  million  and  a  million  dollars,  and  while  no  exact  figures  are 

available,  thev  are  reputed  to  be  the  all-time  greatest  grossers  of 

am   series  ever  produced  in  the  film  business. 

Some  20  of  the  old  feature  length  films  found  their  way  into  tele- 
vision, and  you  no  doubt  recall  the  days  when  you  had  the  feeling 

the  Charlie   Chan   films   were  the   only   movies   on  video. 

In  the  first  six  weeks,  the  series  has  been  up  for  sale  it's  been 
sold  in  approximately  78  markets.  Some  of  the  sponsors  who  are 

hiring  the  wily  old  Oriental  sleuth  to  sell  for  them  are  Coca  Cola 

(Atlanta).  Bowman  Biscuit  I  Denver  l .  and  Prescription  1500  (10 
Midwest   markets). 

The  interchange  of  showbusiness  properties  continues,  and  no 

doubt  always  will,  and  smart  advertisers  and  agencies  are  likeb  to 

continue  to  recognize  the  values  in  the  familiarity  of  these  favorites 

created  by  motion  pictures.  ^ 

Letters    to    Joe    Csida    are    welcome 

Do  you  ahvays  agree  with  uhat  Joe  Csida  says  in  Sponsor 

Backstage?  Both  Joe  and  the  editors  of  sponsor  will  he  happy 

to  receive  and  print  your  comments.  Address  them  to  Joe 

Csida.  c/o  SPONSOR,  40  E.  49th.   New   York   17.  New   York: 

SPONSOR 
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See  the  NEW  Charlie  Chan— you'll  share 

:ritics"  acclaim:  "fresh  and  entertaining"  — 

isp  scripting  and  sharp  direction."  J.  Carrol  Naish 

le  best  ever  to  do  the  role."  The  Coca-Cola  Company 
(McCann-Erickson,  Inc.)  has  signed  up  the  new  Chan  for  its 

world-wide  home  market!  Regal  Beer  (Tracy-Locke  Company,  ln< 

wman  Biscuit  (Ball  &  Davidson.  Inc.)!    KRCA-TV,  NBC's  0-&-0  in  Los  Ang, 
WCAU-TV,  CBS  in  Philadelphia!  Other  sponsors  have  already  snapped  up  mark* 

.!  South!  East!  West!  Cleveland!  New  Orleans!  Detroit!  St.  Loins!  Denver!  Dal 

Ft.  Worth!    Southern  markets  like  Miami.  Atlanta.  Jacksonville.  Tampa  St.  1  irg. 

ile.  etc.   Pittsburgh,  Columbus,  Wilkes-Barre-Scranton.  Youngstown  in  the 

dbuquerque,  Oklahoma  City.  Tulsa-Musk  .lttle  Rock.  Pine  Bluft  in  the 

West!  Indianapolis,  Madison.  Wichita-Hutchinson. 

Hannibal-Quin  .  m  ti 

showing  of  "The  (  :  the  Profit-Building  1  m." 
wire  or  phone  Michael  M.  Sillerman 

-  Madison  Avenue.  New  York  22.  Plaza  5-2100. 

ELEVISION  PROGRAMS  OF  AMERICA,  INC. 
>»■»■ 
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With  This  Issue  SPONSOR  Reduces  Its 

Subscription   Rates  From   $10.00  to  $3.00   Per  Year. 

W'iih  ilns  simple  statement  travels  an  awareness  <>i  the  dynamic    industry 
<>i  which  we  are  .1  pari  and  which  we  have  helped  to  clarify  and  graph  through  th< 

— and  .1  knowledge,  too,  thai   nothing  stands  still. 
Ai  thr  prestige  price  ol  (10.00  Sponsor  attained  the  highest  readership 
<>l  iiN  kind  in  the  entire  broadcast  publishing  held. 

Without  question  it   in  the  most  widely  t j  1 1  < >  1  ■!  book  in  the  milium,  carrying  .1 

reputation  that  has  no  approachable  peei     But   ihis  is 
an  age  ol  expansion.    In  the  publishing  business,  as  in  every  othei 
byway  ol  endeavor,  tomorrow   must  be  biggei   than  today. 

We  hope  to  take  every  advertise]  and  agency  man  ofl 

a  routing  lisi  and  i>n  to  .1  "personal  <'>|>\  h.hb"  delivered  at  home. 
I  hat's  why  this  hisioii(  move.   I  hat's  why    in  the  hue  ol  everything  "going  n]>" 
— Sponsor's  price  has  been  cut  to  the  core. 

F01   you,  too,  nothing  stands  still. 

I  hat's  why  Sponsor  is  so  vital  to  yout  Euture.  Every  agency  man  and  advertise!    knows 
that  no  othei   publication  covers  the  entire  1>  oadcast 
field  as  (actually     as  fully     as  deeply.    52  weeks  .1  yeai   Sponsor 
delivers  the  industry   Eoi  yout   thoughtful  consideration. 

Packed  with  ideas — with  analyses  ol   trends — with   penetrating 

studies  in  depth,  it's  the  sort  ol  publication  that  will  bring  \<>u  richer  rewards 
il  you   thumb  it   through   away    [rom  office  pressures 
relaxed      \l    HOME.  Rc.nl  it     teat  out  what  you  like     file  the  things  ol  value. 

You'll  find  something  ol  profit  and  interest  in  every  issue. 
The  entire  cost  -now  —is  less  than  a  penny   .1  day.    52  weekly   issues 

delivered  to  youi  home— only  $3.00  a  year.   Ul  oui  present  subscribers  will  have 

their  present  copies  extended  at  .1  ratio  ol  In  to   I 

To  both  old  and  new  readers     we  entei  oui   second  decad<   ol 

publication  with  an  even  richei  enthusiasm  than  when  we  began  .nu\  with  th<   hope 
that  we  shall  continue  to  contribute  <nn  share  in  an  industry 
where  truh   nothing  stands  still. 

t4>-r^~~  I^AJJju^^- 
—  Editor   and    Publisher 
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Why 

should 
I  buy- 

Aews  and  views  for  women  in 

advertising  and  wives  of  admen 

Women's  week 

Decision-making  course  for  executives:  Wives  tired  of  hearing 

their  spouses  sa\.  "Can't  \ou  make  up  your  mind?"  can  point  out 
that  some  top  executives  suffer  from  the  same  difficulty.  This 

is  highlighted  b\  an  American  Management  Association  "Execu- 

tive Decision-Making  Course"'  starting  this  fall  at  the  Trudeau  Sana- tarium  in  the  Adirondacks. 

Some  125  husinessmen  are  expected  at  the  first  two-week  session 

(7-18  October).  Admen  faced  with  indecision  might  investigate 

tin-  subsequent  seminars  offered  2o  Octoher  to  o  November,  11  to  22 
November  and  2  to  13  December. 

As  AMA  management  consultants  put  it :  "Participants  in  the 
course  will  spend  nearh  half  their  time  playing  a  highK  competi- 

tive business  'uai  game  that  simulates  top  managements  decision 

problems  in  the  struggle  of  the  industrial  world."' 
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Tike    advantage  
  of    1957 ld  so    much    for 

8000     square 

ind-the-clock  
eov- 

"I'ee  of  balanced  indus
- 

best   o"?    •   • 

rates 

so    little'. 
mile,  roui 

DoinjLA\jodbe<i^ . . 
SOUTHERN NORTHERN 

OREGON  •  CALIFORNIA 

*  money  mapkets" 
Best  Buu 

KLAMATH  FALLS,  OREGON 

Ask  -the  KAeeker  Co. 

5000  W 

22 

Tips  on  tips:  Giving  the  wrong  kind  of  tip  can  cause  considerable 
embarrassment. 

Admiral  Corp.  s  sales  manager  of  the  refrigerator  division,  W.  D. 

Krauter.   gives   this   example: 

"The  hotel  taxi  starter  only  opens  the  cab  door,  but  if  you  don't 
tip  him,  he  tries  to  trip  you,  slams  the  door  so  hard  it  almost  falls 

in  your  lap  and  is,  in  general,  the  meanest,  orneriest  person 

possible." 

These  are  recommended  tips,  although  allowance  should  be  made 
for     hotel  or  restaurant  and  situation: 

Bell  boys — a  quarter  for  one  bag,  50  cents  for  two  or  more. 

Room  service —  quarter  minimum,  then  15'  \    of  the  check. 
Maid — $1.00  minimum,  or  average  75  cents  for  two  nights  or 

more. 

Waiters — 15%  of  the  check. 

Rule  of  thumb  for  hotel  or  resort  tips — Aggregate  tips  should 
total  about   10$    of  the  total  bill. 

Agency  wives  are  diet  wise:  The  current  "health  fright"  that's hitting  tv  commercials  has  taken  hold  on  Madison  Ave.  Since 

agencymen's  wives  are  more  health-conscious  than  most  other  wives 
(because  of  greater  awareness  of  pressures  upon  their  husbands) 

many  have  been  insisting  upon  the  new  "fat-free-fad"  in  their  hus- 
bands" daily  menu. 

Reason:  Medical  researchers  pin  arterial  heart  disease  on  ex- 
cessive fat  in  the  diet. 

Wives  avoiding  "harmful"'  saturated  fats,  cut  down  on  use  of 
lard,  vegetable  shortening,  eggs,  many  dain  products  and  fatty 

meats.  According  to  other  medical  theorists,  the  medical  basis  of 

most  of  these  diets  is  on  the  level  of  the  Hollywood  diet  fads  which 

shake  the  West  Coast  up   from   time  to  time. 

Said  the  wife  of  one  account  executive:  "If  they'd  just  take  less 
time  over  the  lunchtime  drink  and  then  not  have  to  nobble  the  food. 

we  wouldn't  have  to  worn   about  their  diets  so  much. 

SPONSOR 24  AUGUST    1957 



NIGHTTIME  .  .  .  Third  largest  radio  audience  in  America. 

AYTIME  .  .  .  Largest  in  the  South.  50°o  of  the  half-million  families  within 
100  miles  of  Nashville  listen  on  an  average  day  .  . 

within  a  single  week. 

There    is    a    difference...  it's    W  S  M    radio 
50,000  WATTS,  CLEAR  CHANNEL,  NASHVILLE  •  BLAIR  REPRESENTED  •  BOB  COOPER,  GENERAL  MANAGER 

sponsor     •     24   u  t.i  -i    L951 



OF   VIEW.. 

v% 

If  you  count  all  the  people  in  Los  Angeles, 

you've  got  a  statistic. 
If  you  move  in  close  and  take  them  one  by 

one,  you've  got  a  story... 

Paul  Coates  gets  the  story— and  gives  it— each  night 

at  10:15  in  a  compelling  new  KTTV  series,  "Hot  Light". 
Coates  has  the  spot,  too. 

10:00     George  Putnam 

lO:  1  5     "Hot  Light" 
10:30      "First  Show" 

Here's  television  journalism  by  a  pro. . .  Paul  Coates .  .  . 
whose  Mirror  column  and  syndicated  "Confidential  File"' show  guarantee  a  proven  product. 

An  expose  or  a  crusade.  Maybe  a  .missing  person  story. 

Controversial?  Maybe  . . . 

Whatever  happens,  you  can  be  certain  that 

"Hot  Light"  will  shove  through  the  crowd  and  get 
some  answers,  because  people  listen  to  Coates  . .  . 

Minutes  and  Twenties  are  available,  within  the  show. 

Los  Angeles  Times-MGM  Television 

Represented 
nationally  by  BLAIR 

rn 
TV 

49th  ail 

Madisol 

More   on    North   American 

We  all  greatlj  enjoyed  the  article  on 
North  American  Van  Lines  in  your 

August  3  issue.  We  should  like  to 

make  arrangements  to  send  a  reprint 
of  this  article  to  each  of  North  Ameri- 

can's 1.100  agents  in  the  United  States, 
Canada,  and  throughout  the  Free \\  orld. 

One  addition  to  your  otherwise  thor- 
ough report:  The  article  should  have 

mentioned  the  important  work  done  by 

the  NAVL  Advertising  Department. 

This  is  in  the  charge  of  Louis  E.  Hoff- 
man, who  came  to  North  American 

\  an  Lines  from  Toastmaster  Division 
of  McGraw  Electric.  His  assistants  are 

Robert  Smith.  Sales  Promotion,  and 

\\  illiam  Kennedy.  Public  Relations. 

The  Advertising  Department  pro- 

\  ides  promotional  materials,  sales  pre- 
sentations, newspaper  mats  and  radio 

scripts  for  local  agents,  and  also  pub- 

lishes two  house  organs.  One,  "The 
Greenlight.  is  for  North  American 

agents  and  national  accounts:  the  oth- 

er, "NAVLiner,"  is  an  internal  pub- 
lication for  employees. 

\\  e  are  in  the  process  of  getting  this 
show  on  the  road  again  following  a 
summer  hiatus.  The  NBC  Monitor 

segments  will  start  the  week-end  of 

August  31-September  1.  and  the  tie-in 
programs  for  agents  the  following  day. 

Alex  Dreiers  first  "Salute""  will  be 
to  Canada,  where  an  affiliated  organi- 

zation— North  American  \  an  Lines 

Canada.  Ltd. — has  some  75  agents  op- 
erating from  headquarters  at  Toronto. 

Then  we  expect  to  follow  through  with 
salutes  to  the  remaining  states.  Alaska. 
Puerto  Rico.  Hawaii,  and  Washington. D.  C. 

Ham   L.  Bird.  v. p..  radio 

Applegate  Advertising  Agency 
Muncie.  Indiana 

Edsel    strip-tease 

Thank  \  ou  for  the  fine  story  and  lay- 

out ("Easel's  striptease'')  on  the  Ed- 
sel commercials  in  the  August  10  is- 
sue of  SPONSOR.  There  are  a  couple 

of  things,  however,  that  1  think  need correcting. 

One  of  the  most  important  of  them 

is  the  spectacular  that  you  refer  to 
starring    Crosby,    Sinatra    and    Louis 

1\ SPONSOR 24  august  1957 



Armstrong,  li  i-  to  be  on  CBS,  in- 
stead ol   \Ki 

»lso,    referring   to  the    l<>u   persons 
in  the  I >e1  roil  office  i"  sei  \  ii  e  the  bi 
counl   i-  ii"i  accurate.     I  here  w  ill  be 

aboul   l<>"  people  working  on  the  bc- 
counl   in  our  Detroit  and  <  Ihicago  of- 

fices and  .1  few  regional  "line-. 
Ubert  P.  \\  eisraan, 
public  relations   director, 
FCB,  Chicago 

Timcbuycrs  of   U.   S.   reprint 

Please  advise  if  the  reprints  of  the 
I  imebuyers  of  the  I  .  S.  in  its  entire- 
i\  h  ill  l«-  available,  and  if  bo,  the  cost 
of  the  copies. 

This  i-  without  .1  doubt  one  of  the 
finest  service  features  of  your  publica- 

tion, and  we  "'ii|>  our  hat"  to  sponsor 
for  making  it  available. 

lom  Parrington, 
national  sales, 

II  k  )  -77  .    Oklahoma    Cit) 
.1    Ike    I  S.    Ii»i. •       rUpri 

baf    Mill    I 
..I     tl...     I, „,,!,„ 
reliable   Uiorlly. 

Timcbuyers  of  U.  S.  addenda 

We  wish  to  report  the  omission  of  mir 

Bgencj  from  the  li-i  of  "Timebuyers  <>f 
the  I  .S."  in  your  Jul)   27  I!  \SICS. 

Kej  media  personnel  are  myself  and 
Ruth  Gaeta,  timebuyer. 

Accounts  for  which  we  do  spot  buy- 
ing are  Martin  I..  Hall  Co.  1  Victor 

Coffee  an.l  Tea)  and  the  Boston  Her- 
ald-Traveler. 

Assuming    that    the    same   omission 
will  occur  for  our  Y  ̂   .  office  in  your 
August  3  issue  we  < »tT«-r  the  name  of 
our  Y  Y.  timebuyer,  Charles  Patter- 

son, media  director,  and  dm  Y  Y.  ac- 

counts, W  ail.-  S  Bond  •  Blackstone  cig- 
ars)  and  Binne)   S  Smith   (Crayola  1. 

Jackson   I..   Parker,  media 
(lira  lor.  .lames  Thomas 
Chirurg  Co.,  Boston 

In  looking  through  your  timebuyers 
list  in  the  July  27  SPONSOR  I  noticed 

you  omitted  Detroit's  fa-tot  erowins 
\  oung  agenc)  : 

I.  II.    \ltman    Advertising 
838  Maccabees  Building 
Detroit  2.  Michigan 
Temple  .S-7.S10 
Enjoj  sponsor  verj  much  both  for 

its  information  and  reading  entertain- 
ment.   Keep  up  the  good  work. 

Frederick  S.    ̂   atTe.  ./.   //.     ///,„„„ 

Advertising,  Detroit 
•  Vu.n.ir.     ~ith    cllenU    aetiTC    in     the    jir    inrtiia 
on  a  national  or  regional  basil  oh,,  arr  not  in- 
•■l-l.'.l  ...  .I..-  rimabayara  .1  ,!„■  l  v  ii.,irl;;  a...l wish  la  I..-  should  addrea*  pertinent  information 
t..  SPONSOR,  K)  E.  »<>th  s,..  \,.„  ̂ „rk  j-  v  y 
Km  ...l.l.iul.m,  I . - 1 i „ ir  uiii  |,,.  pahliahed  f)ir  ln,.,r 
.-•",..-  m,l  th.v  »ill  1„.  i„r|,„l,-d  in  the  reprint if   poaalble. 

SPONSOR 
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For  South  Texas  Sales  . . . 

Pass  your  budget 

•  • .  to  KONO  Radio 

You  get  more  listeners  .  .  .  more  attention  .  .  . 

and  more  resulting  sales  when  your  South 

Texas  budget  is  spent  on  KONO.  Get  the 

facts  .  .  .  about  audience  .  .  .  about  listener 

interest  .  .  .  about  rates  .  .  .  and  buy  more 

listeners  per  dollar  than  any  other  South 
Texas    radio    station. 

Yes  .  .  .  buy     the     South     Texas     market     with 

FACTS  .  .  and    get    'em    from    your 
H-R    Representative 

or  Clarke   Brown   man 

860   kc        5000   watts 

Radio SAN   ANTONIO 

25 



Know 

Charlotte 

by  the 
company 

it  keeps 

Charlotte  turns  sales  outside  in. 

City  retail  sales  of  $300  million 

plus  put  Charlotte  in 

company  with  many  first  fifty- 

markets.  Mark  Charlotte  for 

a  "Class  A"  appropriation. 

Only  then  can  you  use  the  radio 

station  that  exceeds  its  next 

Charlotte  competitor  in 

audience  by  894.9%  (NCS  #2). 
'Standard  Metropolitan  Area  Population 

Retail  Sales,  Sales  Management,  1957 

New  Haven,  $296,201,000  *  Charlotte, 
f3i3y34i,ooo  •  Norfolk,  $362,698,000  • 
Tampa,  $370,794,000 

Represented  Nationally  by  CBS  Radio  Spot  Sales 

CHARLOTTE,    N.    C. 

Jefferson  Standard 
Broadcasting  Company 
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REPS    RATE   THE    TIMEBUYERS 

Too  many  timebuyers  are  part  of  an  inflexible  agenc)   system 

which   tends  to   under-rate.   under-train.  under-pay  and  bind  them 

to  formula  buying.     Reps  criticize  the  system  yet  understand  it 

1  \  and  radio  spot  campaigns  are 

clicking  for  clients  despite  a  large- 
scale  ineptitude  on  the  part  of  main 

novice  buyers  and  the  systems  under 

which   the)    operate. 

"The  systems  are  hidebound,  too 
mam  buyers  are  immature  and  be- 

wildered l>\  the  complexity  of  broad- 
cast spot  buying,  the  client  is  getting 

less  than  he  could  even  though  he's  still 
getting  more  than  other  media  can 

delh  er." 
Who   says  so?    The  station    reps 

the  radio  and  t\  media  salesmen  \\ho 

tramp  the  streets  to  cajole,  convince 

and  cooperate  with  some  ̂ ,M*  active 

agenc)    buyers  in   New   York  <Jt\. 
SPONSOR  asked  reps  to  rale  the  time- 

buyers  .1-  a  sequel  to  an  earlier  -tor\ 
in  which  timebuyers  ranked  the  reps 
|  -,-.-  SPONSOR   29  June.   p.l_ 

In  both  cases,  sponsor  wanted  pro- 
fessionals in  one  high!)  specialized 

held  to  rank  pn>-  in  the  most  closer) 
related  held.  Buyers  and  sellers  are 

equall)    articulate    in    their    criticism, 

mo-i  of  which  is  directed  against  the 

"system     rather  than  against  persons. 

Station  representatives  are  unani- 
mous in  arguing  that  the  advertising 

agency's  structure  and  the  timebuyer's 
responsibilities  -Imuhl  be  improved 

ami  fast  ict  they're  the  first  to  ad- 

mit the)  aren't  sure  bow  to  do  it.  and 

the)  don't  think  anyone  else  i-.  cither. 
Ihc\  think  an)  buyer  i-  working 

against  ver)  slim  odd-  thai  despite 
these   lone-shol   ">\i\~  the   buyers,  >  "I- 

SPONSOR 2\    w  i.i  ST    !')>. 
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Rigid  buyers  and   yardstick   buys 

short-change  sponsors  even   though  they 

are  doing  well  relative  to  other  media 

[ectively,  are  coming  up  with  outstand- 
ing!) successful  t\  and  radio  cam- 

paigns.  But,  the\  argue,  these  cam- 

paigns could  he  much  better  if  cer- 

tain expendable  obstacles  were  re- 

moved. That-  uh\  the  reps  feel  the 

client  is  getting  hi>  money's  worth  in 
spol  and  more  than  his  actual  dol- 

lar- worth  in  most  cases — but  that  he 

could  be  getting  far  more  if  certain 
things   were  changed. 

As  one  New  York  rep  puts  it:  "I 
wouldn't  be  a  buyer  for  anything  in 
the  world.    He  has  the  hardest  job  in 

broadcasting.  The  verj  fact  that  a 

buyer  ever  even  completes  an  adequate 
hu\.  much  less  a  .superb  one.  is  a 

modern-day    miracle!" 

Yet  reps  admit  these  "miracles" 
happen  ever)  hour  of  the  da\  in  almost 
ever)  advertising  agency.  Thej  have 
no  firm  and  final  statistics  as  to  the 

number  of  la  I  good,  ibi  bad  or  (c) 

indifferent  buyers.  They  aren't  looking 
for  such   figures. 

Sure  spot  is  working  and  working 
well  compared  to  other  media.  Many 

buyers   are  getting   more  savvy.     But. 

say  the  reps,  the  goal  for  any  opera- 
tion is  improvement — not  to  accept  its 

Haws  as  inevitable. 

The  reps  level  no  collective  blast 
against  bu\ers  and  the  buying  svstems. 

Rather.  the\  generalize  about  certain 
characteristics  of  some  buyers,  some 

systems  and  some  shops. 
\\  hat  does  the  rep  want  changed? 

\t  first  conversation  it  would  seem  to 
be  everything! 

Most  of  them  start  with  a  premise, 

however.    It   runs  something  like  this. 

Timebu\  injr  has  never  been  rougher. 

There  are  3.000  commercial  radio  sta- 

tions on  the  air.  almost  500  tv  sta- 

tions— and  the  prospect  of  still  more 
of  both  to  come.  Activity  in  radio  is 

more  intense,  faster-paced  now  and 

the  buying  of  radio  is  more  com- 
plicated than  ever  before.    One  of  the 

What's'bad  about  agency  buying?  Reps  give  these  answers  .  . 

L 

Agencies  downgrade  the  job.  Prim  buyers 
have  more  stature  than  timebuyers.  Few  buyers  sit 

in  on  client  or  plan-  meetings.  If  ibey  do  make 
recommendations,     they     are     frequently     ignored 

Buyers  are  inexperienced.  Timebuying  has 
never  been  so  complicated,  with  3,000  radio  and  500 

\\  stations  and  an  ever-changing  pattern.  Yet  most 
new   buyers  arc  untrained  mailroom  boys,  secretaries 

Salaries  are  low.  There'-  no  pay  norm,  but  all 
tin>  few  buyers  make  more  than  S9.500.  Most  earn 

less  than  reps  who  sell  them.  Many  lea\e  buying, 

others  appl)    for  rep  sale-  jobs,  some  few    move   up 

Training  is  inadequate.  Agencies  are  busy  and 
put  almost  no  effort  into  pre-training  a  buyer.  Most 
Learning  is  on  the  job  when  current  spot  campaigns 

make  needed  intensive  stuck   and  research   impossible 

Agencies    are    under-staffed.     Most    media 
units  have  too  few  buyers  and  estimators.  When  a 

big  campaign  breaks,  inept  reserves  are  called  in, 

buying  is  too  fast,  extra  confusion  leads  to  mistake- 

There's  too  much   to  do.    Buyers  should   see 
all  media  reps  as  well  as  visiting  firemen,  know 

last-minute  research  data,  latest  developments  in 

broadcast   field.     But    they   don't   have   the   time   to! 

Buying  is  by  formula.  Yardstick  buying  with- 
in a  rigid  framework  i-  i-a-ier  and  most  used.  Often 

the  buying  decision  is  made  by  people  above  the 

buyer.     He    carries    out    market,    budget    directives 

Quantity    supersedes    quality.      Agency    or 
client  often  impose  a  formula  for  cost  or  ratings 

without  consideration  of  such  qualitative  elements 

as     audience     loyalty,     market     character,     program- 

.  .  .  but  there 

are  reasons 

for  these  ills 

Broadcast  buying  is  complicated.  Radio 
and  t\   buying  demand  more  of  a  buyer  in  terms 
of   both   brain  and   brawn  than  do  other  media 

Radio  and  tv  are  constantly  changing. 

K\er\    day    there    arc   changes    in    stations,    mar- 
ket-, shows,  management,  research  and  audience 

There's  too  much  paper  work.     Umost 
any  other  kind  of  buy    is  easier,   [ess   involved, 

and    less    prone    to    siati-tical    error,    argument 

There's  too   little  time.    In  six  hour-  a 
da\     a     buyer     sees     dozens     of     people,     make- 

dozens    of    phone    calls,    plan-    and    buys    too 

Agency's   own   costs.     It    costs   a   lot   of money    tu    handle    and     to    service.      Short    cuts 

need   to  be  taken   to  -a\c  time  of  the  personnel 

Thsre  has  to  be  a  yardstick.  Agencies 

admit  the  slide  rule  isn't  everything  but  it's 
a    jump-off    point     into     murk)     media    waters 

28 SPONSOR 
24  AUGUST  1057 



biggesl  reasons  is  thai  when  an  ad- 
vertise] buys  spot  radio  no*  ties 

buying  saturation  with  maybe  200  an- 

nouncements a  week.  \'\  is  just  .i-  de- 
manding and  in  tei  ms  "I  monej  .1  lol 

more  so.  ,t  ou  goof  on  .1  t\  l>u\  and 
you've  had  ii  with  1 1 1 « -  client!  Vnd 
papei   w  <  1 1  k  involved  is  horrendous 
This  premise,  in  representatives 

opinions,  means  a  more  urgent  need 
than  evei  before  f« >r  1  a  1  bettei  l>u\ ei - 
and  1 1. 1  better  buj  a.  \  el  these  same 

basic  [acts  of  broadcasting  help  t<»  ex- 
plain w  1 1  \  buyers  themselves  are  boxed 

in  and  wh)  there's  no  quick  solution 
to   mosl   ni   1  he  problems. 

Here's  what  the  reps  think  these 
problems   include. 

Inexperienced  help:  Ever}  -~h< >j » 
in  the  countx)  has  superior  timebuy- 

cr-  luit   each  agenc)    also   has  "inept, 
immature  and  indecisi>   les.    Reps 

don't  like  the  common  practice  of 
moving  "a  young  kill  from  the  mail- 
room  i>r  a  secretary's  desk  right  into 

a  bu)  ing  slot." 

Some  Buch  "young  kid-.''  the)  real- 
ize, have  a  basic  instinct  and  aptitude 

for  buying  and  the  great  demands  the 
buying  procedure  make.  But  too  mam 
of  them  are  thrown  into  the  media  pol 

because  "the)  don't  cost  much  and 
the)   are  <>iil\   there  to  follow   orders." 

Even  the  brightest,  once  he  or  she 

lias  been  slotted  as  a  buyer,  "isn't 
given  a  chance  to  prove  himself,"  says 
another  rep.  "Onl)  five  of  the  top 
agencies  have  an)  kind  of  a  planned 
training  program  for  buyers.  The  rest 

of  the  agencies  have  what's  formal!) 
called  on-the-job  training  and  what 

real!)   i-  a  hit-or-miss  system." 
Lo*  salaries:  The  care  and  train- 

ing oi  a  timebuyer  i*  part  of  what  one 

rep  calls  "a  vicious  circle.  The  buy- 
ing technique  is  too  often  inferior  or 

inadequate  because  the  Inner  is  inex- 

perienced and  isn't  paid  \er\  well. 
lie  isn  t  paid  well  because  lie  doesn'l 
have  stature  in  the  shop,  and  because 

he  has  little  pie-tine  his  opinion  i-n'l 

considered  anywa)  so  that's  wh)  (he\ 
often  hire  people  with  no  opinion-." 

There  s  Mo  disputing  that  buyers 

don  t  make  enough  money.  Some,  of 
course,  hit  the  $25,000  level  and  are 

highl)  respected  professionals  on  a 
par  with  account  men  and  media  di- 

rectors. Too  man)  of  them,  however, 
are  at  the  less  than  $100  a  week  level 

and  the  hulk  appear  to  he  making 

somewhere  between  (6,500  and  $9,- 

300.    One  Inner  is  known  to  he  earn- 

ing   190   .1    wick       ami    lie   1  On)  1  "I-    .mil 

directs   ver)    ■  ompetentl)    .1   broadi  .1-1 
budget  "i  $3  million  a  yeai 

"Buyei -  an-  basii  all)  vei  \  smart 

people,  one  rep  sa) ».  "  ITie)  have  i" 
he  in  survive  in  a  \ci\  competitive 
business  where  am  secretar)  01  mail 

lio\  with  ambition  aspires  to  buying." 
^  'i  once  the)  ai  1  ive,  it  seems  the 

pa)  scale  1-  graded  onl)  slightl)  above 
iheii  pn\  ious  eai  nings.  Ii  take-  them 
years  to  hit  the  high-watei  mark  of 
I'    1  $10,    \nd.  in  the  mean- 

time, the)  re  1  ompel  ing  v.  ith  the  est  i 
mators,  statistii  ians  and  full-fledged 
Inn  11  -  1  ompetition  both  from  u ith- 
in  an  outside  the  agency. 

I  In-  woi  -t  angle  to  this  undei  pa)  • 
mciii.  sa)  the  reps:  most  buyers  make 
far  less  than  the  -ale-men   who  call  on 

them.    One  large  and  prosperous  ~ia- 

Inothei  rep  >  omments  on  1  In-  im- 
balani  e  bel  ween  bu)  ei  and  sellei 
1 1  -  a  -  nl  thing  « hen  t he  salesman 

know  -  -o  mm  h  more  than  the  bu 

ami  vei  \  often  tin-  1-  1 1  in  .  It  shouldn't 
be,  "i  '  "in  -1  I  In-  bu)  ei  should  I" 

Bmartei  than  the  seller,  and  hi-  should 
the    monej     m  Im  h    he    therefori 

eai  n-    and     M  Im  h     he    d< ■-•  I 
Ninety-nine  out  oi  100  buyers,  an- 

othei  rep  comments,  aren't  paid  as 
mui  h  as  the)  Bhould  I"-  in  even  thi 

highest  pa)  ing  -Imp-.  "Theii  salai  j 
i-  nevei  in  line  with  thai  ol  th<  cr<  1 

live    people    01    the    a   ml    people. 
^  el    ii"    mailer    how     hi  1II1, ml    the    <  op\ 

"i  how  '  levei  the  art,  if  the  1  ommei • 
cial  i-n  1  put  ini"  a  time  pei  iod  h hich 

was  bought  intelligent!)  it'll  nevei make  the  "\ ei  ihe-i  oimiei  Bales  the 

advet  tisei   want-     •■!  -  an  eet.     I  he  ve- 

Some  favored  agencies  among  N.Y.C.  reps 

Young    &    Rubicam    scored   the   most   unanimous   vote   as   an   outstanding 

l    in  trrms  oj  its  buyers,  buying  practices.    Ifs  "smart. 

Ogilvy,  Benson  &  Mather,  which  has  raft  oj  radio  accounts,  wis  cited  as 
aust  "it  i'U\\  irr\  well,  gets  mi  unusually  high  caliber  of  buyer" 

Crey  Advertising,  all-media  shop  like  Y&R,  was  commended  fot  encourag- 

ing buyers  to  knov  over-all  advertising  problems  and  act  "like  account  people" 

Cunningham  &  ̂ ^alsh  got  the  nod  for  having  "extremely  intelligent  buy- 
ers" who  l  nun  clients'  marketing  problems  very  well  "and  match  Inns  to  them" 

^^illiam   Esty  ""N  described  us  "a  stable  agency   with  n  lou   rm. 
turnover,   11   well   organized   media    staff    supervised   by    competent    manai 

Ted  Bates  &  Co.,  "despite  its  \>ur<  has,  ,,t  sfmi  b  formula,"  has  a 
smart,  sliiirj,  buying  group  "which  makes  sound  judgments  on  qualii\  as  welT' 

Bozell  &  Jacobs,  "''  example  of  a  smaller  agency,  was  rated  as  "unusually 
strong"  in   buyers'  understanding  of  markets   ami  stations,   of   fles 

timi  representative  firm  estimates  the 

average  timebuyer  its  men  call  on 
"make-  one  tilth  what  our  man  doe-. 

This  makes  lor  a  had  balance. 

"When  a  buyer  make-  less  mone)  than 
the  seller,  he  gets  on  the  defensive. 

\ml  he  also  applies  for  a  j"l>  as  a 

-ale-man!  We  get  dozens  of  buyers 

applying  for  jobs  because  the)  think 
v  e  all  drive  around  in  Jags  and  Cad- 

dies ami  spend  the  weekend-  sailing 

on  Long  Island  Sound.  \-  a  matter  of 

fact,  a  lot  of  us  do!  But  we  don't  talk 
about  things  like  that  in  front  of  a 

urn  who  i-  onh  making  $85  a  week!" 

hide  i-  111-1  as  important  as  the  1  on- 

lent     vet   agenc)    mai  I   doesn'l 

see    it    this    wa)    all    too    Frequently." 
Bottom-rung    Btatnre:      Vgenc) 

management   itself,  the   reps  agre< 

the    biggest    bugal      in    the    system. 
Vgencies  tend  t"  look  on  their  buyers 

as  "clerks"  "i  "slide-rule  manipula- 

tors    rather  than  as  "polic)   molders." 
Th»-\  are  inclined  t<>  downgrade  the 

buying  function  rather  than  upgrade 

it.  I'he\  indirect!)  encourage  the  buy- 

er t"  bu)  b)  rote  rather  than  h\  in- 
ventiveness. Hut  the  reps  say,  this 

1 1'lt'iisr  turn  to  page  1  1 
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At  sales  session,   William  Y.   E.   Rambo    (L),  advertising  director   of  Proctor,  and  Max  Tendrich,  v.  p.  of  Weiss  &  Geller  agency,  show 

promotion    materials.     Field   men   saw   a   "Follow   Thru"   demonstration    of   how    manufacturer   and    station   can   cooperate   at   the   local   level 

HOW  TO  MERCHANDISE  TV  — 

AND  WHY  YOU  MUST! 

Proctor  Electric  puts  100%  of  its  budget  into 

spot  television.    Sales  are  expected  to  triple  in  this 

4th  year  of  tv.    One  big  reason:  merchandising 

Screening  of  tv  commercials  is  highlight  of  sales  meeting.     Field  men  get  briefing  on 
what  they  can  do  to  push  sales  locally  in  cooperating  with  both  tv  stations  and  retailers 

wl  roctor  Electric  is  one  of  the  few 

advertisers  who  not  only  understands 

merchandising  but  can  explain  it. 

Despite  much-mouthed  merchandising 

concepts,  it's  still  a  rare  advertiser — 
or  agency — or  station — which  compre- 

hends the  techniques  and  benefits  of 
merchandising. 

Proctor  does,  which  is  why  mer- 

chandising follow-through  is  as  in- 
evitable a  corollary  to  its  television 

spot  time  periods  as  is  the  film  used 

in  them.  Proctor's  ad  budget  is  100', 
in  tv  spot  but  its  ad  manager.  \\  il- 
liam  Y.  E.  Rambo.  says  this  advertis- 

ing alone   isn't  enough. 
His  agency  agrees.  Weiss  &  Geller. 

New  York,  and  its  \  ice  president.  Max 

Tendrich,  subscribe  to  tins  merchan- 
dising   theory  :    "Even    day    we    learn 
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dial  announcements  .in-  nol  the  com- 

plete answer.  \l\  the  i\  spots  u<-  can 
buj  is  nol  tin-  solution  li  is  in  1 1 1< 
"follow  tin  u  in  getting  the  tele\  iaion 
stations  to  cooperate,  in  properl)  ex- 

plaining "in  i\  -im\  al  national  Bales 
meetings  and  in  showing  oui  u  com- 

mercials. These  will  convince  our  dis- 
tributors .mil  dealers  "I  out  story. 

It's  this  same  follow  through  which 
highlighted  a  recent  national  Bales  ses- 

sion of  Proi  t"i  field  men.  I  \  « as  the 

star  « > f  the  three-da)  show  al  a  coun- 
try club  near  New  York.    The  meeting 

caiiicd  a  "Follow  Thru'  theme  with 
client  and  agenc)  executives  briefing 

tin-  men  on  \\h\  the  total  budget  goes 
Id  ~|h >i  t\  ami  uliai  additional  t\  di\i- 
dends  can  be  gained  l>\  smart  mer- 
chandising. 

I  null  ich  gave  a  checklist  "f  met  ■ 
chandising  tools  \v li itli  ran  be  devel- 

oped and  ii-  I'd  In  the  field  staff.   Some 
of  these  ideas  originate  With  the  cli- 

ent, others  with  the  agency,  -till  oth- 
ers in  the  inventive  mind-  ol  local  t\ 

station  promotion  men.  rferes  the  li-t 
of  12  basic  local-level  activities  which 

merchandise  a   t\    spot   schedule. 
1.  Persona]  appearances  made 

!>\  a  team  ol  Man  Proctors  who  dem- 
onstrate in  store-  and  on  l\  the  ad- 

vantages ol  the  company's  line  the 
1'roctor  ironing  table,  -team  and  dry 
iron,  the  Zedalon  ironing  board  cover 
and   the   toaster. 

2.  JiiMiho  postcard  and  letter 

mailings  from  stations  to  distributors 

and     retailers     in     an     area.      "  \lmo-t 

everj  i\  station  on  the  spring  li>t — 19 

in  all— cooperated  in  this  kind  of  pro- 

motion." said  Tendrich. 
3.  Brochures,  often  in  the  format 

of  elaborate  and  detailed  presenta- 

tions, compiled  for  retailer-.  \\\l\. 

Milwaukee,  for  example,  circulated  35 
such  hook-  localh  and  included  such 

hard-sell  information  as:  "In  the  vast 

Milwaukee  area  the  woman  I  potential 
Proctor  customer)   has  a  net  effective 

buying    income   of   $2,635,959,000   and 

in  Milwaukee  Count)  alone  it  was  $1,- 

913,081,000  in   L955."    These  are  the 
kind    of    figures    retailer-    like    to    see. 

4.  Dealer  ta«is  b)  main  stations 
who  run  additional  time  for  dealer 

mentions  after  a  one-minute  Proctor 

commercial.  This  fall.  Proctor's  t\ 

film  commercials  on  the  ironing  table 
and  the  toaster  will  run  less  than  60 

seconds  so  there'll  be  time  for  a  tag. 

Client  promotion  ties  in   . 
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Big    headache    '-    showing    dealers    daytime    t\    copy,       tnswei      reprinted 

with   local  station   merchandising 

li 
DOCTOR 

Live  commercial  is  on.  oi  II  ways  t\ 

stations    perate.  l'io,  i"i  iron  i-  demon- 
strated "ii  Proi  tor's  folding  ironing  table, 

top  -ill' i  in  its  field.  Surveys  shov  that 

it's  "best  known,  mosl  preferred"  of  anj 
table.     (  . .\ •  t    i-   company's   own    Zedalon 

Mailing  pieces  such  as  this  one  -•■m t..  -'.i-'T  retailers  bj  Wklii  .  (  incinnati, 
are  circulated  bj  almost  ever)  station 

in  tin-  lineup.  This  one  im  ludes  t\  spot 

schedule  and  retailers'  costs  on  different 
items     in     a     four-page     color     brochure 

Local  contests  and  stunts  gel  extra 
attention,  give  sponsor  additional  divi- 

dends. Dick  Be.  ker,  WH  N-TV,  I  ..tu.nl.u-. 
was  j  ink.-. I  off  camera  bj  hook  as  audio 
announced  move  was  a  service  "t  Pro. 
tor.      It-   iron    i-    No.     !   or    I   among    top    IS 

PROCTOR  TOPS  ALL 

STEAM  IRON  DEALS! 

FREE 
-FREE 

■         mi  ii.  ii-  iPiciii 

X 
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Proctor,  Weiss  &  Geller  coordinate  a  barrage 

of  manufacturer-agency-station   merchandising  ideas 

5.  Talks  at  distributor  meet- 

ings given  l>\  local  station  manage- 
ment and  sales  executives.  Marvin 

Shapiro,  manager  of  WCAI  -TV,  Phila- 

delphia, made  tliis  type  of  an  appear- 
ance before  a  local  distributor  group. 

I'uo  other  stations  which  also  sent 

,  til  a  speaker  were  WCCO-TV,  Minne- 

apolis,  and  KLZ-TV .  Denver. 
6.  Product  introduction  to  new 

distributors  and  important  retail  out- 
lei-.  \\  TOP-IN.  Washington,  sent  a 

merchandising  man  to  see  the  Peoples 
Hardware  Co.  about  steam  iron  dis- 

tribution— and  a  week  later  the  iron 

was  in  18  new  outlets.  Tie-in  adver- 

tising for  the  product  was  arranged 

in  cooperation  with  five  major  Wash- 

ington stores  including  four  depart- 
ment stores  and   a   hardware  chain. 

7.  Local  contests  and  stunts. 

Proctor  products  are  given  away  as 

prizes  in  local  contests  and  sometimes 
a  station  will  schedule  an  on-camera 
stunt  which  features  one  item. 

8.  Reprints  of  the  local  televi- 

sion schedule.  These  have  been  pre- 

pared and  circulated  In  such  stations 

as  KYW-TV,  Cleveland,  and  \\  T\  Y 
Columbus.  The  latter  sent  out  150 

copies  of  its  schedule  of  IT  one-minule 

announcements  weekly  with  this  nota- 
tion: total  rating  points.  140;  tv 

homes  in  area,  438.09."):  number  of 
families  reached.  013.333:  number  of 

viewers  reached.    1.220. Odd. 

9.  Telegrams  to  distributors. 
These  are  sent  l>v  stations  on  special 

occasions  which  warrant  extra  atten- 
tion. 

10.  Improvements  in  the  Proc- 
tor schedule.  Revises  are  being  made 

constantly  bv  the  agency  and  by  sta- 

tions as  well.  One  wrote:  "Sunday 
night  we  ran  the  first  in  a  series  of 

great  musical  motion  pictures  instead 

of  the  roller  derby.  Since  the  pro- 

gram was  not  filled  we  took  a  few  of 
our  choice  accounts  and  spotted  them 

in   the   program." 11.  Live  commercials.  This  tech- 

nique is  used  by  stations  which  have 

Combined  promotion  of  Proctor  and  local  station  is  personal  appearance  of  one 
 of 

the  Mary  Proctors  who  travel  around  the  country  for  tv  and  non-tv  demonstrations  before 

housewives  This  gir]  appeared  on  WBZ-TV,  Boston's,  Movietime  during  National  Elec- 

trical Week,  explaining  to    Man  Dary  the  operation  of  both  the  steam  and  the  dry  irons 

strong  local  personalities.  Emcees  will 
handle  the  same  copy  themes  but  are 

supervised  closely  so  content  remains 
as  the  client   intended. 

12.  Displays.  These  are  erected 

!>v  man)  stations  in  studios  and  lob- 
hies.  But  some  stations,  such  as 

kROVTN  .  San  Francisco,  worked  out 

displays  in  department  and  hardware 
stores  where  heavy  trallic  would  pass 

by  and  see  the  station-advertiser  pro- motion. 

Merchandising  tactics  of  this  kind 

combined  with  on-the-air  telecasting 

add  up  to  imposing  sales  figures. 
\\  ei>s  J,  Geller  and  Rambo  estimate 

sales  volume  this  vear  will  triple  that 

of  1954 — the  first  year  of  tv. 

What  has  television  advertising  ac- 

complished? W&G's  Tendrich  gives 
this  answer:  "There  is  no  question 
that  today  the  name  Proctor  is  accept- 

able to  manv  households  as  standing 

for  a  qualitv  product  and  that  the 

name  has  made  an  impression  on  mil- 
lions of  households  because  of  the  ap- 

plication of  our  tv  formula. 

"It  has  taken  many  long  years  for 

companies  in  the  electric  housewares 

industry  —  General  Electric.  Westing- 
house.  Toastmaster.  Sunbeam  —  and 

countless  millions  of  dollars  in  adver- 

tising to  establish  their  product  ac- 
ceptance and  their  slogans.  Everyone 

knows  the  money  that  Westinghouse 

has  put  into  the  slogan  'You  can  be 

sure  if  it's  Westinghouse."  Compare 
what  Proctor  has  done  in  just  a  short 

time  to  make  its  slogan  'Is  there  a 
Proctor  in  vour  house?'  so  well 

known  !"" 

What  is  the  tv  formula  which  has 

paid  off  so  well?  To  begin  with,  savs 

ad  manager  Rambo.  it  involves  rat- 

ings necessarilv  but  it  doesn't  relv  on 
them  solely.  He  concurs  with  what 

Groucho  Marx  said  about  ratings  be- 
\wj.  used  as  a  measurement  of  sales 

rather  than  of  mere  noses,  and  that 

qualitv  and  impact  should  be  prime 
considerations,  too. 

But.  savs  Tendrich,  "We  have  to 
use  ratings  because  each  medium  must 

compete  on  the  basis  of  reaching  so 
manv  viewers  or  readers  at  a  certain 

cost.  Until  another  system  of  measur- 
ing the  number  of  tv  v  iewers  comes 

along,  we  must  depend  on  what  re- 
search people  give  us  today. 

"But  we  can  use  the  statistics  of  our 

television  schedules  to  our  advantage. 
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and    in'    have    developed    .1    f<   ula 
which  hai  been  successful   in  various 

markets  I'"  the  pasl  three  years. 

The  formula]  "Winn  we  go  into 
,1  in. 11  ket,"  sa)  -  I  endi  ich,  we  1 1  \  i" 
accumulate  .1  schedule  "I  l11  to  12  01 
more  commercials  thai  total  LOO  ral 

inji  points.  This  means  we  don  1  rel) 
on  one  Bhow  :  we  bu)  participations 
in  a  series  of  shows  bo  thai  from 

month  to  month  our  rating  picture 

doesn't  change  materially.  We  also 
aim  our  shows  li^ht  at  the  people 

who  bu)  toasters,  tables  and  irons 
aml  we  repeal  our  commercials  da) 

after  da) .  week  after  week. 
\i  a  recenl  sales  meeting,  agenc) 

people  asked  the  men  to  guess  how 

man)  television  impressions  were 

made  b)  the  Proctor  commercials  in 
l()  t\  markets  last  spring  during  a 
nine-week  drive.  The  Texas  represen- 

tative came  close,  guessing  530  mil- 
lion w lit-n  the  total  was  561    million. 

These  t\  impressions  add  up  to  im- 
pacl  and  sales,  as  reported  bj  Barbara 
Dilworth,  marketing  manager. 

Here's  whal  she  says:  \  W  estern 
I  nion  survej  shows  the  Proctor  toast- 

er to  be  nut-  of  tlic  top  three  in  such 

major  markets  as  Philadelphia,  New 
York,  Milwaukee,  Denver  and  Boston, 

among  the  t<>|>  four  in  \\  ashington. 

On  ironing  tables  she  says  Proctor 

"is  b)  far  the  besl  known  in  America, 
the  most  preferred,  the  best  advertised 

and  the  overwhelming  first  in  choice 

according  to  a  similar  Western  I  nion 
survey.  Some  of  the  findings:  in 

Washington,  the  table  i-  known  b) 
name  1>\  more  than  1 5  times  a-  main 

people  as  mentioned  other  brand 
name':  in  San  Franc  i-co.  13  timc^  as 
main . 

One  of  tlu>  compan)  -  major  prob- 
lems lias  been  to  inform  retailers  on 

how  Proctor  products  arc  being  pro- 
moted and  advertised  in  a  given  mar- 

ket. The  difficult)  i>  that  most  of  the 
t\  announcements  are  aired  during 

daytime  hours  when  appliance  deal- 

ers are  working.  [*o  give  them  a  hel- 
ler   idea    of   exactl)     what    i-    in    the    l\ 

commercials,  the  agenc)  has  prepared 

an  eight-page  black-and-white  bro- 
chure with  full  stor\  hoards  from  each 

current   commercial. 

It.  too,  is  geared  to  the  Follow  I  hru 

theme,  asking  retailers  "What  kind  of 

advertising  works  best  for  you?"  and 

answering  "Advertising  in  your  trad- 

ins  area  reaehins:  vour  customer-."     ^ 

"PROOF  OF  PURCHASE"  PROMOTION 

HYPOS  STATION   RESULTS,   RATINGS 

H'1'  ~  a  station  promotion  in  use  around  the  countr)  that 

national-level  advertisers  and  agencymen  might  have  missed 

1  ommunit)  Club  Awards  has  a  promotional  plan  which  gctu 

all)  channels  the  purchasing  powei  of  women's  civic,  religious, 
fraternal  and  Bocial  organizations  to  specific  products  adver- 

tising on  the  participating  t\  01  radio  station. 
I  hi-  1-  the  w.n  it  works:  club  members  earn  cash  awards 

for  theii  organization  in  competition  with  othei  clubs  b)  c..| 

lectin.'  "proof-of-purchase"  material  (sales  -lip-,  box-tops, 

cartons)  "i  supplying  "lead-'  fnames  of  pregnant  women  foi 
1  diapei  service  Co.,  people  about  t"  relocate  i-i  1  moving 

company).  Cash  award-  an-  given  each  week  with  a  grand 
prize  presented  at  the  end  "I  tin  I  1-week  campaign.  Prizes 

an-  awarded  l"i  total  volume  and  volume  pel  capita,  affording 

equal  opportunit)  to  large  and  -mall  groups. 

\t  the  end  of  the  campaign  the  station  purchases  all  tie-  i-- 
ceipts,  bottle  cap-  and  box  top-  turned  in  b)  non-winning  <  lubs 

at  $]  pci  $1,000,  making  ever)  participating  club  a  winner  in 

proportion  to  their  effort.  I  he-  award-  range  from  110,000  pel 

campaign  in  major  markets  to  a-  little  a-  11,500  in  -mailer in. 11  kets. 

The  interest  stirred  b)  this  type  of  promotion  can  hi-  Been 

from  reports  of  participating  stations.  One  mentions  that  "-c\  - 
eral  women's  clubs  have  taken  to  following  around  a  spon- 

sor's truck  mi  deliveries  to  ask  for  the  receipt  for  their  organi- 

zation." Another  repent-  in  a  local  church'-  newsletter,  the 
notice,  "a  box  will  he  placed  in  the  lobb)  cd  the-  church  each 
Sunda)  before  Mass,  where  you  ma)  deposit  your  receipts, 

box   top-,   bottle  caps,  etc-. 
Working  with  two  basic    assumptions:   l1    women  control  a 

a   I  bit  of  household  spending  and  2)   womens'  clubs  always 
need  money,  the  idea  has  paid  off  big  for  sponsors  and  stations 

throughout  the  country.  .  T* 

How  they  stage  a  Community  Club  campaign 

Gather  the  women.    Luncheon  "i   breakfast  "Koffee  K late  li  ' 
for  the  aiea  -  we. men  -  clubs  i-  the  tn-i  step.  Outline-  the-  c  ontesl 

and  explain  how  their  organizations  1  an  compete  t"i  cash  pi  izes 

SPONSOR 24  august  1951 

When  contest  is  underway,  rent  a  hall  with  enough  r<  >«  «in  for 

displays  for  your  sponsors.  Stack  ever)  "proof  of  purchase'1 
item   turned   in   in   pile-.    Give  door-prizes   and    free  samples 

Give  bonus  "proof  "I  purchase"  -lip  equivalent  te.  $500  in  pur- 
chases to  members  visiting  all  e.t  the  sponsoi    1   ths.     Have 

women's  wear  sponsor  stage  fashion  show,  anothei  suppl)  musii 

Make  final  awards  a  big  event     either  simple,  or  a  la  cirt  us 

the  evening  -hould  he  light  and  entertaining,  n>e  long  speeches, 

an  emcee  w  ho  will  keep  things  moi  ing  a-  w  inner-  tee  eive  1  I 
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"MOVIE-MEN  DON'T 
KNOW  HOW  TO  USE  RADIO 

The  right  radio  copy  sells  for  the  theatre-owner,  reports  Gordon  Mc- 

Lendon.  Both  a  radio  station  and  theatre-owner,  McLendon  started  a 

trend  which  has  paid-off  hig  for  Southwest  exhibitors.  With  radio  and 

a  good  copy  approach  reruns  play  to  top  houses,  outdraw  first  run  films 

Gordon  McLendon,  who  wrote  the 

article  below,  is  in  a  unique  position 

to  comment  on  use  of  radio  by  moiic 

theatres.  A  veteran  radio  broadcaster 

and  radio  innovator,  he  also  comes  of 

a  family  with  movie  theatre  interests. 

#%    recenl    meeting    of   New    Jersej 

theatre-owners  had.  at  times,  a  fright- 

ening resemblance  to  business  conven- 
tions of  1932. 

There  were  new  reports  of  shudder- 

ings,  a  general  air  of  apprehension  and 
a  slow  but  terrif\  ingly  steady  decline 
at  the  boxoffice.  Worried  exhibitors 

blamed  alternate^  the  weather,  televi- 
sion, lack  of  product,  clearance  prac- 

tices— almost  everything  but  them- 
selves. 

A  deep  fog  had  settled  over  many 

of  New  Jersey's  old  theatre  giants,  and 
one  theatreman  even  paraphrased  Joe 

E.  Lewis'  famous  remark,  "hell,  all  of 
this  talk  about  a  possible  recession 

doesn't  bother  me— I'm  going  broke 

right  in  the  boom." Amid  the  general  atmosphere  of  ten- 
sion that  hung  over  the  meeting,  it  was 

almost  fitting  that  the  convention,  in 
full  tactical  retreat,  should  adjourn 

with  a  report  that,  among  other  things. 

ninet\  percent  of  New  Jerse\  theatre- 
owners  found  radio  advertising  of  lit- 

tle or  no  value  to  them. 

Simultaneously,  in  the  sweltering 
bayous  of  Houston,  2.000  miles  away, 
there  was  a  striking  paradox.  The 

suburban  \  ale  and  Broadway  The- 

atres, both  1,400  scat  bouses,  were  har- 
ried  for  a   different   reason.      Record- 

Cordon  and   I!.  R.  McLendon,  in  front  of 
theii    theatre.    ili<-    Casa    Linda    in    Dallas 



breaking  crowds  jammed  both  theatres 
for  a  full  week. 

I  he  reason  was  not  cleai l\  apparent. 

The  feature  attraction  was,  "  I  he 
Snows  of  Kilimanjaro,"  a  picture 
which  had  played  everything  but  home 
movies.  Yet  the  picture  was  held  ovei 
for  a  full  seven  days,  fnrough  the  full 

seven  daj s,  it  did  more  than  hlu  pei • 
cenl  bettei  business  than  first-run  pic- 
tures  did  al  either  "I  the  two  theatres 

and  first-run  pictures,  in  addition, 
could  last  onlj  three  daj  s. 

I  here  had  been  no  tele^  ision  adver- 

tising for  tin-  picture  and  no  more  than 
the  normal,  -mall  newspaper  boxes. 
Bui  a  few  discerning  observers  noted 
thai  the  Broadwaj  and  Yale  were  car- 

rying a  heav)  schedule  "I  radio  an- 
nouncements on  Houston's  new  inde- 

pendent,  K.I I  T.  I  he  announcements 
were  unusual  (see  sample  cop)  below). 

I  he  announcements  were  an  interest- 

ing example  of  a  new  technique  ol 
imager)  transfer  developed  over  a 

three-year  period  l>\  McLendon  radio 
stations  KILT  in  Houston,  KLIF  in 
Dallas  and  KTSA  in  San  Vntonio.  B) 

May,  1957,  the  technique  was  so  re- 
fined thai  it  was  now  possible  to  pre- 

dict gross  receipts  with  some  accuracy. 

There  were  other  eye-opening  tests 
of  the  new  technique.  Earlier,  the  same 
tv.o  theatres,  owned  1>\  Willow  in  En- 

terprises, had  used  a  similar  heav} 
schedule  on  Mil  with  highl)  imagin- 

ative cop)  for  two  less-than-award- 

winning  pictures.  "\  oodoo  Island"  and 
"Pharaoh's  Curse."  ̂ gain  the  pictures 
had  played  l>otli  theatres  da)  and  date 
for  seven  days  to  business  sixty-five 
percent  better  than  first-run  pictures 
which  could  last  onl)  three  days. 

I  wo    hundred    miles    westward,    in 

— • . ■  r  i  Vntonio,  i  inema  \  1 1  I  heal  res 
were  h.i\  ing  even  more  spo  taculai  »u< 
i  ess  "ii  Radio  Stal  ion  K  I  ̂  \.  Here 

n.  disdaining  the  i  anned  ti ipe  of- 
fered b)  the  j > r •  >•  1 1 1 •  ing  i  ompanies,  and 

using  instead  excellent  creative  copj 

pul  togethei  b)  San  Vntonio's  Frasei 
\  Wiggins  Vgency,  the  big,  2 
seal  theatre  had  adopted  a  revo- 
lui  ionai  j   polic)  :   it  deliberatel)   asked 
foi      -ind     took     thr     thud     and     fourth 

>  hoi<  e  pi'  tin es  in  San  Vntonio.  <  Iffi- 
cials  .it  i  inema  \h  made  no  effort 

to  compete  foi  the  two  top  films. 

General  Manage]  Bill  O'Donnell 
said,    "W  e    prefer   to    take   the   thud 
and    fourth    attractions   and    pla)    thrm 

as  a  double  bill.  The  advantages 
are  tremendous.  W  ith  a  bea>  \  militai  \ 

population,  accustomed  to  double  fea- 
tures al  theii  eastern  homes,  and  with 

j  high  Latin-  American  population,  also 
accustomed  to  Spanish-language  dou- 

ble features,  we  have  found  that  double 
features  are  peculiarl)  important  in 

San   Vntonio." 
Cinema  \ it  had  been  |>ei  h-<  ting  it- 

radio  techniques  since  I  Decembei 
1955,  when  it  bought  the  lexas  from 

it-  competitor,  Interstate.  I  ntil  thai 
dale  the  house  had  hern  playing  split- 
week  ln-i  run.  Recently,  in  June,  it 
took  two  leftover  pictures,  hacked 
them  w  ith  a  radio  i  ampaign  on  KTSA, 

and  incredibl)  played  to  more  admis- 

sions than  "Gunfighl  al  the  •  )k  Cor- 

ral, '  top  grossei   in    Vmei  tea  in  June. 
On  I  Februar)  1957,  with  young 

people  in  school,  (inema  \rt  picked 
up  two  dead-as-a-doorknob  oldie-. 
"Twent)  I  housand  Leagues  I  nder 
I  he  Sea"  and  "Davj  Crockett,"  and 
double-billed  them  to  the  amazement  of 

Loth  opposition  and  producers.  "Twen- 

i  j     I  housand    Leagui  in   some- 
thing hkr  it-  one  hundredth  i  un  in 

Vntonio  the  picture  had  been  milked 

•  Its  ami  nobod)  wanted  u  "•  rocketl 
was  thought  t"  be  so  dormant  that  the 
pi oducers  were  about  i"  take  it  out  ol 
release  altogethei  and  would  have  done 
so  in  anothei  week. 

I  be  producers  were  so  sh<  m  Led  it 
<  inrma  \i i  -  bu)  that,  even  h ith  it- 
record  of  unbroken  successes,  the)  re 

fused  to  provide  an)  monej  al  all  foi 

promotion.  "Nol  a  dime,  it  jusl  won't 
work,  the)  told  him.  "we  want  to 
Bell  |>i(  hires  1  ul  nol  this  had.  \\  e'll 
even  sell  this  one  to  you  Hal  no  per- 

centage and  you  take  the  difference 

and  bu)  youi  own  ,n\^.  We  won't  split 

a  penn)  w  ith  j  ou  on  promotion." 
Cinema  \ 1 1  t""k  the  i  hallenge  and 

spenl  a  60-40  budget  split  between  i.i- 
dio  and  newspapers.  The  result,  using 
K  I  S  \.  was  a  Bpe<  ta<  ul  ti  housi  i  cord 
at  the  Texas  fneatre  and  some  highl) 

embarrassed  disti  ibutoi  - 

In  mid-September,  1956,  aftei  -<  hool 
had  started,  the  fexaa  used  Klx\  foi 

a  w  hopping  i  ampaign  on  "Hold  Ba<  k 

the  Night,"  and  "^  oung  <  .un-."  both featuring  stars  probabl)  nol  even  well 
known  to  their  studios.  W  itli  radio,  the 

lexas  again  knocked  them  dead.  From 

111  through  2")  January,  1957,  it  got 
similar  results  with  "Don't  Knock  The 
Rock"  and   "Rumble   on   the    Docks." 
\ n*l  these  were  weekl)  occurrences — 
with  creative  radio  commercials  on 
k  I  S  \  the  dominant  ad  campaign. 

The  new  technique  probabl)  orig- 
inated fir-t  at  KLIF  in  Dallas.  Here, 

management  was  fortunate  in  owning 
hoth  its  own  radio  station,  kill,  and 

a  good  suburban  theatre,  the  <  asa 
Linda,    for   purposes   of   experimenta- 

Exciting  copy  technique  and  radio  saturation  drew  top  crowds  to  rerun  movies 

"The  Snows  of  Kilimanjaro"  had 
played  everything  but  home  movies.  The 

picture  seemed  completely   dead  and  yet  it 
was  held  over  for  a  full  seven  da\s  ami 

during  that  time  did  oO'r  better  than  tirst 
run  pictures  did  at  (WO  other  movie  houses 
in  the  area.  Excitement  was  created  b\ 

a  heavy  schedule  ol  radio  spots  on  KII.T. 

Houston   promoting   the   Hemmingway    film. 

RADIO  COPY 

SE  :  Music,  I  p  and  I  nder 

\W  Kilimanjaro  i-  a  snow-covered  moun- 

tain 19,710  feel  high  ih<-  highest  in  \frira. 
It-  western  summit  i-  called  Ngaje  Njjai — 

the  House  of  God.  <  !"-<•  t"  the  summit, 
there  i-  the  dried  and  frozen  carcass  ol  .1 

leopard.  No  one  has  explained  what  the 
leopard    was    seeking   at    that   altitude.    .    .    . 

SE:  Changi  Musii .  1  p  and  I  nder 

\W:  This  was  the  riddle  of  the  eternal 

snows  of  Kilimanjaro  .  .  .  for  llarr\  Street, 

it  mean)  -harp  memories  .  .  .  <  jmthia,  the 

model  with  grey-green  eyes  and  the  leg 

a  coll  .  .  .  the  wild  -uirl  of  the  matador's 
cloak,  the  <im.  k  frightening  red  of  blood.  .  . 

"Citizen  Kane"  never  got  off  the  -round 
in  its  premier  in  1941.  With  Kill.  Dallas' 
<<./>>  approach  "Kane'1  broke  the  all-time 
box  office  record  for  this  theatre.  \(>  other 
picture  even  came  close,  and  thu  record 

was  duplicated  by  other  theatres  using  radio. 

Drive-in  theatres  in  Houston  featuring  "( iii- 
zen  Kane"  bypassed  radio  annount  ements 
tor    newspapers    and    died    a    terrible    death. 



Radio  Copy  f"r  motion  pictures   i-  general!)    poor  and  promotion  limited  says  McLendon 

Imaginative  copy  and  radio  saturation  produces 

top  box-office  for  second  and  third  choice  pictures 

tion.  In  the  early  spring  of  1954. 

KLIF  suggested  that  the  theatre  bring 
hack  a  picture  which  had  earlier  laid 

an  egg  at  the  boxoffice.  "Not  only 

that."  said  KLIF.  "bring  it  back  on 
your  three  worst  nights:  Monday, 
Tuesday  and  Wednesday.  We  want  to 

run  a  test  radio  campaign,  using  some 

unusual  copy  angles,  and  see  what  will 

happen." The  Casa  Linda  management  snick- 

ered and  chose  "Full  House,"  an  art 
feature  whose  only  distinction  was  that 
it  had  set  the  all-time  house  low  at  the 

Casa  Linda  a  year  or  so  before.  The 

Casa  Linda  laughed  even  harder  when 

the  heavens  opened  up  and  literally 

drowned  Dallas  all  three  nights  of  the 

rerun.  Yet,  despite  the  unbelievable 
weather,  the  three  weakest  playnights 

of  the  week  and  the  horrible  past  of 

"Full  House,"  when  boxoffice  returns 
were  in,  "Full  House"  had  done  seven 
times  the  business  of  its  initial  run. 
The  Casa  Linda  then  asked  KLIF  to 

develop  a  similar  approach  for  "Citi- 

zen Kane,"  which  never  got  off  the 
ground  anywhere  when  first  shown  in 

1941.  With  KLIF's  copy  approach, 
"Kane"  broke  the  all-time  Casa  Linda 

boxoffice  record.  O'Donnell  grabbed 
the  picture  for  his  Bowie  Theatre  in 

I  "it  Worth,  used  the  same  KLIF  cop\ 
approach  with  another  heavy  radio 

schedule,  and  also  broke  the  Bowie's 
all-time  house   record.    No   other  pic- 

ture had  ever  come  close.  Drive-in 

theatres  in  Houston  then  played 

"Kane,"  bypassing  radio  for  newspa- 
pers, and  died  an  excruciating  death. 

Here  is  one  of  KLIF's  typical "Kane"  spots: 

ANN:  In  almost  any  gathering, 

where  people  are  asked  to  name  five 

motion  pictures  they'd  like  to  see 
again,  Orson  Welles'  frightening  "Citi- 

zen Kane"  invariably  is  brought  up. 

Have  you  ever  wondered  why  "Citizen 
Kane"  has  never  been  brought  back? 
When  "Citizen  Kane"  was  first  made. 
W  illiam  Randolph  Hearst  reportedh 
banned  the  name  of  Orson  Welles  from 

ever  appearing  again  in  a  Hearst  news- 
paper or  magazine  .  .  .  but  neither  the 

combined  efforts  of  Hearst  and  his  ace 

columnist.  Louella  Parsons,  could 

squelch  "Citizen  Kane."  because  as  it 
turned  out  "Citizen  Kane'  was  one  of 
the  five  greatest  motion  pictures  ever 

filmed  .  .  .  but  Hearst,  it  appears.  \\a~ 
powerful,  because  after  it  was  shown 

once,  "Citizen  Kane"  became  mysteri- 
ously impossible  to  find  in  any  Ameri- 

can theatre  .  .  .  now.  five  years  after 

Hearst's  death,  "Citizen  Kane."  a  most 
unforgettable  motion  picture  experi- 

ence, opens  exclusively  at  the  Casa 
Linda  Theatre  in  Dallas  next  Sunda\ 

for  four  days  onl\ . 

In  Fort  \\  orlh.  O'Donnell  now  satu- 
rates radio  almost  weekly  for  the 

Bowie:  in  San  Antonio,  similar  regular 

use  is  made  of  KTSA  for  the  Texas. 

and  now  for  his  Josephine.  Laurel  and 

W'oodlawn  Theatres.  In  Houston,  Wil- 

low in's  Yale  and  Broadway  are  break- 
ing all  records  with  KILT.  In  Dallas. 

Interstate  has  begun  to  use  KLIF  hut 

still  must  perfect  its  cop\   techniques. 

Isn't  the  cost  for  proper  saturation 
prohibitive?  And  what  is  proper  satu- 

ration? The  answer  to  the  first  ques- 

tion is  that  the  cost  couldn't  he  pro- 
hibitive because  both  Willowin.  on 

Houston's  KILT,  and  Cinema  Art,  on 
KTSA  in  San  Antonio,  paid  card  rate 
for  schedules.  Cinema  Art  paid  card 

rate  in  Fort  Worth,  too,  for  the  Bowie 
Theatre.  In  Dallas,  the  Casa  Linda 

has  been  able  to  experiment  at  no  cost 

through  common  ownership  of  KLIF. 
Farly  experiments  would  have  been  too 

costly  had  they  been  continued.  To 

promote  "Kane."  KLIF  used  a  satura- 
tion schedule  that  would  have  cost  the 

Casa  Linda  $1,300.00.  The  Casa  Linda 

could  have  spent  that  amount  and  still 
made  out  handsomely,  as  it  turned  out. 
hut  both  the  theatre  and  KLIF  arrived 

at  the  conclusion  that  there  had  been 

over-saturation.  On  "Snows,"  KLIF's 
saturation  campaign  of  ten  spots  per 

day  for  three  davs  at  $200.00  per  dav 
would  have  cost  $600.00.  The  follow- 

up  campaign  of  quickies,  after  the 
movie  opened,  would  have  cost  another 
$200.00.  The  picture,  bought  flat, 

grossed  nearly  seven  thousand.  Even 
in  this  instance.  KLIF  believes  the  cost 

could  have  been  cut  to  six  hundred 
dollars  with  no  loss  of  attendance. 

In  the  case  of  KILT  and  Willowin. 
and  KTSA  and  Cinema  Art.  in  no  case 

have  any  of  these  theatres  spent  more 
than  $500.00  to  saturate  for  any  pic- 

ture. A  general  formula  of  ten  spots 

per  day  three  days  prior  to  the  open- 
ing of  a  new  playbill,  plus  five  spots 

per  day  follow-up  has  been  adopted. 
Obviously,  as  copy  examples  must 

clearly  indicate,  this  new  radio  method 
for  motion  pictures  depends  upon  the 

creation  of  a  picture  in  listeners"  minds 
—  "imagen  transfer."  if  you  will.  No 
picture  that  can  he  put  upon  a  televi- 

sion screen,  no  advertisement  in  a 

newspaper,  can  paint  a  picture  as  \  i\  id 

as  the  picture  that  the  human  imagi- 
nation can  plant  upon  the  human 

mind.  Often,  the  picture  created  in  the 
listeners  minds  by  the  announcements 

are  exaggerated  pictures — but  they  are 
created  h\  the  listener  himself  and  thus 

are  apt  to  be  far  more  provocative  of 

attendance  than  any  trailer  showing  di- 
rect  scenes.      As   important   in   selling 
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man)  pictures  is  <  ■  ■  | ■  \  winch  induces  a 
cei I. mi  in   I. 

I  his  ilii'in  \  .if  imagei  \  1 1 ansfei  is 
nol  r n- w  Imii  ii  i-  -till  not  often  used. 

\ru  ̂ inik  -till  lags  I. n  behind  man) 
hinterland  cities  in  radio  commercial 

development.  \\  e  maintain  ih.ii  the 

qualit)  dI  creative  copj  on  oui  stations 
in  Texas  is  fai  superioi  to  thai  "I  an) 
New  ̂   i>i k  station  oi .  foi  that  mattei . 

nf  Los  Vngeles  and  Chicago  stations. 

\\  err  agencies  in  these  three  \  ital  time- 
buying  centers  able  to  heai  some  "I  the 

startlingl)  creative  work  from  hinter- 
land agent  ies  and  radio  stations,  a  new 

revolution  in  radio  would  begin.  Ml 

of  u-  gnash  our  teeth  at  the  fact  thai 
the  radio  heard  in  New  ̂   ork  l>\  na- 

tional timebuyers  is  utterl)  atypical  of 
the  resl  ol  the  nation. 

However,  il  brickbats  arc  to  be 

thrown,  the)  must  be  thrown  at  the 
motion  picture  producers  themselves. 

Despite  increased  radio  interest — as 
witness  a  strong  campaign  in  major 

markets  for  "The  Pride  and  the  Pas- 

sion" -cop)  is  >till  generall)  poor  and 
such  promotion  limited  to  a  few  big 

first-run  pictures.  \\  ith  the  cop)  ap- 

proach developed  for  "'Kane"  produc- 
ing  such  sensational   success,    RKO  ex- 

Only   ONE    is  atop  the 

Continental  Divide 

Serving  both  the  Atlantic  and 
Pacific  Sides  of  America 

KXLF-TV4  Montana 
Butte 

East— The  Walker  Co. 

West — Pacific  Northwest  Broadcasters 

ecutives  in   New    ̂ oik   were  interested 

>■   igh  to  inquire  ol    I  •  (as  loam  h  ol 
tn  i  i  m  hat  was  i  a  using  this  re\  h  al  of 
a  pictui  e  i  hat  had  nevei   been  suco 
iiil  elsew In  i e.    ̂   et,  w hen  the  infoi ma 

lion  was  transmitted,  nothing  was  evei 
done  about  it. 

I  he  same  can  be  said  "I  "Snow  - 
no  effort  has  been  made  b)  20th-(  i  n 
iui\  Fox  even  to  inquire  b)  what 

magic  a  neighbor!   I  theatre  in  Dal- 
las was  able  to  gross  nearl)  seven  thou- 

sand dollars  in  a  single  week  on  a  |>i<  - 
tine  thought  in  be  .1-  useless  as  a  Bix- 

da)  -old  streetcar  transfer.  Da\  id  ( ). 
Selznick  complains  loudl)  that  theatre- 
owners  show  no  demand  for  great 

oldie-  like  "Tom  Sawyer"  which,  he 

says,  could  be  exploited  with  greal  suc- 
cess. ^  et  no  doubt  he  w  ill  nol  even 

make  the  |>n  ture  i\  a  liable  to  exhibi- 
tors to  make  the  attempt. 

Both      "Kane        and      ""Snow-        had 

startling  subsidiar)  results,  \fter  the 

smashing  success  of  the  rerun  in  sub- 
urban theatre-,  drive-ins  picked  the 

pictures  up  and  benefited  from  the  m- 
dio  campaign   with   increased   grosses. 
\nd  houses  in  -mallei  town-  within  the 

coverage  of  KILT,  KLIF  and  KTSA 
began  to  bu)  the  picture,  pla)  ing  to 
1  >  i  o  houses  on  the  backwash  of  the 

campaign,  and  thus  creating  new  sales 
for  20th  ami  l!k<>.  These  secondary 
effects  ol  the  radio  campaigns  produce 

more  mone)  for  the  producer-  than  the 

primar)  rerun-. It  i-  not  too  much  to  believe  thai 

some  of  the  greal  pictures  alread) 
shown    on    television    ma)     yel    gross 

ureal   -um-   in   the   theatre-    it    properl) 

imaginative  cop)  is  constructed  creat- 
ine; a  de-iie  to  -(■••  the  picture  under 

more  favorable  circumstances  than  a 

tin\  home  screen.  \'~ 

WTUX 
IN    WILMINGTON 

DELAWARE 

YOUR  BIG 
BARGAIN 

station  covering  the  millions 

in   the   rich   Delaware  Valley 

ask  your  Walker  man  about 

the  "1290  Club"  1:00-6:00 PM   daily 

for  results  that  count  and  can 

be  counted  use 

Wilmington.    Dcla 

1290  on    the   dial WTUX 

"Amazing  child  —  he  even  under- 
stands world  affairs  —  listens  to 

KRIZ   Phoenix  all  day  long." 

This  is  a  picture  of 
a  man  winking  at  a 

pretty  girl  in  the  dark 

IF  YOU  ARE 
WINKING  AT 

THE    HOUSEWIVES 

IN  SAN  ANTONIO, 

DO  IT  WHERE 

IT  COUNTS...  ON 

KSTE 
More  Daily  Home  Au- dience  in   S-QM  (\/Ab*AD 

Than     Any    Other     Stations 
•    Cool  Cots     get  their 

kicks    elsewhere 

Coll    Avery  Knodel,    Inc. 
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mor MILLION 

F»l 
re    than BILLION dollar 

MBlW* SUTWHS %SSfr 
MJBEW* 

•Population  (1956)   1,123,1  16 

♦Retail  Sales  (1956)  $1,146,094,000 

♦1956  over   1955  UP  10.7% 
Highest  percentage  increase  in  Canada 

Households  (BBM,    1956)  297,600 

Total  BBM  (1956)  290,800 

97%  of  Alberta  Households  are  delivered  by 

CJCA  .  .  .  CFAC  .  .  .  CJOC 

Representatives  .  .  . 

U.S.A. 

Weed  &  Co.,  New  York 

Canada 

All  Canada  Radio  Facilities  Ltd. 
Toronto 

"Bureau   of   Statistics   Gov't    of   the    Province   of 
Alberta 

c^zWzk^^ 
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**^* THE  MARKET 

Output  of  goods,  services 

was  up  11%  in  1956 

while  the  Canadian  is 

both  spending  more 

and  saving  more. 

Ad  billings  are  up  15% 

CANADA:   BUILDING    UP   IIS 

I  o  sa\  that  Canada  and  the  I  .  S. 

are  "close"  is  putting  it  mildly.  The) 
are  not  onlj  intimate  geographical!) 

and  ideologically  hut  economically, 
too.  As  a  matter  of  fact,  one  can 

practically  follow  the  ups  and  downs 
of  Canadian  economic  health  by  read- 

ing   the    L.    S.    business    barometers. 
\nrl  \  ice  \ersa. 

Is  the  I  .  S.  booming?  So  is  Canada. 

\nd  wasn't  there  a  recession  a  couple 
of  years  ago  in  the  States?  Same  for 

Canada.  Didn't  consumer  prices  start 
to  crawl  up  last  year?  Ditto  for  the 

Dominion.  And  isn't  the  competition 
for  credit  pushing  up  the  price  of 

money?  And  isn't  this  cutting  down 
the  supply  of  mortgages  for  homes  and 
new  home  starts?     Canada,  too. 

The  scramble  for  money,  while  par- 
ticularl)  keen  at  this  juncture,  is 

spurred  by  long-term  factors  as  well. 
Canada  is  going  through  the  throes  of 

industrialization — though  "throes"  is 
really  too  strong  a  term  since  Canada 

is  being  transformed  with  remarkabh 
little  in  the  wa\  of  growing  pains. 

I  he  Dominion  is  adding  industrial 
muscle  at  the  same  time  it  is  putting 

on  the  fat  of  a  higher  standard  of 
li\  ing. 

Canada's  output  of  goods  and  sei\- 
ices  went  up  a  heft)  \\'(  last  year, 
the  same  rate  of  growth  as  the  year  be- 

fore. The  major  factor  in  the  1956 
hike  was  capital  outla\  for  new  plant, 

machinery  and  equipment,  hence  the 

competition  for  credit.  The  outla\ 
came  to  a  solid  $6  billion,  up  nearh 

40$  over  1955. The  dollar  increase  was  the  biggest 
since  the  end  of  World  \\  ar  II. 

The  reins  on  new  residential  con- 
struction do  not  mean  Canada  is  build- 

ing fewer  homes.  Actually,  new  home 

construction  was  5'r  higher  last  year 

than  during  1955.  However,  the  5' , 
in  1956  compares  with  a  27%  jump  in 

1955  over  1954.  Nor  is  the  building 
materials     industry     and     the     people 

W  i            A 

Si              ....    .  -,  ~~ 
mm 

1*  .V'-~ 
""^•^^^rT" 

1.  Canada's  population  is  up 

YEAR POPULATION 

1950 

1951 
1952 

1953 

1954 
1955 
1956 

1957 

13,712,000 

14,009,000 

14,459,000 

14,845,000 

15,287,000 

15,698,000 
16,081,000 

16,503,100 

Source:    DBS,    L950-5C;    BBM,    1957;    1    June   each   rear, 

mil 

2.   So  is  its  output  .  .  . 

YEAR  CROSS    NATIONAL    PRODUCT 

1 000' 

1950.,  $18,203,000 

1951  21,474,000 

1952  _  23,255,000 

1953  ...  24,473,000 

1954  24,336,000 

1955  ...  26,916,000 

1956  29,866,000 

Source:    DBS 

3.  And  its  consumer  spending. 
YEAR 

CONSUMER  SPENDING 
'000' 

1950    $12,029,000 
1951 13,273,000 

1952          14,366,000 

1953 15,112,000 

1954 
15,881,000 

1955 
17,139,000 

1956 18,556,000 

Source:    Dlts,    persona] 
ami   services. expenditure    on    consumer    goodi 
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INDUSTRY   AND   STANDARD   OF   LIVING,   TOO 

working  in  ii  feeling  anj  pinch.  I  oi 
non-residential  construction  was  u|> 

lasl  year. 
While  Canada  builds  up  the  sinews 

•  >f  an  i 1 1 •  I u ~~ 1 1  ial  Bociety,  it-  people  are 
increasing  in  number  as  well  as  show- 

ing an  increasing  appetite  For  what  arc 
often  called  the  good  things  in  life. 

The  1956  census  counted  16,080,79] 
( lanadians  as  of  I  June.  I  bis  com- 

pares with  I  1,009, 129  totaled  in  the 

I().">1  census.  During  the  pasl  year, another  500,000  Canadian-  or  -ii  have 
been  added  to  the  tall) . 

Canadians  are  Imih  spending  mine 
ami  Baving  nunc.  The  grand  con- 

sumer spending  total  last  year  came  to 
$18.6  billion,  well  above  the  s|7.i  bil- 

lion figure  id  I1)")")  and.  therefore,  an 
increase  nut  due  to  the  population 
rise  ahnie.  Must  id  the  spending  in- 

crease was  accounted  lor  l>\  non-dur- 
able goods  and  services  with  durable 

goods  purchases  slowing  down  after  a 
sizable  jump  from  1954  to  1955. 

1. While 
prices 

iiavt ■  risen 

EAR TOTAL 
CONSUMER    PRICE 

FOOD 
INDEX 

SHELTER 

949 100.0 100.0 100.0 

'"-1 

102.9 

113.7 

102.6 

117.0 

106.2 

in.  i 
116.2 

115.5 

116.2 

116.4 

116.8 

112.6 
112.2 

112.1 

120.2 

123.6 

1 26..i 
129.1 

y.v> 118.1 113.4 132.5 

;rcv DBS 

SPONSOR       • 
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I  ollov>  in.-  .i  dei  Imc  from  the  Korean 

W  ai  peak  in  19  >.'  i  ash  in<  ome  to 
I. ii  mers  began  i  limbing   lasl   j  eai , 

\ltei  fund,  the  lai gesl  chunk  of  the 

nation  -  consume]  purse  goes  foi  shel- 
tei .  I  i "in  I 950  until  lasl  \ car.  spend- 

on  sheltei  bj  <  anadians  double  I 
while  the  spending  on  all  consume! 
goods  ami  sei  \  ii  es  mi  reased  about 
•0  Pari  "I  this  i-  due  in  increased 

'  onsti  uction  i  osts  ami  highei  rents  hut 
most  i-  probabl)  dm-  in  the  universal 
desire  t<>  ow n  a  borne. 

Personal  Bavings  took  a  big  jump 
last  \  eai .  ( lanadians  had  aboul  a  third 

mmi-  stashed  awaj  in  L956  than  the 
year  before,  a  development  which 
should  land  probabl]  did)  make  the 
advertising  fraternity  work  a  little 
harder  in  separate  the  consumer  from 
his  dollar. 

(  ci lai nl \  advertising  expenditures 

went  up.  I  igures  just  released  from 
the  Dominion  Bureau  id  Statistics 

showed    $201,797,434    spent    in    com- 

missionable  billings  lasl  year,  rhis 

compares  w  ith  $1  7  I. ''2  i,'t  72  h  19 
I  In-  figures  '  ovei  re|n,rt»  from  II" 
agent  ies  in  1956  and  I ' » 1  the  j eai  \<<- 
fore.  W  Idle  tin-  figures  an-  nol  •  om- 
plete,  tin-  1 5'  •  in'  rease  Bhow  n  i- 
pi  obabl)   representative. 

I  \  shared  L6.6'  of  the  billings  pie 

in  L956  compared  with  I  ■'>..">',  the  yeai 
before.  I  bus,  t\  billings  i  ame  t" 

around  $34  million  compared  with  v21 
million  in  1955.  \-  foi  i adio,  its  shan 

declined  from  I  1.9  to  10.3'  bul  the 

billings  increase  kept  radio  Btead)  -it 
around  $21  million.  Ml  pi  inl  billings 

represented  52.6"  !  of  <  ommissionable 

billings  lasl  yeai  and   5  1.5'      in   1955. 
Since  non-commissionable  billings 

an-  nol  shown,  the  figures  do  nol  re- 

licet  the  beftj  percentage  oi  lo<  al  ra- 
dio buj  -  w  Inch  are  made  direct.  It  is 

prett)  well  agreed  thai  private  Cana- 
dian radii-  stations  bad  their  besl  yeai 

evei  in  L956.  ^ 

5.   Wages  have  risen  faster 

YEAR 
AVERAGE    WEEKLY 
WACES  WAGE     INDEX 

6.  So  real  income  increased. 

YEAR 
AVC     WKLY     WACES  WAGE    INDSX 

in    terms    of    1949   dollars 

1949 
$42.96 100.0 

;    1949 

$41.71 

100.0 

1950 
44  84 

104.4 

i    1950 

42  59 
102.1 1951 49.61 

115.5 !    1951 

42.94 
102.9 

1952 
54.13 126.0 

!    1952 

46  03 
1  10.4 

1953 57.30 133.4 

;     IT,; 

48.56 
116.4 

1954 58.88 137.1 

i    1954 

49.19 1  17.9 

1955 
60.87 

141.7 

!    1955 

50.90 
122.0 

1956 64.18 149.4 

1    1956 
52.73 

126.4 

DBS in    firm*    with 13   or   more   worker*        i 

I     Source: 

In     majiufarturrn*. which 
i 

non-farm   Ubor 
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<       AGENCIES 

***.* 

A   RADIO-TV   DIRECTOR 

LOOKS  AT   AIR   MEDIA 

Ramsay  Lees  of  BBDO,  Toronto,  offers  some  flavorful  and 

straight-from-the-shoulder   comments  on  air  media  in  Canada. 

Radio,  he  begins,  isn't  "coming  back"— it  never  went  away  .  .  . 

S.  Ramsay  Lees,  author  of  the  accom- 
panying article,  is  radio-tv  director  for 

BBDO,  Toronto,  the  agency's  first  and 
only  office  outside  of  the  U .  S.  Lees  is 

a  veteran  of  Canadian  air  media,  hat- 
ing worked  in  the  field  since  high 

school.  He  ivas  Ruthrauff  &  Ryan's 
Canadian  radio-tv  director  for  13  years 
and  joined  BBDO  last  year.  His  air 
accounts  include  Lever  Bros.,  Rexall, 

I  nited    Fruit    ami    Pal    Blade    Corp. 

W e  read  from  time  to  time  that  ra- 

dio is  coming  back  in  the  I  .  S.  It 

never  left  Canada.    We  know  it  doesn't 

go  out  in  the  evening  as  much  as  it 
did  once  upon  a  time,  but  it  actuallv 
never  left  home. 

Every  radio  station  in  Canada 
should  make  mone\  tbis  vear.  In  fact, 

most  of  them  will  have  a  better  year 

than  last  year  and  last  year  was  the 

biggest  year  they  had  ever  had. 

Nighttime  radio  is  making  a  come- 
back in  some  markets  for  a  very  pecu- 

liar reason.  Daytime  is  sold  out.  Gov- 

ernment regulations  stipulate :  "No 
station  shall  broadcast  paid  spot  or 
flash  advertisements  that  exceed  five  in 
number  or  four  minutes  in  total  time 

during    any    fifteen    minute    period.'" 

Heretofore,  the  15-second  radio  spot 
had  been  virtually  ignored  in  Canada. 

Today  it  is  a  nice  money-maker  for  the 
station. 

Daytime  radio  is  a  particularly  good 

buy.  as  most  tv  stations  don't  begin 
operation  until  late  afternoon. 

Syndicated  radio  programs  are  do- 
ing very  well  but  are  placed  almost  en- 

tirely by  local  sponsors. 
While  automobile  and  out-of-home 

audiences  are  being  talked  up  to  an 

increasing  degree.  I  can't  believe  it  is 
much  of  a  plus  for  radio,  but  rather 
more  a  holding  operation. 

I've  been  asked.  "Is  there  too  much 

Ramsay   Lees,   left,  and  Ralph  Draper,   media  director  of   BBDO.   Toronto,   form    <  says   Lees)    one  of   the  "biggest"  ad   teams   in   Canada 
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music  and  new-  « •  1 1  i  i< 1 1 > •  toda)  '  I  n 
fortunately,  man)  radio  stations  are 

dei elopin  a  similai  Bound  and,  w iili 

the  exception  oi  individual  personali- 

ties, )  "u  i  .in  I  it*ll  the  stations  without 
a  program.  Vlmosl  everj  radio  station 
i-  reduced  to  tlii-  basic  formula,  in 

that  the  network  m>  longer  supplies 
them  h  iili  anything  but  sustaining  pro 

grams,  except  for  about  one  hour  per 

da)  "I  commercial  programs.  I  his 
condition  exists  with  both  English  and 

French  networks.  Willi  onl)  1 1 » « -  <><!il 
selective  (spot)  program  -till  hanging 
on,  stations  have  little  choice. 

However,  radio  has  smartened  up 

considerabl)  with  the  h  time-bomb 
-till  ticking.  In  fact,  we  particular!) 

enjoyed  .1  9tor)  we  heard  recentl)  nf  a 

modern  youngster  I >«i n l;  l; i \ « •  n  a  tran- 
sistor radio  and  1  •<  ■  i  1 1  Li  completel) 

fascinated  b)  it.  m>t  because  of  its  size, 
hut  because  he  could  listen  to  it,  with- 

out ha\  ing  to  watch  it. 
rhere  was  a  time  when  Canadian  ra- 

dio listeners  used  to  tune  t<>  the  I  .  S. 

stations,  or  the  "big  city"  station  near- 
ly but  today,  with  ever)  hamlet  hav- 
ing its  own  radio  station,  more  and 

more  people  are  tuned  locally,  for  the 
local     new-.     To     paraphrase     Mark 

Twain,  we  feel  the  new-  of  radio's  de- 
mise lias  been  somewhat  exaggerated. 

True,  when  television  became  a  re- 
ality, some  Canadian  advertiser- 

dropped  all  other  form-  of  advertising 

to  pa)  television's  then  abnormal 
price.  They  didn't  just  take  it  out  of 
the  radio  budget,  because  there  wa-n  t 
that  much  nione\  in  the  radio  budget. 

The  print  budget  also  found  it-ell 
called   upon   to  help   tool   the  bill. 

\nd.  speaking  of  print,  there's  an- 
other point  to  he  made  about  radio 

here.  Canada  ha-  leu  Sunda)  paper-. 
Toronto  had  not  had  one  since  1924- 

until  four  month-  ago,  and  now  the 

Toronto  Sunda)  Telegram  has  an- 
nounced it-  withdrawal.  For  years  ra- 

dio has  been  the  Sunday  paper,  ami. 

while  television  is  helping  out.  radio 

i-  still  "the"  news  medium. 
In  discussing  t\.  let  me  start  with  a 

little  background. 

The  1  (..I Mil l.l (Oil  population  of  Can- 
ada is  mainl)  stretched  out  in  a  lonj: 

thin  line  across  the  northern  (  .  S.  hol- 

der, hut  at  least  eight  important  cen- 
tre- are  located  in  tin*  northern  areas. 

Due  to  this  situation,  the  Hoard  of 

Governors  of  the  CBC  necessarily  had 

to  dela)  Canada's  entr\  into  the  tele- 
vision field  until  I  .  S.  t\  was  well 

established.  Canada  -till  has  no  coast- 

[Please  turn  to  pas.e  "^l 

EIGHT  ADMEN   TALK   FRANKLY  ABOUT 

AIR   BUYING  TRENDS  IN   DOMINION 

Radio  daytime,  ir  nighttime  in  demand 

Radio  nighttime,  tv  daytime  are  not 

•  I  J.i \  I  one    1  adio    i-    a    \  er  \     populai     Iui\  . 

•  Advertisers  are  war)  "I  nighttime  radio  hut  Borne  glimmei 

ol  interest  an-  Btarl  ing  to  Bhow . 

•  Daytime  t\  doesn  1  figure  strongl)   in  most  1  lienl  -  plans. 

•  Nighttime  h    is  tough   i"   gel    into   but   advertisers   won  1   bu) 
just  anything. 

•  luto  radio  audiences  are  taken  into  account  hut  there  is  nut 

ei   gh  research  on  the  subject. 

•  Radio  bu)  ei  -  are  pi  ime-l  ime  happ) . 

These  .in-  some  "I  the  Canadian  buying  trends  reported  t" 

sponsor  b)  a  group  of  eight  radio-h  agenc)  executives  from  a 

representative  rostei  "I  Canadian  agencies.  Theii  on-the-record 

comments  represent  a  frank  appraisal  of  both  air  media.  I  he 

executives,  in  most  <a-e-.  are  radio-iv  department  head-  who  rail 

the  signals  for  -"me  ol  Canada's  top  air  spenders  a-  well  as  re- 
tailers wh"  carefull)  husband  ever)  advertising  dollar  on  the  air. 

Here,  subject  b)  subject  i-  how  the-.-  admen  l< >. .k  at  radio  and tele\  ision : 

\ighttime  radio:  \  representative  comment  on  tin-  subject 

comes  from  R.  I).  Vmos,  radio  ami  t\  directoi  "I  1.  II.  Hay- 

hurst  ('"..  Ltd..  Toronto.  Among  Hayhurst's  radio  clients  are 
P&G,  Nestle  of  Canada,  Warner  Lambert,  Parkei  I 'en.  Smith  I  "i- 
ona  and  Canadian  ( lanners. 

Vmos  t'lld  sponsor  that  Canadian  advertisers  are  ''extremel) 
cautious  "I  nighttime  use  except,  perhaps,  on  the  local  level.  The 

laiier  seem  i"  get  results  anytime  of  <l.i\  "i  night  hut  the  national 

advertise]  seems  difficult  to  persuade.  Frankly,  the  stations,  with 

few  exceptions,  haven  t  done  much  t<>  excite  the  advertisi  1  l>\  wa) 

df  fresh  programing  01  promotion." 
I  here  are.  however,  signs  ol  new  developments.  I..  Could  of 

Mutei  •«  Ulinei  I  lankfurter  &  Gould,  Ltd..  Toronto,  reports:  "In 
respect  t"  radio,  we  are.  like  the  American  advertising  agencies, 

re-examining  the  whole  situation.  More  specifically,  we  are  look- 

ing  with  new  interest  at  nighttime  ratings,  whereas  previousl)  we 

had  benl  all  our  efforts  in  getting  radio  time  onl)   between  7:00 

I..  '»:|MI  a.m.  and    1:  10  to  7:00  p.m."" 
Ileiii\  E.  Karpus,  vice  president,  television  ami  radio,  I  .  W. 

Reynolds,  Ltd..  Toronto,  -aid.  "Perhaps  the  most  significant  I  ra- 
dio)  trend  and  I  somehow  doubl  that  it  ha-  developed  into  a 

trend  yet  hut  feel  sure  it  will  i-  the  purchase  of  nighttime  spot 

packages.  In  some  markets  the  nighttime  rate  card  ha-  been 

adjusted  t"  a  mere  realistic  level  in  term-  < ■  f  the  present-da) 

nighttime  audience,  which  make-  a  nighttime  spot  package  bu) 

a  fairK  attractive  proposition  l"i  some  advertisers  who  are  reach- 

ing a  general  audience.  I  ndoubtedly,  the  mure  demand  i>n 

nighttime  spot   packages,  the  less  packages  will  be  available  t < ■  r 

-ale.      However,   I   do   feel  a  trend   in   that   direction    will  develop." 
'  Please  turn  to  : 
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w# 
Jg PROFILES  OF  TWO  MEDIA 

«•{ 

RADIO: 
HOMES:   3,900,000 

SETS:   6,800,000 
BUSINESS:   GREAT 

Music  and  news  formats,  programing  to  auto  audience 

features  the  sound  of  Canadian  radio  in  1957 

(Charles  W .  Fenton  tackles  questions 

about  Canadian  radio  with  a  hack- 

ground  of  three  years  as  sales  director 

of  the  Broadcast  Advertising  Bureau 

and  agency  experience  with  McKim 

Advertising.  He  left  McKim  to  enter 

sales  and  was  in  that  field  before  he 

joined  BAB. 

Q.      What's  the  outlook  for  radio? 
A.  Believe  it  or  not,  there  are  a  good 

many  radio  people  in  Canada  today 

who  feel  that  Radio's  Golden  Age  is 
still  to  come.  These  broadcasters  are 

not  just  optimists  talking:  they  are  sea- 
soned business  men  who  know  radio  so 

well  their  opinions  must  he  considered 

worthwhile.  This  confidence  in  radio's 
future  is  shared  by  a  growing  list  of 

national  advertisers  and  by  the  execu- 
tives of  forward-thinking  agencies. 

With  regard  to  agencies.  Maclean's 
Magazine  hit  the  nail  on  the  head  when 

it  said  in  a  recent  issue:  "For  awhile 
the  radio  department  of  a  Canadian  ad 

agency  was  its  bush  league.  Now  top 

men  are  being  reassigned  to  radio." 

TV: 
BY  END  OF  1957 

NEARLY  75%  OF 

HOMES  WILL  OWN  TV 

With  nighttime  practically  sold  out,  daytime,  still 

largely  untapped,  will  be  pushed  via  new  research 

Ansivering  questions  about  Cana- 
dian tv  belvw  is  Karl  Steeves,  tv  sales 

director  of  the  Broadcast  Advertising 

Bureau,  promotion  arm  of  the  Cana- 
dian Association  of  Radio  and  Tele- 

vision Broadcasters.  Steeves  is  a  Ca- 

nadian who  received  a  substantial  part 

of  his  broadcast  background  in  the 

U.  S.,  having  worked  in  sales  and  re- 
search for  Radio  Advertising  Bureau. 

Q.  Has  tv  had  much  of  an  im- 

pact in  Canada? A.  Within  a  few  short  \ears  tv  has 

turned  the  Canadian  advertising  pic- 

ture upside  down  and  made  manv  ad- 
vertisers re-evaluate  their  sales,  mar- 

keting and  advertising  strategies. 
As  the  Canadian  television  industry 

prepares  to  observe  its  fifth  anniver- 
sary and  its  first  observance  of  Tele- 

\  ision  Week  I  8-14  September),  it  can 
look  back  on  a  period  of  meteoric 

growth  unsurpassed  even  by  the  same 
medium  in  the  U.  S. 

Q.  Just  how  fast  has  Canadian 
tv  grown? 
A.  From  one  station  servicing  less 

than  100.000  homes  {2r'<  of  all  homes) 
to  40  stations  and  their  satellite  trans- 

11 SPONSOR 24  august  1957 



o.  \\  hat's  the  reason  for  1 1 m i — 
optimism? 
\.  Radio's  notable  i  iae  and  fine  fu- 
i  ii  i  •  -  can  be  atl  i  ibuted  to  a  numbei  oi 
things.  Their  i>  do  questioning  the 
facl  thai  tele\  ision  has  helped  i  adio  in 

a  wa)  \  numbei  ol  .m l\ ei I isei s,  com- 
plete strangers  t"  radio,  dipped  into 

television,  gol  good  results  but  al  ex- 
ceedingl)  high  cost.  Something  had 
to  be  done.  Big  brother  radio  was 

"johnnj  on  the  spol  and  the  medium 
had  a  new  client. 

Then,  too,  there  are  more  Btations 
than  ever  before  and  nearl)  all  of  them 
are  programing  better,  Belling  harder, 
and  rendering  a  merchandising  and 
promotion  service  that,  we  feel,  is 
superior  ti>  similar  services  offered  l»\ 
other  media.  The  old  axiom  alu.ui 

competition  being  good  for  business 

has  been  conclusiveh  proven  in  radio 

broadcasting  in  Canada  during  the 

past  few  years.  Not  a  Bingle  am  -ta- 
lion  has  gone  idT  the  air  and  nearl)  all 

stations  are  making  mone) . 

Changed  living  habits  and  social 
practices  have  caused  significant 

i  /'/ease  turn  to  page  69  i 

Promotion:  '   ||!  tdian  inti  re»l  in  i  ipioiicd  bj  '  I  I  \.  \  ini 
I  \   ipu  laskciball  learn.  §om<   ol  ill  members  wen   on  Olympii 

Programing:  Giveawaj  shows  are  popular  in  <  anada  bul  "havi  not 
reached  the  proportions'1  ol  such  programs  in  the  I  .  S.,  says  writei  oi  art i- 
cle  .i'  left.    Winnei  "I  globe-girdling  trip  gets  prize  lorni  CHI  15.  Nanaimo 

' 

miners  whose  signals  are  presently  re- 

ceded in  2.700.001)  homes,  nearl)  70' ', 
of  the  nations"  households,  and  still 

growing  at  the  rate  of  \c'c  a  month. 
A  medium  which  today  covers  just 

about  everj  town  of  over  ri.OOO  peo- 
ple, nearl)  90^5  of  all  Canadians.  In 

sonic  metropolitan  areas  saturation  is 

equal  to.  or  greater  than,  it  is  in  main 
American  cities  where  stations  have 

heen  operating  for  seven  or  more 

years.  This  despite  the  fact  that  the) 

have  onl)  been  within  good  signal  re- 
ception  for  as  little  as  three  years. 

Markets  such  as  Quebec  City — <5!!'  ,  : 
Regina  —  78rc  ;  Sidney  —  90rv  and 

London     !!7'  '<  . 

i).  What's  the  outlook  for  future 
Canadian  tv  growth? 

A.  As  of  toda)  six  more  licenses 

have  been  granted  and.  b)  the  end  of 
1958,  virtually  every  Canadian  family 

will  live  in  an  area  serviced  b)  one  or 
more  television  stations.  H\  the  end 

of  this  year  alone,  nearh  7-V  ,  of  all 
Canadian  families  will  own  tv  sets. 

Q.  Has  advertising  kept  pace 
with  this  increase  in  tv  saturation? 

I  Please  turn  to  page  731 

Video  networks:  Summer  Bhows  do  well  in  •  anada,  mosl  >>t  them  run- 
ning in  the  30s  and  above.  Mosl  populai  I  anadian-produced  -li"»  among 

i  anadian  audiences  i-  "Fronl  Pag<  I  hallenge,"  .i  panel  quiz  "i  important 
newspaper  events  and  a  -n m ih»t  replacement  Below  art-  shown  regular 

panelists,  of  t"tul  Englisb  web  programing  hours,  ;•"■'  -  l  S.-originated. 
Production  costs  run  considerably  less  than  in  I  S  Rangi  for  half-hour 

drama  is  15  10,000;  hour,  118-29,000;  half-hour  variety,  143-19,000;  hour, 

$12.5-50,000.     \l"-i  expensive  were  Chrysler's  specials  at  $70,001)  per  show 



J& 
CANADIAN  RADIO   BASICS 

How  many  homes 

have  radios? 

IIIIIIIIIIIIIHIIIIIIIilllllllllllllilllH 

Radio  ownership  in  Canada 

Over 
Auto Total Radio 

1-set 2-set 3-set 3-set 

Auto radio 

Area homes homes homes 
homes 

homes 
homes homes homes 

( lanada 

3.974 

3,817 2,849 
731 

172 

65 

2,321 
1,040 Nfld. 87 81 

71 

8 * * 21 6 
P.E.I. 

24 

22 

19 

* * * 

II 

* 
N.S. 165 

158 

122 

29 5 * 86 

29 

N.B. 128 1  19 98 15 5 

59 

20 

Que. 

1,045 
1,010 

839 

135 

26 10 454 222 
On!. 

1,370 

1,314 

870 326 87 31 

957 426 

Man. 
238 

225 170 

39 

10 

6 

141 

56 

Sask. 236 230 183 37 7 

157 

71 

Alfa. 

293 

284 

21  1 56 

12 

5 194 100 
B.C. 388 

374 

266 83 18 7 241 100 

8         Dominion    Hunan   of    Statistics,    Sept    1956.        •    means    leu    thai 4.000.     "Radio  homes" 

column   does 

Ik? 

.'"-:'  ;:,!,,    Illlllllllllllllllllllllllllllllllllllllllllllllll1 

Radio  sel  sales  going  up  sinee  1954 

Type 
1953 

1954 
1955 

1956 5  mos. 1956 5  mos. 1957 

Total 620,860 487.237 609.993 709.416 262.206 267,901 
Home 342,946 308.825 337.347 387.796 125.864 122,652 

Auto 182.561 109.183 203.212 222,354 99.540 107,580 

Portables 30.877 21.716 34,196 55.469 24.179 19,820 

Combinations 64.476 47.513 35.238 43,797 12.623 17,849 

Source:  t>hs 

What  are  the 

trends  in  radio 

set  sales? 

illllllllllllllllllllllllllllllllllllllllllllllllllll^ 

piiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiim 

Big 

eity  in-home  radio  listening  1954-57 

Has  radio  listening 

changed  much 

in  three  years? 

Hour 
beginning 1954 

1955 

1956 1957 

9:00  a.m. 26.0 
25.0 

24.1 24.6 

10:00 26.6 25.2 24.7 23.7 
11:00 

28.5 27.1 
26.1 

25.2 
Noon 31.1 30.0 28.4 

28.4 
1   00  p.m. 

28.5 
27.3 26.1 25.4 

2:00 25.6 24.2 22.4 
21.3 

3:00 26.3 22.5 20.0 

18.0 

4:00 25.6 22.8 19.6 17.1 

5:00 28.7 25.2 21.5 19.5 

6:00 
35.0 28.0 24.2 22.3 

7:00 

34.4 26.3 
20.7 

18.6 

8:00 35.7 
25.2 

18.6 15.5 

9:00 36.5 24.6 17.8 
13.9 

Source:    Eilliott   Haynes.    Jan  -Apr.     average    each    year.    Montreal     (English    and     French).    Toronto.    Winnipeg. 
Vancouver.     Figures  a  e  based  on  local  time. 
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Radio  listening  trends  in   18  metropolitan  markets 
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Radio  listening  trends  in   126  non-metropolitan  markets 
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S'irrr:    Both    charts    Bureau    of    Br»a.l<-ast    Mruurrt:  •     '      N 

SPONSOR       •       24    AUGUST    1957 47 



The  big  1/5  of  a  big  nation  is  k 

Canada  -  1/5  of  total  Canadisi 

Hamilton-Toronto  -Niagara  Pi 
*^W      *■►   1  ^CASHIERS  ^_. 

drug  sales,  ̂ ^^i^  1/5  of  fun 

sales,  iE^SF:  1/5  of  auto  saL 
■  ■ 

buying  power  with  one  statioi 

buy  HHCH-TV  channel  11  0 

FOR  FURTHER  INFORMATION  CALL:  Montreal:  UN.  6-9868   ■   Toronto:  EM.  6-9236   •   Hamilton:  JA.  2-K 
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wed  by  EH  EH -TV  channel  11 

are  made  in  our 

nsula  coverage   area  -  1/5  of 

1  ure  sales, 1/5  of  food 

To  sell  1/5  of  Canada's 

ne  market,  and  one  rate  card, 

Jada. 
Effective  October  1,  1957,  CHCH-TV 
will  increase  its  power  to  150,000 
watts.  This  means  we  will  serve  the 

complete  Toronto — Hamilton — Niagara 
Peninsula  areas — close  to  600,000  TV 
homes,  20.43%  of  the  total  TV  sets  in 
Canada.  The  2,552,715  people  within 
our  coverage  area  will  spend  $556,- 
732,000  for  food;  $76,848,000  for 
Drugs;  $126,133,000  for  furniture  and 
in  total  will  spend  $2,722,911,000  this 
year.  The  richest  market  in  Canada. 

Source:    Sales    Management,    Elliott    Haynes 

a:ouver:  TA.  7461    •    New  York  City:  PL.  1-4848   '   Chicago:  Ml.  2-6190   ■   San  Francisco:  Yu   6-6769 
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>--fADIO     BASICS 

continued  .  .  . 

Illlllllllllllllllllllllllllllllllllilllllllllllllllllllllllllllllllllll llllllllllllllllllilllllllllllllllllllillllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^ 

M\\\m 

(000) 

How  many 

homes  listen 

to  radio 

by  hours? 

This  hour-by-hour  break- 

down comes  from  BMB's 
first  Time  Period  Audi- 

ence in  Nov.  1956,  covers 

weekdays.  Data  does  not 

include      auto     listening 

WCfKOAYS 
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1800 

1700 —   _       ■ - — 
1600 
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I^HH. 

■fi 
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1 
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illlllllllllllllllllllllllllllllllllllIIIIIIIIIIIM 

llllllllll!llll!!l!l!lllllllllllllllll!lllllllill[llll!l]l!llim 

Time 

Percent  of  autos  on  the  road  using  radio 

Halifax 
Montreal 

(English) 

Montreal 
(French) Toronto         Winnipeg  Regina  Edmonton      Vancouver 

8-9  a.m. 

9-10 

64.5 

60.5 

66.8 

58.7 

68.7 

65.7 

63.1 

56.9 

32.6 

30.5 

53.2 

48.1 

48.9 

45.3 
58.3 
55.1 

10-11 57.1 55.8 67.7 
51.9 

27.6 44.2 

42.7 53.0 

11-N. 52.6 59.6 70.5 48.7 30.1 

47.8 46.5 
53.2 

N.-l  p.m 56.5 61.9 
69.8 56.8 33.7 

49.1 
50.4 57.1 

1-2 53.6 58.3 66.1 
47.6 

29.4 46.8 
47.9 

51.5 

2-3 48.6 54.5 62.7 43.4 27.8 
43.5 42.9 

49.7 

3-4 44.3 49.8 
59.6 

39.1 23.6 40.4 
38.1 

46.1 

4-5 47.7 
51.4 53.8 

41.6 
25.7 42.4 40.7 

48.8 

5-6 52.4 57.7 
61.4 52.5 31.9 

45.5 45.3 52.8 

Do  motorists 

do  much  radio 

listening? 

*illlllllll!!!IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII!IIIIIIIII^ 

Source  of  data  is  Elliott-Haynes.  April 
1957.  This  is  not  a  measure  of  the  size 

of  the  auto  radio  audience.  To  esti- 
mate that,  it  is  necessary  to  know  the 

number  of  cars  on  the  road  at  the  time. 

Where  are 

the  radio  sets 

located? 

Kitchen  is  most  popular  place  for  radio 

Location 

Living 

room 

Dining 

room Bedroom Kitchen 
Dens,  base- 

ments, etc. 
Auto 

%  of  sets 
24.6 5.1 20.2 27.3 

8.3 
14.5 

Source:   International   Surveys,    Montreal,  Toronto  and  Vancouver-Victoria   rauio-tv   panels.  July  1955. 

iHiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiyiiiiiiiiiiiiuiiiiiiiiiiiiiuiiii m 
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What  are  the  Canadian  seasonal  radio  listening  patterns  . 
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CANADIAN  TV  BASICS 

/%■    How  many  homes 

are  covered  by  tv? 

SOME  FACTS  AND  FIGURES  ON 

TV  COVERAGE  AND  GROWTH 

Number  of  housholcU  within  ' 

'A"  plus 

'B"  coverage  contours             3,485,000 

Percent  of  households  within 

•A"  pin- 

"B"  coverage  contours   86% 

Number  oi  people  within  "  \" 

plus  "B' 

coverage  contours  . 
......  14,190,000 

Percent  with  t\  oi  tho-e  uiiliin  "A"  plus  "B"  coverage  contours 
S.Mircr     CISC'      Ainlii  m  c    Ki  -.  an  h    Hun  aw,    1    .Tub    1957. 

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII 

74% 

= 

o 

lllll!lllllllll!llll!l!lllllllll!l!l!lllllllll[||||||||l!lllll!l!!llllllllllll[|||l!l!]|l!i::ill^ 

D-   What  is  set 

ownership  by 

province? 

Set  ownership  by  province 

Province 
Estimated 

Population 

Estimated 
Households 

Estimated Percent 

Television 

Estimated 

Television 
Households 

Newfoundland 426.900 81.300 30 24,700 
Prince  Ed.  Is. 102,200 22.800 36 

8,300 
Nova  Scotia 714,200 165,600 61 

100,400 

New  Brunswick 570,300 122,100 49 
59,900 

Quebec 

4,839,900 1,055,500 
75 790,000 

Ontario 5,477,000 1,425,800 
77 

1,097,700 
Manitoba 874,400 222,800 54 121,400 

Saskatchewan 905,500 238,800 36 86,100 

Alberta 
1,154,700 308,700 

49 151,200 

Brit.  Columbia 1,438,000 408,200 

53 

217,600 

Canada 
16,503,100 4,051,600 

66 

2,657,300 
BBM    estimates   as   of    1   June    1957    are 

the   source   of   figures  at   right.     Quebec 

totals    include    Ottawa-Hull    metro    area 

with    14,900    television    households.     On-       I|||||||||||j|i||||||||||||||||||||||||||| 
tario  totals  exclude  this  figure 

wb    How  fast  has 

Canadian  tv  grown? 

Source  of  tv  ownership  is  Broadcast  Ad- 
vertising Bureau  of  Canadian  Associa- 

tion of  Radio  and  Tv  Broadcasters.  To- 

tal families  is  from  Sales  Management's 
"Survey  of  Buying  Power" 

Tv 
home  growth   1952-57 

DATE 

TOTAL 
FAMILIES TV  FAMILIES % NON-TV FAMILIES 

°o   NON-TV FAMILIES 

ACQUIRING 

SET 

1/1/52 3,172,000 75,500 

2 
3,636,500 

4 

1/1/53 3,783,200 
216,000 6 

3,567,200 

10 

1/1/54 3,818,900 
569,000 

15 

3,249,900 

19 

1/1/55 3,878,500 1,167,500 

30 

2,711,000 

26 

1/1/56 3,989,100 1.917,600 

48 

2,071,500 

28 

1/1/57 4.069.700 2,509,700 

62 
1,560,000 

i[[|l![l![|l!!!ll!!!!lllllllllll!!l!!llllllllill!llllllllllllll 
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There  is  no  better  buy 
||  /[    for  your  advertising 

dollar  than  the 

CBC-TV  Network! 

$ 

1  buys  1,350  viewers 
* 

.  . .  almost  twice  as  many  as  any  other  medium  .  .  . 

and  it's  getting  better  e\ery  day.  Get  greater  coverage 
—  with  the  CBC-TV  network  —English  and  French. 
Call,  phone  or  write  today. 

%  Based  on  Elliott -Haynes  ratines  for  half-hour  show 
in  March  1957 

CBC     TELEVISION 
com    m    ercia division 

Halifax 
Montreal 

Ottawa 
Toronto 

Winnipeg 

Vancouvei 
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CANADIAN  TV  BASICS   continued 

D.    H low  many 
homes  in  metro 

areas  have  tv  sets? 

Canadian  tv  saturation  in  metropolitan 
areas  has  reached  respectable  percent- 

ages. BBM  figures  as  of  1  June  this 
years  are  source  of  chart 

IllllilllOl 

Tv  saturation  in  15  metropolitan  areas 

= METRO    AREA NO.  TV  HOMES 
%  TV  HOMES 

METRO    AREA •JO.  TV  HOMES 

%  TV  HOM 

1 St.  John-*  (Nfd.) 13,500 
85 

Windsor 
48,700 

93 

Halifax 31.900 83 
London 39,700 

87 

St.  John  (N. 

B.) 

16.600 

78 Winnipeg 

88,000 

81 

1 
Quebec 

Montreal 

56,800 

369,100 

65 

89 

Calgary 

45.700 

76 

I Ottawa-Hull 70,500 86 
Edmonton 

54,200 

81 
= 

Toronto 269,600 

82 

Vancouver 147,400 72 

g Hamilton 
74,100 

82 

\  ictoria 
25,100 68 

lllllllllllllllllllllllllllllllllllli 

fc.-   How  are  tv 

set  sales  going? 

Tv  set  sales  drop  after  1955  peak 

= 1949 

8,212 
1950 29,611 

I 1951 40,615 

1 1952 146,373 

1954 619,428 

1955 776,536 

19.56 
612,871 

1956   <6  months) 216,196 

1953  365,400  1957  (6  months)  170,381 

|         Source:  KETMA  of  Canada 

Iiiii;iiiiii!;iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

SOME  FIGURES  ON  THE  TIME 

CANADIANS  SPEND  WITH  TV 

How  do  metro 

and  non-metro 

viewers  compare' 

BBM's  Time  Period  Audience  study  pro- 
vided these  breakdowns  to  BAB.  Note 

that  on  the  average  the  metro  and  non- 
metro  viewers  differ  only  by  17  minutes 
of  viewing  daily.  Period  covered  is 
November  1956 

lllUMI!   ::;/:■!:  "'vmiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniii 

Canadians  spend  more  than  five  hours  daily  with  tv 

TIME    SPENT    WITH    TELEVISION 

AVERAGE 
WEEKDAY 

AVERACE 
WEEKEND 

DAY 

7-DAY 

AVERACE 
TOTAL 
WEEK 

Met.  Areas 
Ill  1  hrs. 

2:07  hrs. 

6  a.m.- 
6  p.m. 

Nun- Met.   Areas 1:11 

2:33 

All  Tv  Areas 1:11 2:17 

Met.  Areas 3:37 
3:55 

6    p.m.- 

Mid. Non-Met.  Areas 
3:44 

3:48 

All  Areas 3:40 
3:52 

Met.  Areas 
4:48 

5:59 5:07  hrs. 35:49  hrs. 
Total 

Day 

Non-Met  Areas 4:55 
6:21 5:24 37:48 

All    Area- 4:51 6:09 5:17 36:59 
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TV   BASICS     continued  .  .  . 

PROFILES  OF  VIEWING    BY    HOURS 
A. What  percent  of  all  homes  view  tv  in  metro  and  non-metro  areas? 

Percent  viewing  in  metropolitan  areas 

Time Mon.-Fri. Sat. 
Sun. 

N.-l   p.m. 5.6 9.0 7.5 

1-2 3.6 24.0 15.0 

2-3 5.5 26.5 
22.0 

3-4 
10.8 28.5 27.5 

4-5 18.0 25.5 35.5 

5-6 32.8 34.5 39.0 

6-7 
35.0 39.0 47.0 

7-8 52.5 52.5 58.5 

8-9 60.5 
60.0 65.0 

9-10 59.5 57.0 60.5 

10-11 49.0 51.5 52.0 

11-M. 25.4 39.0 27.0 

Source:   HUM.   Nov.    1956.      Ruse:  all  homes 

lllllllllllllilllllllll'llli 

Percent   viewing   in    non-metropolitan  areas 

Time Mon.-Fri. 

Sat. 
Sun. 

N.-l  p.m. 
2.1 

2.5 

3.5 
1-2 

1.1 

7.5 

9.0 

2-3 
2.0 9.0 15.0 

3-4 6.0 

11.5 19.0 

4-5 11.1 16.0 23.0 

5-6 20.3 22.5 23.0 

6-7 

24.0 24.5 27.5 

7-8 
31.0 

29.5 
32.0 

8-9 

34.4 32.0 

35.5 

9-10 

33.0 33.0 33.0 

10-11 
26.0 

29.5 26.5 

11-M. 11.9 21.0 

13.0 

=         Source     HUM.   Nov.    1956.    liase:  all  homes 

SUMMER  VS  WINTER  TV  VIEWING  HABITS 

PERCENT  OF  TOTAL  TV  HOMES  IN  COMBINEDMONTREAL.  TORONTO    8.  VANCOUVER   AREA 

%tv  homes                      USING  TV,  HOUR  BY  HOUR  DURING    THE  AVERAGE  DAY                  %tv  homes 
"SWO  TV                                                                                                       A,tR«,E   0ir  ,  aasEC  0N  ,  0AV   „EEK                                                                                                         USING  TV 
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Da  How  does 

viewing  differ 

by  seasons? 

56 SPONSOR 24  august  1957 



This  way  to  Montreal 

',1» 

r  v  T*M  Br  »  1 

pi 

Y  ̂ ^^^Rnfot  >  A 

'  ■ 

^^^^■K^iVV/ 

3P 



BUY  THE  AUDIENCE 

that 

buys 

the 

merchandise 

It  takes  results  to  make  local  advertisers  renew  year  after  year.  In  fact 

CHRC  has  the  highest  percentage  of  renewals  for  local  accounts.  Many  of 
iLin  have  advertised  constantly,  some  for  more  than  20  years. 

Local  accounts  buy  on  logic.  They  know  CHRC's  family  programs  serve 
fathers  and   mothers   b<  st   and  give  their   advertising   the  greatest   sales   drive. 

Your  national  advertising  on  CHRC  is  certain  to  pay  off  in  French  Quebec — 

and  do  a  really  effective  selling  job — at  the  lowest  possible  cost. 

5000  watts 800  kcs. 

THE   RADIO    SELLING    POWER  OF    QUEBEC   CITY 

REPS — Jos.  A.  Hardy  &  Co.,   Ltd. — Canadian   Station    Representatives. 

YOU  REACH   300,000   NEWFOUNDLANDERS 

with  "Twin"  Coverage  of  C JON-TV  and  CJOX-TV 

CJON-TV    Channel     6  —St.    John's   and 

IrJuA"  I  V   Channel    1U  — Argentina    now   gives 
you  over  65%   of  the  total   Newfoundland   popula- 

tion of  200,000  people  who  make  80%  of  the  retail 
purchases   and    you   get    them   all    with    one    RATE 
CARD. 

Horace  Stovin — CANADA  Weed  &  Co. — U.S.A. 

LEES  LOOKS  AT  CANADA 

{Continued  from  page  43) 

to-coast  connected  television  network. 

I  here  is  only  one  television  station  in 

each  market  with  the  exception  of  Ot- 
tawa, Montreal  and  Quebec  where 

there  is  one  English  and  one  French 
television  station.  By  the  end  of  1958 

it  is  expected  the  microwave  connec- 
tions will  have  been  completed,  but  at 

the  present  time,  coverage  of  Canada 
by  television  means  a  delay  of  up  to 
four  weeks  in  some  markets  with  about 

a  third  of  the  stations  bicycling  kines 
to  complete  the  coverage. 

When  television  licenses  were  grant- 
ed to  some  of  the  smaller  centres,  al- 

most everyone  felt  sure  that  the  mar- 
kets could  not  support  this  voracious 

new  monster.  Instead,  all  Canadian 

television  stations  expect  to  show  a 

nice  profit. 

There  has  been  a  great  deal  of  spec- 
ulation as  to  when  a  second  private 

television  station  will  be  allowed  in 

Canada's  larger  centres.  At  the  pres- 
ent time,  the  Government  operated 

CBC  has  the  only  stations  in  Halifax. 
Montreal,  Ottawa,  Toronto.  Winnipeg 

and  Vancouver,  and  as  you  can  cover 

4>\c/t  of  Canada's  population  by  using 
only  these  centres,  naturally,  applica- 

tions are  being  received  every  day. 

Some  speculators  claim  that  the  re- 
cent change  of  government  will  speed 

the  realization  of  a  second  station  in 

these  major  markets  much  more  rap- 
idly than  had  been  anticipated. 

While  each  market  will  certainly 
vary,  tv  availabilities  in  these  large 

centres  are  at  a  premium. 

However,  in  Toronto  and  Vancou- 

ver, where  U.  S.  stations  are  easily  re- 
ceived, it  is  not  surprising  to  find  that 

at  times  these  U.  S.  stations  are  the 

best  local  (Canadian)  buy.  While 
Belli  ngham.  Wash.,  is  a  relatively 

small  market,  its  station  can  be  con- 
sidered a  local  outlet  to  both  Van- 

couver and  Victoria.  Being  a  network 
affiliate,  it  commands  a  healthy  share 
of  the  audience. 

One  of  the  Buffalo  stations  attracts 

about  40r,'c  of  the  Toronto-Hamilton 
audience  all  week  long.  As  this  is 

Canada's  most  densely  populated  area, 
the  Buffalo  stations  find  they  have 

slightlv  more  than  half  their  audience 

in  Canada,  handing  their  U.  S.  spon- 

sors a  bonus  of  three-quarters  of  a  mil- 
lion sets.  This,  however,  is  not  the 

case  with  the  Buffalo  uhf  outlet,  whose 
Canadian  bonus  is  about  10^r. 

An  unusual  situation  has  Canadian 
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CKYL  PRODUCES  MORE  RESULTS  THAN  ANY  OTHER  STATION  IN  FRENCH  CANADA 

NIGHTTIME  CKVL  has  13  time  periods  with  a  rating 

of  10  or  higher.  And  that,  mes  amis,  is  four  times  more 

(433%  more!)  than  27  surveyed  stations  in  Montreal, 

Toronto,  Winnipeg,  Vancouver,  Victoria,  Ottawa,  Kingston, 

St.  Catherine  with  a  combined  total  of  only  3  periods.* 

'-Elliot-Haynes,  July,  1957 

DAYTIME  CKVL  has  33  time  periods  with  a  rating  of 

10  or  higher.  That's  six  times  more  (660%  more!)  than 
the  19  surveyed  stations  in  Montreal,  Toronto,  Winnipeg, 

Vancouver  with  a  combined  total  of  only  5  periods.* 
CKVL  IS  DEFINITELY  THE  BARGAIN  STATION  PER  THOUSAND  IN  RESULTS- 

CKVL 
VERDUN ,  MONTREAL 

10.000  watts  on  850  fe 

jdy  McDermott.  Radio  &  Television  Sales  Inc.,  Toronto/Andy  Wilson,  Radio  &  Television  Sales,  Montreal/ Donald  Cooke,  Donald  Cooke,  Inc.  331  Madison  Avenue,  New  York  Cit 



■  lie-  sponsoring  main  hours  a 
week  on  these  Buffalo  stations  (at  rea- 

sonable rates  I,  because  they  are  not  al- 
lowed i"  advertise  in  their  own  coun- 

try.  The  onl)  place  where  even  vague- 
ly reciprocal  action  takes  place  is  in 

\\  indsor,  Out.,  where  the  Canadian 
station  l>lankcts  the  Detroit  area. 

Montreal,  on  the  other  hand,  having 
the  transmitter  for  both  English  and 

French  stations  atop  Mount  Royal 

right  in  the  middle  of  the  city  on 

Chanels  2  and  6,  effectivelj  blots  out 
the  U.  S.  signals  on  Channels  5  and  3. 

As  for  tv  programing,  motion  pic- 
ture films,  of  course,  play  a  big  part  in 

the  earl\  and  late  evening  pattern  of 
stations  across  the  country,  but  when 

you  have  one-station  markets  (and 
most  of  them  are),  the  set  is  either  on 

or  off,  and  unless  the  feature  is  worth- 

while.  or  the  set  very  new,  it's  off. 
Where  live  network  shows  are  con- 

cerned, the  CBC  have  a  policy  that  is 

very  similar  to  the  one  coming  into 
full  use  in  the  U.  S.  They  control  the 

network  and  they  supply  the  programs; 

the  only  spaces  to  be  filled  are  the 
commercials  which  are  supplied  by 

the  agencies. 
If  you  want  live  commercials,  you 

may  supply  the  script,  choose  the  an- 

nouncer and  the  CBC  will  handle  pro- 
duction. However,  most  agencies  are 

using  filmed  commercials,  the  major- 
it\  of  which  are  still  made  in  the  U.  S. 

On  the  other  hand,  starting  with  the 

Last  of  the  Mohicans  in  1956  and  con- 
tinuing with  Tugboat  Annie  this  year, 

I  .  S.  television  audiences  will  be  able 

to  watch  programs  which  were  made 

entirel)  in  Canada. 
Canadian-originated  programs  are 

preferred  1>\  the  CBC,  so  chances  of 
getting  on  the  network,  where  good 

time  is  extremely  scarce,  are  much  bet- 
ter with  a  Canadian  show  than  with  a 

U.  S.  network  feed,  or  film  show.  It 

has  been  suggested  that  Canada  is  Ed 

Sullivan's  idea  of  Utopia — it  is  almost 
impossible  to  get  the  Steve  AUen  Show 
here. 

Being  a  public  corporation,  with 

slim  budgets,  and  answerable  to  prac- 
tically everyone,  the  limitations  placed 

on  the  CBC  make  its  job  in  the  enter- 
tainment field  particularly  difficult.  In 

spite  of  this,  many  of  their  offerings 

maintain  a  very  high  standard,  espe- 
cially in  the  fields  of  news  and  drama. 

Commercial  policies  on  CBC  sta- 
tions differ  in  a  number  of  ways  from 

what  the  U.  S.  advertiser  is  used  to. 

In  Canada  all  stations  carry  commer- 

cial programs  on  Sundays,  but  no 
CBC-owned  station  will  allow  any 
chain  break  or  8-second  commercials 

between  these  programs.  As  a  matter 

of  fact,  CBC-owned  stations  do  not  ac- 

cept 3-second  I.D.'s. On  CBC-owned  stations,  it  was  only 
recentb  that  deodorants  were  allowed 

to  advertise.  Beer  and  liquor  are  still 

taboo  and,  while  no  proprietary  medi- 
cines are  allowed  to  buy  spot  an- 

nouncements, they  can  buy  programs. 

The  Fowler  Commission  report  on 

the  finances  of  the  Canadian  Broad- 

casting Coqjoration  may  lead  to  local 

sponsorship  of  CBC  radio  newscasts 
and  sportscasts  ( something  that  has 
never  been  contemplated  in  the  past), 

as  well  as  allowing  a  fortunate  few  to 

pick  up  all  or  part  of  an  informal  in- 
terview-type program  called  Tabloid, 

which,  because  of  its  carefully  planned 

writing  and  production,  and  its  wide 

variety  of  subjects,  makes  it  an  out- 
standing contribution  to  the  television 

schedule. 

A  word  or  two  about  French-speak- 

ing Canadians.  While  the  English  net- 
work of  stations  covers  six  time  zones 

from  St.  John's  Nfld.  in  the  east  to 
Prince  Rupert,  B.C.,  in  the  west,  there 
is   a   concentrated    section    of   Canada 

In  Montreal  it's 
station 

Covering  Greater  Montreal  and 

Central  Quebec  Province 

Power:     10,000   watts   —  SOON    50,000 

Coverage:     BBM   Weekly  Audience 
445,510  radio  homes  Daytime 
360,090  radio  homes  Nighttime 
Elliott-Haynes  Circulation 
1.077,854  daily  listeners 
16  years  of  age  or  over 

Market:     $2,326,920,000  annual  retail  sales 

Population:     2,847,800 

Your  IBS  representative  will  help  you   get 
the  most  from  your  advertising  dollar  in  this 
lucrative   region. 

MONTREAL:  CKAC  Commercial  Division—UN  6-7301 

TORONTO:   199  Bay  Street— EM  4-1197-8 
U.S.A.:   Adam  J.  Young  Jr. 

With   the  largest  radio  listening  audience  in   Canada. 
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CKOV 
KELOWNA,    BRITISH    COLUMBIA 
The  best  buy — buy  far — in  B.C.  's  Booming  Interior. 

1.  The  Okanagan  Valley's  FIRST  Station,  with  25 
years  of  wonderful,  undiminished  LOYALTY 
behind  us. 

2.  Still  FIRST  TODAY.  B.B.M.  Study  No.  7 
proves  it  ! 
CKOV  is  a  Station  with 
EXPERIENCE,  PROMOTION! 

=PEP — PERSONALITIES, 

4.  Kelowna  is  recognized  as  "Canada's  Apple 
Capital"  and  Headquarters  for  B.C.'s 
$25,000,000  Fruit  Industry,  WITH  A  BUMPER 
CROP  THIS  YEAR! 

5.  Bank  Clearances,  Kelowna,  first  six  months 
of  '57,  $36,305,838.99,  increase  of 
$7,194,909.70  over  same  period  last  year. 

6.  Retail  sales  MILLIONS  OF  DOLLARS  ahead 
previous  year. 

7.  Building  permits  over  $1,000,000  mark. 
10-year  figure  for  City  of  Kelowna  alone  is 
$7,565,714.18. 

8.  Valley's  only  Plywood  plant,  right  in  the 
City  of  Kelowna,  was  opened  this  year.   Cost 

$1,500,000.00.   Valley's  largest  Sawmill  is 
also  located  here  and  it  alone  employs  214. 

9.  $8,000,000  bridge  to  be  opened  here  in 

Sept.  '58. 
10.  $125,000  Meat  Processing  plant  underway. 

Coming  are  $250,000  Two-Decker  Motel,  and 
$25,000  Supply  Centre;  3800-foot  runway 
being  added  to  Kelowna  Airport,  thus  enabled 
to  handle  largest  airliners. 

11.  From  LONDON,  ENGLAND,  comes  word  that 
"Kelowna  is  ideal  as  the  location  for 
another  ANNACIS  DEVELOPMENT!" 

12.  Natural  Gas  Pipeline  arrived  and  completed, 
bringing  with  it  new  industries. 

•  SEE  ALL-CANADA  RADIO  FACILITIES  LTD  or  WEED  &  CO.  I 

that  knows  French  as  its  mother 

tongue,  and  this  area  was  Canadienne 

200  years  before  the  English  arrived. 
Northern  New  Brunswick,  the  Prov- 

ince of  Quehec  and  portions  of  eastern 
Ontario  along  the  shores  of  the  Ottawa 

River  are  overwhelmingly  French- 

speaking,  and  because,  unlike  their 

English  -  speaking  compatriots,  they 
have  not  had  L.  S.  networks  to  draw 

from,  they  have  developed  their  own 
talent.  The  calibre  of  this  talent  is 

generally  of  a  higher  standard  than 
that  found  in  the  rest  of  Canada. 

Probably  the  best  Canadian  televi- 

sion buy  is  the  French-speaking  audi- 
ence. The  average  resident  of  Quebec 

province  is  the  shrewdest  person  in  the 

management  of  money  that  this  coun- 
try will  ever  see.  Therefore  to  have 

free  entertainment  provided  in  the 
home  seven  nights  a  week  is  something 

the  Quebecois  is  using  to  full  advan- tage. 

Children  in  Quebec  province  are 

particularly  intrigued.  Because  of  a 

disastrous  theatre  fire  in  the  1920's  no 
Quebec  child  is  allowed  to  go  to  the 
movies.  In  fact,  it  is  a  standing  joke 

in  the  province  that  it  is  legal  for  a  girl 

to  get  married  when  she's  16,  but  she 

can't  go  to  the  movies  till  she's  18. 
One  more  thing  makes  French  tele- 

vision a  stay-at-home  commodity.  Most 
of  Quebec  movie  theatres  plav  Holly- 

wood English-language  movies.  Most 
of  the  radio  stations  play  standard 
I  .  S.  records.  French  television  is  en- 

tirely French. 

You  can't  talk  about  radio  and  tv.  I 

suppose,  without  talking  about  measur- 
ing audiences. 

Rating  services  will  always  come  in 
for  criticism,  particularly  when  your 

program  or  your  station  isn't  rated as  well  as  you  think  it  should  be. 

Elliott-Haynes  (whose  system  of  pro- 
gram ratings  matches  Hooper)  and 

International  Survevs  i  whose  method 

is  most  closely  allied  to  ARB I  have 
been  the  yardstick  of  Canadian  radio 
and  television  for  some  years  now. 

BBM  I  the  counterpart  of  BMB  I  is  still 

operating  strongly  in  Canada,  and  last 

year,  with  the  blessing  of  all  con- 

cerned, brought  in  the  first  Time  Pe- 
riod Audience  Study,  covering  both  ur- 
ban and  rural  audience?  with  a  diary 

technique.  As  might  be  expected  in 
this  brand  new  venture  there  are  some 

Haws,  but  evervthing  is  being  done  to 
make  this  the  most  accurate  audience 

indicator  possible.  There  is  wide  dif- 
ference of  opinion  between  the  various 
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p icture  of  a  woman  buying  a  refrigerator 
Bedtime  .  .  .  but  she's  alread)  on 
her  way  to  a  $465  puivha-e  tomor- 

row. Wherever  you  go  there's  not 
only  radio,  but  a  woman  com- 

panioned by  radio. 

Through  CFRB,  you  reach  her 
and  all  the  other-  like  her  who  do 

the  buying  for  1.194.800  families* 
living  in  the  rich  heartland  of  On- 

tario. Annual  family  income  (after 
income  taxes  )  within  the  forty-four 

counties  served  by  ("FKM  totals 
$6,  158.388.000*  .  .  .  annual  retail 
sales  in  this  same  area  now  account 

ONTARIO'S  FAVORITE  FAMILY  STATION 

lor  81.2'-    of  Ontario*-  total.* 

Are  yon  ami  your  product 

getting  a  proper  -bare  o\  this  boom- 
ing, easy-to-speak-to,  waiting  mar- 
ket? Let  CFRB  send  a  representa- 

tive around  to  -bow  \ ou  bow  Inex- 

pensive and  profitable  a  well-de- 
signed radio  campaign  ran  be. 

*  based    mi    Sales     Management's    Survey     of 
Buying  Paver,  Canadian  Edition,  Way   1957. 

REPRESENTATIVES: 

United    States: 

Young  Canadian   Ltd. 
Canada: 

All-Canada    Radio    Facilities    Limited 

50,000  watts 

1010  on  your  dial CFRB 
TORONTO 
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NEW  CHUM  RADIO 
IS 

FIRST  IN  TORONTO! 
* 

32.3% 
OUT  OF  HOME  LISTENING! 
9.00  a.m.  to  6.00  p.m.  July  1957  Elliott  Haynes 

out  of  home  listening  report! 

NOW  ...  In  Toronto  No  Selling  Campaign  Is 

Complete  Without  The  NEW  CHUM 

■Dial  1050-24  Hours -2500  Watts 

FOR  DETAILS  . . .  Contract    In   Toronto,  Bill 

Stephens  or  Ernie  Towndrow 

Empire  6-4221;  Montreal, 
Emery  Richmond  Belair  7042; 

New  York,  Ed  Devney  Murray 

Hill  2-8755. 

rating  services  in  some  areas  and  com- 

plete agreement  in  others. 

Today  the  broadcasting  industry  is 

flourishing  in  Canada.  Radio  and 

television  stations  are  increasing  their 

rates  to  alarming  proportions  .  .  .  hut 

still  maintain  a  cost-per- 1.000  figure 

that  makes  them  an  outstanding  adver- 
tising bu\ . 

i  Editor's  note:  While  there  are  no 
authoritative  figures  available  relating 

rates  to  ratings,  Canada's  Broadcast 
Advertising  Bureau  regularly  measures 

the  relationship  between  rates  on 

private  stations  and  radio  ownership. 

Using  1946  as  a  base,  BAB's  latest figures  show  radio  ownership  up  77% 

since  1946,  while  the  average  cost  of 

one  hour  in  Class  "A"  time  has  risen 
38%  and  the  average  minute  cost 

(Class  "A")  has  climbed  56%.  Start- 
ing last  year,  BAB  began  measuring 

the  average  cost  of  flashes  I  15-second 
announcements)  on  all  stations.  The 

average  cost  in  1956  was  $7.93,  while 

this  year  it  was  $8.34.  Elliott-Haynes' 
in-home  sets-in-use  figures  for  four 

major  markets  (1954-57)  show  slight 
daytime  dips.)  ^ 

HI POWER 

COVERAGE 
LISTENERS 

NOW 

5000 
watts 

The  station  that  means 

more  business  for  you 

Representatives IN  U.S.A. WEED  J,  CO. 

IN  CANADA 

INTERRROVINCIAl 

broadcast  sales  ltd. 

toronto  -  montreal 

eiMDY 
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MORE  ADVERTISERS  USE  CANADIAN    FIRMS   FOR   FILM    COMMERCIALS 

Production  oJ  dim  commercials  Foi 

i\  baa  been  stepped  up  considerabl) 

in  Canada  during  the  past  year,  re- 
ports  in  sponsor  from  about  a  dozen 
producers  indicate. 

"  I'Ik-  reasons  are  i  leai .  accoi  ding 
to  Spence  Caldwell,  bead  of  S.  \\ . 

Caldwell,  Ltd.,  Toronto.  "The  pro- 
ducers  bave  I ><i i<i  facilities  and  the 

advertisers  have  bigger  commercial 

budgets." Edward  Kostiner,  president  of  Ed- 
ward Productions,  Ltd.,  Montreal, 

points  out:  "Although  almost  all  ad- 
vertising agencies  had  in  the  earl) 

stages  used  Canadian  production 

houses,  man)  clients  and  agencies  frit 

ili.it  American  production  was  'safer1 
on  big  budget  jobs.  However,  due  to 
increased  technical  facilities  and  know- 

how,  Canadian  producers  are  now  ^ei- 
ting  a  reasonable  share  "f  the  big 

work." \n  example  ol  one  of  the  big  jobs 
recentl)  completed  in  Canada  was  the 

production  of  .">()  commercials  for 
Sterling  Drug  of  Canada  in  both  Eng- 

lish and  French  b)  Robert  Lawrence 

Productions  (Canada),  Ltd.  RLP's 
Canadian    production    lias   doubled    >o 

fai  iln~  yeai .  [Tie  hi  m  has  produi  ed 
a  total  "i  L30  film  commert  ials.  I  In- 

acth  it\  i-  also  a  sign  "I  the  sean  li 
sui  i  essful,  in  this  '  ase  I  i"i  '  anadian 

business  "n  the  pari  ol  I  5.  producers. 

I  he  u- 1 . . w  in-  production  acti\  ii\  i^ 
being  reflw  ted  a<  i  oss  the  nation.  \ 

V  ancouvei  production  In m,  \i I 

Ltd.,  reports  that  "t\  film  produi  tion 
in  Western  Canada  has  increased  tre 

mendousl)  dui  ing  the  past  1 2  months, 

especiall)  in  the  Vancouver  market." 
\ii  Jones,  president,  tied  the  increase 

i"    larger    |   luction    budgets,    more 
volume,  more  distribution  of  commer- 

cials i"  othei    Western  Canadian  cen- 

In  -    and     men-    complex    n. mimic  ials. 

Just  as  the  Eastern  Canadian  pro- 
ducers found  the  I  ,S.  to  be  tough 

competition,  the  Western  Canadians 

are  having  the  same  trouble  with  East- 
ern (anadian  producers.  Ron  Ben- 

nett of  Vancouver's  Bennett  ̂ \  Win-. 
complained  that  although  his  firm  has 
done  several  full-eel  animation  com- 

mercials,  he   finds   mosl    commercials 

made    in    his    area    of    the    low-budgel 
($800)    type. 

Production  costs  outside  of  East- 

ern Canada  are  cheaper,  just  as  East- 

ei  ii  i  in. id. i  i-  i  heapei   than  the  I    S 

\  \\  innipeg  firm,  Mil  hel  L  S)  m, 

the   l"ll<o,\  in  i-  \\  pit . 1 1 ;    one- 

minute    |295  with  \"i'  e  ovei  t"  x  I  >" 
u  illi     lip     -v  n<  .      Ju  -.  .  ..nil-  :     |  I   iU     U) 
5350.  I  hese  costs  exi  lude  | >i ■  >j>~.  an- 
noum  ei .  i  op) .  aii  work,  eti ,  Anima- 

tion   will    run    about    1180    foi    eight 
  nds  i"  $1850  f"i  one  minute  and 
full-ceL 

i  in. el. i  i-  -till  not  out  of  the  woods 

n  a-  film  |>ii><  easing  fat  ilitiea  ire 
■  om  ei  ne.l.  I  i  nest  <  oi le) .  president 
of  \l  inistai  Film  Pi  oductions,  Ltd., 

m  itli  operations  in  Toronto  and  IbJU  - 

wood,  said,  'One  of  the  drawbacks  t" 
<  anadian  produi  tion  lia-  been  the 
lack  of  opti<  al  effei  ts  and.  as  fai  as 
1 6  nun  i-  com  ei  ned.  optica]  or  step 

printing.  We  film  almost  exclusive!) 
in  35  nun.  but  the  fact  remains  there 

1  mi  L6  mm.  optical  printing  in  Toron- 

to or,  I   believe,  in  <  lanada. 
The    lack    of    an     optica]     house    in 

Canada  was  also  < •  i t »■« I  b)  v.  Dean 
Peterson,  president  of  Peterson  Pro- 

ductions, Toronto.  This  firm  has  95% 
of  it*  lab  work  done  in  the  States 

but  reports  Canadian  lab  qualit)  is 

improving.  ^ 

now  50,000  watts 
The  only  advertising  medium 

covering  all  of 

Canada's  3rd  market Coverage    doubled    to    408,000    homes 

Radio    British    Columbia 

CKWX 
Vancouver,    Canada 

Reps.  Canada:  All  Canada  Radio  Facilities  Ltd.  Reps.  United  States:   Weed  and  Company 
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ROYAL  COMMISSION  URGES  END  OF  TV  MONOPOLY  IN  CANADA 

A  summary  of  recommendations  by 

the  Royal  Commission  on  Broadcast' 

ing  has  been  made  for  sponsor  by  T.J. 

Allard.  executive  vice  president  of  the 

Canadian  Association  of  Radio  and 

Television   Broadcasters. 

I  he  Report  of  the  Royal  Commis- 

sion on  Broadcasting,  known  to  Cana- 
dians as  the  Fowler  Report,  after  its 

chairman,  Mr.  R.  M.  Fowler,  was  made 

puhlic  in  March  1957. 
The  main  recommendations  were, 

1.  That  State-owned  and  privately- 
owned  radio  and  tv  stations  should  re- 

main integral  parts  of  a  Canadian 
broadcasting  system  and  that  both 

should  be  subject  to  regulation  and 

control  in  the  public  interest  by  Par- 
liament. 

2.  That  a  new  Board  of  Broadcast 

Governors  be  established  with  respon- 
sibility for  policy  and  for  policing  the 

Broadcasting  Act,  as  far  as  both  State- 
owned  and  private  radio  and  tv  sta- 

tions are  concerned.  The  new  Board 

of  Broadcast  Governors  would  have  a 

membership  of  15  compared  to  the  11 

members  who  make  up  the  present 
Hoard  of  Governors  of  the  CBC,  and 

the  BBG  would  report  to  Parliament 

through  a  minister  of  the  Crown  on  the 
activities  of  both  the  private  and  pub- 

lic sectors  of  broadcasting. 

3.  That  the  CBC-TV  monopoly  in 
the  main  Canadian  cities  of  Toronto. 

Montreal.  Ottawa.  Vancouver,  Winni- 

peg and  Halifax  be  ended  and  these 
areas  opened  for  private  tv  stations  to 

give  viewers  an  alternate  choice  of 
Canadian  programs.  The  license  for 

private  tv  stations  in  these  cities,  rec- 
ommended the  Fowler  Commission, 

should  be  given  only  to  responsible 

and  experienced  parties  and  on  certain 
definitely  stated  conditions;  i.e.,  these 

private  tv  stations  are  to  have  a  defi- 
nite commitment  for  producing  a  cer- 
tain proportion  of  Canadian  programs, 

using  Canadian  talent;  are  to  adhere 
to  limits  and  standards  for  commer- 

cials which  apply  to  the  present  tv  net- 
work, and  are  to  operate  with  at  least 

80%  Canadian  capital. 
4.  That  the  Canadian  Broadcasting 

Corporation,  the  State-owned   part   of 

Canadian  radio  and  tv,  be  given  an  as- 
sured annual  income  from  the  public 

treasury  to  cover  both  its  operating 

and  its  capital  requirements.  The 
Commission  estimated  that  by  1963 
the  CBC  would  require  approximately 

$100  million  a  year  for  operation,  of 
which  $73  million  would  come  from 

the  taxpayer  and  $27  million  from 
commercial  revenue.  These  estimates 

took  into  account  the  extension  of  ra- 
dio and  tv  into  new  areas;  additional 

hours  of  network  tv  service  and  the 

gradual  introduction  of  color  tv  (now 

unknown  in  Canada  except  for  the 

color  programs  tuned  in  from  U.  S. 
stations  I.  Color  in  Canada  was  to  be- 

gin in  March,  1959. 
5.  It  was  recommended  that  the 

CBC  Dominion  radio  network  be 

scrapped  and  that  the  government- 
owned  stations  should  sell  spot  an- 

nouncements locally  ( a  field  they  have 

not  been  in  since  the  Massey  Commis- 
sion recommended  against  it  in  1951). 

National  newscasts  were  to  remain  un- 

sponsored  but  the  commission  recom- 
mended CBC  stations  sell  newscast 

adjacencies  at  premium   rates.        ̂  

WHO  ARE  YOI     I  ItVIX.  TO  IMPRESS? 

To  sell  the  Vancouver  area  (Canada's  3rd  market)  you  have  to 

impress  many  audiences.  One  or  two,  just  won't  do.  And  to 
make  this  radio  impression  on  a  broad  audience  the  key  is  music, 

news  and  service.  Because  of  its  broad  appeal,  C-FUN  Radio  has 

become  Canada's  fastest  growing  station.  In  the  two  short 
years  since  it  began  serving  the  lower  mainland,  C-FUN  has 

over-tripled  its  national  business.  The  more  you  compare  breadth 

of  audience,  ratings,  coverage  and  cost  per  thousand,  the  more 

you'll  realize  that  "it's  fun  in  B.C.  .  .  .  C-FUN  Radio". 

NOW  B.C/S  FASTEST  GROWING  STATION 

United    States    Representatives    DEVNEY    &    CO. 

New    York       •       Chicago Los    Angeles       •       San     Francisco 
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AGENCY   PANEL 

i  (  imiiniiftl  from  ikix.!'  13  i 

KarpUS     i-     involved     in     the     iadio-l\ 
plans  of  Genera]  Mills,  Canada;  Nestle, 

( lanada ;  E  versharp,  Mutual  ol  '  Imaha 
.mil  others. 

Some  daytime-oriented  agencies  -till 
find  certain  nighttime  buys  effective. 

I  oi  example,  Muriel  Murray,  radio-tt 

director,  Walsh  Advertising  ('•>..  Ltd., 
roronto,  reported:  "The  tendency  has 
been  i<>  air  all  (radio  advertising)  l>c- 
fore  (»:(M)  pjn.  I'ui  we  bave  bad  suc- 

cess with  feature  sportscasts  in  the 

7  :(M>  to  8:00  p.m.  period  and  al-o  M  ilh 
■  Bummer  Sunday  night  half  hour  mu- 

sical program.  It  i-  my  belief  thai  this 

policy  i>f  choosing  these  times  will  re- 
main the  Bame  this  j  eai .  \\  alsh 

radio  clients  include  Bayer  nose  Bpray, 
Is  ilia  I..  Pinkham,  Simoniz  Co.,  Ltd., 

First  I.onl  cigarettes,  Consumers'  <-a- (  o. 

Daytime  tr:  \\  itli  no  t\  programing 
at  all  iii  thr  morning  anil  imt  much  in 

tlic  early  afternoon,  daytime  is  tv's 
great  frontier.  Advertisers  are  natural- 

ly not  investing  huge  sums  in  it.  I'M. 
and  others  bave  tested  it.  but  for  the 

most  part,  arc  holding  off.  On  the 
other  hand,  stations  arc  not  investing 

huge  -inn-  in  programing  earliei  in 

the  day  until  they  'an  sell  a  substan- 
tial pari  of  what  they  already  program. 

Then-  i-  evidence  from  sponsor's 

<  \  panel,  howevei .  that  clients  can 
innl  thru  proper  daytime  niche.  Da- 
\  id  McMastei .  radio  and  t\  directoi  of 

James  l."\  ick  &  <  !o.,  Ltd..  Montreal 

(which  numbers  among  it-  t\  clients 
Benson  X  Hedges  I  <  anada  I .  Abbott 
I  aboratoi  ies,  I  astei  n  \ii  lines,  I  lelene 

I  urtis,  Ltd.  < .  explained :  "\l"-t  sta- 
tions in  Canada  air  running  feature 

film-  ami  homemakei  shows  from  the 

middle  of  the  aftei  noon  until  tin-  chil- 

dren's programs  start,  lor  tin-  right 
products,  these  afternoon  shows  can  be 

extremely  effa  tive.  Although  the  au- 

dience i-  naturally  lower  in  the  after- 
noon, bo  i-  the  cost  Also,  j  our  audi- 

ence i-  ]o<>',  housewives.  Most  sta- 
tions definitely  need  to  strengthen  and 

lengthen    their   aften   n    -rhedule   hut 

this  will  take  time  ["hey  bave  to  prove 
their  present  aften   n  vehicles  first." 

Kar|iii-    (joint-    out    thai    "'-nine    Bta- 
tions  particularly  the  more  Bophisti- 

cated  private  Btations  —  have  been  do- 
in-  Borne  excellent  afternoon  program- 

ing "|  w  omen's  shows.  I  hese  bave 
proved  effective  on  short  term   buys. 

\-  I.. i  ,i-  . 1 1 1 \  pi .n  tn  .d  improvements 

to  make  dayl ime  t\  i  bettei  buy,  I  do 

belii  \  e  thai  on.-  of  these  day  -  >  real 
In. nl-  up  station  is  going  i"  i  ome 

along  and  promote  it-  <\'>\  time  si  bed- 
ule  a-  it  should  In-  promoted. 

I  hen  i-  -..m.-  feeling  that  tin-  I 

nadian  i  onsumei  is  nol  ready  foi  day  - 
t ime  t\ .  I >.  I  M  h  Mill  in.  managei  of 

the  radio  t\  department  foi  M<  I  ann- 
I  rickson  (I  anada  I .  I  .id..  I  oronto,  re- 

ports thai  day  time  i\  "so  fai  has  been 
viewed  with  a  skeptical  eye  l>s  most 
national  advertisers.  Mosl  feel  that  the 

day  time  woman  -  audiem  e  is  largely 

undeveloped  nnieh  le^-  acceptable 
than  in  the  I  .  S.  Stations  in  general 

have  made  Borne  attempts  t"  provide 
viewable  afternoon  fare,  but  I  anadian 

housewives  have  nol  bo  far  found  after- 
noon t\  sufficiently  strong  to  captivate 

their  attention  t"  the  exclusion  of  nor- 
mal housew  ifely  duties. 

Gould  put  another  -hint  to  this  !  "We 
iii-l    that    if    the    woman    of    the    Imu-e 

was  better  educated  toward-  watching 
afternoon  television  in-tead  of  L'ointi 
downtown  to  tin-  theatre,  tin-re  might 

be  a  better  potential  as  far  as  audi- 

ences are  concerned." MacMillan,  who  speaks  for  such  tv 

SOON             \ 
CHEK-TV 

10,000  WATTS         \V \                           CHANNEL  6 

ON                                   \ 
0\                           SERVING 

1220  KILOCYCLES 
\\\                             (APPROXIMATELY) 

CKDA Vv\      J  J^UU     TV  HOMES 

RADIO  VICTORIA 
\\\                              IN 

\b.C's  SECOND  MARKET 
OFFERING  NATIONAL  ADVERTISERS 

MAXIMUM  COVERAGE  OF  VANCOUVER \\\         VICTORIA 
ISLAND  AT  MINIMUM  COST. 

REPS:    RADIO    REPRESENTATIVES— TORONTO    & 

JOHN   N.  HUNT  &  ASSOC— VANCOUVER 
FORJOE    INC.— U.S.A. 

MONTREAL          \\\    REPS: 
\\\       TELEVISION  REPS— TORONTO  MONTREAL 

\\\       JOHN  N.  HUNT— VANCOUVER 

\\\       FORJOE  INC.— U.S.A. 
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clients  as  Coca  Cola,  Ltd.:  Chrysler 

Corp.  of  Canada  (whose  special  CBC 
TV  shows  at  night  have  hit  a  record 

$70,000  per  production  mark),  Swift 
Canadian  Co.,  Chesebrough  Mfg.  Co., 

Bulova  Watch  Co.,  points  out,  how- 

ever :  "Daytime  tv  ivill  come  and  ad- 
vertisers who  establish  their  franchise 

now  will  undoubtedly  be  the  ones  to 
benefit  when  daytime  tv  becomes  the 

strong  factor  it  will  ultimately  be." 
The  only  direct  comment  on  day- 

time tv  rates  came  from  Allan  Schwam, 

creative  director  of  Goodis,  Goldberg, 

Ltd.,  Toronto  (Elgin  American  of  Can- 

ada, Ltd.,  Sun  Brite  Margarine  and 

others) .  He  said  a  "more  realistic  ad- 
justment  in  rates  for  daytime  tv  is 

overdue." Daytime  radio:  McCann-Ki  ickson's 
MacMillan  told  SPONSOR  that  daytime 

radio  "is  a  very  healthy  animal  at 

present"  while  Reynold's  Karpus  de- 
clared: "During  the  past  several  years 

in  the  I  .  S.  advertisers  forgot  about 

the  power  of  radio — particularly  day- 
time radio.  Here,  in  Canada,  the  sit- 

uation has  been  a  little  different.  Ca- 

nadian advertisers  and  agencies  never 

did  abandon  daytime  radio  and  it  still 

CJAD spells 

impact 
in  Canada's  Greatest  Metropolitan   MarUet 

In  English-speaking  Quebec,  including  the  mass  population 

market  of  Metropolitan  Montreal,  CJAD  takes  top  place  in 

the    ratings — Elliott-Haynes    and   BBM. 

Entertaining  and  informative  programming,  on-the-spot 

local  coverage,  top-grade  news  reporting  and  dramatic  play- 

by-play  sport  covering  have  built  up  Canada's  most  active 

audience.  Last  hockey  season  over  63,000  replies  were  re- 

ceived in  the  CJAD  Stanley  Cup  Sweepstakes. 

There's  a  responsive  audience  waiting  for  your  sales  mes- 

sage ...  on  CJAD  in  Canada's  greatest  metropolitan  market. 

10.000  Watts  on  800  Kilocycles CJAD 
MONTREAL 

CJAD  SERVES  Metropolitan  Montreal,  The  Eastern  Town- 

ships, The  Laurentians,  Eastern  Ontario  and  the  Lower  Ottawa Valley 

seems  to  be  one  of  the  most  powerful 

selling  tools  in  our  midst.  Undoubted- 
ly, as  in  the  past  year  or  two,  Canadian 

advertisers  will  continue  to  use  radio 

as  their  most  flexible  medium  mainly 

to  beef-up  campaigns  in  the  various 

markets  across  the  country." 
The  recent  history  of  media  buying 

in  Canada  seems  to  indicate  that  da\- 

time  radio  becomes  especially  fair- 

haired  during  the  shock  period  follow- 
ing the  introduction  of  tv.  This  is 

borne  out  by  information  from  an 

agency  in  Halifax.  J.  B.  Regan,  radio- 
tv  director  of  Imperial  Advertising, 

Ltd..  reported:  "We  have  found  that 
the  buying  trends  among  our  accounts 
have  been  swinging  definitely  toward 

daytime  radio.  Nighttime  ratings  are 

away  down  in  all  areas  of  the  Mari- 
times  and  this,  perhaps,  can  be  ex- 

plained by  the  fact  that  tv  is  still  rela- 
tively new  to  the  listeners  and  viewers 

in  these  Atlantic  provinces." 
Radio  prime  time :  Agencies  and 

clients  are  "prime  time  happy,"  ac- 
cording to  McMaster  of  James  Lovick. 

He  said  the  most  popular  times  are 
7:00  to  9:00  a.m.,  9:00  a.m.  to  1:00 

p.m.  and  5:00  p.m.  to  7:30  p.m.  In- 
I  Please  turn  to  page  77) 

In  British  Columbia's 
FIRST  MARKET 

Your  best  buy  is— 

CHUB  NANAIMO 
LOCATED  AT  THE  INDUSTRIAL  HUB  OF 

VANCOUVER  ISLAND,  BROADCASTING 

TO  CENTRAL  AND  UPPER  VANCOUVER 

ISLAND  (Served  by  23  return  ferries  daily 

from  Vancouver)  AND  TO  THE  RICH 
VANCOUVER   AREA   .   .  . 

And 

CJAV  PORTALBERNI 
SERVING  THE  INDUSTRIAL  HEART  OF 

VANCOUVER  ISLAND  AND  THE  POWELL 

RIVER  AREA  ON  THE  MAINLAND  OF 

BRITISH  COLUMBIA. 

REPS:    U.S.— Donald    Cooke    Inc. 

Mont.   &  Tor. — Stephens   &  Towndrow   Ltd. 

Winnipeg — Horace    N.  Stovin   &   Co. 
Vancouver — John   N.  Hunt  &  Assoc. 
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CANADIAN    RADIO 

i  ( 'ontinued  from  i><t^f  15) 

changes  in  radio's  listening  patterns. 
Radio's  extreme  flc\i!>ilii\  has  enabled 
ii  in  hi  into  the  new  patterns  easily. 

I  In-  companion  aspect  "I  radio  lia- 
been  increased.  When  the  advertise! 

look-  at  radio's  coverage  and  cosl  along 
with  its  extreme  flexibility,  it  is  easj 
in  see  uh\  he  is  interested  in  the 
medium. 

i).       \\  luil"-    llic    extenl     ol     radio 
coverage  in  Canada? 
V.  1 1  u l\  national  in  coverage  in 
Canada,  radio  has  listeners  in  3,909,- 
7°l  radio  homes.  Thai  i-  over  '">' ' 
ill  the  total,  so  you  can  -a\  it  enjoys 
almd>i  complete  saturation  of  the  \a-t 
(  anadian  market  On  the  basis  ol 

Dominion  Bureau  ol  Statistics  figures, 
\\\\\  estimates  there  are  6,800,000  sets 

being  used  in  Canada  today.  The  fig- 
ure is  probabl)  much  higher,  Imt  we  II 

|ila\  it  safe.  Homes  have  most  of  these 
Bets,  about  5,250,000;  with   1,300,000 
Bets  in  cars  and  250,000  located  in 

hotel-,  motel-,  i e-taniant-  and  a  num- 

ber ol  oilier  public  places. 

Multi-set  home-  are  inereasini:  -lead- 

OSHAWA 
is    called    the    Progressive    City 

for  good  reason! 

Population   1950—29,771 

Population     1957 — 50,136 

and  the  market  is  still  growing — 

over  6,000  building  lots  are  under 

development! 

Reach  this  growing  area  land  a  big 

plus  from  Hamilton  to  Belleville'  by 

CKLB 
ierving 

South-Central 

Ontario    from 

OSHAWA 
Jos.   H.   McGillvra— U.S.A. 

Lorrie    Potts    &    Co. — Toronto,     Montreal 

John   N.  Hunt — Vancouver 

iK .     riie  l '» .( ■  DBS  radio  homi  -  G 

-how-  thai    7  r  .    have  one  set ;    19' 

have  two;   >' ,  have  three  and  2'  i  hs\  o 
imii  in  more      ITiere  are  two  ,lt  more 
radio-  iii   26        ol   <    iii.idi.in   home-. 

o.      Hon  are  -'t  galea  doing? 
V.      Set    sales   are   nun  ising    the   in- 
hoi   verage  i  ontinuall) .     In    L955 
set  Bales  were  25*  •  ahead  "f  1954 
In  L956,  set  Bales  ini  reased  .i  furthei 

1 6 .'>'  •  ovei  the  preA  ious  j eai .  Sel 
sales  f"i  the  first  five  months  of  1957, 

show  an  ini  rease  ol  2.2*  •  "\  ei  the 
Bame  month-  last  year.      \-  the  earl) 

months  "l  the  y<  ai  are  not  the  beat  foi 
-.  i  tales,  the  manufai  turei  -  predii  t 
thai  the  small  in<  reaae  to  date  w ill 

.iml  the  1957  in'  rease  « ill  be 

•  omparable  to  the  one  rei  orded  in 
1956      <  .ii    radios    tnd    i  ombination 
•  I-    lead    all    model-    in    -ah-    unie.i-e- 

vs  i t Ii   home  and   portable  sets  holding 
linn  own  with  last  yi 

\-  in  home  audiences  grow,  out-of- 

home  audieni  es  are  doing  likew  i-*-. 
I  IBS  reported  a  I  >'  •  ini  reaae  foi  1955- .1.  in  the  numbei  "f  homes  thai  have 

at  leaal  one  ■  ai  equipped  « ith  a  radio. 
I  he  total  i-  1,040,000  and  is  up  from 

L^Lyt 
[Tie  tremendous  post-war  growth  of  industrial  Canada, 

so  well   measured   l»\   economists,  sociologists 

and  historians,  i-  matched  by  the  music 

coming  from  the  mind-  and  hearts  of  the  people  of  Canada. 

YES,  THERE  IS  CANADIAN  MUSIC! 

.  .  .  and  it  i-  the  music  thai  Canadians  want  to  hear 

on  Canadian  radio  and  television  programs. 

P>\  encouraging  and  stimulating  the  efforts  of 

Canadian  composers  of  both  popular  and  ((merit  inn-ie. 
BMI  CANADA  LIMITED  ami 

BROADCAST  Ml  SIC,  INC. 

arc  making  it  possible  for  Canadian  music  to  be  published, 

recorded  and  performed,  not  only  in  Canada 

Imt  throughout  the  world. 

Written  and  composed   1>\    Canadian-,   published 

in  Canada  K\  Canadian  publishers,  this  music 

-lionld  become  the  fir-t  choice  ol  those  advertisers  and 

program  producer-  who  want  their  programs  to  find 

the  widesl   possible  favor  with  Canadians. 

Now  located  in  new  and  enlarged  offices  in    Toronto   with  added  facilities, 

better  to  serve  the  music  needs  of  Canada 

For  further  information  on  the  subject 

of  Canadian  Music  call   or  write 

BMI  CANADA  LIMITED 
16  Gould   Street 

Toronto   2.   Ont. 

1500  St.  Catherine  Street,   W. 
Montreal.    Que. 
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906,000  for  1954-55.  In  addition.  BAB 

estimates  there  are  about  250.000  cars 

equipped  with  radios  not  identified 
with  homes  in  the  DBS  sense.  All  told 

there  are  about  1.300.000  radio- 

equipped  cars  in  Canada.  This  audi- 
ence  in  motion,  a  captive  one  at  that, 

gives  radio  advertisers  a  tremendous 

plus  in  coverage  at  no  extra  cost. 

Man\  advertisers  are  finding  that  auto- 
mobile drivers  (and  passengers)  like 

housewives  are  capable  of  multiple  at- 
tention and  good  commercials  with 

good   programing   bring  good   results. 

y.  Are  the  number  of  stations 
increasing  also? 

A.  While  increases  in  radio  homes 

and  sets-per-home  are  going  up  each 

year,  so  are  the  number  of  stations. 
In  a  three-year  period,  from  June, 
\()r>l  to  June.  1957.  23  new  am  stations 
came  on  the  air,  seven  of  these  during 

the  past  year.  With  four  licensed  sta- 
tions still  to  come  on  and  new  licenses 

that  will  be  granted,  Canada  will  prob- 
ablv  have  an  additional  eight  stations 

on  the  air  this  year.  In  addition  to 
this,  there  have  been  a  lanje  number 

NORTHERN  ONTARIO 
#.v  a  rich,  booming  market! 

In  Northern  Ontario,  North  Bay,  Timmins  and  Kirkland  Lake 
offer  a  combined  retail  sales  market  in  excess  of 

$79,000,000.00-and  it's  growing! 

REACH  IT  THROUGH  — 

CFCH  •  < ' K.J  II  •  C JKL NORTH  BAY TIMMINS KIRKLAND  LAKE 

This  trio  of  radio  stations  delivers  a  captive  audience  of  over  300,000  listeners  daily! 

Iii  U.S.A.— Weed  &  Co. 

REPS:       In  Toronto  and  Montreal— N.B.S. 
In  Western  Canada — All-Canada 

SO   MS EASTERN  ONTARIO 
retail  sales,  wages  ARE  HIQHEST  EVER  J 

In  Eastern  Ontario,  Kingston  and  Peterborough  are  enjoying  a  new  high 
in  prosperity.  In  Kingston,  retail  sales  are  over  $58  million; 

per  family  income  is  $5,380.    In  Peterborough,  retail  sales  are 
S61    million;   per   family   income   is   $5,450! 

REACH  IT  THROUGH 

CKWS-RADIO  CHEX-RADIO 

ckws-tv    Kingston         CHEX-TV 
Peterborough 

These  four  stations  deliver  the  best  results  in  their  respective  markets  because  they're 
local — with  entertainment  and  news  designed  to  appeal  to  their  own  communities! 

REPS 
RADIO  ADS:    In  U.S. A. -Weed  &  Co.       In   Toronto  and   Montreal 
-N.B.s.       1m   Western   Canada— All-Canada 
PETERBOROUGH     I  V    In    U.S.A.-W'eed    &    Co.        In    Canada- 
All  (  .ih.kI.i 

kl\(.sli)\     rV— In   U.S.A.-Canadian   Station    Representative.     In 
Canada— All-Canada 

PORT  ARTHUR  - 

FORT  WILLIAM 

Ontario  -  Canada 

Exclusive  TV  coverage 

CFCJ-TV 
Channel  2-28  Kw. 

Reps:     Weed   TV  Corp. 
All-Canada   TV 

Lowest  cost 

radio  coverage  of  the 

Lakehead  market 

CFPA 

Reps:     Weed  &  Co. 
Lorrie   Potts  Co. 

Twin    Cities   at    the    head   of 
the    Seaway 
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of  powei  increases  including  two  to 
50  kw. 

Q,  w  hat'i  nen  in  the  wa)  <>l  I is-*- 
tenlng  data? 
\.  The  most  importanl  step  in 

broadcast  research  ever  taken  in  Cana- 

da bore  fruit  this  \<-.ir  in  the  publish- 
in-  of  the  lii-t  TPA  (Time  Period 

Audience)  survey  bj  the  Bureau  oi 
Broadcast  Measurement  BBM  is  a 

u ii  i 1 1  lit*,  non-profit  broadcast  research 
organization  supported  bj  advertisers, 

bj  encies  and  stations.  Ii  is  1 1 » *  -  onlj 
research  organization  that  surveys  lis- 

tening   in   all   of  the    I  II    census   areas 
in  ( lanada. 

In  the  past,  MB\I  reported  listening 
i.\  the  da)  or  week  in  terms  of  total 

homes  without  specifying  time  peri- 
ods. The  new  IT A  Surve)  reports  the 

Dumber  « > t  homes  tuned  to  radio  and 

to   indh  idual   stations   in   ( lanada   bj 

half-hour    periods    from    6:00    a.m.    to 

12:00  Midnight  It  also  reports  out-of- 
home  listening  b)  six-hour  periods. 

The  first  TPA  Survej  published  in 

January,  1(>.~>7.  was  based  <>n  field  work 
done  during  a  week  in  November, 

1956.  The  TP  V  Surveys  are  to  be  con- 
ducted twice  \earl\  with  the  second 

stud\     due    am     da\     now.      The    field 

NOTICE: 
To 

liniclMiM'is 

To  reach    I  lie  wealthy 

K. AM  LOOPS   B.C. 

ISOLATED  MARKET 

YOU  MUST  USE 

Vijl 

vt* 
A\ VU*

£ 

A  i: row  i hi;   population 
and    diversified 

industries   are   keeping' 
the    Greater    Kamloops 

area    BOOMI\G. 

Check  u-ith   uonr 
.All-Canada    man. 

uoik  f<>i  the  second  stud)  was  done  in 

May,  1957,  so  the  two  studies  will 
make  .in  interest  ing  i  ompai  ison.  I  P  i 
ives  .id\ ei  tisei -  and  theii  a  ;en<  ies 

ii  ore  detailed  and  a<  i  in  it''  informa- 
tion on  radio  '  and  tele\  ision  ■  <  ircu- 

lation  than  an)  othei  national  medium. 

Cost-per- 1,000  home-  can  be  deter- 
mined bj  a  simple  cal<  ulation.  IT  \ 

has  received  wide  acceptance  from  .n ! - 
\ ei t isei -  and  agent  ies. 

Il\ll    did    some    additional    tabula* 

tions  on  the  TPA  Survey  which  en- 
abled ii-  to  determine  national  listen- 

ing  trends  in   metropolitan  and  non- 

metropolitan  markets,  as  well  as  homes 

listening  pei  da\  and  homes  tuned  1>\ 
half  houi  pei  iods  during  the  broad<  isl 

daj . 

Q.       What    ilue-    TPA    ihoH    aliont listening? 

\.  I  he  f  1 1  —  t  I  P  \  -hi  \  i\.  showed 

id. it  i  adio's  In  gesl  tudieni  •-  are  lis- 
tening dm  ing  the  da) ,  Moi  ning  and 

i   ii  audiences  take  to|>  honors  fal- 
lowed closel)  b)  the  earl)  evening  pe- 

i  iod.     I  ).i\  time  telei  ision  i-  not  a  fac- 

toi  in  '  .in. nl. i.  Per*  ■  -nl.ii'e-  ..f  homes 

listening     in     non-metropolitan    areas 

CKRC 
Is  Way  Out  in  Front 

in  Winnipeg 
The  new  TPA.  Report  is  out  now.  We  hope 

you  will   take   the   time  to   study  it  carefully  in 

the  markets  which  concern  you.  You  II  find  that 

CKRC  has  made  further  significant  gains  in  the 

Winnipeg  Area  and  is  now  more  than  ever — the 

best  buy  in  the  market — in  fact,  one  of  the  best 

buys  in  Canada. 

ON  THE  PRAIRIES 

METROPOLITAN  WINNIPEG 

IN  THE  MAJOR  MARKET 

radio  630 
FOR  FACTS  AND 

FIGURES  SEE  — 
REPS:  ALL-CANADA 
RADIO  FACILITI  ES 

in    U.S.— WEED    &    CO. CKRC 
WINNIPEG,     MANITOBA 
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are  roughly  15%  higher  than  metro- 
politan centers,  though  listening  trends 

and  peaks  are  about  the  same.  TPA 
also  showed  that  audience  size  does 

not  vary  significantly  during  the  week 

but  drops  slightly  on  Saturday  and 
Sunday. 

Evening  audiences  are  generally 
smaller  because  of  television,  though 

the  drop  varies  considerably  depend- 
ing on  the  market.  Many  Canadian 

markets  receive  onlv  one  channel. 

Radio  listening  in  these  markets  is 

generally  higher  than  markets  receiv- 
ing several  channels.     This  points  up 

the  need  for  careful  selective  buying. 

TPA  also  shows  that  out-of-home  au- 

diences are  largest  during  the  day  and 

ii|)  to  6:00  p.m. 

Q.  What  are  the  trends  in  radio 

programing? 
A.  Along  with  changes  in  the  listen- 

ing pattern  have  come  a  number  of 

important  changes  in  radio  program- 

ing. News  and  special  events  cover- 
age have  been  stepped  up.  Music 

makes  up  a  big  segment  of  program- 
ing. The  music,  news  and  sports 

formula  is  being  used  by  a  large  num- 

Now/ 

Largest  city  in 

British  Columbia's  Booming 

Interior  (1956  Canadian  Census) 

Penticton  B.C. 
Served    by   Radio   Station 

CKOK   dominating    (95%    of  audience) 

the  South   Okanagan. 

©as  ©as 
1000   Watts   on   800    K.C. 

Reps. 

U.S.A. — Forjoe 

CANADA— Mulvihill 

Maurice  P.   Finnerty 

President 

ber  of  Canadian  stations. 

An  increasing  number  of  stations 

are  programing  for  the  rush-hour  auto- 
mobile audience  and  also  to  the  large 

week-end  audience  on  wheels  as  they 
drive  to  and  from  resort  and  cottage 

areas.  This  programing  follows  a 

pretty  constant  pattern  of  music,  news, 
weather,  sports  coverage,  and  regular 

reports  on  traffic  conditions  on  all 

main  highways.  Advertisers,  especial- 
ly in  the  automobile  category,  are  buy- 

ing into  these  shows  on  a  participa- 
tion basis.  One  station  in  a  multi- 

station market  leaves  programing  for 
the  car  audience  to  the  other  stations 

and  concentrates  on  entertaining  those 
who  are  staying  home. 

Give-away  and  contest  programing 

are  still  popular  with  listeners.  They 

operate  on  a  reasonable  basis  and  have 
not  reached  the  proportions  of  some  of 

the  radio  give-aways  that  have  taken 

place  in  the  United  States. 

Because  of  the  large  number  of  im- 
migrants who  have  arrived  in  Canada 

during  the  past  three  years,  a  growing 

list  of  stations  are  doing  a  consider- 
able amount  of  foreign  language  pro- 

graming which  is  meeting  with  in- 
creased support,  especially  from  local 

advertisers. 

With  stations  always  on  the  lookout 

for  ways  and  means  of  building  audi- 
ences both  day  and  night  time,  pro- 

gram syndicators  are  busy.  Drama  and 
comedy  shows  are  most  in  demand. 

Q.  In  what  direction  are  rates 

going? A.  All  time  units  have  increased 

slightly  in  cost  and  there  has  been 

some  revision  in  make-up  of  rate  struc- 

tures. An  increasing  number  of  sta- 
tions have  made  all  day  times  Class 

"A"  with  Class  "B"  for  all  times  be- 
fore 7:00  a.m.  and  after  8:00  p.m. 

Other  stations  put  the  peak  period 

times  in  Class  "A,"  other  day  times  in 
Class    "B,"    and    remaining    times    in 

CU 
There  is  no  trend  to  dras- 

tic rate  reductions  for  night  times. 

With  the  demand  for  day  times  spill- 
ing over  into  early  evening  periods, 

stations  are  content  to  hold  the  line  on 

their  present  nighttime  rates. 

More  stations  are  showing  bulk  an- 
nouncement packages  on  their  rate 

cards.  Number  of  announcements  vary 

from  500  to  2.000  and  most  of  them 

are  sold  on  a  run-of-schedule  basis.  ̂  
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CANADIAN   TV 

i  Continued  from  page  I  i 

A.  The  growth  of  the  medium  has 
not  been  confined  to  just  stations  oi 

Bel  ownership.  From  L954  to  1955  na- 
tional advertising  on  television  jumped 

from  .-."..I'M,.! mm i  i,,  -_>  ;.v,j.iiimi  f,-,„„ 
.">.">' ,  oi  the  total  volume  of  national 
advertising  to  13.5' !  in  jusl  one  year. 
These  dollar  figures  cover  network  and 

selective  I  Bpol  I  time  costs  bul  not  pro- 
gram costs.  In  1956,  spending  jumped 

in  around  s>  I  million,  or  16.6'  i  of 
the  total. 

O.  ire  there  any  significant  <lif- 
ferences    between    Canadian    and 
I  .  S.  i\  bo  tar  as  advertising  is 
concerned? 

A.  Several  aspects  of  Canadian  tele- 
vision are  unique  with  reaped  to  the 

medium  in  the  I  nited  Slate-.  One  out 
of  ever)  two  major  markets  is  captive, 
i.e..  serviced  bj  onlj  one  station. 

There  is  onlj  one  network,  forget- 

ting for  the  moment  the  language  divi- 
sion. \>  a  result  a  network  adver- 

tiser is  not  competing  for  \  iewers  at- 
tention with  other  sponsors  on  other 

networks.  So  that  \inerican  market- 

ing and  advertising  people  can  better 

i  ompiih.no!  signifi<  snee  of  this:  Im- 
agine being  able  to  bu)  time  on  the 

onlj  television  station  in  markets  such 
,i~  Philadelphia,  San  Diego,  Kansas 

Citj  oi  I lallas.  I magine  being  able  t" 
discuss  and  demonstrate  the  merits  of 

a  parti<  ulai  produt  t  oi  sei « it  e  t"  ovei 
half  the  bomes  in  a  market  at  i  given 
instant.  Television  ia  the  onlj  medium 
in  (  .hi. nl. i  h lii'  li  affords  this  oppoi - 
tunit)  i"  advei tisers. 

No   advertise]    however,    can    over- 
look the  fact  that  the  <  Canadian  market 

i-  in  realit)  two  markets.    Some   10 

of  all  our  population  is  I  rem  h  Bpeak- 

,n,|  ihii  group  i  an  onlj  h>-  sold 
.•Hi -i  tivei)  in  theii  own  language  id 

vertising  i  ampaigni  have  failed  m 

predominant!)  I  rem  h  speaking  ' I .-.  bet  auae  this  fa<  toi  was  not  taken 
mi"  a   mi. 

O.      \\  1 1 ; 1 1   about   tin-  shortage  <>t * 

time   in    <  anaila '.' \.  Will,  as  more  and  more  adver- 
i  isei  -  are  made  aware  of  tele*  ision  - 

:  selling  power,  a\ ailabilitj  of  time 
becomes  .i  problem.  In  '  anads  thit 
i-  influent  ed  b)  a  numbei  of  fa<  tors, 
especiall)  on  a  national  spot  basis.    I  o 

=*     F3    F^    ̂     r- 
Kick-Off  Your  Fall  Campaign 

with  the 

JVfOMOST 

in  the  Detroit  Selling  Game... 

-■<■ 

If  you  d  like  to  play  ball  with  the  champs  this  Fall  |Oin  up  with  Detroit  s 

Most  Powerful  team.  You  get  greater  coverage  for  the  most  reasonable 

investment  —  a   story  we're  delighted  to  tell  anyone  .   .   .  anytime. 

Guardian    Bldg  .  M       |#       I  ISf  Adam    Young.   Inc 

OcH.il  ^Jf       ̂^       ̂m     ̂ fl  Noliono:   Rep ^^  ̂ ^  ^B^  %b^  ̂ B^  ̂ aftf  W^   ^^  W.W.WiW.W.W 
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begin  with,  while  Canadian  television 

operates  under  a  free  enterprise  sys- 
tem, its  one  network,  the  CBC,  is 

owned  and  operated  by  the  Govern- 
ment. It  is  comprised  of  eight  stations 

in  six  cities  directly  owned  by  the  CBC 

and  all  of  the  32  privately-owned  sta- 
tions. The  latter  make  a  minimum  of 

lO1^  hours  per  week  available  to  the 
CBC  under  a  mutual  co-operative  ef- 

fort for  its  own  produced  shows  or 

those  originating  in  the  United  States 

which  the  CBC  elects  to  carry.  With- 
out exception,  the  bulk  of  this  network 

option  time  falls  in  class  "A"  time — 
8:00-11:00  p.m. 

Q.  Does  CBC  break  up  the  time 
on  its  shows  so  that  more  adver- 

tisers ean  buy  in? 

A.  The  CBC  does  not  presently  sell 
spot  announcements  on  its  network 
shows  but  does  sell  participations  of 
15  minutes  or  longer. 

Q.  Is  there  much  activity  in  spot 
tv? 

A.  Due  to  the  restrictions  on  net- 

work television,  a  great  many  adver- 
tisers have  resorted  to  national  selec- 

tive spot  buys,  the  advantages  of  which 

are  known  to  just  about  everyone. 

There  is  not,  however,  the  great  pre- 
ponderance of  spot  announcements  in 

the  Canadian  picture  due  to  the  scar- 
(  it\  of  good  availabilities  in  prime 

times.  Consequently,  many  advertis- 
ers are  buying  15  minute  programs  in 

a  news,  sports  and  local  topics  format. 
Although  there  are  no  figures  available 

on  the  revenue  broken  down  by  net- 
work and  spot,  indications  are  that 

spot  revenue  is  growing  appreciably 
faster  due  to  new  stations  and  new 

markets  and.  of  course,  the  swing  to 

more  selective  buying.  There  is  also 

an  emphasis  on  heavier  spot  schedules. 

Q.      Who  are  the  big  spot  users? 
A.  Shell  Oil,  Lever  Bros.,  Philips 

and  others  constitute  the  major  pur- 
chasers of  spot  television  in  Canada. 

Many  of  these  advertisers  are  buying 

as  many  as  five  announcements  a  week 

and  up  in  the  various  markets,  but 

more  significant  is  the  manner  of  buy- 

ing, i.e.,  on  a  13-,  26-  or  even  39-week 
basis.  They  are  not  buying  four-to- 
five  week  in-and-out  type  schedules. 
There  are  also  strong  indications  that 

many  of  these  advertisers  are  thinking 

in     terms    of    year-'round    effort.      In 

a A  FALL  REFRESHER 11 

to  ttttttckf 

CKGN 
NORTH        BAY O   N   T. 

FRENCH 

RADIO 
is  the 

strongest selling 

force 

QUEREC Get  your 

CHRC,  Quebec  City 
CHNC,  New  Carlisle 
CKBL,   Matane 
CHLT,   Sherbrooke 
CKRS,  Jonquiere 
CHRL,  Roberval 
CKSM,  Shawinigan  Falls 
CJSO,     Sorel 
CKVM,  Ville-Marie 
CKLD,  Thetford  Mines 
CKRN,  Rouvn 
CHAD,  Amos 

CKLS,    La  Sarre 

CKVD,  Val  D'Or CKNB,  Campbellton  (E) 
CRTS,    Sherbrooke  (E) 

JOS.  A HARDY CO.  LTD. 

HADIO  DIVISION 
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William    Whiting 

CKCO-TV 

Kitchener,   Ontario 

Canada. 

man)  case*  the)   have  started  schedul* 
in-    in     ̂ UgUSl    "f  thi-   \  i-.ii    i.illii  i    tli. 111 

Septembei    "i    <  *,  tobei    bj   pre\  iousl) . 

O.  Mow  are  syndicated  snows 
and  Feature  film*  bought? 
V.  S)  in  In  ated  film  and  feature  films 
I'l.iv  an  important  role  in  the  program 
ing  "I  man)  stations,  I  be  s)  ndi<  ated 
materia]  is  bought  in  various  ways. 
Packages  are  purchased  b)  agen<  iea 
tor  theii  clients  i"  be  placed  in  selei 
live  markets,  individual  stations  are 

bu)  ing  I'.n  kages  t"  sell  on  ;i  partii  ipa- 
iiiui  basis  i"  local  and  national  ac- 

counts and  .1  number  of  sponsors  li  ive 

purchased  syndicated  film-.  Withver) 
few  exceptions  the  Btations  begin  their 
operation  dail)  b)  offering  a  feature 

film  and  also  i  lose  out  the  day's  broad- 
casting the  same  wa) .  Man)  Btations 

whicb  are  now  operating  on  a  noon- 
and-on  schedule  have  made  a  practice 
of  running  double  header  feature  films 
which  are  sold  "ii  .1  participating  basis. 

y.  In  nighttime  t\  actually  sold 
out? 

A.  There  are  still  some  good  avail- 
abilities open  in  prime  period-  but 

due  in  the  network  commitments  and 

one-station  market  picture,  many  ad- 
vertisers  are.  and  will  be,  forced  to 
wait  in  line.  There  are  >till  mam 
i!i>od  availabilities  in  earl)  and  late 
afternoon  periods,  but  unfortunatel) 
mam  advertisers  are  not  aw  an-  of  the 

advantages  available  to  them  through 
da)  time  telei  ision. 

i).  Does  spot  \\  in  French-speak- 

ing areas  differ  from  English- 

speaking  areas'.'1 A.  R\  and  large,  the  French  pattern 

is  similar  to  that  existing  in  other 

areas  of  the  country.  There  has  been 

one  significant  change,  however,  and 
that  is  that  now  there  are  a  number  <>f 

French  market-  with  local  television 
station-.  Advertisers  who  would  not 

enter  French  Canada  due  to  production 

problem-,  now  look  more  favorabl)  on 
this  area.  The  hottest  program  prop- 

erties at  the  moment  are  kitchen  type 
-hows  in  the  afternoon.  French  fami- 

lies  are  far  more  home-type  than  their 
English  counterpart-  and  consequent!) 

a  great  main  French-Canadian  house- 
wives are  available  to  television  and 

its  advertisers.  Their  reputation  as 
cooks  is  world-wide:  hence,  the  inter- 

est in  the  kitchen  show. 

We're  Moving 

Gold! 
Moving  gold  in  British  Columbia 

and  Northwest  Wa s h i n g t o n 

through  maximum  power  and  a 

half-mile  tower  high  atop  Mt. 

Constitution.  We're  loaded  with 

top  CBS  programming  and  Holly- 

wood film  features  by  Warner 

Bros.,  20th  Century  Fox,  Colum- 

bia and   United  Artists. 

The  nuggets  we're  bringing  out 

of  this  area  are  1,000,000  Cana- 

dian viewers  in  Vancouver  and 

Victoria  and  300,000  high-income 

Americans. 

Assays  show  our  Mother-Lode 

produces  up  to  60%  of  the  audi- 
ence  in   this  four-station   market. 

So  let  us  put  power  into  your 

message  .  .  .  power  that  will  dig 

deep  into  the  rich  vein  of  ore 

that  winds  throughout  the  great 

Canadian-Northwest  Washington territory. 

EVOSiTV 

Studios  in  Bellingham,  Washington 
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Q.  What  about  the  use  of  day- 
time tv? 

A.  There  is  a  stirring  of  interest  in 
the  possibilities  of  daytime  television 
on  the  part  of  some  advertisers,  backed 

up  in  part  by  the  successful  attempts 

of  various  U.  S.  firms  to  establish  day- 
time franchises  in  the  new  medium. 

Daytimes  full  potential,  however,  is 

largely  untapped.  Morning  and  early 
afternoon  are  not  programmed. 

Q.  What  are  the  big  problems  in 
selling  daytime? 

A.  The  big  stumbling  block  at  pres- 
ent is  the  lack  of  authoritative  re- 

search. There  is  little  daytime  rating 
data.  This  problem  is  being  attacked 

by  means  of  a  national  listening  and 
viewing  study  on  radio  and  television 

station  audiences  conducted  by  the 
Bureau  of  Broadcast  Measurement. 

The  original  BBM  service  was  very 
similar  to  the  old  BMB  in  the  United 

States,  but  during  the  past  year  has 

been  revamped  and  improved  to  a  con- 
siderable degree. 

Q.      In  what  way? 
A.      At    present    BBM    conducts    two 

studies  annually,  rather  than  every  two 

years,   as  it  used   to,   and   reports  to 

member  stations,  reps  and  agencies  on 

set-tune-in  and  stations'  share  of  audi- 
ence b\  half-hour  periods  in  individual 

markets.  It  is  somewhat  like  a  local 

rating  service  but  BBM  covers  all 

areas,  not  just  the  central  market  zone. 

A  great  quantity  of  additional  infor- 
mation is  available  for  tabulation: 

audience  composition,  cumulative  au- 
dience, etc. 

The  Broadcast  Advertising  Bureau, 
Toronto,  which  is  the  sales  office  of 
the  Canadian  Association  of  Radio  and 
Television  Broadcasters  obtained  some 

of  the  untapped  BBM  information  by 
means  of  a  special  tabulation  of  their 

study  of  last  November.  This  special 
tabulation  dealt  with  radio  listening 

and  television  viewing  in  metro  and 

non-metro  areas,  and  the  amount  of 

time  the  average  family  spent  with  ra- 
dio and  television. 

Q.  How  will  BBM  data  be  used 
to  evaluate  the  daytime  tv  picture? 

A.  Plans  are  being  made  to  obtain 
an  even  more  detailed  breakdown  of 

information  contained  in  the  second 

study  of  May  this  year.  Once  these 

facts  have  been  ascertained  and  pre- 
sented to  advertisers  and  their  agen- 

cies, enough  interest  should  be  shown 

b)  them  to  allow  stations  to  experi- 
ment by  pushing  back  their  operations 

from  the  present  3  p.m.  sign-on  to 
noon  or  even  earlier. 

Once  enough  advertisers  are  con- 
vinced  of  the  soundness  of  the  davtime 

qualit)  audience  vs.  the  nighttime 

quantity,  it's  conceivable  that  in  the 
not-too-distant  future  Canadian  tele- 

\  ision  will  become  a  15-18  hour-a-day 

operation. 

Q.  Do  you  think  Canadians  will 
be  active  daytime  tv  viewers? 

A.  One  thing  is  certain.  The  inter- 
est level  of  Canadian  viewers  is  at  least 

as  high  as  their  counterparts  below  the 
border.  Sets-in-use  are  comparable 
and  the  time  they  spend  with  television 

places  them  in  the  same  leisurely  ac- 
tivities class.  Canadian  homes,  on  the 

average,  spent  more  than  five  hours  a 

day  with  tv  in  November,  1956,  ac- 
cording to  BBM.  And  a  good  part  of 

the  day  is  still  not  programmed. 
More  important,  when  present  single 
station  markets  (Halifax,  Toronto, 

Vancouver,  etc.)  acquire  second  sta- 
tions to  offer  tv  owners  a  wider  pro- 
gram choice,  listening  should  surpass 

its  already  high  level. 

NEW!    PROSPEROUS!    CAPTIVE! 
Opening  a  great  new  captive  television  market  .  .  .  offering  blanket 

coverage  of  all  major  centres  of  the  prosperous  Okanagan  Valley  in 

Canada's    British   Columbia 

ON    THE    AIR 
SEPT.  21ST 

Remember  -  ONE  GETS  YOU  THREE  on  CHBC-TV 
For    complete    information     and    choice    availabilities: 

IN  CANADA:    All-Canada  Television  IN  THE  U.S.A.:    Weed  Television 
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AGENCVPANEL 

i  Continued  li<mi  page  681 

terestingl)  enough,  he  noted,  on  the 
I  rem  h  stations  in  Montreal  and  in 

othei  French  areas  tin-  listenerahip  is 
highei  between  the  hours  oi  5:00  i" 
.  [0  p.m.  than  between  7:00  to  9:00 

.i.iii.' tiiio  radio  Interest  in  the  auto  ra- 

dio audience  is  increasing  among  ad- 
men.    Schwam    of   G   li-.   Goldberg 

reports  a  "tremendous  upward  >uin^ 
in  timebuying  to  hit  tin-  potential  auto 
audience.  M>  Mastei  finds  good  size 
radio  audiences  drh  ing  around  in 

i. ii-.  especially  during  peak  hours.  In 
selecting  a  station,  we  definitely  look 
in  Bee  which  one  has  the  majoi  share 

of  this  'bonus  audience.  However,  ii 

i-  nol  tin'  prime  consideration." 

Karpus  feels  thai  out-of-home  listen- 
ing i-  continualh   growing  in  Canada 

"although  il  -till  has  a   Inn-   ua\    In  Lin 
lo  catch  up  to  the  American  out-of- 
home  audience.  During  the  summer 

months  in  the  heavily-populated  met- 
ropolitan areas,  advertisers,  have  been 

n-ini:  week-end  radio  to  a  considerable 

degree. 
More  research  on  auto  audiences  is 

wanted.  \t  present  Elliott-Haynes  re- 

ports percent  of  car-  on  the  road  listen- 
ing to  radio  1>\  stations  but  actual  au- 

diences  cannot  be  figured  without  ad- 
ditional   data    on    the    number    of   cars 

actually  on  the  road.  BBM's  Time 
Period  Audience  stud)  shows  the 

amount  of  out-of-home  listening  but 

onK  l>\  six-hour  periods. 

Vighttime  tv:  MacMillan  reported 

that  with  tv's  rapid  growth,  the  one- 
Btation-per-market  policy  and  network 

facilities  '"-trained  to  the  breaking 
point,  there  i-  a  waiting  li>t  of  "will- 

ing advertisers  with  cash  in  hand  seek- 
ing the  few  time  -lots  available  and 

there  are  bound  to  be  disappointments 

among  those  who  are  gingerl)  testing 

t\    for  the   fir-t   time." 

Talking  of  t\  in  general  but  speak- 
ing primarily  about  nighttime,  Karpus 

expressed  the  opinion  that  tv  has 

reached  a  levelling-off  point.  Cana- 
dian advertisers  are  no  longer  mes- 

merized by  t\  and  with  rising  costs  for 

programs,  commercial-  and  time,  tele- 
vision now.  more  than  ever,  must  pa\ 

for  itself  on  a  cost-per-1,000  basis. 

"With  the  coming  of  private  t\  -ta- 
tions  in  the  major  markets  within  the 

next  18  months  we  hope — main  a 
medium-size  advertiser  mav  be  in  a 

position  to  take  advantage  of  tv.'"  ̂  

Insures 
Through    IBS    radio    stations 

you   reach    1,879,476*   French   radio  homes 

with  a  buying  potential  of  $5,021,032,000 

Call  your  IBS  man  for  better  results  in 

any  of  these  14  rich  markets 

MIf.T»l  Montreal 

1^1  I€*V^  Quebec 

I  Hull 

Trois-  Rivieres 

Rimouski 

|»J  Chicoutimi 

MH.M  St-Georges 

de  Beauce 

B  Edmundston 

L*^^l*i  Timmins 

l'l  A    1.1  S u d b u  ry 

B  St-Boniface 

LU3IH  Gravelbourg 

B  Saskatoon 

L*X  M  J .    ■  Edmonton 

INTERPROVINCIAL  BROADCAST  SALES  LTD. 

TORONTO:    Ken  Davis,  Gen.  Mgr. 

199  Bay  Street,  EM  4-1197-8 

MONTREAL:     Lionel  Morin,  Mgr. 

Fi         1411   Stanley  Street,  AV  8-7533 

' 

*E//ioffHoynes  Radio  Circulation  Report  —  Nov.,  195i 



PART    FIVE 

Reprints  of  Timebuyers  of  the  U.  S. 

in  i/s  entirety  will  be  available 
later  this  summer.  If  rite:  SPONSOR 

Services  Inc.,  40  E.  <l9th  St.,  New 
York  17,  N.  Y.  Next  installment 

n  ill  appeal   in   the  .11   August  issue 

TIMEBUYERS 
OF  THE  U.S. 

Most  extensive  list  of  timebuyers  yet  published  links 

buyers  with  their  accounts  (particularly  regional  or 

national    spot    clients),    gives    agency's    address,    phone 

I  lie  Timebuyers  of  the  U.  S.  listing,  whose  fifth  install- 
ment starts  on  page  80.  is  probahly  the  most  complete 

such  list  yet  published.  Primarily  the  list  is  adapted  from 

the  summer  1957  edition  of  Time  Buyers  Register,  published 

by  Executives'  Radio-TV  Service  of  Larchmont,  N.  Y. 
Added  to  this  basic  list  is  information  which  was  reported 

directly  to  SPONSOR  by  agencies. 

Time  Buyers  Register  is  published  three  times  a  year  and 

sells  for  $15  a  copy.  It  has  been  issued  for  six  years  and  is 

compiled  from  a  nationwide  survey  of  agencies. 

The  Time  Buyers  Register  list  was  modified  by  SPONSOR 

as  follows:  Client  lists  of  many  agencies  were  shortened  both 

to  save  space  and  to  throw  emphasis  on  national  and  re- 

gional accounts.  Accounts  which  appeared  to  be  strictly 

local  in  their  operation  were  most  frequently  eliminated. 

An  asterisk  (*)  after  the  agency  name  indicates  that  the 

agency's  client  list  has  been  shortened.  A  dagger  it)  indi- 
cates the  agency  reported  directly  to  SPONSOR. 

The  listing  is  alphabetical  by  states  with  cities  appearing 

alphabetically  below  the  state  heading.     Agencies  are  listed 

alphabetically    by    cities    and    include    address    and    phone. 

Each  agency's  listing  includes  the  agency  name,  address 
and  phone  number.  Then  in  bold  face  appear  the  names  of 

media  executives   (if  they   were  reported  I    and  timebuyers. 

Accounts  are  then  listed,  followed  by  the  name  of  the  buy- 

er handling  that  account.  In  cases  where  agencies  prefer  not 

to  specify  which  buyers  are  assigned  to  which  account  I  be- 
cause of  a  team  operation  or  rotating  assignments  I  buyers 

and  accounts  are  listed  separately. 

SPONSOR  in  most  instances  has  eliminated  listing  of  agen- 

cies which  mentioned  no  accounts.  Agencies  so  omitted 

which  have  since  returned  to  active  use  of  national  or  re- 

gional spot  tv  or  radio  should  so  report  to  sponsor  at  40  E. 

49th  Street,  New  York  17,  N.  Y.  sponsor  plans  to  reprint 

the  list  in  a  convenient  booklet  and  will  be  glad  to  expand 

it  to  cover  additional  agencies  active  on  the  air. 

The  list,  which  started  in  the  Tv/Radio  Basics  issue,  will 

be  continued  in  succeeding  issues  until  complete.  An  ad- 

dendum, if  required  will  be  published  with  the  final  in- 
stallment of  the  listing.  ^ 
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the  more  you  compare  balanced  programming, 

audience  ratings,  coverage,  or  costs  per  thousand — 

or  trustworthy  operation — the  more  youMI  prefer 

WAVE  Radio 

WAVE-TV 
LOUISVILLE 

NBC  AFFILIATES 

NBC  SPOT  SALES,  EXCLUSIVE  NATIONAL   REPRESENTATIVES 

WFIE-TV,  Channel  14,  the  NBC  affiliate  in  Evansville, 

is  now  owned  and  operated  by  WAVE,  Inc. 



TIMEBUYERS  OF  U.  S. 
i  ontinued 

BYER  &  BOWMAN  ADVERTISING  AGY.* 
66  ̂   (  olumbus   15,  Ohio.    Capi- 

tal  1-775] 

S.    N.    Hollock,    Jr.,    radio-tv    dir.;    John    D. 

Metzger,    head    timebuyer;    Martha    Sulli- 

van,   James    Kelso,    Ann    Duffy,    Gus    Bow- 

man, Dick   Kennard,   Nick   Popa 

Buckeye    F   I-     (potato    chips),    Metzger; 

National  <  itj  Bank,  Kelso;  Columbus  Tran- 

sit, Popa;  Dollar  Federal  Savings,  Kelso; 

Farm  Bureau  Coop,  Kennard;  Marzetti's 
Salad  Dressing,  Kelso 

KIGHT   ADVERTISING* 
118    A.    Third    St.,    Columbus    15,    Ohio. 

<  apital  1-5558 

Elizabeth     W.     Kight,     radio-tv     dir.;     Neil 

Pynchon,    Ron    P.    Cowman 

Armstrong     Furnace    Co.     (furnaces    &    air 

conditioning!  i.  Pynchon;  kool  \  ent  Miirni- 

niini  Awning  Co.,  Kight;  Seyfert  Potato  Chip 

I  o.,  Cowman;  Wayne  Candies  (candies  & 

Bun  cand)    bar),   Kight 

MUMM,   MULLAY   AND    NICHOLS* 

33    A.    Grant    An'..    Columbus    15,    Ohio. 
(apt  nil  1-7851 

Robert  L.   Schroer,  v. p. 

(  olumbus  Chevrolet   Dlrs.,  <  'olumbus  Coated 
Fabrics     (oilcloth,     Wall-Tex,     Col-0-Vin), 

Ilanna    Paint    Mfg.    Co..    New     Idea    Farm 

Equipment   Co. 

DAYTON 

DON    KEMPER  CO. 

850   S.   Patterson    Bird..    Dayton   2,   Ohio. 
Adams  6216 

Cindy   Hamberg 

lluber  Construction  Co.,  Springhill  Nurs- 

eries. George  II.  Bundle  Co. 

CENTRAL   ADVERTISING  AGENCY 

111%  W.  North  St.,  Lima.  Ohio.  5-8821 

James  M.  Nellis,  R.  H.  Moore,  Ted  Bunn 

Crown  Controls  Co.  (tv  antenna  rotator-  and 

tv  accessories,  Crown  Tenn-A-Liners) ,  Nel- 

lis; Eckert  Packing  Co.  (packaged  meat 

product- 1.  Bunn;  Lima  Armature  Works 

(elec.  motor  repair-,  elec.  equipment  & 

acces.'),   Moore 

\l   \l!|ll\ 

HOWARD  SWINK  ADVERTISING  AGY. 

172  East  Center  St.,  Marion.  Ohio.  2-2171 

Howard  Swink,  pres.;  Paul  Kohler,  Gene 

Poling,  John  Lord,  Marion  Burton 

Dominion  Elec.  Co.,  National  City  Bank  of 

Marion.  Howard  Zink  Corp.  (auto  seat 

covei  - 1 

TOLEDO 

MERVIN   N.   LEVEY  CO.* 
Ft.  Meigs  Hotel  Mezzanine,  Toledo  1.  Ohio. 

Cherry  4-1527 

M.   N.  Levey,  A.   N.  Levey,  Wm.  Klein 

Vckerman  Coal  Co.,  A.  N.  Levey;  Hertzfeld 

Oldsmobile,  M.  N.  Levey;  Duncan  Iline- 
Coffee,  M.  N.  Levey;  Fairmont  Drug  Co. 

(chain),  M.  N.  Levey;  Kuehmann  Foods 

'potato  chips),  M.  N.  Levey;  Leipharl  Lin- 

coln Mercury,  M.  N.  Levey;  Nuside  Metal 

Trod-,  (pre-fab  garages),  M.  N.  Levey; 

Niagara  Bottle  Washer  Mfg.  Co.,  Klein; 

John  Recht  Co.  (power  mowers  distrib.), 

A.  N.  Levey;  Jos.  B.  Smith  Co.  (appli- 

ances), M.  N.  Levey;  Tasco  Di\.  Toledo 

Iron   &    Steel    (sprinklers) 

THE  MILLER  AGENCY   CO. 

2111      Madison      4ve.     Toledo     2.     Ohio 

Cherry    1-2133 

Frank  E.  Borer,  pres.  &  treas.;  R.  T.  Car- 

rithers,  acct.  exec;  J.  M.  Borer,  sec'y.  & 
asst.   treas. 

OKLAHOMA 

OKLAHOMA    CITY 

TOM    P.   GORDON    CO.,   ADVERTISING* 
805    Midwest  Bldg.,  Oklahoma  City,  Okla. 

Regent  9-0543 

Tom  P.  Gordon,  Jack  W.  Tubb,  Bill  Lam- 
bert 

A  &  B  Automotive.  Tubb;  Aero  Design  & 

Engineering  (aircraft  mfg.),  Gordon;  Vssoc. 
Motor  Carrier-  of  Okla..  Gordon;  Clarence 

I..  Boyd  Co.  i  road  machinery  &  equipment), 

Tubb;  Brown  Aero  Corp.  (Dalla-i.  Gordon; 

De  Leuw,  (lather  &  Co..  Gordon;  Downtown 

Airpark.  Gordon;  Eskridge-Wright  Olds- 

mohile  Co..  Tubb.;  Gas  Equipment  Co..  Dal- 

Las,  Gordon;  Harvester  Co.  (farm  equip- 

ment), Tubb;  C.  Robert  Ingram  (appliance 

distr.),  Tubb;  Kingsize  Clothes,  Tubb;  K. 

B.  Oil  Co.  t  petroleum  marketer- 1.  Gordon; 

Lee  Way  Motor  Freight.  Gordon;  Morris 

Chevrolet  City.  Tubb;  Pioneer  Freight.  Gor- 

don; Rapid-Teetor  Co.,  Gordon;  Ray-O-Lite 

Corp  of  the  Southwest,  Gordon;  Safeway 

Rental  &  Sales  Co..  Gordon;  Salver  Refining 

Co.  i  petroleum  prod-.  I.  Gordon;  Sooner 

Freight  Lines.  Gordon;  Tri-State  Pet  Shops, 

Gordon;    Wewoka   Enterprises,   Gordon 

JONES  &  JONES  ADVERTISING  AGY.* 
717    Leonhardt    Bldg.,    Oklahoma    City    2. 

Okla.    Forest  5-9364 

Henry    C.    Jones 

DeCoursey  Milk  Co..  O.  K.  Furniture  &  Rug 

Co.  (five  retail  home  furnishings  -tore- 1. 

Standard    Life   and    Accident   Ins.   Co. 

KNOX-ACKERMAN   ASSOC* 
336  Classen  Terrace  Bldg..  Oklahoma  City, 

Okla.    Jackson    1-2211 

Ray    Ackerman,   Al    Fiegel 

II.  J.  \hromeit  <  auto  air  cond.i.  Fiegel; 

Cato  Oil  &  Crea-e  Co..  Ackerman;  Kerr'- 
Department  Store.  Ackerman;  Nichols  Seed 

&  Fertilizer  Co.,  Ackerman;  Ozmun  &  Co. 

i '"Sooner  Select"  canned  foods),  Fiegel; 

Progress  Brewing  Co.  (Progress  beer),  Serv- 

I  -  Bakers,  Fiegel;  T.C.  &  V  Stores  '\arie- 

ty),  Ackerman;  The  Oklahoma  Corp..  Fie- 

gel; Weather  Whipper,  Ackerman 

LOWE    RUNKLE    CO.* 
1305    Libert)    Bank    Bldg..    Oklahoma    City 

2,  Okla.    Regent  6-3521 

Lowe  Runkle,  Howard  Neumann,  Oscar 

Heuser,    Monty    Mann 

<  aiif-  Coffee  Co..  Runkle;  (  olvert  Dairv 

Product-  Co..  Mann;  Dulaney's,  Neumann; 

Kerr  McGee  Oil  Industries  'Deep  Rock 

petroleum  products),  Mann;  0.  G.  &  E. 

Co.  (utilities),  Neumann;  Oklahoma  Pack- 

ing Co.  I  Okla.  Pride  wieners  and  -teak- 1. 

Heuser;  Southwestern  Bell  Telephone  Co., 

Neumann;  Superioi  Feed  Mill-.  Neumann; 

Swan  \ir  Conditioning  'Carrier  air  condi- tioner-I.   Bateman 

GIBBONS  ADVERTISING  AGENCY* 
802    Daniel    Bldg..    Till  SO   3,    Okla.     Luther 
7-2444 

J.  Burr  Gibbons,  pres.;  John  B.  Gibbons, 

v.p.;  Dee  Freiday,  radio-tv  dir.,  acct.  exec. 

Comet  Moving  &  Storage  Co.,  Freiday;  Lib- 

erty (da—  Co.  (returnable  milk  and  beverage 

bottles),  J.  Burr  Gibbons;  Tom  P.  McDer- 

mott  i  automotive  prods.  &  appls.),  Freiday; 

Mitchell  Mfg.  Co.  lair-cooled  -eat  cushions), 

J.  Burr  Gibbons;  Pedrick  Labs.  (VIGO  dog 

&  cat  food  i .  Gibbons,  Freiday;  Praysons 

Candies  Co.,  Gibbons,  Freiday;  Public  Serv- 

ile Co.  of  Okla.  (utilities),  Gibbons,  Frei- 

day; \  Click.  John  B.  Gibbons;  Wort/  Bis- 

cuit Co.    i  cracker-  &   cookies),   Freiday. 

WATTS,    PAYNE    ADVERTISING* 
900   S.    Main    St.,    Tulsa.    Okla.     Diamond 3-8108 

Don  Dyer,  Don  Mitchell,  Less  Hauge.-, 
Don  Watts 

Bell  Oil  &  Gas.  Hauger;  Broun  Dunkin 

(dept.  -tore  i .  Dyer;  Bryan  &  Sons  <  beer 
distr. i.  Mitchell;  Chili  Bowl  Seasoning  Co., 

Dyer;  Downtown  Tulsa.  Unlimited  <  down- 

town -tore- i.  Dyer;  Hawk-  Dairy  i  dairy- 
prods.  I .  Hauger;  Jitney  Jungle  (groceries), 

Dyer;  Mid- West  Chevrolet  <new  cars  & 
service),  Dyer;  Okla.  Tire  &  Supply  Co. 

(car  &  home  suppls.),  Mitchell;  Pepsi-Cola 

Bottling  Co.  (Pepsi-Cola),  Dyer;  San<J 

Spring-    Bottling   Co.    (7-Up),   Dyer 

OREGON 

PORTLAND 

BOTSFORD,  CONSTANTINE  &  GARDNER 

115  S.  ff".  Fourth  St.,  Portland  1.  Ore. 
Capitol  8-9541 

Frankie  Coykendall,  v.p.   &   media    dir. 

Del     Monti'    Meat     Co.     i  Sweetheart     meats) 

30 SPONSOR 24  august  L957 



Enter  Chicago's  charmed  circle 
for  sales . .  .WGN- radio 

You're  in  good  company  when  you  join  the  nation's  smartest 
time-buyers  who  confidently  select  WGN  to  sell  millions  of 
dollars  worth  of  goods  for  top-drawer  clients. 

Consistent  high  program  quality,  at  the  lowest  cost,  makes 

WGN  a  good  buy— your  smartest  buy  today  in  Chicagoland! 

SPONSOR       •       24    UCIST    \l)r>~ 
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TIMEBUYERS  OF  U.  S. 
-  ontinued 

Idaho    Advertising    Commission    (Idaho    po- 

>),  Jantzen  Knitting  Mills  (swim  suits), 

i  __    Produi  i  s,    Nulade) 

BURKITT-COLEMAN* 

I_>1    S.    W.   Fifth     Ive.,    Portland    1.    Ore. 

Capitol  8-8161 

Ralph    P.    Coleman,    E.    6.    Burkitt 

Bruck  Tackle  &  Mfg.  Co.    (fishing   tackle), 

Bee    I  mpoi :  ing   I  o.    '  -ki   waxes  i .   Fifth 

;.    Shop    (women's  specialty),  General 

Suppl)     (G.E.    appls.),    Lamb-Weston 

frozen     peas),     Medo-Land     Creameries 

dairy),  Frank   Nan   Pharmacies,  North  Pa- 

cific     Canners     ami     Packers     (Flav-R-Pac 

canned  ami   frozen   food),  Portland  [ronrite, 

Roberts    Bros,     (department    store),    Station 

k\   VL-TY,    Stastnn    Canning    Co.     (Santiam 

canned  green   beans  and   whole  corn).   \\  int- 
ern  Oldsmobile 

McCANN-ERICKSON 

Public  Service  Bldg.,  920  S.  W.  Sixth  Ave., 

Portland  k  Or,-.   Capitol  8-4305 

T.  N.  Tracy,  Dwayne  W.  Heathman,  Rob- 
ert L.  Weber 

Coca-Cola  Untiling.  Tracy,  Weber;  Coca- 

Cola  Bottling  of  Oregon.  Heathman;  Pa- 

cific Power  &    Light   Co..  Tracy,   Heathman 

H.  RICHARD  SELLER  ADVERTISING* 

109  S.   W.  Stark;  Portland   i.  Ore.    Capitol 
2-9122 

H.  Richard  Seller,  pres.;  Andy  Seller,  me- 
dia   dir. 

Hirsch-Weis  Can\a-  Products,  IC  \  Food 

Stores,  Mt.  Rainier  B'easting  (KJR  Seattle; 
KXL  Portland;  KNEW  Spokane).  Nehi  Bev- 

erage-. Portland  Punch  Co.,  Scaly  Mattress 

Co.,  Sewline  Co.,  Sunshine  Dair>.  I  nited 

Grocer-  (Oregon.  Seattle.  Wash.),  White 

Stag    Mfg.   Co.    < sports  wear) 

PENNSYLVANIA 

PRITCHARD,   DANIELS  &   DREHER 

23  Rittenhouse  Plai  e,  Ardmore,  Pa.    Mid- 

way  9-1777,  9-1667 

W.    B.    Pritchard 

II   I    Chemical     (starch,    bleach,    cleaner), 

Jack's  Tast)  Snack  Corp.,  Joseph  Parniet 
Co.    '  One- Wipe   dust   cloth  I 

(   IRNECIE 

JAMES  A.  STEWART  CO. 

Rosslyn     Road.     Carnegie,     Pa.      If  a  hint 
1-4112 

Harold  Stark,  James  Stewart 

Jame-  B.  Sipe  &  Co.  (paint),  Stark;  \al\o- 
line  Oil  Co.  (motor  oil),  Stewart;  Wright 

Pontiac   (.autos),  Stewart 

MITCHELL  ADVERTISING  AGENCY* 
912  West  Ylth  St.,  Eri,-,  Pa.    1-1554 

George  J.   Mitchell,   F.   J.   Mitchell 

Dairy  Institute  of  the  Krie  Area,  F.  J.  Mitch- 

ell; DiMichael's  Pizza  Shops.  F.  J.  Mitchell; 
Johnson  Orange  Car-,  F.  J.  Mitchell;  Meliler 

Bottling  Works,  G.  Mitchell;  Sanitary  Farm- 
Dairy.  G.  Mitchell;  Times  Publishing  Co., 

F.  J.  Mitchell;  1  nited  Oil  Mfg.  Co.  (fuel 

oil).  G.   Mitchell 

THE    YOUNT   CO 

12  East  10f/i  St.,  Eric.  I'„.    2-2816 

M.  A.   Yount,  M.  John  Yount 

Auto  Seat  Cover  Co.,  M.  J.  Yount;  llarri- 

Ford  <autos),  M.  J.  Yount;  Krie  Brewing 

Co.  (beer),  M.  A.  Yount;  Marine  Bank. 
M.  J.  Yount. 

II  UhUTOW  \ 

HERBERT    E.    WOODWARD 

1221     Edgewood     Road,     Havertown,     Pa. 

Hilltop   7-0910 

H.    E.   Woodward 

First    National    Bank     (Binghamton) ,    First 

National   Bank   &   Trust    (Walton) 

LANCASTER 

HOWARD  YORK  ADVERTISING 

P.    O.    Box    1305.    Lancaster.    I'd.     Trinity 2-6312 

Howard  W.  York 

Penn  Boiler  &  Burner  Mfg.    (rv  hardware) 

PHILADELPHIA 

AITKIN-KYNETT  CO.* 
1400  S.  Penn  Square.  Philadel]>hia  2.  Pa. 

Rittenhouse  6-7810 

E.   M.   Gretz,  Alan   L.   Bobbe 

Booth  Bottling  Co..  Campbell  Chain  Co., 

Carling  Brewing  Co.  (Black  Label  beer, 

Mid-Atlantic  region  I .  Conard-Pyle  Co..  Fels 

&  Co..  Mr-.  Paul's  Kitchens  (frozen  foods), 

Pennsylvania  Refining  Co.  (Gumout),  Wolf's 
Head    Oil    Refining   Co. 

ARNDT,    PRESTON,    CHAPIN,    LAMB 

&    KEEN* 
160    N.    15th    St.,    Phila.    2,    Pa.     Locust 1- 1400 

Irvin  W.  Mark,  media  dir.;  Thelma  Gar- 
diner,   timebuyer 

American     Store-.     Drexel  Furniture     Co., 

Musselman      \pple     Prods..  Renuzit     Home 

Products.  Wm.  S.  Scull  Co.  (Boscul  coffee  l. 

Quaker    Sugar 

THE   BUCKLEY  ORGANIZATION 

2106  Phila.  National   Bank   Bldg.,   Phila., 

Pa.    Rittenhouse  6-0180 

Earle  A.    Buckley,  Jr. 

Linton's   Friendly   Restaurant-.   Lovekin    Wa- 
ter   Heater    Co. 

FEIGENBAUM   AND   WERMEN   ADV.- 

1922  Spruce  St..  Phila..  Pa.    Locust  7-1466 

Morton    Yanow,    radio-tv    timebuyer 

Bay  uk  Cigar-.  King-  Wine.  B.  S.  Pincu- 

'  Yankee    Maid    meat    prods.),    Pioneer    Su-- 

pender    Co.     (men's    belts,    wallets,    jewelry, 
etc.  i.   Sears   Roebuck   &   Co.    (Philadelphia! 

THE   RICHARD  A.   FOLEY   ADV.   AGY.* 
1528    Walnut    St..    Phila.    2.    Pa.     Penny, 

pat  ker  5-6302 Alice  L.  Mooney 

Abbott's  Dairies.  Atlantic  Sales  Corp.   (Silvo, 

siher  polish.  French'-  bird  seed,  Klix  dog 
candy  i.  Louis  Burk  (meat  packers  1.  Frie- 

hofer  Baking  Co.,  Reading  Railroad.  Mrs. 

Smith's  Pie  Co..  H.  K.  Snyder  Co.  I  White 
Ash  cigar- 1.  Russell  Spruance  Co.  (bread 

mix  I.    John    Wanamaker    (dept.    store) 

GEARE-MARSTON* (Div.  of  Ruthrauff  &  Ryan) 

22nd  and  Locust  Sts..  Phila.  3.  Pa.  Locust 

4-3551 

George  Wolf,  v. p.,  rodio-lv  dir.  (NY); 

Frank  C.  Murphy,  v. p.,  media  dir.  (Phil. I.- 
Joan  O.   McCrea,   timebuyer   (Phil.) 

Baehmann  Brothers  (sun  glasses),  Caloric 

Appliance  Corp.  (gas  ranges).  Firetabs 

Corp.  I  Briquettes  l .  Lawn-Boy  (rotary  pow- 

er mower  I.  Pennsalt  Chemicals  Corp..  Phila. 

Merchants  Assoc.  Strawbridge  and  Clothier 

•  dept.  store  I.  Edward  K.  Tryon  Co.  •  Hard- 

ware Dist.).  Yalspar  Corp.  (paint  and  \ar- 

nish ) 

GRAY   &   ROGERS* 12  South    \2th   St..   Phila.   7.   Pa.     Walnut 
2-4808 

Edmund  H.  Rogers,  ptnr.  chg.  radio-tv 

dept.;  Walter  M.  Erickson,  radio-tv  dir.; 
David  E.  Henderson,  production;  Edward 

Papazian,  media. 

American  Chemical  Paint  Co.  (horticultural 

aidsi.  Papazian;  AP  Parts  Co.  (automotive 

mufflers  &  pipe-.  "Miracle  Power"  lubri- cant- i.  Papazian,  Erickson;  Bell  Telephone 

Co.  of  Penna..  Papazian,  Erickson;  Dia- 

mond State  Telephone  Co.,  Papazian,  Erick- 

son; M.  \.  llanna  Co.  (Glen  Burn  coal). 

Papazian;  Keystone  Automobile  Club. 

Erickson,  Papazian;  Lee  Tire  &  Rubber 

Co..  Papazian,  Henderson;  Charles  Mar- 

chand  Co.  (hair  prods.),  Papazian,  Erick- 

son; Philadelphia  Transportation  Co.  I  PTC  I. 

Papazian,  Henderson;  Richardson  &  Rob- 
bins  Co.  (boned  chicken,  chicken  broth. 

plum  pudding  I.   Papazian,   Erickson 
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MBC- 
NIGHT u  DAY. . . 

IN  KANSAS  CITY! 
■■■■■■■■ 

BIG  TIME  SHOWS 

MAKE  DAYTIME 

PRIME  TIME! 

Four  of  America's  fav<  i  •■     tars  in  four  of 
America's  favorite  Bhows  are  blocked  from 

2:30  to  1:30  every  weekday  on  KMBC-TV.  It's another  first  for  the  sellii  ition  in  the  heart 
of  the  nation!  Never  before  has  a  midwestern 

station  come  up  with  such  an  all-star  array  of 
nighttime  programs  at  daytime  rates!  Full 
minutes  are  available  —  and  live-ramera 

facilities  —  at   no  extra  charge. 

LOOK  AT  THE  AUDIENCE 

More  than   l ,xir_>.ii(i<i  people  representing 
$3,27(>,543,000  in  buying  power  are  reached  by 
KMBC-TV,  the  station  that  delivers  Class   A 
primary  viewing  to  31,500  more  families  than 
any  other  channel  in  the  Kansas  City  market. 

MY  LITTLE  MARGIE 

Anything  can  happen  — 
and  does  —  in  this  hilarious 
comedy  with  Gale  Storm 
and  Charles  Farrell. 

„  „     ,  t„  Sell  with  on 
■  all yours  to  >e" 

KMBC-TV 

the  Sellingest  Stations 

tne Heart  of  *■  ««
»" 

Si  (   Peters,  Griffin,  Woodward,  ln<.  for  availabilities. 

.  .  It's  easy  to  see  why  ^^ 

the  SWING  is  to  KMBC-TV 
Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 

TROUBLE 

WITH  FATHER" 
The  troubles  Of  Stu  Erwin 

make  wonderfully  warm 
entertainment  in  this 

nighttime  show,  now 
available  to  daytime 

advertisers 

■two** DON  DAVIS.  President 

JOHN  SCHILLING,  Eiecutive  Vice  President 
GEORGE  HIGGINS.  Vce  Pres.  &  Sales  Mgr. 

MORI  GREINER.  Manager  of  Television 

DICK  SMITH.  Manager  of  Radio 

and  in  Radio,  it's  KMBC  of  Kansas  City— KFRM^r  the  State  of  Kansas sas 



TIMEBUYERS  OF  U.  S. 

HORACE  L.  GROSS  ADV.  AGY.* 
1519  Spruce   St.,   Phila.   2.   Pa.    Kingsley 765 

Robert  J.  Armstrong,  H.  D.  Holmes,  James 

F.    Haughton,   Jr.,    Donald    F.    Danese 

Barkle)  Homes,  Danese;  S.  Bronstein  & 

Sons,  Haughton;  Frank  McClatchy,  Arm- 

strong; I-.  \.  Collins  (builder),  Haughton, 
Jr. 

JOHN  T.  HALL  &  CO. 

1512  Walnut  St..  Phila.  2,  Pa.    Pennypacker 
5-6231 

John  T.   Hall,  Donald   H.  Jillson 

Babyville  Products  (infants  specs.),  Dennis 

Mitchell  Industries  l  juvenile  specs.,  house- 

wares, hostess  access.),  Nelson  Dairies,  Ply- 

mouth Golf  Balls,  Spatola  Prods.  ( food 
specs.) 

HOPSON   ADVERTISING  AGENCY 

919    Commercial    Trust  Bldg.,    15///    and 

Market    Sts.,    Phila.    2,  I'a.     Hittenhouse 6-5648 

Howard  G.  Hopson,  Raymond  S.  Denby  II, 

Davis    B.     Hopson 

Ellis  Finance  Co.,  Family  Finance  Corp., 

Girard  Investment  Co.,  I.  S.  S.  Loan  Co., 
Wawa   Dairies 

C.   F.    KERN   ADVERTISING   AGENCY 

1400   South   Penn    Square.    Phila.    2,    Pa. 
Rittenhouse  6-6422 

J.   T.   Gallagher,   C.    Kline 

Coladonato  Bros,  (gun  racks),  S.  Stanley 
llauhaker  &  Sons  (Buck  Lure),  Sunshine 

Art    Studios    (greeting    cards) 

LAVENSON   BUREAU  OF  ADVERTISING* 

1212    Chestnut    St.,    Phila..    Pa.     Kingsley 
6-1030 

Harry  A.  Egbert,  v. p.  for  radio-tv;  Eleanor 

Schiavone,    asst.    media    dir. 

Am.  Metal  Specialties  (Amseo  toys),  Bor- 

den's Ice  Cream  Co.,  Horsman  (dolls),  Jer- 
rold  Electronics  Corp.  (tv  specs.),  Main 
Line  Lumber  Co.  (pre-cut  houses),  Vanity 
Fair  Electronics  (record  players),  Wilken- 
ing    Mfg.    Co.    (toys) 

H.   LESSERAUX   ADVERTISING* 

1518  Walnut  St..  Phila.  3.  Pa.   Pennypack- 
er 5-5423 

Richard     S.     Lesseraux 

Ca-Stone  Products  (stone  facing!.  Jiffy  En- 
terprises (picture  hangers),  Liberty  Food 

Stores,  Schuylkill  Valley  Wholesale  Grocery 
Co. 

LEWIS,  HUNTER  &  HATT* 
504  Dewey  Bldg.,  1    Sorth   \Mh  St..  Phila.. 

I'n.    Locust  8-0334 

i  ontinued 

Nancy    D.    Plon 

(  risconi     Oldsmobile,     Cunningham     Piano 
Co..  Norri-  Blue  Lake  Pools  (swimming 

pools),  Pierson  &  Both  (kitchen  planning), 

Ridgewaj  Stores  (women's  clothing),  Sylvan 
Pools  (swimming  pools),  Sylvan  Supply  (  <>. 

•  poo]   equipment  i 

MAURIE   H.   ORODENKER   ADV.   AGY. 

1015  Wester  Saving  Fund  Bldg..  Phila  7, 

Pa.    Kingsley  6-3821 

Maurie    H.    Orodenker 

Cedars  of  Tel-\\i\  'convalescent  home), 
Kapco    i  muffler    service) 

LEE   RAMSDELL  &  CO. 

Architect's    Bldg.,    Ylth    &    Sansom    Sts., 
Phila.  3,  Pa.    Rittenhouse  6-4351 

Gerald  F.  Selinger,  exec.  v. p. 

Glidden  Galleries  (ceramics),  Gudebrud 

Bros.  Silk  Co.  (fishing  linesl.  Jamestown 

Table  Co.  (furniture),  John  Middleton 

(Walnut       pipe      toh. ) ,      Shearman-Maddox 
( furniture  | 

ROLLEY  &  REYNOLDS 

2016    Sansom    St.,    Phila.    3.    Pa.     Locust 4-4075 

A.   F.   Byers,  pres.;  W.  T.   Reynolds,  v. p. 

A.  C.  Mangels  Industries  (paints),  W.  W. 
Morhard  Co.    (housewares,  hardware) 

SEBERHAGEN* 1601    Chestnut   St.,   Phila.   3,   Pa.     Locust 
4-1190 

W.   J.    Nevin,   v. p.;   George   Martin,   buyer 

Wm.  Gretz  Brewing  Co.,  Hanscom  Bros. 

(bakeries),  Hotpoint  Appliance  Sales  Co. 

(Phila.).  John  Lucas  &  Co.  (paint  products), 

Wm.  Montgomery  Co.  (coffee).  Zippy  Prod- 
ucts   (starch) 

SAMUEL  TAUBMAN  &  CO.* 
1831    Chestnut   St..    Phila.    3.    Pa.     Locust 4-0792 

Samuel  Taubman 

Eat-All  Frozen  Food  Products  Co.,  Harry 

Krouse  Oldsmobile.  Leyrer's  Food  Products 
Co.,  Henry  F.  Ortlieb  Brewing  Co.,  Penn 

Jersey   Auto   Stores 

S.    E.   ZUBROW   CO. 

1420    Walnut   St.,   Phila   2.   Pa.    Kingsle) 6-4710 

William   J.    Kane 

Camden  County  Beverage  Co.  (Camden 
beer  I.  Case  Pork  Roll  Co..  Cumberland 

Brewing  Co.  (Old  Export  beer),  Frank  II. 
Fleer  Corp.  I  Dubble  bubble  gum),  Letty 

Lane  Candy  Co.,  Morris  \pril  Bros.  ( F.at- 
mor   cranberiN    sauce  I 

PITTSB1  Id. II 

BACHMAN,    KELLY    &    TRAUTMAN* 
600   Grant   St.,   Pittsburgh    19.   Pa.    Court 
1-6565 

Joseph    P.    O'Donnell,    Betty    Ritter 

(  ommonwealtb  of  Pennsylvania.  DuBois 

Brewing  Co.,  John-town  Milk  Dealer-  Assn., 

Johnstown  Sanitary  Dairy  Co.,  Metropolitan 

Pontiac  Dealer-.  \Iock  Seed  Co.  (grass 

seed).  Potter  McCune  Co.   (Pomco  food- 1 

BBDO 

2200  Grant  Bldg..  Pittsburgh  19,  I'u.  Grant 

1-9900 

Burton  E.  Vaughan,  v. p.;  F.  R.  Feland,  tv 

dir.;  P.  J.  O'Farrell,  W  A.  Hart,  Jr.,  Jack Woods 

DeSoto  Div.,  Chrysler  Corp.,  Woods;  Fort 
Pitt    Brewing   Co.,    Feland;    Philco,   Woods; 
Sea  Breeze  Laboratories.  Feland,  Woods; 

Tenn.  Coal  &  Iron  Div.,  U.  S.  Steel  I  fences 

&  roofing),  O'Farrell;  United  States  Steel Dome-.  Hart 

W.    CRAIG   CHAMBERS* 
513   Second   Are.,   Pittsburgh    19.   Pa.     At- 

lantic  1-4028 

Harold  A.  McCoy,  Anita  R.  Wilhelm 

All  Air  Products  Co.  (heating  &  air  condi- 

tioning). McCoy;  .Morrison  &  McCluan 
I  frozen  food  distr.),  McCoy;  \Hrth  Side 

Packing  Co.  (meat  packing  i .  Chambers; 
Chas.  Raber  &   Co.    (garage  doors).   McCoy 

KETCHUM,  MacLEOD  &  GROVE* 
411  Seventh  Ave.,  Pittsburgh  19,  Pa.  Court 1-5100 

C.  E.  Livingston,  media  dir.;  James  L. 

Shannon 

Alcoa  Wrap.  Aluminum  Co.  of  Am.  <  screen- 
ing div.),  Calgon  Co.  (water  conditioner), 

Chevrolet  Dealers  Assn.  (Md.  Pitts.  Va.), 

Dairymen's  Cooperative  Sales  Assn.,  Hospi- 
tal Service  Assn.  of  Philadelphia,  Jones  & 

Laughlin  Steel  Corp.,  Manufacturers  Light 
&  Heat  Co..  Ohio  Fuel  Gas  Co..  Peoples 

Natural  Gas  Co.,  Pittsburgh  Provision  & 

Packing  Co.,  Reymer  &  Brothers  (candies  & 

soft  drinks).  Rieck  Dairy  Co.  (Sealtest  prod- 
uct-!. The  Tappan  Stove  Co.,  Thorofare 

Market-.  \  imco  Macaroni  Products  Co., 

Westinghouse  Electric  Corp.  (industrial). 
Wooster   Rubber   Co.    i  Rubbermaid  i 

Timebuyers  of  the  U.  5. 

listing   will   continue 

and  be  completed 

in  the  31   August  issue 
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If  you  had  a  tape  measure  1572  feet  long.  .  . 

.  .  .  you  could  tie  one  end 

on  THAI  doorknob,  head  down 

Madison  Avenue  and  tie  the  other 

end  on  THIS  doorknob,  and  still 

have  plenty  left  over  for  a 

couple  of  pretty  fancy  bows. 

RAY  JONES 

Y  &  R 
285  Madison  Avenue 

OKLAHOMA    CITY 

The  tower  with  1572  feet  of  SrlLcS power  in  Oklahoma! 

Get  the  story  from  AVERY-KNODEL 

SPONSOR 21    w  i,i  si    L951 
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No  Fare,  Lady". . . 
The  SRO  sign  is  out  on  KING's  new  road 

show  —  No  Fare,  Lady.  Each  Friday,  shop- 

pers ride  downtown  Seattle  shuttle  busses 

for  free — courtesy  of  KING. 

Downtown  merchants,  department  stores, 

and  banks  all  join  with  KING  in  this  com- 

munity relation  promotion  —  another  way 

that  KING  maintains  its  dominant  place 

in  the  Seattle  market. 

If  you  have  a  product  problem  in  the  Pa- 

cific Northwest — why  don't  you  ride  along 
with  KING?  See  your  ticket  broker  right 

away — the  friendly  man  from  Blair. 

50,000  WATTS— 1090  KC 
ABC— BLAIR,  INC. 

FIRST   IN   SEATTLE 

Radio  KiNG 
ASSOCIATED  WITH  KING-TV,  SEATTLE,  AND  KGW-TV  AND  KGW  RADIO,  PORTLAND.  OREGON 



/  /( ('<■/./»  listing  o)  i  hai 

in  the  advertising  and  broadcast  fields 

NEW  AND  RENEW 

NEW   ON    RADIO    NETWORKS 
SPONSOR 

Advisory     Board     for     the     Promotion     ot     Frish 
Bjrtlctt   Pears     Sacramento 

AGENCY  STATIONS 

Cunnmgham   &   W.ihh     SF  CBS    51 

Advisory     Bo.irtl     for     the     Promotion     ot     Fresh 
B.irflcft  Pears.  S.icr.imcnto 

Advisory     Bo.ud     for     the     Promotion     of     Fresh 
Bartlctt  Pears.  S.icr.imcnto 

Best    Foods.    NY 

Best  Foods. 

Best  Foods. 
Best  Foods. 
Best  Foods, 

NY 
NY 
NY 
NY 

Best    Foods.    NY 

Cunnmgham    b    W.ilsh.  SF             CBS  51 

Cunningham   0   W.ilsh  SF             CBS  51 

Earl    Ludgin,    Chi  CBS  201 

Earl   Ludgin.   Chi  CBS  201 
Earl   Ludgin.   Chi  CBS  200 
Earl   Ludgin,   Chi  CBS  200 

Earl    Ludgin     Chi  CBS  200 

Earl   Ludgin.   Chi  CBS  200 

PROGRAM,    time,    itort,    duration 

mos      n    Andy.    Th     7  05 -7  45     pm       5 

Aug   F    8-8  30    pm ,    5    mm    scg.    4    wk 
10  50  am.   5   mm   u-g  .    10  Auk     4   »kl 

vlu     « 

nil    h) 

s     9    Auk    Sa    10  05- 

Houst   Party.   Th   3-3   15   pm.    '2    spon ,   8  Aug     4   wks 

Wendy  Warren.  W   12  05-12  10  pm     7   Aeu;     1   wk% 
Helen     Trent;     M-F     12:30-12:45     pm;     '2     spon      v.ir 

Sept;    10  wks Our   Cal   Sunday     M-F    12  -15-1    pm      >2    spon.    17   Sept.    10   wks 
Nora    Drake      M    F    I    I    15   pm ,    '2    ̂ P°n     5   Sept;    10   wks 
M.i    Perkins     M   F      I    1 5    I   30  pm .    >2    spon;   9  Sept;   10   wks 

Young     Dr      Malonc;     M-F     1:30-1:45     pm .     >2     spon;     2     Sept 
10  wks 

Second    Mrs     Burton;    M-F    2  15-2  30    pm .    '2    spon;    3    Sept; 

10  wks 

Best    Foods.    NY 

Best    Foods.    NY 
Best    Foods.    NY 

Best    Foods,    NY 

Bon    Ami.    NY 
Christian    Reformed    Church.   Chi 

Chrysler  Corp.    Detroit 

Dodge.    Detroit 
Edison   Electric   Institute.   NY 

Edison   Electric    Institute. 

Ex-Lax.    Brooklyn 

NY 

Ford  Div  ,  Ford  Motor.  Dearborn 
Ford  Div.,  Ford  Motor,  Dearborn 

Ford  Div..  Ford  Motor.  Dearborn 

Ford  Div..  Ford  Motor.  Dearborn 
Ford  Div.,  Ford  Motor,  Dearborn 
Ford  Div  .  Ford  Motor.  Dearborn 

Foster-Milburn.  Buffalo 

Ceneral    Electric. 

Hotpoint,    Chi 
Hotpomt. 

Hotpoint, 
Hotpoint. 
Hotpoint. 

NY 

Chi 
Chi 
Chi 
Chi 

Hotpoint,  Chi 
Hotpoint.  Chi 
Hotpoint.    Chi 

E.irl  Ludgin.  Chi  CBS  200 

Earl  Ludgin.  Chi  CBS  200 
Earl  Ludgin.  Chi  CBS  200 

Earl  Ludgin  Chi  CBS  200 

R&R.    NY 
Stoetzel  &   Asso,  Chi 
Mc-E.    Detroit 

Grant.    Detroit 

Fuller   &    Smith    &    Ross.    NY 

Fuller  &   Smith   &   Ross,    NY 

  Warwick   &    Lcgler,    NY 

JWT  NY 
JWT  NY 
|WT,    NY 

JWT.  NY 
JWT.  NY 
JWT  NY Street  6    Finney, 

Cray.  NY Maxon.  Chi 

.Maxon.  Chi 

Maxon.  Chi 

Maxon.  Chi 
Maxon,    Chi 

NY 

Hudson    Vitamins.    NY 

Hudson    Vitamins.    NY 

Insurance   Co.    of   America,    NY 
Lever  Bros.   NY 

Masscy-Harris-Ferguson.    Racine.  Wis 
Quaker    Oats.    Chi 
RCA.    NY 

Scholl    Mfg.    Chi 

Slcnderella    Systems.    Stanford 

Sterling    Drug.    NY 

Whitehall    Pharmacal.    NY 

Zenith    Radio.    Chi 

John    Murray     NY 

MacFarland,  Avcyard    Chi 

NBC   133 NBC 
NBC 

NBC   133 
NBC   133 

NBC 

NBC 

Maxon,  Chi 

Maxon,  Chi 
Maxon.    Chi 

Pace.    NY 
Pace.    NY 

Aycr.    NY 
FC&B.    NY 
NL&B.  Chi 

Wherry.   Baker  &  Tildcn    Chi 
Cray.    NY 

Donahue.   NY 

Management    Asso    of    Conn. 

Stanford 
DFS.     NY 

CBS  200 
CBS  200 
CBS   200 

CBS  200 

CBS  200 

CBS  200 

NBC 

NBC   133 

CBS  96 
CBS   200 

CBS  96 
CBS  96 

CBS   96 

CBS  96 

CBS  96 

CBS  96 

CBS   200 
CBS   200 NBC NBC 

NBC  24 NBC 
NBC 

NBC   169 

CBS   200 NBC 

NBC 

NBC 

Amos     n    Andy;    M-F    7  05   7  45    pm ;    5    mm    scg;    var.    days; 

2  Sept;   13  wks  Sa   12  05   12  30  pm     7  Sept     13  wks 
Calcn    Drake;   Sa    10:05-10  50   am;    5    mm   scg     7    S<  pt     13    wks 
Gunsmoke;    Sa    12  30-12  55    pm     5    mm    seg     7    Sept     13    wks 

Su   6  30-6  55   pm ,   5   mm   scg     8   Sept;    13   wks 

Johnny   Dollar;   Su   530-6   pm;   5   mm   scg;   8   Sept;    13   wks 

Monitor:   five  onc-min  parties  per  wk ;    18  Aug:   3  wks 
Back   to   Cod:   Su;   30-mm   pgm;  6  Oct;   52   wks 

Life    and    the    World      Nightlme      Monitor;    16   onc-min    parties 

per  wk :  3  Oct;  4  wks 
Monitor;   13   onc-min   parties   per   wk ;   Sept;   2  wks 
Monitor     five    fivc-mm    Bob   &    Ray   segs;    18.    19.    20   Oct   ten 

fivc-min  segs  per  wk  ;  25   Oct     3  wks 

Special    '  2    hr   pgm;    time   tba ;    17   Oct 

My    True    Story;    M-F    10:05-10:30   am;    three    onc-min    parties 
per  wk;  2  Sept:  52  wks 

Arthur   Godfrey:    M-F    5-5  30  pm;    16   Sept;   52    wks 
Edward   R     Murrow;    M-F   7:45-8   pm ;   2   Sept.   52   wks 

Musical    Variety:    Su    12:15-1     pm;    2  30-2  35    pm.    4  30-4:35 

pm ,   5:55-6  pm;   8   Sept:   52  wks 
Musical  Variety.   M-F  7-7:05  am;  2  Sept.  52  wks 

Musical  Variety:  Sa  5-505  pm.   5  55-6  pm.  7   Sept;  52  wks 
World   News;   M-F  8-8:05  am;  2  Sept;   52  wks 

My    True    Story;    M-F    10:05-10:30    am;    one    onc-min    partic 
per  wk:   2   Sept:   52   wks 

Monitor;    ten   fivc-min    Bob   &    Ray   segs   per   wk ;   23.   24    Nov 

Nora    Drake;    M-F    1-1    15    pm:    '2    spon;   28   Aug;    12   wks 

Robert  Q.   Lewis:   Sa   11:05-12  N:  5   mm  scg;   31    Aug:    12  wks 
Ma   Perkins:   M-F    1:15-1   30   pm ;    >2    spon;   29   Aug;   12   wks 
Our    Gal    Sunday;    M-F    12  45    1    pm     27    Aug      12    wks 

Second    Mrs     Burton;    M-F    2:15-2  30   pm;    '2    spon;    var   days 
26  Aug:  12  wks 

Strike    It    Rich;    M-F   2  30-2:45   pm;    '2    spon;    10   Oct;    12   wks 
Helen   Trent:    M-F    12  30-12  45    pm      '2    spon;   27   Aug.    12   wks 
Young    Dr     Malonc:    M-F    1:30-1:45    pm ;    >2    spon;    5    Nov      12 

Robert  Q    Lewis:  Sa   11:05-12   N:  5  min  scg;   14  Sept;   13  wks 
Galen   Drake;  Sa   10:05-11    am;   5  min   seg;   14  Sept;    13  wks 

Salute   to  Security:   W' 8:30-9  pm;   4   Sept  only 
Various  programs.   100  6-sec  parties  per  wk  :  2  Sept    2  wks 
This  Farming   Business:   Sa  7-7:15   am:   30  Aug:   52  wks 

Various  programs:   11    onc-min  parties  per  wk ;  9  Sept:  23  wks 
Various  programs:  25  parties  per  wk;  7  Oct;   11   wks 

News   of   the   World;    M-F    7  30-7:45    pm :    two   one-mm   parties 

per   wk ;   24   Sept;    10  wks 

Slcnderella   Show;   Sa    10:50-11    am;   7   Sept.   52  wks 

My    True    Story:    M-F     10:05-10:30    am;    two    onc-min    parties 

per  wk:    1    Oct:    13  wks 
Various    programs:    18    onc-min.    one    six-sec    parties    per    wk 

16  Sept:   13  wks 
Various    programs:     four    onc-min    parties    per    wk      23    Sept 4  wks 

RENEWED   ON    RADIO   NETWORKS 

Allis-Chalmcrs. 

Dodge.  Detroit 
Gillette    Razor.    Boston 

SPONSOR 
Harvey. 

Ill 

Bert   S.    Cittcns 

Crant.    Detroit 
Maxon.    Detroit 

AGENCY 

Milwaukee 

STATIONS NBC 

NBC 
NBC 

Lutheran  Layman's  League.  St.   Louis Morton    Salt.    Chi 

Skelly  Oil.   Kansas  City 

Cotham-Vladimcr     NY  NBC 
NL&B.   Chi  NBC 

Bruce    B     Brewer.    Kansas   City    NBC 

185 

133 

192 

81 

185 

24 

STATION   CHANGES 

PROGRAM,    time,    start,    duration 

National   Farm  &   Home   Hour:   Sa    12-12:25   pm;   Sept;   52  wks 
Monitor:   Sport   segs;   Sept;   4   wks 
Gillette    Cavalcade    of    Sports:    F    10    pm    to   concl     6    Sept     52 

wks 

Lutheran   Hour:   Su   1:30-2  pm:  Sept:   52  wks 

Topic    for   Today;    Sa    12  25-12  30   pm     Sept;    52   wks 
Alex    Drcicr;    M-F;   8  05-8   15    am;   26   Aug     52   wks 

KDEN.    Denver,    has    appointed    Brccn    and    Ward    of    New    York    national 
sales  rep 

KFSA    and    KFSA-TV.    Fort    Smith.    Arkansas,    has    appointed    Venard.    Rin- 
toul   and    McConncll    national   rep 

KILT,    Houston,    has  appointed    John    Blair   &    Co     exclusive    national    rep 

KOA.    Denver,   has  appointed   Henry   I.   Christal   Co.   national  sales  rep 
WAAM.     Baltimore,    has    been    sold    to    Westinghouse    Broadcasting,    and 

change    of    call    letters    to    WJZ-TV    to    become    effective    in    September 
has  received    FCC   approval 

W|AS   and   W|AS-Fm.    Pittsburgh,    has  been    sold   to   NBC.    subiecf    to    FCC 

approval 
WORC.    Worcester.    Mass  .    has    appointed    Young    Representatives    national sales  rep 

WSAI.    Cincinnati,    has   appointed   Adam   Young    Inc     national    sales   rep 

WTRY.    Troy-Albany-Schenectady.    NY.    has   been   sold    to    Daniel    W     Kops 
and  Victor  W     Knauth.   subiect   to   FCC   approval 

XEMT-TV      Mexicali      has    appointed     Harlan     C      Oakcs    for    west    coast 
rep:   National   Time   Sales   for   cast   and    midwest   rep 

SPONSOR 
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Capsule  case  histories  of  successful 

local  and  regional  television  campaigns 

TV  RESULTS 

CLEANSER 
SPONSOR:    Vdell  Chemical  VGEN<  i  :  Direcl 

Capsule  Case  History:  Moving  into  the  consumer  tnarkel 

in  addition  to  the  industrial  in  a  highh  competitive  field  lias 

been  successfully  carried  off  1>\  this  firm  through  t\  adver- 

tising. Vdell  Chemicals  product,  Lestoil,  a  liquid  all-pur- 

pose  detergent,  had  been  tried  and  proven  in  the  commer- 

cial laundn  and  cleaning  business.  In  January-  1955  this 

firm  decided  to  branch  into  the  consumer  market.  It  chose 

\\  Ml  KT\  (whose  signal  extends  into  the  Boston  area). 

It  bought  a  heav)  pattern  of  minute  and  20-second  spots  in 

"B"  and  "C"  time  on  a  52-week  basis.  Immediate  product 
interest  and  distribution  demand  occurred.  Since  then. 

Lestoil  has  increased  its  WMUR-TV  expenditure  almost 

100%  and  has  moved  into  other  Eastern  markets.  Today, 

Lestoil  is  giving  keen  competition  to  Procter  &  Gamble's 

Spic  &  Span  and  is  now  the  36th  largest  user  of  spot  tele- 

vision with  a  first  quarter    I  1957 1    tv   budget   of  $640,000. 

WMUR-TV,  Manchestei  PI  RCHASE:  Minute  &  20-second  spots 

USED  CARS 
SPONSOR:  Right  Motors  VGENCY:  Direct 

Capsule  Case  History:  Television  advertising  has  given 

this  Cleveland  used  car  dealer  two  straight  months  of  sellout 

and  the  biggest  sales  month  in  its  history.  In  May,  Right 

Motors  started  sponsorship  of  Jungle.  11:20-11  :30  p.m..  a 

Monday-through-Frida)  wildlife  action  film  series  on  lOW- 

I  \  .  Car  sales  rose  and  in  June  an  all-time  high  was  reached 

in  turnover.  Buddy  Carter.  President  of  the  firm,  reports 

a  44'/t  increase  from  the  ahead)  augmented  sales  of  Ma\  to 

June.  He  reports:  "To  meet  the  demand  our  t\  advertising 
produced,  we  increased  our  front  line  and  garage  facilities, 

but  even  this  was  not  enough.  From  174  cars  in  Ma\.  we 

sold  250  in  June  and  could  have  sold  more  if  we  had  had 

them.  He  added:  "We  are  now  doing  about  four  times 
the  business  we  did  before  we  started  using  t\ .  At  this  rate 

Right  Motors  will  soon  make  auto  sales  history."  Pitchman 
for  Jungle   commercials   is   a    radio-tv    veteran.    Joe   Finan. 

KVW-TV,  Cleveland PLRCH  VSE:  Jungle 

LADIES  READY-TO-WEAR 

SPONSOR:  King's  Department  Store  VGENO.  :  Direct 

Capsule  Case  History:  Ladies  readv-to-wear  companies  do 

not  usualh  employ  television  advertising  to  promote  sales, 

^sor  do  discount  houses  use  tv  in  am  substantial  amount. 

This  firm  is  both  and  recently  used  the  visual  medium  with 

success.  King's  Department  Store  of  West  Palm  Beach. 
Florida,  bought  an  announcement  on  Starlight  Theatre  (a 

nightly  feature  starting  as  10:00  p.m.  I  on  WEAT-TV,  for 

one  night  onl\  on  2  May.  The  announcement  was  a  one- 

minute  live  promotion  delivered  bv  one  of  the  show  s  Femi- 

nine hostesses.  The  sale-feature  items — ladies  ready-to-wear 

dresses  at  $2.67 — were  displa\ed  on  a  rack.  Within  three 

Ja\s  of  the  one  announcement,  King  s  Department  Store  had 

-..Id  ()ii(i  dresses.  This  was  a  gross  product  turnover  of 

$2,403.00  ..I  merchandise.  Cost  of  the  single  announcement 

$43.20.  Fdward  J.  Hennessv.  General  Sales  Manager 

nf  WEAT-TV  reports  that   ao  other  advertising   was   used. 

WEAT-TV,  West  1'aln,  Beach  PI  R<  II  VSE:    Announcement 

TV  REPAIR  SERVICE 
SPONSOR:  Bob  Reed  T\   Service  Co.  U.I  \<  \  :  Direct 

Capsule  Case  History:  From  a  one-man,  one-truck  concern 

to  a  13-staff.  eight-truck  business  is  the  success  storv  of  this 

firm,  built  through  tv  advertising.  In  October  1055.  Boh 

Reed  opened  his  t\  repair  shop.  He  tried  newspaper  and 

radio  promotion  but  results  proved  unsatisfactory.  In  De- 

cember he  started  a  campaign  on  \\  ICS  which  he  has  main- 

tained to  the  present  day,  with  approximately  the  same  ad- 

vertising  budget  of  $67.50  per  week.  He  bought  a  "five-for- 

one-plan"  on  Weather  Briefs,  a  Monday-through-Friday, 

0:55-7:00  p.m.  show.  The  plan  provides  for  sponsoring  the 

program  one  daj  a  week,  with  one  10-second  announcement 

on  each  of  the  four  other  days.  I  sing  a  repetitive-type  mes- 

sage, this  client  finds  that  as  soon  as  a  viewer's  set  goes  out 

of  order.  Reed's  commercial  is  called  to  mind  and  he  gets 
the  call  for  repairs.  Just  recently,  this  still  fast  growing  busi- 

ness has  moved  to  a  new   location  with  three  times  the  area. 

WICS.  Sprinufi.'l.l 
PI  RCHASE:  Program  &    Announcements 
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radio 
Represented   nalionolly   by   John   Blair   &   Company 

"  PULSE:    Jan.-Feb.,  March-April,    May-June    1957 

Folks  get  a  glow  from 

WWDC 
1st  six  straight  months  in  Washington,  D.C.— 1st  in  share  of 

total  weekly  audience,  6  A.M.  to  midnight— 1st  in  quarter  hour  wins 
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OUR  PULSE  IS 

STRONG 
AND 

STEADY 
18   hour   average 

KTRN  50.0* 
Station  B  22.0 

Station  C  17.0 

Misc.  11.0** 

Hooper  says  62.0 

includes  bird  calls,  smoke  sig- 

nals, red  flares  and  distant  50 

KWs. 

KTRN 
Wichita    Falls,   Texas 

Burlce-Stuart   Natl   Reps 

HOW  HlSrf 
i  Is  UP?/ 1/ 

.      ICP    DUKE" 

TVH.V 

GEN.    NV6R. 

WATCH  OUT 

BELOW,  MAN  '. 
2,049  FEET  ABOVE 
SEA  LEVEL,  I.OlO 

FEET  ABOVE  AVERAGE 

TERRAIN.  THATS  OUR 
NEW  TOWER  GOING  UP 
WE  STARTED  JULY  24& 

TARGET  DATH  SEPT.  IT  *. 
MAN,  BUVIN&  POWE(? 

IS  V?  *  894,80O,ooo 

IN  THE  "NEW  METAL 
EMP|RE"TOO! 

INCIDENTLY. 

»V  I  HEAR  YOU'LL 
/HAVE  NO  INTER- 

ruption in  trans> 

Mission  i 

J^ 

WDSM-IY NBC*  ABC   Channel    6 

D17LUTH-SUPERIOR 
National    Representatives 

PETERS,  GRIFFIN,  WOODWARD 

90 

National  and  regional  spot  buys 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV  BUYS 

Lever  Bros.  Co.,  New  'i  ork.  is  preparing  a  schedule  for  its  \\  i>k 
detergent,  sponsor  hears.  Campaign  will  start  1  September  and  will 

run  through  5  December.  Nighttime  minutes  are  wanted:  frequency  : 

five  per  week.  Bu\ing  has  not  begun.  Buyer:  Doug  Yates.  Agenc\  : 

BBDO,   New    York,     i  \gencj    declined    to   comment,  i 

The  American  Sugar  Refining  Co.,  New  'l  ork.  is  going  into  some 
80  markets  for  its  Domino  sugar.  Schedule  will  begin  in  mid- 

September  for  15  weeks.  Minutes  and  chainbreaks  during  daytime 

hours  are  being  sought;  frequency  will  var\  from  market  to  market. 

Buying  has  not  been  completed.  Buyer:  Bob  Gruska\.  Agency  : 

Ted  Bates  &  Co..  New    ̂   ork.      (Agency  declined  to  comment,  i 

Warner-Lambert  Pharmaceutical  Co.,  Lambert-Hudnut  div.. 

Morris  Plains.  N.  J.,  is  planning  a  campaign  for  its  Bliss  Home 

Permanent.  Short-term  schedule  kicks-off  5  September  with  night- 

time chainbreaks  in  major  markets;  average  frequency  :  five  to  10 

per  week  in  each  market.  Buying  has  just  begun.  Buyer:  Rene 

Ponik.     Agency  :  Norman,  Craig  &  Kummel.  New   York. 

American  Chicle  Co.,  Long  Island  City,  N.  Y.,  is  preparing  a 

schedule  for  its  Rolaids.  Certs  and  other  chewing  gums.  Campaign 

will  run  from  1  September  to  31  December  in  both  major  and  minor 

markets.  Minutes  will  be  slotted  during  nighttime  hours:  frequency 

will  depend  upon  the  market.  Buyer:  Paul  Reardon.  Agency  :  Ted 

Bates  &  Co..  New  York.      I  Agenc)    declined  to  comment.  I 

Peter  Paul,  Inc.,  Naugatuck,  Conn.,  is  using  major  markets  to 

promote  its  Mounds  and  Almond  Joy  candies.  Schedule  starts  15 

September  for  32  weeks.  Minute  and  20-second  announcements  will 

be  placed  5:00  to  7:00  p.m..  Sunday  through  Saturday.  Average 

frequency :  four  to  five  per  week  in  each  market.  Buy  ing  is  not 

completed.    Buyer:    Gail   Myers.     Agency:    D-F-S.    New    York. 

RADIO    BUYS 

National  Carbon  Co.,  New  York,  is  purchasing  announcements  in 

75  to  KM)  markets  to  promote  its  Evereadv  batteries.  Schedule  starts 

16  September  for  10  weeks.  Minute  e.t.s  will  be  used  7:00  to  8:00 

a.m..  with  weather  and  news  adjacencies  wherever  possible.  Average 

frequency  :  five  to  10  spots  per  week  in  each  market.  Buying  is  not 

completed.  Buyer:  Dick  Olsen.  Agency:  Win.  Fsty  Co.,  New  ̂   ork. 

i  Agency  declined  to  comment,  i 

General  Foods  Corp.,  White  Plains.  N.  Y..  is  initiating  a  cam- 

paign in  Southern  markets  to  push  its  Calumet  baking  powder,  it  is 

believed.  Schedule  will  start  2  September  for  15  weeks.  Minute 

participations  will  be  placed  Monda\  through  Friday.  6:00  a.m.  to 

3:00  p.m.  primarily.  Buying  is  not  completed.  Buyer:  Kay  Brown. 

Agency:  Young  Jv  Rubicam,  New  York. 
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LOS  ANGELES 

WHERE  THE    WDUD  SSUSM 

BEGINS  IN   SEPTEMBER 

Announces  the  Appointment 

of 

Peters,  Griffin,  Woodward, 
As  Exclusive  National  Representatives 

Effective  August  16th,  1957 

INC, 

NEW 

250  Park 
YUkon 

YORK 
A veniu 
6-7900 

CHICAGO                             DETROIT 

Prudential  Pla:a                        Penobscot  Bldg. 
Franklin  2-6373                    Woodward   1 

ATLANTA 

Glenn  Bldg. 

Murray  8-5667 

FT.  WORTH 

406   W.  Seventh 

Edison  6-3349 
St. 

HOLLYWOOD 

7750  N.   Vine  St. 

Hollywood  9-1688 

SAN   FRANCISCO 
Russ  Bldg. 

Sutter   1-3798 
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W-rov 

DO  YOU   NEED  A  COMMERCIAL  IN  A  RUSH? 

Do  you  have  a  last-minute  TV  spot  problem?  MGM-TV  offers  top  quality 

and  speed  at  budget  prices.  You  can  still  meet  your  Fall  production 

schedule  thanks  to  the  fabulous  facilities   of  the  Culver  City  studio! 

ON  A  SPOT?  JUST  CALL  LEO! 

The  nation's  biggest  agencies 
and  most  important  advertisers 

are  discovering  MGM-TV! 
To  mention  just  a  few  .  .  . 
RCA 

Eastman  Kodak 

Helene  Curtis 

Knickerbocker  Beer 

Maybelline 
Pore  Oil  Company 
Schlitz  Beer 

Standard  Oil  of  Indiana 

Houbigant  Perfumes 
Bell  &  Howell 

Richard  Hudnut 
Pillsbury 

A   SERVICE   OF 

LOEWS  INCORPORATED 

Wire,  write  or  phone 

Richard  A.  Harper,  General  Sales  Mgr. 

701  7th  Ave.,  New  York  36,  N.  Y.,  JUdson  2-2000 
Richard  Lewis 

360  N.  Michigan,  Chicago,  III.,  RAndolph  6-1011 
Maurie  Gresham 

MGM  Studios,  Culver  City,  Calif.,  TExas  0-3311 
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Reportt  ami  evaluates   news,  trends, 

opinions  fot   film  buyers  and  tellers 

FILM-SCOPE 

24  AUGUST 
C«tyrl|M   IM7 

SPONSOR   PUBLICATIONS   INO 
With  syndicated  tales  merril)  in  theii  fill  groove,  film  people  informally  wen 

comparing  notes  ilii-  week  on  which  anglea  «»!'  their  product  have  1 1« •  -  m<>»t  potent lure  tor  buyers. 

[he  basic  answer,  of  course,  is  simple:    Flexibility.    Bui  this  theme  has  man)   varia 

tions,  as  ;i  check  b)   FILM-SCOPE  with  a  number  of    Vgenc)    Spotters  shows. 

Here's  win   the   10  top  agencj    film  spenders  say   the)    bnj    by    the  can: 
1.  Film  lends  itself  well  t<>  regional  distribution  and  merchandising  situations. 

lou  can  spot  your  emphasis  where  you  want  it. 

2.  Identification  between  sponsor  and  film  is  fasl  and  easy. 

3.  Film  is  a  hand)   wa)  <>f  covering  desirable  non-network  areas. 

I.  1 1*-  sometimes  a  painless  way  of  introducing  a  client  into  tli<"  mysteries  of  i\. 

•").    Ii   will   lit  almost  any  budget    (particular!)   the  -mallei   ones). 
(>.    Good  between-season  Tare. 

7.    Has  plent)   <>f  merchandising  books. 

;>.  Sponsors  who  balk  at  52-week  network  contracts  beam  at  tin*  short-term  com- 
mitments available  in   film. 

9.  If  it  come-  to  a  question  of  where  to  spend  a  given  amount  of  mone)  for  Bpol 

announcements  or  a  full-dress  show — the  sponsor  often  votes  for  30  minute-  of  film  on 

the  theor)   that  it  gives  his  brand  a  "standing"   in   the   community. 
10.  Clients  sometimes  -ell  a  product  under  different  labels  in  different  parts 

of  the  nation.    Film  solves  the  advertising  problem  here. 

II.  It's    a    good    test    medium. 

The   Arabian    American   Oil   Co.   is  giving    its    American    employees    in    the   desert 

wastes    of    (lie    Near    Fasl    something    pleasant    to  dream   about. 

It  bus  bought  .">2  episodes  of  Kingdom   of  the   Sea   from   Guild   for   telecast 
from   Saudi   Arabia   as   pure   morale-builder. 

The  aphorism  that  stations  won't  promote  feature  film  has  been  shaken  by 
NTA  Film  Network's  $  10. OIK)  Showmanship  contest  in  behalf  of  the  Premiere  Per- 

formance series. 

The  first-prize  winner  KTTV,  Los  Vngeles  pulled  oul  all  the  stops  ovei  a  I  1-week 

period,  ranging  all  the  wa)  from  old-fashioned  ballyhoo  to  -k\  writing.  The  prize,  more- 

over, barel)  scratched  KTTVs  promotion  expenditure  'over  .SI  30.000  not  counting 
ads  l . 

KLFY-TV,  Lafayette,  La.,  gol  second  prize  with  a  teaser  contest,  while  126  other 

stations   pitched   in   for  a   total    1 3- week   outlay    estimated    at    SI.  150.000. 

ksBoeiated     Vrtists    Production    Corp.    this    week    disclosed    for   the    first    six 

months  of    1957  a  gross  return   of  $26,660,000   and    net   earnings   of   $1,237,638. 

Also  announced   was  the  election   of  Eliot  Flyman  as    VAP  president,  replacing  Louis 
Chester,  who  continues  as  board  chairman. 
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FILM-SCOPE  continued 

\-  everybodj  knows,  numv  a  sour  motion  picture  has  turned  financially  sweet 
through  foreign  sales.  Are  the  same  happy  prospeets  in  store  for  syndicated 
tv    film? 

I  his  week  FILM-SCOPE  asked  producers,  agencies,  sponsors,  and  Foreign  representa- 

tives about  the  Latin  American  situation.  In  a  nutshell,  this  is  what  thej  say:  Prospects 

are  promising;  hut  as  of  today,  the  emphasis  must  he  on  the  word  promising  rather  than 
on  reality. 

Here   is  the   balance  sheet: 

•  Set  ownership  in  Latin  America  is  pretty  hard  to  determine  accurately — the 

guess  is  around  1,000,000  sets  for  everything,  including  Mexico.  Cuba,  Puerto  Rico, 

and  Brazil  I  where  Portuguese — not  Spanish — is  the  prevalent  language).  This  alone — quite 

aside  from  economic  and  mone)   harriers — makes  transactions  ticklish. 

•  Nonetheless,  statistics  aren't  the  whole  story.  Latin  America  already  accounts  for 
about  a  third  of  all  foreign  syndicated  film  revenues.  And  the  number  of  viewers 

per   set   is   high    (as   much   as   three   king-size  families  per  screen  I . 

•  The  average  selling  price  for  a  syndicated  series  for  Latin  America  is  about  $2,200 

per  film. 
•  But  the  U.S.  syndicator  has  an  extra  high  expense  in  dubbing.  (  It  costs  about 

$1,000  to  dub  a  film.  I  This  is  unlike  motion  picture  feature  films  which  arc  sold  in  L.A. 

without  dubbing.  Latin  American  ad  agencies  won't  buy  syndicated  film  until  there  are 
enough  dubbed  episodes  in  the  can  to  assure  completion  and  sure  delivery  ol 
the  series. 

•  Unless  the  syndicator  has  sales  in  Mexico,  Puerto  Rico,  and  Venezuela  in 

his  pocket,  his  fate  is  apt  to  be  precarious. 

What  do  both  syndicators  and  U.S.  sponsors  need  at  this  point?  This  is  the  con- 
census: 

1.  Belter  marketing  statistics.  It's  sheer  daydreaming  to  hope  that  such  U.S.  con- 
cepts as  cost-per-thousand  could  be  whipped  up  soon.  But  rudimentary  facts  on  sets — plus 

listening  and   buying   habits — would   be  welcome. 

2.  A  better  understanding  of  what  Latin  American  broadcasters  want.  You 

can't  do  business  with  them   in   strictly  U.S.   terms. 
3.  Patience.    The  fellow  who  builds  solidl)  and  with  understanding  will  be  the  winner. 

Will  the  '"horror"   film  come  along  as   a   companion    staple   to    the    western? 

This  week  that  was  a  top  trade  topic,  sparked  by  Screen  Gems'  sale  of  52  "shockers"  to 
nine  stations — including  WABC-TV,  New  York,  whose  end  of  the  deal  amounts  to 
sT  50.000. 

FLASHES  FROM  THE  FILM  FRONT:  Parsons  Productions,  Inc.,  set  deal  with 

CBS-TV  Film  Sales  to  deliver  over  SI. 500.000  worth  of  30-minute  tv  films  in  the  next  eight 

months  .  .  .  The  West  End  Brewing  Co.,  bought  NTA's  Sheriff  of  Cochise  to  promote 

I'tica  Club  Beer  in  seven  N.Y.  markets  .  .  .  First  buys  of  Guild's  true-adventure  se- 
ries The  Michaels  of  Africa  were  made  by    KOMO,    Seattle,   and    WCKT,    Miami. 

Mitchell  Leisen,  motion  picture  director,  signed  as  executive  consultant  on  the  Shir- 

lej  Temple  fair)  tale  programs  scheduled  for  January  debut  on  NBC-TV  .  .  .  Ziv  reports 
Harbor  Command  now  is  set  in  122  markets  with  additional  sales  made  to  Ilaniin  Brew- 

ing and  the  Rochester  Milk  Producers  Assn.  .  .  .  Screen  Gems''  railroading  saga  Case) 
Jones   is  scheduled   in  45  cities  this  fall. 

K.HJ-TV  has  scheduled   2T  different   feature    films   for  the   week   of   26   August. 

setting  a  new  high  for  this  kind  of  film  fare  in  L.A.  .  .  .  CBS  TV's  Civil  \\  ar  stanza,  Gre) 
(.host,  has  been  sold  in  61  markets,  including  seven  Southern  States.  .  .  Leon  H.  Cagan 

named   president  of  NBC   Internacional  de  Mexico.  S.    \..   headquartering   in    Mexico  City. 
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These  Words  Mean  Action!  And  that's  what 

you'll  get  when  NTA's  "OFFICIAL  DETECTIVE" 
comes  to  the  TV  Screen.  Action  on  the  rating 

front  and  Action  at  the  cash  register. 

It's  exciting . . .  with  some  of  the 
most  blistering  episodes  that  ever 
blazed  from  a  TV  screen. 

It's  authentic  . . .  based  on  the 

actual  files  of  "Official  Detective" 
Magazine,  the  Number  One  pub- 

lication in  the  field. 

It's  made  by  Desilu  . .  .  which 

tops  its  own  list  of  big  winners 

such  as  "I  Love  Lucy."  "The  Line- 

Up."  "Wyatt  Earp"  and  "The 

Sheriff  of  Cochise."  When  you 

deal  with  Desilu.  you're  putting 
your  money  on  the  favorite. 

39  Big,  New  TV  Half-Hours,  are  brought 
to  you  by  Desilu  and  NTA.  at  a  cost  of  over  a 

million  dollars.  Call  or  write  today  for  an  audition 

print  of... 

OFFICIAL  DETECTIVE 
! 

starring   EVERETT  SLOANE 

Harold  Goldman.  Vice  President  in  Charge  of  Sales 
NATIONAL  TELEFILM  ASSOCIATES,  INC. 
60  West  55th   Street,  New  York   19.  N.Y. 

PLaza  7-2100 

mm 
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SHARE  OF  AUDIENCE 
6  A.  M.  to  Midnight,  Monday  thru  Friday 

Network  "C"    16.7 

KTLN      15.7 

Network  "N"    13.7 

Network  "M"    12.3 

Independent  "O"     12.0 

Network  "A"       8.0 

Independent  "M"     6.3 
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News  and  Idea 

WRAP-UP 

ADVERTISERS 

TvB  told  a  group  of  leading  west 

coast  advertisers  and  agencies  this 
week  that  upper  income  homes 
watched  television  far  more  than 
lower  income  homes. 

Here's  the  breakdown  based  on  the 
average  daj  : 

Time  of  >lu\        Low  Income       lli^li  Income 
(under$3000)    (ovei  $10,000) 

Morning  16$  35$ 

Viternoon  20',  11', 

Evening  41',  869? 

Sterling  Drugs  is  pjanning  to 

bring  out  a  new  product  under 

the  Bayer  name  —  Bayer  Nasal 
Spray. 

This  will  be  the  first  new  product 

to  assume  the  Bayer  title  since  Bayer 

Aspirin. 

Zonolite  Co.  (home  insulation  I  will 

use  spot  radio  pud  t\  to  promote 

"Operation  Re-Insulation  come  fall. 
Henri.  Hurst  &  McDonald  is  the 

agencj  .  .  .  The  American  Insti- 

tute of  Men's  and  Boy's  Wear 
plans  to  spend  $1  million  on  its  new 
ad  campaign  starling  in  October. 

Media  plans  include  national  maga- 

zines and  NBC  Radio's  Monitor  on  a 
200-station  hook-up.  BBDO  is  the 

agency. 

Personnel  notes:  Edmund  \5  . 

Morris  has  joined  Bristol-Myers 
Products  Division  as  manager  of 

product  development.  Morris  comes 
from  Lever  Brothers. 

AGENCIES 
Latest  addition  to  the  big  mergers 

trend  is  the  consolidation  of  Har- 

rington-Richards and  Raymond  R. 
Morgan  agencies  into  a  wholly 
owned  West  Coast  division  of 

Fletcher  D.   Richards.  Inc. 

The  division,  to  be  called  Harring- 
ton. Richards  \  Morgan,  will  have 

cilices  in  Los  Angeles  and  San  Fran- 
cisco. Function  will  be  to  handle  the 

$3.5    million    billings    of    West    Coast 

companies  along  with  western  service 
for  all  of  the  Fletcher  D.  Richards  na- 

tional clients. 

New  management  alignment  works 

out    this    ua\  : 

Ra\  mond  R.  Morgan  becomes  op- 

erating head  of  the  consolidated  west- 

ern   division. 
Alfred  E.  Smith  will  continue  as 

manager  of  the  San  Francisco  office. 

Robert  Temple,  former  executive 

\  ice  president,  named  manager  of  the 
Los  Angeles  office.  Temple  also  has 

been  named  a  Richard's  v.j.  and  mem- ber  of  the  board. 

New  agency  appointments:    BBDO 

for  W.  A.  Sheaffer's  new  ballpoint  pen 
to  be  introduced  this  fall.  Russel  M. 

Seeds  will  continue  as  agencj  for  the 

other  Sheafler  products  .  .  .  Noble- 
Dury,  Nashville,  for  Magic  Chef  (gas 

ranges  i .  The  agenc)  has  resigned  the 

I  emco,  Inc.  account  fgas  space  heat- 
ers mfgrs.  I  but  w ill  continue  working 

with  Temco  until  a  new  agencj  is 

named  .  .  .  Albert  Frank-Guenther 
Law  for  Button i  F   Is  .  .  .  DFS  for 

Carter  Products'  \rrid  Whirl-On  De- 
odorant .  .  .  Jepson-Murray,  Lans- 

ing. Mich,  for  \\  ILS.  Lansing,  as  of 

1  September  .  .  .  Galen  S.  Broyles. 
Denver,  for  Gooch  Food  Product-. 
Radio  and  tv  will  be  used  .  .  .  BBDO 

for  Dubonnet  Red  and  Blonde  Aperitif 

\\  ines"  radio  and  tv  advertising  i  Peck 

Advertising  Agencj  will  handle  Du- 
bonnet advertising  in  other  media  I  .  .  . 

Mottl  &  Siteman  for  Holly  Sugar 

Corp.  .  .  .  Rutledge  &  Lilien field. 
St.  Louis,  for  KTYI-TY.  St.  Louis  .  .  . 

Wesley  Associates.  New  ̂   ork.  for 

the  Star  Broadcasting  Stations.  Roch- 
ester. Geneva  and  I  tica.  New  York 

.  .  .  Roy  S.  Durstine.  Inc.  for  the 

Thermadore  Division  of  Norris- 
Thermador  Corp.  as  of  1  September. 

Focus  on   personalities:     Albin   F. 

Yagley  has  been  named  media  direc- 
tor for  the  Detroit  office  of  Grant  Ad- 

vertising. Previously  Yagley  was  with 
M( Alanus.  John  X  Adams  for  17  years 

.   .   .   Norman  Travnor.   manager  of 
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the  radio  8  i\  depBrtmenl  .11  Brooke, 
Smith,  French  8  Dorrance,  has  been 
named    directoi    "I    radio    8    i\   .  .  . 

Jerome  J.   Cowen,   »e      v.p.,   has 

been  appointed  general  managei  "I 
the  San  Francisco  office  "I  Cunning- 

ham v\  Walsh  .  .  .  Hal  James,  formei 

v.p.  in  charge  <>f  radio-h  foi  Ellington 

8  ('"..  has  joined   IM  >N  as  \.;i.  and 
director   "I    radio-t\    |   framing    and 
production  ,  .  Mice  J.  Wolf  lia- 
joined    Burke    Dowling     Vdama    .i>    a 
I  IMI.I.IIN  l- Mi«    W  ..If rnmr-      1 1  <  >ii i 

Gre)  Advertising  .  .  .  John  I*.  \\  atera 
has  joined  Baldwin,  Bowers  8  Strach- 
an,  Buffalo  division  >>f  the  Rumrill 
Co.,  as  an  account  executive.  Waters 

formerl)  was  with  Fletcher  I).  Rich- 

ards .  .  .  James  B.  Lloyd  has  i<>int'<l 
Whitne)  Advertising,  Tuba,  .i-  an  ac- 
counl  executive.  Lloyd  formerl)  was 

with  Lowe  Runkle,  Oklahoma  t'it\  .  .  . 
Vrthur  Hohmann  ha-  joined  F(  B, 
San  Francisco,  as  an  account  execu- 

tive. Hohmann  is  a  transfer  from  the 

agenc)  >  Los  Angeles  office  where  he 
was  a  research  specialist.  In  other 
FCB  moves  Taylor  Rhodes,  research 
specialist  from  the  New  }  ork  office, 
has  been  nan  ed  market  research  di- 

rector for  the  San  Francisco  office  and 

That's  the  key  word  in  the 
Wheeling,  West  Va.  area.  New 

plants  . . .  new  people  . . .  new 

buying  power.  The  fastest, 

lowest-cost-per-thou  sand-way 

of  reaching  these  people  is  via 

316,000  watt  WTRF-TV,  No.  1 

station  in  the  market  by  every 

accepted  method  of  audience 

measurement.  Ask  any  Hol- 

lingbery  rep  or  call  Wheeling, 
Cedar  2-7777. 

Equipped  for 
Network  Color 

wtrf  tw 
Wheeling  7,  West  Va.^^ 

"a  station   worth  watching" 

WONDERFUL 
BUY!! 

GETS  YOU  ALL  OF 
KDLO 

Aberdeen  —  Huron  —  Waterto.vn 

S.  DAKOTA 

KPLO 

Pierre  —  Winner  —  Chamberlain 

NEBRASKA 

IOWA 

KEL-0'LAND It  takes  five  airlines  and  as  many  railroads  to  criss-cross  huge,  hustling  KEL-O-LAND. 

It  takes  more  than  a  million  people  to  ring  up  its  $1,220,150,000  annual  retail  sales. 

Yet  Joe  Floyd  and  his  101-man  crew  deliver  all  of  KEL-O-LAND  to  you  for  your  one 

wonderful    single-market   buy. 

KDLO Aberdeen Huron 

Watertown     CHANNEL 

Sioux  Falls   CHANNEL 

KPLO Pierre 

Winner Chamberlain  CHANNEL 

KEL-0-LAND'S  new,  big  radio  voice  is  KEL0-AM 

KELO  Radio's  1,032ft.  Tower  13,600-Watt  Power,  Eqv. 
JOE    FLOYD,    President  -  EVANS   NORD,   Gen.  Mgr.     -    LARRY    BENTSON     V.P. 

Gen.   Offices   Sioux   Falls,    S.    D.  Represented  by  H-R 
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A  pictorial  review  of  local 

and  national  industry  events 

'■&       PICTURE  WRAP-UP 

Costume-party  send-ofi  for  kBI<;  ll< 
wood  editor-director  Margee  Phillips  was 

given  li\  neighbor  Jon  Ro>>  of  Ross  Adver- 

tising   (placing    lei).    She   take>   world    toui 

It's  a  fake:  remember  when  i\  drew  a 
crowd?  In  \u~tralian  ana  -till  without  l\. 

a  resourceful  retailer  set  up  a  shell  t\  cabi- 
net and  projected  /  hove  Lucy  film  on  mirroi 

^Vinner  <>f  "best  spot  commercial  contest 
on  WTK1!  i-  Mil  Parade  Cigarettes.  \bo\e: 
\.  C.  (iarratt  of  American  Tobacco  receives 

award    from    K.    Cooper.     M.    Bassetl     (L) 

Camera   in  court.    KTRK-TV,  Houston, 
covers  impeachment  case.  The  mayor,  in 

okaying  station's  requesl  to  telecast,  -aid: 
"such  proceedings  are  splendid  public  service 

No  cameras  allowed  so  station,  WBRZ, 
Baton    Rouge,    La.,    had    staff    arti-t    Paul 
(.entile    attend    courtroom    of    murder    trial. 

Sketches    were    telecast,    run    in    local    news 

Cuyahoga   County  Fair  promotion  sees 
WERE,  Cleveland'-  Ko-emarie  Bostancic  pa- 

rading in  boardwalk  chair:  i-  presented 

with  radio  b>    I").   Klaus  and   Fair'-   II.   Ward 



Z^C3  AW!  PQDQJL  IYIPUL 
On  June  11.  from  the  top  of  WTAR-TVs  1,049-foot  tower 

you  could  have  seen  history's  greatest  peacetime  display  of  naval 
might  -a  14-mile  double  row  of  ships  -stretched  out  through 
Hampton  Roads  for  the  International  Naval  Review. 

Then,  had  you  "panned"  around  to  the  left  in  a  complete 
circle,  you  would  have  looked  down  on  five  major  Virginia 

cities — Hampton,  Newport  News.  Warwick,  Portsmouth  and 
Norfolk  —  ringing  Hampton  Roads  in  one  big  eye-popping 
market  .  .  .  the  greatest,  growingest  in  Virginia,  and  27th  in 
the  nation! 

Atop  our  tower,  you  would  be  at  the  focal  point  of  this  big 

five-city  market,  dominated  by  WTAR-TV. 
For  more  information  about  the  foremost  communications 

medium  in  Virginia's  greatest  market,  write  to  W  l'AK-'I  V  or 
your  Petty  man. 

i  Based  on  Measured  Contour  Map  by  Jansky  &  Bailey  i 

5  of  Virginia's  Busiest  Cities  are 
within  WTAR-TVs  Grade-A  Signal. 

WTAR-TV 
CHANNEL  3,  NORFOLK.  VIRGINIA 

Business  Office  and  Studio — 720  Boush  Street,  Norfolk.  Ya. 

Telephone:   Madison  5-671  1 
Representative:  Edward  Petry  &  Company,  Inc. 
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-  .ii.    formerl)    of   Fuller  & 

Ross,  has  joim-tl  the  FCB  San 
iffice   .1-    media    supervisor 

>,iirilini  II.  Hendry,  formed)  <<\ 
Bakei    &    I  ilden,   has   joined 

inn  Advertising,  St.  Louis,  a>  me- 

dia group  supervisor  .  .  .  Charles  K. 

Mortimer,  Jr.,  has  joined  the  tv  de- 

partment at  l.st\.  Mortimer  comes 
From  VBC  l\  ...  Charles  R.  White, 

Jr.,  L9-year  member  of  the  Esty  staff, 

i  leaving  to  enter  the  real  estate  busi- 
ness in  Florida  .  .  .  James  F.  Black, 

formerl)  v.p.  and  account  supervisor 
al  B&B,  has  joined  Kudner,  New  York, 

a-  account  manager  .  .  .  Thomas  G. 
Johnston,  formerly  creative  group 

head  at  Needham,  Louis  &  Brorby, 

Chicago,  has  joined  McCann-Erick- 
son  as  associate  creative  director  .  .  . 

Fred  A.  Morrissey  has  been  trans- 
ferred from  the  New  York  office  of 

Kudner  to  become  Detroit  account 

manager  for  the  Buick  Motor  Divi- 
sion. Morrissey  succeeds  Martin  Rice 

who  has  resigned. 

They  became  v.p.'s:  Charles  E. 

"Ned"  Midgley,  Jr.  at  Ted  Bates 
.  .  .  Thomas  J.  Martin  at  Berming- 
ham.  Castleman  &  Pierce  .  .  .  Chester 
R.    Vail   at    B&B. 

NETWORKS 

Consolidated  net  income  of  Co- 

lumbia Broadcasting  System,  Inc. 
for  the  first  six  months  of  1957 

reached  $10,199,193  compared 

with  $5,308,990  for  the  same 

period   of    1956. 

Net  revenues  and  sales  for  the  1957 

I  ii  riod  was  $186,798,814  or  seven 
pt  i  cent  over  the  $174,274,387  mark 
of  1956. 

i  Note:  1956  income  was  affected 

l'\  expenses  and  losses  due  to  the 

dropping  of  the  CBS-Columbia  Divi- 
sion, i 

As  predicted  in  Sponsor-Scope 
last  week  CBS  Radio  has  sold  the 

Jack  Benny  Show  to  a  full-time 
sponsor. 

The  Home  Insurance  Co.  is  picking 

up  the  $15,000  (time  and  talent)  net 

v/eeklj  tab  for  the  repeat  series  start- 

ing  2()  September. 
The  nighttime  series  has  frequently 

been  heading  the  Nielsen  top  10  in 
m  •    it    returned  last   fall. 
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A.  C.  Nielsen  Company i 

Reports... WLW  Radio 

consistently  with  one 

of  the  ten  largest 

audiences  among  the 

more  than  2870  Radio 

stations  in  America. 

And  WLW  Radio  gives 

you  the  nation's  fifth 
largest  unduplicated 

radio  audience. 

So  before  you  buy 

radio  time,  check 

with  your  WLW  Radio t 

representative.  You'll 
« 

be  glad  you  did! a ; 
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MODERN    GAS   SERVICE 

andWWJ-TV 
. . .  both  built  by 

today's  natural  gas  service  is  the  result  of  faith  in 

the  fuel's  dependability,  efficiency, 
and  economy. 

Southeastern  Michigan's  high  regard  for  WWJ-TV 
is  the  result  of  the  station's  traditional 
leadership  and  quality  standards.  People 

here  dial  Channel  4  with  complete 

confidence  that  they  will  see  the 

finest  of  television,  always. 

Seeing  is  believing  to  the  great 

WWJ-TV  audience — a  priceless 
advantage  to  every  advertiser. 

ASSOCIATE   AMFM  STATION  WWJ 

First  in  Michigan    •    owned  &  operated  by  The  Detroit  News 

National   Representatives:   Peters,   Griffin,  Woodward,   Inc. 
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Nighttime  network  t\   notes i     1 1 ■ « - 

Vii  "Kinji""  Cole  Show  gets  i  new 
lease  on  life  al  NB(  I  \  and  will  go 

in  as  pari  "I  the  I. ill  scheduling  I  I  ues> 

da)  7:30-8  p.m.),  bul  the  show  is  -till 
unsponsored.  Side  note;  (  hock  Full 

()  "\ t « t  —  announced  earliei  last  week 
that  it  was  interested  in  sponsoring 

the  program  if  the)  could  i:>-i  It  on  .1 
regional  basis,  the  coffee  company  - 
distribution  is  limited  to  the  northeast 

Daytime  network  t*>  notes 9  /'<» 
)  <m  Trust  Your  Wife  (Seen  last 
winter  on  CBS  T\  Tuesda)  nights) 

will  bow  on  \BC  T\  daytimes,  Mon- 

das  through  Fridaj .  1 :30-5  p.m. 
starting  '(|  September.  [Tie  formei 
film  series  will  now  be  telecast  live 

with  Johnnj  Carson  taking  ovei  as 

emcee.  kTie  quiz  take-  the  Bpol  pre- 
vious!) assigned  to  Lad)  I. ml,  which 

ma)  pop  u|>  elsewhere  in  the  network  - 

plans  for  expanded  live  daytime  pro- 

graming  .  .  .  ('BS  T\  says  it-  head- 
ing for  the  "greatest  daytime  sales 

season  in  it-  histor)  with  four  of  its 

top  daytimers  ahead)  sold  out:  (,mr\ 
\foore,  Ir/luir  (,<>t/jrc\  Time,  in 

Linkletter  and  Edge  of  Sight  .  .  . 

NBC  TV  daytime  sales  arc  also  going 

u|>  with  $2.3  million  in  gross  billings 

added  last  week.  Adding  to  the  net- 

work'- business  arc  Lanolin  Plus, 
Pharmaco    and    Chesebrough-Ponds 

People    in    tin*     news:      Dale    L. 
MoikIn  lias  been  named  to  the  newl) 

created  position  of  director  of  special 
station  services  for  the  American 

Broadcasting  Network.  \Ioud\  form- 

erl)  was  vice  president  the  Mid-Conti- 
nent Broadcasting  (Storz  Stations) 

.  .  .  Ralph  S.  Hatcher  has  been  pro- 
moted to  national  manager  of  the 

\l>("  TV  station  relations  department 
.  .  .  Harry  C.  Folts  and  Aaron 

Reekwitli  have  Keen  appointed  ac- 
count executives  for  VBC  TV.  Folts 

lias    been   an    account    executive    with 

the  American  Broadcasting  Network 
and     Beckwitli     formerk     was    director 

of  business  development  for  NT\  .  .  . 
Leslie  V.  Harris  has  been  promoted 

to  the  newl-.  created  post  of  coordi- 
nator   of    national    spot    -ale-    for    the 

\BC  TV  o&o  stations  .  .  .  Ralph  S. 

Hatcher  has  been  promoted  to  na- 

tional manager  of  the  VBC  TV  sta- 
tion relations  department  .  .  .  Rich- 

ard <».  Cahill,  who  has  been  with  the 
\IU!  T\  central  division  network 

-ale-  staff,  has  joined  the  Ni'.C  TV 
spot  sales  department  in  Chicago  .  .  . 
.lames  T.   Ownby,  owner  of  WINN. 

Jackson,    Miss,   and    K<»NI    8    KM  \  Seattle-Portland      arc.      bringing 

I  \l.    Phoenix,    has    joined    MBS    as  it**-  total  up  to  seven. 
field  directoi    of  the  station   relations  Hugh   Feltis   will   head   the   Seattle- 

stafl      Ihi-  1-  a  new  post  w  itli  Mutual.  Portland  branch. 

REPS New  appointments  1    Branham  <  <>. 

foi    W  IQS     I  ick      Mist  It. .Mini: 
Il-R    has   opened   a   new    ..Hire   in  <  ,,.   f01    KOAT-TV,    Albuquerque. 
Detroit   marking  the    10th.  outlet  Focus   on    personalities  1    John   J. 
for  the  rep  firm.  While,  formerlj   broadcasl  supervisoi 

Andrew     M.    Gent,    formei     Detroil  f,,,  KM.,  has  joined  the  sales  stafl  ol 
radio-h      representative     foi     Cappei  ||.|;   Representatives         ,  Kevin   M< 
Publications,  i-  the  new  manager.  Dermotl  has  left  the  Kai/    tgenc)   to 

^  take  the  post   "f  account   executive  in 

Radio- IN  Representatives  has  also  the  New  York  office  of  Blair  IN    Vsso 
expanded  with  a  new  office  in  the  ciates. 

What's  up 

in  Hartford? 

CBS  Owned  WHCT  is  up . . . way  up . .  .with 

15  of  the  top  25  evening  shows,  17  of  the 

top  25  daytime  adult  shows!  Check  CBS 

Television  Spot  Sales  for  adjacencies. L»t<-rt 
I  -  >• 
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\ / THANK  YOU    I 
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\   
-' 

THANK  YOU  FOR  YOUR  OVERWHELMING 

RESPONSE  TO  SPONSOR'S  FIRST  ANNUAL 

TV/RADIO  TRADE  PAPER  ADVERTISING 

AWARDS.  WINNERS  WILL  BE  ANNOUNCED 

IN  SEPTEMBER.    WATCH  FOR  IT! 



TV    STATIONS 

I  In-  annual  meeting  of  the  board 
of  directors  of  the  CBS  IN  Mili- 

tates    \--i»<i;il  ion     will     In-     In  Id     in 

Colorado  Springs  on  2()-.'U)  Aug- ust. 

Members  attending:  (  .  Howard 
Lane,  chairman,  KOIIN  I  \ .  Portland, 

Ore.;  Paul  tdanti,  \\  III  N-TV,  Syra- 
(.!>,•:  Richard  Borel,  \\  NBS  IV 
Columbus,  <>.;  Glenn  Marshall,  Jr.. 
\\  MBR  l\.  lacksonville,  II...:  T.  B. 

Lanford,  W  I  l'\ .  Ink-....  Miss.; 
Lester  Johnson,  \\  lll'.l  .  Rock  Is- 

land, III.:  William  it.  Quarton, 
\\  \l  I  I  \  .  (  edai  Rapids,  la.:  Clyde 
Rembert,  KRLDTV,  Dallas;  James 
Russell,  KKTV,  Colorado  Springs; 
Frank  E.  Busby,  eastern  director 
for  extended  market  plan  stations; 
.mil  Rex  HoweU,  western  l"i  the 
EMP  Btations. 

Neat  promotion  gimmick:  \\  I.W- 

I.  Indianapolis,  ( !i  oslej  'a  newest  i\ 
station,  i-  sending  out  a  simulated 
railwaj  ticket  a  couple  <>l  yards  long 

announcing  advertisers  who've  al- 
read)  climbed  aboard.  I  ach  segment 
announces  a  different   advertiser. 

Tv  applications:  Between  5  and 
I  •  Vugust  three  applications  for  new 
Nation-  were  filed,  one  construction 
permit  granted  and  one  new  station 
took  to  the  aii. 

Applications  wen-  made  b)  :  k 
l  HF,  Burbank,  Calif.,  for  Channel 

34,  I"-  Angeles,  .27  kw  \i  ual,  with 
tower  795  feet  above  average  terrain, 
plant  $13,350,  yearlj  operating  cost 
$9,000;  Eastern  Idaho  Broadcasting 
S  television  Co.  for  Channel  <">.  Idaho 
Falls,  38.48  visual,  with  tower  li!-.(>7 
feel  above  average  terrain,  plant 

8  18,899,  yearl)  operating  cost  $135,- 
000:  and  Rex  Television  Co.,  Mil- 

waukee, for  Channel  10,  Dulutli.  316 
kw  visual,  with  tower  688  feet  above 

average  terrain.  plant  8(>41.!k°>2. 
yearl)    operating  cost   $400,000. 

Construction  permit  went  to  Radio 
Associates,  Inc.  for  Channel  L3,  Bi- 
loxi,  Miss.,  permit  allows  63.8  k\\ 
\  isual. 

New  station  on  the  air  was  WFGA- 
TV,  Jacksonville,  Fla.,  Channel  12, 

\R("  T\    affiliate  a>  of   1    September. 

New  affiliations:  KIRO-TV,  Seattle. 
will  become  a  primarv  affiliate  of 
CBS  TV  on  8  Februarj  L958  .  .  . 
WINR-TY.   Binghamton,   N.   Y.,   will 

become  an  optional  affiliate  ol  NB( 
I  \    on    I    <),  tobei  .   W  KST-TV, 

Voungstown,  0,  a\><\  New  <  astle,  I '  i 
will    l"-<  ome    a    primar)     affiliate    "I 
\l'.(     I  \    w hen   ii   goes  on  the  aii    in 
Octobei 

Job    null—:       \.     II.    <   In  i-lrii-eii    ha- 
been  named  advei  tising  sales  promo 
tion  manage]  "f  \\  \  \ \l.  Baltimore 

(  l,i  i  ;tensen    i  omes    from    K I  /.    I '■  >i  i 
land.  Ore   John   \\  .   Afowbraj 

has  joined  the  Bales  staff  at  K<  »\l<  > 
I  \ .  Seattle,  as  an  account  ex«  utive 
.    .    .    Jim     Richey,    former!)     with 

K  I  \l  \     I  tern  >  i .   hi-   i   <l   k  I:  I  \     i 

in    i   mi  executive  ,  ,  ,  Edward  M. 

Hoerner,   with   WW  I.   Radio   f"i    the 

past    1 1    \ eai -    hat   been   named   pro- 

i  im   din  ■  toi    ol    W  W  I    I  \     N<  m    I  '• 

leant  Alexander  <  .   I  leld,  Jr.. 

I    ,-    left    W  I.W     and    W  I   W     I.   <    in<  malli 

t.,    join    W  <.\l  VM&1  \ .    <  h" 
managei   "I   special  broadcast   services 
.  .  .  Richard  Spighl  has  been  named 
.ii   ni    exe<  utive    In    the    loi  al    sales 

staff  h(  kh    I     Santa  Barb  ira    <  alif. 

lii    foi  mil  l\    h  as    m  ith   Kill  -  I  \ 
Medford,  Ore   and  KIEMTV,  I  ureka, 
(  alif.  Dirk  (.ilin.ii  i  in   hi-  been 

What's  happening 
in  Hartford? 

Plenty!  CBS  Owned  WHCT  is  the  talk  of 

the  town.  WHCT  has  the  biggest  average 

share  of  audience  morning  and  evening! 

Talk  with  CBS  Television  Spot  Sales. 

MM 
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RICHMOND  , 

VIRGINIA 

WRVA-RADIO 
"TOPS  THEM 
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Source:     Nielsen    Coverage   Study   #2 
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Source:     Pulse,    Richmond— May-June,    1957 

IN  CUMULATIVE  AUDIENCE 
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Source— Cumulative    Pulse    Audience— November,    1956 

Represented   by  CBS   RADIO  SPOT  SALES 

Virginia's  Only  50,000  Watt  Radio  Station 
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Ranted  sales  sei  \  ice  managei  foi 

WTTG-TV,  Washington,  D.  <  ,  <dl- 
martin  comes  from  WIN  l\.  Wash- 

ington, !>  (....(  lark  Bradley, 
former!)  v.p.  ami  ad  managei  foi  the 

Holderdge  i  Nebr. >  Dai!)  Citizen,  has 
been  appointed  directoi  "I  the  newl) 
created  sales  developmenl  department 

for  KSB\X  I  \ .  Salinas-Monterey,  and 
kH^  TV,  San  Louis  Obispo,  Calif 
.  .  .  Frederick  F.  Sink,  formei  I  BS 

I  \  pi  oducer,  has  joined  the  produi 
(ion  department   "I    \\T\J.    Miami. 

RADIO      STATIONS 

\\  EMP,  Milwaukee,  hit  five  major 
national     magazines    recentlj     via 

,\<\*  placed  l>\  Employers  Mutual-  ol 
\\  ausau. 

I  In-  insurance  firm's  full-pagers  fea- 
tured Karl  Gillespie,  WI.MP  sports  di- 

rector  and  the  "Voice  of  the  Braves," 
giving  a  rundown  on  the  Wausau 
storj . 

Take  a  hidden  check  promotion 

Stunt  and  a  hiding  place  near  -nine 
peach   groves    and    you    ma]    fret 
-nine  -in  prises. 

k-.|()  1 .  Stockton,  Calif.,  did  jusl  thai 
recent!)   and  got  these  results: 

•  \  front  page  stor)  from  the  com- 
petition,   the    local    newspaper. 

•  \  5,000  person  response  in  the 
form  of  treasure  seekei  - 

•  \  bunch  ol  dazed  orchardists 

who  found  that  the  unsuccessful  treas- 

ure hunters  had  settled  lor  a  good  por- 
tion of  their  peach  crop.  (Note:  the 

check  final])  was  found  a  short  dis- 
tance from  the  orchards. > 

Novel  promotion  piece  from 

KM()\.  St.  Louis,  real  examples  ol 

the  119,805  postcards  sent  to  the  sta- 
tion during  Radio  Week  hound  to- 

gether  (batch  of  2d'  with  promotion 

messages  over-printed  on  the  back  of 

each  card.  Sample  message:  "419,805 
postcards  -tacked  i-  higher  than  .  .  . 

The  Statue  ol  Liberty,  Chicago's  Mer- 
chandise Mart,  or  St.  Louis'  Telephone 

Building." 

KD^L.  Salt  Lake  ("it\.  is  promoting 
its  "Radio  Vl.a  Carte,"  remote  broad- 

casting device,  as  an  effective  and  use- 
ful tool  for  client-  who  wish  to  call 

attention  to  -ales,  special  events  or 

places  of  business.  The  completer) 
portable  system  is  paying  off  in  added 
sales  for  the  station,  too. 

Boston  newspaper  -hike  has  Na- 
tions jumping  into  the  newt 

breach. 

W  BZ  a  W  BZ  \  has  upped  its  news 

1  asU  i"  .  I  pei  da)  on  a  2  t-houi  1  • . i - 1 - 
and  has  installed  downtown  news  bul 

letin  boards  in  business  and  publii 

I  ilaces, n<  reasing   the 

iving    out 
c.  obituai  ies, 

WOHI.  aside   fi   

numbei    ol    new  ~i  asts, 
i" '  ialized  infoi  mat  ion 

notice  ol   meet  ings  and   fun<  t  ions,  i  ti 

Ihe  station  i-  also  printing  ami  send- 

ing   "in    news-in-brief    summaries    to 
Bosti  hi   agent  ies   and   ai  c<  lunts. 

W  \  \t     i-    puii in  ■    out    theii      I iini'i 
•i .mi      news  sheet  disti  ibuted  in  Bon 

inn  I lotela  foi  use  in  dining  i   n    in 
.in    on  reased    thn  edition;     in 

■  i  easing   nev  ind   is  pre  enting 
new-  via  billboard  fne  loll!.. mi  I 

new  -'  asts  are  in  •  oopei  ii  ion  w  ith 
John  Donnell)  Billboard  Vdvertis 
News  flashes  are  sent  direct  from  the 

-i.ii ion  -  new sroom  i"  t  paintei  w In » 
ei ases  and  .><\<\-  new  ded 

W  K  \\\.  Mobile,  \l.i  .  former!)  owned 

bj  Pursle)  Broadcasting  has  been  sold 

to  George  and   lohn   Hopkinson,  own- 

What's  the  word 
in  Hartford? 

CBS  Owned  WHCT  is  first  mornings  too. 

Has  the  biggest  share  of  audience  and  17 

of  the  top  25  daytime  adult  shows.  CBS 

Television  Spot  Sales  has  the  details.  tZ 
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1  Dwighl  \    Associates  '  rep  fii  ra  I 
Quentin  Sturm,  WIND.  I  ihicago, 
unl    executive   .   .   .   KLLL,   Lub- 

bock,  rex.,  .mil  WTOD,  Toledo,  have 
Me  affiliated   with   MBS. 

People  in  ihr  news:  John  F.  Box, 
Jr.,    executive   vice    president    of   the 
liartell  Group,  has  been  named  gen- 
cral  manager  of  WBMS,  Boston.  Box 

will     continue    to    supervise     KRUX, 

Phoenix  .  .  .  Star  Thomas,  insur- 
ance man.  has  been  named  account 

executive  of  KEX-FM,  Portland.  Ore. 
.  .  .  Lee  Bovan  has  now  assumed 

lull  time  duties  as  an  account  execu- 

tive for  WDG1 .  Minneapolis  .  .  . 

George  Glavin,  former  sales  man- 
aver  for  K  TV  \\  - 1  \  .  Seattle,  has  joined 
the  sales  staff  of  KOL,  Seattle  .  .  . 
Robert  Ward  has  been  named  to 

handle    publicity     and    promotion    for 

RICH 
RICH 
RICH 

RICH 
RICH 
RICH 

en  R I C  H 

■  mi^^n 

RICH 

potential ... 
Little  Rock,  Arkansas 

a  MILLION  people 

a  BILLION  spendable  income 

a  300%  increase  in  retail  trade  since  1938 

penetration 
253,897  TV  homes* 

6  of  the  top  10  once-weekly  evening  shows** 

8  of  the  top   10  multi-weekly  evening  shows** 

4  local  shows  listed  in  the  top  10 

multi-weekly  network  and  local  shows 

ed  Sates. .. 
when  you  use  the  only  station 
that  covers  the  entire  Little  Rock 

regional  market,  the  only  station 

that  gives  you  the  major  share  of  audience 

in  a  39-county  area  all  7  days  of  the  week  .  .  . 

gel  the  facts  from  Petry 

ONCE-WEEKLY    SHOWS 

Perry  Como  39.9 

Highway  Patrol  37.4 

George  Gobel  34.5 

The  Ford  Show  33.7 

You  Bet  Your  Life  33.6 

Hit  Parade  33.4 

MULTI-WEEKLY    SHOWS 

6:00  News  Weather    19.9 

10:00  News   Weather   19.8 

Tennessee    Ernie    15.9 

Autry-Rogers   15.6 

Melody   Boys    15.5 

Queen  For  A  Day   13.0 

Price  is  Right  I  1.5 

It  Could  Be  You  11.5 

B3» ^^— -*  CHANNEL    4     LJIjy  Affiliate 

^Television   Magazine    1957 

<UARB  Survey— May   1957 

30-County  Area 

Represented  by 

Edward  Petry  &  Co.,  Inc. 
NEW  YORK  •  CHICA60  •  ATLANTA  •  DETROIT  •  IOSTON 

IOS  ANGELES  •   SAN  FRANCISCO  •  ST.  LOUIS 

KOL,  Seattle  .  .  .  Robert  S.  Yeager, 
until  recenth  with  Building  Digest, 

I ik..  has  been  appointed  program  di- 

rector for  WFBM,  Indianapolis  .  .  . 
Peter  Anthony  McMahan,  former- 

ly partner  in  Barnes-Chase  Co.,  has 
joined  KB  AH.  San  Diego,  as  an  ac- 

(  ount  executive  .  .  .  Albert  G.  "Bud" 
Daney  has  left  WKDA.  Nashville,  to 

join  WPFA,  Pensacola.  as  program 
director  .  .  .  Homer  Griffith  has  been 

named  manager  of  KFAR,  San  Fran- 
cisco, and  also  sales  manager  of  the 

newl\  organized  Western  FM  network. 

Most  recently  he  served  as  field  rep- 
resentative for  Sesac.  Inc.  .  .  .  Holt 

Gewinner,  Jr.,  has  joined  WSB.  At- 
lanta, as  national  sales  promotion  di- 

rector. (Jew  inner  conies  from  I)a\. 

Harris.  Hargrett  and  Weinstein,  At- 
lanta, where  he  served  as  account 

executive  .  .  .  Ron  Gamble,  program 

manager  of  WJR.  Detroit,  has  resigned 
and  will  now7  devote  full  time  to  the 

operation  of  his  resort  in  Greenbush. 

Mich.  James  H.  Quello  has  taken 

over  as  program  manager.  Quello 
formerlj  was  advertising  and  public 

relations  director  .  .  .  W.M.H.  "Bill" 
Smith,  formerh  sales  manager  for 

WBEE.  Harvey.  111.,  has  been  appoint- 
ed midwest  sales  manager  for  Rollins 

Broadcasting. 

Anniversaries:  WSBA,  York.  Pa.. 

celebrates  its  15th.  the  week  of  1-6 

September  .  .  .  WWJ,  Detroit,  used 
music  from  its  first  year.  1920.  to 

celebrate   37th   anniversary   this   week. 

INTERNATIONAL 

Here's  the  world  tv  picture  as  out- 
lined by  the  25th  semi-annual 

edition  of  Television  Factbook 

just  out: •  900  tv  stations  throughout  the 

world. 
•  63   million    tv   receivers. 

•  43  countries  have  tv. 
•  23  countries  have  some  form  of 

commercial  tv.  I  For  the  first  time 
the  Factbook  shows  more  countries 

with  some  form  of  advertising  on  tv 
than   without   it.  I 

Intercontinental  Services,  the  out- 

fit which  recenth  bought  Young  In- 
ternational, has  been  retained  by  the 

Arabian  American  Oil  Co.  for  its  tv 

station  now  under  construction  in 

Dhahran.  Saudi  Arabia.  In  addition 

to  representation  services  Interconti- 
nental   will    help    in    the    procurement 
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(il   program   material   i"i    the  station. 

Mtlmii^li  thei  e  9  ii"  i\  in  1 1  elani I. 

there  i-  a  firm  thai  has  just  started 
i\  him  production.  Broadcasting 
X  Theatrical  Productions  of  l>nl>- 

lin  is  going  ahead  on  the  belief  thai 
television  will  liit   Ireland  s   lei   than 

predicted.  Hie  pi  oducl  ion  oul  lit  also 

is  looking  to  the  I  .  s.  as  an  outlet  foi 
it-  radio  and  t\   products. 

FINANCIAL 

Stock,  market  quotations:  Follow- 
ing stocks   in   air  media   and   related 

fields  arc  listed  each  issue  with  quota- 

tions for  Tuesday  this  week  and  Tues- 
da\  the  week  before.  Quotations  sup- 

plied 1>\  Menill  Lynch,  Pierce,  Fenner 
and  Beane. 

rues. Tues. 
Stock i ;  Vug. 20  Vug. ( Ihange 

\.„    | 
Ork   StOt  1- Exch 

IB-PT 
19% 22% 

+3 

\T,VI 

17.'.. 

172% 
+   % 

Uco 
6% 6  & 

i  BS  "A" 301 , 

29% 

(  olumbia  Pic 
19% 

19 

Lowe's !7T- i:;, 

-   % 

Paramounl 
;i :. 

-     Ts 

RCA ■it's 
34% 

+  % 
Storer _'.v;s 

-•■">', 

-   % 

20th  Foi 
26% 26 

-  % 

W  .liner  Bros. 22 

21% —     '  8 

\\  estinghouse 
63% 

MT. 

-l1. 

(merican  Sin:  1. Exchange 

\  Hi.  .1   Vrtists 

!', 
.;', 

VssOC.    \H.  I'roi 

1. 
9% 

( ',&( !  Super 15/16 15   16 
Dumonl   Labs. l\ 

I1- 

1 

—       8 

(inilil   Films _T- 

->T- 

\T\ 
8% 

81. 

FILM 

KTL  A.  Los  Angeles  announced 
acquisition  of  over  one  million 

dollars  of  nvw    film  programing. 
Syndicated  first-run  films,  con- 

tracted for  39  weeks  included  White 

Hunter.  Big  Story.  Treasures  I  nlim- 

Ued,  Sword  of  Freedom.  Official  De- 
tective. Citizen  Soldier.  Molly  and 

Tracer. 

More  new  film  shows  \sill  be  carried 

tliis  fall  li\  KTLA  than  am  of  the  six 
other   stations    in    that    market. 

FPA  (the  Film  Producers  Asso- 

ciation) is  launching  a  series  of  con- 
fidential   weekK     meetings    with    top 

agency,  client,  and  network  tv  and 

film  brass  to  promote  forming  of  an 
all-industr\  committee  to  attract  more 

tv   film  production  to  New    l  ork. 
Eventual  six  months  aim:  the  form- 

ing of  an  Eastern  Motion  Pictures 
and   T\     Acadeim . 

Current    production    status:      com- 

mercial-   being    filmed — 7.V<     in  -inn  tun   overlooks  the  iilt  ol  the  new 

\.\..    2.") r,     on    tin     West    <  <>.i-i :  rimes  headquarters. 
I  Mm    programing         ')(>',     on    the  Vliout    people:     <  urtis    Kaufman 
coast,   less  than    If ,    in    N.Y.  back  al  his  posl  ol  client  relations  di 

1?  rector  foi    Guild   I  Urns  .   .   .   John 

People  cv   Places!    (  aravel  Films,  \\  ilkotl     joins    Scro       G< 

producers  "I   motion  pix   lot    i\.  busi       depl     as    -    ition    writei 

ness  and  tin-    ■ .  ■-  ei  n  menl  opens  a  new  .  ,   Louis  llout    ippointed    i 
hln     |   luction    centei    in    the    heart  producei    "I     ̂ cademj     Pictures     ln< 
..I   N.Y.  this  fall.  .      Dave  Dash    i  ipointed   president 

i  ompleti   i    iIh-    Btudios    mail-  id  Carousel  I  ilms,  Inc.  .  .  .  William 
the    first    Btage    •■!    a    $1,000,000   en-      Bloom,  veteran   Hollyw   I   producei 

dorsemenl  "I    N.Y.'s  Bpecial  qualifies-  appointed  executive  producei   i"  head 
tions  i"i   |   luction  of  film.    The  new  up  all  \l  \  film  production.            ̂  

Heard  about 
Hartford? 

CBS  Owned  WHCT  is  first  evenings  too. 

Has  the  biggest  share  of  audience  and  15 

of  the  top  25  evening  shows.  To  get  the 

facts,  call  CBS  Television  Spot  Sales.  fZ 
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WHIM? 
proudly  announces 

its  full-time 

affiliation 

with   

imi-n Channel  8 
ABC 

Edward  Petry  &  Co. 

National  Representatives 

television     network 

Effective  September  2nd,  there  will  be 

a  "new  look"  in  the  rich  Dallas-Fort  Worth 

television  market!  And  that  look  will  be  to 

WFAA-TV— new  basic  outlet  for  all  ABC-TV 

programming!  A  complete  revamp  in  local 

programming,  coupled  with  ABC-TV's 
current  big  hits  and  sparkling  new  fall 

lineup,  are  destined  to  make  WFAA-TV 

a  greater  buv  than  ever! 

316,000  Watts  Audio 

158,000  Watts  Video 

-  from  atop  Texas' tallest  tower. 

A  television  service  of 

The  Dallas  Morning  News 

K) 
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IF  hat' t  happening  in  U.   S    Government 

tlmi  afjectt   tponsors,  agencies,  nation* 

WASHINGTON  WEEK 

24  AUGUST 
Copyright   I9S7 

SI'llNSOR    PUBLICATIONS    INC. 

I  In*  Congressional  session  i-  drawing  t<>  a  close,  after  a  year  of  considerably 

less  attention  to  broadcasting  than  In   M>.">^». 
There  were  no  new  hearings  of  am  Importance.  1 1 >•  Senate  Small  Business  Com- 

mittee set  up  .1  subcommittee  under  Sen.  Wayne  Morse  I1  Ore.)  to  find  oul  whether  day- 
time broadcasters  should  have  longei  hours  ol  operation.  Hie  Senate  Foreign  Relations 

Committee  held  an  hour  of  preliminary  hearings  on  ih<-  \\HI'>\  and  I  .S.-Mexican  broad- 
casting  treaties.  That  was  aboul  it  for  new  actions. 

Hie  Morse  subcommittee  plans  i"  issue  Borne  sort  of  report,  though  judging  from  the 
statements  of  Senators  al  the  hearings  it  would  seem  thai  the  document  will  do  little 
more  than  chide  the  FCC  for  taking  so  long  t<>  come  to  a  decision  in  the  case. 

The  broadcasting  treaties  appear  dead  a-  doornails.  [Tie  hearings  were  abniptl) 
adjourned  when  the  Daytime  Broadcasters  Association  opposed  ratification  despite  pleas  bj 

I  i  C  Commissioner  Hyde  thai  failure  to  rati f \  might  mean  harmful  interference  t'>  man) 
I    S.  stations. 

The  Celler  House  Judiciary  antitrust  subcommittee  issued  it-  report  on  its  L956 
hearings.    The  Senate  Commerce  Committee  killed   its  staff  report   urging  a   trial 
run  for  subscription  t>.  bul  issued  a  staff  document  assailing  such  network  practices 

option  time,  must-buy,  web  production  of  their  own  programs,  etc.    'I  In*  Celler  report  earlier 
had  covered  some  of  the  same  ground. 

Both  Committees  urged,  in  effect,  that  the  FCC  and  Justice  Department  do  a 

quick  and  thorough  job  of  probing  the  networks.  Both  agencies  have  already  been 

engaged  in  doing  just  that  for  some  time.  Hut  Justice  promised  the  Senate  committee  that 
the  effort  would  be  speeded. 

Philco   has  asked   the   FCC   to   Buspend    the   renewals   of   licenses   for   \\  K(  \ 

AM-TV,  Philadelphia  (granted  without  hearing  last  month)  and  to  call  hearings  at  which 

Philco  could  argue  personal  injury  from  the  NBC  ownership  and  operation  of  broad- 
cast stations. 

Philco  claims  that  R('\  gets  a  competitive  advantage  which  is  nol  in  the  public  in- 
terest through  its  ability  to  tie  u|>  the  best  time  periods  and  to  place  "prohibitivelj  expen- 

sive" prices  on  air  time. 

The  Federal  Trade  Commission  might  well  be  on  the  same  hot  seat  on  I  apitol 

Hill  during  19o8  that  the  Federal  Communications  Commission  occupied  in  L956. 

The  FCC  commissioners  last  year  ran  —not  walked  from  hearing  room  t"  hearing  room,  to 
be  quizzed  bj    different  committees  on  the  same  subjects. 

Already  the  FTC  is  hooked  for  two  hearings.  Rep.  John  Hlatnik  (D.,  Minn.1, 

chairman  of  a  House  Government  Operations  subcommittee,  hasn't  even  reached  the  half- 
ua\  point  in  his  probe  of  advertising  claim-,  and  he  will  !><•  pursuing  thai  matter  when  Con- 

gress reconvenes. 

Rep.  Morgan  .Moulder  i  I)..  Mo.)  head-  anothei  subcommittee  special!*  created  t"  look 
into  the  waj  government  agencies  are  administering  the  laws  under  which  the}  operate. 
The  FTC  will  be  high  on  the  list  for  this  group. 

Despite  stock  market  sogginess  economic   indicator-   continue   pointing   upward. 

Personal  income  in  Jul)  was  at  a  seasonally  adjusted  rate  of  $345%  billion — up 

S  •"■  |  billion  from  the  previous  month.  Personal  income  in  the  first  seven  months  of  195*3 
was  at  an  annual  rate  of  $341  billion — 19  billion  (or  6*  ,  )  higher  than  in  the  same 
months  last  \ear. 
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GETTING      THE      MOST      FROyi 

Good  Films  are 

Only   HALF   the   story 
If  you  have  complete  system  equipment  to  provide 

showmanship  in  your  film  programming,  you'll  be  ready 

for  bigger  film  profits.  That's  why  it's  a  good  idea  to 

take  a  long  look  at  your  station's  film  room  facilities 
before  you  invest  a  lot  of  money  in  films. 

s. 

WAS   M
ODBR"

 

\ 



YOUR      FILM      DOLLAR 

How  an   RCA   Film  System 
Will  Enable  You  to  Spark 
and  Hold  Viewer  Interest 

Here's  how  one  of  the  most  successful  users  of  film  shows  gets  excellent 
results.  He  employs  several  carefully  planned  steps  made  possible  by 
the  use  of  an  extremely  versatile  film  system.  First,  the  program 

starts  with  a  20-sec.  film  commercial  followed  by  a  10-sec.  VSI — fading 
to  a  30-sec.  film  teaser  strip.  The  feature  is  then  announced  with  a 

super-imposed  "presentation"  slide  with  record  music.  Feature  is 
begun  and  film  commercials  are  inserted  at  appropriate  times 

to  the  end  of  the  showing.  This  kind  of  expert  programming 

that  sustains  audience  interest  is  only  possible  with  the  proper 
combination  of  film  equipment. 

You  have  creative  people  who  can  do  a  similar  job  for  you  if  given 
the  right  tools.  An  RCA  Film  System  will  provide  them  with  these  tools. 

It  will  enable  you  to  offer  a  variety  of  film  presentation  formats  for 

sparking  and  sustaining  program  interest.  It  will  also  help 

you  prepare  for  future  expansion. 

Lack  of  long-range  planning  will  obsolete  equipment 
before  its  time  .  .  .  leave  you  unprepared  for  color. 

Investigate  the  quality  and  cost-saving  of  an  RCA  Film 

System  — we'll  be  glad  to  help  you  check  at  typical 
stations.  And  ask  the  RCA  Broadcast  Representative  to 

show  you  our  latest  film  literature. 

Tmk(i)  ® 

RADIO     CORPORATION     of     AMERICA 

BROADCAST  AND   TELEVISION   EQUIPMENT 

CAMDEN,   N.   J. 

In  Canada:  RCA  VICTOR  Company  Ltd.,  Montreal 



A  round-up  of  trade  talk, 

trends  and  tips  for  admen 

SPONSOR  HEARS 

The   Writers'   Guild   of   America   hopes  to  cash  in  on  its  talents  without  mid- 
24  AUGUST 
Copyright   1957 

sponsor  publications  inc.       ulemen.     It    plans   to    produce   its   own    hour    film   anthology   series. 

So   WGA's  council  now   is   urging   fellow   members  to   let   it   know    if  they   are   willing 
to  submit   material   for  such   a  series. 

Norelco    (electric   shavers)    and    Warner   Bros.   Foundations  seem   destined   to 

wind   up   in   the   film-for-time  barter  camp. 

The  rate-card  value  of  the  spots  is  estimated   at   S2   million. 

If  like  main  another  broadcaster — you  are  Detroit-minded  these  days,  you  may 

have  wondered  why  Campbell-Ewald  and  D.  P.  Brother  share  a  common  reception 
room. 

It  all  started  in  1934  when  General  Motors  decentralized  its  control  and  put  all 

in     lines    on    a    competitive    basis. 

Brother,  who  was  C-E  general  manager,  was  spun  off  with  the  Oldsmobile. 

A/C  Spark  Plugs,  and  other  GM  accounts.  But  the  physical  proximity  to  C-E  remains 
to  this  day. 

Incidentally,  at  about  the  same  time,  other  C-E  employees — like  T.  F.  MacManus 

and  W.  A.  P.  John,  plus  GM  Executive  James  Adams — likewise  set  up  a  shop  of  their 

own  with  the  Cadillac  and  Pontiac  divisions.    It's  located   in   Bloomfield  Hills. 
\iid  l.\  wa\  of  literary  note:  It  was  MacManus  who  coined  the  Cadillac  slogan 

"Penalty  of  Leadership'"  which  became  such  a  classic  that  requests  for  reprints  come  in to  this  day. 

Measured  by  the  number  of  letters  agencies  have  been  getting,  the  swapping  of  prod- 

ucts for  a  plug  on  a  network  audience   participation  is  a  real  growth  business. 

One  firm — located  in  Beverly  Hills — which  places  such  products  on  shows  for  a  fee 

this  week  assured  a  New  York  agency  by  letter  that: 

"You  can  now  offer  your  clients  an  eight-second  network  tv  spot  at  a  cost 

which  is  actually  less  than  the  price  of  a  single  local  station  break  ("C"  time) 

in  the  New  York  market." 

Note  how  early  in  its  history  the  basic  ingredients  of  a  medium  appear.  Thus 

a    list   of  "firsts"  often   seems  surprisingly   up-to-date. 

Here  are  some  earlv   radio-tv  monuments  to   warm   up  your   memory: 

FIRST  INTER-CITY  HOOKUP:  WMCA,  N.Y.;  WOKO.  Peekskill;  WDRC,  Hart- 

ford: WPRO,  Providence;  WMEX,  Boston.  Date:  1926.  Transmitted:  Via  Postal  Telegraph 
wires. 

FIRST  FOREIGN  LANGUAGE  SERIES:  Ludwig  Sat/"  Yiddish  Theatre  over 
WPCH,  N.Y.    Date:   1925. 

FIRST  SYMPHONY  ORCHESTRA  SERIES:  N.Y.  Philharmonic  from  Carnegie 
Hall   over  WOR.     Date:    1927. 

FIRST  PRIZEFIGHT  REMOTE:  Madison  Square  Garden  fights,  oxer  WMSG,  N.Y., 

with  Trulv  Warner  hats  as  sponsor.    Date:  1930.    Rights  fee:   S250. 

FIRST  TV  BOXING  MATCH:    Over  h    adjunct  of  WIBO.   Chicago.    Date:   1931. 
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TIMEBUYERS 

i  Continued  from  page  29 1 

isn't  true  of  management's  acceptance 
nl  print. 

Print  buyers,  the)  allege,  have  more 

say-so  in  important  media  decisions, 
the)  re  bettei  paid  and  the)  have  fai 

more  leewa)  in  changing  a  media  pat* 
tern  or  in  reversing  theii  position.    In 

general,   print   buyers   are   n   •  self- 
confident  and  have  greatei  Btature  than 
do  broadcast  buyers. 

Yet,  reps  argue,  broadcast  buying  is 
more  difficult  and  the  I   idcasl  buyei 
wmk-  a  lot  harder  and  has  t"  know  .1 
lot  more. 

One  rep's  explanation  f<»r  tin-  lassi- 
tude  on  the  pari  "I  agenc]  manage- 

ment :  "li  stems  rii^lii  back  to  the  cli- 
ent,  who  -fill  i-  Ear  more  enthralled 
with  network  t\  and  radio  than  with 

spot.  Spot,  no  matter  how  important 
it  is,  i-  -till  sort  of  thought  of  as  the 

dribble  at  the  end  of  the  media  spray." 
Mam  a  buyer  has  Buccessfull) 

linked  this  system,  upgrading  his  own 
position  and  thai  of  the  buyer  gen- 

erally. Others  have  stopped  bucking 
and   accepted   their   seemingl)    inevit- 

able fate.    Man)    agent  ies,  "i   cours< 
are  quick  to  realize  the  importai   1 
tli<-   buyei    and   the)    have   worked   to 

him  "i  hei  more  ini  «-nt  i %  <  .1-  the) 
in'  rease    responsibilit) . 

Some  timebuyei -  -h  in  on  1  lienl 
meetings  and  on  sessions  where  polic) 
and  111,11  keting  det  isions  are  made. 

Bui  too  man)  times,  in  the  reps1  "pin- 
ion, a  bu)  11  is  given  detailed  insl  1  u< 

tions  a-  to  the  tnai  I  ets  which  are  to 

be  used,  t f i<-  budget  allot  ation  foi  each, 
the  exai  1  stations  to  be  used  and  the 

hours  within  which  tin-  buys  should 
be  made 

Buying  bj  formula:  <  onsidering 
the  various  negative  elements  in  an 

agem  \  -  n«  n  iMirkim;  definition  of  a 

timebuyer,  it's  no  wondei  timebuyers 
bu)  1>\  formula  to  the  exclusion  of 
other  \ital  considerations,  Ba)  the  reps. 

It-  easier  to  bu)  l>\  formula.  One 

rep  hazards  a  guess  thai  "8095  ol  the 
buys  boughl  In  formula  are  probabl) 
Bound.  Maybe  the  clienl  and  agenc) 

figure  a  20'  -  lost  or  inept  bu)  is 
small  payment  for  the  Bhorl  cut-  which 
are  taken  in  making  the  easier  buy." 

Bui    reps    •  'li   ■  ..11-.  1.  i;i ious 
buyers   in   wantin  il    bu)    to   l>e 
.1-  in  .11  K    1 111 1  ,    sound  ihle. 

The)     don  t    like    bu)  ii  ttternt 
-llpil  IIMpi. -id     oil     the     bu 

I  he  buyei   1-  hired  to  buy,  presum- 
ablj .  and  should  be  allowed  to  do 
^  '  I       I110      often       he       l-li  I       gh  en       aii\ 

leewa) .   It  -  .1  1  athei  standard  pi  ai  tii  e 
foi    man)    advertisers     su<  h    ae 
and     I  .imi        to     figuri      OUl     linn     nun 

bu)  ing  I'M  inula  ami  transmit  il  to  the 
agenc)  w  ith  insti  u<  tions  that  this  must 
be  f. .Unwed   1  i..idl\ .     It  -  also    >    in- 

quenl   pattei  n   foi    a   n  sean  h   de 
meiii  of  an  agenc)  to  determine  it-  own 

1  n\  erage  01  1  ost-per- 1 .'"  H 1  foi  inula  ami 
allow   no  de*  iation  «  hatsoe>  er. 

So    VOU    end    up    with    all    kind-    of 
ei  rors   ami    incomplete   d  ita,    - a)    the 
reps. 

The)  at  gue  that  a  ~1.1t  ion  is  .1  quali- 
lathe  f-nt it \  which  can't  be  measured 

Bolel)  on  quantitative  resean  h.  ["he) 
argue  that  even  when  quantitativi 
search  u  the  yardstick  this  research 

can  be  wrong,  "ne  rep  learned  one  of 
his  stations  was  1  redited  b)  an  agent  5 

TV  in  Fresno  -- 

the   big    inland   California    market  --  means 

KMJTV 
Best   local    programs  Basic    NBC-TV   affiliate 

Pout    H.    Raymer    Co 

National    Representative 
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IIP  THE  CREEK   WITH  A   LEAKY  PADDLE? 
'ion  1. 111  reach  a  shore  scattered  with 

52,739,749,000.00  iusl  waiting  i<>  l><-  spent 
whin  your  "hear  iliis"  comes  over  WBNS 
Radio.  I  In-  water-tighl  ratings  place  us  6rsl 
l>\  Pulse  315  times  out  <>l  360  Monday 

through  Friday  quarter-hours,  <>  a.m.  to  mid- 
night.    \^k    lolin  Blair. 

WBNS    RADIO 
COLUMBUS,    OHIO 

a  great  new  Joplin 
6  ̂   ̂   A -rf^J  ̂  ^ 

e^3 

created  for  you  by 

KODE-TV 
136,547  TV  HOMES*   IN  THE  JOPLIN  MARKET 
Larger  than   Duluth,    Phoenix,   Ft.   Wayne 

$776,919,000    Buying    Income;    669,800   Total    Population 

NOW  28%   HIGHER  TOWER— HIGHEST    IN  4-STATE  COVERAGE  AREA 

NOW    29%    MORE    POWER— 71,000    WATTS    MORE   THAN 
ANY  OTHER  STATION    IN   THE  AREA 

-NOW  COVERS   136,547  TV  HOMES    IN  JOPLIN 
MARKET— AN  ALL-TIME  HIGH 

''Television  Magazine  Set  Count,   July,   1957 

You'll  have  more  luck  with    KODE-TV- JOPLIN,   MO. 

/ 
101  miles  Northeast  of  Tulsa  •  150  miles  South  of  Kansas  City 
203  miles  East  of  Wichita  •  250  miles  Southwest  of  St.  Louis 

43. 
Harry  D.  Burke,  V.  P.  &  Gen'l  Mgr. 
Represented  by  AVERY-KNODEL 

A   Member  of   the   Friendly   Croup    •    KODE,    KODE-TV,   (oplin    •     WSTV,    WSTV-TV,    Steubenvillc    •     WPIT    Pittsburgh 
•    WPAR,    Parkcrsburg    •    WBOY,    WBOY-TV    Clarksburg 

k-i.ikIi  department  as  covering  only 

one  count)  when  in  actuality  it  satu- 
rated three.  Yet  the  agency-figured 

cost-per-1,000  for  that  station  on  the 
basis  of  one  county  made  the  dollar 

figure  considerably  higher  than  it 
should  have  been.  It  took  the  rep  six 
months  to  get  this  one  statistic  (in  a 

report  which  encompassed  thousands  I 

changed  to  the  correct  figure.  Yet  the 
unusual  thing,  says  the  same  rep.  was 
that  he  was  allowed  to  see  the  figure 
in  the  first  place  and  to  have  a  chance 
to  change  it  at   all. 

Some  agencies  close  the  door  on 

anyone  who  doesn't  sell  with  the  rating service  favored  b)  the  agency,  which 
varies.  Some  applj  their  own  formula 

and  won't  tell  how  they  arrive  at  it. 
Others,  after  making  up  a  market  li-t. 

onl)  call  in  one  rep  from  each  of  the 
markets  -  -  thereby  pre-selecting  sta- 

tions without  even  asking  for  com- 
parative figures  from  all  the  stations 

in  that  market. 

Is  buying  by  formula  originated  by 
the  buyer  or  by  the  agene\  ?  Both,  the 

reps  report. 
It  is  easier  to  buy  within  a  specified 

framework.  If  a  buyer  were  to  per- 

form his  function  ideally,  he  would 

need  "about  64  hours  in  the  da  v.  the 
patience  of  the  Sphinx,  the  endurance 

of  12  men.  the  knowledge  of  an  Ein- 

stein and  the  wisdom  of  a  Solomon." 
So  says  one  sales  manager. 

Yet  there  are  man)  buyers  who  ap- 

proach this  ideal. 
The  best  ones  perform  along  these 

lines.  They  are  fair  and  their  judg- 

ment is  good.  They  know  markets  and 
stations,  station  management  and  pro- 

graming. They  understand  the  client's 
marketing  needs  and  they  match  the 
needs  to  the  available  time.  They  have 

the  courage  of  their  own  convictions 

and — most  important — thev  have  con- 
victions to  begin  with.  Thev  know 

what  the  rep  is  talking  about  and 

argue  with  him  on  legitimate  points. 

I  hev  have  a  breadth  of  experience — 
which  may  or  not  be  related  to  their 

actual  age — from  which  thev  draw  in 
making  decisions.  Thev  use  research, 
of  course,  but  thev  know  when  to  go 

above  and  beyond  it — and  thev  know 
bow    to   use   it. 

The  reps  recommend:  Death  and 

taxes  are  inevitable — but  so  is  a  com- 

plicated system  for  buying  spot. 
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Reps  don'l  think  there  -  an)  pal 
answei  to  the  problems  "I  the  buyei 

luit  the]  do  1 1 1 1 1 1 k  there  are  certain 

steps  which  can  be  taken  t"  make  both 

the  seller's  and  the  buyer's  job  easier. 
Vmong  i heii   i e<  ommendal ions : 

•  Pa)  more,  both  i"  beginners  and 
to  the  proa.  Give  them  incentive  i" 

become  more  professional  and  to  re- 
main on  ilir   job, 

•  Give  them  more  training  so  the)  II 
kimw  their  tools  bettei  and  be  able  i" 

make   Bounder   qualitative    judgments. 

•  lliii-  more  "I  them  i"  Bei  i  i>  >•  the 

present   ints;   man)    agem  ies  are 
under-staffed. 

•  Give   them    more   leewaj    in 

ting  in  '>n  the  client's  acl  and  in  using 

the     professional     knowledge     they're 
supposed  ti>  bave. 

•  I'  ree  some  of  their  I  ime  from  de- 

tail so  the)  have  more  time  t"  think, 

i"  see  media  representatives  and  i" 
plan  campaigns   in  advance. 

•  Let  them  travel  in  the  field  to 

meet  station  people  and  to  stud)  mar- 

kets ft i  —  i  band  to  gel  awa)  from  "the 
New  York  stereotype  which  the)  are 
steeped  in  bul  which,  after  all.  i> 

at)  pical." The  more  progressive  agencies  are 

doing  this,  the  reps  agree.  \ml.  what 

seems  to  be  strange,  the  more  progres- 

sive agencies  aren'l  necessaril)  the 
biggest  ones  with  the  most  money,  fa- 

cilities and  people. 

I'liis  is  w  In  thr  countr)  's  top  buy- 
ers '  an  be  found  in  one-buyer  shops 

and  at  60-buyer  Young  &  Rubicam, 
which  has  all-media  Inner-.  Y&R  was 

cited  almost  unanimousl)  h\  the  reps 

a-  being  the  best  example  of  a  time- 
buying  >\steni  in  which  the  best  time- 
buyers  work.  But  there  was  little 
agreement  on  the  character  of  othei 

agencies  excepl  in  terms  of  which  are 

the  worst.  Some  of  "•the  worst"  in- 
clude top-grade  agencies  with  millions 

of  dollars  in  broadcast  billing.  But 
their  buying  crews  are  unstable,  de- 

pendent on  an  upper  echelon  for  the 

full  buying  tactic,  inept  and  inexperi- 
enced, poorl)    paid. 

The  trend  toward  better  buying  and 

better  timebuyers  is  distinct     hut  ver) 

slow,  saj  the  rep-.  The)  think  the 

growth  rat*-  is  danuerousU  snail-paced 
considering  the  minute  -  by  -  minute 
change  of  the  broadcast  media  and  the 

monumental  number  of  problems  in 

t\  and  radio.  New  personalities,  new 

rates  and   new    station   ownership,   new 

research   studies   and   even   new    audi 

em  es  are  being  developed. 

Some  buyers  mike  it  a  point  to  keep 

Up    with     the    times    "ii     lli. -ii     <,un     and 

without    the    support    ol    theii    -hop-. 
i  Ithei -    urn k    in    a    mine    professional 

tic)    u  here   then    jobs   depend    on 

theii  kniiu  in  ■  w  hat  -  happening  in  die 
industr)    at   all   times.    Bul    i   ften 

bu)  ei-.   up-  feel,  wok   in  a   \  ai  ii  ii  1 1 1 
ol   busyness  and  boredom  where  the) 
dun  I    have   the   lime    In    keep    p.n  e    w  ith 

e\ ent-   ami   the)    don't    inui  h   care   t" 
.in   w .i \    !>ei  ause  i he\    dun  i   eel   eithei 

the  pa)  meiii  .a  in  ognil  ion  i"  wan  ant 
it. 

\\  hich    are    the    b  i  u  -    in 
terms  of  the  buj  and 

the      people      in      them  '        I    \  en      the      |e  |,- 
i  .in  i  agree  to    in)   su<  h  haul  and 

uremenl  as  "the  top  10."  I  he) 
did  agree,  however,  on  i  ertain  shops 
and  the  i  harai  tei  isl  ii  -  whi<  h  make 

theii  buying  and  theii  buyers  distinc- 
tive.   ^  on  ||  find  these  in  an  adjai  enl 

box,    H  ith    the   name  of   thl  md 

a    de-i  i  ipt inn    of    it-    over-all    superi- 
ority. ^ 

4  out  of  5  KTVH  VIEWERS  are  ADULTS 

ADULTS  WITH  BUYING  POWER 

* 

In  the  June,  1957  ARB  of  the  Wichita  area, 

KTVH  leads  the  way  where  it  counts  —  with 
2,872,897  adult  viewer  impressions  in  the  top 

73  quarter  hours.  Four  out  of  five  viewers 

on  KTVH  are  adults,  who  pack  real 

"grownup"  buying  power! 

TO  SELL  KANSAS  . .  .  BUY  KTVH.  Exclusive  CBS-TV  for  Central  Kansas. 

kTVh 
Howard  0.  Peterson,  General  Manager Represented  Nationally  by  H-R  Television.  Inc. 
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WDBJ 
for  33  years 

OUTSTANDING 

in 

ROANOKE 
and  Western  Virginia 

RADIO 

by  any  measurement1. 

According  to  N.  C.  S.  No.  2, 
WDBJ  has  more  than  TWO 

TIMES  the  DAILY  N.  C.  S. 

Circulation  of  Station  "B"; 
more  than  THREE  TIMES  the 

circulations  of  Stations  "C" 

and   "D". 

In  the  latest  Roanoke  Metro- 

politan Area  Pulse  Report. 

WDBJ  has  a  47%  share  of 

total  morning  audience,  43% 
share  of  total  afternoon 

audience,  and  38%  share  of 

total  evening  audience. 

Tune-in  same  periods  is  high: 

21.6,  23.8,  18.8.  All  figures 

are  Monday  through  Friday 

averages. 

Ask   your  Peters,  Griffin, 

Woodward  "Colonel". 

WDBJ 
AM   •    960  Kc.    •   5000  watts 

FM  •  94.9  Mc.  •  14,600  watts 

ROANOKE,    VIRGINIA 
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Reps  at  work 

To  buy  creatively  requires  intel- 

.  guts.     It's  not  easy  to  stand  up 
.'  him.    Nevertheless,  a  buver  has 

Mike  Wurster,  John  E.  Pearson  Co.,  New  \  ork,  feels  strongly  that 

"both  rep  and  buyer  must  fight  fur  an  up-grading  of  the  timebuyer's 

status.  Too  often,"  Mike  says,  "buyers  are  regarded  as  'high-level' 
estimators.  Why  should  the  timebuyer  be  kept  out  of  the  client 

meeting  and  be  forced  to  work  with  second-hand  information? 

Every  conscientious  rep  is  ready 

to  work  with  any  buyer  who  wants 

to  do  more  than  just  defensive 

bu\ing,  but  buyers  must  do  their 
share  of  the  battling.  They  must 

fight  arbitrary  rules  which  remove 

creativity  and  responsibility  from 

bu\  ing.  Have  you  ever  heard  of 
an  art  director  who  is  told  he 

must  use  only  pastels  or  scratch- 
boards  because  the  client  is  sold 

on  that  technique?  Compare  this 

to  the  limitations  most  buyers  face 

in  trying  to  make  a  different  buv. 

ligence,  training,  knowledge  and  .  . 

to  an  ad  manager  and  'yes,  but  .  . 
the  edge  when  he  takes  scientific  methods  and  applies  them  crea- 

tively, so  that  consideration  is  given  the  character  of  the  product, 

type  of  people  who  buy  it,  and  marketing  objectives  of  advertiser." 

Bill  Buschgen,  manager,  Detroit  Div.,  NBC  Spot  Sales,  points  out 

that  "although  cost-per-1,000,  ratings,  share  of  audience  and  homes 
reached,  may  paint  a  favorable  picture  for  spot  radio,  and  although 

spot  radio's  flexibility,  immediacy  and  results  in  both  sales  and  mail 

pull  are  tempting  to  a  client,  these  alone  will  not  induce  today's  blue- 
chip  advertiser  to  make  a  spot  ra- 

dio appropriation  or  to  increase 

his  present  use  of  the  medium.  But 

you  do  hit  home  when  you  show- that  his  tv  coin  had  a  side  other 

than  the  face — that  a  staggering 

majority  of  homes  didn  t  see  his 

high-rated,  dealer-loved,  and  fan- 

tastically expensive  hour-long  net- 

work program.  Or  that  his  full- 
page  ad  in  two  leading  consumer 
magazines  was  missed  by  90%  of 

the  total  adult  population.  Or  that 

metropolitan  newspaper  circulation  falls  off  sharply  outside  the  city 

limits."  In  the  light  of  media  comparisons  spot  radio  shines.  With 

spot  radio  an  advertiser  can  increase  his  campaign's  scope  reason- 
ably and  easily,  reach  these  additional  homes  with  constant  repe- 

tition and  by  using  '"imagery  transfer"  principles  to  full  advantage 
he  can  capitalize  on  his  other  advertising  expenditures  through  spot. 

SI'ONSOH 
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You  may  be  a  "flop"  at  the  Charity  Ball,  but 

WKZO  TV  -GRAND  RapidS-KalamaZOO 
WKZO  RADIO—  KALAMAZOO-BATTLE  CRffK 
WjEF  RADIO -GRAND  RAPIDS 
WJEFFM- GRAND    RAPIDSKALAMAZOO KOLN-TV- LINCOLN.   NEBRASKA 

Allocated    wifh 
WmBD  RADIO  — PEORIA.  ILLINOIS 

ARB  proves 

you're  "solid" 
when  you  pick 

WKZO -TV 
in  KALAMAZOO 

GRAND  RAPIDS 

The  March   L957    \\\\\  Report  shows 

that  W  k/o  T\   is  first  in  327 

out  of   H6  quarter  hours — or  78.6%    of 

the  time!    \-k    Wery-Knodel 

for  \l.l.  the  comparisons! 

AMERICAN   RESEARCH   BUREAU 

MARCH    1957   REPORT 

GRAND   RAPIDS-KALAMAZOO 
^4-    L 

Number  of  Quarter  Hours 

(flPV    TIME    PERIODS 

With  High er   Ratings 

WKZO-TV Station  B 

MONDAY    THRU    FRIDAY 

8:00  a.m.  to     6:00  p.m. 
143 

57 

6:00  p.m.  to  1  1 :00  p.m. 

94 

6 

SATURDAY 
8:00  a.m.  to  1  1:00  p.m. 50 

10 

SUNDAY 
9:00  a.m.  to  1  1:00  p.m. 40 

16 

NOTE:  Survey  based  on  sampling  in  the  following  proportions  — 
Grand  Rapids  (42.8%),  Kalamazoo  (18.9%),  Muskegon 

(19.8%),  Battle  Creek  (18.5%). 

ymoTr 
100,000  WATTS   •  CHANNEL   3   •    1000'   TOWER 
Studios   in   Both   Kalamazoo   and   Grand   Rapids 

for   Greater   Western   Michigan 

Avery-Knodel,  Inc.  Exclusive  National  Representatives 
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Tulsa  .  .  .  tin-  heart  of  a  billion 

dollar  market!  That's  a  pretty 
fair  hunk  of  trade,  and.  natural- 

Iv .  v  ou'd  like  to  have  your  share. 
k\  OO-TV  would  like  for  you  to 
have  it,  too — and  they  are  ready 
to  help.  You  see,  KVOO-TV 
blankets  northeastern  Oklahoma 

with  the  tops  in  network  and  lo- 
cal programming.  And  KVOO- 

TV  doesn't  stop  there.  Market 
research,  merchandising  and 
promotion  aids,  and  constant 
attention  to  your  account  will 
make  you  glad  you  showed  on 

KVOO-TV.  Yes,  it's  CHAN- MIL  2  .  .  .  for  a  real  show  .  .  . 

of  profits  ...  in    Tulsa! 

For   current   availabilities 

contact   any   office   of   8 .LAIR -TV 

120 

Tv  and  radio 

NEWSMAKERS 

Wells  H.  Barnett,  Jr.,  former  sales  de- 

velopment director  for  John  Blair  &  Co., 

has  been  promoted  to  stations  operations 

manager,  a  neulv  created  position  with  the 

rep  firm.  Barnett  started  in  the  business 

at  WLS,  Chicago,  in  1939.  He  joined  Blair 
in  1946  as  sales  development  manager  in 

the  Chicago  office  and  in  1950  moved  to 

New  York  along  with  that  department.  In 

his  new  post  he  will  assist  stations  in  applying  effective  programing 

techniques.  Coinciding  with  Barnett's  promotion,  Blair  has  made 
two  other  personnel  moves:  Albert  C.  Long  upped  to  director  of  sales 

development  and  Marv  II.  Mason  to  station  service  manager  in  the 

sales  development  department.  Long  joined  Blair  as  an  account  exec- 

utive in  1955  and  Mason  entered  the  sales  development  department 

in  1954.    These  promotions  mark  an  expansion  of  service  bv  Blair. 

Charles  V.  Skoog,  Jr.,  former  group 

supervisor,  has  been  elected  president  of 

Hicks  &  Greist.  This  move  along  with 

several  other  major  promotions  is  part  of 

the  agency's  program  of  executive  develop- 
ment and  marks  the  turnover  of  manage- 

ment reins  to  younger  men.  None  of  the 

firm's  top  new  management  team  is  over 
40.    The  other  promotions  include :  Harrv 

L.  Hicks.  Jr..  executive  vice  president:  H.  Leslie  Hicks,  vice  chairman 

of  the  board;  and  Kenneth  A.  Hamilton,  treasurer.  Harold  Breitner 

continues  as  vice  president  and  seeretarv  and  Theodore  J.  Gruenwald 

as  vice  president  and  radio-tv  director.  E.  Harold  Greist  moves  from 
president  to  chairman  of  the  board.  The  ad  agencv  current!)  has  a 
staff  of  some  60  and  bills  at  the  rate  of  S7  million  a  vear  with  radio 

and  tv  getting  the  second  highest  share  of  the  billings,  v2.4  million. 

Leon    H.   Cagan   has  been   appointed   to 

head  up  operations  of  NBC.  Internacional 
de  Mexico.  S.  A.  effective  19  August.  Cagan 

Avill  headquarter  in  Mexico  City  and  direct 

operations  of  the  new  company  throughout 

JB^  Latin-America.  He  leaves   \l'>(    Film  S\ndi- 
jfj  cation,  Inc.  where  he  has  been  in  charge  of 

^B  their  international  operation  which  he  initi- 

ated earlv  in  1956.  Cagan  started  his  inter- 
national career  at  the  age  of  fifteen  importing  foreign  labels  for 

records.  During  the  war  vears  he  was  assistant  program  director  of 

the  Italian  Radio  Network  in  Rome  where  he  initiated  such  program- 

ing as  an  amateur  hour  still  running  under  the  title  of  **II  Microfono 

e'  Vostro."  (The  Microphone  is  Yours  I  After  the  war  be  was  an  Ital- 
ian instructor  at  the  University  of  California,  represented  the  Italian 

Tv  Network  as  buyer  and  consultant  before  moving  over  to  ABC. 
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in 

Kansas 
instead  of 

claimed 

audience 

1 
City 

get  the 

documented* audience  ..  .with 

KCMO-TV 
'more  quarter-hour  firsts,  according 
to  the  June  1957  surveys  of  ARB 
and  NIELSEN  and  the  April  1957 
PULSE,  than  any  other  station  in  the 
Greater  Kansas  City  area. 

• 

Joe  Hartenbower,  General  Mgr. 

Sid  Tremble,  Commercial  Mgr. 

KCMO-TV  .  .  .  One  of  Meredith's  Big  4  .  .  .  All-Family  Stations 

KCMO-TV 

WHEN-TV 

KPHO-TV 

WOW-TV 

Kansas  City 

Syracuse 
Phoenix 

Omaha 

channel  5 

channel  8 

channel  5 

channel   6 

ANOTHER 

Represented  nationally  by  Katz  Agency 

Meredith  Stations  Are  Affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 
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Timebuyer's  status 

It's  amazing  how  slowly  things  can  move  even  in  this  fast- 

moving  industry.  Despite  everything  that's  heen  said  ahout 
the  need  to  up-grade  the  position  of  the  timebuyer — who 

should  be  an  informed,  highly-skilled,  well-paid  individual — 
too  many  agencies  still  view  the  job  as  just  a  grade  or  two 

above  the  clerical  level.  That,  in  essence,  is  the  sense  of  the 

stoiy  on  page  27  (Reps  rate  the  tirnebuyers),  told  by  people 

who  are  in  an  excellent  position  to  observe;  namely — the 
station  reps. 

Buying  television  and  radio  time  is  a  very  intricate  busi- 

ness. It  can't  all  be  done  by  formula  if  the  advertiser  is  to 
realize  a  maximum  return  on  his  investment.  There  are  prob- 

lems of  evaluation,  of  judgment,  of  circumstances  and  situa- 

tions that  cannot  be  anticipated  in  even  the  best  thought-out 
formula. 

While  we've  said  these  things  before,  they  bear  repeating 
since  much  is  still  to  be  done  to  achieve  for  tv  and  radio 

tirnebuyers  the  stature  they  have  long  since  earned. 

One  of  the  most  important  steps  agencies  can  take  is  to 

establish  a  training  program  which  equips  the  newcomer  for 

timebuying.  With  the  continuing  growth  of  spot,  we  believe 

the  agency  which  does  not  actively  meet  the  problems  of 

expansion  will  find  itself  seriously  handicapped. 

Canadian  radio's  strength 
If  Canadian  radio  warded  off  the  buffets  of  television,  as 

the  Canadian  section  in  this  issue  seems  to  indicate,  we'd 

like  to  think  that  the  lessons  learned  about  radio's  hidden 
strength  in  the  U.S.  had  something  to  do  with  it.  Now  that 

we  can  look  back  on  tv's  first  inroads  with  equanimity,  it  must 
be  admitted  that  radio  broadcasters  south  of  the  border 

worried  more  than  they  should  have  about  the  video  monster. 

It's  a  twice-told  story  that  radio's  comeback  here  was  due 
to  the  breakdown  of  psychological  barriers  more  than  any- 

thing else.  If  this  has  been  of  any  help  to  the  Canadians,  we 

say  you're  welcome. 

6 
^ 

THIS  WE  FIGHT  FOR:     idnwn  cannot  afford 

to  operate  without  closer  contact  with  the  sta- 
tions who  are  the  ultimate  carriers  of  their 

commercials.  As  a  policy,  advertisers  should 

visit  and  get  to  know  stations  right  on  the  scene. 
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lO-SECOND  SPOTS 

Heading:  From  N.  Y.  Times — 
LIFE  INSl  FIANCE  FOR  DOGS 
WILL  BE  AVAILABLE  SOON 

Once  they  make  Sullivan's  show  there's no  holding  them  down. 

Natch:  Of  course,  there's  no  truth  to 
the  rumor  that  ABC  Film  is  tr\  ing  to 

gel  KODE  (Ch.  12),  Joplin,  Mo.,  to 
change  its  channel  to  three  in  order  to 

plug  Code  Three. 

Changing  times:  Today,  the  Olds- 
mohile  car  commercials  are  tied  to  the 

rocket.  But  hack  at  the  turn  of  the 

century  when  the  horse  still  competed, 

this  was  their  jingle — 
It  doesnt  shy  at  papers  as  they 

blow  along  the  street; 

It  cuts  no  silly  capers  on  the 
dashboard  with  its  feet; 

It  doesnt  paw  the  sod  up  all 
around  the  hitching  post; 

It  doesn't  scare  at  shadows 
As  a  man   would  at  a  ghost; 

It  doesn't  gnaw  the  manger 

and  it  doesn't  waste  the  hay: 
Nor  put  you  in  danger 

when  the  brass  bands  play. 

Stone  Walls:  From  The  Spectator, 

published  weekly  by  the  Southern 

Michigan  Prison  inmates  —  "Next 
Tuesday  WKHM  Jackson  presents  a 

unique  and  well  known  trio  for  radio 
listeners.  From  behind  these  walls  on 
the  Behind  These  Walls  show  come 

three  SMP  disc  jockeys  .  .  Paul  Van- 

der  Jagt  will  sing  'Forgive  My  Heart' 
and  'No  Arms  Could  Ever  Hold  You  . " 
Maybe  not — but  SMP  has  a  good  hold. 

Success:  Now  that  Charles  Van  Dor- 

en  went  on  from  Twenty  One  to  be- 
come a  tv  personality,  it  seems  that 

Hank  Bloomgarden.  the  next  big  mon- 

ey winner,  will  get  a  tv  job  too.  This 
is  like  getting  your  pension  before  you 
start  the  job. 

Chain  breaks:  Here  are  a  few  of  the 

station  breaks  delivered  bv  Ed  Fradd 

of  \YL\Y:  "This  is  WLW,  Cincinnati 
.  .  .  serving  all  of  Ohio  where  there 
are  896,000  unmarried  males  being 

continuously  pursued  by  1,026,000  un- 
married females  .  .  .  where  a  honey- 

moon is  the  period  between  T  do"  and 'You'd  better'  .  .  .  where  last  \ear  the 

public  library  lent  over  four  million 

books  to  people  whose  t\  picture  tubes 

burned  out." 
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Omaha's  Number  1 
Fulltime  Independent  <■ 

Station  V|- 

/*     ♦ 

<
 
 ' 

MyMommie 
Listens  to 

KOIL'
 

"OuAsMiAAKOlC The  Station  Most  Omaha-  Counci/  B/uffs  Mommies  Listen  To! 

Avery-Knodel    Rep. 
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THE   WEEKLY    MAGAZINE   TV/RADIO   ADVERTISERS   USE 

ave  you  seen  behind  the  cover  of  this  presentation? 

It  paints  the  true  picture  of  NIGHTTIME  RADIO  today. 

R 

Get  the  presentation 

from  your  Petry 

representative. 

Learn  all  the  details 

i bout  the  huge 

audiences  available 

at  low  cost  to  the 

shrewd  advertiser 

uho  uses 

NIGHTTIME  RADIO 

now. 

Radio  Division 

EDWARD    PETRY  &   CO.,  INC 

The  Original  Station  Representative 

NEW  YORK      •      CHICAGO       ■       ATLANTA       •       BOSTON       •      DETROIT 

LOS  ANGELES       ■       SAN  FRANCISCO       ■       ST.  LOUIS 

DO  CLIENTS 

DUCK  15%  ON 

TV  PACKAGES? 

(  pcoming  \\  \  report 
reveals  over  .i  dozen 

major    advertisers    do not  |»;i\  the  agenc) 

commission  on  t'l<-\i- sion     show     packages. 

I  lere's  what  this  mean-. 

Page   31 

Is  radio 

a  primary 

medium  today? 

Page  34 

Can  television 

sell  after 

midnight? 

Page  38 

Armour's 

"split"  marketing 

personality 

Page  41 



314,483  Dick  Wellings... 
Dick  Welling  lives  in  Tulsa  and  oil  is  the  business  at  which  he  makes  his 

living.  Dick  works  for  one  of  the  500  major  oil  companies  that  headquarter  there 

and  make  Tulsa  the  "Oil  Capital  of  the  World." 

Like  other  average  Tulsans,  Dick's  income  is  20%  above  the  U.  S.  per  capita 
average  and  his  family  owns  more  automobiles  than  the  average  family  in 

any  of  the  first  25  television  markets.  Dick  is  typical  of  rapidly  growing, 

prosperous,  cosmopolitan  Tulsa. 

There  are  314,482  more  television  families  like  the  Wellings  in  the  big  area 

served  by  KOTV   ̂ ®      Smart  advertisers  want  to  reach  them.  They  do  it  over 
KOTV,  the  station  that  has  more  viewers  in  the  rich  Tulsa  market  than  all 

other  stations  combined.  Represented  by  Petry. 

Sources:  ARB  5/57,  NCS  #2,  TV  Mag.  8/57,       Copyrighted  .  .  .  Sales  Management  1957. 

A    CORINTHIAN     S  TAT  ION   Responsibility  in  Broadcasting 

KOTV  Tulsa  .  KGUL-TV  Galveston,  serving  Houston    WANE  &  WANE-TV  Fort  Wayne  .  WISH  &  WISH-TV  Indianapolis 
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THE   WEEKLY    MAGAZINE   TV/RADIO   ADVERTISERS   USE 

DIGEST  OF  ARTICLES 

Are  clients  ducking  the  15%  on  tv  packages? 

31     Currenl    \N  \  survej   «ill  reveal  thai  over  ;i  dozen  major  advertisers  are 

not  paying  commissions  on  package  shows.  How  far  reaching  is  the  trend? 

Is  radio  a  primary  medium? 

34     '"    Philadelphia.    Good    Humor    put    all    i t>    eggs    in    radio's    baskel    and 
hatched    a   real    winner.     Sales  results   dispelled   any    doubts   about    radio 

Can  tv  sell  after  midnight? 

38    Top-selling  Oldsmobile  dealer  hiked   sales  from  $100,000  to  $10  million 

in  8  years  with  tv.    Running  for  office.  t\   polled  him  over  100.000  votes 

How  tv  spans  Armour's  split  marketing  personality 
41     Armour  and   Co.   has   the   two-fold    marketing   problem   of   selling   both 

soaps    and    foods.      Television    bridges    these    inn    with    network    shows 

Timebuyers  of  the  U.  S.  (part  six) 

45     -M<'st    extensive   list    of  timebuyers   yet    published   links    timebuyers   with 

their  accounts  and  gives  the  agency's  address,  telephone  and  executives 

Tv  network  comparagraph  has  latest  costs 

63    Prices  OI  aU  new  shows  coming  on  during  the  next  four  weeks;    early 

summer  ratings  of  net  shows  are  featured  in  this  latest  Comparagraph 

FEATURES 

18  Agency  Ad  Libs 

77  Film-Scope 

26  1,9th  and  Madison 

82  News  &  Idea  Wrap-Up 

5  New -maker  of  the  Week 

84  Picture  Wrap-Up 

102  Reps  at  Work 

72  Sponsor   ̂ sks 

98  Sponsor  Hears 

8  Sponsor-Scope 

106  Sponsor  Speaks 

74  Spot  Buys 

106  Ten  Second  Spots 

16  Timebuyers  at  Work 

104  Tv  and  Radio  Newsmakers 

95  Washington  Week 

22  Women's  W  eek 

In  Upcoming  Issues 

Those  vital  30  days 

Can  a  sponsor  tell  whether  hi-  show's  a  hit  or  a  dog  after  the  first 
rating  period?  SPONSOR  went  to  top  agencies  and  advertisers  to  get 

their  yardsticks  of  show  success  and  tips  on  shifting  gears  mid-season 
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BIG  and  STRONG 

NCS    No. 2   CIRCULATION 

DAYTIME HOMES NIGHTTIME    HOMES 

WEEKLY DAILY WEEKLY 
DAILY 

WHO-TV 

Station  B 

Station  C 

181,490 

175,650 

176,340 

121,620 

123,430 

104,930 

2  1  1,500 

204,280 

218  690 

166,460 

163,920 

148,320 

NCS  No.  2  proves  that  more  Central  Iowa 

families  tune  to  WHO-TV  every  day,  than  to  any 
other  Iowa  television  station. 

NCS  No.  2  covered  54  counties,  with  Dcs  Moines' 
home  county  of  Polk  accounting  for  only  2J.V  , 

of  the  total  television  homes! 

Because  it  is  backed  by  33  years  of  broadcasting 

integrity,  public  service  and  belicx  ability, 

WHO-TV— //'£<  WHO  Radio  —  assures  adver- 
tisers of  BIG  audiences  .   .   .   BIG  results. 

WHO-TV   is   part   of 
Central    Broadcasting   Company, 
which   also   owns   and   operates 

WHO    Radio.    Dcs   Moines 
WOC-TV,    Davenport 

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

^WHO-TV (?WWHO-TV -»    WHO-TV 
>-    WHO-TV 

^WHO-TV A-TWHO-TV 
WHO-TV 

/WHO-TV 

L|r;E  WHO-TV MAR!  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 

Col.  B.   T.  Palmer,  President 
P.    \.  Loyet,  Resident  Manager 
Robert  M.  Harter,  Sales  Manager 

Peters,  Griffin.  Woodward,  Inc. 
S.ition.il  Ri  prest  nt.il/i  cs 

Affiliate 
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talis, «» 

FROM    THE    DESK    OF 

GORDON      McLENDON 

"UuJtf,  V«utta  .    &**-  F^^ 

Pud: 

i**W 

■U   -fall*,    fa**       l**^* 

44  Hwa  "Tn^& 

- 

By  BILL  BA
RKER 

Dallas,  May  !*•     ̂  

Won  today  lT,ue8!-'    executive,  will 

don,  35.  local  radio  ««uthing  aU 
h.ve  accotnp .shea 37  y 

others  have  failed™0  
,„ 

Lf  Texas  com,m"for  the  first  tim< 

Lave  put  t°Bf'hetrhreel  major  mar 

stations  m  the  three  ^  An 

Wets,  DA\'raes-dHyOU0S:.ning  *hat  an 
homo.   Airea uj  .       top.hignlM 

generally  '«°g",.In%ana8  (KL1F 1 
profitable  .nd.es  '"^X) ,  McLen- 

and  San  Anton.o  (KTSA)^ don  threa  e"S  to  ̂      »»   which 
Lame  "blitz    tr«aTntor,io  one  yearl 

Le  bowed  in  San  
Anton  X ago  and  'n  SO^days    ̂ ^  ̂  from  2r/,  to  W  *  .        there.l 

audience,  to  take  firs i^  ̂ i 
McLendon  s    first    m  {       i was  a  change  in  «       identifyingl 

KLBS  to  KILT.Jatw  ^^ 
Ihis  nickname,  >ne  this  week 
I  man."  He's  in  Ho"5™"  and  tol 

?or  the  change -  ow^rsh  p  ̂   ̂
 (okay  complete  rem  ,etepro- 

Milby  Hotel : stud  os.  O mp^ 
gram  change  wl.    ~     ,  ,h*m  im-1 

deejays  on  tap,  th
ree  o  \ 

ported  from  McLendo  
      , 

San  Anton.o.  Prom  ^^ 
Lendon  sa.d,    l^e  P  r  tr.ed 

new  th.nes  that  »e  m 

before.  The  Hous
tonm  d 

a  great  deal  to  us  an  the 

toBpu«  out  every  stop^o
h^ 

best    station    >n   t he m  Rupl even  throwing ̂ n  "V    fte  Hous 
disker,  Art  Neiso  ,  ,oan    . 

ton  battle  on  a  one  in^ 
 f. 

I     Deejays    due    »  afternoon 

KTSA.  San  Antony  »Don Uinner  and  progra    ̂   ̂   g 
Keyes.  Elliott  r  ir    K_SA  ret)lace-l 

ens,  mornmg  men.  
KTS^s mentS  ̂   Jack  Elliott-the  latter 

Bill  W'»ver  M
.n.g«ng 

BmWVaver  ex^KU
F^   ̂       . 

went  to  WKli.»  Wisconsin 

McLendon  .^fyh\he  KTSA  (San 
uirer,  and  lately  in  as  m 

Antonio!  hea
d,  takes0 

ager  of  KILT,  Hous
ton^  ̂  KILT  Prornot'°"  d  j  "  visiting 

week  with  the  «e*dJ- daily  and 
a  different  high i  ̂   f  free  rec- 

giving  a«ay  hundreoi 
,  pi 

ords  at  each  «noo'thi9  week,  ran 

to  call-letter  *»"£„£' be»ine«>  at 

teaser  announcement  
^A the  May  l\fha"^as  McLendon 

L-eekthe    hreeTe^.^        , 

S,r^a^gh
t  the  return 

This  son   V.t^ri
o^  

di,, 

With  all  thre
e  >.c« 

(Continued  on
  page 

'Tens  TriiBgle' 

Ion3 Vons,hav''n«r  excellent  coveraee 

on  low  fluencies,  the  new  DaT 

glte"0^""!""  Antonio  friange 

gnes  McLendon  access  of  9l"c„t 

I       c;esis,  neadquarterpH   >>•- 

C°aUgfeht   ̂ ^StL^-   ̂ , olie:a„d°rtHo*:rdh'DaaWs     fame 
whom    McLendon    bough,    KLB? 

From  'Sick'  to  Slick 

his   El   Paso  outlets    K?rp       j 

tea™-  f°r  ̂isf  iT! 

K.  w^hTnthn,T staff  at  KILT- 

"p  netV^0;/  "^  -«" his^LrCeawar>'fo?8<,U,;t0n 
Milwaukee;  KELP  Fl  p,  wk,t> 

elsewhere,  the  "Old  LPa8?'  and 

has  unloaded  loUado^htChman" 

I  Inst  five  vear»  kf  u "gnl*-  ln  the 
i»  "«o  flash  m'tt  h"JProv«dfc"- 
made    a    striking      P  \   and  ha» 

SPONSOR 31  august  1957 



NEWSMAKER 
of  the  week 

in  advertising  man  lias  uucceeded  an  advertising  man  as 

president  <»/  Procter  tV-  Gamble,  the  nation' t  hirt:<'si  tv  tpend* 
rr.  P&G's  urn  chief  is  Howard  /.  Morgens,  who  was  execu* 
five  vice  president  and  is  tu  cessor  f<»  VeiJ  McElroy,  named 
in  succeed  Charles  /..  B  ilson  as  Defense  Secretary, 

The  newsmaker:  Although  William  Proctei  and  James 

Gamble  founded  the  company  which  bears  theii  name  exactly  l->|( 

years  ago,  the  firm's  most  conspicuous  Bales  successes  have  taken 
place  since  1948.  In  thai  yeai  .1  new  P&G-trained  team  moved  in  to 

markel  P&G's  brands.  The  members  included  Neil  McElroy,  the  new 
president,  and  Howard  Morgens,  the  new  vice  president  in  charge 

of  advertising.  vi\  years  latei  Morgens  became  executive  vice 

president.  He  will  take  ovei  the  reign  "i  the  nation's  new  Defense 
Secretary  on  I  October.  During  the  past  nine  years,  the  marketing 
world  watched  with  wonder  as 

P&G  -~ 1 1 - [  t [ .» -t  1  high,  wide  and  hand- 
some ini"  detergents  and  carved 

out  for  itself  a  50' !  share  ol  sales, 
fin  more  than  it  ever  had  in  the 

soap  field  it-  \  ictories  w  itli  l\  ory 
soap  notwithstanding.  \  basic  cor- 

porate -witch  in  media  also  took 

place  with  I'Mi  deserting  radio 
for  t\.  which  it  employed  with 
ch  aracteristic  shrewdness  and 

bought  with  characteristic  lavish- 

ness  (the  firm  now  ~-| >«-n<  1-^  at 

the  rate  of  about  f  l"»  million  a 
year  in  \  ideo  ' . 

Like  McElroy,  Morgens  has  spent  his  entire  life  with  P&G,  a  mar- 
keting school  second  to  none.  He  joined  P&G  as  .1  salesman  in  1933, 

after  getting  his  \.l>.  from  Washington  I  .  and  the  Masters  from  the 
Harvard  Graduate  School  of  Business  Administration.  Harvard  was 

McElroy's  alma  mater  and  the  Graduate  School  the  fount  ol  the 
management  philosophies  practiced  with  such  success  at   P&G. 

Though  Morgens  will  occupy  one  ol  the  hottest  seats  in  a  business 
of  hot  seats,  he  will  be  aided  by  a  corps  ol  executives  which  have 

given  P&G  the  title  of  "best  managed  business  enterprise  in  Amer- 
ica." The  title  was  conferred  by  the  American  Institute  of  Manage- 

ment, whose  management  audits  ol  P&G  in  both  L952  and  [95'i  gave 
the  big  soap  firm  it-  top  accolade. 

There  are  mam  reasons  win  P&G  has  been  able  to  mold  it-  execu- 

tives into  crack  operators.  One  is  the  fad  that  they  are  appointed  to 

responsible  position?  while  thev  are  still  young  enough  to  grow. 

Morgens  is  now   17. 

Compared  with  McElroy,  who  i-  a  "tweedy      num.   Morgens  is 

almost  fastidious  in  appearance.  He  i-  not  as  g   I  a  mixer,  it's  said, 
but  is  considerate  to  subordinates.    Not  known  as  a  creative  type, 

his  ability  to  get  to  the  heart  of  a  problem  i-  impressive.  ^ 

II mi  ard  .1 .   \foi 

Same 

blanket... 

new 
label 

Same  power-packed  station  lineup, 

same  blanket  western  coverage. 

Only  the  label  is  changed.  From  now  on. 

the  Columbia  Pacific  Radio  Network 

is  going  to  be  called  the 

CBS  Radio  Pacific  Network.  That  way, 

you  know  at  a  glance  who  we 

are  and  the  things  we  are  proud  of. 

SPONSOR Ml    u  1.1  st  1951 



At  the  summit 

In  every  community,  there  is  always  one  station  at  the  top.  It  has  achieved 

leadership  through  excellence  in  facilities,  perfection  in  programming,  and  service 

to  the  community  that  goes  beyond  entertainment. 

In  Oklahoma  City,  Montgomery,  and  Tampa  -  St.  Petersburg,  those  stations 

are  WKY  Television  System  stations — outstanding  in  their  markets,  and  the 

logical  choice  for  your  advertising. 

THE    WKY   TELEVISION    SYSTEM,   INC. 

WTVT  WKY  and  WKY-TV  WSFA-TV 

Tampa-St.  Petersburg  Oklahoma  City  Montgomery 

Represented   by  the  Katz  Agency 
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covered  a  vast  territory. 

Four  centuries  ago  Hernando  De  Soto  and 

his  hardy  soldiers  of  fortune — on  horseback, 

afoot  and  afloat — roved  over  thousands  of 
miles  of  unbroken  American  wilderness 

in  their  ill-fated  quest  for  gold. 

today 

W6AL-TV  covers 

avast  MARKETterritory 
•  3V2   million   people 

in  1,015,655  families 

owning   917,320  TV  sets'  "  : 
•  earning  $6%  billion  annually 

•  buying  consumer  goods  that  add  up  to 
$3%  billion   annually  in   retail  sales 

^_^j^  It's  the  coverage  that  makes  WGAL-TV -^     America's  10th  TV  Market! 

ANNEL    8     MULTI-CITY    MARKET 

*■   v  \wauAMS>qiiT^>J!>^'^.>  '»         ( 

WGAL-TV 
LANCASTER,  PA. 

NBC  and  CBS 

McCollough, 

Representative;     The     MEEKER     Company,     Inc.     New  York      •       Chicago       •       Los  Angeles       •       San   Francisco 

SPONSOR       •       31     \l  Gl  ST    1951 



\fn\t  tignificant  n  and  radio 

newt  "I  the  week  with  interpretation 

in  il'jilli  jnr  but)  millers 

SPONSOR-SCOPE 

31  AUGUST 
Oopyrlihl    1057 

SPONSOR    PUBLICATIONS   INC 

\\  art  to  know  uliv  von  can't  judge  ;i   network    h    season   anj    more   by   jn*t 
adding  up  the  regular  mIhiwb? 

I  In'   li-t    I>cl<>w   fa  the   answer.    To   date   almost    S38    million    \sorth    of    specials    arc 
on  the  !><K. k-  for  ;m  average  time-talenl  coal  of  8320,000  apiece. 

To  put  it  another  way:    It  won't  be  nil  meal  ;nul  potatoes  in   1957-58.    The  dec 
serl  will  he  liberal     indeed  ii  will  ]>e  trio  fir^t  time    i  single  portion  will  come  t<>  aa  much 
as    I]  -million  : 

PROGRAM 

Wide  World 

Shirley  Temple 
Omnibus 

Show  of  Month 
Rob  Hope 

Powell  Thomas 

Terry  l^wis 
Hall  of  Fame 

De«i  Arnez 

Gommand  Appearance 
Shower  of  Stars 
Science  Service 
T.as  Vegas 

March-Medicine 

50th  Anniversary 

75th  Anniversarv 

\nnie  Get  Your  Gun 
Pied  Piper 

Pin?  Orosbv 

Dean  Martin 

TV  Academv 
M.P.  Academy 

Pinocchio 

World  Rodeo 
TOTALS 

SPONSOR 

Gen.  Motors 

Various 

Various 

DuPont 
Timex 

Delro 
Old^mobile 

Hallmark 

Ford 

Texaco 
Ghrv«ler 
Pell  Tel. 

Fxaui«ite 

Smith,  K&F 
Gen.  Motors 

F«so 
Pontinc-Pepsi 

L&M 
Easel 
Old«mobile 
Olrlsmohile 

Old«mobile 

Rexall 
Gen.  Mills 

NO.  PROGR\M  COST 

20  <t  1.200.000 

16  i  .810.000 

11  1.120.0D0 
10  2.7SO.OOO 

6  1 .600.000 

7  1 .050.000 
6  i  .380.000 

6  000.000 

5  1.425.000 
4  ROO.000 

4  ROO.000 

4  1.200.000 

3  450.000 

2  220.000 

R50.000 

750.000 
650.000 

550.000 

550.000* 
225.000 

225.000 

225.000 
220.000 
200.000 117      S2 1.270.000 

TIME  cost 
<n. 600.000 

1 .760.000 

1.120.000 
1. ROO.OOO 

700.000 

750.000 

670.000 
1.020.000 

600.000 

450.000 
350.000 

450.000 

330.000 

230.000 

230.000 

240.000 

230.000 
1 60.000 

1R0.000 
160.000 

160.000 

160.000 

115.000 

1 1 5.000 S13..>80.000 

'Of  which  $200,000  goes  to  Oonzaga  University  at  Groshv's  behest. 

In  I  M 

15,800.000 
3. 600. Of  id 

2,240,000 

1."  "0.000 

2,300,000 

1,800.000 
2.0."0.0i  ii  i 
2,010,000 

2.025.0(1(1 1 .250.000 

1.150.000 

1.650.000 

780,000 
150,000 

1,080.000 
000.1  mi  i 

RRO.Oon 
710.000 

730.0IIM 

385.000 

3R5.00M 3R5.000 

v,5.oon 

".15.000 

S.37.850.000 

Why  the  deluge  of  specials?    Recau-e: 

•  For  although  the  rost-per-1000-per-oommercial  minute  ($4  t"  14.50)  may  nol  be  as  lost 

as  for  a  regularlv  scheduled  show,  the  impression  made  on  the  advertiser's  sellins 
organization  (as  well  as  on  distributors  and  consumers)  is  sometimes  worth  the 

price. 
•  You  get  a  flashier  promotion  pieee. 

•  A  show  with  plenty  of  names  and  lush  production  ha-  a  built-in  rating  potential 
of  40  to  45. 

•  An  expensive  one-shot  puts  vou  in  the  super-league,  particularly  when  introducing 
a  new  product  or  line. 

•  Alongside  the  expense  of  a  26-  or  52-week  schedule  ($2.5  to  S5  million*,  the  ̂ >ccial 
concept  offers  a  substantially  reduced  risk. 
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SPONSOR-SCOPE    continued 

Summer  Iv  ratings  so  far  show  lhat  the  westerns  (even  though  mostly  re- 

peats) have  been  able  to  hold  their  own  on  the  networks.  Meanwhile  the  mysteries 

haven't   mam-  the  dent   many  thought   they  would. 
Every  western  drew  a  larger  share  of  the  audience  than  its  competition  (excepting 

Broken  Arrow).  The  split  here  Nielsen-wise  in  July  was:  Arrow.  36;  To  Tell  the  Truth, 
38;   and  Meet  McGraw,  32. 

As  for  mysteries:  The  $64,000  Challenge  outshared  The  Web  45  to  36,  while  a  Welk 

kine   topped  George  Sanders'  mystery   anthology  42  to  31. 

Conversely,  Richard  Diamond  beat  Welk's  Monday   night  kine  with   a  40  to   30  share. 

Inereases  in  talent  eosts  for  live  network  programs  are  outrunning  hikes  in 

helow-the-line    (teehnical)    expenses.     Todav's  ratios  average  out  thus: 
Dramatic  shows:  60%  above-the-line  (performers,  writers,  producer,  director,  mu- 

sicians) ;  40%  below  the  line. 

Musical  and  variety  shows:    70%  above-the-line:   30%    below  the  line. 

NBC  TV  is  having  a  tough  time  persuading  its  affiliates  in  several  major  mar- 
kets to  slot  the  NBC  News  when  it  moves  to  6:45  p.m.  EST  next  month. 

Already  a  dozen  basic  holdouts  have  caused  the  loss  of  two  prospective  custom- 
ers, Glidden  Paint  and  American  Can. 

The  affiliates  explain  that  thev  are  in  the  midst  of  a  local  rating  battle,  particularly 

against  kid  shows.  Thev  have  to  keep  their  figures  up,  thev  sav.  when  they  trv  to  sell 

adjacency    announcements   on   Michigan   and   Madison  Avenues. 

Tv  stations  in  the  top  100  markets  were  faced  this  week  with  Hamlet's  ques- 
tion: Should  they  waive  the  30-days-in-advance-of-starting-date  rule  in  behalf  of  a  Christ- 

mas promotion  offered  by  Schick?     Or  should  they  risk  losing  the  business? 

The  campaign  (consisting  of  chainbreaks  and  announcements  in  prime  time)  would  run 
for  seven  weeks,  starting  4  November. 

Benton  &  Bowles  is  asking  for  confirmations  right  away.  That's  about  60  days 
before  the  starting  date — whereas  general  station  practice  is  not  to  confirm  more  than  30 
days  before  starting  date. 

The  strategy  developed  by  some  of  the  major  reps  was  to  submit  an  ambivalent  memo 

along  with  the  request  for  availabilities. 

Odds  along  rep  row  are  that  B&B  will  have  an  overwhelming  number  of 
takers. 

NBC  TV  has  accepted  the  flight  —  or  skip  —  method  of  scheduling  Wagon 

Train.    The  concept  previously   had  been   applied  to  the  Steve  Allen  Show. 

Drackett's  alternate-week  obligation  for  Wagon  Train  permits  it  to  split  up 
the  13  half-hours  so  that  seven  come  in  the  fall  and  six  in  the  spring. 

The  network  also  is  looking  to  Lewis-Howe  to  hop  aboard  Wagon  Train. 

ABC  TV  is  trying  something  new  in    a    daytime    personality    gimmick    show: 

Giving  away  just  cash  instead  of  a  whole  department  store. 

The  program  that  will  depend  on  the  character  of  its  contestants  for  entertain- 
ment instead  of  overwhelming  them  with  a  bargain  basement  is  Can  You  Trust  Your 

Wife? 

General  Mills'  spending  for  air  media  for  the  second  half  of  1957  is  running 
at  the  rate  of  62%  of  its  total  ad  budget. 

For  the  full  year,  the  figures  have  this  shape: 

TOTAL  AD  BUDGET  TV's  SHARE  RADIO'S  SHARE 

$33,000,000  $20,000,000  $500,000 

10  SPONSOR   •   31  AUGUST  1957 



SPONSOR-SCOPE   continued 

If  you  l»«;ii  your  brain  trying  to  think  of  an  unlikelj  product  ii»  sell  \i;i 

radio,  yon  probabl)  couldn't  top  fine  china.  It  -  expensive,  highl)  visual,  has  onh 
resti  icted  distribution. 

Yet  ilii>-  week  Josiab  Wedgwood  A  Sons  in  in  the  process  of  adding  six 
more  markets  to  an  original  run  over  WQXR,  S,  Y,  (Boston,  Washington,  At- 

lanta,  Chicago,    Dallas,   and   San    Francisco   through  St  George  8   Keyes). 

Here's  what  Wedgwood  found:  Tne  WQXR  broadcasts  were  a  might)  help  to  show 
roora  traffic;  moreover,  people  asked  fo*  tne  designs  thai  li ;■< I  been  plugged  on 
the  broadcasts  Conversely,  whenever  there  Wi,M  b  hiatus  in  the  schedule,  traffic 

dropped — though    customers    -till    asked    fo'  the  designs  thej  pro  i<>u-l\  had  heard  about 
The  new    series   is  quarter-hours,   Monda)    through   Friday. 

ifter  last   week's   might]    surge,   radio  had  something  of  a  breather  this  week. 

I'lir  three  networks,  though,   managed  to  keep  the  cash   registei    ringing 
CBS  customers  included  Carter  Products  (Ted  Bates),  '2(>  weeks  of  five  T1-.- 

minute  serial  units;  Mcntholutuni  fJWTK  the  same  bul  on  an  alternate-week  basis;  and 
Pfizer  (Burnett),  13  segments  <>f  Ini|)art. 

NBC  signed  Chrysler  (McCann-Erickson)  for  four  week-  of  nine  one-minute  partici- 
pations nil   Life  in   the  World,   Monitor,   and  Night  Line. 

VBC's  orders  came  from  Chrysler,  Cadillac  Gretchmer's  Wheal  Germ,  and 
Doan's  Pills. 

Vm  can  -~t i r  up  an  interesting  argument  along  Madison  \venue  with  this  query:  Do 
tin*  moves  of  Lorillard.  Armour,  and  Beach-Nut  Fife  Savers  Inc.  to  use  hut  one 

agency  apiece  point  to  a  significant  trend? 

SPO\SOR-SCOPF.   this   week   heard   these  divergent  views: 

TIIF  MYESM  FACTION:  The  most  successful  companies  have  learned  the  advan- 

tages  of  concentrating  their  accounts  for  tin-  big  reason:  When  billings  are  hiirh  enough, 

the  agency  can  hire  top-priced  specialists  and  experts. 

THE  "NO"  FACTION:  \  client  gets  a  big  plus  from  the  competitive  efforts  of 
multiple  agencies— just  as  he  does  when  he  divides  his  brands  among  brand  managers  and 
their  individual  team?. 

Related  news  items:  <])  Lorillard  turned  Kent  and  Newport  over  to  l.ennen  & 

Newell  from  Y&R:  Armour  put  all  it?  ad  eggs  in  the  Aver  basket;  and  Beech-Nut  took  it>- 
baby    food?   from   K&E   and    jrave   them    Y&R. 

Reps  are  nettled  by  the  growing  number  of  independent!)  printed  spot 

availability    compilation-    floating    around  the  business. 

These  list?  are  from  30  to  60  days  behind  the  times,  the  rep-  complain.  Often  a 

timebuyer  becomes  confused  about  the  real  availability  situation,  making  life  tougher  on 

the  rep  salesmen. 

The  appliance  division  of  Westinghouse  may  have  a  network  series  exclu- 

sively its  own  after  the  first  of  the  year.  McCann-Friekson  i-  lui-\  listening  to  show 

pitches. 
Appliance?  are  one  of  the  six   Westinghouse    divisions    currently     supporting    Studio 

One   on   CBS   TV.     Assuming   that   show   One   i-    renewed,    what    would    happen    i-    tin-:     The 

appliances'   share   of  plug?   would    he   reduced   and   transferred   to  the   new    \ehicle. 

The  prire  tag  on  a  half-hour  of  Wagon  Train,  which  NBC  T\  this  week  sold 

to  Draekett  for  alternate-weeks  sponsorship,  drew  a  good  bit  of  Madison  Vvcnuc 

speculation. 

Here?  the   figure  the   network   was   quoting  to  inquirers: 

A  total   of  SI. 181. 000    (gross)    for  time   and    program    for    13    weeks.     I  On   a 

per-week  hasis.  this   hreaks  down   to   (65,900   for  time  on  125  stations  and   125,000  for  pro- 

gram  costs.) 
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SPONSOR-SCOPE    continued 

High  on  the  list  of  Communications  executives  who  tossed  away  the  reins 

at  an  early  age  was  Joe  Ream,  CBS  general  manager  until  1952.  Less  than  50  when  he 

(|iiit.  Ik-  started  fanning  in  New  Jersey  and  vacationing  in  Tallahassee. 

But — as  with  so  many  young  fellows  out  to  early  pasture — Joe  Ream  apparently 
found    too   few   outlets   for   his   energies. 

So  on  18  Septemher  he  will  be  hack  with  CBS  as  v. p.  in  charge  of  the  Washing- 
ton office  at  the  age  of  54. 

In  radio's  early  days,  many  an  offheat  personality  and  format  gimmick 
sprouted  on  a  local  station. 

Perhaps   history    will    repeat    itself   on   tv.    Here,  at  least,   is  a  glimmer: 

\  'Turn  &  Ahner"  set  of  characters — they  call  themselves  Hiram  and  Sneeh — have 

hohhed  up  on  KTVI.  St.  Louis,  with  a  late  evening  routine  "joshin'  about  hu- 

morous stories  in  the  news."  The  program  is  sponsored  by  Metro  Motors,  Dodge-Plym- outh dealer. 

Concept   and    supervision   is   by   the  Batz-Hodgson-Neuehner   agency,   St.    Louis. 

RCA   broke   the  nighttime   sales   stillness  among  the  tv  networks  this  week  by 

picking  up  the  alternate  weeks  of  The  Price  Is  Right  and  Tic  Tac  Dough. 

The  latest  inventory   of  unsold   prime  time  on  the  networks  shows: 

ABC,  4%   hours;    CBS,   1   hour;   and  NBC,  3%  hours. 

NBC  let  go  with  both  barrels  at  Philco  this  week  for  intervening  with  the  FCC 

over  a  license  renewal  for  W  KCV-TV.  Philadelphia. 

Besides  commenting  on  Philco's  recent  business  "deficiencies,"  the  network  charged 

that  the  protest  against  a  renewal  was  merely  another  "maneuver"  in  Philco's  "ven- 

detta" over  royalty  payments  to  RCA. 
Philco  has  a  S150-million  triple-damage  action  in  litigation  against  RCA. 

An  aspect  of  the  current  national  spot  tv  picture  that's  puzzling  reps:  Why  are  a 
number  of  major  accounts  sitting  tight  after  collecting  a  wad  of  spot  availability 

information    during  recent   weeks? 

Some  reps  have  tried  tickling  the  agencies  for  action,  but  were  told  that  there's  noth- 
ing to  do  but  wait. 

One  suspicion  voiced  bv  a  rep:  Availability-holding  advertisers  may  have  gone  back 
to  CBS  TV  and  NBC  TV  to  see  what  they  now  can  get  for  the  same  amount  of 

money  they  had  planned  to  spend  on  spot. 

NBC  Radio's  switch  in  station  compensation  from  the  commercial-hour  sys- 
tem to  a   participation-announcement  basis  may  have  an  echo  in  this: 

RAB's  board  of  directors  has  a  proposal  up  for  study  to  change  its  formula 

for  membership  fees  from  a  station's  hourly  card  rate  to  the  highest  participation  rate. 
One  advocate  of  this  proposed  revision  points  out  that  on  some  stations  the  maximum 

participation   rate  is  higher  than  the  hourly  rate. 

Two  magazines.  Life  and  the  Saturday  Evening  Post,  have  found  that  the 

air  media  can  help  them  buck  the  traditionally  slow  summer  newsstand   season. 

Sales  for  both  magazines  have  been  going  surprisingly  well  this  summer.  Selling  a 

magazine   like   package    merchandise   seems  to  be  paying  off. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  5;  Spot 

Buys,  page  74;  News  and  Idea  Wrap-Up,  page  82;  Washington  Week,  page  95;  sponsor 
Hears,  page  98;   and  Tv  and  Radio  Newsmakers,  page  104. 
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Young  St*  Rubic  im,*™' A//  c  rtisi/ng 

K£K  YOKlt  ■  CMICAOO  ■  OBTWOtt  i  ,,  ■  /</-.    i 

Follow  through! 

One  way  to  get  better  results  .  .  .  not  onlv  on  the 

tec  .  .  .  but  on  TV !  ...  is  to  "follow  through"  on 
your  spot  commercials. 

By  personal  \  isits  to  local  markets  and  stations, 

Y&  R*s  Local  Ser\ice  Representatives  often  find 
better  ways  to  integrate  the  commercial  into  pro- 

grams. 
The\  rather  new  information  on  the  value  o\' 

current  time  slots— bring  about  energetic,  imagi- 

native local  merchandising— and  return  home 

with  a  picture  of  a  client's  spot  activities  all  o\er 
the  countr\. 

What  it  all  adds  up  to  is  this:  making  friends 
with  the  local  TV  market  can  be  an  important 

step  in  getting  customers  to  make  friends  with 
the  products  you  advertise. 

SPONm'K 
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There's  more  lo  Florida  i 
fo)  photography  and  pleasure,  Florida  s  beaches  are  unsurpassed,  but 

oj  greatei  significance  to  northern  Florida  is  the  commerce -laden  port  of 

Jacksonville,  bus)  gateway  between  the  world  and  a  marketin 

stretching  deep  into  Florida  and  beyond. 

There's  Georgia,  for  instance 
...ninth  <>/  which  lies  within  the  Jacksonville  distribution  area  and 

relies  on  Jacksonville  lor  its  goods. . .  and  its  television.  U  Willi  II 

covers  34  counties  in  Georgia  which  contain  I2.5*7i  of  nil  the  television 

homes  in  the  entire  .state,  arul  account  for  In.!','  \   <d  Georgia's  general 

merchandise  sales.  In  fact.  WMBR-Tl  's   V..S  area  takes  in  I7.~>' ,  oj 

all  the  tc  homes  in  Florida  and  Georgia  combined.  .  .  and  16.6*  <  oj 

combined  general  merchandise,  sales'. 

and  M  MBRTV,  Jacksonville 
is  strongly  entrenched,  through  friendship  and  long  habit,  in  the  lives 

of  the  300,000  television  families*  in  this  67-county  area.  Throughout 

the  "outside"  area.  II  MBR-Tl    is  the  eleven  to-one  favorite  over  its 

competition.  Within  the  Jacksonville  metropolitan  area,  the  latest  ARli 

gives  /'  MBR-TV a  five-to-one  lead. 

\i  tI  15  ■■"  I   ?  —Channel  4,  Jacksonville  •  Operated  by  The  Washington  Post 
Broadcast  Division ...  Represented  by  CBS  Television  Spot  Sales 

•\CS,  updated  lo  8-1-5? 



CASE  HISTORY -GARDEN  SUPPLIES 

ITS  M)T  CONFIDENTIAL,  the  formula 

for  the  sweet  smell  of  success  at  Los  Angeles' 
Bandini  Fertilizer  Company:  just  careful 

blending  of  a  fine  product  with  the  power  of 

spot   radio. 

"GREEN  Till  MB"  garden  hobbyists  used 

to  be  Bandini's  restricted  market.  Then  sales- 
advertising  manager  Bob  Reynolds  reached 

out  to  the  vast  home-owning  populace  through 
THE  mass   medium,   Radio. 

FIRST  SHOCKED  .  .  .  then  amused  .  .  . 

then  sold  was  Southern  California  when  a 

dulcet  feminine  voice  cooed  "Bandini  is  the 

word  for  steer  manure!"  When  nurserymen  re- 
ported that  customers  were  pouring  in  for 

"that  sexy  fertilizer",  success  was  assured. 

•RADIO  IS  OUR  FOUNDATION  MEDI- 

l  M"  says  Reynolds  "it  has  the  unique  advan- 
tage of  allowing  listeners  to  use  their  imagina- 

tion to  interpret  our  words.  It  isn't  difficult  to 
merchandise  dealers  .  .  .  they  all  hear  it  them- 

selves. We  have  increased  our  radio  budget 

every  year  of  the  last  five  .  .  .  and  simultane- 

ously increased  our  sales." 

"KBIG  HAS  BEEN  A  BANDINI  BASIC 

since  its  birth  in  1 952.' '  adds  Bob  Columbatto, 

account  executive,  Cunningham  &  Walsh.  "This 
contract  year  we  have  used  an  all-time  high 

of  I066  minute  spots  on  The  Catalina  Sta- 

tion, to  get  that  complete  eight-county  cov- 

erage at  exceptionally  low  cost-per-thousand." 

Your  KBIG  or  Weed  representative  is  a  prime 

source  of  other  case  histories  to  help  you 

evaluate   Southern   California    Radio. 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28.  California 

Telitphono     HOItywood  3-370$ 

Not.  Rep.  WEED  and  Company 

I   Timebuyers 

■   at  work 

Warren  Stewart,  McCann-Erickson,  New  York,  timehuyer  for  Esso 

and  Coca-Cola,  thinks  that  "saturation  is  a  respectable  word  for 

the  sciences.  But  for  us  it's  a  treacherous,  slippery  word.  Satura- 
tion can  mean  five  spots  per  week  stripped,  12  spots,  24,  100,  200  or 

300;  choose  am  number,  and  still  the  question  persists  'How  many- 

spots  a  week  do  you  really  need?' We  all  know  each  radio  market, 

product,     audience,     budget     and 

V 

Mifc 

marketing  strategy  is  different. 

Yet,  when  the  question  is  asked. 

'What  is  saturation?'  there's  im- 
plicit in  the  question,  an  answer 

that  either  denies  these  variables 

exist  or  that  they're  unimportant 
insofar  as  radio  is  concerned.  One 

of  the  latest  definitions  of  satura- 
tion is  200  to  300  spots  per  week 

per  market.    In  Bridgeport,  Conn. 

there  are  two  stations.  If.  for  reasons  unknown  to  us,  this  is  a 

trifle  heavy,  would  this  same  frequency  then  represent  saturation  in 

New  York  (20-plus  stations  I  ?  Granted,  this  is  extreme,  but,  to  re- 

peat, every  market  is  different.  The  variables  in  products,  audiences, 

budgets  and  marketing  strategy  also  show  why  an  absolute  fre- 

quence  definition  of  saturation  is  meaningless,  for  toda\'s  buying." 

Dan  Kane,  Ellington  &  Co..  New  York,  timebuyer  for  Cities  Service 

Oil  Co.,  feels  that  feature  and  syndicated  film  people  will  enjoy  a 

seller's  market  for  many  years.  "Doubtless,"  Dan  says,  "they  will 

continue  to  demand  long-term  contracts  with  advertisers.  Isn  t  this 

a  mistake?  Certainly  I  appreciate  the  economics  of  the  film  busi- 
ness and  such  agreements  have 

contributed  to  the  all-time-high, 
1957  dollar  sales  for  tv  films  of 

S120.000.000.  But  if  producers 

and  distributors  were  more  flexi- 
ble in  contractual  requirements,  it 

would  stimulate  additional  sales 

with  advertisers  who  can't  make 
such  commitments.  Many  cant 

ride  out  a  long-term  contract 

against  a  changing  sales  picture, 
time  availabilities,  competitive 

programing,  unknown  rate  in- 
creases, changes  in  station  affiliations,  and  all  the  other  pitfalls. 

\\  itli  no  opportunity  for  relief,  they  must  assume  complete  risk  for 

the  success  of  a  series.  On  the  other  hand,  the  s\  ndicator-producer 

underwrites  with  one  or  two  pilot  films  that  part  of  his  cost  projec- 

tion covered  by  the  markets  ordered.  Shouldn't  the  risk  be  shared? 
In  such  a  'bull'  market  they  can  afford  to  assume  a  greater  liability." 
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XPERIMENT  IN 
SPRINGFIELD 

One  weekend  in  April,  Warner  Bros.'  "The  Story  of  Louis 

Pasteur,"  starring  Paul  Muni,  was  scheduled  for  two  showings 
on  wwlp,  Springfield,  Mass.  Same  program  .  .  .  same  station  .  .  , 

Saturday  at  11  P.M.,  and  again  on  Sunday  at  2  P.M. 

Results?  On  Saturday  night  the  Academy  Award  winning 

Warner  Bros,  feature  had  a  Pulse  of  30.5,  with  a  63'.' 
share  of  audience— highest  rating  ever  for  a  feature  film 

in  the  time  period.  Sunday?  A  15.0  rating— with  a  ■'■• 
share  of  audience— again,  the  highest  ever  for  a  feature 
film  in  the  Sunday  afternoon  time  period. 

Springfield  audiences  give  dramatic  evidence  of  the 

pulling  power  of  Warner  Bros,  features.  To  put  them  to 
work  in  your  area, 
write  or  phone: ei.ci.pi 

l>:   "rtbiitnr*  for  Irfufl   ̂ M    I'ro*iutl\ons  Corp. 
31,5  Hadim    W  .  Vl/rraf  Hill  6-iSZS  H   new  YORK 

ri  £    II  .irk.-  /)r  .  DBarinr*  t-tOSO  H  chicaoo 

1511    liry.m   >■  .  H    DALLAS 
9110  Sunset  Bhd.,  CKestrier  6-5886  LOS  ANCELES 



NIGHT  and 

this  is 
the  ONE ! 

In   the   Columbus,  Georgia    market 

— WRBL-TV — 
Channel  4 

LEADS   IN 

ALL 
competitive  quarter  hours 

Monday  through   Friday 

in  the   I  I   county  area 

MAY  TELEPULSE 

WRB1  RADIO 
IS  TOPS   IN 

42  ol  48 
competitive   quarter   hours 

Source:  May    1957   Metro- 

politan area   PULSE 

NIGHT  and 
DAY... 

this  is  the  ONE.' 
lb 

WRBL 
AM-FM-TV 

CALL  HOLLINGBERY  CO. 

COLUMBUS,  CEORCIA 

by  Bob  Foreman 

Agency  ad  libs 

It's  the  old  words  that  still  sell 

Scipio  Grayling,  most  senior  copy  writer  at 
the  Madison  Avenue  agency  of  Snook.  Crappie 

&  Bream,  Inc.,  is  of  the  old  school  and  proud  of 

it.  An  advertisement,  regardless  of  medium, 

that  doesn't  feature  the  word  "new"  in  its  head- 
line is  not  worth  the  paper,  celluloid  or  acetate 

it's  printed  on.     So  states  Scipio. 
The  second  most  powerful  word  in  the  Eng- 

lish language,  reports  this  disciple  of  J.  Sterling  Getchell  and 

graduate  of  the  Montgomery  Ward  School  of  Copy  is  FREE.  Some- 
what to  his  dismay,  Scipio  is  now  personally  involved  in  the  new 

art  form  known  as  television. 

"1  nfortunately.  you  can  teach  an  old  dog  new  tricks,"  he  says  in 
reference  to  his  experiences  with  the  flicker-and-super  medium. 

"My  first  six  months  as  television  copy  writer  were  spent  tr\  ing 
to  figure  out  its  mechanics.  How  long  do  certain  effects  take  .  .  . 

what  price  comhining  animation  and  live  action  .  .  .  what  'process 
shot'  means  .  .  .  and  innumerable  other  trivia. 

Techniques  can  over-shadow  copy 

"I  got  so  term-and-technique  happy  I  forgot  everything  I  knew 

about  copy  writing.  As  a  result  what  I  wrote  wouldn't  have  sold 

Dodger  buttons  on  Flatbush  Avenue.  Didn't  seem  to  matter  though. 
I  still  got  a  lot  of  nice  memos  from  account  men  and  a  pat  on  the 
back  from  a  client  or  two. 

"But  /  knew  the  difference.  I  soon  came  to  my  senses.  You 
should  see  what  I  write  today  for  the  kiddies  and  their  friends  who 

gather  round  the  set. 

"I  give  enough  business  to  the  super-imposure  printers  to  keep 

'em  in  pork  chops  the  rest  of  their  lives.  Most  of  the  film  shops 
wre  do  commercials  with  keep  the  words  FREE  and  NEW  standing 

just  to  save  time." That  gives  you  a  picture  of  the  type  of  person  and  style  of  writer 

represented  by  Scipio  Grayling.  There  aren't  many  of  his  breed 
left  and  it's  too  bad.  not  merely  because  of  the  soundness  of  the 

copy  thev  turn  out  which  in  turn,  of  course,  spreads  client-satisfac- 
tion rather  than  dissatisfaction  but  because  Scipio  is  one  of  the 

great  teachers. 
Youngsters  who  work  with  him  always  are  against  him  at  first; 

they're  inclined  to  laugh  at  the  directness  and  unswerving  simplicity 
of  his  approach  to  selling.  Kids  prefer  the  pun.  the  quip,  the  in- 

nuendo and  the  literary.  But  thev  learn — because  the  soundness  of 
the  man  rubs  off  on  them,  sometimes  without  their  ever  realizing  it. 

Since  he  is  a  vanishing  type  of  Americana,  it  is  worth  reproducing 

some  of  Scipio's  reminiscences  about  Great  Ad  Men  of  the  Good 

Old  Da\s.  All  one  need  do  is  ply  Scipio  with  a  beer  or  two.  There's a  lesson  for  us  all  in  the  result.     For  instance: 

"There  never  was  an  ad-man  quite  like  old  Getch,     Scipio  begins. 
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Omaha's  Number  1 

Fulltime  Independent ' 
Station 

r 
.
-
 

My  Mommie 
Listens  to 

KOIL'
 

"Ou^MemKOIL' 
The  Station  Most  Omaha- Counci/  Bluffs  Mommies  Listen  To! 

Avery-Knodel    Rep. 
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KOBY  rates  No.  1  independent  in  all 
surveys!  May-June  PULSE:  weekdays, 
6  a.m.  to  midnight,  11.7,  Sat.,  13., 
Sun.,  14.3  averages.  June-July 
HOOPER,  weekdays,  7  a.m.  to  noon, 
22.0,  noon-6  p.m.  24.0,  all  day  aver- 

age. NIELSEN  agrees  with  a  21,100 
rating  6  a.m.  to  midnight.  KOBY 
operates  full  time  .  .  .  10,000  watts 
sell  the  entire  bay  area.  Definitely 

San  Francisco's  most  powerful — most 
listened-to  independent.  Contact  your 
Petry  man,  pronto! 

in  ̂Dmrnti 

© 
Phenomenal  ratings  offer  proof  that 
KOSI  is  Denver's  No.  1  station — 
June-July  HOOPER,  18.9  a.m.  24.6 
p.m.  share!  June  PULSE  rates  KOSI 
No.  1  independent,  6  a.m.  to  6  p.m. 
with  a  17.  overall  average.  All  sur- 

veys point  to  KOSI  as  Denver's  dom- 
inant station  .  .  .  operating  at  5,000 

watts — selling  full  time.  Represented 
nationally  by  Forjoe. 

MID-AMERICA 
BROADCASTING  CO. 

in  Greenville,  Miss.,  WGVM 
No.   1   in  both  Hooper  & 

Nielsen 

Sec:   Devney  &  Co.,    Inc 

Agency  ad   libs  continued 

"1  hey  didn't  have  to  throw  away  the  mold  when  he  went  wherever 

it  is  that  Great  Ad-Men  go.  There  isn't  the  same  kind  of  material 
around  anymore  so  there  never  could  be  another.  What  that  man 

used  to  do!" At  this  point  the  onlooker  is  supposed  to  say — What?" 
"We'd  be  working  on  a  new  account.     A  car  or  a  drug  product, 

didn't  matter  which.     You'd  be  home  sleeping  some  night  and  the 

phone'd  ring.     'I've  got  it,'  a  voice  would  shout.     You'd  glance  at 
the  alarm  clock  and  see  it  was  3:30  a.m. 

Creating  ads  was  the  important  thing 

""What  arc  you  doing  now?',  he'd  continue. 
"  T  was  sleeping,'  you'd  say. 

"'What  do  \ou  want  to  do  that  for?',  he'd  shout.  'C'mon  down 

to  the  office  while  it's  still  fresh  in  im  mind.  We'll  rough  up  some 

ads.  I've  got  Joe  I  an  art  director)  coming,  too!'  And  you  came — 

pronto ! "Getch  couldn't  understand  a  man  who'd  rather  do  anything  than 

make  ads.  They  don't  design  'em  like  that  any  more.  Dilettantes. 

Job  holders.  Part-time  thinkers.  That's  what  we've  got.  No  dedi- 

cation to  the  business.  They're  in  the  'ad-gome'  and  are  willing  to 
play  at  it  from  nine  to  five,  five  days  a  week — providing,  of  course, 

they  get  profit  sharing,  severance  compensation  and  paid-up  insur- 

ance." 

He  paused  and  looked  up  as  if  he  saw  something  or  someone 
there. 

"I  can  see  old  Getch  now  in  today's  ad-league.  He'd  be  nauseated. 
Couldn't  understand  it  for  a  minute.  I'm  not  sure  I  can  either. 

Well — I'll  have  one  more  beer  then  I  have  to  get  to  the  store  before 
it  closes  to  buy  a  shirt. 

"A  shirt?",  we  said. 

"Yeah,  I'll  be  sleeping  on  the  couch  in  my  office  tonight.  Got 
an  idea  that  I  want  to  work  out  before  I  lose  it.  Probablv  will  take 

me  all  night — especiallv  since  I  can't  get  any  art  director  to  stay 
on  to  help."  ^ 

pilllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll 

"An  adman  ad-libs  on  tv" 
A  192  page  book  of  selected  Foreman  columns  from 

SPONSOR,  released  bv  Hastings  House.  Publishers.  Inc.,  is 

now  in  your  bookstore.  Bob's  pungent  commentaries  on  the 
broadcast  industry  and  his  keen  analysis  of  its  problems 

are  illustrated  by  Al  Normandia. 

The  books  eight  chapters  deal  with: 

The  agency  and  its  denizens; 
Nuts,  bolts,  commercials: 

The  audience,  confound  'em; 
Sponsors,  the  care  and  feeding  of; 
The  fine  art  of  video; 

Research — if  you  can  call  it  that: 

The  one  without  pictures — radio: 
Color  or  hue.  whew! 

It   adds  up  to  an  encyclopedia  of  entertainment   and  in- 

formation.   192  pages,  illustrated,  retails  for  $4.50. 

■ 

IIHMIIW  %   I    H    *'.:VN.. 
Illllllllllll IllllilllllllllllllllliC 
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News  and  views  for  women  in 

advertising  and  wives  of  admen 

GETTHIS 

The  latest  Nielsen  Survey  shows  that 

KTBS-TV,  Channel  3,  Shreveport, 

Louisiana  gives  you  a  bonus  of  13,120 

MORE  TV  HOMES  than  reached  by 

Station   B. 

This  gives  you  a  bonus  spendable  in- 

come of  MORE  THAN  $52,000,- 

000.00*  in  this  rich  Southwest  mar- 

ket with  a  total  spendable  income 

of   more    than    $1,323,801,000.00. 

*  Sales    Managemrn  I    June,    1 957. 

Your  BONUS   Station 

With   Maximum   Power 

KTRS-Tv 
CHANNEL 

SHREVEPORT 
LOUISIANA 
E.    NEWTON    WRAY,    President   &    Cen.    Mgr. 

NBC   and   ABC 
Represented  by 

Edward  Petry  &  Co.,  Inc. 

22 

^    Women's  week 

Wives'  influence  on  husband's  job:  You  can  see  just  how  far 

the  influence  of  wives  upon  their  husband's  career  goes  in  various 
fields  from  this  announcement:  In  its  special  conference  for  district 

sales  managers  (30  Septemher-1  Octoher  in  San  Francisco),  the 

American  Management  Association  will  include  a  session  on  "The 

influence  of  the  wife  on  salesmen's  productivity  and  morale." 
Questions  to  he  prohed  include:  Should  the  district  manager  inter- 

view the  wife  before  hiring  the  salesman?  What  techniques  can  be 

used  to  enlist  the  wife's  help  in  raising  the  salesman's  output  and 

job  morale.'' 

Open  letter  to  agency  wives:  An  informal  sponsor  survey  of  ac- 
count executives  between  30  and  40  produced  the  following  tips  on 

how  to  further  a  husband's  agency  career: 
1.  Concentrate  on  his  morale,  not  his  behavior.  In  other  words, 

keep  criticizing  and  nagging  to  the  bare  minimum  and,  if  you  must, 

do  so  on  Saturday.  That  way  you  give  him  a  day  of  rest  on  which 

to  recover  before  the  workday  starts  again. 

2.  Get  up  and  have  breakfast  with  him.  It  isn't  so  much  for  the 
company,  but  rather  for  the  sake  of  not  rubbing  it  in  that  he  has  to 

catch  the  7  :02.  while  you  can  still  lie  around  and  sleep. 

3.  At  breakfast,  never  speak  before  spoken  to.  Chances  are  he 

can  t  hear  well  yet  anyhow,  besides  that's  the  time  (according  to  the 

a/e's  interviewed  I   when  a  man  gets  his  most  creative  ideas. 

4.  Don't  call  him  at  the  office,  but  if  you  must,  rely  on  his  sec- 

retarv  to  tell  you  his  mood.  If  she  says  he's  "in  conference,"  don't 
pry.  He  may  be  busy  or  then  again  he  may  be  in  a  foul  mood.  In 

either  case  you're  better  off  not  talking  to  him. 
5.  Never  tell  him  what  you  think  of  the  new  tv  show  his  client 

bought.    Your  opinion  will  only  confuse  him. 

6.  Let  him  go  to  bed  early  the  night  before  the  first  tv  ratings 

come  out.    Chances  are  he  11  really  need  to  be  rested  the  next  day. 

New  lady  rep  executive:  Women's  rapid  rise  to  top  executive 
positions  in  advertising  circles  has  just  been  proved  once  more  with 

the  late  August  appointment  of  Esther  Bauch  as  Midwest  sales  devel- 
opment manager  of  John  Blair  &  Co. 

Esther  is  one  of  those  gals  who  made  the  difficult  transition  from 

time  buying  to  selling  successfully.  Before  joining  Blair,  she  was 

timebuying  supervisor  on  International  Harvester.  Convert  Rice, 
Marlboro  and  the  Tea  Council  at  Leo  Burnett  Co. 

Food  psychology :  A  recent  motivation  research  study  showed  that 

where  the  traditional  hamburger's  concerned,  it's  all  in  the  mind. 

A  pell  of  housewives  showed  that  81'  <  will  serve  '"beefburgers" 
rather  than  "hamburgers,''  though  both  meat  patties  were  the  same, 

because  "beef"  implies  a  better  grade  meat  to  them  than  "ham- 

burger" does. 
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Herb  Osca 

audience 

American  Radi( 

The  hottest  new  selling  voice  in  radio  today  belongs  to 

Herb  Oscar  Anderson. 

Starting  Monday,  Sept.  2,  the  American  Broadcasting 

Network  will  present  the  new  live  Herb  Oscar  Anderson 

Show  5  times  a  week,  10-11  A.M. 

His  show  is  live  music -because  survey  after  survey 

shows  that  this  kind  of  lively  entertainment  is  what  the 

American  housewife  wants.* 

Herb  Oscar  Anderson  brings  to  American  Radio  a  mag- 

netic personality  and  a  proven  record  of  sales  success  in 

the  Minneapolis  and  New  York  markets.  Now  he  goes 

Coast-to-Coast  on  American.  With  him  each  morning  is 

singer  Carole  Bennett  (live),  baritone  Don  Rondo  (live), 

The  Satisfiers  (live)  and  Ralph  Herman's  Orchestra  (live). 
This  is  live,  fun  American  Radio. 

The  pre-tested  Herb  Oscar  Anderson  show  has  pace 

and  atmosphere  -  set  to  music  the  way  the  on-the-go 

American  housewife  prefers  it. 

*RAB  Study  of  Radio  and  Housewives,  March  1957 



aAnderson,  pre-tested  for 

and  sales  results,  brings 

new, 
o 

musical  program 

Here's  how  Herb  Oscar  Anderson  puts  zing  into  ratings: 
WDGY-MINNEAPOLIS 

PULSE  survey, 6-9  A.M.  weekdays 

1956 

program 

ratings 

4 ̂  

ir 4L 
3/5770 

CREAS »E 

IN  ONE 
1 f\ E A R !! 

JAN. 
FEB. 

MAR. 

APRIL 
MAY 
JUNE 

JULY AUG. SEPT. 
OCT. NOV. DEC. 

WABC-NEW  YORK 

PULSE  survey, 6-9  A.M.  weekdays 

1957 

program ratings 

20% 

INCREASE- IN  ONLY 
4  WEEKS! 

JULY  8  to  AUGUST  7 

the  DM( one  is  j AMERICAN 

BROADCASTING 

NETWORK 



If  I've  Told  You  Once, 
I've  Told  You 
a  Thousand  Times 
Smidley! 

KIMA-TV 
Yakima 

Wo  can'l  afford  t<>  skip  Cascade.  It  -  the  biggesl 

TV  buy  in  the  West  and  let's  not  forgel  it-  man!  It's 

BIG  and  it'-  B  ISIC— one  of  the  top  7.">  market,  in 

the  entire  nation.  \  four-station  network  with  three- 

state  coverage.  An  exclusive  T\  market  of  more 

than  half  a  million  with  aearl)  a  BILLION  dollars 

to  spend  annually.  Now  really,  Smidley,  i-n't  it 

<t>  CASCADE 
Q   ®  m     BROADCASTINC  COM

PANY 
NATIONAL  REP.:   WEED  TELEVISION PACIFIC   NORTHWEST.   MOORE  &   ASSOCIATES 

26 

49th  a 
* 

Madisol 

Timebuyers  of  the  U.  S.  addenda 

Your  issue  of  August  17  tarried  a  list- 

ing   of    timebuyers    and    radio/tv    ac- 
counts  with  North  Carolina  agencies. 

As  one  of  the  state's  major  agencies, 
we  were  somewhat  conspicuous  by 

our  ahsence. 
Curtis  E.  Long 

Long  Haymes  advertising, 

Winston-Salem 
•  Agencies  with  clients  active  in  the  air  media 
on  a  national  or  regional  basis  *ho  are  not  in- 

cluded in  tin-  Tlmebnyera  of  the  L".  S.  listing  and 
wish  to  be  should  address  pertinent  information 
to  SPONSOR,  40  E.  49th  St.,  New  York  17,  N.  Y. 
An  addendum  listing  will  he  published  for  these 
afzeneies    and    they    will    he    inrluded    in    the   reprint 
if   possible. 

Station  merchandising  support 

I  he  current  issue  warms  the  cockles 

of  my  heart  with  the  comments  about 

Madison  Ave's  bow  to  indications  that 
the  agency  must  take  part  in  plans  and 
execute  methods  to  see  that  their 

clients  merchandise  actually  moves  to 

consumers  as  part  of  the  function  of advertising. 

I  am  in  daily  contact  with  chain 
grocers  who  take  great  pleasure  in 

nullifying  the  effect  of  a  21-gun  adver- 

tising program  by  their  adroit  ma- 
neuvers at  the  point-of-sale. 

All  this  is  aiming  at  the  days  to 
come  when  we  will  talk  about  cases 

sold  instead  of  audience  ratings  and 
such  shiboleth! 

Bettv  Thomas 

Merchandising    Director 
KFWB.  Hollywood 

Strictly  by  the  numbers 

It  was  with  great  interest  and  amuse- 

ment that  I  read  the  article  "Strictly 

by  the  numbers"  in  the  August  10th issue  of  SPONSOR.  I  would  like  to  have 

500  to  1.000  reprints  of  this  article  to 
which  I  would  attach  my  own  letter 

'or  distribution  to  key  agencies  and accounts. 

P.  B.  Hillman. 
k  \  \   Radio.  Los    Ingeles 

advertising  and  promotion  mgr. 

•       Reprints     are     available     on     many     SPOIS'SOK articles.       Address     requests     to     SPONSOR,     40     E. 
19th     St..     New     *„rk     IT.     V     V 

Index   of   SPONSOR   articles 

I  understand  that  periodical!)  \ou  issue 
an  index  of  all  article-  in  SPONSOR. 
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I  .mi  interested  in  obi  dning  sui  li   in 

index  foi  the  j  eai  -  1956  and  195" 
I  would  appreciate  heai  ing  li oni  \  •■!! 
irding  the 

ins  tin-  index. 

.11   f  IV     lil.ll.l. 

possibilil  j  "l  ni\   rei  eh 

Joanne  Russell 

Radio-1  r  Department 
Ulilx >.  San  I  ram  in  o 

Indaa   U 
l...r      (| 

iplled    ind    ipp 
  I.. 

Over-abb  re  viotion 

Ifl   \  our    \uRUSl    | i  III    ISSUe  nil Pi 

I  dole  *"\  \K  1 1!'-  seventh  annual  re 
port  on  Children's  Radio  and  relevi- 
Bion  Programing  .  .  ." 

This  report  is  nol  oui  work  and 
should  be  credited  to  \  \! HI!  VI  (Na 
tional    \ssociation    For    Bettei     Radio 
and    It'lcv  isioil  i  . 

This   is   iA<\  iousl)    .i    "t •>  po"    bul    I 
wanted  iii  call  li  to  j  "in   attention  so 

\oii  could  make  ilif  necessary   corre 
tion  in  accrediting  the  sui \ ej . 

Richard  M.   Ulerton 

Manager  oj  Research 

\  IRTB,  Washington,  D.  < 

Permission    to   quote   SPONSOR 

I  would  like  \cr\  much  to  have  per- 
mission from  you  to  use  excerpts  from 

sponsor  Magazine  in  a  local  monthly 

mailing  piece.  We  are  particularly  in- 
terested  in  using  information  from 

"Sponsor  Scope,"  ""\\  ashington  \\  eek," 

and  "Sponsor  Hear-."'  plus  other  ex- 
cerpts from  articles  in  your  magazine. 

Tentative  plans  are  to  use  this  in- 
formation in  a  local  mailing  piece  to 

be  distributed  among  KUGN's  local 
advertisers  and  potential  advertisers. 

Suitable  credits  u  ill  be  given. 
John  Tasnady, 
sales  manager, 

hi  GN,  Inc.,  Eugene,  Oregon 
•  lVrtuUsion    granted. 

■e 

Tv    and    Radio    Directory 

Evidentl)  the  t\  director]  you  sent  out 

to  the  station-   is   well   thought   of  ami 
used  to  good  advantage. 

Last  week,  two  of  our  member  sta- 
tion owner-  noted  the  fact  that  our 

organization  ua-  not  listed.  The)  were 
visiting  New  York  and  wanted  to  get 

in  touch  with  us  1>\  using  the  director] 
as  a  quick  reference. 

Eaeh  asked   if  it   would   be   possible 

lor  us  to  be  listed   in  your  next   issue. 
Herb  Jacobs,  general 
manager,  Tv  Inc.,  Sew  York 

•  Listing*  in  SPONSORS  \\  .ln)|  Ka.ll..  Dine. 
t.»r>  an-  update!  ea.-h  yrar.  Copies,  of  tlii*.  li  mil. 
_-ni.l.  to  N'i'w  V  ork  anil  C.hiraco  agencies,  a.ltrr- 
li~.'i--  ri|><  and  services  an-  BTallable  frr-r  of 
flurcr.        Vchlr.--s     rr.ii.~-.      I,.      SPONSOR,       H>      I 
l«):li   St..   \..„   -^ork.    IT.   V   V. 
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For  J3  years,  KVOO  has  been  the 

"Voice    oi    Oklahoma".     Let    tins 
powerful   voice  speak   for  you. 
It  will  tell  your  story  to  all  of 

Oklahoma's  No.  1  market  .  .  . 
plus  a  rich  bonus  market  in 
Kansas,  Missouri,  Arkansas! 

The  only  station  covering  all  of  Oklahoma's  No.  1  Markei Broadcast    Center     •     37th    Cr    Peoria 

HAROLD   C.    STUART 
President 

GUSTAV   BRANDBORG 

Vice  Pres.  &  Gen.  Mgr. 

Represented  by   EDWARD  PETRY  &  CO. 

1 170  KC  •  50,000  WATTS  •  CLEAR  CHANNEL  •  NBC 

'The  Voice  of  Oklahoma" 
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COUNTER  INTELLIGENC 
Food  advertisers  have  got  the  goods  on  NBC  Radio 

...have  made  it  their  #1  radio  network  buy. 

Advertisers  of  supermarket  products  have  always  used 

radio  as  basic  strategy,  of  course.  Radio  reaches  the 

busy  housewife  as  no  other  medium  can  ...  at  point- 

of-use,  while  she's  working  with  food  at  home...  just 
before  she  dashes  out  to  shop.  Reaches  her  at  home, 

and  in  her  car ...  of tener  than  any  other  medium  can. 

But  NBC  RADIO,  with  its  unique  programming  tech- 
niques, is  the  specialist  in  selling  to  Mrs.  America. 

Result:  So  many  food  product  advertisers  have  turned 

to  NBC  Radio,  that  over  40%  of  all  its  commercials 

now  sell  food  products.  And  over  75%  of  the  NBC 

Radio  commercials  now  sell  supermarket   products. 

A  growing  list  of  grocery  product  advertisers  is  using 

NBC  Radio.  Leaders  in  the  field,  like  American  Dairy 

General  Foods,  General  Mills,  Morton  Salt,  Pabst 

Pepsi-Cola,  Quaker  Oats  and  Swift,  for  example. 

NBC  RADIO  NETWORK 
NOW!  Food  advertisers  can  test  results  at  point  of  purchase. ..FREE! 
Write  today  for  details  on  how  the  NBC  Radio  Network  offers  tailor 

made  research  studies  FREE -OF -CHARGE  on  the  sales  effectiveness 

of  your  network  radio  campaigns.  Request  "See  For  Yourself"  infor- 
mation. No  obligation,  of  course.  Address:  NBC  Radio,  Dept  508-0 

30  Rockefeller  Plaza,  New  York  City. 



FOOD  ADVERTISERS  RUY 

i    MORE  TIME  ON  NBC  RADIO 
THAN  ON  ANY 

OTHER  RADIO  NETWORK 

v< 
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If  prime  time  is  a  must,  then  so  is  WHB 
r 

From  6  to  9  a.m.  .  .  .    from  9  to  noon  .  .  . 

^It'saWHBworld 

i 

54.1% Nielsen — (6  a.m.-noon)  more 

than  all  other  Kansas  City  radio  stations  combined. 

It's  a  WHB  world  all  day,  too! 

Latest  NIELSEN:  WHB  first  with  47.0%,  6  a.m.-midnight. 

Latest  PULSE:  WHB  first  every  quarter  hour. 

Latest  HOOPER:  WHB  first  with  42.495  all  day  average. 

Latest  TRENDEX:  WHB  first  with  42.1%  all-day  average. 

Whether  it's  prime  .  .  .  or  any  time  .  .  .  talk  to  Blair  or  WHB  GM  Georgt   11".  Armstrong 

\ ] 

WHB 
10.000  watts  on  710  ke 

KANSAS  CITY, 

MISSOURI 

m 

TATIONS 
RADIO     FOR     TODAY'S     SELLING 

WDGY  Minneapolis  St.  Paul 
WHB  Kansas  City 

WQAM  Miami REPRESENTED    BY   JOHN    BLAIR    it    CO. 

TODD    STORZ,    PRESIDENT 
WTIX  New  Orleans 
REPRESENTED    BY   ADAM    YOUNG    INC. 

30 SPONSOR       •       31    AUGUST    1957 
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ARE    CLIENTS    DUCKING 

ON     TV     PACKAGE    SHOWS?      A  growing  minorit)  of  clients 

aren't  paying  show  commissions,  enrrent  ANA  snrve\    nveals. 

Here's  how  clients,  agencymen  evaluate  inroads  into  the  commission  system 

^J\<\  a  dozen  national  advertisers 

don't  pa)  an\  commission  to  theii 
agencies  lor  package  tv  -hows. 

This  has  been  revealed  in  a  just- 

completed  \N  \  survej  of  it>  members, 
SPONSOR  learned.  The  sur\e\  result- 

were  being  distributed  to  the  \\\ 
membership  at  presstime. 

The  big  question  the  survej  raise* 
but  doe-  not  answer: 

Is  this  the  big  chink  in  the  1  .V  , 

commission  system*s  armor  and  a  tip- 
off  on  the  direction  in  which  adver- 

tiser-agency compensation  is  now 

mo\  ing .' 
Part  of  the  answer  will  come  out  of 

another  \\  \  report — the  one  on 

agencv  compensation  which  Prof.  Al- 
bert   Fre\    of   Dartmouth    will    unwrap 

at  the  28  October  \\\  Convention. 

Bui  the  answer  will  reallj  depend  on 
what  advertisers  do  in  practice. 

This  is  the  real  significance  of  the 

present  \\\  stud]  'conducted  b)  it- 
radio-tv  committee).  It  shows  what 

advertisers  are  doing  now. 

The  ANA  committee  polled  and  re- 
ceived  answers  from  7!!  national  ad- 

vertisers. Of  these.  37  had  network- 

produced  -how-.  31  had  independently 

produced  packages  and  In  had  agency- 
produced   shows. 

Thirteen  of  the  7!!  respondents  re- 

ported that  the\  don't  pa)  show  com- 
missions  to  their  agen<  ies.  I  bese  I  I 
had  network  <>r  independent  pack 

Vside  from  these  1  !   \N  \  men 

who    don't     pa)     -how     commissions 

man)   other  t\   advertise]  -  enc) 
service  gratis  for  which  the  agenc) 

might  Dormall)  charge  fees.  In  return 

I'M  talent  commissions,  the)  "rder 

special  research  projects,  receive  mar- 
keting  aid.  merchandising  and  fre- 

quentl)  public  it\  "t  publit  relations 

service.  Whether  the  "free"  service 
equals  the  amounl  of  the  commission 
or  tall-  fai  short  varii  - 

\-  a  prominent  membei  of  the  \N  \ 

radio-t\   committee  says,  "It  -  silently 

underst   I.  The  exact  amount  of  v-r\- 
ice  for  commission  i-  individually  ne- 

gotiable  and  depend-  on  the  bargain- 

ing power  of  each  client.  Thi-  i-  true 
■  t  such  giants  as  IW<..  Campbell  and 

Chrysler   as   w-dl   as   -mallei    clients." 

SPONSOR 
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its  have  to  pay  for  growing  agency  overhead 

id  new  services,  whether  they  do  so  through  commissions 

or  fees,  major  ad  agency  executives  told  SPONSOR 

\\  tiile  the  1  \  -  consent  decree  (two 

years  ago)  fired  the  flames,  package 
>linw  commissions  have  actually  been 

attacked  at  various  times  throughout 

the  t\  era.  The  main  contention  of  ad- 

men leading  the  attack:  "The  agency's 

not  producing;  they're  just  picking  the shows.  \\  h\  should  we  shell  out 

$300,000  a  year  to  them  on  a  $2  mil- 

lion show  when  the  film's  in  the  can 

by  the  time  the  agency  sees  it?" 
The  fact  that  at  least  13  big  na- 

tional advertisers  don't  pay  package 
show  commissions  proves  that  their 

point  has  been  carried  with  at  least 

some  of  the  major  agencies.  But 

SPONSOR  found  in  talking  to  top 

agency  presidents  and  radio-tv  v.p.'s 
that  there's  no  disposition  to  do  any- 

thing drastic.  Top  agency  management 
looks  at  it  this  way: 

•   There's    no    overnight    revolution 

PROF.  FREY  WILL 

REPORT  28  OCT. 

Commissioned  1>\  the  \\A  to  conduct  an 

uliji-ctiM-  study  of  agency  compensation-. 
Prof.  Albert  Frej  of  Dartmouth  is  now 

compiling  his  material  for  the  28  October 

ANA  meeting.  In  a  memo  to  member 

agencies,  I  V's  suggested  that  management 

replying  to  Prof.  Frey's  survey  give  it  care- 
ful, serious  thought.  The  study  may  reveal 
inroads  into  the  commission  system 

uncovered  by  the  current  W  \  poll  of  78 

men.  -     lecoming    more    widespread. 
Conclusions  o  '  ill  influence  future 
revis  odifications  in   commissions. 

in  the  offing.  Some  modifications 

have  obviously  alread)  been  made  in 

agency  compensation.  Clients  are 
likely  to  continue  bargaining  for  more 

and  more  services  from  their  agencies, 

pressuring  against  fees  when  show 
commissions  are  sizable.  The  size  of 

the  account  and  its  bargaining  power 

will  continue  to  dictate  the  pace. 
•  As  tv  show  control  moves  back 

from  the  networks  to  the  agencies, 

some  of  the  fire  concerning  show  com- 

missions may  be  diverted.  "The  com- 
mission system  gets  attacked  periodic- 

all)  .  At  the  peak  of  network  control. 

tv  happened  to  be  the  patsy."  the  pres- 
ident of  one  of  the  top  20  agencies 

told  SPONSOR. 

•  Rising  cost  of  agency  operation 

makes  it  unlikely  that  a  mass  elimina- 
tion of  all  show  commissions  can  come 

about.  "The  profit  margin  is  slim  and 

getting  slimmer  as  it  is,"  says  the 
president  of  one  of  the  top  five 

agencies.  "If  you  cut  it  down  further, 

you  just  drive  us  out  of  business." 
Likely  development:  The  agency 

that  lets  a  client  get  out  of  talent  com- 
missions will  try  to  make  it  up  in 

service  fees. 

•  In  the  long  run,  agencies  may 
evolve  toward  a  fee  rather  than  a  com- 

mission system  of  compensation,  but 
few  admen  see  this  change  in  the 
cards  within  the  next  two  or  three 

years.  (And  that  includes  client  ex- 
ecutives as  well.  I 

"Part  of  the  problem  is  a  confusion 
in  the  habits  of  the  various  media  as 

it  is."  says  the  ad  manager  of  a  major 

appliance  firm.  "We  can  t  buy  time 
net.  But  when  a  show  packager  talks 

to  us,  he  often  quotes  us  a  net  price. 
The  client  is  in  the  position  of  paying 

time  and  space  commissions  indirectly 

through  the  media,  which  is  the  tradi- 

tional form  he's  used  to.  But  he  pays 
show  commissions  out  of  pocket  and 

that  hurts.  Its  really  the  same  thing, 

but  the  second  way  makes  us  more 

aware  of  it." 
Actually  the  majority  of  advertisers 

apparentlx  would  prefer  not  to  make 
am  radical  changes.  They  feel  there 

are  weaknesses  in  the  commission  s\  s- 

tem  but  few  reputable  clients  want  to 

see  it  destroyed  without  some  assur- 
ance that  its  replacement  will  really  be 

more  efficient. 

The  very  client  (Bristol-Myers) 
whose  director  of  advertising.  Don 

Frost,  helped  touch  off  the  thorough 

ANA  investigation  into  the  commis- 
sion system,  states  it  continues  to  pay 

package  show  commissions  to  its 

agencies.  "We've  continued  to  pay  the 

15%,"  Bays  Bristol-Myers'  Dick  Van 
Xostrand.  "As  a  companv  we  think 
we  should.  The  15'  <  s\stem  has 
holes  in  it  and  it  means  different 

things  from  one  agency  to  the  next, 

but  while  it's  the  accepted  practice, 

well  abide  b\    it." While  this  attitude  is  widespread 

among  big  clients,  at  the  same  time 

there's  a  feeling  that  the  agency  getting 
such  a  commission  must  do  a  great 

deal  of  extra  servicing  for  the  account 
— without  charging  fees. 

Top  agency  executives  answer  by 

saying  clients  should  not  look  at  agen- 

cy commissions  in  terms  of  one  me- 
dium versus  another. 

"We  take  an  over-all  view  of  an  ac- 

count."' the  executive  v. p.  of  one  of  the 

top  10  agencies  told  SPONSOR.  "If  cli- ents forced  us  into  cost  accounting  by 

media  through  by-passing  show  com- 
missions, we  could  no  longer  remain 

impartial  in  our  advertising  counsel. 
As  it  stands  now,  the  practice  among 

most  agencies  is  to  evaluate  all  media 
for  each  account  to  see  whether  the 

account  on  the  whole  is  sufficiently 

profitable  to  be  handled.  Tv  show  com- 
missions are  just  another  part  of  the 

compensation  necessary  for  the  agency 

to  operate  at  its  high  overhead." 
Whether  clients  pay  agencies  in  com- 

missions or  retainers  is  immaterial. 

The  form  doesn't  change  the  amount 
of  money  agencies  must  earn  to  op- 

erate efficienth . 

The  core  of  the  problem  in  the  case 

of  tv  package  shows  is  the  fact  that 
the  work  an  agency  does  in  selecting 

and  supervising  such  shows  is  not  as 

easily  defined  as  it  is  in  the  case  of 

an  agency-produced  show. 
'"This  was  particularly  true  a  couple 

of  years  ago  when  network  control  of 

programing  was  at  a  peak.  '  the  presi- 
dent of  one  of  the  top  15  radio-tv  agen- 

cies told  SPONSOR. 

"We  were  operating  in  such  a  sell- 
ers' market  at  the  time,  that  clients 

didn't  see  just  how  much  work  we  had 
to  put  into  sen  icing  their  tv  accounts. 

"But   the   pendulum    has   swung  to- 

SPONSOR 
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THESE  2   FACTORS  MAKE  TV  COSTLY,   SAY  AGENCIES 

Whether  in  commissions  oi  fees,  agencies  have  to  gel 

paid  the  Bame  amount  i<>  cover  their  costs,  saj  top  exei  • 
utives  of  major  agencies.  The)  attribute  ri-m^  cosl  "t 
operation  principally  t"  need  fur  high-priced  talent  in 

r.nlio-t\   departments  I ik«-   I.   Walter  Thompson's   (left) 
headed   bj    Dan   Seyi   <    (center);   also  t<>  client   de- 
mand   foi    more  top-level   research,  marketing  and  mer- 

chandising '-\   tives  like  those  shown  in  •  ompton  con- 
ference *  ri^lii  i  with  agenc]  presidenl  Barl  '  ummings. 

Trend  awaj  from  network  programing  control  and  t" 
ward  greater  agency  participation  in  actual  production 
.mil  supervision  "t  shows  maj  take  pressure  "if  packagi 
show  commission,  admen  feel.  <  Lienta  should  not  pit 
■  in'  medium  againsl  othei  i"  avoid  prejudii  ing   igem  ies. 

ward  more  independent  packages  in 
the  pasl  year,  and  in  this  area  the 

nc)  b  contribution  is  \  ital  and  more 

apparent.  In  the  future  we're  like!)  t" 
Bee  a  predominance  <>f  such  co-pro- 

duced >lmw>  and  probahl)  also  more 

Dcy-produced  shows.  This  trend 
will  help  take  the  pressure  ofT  u  pack- 

age short  commissions." 
Radio-h  v.p.'s  surveyed  1>\  SPONSOR 

stress  thai  the  work  an  agency  puts 
into  selecting  a  package  show  tends 
to  be  underestimated  1  > * > t li  in  terms 

of  time  and  money  investment.  Sev- 

eral large  agencies  actual!)  main- 
tain separate  departments  within 

radio-t\  devoted  to  year-'round  scout- 
ing and  screening  i>f  new  programing 

and  ideas. 

Once  it  gets  to  the  poinl  of  picking 

a  show  f«>r  a  client,  the  agency  general- 
ly gets  into  marketing  research  to  de- 

termine the  needs  of  the  advertiser. 

I">\  the  time  the  radio-t\  department 
gets  involved,  weeks  of  research  and 

top-level  management  conferences  have 
already   taken  place. 

The  radio. tv  department  then  screens 
shows  (by  the  dozens),  sends  top  ex- 

ecutives to  the  \\  est  ("oast  to  look  into 
show   possibilities  before  choices  are 

narrowed  down.  Eventually,  top  man- 
nent  looks  at  the  final  possibilities 

and  weighs  them  againsl  marketing 
data  and  strategy  . 

"  I  hese  are  just  the  sketch)  prelim- 

inary steps,"  says  i\I!  radio-t\  super- 
visor Rod  Erickson.  "But  they  re- 
quire literall)  month-  ol  high-priced 

man-hours,  ^nu  can't  pit  a  road 
house  comedian  against  a  Jackie  Glea- 

son.    Well,  a  g   I  agency  can't  afford 
to  pit  a  kid  out  ol  law  school  againsl  a 

top  talent  agenc)  -  batter)  ol  lawyers. 

Ml  these  things  ̂ '\>\  to  the  agency's overhead. 

<  race  a  show  is  benight,  even  if  it's 
an  independent!)  produced  film  show, 

the  agency's  job  is  far  from  finished. 
"1  mi  ve  gol  I"  i  ide  herd  on  the 

producer  with  agenc)  talent  of  suffi- 

cient!) high  calil  er  t"  influence  him," 
says  the  radio-h  v.p.  "I  one  of  the  top 

Id  agencies,  who  has  just  hind  t w ■  ■ 
high-salaried  men  to  work  exclusivel) 
"ii  one  new  package  show  the  agenc) 

bought  for  a  client. 
"1  mi  ha\ e  ti>  do  this  as  much  for 

the  sake  of  keeping  the  packager  from 

going  broke  as  you  do  to  keep  quality 
control.  Our  men  are  on  set  for  all  the 

shooting,    they    have    script    approval 

ami  control  over  casting.  I  be)  really 

live  with  the  packager  righl  from  the 

start." 

I  In-  pressure  is  a<  tuall)  on  agencies 
in  hire  more  and  more  high-pi  i<  ed  t\ 

talent  right  on  staff  in  order  t"  handle 

this  "co-producing  funi  tion.  Many 
igenc)  head-  feel  that  the)  ma)  even- 
tuall)  have  i"  amortize  this  additional 

and  growing  talent  investment  l>\  re- 
turning nunc  and  more  hca\  il\  into 

show  production. 
\-  Norman  I!.  Norman,  president  of 

\i  \k  put  it:  "Last  yeai  there  wen-  no 
more  than  two  or  three  real  agency- 

produced  shows.  We  feel  that  1>\  next 
year  1"  to  IV.  of  all  network  shows 

w  ill  be  agenc)  -  produi  ed  and  I 
wouldn  t  I  c  surprised  if  the  percentage 

went    up    to    50    within    three    m    l<>in \  ears. 

For  the  moment,  the  majorit)  <>f  top 

agency     executives     -a\     they're     not tid  of  further  inroads  into  the  com- 

ssion  system  as  a  result  of  the  forth- 

coming stud)  b)  Prof.  I  ie\.  On  the 
contrary,  the)  feel  that  this  searching 

\\  \  stud)  is  likely  to  reveal  that 
agem  ies  are  operating  on  marginal 
profit-  as  it  i-  and  in  the  handling 
t\   accounts  particular!)  .  ^ 
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IS  RADIO  A  PRIMARY  MEDIUM? 

Here  is  how  Good  Humor  proved  in  a  Philadelphia 

test  that  it  could  put  all  its  eggs  in  one  basket — 

and  that  basket  was  radio.    Street  sales  on  special 

flavors  advertised  on  one  station  soared  300  to  400% 

|  he  resurgence  of  radio  is  evidence  of  the  growing  re- 
sped  lor  the  joh  it  can  do.  The  only  remaining  question  is 
how  much  of  the  entire  joh  can  advertising  assign  to  it?  Is 

it  destined,  in  general,  to  play  a  "supporting"  role  or  can  it 
star  as  a  primarj  medium  which  gets  a  big  slice  of  the  hud- 
get  and  the  responsibility  for  campaign  success  or  failure? 

Actually  the  question  has  been  answered  many  times  by 
many  clients.  A  few  of  these  answers  are  capsuled  in  the 

boxes  on  the  following  pages.  But  one  of  the  most  dramatic 
answers  stemmed  from  an  incident  last  fall  at  the  Radio 

Advertising  Bureau's  second  annual  National  Radio  Adver- 
tising Clinic  in  New  York.    David  J.  Mahoney,  soft-spoken. 

34-year-old  president  of  the  Good  Humor  Co..  bluntly  asked 

the  assembled  radio  executives,  "Why  are  you  letting  radio 
be  sold  as  a  supplementary   medium? 

"Why  are  you  taking  the  crumbs  left  over  from  televi- 
sion budgets,  accepting  sound  versions  of  tv  commercials 

not  necessarily  suited  to  your  medium?"  Mahoney  contin- 
ued. "Wiry  doesn't  some  station  try  to  prove  that  radio — and 

radio  alone — can  move  merchandise  to  such  a  degree  that 
no  other  advertising  is  necessan  ?  In  other  words,  have 

any  of  you  got  courage  enough  to  try  to  prove  that  radix 

is  a  primary  medium?  ' Probahlv  no  one  had  a  better  right  to  pose  the  challenge 

Planning:  Setting  out  to  prove  that  radio  can  stand  by  itself  as  a 
primary  medium  are  (1.  to  r.)  David  J.  Mahoney,  president  of  Good 

Humor,  world's  largest  street  vender  of  ice  cream;   George  C.  Neu- 

mann, Good  Humor  vice  president,  and  Ralf  Brent,  vice  president 
and  sales  director  of  WIP,  Philadelphia,  the  station  on  which  the  test 

was  conducted.     Experiment  proved  radio  need  not  be  supplementary 
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Producing:    \<  N.  Y.  office  of  MacManus,   rohn  &    tdams,  liill   Mailleferl   (1.  seated)    radio       Selling:   foi    Mel   lulej    stai  o\  W  1 1  * 
v.p.  lu[-  Edward  Petrj  i  o.  works  with  Good  Humoi  admen:   Rogei    Bumstead    (r.  seated)   a.e.,       ing  show,  Start  Tht   Da  a  the 
N.    i.    media    dir.;     John    Nason    (1.),    copywriter;    Mark    Lawrence    (r.),    v.p,    dir.    tv-radio       ail   ■    1  rlumoi  and  ringing  1  •  •-  J I  — 

than  Mahoney,  who  has  consistently  championed  radio,  even 

in  it-  darkest  hours.  \-  president  of  his  own  advertising 

agenc)  in  New  York,  which  he  started  in  1951,  lit-  used  the 
medium  heavil)  for  such  accounts  as  White  Rock,  Noxzema 

Shaving  Cream,  Medaglio  D'Oro  Coffee,  Virginia  Dare 
\\  ines,  Sportsman  and  Brioschi.  Today,  as  president  of  the 

world's  largesl  street  vending  ice  cream  firm,  he  invests 
from  >0  to  7.V  ,  <>t  the  Good  Humor  quarter-million  dollai 
budget  in  spot  radio. 

\ltrr  the  clinic  meeting,  Rail  Brent,  vice  president  and 

director  of  sales  at  \\II\  Philadelphia,  (see  "Blueprinl  foi 

radio'-  future,"  sponsob  1(>  \pril  1956)  met  Mahone)  in 
the  lobb)  ol  the  Waldorf  and  suggested  the)  trj  just  such  a 

test.  Meeting  later  in  t!i«'  month  in  New  York  City,  Brenl 
and  WIP>  president  and  general  manager,  Benedict  Gim- 
bel,  Jr..  outlined  their  proposal  to  Mahoney. 

First,  no  other  advertising  of  am  kind  was  to  be  used. 

Second,  a  brand  new  product,  never  before  in  the  Phila- 

delphia market,  wa-  to  be  introduced  solerj  b)  W  IP.  Ildrd. 

all  -ales  result-  were  to  be  disclosed  i"  \\  II*  with  permis- 
sion to  quote  and  publish  them.  Several  other  meetings 

ensued.  Mahoney,  GimbeL  Brenl  mel  with  liill  Maillefert, 

vice  president  of  radio  of  Edward  Petrj  &  (j>.  The  sugges- 
tion was  made  and  accepted  that  not  onrj  was  a  new  product 

to  be  devised  and  introduced,  hut  that  the  test  of  this 

product  <>n  the  air  was  to  be  followed  In  the  advertising  ol 

two  regular  Good  Humor  products.  Scheduling  o|  all  an- 
nouncements and  techniques  used  on  thr  air  wa-  to  he  left 

entirely  in  the  hand-  of  the  station.  Cop)  wa-  to  be  pre- 
pared 1>\  MacManus,  John  \  \dam-.  New  York,  Good 

Humor's  advertising  agency. 
The  station  requested  and  got  a  set  of  the  Good  Humoi 

hells  with  which  ever)  Good  Humor  truck  i-  equipped.  The 

well  known  Good  Humor  jingle  was  shipped  to  the  station. 

Each  personality  to  advertise  the  products  wa-  not  onl) 

briefed  personally  b)  Brent  and  the  station's  program  di- 
rector. Varner  Paulsen,  hut   was  exposed   to  the   product. 

A  schedule  was  -elected.  ()nl\  one  prime  time  announce- 
ment was  used  since  the  station  had  no  availabilities  in  the 

~-{)    a.m.    time   classification    or    ■">-(>    p.m.       Minute-    and    J" 
-i,  ..ml-  were  used  with  (he  emphasis  on  participations  iii  the 

station's  top  personality  -how-,  such  a-  Joe  McCauley'a 
Start  /lie  Day  Right  program  from  9-10  a.m.:  the  Jack  Pyle 

show  from  12:30-4  p.m.;  and  l'>o!>  Menefee's  Heading  ll<>mr 
-how  from  i-">  p.m.  Other  announcements  were  inserted 
into  WIT-  ..tic  horn  of  new-  from  6-7  p.m.  ami  several  were 

placed  adjacent  to  the  end  of  the  Phillies'  baseball  broad- 
casts. In  addition.  35  announcements  were  inserted  in 

\\  IP's  all  night  -how     Dawn  Patrol,  with  Gene  Milner. 
The  weekrj  expenditure  l"i  this  schedule  was  close  t" 

$2,000  pet  week.  No  package  rates  were  used  strictl) 

h\ed  position,  guaranteed  placement  time-.  The  campaign 
started  21  Maj  with  the  brand  new  Good  Humor  product, 

banana  split  G   1  I lumors. 

In  the  third   week  of  thr  campaign,  <>   I   lluiii-ii    sele   I'd 
toasted  almond  a-  the  Featured  item,  and  the  fourth  week, 

cocoanut  Good  Humor-.  Me-ponse  w.i-  immediate,  refuting 
some  theories  that  radio  need-  saturation  and  several  weeks 

in  which  to  implant  and   impress  a   message.     Good   Humor 
sold  out  the  banana  split  on  a  stick  in  two  days  after  the 

star!  o|  the  campaign  and  had  to  rush  additional  cartons  of 

the  product  down  from  New  York  ('it\. 
\\  hell    the    results    of   the    fit  —  t    tWO    week-    Wele   totaled    Up 

the  item  had  -old  '.mi',  more  than  an\  new  item  intro- 
duced  in  the   Philadelphia  market   had  evei    -old   before. 

When  the  third  week  ol  the  campaign  was  over,  sales  of 

the  toa-ted  almond  had  increased  27"',    over  the  previous 
week.      \nd  when  Good  Humor  added  Up  the  -ale-  on  coi 

nut.   the)    found   that    the)    had   experienced   a    16093    in- 

crease    3009?    higher   for  this   week   than   had   ever 

recorded  for  this  item  before  in  the  Philadelphia  market. 

One  woman  in  Philadelphia  called  the  -t.iti"n  to  -a\  -he 

couldn't    find    a    Good    Humor   truck    in    her    neigl  borhood. 
The  station  suggested  -he  rail  (   1  Humor.    Result?     I  be 
woman-  -on  became  a  (i   I  Humor  drivei    in  that  area 

Another  call  to  the  station  requested  that  a  Good  Humor 
truck  he  -cut  to  a  school  picnic  on  the  upcoming  Saturday. 

W  IP  contacted  (mod  Humor's  Philadelphia  operating  mana- 
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ARY   MEDIUM   continual 

loover,  and  the  truck  was  dispatched.     Result? 
00  Good  Humors  sold  at  that  location, 

inpetitive   ice  cream  truck  companies  were   forced  to 

g  nut  a  banana  bar. 
Good    Humor   has   75   trucks   in   the   Philadelphia    area. 

rhese  trucks  normally  carry  a  poster  on  the  side  with  the 
featured   flavor  of  the  week.      During  the  two  weeks  when 

the   banana   >\A\l    was   advertised,   posters   were   displayed. 

However,  during  the  two  weeks  run  of  the  regular  items, 

posters  for  bars  other  than  the  ones  advertised  were  shown. 
Consequently,   customers   were   forced   to   ask   for  the  item 
advertised  on  radio  in  order  for  sales  to  increase. 

"Not  one  shred  of  other  advertising  was  used  in  Pliila- 

delphia  during  the  test  or  immediately  before  it,"  said 
Mahoney.  "In  other  markets — New  York  City,  Detroit, 
(ihicago — both  radio  and  tv  were  used.  We  got  good  results 
in  those  markets  too.  But  in  Philadelphia  we  learned  that 

radio  can  do  the  job  alone." 
Edward  L.  Nesbitt,  president  of  Good  Humor  in   Phila- 

delphia, half  way  through  the  radio  campaign  telephoned 

\\  IP's  Gimbel  to  verify  the  fact  that  no  other  advertising 
was  being  used.     Nesbitt  couldn't  quite  believe  it. 

Roger  Bumstead,  account  executive  on  Good  Humor  and 
media  director  for  the  New  York  office  of  MacManus,  John  & 

Adams  has  this  to  say:  "The  test  proved  beyond  a  doubt 
something  that  we  have  always  felt — that  radio  is  a  major 
medium  that  can  be  used  as  the  prime  mover  of  practically 

anything  from  Good  Humors  to  automobiles.  It  has  the 

advantages  of  flexibility  and  timeliness,  and  of  equal  im- 
portance, it  seems  to  give  a  client  an  opportunity  to  pin- 

point an  audience. 

"For  example,  Good  Humor  can  reach  whole  families  in 
the  vast  traffic  audience  on  weekends.  With  our  own  Good 

Humor  vehicles  on  the  streets  it  is  virtually  point-of-sale. 

"'As  Good  Humor  business  grows  due  to  radio's  produc- 
tivity, I  can  only  foresee  increased  budgets  and  more  money 

invested  in  that  medium." 
The  Good  Humor  commercial  copy   is  built  around  the 

H ERE   ARE   A    FEW   OTHER   ADVERTISERS   WHO   ARE    PROVING    TH; 

Rambler 
That  radio  can  be  a  highly  effective  prime  medium  in 

selling  new  cars  is  demonstrated  by  American  Motors 

which  is  using  it  heavily  for  its  Rambler.  This  year, 

sales  are  about  35%  ahead  of  last  year,  and  at  an  all- 

time  high  in  Rambler  history.  Much  of  the  credit  for 

this  record  is  attributable  to  clever  radio  commer- 

cial copy.  Three  separate  series,  comprising  a  total 

of  about  20  commercials  are  used  to  avoid  monotony. 

Participations  on  NBC  Radio  network  are  used.  The 

agency    handling    the    account    is    Geyer    Advertising. 

Slenderella 

For  three  years  radio  has  been  the  primary  medium 

for  this  national  chain  of  beauty  salons  which  in  that 

time  has  expanded  from  33  salons  to  about  150.  For 

selling  an  intangible,  Slenderella  has  found  radio  ideal 

and  invests  about  60  to  75%  of  its  average  $4  million 

annual  budget  in  169  radio  stations  representing  about 

35  top  markets.  Prior  to  1954,  newspapers  were  the 

primary  medium  but  a  test  of  radio  for  opening  a 

new  market  proved  so  successful  it  changed  that. 

The  agency  is  Management  Associates  of  Connecticut. 

Tetley  Tea 

Radio  is  currently  the  primary  medium  for  this  com- 

pany which  is  enjoying  considerable  sales  success  with 

its  beverage.  A  regional  account,  Tetley  is  in  about 

75  markets  in  the  Eastern  U.  S.,  often  uses  two  to 

four  radio  stations  in  a  market.  Announcements  are 

scheduled  at  the  rate  of  10,  15  and  20  per  week, 

not  necessarily  in  traffic  hours.  Since  the  product 

is  bought  mostly  by  women,  daytime  gets  heavy 

play.  Some  television  and  print  are  used.  Ogilvy, 

Bi  nson    &    Mather,    Inc.,    New   York,   is    the    agency. 

GMAC 

General  Motors  Acceptance  Corp.,  the  car-financing 

subsidiary  of  GM,  began  broadcasting  traffic  bulle- 
tins on  a  single  New  York  station,  WNEW,  in  the 

Summer  of  1953.  This  Summer,  GMAC  is  on  222 

radio  stations  across  the  country,  and  45%  of  its  ad 

budget  is  in  radio.  In  New  York  and  Philadelphia, 

the  company  continues  its  use  of  radio  the  year  round. 

In  four  years,  spot  radio  spending  has  jumped  approxi- 

mately 600%,  and  actually  this  gain  was  achieved  as 

early    as   last   year.      Campbell-Ewald    is    the    agency. 



Good  Humor  man  who,  like  tin-  Puller  Brush  in.ni.  haa  come 

to  !"■  one  "I  t hi •  mosl  familiar  figures  on  the  American 

scene.  His  voice  on  the  eX's  is  thai  <>f  the  young,  .ill-  Vmeri- 
can  type;  lii-  tinkling  bells  are  the  real  thing.  Hie  chil- 

dren's voices  crying,  '*llc\.  Mom,  here  comes  the  good  hu- 
mor man"  arc  the  voices  <>f  children  and  not  charactei 

actors,  ["he  jingle  and  cop)  stress  the  flavoi  and  < | u . 1 1 i t % of  Good  I  lumor. 

Radio,  in  all  its  markets  across  the  country,  is  the  key- 
stone "I  the  •-   I  Humor  campaign  which  begins  with  a 

smash  in  earl)  spring  and  continues  throughout  the  summei 

until  the  trucks,  tricycles  and  push-carts  go  back  into  stor- 
age and  reconditioning  — 1*« *i*~~  '"'  the  winter.  Some  tele- 

vision is  used  in  some  markets,  most!)  children's  shows  i" 
promote  general  sell.  Bui  for  pushing  the  weekly  specials 

and  other  specific  items,  radio  handles  the  j<>l>. 
It  will  handle  -till  another  job  in  introducing  the  brand 

new  line  of  Good  Minimi  -nit  drink-  which  are  n«>\\  mak- 

ing  linn    premiere   in  .1   fen    selected   Midwestern   markets. 
•  ."•"I  Mm      '.1  course,  1-  nol  alone  in  it-  use  "I  1  idio 

.1-  a  primar)  medium.  Man)  clients  ai  national  and  re- 

gional  levels  an-  putting  mosl  "I  theii  1  -  into  the  radio 
l>a-k«t  both  -|>"i  ami  network  and  finding  it  payi  "II 
Some  "l  these  are:  Pepperidge  Farms  Bread,  Vmerican 
Motors  l"i  Rambler,  Tetle)  lea,  Slenderella,  Grovt  I 
Lories  i"i  Bromo  Quinine,  II.  J.  Reynolds  f"i  Prince  Albert, 
North  American  Van  Lines,  Manischewitz  Win.-.  National 

"-Inn-.  Barney's  Clothes,  Quakei  State  Refining,  Cocilana 
Cough-Nips,  Pepsodent,  Woolworth,  Home  Insurance  C< 
Chun  King,  [exas  I  0.,  General  Motors  Acceptance  '  orp., 
Hudson  Vitamin  Products,  •  ontadina  and  others.  In  some 
•  ises  the  lion  -  Bhare  "I  the  budgets  0  into  radio;  in  others, 
radio  divides  on  more  equal  terms  with  othei  medi 

Bui  "in'  thing  ili>\  are  proving  to  themselves  and  i"  the 

industry  is  that  radio  can  I"-  a  primar)  medium.  It  does 
nol  need  i<>  pla)  second  fiddle.  ^ 

k DIO    CAN    STAR    IN    A    CAMPAIGN    AND    NOT    PLAY    SECOND    FIDDLE 

Woclworth 

Since  1955,  the  F.  W.  Woolworth  <  <>.  has  made  net- 

work radio  a  basic  medium  to  promote  its  approxi- 

mately 2,000  variet)  stores  a<  ross  the  nation  and  in 

Canada.  The  Woolworth  Hour  on  CBS  Radi   1  Sun- 

da]  afternoons  'it  is  also  on  the  Dominion  network 

in  Canada)  has  proven  to  the  company  thai  radio  as  a 

primarj  medium  can  realrj  deliver.  Sales  in  1955  hit 

.1  peak  of  over  $767  million,  representing  a  gain  of  $46 

million  over  the  year  before.  Little  advertising  had 

been  done  previously.    Lynn  Baker,  Inc.  is  the  agency. 

National  Shoes 

Vbout   ')")'<    of   this   shoe   chain's   advertising    budget 

goes  into  radio  which  has  been  a  primarj  medium  f"r 

man]   years.     In    L935,  the  chain  comprised 

and  did  a  $5  million  annual   business.     'I  Id-  M-ar  it 
muni" -r-  136  -tore-  In  New  York,  V  ..  |.r-.\,  Con- 

necticut, Massachusetts  and  Maryland;  i-  doing  a  $23 

million  business,  an  increase  of  $1.5  million  over  its 

last  fiscal  year.  Ii  uses  about  690  announcements  a 

week  on  27  radio  stations.  National  Shoes'  1957  ad 

budget  is  189!   over  last  year.    Vgencj  1-  Kmil  Mogul 

Manischewitz   Wine 

Radio  has  been  the  bulwark  of  Manischewitz  wines 

advertising,  and  although  the  client.  Monarch  Wine 

Co.,  has  recently  moved  from  Emil  Mogul  to  Lawrence 

1  .  Gumbinner  Agency,  it  may  well  go  on  playing  a 

major  role.  The  new  agency  i»  now  working  on  plans 

and  assured  5POMSOB  that  radio  will  certainly  he  in  the 

picture.      Some   new    e.t.V   arc    now    being    made.      The 

now-famous  "Man.  oh  Manischewitz"  radio  jingle  did 
for  Manischewitz  wine  what  print  could  never  quite 

do — make    1 1 1  i  —    difficult    brand    name    pronounceable. 

Volvo 

Tin-  Swedish-made  car  i-  now  the  No.  2  seller  among 

foreign  car-  in  the  Western  I  .  S.  and  the  campaign 

was  built  around  Bpol  radio.  \uto  imports,  Ini 

i  alifornia,  put  half  of  a  less-than-$  10,000  budget  into 

West  '  oast  radio  d.i.  shows  starting  Vpril  1956.  W  ith- 

m  i  month.  Volvo  sales  triple, I.  In  June,  the  b 

was  rai-ed  to  v  I'm-  year  the  firm  expects  to 
sell  li.tMlO  Volvos.     Radio  d.j.  she 

in  new   market,  and  will  be  keystone  in  national  drive. 

Advertising   Agencies,  Inc.,  I  os   Angeles,  is  I 
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Sponsor's  Wife,  Mrs.  Frank  Yeakel,  emcees  Rocket  to  Stardom  which  also  rocketed  Oldsmobile  sales.     Tv  score  for  one  weekend:   166  cars 

AN  TV  SELL  AFTER  MIDNIGHT? 

Top-selling  Oldsmobile 

dealer  in  U.  S.  hiked 

his  sales  from 

$100,000  to  $10  million 

in  8  years  with  tv. 

A  political  unknown, 

tv  gave  him  chance  in 

race  for  mayor  of  L.  A. 

jj  LOS   ANGELES ■  ■  ■  I  accept  the  decision  in  the 

spirit  of  the  American  way  of  elec- 

tion." 

This  statement,  conceding  the  race 

for  the  office  of  mayor  to  incumbent 
Norris  Poulson,  was  carried  by  Los 

Angeles  papers  on  3  April,  1957. 

It  was  issued  by  Poulson's  nearest 
rival,  Bob  Yeakel.  who  polled  142.000 
votes  I  more  than  the  combined  totals 

of  the  other  three  challengers  ) .  Yea- 
kel had  no  elaborate  campaign  ma- 

chinery, no  political  support — only  a 
marathon  tv  show  which  had  made 

him  the  largest-selling  Oldsmobile 
dealer  in  the  country  and  quite  a  phe- 

nomenon, even  in  Los  Angeles. 

The  day  Bob  Yeakel  gave  his  adver- 
tising account  to  Bill  Hunter  and  Earl 

Willhite  of  Hunter  \  V\  illhite  was  the 

day  he  opened  the  doors  of  Bob  Yeakel 

\*»  ilshire  Oldsmobile.  taking  over  a 
dealership  that  had  been  racking  up 

about  25  sales  in  a  good  month. 

The  Yeakel  brothers  -  Bob.  Phil. 
Harry.  Frank,  Jack.  Eddie,  Warren, 

Bill.  Ken.  Jack  Jr. — had  been  using  ft 
for  five  vears  to  sell  used  Cadillacs. 

Calling  themselves  "Cadillac  special- 
ists," they  delivered  their  own  pitches 

with  more  sincerity  than  technique, 

used  no  newspaper  display  ads  I  they 

still  don't),  and  along  the  way  devel- 

oped the  idea  of  the  "uninterrupted 
feature*"  (pitches  at  beginning  and  end 
of  a  30-minute  or  90-minute  film,  with 

periodic  reminders  about  the  brothers 
at  the  bottom  of  the  picture). 
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The)  increased  theii  volume  from 

1100,000  in  '  19  to  110  million  in  '56. 
Bill  Hunter,  who  haa  handled  about 

r\ ri \  |ii^  automi itive  account  in  I >os 

Angeles,  and  launched  man)  "I  them, 
took  both  the  ̂   eake]  accounts  on  I 

l..iu-.  1955,  with  .i  $27,000  a  month 
budget.  Some  $15,000  went  into  a 
month-long  saturation:  package  spot 
bu)  -  "ii  K  I  I  \  mot  ning,  aftei  noon 
and  night,  kid  -  and  women  -  shows  as 
well  as  shows  i"  attract  men,  ever) 
kiml  of  program  t"  let  people  know 
that  Bob  Yeakel  was  selling  Olils- 
mobile  can. 

During  those  30  days,  Yeakel  ami 
Hunter  were  at  w  <  >  i  k  dreaming  up  the 
idea  that  was  in  take  them  from  there : 

The)  wanted  a  new  angle  lor  a  weekl) 
-how    that   would   put  across  a  message 

of  good  will,  help  youngsters,  have 
Btrong  fainiK  appeal,  ami  most  impor- 

tant, -ell  cars  right  over  the  phone. 
From  this  thinking  ~-| >i  an^  Rocket  /<> 

Stardom— an  all-night  showcase  for 
amateur  talent  done  live  from  the  Olds- 

mobile  location.      I  lies   went  on  tin-  aii 

i In'  I. mtestants  and  the  Bhinj  new  i 
I  liii u  telephone  line-  had  I  een  in- 

stalled, manne  I  by  s  ilesn  en     I  i  i  i  col 
fee  and   I   I   were  pro>  ided. 

"That    first    nig]  i  "    Ye  il  el    r»  alls, 
m a-  like  opening  night  at  the  <  inn-. 

The  response  was  unbelievable.   Whole 
families  <  ame  dow  n     women  cai  i  \  ing 
babies  in  then  ai  ms.    In  fact,  oui  In  si 
Sale   on    |\     u.i-    tO    a    mi. in    u  bo    -"I    lii- 

appraisal  over  the  phone  about  2  a.m.. 
woke  his  wife,  bundled  hei  ami  theii 
small    kid    In    the    car,    ■  ame    dow n, 

tin  ned   in  the  car  ami  put  hi-  w  if'-  ami 

kill  into  the  new  one,  all  on  tin-  air." 
\miil  all  this,  inn  contestants 

danced  ami  sang  their  hearts  out 

\\  hen  the  clamoi  subsided,  'i  eake]  <li-- 
covered  lie  had  Bold  L06  new  ami  60 

used  cars  thai   weekend.    I  hi-  le\ eled 
o|f  lii    |tl(l  a   month  overall. 

While  the  response  was  tremendous, 

-o    were    the    headache-.      Yeakel    and 

Hunter  credit  Richard  Moore,  presi- 

< l<-n t  ami  general  manager  ol  K  I  I  \ . 

and  time  -ale-man  Chuck  Young  with 

unlimited    patience   and    help    in    work- 

i  no-  .in.  Mini  spots  on  K1  I  \ 
1 1  mil  •  i  film  i  omi 

I'.i  \  i  akel  :  1 1  in-''  "n  iii-'-  polish  all 

the  spontani  il  'it  out  ol 
tin-  shot .   m  hat  -  I'tt  i-  uncom  in<  ii 

h-  ti  in    *>  i  ikel  i-  most  i  om  im 

v  Inn    being    himself      >    famil  |     man 

talking   t"   Othei    famil)    men   and    worn 

From  this  emerged   hi-   "I"/ plan  f"i  the  famil)   n 
""  I  In      ei.i    of    the     pit'  lim. HI     i-    OVd  - 

Hunter  point-  out,  "and  Yeakel's  kind 1. 1    sellin      i-    what    sells   now.      It   en- 

abled ii-  i"  ke< ;.  .i  comi 
im    nine  or    I"  minutes   without 

-i  i  ain  on   the  ̂   iewei ,      \   man   int.  ■ 

ested  in  bu)  ing  a  <  ai   w  ill  listen,  ami 

he'-  tin-  •_■  i j \  we  wen-  aiming  foi  at  that 

hour." 

Bett)     I  Mi-.    I  rank  I     ">  eakel,    who 
i  i.c'd  tin-  show,  ha-  i In-  Yeakel  warmth 
and  Yeakel  -lamina  needed  f"i  the  all. 

night  -tint,  and  added  I"  tin-  famil) 
feel   of  the  -how. 

I  he     lot.     like    the    -how.     i-    d. ■-. 
im  the  family,  ami  several  merchan- 

dising idea-  were  evolved  i"  bring  in 

Post-midnight  phone  calls  from  viewers  come  in  on  30  lines,  are  taken  by  Tv  planners  includi  (1.)  Bill  Hunter  of  Hunter 
Yeakel  brothers,  floor  salesmen.  Thej  chat  with  t\  audience,  make  appraisals,  >et  and  Willhite  agency,  I"-  Uigeles,  ami  Bob  Yeakel 
final  deal-,  a-k  customers  to  \i-it.    Show  i-  on  air  seven  hours  a  week,  ma]  add  more        '  r.  > .    client    and    candidate,    one    "f    ten    brothers 

at  1  a.m.  vum'a\  "I  the  Fourth  ol 
Jul)  weekend  1955,  and  the  format 

evolved  pretty  much  as  the  clock  ticked 

on  to  sign-off  at  1  1  the  next  morning. 
A  hundred  amateur  hopefuls, 

screened  previous!)  l>\  Hunter,  re- 

ported to  the  -how  room  during  earl) 

morning  hour-  tor  their  -tint-. 

\n  instrumental-singing  quartet  was 

on  hand,  and  plent)  of  shining  Olds- 
mobiles  on  the  floodlit  lot  along  with 
used  Cadillacs  Irom  the  other  -tore. 

One    camera    ferried     i  eakel    between 

ing    out    the   main    program    problems. 

The    show     ci.   '     $2,500    a     week     f"i 
the    te!e\  i-i"li     i  time    plus    One    can  - 

director,  Boor  manager,  two  <  rev 

I-  ui    men  each,  one  w  m '-  ing   from    1    to 
5  a.m..  the  other  from  5  a.m.  to  11). 

\n  additional  $1 ,000  a  week  from 

■  ther   budget    paid    for    piano    pla) er, 

trophic-.  m.C.  and  talent. 
Thus    Hunter-    budget     $30,0 

month      was    nicked    onl)    a    third    for 

Rocket.       I  lie   other   $20,000  went    into 

other   tv    exposure:    movies,    film    re- 

ihe  kid-.  I!  indeei  on  displa)  at 

<  In  i-tma-.  a  kangai  oo,  a  i  a<  e  i  ourse 

foi  quarter  midget  aut<  mobiles  f"i  the 
kid-  t"  drive,  a  met  i ;  -go-roun  1  and 

Deput)  I '  in,  the  Part;  Man  ii  •■  the 
lot  and  the  l\  -how  t  e  "f 

a  '  arnn al  on  weekend-. 
Vftei  two  months  on  the  air,  it  was 
led  to  >■  .t'-ml  the  carnival  and 

I  ids  up  Saturda)  -  ties.  1  'ere  -  the schedule  that  resulted:  K  I  I  \  covered 
from  9  a.m.  Saturda)  morning  to  1- 
noon.     KH.I-T\   t""k  over  till   1.  when 
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ttt  delivers  his  own  live  commercials 

f  uses  a  soft  sell  but  direct,  emphatic  tactic 

the  show  -iuned  off,  coming  hack 
in  on  kill-TV  at  11  p.m.  to  1  a.m. 

Suiidax.  w  I ifii  KTTV  picked  up  again 

till  II  the  following  morning — 19 
hours  in  all. 

In  si\  months  the  show  was  hack  to 

its  original  10  hours  on  KTTV  from  1 
to  11  a.m.  Sundays,  as  the  novelty  of 
the  marathon  began  to  wear  off  and 

Hunter  decided  to  try  other  things 
with  half  of  the  $20,000  a  month  it 

took  from  his  $30,000  budget  to  main- 
tain this  schedule. 

Come  spring,  he  put  into  practice 
his  firm  belief  that  no  client  should  be 

without  radio.  He  allocated  $6-7.000 

— or  over  25% — for  five-to-10-minute 
musical  segments,  newscasts,  d.j.  shows 

in  quarter-hour  blocks  on  KBIG, 

KLAC  and  KMPC  and  full  sponsor- 

ship of  all  the  Los  Angeles  Angels' 
baseball  games   broadcast  by   KMPC. 

However,  because  Yeakel  feels  the 

Hollywood  Stars  will  win  it  this  year — 
and  because  he  likes  to  be  with  the 

winner — he's  abandoned  the  Angels  on 
radio  for  the  Stars  on  tv:  KTTV  on 

the  Saturdays  and  Sundays  the  team 

plays  in  town.  One-third  sponsorship 
averages  $7-8,000  a  month. 

Comics,  like  baseball,  are  an  im- 
portant part  of  family  life.  Whether 

he  was  taking  a  page  from  the  late 

Fiorello  La  Guardia's  book  when  "Un- 

cle Bob"  started  reading  funnies  on  the 
show  can't  be  said  for  sure,  but  by 
February  of  1957  Yeakel  was  ready  to 
announce  his  candidacy  for  mayor  of 
Los  Angeles. 

At  once,  it  was  decried  as  a  pub- 
licity stunt. 

"That  was  the  biggest  handicap  I 
had  in  the  beginning,"  Yeakel  points 
out.  "Second  biggest  was  only  60  days 
to  prepare.  I  should  have  spent  two 

years." In  a  sense,  he  had.  The  almost  two- 

year-old  Rocket  to  Stardom  had  made 

liiin  well  known  to  more  people  than 
had  ever  heard  of  the  other  three  chal- 

lengers combined.  Or  so  the  results 
were  to  prove. 

But  the  campaign  was  a  rough  one. 

Hunter,  acting  as  Yeakel's  campaign 
advisor,  was  always  near  him  at  press 

< inferences,  signaling  more  often  than 

1 1  "I  for  a  "no  comment."  Besides, 
Yeakel's  views  were  more  convincingly 
stated  by  himself  than  by  the  papers. 

And  stated  in  the  medium  in  which 

he  was  most  at  home:  "My  campaign 

was  99%  tv."  There,  he  used  slides 
and  live  and  filmed  spots  (the  latter 

proved  expedient  in  spite  of  Hunter's 
basic  objection  to  film. 

"The  final  vote— 142,000— was  en- 

couraging," Yeakel  said.  "At  least  it's 
more  than  the  72  Yeakels  in  L.A." 

The  campaign  over,  Yeakel  settled 
down  with  Hunter  to  working  on  an 

idea  which  they  felt  would  lick  a  prob- 
lem that  they  have  long  wrestled  with: 

stimulating  volume  business  during 
the  week. 

An  idea  that  hadn't  worked  was  one- 
third  sponsorship  of  a  daily  Western 
varieties  tv  show  done  live  from  the 

store  from  4  to  6  p.m. 

The  new  idea,  which  Hunter  claims 
as  a  first,  took  Yeakel  and  a  KTLA 
remote  crew  to  the  home  of  a  satisfied 

customer  for  a  minute  spot  interview. 
While  remotes  are  not  new,  remote 

spots  did  represent  a  new  challenge.  It 
was  hoped  to  do  two  a  night,  starting 

the  end  of  July.  Yeakel  and  Hunter 
were  undaunted  by  the  Herculean  task 

of  traveling  from  one  spot  to  another 
without  a  breather;  KTLA  seemed 

confident  they  could  match  this  dough- 

ty spirit  with  two  completely  new  re- 

mote set-ups  a  night,  every  night.  It 
looked  like  a  natural. 

"Two  things  licked  us,"  Hunter  ex- 

plained. "First  of  all,  not  enough 
people  wanted  to  let  us  come  into  their 

homes.  So  we  couldn't  maintain  the 

schedule  we'd  anticipated.  This  in 

turn    lost   us   our  impact." 
After  four  of  these  spots  (remote 

costs.  S150  per  spot),  they  abandoned 

the  idea. 
\  I  ready  Hunter  and  Yeakel  have 

taken  another  tack,  this  time  with  their 

established  Rocket  to  Stardom. 

Having  found  the  early  morning 

hours  unproductive  as  the  novelty  of 
the  show  wore  off,  a  new  schedule  was 

adopted  9  August,  and  a  new  channel 
that  could  accommodate  this  schedule. 

Bocket  is  now  seen  on  KTLA  from 

12  midnight  on  Friday  to  3  a.m.;  from 

11  p.m.  Saturday  to  3  a.m.;  negotia- 
tions are  under  way  to  clear  Sunday 

time  from  7:30  a.m.  to  11  a.m.,  there- 

by spreading  their  cost  over  several 

days'  exposure. 
This  is  supplemented  with  weekend 

baseball  on  KTTV  and  10  live  week- 

end spots  on  KTLA. 
Experimentation  and  big  plunges 

have  highlighted  the  success  story  of  a 

Los  Angeles  car  salesman  who.  through 

showmanly  use  of  tv,  became  number 

one  Olds  dealer  in  the  country — and 
who  knows  may  some  day  be  mayor 
of  Los  Angeles.  ^ 

aimiiiii   muni   mill   iwiiiiii   i   mini   n   mu   mi   mi   m   nm         mini   mi   mil   iiltm 

Mayoralty  candidate  Bob  Yeakel  (1.) 

reads  funny  papers  to  kids  in  tv  audi- 
ence, radio  practice  started  by  New 

York's  LaGuardia.  With  him  is  Dick 

Haynes,  who  emceed  the  Yeakel  tv  show.  The  Olds 

dealer  polled  142,000  votes  in  April  of  this  year,  out- 
doing the  combined  totals  of  the  other  three  challengers 

to  end  up  in  No.  2  spot.  He's  built  both  his  business 
and  his  personal  reputation  through  television  over  the 

past  eight  vears.  Yeakel  has  sponsored  almost  every 
kind  of  television  show  but  he  always  returns  to  his 

local  amateur  show.  Rocket  to  Stardom,  after  midnight 

I   iiiiiiiiiiimn   m   in   mi   mi   iiiiiiiiiiiiiiimiiiiiiiiim   u   miiiiiiimim   i   mi   mi   inn   nn   milium 
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TV    SPANS 

ARMOUR'S   SPLIT 

MARKETING    PERSONALITY 

Two  product  types,  foods  and  soaps,  have  entirely 

different  distribution,   price,   consumption    patterns. 

Armour's  answer:  tv  as  a  means  to  several  ends 

A(
  

IIIC.ACO rmour  has  lived  tor  a  long  time 

with  a  marketing  problem  which  is 
brand  nen  to  main  another  national 

adi  ertiser. 

Armour,  as  one  ol  the  world's  big- 
gest meal  packers,  lias  traditionally 

produced  meat  items  as  well  as  sev- 

eral by-products,  the  highest  consumer 

by-product  being  soap.  The  chasm 
between  advertising  and  marketing 
food  and  soap  lines  is  a  \ast  one  but 

one  which  Vrmour  has  bridged  with 
its  national  media  and  particularly 
v.  ith  television. 

Many    advertisers    are    seeing    this 

same  chasm  tor  the  f  i  i  —  t  time.  fhey  re 

merging  with  different  kinds  "I  com- 
panies, a  standard  mid-20tb  century 

pattern,  ["hey  re  expanding  their  nun 
product  lines  by  going  into  unrelated 

fields.  'I  he  problem  with  which  they 
are  confronted  is  the  same  which  Vr- 

mour solved  long  ago:  In «\\  I"  use  a 
mass  medium.  namely  television,  for 

disassociated  goods;  bow  to  use  the 
same  vehicle  for  edibles  ami  n<>n- 

edibles  when  these  divisions  have  an 

entirely  different  distribution,  con- 
sumption, pricing  and  competition. 

No    simple    purchase    ol    telev  ision 

time  or  a  iv  show  vvill  -ive  these  mar- 

keters a  quick  solution.  I  bey  need  t<> 
develop  a  pattern  for  the  intril  ate 
blending  "f  program  elements  which 
v\ill  sell  t"  the  different  tv  pes  "f  >  on- 

sumers,  h>r  copy  appeals  which  vvill 
register  with  varying  tups  and 
for  station  lineups  which  will  reach 

differing  area-  where  products  are  dis- 
tributed. 

One  i . f  the  top  three  packers  among 

2,  '■'  10  in  the  I  .  S.,    Vrmour  and   I 

produces  more  than  10,000  labeled  or 
branded  items.  Onlv  3,000  of  these  are 

what   the  company    describes   as   "ac- 
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Network  television  gets  halt 

of  Armour's  consumer  ad  budget;  leans 

1  yS^^    toward  personalities,  light  variety 

w*5 

tive."  Armour  grosses  $2  billion  a 
year  in  sales  and  it  manufactures  a 
variet)  of  consumer  and  industrial 

items.  These  range  from  hud  to  dog 

food  and  ham,  through  leather,  fer- 
tilizer and  soap. 

Il  s  the  consumer  products  which 
sponsor  network  television  shows.  Last 

season  there  were  George  Gobcl.  Dan- 
ny Thomas,  Matinee  Theatre  and 

Mickey  Mouse  Club.  This  coming  fall. 

Armour  and  its  soap  works,  the  Ar- 
mour Auxiliaries,  will  continue  with 

Mickey  Mouse  Club  (ABC  TV  l.  pick 
up  Arthur  Godfrey  as  a  network  radio 
and  television  simulcast  (CBS  I  and 

launch  a  new  show,  The  Big  Record 

with  Patti  Page  (CBS  TV).  This  show 
combination  is  the  end  result  of  this 

multiple  blending  to  suit  the  different 

marketing  needs  of  its  food  and  soap. 
The  cost  of  this  television  invest- 

ment? Perhaps  $5  million,  a  sponsor 
estimate  based  on  what  is  about  half 

of  the  consumer  advertising  budget. 

All  told.  Armour  may  spend  as  much 

as  $19  million  a  year  on  its  advertis- 

Ad  manager  K.  L.  Skillin  thinks  tv  is  a 
fairly  lari;«'  ri-k :  would  like  to  see  13- 
nreek  cancellation,  elimination  of  kasic  net- 

work   a*    a    must,    and    later    renewal    (kill- 

ing, sales  promotion  and  merchandis- 

ing efforts. 
The  type  of  television  programing 

used  and  the  commercials  incorporated 

into  this  programing  are  also  the  re- 
sult of  this  marketing  blend.  The  tv 

medium  is  adaptable  to  both  food  and 

soap  advertising — yet  each  of  these 
major  product  groupings  has  vastly 
different  marketing  problems. 

Here  are  some  of  them: 

Distribution — Dial  deodorant  soap 
and  shampoo  have,  in  essence,  100% 
national  distribution.  Armour  meats, 

turkeys,  lards,  margarines  and  cheeses, 

in   contrast,   have   spotty   distribution. 

Stores — Soaps  can  be  distril  uted 
throughout  more  different  kinds  of 
stores  and  therefore  more  stores  than 

can  food  products.  And,  in  addition, 

there's  no  spoilage  on  a  soap  product. 
Prices — Food  items  are  more  com- 

petitively priced — with  perhaps  only  a 
one-cent  difference  on  similar  items — 

whereas  soaps  frequently  have  a  wider 

range  between  fixed  prices. 

Profits — The  profit  margin  on  a 

soap  item  is  much  higher  for  both  the 
producer  and  the  retailer  than  it  is  on 
food  products. 

Competition — In  Armour's  case, 
its  Dial  deodorant  soap  appears  to 

have  a  clear  field  ahead  of  the  compe- 
tition because  it  was  the  first  such 

product  on  the  market  and  because  it 
is  distinctively  different.  But  the  food 

products,  in  contrast,  have  many  labels 
with  which  to  compete  and  the  points 

of  superiority  or  difference  are  not  al- 
\\a\s  as  marked  as  with  Dial.  Also, 

there  are  far  fewer  soap  producers 

than  there  are  food  producers. 

Consumers — Foods,  of  course,  are 

purchased  primarily  by  housewives — 
so  Armour's  edibles  are  advertised  on 

television  programs  with  a  predomi- 
nantly female  audience  but  with  some 

proportion  of  kids  (because  of  frank- 
furters and  a  few  other  items  which 

have   strong   appeal    for   youngsters). 

New  product,  Pan  0'  Gold  is  frozen chicken  and  Armour's  idea  of  an  item 

which    is    also    "distinguishably    different" 

Dial,  on  the  other  hand,  is  a  big  fa- 
vorite with  men,  teens  and  women. 

These  marketing  contrasts  led  to  de- 

velopment of  this  fall's  television  pat- 
tern. Mickey  Mouse  Club  will  reach 

both  mothers  and  their  youngsters; 

Arthur  Godfrey  will  sell  the  housewife 
in  the  home;  The  Big  Record  combines 
elements  which  will  appeal  to  mother, 
father  and  the  teens.  This  is  why  The 

Big  Record  has  been  set  for  Dial:  the 
first  two  shows  for  a  varietv  of  food 
items  to  be  rotated  seasonallv. 

Multiple  agencies:  The  television 
billing  comes  out  of  three  advertising 

agencies:  Foote,  Cone  &  Belding.  Chi- 
cago, which  services  Dial  soap  and 

shampoo,  Chiffon  flakes  and  liquid  de- 
tergent I  as  well  as  seven  industrial 

divisions)  ;  N.  W.  Ayer  &  Son,  New 
York,  with  lard  and  shortening,  the 

soap  works,  dairy,  poultry  and  mar- 
garine division,  frosted  meats  division, 

Dash  dog  foods,  Tatham-Laird,  Inc., 
Chicago,  handling  smoked  meats  and 
hams  and  the  bacon  and  canned  meats. 

But  as  of  mid-November  the  Tatham- 

Laird  food  items — largely  in  the 
canned  meat  classification — will  move 
to  N.  W.  Ayer.  At  this  time,  the  soaps 

will  be  concentrated  in  one  agency — 

Foote,  Cone  &  Belding — and  the  foods 
will  be  concentrated  with  Ayer. 

Armours  agenc\  pattern  has  long 

been  one  of  using  multiple  organiza- 
tions, both  for  the  consumer  and  the 

industrial  product.  But.  says  K.  L. 

Skillin.  Armours  over-all  advertising 

and  sales  promotion  manager,  multi- 

ple agencies  cause  problems  which  can 
more  than  offset  the  presumed  advan- 

tages. This  is  the  reasoning  for  con- 
solidating to  two  from  three  agencies. 
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Hi-  says  the  big  esl  advantage  t" 
has  in^  more  than  one  agent  j  is  there- 

|p\  having  more  than  one  Bel  "I  brains 
in  |>ii  k. 

u  directoi   "I   .ill  company    adver- 
tising and  promotion,  Skillin  works  as 

tin-  cohesive  agent   solidifying   <  ■  1 1  <  •  1 1  - 
i>f  three  groups  :  external!)     the  'lit 
ferenl  advertising  agencies;   internall) 

the  opei  > t i m u;   hieran  li\    above  him 
and  the  dh  isional  advertising  ex<    u 

live-  who  specialize   in  certain   pro  ' 
UCl  I  i  r  i  * — . 

'  li-  expla  - 
some  nl  these  basic  differences  in  the 

marketing  ol  l"<nl  and  soap. 

"1  ou  need  mone)  oi  ideas  to  even 
begin  to  compete  h  itli  the  major  soap 
manufacturers,  as  i-  the  case  «  iili  Dial. 

Actually,  it  takes  I  otli.  You  can  do  a 

heavy  j ■>!>  of  advertising  a  national 
specialt)  item  like  our  soap  because 
there  are  few  local  soap  producers  left. 

"But  \i>u  reach  a  point  of  diminish- 
ing returns  on  all  human  functions  ami 

certain}]  on  advertising.  No  one  in 

the  soap  business  even  thinks  of  spend- 

ing more  than  S5  million  mi  a  prod- 

uct when  everyone  know-  you  can  gel 

a  network  tv  show  I'm  v_'  m  $2V£  mil- 
lion on  a  90-station  network.  The 

money  isn't  there  to  spend  in  Boap 
manufacturing  anywaj  because  no 

companj  gets  or  has  ever  gotten  and 

sustained  more  than  I ■>',  -hare  of  the 
market  even  though  soap  i-  consumed 

l>\  w ,   of  tin-  people." 
I  he  margin  of  difference  in  soap 

purchase,  however,  come-  with  the  use 
ol  advertising. 

"W  •■  need  television  for  Dial  be- 
cause we  have  a  good  story  we  want  to 

demonstrate.  We've  found  several  me- 
chanical    developments     which     lend 

themselves  to  motion  rather  than  to 

print."  says  Skillin.  One  of  these  de- vices:  a  blackboard   first   cleaned   1>\    a 

schoolroom  eraser  and  then  washed  1  \ 

a  wet  cloth.  'Phi-  -how-  the  complete 
removal  job  of  bacteria  bj  Dial  as  con- 

tracted w  ith  regular  soap. 
Food  is  a  ilitTerent  matter,  -a'  - 

Skillin. 

"It  s  much  more  complicated,  and 
food  manufacturers  are  competing  for 
the  same  dollar.  Dial  has  Hill'  ,  (|is. 

triluitiov  hut  our  fond  items'  distribu- 
tion is  much  spottier  both  as  to  geog- 

raphy and  as  to  -tore-.  There'-  prob- 
ably a  higher  risk  in  food  advertising 

because  there  are  more  food  product-. 
the  profit  margins  are  slimmer  for 

l  Please  turn  to  page  99 

Program:  The  Big  Record  with   P                      rt«  on  CBS  TV  a     i  new   f.ill  entry,  Armoui 

planners:    (1.  n>  r.),  David  I..  Duensing,  mgr.,    Vri   u    Auxiliaries  marketing  depL;  I'. ml  V. 
Tim-,  j. nl.  mgr.,  soap  'li\.:  John  M.  Hoerner,  assnt.  genl.  mgr.,    VA;  1     I:    Patton,  Armour 
\i.,-    president    in    charge   •  ■!     \\:    It     B.    Mac! 

Commercial:    Demonstrations   are   t\    technique    for   both    f   I    and    soap    items.    I 

shot    shows    how    housewife    saves    hour's    work,    eliminates    need    f"r    2n    ingredients    and 
utensils  when   she   buys  an    Armour  prepared    turkey.     .Ml   tlii-   needs   now    i-   some   butter 

Promotion:    Three    recent    Miss    Wisconsins   tra\el    for    Armour,    maki-    per-nnal    appear- 
ances  "ii  t\  programs,  lubs  ami  in  stores  to  promote  consumpti  -  M    ■    A   -    ■n-in 
brand   cheeses.      Armour   also  does   intensive   show    promotion   to   build    its  large  audi- 
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"things  aren't 
what  they 

used  to  be" 

This  sorrowful  gentleman 

(like  so  many  television 
station  executives  today) 

has  a  problem. 

Once  upon  a  time  —  and  not  very  long  ago  —his  station  was  synonymous  with  his  market 

in  every  advertiser's  mind.  Now  he  finds  this  less  and  less  so.  Whose  fault?  Well,  maybe 
it's  not  really  his. 

Since  1952,  the  number  of  TV  stations  has  multiplied  almost  fivefold.  There  are 
enough  applications  pending  to  soon  make  it  eightfold.  Small  wonder  it  becomes  harder 
and  harder  for  an  individual  station  to  stand  out  ...  to  maintain  its  identity  and  prestige 

among  advertisers  and  their  agencies.  Ordinary  production  line  representation  can't  do  it. 
But  specialized  representation,  tailored  to  a  station's  character,  will.  Created  by 

Harrington,  Righter  and  Parsons,  it  sells  the  individual  quality,  prestige  and  local  leader- 
ship of  a  station  along  with  its  availabilities.  This  takes  a  lot  more  than  phone  calls  and 

routine  sales  visits. 

Specialized  representation  is  possible  for  only  a  few  .  .  .  for  stations  of  the  caliber 
listed  here.    Perhaps   you,   too.  belong  among  them. 

HARRINGTON, 

RIGHTER 

&  PARSONS,  Inc. 
NEW  YORK  •  CHICAGO 

SAN   FRANCISCO  'ATLANTA*  BOSTON 

television  —  the  only  medium  ice  serve 

WCDA-B-C/f/fc^y     WABT    Birmingham    WBEN-TV  fl;/fti/fl 

WJRT  Flint  WFMY-TV  Greensboro/ Winston-Salem 

WTPA  Harrisburg   WTIC-TV Hartford    WDAF-TV  Kansas  City 

WHAS-TV  Louisville  WTM1-TV  Milwaukee    WMTW  1//.  Washington 

WRVA-TV  Richmond    WSYR-T V  Syracuse 
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FINAL    PART 

Reprints  o\  the  complete  Timebwyers 

of  the  I  .  S.  list  tall  soon  In-  made 

mailable  in  booklet  form.  II  iir, 

SPONSOR  Services  /"< ..  10  I 

Villi  »..   Sew   >  ork    17,    Vew   >  orl TIMEBUYERS 

OF  THE  U.S. 

Most  extensive  list  of  timebuyers  yet  published  link* 

buyers  with  tbeir  accounts  (particularly  regional  or 

national    spot    clients),    gives    agency's    address,    phone 

I  be  Timebuyers  ol  the  I  .  S.  listing,  whose  final  install- 

ment starts  tm  page  W>.  i-  probabl)  the  most  complete 

>u<  h  list  yet  published.  Primaril)  the  list  is  adapted  from 

the  summer  L957  edition  <>f  Tunc  timers  Register,  published 

[>\  Executives'  Radio-TV  Service  oi  Larchmont,  \.  Y. 
\diled  to  this  basic  list  i-  information  which  was  reported 

direct!)  to  sponsor  1>\  agencies. 

Time  Buyers  Register  is  published  three  times  a  year  and 

sells  tor  $15  a  copy.  It  has  been  issued  fox  six  years  and  is 

compiled  from  a  nationwide  survej  of  agem  ies. 

The  Time  Buyers  Register  list  was  modified  b)  SPONSOR 

as  follow-:  Client  li-ts  of  main  agencies  were  shortened  both 

to  save  space  and  to  throw  emphasis  on  national  and  re- 

gional accounts.  Accounts  which  appeared  to  be  strictl) 

local  in  their  operation  were  most  frequent!)  eliminated. 

An  asterisk  1*1  after  the  agenc)  name  indicates  that  the 

agency's  client  list  has  been  shortened.  A  dagger  it)  indi- 
cates the  agenc)    reported  information  direct!)   to  SPONSOR. 

I  In-  listing  is  alphabetical  b)  states  with  cities  appearing 

alphabetical!)  below  the  stale  heading.  Vgencic-  are  listed 

alphabetical!)    b)    cities   and    include   address   and    phone. 

I  ai  h  agi  acy's  listing  includes  the  agent  \  name,  address 
and  phone  number.  Then  in  bold  face  appear  the  name-  of 
media  executives   (if  the)    were  reported  J    and  timebuyers. 

^CCOUntS  are  then  I i — t « -« i .  followed  b)  the  name  of  the  Inn- 
er handling  that  account.  In  cases  where  agencies  prefei  not 

to  specif)  which  buyers  are  assigned  to  which  account  (be- 
cause of  a  team  operation  or  rotating  assignments)  buyers 

and  accounts  are  Listed  separately. 

sponsor  in  most  instances  has  eliminated  listing  of  agen- 

uliiih  mentioned  no  account-.  Agencies  SO  omitted 
which  have  since  returned  to  active  use  of  national  or  re- 

gional spot  t\  or  radio  should  -■>  report  t"  SPONSOR  at  1"  I  , 

19th  Street,  New  \<>ik  IT.  Y  ">  .  SPONSOR  plan-  to  reprint 
the  list  in  a  convenient  booklet  and  will  be  glad  to  expand 

it  to  cover  additional  agencies  active  on  the  air.  ^ 

Listing  starts  on  page  48  ► 
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^\    lot— with  .ill  clue  deference  to  the  Hard.    Advertising  has  proved  it. 

More  important — it  obtains  lor  people,  too.    You  make 

\our  own  "brand  name"  b\  how  you  think  and  what  \ou  do.   And  this 

\er\  "product  image"  will  determine  how  much  cake  you  have  in 
this  vale  of  tears. 

That's  why — if  you're  in  the  broadcast  field,  SPONSOR  is 
"A  MUST"  to  receive  and  read. 

SPONSOR  is  so  necessary  because  of  the  singular,  definitive 

contributions  it  makes  to  an  industry  that  requires  not  alone  facts, 

but  a  penetrating  comprehension  of  the  factors  motivating  the  multiplicity  of 

talents  it  employs.    IT'S  THE  ONE  MAGAZINE 
RADIO  AND  TV  ADVERTISERS  REALLY  USE.   And  the  need 

for  SPONSOR  grows  each  day.   It  is  an  ever  more  important  information  center — 

an  ever  larger  library  of  ideas — the  compilation  of  the  finished  and  the 

planned  creative  energies  that  spark  the  air  thinking  of  the  day 

To  get  the  most  out  of  SPONSOR,  it  should  be  read— AT  HOME.    It  is 

too  rich  in  valuable  material  for  a  quick  perusal  on  a 

routing  list.    Nor  does  it  serve  its  fullest  function  that  way  for  you,  because  it  is  a 

publication  with  the  kind  of  stuff  you  want  to 

cut  away  and  file — a  magazine  of  ideas  that  will  generate  ideas  in  you — 

make  you  more  valuable  to  yourself  and  others.   It  will  bring  you  closer  to 

the  "product  image"  you  would  like  your 
name  to  be. 

For  only  S3.00  a  year — 52  issues  of  the 
most  useful  publication  in  the  broadcast  field 
will  be  delivered  to  your  home.  For  less  than 
a  penny  a  day  what  better  time  buy  can  you 
make  as  an  investment  in  your  future? 

THE    WEEKLY    MAGAZINE   TV/RADIO   ADVERTISERS   USE 



IUYERS  OF  U.  S. .    continued 

OVERUSING 

Carlton    House     Pittsburgh    19,    Pa. 

Atlantic    1-5887 

seph   C.    Gusky,   Jane   Callomon 

Alpha  Steel  Corp.  (steel  processor),  Callo- 
mon; \iin.ii  Co.  (heating,  plumbing,  kitchen 

equip.),  Gusky;  General  Office  Equip. 

Corp.,  Callomon;  Kaufmann's  (dept.  store), 
Gusky;  Kenny  Ross  Chevrolet,  Gusky;  Sealy 

Mattress  Sales  Co.,  Gusky;  Season-All  Prod- 
ucts (storm  windows  &  doors)  Gusky;  J.  A. 

Williams  Co.  (Dists.:  Hamilton,  Servel,  Iron- 
rite,  Zenith   appliances).   Gusky 

S.   LAWRENCE   ROTHMAN   ADV.* 
Suite  1000,  ,!/<;»    Building,  Pittsburgh  22, 

Pa.    Atlantic   1-6611,  6612 

S.   Lawrence   Rothman 

Coffee-ette  of  America  (in-office  coffee  serv- 

ice), Cott  Bottling  Co.  of  Pittsburgh,  Coyne- 

Evans  (automobiles),  Herbert's  Jewelry  Co., 
L.  Hormel  (distrs.),  Jersey  Farm  Products, 

I.nbin  &  Smalley  (florists),  Milfred  Corp. 

I  insecticides) ,  Quaker  State  Food  Corp., 
Standard  Brands  (Distrs.),  Star  Markets 

(super  markets),  Westmoreland  Building 

Mart    (builders  supplies) 

SMITH,  TAYLOR  &  JENKINS* 

223  Fourth  Ave.,  Pittsburgh  22,  Pa.    At- 
lantic 1-9312 

Thomas  J.  MacWilliams  (tv);  Leslie  B. 

Sterne  (radio) 

Borden's  Ice  Cream  Co.,  Dad's  Old  Fashioned 
Root  Beer  Bottling  Co.  (root  beer,  Dr.  Enuf, 

Polar  Water),  King  Leathers  (personal  lea- 

ther gds.),  Koppers  (treated  lumber),  Otto 

Cream  Thru  Sales  (milk,  cottage  cheese), 

Pittsburgh  Brewing  (Iron  City,  Tech  beer), 

Standard  Air  &  Lite   (air  conditioning) 

W.  S.  WALKER  ADVERTISING 

Oliver    Bldg.,    Mellon    Square,    Pittsburgh 

22,  Pa.    Grant  1-1900 

Robert  B.  Stevens,  radio-tv  dir.;  Robert  L. 

McKee,  ass't.  radio-tv  dir. 

Allegheny  Ludlum  Steel  Corp.,  Blackstone 

Corp.,  Hagan  Ice  Cream  Co.,  Niagara  Mfg. 
&  Dist.  Corp.,  Pittsburgh  Consolidation  Coal 

Co.,  Pittsburgh  Coke  &  Chemical  Co.,  Ster- 

ling Oil  Div.,  Quaker  State  Oil  Refining 
Corp. 

JOHN   R.  C.  WILLIAMS  ADV.  AGY.* 

1118  Investment  Bldg.,  Pittsburgh  22,  Pa. 
Atlantic  1-3124 

George    Stimple 

Home  Builders  Assn.  of  Metropolitan  Pgh., 

Modern  Doors  (folding  doors),  Edward  M. 

Ryan  (builders),  Vista  Vu  Verticals  (verti- 
cal blinds) 

ROBERT  WILTMAN   CO.* 

223  Fourth  Ave.,  Pittsburgh  22,  Pa.    Ex- 

press 1-0540 

W.  A.  Daley,  M.  Hensler,  R.  F.  Wiltman, 
Arthur    Kiefer 

Breakfast  Cheei  'rutin-).  General  Electric 

(supply),  Latrobe  Brewing  Co.,  A.  J.  Logan 

Co.  (bedding),  Republic  Oil  Refining  '  ".. 
I  mini   Steelworkers  of   America 

ROBERT  K.  GANSTER  ADV.  AGY.* 
520   Washington   St..   Reading,  Pa.    2-0992 

Robert  K.  Ganster,  William   E.   Kohl 

Berks  Packing  Co.  (meats),  Kohl;  Kaier 
Brewing  Co.,  Ganster;  Kipton  Industries, 

Inc.  (hardware,  hand  tools),  New  Standard 

Corp.,  Ganster;  Peerless  Heater  Co.,  Boyer- 
town,  Kohl;  U.  S.  Expansion  Bolt  Co.,  York, 

Ganster;  Bob  White  Quality  Fro-ted  Foods 
Corp.,  Ganster 

SCRANTON 

ANTHRACITE    ADVERTISING    AGENCY* 
410   Scran  ton   Times  Bldg.,   Scranton,   Pa. 

Diamond  7-9328,  2-2907 

L.  L.  Russoniello 

Consolidated  Molded  Prod.  Corp.,  DeNobili 

Cigar  Co.,  Moore-Ford  Co.  (Ford  cars),  Nehi 

Bottling  Co.,  Parodi  Cigar  Co.,  Scranton 

New  Car  Dealers  Assn.,  Scranton  Storage 

Battery  Corp.,  Skettino  Food  Products, 

Sprague  &  Henwood  (drilling  equipment  & 

drills),  Trager  Mfg.  Co.  (insecticides), 
Vulcan     Iron     Works 

HENRY  W.  GANN  ADV.  AGY.* 
Chamber  of  Commerce  Bldg.,  Scranton  3, 

Pa.    Diamond  4-5731 

Henry  W.  Gann 

Gibbons  Brewery    I  Gibbons   beer) 

WILKES-BARRE 

THE  LYNN  ORGANIZATION* 
15  S.  Franklin  St..  Jfill.es-Barre,  Pa.    Val- 

ley 2-7182 
William  P.  McLaughlin,  media  dir.;  S.  C. 

B.    Lynn,   William    E.    Skrinak,    Don    Smith 

Bartels  Brewing  Co.,  Skrinak;  Kingston 

Cake  Co..  McLaughlin;  Planters  Edible  Oil 

Co.,  Purvin  Dairy  Co..  Skrinak;  Wilkes- 
Barre  Coal  Sales 

RHODE  ISLAND 

PROVIDENCE 

ARTHUR    BRAITSCH   ADVERTISING* 
528   Hospital    Trust   Bldg.,    Providence   3, 

R.  I.    Dexter  1-5313  and  1-4115 

Arthur    Braitsch,   John    A.    Lorimer 

Allen  Distributing  (Amana  food  freezers, 

DuMont  television).  Braitsch;  Baird-North 

(jewelry),  Braitsch;  Hillside  Farms  (dairy), 

Lorimer;  Oliver  Johnson  Co.  (Ojaco  paint). 

Lorimer;  Weybosset  Pure  Food  Markets, 

Braitsch;     White     Pontiac     Co.;      Braitsch; 

Roger  Williams  Savings  &  Loan  Assn., 
Braitsch 

L.  C.   FITZGERALD* 22H    W  eybosset    St..    Providence    3,    R.    I. 

Gaspee  1-6760 
Louis  C.  Fitzgerald,  M.  P.  Byrne,  Edward 

P.  Conaty,  W.  M.  Pickles,  Peter  Bolton, 

N.   A.   Johnston,    Edna    Hathaway 

Blue  Cross  (hospitalization),  Garelick  Bros. 
Farms,  W.  C.  Littlefield  Co.  (automobiles), 

Providence  Ring  Co.,  Providence  Wholesale 

Drug  Co.,  Sheraton-Biltmore,  Providence, 
Tyler  Products    (coffee  syrup  i 

HORTON,  CHURCH  &  GOFF* 
123    Georgia    Ave.,    Providence    5,    R.    I. 
Stuart  1-5456 

W  C.  Cook 

Citizens  Savings  Bank-Citizens  Trust  Co., 

Donnelh'.,  Men's  Stores,  East  Greenwich 
Dairy  Co.,  Lewis  &  Williams  Furniture  Co.. 
Mutual   Savings   Banks   Assoc. 

GEORGE   T.    METCALF   CO. 

31   Canal  St.,  Providence  3.   R.   I.    Union 
1-2634 

Robert   A.    Meehan 

Otto  Seidner  (mayonnaise),  Starkweather  & 

Shepley    (insurance) 

NOYES  &  CO.* 1800    Industrial    Trust    Bldg.,    Provident.* 

3  R.  I.    Gaspee  1-2087 

Henry    Hart 

General  Electric  Co.  (wiring  devices),  Nar- 

ragansett  Elec.  Co.  'utility),  Rumford 

Chemical  Works  (speedy  cleaner).  White  & 

Bagley  Co.   (Oilzum  motor  oils) 

GORDON   SCHONFARBER  &  ASSOC* 
58  fFeybosset  St.,  Providence  3,  R.  I.  Gas- 

pee 1-4813 
Roger  M.  Shea 

Calif.  Artificial  Flower  Co.,  Gladding's  (dept. 

store),  J.  S.  Inskip  (foreign  cars  I .  Mono- 
gram Shop  (personalized  stationery,  gifts!. 

Paris  Fabric  Shop,  Providence  Retail  Trade 
Board,  Rhode  Island  Provision  Co.  (Little 

Rhody  meats).  Warwick  Club  Ginger  Ale Co. 

SOUTH  CAROLINA 
(  H  UtLESTOM 

ADVERTISING  SERVICE  AGENCY* 

Sergeant  Jasper   Bldg.,   Charleston,   S,    ' 
3-1129  and  2-6148 

M.   Bishop  Alexander 

Charleston  Rubber  Co..  Maritime  Develop- 
ment Assn.  of  S.  C.  Myrtle  Beach  Chamber 

of  Commerce.  The  Oaks  Estates 

4S 
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ROBERT     E      BRADHAM     ADVERTISING 

Boa  884,  t  harleaton,   S    '       '  027] 
Robert    E.    Brodhom,    Marlcnc    Hall,    Betty 

Lemon,    Robert    E.    Bradham,   Jr. 

Bl      ..I   I  III. .11     Co.,     Bradham;     Willi. mi      \l 

Bird    8    <  o,     (bldg.    materials),    Bradham; 

I    harleston  <lil   I   ....    Bradham;   I   . .Ihm       |Iiii\, 

Bradham;    I  opleston's,    Lemon;     I       S.     Rod 
Murserj  (landscaping),  Bradham;  Ha) 

Industries  (heating  eqpt.),  Bradham,  Jr.; 

Il.n  till  Co.,  Radccke;  Stevenson-Zimmei 

man  Co.,   Bradham;   Van  ̂ iniili   Co.    (bldg. 
mate)  ials  '  .    Bradham,    Jr. 

i  ...  .i  i  ols   l!..iilni-   »  ..    ..i    Memphis,   Mem 

\iLiii-.i-   ^|"  edway,   Mid  s..mli   I 

ROSENGARTEN    &   STEINKE' 
i::  |1  /  .      I/.  ■■  ■;■'■  / .  tin.    Jai  > 

Jay   Scott,    fv    &    radio    dir.;    Norton    Rosen- 

garten,   Lynn   Stcinkc 

\n    I  emperatui     (I  hryslei    til  i  onditioner  > , 

Roscngarten;     Black     8     Whitl      Ston        (dr) 

t   Is),   Roscngarten;    Nit    Baring    Packing 

1  •'         (sausage) ,        Roscngarten; 

(foods),    Stcinkc,    Roscngarten 

tut  tin     Life     Insurance      McLane;      Austin Peck;      Be 

I  radi  Peck;  t   ipitol  I 

McLane;    I  ■  n    '  fimnt 
McLane;    I        •  M     Vutom  B 

Peck;    1 1  ■         Iron   Woi  Greene;    Hi] 

W,nn;      KTB<     l\.     Peck; 
.  Ordway;     Pan     I1 

'  baki  ry    produi  •   I     Peck;    Pun     Mi i  .Lin  .  ■       Taylor;      5pi  I 

dustrial    ■  hi  misti  I .    Peck;    Stableford 

Peck;     I  Greene; 

I   .    S      I'.  •  Foil  il       McLane;     Wesl 
•  in    Holly,   Greene 

CRl  I  N\  II  I  I 

HENDERSON    ADVERTISING    AGENCY 

7ith    /•'/.,    hisuran<  i-    lltiU..    (.  rcrni  llle.    S.    ' 

Betty    McCowan 

Genera]  Baking  Co.  (Bond,  Southern   Vrea), 

Greenwood   Packing   Plant,  Orders   Mattress 

t'n..  Texize   •  hemicals    •  lion-.  Ii.>l.|   cleaner) 

TENNESSEE 

i  il  u  rANOOC  i 

NELSON  CHESMAN  CO. 

l'Ii)  E.  ll'/i  Sl,  Chattanooga,  Tenn.    I  U 
6  1942 

Richard    H.    Leiper 

Fleetwood  Coffee  Co.  (regular  8  instant 

coffee,  tea),  Fonnis  Mfg.  •  o.  (toys),  Stand- 
ar.l  Iron  &  Wire  \\  nrk-  (misc.  ir..n  for 

home  8  office,  power  mowei  - 1 

MEMPHIS 

ARCHER  &  WOODBURY* 
Sterick    Bldg.,    Memphis,    Tenn.    Jackson 
f>-U09 

Harry  Woodbury,  Ward  Archer,  D.  H. 

Swearingcn,  C.   W.    Montgomery 

Mid-South  Chemical  (agric.  chems.),  Archer, 

Woodbury;  Mississippi  River  Highway  Vssn. 

i  ton ri- 1  promotion  assn.),  Montgomery; 

Russell  Reeves  <  ".  I  Olds  distJ.  Woodbury; 

Stephens  Bros.  (Carrier  distr.),  Montgom- 

ery; Wonder  Products  Co.  (hobby  horses), 
Archer 

GREENHAW    &    RUSH 

641     Sterick     Milt:..      Memphis     .!.      / 

Jackson   5-5596 

E.  B.  Greenhaw,  R.  H.  Jacobs,  Dora  Fur- 

gason 

The  AJoma  Co.  (lotion),  Bayuk  Cigars 

i John  Ruskin  8  Melba  cigars),  Home  Fed- 

eral Savings  8  Loan  \~n..  Humphrey's 
.Mills  (Honey  Suckle  corn  meal) 

EARLY    MAXWELL   ASSOC* 

Suite  137,  Hotel  GayOSO,   Memphis  3,  Term. 

Jackson    7-3428 

T.  J.   Foley,  Jr. 

SIMON    &   GWYNN 

Mem  pi,,,  il.  Tenn.    I  I 
7-169] 

H.    N.    Gwynn 

sjnerii  an    Snuff    <  ...     I  Garrett,    Dental    *\ 

IVai-h  MiulT-,  Bull-of-thc-Woods  <  h<u  inu'  I" 

li.K-ci.i,  \iii.ii.an  Tea  &  Coffee  <  ••.  <  \  <• 

Ace  coffee,  tea,  peanul  butter),  Tli<-  Humko 

Co.  1 1 1 1 1  in k. ■  shortening  i .  Rigo  <  bemical 

Co.  I  Kill..  Ko  insect  ii  ides » .  Ronco  Foods 

1  Ronco  spaghetti  prods.  I 

N  lSH"l  II. 1. 1. 
C.  P.  CLARK 

The    Penthouse,    .hums    Robertson    Hotel, 

Vashville    >.  Tenn.     tlpine  6-4179 

D.  G.  Goodwin,  pres. 

Firsl    \m.  National   Bank,  Nashville    fransii 

i  ....    \lr\   \\  ,ii  ii.  i   8   s..n    1 1   1  bank  < 

TEXAS 

\  \l   Mill.l.ll 

MONTE   ROSENWALD   &  ASSOC* 
II  ;    11.    Jth    v..    Amarillo,    Tex.    Drake 

6-7239  and  6-7230 

Monte  Rosenwald,  Dee  Lehr,  Lloyd  Cook, 
Leonard  Franseen 

Vdams  Hard  Facing  Co.  (farm  tools), 

Rosenwald;  <  onnall)  Implement  Suppl) 

I  ...  (wholesali  implement  distribs.),  Rosen- 

wald; Fir-t  Suppl)  '  ".  (TV,  automotive), 

Lehr;  Garnet  Motors  (Olds,  (  adillai  I,  Lchr; 

JeolTr..\  Mfg.  (plows,  farm  equip.),  Rosen- 

wald; Kim:  Trailer  8  Equipment,  Franseen; 

Panhandle  Associated  Grocers,  Rosenwald; 

Panhandle  Optometric  Society,  Lehr;  S 

Pipe  &  Steel  Co.  (irrigation  casing,  well 

supplies),  Rosenwald;  Southern  Farm  Sup- 

ply    i  commercial    fertilizer),    Cook;     I 

Evans    See. I    '  o.    '  proi  essor,    wl   

Geld  seed),  Rosenwald;  Willborn  Bros 

'lank-,   pipe),   Rosenwald 

\i  -iin 

SYERS,   PICKLE  &  WINN 

204  IT.  I6tfi   -        '■        it  1,  Tex.  (,r  2-7226 

Bob  Peck,  Ro  Ordway,  Wmdy  Winn,  Bon- 

ner McLane,  Ed  Potter,  W.  E.  Syers,  Dave 

Taylor,    John    Greene,    Bill    Morrow 

I  ROW  N-MI  I  I 

RICHARDSON    ADVERTISING    AGENCY 

,  in     /(  ,  I  ■  , 

B42 
James    W.    Richardson 

i  I  [ercules  Powdi  i      ?oi 

aphene  • .    <  rwens    Meal    Pai  -  I         Port 
ill/,  i   \   <  bemical   I 

BLOOM    ADVERTISING    AGENCY* 
|.;i  Fidelity  I  nun  Tea 
Riverside   8  1736 

Walt    Brownficld 

\i.     I   I     Stores,     Bankston-Hall     Motors 

I  Old- 1 .  i  .in  iei  !!"•  k  <  ...  '  ,iii  conditionii 

i  lentenniaJ   I  iquoi    Si  I     izer  \\  Ii" 

i ..   | ,,  ,  .       Q 

hoff  beer),  •  -I"  (cleaning  system),  Ed  Mahei 

I        (Ford),   Pi  psi-(  ola   Bottling 

Pesl     Guard     Prods,     (insecticide),     Morris 

Robinson    (Do   .     PI)  mouth  • .  Sani-Wax   ' 
5ani-f  I,     Julius     Schepps 

I I  i 1 1 1 i<>r  ili-tr.  i .  Skillern's  l  -  I  itche 
Goettinger  Co.    (dept.   store),   Zale    f< 

i  chain    ston  -  • 

WARREN    K.    BREDLOW   ADV.   AGY. 
Doll       I,  1 7-K 

Warren    K.    Bred'ow,    Betty   A.    Baxter 

Duke-Doyle        (appliances),       \  -  nt-A-Hood 
i  cooking  ventilator  > 

HEPWORTH    ADVERTISING    CO. 

Till  Reserve  Loon  Life  Rid?..  Dallas,   i Randolph 

Winston    Ball,  Jr.,   S.   W.    Hcpworth,    N.    C 

Olson 

Broi  I  id  dressing  l .   Hep- 

worth;     I  '  Ball;     I 

(bar!  ke,  etc.),  Hcpworth;   ('.     |.\ Hepworth;    Stan 

Hcpworth;   Belli    Roberts  Corp.   (hand 

--.in  cream),   Hcpworth 
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Montgomery 

Airlines,  Texa-   School   of  Practical 
ing 

iTCLIFFE   ADVERTISING  AGENCY 

501  Mercantile  Hani.  Bldg.,  Dallas   1.  Tex. 
PA  8035 

Morclle  K.  Ratcliffe,  Jr.,  medio  dir.;  Wil- 

da   H.  Wilson 

First  Federal  Savings  &  Loan  Assn.,  Mag 

nolia  Petroleum  Co.  (Mobilgas,  Mobiloil), 
Mercantile   National    Hank 

ROGERS  &  SMITH   ADVERTISING* 
L025    Insur-O-Medic    Bldg.,    Dallas.    Tex. 

Riverside   1-60  I  1 

Howard  B.  Fisher,  radio-tv  dir.;  Mary 

Ann    Baccus,    ass't. 

T.  W.  Burleson  &  Son  (honey),  Dearborn 

Stove  Co.  (stoves,  air  cond.t,  Guiberson 

<  lorp.  (oil  well  supplies),  ICT  Life  Insur- 
ance Co.,  Jones  Blair  Paint  Co.,  Macatee 

(building  materials),  Min-O-Matic  Foods, 
Wolf  Brand  Chili 

TAYLOR-NORSWORTHY* 
820  N.  Harwood,  Room  510,  Dallas  1.  Tex. 

/'inspect   7773 

Helen  Barham,  media  dir.;  Benjamin  Jan- 

uary,  radio-tv   dir. 

American  Liberty  Oil  Co..  Barnhom,  Janu- 

ary; Dallas  Rupe  &  Son  I  investment  bank- 

ers, January;  Doran  Chevrolet  Co..  Janu- 
ary;  Finance  Trust   Co.,  January 

TRACY-LOCKE  CO. 

2501    Cedar    Springs    Road,    Dallas.    Tex. 

RI  8-1711 

Ernestine  Parker,  media  dir.;  Lawrence  E. 

DuPont,  radio-tv  dir.;  Paul  Girard,  Mar- 

garet   Denney 

Adleta  Company  (appliances),  American 

Brewing  Co.  (Regal  beer),  Mrs.  Baird's 
Bakeries  (bread),  Borden  Co.  (Southern 

Div.),  Burrus  Mill  &  Elevator  Co.,  Cham- 

plin  Oil  &  Refining  Co.,  Chance  Vought  Air- 
craft, Duncan  Coffee  Co.  (Maryland  Club. 

Admiration  coffee) ,  The  Frito  Co.,  Haggar 

Co.  (men's  slacks),  Imperial  Sugar  Co.  (cane 
sugar),  King  Candy  Co.  (chocolates),  Louisi- 

ana Quality  Pine,  Southern  Pine  Assoc, 

Stanback — Texas  Markets,  Thompson  Mfg. 
Co.,  Trans  Texas  Airlines 

EL    PASO 

WHITE  &   SHUFORD   ADVERTISING* 
1821   Wyoming  St..  El  Paso,  Tex.  3-4481 

Can  T.  White,  L.  Stanley  Shuford,  James 

McA.    Cook,    Louris    K.    Tishler 

\  hley's  (canned  Mexican  foods).  White; 
Hoke-Rawscn  (Sunland  potato  chips),  Tish- 

ler; O.  K.  Van  &  Storage,  Cook;  Packard- 

Bell  Co.    ( Radio-TV  sets),  Shuford;   Stand- 

,ii  J  Oil  Co.  of  Texas,  Shuford;  Turner's  Gen- 
eral Tire  Co.,  Tishler 

hum    wouth 

ROWLAND  BROILES  CO.* 
805  Dan   Waggoner  lililg..  Fort   Worth    I. 

Tex.    Edison  2-2261 

Claudia  Benge,  Maxwell  Goodman,  C.  C. 

Brown 

Bandera  Hat  Co.  (western  hats).  Benge; 

The  Camera  Simp,  Benge;  Ellison's  (home 
furnishings),  Goodman;  State  Reserve  Life 
Insurance  Co.,  Brown;  Texas  Motors  (Ford 

dealer),  Brown;  Typewriter  Supply.  Good- 
man; Wextfall  Oldsmobile,  Benge 

EVANS   &   ASSOC.   ADVERTISING 

909  Dan   Waggoner  Bldg.,  Fort   Worth  2, 

Tex.    ED  2-2201 

Barbara  R.  Seever,  media  dir. 

Ace  High  Co.,  Hawk  &  Buck  Co.,  William- 

son-Dickie Mfg  Co.  (men's  apparel,  work 
&   casual   clothes) 

GLENN    ADVERTISING* 
First  Life  Bldg.,  Fort  Worth,  Tex.   Edison 2-4476 

Merle  W.  Bell,  v. p.,  A.  G.  McDaniel,  John 

H.  Stewart 

Flour  Mills  of  America  (feed),  McDaniel; 

Fort  Worth  Sand  &  Gravel  Co.  (sand,  gravel 

&  ready-mix  concrete).  Bell;  Frontier  Pon- 

tiac  (new  cars),  McDaniel;  Globe  Labora- 
tories  (livestock  remedies),  McDaniel;  John- 

son Storage  &  Van  (long  distance).  Mc- 
Daniel; O.  B.  Macaroni  Co.,  McDaniel; 

Sakrete,  Stewart;  Station  WBAP-570-820- 

TV,  McDaniel;  Tex.  Dry  Concrete  (Sak- 

rete), Bell;  Texcrete  Co.  of  Ft.  Worth  (Tex- 
crete  Masonry),  Bell;  Twin  City  Concrete 

Products  Co.,  Bell;  Westronics  (recording 

instruments),  McDaniel 

WILLIAM   E.  JARY  CO.   ADVERTISING* 
1115   West  5th   St.,  P.  O.   Box   1816,  Fort 

Worth,    Tex.    Edison    5-9324 

Bill  Shropshire,  William  E.  Jary,  Jr.,  Mary 

Ruth    Googins 

Bebrick  Co.  (automobile  painting),  Jary, 

Jr.;  Daniel-Cunningham  (drug  store),  Shrop- 

shire; Hillard's  (Ford  dealer),  Googins; 
Leddy  Bros.  (Western  boots,  saddles,  cloth- 
ing) 

HOUSTON 

AYLIN    ADVERTISING   AGENCY* 
904  Lovett  Blvd.,  Houston   6.   Tex.    Jack- 

son 9-3766 

Josephine  Moore,  radio-tv  dir.;  R.  N. 

Aylin,  pres.;  Chas.  Lewis,  v. p.;  Robert  A. 

Lahr,  v. p.;  A.  P.  Cameron,  AE 

Apco  Prods,  (alum,  windows),  Aylin;  Albert 

Berry     (Dodge-Plymouth),     Moore;     Black- 

Black-Brollier  <  concrete  bldg.  mats.  i.  Lewis; 
James  Bute  Co.  (paint  &  wallpaper), 

Chrysler  Airtemp  of  Houston  (air  cond.), 
•  Hark  &  Courts  (office  supplies),  Moore; 

C.  B.  Delhomme  (Chris  Craft  Dir.,  Dist.), 

Moore;  Henke  &  Pillot  (supermarket  chain), 

Moore;  Johnston  Motor  Co.  (Ford),  Lewis; 

\rthur  Murray  Studio,  Moore;  Nichols  In- 
dustries (mfr.  toy  cap  pistols),  Moore; 

Rheem  Mfg.  Co.  (water  heaters).  Lewis; 

Trimlines    'reducing  system  I.  Moore 

BOONE  &   CUMMINGS* 3003    Louisiana.    Houston.    Tex.     Jackson 
8-5577 

Luun    Schutt 

DeMontrond  Buick,  Gulfgate  Shopping  City. 

Lack's  Variety  Stores,  Retail  Lumber  Deal- 
ers Assn.  of  Houston,  Sharpstown  (residen- 
tial development),  Straus-Frank  (appliances) 

FOOTE,    CONE    BELDING+ 
806  Main   St.,   Suite   1310,   Houston,    Tex. 

CA   8-0395 

Joann  W.   Prior,  media  dept. 

Gulf  Brewing  Co. 

RIVES,  DYKE  &  CO.* 2503   Robinhood,   Houston,    Tex.    Jackson 
6-2361 

Earl  Rives,  Claude  Henley,  Tom  Rogers, 

Jean    Brown 

C  &  I  Life  Insurance  Co.,  Rogers;  Delta 

Steel  Buildings  Co..  Henley;  Dowell,  Hen- 

ley, Brown;  Metallic  Bldg.  Co.  (prefabri- 
cated steel  bldg.),  Henley;  Stewart  &  Ste- 

venson Services  (irrigation  systems  and  in- 
dustrial Diesel  engine- i.   Rives 

RUTHRAUFF  &  RYAN 

5615   Fannin   St.,   Houston,   Tex.    Jackson 4-7531 

Ted  Keady,  Mary  Kay  Mansell,  Gordon Hill 

General  Elec.  Supply  (GE  prods.),  Hill, 

Mansell;  Gulf  States  Utilities,  Hill,  Man- 

sell;   Texas  State  Optical.    Keady,    Mansell 

TRACY-LOCKE   CO.* 
2332   West  Holcombe,  Houston,  Tex.    .1/"- 
hawk  7-3306 

Helen  Sanford 

The  Borden  Co. — South  Texas  Area  Only 

I  Borden's  milk,  Borden  &  Lady  Borden  ice 
cream),  Duncan  Coffee  Co.  (Admiration  & 

Maryland  Club  coffee!,  Tex  Sun  Corp. 

i  citrus  fruits  &  juices),  Trans-Texas  Air- 

w  ays 

l.l  BBOCK 

CRAIG    &    WEBSTER    ADVERTISING 

AGENCY* 

204    All    American    Security    Life    Bldg.. 

Lubbock.    Tex.    Porter   3-8238 
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CANADA'S  ONE 
COMPLETE  SERVICE 

FOR  RADIO  AND 

TV  ADVERTISING 

From  kine  recording  to  syndicated    I  V 

film    shows       from    tape    duplicating    to 

transcribed  radio  prom. mis      Caldwell's 

are  equipped  and  manned  to  suppl)  Canada's 

one  comprehensive  radio  and  television 

advertising  service. 

Montreal        Toronto        Ottawa         Winnipce         Vancouver 

Head  Offlce: 
t  it   Jakvis   STREET    -    TORONTO,   ONTARIO 

Telephone   WAInut   2-210.1 

TREAT  'EM   LIKE  GOLD! 

.  .  .  That's  what  we  tell  every  new 

employee   who   starts   work    at 

Sponsor    Handling  film  is  our 

business    It's  an  exacting,  precision 
kind  of  work  and  we  make  sure 

that  each  of  our  experts  takes  pride 

.  .  .  and  pleasure  ...  in  caring  for 

your   film 

W  r  i  tc  f o  r  t  he  I 
■  l<  m  i  ibi  s  Sponsor   Film   S 

operations   m   detail     Learn   why 
(  .id. i.i. i  s  top  agencies  consistently 
come  t<>  us  for  film 

SPONSOR  FILM  SERVICES 

443    Jarvis 

CORPORATION    LIMITED 

Toronto      •      Telephone   WAInut   4-1179 

CLOSED-CIRCUIT 
THE    EXCITING    NEW    MEDIUM    FOR 
SALES    MEETINGS,    TRADE    SHOWS 

AND  PRESENTATIONS 

Today's  clients  realize  the  dramatic 

impact  of  group  communication  .  .  .  the 

personal  message.  And  now,  more  than 

ever  before,  closed-circuit  telecasts 

are  in  great  demand  across  Canada. 

When  you  need  this  service,  think  of 

TelePrompTer — Canadian  closed-circuit 

pioneers. 

TelePrompTer 
OF      CANADA      LIMITED 

447  .1  ARMS  STREET  -  TORONTO.  ONTARIO 

Telephone  WAInut  3-8072 

QUALITY  AUDIOVISUAL 

EQUIPMENT  FOR   AGENCIES, 

STATIONS  AND  PRODUCERS 

Broadcasting,  telecasting  and  audition 

equipment — that's  our  business.  We  carry 

the  world's  most  famous  lines  ol  project- 

ors, playbacks,  tape  machines,  cameras 

and  liuhts — everything  you  need  for  suc- 

cessful audio-visual  presentations. 

Our   new  nt  catalo 

production    right   now.   /.'•-■ 
copy — and  <iet  full ■-  /,/ ,,(!■!,■■  ■  -  ting  us  ■  ■ 

ELL  -^tV  EQUIPMENT  CO.  LTD. V 
44"  J  \r\is  Street  -  Toronto,  Ontario 

Telephone  WAInut  2-2103 



JYERS    OF    U.    S. '  ontinued 

T.    Bruce       raig,    Leon    E.    Harris,    Robert 

Clark 

•  .    Products    I  I'm  II  Qualitj    Chekd), 
Main-    Life    ln-nrance   Co.,   Hi-D-Ho 

In-    (drive-in   cafes),  Holsum   Baking 

Lubbock     \  uto    Co.     (Ford),    Harris; 

Sellers,    Jondahl,    Jenkins    Furniture,    Jack 

(Sprattco    prods.),    I  nderwood's 
i.ii.    I  nited   I  hemical    I  lorp. 

■  >l  New  \|.  ....  (mfg.  watei  treatment  chemi- 
cals) .  Craig 

-  \\      \  N  lllMli 

TITLUK    ADV.* 

123    luditorium  Circle,  San    Intonio,  Tex. 

1    /  .5-6131 

Cnarl   s  Carolus,  Jack   N.   Pitluk,  Jack   N. 

Pilluk,  Jr.,  Louis   H.   Pitluk,  Sam   Riklin 

Bache  &  Co.,  L.  H.  Pitluk;  Bell-Kotzebue, 
Carolus;  General  Oldsmobile,  L.  H.  Pitluk; 

Joske's  <il  Texas,  Riklin;  Hayes-Sammons 
Corp.,  Carolus;  Pearl  Brewing,  J.  N.  Pit- 
luk;  Rainbo  Baking  Co..  Pitluk,  Jr.;  Roi  g< 

lein  Provision.  Pitluk,  Jr.;  Summers  Drug 

Store-.   Pitluk,   Jr. 

w  \i  o 

CENTEX    ADVERTISING    AGENCY 

117%  South  Sixth  St..  Waco,  Tex.     1-5112 

Thomas  Suits 

Frank  Smith  &  Sons  (fresh  dressed  chicken). 
Texas  Concrete  Works 

UTAH 

SALT    LAKE    I  in 

DAVID  W.   EVANS   &   ASSOC* 
110  Social  Hall  Ave.,  Salt  Lake  City   11. 

/  tuh.    Elgin  .,-2935 

Nora   Eddington 

Buehner  Block  Co.,  Courtesy  Motors  (Dodge, 

Plymouth).  Norbsst  Turkey  Growers  Assn., 
Porter  Walton  Co.  (seeds),  Safewav  Stores 

(Salt  Lake  Div.),  U  and  I  Sugar  Co.,  I  .  S. 

Steel  ( fertilizer  i .  Utah  Poultry  &  Farmers 

Coop.,  ZCM1    <dept.  store) 

FRANCOM   ADVERTISING   AGENCY* 

236  Edison  St.,  Salt  Lake  City  11.   Utah. 

Elgin  5-7507 

A.  Wayne  Baker,  Joseph  S.  Francom,  Jack 

Harvey,  Thayne   R.   Harrs 

\.    \.  Hi. me  Improvement  <  "..  S.   Francom; 

\..ilmi    I  umbel    <  i...    Harvey;    Ballard    Mo- 

:>f    Co..     Harvey;     Fred      \.    <  arleson    Co., 

Baker;     Foulger    Equipment     (  "..    Harvey; 

•i  Home  Bldg.  Society.  Francom;  Mira- 

Trim      (Dunfield-Durkee) ,      Francom; 

-.11    &    Merrill    Co.,    Harvey;    Nu    W  a\ 

Builders    Supply.     Harvey;     Pehrson     Hard- 

ware   Co.,    Harris;    Port-A-Table     (portable 

.achine),   Harvey;    Producers    Live- 

biock  Marketing  Vssn.,  Francom;  Redi- 
Foods,  Inc.  (frozen  foods  mlr.  i.  Francom; 

Rosen's  Original  Furmbilt,  Harris;  Sentinel 
In-.  Co.,  Baker;  Standard  Sales  Engineers, 

Harvey;  I  tali  By-Products  Co.,  Francom; 

Itch  'hemical  Co.  (  mfr.  chemical-,  farm 

fertilize]  &  Morgro  garden  prods.,  fertilizer 

£  insecticides)    Baker 

GARDINER  ADVERTISING  AGENCY* 
252  S.  Second  East.  Salt   Lake  City   11, 
/  tali.    Empire   M5573 

Harold   Gardiner 

Vrnold  Machinery  Co.,  J.  G.  Barton  Motor 

I  o.,  Mrs.  Condies  Salad  Co.,  Cook  Tea  & 

Coffee,  ExCelCis  Products  Co.,  Grand  Cen- 

tra]   Market-.    Hoi    Shoppes,   Dick    Morrison 

Tire  Co.,  E.  C.  Olsen  Co.,  Shingleton  Pfaff 
Distributors,  I  tab  Canning  Co.,  Wilson 

Products  ( !o.    (  f   1 1 

HARRIS  &  MONTAGUE  ADVERTISING* 
1515  Walker  Bank  Bldg.,  Salt  Lake  City, 

I  tah.    Empire  3-8815 

R.  T.  Harris,  R.  G.  Love,  K.  E.  Montague, 

J.  M.  Fitzpatrick,  F.  E.  Peek,  R.  W.  Wood 

Associated  Grocer-  (stores),  Wood;  Clover 
Club  Foods  Co.  (potato  chips,  etc.),  Harris; 

Morning  Milk  (evaporated  milk),  Harris, 

Love;  Weber  Central  Dairy  (dairy  prods.), 
Harris,   Peek 

VERMONT 

WHITE    RIVER    JUNCTION 

WARK    ASSOCIATES* 
White  Rircr  Junction,  Vermont.    1023 

Stewart  Work,  A.   E.  McCollom 

Bromley  Ski  Area,  Manchester,  McCollom; 

Hartness  House,  Springfield.  Yt.,  McCollom; 

Sewards  Dairy  (dairy  prod-,  i .  Work;  Twin 

State  Fruit  Corp.  ( food  &  beverage  whole- 
salers),    McCollom;    Vermont    Assn.   of   Ins. 

\gt-..    Work;    Vermont    Natives    Industries 

I  Bridgewaterl .   Work 

VIRGINIA 

RICH  Ml  I  Ml 

CARGILL  &  WILSON* 
11     South     Second    St..    Richmond,     la. 
3-4307 

Robert  C.    Hall,   Jr.,   Gay   O'Brien 

City  oi  Richmond  (utilities),  Commonwealth 

\alural   Gas   Corp.,   Larus   &    Bro.    (Domino 

cigarettes),  Life   Insurance  Co.   of   Virginia, 

Masscy.  \\   I  &  West    i  coal,  fuel  oil).  Sam 

M.  I). mill   \  Sims   (food  prods.),  Portsmouth 

Gas    Co.    (natural    ga-  • .    Sniithfield    Packing 

Co.  'meat- 1.  \  a.  Elec.  &  Power  Co.,  \  a. 
skyline  Co.  (travel) 

CABELL  EANES* 509  West  Grace  St.,  Richmond,  Va.  7-4013 

J.  C.  Eones,  F.  W.  Morse,  R.  R.  Mau, 

Harry  D.  Moore 

Mieairiiu  Marine  (speed  boats),  Mau; 

Christian  Children's  Fund  (adoption  of  or- 
phan-'. Morse;  Southern  Lightweight  Ag- 

gregate Corp.,  (Solite),  Moore;  Southern 
Materials  Co.,  Moore;  \  irgicia  Elec.  & 

Power  Co.,  Eanes;  Virginia  State  Apple 
(  ..linn..   Morse 

WASHINGTON 

SEATTLE 

CAIL    ADVERTISING    CO. 

801  Joseph  Vance  Bldg.,  Seattle  1,  Wash. 
Seneca  1622 

William    M.    Gail 

L.   E.    Belcourt    (DeSoto-Plymouth) .   Golden 
Glint    Co.    (cosmetics) 

BOTSFORD,    CONSTANTINE    & 

GARDNER* 

1400    Tower   Bldg.,   Seattle,    Wash.    Elliott 
3523 

John   P.   Heverly 

Olympia   Brewing   Co.,   Wash.    State   Ferries 

COLE   &  WEBER 

920     Republic     Bldg..     Seattle     1,     Wash. 
Elliott  7377 

Colleen    Mattice 

Centennial  Flouring  Mills,  General  Ins.  Co. 
of  Am.,  D.  K.  MacDonald  Co.  (insurance), 

Medosweet  Dairies,  Pacific  Food  Products, 

Pacific  Telephone  &  Telegraph  Co.  ( Wash- 
ington &  Idaho  areas),  Washington  State 

\[ iple   Comm.,   Weyerhaeuser   Timber  Co. 

MILLER,    MACKAY,    HOECK   & 

HARTUNG* 

510  Virginia  St.,  Seattle   1.   Wash.    Mutual 
6363 

Robert  H.  Wesson,  media  dir.;  Irving  Hill, 

ass't.  media  dir.;  Gerald  A.  Hoeck,  radio- 

tv  dir.;  James  R.  Miller,  Wallace  J.  Mac- 

kay,   Phil   A.    Reilly,  John   L.   Kime 

Bardahl  Mfg.  Corp.  (oil  additive),  Wesson, 

Hoeck;  Brown  &  Haley  i  candy,  almond 

roca,  mountain  ban.  Wesson,  Hoeck;  Bu- 

chan  Baking  Co..  Hill,  Mackay;  Charbon- 
neau  Packing  Corp.  (tree  top  apple  juice). 

G.  P.  llalferty  Co.  (Pioneer  clam- 1.  Wes- 
son, Kime;  Seattle  Packing  Co.  ( Bar-S 

prods.  &  Sen  l'  meats  i.  Wesson,  Mackay; 
Sicks'  Seattle  Brewing.  Wesson,  Miller 

(List  continues  on   page   61) 

SI'UNMIU 

31    AUGUST    l'>~>. 
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44 Todd  Storz  lit  a  fire 

in  Omaha  when  lie 

bought  KOWH," 

Back  in  '49  KOWH  was  small  and 
unknown;  it  needed  the  guiding 

hand  of  a  dynamic  personality . . . 

new  ideas,  new  programing,  new 

business.  A  made-to-order  buy  for 

Todd  Storz  and  his  "New  Look"  in 
radio.  So  he  bought  it. 

Almost  immediately,  the  station  took 

on  new  life  as  the  Storz  concept 

came  into  sharp  focus,  and  the  first 

Storz  radio  operation,  aided  by 

strong  national  advertising,  became 

known  in  the  far-flung  corners 
of  the  nation.  It  was  the  start  of 

one  of  radio's  most  amazing 

success  stories—  Si  SUCCeSS 

that  grew,  and  grew,  and  grew! 



"How  did  Storz 
build  his  success 

and  acceptance?" 

NT 

"Advanced 

programming 
ideas  did  it, 

supplemented  by 
an  alert  sales 

and  promotion 

policy." 

The  sales  policy  was  simple.  It  was  based  upon  hard-hitting  sales 
representation  plus  aggressive  trade  paper  advertising.  SPONSOR 

went  to  work  for  Storz  in  1951  at  a  modest  first-year  salary  of 

$280.50,  the  beginning  of  a  long  mutually-profitable  relationship. 

With  KOWH  a  solid  success,  in  1953  Storz  bought  WTIX. 

New  Orleans,  and  put  it  under  the  experienced  leadership  of 

Fred  Berthelsen.  In  May  1954,  10,000-watt  WHB  in  Kansas  City 
came  into  the  fold,  with  youthful,  dynamic 
George  W.  Armstrong  at  the  helm. 

Throughout  this  period  the  Storz  stations  expanded  their  trade 

paper  push  although  their  big  national  spot  recognition  was  still  to 
come.  By  1955  (with  WHB  in  the  fold)  the  Storz  trade  paper 

budget  had  grown  t<>  s2~>.000-with  national  spot  revenue 
jumping  from  13.8??  of  total  income  the  previous  fiscal  year 

to  22. b'<   in  1954-55  (July  through  June). 



"Look  at 
this  STORZ 

spot  jump. 
In  1955 

over  50% 

above  1954." 

"And 

look  at 
SPONSOR, 350%  above 
the 

previous 

year." 
The  three-station  Storz  income  for 

the  fiscal  year  1955  was  triple 

that  of  1954,  the  first  full  year  of 

operation.  National  spot  income  was 
five  times  that  of  1954,  thirty  times 

that  of  1950,  and  a  very  healthy 

22.5%  of  total. 

The  investment  in  SPONSOR  was 

more  than  tripled  during  1955;  wai 

forty  times  that  of  1951 ! 

Storz,  ever  dynamic,  continued  to 

grow.  WDGY  in  Minneapolis- 
St.  Paul  was  added  in  January  1956 

WQAM  in  Miami,  under  creative 
Jack  Sandler,  in  May  1956.  Today, 

with  the  sale  of  KOWH  in  1957,  thei 
are  four  stations  in  the  group, 

individually  vital  and  important, 

collectively  one  of  the  dominant 
forces  in  American  radio. 

Where  is  SPONSOR  in  the 
STORZ  story  today? 

The  top  magazine  on  a  four-magazin 
schedule ;  with  a  total  budget  nearly 

equalling  the  other  threee  combined. 
Over  one  hundred  pages  in  the 

single  year  1957,  a  schedule  which 

proves  what  Todd  Storz  preached— 
namely,  that  a  strong  saturation 

campaign  in  the  *1  medium  (whethe] 
radio  station  or  trade  magazine) 

is  mighty  good  business. 



it 

Here's  the  Storz  Story 

in  dollars-and-cents. 
»» 

Fiscal 
Year 

Ending 

June  30 SPONSOR 
Magazine "B"  * 

Magazine Magazine 

VVD" 

Storz  National 

Spot  Revenue 

%  Spot  Is of  Total 
Revenue 

1950 
— 

$  9,000 
— — 

$     11,000 

7.4% 1951 $    280 9,500 
— — 

23,000 10.1      ■ 

1952 4,233 10,000 
$   840 

— 
29,000 

9.4      | 

1953 6,077 10,000 925 — 
52,000 

14.3 

1954 2,796 10,500 925 — 

62,000 
13.8 

1955 
9,118 14,400 1,600 

— 332,000 

22.5      | 

1956 24,132 23,200 2,800 
— 723,000 27.6      ! 

1957 38,317 27,750 4,470 
$13,500 

1,622,000 
34.5      j 

'Appropriations  for  Magazines  %XB"  and  V*C"  approximated   for  years  prior  to  1957. 

K0WH        WTIX 
Omaha 

1949-1957 

New  Orleans 

August,  1953 

WHB 
Kansas  City 

May,  1954 

WDGY 
Minneapolis-St.  Paul 

January,  1956 

WQAM 
Miami 

May,  1956 



44 

Seems  like  everyone's  happy  with  SPONSOB 

"SPONSOR... 'must' 
reading  for  all  in 
the  broadcast  and 

advertising  field" ADAM    YOUNG 

"When  we  write  Storz 
ads  for  SPONSOR, 

we  know  we'll  be  seen 

by  a  lot  of  somebodies' 
HARRY    LONDON 

/4<UUK  tfioCUtfy  ̂ ttC. 

RADIO    STATION    REPRESENTATIVE 

HENRY  J  KAUFMANS  ASSOCIATES 

1419  H  STRSKT.  N.W.  •  WASHINGTON  5.  IXC. 

3   EAST   54*    STREET.   NEW  YORK   22.  N.  Y.     .     TELEPHONE  PLAZA   l-4»48 

June  12,  1957 

Mr.   Mormon  Glenn 

Sponsor 
40  E.  49th  Street 

New  York,  N.  Y. 

Dear  Norm: 

I  hove  always  been  a  firm  believer  in  the  value  of  trade  paper  advertising. 
It  is  the  obvious  way  to  reach  our  prime  prospects  in  selling  broadcast  facilities. 

If  I  had  needed  any  further  convincing,  the  success  of  Todd  Storz'  campaign 
in  Sponsor  would  have  done  it.    Every  Storz  ad  in  Sponsor  has  attracted  attention, 

comment,  and    -   what  is  most  important  -  interest" I  believe  that  Todd's  insertions 
in  your  magazine  have  been  a  definite  aid  in  our  spot  sales  efforts. 

Obviously,  the  advertisements  alone  would  have  been  of  little  value  if  the 

editorial  content  of  Sponsor  had  not  made  the  magazine  "must"  reading  for  all  of  us 
in  the  broadcast  and  advertising  field.    Every  issue  is  vital  and  important,  and  this 
vitality  and  importance  odd  impact  to  the  advertising. 

Congratulations  on  the  fine  job  you  are  doing  for  the  sponsors  -  and  for 
your  odvertisers. 

June  3,   1957 

Mr.   Norman  Glenn 
SPONSOR  Magazine 

i0   East  49th   Street 
Ne*   York,  he*  fork 

Nearly  three  years  ago,   Nornan   .    .    . 

...    we  were  appointed,  as  adver-  for  three 
Storz  Stations,    PJHB  cquired  just  a  few  months 
previously.      Even  at  that  juncture,   Todd  Storz  wbs  a  najor 
trade  press  advert!:  -        playing  a  signifi- 

cant role  in  Storz  Station  growth. 

At  this  writing,  there  are  five  Storz  Stations.  It  takes 

a  word  like  "phenomenal"  to  describe  what  has  happened,  as 
you  can  see  from  the  progressive  billings  figures  supplied 
to  you. 

Those  intervening  years  b  iced   by  a  sharp  in- 
crease In  Storz  trade  proration.      The- Storz  Stations  are 

now  aaxmg  the  biggest  users  of  the  industry  pr^. 

don't  have  to  tell  you  how  great-  a   shared  in 
this  Increase. 

The  rapid  growth  of  Todd's  expenditure  with  you  should  oe 
ample  and  gratifying  evidence  of  t&e  fine  job  bPONbOh  has 

done. 

All  I  have  to  add  is  this:     Cert 

ment  or  series  of  ads  —  however  arreftinp  or  convir. 
can  hope  to  aalce  a  point  .  e   somebody  to  see 

it.      Khen  we  write  Storz  • 
seen  by  a  lot  of  somebodi«s. 

Kindest  personal  regards. 

Cordis . 

Hziffli  J.    KAuiUAh  a  nSU)CI*T&S 

Z^y 

C  M  I  C  AOO ST.   LOUIS LOI  ANOIIIS SAN   F  I  A  NCISCO 



1  ri Storz  trade  paper  campaign. 

**< 

"SPONSOR  has 
certainly  planed  a  vital 

role  in  our  development" 

"Your  flood  publication  has 
been  the  recipient  of  a 

substantial  portion  of  this 
investment  since  the  first  iss 

TODD    STORZ 
JOHN    BLAIR 

THE    STORZ    STATIONS 

222  SOOTH  ISXI    5TTUrr 

OUAHA2.NEMA3LA    

"— ""■  May  25.    1957  ZSZZF"" 

Doer    lonui, 

In   the   relatlYely  abort  hiatery   of  the  Stars  Stations,    hardly  a 

aonth  baa   peeaed   which  baan't   dereonstreted  with  great    lap  .ot   — 
tba   importance  and  ralua  of  our  national    spot   prasMtlon  in   tba 
trada  preee. 

fa   faal   tbla   laportanca  and  ralua   In  aur  pbanaaianal   growth  in 
national   spot   billings  —  no*  running  at   (200,000   par  aonth. 

flltbout    trada   promotion,   which  rallaa  heavily  on  Sponsor,   all 
our  otbar   afforta  oould  have   fallsd   to  bear  fruit.      I   rafar   to 
tba   treevendoua   amount   af  energy  and   thinking  which  «a  devote   to 
tha   creation  of  a   fraah,    listsnnble,   attractive   asund.      Tbaas 

afforta   have  brought   to   aaob  of  our   etatlona   tha  big  audlanoa  In 
Its   market.      Theae   big   audlancaa    have    anablad   us    t»   plaoa    In    tbs 
bands  of  our  national    representatives   powerful   aalling   toola. 

But   even    tba  Boat    povarful    story    In    tba   hande   of   our   ooapetent 

and   rosourosful   raps,    cannot    ba   driven  boas  with   full   foroo  un- 
laaa  aur  proapaota  ara   exposed   to  a  oontlnuoua   pracondltlonlng  — 
both  as   to   tha   Stars  oonoopt  of  ssiliog-vie-redie,   and  «hat   tbs 
individual   stations  havs   aocoapliehed  in   thsir  aaxksts.      Our 

experience  haa   been  that   whan  wo   (or  our   ropa)   call   an  a   tlae-buyer, 
ha    already    fcnowe    tha   Ston    etery. 

That'e   all   we've   ever   asked   af   our    trade   proaw.iori   —   and   we've   boan 
getting  Just    that    froa  Sponsor,    in  full  aoaaura. 

I  can't   holp  but   think  back  to   our  firat   days   in  radio,      la  wars 
Jus*,   beginning   to   Croats  a  asja   kind  of  radio,   and  you  wsro   Just 
starting  out    to  craata  your   apoclal  kind  of  Industry  publication. 
It' a   interesting   to  Dots   tbs   perallsls  in  our  growth  ar.d  youra. 
I   don't  know  to   what  extent  you  oan  credit    the   Stors   Stations  with 
ycur  development  —   but      Sponsor   bae   certainly  played   e  Tltel   role 
in  ours. 

Cordially 
Cordially  xauxe, 

JOHN  ttl.MK  /    COMRANi 

Mai   26, 

Mr.  Norman  R.  Gltnn, 
Editor 
Sconsor  Ma  ga  line 

W  Eaat  h9tt  Strict 
Rev  Tort  17,  Hev  Tork 

>ar  Nor-: Probably  th«  best  teatueonlal  w  can  glee  to 
lnnil  of  trad,  paper  advertising  In  the  croadcas ting 
field  It  our  owr.  ccr.tlnuouj  use  of  our  Industry  trade 

papers  for  our  company  advertising  over  a  period  of  more 
than  2k  years.     Tour  good  publication  haa  bean  the  n 
ant  of  a  aubatantlal  portion  of  thia  lnrtstaent  alnce  tha 
first  Una. 

meat  la  true  of  our  coxrany  aroulc   similarly  be   tr-j*   fcr 
radio  stations.     A  well  operated  radio  station  alamye  haa 
a  sound,   consistent  sales  story  to  present  to  Its  clients, 
and  trade  paper  proavtlon  represents  an  opportunity  to 

keep  the  story  before  the  trade  on  the   sane  bead  - 
aekea  good  consumer  advertising  succesaful  -  consistency 
and  cor.  *.  1.- ui  ty . 

Beat  personal   regards, 
;.-.:»r»:j  . 

TS/rep Tedd     Start 

I 
ATUAVTA  F  CHICAGO  DALLAS  D«TT»orT 

LOSAKOKLSfl  Rtw  TOW  Ml  StATTt-E 



SPONSOR 
the  only  magazine  serving  the 
broadcast  industry  that  is  completely 

pin-pointed  to  agencies  and  advertisers. 

SPONSOR 
largest  circulation  in  the  radio 
and  TV  field  among  agencies 
and  advertisers. 

SPONSOR 
geared  for  on-the-spot  reporting  and 
interpreting  of  major  developments 

in  the  swift-moving  broadcast  field. 

SPONSOR 
number  one  magazine  in  the 
broadcast  field  according  to 

independent  surveys  (see  the  latest 
SRDS  studies  for  the  most  complete 
analysis.) 

SPONSOR 
with  nearly  1,000  subscriptions  at 
the  40  leading  advertising  agencies, 

covers  this  big-buying  group 
most  effectively. 

"SPONSOR  means  action  .  .  . 

brings  you  resultful  advertising." 
40  East  49th  Street,  New  York   17,  New  York 

Chicago    •    Los  Angeles    •    Birmingham    •    Philadelphia 

the  weekly  magazine  radio  tv  advertisers  U\ 



TIMEBUYERS   OF    U.    S. 
ittttntii-il 

-i  Miii.  i '  ontwuea  > 

PACIFIC    NATIONAL    ADV.    AGY." 

2124  Fourth    ive.,  Seattle  I.  II  ash.   Elliott 

I  mi 

Gertrude    M.    Nyman 

Burton   Shoe   Store*,   •  arstens   Packing    I  o 

i  (  arstens  Hygrade     meal     i   la.:     wienera, 

hams,  bacon,  sandwich  meat,  etc.),  <  hero 

Growera  8  Industries  Foundation  (canned 

\\  eatern  sweel  •  hemes  ' .  Fiahei  Flout  in 

Mills  «  o.  (ZOOM,  Fiaher's  blend  Bour,  pan 
cake  mis  #27,  etc),  Hesperian  Orchards 

i  gifi  packed  Hesperian  fruits) .  [mperial 

i  land)  <  o.  '  Societe  brand  chocolates  and 

candies),  Radio  Station  Kol  .  Seattle,  I  ang 

S  i  o,  (G  .1,1  Shield  cofiee),  MIXI  0  I  Dair) 

Queen  di  ive  in  ii  e  i  ream  stores  I .  Nalley's 

(mayonnaise,  salad  dressings,  canm-d  gooil-, 

potato  chips,  etc.),  National  Fruit  Canning 

Co.  (\  alamounl  brand  jams  and  jellies  I . 

Mil  Heal  Institute  of  Washington  (dealers 

organization),  Pacific  Coasl  Canned  Pear 

Service  (industry  promotion  sponsored  b) 

packers  8  growers  "I  3  Wesl  I  oaal  States), 

Rossoe  Mfg.  Co.  (oil  heat  dealer,  heating 

equipment),  Tradewell  Stores  (super-mar- 
kets) 

SPOK  \M 

PACIFIC    NATIONAL    ADVERTISING* 

II  est     HIS    Broadway,    Spokane,     Wash. 

I nil  in  \  7-9585 

Calif.  Spra)  Chem.  (orchard  -prays),  Car- 

sten's  Hygrade  Packing  (meat),  Columbia 

Elec.  8  Mfg.,  Detecto-Fire  (home  fire  alarm), 

Inland  Empire  Dairymen's  \--i>c  MeCul- 

loch  Equipment  Co.  (chain  saws),  Mom-mi 

Suppl]  Co.  (farm  equipment),  Washington 

State  Wool  Growers,  Esther  William-  Swim- 

ming Pools  "l  Inland  Empire,  Yakima  Dairy- 

men's    \--oc. 

WISCONSIN 

CRI  i  N    r,\\ 

R.  C.   BRETH* 

Boa    l-'H.  .ill)   Pine  >/..  Green   Km.    Wis. 

Hemlock  2- 1650 

R.  C.   Breth,   Blaine  Williams,  V.  G.  Geisel 

Vdams  Co.,  Breth;  HAR-MAC,  [nc,  'mobile 

homes),  Geisel;  Marplex  Prods,  (novelties), 

Breth;    I  nil    Structures    (laminated    rafter-. 

beams),  Williams;  \\   Qot  Seed  Co.   (trees 

8  shrubs  8  seeds,  Breth;  WSA1    TV,  Geisel 

M   IDISOfl 

MADISON    ADVERTISING    AGENCY* 

2435     Atwood      ive.,     Madison     3,     Vis. 
Cherry    1-1388 

Fred  A.  Rickli,  Fred  W.  Hinickle,  Edgar 

Mercer 

\m     Dain     Vsan.    ol    W  i       Mercer; 
Burn  Ii    Pn  I   el      Rickli;    Efl  Bn  wing 

i  ....  Rickh;  k  ipfei   Prodi    '  orp.  '  bulk  milk 
i      Rickli;     Madison     Mobile     Homes 

Mercer;    I  lid    I  lm    Mill-    '  livi 

Rickli;  Sun   Pi  hi  il    In.    h.  ].l.    I  n 

.mi.,  raci    I,  \  ii. i  Tin-  Corp    (Hi-Co   feed  >\ 

.  quipmenl  > .  Rickli 

ARTHUR  TOWELL 

U9     \l,n,,„„,      t,r.,     \l„,l,s,,„,     R 

Thomas  Towcll,  media  dir.;   Fronk   Pcthcrs- 

ton,    Arthur    Towcll 

Farmers  Mutual,  T.  Towcll;   Mautt  Painl  >\ 

Varnish  '  ....  A.  Towcll;  Oscat   Mayei  -n  I 

A.  Towcll;   National  Guardia  I  iffe,  T.  Tow- 

ell;    Red    D..I     I    I-.    Inc.,    Pcthcrston 

MILWAUKEI 

FRED  J.   CHLUPP   ASSOC. 

//  isconsin    Tom  r,   Room    l  W9,  606    II  est 

II  is,  onsin    l  •  i      MUu  aukee   '..  "  is.   Bra 

way   6-3354 
Fred   J.   Chlupp 

Armstrong  I  ire  Sales,  Beco,  i  ordes  Suppl) 

Co.,  John  II. in-  i  Soap  •  "..  Herzigei  Sausagi 

Co.,  Milwaukei  Stove  8  Furnace  Suppl) 

Co.,   National    In.-.   Rennet    Oldsmobile 

CORMACK-IMSE    ADVERTISING 

2040   II.   Wisconsin     he.,  Suite  Tin.    Mil- 

walkee  3,   II  is.    Division   2-8770 

Gordon   W.    Imse,  J.   A.   Cormack 

Patek  Brothers   (paints),  Cormack 

THE   CRAMER-KRASSELT   CO. 

733   V.  Van  Buren  St.,   Milwaukee  2,  IPis. 

Broadway  6-3500 

Roger  Le  Grand,  v. p.  in  chg.  radio-tv; 

Loretta    Mahai,    radio-tv    timebuyer 

\ 1 1 1 in i n 1 1 ii i  (   I-  M fg.  i  ...  I  M ii i"  alumi- 

num cooking  ntensils),  Associated  Hospital 

Service  I  Blue  I  i..--.  Blue  Shield),  Milwau 

kee,   Evinrude    Motors    (outboard    motors) 

ROY    A.    FRANKE    AGENCY 

500    II  est     \  ational     ive.,     Milv  aukee     I. 

Wis.    Orchard  2-3859 

Roy    A.    Franke 

Porcelene  '  repair  for  chipped  porcelain  ' . 

Purd)   Steak  I  oi  p.    '  frozen  meal   pr. nl~.  t 

BERT    S.    GITTINS    ADVERTISING 

739     \.    Broadway,     Milwaukee    2,     Wis. 

Brouilu  m    6-59  I  I 

LaVerne   T.    Laustsen,    Esther    Blo«.k 

Ulis-Chalmers,  Tractor  Group,  Block; 

Plankinton  Packing  Co.,  Block;  Wm.  F. 
Kenk  S  Sons  (corn,  grains),  Block;  Swift  8 

(  ...    (feeds,   plant    I   Is,   hatcheries),   Block 

HOFFMAN   &  YORK" 808     \.    Third    St..     Milwaukee    3,     IFis. 

Broadway   '>h510 

Jo-.eph    P.    Mulvanny 

Dremel  M Mid  Si  tti  •   SI   orp     Sim| 

KLAU-VAN    PIETERSOMDUNLAP' 

,  1 1  \    /  ourth  s'     '•■' 
ii  in      I  '. 

Edward   F     Ritz,   Roy  A     Hcckcnbach 

I  be  Bordi  □  <  ...  Gridli  j  Div.,  Gi  neral  Mills 

i  poulti  v    .iii.I   .niiiii  il    feeds  I,  H<  ' 

i  poulti  \  and  animal  dedit  anl  -.  disinfi  1 1 
in-, .  tii  i.l,  -.  rodt  mi.  1. 1.  - ' .  Manitowoi    I  quip 

in.  hi     i  ...     (freezers)       M u<  Uei     '  lim 

'  iiiiii.i.  es,  boilers,  »  int<  i  ail  •  ondil ionit 

cooling    equipi   1 1 .    Sohio    •  hi   al 
i chemii  il   t..i    i-i  ii  uli un    and 

MORRISON,    GREENE,    SEYMOUR 

00    West    I   :■  ■     St.,     Milwauki  i      9 
Division    l  1800 

E.    J.    Morrison,    J.    M.    Greene,    E.    W.    Sey- 

mour,  W.   S.    Kuswa 

Brook  Mill  r iirin-.  (  urdol  tc  Food  G      I     R 

Dengel,    k.i|i|in-    Bakeries,    Lappin    I  !• 
Standard  Steel  Prods,  Mfg    Co.,  Boh  5 

Men  nr\ 

PAULSON-GERLACH    &    ASSOC. 

606    "  .     Wisi  onsi  n      ive.,     Milu  aul  ee    3, 

II  is.    Broadway    1-6877 

R.      W.      Hoover,      radio-tv      dir.;       Eleanor 

Weiss,    media    dir;    F.    Fisher 

Golden     Guernse]     Dairy,     Hoover;     Ripon 

I   I-    (cookies),   Hoover;    Wisconsin    Stati 
I!. ink.    Hoover 

SCOTT- 

HI    I .     Mason    St.,     M 
 

Wis 

Broadway  
 
6  I 

Harry      Scott,      John      Reynolds,      Marshall 

Scott 

Indian    ["rail    I   Is,  Jim   km:.'    (I  hevrolet), 

Mfg      i  -      Reynolds 

in  .  INOMOWOI 

KECK    ADVERTISING    AGENCY 

135-  I    ̂   orth    Main   v..  Oco  Wit 
■    7-4 167 

Pete    Keck 

i     <  land)    i  ...     i  Nut    i  hips  I . 

i  hickeu  Dinner,  I  lenver 
di   bars) 

R  M  INI WESTERN    ADVERTISING   AGENCY 

610   u  Wis. 

O.  C.  Jensen,  T.   B.  Gilhooley 

J.   I.   <  ,i-    i  ...    i  farm   implements),  Jensen; 

Wesl  Beinl  Alumiii  Gilhooley 

SPONSOR 31    AUGUST    195. 61 



"TAKE   MY  SHARE   OF  THIS 
RICH  AND  READY  MARKET!" 

Yep  .  .  .  that's  the  biggest  share  .  .  .  the  lion's  share  of  the  market  that 
feeds,  clothes,  transports  and  shelters  more  than  90  million  people  in 
Hometown  and  Rural  America. 

"Aly  share,"  says  Leo  the  Lion,  "is  the  biggest  share  because  I  reach  it 
through  958  affiliated  Keystone  Broadcasting  System  radio  stations. 
And  I  reach  it  more  completely  than  any  medium  going  into  the  area  .  .  . 

with  results  that  will  make  you  roar  with  delight!" 
Nicest  feature  of  all  about  KEYSTONE  is  the  fact  that  you  can  pick  a 

network  to  fit  your  special  needs  and  select  your  time  to  suit. 

"We'll  be  glad  to  come  to  see  you — take  your  marketing  problem  or 
your  special  test  sales  promotion — and  tailor  a  network  to  fit  like  a  glove  .  . 
S>0  stations  or  958  as  the  case  may  be. 

Call  us — no  obligation  for  you  and  a  genuine  pleasure  for  us  to  show  you 

how  you  can  be  "king"  in  rich  and  ready  Hometown  and  Rural  America! 

Send  for  our  new  station  list 

CHICAGO  NEW  YORK  LOS  ANGELES  SAN  FRANCISCO 
111  W.  Washington 

Sta  2  8900 
527  Madison  Ave. 

ELdorado  5-3720 

3142  Wilshire  Blvd 

DUnkirk  3-2910 

57  Post  St 

SUtter  1-7440 
•  TAKE  YOUR  CHOICE.  A  handful  o(  stations  or  the  network  ...  a  minute  or  a  full  hour-it's 
up  to  you.  your  needs. 

•  MORE  FOR  YOUR  DOLLAR.   No  premium  cost  for  individualized  programming    Network 

coverage  for  less  than  some  "spot"  costs. 

•  ONE  ORDER  DOES  THE  JOB.  All  bookkeeping  and  details  are  done  by  Keystone,  yet  the  best 
time  and  place  are  chosen  for  you 
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I 
TV       BAS      CS       SEPTEMBER 

/ 

1.   THIS   MONTH    IN    TV 

Network  Sales  Status  Week  Ending  31   August 

Daytime 
ri'iiinr        '      "!i!:!!ii::piii;:iiiiiiii!:"': Ml ,r"   ill  ill  = 

SPONSORED  HOURS 

Live 

0.0  ABC: 

95.0  CBS; 86.3  NBC 

3.0 

20.1 

30.0 

o 
Live 

37.7     ABC: 
45.4     CBS 
49.4     NBC 

Nighttime 

SPONSORED  HOURS 

15.3 
24.0 

19.8 

5     10     15     20     25     30    35     40 5     10     15     20     25     30     35     40 

i 

AVERAGE   COST   OF   NETWORK   SPONSORED    PROGRAMING 

Cost                       Number Cost                       Number Cost                       Number Cost                        Number 

Hour  drama 

$63,111                       9 

Half-hour  comedy-var. 
$39,850                      5 

Half-hour  drama 

$25,382                     17 

Situation  comedy 

$26,634                     15 

Quiz 

$25,274  
         

         
 

11 

1  [our  coined] -varietj 

$59,499                       8 

Daytime  serials 
$10,429-                    7 

Half-hour  adventure 

$29,998                    12 

•Per  week  ill  night  tlmo  ihowi. 

TV's  CURRENT  STATUS 

Tv  homes  index 

1956      1957 

Tv  station  index 

40.3 

tv 
homes 

36.5 

tv homes 

_ 

II 
50.0  49.1 

U.S.   homes    U.S.   homes 

|     Sour.-.        \      0      Nlaban.    1    July    each    year.     | 
=     homes  fleures  In  millions. 

i  i  i  iimnniniiiniiiiiiiiiwiiiiiiiiiiiiiiiiiiiiiiiiiiiwiiiiiiiiir        in  mm 

End  of  Juh    1  «>->T 
Stations 

on  air' 

CPs  not 
on  air 

Applications on  hand Applications in  hcann; 

Vhf  &  uhf     | 

Vhf  &  uhf     | 

I I 

End  of  July  1  <>.">(> 499         |  Ilh         |  12 

I  50 

17 

-  -   ilso  statlnru   authorized 
on  air  bin  are  not  lone,  each  year;  lneludei  ■  few  CP»  not  on  air  In 

Itl   are   filed. 
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HOW   COMPETING   CLIENTS   COMPARE 

Industries  covered  here  include  autos,  cosmetics,  drugs 

Auto     Accessories 

l       stone  Tire  &  Kuhhcr 
I'ir. -si   •:   ABC;   M-N;  Tirea     7.3 

B.   F.  Goodrich 

Burns  &   Allen;  CBS;   M-N;  Tires  23.9 

U.  S.  Rubber 

Navj    Log;    ABC;    W-N;    0     S     Royal 
Tires 14.5 

Cars    and    Trucks 

American   .Motors 

Disneyland;   ABC;  W-N;   Rambler  21.4 

Chrysler 
climax;    CBS;    Th-N;    Chrysler    cars, 

DeSotc.    Plymouth    .  26.9 

v.  u   Bel    Your   Life;  NBC;  Th-N;   De- 
Soto     .  28.1 

Lawrence       Welk;       ABC;       Sa,M-N; 
Dodge,    Plymouth  19.2 

Hair    With    The    Angels;    ABC;    F-N; 
Plymouth  8.6 

Ford 

Ford  Theatre;  ABC;   W-N;   Ford         _  13.0 

Zane  Grey;  CBS;   F-N;    Ford  18.4 

Tennessee    Ernie;   NBC;   Th-N;    Ford     19.9 

Ed     Sullivan;      CBS;      Sn-X;      Bin..  In. 
Mercury,   Safe-Buy   Used  cars  29.8 

General    Motors 

Crossroads;      AB( !;      F-N;     Che\  roiel 
Antes.    Chevrolet   Trucks  12.9 

Chevy    Show;    NBC;    Su-N;    Chevrolet 
Autos,  Chevrolet    Trucks         

Dinah    Shore;   NBC;   Th-N;    Chevrolet 
Autos.   Chevrolet    Trucks  9.2 

Confections    and    Soft    Drinks 

American    Chicle 

Ozark   Jubilee;  ABC;   Sa-N;   Beeman's 
pepsin   chewing  gum     7.6 

Jim    Bowie;  ABC;  F-N;   CloretS  14.7 

Coca  Cola 

Mickej    Mouse  Club;  ABC;  M-D;  Coca 
Cola  15.5 

Joe   Lowe 

Popsicle   Party;   ABC;   Sa-D;  Popsicle       

V>tle 

Lone      Ranger;      CBS;      Sa-D;      Quik 
i  'hoeolate    .Mix                  10.3 

Sweets    Co.    of    America 

Gumbj  Show;  NBC;  Sa-D;  Tootsie 
Rolls  ..  5.3 

Howdy    Doody;    NBC;    Sa-D;    Tootsie 
Boll's  7.6 

Modi  i  'i  Romances;  NBC;  Tu-D;  Toot- 
Rolls  7.8 

\\  rich  Crape  Juice 

.     NBC;     'l"l«- 1 »;    Grape 
I  'rod  ucl  S  7.3 

It  Could  Be  5Tou;  NBC;  Th-D;  Grapi 
Products  5.5 

Cosmetics    and    Toiletries 

Alberto-Culver 
It    (  lould    Be    Von  ,    NBC;    Tn-I  >.    Ri] 

Away,   VO-5   Hair   preparations  5.5 
Modern  Romances;  NB< !;  Tu-1 »;   VO 

Hair    Preparations   ..  7.8 

American    Home    Products 

Douglas      Kd  wards;      CBS;      M-Th-N; 
Aeroshave  9.9 

Name   Thai    Tune;   CBS;   Tu-N;   Aero- 
shave,    Neei     Dipilatory  15.5 

Love    of    Life;    CBS;    M.Tit-D;    Jocur 
Wave    Set,     Kolynos,    Neel     Dipila- 
ii  ry,    Outgro  8.8 

Secret    Storm;   CBS;    W-K-l);    Kolynos, 
Neei    Dipilatory,    Outgro  6.3 

Armour 

Danny    Thomas;    ABC;    Th-N;    Dial  10.5 
George  Gobel;   NBC;   Sa-N ;    I  Hal 

Associated   Products 

Broken  Arrow;  ABC;  Tu-N";  5-Day Deodorants  17.7 
Masquerade  Tarty;  NBC;  W-N;  5- 

Day    Deodorants  12.4 

Breck,    John    H. 
Matinee  Theatre;  NBC;  W-D;  Hair 

Set     Mist                   7.5 

Bristol-Meyers 

Godfrey;  CBS;  M.W-D;  Ban  Deodor- ant,   Bufferin         8.9 

Godfrey;  CBS;   W-N;  Ban   Deodorant. 
[pana    Toothpaste  ..      17.9 

Playhouse  90;  CBS;  Th-N;  Ban  De- odorant -   -  31.5 

Mickey  Mouse  Club;  ABC;  M.Th-D; 
I  pana    Ti  ol  hpaste       15.5 

Alfred  Hitchcock;  CBS:  Su-N;  Mum 
Deodorant,    Vitalis    Hair    Tonic    ..       27.3 

Chesebrough-Ponds 
Cheyenne;  ABC;  Tu-N;  Val  Cream, 

Vaseline    Petroleum    Jelly  20.4 
Jim   Bowie;  ABC;  F-N;  Vaseline  Hair 
Tonic  14.7 

Colgate-Palmolive 
Strike  It  Rich;  CBS;  M-F-D;  Brisk 
Toothpaste.  Cashmere  Bouquet 
Soap,  Colgate  Dental  Cream,  Lustre 
Creme    Shampi  o,    I'almolive    Soap  7.5 

Big  Payoff;  CBS;  M-F-D:  Brisk 
Toothpaste,  Cashmere  Bouquet 
Soap,  Colgate  Dental  Cream.  Lus- tre Creme  Shampoo,  Palmolive 
Shave    Products,    Palmolive    Soap  7.4 

Mighty  Mouse;  CBS;  Sa-D;  Colgate 
Dental    Cream    .     12.8 

'I'lie  Millionaire;  CBS;  W-D;  Colgate 
Dental  Cream.  Palmolive  Shave 
Products         -    20.6 

Bob    Cummings;    CBS;    Th-N;     Halo 
Shampoo;   Palmolive   Soap  20.7 

Mr.  Adams  &  Eve;  CBS;  F-N;  Lustre 
Cr    Shampoo,   Lustre  Net           21.0 

Gillette 
Cavalcade     ol      Sports;      NBC;      F-N; 

Foamy   Shave,    Razors  &  Blades         18. l 
Golf      Championship;      NBC;      Su-D; 

Foamy    Shave.    Razors   ,\:    Blades 

Hazel   Bishop 

Beat  The  Clock;  CBS;  F-N;  Deodor- 
ant.    Lipstick,    nail    polish  11.4 

Douglas  I'M  wards;  CBS;  F-N;  Lip- 
stick,   nail    polish  9.9 

Helene   Curtis 

•  ill       Susanna;       CBS;       Sa-N;       En  den 
Shampoo,    Spray    Net  15.2 

What's     My     Bine/;     CBS;     Su-N;     Kn- 
den  Shampoo,  King's  Men  Gift  Sets. Stopette    Deorodant  26.9 

Washington     Square;     NBC;     Tu-N; 
King's      .Men      Gift      Sets,      Shampoo 
Tins    F.gg.    Tweed    Hair    Spray  14.1 

SRO  Playhouse;  CBS;  Sa-N;  Spray 
Net,    Suave  13.7 

Lever  Brothers 

Private  Secretary;  CBS;  Tu-N;   Dove 
Toilet      Bar  17.7 

The  Price  is  Right ;  NBC;  F-D;   1  »ove 
Toilet    Bar  6.2 

Truth  Or  Consequences;  NBC;  W,F-1>; 
Dove  Toilet  Bar  6.5 

Sir    Lancelot;    NBC;    M-N;    Lifebuoy 
Soap  12.6 

On  Trial;  NBC;   F-N;   Lifebuoy  Soap     17.7 
Video  Theatre;  NBC;  Th-N;  Lux  Soap   16.3 
Mennen 

Robert  Montgomery;  NBC;  M-N; 
Bath  Tale.  Shave  Creams.  Skin 
Bracer,    Spray    Deodorant    .  17.9 

Boxing;  ABC;  W-N;  Pre-Shave  Lo- 
tion, Shave  Creams,  Spray  Deodor- 

ant    13.5 

Procter  &  Gamble 

As    The    World    Turns;    CBS;    M-F-D; 
Camay    Soap  7.1 

Loretta    Young;    NBC:    Su-N;    Camay 
Soap  21.1 

Jam-     Wyman;     NBC;     Tu-N.     Crest 
Toothpaste,    Ivory   Soap      20.7 

This   Is   Your   Life;   NBC;    W-N;   Crest 
Toothpaste  23.1 

Wyatt     Earp;     ABC;     Tu-N:     Gleem 
Toothpaste    24.3 

Brighter  Day;  CBS;   M.W.K-B;  Gleem 
Toothpaste      .  6.4 

Search  For  Tomorrow;  CBS;  M.Tu.W. 
F-D:   Gleem    Toothpaste  _  9.4 

Queen   For  A   Day;  NBC;  Th-D;  Gleem 
Toothpaste     .  10.2 

People's   Choice;    NBC;   Th-N:   Gleem 
Toothpaste       19.8 

Guiding    Light;    CBS;     M-F-D:     [vory 
Soap         ._    9.7 

Edge   of   Night;    CBS;    M.Th-D;    Lava 
Soap       7.2 

Tic   Tac    Dough;    NBC;    M-F-D;    Lava 
Soap  5  8 

I  Love  Lucy:  CBS;  M-N:  Lilt  Hem, 
Permanent  32.2 

Revlon 

Steve  Allen;  NBC:  Su-N;  Aquamarine 
Spray    Mist.    Satin    Set  25.4 

$64,000  Question;  CBS;  Tu-N;  Baby 
Silicare,  Intimate  Spray  Mist.  Satin 
Set     27.9 

$64.0011  Challenge;  CBS;  Su-N:  Satin 
Set,  Touch  and  GIotk  25.0 

Schick 

Dragnet:  NBC:  Th-N:  Electric  Shav- 
ers 22.9 

Toni 

Valiant  Lady;  CBS;  Th-D:  Bobbi 
Hi  me  Permanent,  Casual  Pin  Curl- 

ers,   Hush    Deodorant,    Pamper 8.5 

Data    above    anil    un    page    42   are    based   on    Broadcast    Advertisers    Reports    for    the    week    ending 
it  placement  of  commercials,  can  be  found 

In  BAR  reports  themselves.  Not  Included  here  are  buys  In  participation  shows,  such  as 
NBCs    "Today.''     Ratings    are    based   on   a   Pulse   23-market  weighted    average    material    for   the 

week  eieliiic    10  .tune.      All   ratings   are  averages   for  the  week,    e.g..   r«  -   nted   shows 
do  not  necessarily  show  the  audience  for  the  actual  segment  sponsored  by  the  client.  All  time 
purchased  by  advertisers  follows  name  of  network:  "K"  means  night.  "D"  means  day.  days  of week  are  abbreviated.     For  exact   time  of  show,    see   Oomparagraph   Itself. 
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83%  of  Hawaii  ...    '  I  \i       ,s  Hawaiian,  Japanese, 

and  Chinese.  Only   /.>r'r    Caucasian! 

^y  Hence  Pulse  multi-lingual  interviewers  visit- 

ing homes  are  a  "must"  for  accurate  reporting. 

Indeed     no    other     method    can     possibly    uoiii! 
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OW  COMPETING  CLIENTS  COMPARE  continued 

NBC;      F-N;     Bobbi     Home 
Casual     Pin     Curlers, 

I    i"!  a  16.5 

Ernie;    NBC;    M-D;    Hush 
u, t  5.3 

n  For  A  Day;    NBC;    M-D;  Hush 
odorant  10.2 

Garrj      .Moore;     CBS.     Th-D;     Prom 
Home      Permanent.       While      Rain 
Shan  7.4 

You     Bet     Your     Life;     NBC;     Th-.N"; Tame  Crem.'   Kins.-  28.1 

Bob     Crosby;     CBS;     Th-D;     Tonette 
dri  1    -     Home    Permanent,    Toni 

Home    Permanent     7.5 

Are  Funny;  NBC;  Sa-X;  Toni 
Home  Permanent.  White  Rain 
Shampoo  18.8 

Tac     Dough;     NBC;     M-D;     Toni 
Home   Permanent    .  5.8 

Warner-Lambert 

Hit     Parade;     NBC;     Sa-N;     Hudnut 
Quick    Home    Permanent  21.5 

I... v.-  of  I. ill-;  CBS;  M.W-F-D;  Ana- 
1  in  Bisodol,  Infra-Rub,  Primatene 
Tablets  8.8 

Secret  Storm;  CBS;  M.Tu,Th,F-D; 
Anac  in.    Heet    Liniment,    I'rimatene 
Tablets  6.3 

Name   That   Tune;   CBS;   Tu-N;    Ana- 
cin  15.5 

Sir     Lancelot;     NBC;     M-N;     Anacin, 
Bisodol  12.6 

Wildroot 

Robin     Hood; 

#2 

CBS;     M-N;     Formula 18.8 

Yardley   of   London 

Cany    Moore;    CBS;    F-D;    Gift    Sets, 
Shave    Products  7.4 

Drug    Products 

American    Home   Products 
SRO  Playhouse;  CBS;  Sa-N;  Anacin     13.7 
Douglas     Edwards;     CBS;      M-Th-N; 

Anacin  Tablets,  Bisodol,  Heet  Lini- 
ment,  Infra  Rub          9.9 

B   C  Remedy 

Today;     NBC;    F-D;     ll.-adache    Pow- der.s     Jv     Tablets  3.6 

Bristol   Meyers 

Alfred    Hitchcock,   CBS;    Su-N;    Buf- 
ferin   Tablets  27.3 

Godfrey;    CBS;    M.W-D;    Bufferin  8.9 

Godfrey;   CBS;    \V-.\;    Bufferin  17.9 
Playhouse  90;  CBS;  Th-N;  Bufferin  31.5 

Johnson  &  Johnson 

Robin   Hood;   CBS;   M-N;   Baby   Prod- 
ucts,   Band-Aids  18.8 

Lewis-Howe 

Today;    XBC;   Tu-D;   Turns         3.6 

Mennen 

Boxing;  ABC;  W-N;  Quinsana  13.5 

Miles  Laboratories 

Boxing;     ABC;      W-N;     Alka-Seltzer, 
One-a-Day    Vitamins  13.5 

Broken  Arrow;  ABC;  Tu-N;  Alka- 
Seltzer       17.7 

Tennessee  Ernie;  NBC;  Th-D;  Alka- 
Seltzer,    One-a-Day    Vitamins           5.3 

Queen  For  A  Day;  NBC;  Th-D;  Alka- 
Seltzer,   One-a-Day   vitamins  10.2 

News;  NBC;  F-N;  Alka-Seltzer,  One- 
a-Day    Vitamins       9.1 

Mickey  Mouse  Club;  ABC;  M-D;  Bac- 
tine    Antiseptic  15.5 

Norwich   Fharmacal 

Godfrey;    CBS;    Tu-D;    Pepto    Bismol. 
I'nguentine  8.9 

Pharmaceuticals 

Amateur  Hour;  ABC;  Su-N;  Geritol, 
Niron.  RDX  Tablets.  Serutan, 
Sominex,   Zarumin  7.8 

To  Tell  The  Truth;  CBS;  Tu-N;  Geri- 
tol.  Serutan,    Somiinx  16.8 

News;  CBS;  Su-N;  Geritol,  Sominex, Zarumin  7.3 

Twenty-One;     NBC;     M-N;     Geritol, 
RDX   Tablets,   Sominex  23.1 

Sterling    Drug 

The  Vise;   ABC;   F-N;   Bayer  Aspirin, 
Phillips   Milk  of  Magnesia  _  8.8 

Modern      Romances;      NBC;      M.F-D; 
Bayer     Aspirin,      Phillips      Milk     of 
Magnesia  7.8 

True    Story;    NBC;    Sa-D;    Bayer    As- 
pirin      5.4 

Detective's  Diary;  NBC;  Sa-D;  Bayer 
Aspirin,  Phillips  Milk  of  Magnesia, 
Dr.    Lyon's   Tooth    Powder  4.9 

Warner-Lambert 

Hit  Parade;  NBC;  Sa-N;  Bromo- 
Seltzer             21.5 

W  F  Young 

Today;  NBC;  W-D;  Absorbine  Lini- 
ments 3.6 

3.  ALPHABETICAL   PROGRAM   INDEX 
Sponsored  Nighttime  Network  Programs  6-11  p.m. 

Li; 
PROGRAM COST SPONSORS    AND    AGENCIES 

Action  Tonight:  My-F $12,500 Amer  Tobacco,   SSC&B;   alt  wks  open 

(last  9/2) 

*Steve  Allen  Show:  V-L 
108,000 

S.  C.  Johnson,  Needham,  Louis  & 

Brorby;  Pharmacraft,  JWT;  Grey- hound, Crey 

Amateur  Hour:  V-L 23,000 Hazel  Bishop,   Spector 

(last  9/16) 
Eve  Arden:  Sc-F 36,500 Lever,    JWT;    alt   Shulton,    Wesley 

(9/17  start) 
Bachelor  Father:  Sc-F 38.500 

(altwks) 
Amer  Tobacco,  BBDO 

Red  Barber's  Corner:   Sp-L 
3.000 State   Farm   Ins,   NLB 

Beat  the  Clock:  Q-L 
18,000 

Hazel    Bishop,   Spector;   alt  wk  open 

Jack  Benny:  C-F 65,000 Amer  Tobacco,  BBDO 

(9/22  start) 
(altwks) 

Big  Moment:  Dr-F 9,500 Ralston   Purina,  Gardner;  alt  wk  open 

(last  9/13) 

Big  Record:  Mu-L 
100,000 Oldsmobile,     Brother;     Pillsbury,     Bur- 

(9/18 start) 
nett;  alt  Armour,  FC&B;  Kellogg, 
Burnett 

Blondie:  Sc-F 37,500 Nestle,  B.  Houston;  Toni,  Tatham- 
Laird,  C.  E.  Frank 

Bold  Journey:  A-F 
8,500 Ralston   Purina,   CBB 

Jim  Bowie:  A-F 32,000 
Amer    Chicle,    Bates;    Chesebrough- 

Ponds    (last   8  30>,    Mc-E 
Broken  Arrow:  A-F 31,000 Miles,   Wade;  Asso   Products,   Crey 

Buccaneers:  A-F 
24,000 Sylvania,    JWT 

(last  9/14) 
Burns  &  Allen:  Sc-F 

40,000 
Carnation,  Wasey;   Goodrich,    BBDO 

The  Californians:  A-F 37,500 Singer   Sewing,   Y&R;   alt  wk   open 

(9/24  start  1 

Cavalcade  of  Sports:  Sp-L 
45.000 Gillette,    Maxon 

Cheyenne:  A-F 
90,000 Gen   Elect,  Y&R,   BBDO  &  Grey 

Circus  Boy:  A-F 
34,000 

Reynolds  Alum  Mast  9  15t,  Clinton 
E.  Frank;  Mars  (9  19  start! ,  Knox 
Reeves;  alt  Kellogg  (9  19  start), 
Burnett 

Rosemary  Clooney:  V-L 
42,000 Lever  Bros,  JWT 

(9/26  start) 

PROGRAM SPONSORS    AND    AGENCIE 

Climax:  Dr-L 
*  Perry  Como:  V-L 

(9/14  start) 

Conflict:  Dr-F (last  9/10) 

Joseph  Cotten  Show:  Dr-F (last  9/13) 

Country  Music  Jubilee:  Sc-F 

Crossroads:  Dr-F 
Bob  Cummings  Show:  Sc-F 

Vic  Damone  Show:  V-L (last  9/11 

Date  With  the  Angels:  Sc-F 

Jimmy  Dean:  Mu-L 

Destiny:  Ad-F 
Disneyland:  M-F 

Dollar  A  Second:  Q-L (last  9/21) 

Dragnet:   My-F 

59,000 140,000 

90,000 

38.000 

18,000 

31.000 

36,000 

25,000 

(l/2  hr) 
38,000 

20,000 
13.000 

75,000 

Chrysler,   Mc-E Kimberly-Clark,     FCB:     Noxzema 
C&B;  RCA  &  Whirlpool,  K&E;  Si 
beam,      Perrin-Paus;      Amer      Dai 
Campbell-Mithun;    Knomark 

Chesebrough-Ponds,   JWT   &    Mc-E 

Lever  Bros.   BBDO;  alt  wks  open 

-E 

35,000 

Jimmy  Durante:  C-L 
Wyatt  Earp:  A-F 
Doug  Edwards  News:  N-L&F 

18,000 

30,000 
9,500tt 

Encore  Theatre:  Dr-F 

1 1 .000 

(last  9/14) 

Charles  Farrell:   Sc-F 
1 1 ,000 

(lasl  9/16) 

Amer      Chicle,      Bates;      Williamsc 

Dickie,    Evans    'alt   wks    10-10:3( 

co-op  10:30-11 
Chevrolet,  Camp-Ewald 

R.  J.  Reynolds.  Esty;  alt  Chesebroug 

Ponds    HO  1    start),   Mc-E 
Kellogg,    Burnett;    alt    Oldsmobile, 

P.  Brother;  Vi  hr  open 

Plymouth,   Grant 
H.    Bishop,   Spector 

Gen     Foods.     B&B;    Ford,     JWT 

Amer.  Motors  i  last  8  28 ' .  BFSD 

Ceyer;  Amer.  Dairy  (last  9/4 
Camp-Mithun;  Derby,  Mc-E;  & 
Mills  i9  11  start  i ,  Tatham-Lairi 
Cen  Foods  19  18  start).  Y&R;  Re< 
nolds  Metals  9  18  start).  Buchai 
an;  Frank 

Toni.  North  (9  7.  9  21 )  ;  alt  Pill; 

bury,   Campbell-Mithun    i9  14) 
L&M,  Mc-E  i  last  9  19);  L&M.  Df 

(9  26  start)  :  Schick.  W&L  la 
9  19i;   Schick,   B&B    U0  3   start) 

P.   Lorillard.    L&N 

Cen   Mills,    DFS;   P&C,   Compton 

Whitehall,  Bates;  Brown  &  Wmsor 

Bates;    Hazel    Bishop.   Spector 

Quaker  Oats,  Needham,  Louis  &  Bror 

by;  Armour,   FC&B Whitehall,  Bates;  Lever,  JWT 

Si 

Si 

•Color  show,  (L)  Live,  (F)  Film,  ttCost  is  per  segment.  List  does  not  include 
sustaining,  participating1  or  co-op  programs — see  chart.  Costs  refer  to  average  show 
costs  including  talent  and  production.  They  are  gross  (include  15%  agency  com- 

mission).   They  do  not  include  commercials  or  time  charges.    This  list  covers  period 

66 

31  August-27  September.  Program  types  are  indicated  as  follows;  (A)  Adventui 
(Au)  Audience  Participation,  (C)  Comedy,  (D)  Documentary,  (Dr)  Drama,  (. 
Interview,  (J)  Juvenile,  (M)  Misc.,  (Mu)  Music,  (My)  Mystery.  (X)  News,  (C 
Quiz,  (S)  Serial,  (Sc)  Situation  Comedy,  (Sp)  Sports,  (V)  Variety. 
••Talent    and   production    costs    are    carried    by    A.    Murray. 

SPONSOR       •      31    AUGUST    1957 



t.  ALPHABETICAL   PROGRAM    INDEX  continued.. 

PROGRAM COST SPONSORS    AND    AGENCIES 
PROGRAM 

COST 
SPONSORS    ANO    AGENCIES 

Father   knows   !!■    i      -     1 
38.000 Scott    Paper.   JWT i ..  ..i  g<   S  indi  i-  Mj 

IS  ooo 

HjIcI      Buin.lt 

■   Fesliwil    c.l    "M.u-:    Hi    1 
11.000 Pure*.     E      H      W.iu      Ipsldtl      NC&K 

1  hi  in.      Mi  1 
1   1      (last  9    17) 

)  feline— -ec   linie  Ford  Show  : 

,    Va-L   '''    19  -i .iii  ' 

38000 Ford.  JWT S(  hilt/    I'l.n  llOUM      1  ''    1 

Shout  Foi   V  S  immi  r  Evei 

38000 10  500 Schl.ti     JWT 

Amer    Tobacco     BBDO 

i;.l..    1  heatre:   Dr-F 
47.000 Ccn    Elect.    BBDO Hi  1      I ,  i  9 

.ill  *. 
•(,- -..il-i-    Cil'.l:    \    1 115.000 RCA   &   Whirlpool     KOt Phil  Silveri  Show     &  1 

42  000 

P&C.     Burn.  II       R      J      R.ynclds,     Esty 

'1  -l.nl  i 

Preatoo     \  1 
32.000 

Quaker    Oati.    WBT 
Goillres '-.   ̂ i  "ills  :    \    I. 
LiiiMsnuik'- :    A-F 

32.000 

38.000 

Lipton.    Y&R;    Tom,    North 

L&M,    DFS;   Spcrry   Rand    '1    wk   in   41 164,   •  Challenge    Q  1 35.000 
P     Lonllard.    Y&R;   Revlon.    BBDO 

Y&R 

164*000  Question:  Q  I 
39  000 Revlon.    BBDO 

II  i      ..in  in  i-i.  i  :     \-h 38.000 R      J      Reynolds     Est y      .lit    wk    open 

Spotlight    PlayhooM      V  1 

9.500 
Pet   Milk.   Cardner;   alt   S    C     Johnson; 

1   1            !6  start) 

FCB 

lllaw   Gun,  Will  Travel:    \  1 33.000 Whitehall     Bates     .ill    L,  v.  r     |WT 
-  i:  0.  Playl    ■•     Di  I 

11.500 

Wh.lchall.  Bates     Hclcne  Curtis.   Lud 
1      (9/14  start) i|.i-t  ::    |]  i 

8"! 

iHighlou     i'l 
J  |     Out  9  12) 

12.000 Ford,    JWT 

Gale    Norm    Sho«  :    v'    1 
39.500 

Nestle.     B      Houston;     Helene     Curtis, E     H     Weiss 

litchcoi'k   Presents:    My-F 36.000 Bristol-Myers.   Y&R 
Studio  <  'in-  Stimuli  i    i 55.000 

'.'c-E 

Robin  Hood:  A-F 35.000 Johnson    &     Johnson,     Y&R;     Wildroot, 
Di  1 BBDO 

I 
1   I.nvf    1  iii  \  :    s.    1 

(9    11  start) 
35.300 Cold       Sc.it        C.implit  II   Mithun         .ill 

Sheaffer,    Seeds 
\  1 

17  start) 

40.000 

Amer   Ch.cl.      fc  ll 

i 1    >CCrct       (,>    I. 
24.000 R     J.    Reynolds,    Esty 

Ed  Sullivan   Show :    \    1 79.500 Lincoln-Mercury     K&E 

i 
Spikr   Jones:    Mu-L 

(last  8  27) 

•Kraft  Tv  Theatre:  Dr-L 

35.000 

50.000 

L&M,    DFS 

Kraft.  JWT 
Summei  Playhouse :  Di  1 

(lasl  9/17) 
10,500 

.ill  wkv 
Armstrong   Cork     BBDO 

Key  Club  Playhouse:  Dr-F 9.500 Mogcn   David,  Weiss Sunday  News  Speciil     \  1 
9.500 

Whitehall      Bates,     alt     Carter     Prod- ucts   Bates (last  8  30) lal.-  ..I   Wells  1              \  1 38.500 Am,  r    Tobacco      SSC&B      alt    Cencral 
Kukla,  Fran  &  Ollie:  J-L Cordon   Baking,  Aycr:  &  co-op (9  9  start) Motors     Kudner 

(last  8    '.in 
*  Julius  I  .a  Rosa:  V-L 108.000 Cold   Seal,    North;   S&H    Stamps.  SSCB Telephone  Time     l>r  1 

31.000 

Bell.  Aycr 

(lasl  9  7) i  last   8  3H;    Noxzema.   SSCB     Sun Theatre  Time:  Dr-F 12.000 Armour      FCB.     K.mberly  Clark.     FCB 
beam,    Pernn-Paus;    RCA    &    Whol 
pool.    K&E;    Kimberly   Clark.    FCB The  Thin  Man:   M)  1 

36.000 
Colgate-Palmolive.   Bates Lassie:    \  1 34.000 Campbell    Soup,    BBDO 

(9  Jo  stan  i 
•Life  of  Riley:  Sc-F 

30.500 Lever   Bros,   BBDO 
This  Is  Your  Life:   1'  1 

52.000 
P&C,   B&B 

Lone  Ranger:  A-F 
24.000 Ccn    Mills.    DFS:    Swift.    Mc   E 

Those  Whiting  <  .nl-     N    1 

11  000 

Ccn  Foods    Y&R;  alt  Max   Factor,  An- (lasl  9   12) dcrson-McConncll 
•Lux  Video  Theatre:  Dr-L 

43,000 Lever   Bros.   JWT 
1  i.    'la.     Doii-li  :    l.l  1 

(9   1-'  stan  ' 

23  500 Warner-Lambert,     Lcnnen    &     Newell; 
(last  9    12) RCA    K&E 

M  Squad:  My-F 
(9  20  start) 

Perry   Mason:  M\  1 
(9/21  Btart) 

•Masquerade   Party:  Q-L 
(last  9   L) 

3 1 .000 

80.000 

Amcr  Tobacco,  SSC&B;  alt   H     Bishop. 

Spector Purex,    Weiss;    alt    Libby-Owens-Ford. 
F&S&R.    '2   1"  alt  wks  open 

To  Tell  The  Truth:  Q-L 

•TV  Playhouse:  Dr-L 
22.000 

52.000 

Pharmaceuticals     Parkson 

Alcoa.    Y&R;    Coodycar      Fuller     Smith &  Ross 

22.000 Max    Factor     i9  14    onlyi,    Anderson- 20th  Century  Fox:  Dr-F 110.000 
Revlon,   C.    |.    LaRochc 

McConncll 
Twenty-One:  Q-L 

30.000 
Pharmaceuticals.    Klcttcr 

tiavei  ick  :    \  1 70.000 Kaiser   Aluminum.   Y&R I  ndercurrent:  Dr-F i  1.500 
P&C.    Y&R      Brown    &    Wm  son.    Bate* 

(9/22  Btart) 
U.S.  Steel  Hour:  Dr-L 60.000 U.S.   Steel.   BBDO Meet  McGraw  M\  \  1 

Meet  the  Press:  I-L 

33,000 

7.500 

P&C.    Benton    &    Bowles 

Open 

\  oice  ot  1  irestone:  Mu-L 

(9/9  start) 
28000 Firestone    Sweeney  &   James 

Millionaire:   Dr-F 34.000 Colgate.  Bates 

Moment  of  Decision :   Dr-F 36.000 Ford.  JWT \\  agon  Train 

25  000 

i2    hr. Drackett     Y&R;    alt    wk    &    '  \    hr.    alt 
wk   open 

Mr.  Adams  &  Eve:  Sc-F 
41.000 

Colgate.    L&N;    R.    |.    Reynolds,    Esty 
(9   18  start) 

*\illuir    Murray    Party:    V-L 

•  * 

Bristol-Myers.    Y&R Mike    Wallace:    11 
15.000 

Philip    Morris.    Aycr 

My  Favorite  Husband:  Sc-F 10.500 Amer  Tobacco.   BBDO 
The  Web:  My-F 17.000 

P&C     B&B 
(last  9/8) 

Name  that  Tune:  Q-L 23.000 Kellogg,   Burnett;   Whitehall,   Bates 
Wednesday  Fights:  Sp  1 45.000 

Mcnnen.  Mc-E.  Miles.  Wade 

Navy  Log:  Dr-F 
38.500 

Amer    Tobacco,    SSCB;    U.S.     Rubber Lawrence  Welk:    Mu-L 

14,500 

Dodge,    Crant NBC  News:  N-L 
9.500^t 

F.    D.    Richards 
Ronson    (9  23    start. .    NC&K;   Clidden 

i9  11    start..    Meldrum   &    Fewsmith 
Welk  Top  Tunes:   V-L 
W  ■  91    Point:    Dr-F 

19.000 
40.000 

Dodge   &    Plymouth.    Crant 
Ccn  Foods.  B&B 

Original  Amateur  Hour:  \  -1. 23.000 H.    Bishop.   Spector What's    My    Line:    Q-L 
29  500 

Hclenc    Curtis      Ludgm;    Spcrry-Rand. (9/27  start) 
O.vv      \-F 28.750 

Mcnnen,  Mc-E Jonathan   Winters:   C-L 
12.500 

Y&R 

Lewis-Howe.    DFS 

(9/26  -tart  1 
Wire  Service:  Dr-F 

77.000 

R     |     Reynolds.   Wm   Esty;    ':    hi  open 
Ozzie  &  Harriet:  Sc-F 36.000 Eastman  Kodak,  JWT Jane   W  \  man  :    Dr-F 

36500 
H       Bishop       Spector       Quaker     Oats. 

(last  9/17  i 
Panic:   Dr-F    (last   9/17) 
Pantomime  Quiz:  Q-L 

(9/2n  Btart  1 NL&B 

36.000 L&M,   Mc-E;   Max  Factor,   DDB You  Arc  There:  Dr-F 37  000 
Prudential.    Reach.    McClinton 

8.000 Amcr    Oil.     J.     Katz:     Hamm.     Camp- You  Asked  For  It:  M-F 

18.000 

Skippy    Peanut    Butter.    CBB 
Mithun;   Time-Life.    Y&R Yon  Bel  Your  1  ife:  Q  1 51.750 

DcSoto     BBDO;   Toni.   North 
People  Are  Funny:  M-F 

24.000 
R.   J.   Reynolds.   Esty;  Toni,   North *Y..,ir  Hit  Parade:  Mu-1 

49.000 

Amcr  Tobacco    BBDO    alt  Toni    North 
People's  Choice:  Sc-F 

34.000 Borden.    Y&R;    P&C.    Y&R 

(9   7  -tart  i Playhouse  90:   Dr-L&F 39.000 

Y,    hr. 

Amer  Cas.  L&N:  Bristol-Myers.  BBDO 
Phillip    Morris.    Burnett;    Kimberly- 

•Price  I-  Rijiht:  Q-L 
21.500 Clark.    FC&B;   Allstate.    Burnett 

Speidcl.   NC&K;   RCA.   K&E Sponsored Daytir ne  Programs 
(9/9  -tart  i    . 

Private  Secretary:  Sc-F 
36.000 

Lever.   OB&M;   Sheaffer.   Seeds As  the  World  Turns:  S-L 

S    3.400-: 

P&C.     B&B      Pillsbury      Camp   Mithun, 
(last  9/10) 

Restless  Gun:    VI 

(9/23  start) 

37.500 Warner-Lambert.    SSC&B;    alt    sust 

Baseball    Game   of    Week : 

Vick  Chemical    BBDO     9  17  start.  ; Sw.fr     Mc-E      8  2   start    ;   2   segs  & 
2    alt   segs   open 

Falstaff    Brewing      DFS;    Amcr    Safety 
Richard  Diamond:  MyA-F 

13.500 Ccn   Foods.   B&B 

Sp-1 

Razor.  Mc-E;    Philip  Morris.    Burnett 
Rin  Tin  Tin:  A-F 36.000 Nabisco.    K&E 

Big  Payoff:  Q-L 

6.000tt 

Colgate     Houston     2  days  open 
Saber  of  London:   My-F 

28.500 Sterling   Drug.    DFS Bride  &  Groom:  Au-L 

2.600-'' 

Ton.     North     Br.llo    JWT     9   10  start'  ; 
(9/13  start) 

Sally:  Sc-F 
(9    15   start  i 

Lanolin    Plus     KFCAC      9   18    start.  ; 41.500 
Chemstrand.    DD&B.    alt    Royal    Type- 

writer,  Y&R 
Minnesota      Mining        BBDO       '9  26 
start       1    day     1    alt  day     3  segs  &   3 alt  scks 

Listin g  continues  on   page    68 

SPONSOR       •       31    . MJGUST   19 57 
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\.  NIGHTTIME C  O P  A 

ABC 

SUNDAY 
CBS  NBC 

ABC 

MONDAY 

CBS 
NBC 

ABC TUESDAY 
CBS 

NBC 

AG 

The   Last  Word 

iutl 

Meet  The  Press sust 

You  Are  There 
Prudential 

Cowboy   Theatre 

(8  30  7:30) H,    :<   15) 

My    Friend    Flick; 
(9   22    Si    gutl 

No  net  service 

0    Edwards 
Brown  &   Wmson 

News 

(9/9    Si 

Rmii.»n   in  s.:  si 

D   Edwards 

Whitehall 

News 

(9/10    S) 

•fou  Asked  for  It 
Sklppy   Peanut 

Butter 

Lassie 
Campbell  Soup 

Cowboy   Theatre 
suet    1 1.   :i   15) 

Original 
Amateur   Hour 
(9  22  S)    Bishop 

Sports    Focus 'i    1    si  art)     sus Sports    Focus 

|ohn    Daly    News 
sust 

No  net  service 

D   Edwards 
Brown  &  Wmson 

No   net  service 

News 

(9/9     Si 

It., ii- OH    19/23  S) 
John    Daly   News D   Edwards 

Whitehall 

News 

(9/10    B) sust 

Sports 

■'iS, 

John     Dal' 

•111 

Hollywood 
Film    Theatre 

pa   :  ::   (L    9    15) 
Maverick 

Favorite    Husband 1 1.  9/8) 

Bachelor     Father 
alt   Jack    Benny 

[9    15  S)   Am  Tobac 

Circus  Boy 

Reynolds    (L  9  g) 
Sally 

(9   15    si    Chem- Strand   all    Royal 

Wire   Service 
It     .1.    Reynolds 

(7:30-8:30) 

Robin  Hood 

Johnson     &    Jhsn 
alt   Wildroot 

Ceorgia  Cibbs 
sust    (L  9/2) 

News  suit   (L9/i 
Price   Is  Right 

(9  9  si   Bpeldel  alt 

Cheyenne Gen   Electric 

i  all    wks 7:30-8  30) 

Name  That  Tune 
Wliltehall  alt 

Kellogg 
Williams,    Valli sust  (L  9/3) 
News   [L  9/3) 

Nat  Cole   (7:30-8) 
D    I"  9)   sust 

Disney 

7  30-J 

testival  ot  Stars 
I'urtx    all 

Bpeldel   (L  9/17) 

Ceorge  Cobel (all   «ks    i     (8-8) 

Disney 

Reynolds 

| 

Gen  H 

Maverick 
(7:30-8:30) 

K  ii  ,  i     Alum. 

Ed  Sullivan 
Lincoln-Mercury 

(8-9) 

Steve    Allen 
S.    C.   Johnson 

alt 

Pharma,  Greyhound 

Wire   Service 
sust 

Burns    &    Allen 
Carnation    alt 

Goodrich 

Charles  Farrell 
ii.  9,  16) 

Restless   Cun 

[9  23  si  Warner- 

Lambert    all    Mi^t 

Conflict (L    9/10) 

Sugarfoot 
II  wks  7:30-8:30) 

(9/17  S)   Am  Chicle 

Phil  Silvers P&G 
alt 

R.  J.  Reynolds 

Hollywood 
Film    Theatre 

(L  9/15) 
9/22   tba 

Ed   Sullivan Steve  Allen 

(8-9) 

Bold   Journey 

Ralston-Purlna 
Talent  Scouts 

Lipton alt    Ton! 

Action  Tonight 
Amer   Tobacco 

alt   sust    (L  9/2) 

Wells  Fargo 

A  Tobac.   Gen  Mot 

Wyatt  Earp 

Gen    Mills 
alt  P&G 

Private   Sect'y 

I,    9/10) 

Eve  Arden 

(9/17    S) Lever  alt    BbultOD 

Panic   (L  9/17) 
L&M    alt   Facta 

Ceorge  Cobel 
(9  24  Si  RCA &  Whirlpool 

Navy 

Amer  T» 

C  S    Ri 

Compass 
sust 

C.   E.  Theatre 
Gen   Electric 

Tv  Playhouse 
Goodyear   alt 

Alcoa 

Quest   For   Adven. 
(sust    IL  9/2) 

Voice  of 
Firestone 

Firestone  (9/9  S) 

Those 

Whiting  Cirls 
Gen   Foods   alt 
Max    Factor 

Twenty-One 
Pharmaceuticals Broken  Arrow 

Assoc  Products 
alt  Miles 

To  Tell  The 
Truth 

Pharmaceuticals 

Meet    McCraw 
P&G 

Ozzie  & 
Kndt 

Arthur  Murray 
(L    9   16) 

11    Against    Ice 
(9:30-10:30) 

(9/23)   Tlmken 

Summer  Playh'se 
(L    9  IT) 

Bob    Cummings 
(9  24   Si    Beynoidi 

alt  CheM-Pbndi 

Midwestern 

Hayride 
sust 

Hitchcock 
Theatre 

Bristol-Myers 
Tv  Playhouse 

Welk  Top  Tunes 
New    Talent 

Dodge-Plymouth 
(9:30-10:30) 

Richard  Diamond, 
Priv    Detective 

Gen  Foods Telephone  Time 
Bell 

Spotlight 
Playhouse Pet   Milk   alt 

S.   C.  Johnson 

Momen 

Decisi 

Fore 

Mike    Wallace 
Philip    Morris 

$64,000 Challenge 

Revlon   alt 
P.    Lorillard 

The  Web P&G 

Welk  Top  Tunes 

Studio  One 
Summer 

Theatre 
Westlnghouse 

(10-11) 

Amateur  Hour H.   Bishop 
(L    9/16) 

It's  Polka  Time 

co-op 

$64,000 

Question 

Revlon 

Nat  King  Cole 
-u-t    (L  9  8) 

(9/10,    17    thai Californians 

(9/24    S) 

glllKl'l    dll    S.UM 

What's  My  Line 
Sperry-Rand 
alt  H  Curtis 

No   net   service 
Studio  One 
Summer 
Theatre 

Playhouse   of Mystery 

(9/3  S) 

No   net   service 

Famous  F 

10:50-11 

co-ot 

NOTE:  L  preceding  date  means  last  date  on  air.     S  following  date  means  starting  date  for  new  show  or  new    sponsor  in  time  slot. 

Index   continued . . .   Sponsored   Daytime  Network  Programs  7  a.m. -6  p.m. 

PROGRAM COST SPONSORS  AND  AGENCIES 

Brighter  Day:  S-L 
Capt.  Gallant:  A-F 
Comedy  Time:  Sc-F 

Bob  Crosby:  V-L 
Hast  8/30) 

Detective  Diary:  A-F 
Edge  of  Night:  S-L 

Football  Scoreboard:  Sp-L 
(9/21  start) 

Fury:  A-F 
Artbur  Godfrey:  V-L 

Guiding  Light:  S-L 10,000  wk 

Gumby:  J-L 3,5O0tt 

'  losmopolitan :    \  1 
3,000- (8/19  sts 

Howdy  Doody:  J-L 24,000 

It  Could  Be  You :  Q-L 
3,000ft 

10,000  wk 
31,000 

rerun 

3,150tt 

8,000 
17,000  wk 

5,000 

33,000 
4,150tt 

P&C,   Y&R 

Heinz,    Maxon 

Kraft,  JWT;  Lever,  BBDO;  Welch,  R. 
K.  Manhoff;  Chesebrough-Ponds, 
JWT;  SOS,  Mc-E;  Miles,  Wade;  Cen 
Foods,  Y&R;  3  segs  &  3  alt  segs 

open;  1  seg  co-op 
Cen  Mills,  Knox-Reeves;  Cerber, 

D'Arcy;  Wesson  Oil,  Fitzgerald; 
Swift,  Mc-E;  Toni,  North;  5  segs 
&  3  alt  segs  open 

Sterling   Drug,    DFS,    V2    spon 

P&C,  B&B;  Stand  Brands,  |WT;  Pet 

Milk,  Gardner;  Pillsbury,  Campbell- 
Mithun;  Florida  Citrus,  B&B  18  23 
start);  Vick  Chemical,  BBDO  (9  17 
start  1 ;   1    alt  seg  open 

Kemper,  Shaw 

Cen   Foods,   B&B;   Borden,  Y&R 

Bristol-Myers,  Y&R;  Florida  Citrus, 
B&B  Hast  8 '  1 5 »  ;  Cen  Foods.  Y&R; 
Mutual  of  Omaha.  Bozell  &  Jacobs: 

Scott  Paper,  )WT  Hast  8  81;  Sher- 
win  Williams,  F&S&R:  Simoniz, 
Y&R;  Stand  Brands.  Armour,  FC&B 
19  26  starti,  Bates; 
Burnett    Hast  8  29)  ; 

P&C,    Compton 
Sweets  Co.,  Eisen 

Toni,  North;  4  days  &   1   alt  day  open 

Cont  Baking,  Bates;  Sweets  Co,  Eisen; 

Vl   open   alt   wks 
Amer  Home  Prod,  Bates,  Ceyer;  Ar- 

mour. T.  Laird;  Bri Mo.  JWT;  Brown 
&  Wmson,  Seeds;  Corn   Prod,  C.  L. 

Bauer  &  Black. 
3  segs  open 

PROGRAM SPONSORS    AND    AGENCIES 

It  Could  Be  You — cont'd. 

Art  Linkletter:  V-L 

Love  of  Life:  S-L 
Lone  Ranger:  A-F   (CBS) 

Lone  Ranger:   A-F   (ABC) 

(9/21  start  1 
Major    League    Baseball: 

Sp-L  (last  9/28) 

Medical  Horizons:  D-L 

Mickey  Mouse  Club:  J-F 

Mighty  Mouse:  J-F 
Modern  Romances:  S-L 

Garry  Moore:  V-L 

Miller;  Alberto  Culver.  Wade;  P& 
DFS;  Miles  Labs.  Wade;  Cen  Foot 
Y&R;  Chesebrough-Ponds.  )WT; 
seg  &  4  alt  segs  open 

4,000tt  Campbell      Soup,      Burnett;      Kellof 
Burnett;    Lever    Bros,    BBDO;    Pil 

bury,   Burnett;   Simoniz,  Y&R;  Stai 
Brands,    JWT;    Swift,    Mc-E;    Stale 
R&R;   Toni,    North 

10,000  wk        Amer  Home  Prod,   Bates 

14,000  Cen  Mills,  DFS;  Nestle,  Mc-E 

10.000  Cen  Mills.  DFS 

R.  J.  Reynolds,  Esty,   '4  spon 

22.000  Ciba,  JWT 

6  500  Amer-Paramount,    Buchanan;    Armou 
Tat-Laird;  Bristol-Myers,  DCS: 
Coca  Cola,  Mc-E;  Cen  Food 
FC&B;  Carnation.  Wasey;  Cen  Mill 
Knox  Reeves:  Mattel.  Carson  Rot 

erts;  Miles,  Wade;  Minn  Minini 
BBDO:  Pillsbury.  Burnett.  SO: 
Mc-E;  8  segs  co-op 

20.000  Cen  Foods,  B&B;  Colgate,  Bates 

2,700tt  Corn   Prod,  C.   L.   Miller;  Kraft,   JW1 
Sterling.    DFS:    Brillo,    JWT;    2    al 

segs  open 

3,600tt  I  Nestle.  Mc-E;  Campbell.  Burnett Toni,  North  Hast  8  1 3  <  :  Lever  Bros 

JWT;  Johnson  &  Johnson.  Y&R 
California  Packing,  Mc-E;  Yardley 

Ayer;  Florida  Citrus,  B&B  iB'l- 
starti;  Cerber.  D'Arcy  '9  13  start) Dow    Chemical.    MacManus    John   U 
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* GRAPH 31    AUG.  -  27    SEPT 

INESDAY 

IS  NBC 

THURSDAY 

ABC  CBS  NBC 

ABC 
FRIDAY 

CBS 

NBC SATURDAY 

ABC  CBS  NBC 

vards Nins 

all     Mill 

D    Edw.udi 
W        I'rh.ll 

News 

it 
D    Edwards 

Irown     A 

II 

News       i/13  S) 

Mil 

Sports    Focus No    ncf    service 

News 
I 

■  II 
|ohn    Daly    News just 

D    Eilw.lrds 
Wliltchall 

News 
R 

Sports    Focus 

lohn    Daly    News 

No    net    service 

D    Edwards Brown    A    WnMn 

News 

•uit 

Lucy 

Helen    0  Conncll 
ii. i     i 

News 

■utl     I.  •'    I 

Lone    Ranger 
I 

Circus   Boy 
-        M  i 

.in    Kellogg 

Sgt.    Preston 
(Juakrr    Oata 

Vms.  Vail.     N.ws 
I 

Tic    Tac    Dough 
Ki     V 

Rin    Tin    Tin Njlil.cn 
Beat   the  Clock ii    nuhop 

•it  «u. i 

Conncll News 

Sit)   r     of     London 

- 

Flight 
Number   Seven 

lUIt 

Buccaneers 

Perry    Mason 

People  Art 

Funny 

Tori   tit 

II     J 

monc 

Record 

If    S 

Masquerade 
Party 

Wagon   Train 

I/J8  S 

Cowtown  Rodeo 

lull 

>ury Father    Knows 
Best 

Beotl    Piper 
Cowtown  Rodeo 

Bob  Cummings 

l_   g    J,,       You   Bet   Your 
Harbourmaster 

B 

lit      Ml. • 

Climax 

Chrytler 
(8:30-9:30) 

DeSoto    lit 
Tonl 

|im    Bowie 

Dragnet 

I.AM    ail     - 

Crossroads 
Chevrolet 

West  Point 

Destiny 

■ 
ilt  Ford 

Blondie 
Tonl   tit 

N'Mtto 

Durante  Julius  La  Rosa 

I. 

Perry    Mason  Perry   Como 

Lite  of   Riley 

l-rrer    Ilr.Ft 

tba 
2   For  The   Money     Kiml 

m        A    Whlrlpoo 

Pendleton    Rodeo  4 ' 

Key  Club 
Playhouse 

Di     I     i    I 
Enterprise 

naire 

nr 

Kraft  Theatre 

Kr.fl    (9-101 

Theatre  Time 
v  i    in  ilt 

Kiniborly  Clirk 
Climax People's  Choice Borden    ill    PAO 

Mr    Adams  &  Eve 
Colgite    ilt 

It    J     Reynoldi 

Ids    Cotten    Show 

M  Squad Tibac     ilt Lawrence   Wclk 
(9-101 

Calc  Storm Nettle   ill 

Helen*   Curtla 

Sanders  Mystery 

Theatre 

- 

LAM 

ina    for  Amer. !.   9    19] 

OSS. - 
Mermen 

PlaylloUse  90 Amor    OiS alt 

Brlitol    Myen 

— High-Law   
9/1*1 The    Ford   Show 

i/i8  a 

Big    Moment 
i; 

B^irlni      i 

The    Thin     Man 

Colgate 

A  Secret 

•ynolil* 
Kraft  Theatre 

A   Date  With 
The  Angels 

i'>uth 

Schlitz 
Playhouse Sehllu Lawrence   Wclk 

S  R  O      Playhouse 

I.    ■ 

Have    Cun      Will Travel 
Dollar 

A    Second lliburr 

I. 

I   Hr 
StNl 

10  11) 

This    Is 

Your   Life 

PAG 

Focus Playhouse  90 

Philip    Morris 
•  It 

Rrlstol    Myen 

Lux    Theatre 

10-11)      I. 
Rosemary  Clooney 

9     I    3]    Level 

The  Big  Beat 

nut 

Undercurrent 

i'.m;  ilt 

Imro  A  Wmson 

Cavalcade  of 

Sports 

Gillette (10-concl) 

Country    Music 

lubilcc 

Am   Cnlcle 
•  It 

Wllllaiaion-Dlckla 

Cunsmoke 

I  .AM    tit 

Read 

Miss  America 

Pageant 

JJ      l-lilln. 

Encore    Theatre 

•  ker 

•It  Armour 

(L    ■ 

-Fox  Hr 
on 

10-11) 
No    net    service 

Playhouse  90 ri.uk 

alt 

Mutate 
i '.i    IS    - 

Texaco   Command 
!i    I'.li      (10-11 

Jane    Wyman -      Bishop 

alt   (luaker 

Pantomime  Quiz 

Amcr    Oil 
A    llamm 
alt    Time 

Red   Barber 
St   Farm   Ini 

Country    Music 

Jubilee 

Jimmy    Dean 
II     lilnhop 

Assignment Foreign  Legion 

Your   Hit   Parade 
Tobicco 

•  It  Tonl 

■    - 

PROGRAM 

larrs   Moon-     cont'd. 

ICA  \  Football:  Sp-L 
(9   21    Mart  I 

•ur  Miss  Brooks:  Sc-F 

rice   Is  Right:   Q-L 

■D-Football:  vi"l 
(9/8  start  i 

lueen  for  a  Day:  An  I. 

earch  for  Tomorrow:  S-L 
cret  Storm:  S-L 

trike  It  Rich:  V-L 

l'2    million 
for    all 

3.170't 

2   million 
for   all 

3.000tt 

10.000  wk 

9.500  wk 

12.500  wk 

SPONSORS    AND    AGENCIES 

Adams  i9  25  start '  ;  Vick  Chemical 
BBDO  '9  17  start i  :  Gen  Foods. 
Y&R  '9  12  start >  ;  Cen  Mills.  DFS 

9  6  Start);  Sunshine  Biscuit 
Cunningham  &  Walsh  '9  20  start); 
2   alt   segs  open 

B.istol-Myers.  DCS&S:  Libby-Owcns- 
Ford.  FSR:  Sunbeam.  Pernn-Paus: 

Zenith,  Ludgin:  'i4  spon  a — Ntl 
Camcs  9  21.  28' 

Cerber,  D'Arcy:  Johnson  &  Johnson. 
Y&R:  Nestle.  Mc-E:  Ceil  Mills, 

DFS;  Sunshine  Biscuit.  Cunningham 
&  Walsh  '9  19  start';  Purcx.  Weiss 
9  26  start'  ;  Vick  Chemical  BBDO 

■9  27  start'  ;  2  dass,  1  seg  &  1  alt 

seg    open 
Lever  Bros.  BBDO:  Chcscbrough- 

Ponds.  JWT;  Cen  Foods.  Y&R:  SOS. 

Mc-E;  Lanolin  Plus.  KF&C  '9  9 

start';  Minn  Mining.  BBDO  '9  26 
start'  ;    4   segs   &   4   alt   segs   open 

Pabst.   Burnett:   Standard  Oil.    D'Arcy: 
National     Brewing.     Doner:     B.ill.in 
tine.    Esty 

Amer  Home  Prod.  Bates.  Ccyer: 

Brown  &  W'mson.  Seeds:  Corn  Prod. 
C  L.  Miller:  Dixie  Cup  Hicks  & 

Crcist  'last  8  28':  Miles.  Wade; 

Minn  Mining.  BBDO:  Sandura.  Hicks 

&  Crcist  'last  9  4);  Stand  Brands. 
Bates:  Sunkist  FCB  last  9  19'  : 
Tom.  North:  P&C.  Compton:  SOS 

Mc-E:  H  W.  Cossard.  Weiss:  Lan- 

olin Plus.  KFC&C  '9  9  start'  :  1 
seg    &    1    alt    seg    open 

P&C.   Burnett 

Amer    Home    Prcd     Bates 

Colgate.    Bates 

PROGRAM 

I  ales  of  the  I  exai  Ranger: 
\  I 

Tic  Tac  Dough:  Q-L 

True  Story:   Dr-L 
Truth  or  Consequences:  Q-L 

\  alianl  Lady:  S-L 
(last  H  16) 

The  \  erdicl  I-  ̂   ours:  Dr-I 
(9  2  start  I 

WUd  Bill  Hickok:  A-F 

18  000 

2.500m 

18.000 

3.450"' 

10.000  wk 

3.250'^ 
27  000 

SPONSORS    AND    AGENCIES 

Sweets  Co     Eiscn     Flav.  R -Straws     R&R 

Church    &    Dwight.    |WT:    Kraft.    JWT; 
Minn     Mining.     BBDO       P&C.     DFS; 

Stand    Brands     Bates:    Tom     North: 
Amcr    Home    Products.    Ccycr     SOS 

Mc-E     Starkist   Tuna    Homg-Coopcr ; 
1    alt   seg  open 

Sterling    Drug.    DFS.    lj    iP°n 

Lever     Bros      BBDO:     Alberto     Culver. 
Wade;      Miles     Labs      Wade;     Cen 

Foods     Y&R:    6    segs    &    1    alt    seg 

open 

Tom,  Tatham-Laird  Wesson  Fitz- 

gerald: 3  days  &  1   alt  seg  open 

Ccrbcr.  D'Arcy.  Wesson  Oil.  Fitz- 
gerald Swift  Mc-E  Tom  North, 

Cen  Mills  Knox  Reeves  1  day.  3 

p  &  3   alt   segs  open 
Kellogg     Burnett 

Specials   and    Spectaculars 

PROGRAM 

Elevi  n    Vgainsl  The  Ice i 

Dr-F 
Miss    Vmerii  a  Pageant :  Ml 
•Texaco   <  ommand    Appear- 

ance :   \   I 
Wide,  Wide  World:  Ml 
\\  orld's    (  hampionship 

Rodeo  Pendleton:  Sp-1 

COST  SPONSORS    AND    AGENCIES 

SI  10  000  Timken    Roller    Bearing     BBDO— 9  23 

$175,000  Philco     BBDO— 9  7 

S200000  Texaco     Cunningham   &   Walsh— 9  19 

$210,000  General    Motors.     MacManus.    John    & 
Adams— 9  15 

S200.000  General    Mills     Tatham-Laird— 9  14 
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DAYTIME C  O PAR 

ABC 

SUNDAY 

CBS 
NBC ABC 

MONDAY 

CBS  NBC 
ABC 

TUESDAY 
CBS  NBC 

Lamp    Unto   My 
Feet 

BUSt 

Carry    Moore 
Campbell   Soup 

I-erer   Bros 

alt 

sust    Arlcne  Francis 

sust 

Carry    Moore Gerber    (9/3  S) 

alt    sust 
fla.   Clt.    (8/27   S) 

Chem   (9/17  S) 

Arlene  Francis 
sust 

Look   Up  &  Live 
sust 

Arthur    Godfrey 

Stand  Brands 

Stand  Brands 
Treasure  Hunt 

sust 

Arthur    Codfrey 

Mutual   of   Omaha Treasure  Hunt sust 

Eye  On 
New  York 

sust 

Bristol-Myers 

Bristol-Mvers 
(last    9/30) 

Price  Is  Right 
sust 

Lanolin   Plug 

(9/9   S)    alt  sust 

Gen  Foods 

(9/17  S) 

Price  Is  Right 

just 

Chese-Ponds 
alt   sust 

Camera  Three 
sust 

Strike    It    Rich 
Colgate 

Truth  or 

Consequences 

sust 

Strike     It     Rich 

Colgate Truth  or 

Consequences 

sust 

Let's    Take    Trip sust 

Hotel 

Cosmopolitan 

(8   19    S)    sust 

Love  of   Life 
Amer  Home  Prod 

Tic   Tac    Dough 

P&G    alt 
Church  &  Dwlght 

Tonl   alt  P&G 

Hotel 

Cosmopolitan 

Love  of  Life 
Amer  Home  Prod 

Tic   Tac    Dough 
Stand    Brands 

P&G 

Wild  Bill  Hickok 
Kellogg 

Search    for Tomorrow 
P&G 

It  Could  Be  You 
sust 

Search   for 
Tomorrow 

P&G 

Cuiding  Light sust  alt  P&G 
Cuiding  Light 

P&G 

Could    Be    You 
Chese-Ponds alt  suit 

~~ B) 

Brillo    (9/10 
a't  P&G 

Heckle  &  (eckle 
BUSt 

News 
(1-1:10)  sust 

Stand  Up  &  Be 
Counted 

sust 

Close-Up 
co-op 

News 

(1-1:10)  sust 

Stand    Up  &   Be 

Counted 
sust 

Close-Up 
•o-op 

No    net   service 

Frontiers    of 

Faith 

(9/15    S) 
sust 

As  the  World 
Turns 
P&G Club   60 

co-op 

As  the  World 
Turns P&G 

Vlcfc   Chem :9/17    S)     alt    sust 

Club  60 

co-op 

Pro-Football 

(2-concl.) 

(9/8   S) 

ational    Tennis 

Singles 

(9/8.   2-5) sust 

Our  Miss  Brooks 
sust Club   60 

Our  Miss  Brooks 

sust 

Gerber 

(9/3  start) 

Club  60 

Pro-Football 
Pabst 

Standard  Oil 
Ntl  Brewing 
Ballantine 

Wisdom 

(9/15    S) sust 

Art  Linkletter 
Stand  Brands 

Campbell   Soup 

Bride  &  Croom 
Toni  alt  sust 

Art  Linkletter 
switi  (8/a  sj 

alt  Toni 
Kellogg Bride  &  Croom 

gust 
Brillo    (9/10    S) 

alt   sust 

Pro-Football 

(to  concl) 

N.i t ion.il    Tennis 

Singles 

American 

Bandstand (3-4:30) 

partic  &  co-op 

Big   Payoff 
Colgate 

Matinee 

(3-4) 

partic 

American 
Bandstand 

(3-4:30) 

partic  &  co-op 

Big    Payoff sust 

Matinee 

(3-4) 

partic 

(See   above) 

Mr.    Wizard 
(last   9/8) 

Look    Here 

(9/15     S) mint 

American 
Bandstand 

Verdict  Is  Yours 

sust 
Gerber    alt 

sust 

Matinee 
American 

Bandstand 

Verdict  Is  Yours 
Wesson    Oil 

Swift    (9/3    S) 

alt  Toni 

Matinee 

(See   above) 

Youth    Wants 
To  Know 

alt Amer    Forum 

  sust   

American 

Bandstand 

Brighter    Day 
P&G 

lueen    for    a    Day 

Lanolin  Plus 

(9/9   S)    alt  sust 
Secret   Storm Amer   Home  Prod 

American 
Bandstand 

Brighter    Day 

P&G 
Tonl  alt  Brown 
&   Williamson 

Secret   Storm 
Uner  Home  Prod 

Queen  for  a  Day Stand    Brands 

(See  above) 

Zoo  Parade 
sust 

Wide  World 

15    s,    alt    wks) 
5:3d)  Gen  Motors 

No    net    service Edge  of  Night P&G 

Stand  Brands 

Edge  of   Night 
P&G 

Modern   Romances 
Sterling  Drug 

(9/16    S,    alt   sust) 

No    net    service 

la.    Cit.    (8   -7    >> alt 
.    Chem    19   17    B) 

vlodern   Romances 

sust   alt 
Brillo 

College  News 
Conference ace  The  Nation sust 

Frontiers  of 

Faith 
sust   (last  9/8) 

Wide  Wide 
World 

Mickey     Mouse 
Club co-op Comedy  Time 

sust 

Mickey  Mouse 
Club 

co-op 
Comedy   Time Chese-Ponds 

sust   alt 

|  Open   Hearing 
BUSt 

World    News 
Round-Up 

sust 

Outlook 
sust Miles  alt 

Minn  Mining 

NOTE:  I.  preceding  date  means   last  dale  cm  air.     S  following  date  means  startinc  date  for  new  show  or  new    sponsor  In  time  slut. 

HOW  TO  USE  SPONSOR'S 

NETWORK  TELEVISION 

I'M  PARAGRAPH  &  INDEX 

The  network  schedule  on  this  and  preceding  pages  i  (>8.  69  I 

includes  regularly  scheduled  programing  31  August  to 

27  September,  inclusive  I  with  possible  exception  of  changes 

made  by  the  networks  after  presstime).  Irregularly  sched- 

uled programs  to  appear  during  this  period  are  listed 

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

grams   not    listed    are:     Tonight.    NBC.    11:15    p.m.-l  :00 
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A  G  R  A  P  H 31    AUG.  -27   SEP! 

WEDNESDAY 

CBS                     NBC 

THURSDAY 

ABC                     CBS                     NBC 

FRIDAY 

ABC                      CBS                     NBC 

SATURDAY 

ABC                     CBS                     NBC 

my   Moore 

0   ' 
P'la  si 
Hr  Bra. 

Arlcnc  Francis 
mil 

Owens  i  "i  rnlng 

Ci'rv    Moore 

• 
Arl   n      Francis 

•  Ult Mi  rm 
Arlcnc  Francis Capt  Kangaroo 

suit 

Howdy   Doo 

Baking    at 

s.«u   Oe 

■  r  Codfrcy 
Ib  wmiiai 

1  luionU 

Treasure  Hunt 

Arthur    Codtrcv 

Bi       a    Black 

i.    - 

- 
.  i 

Trcasuri    Hunt 

•  Ult 

lohnaon    A    J 

•It   Cal   Pi 
Treasure   Hunt 

M.^hty   Mouse alt 

Ida 

Cumby 
-•  la  Co 

M-Mmi 

Price   Is   Right 
1 

alt  luit 
Oen  Fboda 

\                 l/JB  G 

Price    Is   Right IUI( 

-t    all 

alt 

\    1 1 .  -,,     ■    r  8 

Price   It  Right 
Susans    Show 

Fury 

tol-Mren 
Lanolli 

u   11    B]     ill    BOS 

Minn      U 

alt   iuit 
all    I 

:    It     Rich 

Win. 

Truth  or 

Consequences 
•Ult Strike   It   Rich 

•      ..-ate 

Truth   or 

Consequences 

sust 

Strike    It    Rich 

Colgate 
Truth   or 

Consequences 
• 

alt    sun 

It  s  A   Hit 

Capt   Callai 
Lever Alberto   Culver 

alt    M 

'■■ 

Tb"»el 
topolitan 

Tic   Tac    Dough 
Am  Home  Prod 

alt    suit 

Hotel 

Cosmopolitan 
Tim  I  alt  lust 

Tic  Tic  Dough 

Kraft 
Hotel 

Cosmopolitan 
•ust Tic    Tac    Onugh 

SUrklsl  Tuna 

alt  80S 

PAG 

Big   Top 

i  .it 

True    Stor 
Minnesota  Mining 

alt    PAO 1  of  Life 
Horn*  Prod 

I'M! 

Love    of   Life 
sum   Soma  Prod 

Love   of    Life 
Alllf 

tick   For 
morrow 
PA  a 

It  Could  Be  You 

QtB    1 
alt  Armour 

Itnni  n     \-     W'raion 
all   Corn   Prod 

Search    for 

Tomorrow 
PAO 

It  Could  Be  You 

Alberto  Culver all    U Search    for 
Tomorrow 

PAO 

It  Could  Be  You 
Amer   Horn*   Prod 

tit  sust 
PAO 

alt    Cirn    Prod 

Big   Top 

Detective   Di ing  Light 
PAD Cuiding  Light 

PAO 

PAG  alt 
.  !  |  ,  1 Cuidins;   Liijht 

1'ili 

News 

M)  luit 
Closc-Up 

poop 

News 

(1-1:10)  iuit Close-Up co-op 

News 

(1-1:10)   iuit 
Close-Up 

eo-op 

Lone    Ranger 
Oen   Mills 
•  It    N I  Up  &  Be 

lounted 
lUlt 

Stand  Up  &  Be 
Counted suit 

Stand  Up  &  Be 

Counted 

SIM! 

No  net  servi 

he  World 
Turns 
PAO 

lUlt 

Club   60 
co-op 

As  the  World 
Turns 

Ml', 

Club   60 co-op 
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Leo    Duroche 

Warmup 

co-op 

mil 

Linklctter 
rer  Broe 

Bride  &  Croom 

s:.l 1-dUloli 

II    sust 

Art    Linklctter Kellogg 

P1IUDUI7 

Bride   &    Croom Mining 

(8/26   S)    alt  sust 

Art      Linkletter 
l.eter    Broa 
Sul  ft    alt 

(8/9    S)    Statey 

Bride  &   Croom •ust 

„       ...                 Major  Leagi 

Baseball                    Baseball 

Icon't)                      (l:30-eonel> 

Imer   Safely   Baxor     ;. 
Ililllp    MorrU                      t    oyjf lmontz •ust 

Payoff 
■teat* 

Matinee 

(S-4) 

panic 

American 

Bandstand 

(3-1:3111 
partlc  A  co-op 

Big    Payoff 
lust 

Matinee 

(3-41 

partlc 

American 

Bandstand 

tie  A  co-op 

Big   Payoff 

Colgate 

Matinee 

(3-4) 

p»rtlc 

Baseball 

•  •  op 

t   Is  Yours 
r   alt    sust Matinee American 

Bandstand 

Verdict   Is  Yours 

•Ult 
Matinee American 

Bandstand 

Verdict   Is  Yours 

-  ;   ' 

Matinee 

Baseball 
Mill;    alt 

sust 
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Edge  of  Night 

PAO 
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th  the  names  of  programs.   Agencies,  brands, 

rs  appear  in  separate  listings  on  page  64,  66. 



SPONSOR  ASKS 

What  are  the  trends  in  tv  and  radio  premium  offers  this  fall 

Thomas  Bohan,  premium  buyer  for 
Compton  Advertising  Inc.,  Vew  York 

Premium  offers  experienced  a  slight 

decline  (1.3$  I  during  the  first  six 
months  of  1957  as  compared  with  the 

Qrst  half  of  the  preceding  year.  How- 
ever, most  of  the  premium  suppliers 

contacted  were  highly  optimistic  of  an 
increase  in  premium  offers  this  fall. 

Some  of  these  suppliers  have  already 
closed  major  deals  scheduled   for   fall 

"An  artist's 
drawing  of 

someone  you 

love" 

promotion.  Radio  and  television  is 

expected  to  share  with  print  in  adver- 
tising these  offers. 

The  strength  of  any  offer  depends 
on  how  well  it  is  communicated.  The 

personal  touch  of  radio  is  excellent 
for  depth  penetration.  The  ability  to 

demonstrate  and  sell  premiums 

through  television  gives  a  third  dimen- 
sion to  a  premium  promotion.  The 

flexibility  of  radio  and  television  is 

an  important  consideration  in  sched- 
uling promotional  offers. 

Based  upon  offers  made  in  the  last 
18  months,  the  trend  is  toward  more 

upscale  premiums  and  more  adult  in- 
package  merchandise. 

The  major  cereal  companies  have 

reduced  their  use  of  in-package  juve- 
nile premiums.  It  would  seem  that  this 

move  will  cut  down  the  amount  of  ad- 

vertising time  devoted  to  promoting 
their  premium  offers.  The  leader  in 

the  field,  the  Kellogg  Co.,  in  announc- 

ing a  reduction  of  juvenile  in-package 
offers  for  the  balance  of  1957  stressed 

that  no  cutback  was  anticipated  in  its 

scheduled  self-liquidating  premiums — 
lonej  and  box  tops. 

A  study  of  the  cash  offer  require- 
ts  in  the  last  18  months  points  up 

the  trend  toward  higher-priced  premi- 
ums. With  rising  costs,  it  is  harder 

to  find  appealing  premiums  in  the 
lower  price  range.  The  consumer  is 
accustomed  to  paying  more  for  just 

about  everything  today.  So  if  an  of- 
fer represents  good  value,  she  will  be 

willing  to  spend  a  dollar  or  more  for 
the  premium.  There  have  been  several 

very  successful  $2.00  premium  offers. 
Based  upon  the  number  of  offers  made 

in  the  first  half  of  1957,  the  most  pop- 
ular premium  offers  were  SI.  more 

than  SI  and  50c.  in  that  order. 

According  to  Premium  Practice 
Magazine,  the  most  popular  premiums 

have  been  the  games,  toys,  and  sport- 

ing goods  group.  Most  of  these  offers 

have  been  made  by  food  manufactur- 
ers aimed  at  the  juvenile  market.  The 

general  kitchenware  group  was  a  very 
close  second  in  popularity.  The  soap 
and  food  manufacturers  were  the  lead- 

ing sponsors  of  these  premiums  offers 

appealing  largely  to  women. 

The  Premium  Practice  survey  point- 

ed out  that  only  21.1%  of  recent  pre- 
mium offers  had  a  related  use  to  the 

product  sponsoring  them.  Most  of  the 
offers  were  beamed  at  housewives 

(46.1%)  and  juveniles  (22.5r;  I. 
Among  the  current  popular  free  pre- 

mium offers  are  a  lipstick,  hotplate 

pad,  steak  knives,  measuring  spoon, 
and  a  canister  pack. 

In  the  self-liquidating  category  un- 
der SI.  there  are  offers  of  perfume,  ny- 
lon stockings,  aprons,  toy  birds,  and 

beach  balls. 

The  SI  and  over  premiums  are 

headed  by  picnic  bags,  silver-plated 
candy  dishes,  barbeque  sets,  sets  of 

glasses,  stainless  steel  ware,  and  "An 
artist's  drawing  of  someone  vou  love." 

Louis  M.  Hovey,  Jr.,  Funke  and  Hoff- man. A  ac  York 

The  most  apparent  premium  trend  in 
radio  and  television  this  fall  will  be  a 

"trading-up"  in  self-liquidating  pre- 
miums  being   offered.      The   cause   of 

this   trend    is   threefold   as   we   see   it. 

The  first  consideration  is  the  con- 

stant growth  in  the  premium  indus- 
try as  a  whole.  This  growth,  especial- 

1\  during  the  past  five  years,  has 

opened  the  way  for  new  concepts  in 

premium  merchandising.  For  exam- 
ple, more  and  more  premium  offers 

are  appearing  which  feature  merchan- 
dise for  $1.50,  S2.00  and  $2.50.  It  is 

now  possible  to  offer  a  higher  qualitv 
of  merchandise  which  a  few  \ ears  ago 
would  have  been  eliminated  because  of 

the  25c.  50c.  and  $1.00  price  barrier. 

The  second  consideration  is  the  com- 

petitive market.  Because  of  the  num- 
ber of  liquidating  premium  offers  that 

appear  each  week,  large  users  are  striv- 
ing to  offer  the  best  possible  value. 

This  means  that  "premium  buyers"  are more  selective  and  use  more  scientific 

methods  for  choosing  a  premium  item. 
Thousands  of  dollars  are  spent  each 

year  just  testing  merchandise  and 
much  guesswork  has  been  eliminated. 

The  most  important  consideration  in 
this  new  trend,  however,  is  the  un- 

predictable, unscientific  "Mrs.  Ameri- 
can  Housewife.'    This  woman   has  to 

"the  unpre- 

dictable Mrs. 
American 

housewife" 

be  wooed  and  courted  to  convince  her 

that  she  should  take  advantage  of  a 

premium  offer.  This  can  only  be  done 

in  one  way — advertising.  \^  ithout  ad- 

vertising. "Mrs.  American  Housewife" 
won't  cooperate  regardless  of  the  value, 
appeal  and  quality  of  any  offer. 

Premiums  will  have  to  be  promoted 

more  aggressively  than  ever  and  I  feel 
that  radio  and  tv  will  play  a  major 

part  in  the  expansion  and  continued 
growth   of  the   premium   industry. 
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H.    L.    Bergman,   v.  p.,   tales  promotion, 

Gre)    Irfi  trti  i  i       ' 

In  general,  the  prospects  foi   the  hit 
1 1 1 1 - r  growth  "I   premium  offers  made 
through  broadcast  media  in  the  com- 

ing \  eai  are  good. 
I  In-  numhei  "I  t>  offei  -  will  prob- 

ablj  continue  i"  exceed  those  made  on 

ratlin  (despite  radio's  lowei  rates)  be- 
cause "I  the  abS  antages  ol  \  isual  dem 

onstration  ol  premium  items  afforded 

"///<•  <nh  antages 

oj  i  isual 
i/rriion.stfiition 

l>\  t\.  I  Be  nf  local  (\  and  radio  fa- 
cilities In  national  advertisers  has 

proven  to  be  a  quick  and  economical 
method  ol  testing  premiums  before  the 
offer  is  made  nationally . 

Established  patterns  have  shown  a 
sharp  rise  in  broadcast  offers  i  for  both 

radio  and  t\  •  beginning  around  the 
Christmas  season  and  reaching  a  peak 
in  the  earl)  spring  •>!  the  new  year. 
I  his  pattern  is  likel)  to  continue. 
Daytime  radio  and  t\  directed  to 

women  and  children  (chief  targets  ol 

over  7iir,  ol  all  premium  offers)  will 
undoubtedl)  continue  to  be  the  pre- 

dominant time  period  used,  with  "kid" 
premiums  featuring  fewer  giveaway 
offers,  and  using  more  self-liquidating 
premiums. 

Purchase  prices  required  in  self- 
liquidating  offers  to  women  are  gen- 

eral!) on  ihc  increase  and  tins  trend 
should  follow  through  in  offers  made 
via  broadcast  media.  \\  iih  consumers 

accustomed  to  luxur)  items,  man) 
premium  users  are  meeting  success 
with  high-priced  items  formerl)  con- 

sidered unsuitable  as  premium  offers. 

Jack  Levin,  president.  Larido  Corp., 
\  in  )  ork 

I  his  fall  promises  to  be  one  of  tin- 
most  active  premium  seasons  in  recent 
years  and  it  stands  to  reason  thai  both 
radio  and  t\.  the  two  major  advertis- 

ing media,  will  have  their  share  of 
premium  offers.  Both  radio  and  t\ 
have  successfull)  demonstrated  their 

abilit)  to  pull  premium  returns,  pro- 
viding the  commercial  is  properl)  pre- 
pared so  that  it  sells  the  premium 

merchandise   rather   than    mereK    inen- 

tionin     the  offei   as  an  aftei  thouf  ht, 
I ..      ivi     you    .1    bettei    idea    bi    to 

w  h.it  -  in  store  i"i   the   Vmei  it  an  I 

ily,  I  w  ill  menl  ion  some  premium  pro- 
mot  ions  w  heduled  foi  this  fall. 

<  hililn  n  appeal :  despite  i  umors  and 
i  onflii  i  ing  reports  that  <  ereal  i  om- 
panies  are  dropping  premiums,  we 
ha\ i-  orders  from  several  of  the  majoi 
. .  i .  il  i  ..nip. mi.  -  foi  1 1 ■•  pai  kage  in- 

serts .mil  self-liquidating  premium  of- 
fers, promoted  heavil)  on  t\  and  radio 

\ml  foi  those  w ho  feel  that  big  pre- 

mium returns  are  a  thing  •'!  the  past, 
one  "I  out  cereal  accounts  re<  entl) 

purchased  inn-hall  million  units  ol  .1 
25t  self-liquidatoi  and  this  morning 
we  received  .1  substantial  re  ordei  on 
this  same  item.  W  e  believe  that  alei  1 

t\  cop)  was  responsible  foi  its  success. 
In  the  adult  lifld.  "free"  offers  are 

making  headway.  One  "I  oui  soap 
compan)  ai  counts  has  used  en  ei  one 
million  of  one  of  oui  products  which 
was  offered  free  in  exchange  for  three lin\  tops. 

The  growing  importance  of  "free" offers  i-  understandable  when  one  con- 

siders the  present  high  cost  ol  mer- 
chandise, handling  charges  and  post- 

age. Chances  are  that  l>\  the  time  we 

add  on  fixed  overhead,  .1  2 ">-  pre- mium is  the  same  item  that  most  house- 

wives can  purchase  in  their  lo<  al  stores 

foi  that  price.  \n  adult  2V  self- 
liquidator    no    longei    exists,    for    all 

•"  In  uiliili  _'■>'- 
self-liquidatoi 
ni>  longei 

eXlSts" practical  purposes,  and  50^  seems  to 
be  the  lowest  self-liquidatoi  price  for 
an)  adult  offer  this  fall. 

\\  e  believe  thai  \  ou  w  ill  see  an 

abundance  of  fashion  items  being  of- 
fered to  housewives  this  fall  and  the) 

will  be  offered  foi  $1.00  and  $2.00  plus 
the  usual  l><>\  tops  or  labels.  We  have 

a  number  "I  such  promotions  sched- 
uled and  know  nf  more.  W  hile  the 

household  gadget  "i  kitchen-aid  pre- 
mium has  always  dime  well,  the  mar- 

ket seems  saturated.  Recent  h  offers 

include  pett)  coats,  sweaters,  bermuda 

shorts,  blouses,  and  hosier)  for  the  en- 
tire family.  We  think  that  you  will 

be  seeing  more  "I  this  type  ol  premi- 
um and  at  higher  pi  i'  es.  ^ 

PRIMARY 
MARKET 

400,000  people  in  the 
Ann  Arbor  area  respond 

primarily  to  local  radio. 
It's  a  huge  market  AND 
NOT  ADEQUATELY 
COVERED  BY  OUTSIDE 
STATIONS. 

ANN  ARROR 
AREA 

Includes  Plymouth, 

Ypsilanti,  Livonia  and 
23  important  industrial 
communities  in  Michigan. 

FIRSTinPUB.SE 
Most  recent  Pulse 

indicates  WHRV's  strong 
superiority...  18  firsts 
(half  hours)  out  of  24. 

WHRV 
1,000  watts       abc        1600  kc 

Major  league  baseball, 
University  of  Mich,  sports 
Detroit  Red  Wing  Hockey 

6:00-9:00  A.M.    Joe  and  Ralph, 
famous  in  Mich,  area 

Write  for  special  merchandising 

plan  or  contact: 

BOB  DORE  ASSOCIATES 

C  National  Representatives 
thr  door  i>  alway*  open  .  .  . 

Bob  Dore  Assoc.,  420  Madison  Ave..  N.  Y.  17.  N.  Y. 

JUNK      3«    PULIt 
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Down  SHREVEPORT  way 

<=?!,/,/,    our  folks 
know  their 
BRANDS! 

Shown  here  ore  Fay  Foppe 

and  Willie  Caston,  KANV  Staff 

Announcers,  RINGING  THE  BELL 

for  CALUMET  BAKING  POWDER 

in    a    store    promotion. 

BRAND  NAMES  MEAN  SALES  in 

the  RICH  NEGRO  MARKET  of  the 

Shreveport  area,  where  Negroes, 

totaling  36.7  of  the  metropolitan 

population,  receive  43*  out  of  every 

payroll   dollar,   and  where  .    .   . 

KANV  IS  THE  ONLY  ALL  NEGRO 

PROGRAM  STATION  .  .  . 

Where  91,000  BRAND-CONSCIOUS 

Negro  Listeners  buy  the  brands  the 

KANV  PERSONALITIES  SELL,  over 

the  air  and  in  store  promotions. 

JUMP  NOW!  let  KANV 

RING 

THE  BELL 
for  you! 

Write,    call    or   wire   the    KANV 

Representative    in    your    area — NOW! 

National  and  regional  spot  buys 

in  work  now  or  recently  completed 

SPOT  BUYS 

TV  BUYS 

Schick  Inc.,  Lancaster.  Pa.,  is  initiating  a  campaign  in  100  top 

markets  to  promote  its  three  new  electric  shavers — the  Powerhouse 

for  men.  the  Oriental  and  Sophisticate  for  women.  A  S4.5  million 

budget  for  tv  and  print  is  the  highest  ever  used  by  Schick  for  a  fall 

campaign.  Schedule  kicks-off  4  November  for  seven  weeks.  Min- 

utes and  chainbreaks  during  nighttime  hours  will  be  sought;  satura- 

tion frequency  will  vary  from  market  to  market.  Buving  is  not  com- 

pleted. Bu\er:  Paul  Roth.  Agency:  Benton  &  Bowles,  New  York, 

i  \genc\   declined  to  comment.) 

Colgate-Palmolive  Co.,  New  York,  is  entering  Midwestern  markets 
to  advertise  a  dental  cream.  Starting  date  is  4  September  for  19 

weeks.  Nighttime  minutes  and  chainbreaks  are  wanted.  Average 

frequency:  five  spots  per  week  per  market.  Buyer:  Charles  Valen- 
tine. Agency:  Ted  Bates  &  Co.,  New  York.  (Agency  declined  to 

comment.  I 

General  Foods  Corp.,  Jell-0  div.,  White  Plains.  \.  Y.,  is  going  into 

major  markets  for  its  Chiffon  Pie  pudding.  Short-term  schedule 

will  begin  16  September.  Daytime  minutes  will  be  used.  Frequencv: 

approximately  12  spots  per  week  per  market.  Bu\er:  Marie  Fitz- 
patrick.    Agency:  Young  &  Rubicam,  New  York. 

Continental  Baking  Co.,  New  York,  is  planning  a  campaign  in 

major  markets  for  its  Profile  bread.  Schedule  will  start  16  Septem- 
ber for  an  indefinite  run.  Daytime  and  nighttime  minutes  and 

chainbreaks  are  being  sought;  frequency  will  depend  upon  the  mar- 
ket. Buying  is  not  completed.  Buyer:  George  Detelj.  Agency:  Ted 

Bates  &  Co.,  New  York.  (Agency  declined  to  comment,  i 

P.  Lorillard  Co.,  New  York,  is  preparing  a  schedule  in  major  mar- 

kets for  its  Newport  cigarettes.  Campaign  kicks-off  shortly  for  six 

weeks.  Minutes  will  be  slotted  during  nighttime  hours,  with  an  aver- 
age of  10  spots  per  week  in  each  market.  Buying  is  completed. 

Buyer:  Roger  Hutzenlaub.  Agency:  Young  &  Rubicam.  New  York. 

(Agency  declined  to  comment.) 

RADIO    BUYS 

National  Shoes,  Inc.,  Bronx,  N.  Y.,  (stores  in  New  York,  New 

Jersey,  Connecticut.  Massachusetts  and  Man  land  I  is  using  heavy 

saturation.  Minute  e.t.'s  will  be  placed  daytime  and  nighttime,  with 
690  announcements  per  week  on  27  stations.  Fall  schedule  will  run 

until  the  end  of  the  vear.  Buying  is  not  completed.  Buyer:  Joyce 

Peters.   Agency :  Emil  Mogul  Co.,  New  York. 

Clayton  Labs.,  div.  of  Grove  Labs.,  St.  Louis,  is  going  into  scat- 
tered markets  to  promote  its  Citroid  compound.  Campaign  will  start 

21  October  for  four  weeks.  Advertiser  is  buying  daytime  and  night- 

time minutes  on  every  day  of  the  week  with  heavy  saturation.  Fre- 

quencv will  depend  upon  the  market.  Buying  isn't  completed. 
Buver:  Bettv  Nasse.  Agency:  Dowd.  Redfield  &  Johnstone.  NeM 

York.    (Agency  declined  to  comment,  i 
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THIS     IS     ALBUQUERQUE 

The  nation's 

@™ 
 * 

in  total 

retail  sales! 

In  case  you  hadn't  noticed,  Albuquerque.  New 

Mexico  is  now  a  billion  dollar  market!  It's  the  fastest- 
growing  major  market  in  the  surging  Southwest, 
and  ranks  90th  in  the  nation  in  total  retail  sales. 

Look  at  these  figures:  In  the  metropolitan  area 

alone,  population  is  up  to  218. Son  til.  100  families) 

with  a  spendable  income  of  more  than  $372  million. 

In  the  last  year,  food  sales  have  increased  64'  ,  . 

drug  sales  74' ,  and  total  retail  sales  an  amazing 

62([  to  a  new  high  of  8290.276.000! 

And  this  is  just  the  beginning!  Today,  business  May  10.  1957 

activity  in  Albuquerque  is  Increasing  at  a  rate  three 
times  above  the  national  average! 

KOB  Radio  and  KOB-TV  are  the  unchallenged, 

leading  media  in  this  young,  active-buying  market. 

Powerful  KOB.  the  Southwest's  50,000-watl  pioneer 
station  commands  the  Pulse  ratings  just  as  KOB-TV 
Channel  4.  is  tops  in  ABB  ratings. 

Now    under    the    progressive    management    of 

KSTP.  Inc.,  broadcast  leaders  in   Minneapolis-St. 

Paul.  KOB  and  K<  HB-TV  are  your  best  buys  in  atomic 
Albuquerque! 

•SALES    MANAGEMENT    •Survey  of  Buying   Power," 

770    K.C. 
50,000    WATTS 

D 

D 
TELEVISION 

(^tuuuiel. 
^ 

ALBUQUERQUE ,\j    NEW    MEXICO 
ScuMsty  cutd  Setting  tAe  Su%qc*t4  Sout6tve4t 

Represented    by    Edward    Petry    &    Co.,    Inc. 

<3 
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thundering 

out  of 

the  West 

.  The  26  daring  Arizona  Rangers  tamed 

America's  last  wild  territory . . .  rounded  up  over 
4,000  rustlers,  desperadoes,  gunmen  and 
swindlers  at  the  turn  of  the  century.  All  the  flavor 
of  the  historical  conflict  between  law  and  outlaw 
is  in  26  MEN  . . .  filmed  for  TV  on  scenic  Arizona 

locations  capturing  the  impact  and  excitement  of 

the  last  frontier.  Producer— Russell  Hayden. 
^■■■^ 

I 

SOLD,  within  first  two  weeks
  of  release 

in  over  60  markets,  to 
 su Ch  advertisers  as: 

•  HP-  Hood  &.  Sons 

.  Standard  Oil  of  Texas  | 

.  Freihofer  Baking 

.  Max  Russer  Meats 

.  Nic-L-Silver  Battery 

.  Mrs.  Smith's  Pies 

.  Humpty-Dumpty  Stor
es 

,501  Broadway.  Mj£C- 

UAckawanna4-50S0 



Reportt  "nil  evaluate*  news,  trends, 

opinions  jot   ill'"  buyert  and  tellers 

FILM-SCOPE 

31  august  Syndicated  film  now  «>< « ■•  |n<  -  -o  much  of  ■  h  station's  « I i « - 1  thai  broadcaster! 
cpyn.ht  iw  fN|  the)  can  eel  b  little  more  fi ni«k\  aboul  the  menu. spoNsnn  publications  inc.  o 

This  week   FILM-SCOPE  .i-kr.l  it-  rostei  of  Station  Spotters  .il   i   theii    relationship! 

\i-.i-\U  syndicators.  In  a  word,  this  is  uh.it  the  stations  say:  wLet*s  be  ■  little  more 

sophisticated  in  our  dealings.  Sure,  we  all  started  oul  with  bam  and  eggs.  Now  let's 
sharpen  our  tastes."    Specificallj  : 

I  i  In  syndicated  lair,  a  good  pilot  film  is  ■  I ■ « -  beat  convincer.  The  fact  is  thai 
most  stations  have  neither  the  executive  time  nor  the  facilities  to  buj  on  such  intangibles 

,i-  a  star's  reputation,  track  record  of  the  distributor,  etc  The)  want  i"  see  something  in 
black  and   while. 

2)  Station  decisions  on  film  no  longer  are  one^maa,  impulse  jobs.  Often  the 

station  manager,  Bales  manager,  program  and  or  film  director  figure  in  the  confab.    Thus 
a    pushy    film    salesman    sometimes    does    more    harm    than    good. 

3)  Stations  would  like  a  better  briefing  on  the  potential  angles  in  a  film 
which    could    be    used    as    sales    books. 

li  Merchandising  is  so  important  these  days  that  more  promotional  . i • « I  — — on  a 

continuing  basis — are  desirable.  \n  original  kit.  without  follow-up  stuff,  usu- 
ally   is   too   primitive. 

5)  If  station's  could  make  their  dreams  come  true,  the  ideal  syndicated  film  sales- 
man  would   be  a   fellow    who   has   bad   station    experience    himself. 

()  I  The  symlieator  who  romances  a  single  station  in  a  market  too  ardently 

alienates  the  affections  of  the  others.    The)   gel  suspicious  that  a  "deal"  may  be  afoot 
[aside  from  which   their   feelings  arc  hurl'. 

.Screen  Gems*  Ranch  Party  is  starting  talk  about  a  trend  toward  cnuntry-tv  pc films. 

Offhand,  there's  plent)  of  documentation  For  such  speculation.  Jimmj  Dean.  Pal  Boone, 
fennessee  Ernie  Ford  and  (if  you  want  to  make  the  categor)  loose  enough)  Lawrence 

W  elk     arc  riding  a  crest.     Vmerica  seems  to  be  in  a  nostalgic  mood. 

Rut  statistics  warn  against  a  hast\  conclusion.  There  have  been  less  than  a  dozen 

major  country-music   variety    films   in   the   last    five   years. 

Observers  note  that  there  has  been  a  sustained  appeal  for  this  type  of  entertainment 

when  broadcast  live  and  featuring  the  latest  popular  tunes.  Rut.  thev  a-k.  can  this 
freshness   and    spontaneity   he   retained    via   film? 

On  the  action  front,  it  looks  like  the  1  •  i -i  pla)  will  be  toward  more  westerns,  more 
horror  stuff,  and  more  mysteries. 

The  Gray  Ghost.  (  R^  syndication  scries,  almost  Bel  a  precedent  for  exposun 

over  three   local    stations   at    the   same    lime.     Rut    it    didn't   quite   make   it. 
Colonial  Stores.  Inner  of  the  -how  for  Richmond,  thought  the  episodes  of  the  (  nil 

War  exploits  of  Virginia-born  Capt.  John  Mosbj  worth)  of  a  link-up  of  all  three  Richmond 
stations. 

However,    so    main     problems    intervened    that    Colonial's    good    intention-    couldn't    l>e 
realized. 
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FILM-SCOPE  continued 

\-  syndicated  film  sale-,  multiply   abroad,  a  new  kind  of  wheel  is  being  added  to 

the  executive  machinery — the  international  tax  expert. 

Actually,  two  related  problems  face  him: 

1.  Foreign  exchange.  Often  a  film  company  wants  to  keep  its  money  outside  the 

I  s.  Eor  reinvestment  abroad  or  bring  it  home  by  a  circuitous  route  to  get  a  better  rate thai   way. 

2.  Taxes.  By  establishing  a  "base**  company  in  some  favorable  foreign  spot, 
a  film  company  sometimes  can  cul  il^  tax  bill  on  foreign  earnings  to  the  hone.  It  can  keep 

the  money  working  overseas,  or  bring  it  home  <>nl\  when  its  tax  position  here  make-  such 
a   maneuver  favorable. 

Nations  with  especially  low  taxes  (or  none  at  all  l  on  money  earned  outside  their  bor- 

ders are  known  as  "tax  havens.*'  Panama  generally  is  regarded  as  the  best  in  this 
hemisphere  and   some  U.S.   film  companies  already   have   anchored   there. 

Bibliographical  note:  A  detailed  study  of  this  subject  has  just  been  published  by 

the  Law  School  of  Harvard  University  (Tax  Factors  in  Basing  International  Business 

Abroad;  Cambridge  33.  Mass.:  $5).  A  quick  check  list  appeared  in  the  July  issue  of 

Management  Digest  (McGraw-Hill;  33  W.  42nd  St.,  N.Y.C.  36;  $1).  Another  source:  The 
I  nited  Nations. 

\  ery  much  on  the  rise  as  a  market  for  U.S.  svndicators  this  fall  is  Puerto 
Rico. 

The  climate  is  benign:  About  10%  of  all  shows  in  P.R.  are  syndicated  fare, 

and  of  the  top  15  programs  four  are  film  imports  dubbed  in  Spanish.  Here  are  some 

-ample-:    I  Source — Telepulse.  1957  I 

Cisco  Kid 

Foro  7   (Stage  71 

\gente  X    I  Man   Called  X) 
Rin   Tin   Tin 

RATING 

52 

51 

44 

40 

AUDIENCE  SHARE 

75% 

69 

66 

65 

This  quartet  is  having  a  real  romp:  Cisco  Kid  walloped  a  live  competitor  by  over 

2^2  times;  Agente  X  is  estimated  to  pull  20,000  more  homes  than  Quedo-Rovira.  which 

opposes  it;  and  Foro  7  tops  Alegrias-Cast   (live)    by  more  than  25  rating  points. 
Xote:  Three  viewers  or  more  per  set  are  not  uncommon  for  films.  Puerto  Rico 

has  3  tv  stations,  an  estimated  180,000  sets,  and  a  population  of  some  459,000  families. 

Carter  Products  is  making  more  and  more  syndication  buys  via  SSCB,  but 

they  will  continue  to  be  on  a  market  to  market  basis. 

\-  explained  this  week  to  FILM-SCOPE  by  an  SSCB  buyer:  "These  are  mostly 
opportunistic  buys.  In  other  words,  we  pick  and  choose  according  to  how  the  local 

figure  for  syndication   matches   up  to   our   appraisal   of  the  market." 

FLASHES  FROM  THE  FILM  FRONT:     Horror   is  having  a   hey-day.     A.A.P.    is 

offering  a  mystery-horror  package  I  yet  untitled)  of  52  films  from  its  Gold  Mine  Library 

.  .  .  Screen  Gem's  shock  package  of  52  films  has  been  sold  to  10  station-  .  .  .  Michel 
Kraike,  producer  >>f  the  classic  thriller.  Trader  Horn,  savs  that  the  half-hour  series  will  be 
shot  in  London  and  Africa  for  release  in  fall  1958  .  .  .  WPIX.  New  York,  reports  20  hours 

of  mystery  and  suspense-adventure  scheduled  for  fall. 
CBS  Newsfilm  has  added  -ix  more  stations  in  the  U.S.  and  Radio  Televisora  NacionaL 

Bogota  .  .  .  A.A.P.  reports  first  sale  of  Warner  Bros,  feature  package  in  Great  Britain  to 

Associated  TV,  LTD.  of  London  for  $250,000  .  .  .  1NTA  has  purchased  controlling  interest 

in  KMGM-TV,  Minneapolis-St.  Paul  .  .  .  General  Cigar  bought  INTA's  Sheriff  of  Cochise 
for  White  Owl  Cigars  in  two  markets  thru  Y&R. 
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In  Houston 

the  turn 

is  to 

■
v
 

n> 

and 

local  "live" 

everyday  makes 

HOUSTON'S 
BEST  BUY 

KTRK-TV 
CHANNEL 

THE    CHRONICLE    STATION,    CHANNEL    13 
P.   O     BOX    12,    HOUSTON    I,   TEXAS-ABC    BASIC 
HOUSTON  CONSOLIDATED  TELEVISION   CO. 

General   Manager,   Willard   E.   Walbridge 
Commercial   Manager,    Bill    Bennett 

NATIONAL   REPRESENTATIVES:   Geo.   P.   Hollingbery   Co. 
500   Fifth   Avenue,   New   York   36,   New   York 

AND  HERE'S  FURTHER  PROOF! 

M.iy  A   R    B  Shows — 

KTRK-TV   First  in  Prime  time  —  6  10 

p.m.  Monday  thru  Friday 

KTRK-TV  First  in  Nighttime  —  6  p.m. 

to  Midnight  Monday  thru  Friday 

KTRK-TV  First  in  Nighttime  —  6  p.m 

to  Midnight  Sunday   thru  Saturday 

KTRK-TV  Leads  With  Top  3  Shows  and 

Five  of  Top  10  in  Houston! 
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Tampa  -  S*.  P < 

Now  10  th  in  retail  sales  per  capita 
—  as  stated  by  U.S.  Department  of  Commerce! 

Dominated  by  WTVT 

—  ask  your  Katz  representative  for  the  latest  ARB! 

SUP6R(@)mflRK€T 

DRUGS 

•th  in  Total  Retail  Sales 

(Up  from  36th  previous  year) 

'th  in  Food  Store  Sales 

(Up  from  44th  previous  year) 

St  in  Drug  Store  Sales 

(Up  from  33rd  previous  year) 
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in  cities  of  -the  South 

MPA    -   ST.   PETERSBURG 

The  WKY  Television  System,  Inc. 

WKY  and  WKY-TV  Oklahoma  City 

WSFA-TV  Montgomery 

Represented  by  the  Katz  Agency 

■^■■ll   »  i  fcklU.  (Mi 

AUTOMOB  I  LES 

■3rd  in  General  Merchandise  Sales    29th  in  Automotive  Sales     35th  in  Service  Station  Sales 

(Up  from  37th  previous  year)  (Up  from  34th  previous  year)  (Up  from  39th  previous  yeor) 

(Source:  Sales  Management  Survey  of  Buying  Power,  1956  &  1957) 
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as  always  .  .  . 

New  Orleans' 

ONLY 
STATION 

with    100% 

All  Negro 

•  PROGRAMMING 

•  PERSONALITIES 

News  and  Idea 

WRAP-UP 

ADVERTISERS 

Acquisition  of  the  J.  B.  Williams 

Co.  by  Pharmaceuticals,  Inc.,  an- 
nounced formally  last  week,  adds 

a  substantial  line  of  nationally  ad- 
vertised brands  to  those  already 

manufactured  by  the  company. 

Williams  manufactures  and  distrib- 

utes Aqua  Velva,  Kreml  Hair  Tonics 

and  a  score  of  other  nationally  ac- 

cepted products.  Pharmaceuticals  mar- 
kets Geritol,  Sominex  and  Serutan 

among  others. 
Plans  are  to  continue  J.  B.  Williams 

under  present  management  as  a  sub- 
sidiary of  Pharmaceuticals.  The  pres- 

ent network  schedule  of  the  parent 

company  (Twenty  One,  NBC;  To  Tell 
the  Truth,  CBS ;  and  a  new  panel  show 

What's  It  For,  starting  12  October  on 
NBC,  could  afford  ample  room  for 
the  Williams  Division  products. 

Pharmaceuticals  is  a  heavy  air 

media  advertiser,  Williams  (up  until 

this  point)    is  not. 

Helene  Curtis  has  announced  ap- 

pointment of  McCann-Erickson, 
Chicago,  as  agency  replacing 

Earl  Ludgin  &  Co.  for  the  firm's 
Spray  Net  and  Shampoo  Plus 
Egg. 

George  Factor,  Helene  Curtis  vice 

president,  also  announced  a  realign- 

ment of  products  among  the  com- 

pany's other  two  agencies: 
Gordon  Best  &  Co.  will  handle 

Suave,  Suave  for  Men,  Lentheric, 

Curtis  beauty  shop  products  as  well 

as  a  new  men's  product  to  be  an- 
nounced  shortly. 

Edward  H.  Weiss  agency  will 

handle  Stopette  deodorant,  Enden 
Dandruff  Treatment  Shampoo,  Kings 

Men  Toiletries  and  Lanolin  Discovery 

spray  hairdressing. 

H.  J.  Heinz  "Onee  in  a  century" 
campaign  (built  on  the  coinci- 

dence of  1957  and  "57  varieties" 

slogan)  will  climax  with  a  new  na- 
tional  promotion   set  for  fall. 

The  1957  Jamboree  Pennant  Sale, 

promoting  the  leading  Heinz  products, 

will  be  kicked  off  with  extensive  con- 

sumer magazine  advertising  and  the 

firm's  two  network  tv  shows,  Captain 
Gallant  and  Stutlio  57. 

Heinz  Condensed  Soups  and  new 

pack  Ketchup  will  be  heavily  support- 
ed by  the  television  effort.  Maxon, 

Inc.,  of  Detroit,  is  the  agency  for 

Heinz  grocery  products. 

Reynolds  Metals  Co.  will  launch 
an  ambitious  campaign  this  fall 
based  upon  research  confirming 

the  superiority  of  aluminum  foil 
as  a   bread  wrap. 

A  consumer  magazine  series  will 
kick  off  the  drive  to  educate  the  bread 

industry  (and  the  housewife)  to  the 
advantages  of  foil  wrapped  baked 

goods.  Commercials  on  Reynolds'  Cir- 
cus Boy  and  Disneyland  (which  the 

metals  firm  co-sponsors  beginning 

September  11)  will  be  seen  by  an  esti- 
mated 60-million  tv  viewers. 

In  the  heat  of  August  U.  S.  Steel 

is  making  its  final  plans  for  Op- 
eration Snowflake.  The  promotion 

campaign  is  geared  again  this  year 
to  26,000  retailers  and  the  sale  of 

major  appliances  as  Christmas  gifts 

for  the  family.  Heavy  tv  and  news- 

paper advertising  will  back  the  mer- 

chandising with  the  theme  "Make  it 
a  white  Christmas  .  .  .  give  her  a 

major  appliance."  Free  promotion 
kits  go  to  all  retailers.  Agencv  is 
BBDO,  Pittsburgh. 

Advertiser  appointments:  Robert 
M.  Van  Brundt  has  been  named  ad- 

vertising manager  of  the  hearing  aid 
division    of    Zenith    Radio    Corp., 

Chicago.  He  has  been  tv  advertising 

manager  of  Motorola  for  the  past 
five   years. 

At  General  Electric,  Richard  D. 

Kennedy  has  been  named  to  the  new 

position  of  advertising  and  sales  pro- 
motion manager  of  the  receiving  tube 

department  in  Owensboro.  Kv.  He 
directs  advertising,  sales  promotion 

and  publicity  for  both  original  equip- 
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mciii  and  distributor  Bales  i"i  all 

types  of  tubes. 
Colgate-Palmolive  Co.,  \<  u 

^ .  >  i  k ,  oames  <■.  Gllberl  Green  as 

general  sales  manager  "f  ii^  toiletries 
division.  EL  !'•  McQure  bas  been 
named  to  the  new  position  "I  general 

sales  and  promotion  manage]  <>f  f<"><! 

and  ill ug  store  chains.  Their  appoint- 
ments are  pari  of  the  companj  b  di- 

visionalization program  which  began 
•■iirl>    (lii-  si  .11 

AGENCIES 

Five-waj  promotion  i*  being  Intro* 
dnced  in  \en  ̂   «>rk  l>y  Reach, 
.Mc(!lintoii     i\     Co.     with     lis    new 

month!)    house  orjian   Rro/liri(i    Matter. 
li  chats  informally  about  employees, 
some  of  the  campaigns,  marketing 
theories  and  scuttlebutl  originating  at 
the  water  cooler. 

There's  a  pusscl  of  new  «T i«-nt  ap- 
pointments of  agencies  this  week, 

tanong  them:  P.  Lorillard  do.  con- 
Bolidated  all  of  it-  cigarettes  Old 
Gold,  Kent  and  Newport  into  one 
agency,  Lennen  &  Newell,  which 
previousl)  serviced  mils  Old  Gold. 

Consolidated  Film  Industries,  a      man,    Koblits,    Inc.,   nen    Lot    \n- 
■ji  It-    agent  s     >  see    below  .  i 

(ffOHi 
Most  Powerful  Twins 

CJON-TV  *S? 
Aroenfid 

'Captive  Newfound  Id  ndcr$ 
and  latest   B  B  M    Zkows  , 

85%  of  all  greater  St. Johns 
homes  have  TV  5et? 

.lis  ision  ..I  Republic  Studios,  t<>  Tilds 
A  <  ants,  Los    Ingeles  ,      ,  Procter 

&  Gamblers    American  Familj    Prod- 
ucts i"  Tatnam-Laird,  <  1 1 i ■ . i u- < >  .  , 

Mutual     Benefit     Life     Insurance 

Co.    i"    (.rani     Advertising,     New      the 
^  oik.    m  iih   an   expanded    advert  i 
ami  pi omol ion  plan  in  pi ospo  t. 

Davis  Products  to  Frank  Wright  Advertising  in  Chicago.  He  arill 
National  Corp.,  San  Francisco,  ssitli  specialize  in  consumer  packaged 

discussion  <>f  is  and  radio  among  goods  ...  In  Kansas  <  lis.  a  foursome 

media  for  use  in  .">.'!  .  .  .  Perpetual  bas  formed  Avery,  Keel.  Hollowaj 
Savings  and  Loan    issn.  in  Beck*     and    McDonald     Advertising.    Ihej 

There    are    several    new    rhangex 

tlii-     week     for     sour     BgCUC]      li-l-. 
ton.  as  three  imm   one-  come  on 

scene. 

Phil  Field,  formerl)   "I  Lea   San- 
ders   Advertising,    has    opened    Meld 

BEAUMONT 

ORANGE 

PORT  ARTHUR 

Angling  for  greater  sales  in  the 

Beaumont-Port  Arthur-Orange 

area?  You  need  the  only  facility 

covering    this    oil-rich   market 

of  1,000,000  prosperous  Texans- 
K  F  D  M    Beaumont  Radio  &   TV 
CBS 

ABC -  See  PETERS-GRIFFIN-WOODWARD,  inc. 

WEE0   U  CO. U.S. STOVIN-CANAOA 
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A  pictorial  review  of  local 

and  national  industry  events 

PICTURE  WRAP-UP 

i 

111  *^«l 
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,  ji 
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.jp^^^.1  - Over  350  guests,  including  press,  clients, 

advertisers  and  dignitaries  attended  WLW-TV's 
color  debut  of  Ruth  Lyons  and  her  50-50  Club 
at     the    Netherland-Hilton    Hotel    in     Cincinnati 

New  attraction   on   WPST-TV, 
Miami,  will  feature  a  boxing  match 

between  Phyllis  Kugler  (r),  Women's 
Champion,     and     Barbara     Buttrick 

Hal  Morgan,  WGAR  d.j.,  milked  a  prize 
Holstein  at  Cuyahoga  County  Fair  and  lis- 

teners reported  that  from  the  sound  effects, 

he  was   really   doing   a   bang-up   job   of  it 

Unerring  judgment  of  New  York  account  executives  is  borne 
out  in  their  selection  of  June  Cook  as  Miss  Washington  of  1957 

in  a  WWDC  contest.  Judges  (1.  to  r.)  Thomas  Comerford, 

Y  &  R;  William  Groome,  Ted  Bates;  William  Dollard,  Y  &  R 

Young  ballooners  had  a  treat  when  Shari  Lewis  carriaged  up  and 
down  Fifth  Ave.  in  pre-show  promotion  for  Hi  Mom  on  WRCA-TV. 

over    1,000    helium-filled     balloons    were    given    away     to    passers-by 

Pretty  corny.  Seventh  annual  corn  field  day  at  WHDH, 
 Bos- 

ton, is  announced  by  farm  and  food  director  Joe  Kelly  (with 

bell).  Kelly  kept  corn  fresh  in  wading  pool,  cooked  and  served 

it    throughout   the   day   to    WHDH    personalities,   staff,   guests 
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are  Jama   V.    ivery,  Roj   F.  Reel, 
Holt       IIuIIou.in         in. I       \\  ;tid       >lr- 

Donald,  all  fonnei  executives  with 
Carter  Advertising  V.genc)  there 
Three  Carter  officers  nv  i  1 1  serve  as 

consultants  t"  the  new  group: 
Charles  Carter,  Josephine  Dahlia 
ami  Fred  Klemp,  with  MtllXM 
continuing  i<>  service  several  accounts 
handled    formerlj    l>\    Carter. 

Another  shop  to  open  in  Los 
Angeles  is  Beckman,  kohlii/.. 
Inc..  with  partners  Mill  Beckman, 
former  owner  i>f  Beckman,  Hamilton 
8  Assoc.,  and  Eddie  kohlit/.  found- 

er «>f  the  Edwards  Agencj . 

Agencj  personnel  changes:  Colin 
11.  John  has  been  named  account  ex- 

ecutive in  charge  of  Vauxhall  motor 
car    advertising    al    MacManus,    John 
&      \»l.i  ms.     Detroit.      He    continue-    a- 
associate  account  man  on  Pontiac  .  .  . 

Robert  ('..  Mack  i-  now  \.|>.  in 
charge  of  u  and  radio  at  (Irani  Adver- 

tising, Detroit.  .  .  .  Tom  kaiifnian 
joins  Henr\  J.  Kaufman  and  Assoc, 
Washington,  in  the  public  relation 
division  .  .  .  Robert  J.  Hooper  i> 
manager  of  the  service  department  at 
Geyer     Advertising,    New    York,    and 
Angelo  T.  Cozzi  lias  been  manager 
oi  print   production. 

OVER  A  BILLION  $ 
EFFECTIVE  BUYING  INCOME 

AND   ONLY   ONE 
TV   STATION    IN   THIS 
37   COUNTY   MARKET 

New   to    Ander  on-Mc(  onnell   in 

Hollywood  1     Joseph    \\  .    Il.ii  In-i. ii. 
Jr..  as  man. i  .i  ol  industi  ial  advertia 

ing    from    lames    I      '  •  1 1 1< >\%  ,i \     I 
W  illiam    |{.     \\crill    as    me. In  al    ami 

drug  cop)  chief  from  Herb)  I  Hill 
Advertising;  Elizabeth  Farrar  a- 
librai  ian  and  resean  h  tei  hnii  ian 
from  Simon  8   Si  hustei 

Jerry  W  .  Ream  has  been  named 
\  .p  in  i  Ii.ii  ge  "I  the  i  onsumei  di\  i- 
-ion  at  K l.i u  \  an  Pietersom-1  lunlap, 
Inc.,  Milwaukee.  One  ol  foui  division- 

al   head",    lie    •  I  i  i  •  •.  t  ~    advertising     and 
merchandising    on    all    i  onsumei     ai 

I  •■mil"  lm  in    II.    k  lau-    i-    lli> 

new  -"an  I  i am  i«>  o  managei  ol  I  he 

I  -<  hen  Co.,  replai  in  Donald  I-.. 
Kerwin     wh  ned  .  .   .    \t 

Kastor,  I  arreU,  «  hesle)  8  <  lifford, 
\i  w  ̂ inik  Jamea  P.  Barrett  joins 
the   account    group   aftei    working    ii 
I  t  nil.  ii       &        Newell       and       li.-n|..ii       v\ 

Bowles;  Marion  \kin-  Wh  now 
heads  i\  and  radio  traffii  aftei  w..ik- 

ing  at  Ogilvy,   Benson  8   Mathei   and 
I  Ii.     Biow    (  .. 

James  J.  \\  ard  has  set  up  his  own 
business    is    i    sales   eng  ineei  ing    i  on- 

FOR  UNMATCHED  COVERAGE  OF 

STEUBENVILLE-WHEELING 52nd  TV  Market 

tlair   T»l»*ition   Atsociatts,   *«p 

HERE  ARE   THE   FACTS: 

STATION  —Covers  320,957  TV  homes  in  30  counties  of  Ohio  and  W.  Virginia. 
62%  more  tower  —  53,538  more  TV  homes  than  the  Wheeling  station.  Lowest  cost  per 

thousand  TV  homes.  Over  80  top-rated  CBS  and  ABC  Network  shows.  Total  coverage  of 
1,125,500  TV  homes,  including  Pittsburgh. 

MARKET  —Center  of  U.S.  steel,  coal  and  pottery,  industries.  Fastest  growing 
industrial  area  in  the  world.  1,418,800  population.  More  than  $2  billion  yearly  pur- 

chasing power.  Center  of  the  Upper  Ohio  River  Valley,  rich  in  natural  resources. 
Includes  the  highest  paid  industrial  workers  in  the  world. 

Ask  for  (1)  Showing  of  new  color  slide  film,  "How  to  Make  Money  in  the  Steel  Market." 
(2)  Chart,  "How  to  Measure  Your  TV  Results."  (3)  "Directory  of  Retailers  and  Wholesalers  in 

Steubenville-Wheeling  Market." 

®  WSTV-TV 
STEUBEN VILLE.  OHIO  \        ̂ E?2£*!  "£52? WSTV.  WSTV-TV,  Steubenv.lle- 

CHATIEL  9  234.500  WVTTS  !  KOOE.  kooe-tv.  Jopiin, 

Represented  By  tnry-KaMH.  John  j   L»ia.  Exec   V  P  ind  Gen'1    Mr.,  Hod  !  ^^1!?^ '^'  CiJrtU,ur» 
Gibson.   Nifl    Sis    Mjr  ,   52   Vjndereilt  A»e .   NYC.   MUrnjr  Hill   3-«977  .  wpn    p,ttu>ur|h 
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Right  from  the  horse's 
lo  make  sure  you  say  what  you 

mean  .  .  .  mean  what  you  say!— 

put  your  message  on  film  . . .  check 

and  recheck  it  with  real  live  audi- 

ences before  it's  finally  aired.  Then 
there'll  be  no  "fluffs"-no  fault  to 

find  with  what's  said  and  done. 

Furthermore,  you  schedule  to  best 

advantage,  save  time  and  money 

-when  you  use  EASTMAN  FILM. 

For  complete  information  write  to: 
Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

Be  sure  to  FILM  IN  COLOR  . . .  you'll  be  glad  you  did 



East  Coast  Division 
342  Madison  Ave. 

New  York  17,  N.  Y. 

Midwest  Division 

1 30  East  Randolph  Drive 
Chicago  1 ,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  Calif. 

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. 

miIi. mi  in  (  In'  ago  aftei  resi  rnin 

general  manage)  of  the  Lot  Vngelee 
office  ..i  \iilm.  Meyerhofl  8  <  o.  He 
i-  being  replai  ed  by  Joel  Benton, 
[o]  in.-i  executive  \  ice  president  "f 
i  .  >]<     |  ishei .  Rogow 

New  vice  preaidenl  at  Leo  Bur* 
urn  Co.,  Chicago,  i-  Jack  Kopp, 

a  brand  supei  \  i-"i  w  ho  itai  ted  w ith 

tin-  company  two  years  .fj<>  a-  an  •" 
count  executive.  Hi-  was  a  marketing 
account  executive  al  Needham,  Louis 

\  Broi  by .  also  <  Ihicago. 

NETWORKS 

Bowling,  which  haa  done  rather 
»<-ll  on  tin-  film  syndication  <ir- 
cnit,  »ill  get  network  t\  coverage 
this  season. 

American  Machine  &  Foundry  baa 

bought  tlif  Sunday  8:30-9  p.m.  spot 
,,n  \I'.C  T\  fm  iinirliria  ̂ tars.  The 
show  starts  22  September.  Fletchei  I). 
Richards  is  the  agency. 

Back  in  1956  NBC  T\  tried  a  bowl- 

ing show,  Sational  Bowling  Cham- 
pions, sponsored  by  White  Owl  in  the 

Sunda]  L0:30-ll  p.m.  spot  This  shout 
lasted  through  the  summer  and  into 
the  early  fall.  Uter  that  tlie  network 

ceased    programing    the    late    Sunday time  slot. 

The  ABC  T\    bowling   shov    is  the 

fourth  sports  program  set  in  tin-  new 
fall   line-up. 

Here's  the  current  tally  of  the 

regularly  scheduled  sponsored 
nighttime    network    tv    »h 

types: Adventure Corned) 

Hour  Drama 

Half-hour   Drama 
90-minute  Drama 
Hour  Music 
Half-hour  Music 
Hour  Mystery 

Half-hour  Mystery 

Quiz-Panel Situation  Comedy 

Sport 

Hour  \  ariety 

Half-hour   \  ariety 
Hour  \\  estern 

Half-hour  Western 

Miscellaneous 

o>ih    by 

(. 

2 
5 
9 
1 

1 
2 
2 
8 

11 
19 
\ 

8 
11 
1 1  1 

8 

While  CBS  TV  and  NBC  TV  are 
bus\  fitting  in  the  open  spots  in 
the      fall      nighttime      network      t\ 
schedules    with    sustainers,     VB(. 

i  \    i-    holding    it-    nnprogramed 
half-hours  open, 

\i;i     |  \   i  in renUy   has  8  ball  boors 

open. 
t  BS  rV's  two  sustainera  that  fill  out 

its  evening  line-ups  are     Playhouse  of 

l/v  ttei  y,    I  uesday    L0:  '."-I I    p.m.  and 
I       raneni  I  orei{  i    /  ■    ion,  Saturday 
10:30-11    p.m. 

NBC  I A   is  using   I/*  I  riend  I  Ueha, 

Sunday   6:  10-7  p.m.  and    \m  "King Cole,  Tuesday   1 :30-8  p.m.  to  ping  op 
1 1 1«-  boles. 

Here'-  an  interesting  switch  J  John 
\    Stearns,    long-time    t\     producer, 
baa  tin ned  to  radio.  Stearns  has  been 

named  an  exei  utive  producei  for  the 
American  Broadcasting  Network  and 

will  be  assigned  t"  handle  th<-  new  li\<- 
musii  al  programs  planned  by  the  ra- 

dio network.  Most  recently  he  has 

been  producer  of  NBC  I  \  's  trthur 
Murray  Party  and  before  that  was  prc- 
ducer  and  director  foi  Irnwtrong 

Circle  Theatre,  Steve  Wen  Slum  and /•'me  Emerson  Show. 

Focus  on  personalities:  Harry  <.. holts  and  Varon  Beektvith  have 

been  named  account  executives  for 
\i;i  I  \ .  Folta  comes  from  \meri- 

can's  radio  arm  and  Beckwith  from 
\  I  \  whin-  he  was  director  of  busi- 

ness  development    .  .  .  S.    William 
\ronsnn  has  been  appointed  admin- 

istrator in  the  cost  i  ontrol  unit  of  the 

American  Broadcasting  Co.  Vxonson 
move-  up  from  director  "f  sales  serv- 

ice   for    the     \mcri.  an    Broadi  asting 
Network. 

(  olor     note-:       Four     of     M><        H    - 

nine  college  football  games,  including 

the  \rm\-Vi\  j  i  lassie,  will  be  color- 
i  asl  this  fall. 

REPS 

Blair-TV    is    mailing    a    specially 

prepared  "rime  Change  Guide 
Map"    to    timebnyers    and    other 

agency  personnel  throughout  the 
country  who  are  faced  with  the 
bi-annual  time  change  problem. 

The  guide  \\ill  Bhow   the  status  of 

major    cities    \\ith    special    information 

concerning    the    numerous    exceptions 
which  make  time  changes  a  big  head- 

ache to  the  industry. 

Larrv  Surles.  formerly  Eastern 

manager    for    radio,    NBC    Spot 
Sales,    has    been    promoted    to    the 
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Only   ONE    is  atop  the 

Continental  Divide 

Serving  both  the  Atlantic  and 
Pacific  Sides  of  America 

KXLF - TV4 Montana 

Eosr— The  Wolker  Co. 

West — Pacific  Northwest  Broadcasters 

How  High 
Ms  UP?/ 

WDSM-TV NBC-  ABC   Channel   6 

DITLUTH- SUPERIOR 
Notional     Representatives 

PETERS,  GRlFFiN,  WOODWARD 

newly  created  post  of  Manager  of 
New  Business.  New  job  will  free 
the  sales  executive  of  administrative 

details  so  he  can  concentrate  fullv  on 

the  development  of  new  spot  television 
business. 

Esther  Rauch  has  heen  appointed 

Midwest  Sales  Development  Man- 
ager for  John  Blair  &  Co.  Miss 

Rauch  comes  to  Blair  from  the  Leo 

Burnett  Co.,  where  she  has  supervised 

timebuying  for  International  Harvest- 
er, Convert  Rice,  Marlboro  and  the 

Tea   Council. 

The  rep  company  points  out  that 
her  appointment  is  to  keep  pace  with 

Chicago's  growing  importance  in  ad- 
vertising placement,  especially  air 

media. 

Seymour  "Hap'"  Eaton  has  heen 
named  a  television  account  execu- 

tive in  the  New  York  offices  of 

Peters,  Griffin,  Woodward,  Inc. 

Eaton  joins  the  rep  firm  after  four 
years  with  NBC  Television  Films  in 

Chicago  where  he  was  North  Central 

Sales  Supervisor.  Prior  to  that  asso- 
ciation, he  was  in  varied  advertising, 

public  relations  and  promotion  capaci- 
ties for  RKO  Radio  Pictures. 

RADIO     STATIONS 

WGH,  Norfolk,  Va.,  is  hosting  a 

special  seminar  on  the  Multiplex 

question  on  26-27  September  at 
the  Hotel  Chamberlin,  Old  Point 
Comfort,  Va. 

Pros  and  cons,  technical  and  busi- 
ness sides  of  the  Multiplex  picture  will 

be  discussed.  Also  demonstrations  of 

transmitting  and  receiving  equipment 

will  be  on  display  plus  an  opportunity 

"KRIZ    Phoenix    says   you    do    gift 

wrapping." 

"THE  SQUARES" 

MOM  POP 

(Adults  who  can   buy) 

LISTEN  TO 

KiTE 
"Cool  Cats"  Get  Their 

Kicks  Elsewhere 

More  QoMi  (JM&&HA& 

Mommies  and  Papas  Listen 

Daily  to  KiTE  Than  To 

Any  Other  Station: 
tion* 

<-ncs#; 

Call    Avery- Knodel,    Inc. 

jk 
nnouncei 

the 

it  of 

PARLING 
-srppointmi 

as   Station   Manager 

AND 

EVERETT-  MC  KINNEY,  INC. 

as    National    Representative 

Montgomery's  No.l 
Radio  Station 

WRMA 
Serving  200,000   Negroes 
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tu  observe  reception  up  to  30  miles 
from  the  transmitter. 

\  novd  |> ti  1>1  ic*  fervice  Idea  passed 
on  U\  W  MM.  Birmingham,  was  the 

broadcasting  of  the  annual  Uabama 
High  School  Mi  Mar  basketball  and 
football  games  with  some  50  Alabama 

high  schools  as  "sponsors. 
The  games  originated  and  broadcast 

In  \Y  MM  were  also  cai  i  led  on  36  of 

ilic  states  radio  stations.  Each  -ta- 

tiim  invited  principals  and  superin- 
tendents i>f  the  high  schools  to  use 

all  announcement  periods  tu  inform 
listeners  ol  the  work  and  activities  of 
the  local  schools. 

\\  \l'l  along  with  ih«-  Birmingham 
NewB  made  the  games  available  with- 

out cost  to  one  radio  Btation  in  ever) 
Alabama  town  and  city. 

NX  II  VI,,  Baltimore,  came  up  with  a 
coup  this  month  when  it  signed  the 

Ma\  Co.,  department  store,  to  a  52- 
week  contract  The  station  sa\s  this 

is  the  first  long-term  pact  between  am 
Baltimore  store  and  a  radio  station. 

New  call  letters  for  some  Bartell 

stations*:  WYDE  will  be  tin-  new  rail 

letters  for  WILD,  Birmingham,  come 

EXPECT  RESULTS 
(and  you'll  get  them) 

when  you  present 

your  product  over 

KSMO-TV 
V/ 

— SELLING 

j  191,000  watts 
WESTERN 

MONTANA 

{  KMSO-tv \\         TRANSMITTER 

Motby'%, Inc. 

4       100  MILE    RADIUS 

J       ATOP the 

=n      TELEVISION ONLY 

1      MOUNTAIN SINGLE 

11                                  MEDIUM 
41     ELEVATION                       mU"U™ Jj                               selling   ALL 
Tl    7000    FT.                                 * 

=  =U                                     Western 

fjg"^  -   -, 
Montana 

<%*z 

:  ZSiZ^S&ii^'  "-***  - 

MISSOULA,  MONTANA 

Laboi  Da\  |  2  Septembei  I.  wTDl  ii 
the  Bistei  station  oi  W  \Kl ,  Atlanta, 
and  the  two  Bartell  Group  stations 

h.i\ e  come  up  w iili  >  "natui  il  in  the 
w ,i\  of  a  |n omol ion  angle  the  South  - 
\\  \  Dl  \\\  \kl  radio  team.  This  past 

week  has  seen  an  extensive  promotion 

campaign  for  the  wTDl  W  \kl  duo. 
I  be  W  1LD  call  letters  now  go  to  the 
formei  \\  BMS,  Boston,  anothei  of  the 
Bartell  Group. 

Idea  at   work   from    WlKJY,   \1imim 

apolis-St.    Paul:     Local    mayors    from 

-in  rounding  •  ities  and  Minnesota 
towns  are  taking  ovei  part  ol  the  I  ton 
KrlK  show  (he's  the  Morning  Mayoi 
of  the  I  m  in  (  ities  I  to  ulk  about  safe 
i\ .  u.-|r  ome  \  isitoi -  and  appeal  foi 

i  in  rent  i  bat  it)  di  ives  ,  Meredith 

Publishing  <  o..  Des  Moines,  hat 

nounced  pun  base  ol  K  RJVfG,  I  uU  i 
-ul.ji-i  i  i.,  |(i    approi  al. 

N.  u    affiliations i    WOKO,    Ubany, 

tlii~  week  bei  omes  an  afBliate  of  the 
\iih-i  i>  .in     Broadi  a  - 1  i  n  -     Network. 
WOKii  was  established   in    L924 

WHLI 
"THE  VOICE  OF  LONG  ISLAND' 

DELIVERS 
A  Major  Independent  Market 

NASSAU  COUNTY 

POPULATION  1,180,000       10th      among  U.S.  Counties 

among  U.S.  Counties 

BUYING   INCOME 
Total  $2,928,340,000        8th 

Per  Family  $  8,503        5th 

RETAIL   SALES   $1,534,786,000  nth 
Food    Store             $     403,423,000  9th 

Auto  Store             $     252,922,000  11th 
Lumber,   Bldg., 

Hdware                   $     113,879,000  5th 

Apparel                   $     113,070,000  llfh 

Cas  Stations           $       86,967,000  10th 

Furn.  House  etc.    $       81,857,000  14th 

nt,  M:i.v 

One  station   WHLI   ^as  a  'arger  daytime  audience  in  the  MAJOR 

LONG  ISLAND  MARKET  than  any  other  station'  *■■»*« 

SOON  WHLI  WILL  INCREASE  ITS  POWER  TO  10,000  WATTS 

Big  Bonus  Coverage 
■  Nassau,  parts  of  Queens.  Suffolk  0  Brooklyn  l 

Population     3,063,135 
Net    Income  $6,730,794,000 

Retail    Sales  $3,365,152,000 

WHLI 
HEMPSTEAD 

LONG  ISLAND,  N.  Y. 

A  M    1100 

F  M    98  3 
VtiMtCttf 

Paul  Codofsky.  Pros    &  Cen.  Mgr. 

|oseph  A    Lenn    Eiec    VP  Sales 

Represented   by  Gill-Perna 
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Amotq  Lb  Towers 

L  tf^j»oA^*^ 

/A*  tower  with  the  SALESpower  in  Oklahoma 

You  get 

TWICE 

AS 

MUCH  (or  your  money 
on  WKOW-TV 

You  moke  over  twice  as  many 

sales  impressions  for  your  dollar 

when  you  choose  WKOW-TV  in 

Madison.  For  the  greatest  num- 

ber of  unduplicated  network 

homes  at  the  lowest  cost  per 

thousand  your  best  buy  is 
Channel    27. 

WKOW-TV 
ABC  in  Madison,  Wis 

TV    STATIONS 

Local  color  programing  continues 

on  a  steady  increase.  Latest  tv 
station  to  originate  its  own  color 
shows  is  WLW-T,  Cincinnati. 

Currently  carrying  9  hours  of  net- 
work color  (NBC  TV),  the  station  this 

month  started  eight  and  a  half  hours 
of  local  color. 

Idea     at    work    from     WFBG-TV, 
Altoona-Johnstown :  a  New  York  to 

Johnstown,  Pa.,  airlift  of  research 
executives  from  leading  ad  agencies 

for  on-the-scene  survey  of  tv  coverage 
in  the  area. 

New  affiliations:  KVII-TV,  Ama- 
rillo,  Tex.,  has  signed  as  a  primary 
affiliate  of  ABC  TV.  The  station  will 

be  in  operation  before  the  end  of  the 

year  .  .  .  KELO-TV,  Sioux  Falls,  S.D., 
has  become  affiliated  with  CBS  TV. 

The  station  with  its  two  satellites, 

KDLO-TV,  Florence,  S.  D.,  and  KPLO- 
TV,  Reliance,  S.  D.,  serves  the  eastern 
half  of  South  Dakota. 

People  in  the  news:  Charles  Har- 
riman  Smith  has  been  retained  by 

KDAL-AM  &  TV,  Duluth,  to  conduct 
a  special  market  research  project  .  .  . 

Gene  C.  Gaudette,  former  regional- 
local  sales  manager  for  WRAL-TV, 

Raleigh,  N.  C,  has  been  named  gen- 
eral sales  manager  for  WAVY-TV, 

Norfolk,  Va.  Other  additions  to  the 
WAVY-TV  sales  staff  are:  Charles 

"Chuck'"  Palmisano,  Edward  Bon- 
ham  and  Catherine  Basnight  as  ac- 

count executives  .  .  .  Jim  Richey, 

formerly  with  KLMN,  Denver,  has 

joined  KBTV,  Denver,  as  an  account 
executive. 

FILM 
The  oldest  feature  film  theatre 

telecast  over  WGN-TV  starts  its 

ninth  consecutive  year  of  features 
on  Sept.  1. 

Jim  Moran's  Courtesy  Theatre,  a 
pioneer  on  Chicago  tv,  premiered  on 

August  28,  1949,  with  Frederic  March 
&  Janet  Gavnor  in  A  Star  Is  Born. 

Set  count  in  Chicago  was  only  50,- 
000  and  4,000  were  in  taverns.  Moran 

did  his  own  commercials,  a  practice 

he  continues  to  this  time.  Courtesy 

Theatre  has  consistently  been  rated 

among  the  top  10  shows  in  Chicago, 

dominated  only  b\  network  produc- 
tions. 

*«£
*■*

 
•9  HAviuT""11 1      LOOKED  UP! 

SPECIALIZED  NEGRO 

PROGRAMMING 
With  100%  Negro  programming  per- 

tonnel,  KPRS  if  effectively  directing 

the  buying  habits  of  iti  vast,  faithful 

audience.  Your  tales  message  wastes 

neither  time  nor  money  in  reaching 

the  heart  of  its  "preferred"  market. 
Buying  time  on  KPRS  is  like  buying  the 

only  radio  station  in  a  community  of 
127,600  active  prospects. 

1,000  W.      1590  KG 

KPRS 
KANSAS   CITY,    MISSOURI 

For  availabilities  call  Humboldt  3-3100 

Represented  Nationally  by- John  E.  Pearson  Company 

TERRE  HAUTE, 

Indiana's  2nd  Largest 
TV  Market 

  ,/ 

251,970 

TV  Homes 
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© NJgro  Ratings 
Morning 

Puise         Afternoon 
March    57  QnJ 

Night 

13  in  Results 

Anions  Birmingham's  long  form 
radio  advertisers.  Hill  Grocery 

chain,  a  WJLD  advertiser  for  6 

years  without  interruption  says, 

"We  at  Hill's  want  to  congratulate 
you  and  your  radio  station  on  the 
fine  job  in  the  last  5  or  6  years. 

This  medium  has  really  paid  bin 

dividends." 

WJLD 
AM 

FM 

BIRMINGHAM,    ALABAMA 

The     Nation's     Finest 
Negro    Radio    Station 

Represented    by    FORJOE 

..^,  ma's  Mid-Central  Valley 

it's  K*R»AH(i 
FIRST 
-Both  Pulse  &  Nielsen 

•PULSE,  Stockon  Area  Shares: 
KRAK  23%  Sta.J  7% 
St..N    16%       Sta.  G  6% 

KRAK Station 

NIELSEN,  Daytime  Weekly  Listeners: 
KRAK    -.79,458        Sta.J    --  -48.868 
Sta.  N    -- 59.907        Sta.  G  below  min. 

(NCS-2) 
KRAK    —    FIRST    in    ratings,    coverage, 

programming,  promotion,  merchandis- 
ing,  selling! 

KRAK 
Ask  your  Headley  -  Reed  man  ...  or  call 
Alan  Torbet.  HO  4-4551,  Stockton.  Calif. 

Newi  «X  Renewal  Ziv'«  Highway 
Patrol  gets  iu  second-yeai  renewal  b) 
Ballantine  i"i  >2  week  double-expo- 

sure on  \\  NV  N.Y.  .  .  .  The  Sen 

[dventures  oj  Mmtui  knur  placed 
-i\th  among  108  bj  ndicated  films 

competing  in  22  markets  .  .  .  Screen 
Gems  reports  ii~  Hollywood  Serial 

Parade  are  now  sold  in  ~>2  markets 
.  .  .  The  Habitant  Soup  Co.,  Man- 

chester, Yll..  bought  The  <>ki\  (,lmsi 
for  several  major  New  England  mar- 

kets, including  Boston,  [he  show  de- 
buts on  W  BZ-TV,  L6  October,  10:30- 

11:00  p.m.  .  .  .  <»uilcl  films  reports 
Bales  iii  Prance  and  England  in  the 

pasl  t\M>  weeks.  French  deal  included 
Liliciace.  Frankie  Laine  \  Plorian 

ZaBach  series  .  .  .  \.A.I\  announced 
sale  of  (,i>l(/  Mine  Ltlintr)  to  W(iV 

\\  .  Chicago,  the  third  major  Bale  to 

thai  station  in  less  than  a  year.  Also 

a  meeting  of  all  >ulc-  | n-ixmiH-l  at  tin- 
Edgewater  Beach  Hotel.  Chicago,  27- 
IV,    \ u» list. 

People  on  the  move:    Harvey  L. 
Fichter  appointed  Northeast  Vccounl 

Supervisor  for  Official  lilin>  .  .  .  \1>1>\ 
Kund  has  joined  Rogers,  Cowan  & 

Jacobs,  as  account  executive  <>n  V.\\ 

TV  Programs,  Inc.  &  World  Broad- 

casting System  .  .  .  Richard  W.  lluh- 
1m>II  \  Jolin  A.  Hunin<r  appointed 

business  representatives  for  Interna- 
tions  News  Service. 

FINANCIAL 

Stock  market  quotations:  Follow- 
ing stocks  in  air  media  and  related 

fields  are  listed  each  issue  with  quota- 
tions for  Tuesday  this  week  and  Tues- 

day the  week  before.  Quotations  sup- 
plied by  Merrill  Lynch,  Pierce,  Fenner 

and  Beane. 

Stoi  k 

'I'm  ■-. 

20  Aug. 

'I'm--. 

27  hig. 

New  )  or!.  Stork  Exchange 
\IU'T  22%  L6% 

AT&T  172%  17-'-, Vvco                       6%  6% 
CBS  "A"  29\  28% 
Columbia  Pic  19  18 

Loew's                  17::i  l'>:i 
Paramount  33*  -j  I  t% 
R(    \  34%  13 

Storer  2.1 ',  24% 
20th  Fox  26  26% 
Warner  Bros.  21%  22 

Westinghouse  M7..  r>2'^ 
American  Stock  Exchw  p 

Allied   Artists         3%  >\ 

Issoc.  \rt.  Prod.    (>7-  '», I  &C  Niper  15/16  15/16 
Dumont  Labs.        t%  1% 

Guild  Film?           27-  27. 
\r\                  8«,  :7, 

(  bange 

-5% 

-1', 

-1 
-1 

-1  % 

_   ■■. 

ON  THE  RICH 

Amanllo,  Capital  of  the  Golden 

Spread,  is  growing  and  pro- 
gressing with  the  best  of  the 

metropolitan  markets  in  the 
great  Southwest.  Its  population 
has  increased  over  76  %  since 1950. 

•  Effective  buying   income 

$254,444,000. 

•  Annual   wages   per   family 

$6,54  1. 
•  Military    payroll    $24,000,000 

annually   including  m.litory 
and  civilian  employees. 

Get  in  on  the   Big  Buy  on   Big   4, 

Amarillo  s    specialized    television 
i'o'on. 

CONTACT   ANY    KATZ   MAN 

KGNC-TV Channel  4 
AMARILLO,   TEXAS 
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FOR  OVER  10  YEARS 

1946 1947 1948 1949 1950 1951 

THIS  UNPARALLELED  RECORD  OF  GROWTH 

IS  NO  ACCIDENT!   HERE'S  HOW  IT  HAPPENED 



OTHING  BUT 

1953 1954 1955 1956 1957 

No  niagic  formula — just  a  simple  case  of  an  increas- 

ing number  of  advertisers  discovering  that  adver- 

tising in  SPONSOR  pays  off.* 

SPONSOR  spotlights  its  editorial  content  100%  to- 

wards advertisers  and  agencies — and  really  hits  the 

target.  So  much  so  that  SPONSOR'S  1956-57  fiscal 

year  recently  ended  showed  advertising  volume  of 

SI. 000.000. 

'Write  for  the  factual  record  of 

\\"i  I  .  \\i;\V.  KPQ,  WTXL 

and  Storz   in   SPONSOR.    They'll 
show  how  \"ii  can  build  your 

spot  revenue  in  your  market. 



"Our  greatest  challenge . . . 

the  development  of  men" 
Ralph  Cordiner,  President,  General  Electric  Company 

"Few  expenditures  we  can  make  are  more 
important  than  those  for  education.  A  well- 
educated  person  produces  more  and  consumes 
more,  makes  wiser  decisions  at  the  polls, 

mounts  a  stronger  defense  against  aggression, 

and  is  better  able  to  perform  the  grave  re- 
sponsibilities of  American  citizenship. 

"Freedom  needs  educated  people.  So  do  busi- 
ness and  industry.  I  earnestly  ask  you  to 

support  the  college  or  university  of  your 

choice  in  its  planning  for  expansion  and  a 

stronger  faculty.  The  returns  will  be  greater 

than  you  think.'* 

If  you  want  more  information  on  the  problems  faced  by 

higher  education,  write  to:  Council  For  Financial  Aid  To 

Education,  Inc.,  6  E.  45th  Street,  New  York  17,  New  York 

\-  HIGHER    EDUCATION 

KEEP    IT     BRIGHT 

Sponsored  as  a  public  service,  in  cooperation  with  the  Council  for  Financial  Aid  to  Education 
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If  hut's  happening  in  V.  S.  Government 

tlmi  affects  sponsors,  agencies,  stations 

WASHINGTON  WEEK 

31  AUGUST 
Copyright    I9S7 

SPONSOR   PUBLICATIONS   INC. 

Three  of  the  fifteen  members  of  the  Senate  Commerce  Committee  (which 

has  jurisdiction  over  the  FCC  and  broadcasting)  ,^"i  togethei  on  the  flooi  ol  ih<  Senate 

ihis  week  to  give  subscription  t\  a  thorough  blistering. 

Thej  agreed  thai  the  FCC  doesn't  have  legal  power  to  authorize  1 1 ■  •  -  system  and 

ili.ii  Congress  should  make  sure  the  FCC  won't. 
Sen.  Charles  K.  Potter  i 1?..  Mich.)  started  the  ball  rolling  \>\  charging  thai  the  push 

for  pay-tv  is  from  equipment  manufacturers  and  the  motion  picture  people.  The 

film  industry,  he  said,  would  like  to  transform  living  rooms  into  theatres  foi  the  exhibi- 
tion  of  stockpiled  films. 

Later  Sen.  Spessard  Hollard  (D..  Fla.)  broke  in  to  saj  thai  TV  has  had  a 

severe  impact  on  film  theatres,  that  Congress  has  twice  granted  tax  concessions  to  aid 

the  theatres,  and  that  pay-tv  would  undo  what  Congress  attempted.  He  said  "it  would 

practically  assure  the  destruction  of  most  of  the  motion  picture  industry.'1 

Potter  then  switched  around  to  saw  "The  Senator  is  correct.  It  would  put  out  of 
business  all  the  community  motion  picture  houses,  in  which  we  take  i  great  deal  of 

pride.     Tliev   could   not  stand   this   kind   of  competition." 
Sen.  Strom  Thurmond  (D..  S.  C.),  who  has  introduced  a  bill  to  prohibit  pay-tv, 

noted  that  the  Potter  remarks  summed  up  main  of  the  reasons  win  Congress  should  pass 

his  hill.  Potter  told  him.  "I  shall  work  with  the  Senator,  a<  a  member  of  that  subcom- 

mittee,  to  make  sure  that   hearings  are  held  on   that   hill   next   January.*' 
Sen.  Frank  Lausche  <T)..  Ohio)  told  the  Senate  that  approval  for  the  system  would 

mean  good  programs  would  he  available  only  to  those  who  can  pay  for  them  "and 

pay  tv  will  have  a  monopoly. " 

The  Internal  Revenue  Service  has  issued  a  ruling  which  ma\  plague  those 

who  buy  tv  stations  for  large  sums: 

The  ruling  holds  that  network  affiliations  do  not  qualify  for  depreciation  al- 
lowances  under  the  tax  laws. 

Apparently  the  ruling  was  prompted  by  the  Westinghouse  purchase  of  V\  PTZ- 

TV.  Philadelphia,  for  S8.S00.000  in  1953.  Westinghouse  said  the  NBC  affiliation 

accounted  for  S5  million  of  the  value  of  the  station  and  wanted  to  depreciate  it 
over  5  years. 

TRS  noted  that  affiliations  usually  persist  over  long  period-  of  time,  since  it  is  to  the 
advantage  of  the  network   as  well  as  the  station. 

Even  if  it  is  cancelled,  this  is  no  greater  blow  to  a  station  than  would  be  loM 

of  a  principal  customer  bv  a  company  which  has  onlj  one  or  two  customers  and  in 
such   cases  there  are  no  tax  concessions. 

The  same  ruling  held  that  local  and  national  spot  advertising  contracts  are  not 

subject  to  the  depreciation  allowance.    These  were  likened  1>\   IRS  to  business  goodwill 

TRS  said  this  ruling  has  nothimr  to  do.  one  waj  or  another,  with  a  situation  under 

which  "a  taxpayer  sustains  a  deductible  loss  upon  termination  of  a  network  affili- 

ation contract  where  it  continues  in  the   broadcasting   business.'1 

The  tv  industry  chalked  up  S897  million  in  broadcast  revenues  alone  in 

1956.  up  20.4*^  from  the  preceding  year,  the  FCC  reports.  Industry  profit-  before 
taxes  were  $100  million   vs.   $150  million. 

The  networks  and  their  15  owned  and  operated  stations  accounted  for  >\\2 

million  of  1956  gross  revenues  I  up  from  $374  million)  and  $85  million  of  net  before  Fed- 
eral income  tax   (up  from  $68  million). 
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Television's  top  formula -crime  detection  - 
gets  a  powerful  new  twist  in 

"DECOY" 
the-  all  new,  action-packed  series 

that  reveals,  for  the  first  time,  the  thrilling 
adventures  of  New  York's  women  police 

in  uniform  and  in  fascinating  disguise 
-from  rags  to  rubies ...  as  they  fight  the  vice 

and  crime  that  threaten  America's  biggest  city. 
Based  on  actual  cases  .  .  .  filmed  on  the 

streets  of  New  York  for  authentic  realism! starring 

BEVERLY 
GARLAND 

Hollywood  and  television's  fast  rising  star, 
soon  to  be  seen  opposite  Frank  Sinatra  in 

"The  Joker  is  Wild"! 

produced  by  the  makers  of 

The  Big  Story 
T-Men  in  Action 
The  Man  Behind 

the  Badge 

famous  for  top  sponsor  results  .  .  . 
highest  production  standards. 

call  the  man  from: 

INC. OFFICIAL  FILMS 
25  West  45th  Street  •  New  York  36,  New  York 

Plaza  7-0100 

representatives  IN:  Beverly  Hills, 
Chicago,  Dallas,  San  Francisco, 

St.  Louis,  Boston,  Atlanta,  Philadelphia 
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A  round-up  of  trade  talk, 

trends  and  tips  for  admen 

SPONSOR  HEARS 

31  AUGUST  NeM    names  are   being  added   daily   to  the  list  of  bidders  for  tv  rights  to  the 

pre- 19-18  Paramount  Pictures  library. 

Latest  entry:    Eliot   Hyman.  who  has  just    taken    over 

Artists  Productions   (which  handles  the  Warner   Bros,   pool  I. 

cpyri.ht  1957  prt-1918   Paramount   Pictures  library. SPONSOR   PUBLICATIONS   INC. 

latest  entry:    Eliot   Hyman.  who  has  just    taken    over   the   reins   of   Associated 

In  the  agenc)  business — where  the  game  of  musical  chairs  is  a  wa\  of  life — Compton 
points  with  pride  to  the  fact  that  the  majority  of  its  executives  did  not  come 

from   other  agencies. 

\  recent  survey  of  53  v.p.s,  account  executives,  and  department  heads  shows  that: 

28°y  started  their  careers  with  Compton  and  still  are  there;  32%  came  from 
client   ad  departments;   and   40^    came  from   other  ad   agencies. 

It's  no  secret  that  the  big  Hollywood  Him  studios  are  taking  substantial  losses 
in   commercial   film    making. 

A  sales  executive  for  one  of  the  studios  made  this  typical  promise  to  an  agencyman 

this  week:    "We'll  meet  any  bid  you  get  and   even   better  it.    We  need   a  backlog." 

Tv  advertisers  are  boring  to  find  the  water  they  suspect  is  in  many  network 

program    packages.     For   instance: 

\  West  Coast  ad  manager  demanded  (and  got  I  a  cost  breakdown  for  a  show  sub- 
mitted by  a  network.  He  questioned  a  $3,000  item  and  was  told  it  was  the  customary 

fee  collected  by  the  booking  office  for  a  star. 

The  item  was  rejected,  and  at  the  network's  bidding  the  booking  office 

y  ielded. 

Latest  approach  from  one  of  the  we'll-get-it-for-nothing-if-you-pay-us-a-fee 
boys  was   pitched   at   the  Asphalt   Institute. 

His  letter  to  the  Institute  not  onlv  contained  a  promise  to  get  thousands  of  free  men- 

tions and  showings  of  asphalt  roads  but  contained  this  passage:  "It  will  do  you  more 

good  than  any  paid  advertising  campaign." 

\t  many  a  Madison  and  Michigan  Ave.  luncheon  table,  frustrated  broadcasters, 

reps,  and  agency  men  take  refuge  in  the  game  of  "miracles."  You're  supposed  to 
dream  up  a  situation  which  would  be  gratifying  but  which — unhappily — never  will 
occur.    Here  are  some  current  samples: 

•  A  media  director,  who  talks  about  "creative"  buying,  orders  his  staff  to  disregard 
all    ratings. 

•  An  advertiser  who  scorns  "track  records"  when — at  his  bidding — the  agency  has 
submitted  a  list  of  prestige  programs. 

•  A  tv-radio  department  director  who  admits  that  the  programing  strategy  of  anoth- 
er agency  on  the  same  account  may  be  worth  appraisal. 

•  A    timebuver    tells    a    rep    salesman:     "I   used   poor  judgment   when   I   discarded 

your  package  and  gave  the  order  to  the  other  station." 

•  A  rep  salesman  tells  a  timebuver:   "I  don't  think  the  availabilities  I've  got  will 

do  the  sort  of  job  your  campaign  needs." 

•  A  station  teletypes  its  rep:    "Don't  worry  about  not  landing  us  a  spot  in  that  satura- 

tion campaign:  you  can't  get  'em  all." 
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ARMOUR 

i  (  ontinued  fi om  page  13  i 

both  produce]  and  retailei  and  it'seas) 
i.ii  a  producer  i"  gel  into  the  food 
business. 

"There  Bre  -till  a  l"t  "I  small  pro- 
ducen  starting  in  a  garage  without 

much  capital  investment.  I  he  a\<  • 
supermarket  stocks  more  than  3,000 
labels  and  iniK  .1  Irw  dozen  are  na 

tional.  \Ia\  be  onlj  LOO  gel  an)  advei  ■ 
tising.  Advertising  is  nol  the  criterion 

and  it  b  nol  as  mandator]  I'M  fond-  as 

for  soap.  \  ou  LM't  n<nt  line  in  ̂< >a j > 

without  advertising." 
Another  problem  in  meal  market- 

ing :  "  i  Ik-  small  price  difference  in 
meal  products  pei  haps  a  penn)  on  a 

pound  <d  bacon  won  1  support  a  l<>! 
of  advertising.  Then,  too,  the  retail 
store  has  taken  ovei  as  the  responsible 

part]  and  it  no  longer  offers  shodd] 
merchandise.  People  have  learned  thai 

the)  gel  what  the)  pa)  For." 
rhese  marketing  differences  show 

up  in  television  sponsorship.  Dial  ha- 

traditionall)  had  exclusive  oi  semi- 

exclusive sponsorship  of  its  t\  proper- 
ties. Hut  tlic  national  meal  items  and 

related  products  have  shared  programs 

under  a  complicated  rotating  and  mul- 
tiple sponsorship  arrangement. 

Skillin  is  the  coordinator  when  two 
or  more  divisions  use  a  common  t\ 
vehicle.  Commercial  time  is  committed 

to  In  the  product  divisions  before  a 

purchase  i>  made  so  there's  no  prob- 
lem of  allocating  commercial  time  af- 

terward-. Skillin  also  doe-  the  shuf- 

fling when  a  division  manager  asks  Eoi 

more  or  less  time  oi  .m  exchange  of  it. 
In  the  last  several  seasons  Armour 

has  sponsored  a  varied  assortment  ol 

show-  and  personalities:  Garrowaj  at 
Large,  It  Could  Be  )  ou,  Pride  of  the 

Family,  Perry  Como.  In  mosl  cases  it 

has  sought  identification  with  a  pop- 
ular personality . 

When  it  come-  to  programing,  Ar- 
mour lean-  to  lighl  entertainment  and 

variet)  as  contrasted  with  heav)  dra- 
ma. i|ui/  or  W  e-tei  n. 

What  is  Skillin's  thinkim:  ahoul  t\  ? 
I  liis  i-  a  summary . 

Tv  is  risk)  :  Regrettably,  network  tele- 

vision is  a  fairl)  large  ri-k.  The  price 

is  high  in  term-  of  total  advertising 
budget,  the  nighttime  contract  i-  for 
a  year  and  the  network  can  guarantee 
nothing  in  the  wa\  of  audience.  There 

is  nothing  to  prevent  another  network 

or  local  station  from  taking  the  audi- 
ence aw  a\    without  giving  an\    notice. 

at  tywv  I  V 

f- Buy  Channe 

See    Your    Katz    Representative    TO  DA  Y 

CHANNEL 

I  I 

\ 

NEW      ORLEANS (§) 
IN    THE 

CRESCENT   CITY 
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What  would  he  like  to  see  develop 

in  television?  Even  though  some  "I 
these  developments  might  end  up 

boomeranging,  In-  <l  like  to  have  a  13- 

week  cancellation  clause.  He"d  like  to 
select  his  own  markets  without  having 

cepl  a  basic  network,  and  he'd  like 
the  program  charges  for  a  network 

packaged  show  to  be  related  to  the 
audience  delivered. 

The  advertiser,  in  Skillin's  thinking, 
take?  too  big  a  risk  for  the  amount  "I 
dollar-  he  has  to  spend  on  nighttime 

network  t\.  His  final  objection:  re- 
newing an  October  start  daytime  show 

on  the  first  of  March,  particularly 

when  the  show  is  on  a  52-week  firm 
contract. 

He  believes  if  networks  and  stations 

hope  to  enjoy  their  past  prosperity 

they  must  intensify  their  efforts  to  at- 

tract and  to  hold  viewers.  That's  wh\ 
audience  promotion  is  important  to 

Armour.  Competition  for  the  viewers 

favor  becomes  stronger  as  more  sta- 
tions come  into  a  market  and  as  the 

attraction  of  tv  as  a  novelty  decreases. 

This  is  why  Armour  does  its  utmost 

to  sell  its  own  sales  organizations  and 
its  dealers  on  the  value  to  them  of 

the  company's  advertising  program. 

The  personal  touch:  Identification 

with  a  popular  t\  personality  and  a 

strong  merchandising  program  are  be- 
ing matched  in  the  upcoming  new 

show,    The  Big  Record. 

The  program,  with  I'atti  Page  as 
mistress  of  ceremonies  and  performer, 
will  introduce  the  stars  who  have  made 

a  popular  recording  a  big  success.  The 
-how  is  budgeted  at  $50,000  a  week  for 

talent.  It  kicks  off  2.">  September  with 
\nnour  as  co-sponsor  I  with  Pet  Milk. 
with  which  it  shared  the  Gobel  show 

for  three  years)  on  alternate  weeks  for 
26  weeks.  The  station  lineup  is  108 

currently  and  may  go  as  high  as  150. 

\li—  Page  won't  do  the  commercials, 
hut  "We  hope  she'll  set  'em  up  and 
take  'em  out"  says  James  W.  Cameron, 
vice  president  and  account  supervisor 
on  Dial  at  FC&B. 

He  hopes  to  work  with  her  as  he  has 
with  Gobel  and  Como  in  showing  the 

star  performer  "We  have  a  fun  prod- 
uct and  one  which  is  very  interesting. 

This  way  we  get  more  entertainment 
mileage  even  though  it  takes  more  time 
and  is  harder  to  do.  We  like  to  work 

with  the  star  and  the  producer,  as  well 
as  the  writers,  in  order  to  get  the  most 

impact  and  the  most  meaning  from  our 

commercial  situations." 

f|8y  all  accepted  standards 

KSTN    leads  all  stations  in  the 

BIG  STOCKTON,  CALIFORNIA  MARKET! 
Station  Audience  Shares 

Monday  through   Friday 

PULSE — May  1957  7AM-12N       12N-6PM      7AM-7PM 

KSTN  32%  28%  29% 
Station 
Station 
Station 
Station 
Station 
Misc. 

20 

4 
9 
6 

17 
12 

HOOPER— April-June  1957 

KSTN 
Station 
Station 
Station 
Station 

Station 
Station 
Station 
Station 

Other 

20 

4 
12 
7 

15 
14 

7AM- 1 2N 
39.8% 

14.7 2.2 
7.9 
4.6 
10.3 7.0 

3.3 
2.5 

7.9 

20 

4 
II 
7 

16 
13 

I2N-6PM 
30.3% 

24.9 4.1 

10.7 

5.1 
7.9 
6.6 

2.1 1.4 

6.9 

KSTN STOCKTON,   CALIFORNIA 
Music      •      News      •      Personalities 

Represented   by   Hollingbery 

\ i  mom's  biggest  selling  point  about 

its  products— whether  it's  to  a  high- 
priced  network  star  or  to  a  budget- 
conscious  housewife — is  that  its  items 

are  "distinctively  and  desirably  differ- 

ent." So  says  Sk  ill  in.  adding:  "In  less 
the  product  is  really  different,  it  can 

be  easily  substituted  for  another  simi- 
lar item.  ̂   ou  need  a  speciality  item 

to  really  make  gains,  and  we  think 

we've  <zot  something  special  in  every- 

thing we  make." 
Copy  appeals:  Here  are  just  some  of 

Armour's  multiple-product  line  which 

he  identifies  as  being  "distinctively 

and  desirably  different."' Dial  soap  was  the  first  deodorant 
soap  on  the  market  in  1949,  and  it  has 
been  backed  consistently  with  heavy 
radio  and  television  advertising. 

Armour's  broad-breasted  turkey  is 
trussed  in  a  different  manner  and  the 

tendons  are  pulled.  Miss  Wisconsin 

cheese  is  packaged  by  a  special  patent- 
ed process  which  prevents  spoilage  in 

an  air-tight  container.  Cloverbloom  is 
the  only  churned  margarine  on  the 
market  as  all  the  other  are  rotator 

made.  Dash  dog  food,  unlike  many 

competitive  products,  contains  liver 
and  has  from  its  inception. 

Pan-0  -Gold,  a  new  item  now  being 
test  marketed,  is  a  breaded,  buttered, 
battered  whole  chicken  stuffed  with 

Pepperidge  Farm  bread  crumbs  dipped 
in  93-score  butter  and  frozen  in  an 

aluminum  pan  for  quick  cooking. 

These  consumer -appealing  differ- 
ences, says  Skillin,  show  up  in  every 

Armour  product — and  these  same  dif- 
ferences give  the  company  its  copy  ap- 

peals. 

Company  advertising  specialists 
work  on  the  theor\  that  all  purchases 

are  rationalized  consciously  or  sub- 
consciouslv.  They  attempt  to  provide 
that  rationalization. 

Most  of  the  television  advertising 

this  season  will  hit  three  product  lines: 

Dial  and  the  soap  division;  the  sau- 
sage  division:  the  dairy,  poultry  and 

margarine  division.  The  soap  divi- 
sion, as  contrasted  with  the  other  two, 

has  a  "high  degree  of  autonomy,"  savs 
Skillin. 

David  L.  Duensing  is  manager  of 

Armour  Auxiliaries'  marketing  and  ad- 
vertising  department.  Duensing,  for 
his  division,  and  Skillin  for  the  rest 
of  the  divisions  make  recommendations 

for  specific  advertising  and  sales  pro- 
motion budgets  on  the  basis  of  market 

need  rather  than  past  sales  in  that 

particular   market.  ^ 
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HOOPER    RADIO    AUDIENCE    INDEX 

Metropolitan    Grand     Rapids,     Michigan 

November,    1956   Thru    January,    1957 

£ 

You   Miff  ht   Bicycle  A   3tile  in  .17 -  #/.7  Seconds   — 

HIT    .    .    .    YOU  NEED  WJEF  RADIO 

TO  SPEED  UP  SALES 

IN  GRAND  RAPIDS! 

New   Hoopers,   left.  |>r<»\e  thai   W.I  I  I    z<-\~  \\\<-  biggest  share  of  the 
Metropolitan   Grand  Rapids    radio  audience,   all  day 

In  the  morning:.  WJEF  t/elirer*    //._"-    more  listeners  than  the  i 

bjest  station   -for  onh   7'  •   more  money! 

In  the  afternoon,    "  HI    deUven    W  ■       more  listeners   than  the 

next-best  station     \<>\  _',"'.    /./  ss  money! 

\>k    \\ii  \ -knodel   for  all   the  W  II  I     facts. 

WJEF 

WJEF B C D E Others 

7  a.m.- 12  noon 

12  noon-6  p.m. 

27, 
25.6 

19.2 

13.8* 

17.5 

23.2 

15.7 

17.2* 

10.7 

9.6 

9.7 14.7 

*    l'//uw<(/    ttt    MMpMMN    /<>r    thr    fart    that    Station*    H    and    f)    ttfn    ttff    nt    Incnl 
m  ••it. 

^',v-^ 

WKZOTV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  — KALAMAZOO  BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 

WJEF-F-M  —  GRAND  RAPIDSKALAMAZOO 
KOLN- TV  —  LINCOLN.   NEBRASKA 

Associated   with 

WMBD  RADIO  — PEORIA.  ILLINOIS 

CBS  RADIO  FOR  GRAND  RAPIDS  AND  KENT  COUNTY 

Avery- Knodel,  Inc.,  Exclusive  National  Representatives 

*/n    1899.  (.harlfs   Murphy   rode  a   mile   on    a   biryrle   hrhitid   a   train    in    ."-J    .>    tri'tmit. 
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ALL  TEN 
OF  THE 

TOP  TEN 
PLUS 

24     of  the 

TOP  25 
ON 

WSAZ-TV 

In  the  June  1957  ARB 

survey  of  the  110  county 
area  served  by  Huntington 
Charleston  television  .  .  . 

WSAZ-TV  PROGRAMS 
ARE 

WAY  OUT  IN  FRONT 

1  THE  FORD  SHOW 
2  THE  PERRY  COMO 
SHOW 

3  YOUR  HIT  PARADE 
4  THE  LORETTA  YOUNG 
SHOW 

5  THE  CHEVY  SHOW 

6  THE  PEOPLE'S  CHOICE 
7  FATHER  KNOWS  BEST 
8  THE  STEVE  ALLEN 
SHOW 

9  TWENTY  ONE 
10   THIS  IS  YOUR  LIFE 

HU/NTINGTOM-CHARLESTO/S,  W.  VA. 

Affiliated  with  Radio  Stations 
WSAZ.  Huntington  6  WKAZ.  Charleston 

LAWRENCE  H.  ROGERS,  PRESIDENT 

Represented  by  The  Katz  Agency 

Reps  at  work 

Phil  D'Antoni,  Weed  &  Co.,  radio  sales.  sa\s,  "I'm  a  fellow  with 
great  respect  for  audience  ratings.  But  there  are  main  instances 

where  programs  and/or  stations  with  lower  ratings  can  do  a  better 

job  than  those  with  higher  ratings.  It  all  depends  on  the  kind  of 

audience  the  advertiser  is  seeking  and  the  type  of  product,  sen  ice 

or  idea  lies  selling."  Basic  po- 
tentialities. Phil  points  out,  can  be 

worked  out  strictly  l>\  program 

analysis — even  in  the  absence  of 

ratings.  For  example,  sports  pro- 

grams appeal  mostly  to  male  lis- 
teners, daytime  serial  dramas  get 

a  mature  female  audience  and 

d.j.'s  capture  the  attention  of  teen- 

agers. "Of  course,  there's  over- 

lapping,' Phil  sa\s.  "'but  we  can 
predetermine  bulk  cross-sections  of 

audience  types  in  simple  fashion. 

There's  no  need  for  slide-rule  breakdowns.  \\  e  know  the  t\  pes  of 
audiences  we  want  and  how  to  reach  them.  A  share-of-the-audience 

figure  is  important  only  when  \our  potential  buyers  ha\e  no  dis- 
tinct character.  But  in  seeking  special  groups,  the  smaller,  selected 

audience  can  usually  ring  the  cash  register  bell  more  often  than  the 

larger     unselected     audience     with     fewer    potential     consumers." 

Jerry  Molfese,  H-R  Television.  New  York,  feels  that  "Media  peo- 
ple are  more  and  more  consulted  on  matters  of  basic  marketing 

strategy  on  a  policy-making  level  and  permitted  to  participate  in 

campaign  mapping  conferences.  It  s  evident  today  that  media 

people  have  an  in-depth  knowledge  of  not  only  purely  media  con- 
cerns, but  are  familiar  with  long- 

range  objectives  and  policy  con- 
siderations of  their  clients,  from 

production  problems  and  merchan- 
dising framework  to  the  all-impor- 

tant marketing  area — distribution 

and  sales."  Jerry  thinks  it's  this 

growing  understanding  of  their  cli- 

ent;?  problems  and  goals  that's 
minimizing  the  necessity  for  mak- 

ing numbers  bu\s  and  enabling 

buyers  to  make  selective,  creative 

buys  tailored  to  fit  the  marketing 

strategy.  "Naturally,  there  have  been  main  beneficial  long-range 

effects."  Jerrj  >a\>.  "As  media  rose  in  prestige,  morale  accompanied 
it  and  buyer  turnover  reduced  correspondingly.  This  trend  has  been 

further  intensified  bj  the  increased  average  tenure  of  media  person- 

nel, whereby  they've  had  time  to  get  acquainted  with  the  individual 

markets  and   can   treat   them   in   terms  of  their   own    requirements." 

M>()\SOH 
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SURVEY  RESULTS  ARE  COMPLETE: 

KSTP  Radio  is  FIRST  with 

Twin  City  Housewives! 
In  July,  1957,  a  telephone  survey  of  Twin  City  housewives  was 

conducted  by  Research  Associates,  an  independent  St.  Paul  organi- 

zation. Randomly  selected  calls  were  made  to  508  homes  in  Minne- 

apolis and  St.  Paul— proportionate  to  the  number  of  telephone 
subscribers  in  the  two  areas. 

The  replies  of  388  housewives  to  the  question  "What  radio  stations 

do  you  regularly  listen  to"  were  analyzed  by  Research  Associates 
under  the  direction  of  Dr.  Roy  Francis,  Professor  of  Sociology  and 
author  of  several  articles  and  text  books  on  scientific  research 

methods  and  statistical  inference. 

HERE  ARE  THE   RESULTS: 

33.5%  chose  KSTP 

30.5%  chose   Station   B 

23.2%  chose  Station  C 

Clearly,  Twin  City  housewives  prefer  KSTP  over  all  other  radio 
stations  in  the  area! 

For  further  information  on  "The  Northwest's  Quality  Station" 
— your  best  buy  in  the  market— contact  a  KSTP  representative 
or  your  nearest  Petry  office  today! 
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HERALDS  A 

REVELATION 
rTTTTTTTTT 

for     WSAU-TV 

*5>ir  brum's  squires,  THE 
MEEKER  CO.,  INC.,  have 

just  proved  beyond  a  dragon- 
shadow  of  a  doubt  that 

WSAU-TV  is  a  good  buy. 

§2'\T  ;?FUPtt  invites  you  to 
"round-table-it-up"  with  the 
MEEKER  MEN  for  this  vi- 

tal, fast  moving,  fact  reveal- 

ing presentation. 

tosau- WAUSAU,  WIS. 
OWNEO    AND    OPERATED    BY 

WISCONSIN   VALLEY   TELEVISION    CORP. 

Tv  and  radio 

NEWSMAKERS 

«■* i 

«* 

Allen  M.  Woodall,  president  of  Radio 

Columbus  i\\D\k.  Columbus,  Ga.1  has 

been  appointed  chairman  of  the  executive 

committee  of  the  Radio  Advertising  Bu- 

reau. Woodall  succeeds  Ward  D.  Ingrim 

as  head  of  the  seven-man  committee.  In- 

grim  who  was  formerly  with  KHJ.  Los 

\ngeles.  recently  relinquished  the  chair- 
manship after  acquiring  some  West  Coast 

television  properties.  The  new  chairman  is  widely  known  through- 
out the  southeast  Lnited  States  for  his  active  interest  in  civic  and 

husiness  affairs.  Woodall  has  been  closely  associated  with  the  RAB 

since  its  inception  in  1951.  He  is  known  for  his  management  and 

promotional  ability  exemplified  by  his  promotional  "grand  slam" 
»e\ eral  years  ago  when  station-sponsored  representatives  grabbed  off 
the  Miss  America  title  and  national  Soap  Box  Derbv  in  one  \ear. 

Eliot  Hyman  has  been  elected  president 

of  Associated  Artists  Productions  Corp. 

Hyman  has  been  president  of  York  Micro- 
stat  Corp.  for  the  past  12  years.  York 

Microstat  aided  importantly  in  the  de\  el- 

opment  of  micro-film  for  engineering  use. 
He  succeeds  Louis  Chesler  as  president, 

with  Chesler  continuing  as  chairman  of  the 

board.     Hyman  founded  Associated  Artists 

Productions.  Inc.  in  1947.  That  company  was  acquired  by  Associ- 
ated Artists  Productions  Corp.  in  1956  through  an  exchange  of  stock 

and  is  now  a  wholly  owned  subsidiary  and  functions  under  the 

name  of  A.A.P.,  Inc.  A. A. P.  acts  as  the  parent  company's  distribut- 
ing arm  for  cartoons  and  feature  motion  pictures  to  television. 

Hwnan  has  extensive  background  in  production  and  financing  of 

major  feature  films  such  as:    "Moulin  Rouge"  and   "Mob)    Dick."' 

DeWitr  O'Kieffe  has  been  named  vice 

president,  creative  planning  at  Leo  Burnett 

Co.  O'Kieffe  formerh  was  vice  president 

of  the  agency's  t\  commercial  department. 
His  appointment  is  a  reversal  of  the  trend 
to  recruit  creative  heads  from  the  ranks  of 

print  people.  A  t\  commercial  writer 
taking  over  may  reflect  acceptance  of  the 
status  of  tv  as  the  number  one  media. 

O'Kieffe  is  one  of  the  founders  of  the  firm  and  is  a  member  of  the 
board  of  directors  and  agency  plans  board.  He  started  his  career 

in  the  advertising  department  of  L.  S.  Ayers  department  store. 

Indianapolis.  Then  he  joined  Homer  McKee  Advertising  in  the 

same  city.  In  1930  he  went  to  Erwin  Wasey.  Chicago,  as  a  copy- 

writer. In  1935  he  joined  Burnett.  O'Kieffe  is  an  active  member 
of  the  Improvement  of  Advertising  Content  Committee  of  the  4  Vs. 
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SPONSOR 

Radio  can't  relax  now 

This  is  a  fabulous  spot  radio  year.    The  published  figures 

put  spot  37.')'  ,  ahead  of  last  year  in  the  first  six  months  of 
1957.  Privately  some  reps  calculate  this  business  may  go 

40  or  50'  i  ahead  if  the  hull  market  this  summer  runs 

through  the  rest  of  the  year. 

But  radio's  comeback  isn't  built  on  bedrock  yet. 
If  stations  slacken  the  selling,  promotion  and  programing 

pace  they  have  now  reached,  a  reversal  can  follow . 

The  wise  station  operator  will  plow  some  of  his  profits 

hack  into  programing  developments  and  into  continued  pro- 

motion of  the  post-tv  radio  concept. 

There  is  plenty  of  work  still  to  he  done. 

We  find  in  check-ups  with  ad  men  that  radio's  story  has  not 

penetrated  everywhere;  that  radio's  present  prosperity  rests 
on  a  relatively  narrow  base. 

There  is  need  particularly  to  establish  the  concept  that  all 

stations  today  are  not  alike,  that  the  really  heads-up  station 

has  a  distinct  personality — even  if  its  programing  fits  under 

the  umbrella  term  " "music-and-news." 
The  wise  station  will  seek  to  explain  what  is  unique  about 

its  personality  to  the  advertiser. 

The  wise  station  will  continue  to  develop  the  uniqueness 

of  its  personality  through  program  investments. 

If  anything  set  radio  up  for  a  fall  in  pre-tv  year>.  it  was 

a  tendency  to  stand  pat  in  programing  and  promotion. 

The  wise  station  having  passed  once  through  the  eye  of  the 

needle,  won't  let  it  happen  again. 

"Good  buy" 

The  other  night  we  saw  a  commercial  aimed  at  children  on 

a  pre-midnight  feature  movie  program.  We  thought  the  com- 

mercial misfired  in  general  and  in  that  time  slot  in  particular 

it  was  handicapped.  Yet  the  spot  was  undoubtedly  regarded 

as  a  "good  buy"  by  agency  and  client  alike  on  grounds  of 
audience  and  cost-per- 1,000.  Apparently  the  fundamental 

concept  that  it's  not  how  many  you  reach  but  how  many  you 
sell  is  still  overlooked  even  by  those  who  know  better. 

6 
THIS  WE  FIGHT  FOR:  As  the  new  tv  season 

starts,    misunderstandings    about    ratings   will 

multiply.  No  matter  how  long  you've  been  in 
the  business,  resolve  to  double-check  before  you 

talk  ratings — the  easiest  of  all  tools  to  misuse. 

lO-SECOND  SPOTS 

McElroy:  Now  that  an  adman  is  Sec- 
retary of  Defense,  there  s  a  whole 

hatch  of  "Neil  McKlro\  stories'"  mak- 

ing the  rounds  hetween  Shor's  and 
Louis  &  Armand.  Typical  questions: 

"I  wonder  whom  he'll  make  brand  man 

on  the  Navy?"  and  "Is  il  true  he's 

planning  a  test  war  in  Guatemala?" 

Only  a  rose:  Overheard  in  a  florist 

shop  on  Madison  \\enue — "I  want  to 
send  a  dozen  roses  to  m\  wife;  -i\  red 
ones  for  passion,  six  white  for  purity 

—Boy.  doesn't  that  sound  like  a  regu- 

lar t\   commercial!" 

Convincing:  The  new  monthly  house 

organ  [Reading  Matter)  of  Reach.  \h  - 
Clinton  Agenc\  reports  that  Bill  Ship- 
lex,  the  announcer  who  does  Pruden- 

tials t\  commercials,  has  just  "ar- 
gued himself"  into  a  $100,000  policy. 

Spellbound  by  his  own  sales  pitch,  no 
doubt. 

Cook-out:  On  15  September.  Boston 
station  WBZ-WBZA  is  throwing  what 

it  claims  to  he  "the  worlds  largest 
clambake."  It  may  well  be  to  judge 

1>\  the  food  they're  ordering:  4.800 
pints  of  clam  stew.  200  bushels  of 
clams.  5.000  lobsters.  5,000  ears  of 

corn,  6,000  pounds  of  sweet  potatoes. 
200  watermelons  and  500  gallons  of 

coffee.  Lets  hope  nobod\  forget-  to 
bring  the  portable  radio! 

Chuckles:    They're  trying  to  discover 
new  comedy  writers  again.  This  time 

k's  the  National  Laugh  Foundation 

that  proposes  a  "comedy  development 

center"  to  spawn  new  humor  talent. 
First  lesson  they  should  teach  the 

young  tv  funnymen  is  how  to  keep 

laughing  when  the  ratings  go  down. 

Blasts  off:  After  eiiiht  years  of  sell- 

ing cereal  on  Dumont  television.  Cap- 
tain Video  goes  off  the  air.  Sort  of 

swallowed  up  by  space  and  time. 

J.  D.:  Phil  Cowan,  of  Screen  Gems, 

was  lunching  with  a  friend  shorth  al- 

ter the  recent  sale  of  SG's  horror  se- 
ries. Shock,  to  WABC-TV,  New  York. 

"Lets  hope  Shock  isn't  one  of  those 

wild  bits  that  will  influence  kids."  said 
the  friend,  "and  send  them  out  dig- 

ging up  graveyards."  Phil  assured  the 
friend  on  that  score,  then  added.  "But 

better  the\  dig  up  graveyards — it'll 
keep  "em  off  the  streets." 

M'ONSOK 

31  ai  i.i  ST   PJ57 



*IN    THE    75-COUNTY    PIEDMONT    NORTH    CAROLINA    AND    VIRGINIA    MARKET    REACHED    BY    WSJS-TV 

CALL   HEADLEY-REED   FOR   THE   BIGGEST,   RICHEST  MARKET   IN   THE   SOUTHEAST 



VUG 
IN   DELAWARE  VALLEY 

NEW    PERSONALITIES 

NEW    COVERAGE 

NEW/    POWER 

What  an  opportunity  for  a  timebuyer! 

Now  7,000,000  people  can  see  the 

bright  new  VUE  on  Channel  12!  Our 
powerful  new  transmitter  .  .  .  located 

just  across  the  river  from  Philadelphia 

.  .  .  blankets  the  Nation's  4th  richest 
market.  Greater  sports  coverage,  the 

Big  50  Movies,  top-rated  half-hour 
syndications  and  favored  local  per- 

sonalities like  Pete  Boyle  and  The 

Selbys  are  building  audiences  fast! 

For  the  first  time  in  years  you  can 

grab  a  television  FRANCHISE  in  the 
Delaware  Valley  ...  if  you  act  fast.  Get 

a  good  VUE  of  the  new  VUE  today! 

SALES  OFFICES: 
New  York 

625  Madison  Ave.,  Plaza  1-3940 Chicago 

230  N.  Michigan  Ave.,  Franklin  2-6498 
San  Francisco 

1 1 1  Sutter  Street.  Sutter  1-8689 

Represented  Nationally  by  THE  KAT7  AGENCY.  INC. 
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