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Cvwe Jifth Anniversary...
a /{ﬁw lo My “Ghank You” 4 03 lemnes

We're sentimental at WTVR. That warm glow of gratitude and pride fairly overtakes
us on anniversaries. Gratitude to our 403 wonderful regular weekly clients, among
thewm Admervica’s most distinsuished companies. Gratitude to our loyal viewers, maiy
of whom have been with us since April 22, 1948, the day we began connercial
operation. And pride in being “T he South's First Television Station.” Today

we're still Richmond’s ouly TV station. And soon we shall be serving you even

more powerfully! e now have under construction a 1,049 foot antenna in the

heart of Richmond. Upon completion WTVR will be operating

with Maximum Height and Maximum Power—100,000 watts.

P’ Tlih—-'R As always, you can expect maximum results. We lope

/F HA[ONB)’V/F

HAVENS &MAer INC. \ you will be with us on our next anniversary!

Tmiﬁm : |
St (st 1elevision sm}o‘ WMBG ~» WCOD  WTVR

FIRST STATIONS OF VIRGINIA Havens & Martin Inc. Stations are the only

complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia’‘s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.
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Some admen mix First article in SPONSOR's All-Media Evaluation Study contains 10
media & wives pages of charts and data showing why subject is so fascinating. A
$10 million Chicago advertiser chooses media the way he would a wife;
for details on this and other more scientific methods of apportioning
ad budgets, see "Why evaluate media?" beginning on page 41.

—SR-

"No medium can Puncturing belief held by many advertisers and SPONSOR's own media
sell’—Dietz evaluator that all media sell is Stephens Dietz, Ted Bates account
exec and member of SPONSOR All-Media Evaluation Advisory Board, who
says: "No_advertising medium can sell. Advertising medium delivers
selling message, and differences between media are differences in audi-
ences and their mechanical reproduction of message. Selling is result
of all factors that are brought to bear."™ Touche, Mr. Dietz!

—~SR—

Y&R spends Young & Rubicam wrapped up $6 million in radio-TV network business for
$6 million 1953-54 season during week ended 3 April. Probably biggest week in

air media contracting in agency's history. Deals closed: Bob Hope for
GE, 52 weeks daytime NBC Radio and 10 monthly hour TV shows in spot
currently occupied by Buick on NBC Tuesday nights; "My Favorite Hus-
band" for Simmons Bed, International Silver alternation on CBS TV;
Paul Winchell for P&G on NBC TV; renewal of "Four-Star Theatre" for
Singer Sewing Machine on CBS TV. (For Y&R's private media guide is-
sued for its clients and employees, see page 50.)

4

e

—SR—

M SPONSOR makes General Foods Post Cereal Division (not General Mills) sponsors "Cap-

| 2 corrections tain Video" on Du Mont. SPONSOR had it wrong in 6 April issue. B&B
is agency. Chart page 67 same issue should have been headed: '"Vaca-

_ tions make slight dent in radio-TV summer audiences." Word "slight”

Ik was omitted from the headline.

i —SR—-

""Hit Parade’’ Crosley's negotiations with American Tobacco Co. for alternate-week

talks stymied sponsorship of "Your Hit Parade® this fall at impasse. American To-
bacco's President Paul M. Hahn insists on 39-program guarantee. Be-
cause of show's prestige he doesn't want alternate sponsor moving out
after brief stay. Program's talent-production cost now $36,500;
offer to Crosley: $30,000. Firm is division of Avco Mfg. Co.

—SR—

Du Pont would Du Pont has become rating conscious. Account is unhappy about stand-
hypo ““Cavalcade’” ing of its TV film version of "Cavalcade of America." Wants agency,
BBDO, to submit recommendations on overcoming lag in viewer interest.
Radio version was canceled 31 March. Previously Du Pont had been
/ satisfied with "Cavalcade" sheerly for what it could accomplish in
depicting company as contributor to American way of life through
! chemistry, not manufacture of munitions.

SPONSOR. Volume 7, No. 8 20 April 1933, Published blweekly by SPONSOR Tubliea lons, Ir at 3110 Elm Ave., Bal'imore, Md. Execut} Editorial, Advertising, Circu
lation Offices 510 Madison .Ave., New Yotk 22, 88 a4 yvear in U, 8 £ elsenhere. Fntered as second class matter 29 January 1919 at Baltimore. Md. postofiice under Aet 3 Mareh 187¢
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REPORT TO SPONSORS for 20 April 1953

Sinclair uses
air to sell gas

"“"Omnibus’’
sponsor called
unhappy

MGM rejects

"“"Omnibus’’ offer

Movie firm
angers reps

Study your
coverage data

Creative sales

approach works

(%]

Radio keeps
expanding

Sinclair Refining, long-time user of local news programs, is hypoing
introduction of new premium gas and oil by radio-TV announcement cam-
paign of unprecedented size for firm. Will air 22,600 radio announce-
ments over 113 stations in 84 cities; 2,100 TV blurbs in 17 cities.

—SR—

Ford Foundation as producer of "Omnibus" (CBS TV) is under pressure
from American Machine & Foundry to reveal what plans it has for jack-
ing up show this fall. 0dd feature about this quizzing: It comes
after AMF, through its agency, Fletcher D. Richards, had already com-
mitted self to continue with series next season. Reason for recon-
sideration: AMF officials are critical of last four "Omnibus" pro-
grams. Only other "Omnibus" participant that looks like 1953-54
holdover is Scott Paper. Others—Willys-Overland, Remington Shaver,
Grevyhound—want to have own shows.

- SR

MGM turned down "Omnibus" proposition for one-time telecast of new
feature picture. "Omnibus" offered to turn over entire week's program
budget, $65,000, to MGM as payvment for "preview" of 40 minutes. Clips
of behind-scene story of movie's production plus plug urging viewer to
see entire show at local theatre would have filled 90-minute spot.

-SR—

Reps are in arms over action of major movie firm trying to get sta-
tions to run movie "news" program based on items firm would supply.
Reason: Firm is offering to pay "fee" if program runs a year. Firm's
thinking: Newspapers carry stories on films; why not radio? Reps' re-
action: It's price-cutting of worst sort, actually borders on bribery.

=S Re

Don't apply 1949 time buying tricks to new NCS and SAM coverage data.
Article on uses and misuses of these two services, page 36, Shows why
it's dangerous, especially use of arbitrary "cut-off point" (such as
"50% of radio families in county reporting listening at least once
weekly") in deciding whether radio station can "claim" county or not.

- SR—

Creative selling, much spoken of in luncheon speeches before radio
exec clubs, works in practice as well. One rep alone (CBS Radio Spot
Sales) has scored 3 major sales in recent months through use of crea-
tive analyses of newspaper vs. radio impact. In one of 3 sales, cli=-
ent switched nearly half million from newspapers to spot radio. Other
2 sales represented swing of money from black-and-white to radio.

~SR—

Radio dying? SPONSOR's 8-advertiser, recorded panel session in Hot
Springs, Va., hotly denied this. See article starting page 34. An-
other example: Edwin R. Peterson, v.p. of Keystone Broadcasting Sys-
tem, only national transcription network, told SPONSOR KBS station
list now totals 643, will break 700 by first of next year. Affiliates
are in towns under 50,000.

|

SPONSOR
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\Bnishin q American

There’s only one thing that can keep this new breed
of vanishing Americans from vanishing when your

commercials come on. .. creative ingenuity.

YOUNG & RUBICAM, INC.
' ADVERTISING

NewYork Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London

’ 20 APRIL 1953




ARTICLES |

What VARTRB. BAB. BMI do for sponsors

Little known to clients and agencies are information services which radio and
TV's trade groups furnish in addition to their role in improving air media
How Nabisco’s 20 air brands sell 200

America's number one cookie and cracker maker will concentrate bulk of $2.5
million air budget in spot TV this year. Strategy will feature heavy plugging of
new package seal to help Nabiszo's strong brands carry the weak sisters

# advertisers examine their radio-TV problems
Recorded SPONSOR panel session held in Hot Springs. Va., reveals what's
preying on advertisers’ minds, especially regarding TV and unions. Group
spends $50 million ear cn advertising. Here's what it's doing on air this year
Today's coverage data: their uses and misuses

n an era of rising costs and market-by-market air planning, obsolete applica-
ions of coverage data are dangerous. Best ways of utilizing NCS and SAM
data are outlined for both the constant and occasional air buyer

Gilbert's Gawwceek TV formula

Seasonal advertisers can learn from this toy manufacturet's approach to TV:
build show around product; (2) buy time in specific program block; (3)

merchandise program heavily whenever possible

Why evalunate media?
Part | of SPONSOR's eight-month All-Media Evaluation Study tells how some

advertisers pick media (the way they would & wife—with possibly same results),
why scientific media evaluation is necessary but stlll in jungles

Radio reversed supermarket’s downward trend

Southern supermarketer licked new competition by switching from newspapers
to all-radio campaign. S'lump whipped, sales are higher than ever

COMING

MHedia Basies

Second of 14 a-ticles n SPONSOR's Al -Media Evaluation Study. Will cover
strengths, weaknesses of major media, give you tips on how best to use

Homemakiung programs on TV

Study conducted by University of Oklahoma indicates that TV has done much
to repopularize the homemaking type of show. 75 stations participated in study

Comparagraph

. SPONSOR feature you will use. Three-page fold-out supplies data on all
twork programs: show costs, sponsor and products, agency, live or film, time,
work, Radio and TV are in alternate issues

32

31

36

38

41
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KTHS!

(cBS SOON!)

the only 50,000-watt Class 1-B clear channel
station in the State

the only Arkansas station with 28 years of con-
tinuous broadcasting experience —

formerly located at Hot Springs with 10,000 watts
on 1090 KC. —

now broadcasting from Little Rock, with 50,000
watts on 1090 KC.

now offers primary daytime coverage of 1,002,758
people, of whom more than 100,000 do not receive
primary daytime service from any other station

secondary coverage (between .5 and .1 contours)
adds another 2,369,675 people!

superb new equipment — superb new program-
ming planned for every segment of Arkansas’
population

same ownership and operation as KWKI, Shreve-
port, whose KNOW-HOW has made KWKH one
of the South’s great stations

EFFECTIVE JUNE 15th, KTHS JOINS THE
CBS RADIO NETWORK

ask vour Branham Man! Several truly unusual
‘“charter opportunities”, now open, may not be
available again for years

Represented by The Branham Co.
Henry B. Clay, Executive Vice President
B. G. Robertson, General Manager

BROADCASTING FROM LITTLE ROCK,

NOW YOU CAN COVER ALMOST | .

ALL.ARKANSAS

WITH ONE ULTRA-MODERN STATION—
THE NEW 50,000-WATT

0.5 MV/M

(®)LITTLE ROCK

I I R I M IMIMIMI B I W W IW IR S

JStmemsmomenys

TE XAS L) -‘\'

-~
& S = )

THE] 50,000-WATT (¢BS SOON!)

KTHS

ARKANSAS




REACH

the

PACIFIC COAST'S

20
LARGEST MARKET

the

“OAKLAND-
SAN FRANCISCO
BAY AREA”

with

MORE POWERFUL

RLX

The Bay Area’s
Dominant and

Only Independent
Station Broadcasting

5000 ...

DAY and NIGHT

#1 in NEWS- SPORTS - MUSIC

KLX and

KXL-FM

THE TRIBUNE STATION
TRIBUNE TOWER,

OAKLAND, CALIFORNIA

Represented Nationally by

BURN-SMITH CO., INC.

Pacitic Coast

DUNCAN A. SCOTT & CO.

Dan Kane, Ellington & Co., is bwving 20-
second annowncements on 31 Georgia redio stations
for McKesson & Robbins’ four-week test campaign
to introduce the firm’s new liquid vitamin,
Dynex, “Starting 13 April, these 20-second an-
nowncements are on the air from 25 to 10 times a
week,” adds Dan. “Since we’re aiming the mes-
sage at a mixed adult avdience, we placed time
on a run-of-station basis—that is, from 6:30 a.m.
to 10 p.n.” The radio campaign will go national
when Dvynex achieves national distribution.

Joan Stark. Tillian ., Weintraub & Co., has
bonght 100 radio and 1+ T1” muarkets for Kaiser-
Frazer’s two-week campaign to promote the
1953 line. “H'¢’re aiming at a predominanth
male andience,” Joan explains. “Therefore, the
60-second annowncements will be heard near news |
and sports summaries before 9 a.m. and after 5 '
pan. On T1', I bought Class A time and late
erening.”  Besides Kaiser-Frazer's spot and net-
worl. activity, loan buys time for the Kaiser-
Frazer Pealers Assn. and for Revlon Products Corp.

Ed Forestev, Dancer-Fitzgerald-Sample, has

a full-time job bLuying time for the Falstaff Brewing
Corp. Ile’s buying 190 HUDBS stations in 23 states
for Game of the Day. Felstaff also sponsors
wresthing and adventure shows on T1' stations in
about 20 large marhets. “W'e use radio heavily from !
spring throwgh fall with baseball coverage fjor male ‘
appeal.” Ed explains. "W e place general aduelt
appeal programing on radio and T1" year-rovnd.”
With Falstaff’'s heary air budget, Ed too is

kept busy vear-'round buying radio-T1" time.

Elaine Sloat, \. [I'. Aver, tries to arrange for
maximum merchandising eflorts from stations
when she buys time for Hills Bros. Coffee’s

spot radio effort. “We've found thar spot radio
does a highly effective selling job,” savs Elaine,
“Ie don’t let up in swmer, becavse we feel
that it is important to have a continuons effort.”
IHils Bres." 60-second announcements are placed in
ontstanding women's shows throughont the day,
carlv-morning newscasts and personality shows

on stations throughouwt the country.

SPONSOR



Homey Chatter .

BROUGHT SMALL TOWN WELCOME
TO “BIG BANKING”

The Rochester community’s largest banking
operation has been welcomed to 19 neighborhood
areas of expansion through its
“Mainstreeter,” Al Sisson.,

Sometimes a big city bank is not readily
accepted in the closely-knit circles

of rural or suburban communities.

The warm, human chatter of the “Mainstreeter”
and frequent personal visits have dispelled any
existence of this feeling in the establishment
of these 19 “at home” banking offices.

An excellent yardstick to measure the amazing
success of this plan was the giveaway of a household

hints booklet to 24,000 persons who made a

personal call at the bank for their copy.
Three announcements brought this
response, which figures out to 3,200
booklets distributed per minute.

SUCCESS

like this for you and
your products may be
achieved only by using
WHAM in this richly-
rewarding market.

Write Hollingbery or WHAM
for more information.

WHAM

| The STROMBERG (ARlSON Sumon, Rochester, N.Y. Baslt NBC - 50,000 watts * clear thannel 1180 ke
: ] GEORGE P. HOLLINGBERY COMPANY, National Representative

' 20 APRIL 1953 7




some spots are bette!

For the best spot, at the right time, at the right |

|
\



'han others

You're always sure of top coverage when you sponsor
local Radio news programs.

More people depend on Radio for rapid news reporting
than on any other medivwm.* The news programs on the
five Radio Stations represented by NBC Spot Sales
feature the top newsmen in their markets. They
command attention for your sales message by giving
your customers the local and national headlines first . .
long before the extras hit the street.

To get the scoop on sales with local Radio news, call
your NBC Spot Radio salesmen for programs available
now and throughout the summer. *BAR

SPOT SALES

30 Rockefeller Plaza, New York 20, N. Y.

Chicago Cleveland Washington San Francisco
Los Angeles Charlotte* Atlanta®  *Bomar Lowrance Associates

representing

RADIO STATIONS:

KNBC

WRC

WNBC

representing

WMAQ

WTAM

Chicago

San Francisco
Clevcland
Washington
New York

TELEVISION STATIONS:

KPTV

WNBT
WNBQ
KNBH
WPTZ
WBZ-TV
WNBK
WNBW

Portland, Ore.
Schenectady-
Albany-Troy
New York
Chicago

Los Angeles
Philadelphia
Boston
Cleveland

T

Washington
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We at KSDO are used
to fitting them for size...
budgets, that is. Regard-
less of budgets, we still
deliver more listeners
than any other San Diego
station!

KSDO is MR. FIRST in San
Diego... first in just about

everything, according to
the latest HOOPER and
NIELSEN.

May we fit you for size?

1130 KE

/

T»

5000 WATTS

Representotives
fred Stubbins  Los Angeles
Doren McGovren  Son Froncisco
John £. Pearson, (0. - New York

and Motimes |~

Calling «ll vice presidents

The Earl Marshall of England. the Duke of Norfolk, “wishes to
draw attention to the guidance given in his dress regulations ahout
the wearing of medals and decorations by gentlemen at the Corona-
tion in Westminster Abbey on June 2. These regulations require
orders. decorations. and medals to be worn in full. except with court
dress or evening dress, with which miniatures will be worn.”

* L3 o

From the above communication. we must draw fresh realization
that the British arrange these things very efficiently. They know so
well the importance of titles and honors. They give honest vent to
honest pride whereas here in America we are a little furtive and
apologetic about distinctions.  Only the other day Crawford H.
Greenwalt, the president of E. 1. du Pont de Nemours & Co., a
man with an annual emolument in excess of S500L000. commented
ruefully that “In the Army and Navy we see incentive based on
rank: even the Church offers various symbolic tokens of advance-
ment.”” But in business, in the Unlted States. “there are no medals.
stripes, uniforms or grandiose titles.”

* <% #*

There is provocation in Mr. Greenwalt’s observations but he per-
haps under-credits the not-unimaginative “stimulation” of rank down
the line in American business. This is especially evident in the ad-
vertising agency business. Hardly 100 agencies bill £5.000.000. or
more, a year. Yet there are surely 500 agency Majesties rejoicing
in the rolling cadences of “Chairman of the Board of Directors.”

3

3t # *

As for the larger sponsoring organizations, one notes a sharp
increase in the variety of titles of honor. The Majesty of the Chair-
man of the Board is matched nowadays by various Cousins Royal,
entitled to choice space at all corporation coronations. They are
called Co-chairman, Vice-chairman, Chairman of the Executive Com-
mittee. Chairman of the Finance Committee, Chairman of the Plans
Conmittee. and so on. While the title “Director-General™ is em-
ployed mostly in Britain and France. we have an extensive investi-
ture of “Managing Directors.”

* * *

In our half-embarrassed American way, we do what we can to
oblige the human fondness for gold braid. We may be amused at
the bureaucracy in Germany where the wife takes her husband’s
title and hecomes “Frau Second Assistant Inspector of Licenses.”
But if vou listen closely at cocktail parties along Manhattan Ad Row
or out in the Chateau country of Connecticut you'll become aware
of subtle wavs in which wonien distinguish “Mrs. Inner Circle Viee
President”™ from “Mrs, Fnlisted Reserve Vice President.”

(Continued on page 123)

SPONSOR



Loud and clear in a larger area

than any other station in the na-
tion, KFYR booms your message
to the North Central states’ richest
farm region . . . plus saturation of
the nation’s newest oil discovery,
the Williston Basin, OIL and
AGRICULTURE combine to make
the KFYR market one of the
country’s richest and fastest grow-
ing buying areas.

Get TWO . . . for the price of
one. Coverage where coverage
counts — coupled with highly
profitable listener loyalty — over
KFYR, Bismarck, North Dakota.

well son, | always thought
Texas was big... but take

\ a look at that KFYR-land
: vpn North Dakotg

Gee Pop, theye got ~—

ol and 8 ig cash ‘
. farm income, too. \‘\“\-&“\“‘-

@ Represented

K F Y R - /’
BISMARCK, N. DAK. ¢ NBC AFFILIATE e 550 KC 5000 WATTS

20 APRIL 1953
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CLEVELAND'S

STATION

W W

5,000 WATTS—850 K.C.
BASIC ABC NETWORK
REPRESENTED
BY

H-R REPRESENTATIVES

TV PRODUCTION
MAN WANTED

Medium-sized New York agency
offer new job with excellent op-
portunity to man who can take full
responsibility  for directing and
supervising production of TV gpot
commercials both filn and live.
He must:

e have had at least 5 year< expenence
in TV commercial il dnection and
prodiction;

e know how to u~e all techniques in-
volved in TV production:

@ know and be able to evaluate all film
prodncing sources;

o be a shrewd judge of film production
co=t= and be a <kitful negotiator of
prodirction contracts;

o have the creative imagination anl
producing “know-low™ to add a sell-
ing plus to the writers’ efforts in the
development of story-boards;

o be articulate, able to sell his ideas,
add to the ideas of others, lle musi
get along with people.

Our stafl knows of this ad. Address

in confidence. giving full resume

of experience. State starting salary
required.
President,
Jox 11, ¢/0 Sponsor Magazine

12

M
Madison
W

FARM SECTION

I have been requested by one ot our
clients to get the complete story on
farm programs particularly in New
England and New York.

I recall that sPONSOR ran an excel-
lent article a year or so ago, but un-
fortunately people keep robbing my
files. and I cannot lay my hand on the
issuc in question. Would it be possible
for you to send me a copy of this issue
or a reprint of the article so that I can
give the client full information on
what he wants?

ALice M. LippELL
Director of Media
Ingalls-Winiter Co.
Boston

® In answer to many inquiries, the 3l-page
Farm Radio and TV Section puhlished 29 Decemi-
ber 1932 is not availahle in reprint form, Copies
of the 29 December issue are still available,

AGENCYMAN'’S AID

Enclosed please find a check for
cight dollars for a one-vear subscrip-
tion to sPONSOR. [’lease start them
coming as soon as possible.

During my tenure as director of ra-
dio and TV for this ageney (Fishbein
agency, Minneapolisi, | have come to
depend on sroxsor for keeping track
of other markets. On April 6 I as-
sume the duties of TV production man-
ager for station WDAY-TV. Fargo.
and I want to make sure of a recular
source of your excellent magazine.

Fpwin M. Coxrap

T1” Production Manager
WpAY-T1

Fargo, N. D.

CREATIVE BUYING

I have just read “Are you selling
the timebuyer today on a 1947 hasis?”
in the March 23. 1953 issue of spon-
SOR (p. 30). In fact. | have just read
it twice. 1 thought 1 ought to find out
about keeping abreast of “creative
sclling techniques.”

Mayhe these anonymous timebuyers
have a point that eludes me—Dbut in
this article I ecan’t find a single com-
plaint against reps that couldn’t have
heen-—-and wasn’t made in 1947, and
1937 too.

There seems to be a lot of talk now
about “creative selling” as if it were
a postwar development. For my money.
all selling is creative. and is effective
or not in varying degrees. After all.
a guy is either a good. an average or a
poor salesman. We had all three va-
rieties in 1947 just as we have today,

As for the paper work hampering
salesmen in this “new” creative selling
—I never underestimate a piece of
paper. It might be an estimate with
the client’s signature on it — or it
might be a 52-week contraet.

Maybe timebuvers should do more
“creative  buying.” and that would
stimulate salesmen to keep abreast of
“creative selling techniques.” Then we
might put all the paper work through
an l. B. M. machine and come up with
a cost-per-1.000 lower than mateh hook
covers!

Betni Brack
Director of Media
Joseph Katz Co.
New York, N. Y,

REPRINT RIGHTS

I am writing to you as regards ob-
taining permission to reprint the arti-
cle entitled “UHF television: what
timebuyers want to know about it,”
as published in the February 23,
1953, volume 7. number 4 issue of
spovsoR. We would like to use this
article as part of a lecture to students
of our radio-television school.

Davip WINTERS
Programing Department
Triangle Productions
Miami

® Permiswsion zranted. SPONSOR is happy to
allow  reprinting providing  permission  is avked
and  «onrce is clearly identified.

PREGNANT SUGGESTION

It seems that the credibility of ra-
dio messages is quite high. A recent
case in point can be seen in the Merit
Fix-It Show, a quarter-hour program
(weekly ) featnring honsehold tips.

The sponsor of the show. Bob Del-
Buono, offers his services in giving
out advice to solve household problems,

After one particular Saturday morn-
ing show, a female voice was heard at
the other end of the wire explaining in
a very serious tone of voice that she
had been married eight years and in
that course of time, was not able to
become pregnant. She then proceeded

SPONSOR



Kf/AC MOVES 28 TONS OF MUSIC \\/%

©.:%  the Miracle Mile in Los Angeles s filled with wonder-
ﬁ" © ful music...and our hearts are full too...full of
@ ?’ sincere gratitude to the many fine advertising agencies
] Jg}@ and to the hundreds of outstanding advertisers who
. Lo w7 % have used KFAC to bring their products or services

) 1{3 to hundreds of thousands of Southern Californians

who regutarty listen to KFAC in their homes and in
their cars. These three groups have helped make
KFAC famous...famous as the quality music sta-
tion of Southern California, famous as the station
with the lowest cost per thousand tlisteners, famous
for the longevity of its customers... the high calibre
of its advertisers.
To the distinguished group of business and service
organizations throughout the country who regularty
speak to 4,000,000 Southern Californians through
KFAC, we say thanks...thanks for listening...

thanks for your business.

H j / \ C ‘ 1330 ON YOUR RADIO DIAL—104.3 F.M.

THE MUSIC STATION FOR SOUTHERN CALIFORNIA
PRUDENTIAL SQUARE « LOS ANGELES

20 APRIL 1953

QOur new home in Prudential Square in the heart of
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I=MO FRCM TODD STORZ

It'd be quite a story if we could tell
it — but the sponsor says "No!"

You see, radio KOWH was one of 1l Kkey

stations selected by [(INFeLII] Incorporated
for a test campaign to see if radio could up

their sales of [43,}]e}.14+] magazine.

Careful records were Kept as a check on %1%}(‘&1
the efficiency of the stations used in each A
market area, and the pilot stations were o
rated as to the results they obtained per g!l! ]}1
advertising dollar. Of course the results

served to back up KOWH's contention that

there's nothing better than first place

(the only place KOWH is willing to occupy).

Your "Everybody-gets-in-the-act" station
again nailed down the number one spot when,
all by its. lonesome, 1it, secured a better

than eight per cent sales increase for
min the Omaha, Council Bluffs
area'!

Too bad we can't tell folks about it
— 11 makes quite a story!

CRET

TOP SE

/ A

GENERAL MANAGER, KOWH

“Someday, if you twist our arm hard enough,
you might force us to leak the scoop —
—— _but remember, we're not promising a thing!

e
KNy,

O m
endent gtat,-on,‘,‘ " A

ly 8

regg
nted Notionol Y The g
¢ Botliing c
0.
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to ask Mr. DelBuono for advice on
how to remedy the situation.

Inasmuch as 1 prepare the script for
the shows, 1 can’t possibly see how I
can weave this problem into the script
without running amuck with the FCC.

Jay HoFFEr

Sales Promotion Director
WICC, Inc.

Bridgeport, Conn.

RADIO AND MOGEN DAVID

Over 25 years ago, niy career as a
newspaper reporter ended abruptly one
night when 1 missed an entire rail-
road wreck, therefore 1 can hardly be
rigid in my attitude when I point out
that your magazine missed a big story
in the recent article concerning Mogen
David wine. (See “TV and psychiatry
boom Mogen David.”” 26 January

1953.)

Let’s turn to page 30 of the Janu-
ary 26 issue. (You can see this has
been on my mind for some time.)

Mogen David sales rose rapidly with
TV. There is no doubt about it. and
from the article you can see that the
agency certainly is a very active one
which misses no bets. But there is an-
other story inside the story and I think
your editors cracked the shell but nev-
er saw the meat of the nut.

In 1950, $400.000 was spent on TV
and nothing on radio.

In 1951, $550.000 on TV—$10,000
on radio.

In 1952, $770,000 on TV—$100,000
on radio.

In 1953, $500,000 on TV—$350,000
on radio is planned.

In short, radio expenditures were
increased 10 times in 1952 over 1951
and 35 times in 1953 over 1951, and
the agency continues to do a very siz-
able job in TV. A 35-fold increase in
radio from 1951 to the end of 1953 by
a major wine company. handled by an
excellent agency—where nothing had
been spent in radio in 1950—there’s a
big story!

Nothing that I say here. you will
note, belittles TV. But in looking at
radio, let’s not be like the man who
forgets the little woman at home be-
cause there is a new blonde in town.

NAME WITHHELD ON REQUEST
OF THE WRITER

® DMogen David and Weiss & Geller. its agen-
cy, attrihute wine’s terrific climb to TV. Article
pointed out Mogen David was increasing radio
expenditure to gct coverage it wanted in new
markets not covered hy TV. Since article was
published, Mogen David has bought News of To.
morrow over 198 ABC Radio stations for 52

20 APRIL 1953

weeks aud The Bill Cullen Show on CB> IV for
52 weecks. Lastly, decicion to emhark on big
radio nctwork campaign was made just as SPON-
SOR went to press.

MEDIA STUDY: PART 1

This is a well done piece. The sub-
ject is big and difficult. You handle it
smartly and interestingly.

The Dbest sales managers we work
with “fly by the seats of their pants.”
They have a feeling for advertising.
You can’t analyze it.

But they lave come up the hard
way. They lhave pounded the pave-
ments. They have taken the beating of
the years. They know the aches of
sleeper jumps. The nightmares of com-
mission selling. The horror of the lone-
somest thing in the world, a product
on a grocer’s shelf that nobody wants.

Maybe it's extra-sensory perception.
But these men usually come up with
answers faster and Detter than those
the smart boys in most media depart-
ments turn out.

Besides. there are so many varia-
tions in each medium that it seems
stupid to me to wave a {lag for anyone.

What the advertiser wants is a force
to sell his stuff. Because his market
and his customers and his conditions
are constantly changing, his problem
is to find the medium or media that
will generate that force for him.

Penicillin is a great drug. But it
makes some people sick.

Philip Morris last year had the top-
rated show, called / Love Lucy. I’M
sales dipped 14¢¢. That doesn’t mean
the next cigarette advertiser should or
shouldn’t use TV.

There are seven TV stations in Los
Angeles. Only one in New Orleans.
Naturally each market would show a
different TV reaction. So I say find
the formula that will furnish the force
and the business of media will take
care of itself.

So gany screan size. So many tout
cost-per-1,000. That’s like saying that
because a prize fighter is big he’s good!

I remember seeing Carnera and Max
Baer fight in New York. Carnera was
big. He was a giant! But Max Baer.
half his size. knocked him out of the
ball park.

Raymoxp R. Morcax
President

Raymond R. Morgan Co.
Hollywood

® Mr. Morgan is a member of the Advisory Board
for SPONSOR’'s All-Media Evaluation Study. As
such, he received an advance copy of Part 1 of
the study (appearing in this issuc on page 41)
and the letter above is in reference to the article.

200 kw

COVERAGE
709,648 Sets

i{CHANNEL
|To 10 from 11

Authorized changes will
be made this spring,
pinpointing your per-
sistent salesman in the
prosperous Southern

New England Market.
1

NEW
KAMPSNIRE /1

LAWRENCL
.

BITCHBURG.
LEOMINSTER

‘ ' MAssa »
SPRINGHIELD ) Chy
¢ ’l,' o A
' srocxion

T WOONSOLKIT |

WILLMANTIC  } :

3 CONNECTICUT % 3 Tupw 0
HARTFORD % A Fagsoa0

CHANNEL 11
PROVIDENCE

Represented Nationally by
WEED TELEVISION
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Y @ What a show! If you're interested in

top box office for your clients in Alaska you

MORNINGS really should see it. You'll be amazed! You never
5 thry Fri. | .

e = saw such figures! Imagine, three acts a day...
AFTERNOONS |

Mon. they Fri- 1

morning, noon and night, seven days a week ...and
they steal the bulk of the Alaska audience

| every time! Wouldn’t you like to meet these fantastic

Hoopers* in person...and see for yourself

the amazing record of a truly outstanding

“AFTERNOONS |
Sunday !

EVENINGS |
Sun. thru SAb j

M s
TIME 4 -
MORNINGS
Man. thry F
AFTERNOONS |
Mon. thru Fai._ |
AFTERNOONS 1}
] §u_ndoY =t
EVENINGS
Sun. thru Sat.

performance. Just whistle. We’d love

to trot em out for you.

* First ever available in Alaska. Taken in
‘Fairbanks and Anchorage only.

\ Mlbmsm SUN - AURORA BROADCASTING SYSTEM |

| : Alaska’s Four Great Stations.
KFAR, Fairbanks ¢ KENI, Anchorage  KINO, Juneau « KABI, Ketchikan
Affiliates: NBC - ABC - Mutual - Don Lee

GILBERT A. WELLINGTON, Nat'l Adv. Mgr., 5546 White-Henry Stuart Bldg., Seattle o JAMES C. FLETCHER, Jr., Eastern Sales Mgr., 60 W, 46th St, New York, New York

SPONSOR




New and renew |

SPONSOR

Gillette Razoi Co
Hoover Co
Nash-Kelvinator Corp

Nestle Co
Trailer Coach Co
Willys-Overland Motors Co

New on Televisien Networks

AGENCY STATIONS

Maxon NBC TV 55
Leo Burnett, Chi CBS TV 43
Ceyer Advertising NBC TV 47
he-man & Marquette CBS TV 63
J. Walter Thompson, Chi NBC TV 42
CBS TV 75

Conndy, Ewell & Thurber,
hi

PROGRAM, time, start, duration

Top Stake Horse Races; Sat 4-4:30 pm; 18 Apr;:
10 wks

Carry Moore Show; alt M
tor 3 telecasts

Welcome Travelers; F 3:30-3:45 pm; 27 Mar; 13
wks

Jackie Gleason; Sat 8-9 pm; 20 Mar; 52 wks

Today; W 7:18-7:24 am: 1 Apr; 52 wks

Queen Elizabeth’s Coronation; T 6:30-7:30 pm,
11-12 pm; 2 June only

1:45-2 pm; 13 Apr;

SPONSOR

American Chicle Co

American Tobacco Co
Boyle-Midway

Carter Products

General Foods Corp
P. Lorillard Co

Renecwed on Television Netwerks

AGENCY STATIONS
Dincer-Fitzgerald-Sample Du Mont 45
BBDO Cc8S TV 91
Ceyer Advertising Du Mont
SSCB CBS TV 75
Benton & Bowles CBS TV 82
Lennen & Newell ABC TV 49

PROGRAM, time, start, duration

Rocky King, Detective; Sun 9-9:30 pm; 1
52 wks; {co-sponsor)

Private Secretary; Sun 7:30-8 pm; 29 Mar; 52 wks

Mar;

Sports Showcase; Sat 11:05-11:20 pm; 4 Apr;
52 wks

City Hospital; alt Th 9-9:30 pm; 24 Mar; 25 tele-
casts

Red Buttons; M 9:30-10 pm; 23 Mar; 52 wks

Chance of a Lifetime; Th 8:30-9 pm; 21 May;
52 wks

SPONSOR

New National Spot Televisiou Business

GC. N. Coughlan Co I

Jacoby-Bender Watch
Band Co ‘

Robert Hall Clothes

Pepperidge Farms

PRODUCT ; AGENCY STATIONS-MARKET CAMPAIGN, start, duration

DeMoist dehumidifierI Lewin, Williams (; 40 mkts 60-second films, slides; st 1
Snyder June; 13 wks

Watch bands [ Lewin, Williams & 6 test mkts 20-second, I.D.’s; st 15 Mar;

Snyder 10 wks
Retail outlets Frank B. Sawdon 20 stns in 11 mkts 60-, 90-second, 2 min buys;
st 1 Mar; 13 wks

Pepperidge bread Kenyon & Eckhardt 6 mkts: NY, Phila, New 60-second film anncts; st 20

Haven, Boston, Wash, Mar; 11 wks

Baltimore

NAME

Sherwood Armstrong

John Badger

John P. Beresford
Frank E. Brill
Dolores Cappelletti
Reginald L. Dellow
Morton H. Dorchin
GCeorge A. Frye
William C. Geoghegan
Ray Girardin
Kathryn Hardig
Welch Henderson
Edward Hillman Jr¢

Donald W. Jackson
Jack F. Keiner

Rita Kennecdy
Hank Ladd

Foote, Cone & Belding, SF,, acct exec and radio-

Advertising Agency Personuel Changes

FORMER AFFILIATION

TV dir
Bank of Montreal, Canada, mgr of publ rel

Cecil & Presbrey, NY, acct exec

Cecil & Presbrey, NY, dir of publ rel

Foote, Cone & Belding, NY staff

D. P. Brother & Co, Detroit, dir of res
Greystone Corp, NY

Jamecs Thomas Chirurg Co, NY. gen mgr
Compton Advertising, NY, vp

WEEI, Boston, prog dir

The Ralph H. jones Co, Cinci, TV dir

Safeway Stores, Kansas City, asst adv, merch dir

Radio Cincinnatti, traffic mgr, continuity dir of
WKRC |

Doyle, Kitchen & McCormick, NY, vp
KO:!L, Omaha, anncr

The Ralph H. Jones Co, Cinci, radio traffic
Kudner, NY, prod staff s
Foote, Cone & Belding, NY, radio-TV dept

NEW AFFILIATION

Brooke, Smith, French & Dorrance, SF, creative dir

Foote, Cone & Belding Canada, Montreal, in chg
of publ rel and merch

Same, vp and acct exec

Same, vp and dir of publ rel

Cavanaugh-Shore & Co, NY, space and timebuyer
The Allman Co, Detroit, dir of media and mkt res
Smith, Hagel & Snyder, NY, media dir

Same, vp, sls dev mgr

Sherman & Marquette, NY, vp

Alley & Richards, NY, radio-TV dir

Same, radio-TV dir

Peter T. Scott Assoc., Kansas City, acct exec
Strauchen & McKim Adv. Cinci, radio TV dir

James Thomas Chirurg Co, NY, acct mgr

Allen & Reynolds, Omaha, radio-TV dept, asst
radio-TV dir

Same, timebuyer

Same, gen superv of TV, radio prod

The W. E. Long Co, Chi, asst radio-TV dir

Roy Lang

20 AFRIL 1953

Businrs-. National Broadcast Sales FExecntives,

Yeuwr

fn rext issue: New and Reuewed on Radio Networks, New Mational Spot Radio

Ageney  Appointments

NSO0R

1953
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Numbers after names
refer to Vew and Re-

new cuategory

Frank I. Reed (1)
V. C. Geoghegan (1)
George Zachary (1)
Felix Sutton (1)
E. II'. Finkelstein (5)
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New and renew

1953

NAME
Dick Laughlin

Garrit A. Leydecker
Kenneth G. Manuel
Harold L. Mooney
Lee Morris

Harry Parnas

Frank ). Reed

Eula Reggin

Al Reibling

Ann Smith
Florence Smith
Robert D. Stuart
Felix M. Sutton
Donald E. Tomkins
James T. Vandiveer
Melvin D. Weiss

Harry G. Woodward jr

Robert Wuifhorst
George Zachary

Advertising Agency Perscunel Changes

FORMER AFFILIATION

Laughlin, Wilson, Baxter & Persons, Houston,
Dallas

YGR, NY, contact superv

D. P. Brother &G Co, Detroit, radio-TV dept
F. W. Dodge Corp, NY

WPAT, Paterson, sls mgr

Cecil & Presbrey. NY, dir of media

NBC, TV sis serv dept, mgr

The Ralph H. Jones Co, Cinci, TV traffic
Kudner, NY, bus mgr

The Ralph H. Jones Co, Cinci, timebuyer
Hewitt, Ogilvy, Benson & Mather, NY, timebuyer
James Thomas Chirurg Co, NY, asst gcn mgr
Crey Advertising, NY, exec

Tomkins & Weil Prods, NY, pres

ABC-KECA TV, Hywd, exec prod

WEWS, Cleveland, sls dept

Gardner Adv Co, St. Louis, acct mgr

Biow Co, NY, timebuyer
Lennen & Newell, NY, contact exec

NEW AFFILIATION

Dick Laughlin & Assoc, Houston, hd

Same, Chi, vp

Same, vp in chg of radio-TV

Paris & Peart Adv. NY

Riedl and Freede, Paterson, radio-TV dir
Same. vp in chg of media
SSCB. NY. radio-TV exec

Same, timebuyer

Same. mgr of TV. radio

Same, asst dir, radio-TV
Horton-Noyes Co, Providcnce, R.
Same, gen mgr

Platt, Zachary & Sutton, NY, partner
Grant Advertising, Chi, radio-TV dir
Erwin, Wasey & Co, LA, acct cxec

l., timebuyer

McCann-Erickson, Cleveland, acct exec, bus mgr {

of radio-TV dept

Warner, Schulenburg, Todd & Assoc, St.
acct exec

Kenyon & Eckhardt, NY, media dept
Platt, Zachary & Sutton, NY, partner

Louis,

NAME

Michael Ames 7 ]

Edward W. Finkelstein

William T. French
Henry Rawle Geyelin

Arthur L. Jensen

Thor W. Steinert

Spouser Persennel Changes

FORMER AFFILIATION
David O. Alber Assoc, NY, vp

Manor Films, NY, partner
National Dairy Prod Corp, NY, adv dept

Allan B. Du Mont Laboratories, mgr and dir of|
creative activities

Consumers Cooperative Assoc,
mgr
Macy’s, NY, sr asst Luyer in houseware dept

Kansas City, adv)

NEW AFFILIATION

Emerson Radio and Phonograph Corp, NY, mgr of
pubi rei and publicity

Lewal Industries, NY, New Prods Div, prom dir

Same, asst dir of adv ‘

Metropolitan Life Insurance Co, NY, mgr of adv
service

George Muehlebach Brewing Co, Kansas City, adv
and merch mgr

Lewal Industries, NY, asst gen sls mgr

Station Chaunges (reps, network affiliation, pewcer increases)

LLP, Ei Paso, new rep Everett McKinney

KF]DX~TV. Wichita Falls, Tex, new rep O. L. Taylor Co, eff
Apr

KLX Oakland, Cal, power incr from 1 kw to 5 kw, eff 23 Mar
KWFC, Hot Springs, Ark, new ABC Radio affil, eff 24 Mar
WABC-TV, NY, power incr from 16 kw to 80 kw eff 12 Apr
WAPO, Chattanooga, Tenn, new ABC Radio affil, eff 7 Apr
WAUG, Augusta, Ca, new rep Interstate United Newspapers

WAYS, Charlotte, NC, new Southcastern rep James S. Ayers
Co, Atlanta, Ga

WHKP, Hendersonville, NC, new ABC Radio affil, eff 1 Apr
WJAR-TV, Providence, Ri, cp from ch 11 to ch 10, eff 1 May

WOAI-TY, San Antonio, power incr to 100 kw, eff 22 Mar

WOC-TV, Davenport, lowa, ¢p to change from ch 5 to ch 6,
also incr from 22.9 kw vis, 125 kw aural to 100 kw and
50 kw respectively

WOOD-TV, Grand Rapids, Mich, power incr
watts to 316 kw, eff 31 Dec 1953

WORL, Boston, new rep Headley-Reed Co
WPOR, Portland, Me, new rep Richard O’'Connell

WRHC, Jacksonville, Fla, new reo Interstate United News-
papers

WTVN, Columbus, Ohio, new rep Katz Agency, eff 6 Apr

WUSN, Charleston, SC, new rep Interstate United Newspapers

from 28,500

Fiwt

category
A, L. Jensen (3)
0. W Jaclkson (1)
George Irye (D
Rabert Stuart (1)

. Woodward Jr. (1)

Thor W . Steinert (5)
S. Armstrong (1)
Frank E. Brill (1) E}
H. R. Geyelin (5)
R. L. Dellou 1)

Numbers after names
refer to New and Re-
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IOWA PEOPLE

Wk Pyl
BY RADIO!

lowa Radio Users Spend More Thon Twice
As Much Time With Radio As With

All Other Media Combined!

After all is said and done, you can’t watch tele-
vision, read newspapers, thumb through magazines,
or pass billboards — while you push an iron. But
you can listen to radio while doing the ironing —

and that’s exactly what most Iowa women do.

The 1952 lowa Radio and Television Audience
Survey proves that Iowa radio users spend more
than twice as much time with radio as with all
other media combined. lowa women reported
themselves as using the radio 44.69, of all the
weekday time they are at home and awake. (45.99,
of the women using radio-equipped automobiles

listen while they drive, too.)

20 APRIL 1953

And oh yes — 68.59, of all lowa families hear
WHO regularly, daytime —as compared with
31.99, for Station B!

Write for your copy of the Survey, foday. It’s

authentic, reliable, valuable and amazing. .

Wi ©

%+ for lowa PLUS ¥
Des Moines . . . 50,000 Watts
Col. B, J. Palmer, President
.P. A, Loyer, RHesident Manager

FREE & PETERS, INC.

National Representatives

19



THIS IS THE WAY...

fo guaraniee
the finest TV film

reproduction

COMMERCIALLY AVAILABLE

REVOLUTIONARY

b e e A A A E S R ) T e et e At ©

7 A year ago when the Film-Scanner
was first shown, everyone who
saw it operating wanted to know,
""When?*’ Deliveries were: quoted
as being, at the earliest, in 1954,
Through a tremendously stepped-
up development program, the
Film-Scanner is now ready for
scheduled production. Some time
will elapse before production can
possibly catch up to the unprecé-
dented demands for this equip-
ment. Orders are being accepted
and deliveries scheduled on «a
priority basis.

HAS CONSTANTLY MAINTAINED LEADERSHIP
"IN TELEVISION SCANNER PRODUCTION AND DEVELOPMENT




SMOOTH, SIMPLE OPERATION: 16 mm film pickup can
be remotely started. stopped. reversed, or operated
single frame. Simple switching of video from
16 mm film to opaque pickup.

NO SHADING OPERATOR REQUIRED: Shading controls
are not required. Picture inherently free from edge
flare and shading—simple, high quality operation.

FILM MOVES CONTINUOUSLY: No noisy, wearing, tear-
ing, intermittent claw mechanisms — extremely
quiet, continuous-motion operation.

NEW CATHODE-RAY TUBE: The Heart of the Film-
Scanner. The result of years of DuMont leadership
in Cathode-Ray Tube design. The brightest scan-
ner raster yet developed — light intensity many
times the output of conventional tubes—extremely
long life.

SPECIALLY DESIGNED MULTIPLIER PHOTOTUBE: Ex-

tremely high gain accomplished by extra-sensitive

Wl

photocathode averaging 60 ua/lumen—multiplica-
tion factor: 700,000 to 2,000,000. High degree of
stability. Spectral response predominates in visible
region.

FILM AND OPAQUE-SLIDE PICKUP:Finest reproduction
of 16 mm movie or 4” x 5” glossy or matte finish
prints.

SIMULTANEOUS SIGNALS: Simultaneous video from
each of two 16 mm film pickup machines or from
each of two opaque pickups.

FILM SHRINKAGE COMPENSATOR: Built-in unit repro.
duces old or new film alike—smooth operation.

GAMMA CORRECTED: Excellent reproduction of the
gray scale.

AUTOMATIC SLIDE CHANGER: Provision made for
2" x 2”7 glass slide automatic changer —a plus
feature of the Film-Scanner.

HERE is the fihm pickup system every- The development of scanner tech-

one has been talking about since its  niques is backed by knowledge gained
first public demonstration at the 1952 through years of experienee. From the
N.A.R.T.B. Show. Here is the scem-

ingly magic device that has been hailed

great engincering achievements of the
Monochrome and Universal Color
as one of the greatest advancements in Scanners, Du Mont has applied these

television . . . now as a ecommereial  well learned and proved principles to

reality . .. rcady for you. the ultimate in fine film reproduction

The Filin-Seanner offers the televi- equipment —the FiLM-SCANNER. Years
sion broadcaster entirely new stand-  of experienee in scanner teehniques
ards of film, opaque and slide pickup combined with the new continuous
far superior to any system employing motion mechanism has resulted in a
ieonoscope or image orthicon tubes, In film pickup system of extreme simplic-
addition, operating costs of this system ity. This is the final solution in answer-
are a fraction of the eosts of any pre-  ingall television film pickup problems

vious system. of small and large stations alike.

pUMONT

TELEVISION TRANSMITTER DIVISION
ALLEN B. DU MONT LABORATORIES, INC., CLIFTON, N. J.
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) Retail Sales up 36.9%
( FCF local sales

o P
_ ?Jhgﬂnﬁ%

Bysed on lodes? SH ﬁyxm.r_

In 4he U.S., see Weed x (.
In Canada,All-Canada.

Robert M. Ganger

Wl Sponsor T

Robert M. Ganger, president of P. Lorillard Co., like many New
Yorkers, is a Mid-Westerner, having been born in Greenville, Ohio,
on 20 June 1903. [Unlike many corporation presidents. he spent 24
years in advertising agencies before he moved over to the client’s
side of the conference table.

Today, Ganger is in the headlines because of his announcement
that Old Gold cigarettes are now available in both king and popular
sizes. Maybe i’s no eoincidence that he first impressed Lorillacd
executives in 1948 when. as v.p. of Geyer. Newell & Ganger. he
tackled the assignment of introducing Embassy. That was Loril-
lard’s first entry in the king-size sweepstakes.

During his many years in advertising Ganger bas been an inter-
ested observer of the shifts in advertising budgets. He pointed out
to spoNsor that Lorillard had been an early TV advertiser, using
the medium first in 1918, “More and more.,” he said. “we have
placed the bulk of our advertising investment in television. Today,
it is our most potent advertising medium.”

“Costs are a challenge. of course. But we are meeting them with
strategic integration and balancing of our programs to increase our
audiences and bring down our cost-per-1.000."

For next fall, Lorillard is shifting its Herh Shriner show from
NBC TV 1o CBS TV, moving a new Fred Allen show into the NBC
~lot. and keeping Deunis James” Chance of a Lifetime on ABC TV,

The TV promotion will be backed ou radio with Queen for a Day
on MBS and. probably. a €85 Radio version of the Herb Shriner
show.

“Naturally.” Ganger said, “we are depending on this new air
~cheduling to accelerate the established growth of Old Gold, both
king size and regular, which will he promoted together.”

Growth stimulation is an old Ganger specialty: At the age of 12
he took over a newspaper route of a dozen customers. huilt circula-
tion to 350 readers in one vear, an increase of 28377

After graduating from Ohio State University in 1920, he went
to work as an ofhiee boy with the Geyer Co.. a Dayton advertizing
ageney. He continued to grow with Geyer until he shifted to Loril-
lard in 1950 as executive v.p. and director.

Married. and the father of oue son, Ganger, at 19, is the voungest
president of the oldest company among the Big Five in tobacco %k

SPONSOR




600 Budget Brings
250 NEW Customers
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in the Booming Detroit Market

Want Proof? Here’s a Typical
WIBK “Success Story”

“We have used only the Don McLeod Show, for approximately two months now—
one spot a day, six days a week—and here is the run down of the return. We have
found by checking back over our sales, since our radio advertising on your sta-
tion began, that over 450 new customers have made purchases at our subsidiary,
THE MILLS FABRICS MART. The total amount spent by these 450 new customers,
has been upwards of $6,000.00. This, in return for approximately $800.00,
spent for radio advertising, means that for every 80c spent for radio advertising
we receive over $6.00 in purchases. Considering the fact that The Mills Fabrics Mart
is located more or less out of the way in Ferndale, Michigan, | think these results
are nothing short of phenomenal.”

M%etro it

STORER STATION
Tops in MUSIC, NEWS and SPORTS
National Sales Mgr.,, TOM HARKER, 488 Madison, New York 22, ELDORADO 5-7690

Represented Nationo!ly by THE KATZ AGENCY
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Metropolitan Valuation Ala.
Population State Docks

1940 1940

114,906 $20,000,000
1951 1951

231,105 $30,000.000
% \Increase % Increase

101% 50% !

Where your

Gesr Bay

is z 6
Adam Young, Jr,

Nattonal Representative

General Manager
or F. E. Busby
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Mobile, Alabama

New developments on SPONSOR stories

See: “What you should know abowt aher-

nate-week sponsorship™
Issue: 8 September 1932, p. 36
0 0 S“hj(-(.‘: Maxon ageucy puts same show on

radio and TV. alicrnates sponsorship
between two  clients

Maxon. Inc. has added a novel twist to alternate-week sponsor-
ship: For two clients—General Electric Co.’s Electronies Division
and GE’s Small Appliance Division (through its agency. YSR)—
this agency has planned a mystery series. starring Ray Milland. to
go on the air both in radio and 71" versions starting fall 1953,

Maxon’s precedent for this combined radio and TV. alternate-
week plan is a similar arrangement it made {or Hotpoint Co. last
fall. The agency bought Ozzie & Harriet for half an hour once a
week both on radio and on TV, with sponsorship alternating between
Hotpoint Co. and Lambert Pharmacal Co. (through its agency. Lam-
bert & Feasley ).

As Jim Aundrews. Maxon’s radio-TV director. explains it: “Both
sponsors got the dual impact of the two media, a top-grade show
with lrigh merchandising potential. and just split the costs down
the middle.”

Heard on ABC Radio Fridays at 9 p.m. and seen on ABC TV
Fridays at 8 p.m., Ozzie & Harriet was signed on a ‘H-week basis
by its two sponsors starting 3 October 1952,

Maxon and Hotpoint Co. have been so satisfied with this radio
and TV. alternaie-week package, that the agency initiated a similar
plan for the Ray Milland program. In this instance, however,
the two advertisers do not intend to share sponsorship on a 50-50
basis. The Electronics Division gave up four of the 20 planned
half-hour TV shows in return for all the 10 radio half hours of the
Ray Milland series.

See; “flow times have changed!™
“How to demonstrate a girdle on TV™

Assae: 1 December 1930, p. 34
12 January 1953, p. 30
0b./0 Subject:

Ex-Lax’s “good taste™ ecopy wmakes
product accepiable to nectwork

A positive, “good taste”™ copy approach has made Ex-Lax com-
mercials welcome on radios throunghout the country. When Warwick
& Legler took over the account. they applied to it taste standards
acquired {rom handling other ticklish product siories.

The approach: “lmphasize those qualities of the product that
vou like to hear in your own living room.”

This 1« a sample of Fx-Lax copy.

Announcer asts: “Think of the taste of the laxative you now use,
Does its taste make vou feel like this?” The question is followed by
a few bars of dreary music. “Why do you [feel that way? ls it
hecause the product vou now use tasies like chalk? Or i< it bitter.
salty, or unpleasantly oily? Welll why be old-fashioned?  Change
to America’s best-tasting laxative. Change to delicious chocolated
Fx-Lax.” It’s as simple as that.

This emphasiz upon the tasie qualiiy of the product coupled with
a successful agencv-originated soap opera have made Ex-Lax a wel-
come NBC Radio feature daily 5:15 to 0:00 p.m. The program,
Doctor’s Wife. originally went on the air for Fx-Lax on 3 Mareh
1952 across-the-board.  And. as the agency’s timebuyer puts it,
“From the beginning. clearing the stations for time was no trouble,
That goes even for the Westingliouse stations. reputed as toughest
in continuity clearance.” Lx-Lax renewed sponsorship of the show
in mid-March 1953, * ok &
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PROBLEM:

How can a new company offering a new service

\ explain itself and win acceptance?

- ANSWER:

10 spots weekly on WHBQ scored another sales
‘success.

Proof of Sales is Spelled

... and soon= |




U-Fix Your Car Company is the first of its kind in the South.

One week before its opening, the company scheduled 10 spots
weekly on WHBQ's "Clock Watchers'. This was its only adver-
tising.

Two weeks later—just one week after its opening—U-Fix Your Car

Company was turning away business!

909, of its customers say they heard about the company on

WHBQ.

Just another example of the cumulative effect of consistent adver-

tising on WHBQ.

This same cumulative effect can sell your product.

I

Memphis Mutual Station e Hotel Chisca o 8-6868
560 ke ® 5000 watts day ® 1000 watts night

JOHN CLEGHORN

" U

MR. Q General Manager

BILL GRUMBLES

Commercial Manager




No. 3 of a Series

Anony mous People who add up to well- wc c o Tv
-

Lnown Buying Power in the area of

B\ /

Photo . . . Rolph Hobbs, Jr.

The Unsung Heroine of the TV Kitchen Steps up to the plate!

In a single day at WCCO-
TV, Arlie Haeberle . . .
Woman’s Activities Direc-

28

tor...estimates that Gloria
(in photo at right) washes
pots, pans and dishes equiv-
alent to those in fifteen
average homes.

Food, you see, is important
to the homemakers who can
watch WCCO-TV. They
buy lots of it, want new
ideas for fixing it, and to

WCCO E7)

CBS

MINNEAPOLIS « ST. PAUL
Notionally represented by FREE and PETERS

learn what appliances and
accessories help to make
meals more fun.

At WCCO-TV the food is
real! The soiled dishes pile
up! And, as Gloria makes
ready for the next day’s
kitchen programs, over
100,000 housew1ves prepare
to watch before they shop!

SPONSOR
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NARTB

Legislation affecting advertising is studied carefully by
trained staff and testimony is given before Congress. Such
action has saved advertising from unfair bills. Researcl:
department and library provide [acts on air media

BAB

Big expansion in BAD's service lo agencies and clients
has been taking place in past 18 months. In addition to
information it has on hand, BAB will do special studies
in some cases i there is radio business in the offing

BM

Musical services [urnished include the “Television Sketch-
book™ which contains scripts [or presentation of songs
on TI'. BMI Program Clinics have [ar-reaching ef-
Jects in improving audience pull [or air advertisers

What the

3 radio and TV trade
roups do for advertisers

Besides adding to effectiveness of air media they provide faet service

Few advertisers follow the activities
of radio and TV’s trade organizations
with the interest they give to ANA and
4A’s projects. Yet behind the scenes
NARTB, BAB, and BMI carry on pro-
grams which are important to every
client and agency.

On the pages that follow you’ll find
a brief review of the activities of each
of radio and TV’s three trade groups
designed to show what they do to help
the advertiser—and how advertisers
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can make use of their facilities. Each
trade group is covered in a separate
story for quick reading.

Of the three groups, NARTB is most
in the news at the moment because its
annual convention is due to take place
within a few days at the Biltmore Ho-
tel in Los Angeles (28 April-1 Mav).
But year-in, year-out each of the groups
contributes to the effectiveness of dol-
lars expended on the air.

For a brief description of the activi-

ties of NARTB, BAB, BMI which are
up the advertiser’s alley, see the box
which appears at the top of this page.

SPONSOR’s room number
at NARTB convention

Industry executives, advertisers, and
agencies attending the NARTB
meetings will find Neorm Glenn,
Norm Knight, Ed Cooper and Wally
Engelhardt in Room 2358, Biltmore
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HAROLD E. FELLOWS, NARTB PRESIDENT, SPEAKS FREQUENTLY ON BEHALF OF ALL ADVERTISING AS WELL AS RADIO AND TV

NARTB protects advertisers against unfair laws,
provides information service on radio and television

“We must be vigilant to protect ad-
vertising’s good name. We must be
determined and unwavering in defensc
of our rights to its use. We must be
aware of its essential purpose in the
Lig scheme of American living. For
if advertising should die of neglect,
the America that we know would die
as well and the freedoms that we love
would waste away.”

e Al
’ e above guotation is from an ad-
dress delivered by Tarold E. Fellows,
president of the National Association
of Radio and Television Broadeasters.
Culled from one of many such talks
delivered hefore all types of andiences
in thousands of miles of travel during
the past vear. it provides an accurate
capsule definition of the assoeiation’s
philosoply on advertising and adver-
tisers.  Bat more than a defined phi
losophy. it is descriptive of the dailv
operational  procedures within - the
framework of the NARTB: for. in
very  tangible sense,  the association
erves immeasurably to the growth

ceurity of Anrerican advertizine

and its practitioners.

The NARTBs contributions to ad-
vertisers may be characterized under
two broad classifications: (1) legisla-
tive and administrative support; (2)
public relations, information, and pro-
motion.

I. Definite aids given under the first
category include legislative appear-
ances before Congressional commit-
tees, ltaison with the professional stafis
of such eommittees. and consultation
and cooperation through hearings ana
talks with administrative agencies.

2. A major responsibility of the asso-
aation is following closely the think-
ing and actions of Congress. Thus,
whenever new legislation affecting ad-
vertising is introdneed in etther house,
the  bills are  carefnllv  studied. an
analyvsis of the potential effect is trans-
milted to the NARTB members (and.
in certain instances. 1o the industry at
farged. and the associaltion requests
the privileae of presenting its views
concerning the pending legistation he-
for the proper Congressional commit-
tee. Testimony, developed frequently

through cooperation with representa-
tives of the advertising industry. is
ultimately delivered by one or more
of the association’s six registered lob-
byvists. Such testimony, backed by ex-
pressions of opinion from broadcasters
throughout the nation. has been help-
ful to the legislative body in its delib-
crations — and has saved advertising
from some inequitable legislation.

A good example of the assoeiation’s
efforts in this realin is provided by the
Johnson-Case Bill. The legislation was
aimed directly at the advertising of
hard liquor by radio and television.
Although broadeasters, of their own
volition, do not accept such advertis-
ing. the NARTDB waged all-out opposi-
tion to the proposed law simply on the
basis of believing it unfair to withhold
the privilege of advertising any legally
salable  product.  The association,
through its several appearances before
Congress in conmection with the hill,
takes some credit for its defeat.

3. The Congressional ruling that the
Defense Department could expend no
government funds for recruitment ad-
vertising is-another eflective example
of the NARTBs legislative activity.
Upon announcement of the restriction,
the associalion conferred informallv
with members of Congress and with
[ Please turn to page 90)
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BAB handles over 300 requests for aid from
agencies monthly, is expanding its services

The Broadcast Advertising Bureau
provides a lengthy and constantly ex-
panding list of services for advertis-
ing agencies.

This facet of BAB’s service
strictly “on paper” until about 18
months ago when BAB began develop-
ing the agency field. Now, BAB is
handling well over 100 written re-
quests from agencies each month and
probably double that nuniber of phone
requests, mostly from New York and
Chicago agencies.

These are the requests that come di-
rectly to BAB. Of the more than 450
service requests from BAB members
handled by radio’s sales promotion or-
ganization in February, more than a
quarter were being relayed from agen-
cies spread from Salt Lake City to
Baltimore.

BAB has attempted to set up its ser-
vice on an “anything-you-ask-for, we’ll-
try-to-get-yvou” basis and thus it is

was

difficult to give specific examples.

Most of the agency requests for in-
formation fall in four areas:

Radio audience: While BAB pro-
vides no individual market or per
broadcast ratings. agencies are using
the wider-scope data developed by
BAB more and more.

Heaviest requests for information
are in the cumulative audience field
(on which BAB has released three rc-
ports and is readying four more) : the
cxtra-set field; county-by-county radio
families: the nighttime audience in TV
cities field: the “listeners-on-wheels”
field; and the field of long-term trends
in audience and cost per 1.000.

Sales effectiveness: The publica-
tion of “Count Your Customers” and
“Sears Counts Its Customers” focused
attention on BAB as a source of sales-
effectiveness data. These two reports
plus three others BAB will release in
the next three months in the grocerv

WILLIAM B. RYAN, PRESIDENT OF BAB

retailing, department store, and pack-
aged grocery products fields have awak-
ened more interest among agencies
than any otlier phase of BAB activity.

General informatiou: One of the
most popular (with agencies) services
BAB has developed are the product

mformation sheets. These are a one-

(Please turn to page 92)

BMI stimulates better programing through clinics,
will clear any music title for agencies on request

A lthough primarily aimed at the
broadecaster and his staff. BMI services
indirectly benefit the agency and his
client, particularly through its aids to
better programing. Since programing
has been called the “powerhouse” of
the station, BMI has developed its Pro-
gram Clinic series to the point where
it appears mandatory that they be re-
peated each year, in one format or
another.
I. This year BMI has joined forces
with Broadcast Advertising Bureau for
a two-day conference. P’rograming 1s
to be the theme one day, and sales the
rext. Each organization will have its
own agenda, but the single date and
meeting place will be helpful in sav-
ing time and money for the broadcast-
er. Forty-three such Clinics have been
set in the United States beginning 25
May and ending early in July.

As with all its other services, no
charge is made by BMI for the Clinic,

20 APRIL 1953

and agency men are welcome at any of
the Program Clinics. On many occa-
sions, agency men and women have
been on the agenda as guest speakers.
2. A comparatively new adjunct to the
BMI services is the “Television Sketch-
book™ which includes 85 leading ad-
vertising agencies on its mailing list.
This is a regular monthly service con-
taining timely and practical working
scripts for the presentation of songs in
dramatic, comic, or pictorial fashion.
Latest song hits az well as standard
favorites are developed into photogenic
sketches which can be used effectivelv
in many ways. Since the agency kiows
that any BMI-licensed station does noi
need further or special permission to
use any of its songs for straight TV
purposes, his clearance is always as-
sured. The BMI Index Department,
however, clears any title as to its own-
ership, whether it be BMI or any other
copyright owner or performing rights
organization. This service is used bv

agencies, producers. and others as well
as stations.

3. BMI also makes available a Cate-
gorical Index for setting musical scenes
and selecting appropriate music for
countless script situations; also “Re-
corded Bridges, Moods, and Inter-
ludes,” a classified and cross-indexed
reference book, helpful where descrip-

(Please turn to page 98)

s

CARL HAVERLIN,

PRESIDENT OF BMI
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THROWS EM !

il punch those sales on food store cash registers week after week for

Premium Saltines-March 2 to March 13

Triangle Thins and Wheat Thins - March 16 to March 20

R {

i1

. Nabisco Sugar Honey Grahams—March 23 to March 27 in cn; spartmen :
u'“,( . 5 7
:‘iﬁa Nabisco Shredded Wheat-March 30 to April 3  ohd ,F.,af;m‘.;

Nabisco Sugar Honey Grahams - April 6 to April 17 cotch these e

every week In alt mojor isio
-

markets throughout the countr

% ARTHUR GODFREYS .
S
AN OLD HAND AT >
ROPIN’ AND

STEERIN’!

March 2 ta Mar

/;‘3‘“/‘; SWISS CREME SANDWICH

March 23 to April.

NABISCO ‘
SUGAR HONEY
GRAHAMS

April 6 to Moy

however, make no deals for shelf space.

Salesmen,

air plugs. God-
frey has been selling Nabisco products five years, big TV spot cam-
paign started last fall. Firm $1.5 million on spot TV

How Nabisco's 20 aie brands
oy 200

Merchandising material, above, carried by Nabisco's 3,200 salesmen,
shows dealer when Godfrey's morning radio show and spot TV will
spends

feature particular products, is used to urge stores to tie in with

One-third of firm's $7.5 million ad budget goes for

Godfrey, spot TV brand recognition drive

1 here is hardly a grocery store in huge production and Dblanketing of re-  abomt  Nabisco’s present operations,

the United States which doesn™t carry  tail food outlets could not have heen  either. From manufacturing to adver-
e tal

any ol the crackers or cookies made  accomplished withont aggressive ad-  tising. Nabisco's postwar history has

by the Nattonal Biscuit Co.  The vertsing. In its earliest days. Nabisco  been modern, heads-up. aggressive:

y 2 28

world’s largest baking company. which
took the cracker out of the cracker
harrel. penetrates every nook and
cranity in the country, sells directly to
150.000 3.200  salesnien,
Last year consolidated net sales topped
S316 million, ap S1O from
the previous yvear’s fignre.

It ix pretty well agreed that this

stores  via

million

32

was putting 81 million beliind Uneeda
Biscuit, the first packaged cracker, and
Nabisco has been in radio since 1930.
cracker  barrel

There is nothing
} o

L A

case history
A

(1) I has spent a fortune in modern-
(2) it
has just completed the redesigning of
packages for its 200-0dd products with
a new Nabisco seal, (3) it is using
spot TV to acquaint the consumer with
the new Nabisco package look and to
spark limpulse buying in self-service
stoves, (4} it

izing 1ls plant and equipment.

lood is using Arthur

SPONSOR



Godfrey in net radio for mass audi-
ence appeal.

The redesigned Nabisco seal is the
firm’s answer to the growth of the
supermarket and the fact that an n-
creasing share of its immense produe-
tion is going to self-service outlets.

Since impulse buyving is the key fto
such sales, Nabisco has found that
short, 20-second TV announcenents
can do an effective selling job. Nabisco
has also found that it is getting a real
buy in cost-per-1.000 with some of the
choicest nighttime slots.

Nabisco will spend §7.5 million on
advertising this year, one-third of it
on radio and TV. The air budget
breaks down as follows: 81.5 million
for spot TV. $1 million for radio, with
the bulk of the radio money goig for
the Arthur Godfrey morning show on
CBS. Practically all of its TV adver-
tising is at night.

The TV announcements are current-
ly running in every pre-freeze market
in the country. plus Denver and Port-
land, Ore., and a few other new sta-
tions. Except for special cases, every
commercial film ends with the camera
moving in on Nabisco’s new secal,
which is a triangular trademark on the
upper left hand corner of the package.
The audio part of the commercial ends
with the jingle: “It’s the best you can
buy, if it's baked by . . . Nabisco!”

MecCann-Erickson, Nahisco's agency
since 1934, has garnered as choice a
collection of time slots for these com-
mercials as you'd want to see. The
agency accomplished this coup with a
simple, but shrewd, method-—a method
that almost anv advertiser can use.

Nabisco's advertising policies are guided by George Oliva, left, while
decisions at agency, McCann-Erickson, are coordinated by co-equal
group heads, William H. Conine, center, and Farish A. Jenkins. The
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Redesigued Vabisco seal is jirm's
answer (o growth of supermarkets, aids

let-strong-brands-help-the-weal: strateqgy

Going in heavily for consumer research after World War (1,

Vabisco found housewife often bought its lesser hrands with-

out realizing they were Nabisco products. Seeking better iden-

tification of entire line so that its well-advertised Lrands would

help sell its non-advertised products. Nabisco asked Raymond

Loewy & Assoctates to improve its already-famous seal. Loewy’s

answer was a triangular seal on the upper left-hand corner of

all Nabisco packages. The color (red) was made brighter,

also. Conversion of all packages to new seal was completed

at beginning of this year, a big job made easter by the f[act

that Nabisco makes its own paperboard, and prints its own

package designs.

The new look of Nabisco’s packages 1s

plugged at end of nearly all TV announcements it sponsors.

Before the spot drive began, ihe
agency sent letters to reps informing
them that Nahisco had budgeted $1
million for video commercials. The
letter explained that the company was
seeking 20-second slots adjacent io
highly rated shows in the evening. The
larger markets would get four an-
nouncemenis a week. medium-sized
markets three. and the remainder, two.

The reps were informed ihat when-
ever they called with availabilities
which met the agency’s standards, they
would have an okayv In five minutes.

The result surprised even McCann-
Erickson. The campaign was sched-

uled to begin 1 September last year
and the agency expected that the TV
spot money would be conmnitted by
March of this year. However, all an-
nouncements were placed by the end
of November. It turned out that most
reps would call McCann-Erickson first
whenever an availability turned up be-
cause they knew they would get a
quick answer.

As a result. Nabisco got announce-
ments placed between such shows as:
(1) I Love Lucy and Ozzie and Har-
riet in Phoenix. (2) Lux Video The-
atre and Godfrey's Talent Scouts in

( Please turn to page 80)

latter pair work closely, can fill in for each other if necessary. Two
account executives under each group head divide among ‘hemselves
20-odd products that Nabisco advertises, plus cxport advertising
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discussing air strategy during
ANA convention in Hot Springs

SPONSOR panel enjoys laugh in

(L to R) spoxsor’s Ray Lapica: M. H. Keel, Shell
Chemical: Dr. Ernest Dichter, psychologist; 11. C.
Botsford. Gen. Motors: R. 1. Hlarrington, Gen. Tire
& Rubber: W. H. Patton, Green Giant; 1l. J. Hull
Jr.. New Holland Machine: George Oliva, Natl. Bis-
cutt: 1. M. Stevens, Campbell Soup; Jack Mullow-
ney. Green Giant. These admen spend $50 million

A recorded SPONSOR forum

sPONSOR held a special recorded panel sesston during the
AN A convention 18-20 March 1933 in ot Springs. Va., to
learn what some advertisers are doing in radio and TV,
what their problems are. and how they view the [uture.
lere sPONSOR presents the thinking of eight advertisers
spending $50 million annually, much of it in air media,
and of a psychologist whose business it is to improve the
effectiveness of their messages. To those who so graciously
gave their time and energy to make this symposium a
success SPONSOR extends its warmest thanks.

% # %t

sPoONsOR Panel: Merton 1. Keel, adv. mgr., Shell Chemi-
cal Corp.: Dr. Ernest Dichter. pres.. Inst. for Research in
Mass Motivations; lenry C. Botsford. asst. adv. mgr.,
General Motors; Ralph H. Harrington. dir, of adv.. Gen-
eral Tire & Rubber; Ward L. Patton, v.p., sls. & adv. dir.,
Green Giant Co.: H. Joseph Hull Jr.. adv. mgr.. New Hol-
land Machine Co.; George Oliva. dir. of adv.. National
Biscuit Co.; Henry M. Stevens. adv. mgr. (soups), Camp-
bell Soup Co.; Jack Mullowney, adv. mgr., Green Giant
Co.: Ray Lapica. ed. dir.. sSPONSOR, chairman.

Cnaikman: What is happening to your air advertising?
That is the theme of this special recorded sroxsor panel
disenssion. Not only sroxsor but its readers are greatly
interested in what a representative group of advertisers like
this one is doing in radio and TV what your problems
are what you think the [nture holds. They will be inter-
ested to know what Kkind of programs you're using. how
much of your budget is in the air media, how the increase
m advertising costs is affecting your media pattern, what
television is doing to vonr sales and budget figures, ete.

Mert, would you like to start? What is Shell Chemieal

34

advertisers examme thetr rade

doing on the air this year? What are your future plans?

Mr. KEeL: We are not doing any television: we are
doing spot radio in the agricultural field on insecticides.
fertilizers, soil fumigants, using spots in the early morning
and al noon in farm areas.

CuaikMaN: How many markets are you in?

A. Just about all of the agricuhtural areas.

Q. What percentage of your ad bhudget is in the air
media?

A. About 107%. To answer your earlier question, we
aren’t taking any funds out of any one medium to get into
another; we are in the medium that we use because we fcel
it does a job. We use the task method of arriving at our
conclusions, and we don’t attempt to take from Peter to
pay Paul.

CratrMan: Hhank Botsford of General Motors, how about
vou?

Mgr. Borsrorp: As you may know, General Motors op-
crates on a decentralized basis. In discussing our adver-
tising, I would like to point out that we are responsible
only for the institutional copy. Each Division has its own
adhertising department which is responsible for Divisional
copy. This also applics to the selection of media and the
scheduling of copy. Speaking from an institntional adver-
tising standpoint. General Motors made its debut in tele-
viston last fall when we sponsored the NCAA football
games via the NBC network. A very splendid Christmas
show was offered us and we put this on over NBC televi-
sion network for one honr on Christmas night.  We spon-
sored the mangnration on both radio and television for
about a 5w-hour period Jan. 20. We are very interested in
the possibilities of television and have some plans in the
making that I am not at liberty to disclose right now. But
I might also add that we are very concerned about the

SPONSOR




=

nd TV problems

high costs, and we are proceeding cautiously.

Q. How about your Divisions?

A. Our Chevrolet Division sponsored Dinah Shore on
television last year. This year they have added the full
NBC radio network to supplement their television cover-
age with Dinah. Our Pontiac Division is not doing any
network radio or television at the present time. Our Buick
Division is sponsoring a television show every fourth week
with the Buick Circus Hour. QOur Oldsmobile Division
sponsors Doug Edwards on television three times a week.
Our Cadillac Division has just started a CBS network radio
show featuring Dr. Frank Black and the Choral Symphony,
which I believe is a 15-minute program for 39 weeks. Cur
Frigidaire Division is sponsoring one of the segments of
the Godfrey show over CBS in the morning. [ might
preface our thinking on radio and television by saying that
all of our Divisions use spot radio and spot television very
heavily at announcement time to create showroom traflic.

Q. And you are planning to sponsor the coronation
this summer?

A. Yes, we bought the coronation rights on NBC for
both radio and television.

Q. And that will be for General Motors as a whole,
rather than one particular Division?

A. That’s right; it will be on an institutional basis.
We, of course. in our institutional advertising work in
commercials for our five Car Divisions, Truck Division,
Fisher Body, and Frigidaire.

CnairMaN: How about your General Tire and Rubber
Companv. Ralph?

MR. HarrINGTON: We are not using network radio or
network television; it is all dealer co-op. We are not using
television chiefly for three reasons: first, cost—I mean net-
work television; second, inadequate and spotty coverage of

20 APRIL 1953

Panel spending 850 million annually is

worried by rising TV costs, defends radio

the available stations on a network basis; and third, be-
cause due to our highly selective and restricted distribution
we think it is extremely important to identify by name and
address the local dealer, which you can’t do on network
programs. Qur dealers increasingly are using more radio
on co-op, and quite a good many of them are doing tele-
vision advertising on a local co-op basis, chiefly spots. And
then a rapidly growing practice is for a group of dealers
within the signal area of a TV station to get together as a
group to sponsor local program television and radio adver-
tising. The factory pays half the time of production and
the dealers divide the other half among themselves on what
they consider to be an equitable basis, and that group idea

(Please turn to page 114)

R (| M T It i I

SPONSOR panel affirmed these 5 points

111

X, Rising costs, especially labor, may drive smaller
advertisers out of TV unless economies are made.

Ml

2. Nighttime radio is a good buy: many advertisers
are so convinced of this they are returning to It

3. Only a beginning has been made in producing both
shows and commercials that reach and move consumers.

4. Use a psychological parenthesis in your commer-
cials in which your announcer can say what he pleases.

3. Some advertisers would like to use their own film
on TV if no difficulty develops with unions involved.

fiimu I
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Todays coverage data: themr us

Emphasis today en market-by-market air planning demands careful applicati

l tyvpical application of BMB cov-
erage data to time buying. back in
19149, went something like this:

A\ national advertiser wanted to buy
radio announcementx in a single ma-
jor market. There were =ix radio sta-
tions to choose from. Problem: Which
was the best buy?

The first order of business was often
an agency-client decision on a “cut-off
point” of BMB coverage. This involved
BMD county-by-countv lists of the per-
centagex of radio families who tuned in
particular stations, usually on the hasis
of “once a week or more.” These per-
ceutages ranged from a minimum of
10" ¢ of the families on up to 100 .
The further out you went from a sta-
tion’s transmitter. the lower the sta-
tion’s percentage figure generally he-

| e ) ."'\.
r - | mavgrrg

"
Rt (

MAP 75.100% D 50-75%, 25.50
KEY: DAII Hom:t AllHem:| ” Al qu:.

station data of NCS

NCS: New style reporting is found in

came. as the signal became weaker.

A favorite “‘cut-off” was the “50
or better” mark. Agency timebuyers
would then scan the figures for the
counties in the selected market. If a
station got 507 or better of the radio
families in a county, that county was
viewed as being properly “covered.”
If the station got fewer than 50% . the
county was considered “lost™ to the
station under consideration.

When this vardstick was applied
against all the stations. the result was
one station which stood out from the
others as having a “heavier penetra-
tion” in the advertiser’s chosen market.
This was usually the outlet purchased.

Such a method outlined above had a
built-in  fault. Sometimes, a station
landed GO ¢ of the radio homes in a

county at least once a week. But the
county might have only 2,000 radio
families. At the same time, the sta-
tion might deliver 40% of another
county (and thus “lose” the county)
even though the radio families might
have totaled 100,000. Keeping in such
a 00".¢-0f-2.000 county while dropping
the 107-0f-100,000 county gave an
unbalanced picture—to say the least
—of what a station actually delivered
in the way of total homes in its cover-
age area. Also statistical variations in
BMB were wide enough so that “507¢ ™
was actually anywhere from 45°¢ to
35 of radio families shown.

But this method of determining
“best station” was fast and simple. and
many advertisers——even P&G-—used it
widely. A composite of this process.

j ; QRANCE \ 1
10tk O0lA
Punias]  IBuSORGH
INDIAK RIVER
~
MARATEE HARDEE HIGHLANDS OKECHOBES L_ 58
2
Z |33\ 6 |H
e 0f 5010 SAINT LUCIE
30 MARTIN
n
GLADES
(nm;r; 61 PAIM BEACH
t HENY 21
17 65
k- Sy (ot LAY
SEd TGHAN \r"'.'-"".. ¥
73 57
MONRDE
65

10-25%
All Homaes

service. Maps show '‘geographic spread of station's NCS market
areas,” in terms of total homes reporting listening during a month,
day and night, Such areas can be matched against advertiser's ter-
ritory as part of updated processes of radio or TV time buying
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SAM: Format of 1949 BMB reports is retained by Standard Audit
& Measurement Services in its latest set of station reports. Coverage
is divided into day and night maps, with weekly percentages-of-radio-
homes figures shown in the county, as in typical SAM daytime map
of Florida station above. Buying process via SAM is like NCS

SPONSOR



Three basic applications of SAM and/or NCS air data

IN SPOT TIME BUYING

1nd misuses

£ NCS and SAM

Familiar practice of selecting a "cut-off
point" of around 50% (in terms of audience
station receives regularly in a county) short-
changes stations today, does not take realistic
view of changes in rates or real ability of
station to attract an audience. Experts advise
today a clear mapping of sales territory of
air-sold products as first step. Then, sta-
tions within that area are weighed against

each other on basis of their ability to gather
total audience (day or night, daily or weekly,
etc.) within sales territory. This process works
in purchasing TV spot, as well as radio spot.

repeated over and over on a market-
by-market basis. was often used to
judge radio networks.

Because it produced an unbalanced.
checker-board design of station cover-
age, without respect to a true picture
of “total homes,” this process was mis-
leading even in 1949.

Today. when working with Nielsen
Coverage Service and Standard Audit
& Measurement data. these favorite
rule-of-thumb methods are apt to be
even more misleading. That’s the
opinion of NCS and SAM executives.
as well as the consensus of leading
agency research men.

Reason: Arbitrary “cut-off”™ formu-

T

research
OO0

las in using coverage data have been
even further outmoded today by the
great changes that have taken place in
broadcast advertising since 1949. Here =
are just two of the factors which make
a careful. rather than hit-or-miss, ap-
proach necessary in 1953 air buying:
1. Radio Changes: The senior air
medium has grown greatly since 1949.
often in directions that completely al-
‘ ter the 1949 picture. The total number
of U. S. radio homes has jumped morve

IN BUYING NETWORKS

[}

[}

. Applying today's NCS or SAM to problems of net-
. work buying is basically similar, veteran re-

. searchers feel, to problems of buying spot time
. in a single market. Network's ability to gather
s an audience on a nationwide basis (at a low

. cost) in a sponsor's nationwide sales terri-

: tories is key factor. Also, network coverage

. data can be matched against sales territories

: to determine if all areas are receiving proper

: support, particularly in radio-TV areas. In the
: case of advertisers who apportion the costs of

: network sales over many sales territories,

E "cut-off point" buying of networks is misleading.
]

} than 10(,/(. and it llaSﬂ’t beel] eVeI]}y » Foo- -----------------:
distributed. Some 200 radio stations ) . Y
ave changed their power or spots on = i

have changed their p [ IN SPECIAL PROBLEMS

1 the dial or basic appeals since 1949.

And, about 400 new radio outlets have

j gone on the air, many aimed at spe-
cialized audiences ranging from farm-
ers to foreign-language minorities. All
these factors mnecessitate a scientific,

| individual approach to virtually every
radio market.

2. TV Changes: Video, since 1949,
has boomed into a full-fledged ad me-
dium—in direct competition with ra-
dio. And. TV is still growing. now
that the FCC freeze is off. Nearly half
the wired homes in the country have
television sets, and the use of these
sets greatly affects radio listening.

(Please turn to page 105)

An advertiser, in buying air advertising may
want to reach a fairly specialized audience,
such as low-income families, car-owning fam-
ilies, farm families, and so on. SAM can deliver
on special order breakdowns of SAM stations on
the basis of U.S. Census data concerning coun-
ties in which they have audiences. NCS is more
comprehensive in its gualitative data. Stations
can be sorted out in NCS (in addition to normal
buying yardsticks) on the basis of their circu-
tion in different economic levels, number of
radios in the home, TV vs. non-TV, ownership of
car and car radio, farm vs. non-farm, and sSo on.
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Tips to clients with seasonal products

I. Bwld entire TV program around product for muai-
mum impact upon viewers during brief advertising scason

2. Buy time near adjacencies that appeal to same view-
er group you want to reach to have ready-made audience

3. Coordinate advertising 1n other media to promote sea-
sonal TV push, drawing maximum number of riewers

4. Merchandise show intensively through retail outlets,
stations, clubs. civic groups composed of potential customers

TV PROGRAM SHOWS MODEL RR. CLUB IN ACTION. A. C. GILBERT JR. ABOVE PRESENTS CHARTER TO REAL.-LIFE CLUB

Gilhert's si-week TV Tormula

Toy company gets effective program impaet without long audienee build-up

I’ ow can a seasonal advertiser n<e
a network TV program for only six
weeks a year and build enough audi-
ence to do an effective job?

The answer A. C. Gilbert has come
up with for its Christmas-sold Ameri-
can Flyer electrie trains is worth study-
ing because (1) it’s successful: (2) 1
can snggest an approach 1o other sea-
<onal advertisers whether they’re in
the toy field or not.

Briefly, this is the Gilbert formmla:
e  Build the whole TV show around
the produet for maximum impact in a

38

short season of television advertising.
e Place the <how in a time block
loaded with programing which at-
tracts an audience sinnlar to the one
you want {in this instance. children).
e Merchandise the show intensively
through retail outlets, TV stations.
schools. and ¢lubs.

That Gilbert is happy with s sea-

0

case history
L

sonal TV eampaign can be seen from
the firm’s spiraling TV budget in its
five-year TV history: The Gilbert Co.
first went into TV with a live 15-min-
ute program in 1948 over five CBS
stations. This first TV year cost the

company $5.000. The second vyear
eight or nine stations were added to
Gilbert's 1948 hnenp. bringing TV
costs np to $3-1000. In 1952 A, C.
Gilbert's  Boys  Railroad Club was

shown on 069 TV «ations with total
time costs exceeding $75,000.
t Please turn to page 121)
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ADVERTISING COMPANY
410 <412 SOUTH 19TH STREET o OMAKA 2, NEBRASKA

January 12, 1953

Mr. R. E. Chapman

Radio Station WKY

Box 8668

Oklahoma City 1L, Okxlahoma

Dear Bob:

It is gratifying to see WKY climbing higher and
higher on our list of 60 or 70 stations used for Tidy
House premium offers. You are now in the upper half
of the 1ist and 1t's a blue chip liast of stations.

We are especlally pleased because your progress
reflects a steady growth in our distribution and
sales in QOklahoma.

A ocouple of years ago, after unsuccessfully
trying varloue ways of oracking the Oklahoms market,
it was often said at our conferences that Okishonma
was impossible.

Then we put the Kitchen Club show on WKY and
today everybody is happy. Elther we have a wonderful
show or WKY is a wonderful station. Let's assume
p ‘ both are true.

Incidentally, we are delighted with the excellent
3 cooperation you have given us in merchandieing our
B, schedule and in working with our salesmen, WKY is
one of our favorite statione,

4 Cordially yours,

1 BUCHANAN-THOMAS

s raend | R

AM * 930 KC * NBC
OKLAHOMA CITY

i Owned and Operated by THE OKLAHOMA PUBLISHING CO. The Daily Oklahaman * Oklahoma City Times
| The Farmer-Stockman * WKY-TY » Represenied by THE KATZ AGENCY
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In Detroit, America’s 5th Market, this is the proved “success formula”:

Take the overwrhelining popularity and communily acceptance
of radio station WWJ. . . . plus the prestige and network pro-
gramming of its NBC affiliation. Add the @ -million Auto Radios,
and the 1Y5-million Home Radios in the primary listening area.

A multitude of successful advertisers, during the past 32 years, have followed
this formula for doing BIG business in a market with the largest income per family

of any major market in the U.S.A.

Through WWJ, you reach more of those families in the middle income group
and above, than other Detroit stations do . . . for less than the average cost-per-

thousand-listeners for radio time in Detroit.

The time to sell Detroit is now . . .
the time to buy is . . .

;é‘?
/ I Assaciate Televisian Station WWIJ-TV

AM 950 KILOCYCLES—5000 WATTS

FM—~CHANNEL 246—97.1 MEGACYCLES

WOR!D'
ORLD'S FIRST RADIO STATION,  Owned and Operated by THE DETROIT NEWS ® National Reprosentatives: THE GEORGE P. HOLLINGBERY CO.
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A S10 million advertiser in Chicago told SPONSOR:

"“Choosing media is like picking a wife—it depends on what you want her for.”
Pursuing the analogy several steps further, he jotted down this table:

IF YOU WANT ... THEN FOR A WIFE YOU'D PICK ... AND FOR A MEDIUM YOU'D PICK

1. erestig ... o E SOCIETY GAL . . . GLAMDR MAGS. TV .. ...

2. CIRCULATION ... ... .. ... .. _\/\j» GADABOUT ..... ... QUTDOOR

3. CENTERTANMENT @ j SONGBIRD ... . ... . RADIO

4. wemowork ... @, GAL FRIDAY .. ... BUSINESS PAPERS OR DIRECT MAIL
B. compawoNsHP .. i@ A GIRL LIKE MOTHER ... GENERAL AND SERVICE MAGS

6. wrommaTion ; FISHWIFE'S DAUGHTER NEWSPAPERS

1.sex

EGYPTIAN HOURI . Y
M 0 RA I_: Such rules of thumb are often the advertiser’s only media yardstick

T ®
' ; R U ' -
o , ; [ [ ]
L
Subject long way from bkeing science. hut advertisers seeking solutions

. . .
*sOne of the foremost challenges in r'.1<' hart this e <how- how , n it e po

1 L N ] N N o 7 7 N
nail mng today ICH

nomeaia efjectiveness can De

sured. Broadcasters. agencies,

5. a
= Jo S <
JACK VAN VOLRENBURG. & > & 04 o< SEONSOR s Smamth AllMac
president. CBS TV L b = Eva za-'o- S_d Pa= 2 =~ 4 May issce
20 APRIL 1953 +1




: covers! Let's go!

2. Ask the wife.

~he’s 4 woman.

| We sell girdle~. She wears ‘em. She’ll
know.
] 3. Ancestral worship. Do it like the
Old Man did.
'l 4. Let it alone. It's working. We're

on top. Let it ride.

: 5. Do what Joe does. Most com-
‘ mon—imitating the competition. { Look
al soaps. cigarettes. toothpaste.)

Said the president of an S11 mil-
hon agency in Chicago (at that time
he was billing only 87 million): 1
get more clienis by showing them they
vught 1o irv <ome other medium. How
do | decide which? I flip a coin. If
vou think I'm kidding, vou'd be sur-
prised how often it works—how sales
skvrocket after a change to another
medium. Of course I wont tell you of
the times it hasn't. . . .7

“Incidentalh.” said this expert.
“Chicago agencies don't like New York
It all dates back to when
Chi was a wayv stop to the Big City.
Leo Burnett, Fax Cone, Earle Ludgin,
Will Grant. Geoffrev Wade, Will Pres-
ba. and others have changed all this.
Jut Chicago agencies don't have the
fat. They can’t let five do the work
As a result-—and 1 haven't
thi=  thev seem to handle

agencies.

of one.
checked

SPONSOR’s Advisory Board: These 12 experts are validating the study

e s Nl

George J. Abrams, Block Drug's
ad dir. since 1947, member NYU

faculty (Grad. School Bus. Ad.)
teaching Adv. Mngmt. since 1950

Vincent R.

former ad

Barth),

&1\

Bliss, exec. v.p. of

Earle Ludgin & Co., Chicago, kins, Cole & Weber,
mgr. (Albert Pick- Ore. Established agency
mktg.-sales consultant Has offices in Seattle, Tacoma

Arlyn E. Cole, pres., Mac Wil-
Portland,

Dr. Ernest Dichter, pres. of Inst.
for Research in Mass Motivations.
Viennese-born

1931. psychologist, he's

called "father of depth interview"

Stephens Dietz, acct. exec., Ted Ben R. Donaldson, Ford ad & sls. Marion Harper Jr., McCann- Ralph H. Harrington, Gen, Tire
Bates, N. Y. Rose to copy super-  promotion dir. since 1945. With Erickson pres. since 1948. Only ad mar. since 1936, ANA dir.,
visor during 6 yrs. at P&G; Car-  Ford since 1919, edited plant 36, is vice chm. of Adv. Re- chm. ANA Outdoor Adv. Steering

nation Co.'s asst. ad mgr. 2 yrs.

i

Morris L. Hite, president of Tracy-
Locke Co., Dallas, since 1950.
Specializes in making his regional
products outsell national brands

dir. since

42

pubs.; among first radio anncrs.

J. Ward Maurer, Wildroot ad

yrs. before.
Heads ANA Board of Directors

search Fndtn. Bd.

1947, ad mgr. for 5
With firm 23 yrs.

of Directors

Raymond R. Morgan, pres. of
own agency in Hollywood since
1932, Originated "Queen for a
Day," "Breakfast in Hollywood"

Com., v.p., Traffic Audit Bureau

—
-re ;

. g

g
Henry Schachte, Borden's ad dir.
since 1950, Y&R and GE alumnus,

ANA dir., chm. Adv. Research
Foundation. Joined Borden's 1947

SPONSOR



more billings with less manpower. So
they're impatient with theory, eynical
of scientific appraisal, and believe only
in results, They know all media sell.
So they concentrate on selling rather
than testing. Tell Jack Van Volken-
burg: ‘Chicago agencies are amoug the
best, but don’t expect them to whittle
out a media yardstick. They're too
busy.””

(Like everything else in media eval-
uation. the above statement ahout man-
power in New York agencies can also

Objective of study was to help advertisers
assess media more scientifically

SPONSOR’s Ray Lapica was assigned by Publisher Norm Glenn last
August to get the fucts on media evaluation and thereby help
advertisers assess media more scientifically. The project took eight
months to complete. To get the facts sPONSOR used these
methods: personal interviews with 138 experts in seven cities,
questionnaires mailed to 1.000 advertisers and 1.000 agencies,
study of the published literature on media evaluation of the past

be contradicted—especially by the Wil-
Ham Esty agency, which has nine
accounts spending 844 million and
needs only 340 employees to service
them.)

Then don’t advertisers experiment?
Of course. But those who do are in
the minority. There seem to be a doz-
en advertisers who test product design
and a hundred who test copy, for every
advertiser like General Mills, P&G.
Toni, and Pillsbury Mills who tests
media. Some even test appropriations,

Product, money, message, and me-
dia are the Big Four of advertising.
Take away product—which is usually
out of the advertising department’s
hands anyway—and you have the three
factors that make or break any ad cam-
paign. How each can be used to best

of this series.
SPONSOR

advantage encompasses the whole field
of advertising and is beyond the scope

will
third, media. Media, if properly cov-
ered, said a Cleveland agency execu-
tive, would fill an encyclopedia. sPON-

10 years, examination of data available through media organiza-
tions, and comparison of numerous case histories of successful
corporations. This article is the first of 11 Subsequent articles
will cover media Lasics. resulls of SYONSOR's questionnaire survey.,
outstanding examples of media testing, and a list of companies

B which don’t use radio or TV and why. For additional details on
the background of this study, see W'y sPONSOR spent G months
evaluating all ad media.” spoxsor, 6 April 1953,

sor will just fill 14 articles.

If the above five methods of choos-
ing media are in widespread use, how
can advertisers stay in Lu-iness? Here's
the answer from one of them, a New
York liquor corporation that spent $9
million on advertising last vear:

concentrate on the

1_ Agency media project: This agency-prepared evaluation is typical of the wrong

way to do it. This one turned out right

Agency plan submitted to a client (embracing
2,038 counties in 21-state area)

for a six-month campaign, or five announcements a week on 121
stations. Newspapers covered 507¢ or more families in 1281 coun-

ties (639¢ ) ; radio stations had 309¢ or better in 1933 (95%).

CAMPAIGN FACTORS | NEWSPAPERS | RADIO

e - - .

I ) Solution: Agency decided on radio as better buyv, chose five
. Number of papers & stations 577 21 . ' . .
; — e announcements a week as result of a Nielsen study showing opti-

Total circulati . b i i
circulation 22'003'98] 23'124'2?6 mum number lies between five and seven for its type product.
Readership and sets in use 10:°¢ 6.0"
- - Result: Agency’s recommendation to use spot radio was adopted
Actual readers & listeners 220,020 1,388,050 . Sth
’ - B ) in toto: sales curve turned from down to up within a vear.
| Cost per 70 lines & per anct. $4,739.35°¢ $1,214.05*
— : - Criticism of technigue: Five researchers sPonsor showed
Cost per impression per M

$21.54 $0.87

SAudit Bureau of Circulation. PBroadcast Measurement Bureau. cAverage
readership of product copy between 70 and 150 lines, Advertising Research
Foundation lOO_Newspaper Summary. dAverage Hooperating of actual brand
anncts. now being aired. ©Standard Rate & Data. !Standard Rate & Data.

|
Problem: Object of the campaign was to stop a slide in sales.
'The slide was attributed to poor advertising penetration by news-
‘papers on a product of small consumption. The budget would buy
%34 70-line newspaper insertions or slightly more than one a week

20 APRIL 1953

this chart to said following: (1) Non-comparable figures were
used; (2) cumulative factor was ignored: (3) basic assumption
that 1,000 newspaper readers are worth as much as 1,000 radio
listeners or vice versa for a given product is false: (1) costs are
incomparable because there’s no way to determine impact of an
impression reccived from a newspaper and one over the radio;
(5) no evidence can be produced to show that sales would not

have started upward il newspaper campaign had been coutinued,

43
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FOR THE ADVERTISER

L. Consider devoting 10t of your budget to in-
termedin testing. It may sere you much of cost
of other 90C¢ by giring you comparison figures.

2. Find out for voursell, vin media tests, which

nmedin your customers look nt, listen to, nnd read.
Don't get all you know from media headquarters.

3. Build vour tests into your regular budget
(switching media and regions year by year, for
example) in order to store up backlog of data
and also make tests self-liquidnting.

1. Recognize that top resenrchers have few an-
swers but nre trying to learn them to help you.
No share your informntion as much as possible.

1 TR

5. On other hand, refuse to accept current stnnd
of some agencies and researchers that media
5 . -
can’t be compnred. Find out for vourself. Some

media-comparison methods are emerging.

“All media sell or they wouldnt sur-
vive. Even poor copy can’t kill the me-
dium. We have little proof that it
niakes mueh difference where we run
our message, so little in fact that us-
ing any of the five methods you men-
tioned is just as accurate a~ any other

’ i :
system [’ve heard about.

You'll naturally ask. in a loud voice:
Lo\ . -

You mnrean to say advertisers don’t
know what theyre getting for their
noney
billboards

don’t know why theyre in

panels. TV the

Punxsutawney Spirit, and balloons?

The And

liere’s proof:

SOITY,

answer s, most don’l.

Advertisers are counfused: Question
17 from SPONSOR’s questionnaire )
1,000 advertisers and 1.006 agencies
was:

“Have you ever established a corre-
latton between sales and advertising
medinm or media used?”

Of the 10 tabulated. representing
$100 million plus in advertising expen-
ditinres, here were the answers on cor-
relation:

44

TIPS ON EVALUATING MEDIA: 1 few prelimingy'

FOR THE ADVERTISER

6. There seems to be nn exhaustion point in
use of some media—or even programs. Some ad-
vertisers report spurt in sales when they switched
from one medium, or one program, to anotler.
So don’t lesitate to try something different.

7. Fach medwm hns a function and an audi
ence of its own—or it wouldn’t exist. Abore #6
tends to corroborate this. Find out whnt it is
nnd boost your snles by tnpping new markets.

(1] o T

8. Don’t ask for cost-per-thousand figures bnsed
on ABC and station circulation. They mean little,
Is hard, but trv to determine cost-per-thousand

customers reached. This means more.

WO oo 1 W st e

H. Don’t operate from standpoint one medium
is best for all objectives. Fact is medin must be
selected for each task individually. You can find
out which medium is most suitable by testing

with different products in several markets.

1] HHE Enie g LU B {11 1
10. Don’t accept media tests based on matching

variables, They’re virtunlly meaningless. Insist
on mensuring sales before and after advertising.

FOR THE AGENCY

I. You're in fnr better position than adw‘&ser
to test medin. So if you hnve serveral clientspitl
similnr products, try media-testing with thi.

A " oo n | |l,\
2, Discournge use of cost-per-thousnnd ﬁj{vei
for advertisers use them to cut rates, nmedijse
them for promotion, nnd they mean very Hle.

nirn [ i werereen oo ' L

3. Don’t permit your research data to*be lkseq
by competitive medin for promotional purjse
But do share informntion that will help all usi
nesses use advertising to best advantage.

dl e e

t. Don’t let your print or air backgrour] or
your stafl setup influence choice of media. ks
your choice on what is best for each fob

[UNARHEIE Il Ll NI I

3. Don’t go after new business with youike
weapon ridicule of current agency’s choiil ol
medin. This only encourages another agen, to
do snme to you, wenkens faith in adverting

Yes—0: No—-15: In part- 10: No
answer—9: Total, 10.

Of the six who said yes. two use
direct miail exclusively or principally.
Of the other four. one is a tobacco
company, one a milk company, one a
drug firm. and the last a tea advertiser.

One said plaintively with respect to
establishing a correlation: “Wish we
could.” He spends $500.000 a year on
580 of it in TV and

in radio.

advertising,
197

A confectioner devotes 60
of his $2.2 million budget to radio and
1077 to TV savs he has found no cor-
relation but he has tested radio. TV.
and newspapers in separate towns. Re-

who

sults: “Radio scored first. TV second,
and papers third.”

Of the six who have found a corre-
lation to their own satisfaction:

Oune. a &1 million advertiser, tested
markets and sales results and found
TV wa~ the answer for hix product. He
i now devoting his entire budget to
TV. This sponsor series will detail the
test and the results in a subsequent
article.

The second. a £5.3 million-a-year
drug advertiser with 35¢ of his bud-
get in radio and TV, has tested news-
papers vs. radio and decided that news-
papers are better for him. In the test
of newspapers and TV vs. newspapers
alone. the addition of TV strengthened
sales. He feels TV offers greater im-
pact and is spending over $1.4 million
of his budget, or 257, on it this vear.

The third. a $15 million-a-year food
products advertiser, i convinced he
has found a correlation between sales
He is constantly testing
with sales as the yardstick but has sueh
a large variety of products that he
can’t commit himself as to which me-
dium pulls best. “Varies for various

and media.

products.”” he says. “Depends on mar-
ket and product story.”

The fourth. a &3 million tobacco ad-
vertiser who uses eight types of media.
including outdoor. transit. business pa-
pers. and comies, tests markets and
He has decided
radio and TV =ell best for him. But
he cautions: “Copy must be right.”

Both the last two of those who have

walches sales results.

SPONSOR



wuggestions based on SPONSOR’s $-month all-media evaluation study
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FOR THE AGENCY

especially the
broadcaster

FOR THE MEDIUM

FOR THE MEDIUM

—m—

. Don’t ridicule advertiser who asks, “Does ad-
tortising sell?” or, “Am | spending twice as much
vy [ should or only half as much.” He has right
4+ know. What part advertising plavs in selling

basic question experts have tried to answer.

SO g | T T TH O TR | A (1 B i m 0ot i

', Some advertisers feel they could do better
' than their agencies given the agency 15%.
gencies can change this by realistically reap-
aising their advertising knowhow, use of media.

ST VIOV DL 300 e e i) I

¢ Be careful of your copy. Average advertiser

will accept most of what vou put into it. You

J'n de more than advertiser or medium to in-
ense advertising believability.

fH fref
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Agencymen seem convinced copy is more
anportant than media. That is why it's tested

tiines more often. SPONSOR Is not conrvinced.
|uge you ever tested importance of both? Me-

lum influences copy, as well as vice versa.

(BIEEETR ATITIINRE EERVTE QRO QrRtrcet e tee JUCOINELLL 00e 0 it e U LA {EER (LA

M9, Don’t allow vour advertiser to get in frame
' . . .
W mind where he knocks down medium 1with

¥ extionable statistics. In end advertising suffers.
erpt

W ®© e e e e e e o o o o

et o

1. Stop testing media on superficiol basis to
prove only that vou are superior to others. s
not true, and no researcher will accept your data.

2. Instead test to discorer truths about vour
medium that will help advertisers sell more at
lower cost, use medium to the best adrvantage.

it v B oo

3. Sell vour medium to advertisers by stressing
its wnique qualities. Don’t weaken it by stress-
ing cost and circulation datu, which other media
can use just as well.

A ot

1. To broadeasters: Stop trying to take busi-
ness away from each other and go ajter 99 of
4 million businesses that don’t use air media.

o

3. Apropos #\, media combinations generall
seem to sell better than single medium. So don't
ignore virtually unexplored field of testing what
combination of media sells best for advertiser.

established a iwcorrelation said they
found direct mail worked best for
them. One. a $700,000 advertiser. is
primarily industrial but also sells farn
feeds, canned linseed oil, and flour to
consumers. The second, a Midwestern
electric utility spending $330,000 a
vear on advertising, mostly newspa-
pers, ran a pilot test with direct mail
and salesmen before embarking on a
full-scale campaign. It uses no air.
Agencies are nncertain: The agen-
cies are much more cagey. They ¢i-
vide into three general groups. from
the standpoint of evaluating media:

1. The Negatives. These have tried
to establish a correlation. have failed.
don’t think now that intermedia studies

—

PART 2 NEXT ISSUE-
MEDIA BASICS:

what advertisers should know about
each of the adrvertising media
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have any value. They cite several rea-
sons to prove this: Of the x number
of factors that move a person to buv.
advertising is ouly one. And the ad-
vertising factor in turn can be broken
down into as many as 150 sub-factors.
ranging from copy and amount spent
to medium used. It is therefore vir-
tually impossible to prove that this
radio campaign sold that amount of
goods. especially on a national scale.
The negative attitude is. perhaps sur-
prisingly, entertained by some of the
biggest agencies—the $50 to $100 mil-
hon class.

2. The Mixed Attitudes. Can't sav
ves or no. They've tested, occasional-
ly proved that one medium outpulls
another, then discovered a varable
they hadn’t matched and decided they
hadn’t learned anything. This group.
generally the medium-sized agencies.
seems more willing to experiment. pos-
sibly Dbecause they are hungrier and
want more business: they are quick to
jump at an opportunity to show that
medium x or medium y can sell your
goods, and usually it does. They some-

6. On the other hand, don't hesitate to test air
media vs. newspapers for retail sales using ARBI
technique. ARBIs 200-plus tests to date have
shown that adrvertisers can't reach 4 of their
customers by using newspapers or radio alone.

7. Support sound media research. Avoid strictly
promotional ballyhoo. Ij you land a sponsor with
phony figures and his campaign flops, all media
lose financially and advertising suffers « blow.

8. Insist that radio and TV industry sturt match.
ing ANPA’s Bureau of Advertising and MANW's
PIB in collection of valuable data o) use to all
advertisers in selection and evaluation of media.

LI

S. Don’t ignore these 3 methods by which vou
ran help advertisers appreciate media and in-
crease sales: (1) improving programs; (2) im-
proving copy: (3) increasing believability by
curbing misleading or offensive commercials.

it it TS

10, Respect other media, for they have made
it possible for you to exist, just us in depression
dayvs radio enabled hundreds of firms to survive.

times come up with startling informa-
tion. which the bigger agencies may
accept Interestinglv
enough, this applies to the network
researchers as well: The biggest have
decided media testing is almost an in-
soluble problem: the smaller ones are
experimenting.

3. The Positive Attitudes. Not infre-
quently. moderate-size agencies, some
of them perhaps with Napoleonic com-
plexes. have worked out a test. put the
results to work. shot their products to
the top. and are thumbing their noses
at the Gohaths of advertising. sPoNsor
has uncovered one of these and will
detail its operations in a full-length
article as part of this series. One such
agency president told sPoNsoR:

“I don’t care about media cvalua-
tion. theory. or ratings. 1 test several
media with coupons. find which pulls
best per dollar spent, then Dbet mv
whole wad on it to push my product
out ahead of the field. When
drop. I switch media or change copv.
A weekly check keeps me current. It's
the only way.”

not as  gospel.

sales
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2. Agency media project: This is how a $1//

Note vast differences in corerage of city and county by news- 2, Newspaper cost and COVErage New £ra. Inreltigencer Jour, Sun. New! |
papers. radio. Tl . and magaz'nes. espec.ally latier. Agency cau- L 0o wme omrmomromm @ G 0 8 oo ok sxRm S e
tions “‘none of the information is necessartly up to date. It is - T

. . . . CIRC ;
shown only as an example of the kind of information that is help- routamion TOTAL | CITYZONE  CITY ZONE COVERAGE
ful, mediaicise, in evaluating a given market.” Intelligencer Jour. [a.m.})| 30,400 13,800 45 41

A study of the figures below will show. radio has 100°¢ cover- New Era (p.m.) 40,700 29,300 72 86
age in Lancaster County as compared with relatively small maga- Morning & evening 71,100 | 43,100 61 127
zine coverage percentages. Vewspapers as well lead the magazines, Sunday News 58,900 | 26,500 45 78
demounstiating the well-known greater intensity of local-based I -
media in any given market, BLACK AND WHITE RATES (FLAT) MORN. & EVE. SUNDAY

However. the purpose of presenting this data is not to suggest line rate - 24 21 -
media conclusions but ra‘her to make a beginning in presenting milline rate 3.32 3.51
an impression of where med.a analysis stands today as a “science.”

3- R&dIU CUSt aﬂd Gﬂverage: Coverage from inside market
INFORMATION ON LANCASTER )
WGAL, Lancaster, NBC, 250 watts ‘1490 kilocycles
Lancaster, Lancastzr COUnty, Pa. (county seat)* f B e B TR
i HALF MIN. STN.
I d t . clothing, cork products, food products, footwear, hardware, AMOUNT BERIOD WO SIS LS
naustries: leather produets, machinery, machine tools, radio parts, rub- i 52 ; R D - B -
. S 3 : -time costs Class A (evening) 67.50 10.80 10.80
ber products, textile mllll products. tobacco products, watc.hes Class B [day) 49.00 7.50 6.25
COUNTY Total coverage in Lancaster County 1009,
ECONOMIC INDICES CITY CITY 20NE f(co ncides with| TV AREA
Metro arca) : is
' - o WLAN, Lancaster, ABC, 1,000 watts/1390 kilocycles
Population {1951 est.) 63,700 | 117,000 | 235,000 718,000 - .
Households [1951) 19,400 33,800 68,000 | 218,000 AMOUNT PERIOD HALF HOUR MIN. SPOTS
i 14 , ’ g—‘—v 7!' . .
: Radl.o homes (1951) 18,400 31,600 64,000 | 209,000 :  52.time costs e 68.00 10.50
Retail sales/hhld. [1950)| $5,206 | no data $3,503 | no data H Class B [day) 51.00 6.40
UL UON CLLEeE e 2 L) | 183,000 H Total corerage in Lancaster County 1009

*Most data from Censumer V'akets

In any case. the answers ran as fol-
lows from the first 55 agencies tabu-
lated (15 more than the advertiser
“correlation” tabulation} among the
1,000 queried as to whe:her they had
estal.lished a connection between sales
and media used:

Yes 9; No 13 In part- - 11; No
answer  22: Total—55.
Now get this: These 55 agencies

represent $250 million in billings, Of
the 55. only nine were confident (or
bra<h) enough to state without any
qualification that they knew why they
were recommending a speeific medium
1o their clients, In other words. 13 did
not know in advance that the media
they wanted to use would sell more
goods than any of a half-dozen others.
aud 11 had established a correlation
only in part. I this doesn’t indicate
a greal need for media evaluation,
then nothing does,

llere are some comment~ from the
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nine who discovered that the medium
vou use influences the sales yvou make:

1. A $450,000 Buffalo agency with
30% of its billing in air media: Using
coupons, sales results. and inquiries as
a measuring rod, it established a cor-
relation in several cases where TV
alone was used and where media com-
binations were used.

2. A %4 million New York ageney
with 50% of its billings in radio and
TV: It has tested markets. used cou-
pons and customer guestionnatires, and
checked sales results. 1t has decided
TV <ells best for its particular clients.

3.A 83 million New York ageney
with 68°¢ of i« billings in radio and
TV: It has tested different media in
vanous cities for houschold consump-
tion items and found they vank (1)
TV, (2) radio, and (3) newspapers.

1. A Providence, R. 1, ageney with
35%¢ of its St nnllion billings in air
advertising: It made specifie tests of

product sales and found TV “did the
better sales job™ for toys.

5. A leading Columbus, Ohio. agen-
cy with 207¢ of its billings in radio:
It has tested media in different cities
and found “radio gave the lowest cost
return.”

6. A Utica agency with 870 of its
$1.5 million billings in air media: Tt
tests markets, checks sales results, and
uses coupons and feels it can deter-
mine radio eflectiveness pretty well.

But the giants seem more skeptical.
Here are two typical comments:

e A 8120 million New York ageney
president with three secretaries: “We
have products in the drug field where
the movement from the retailer to the
consumer has been related to advertis-
ing. But in general it’s very hard to
measure media effectiveness.”

e Research dircctor of a $50 mil-
lion New York agency: “In a general
way, we know that TV is more effec-

c’
«
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iaillion agency analyzes each major market

T AT eI [ L R T T S e TR i i o

1y Uther radio coverage: in Lancaster city and the county

s

COUNTY POP. PRINCIPAL CITIES POP.
WEEKLY AUOIENCE BASIS (1949 BMB) - .
e A ey Lancaster 235,000 Lancaster 64,000
CITY COUNTY
it STATIONS | NIGHT OAY |  NIGHT DAY - York 203,000 York 60,000
WCAU, Phihdﬁ'P"““ 1 728%7 - 347% B 3i% ’97231 Dauphin 198,000 Harrisburg 89,000
WCBS, New York |1 12 15 18 Lebanon 82,000 Lebanon 28,000
WGAL, Lancaster |=22__ 60 52 89 ' Total 718,000 Total 241,000 :
WJZ, New York 31 37 37 24 ' T " o ———————————————
WLAN, Lancaster 81 70 62 81 ) .
WwNBC. New York I 10 21 B 23 B 6- Magallnes: three categories; weeklies, women’s, supplements
" WOR, New York ' 45 55 54 41 S
H AR - WEEKLIES
WORK, York T 12 N - - iy COUNTY
_KYW Philadelphia 16 13 MAGAZINE CIRC. COVERAGE CIRC. COVERAGE
T oAt . ) 1 i Life 5,100 26 10,300 15
__ WBAL, Baltimore N L e Saturday Evening Post 2/900 15 5.800 10
WIP, Philadeiphi 12 10 11 Collier's 2,000 10 3,900 6
nredelpma , ' s 2,800 14 6,200 9
WEEU, Readi 15 . S o -
cacing , — Total 12,800 65%| 26,200 40%
WFIL, Philadelphia 11
R U A L e e S T WOMEN'S MAGAZINES
Good Housekeeping 2,600 13 5,500 8
. . McCall's 3,100 16 6,000 9
Television cost and coverage: sor coverage see next column Woman's Home Companion | 3.300 17 | 8300 12
WGAL-TV, Lancaster, 7,200 watts video, 3,600 Ledies™ Home Journal R 2
'watts audio/Channel 4 Total 12,900 665 | 27,700 41
- AMOUNT ] CLASS I % HR. Sgo-, SUPPLEMENTS )
. P N A 1 o ~ | iy American Weekly 6,300 32 10,500 15
52-time costs (Class A—6:30-11 p.m.) 378.00 | 126.00 This Week | 1,500 30 10.600 16
(Class B—5-6:30 p.m. Mon.-Sat.,| 283.50 94.50 Parade | 500 1
Sun. afternoon) = S— . —|—-— - -
(Class C—all other) 189.0 63.00 . Total { 12,100 62% | 21,600 32%
=1 ]

‘H ® ® ® L] L] L] L] [ ] [ ] L] L] L] L] L] L] L] L] ° L] [ ] [ ] [ ] [ ] L] L] ° ° [ ] [ ] L] L] L] L] L] L] L] L] 4

tive for cigarettes. When we tried a

very specific test in a particular mar-
ket, it was very hard to establish the
superiority of any one medium.”

A third agencyman, president of a
890 million New York house, adds:
“Copy is more important than media.
So we spend more time testing it.”’

But media evaluation remains a fas-
cinating subject for evervone con-
cerned, and onlv a few cynics—prin-
cipally agency researchers—were criti-
cal of SPONSOR’s project. More agreed
with John B. McLaughlin. Kraft Foods’
advertising and sales promotion man-
ager, who told SPONSOR:

“Media evaluation is a vital prob-
lem. Expenses are mounting. Alloca-
tion of funds is hecoming more urgent
because of TV. What’s it worth? Each
product is a special case after you de-
cide on an over-all media pattern.
sPONSOR's study should help advertis-
ers understand the advantages of each
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medium. Anyone who calls media se-
lection cut and dried is kidding him-
self.”

Does bias enter into media selec-
tion?

Maurice B. Mitchell, vice president
of Muzak and a torrential defender of
radio, thinks so.

“Media selection is still pretty much
in the cave-man stage.” he says. "l
is riddled with personal prejudices
and unspoken confessions of inade-
quacies. An agency principal whose
background is largelv in the visual
field is always full of bright ideas
about the impending doom of radio
and its inability to do a good selling
job. On the other hand, an agency
which made its reputation in the field
of merchandizing and packaging un-
fortunatelv regards media as simply
being secondary to the agency’s own
skills in other fields, and his media
policy is likelv to be just as haphazard.

The well-balanced agency which makes
a selection of media on a completely
unbiased basis without regard to any-
thing but the ultimate aim of doing
the best job for the least amount of
money is a rare thing indeed.”

And the ad manager?

“Too often he’s a T-square artist
with a green eyeshade who came out
of a black-and-white (print) back-
ground and for the sake of holding on
to his job doesn’t want to meddle with
a medium he knows nothing about.”

Media tests: On the other hand, quite
a few advertisers do want to know the
facts. Here's a rundown of a few tests
being made that spoxsor uncovered:
1. ABC has completed a highlv
original eve-vs.-ear test for ihe henefit
of its spensors: It called on 1.500
housewives, found they're more sus-
ceptible to a presentation by car than
to one in print. sPONSOR will be the
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first to publish the results.

2.\ network has commissioned a
large agewey to do an inter-city market
test of TV «ales effectiveness. (This is
a tongh one. and ageney admittedly
has spent the past four months irving
to heure out how to do it

3. Ehno Roper is studying the whole
problem of advertising and  advertis
ing effectiveness for four corporations,
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coing into the third vear. He's about
ready to report results to his sponsors.

1. Aschibald Crossley s mcasuring
the 1mpact ol entire advertising cam-
paigns for clients—Dbut he doesn’t en-
courage gelling mto intermedia com-
parisons.

5. Advertest is vunning the higgesi
mtermedia test in its history for an
important national advertiser.

0. Starch. Schwerin. and Gallup &
Robinson are testing TV commercials
to improve their impact: Gallup &
Robinson have just about perfected
their tracer technique linking the pur-
chase with the message.

7. DPillsbury Mills. General Vills.
PRG, Teoni are some of the major ad-
verlisers who are constanth  lesting
media to improve their advertising.

SPONSOR

Radio enabled man 3 Agency media project: McCann-Ericksg
y [ ] [ ] [ ] L [ ] [ ] [} [ ] [} L] [ ] ® [ ] [} [ ] [ ] [ ] [ ] [ ] o o [ ] [ ] L] "1 l‘
advertisers to
. ANNUAL VOLUME OF ADVERTISI g
weather depression g
(Prepared by McCann-Eri':m,,Rgse.
Radio was only medium to increase ils ) ‘
revenue during depression. Contrary to Chart .s'/I(.)ll'.s' liow all media comp[mne.n[ each 01/1611. After initial period of competition “
popular belief that it robbed other media. new medium seems to rob others —as in case of Tl taking revenue from network radio al
experts now feel it enabled many firms to ‘
survive depression by giving them oppor- MEDIUM 1935 1936 1937 | 1938 1939 19:5;”
tunitv to sell their goods to mass audi- rotal 2691 8435 5796 824 7930 87"»‘
i ota . 5 . 5 . 4
> { st s they Legan earning o
ences al tow cost. s taey began carnin, NEWSPAPERS  national 151.8 171.0 172.6 150.2 153.4 160
more again. they spent more on other me- I | 610.3 672.5 700.0 632.2 639.6 65 ]
. oca . . . . . ’
dia until cach soon surpassed 1928 highs. 4
Table below shows estimated expenditure . 119.4 1391 N 180.5 199 3
& . E ota . . . . .
advertising in major media for period RADIO T oy 1081 ;29 p T 1401
. e nationa . . . . .
om 1928 through 1931, Piel up 1935 local e 24.0 481 43.9 50.9
i oca . 5 . . :
B2 frgares in chart at right.
ILLIONS OF DOLLARS, total 136.3 162.0 192.5 168.7 180.1
o weeklies 53.7 67.2 82.9 74.6 88.1
vEAR PAPERS Bl LA MAGAZINES women's 51.6 56.6 60.0 52.2 48.4
general 24.8 30.4 37.6 31.1 32.4
15
1928 760 2 24 farm 6.2 7.8 12.0 10.8 11.2
1929 800 240 40
1930 700 210 60 FARM PAPERS  total 3.5 4.4 6.7 3.3 6.0
1931 620 170 80
1932 49 120 80
. . DIRECT MAIL  total 281.6 319.0 333.2 323.7 333.3
1933 450 110 65
1934 500 145 90
BUS, PAPERS  total 51.0 60.5 70.0 60.5 68.8
i
YEAR OUTDOOR O TOTAL
PAPERS
1928 85 35 1115 total 31.1 38.0 43.8 42.5 43.5
’ OUTBOOR national 23.3 28.5 32.9 31.9 32.6 ]
1929 80 35 1,195 local 7.8 9.5 10.9 10.6 10.9 148
1930 65 30 1,065
1931 50 20 940 total ]
1932 35 13 740 TELEVISION national -+
1933 30 10 665 locel
1934 30 14 780
total 305.0 342.9 375.4 342.4 356.4 37454
MiSC, national 130.4 154.1 171.9 159.0 168.5 184
“Totals hate Leen ronnded to nearest Iyl 174.6 188.8 203.5 183.4 187.9 1981
fue mllion doflars. Estimates compiled
by late Dr. L. . 1. Weld. dir. o} re-
search, McCann-Lrickson. Ine. for Print. ool 858.7 1,003.2 1,102.5 1,030.6 1,085.8 1,164
s dnk, Verch V0 1910, V-E now ases TOTAL netions “i
different hase, so this chart cannot b local 831.3 899.2 969.2 873.4 894.6 92411
compared aeith 1935-1952 chart to right.
GRAND TOTAL 1,690.0 15024 20717 19040 19804 2,08
[} [} [ ] [} [ ] [ ] [ ] [ ] & [} ® [ ] [ ] [ [ ] [ ] [ ] [ J [} [ ] [} [} [ ] © [} [ J [ ] [ J [ ] [} [ ] [} [ ] [} [ ] (]




tedia expenditure chart shows that all major media can prosper

iﬁ UNITED STATES, BY MEDIUM, 1935-1952 (millions of dollars)

:’I: tral Research Dept. for "Printers’ Ink")

!ia register greater gains than ever. One explanation: Neww medium enables advertiser to reach new markets with his product, or to

Y a fresh approach in selling same markets. Result: more money he makes, more he can spend on all media.

(See table at left)

l9a1 | 1942 1943 1944 | 1945 | 1946 1947 1948 1949 | 1950 | 1951 | 1952
nl',
44.4 797.5 899.9 888.0 921.4  1,158.3 1,475.0 1,749.6  1,915.7  2,075.6  2,257.7  2,458.5
' 64.6 143.9 182.2 196.6 211.0 247.8 335.6 393.7 475.7 533.4 548.9 551.6
179.8 653.6 717.7 691.4 710.4 910.5 1,139.4  1,355.9  1,440.0 1,542.2 1,708.8  1,906.9
1“|I||||||||||||||||||||||"||""|"||m|||||||||||||||||||"||||l||||||"||||||||||||"I||||||||||||||||||||||||||||||”||||"||||Hi|||"”||||||l|lllllll|"l|l|"|l”|||||||||| U AR SR ottt i i e A R i i e 1! il e T i
171.2 290.0 344.5 435.8 467.7 495.8 555.2 617.1 628.0 667.6 712.3 722.7
lor.7 217.5 258.3 321.5 343.0 339.2 356.4 387.2 383.0 394.3 406.4 401.5
Y69.5 72.5 86.2 114.3 124.7 156.6 198.8 229.9 245.0 273.3 305.9 321.2
ém||l"lul“"ll”""”||||||"||||||||||||||”||||||||||l||||||“|||“|||||1||||||||"||||’|"”" e TR TR R T RSFHRAL i ey TR LT E T ARTITH] WU WL i o
13.6 198.7 274.9 323.6 364.5 426.5 492.9 512.7 492.5 514.9 573.7 614.1
P17.0 107.3 154.4 172.5 188.0 201.7 245.5 257.5 245.4 261.1 296.8 323.2
$571.9 51.4 65.4 82.1 97.1 126.7 132.9 133.4 128.6 129.4 143.6 148.9
'32.4 27.9 39.3 50.6 59.1 75.7 85.3 86.5 83.6 87.5 95.0 101.0
l12.3 12.1 15.8 18.4 20.3 22.4 29.2 35.3 34.9 36.9 38.3 41.0
[ AR e e on et ot T s e e 1 e e TN {1l [t LUIHDIE ' I
6.7 6.2 8.8 10.6 11.8 13.9 19.5 20.4 20.5 21.2 25.7 29.7
TR e BT T O T T i [Tt RTH W RN i) HIRmmenn nee VLT SRy
£52.6 329.1 321.5 326.2 290.2 334.4 579.0 689.1 755.6 803.2 923.7 10114
4'||||||l||||||||||:|||l||"|||"|i||i"|l|"|"|l|"||||||i|“"""||||||:i;||||||||||||l [ ORI e neee e TR [T [0 R BRI "t neo
I‘88.9 98.4 142.4 176.7 204.1 211.2 232.5 250.9 248.1 251.1 292.1 335.6
T T T T I L i NIEHRROET ot i e [T LT ITIA] I iH | 1 i IRHIT T TN §
52,7 44.0 42.3 55.6 71.7 85.9 121.4 132.1 131.0 142.5 149.2 161.6
36.9 30.8 29.6 38.9 50.2 60.1 78.9 89.2 88.4 96.2 100.7 109.1
15.8 13.2 12.7 16.7 21.5 25.8 42.5 42.9 42.6 46.3 48.5 52.5
BT T L e R T R T A ST s e TR I ISk i (HETHERITE s [l TR (| [YE {111 SIS
L . 68.4 200.9 388.4 580.1
....................... . 49.2 145.9 296.7 442.4
_______________ o o o 19.2 55.0 91.7 137.7
|||"|"|||"""""||||||||""||||||||||||ll”||||l|||||||||||||l"|||||||||ll||"\ (It HHRIE s i1} Lo 1 OS] "
95.6 392.2 462.1 507.1 543.1 638.2 784.2 891.7 942.4  1,033.0 1,173.7  1,305.9
0.4 194.0 242.7 285.7 312.3 344.0 412.0 453.3 472.6 517.8 594.1 655.2
95.2 198.2 219.4 221.4 230.8 294.2 372.2 438.4 469.8 515.2 579.6 650.7
L A R e R P | A P T T T TP T R | i T I LT LT S Le e L [ S
58.7 12124 14516 16692 17753 19632  2,487.3 27761 29651  3,256.8 3,736.3  4,120.9
77.0 943.7 1,044.8 1,054.4  1,099.2  1,401.0 1772.4  2,087.5 2237.1  2.453.2  2.760.2  3.098.7
5.7 2,561 24964  2,723.6  2.874.5  3,364.2  4,259.7 4,863.6 52022 57100 64965 7.219.6
® [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ] ® [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ] ® [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ] [ ]

There are many others.

It has been said of one of these that
it has been testing media for 20 vears
and has never run a successful one. But
does that discourage it? Of course
not, for it knows that whichever com-
pany comes up with a sound media
test will get a competitive jump that
the others may never be able to over-
come, except at great effort and cost.
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Yet some of the biggest agencies do
not believe in testing media (on an
intermedia basis) and, in fact, avoid
making such tests. They prefer to test
copy or to stick within the medium
and test newspaper vs, newspaper and
station vs. station.

An example is Dancer-Fitzgerald-
Sample, which leads the field in air
billings with $26 million out of 845

million gross. It is now engaged in
&
42 active research projects, as follows:

Controlled market testing . 2
Merchandising & promotion . 3
Marketing surveys 3
Motivational studies 3
Product acceptance 6
Media research & analysis 12
Copy testing 13

Total : 42

The copy and media research proj-
ects are on an intramedia basis——that
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4_ Agency media project: Young & Rubicam’s private media guide,

say air experts. underrates air media—but YRR doesn’t

This table from Y&R’s Evaluation and Use of

! : : Advertising Media, 5th edition, for use by its

However, Y&R itself cautions:

clients and employees, obviously underrates air
media—radio and Tl experts told sPONSOR—
because it omits such powerful tangibles and
intangibles in which they rank high. Examples:
(1) motion in the case of TV ;
value of shows;
penetration (only radio appeals to the ear alone

(2) publicity
(3) psychological impact and

“sell you while you’re doing some-

thing else”; only TV combines sight, sound,

(4) sales ability and persuasion
both plus demonstrability in
All questioned some of Y&R’s

ratings for points listed as well, especially cost
“circulation tonnage”—how many differ-
ent people can be reached.

“Obviously

there can be no formula. . . . This evaluation
cannot give an inflexible ranking of the me-

starting point in media evaluation.”
8120 million agency generally known as a mag-
azine house, ranked lst or 2nd in TV billings
last year, 2nd in newspaper and magazine bill-
ings, and 3rd or 4th in radio. It definitely

does not underrate radio or TV

. But it can be useful, solely as a

Y&R, a

in practice.

e e o o o o o o o o o
12 TANGIBLES (1 rating equals best performance, 5 equals poorest)
MAGA- TELE- NEWS.  0QUT- E
ZINES ~RAOIO VISION PAPER  O0OOR
1. Cost-per-1,000 3 2 5 4 1
2. Cost of national representa- ‘
tion (campaign) B I 2 3 3 d
3. Selective coverage of pros-
pects . . .. . . I 3 , 2 4 3
4. Circulation fonnage | o 4 3 2 |
3. Frequency of advertising im- | ‘
pact available .. R 3 > 3 |
6. Year-'round effectiveness . . I 3 1 2 3 and can
7. Life of advertisement = > 3 1 3 I :
8. News value or timeliness 1 1 2 3 3 and m,o[ioyl);
9. Flexibility as to budgef con- ‘ in case of radio;
trol — 1 2 3 1 5 TV
. case of .
I10. Flexibility as to copy 4 | 4 3 3
I1. Presentation of appearance ;
of product ... .. I 3 3 ¥ | ' 2 and
I2. Presentation of features of
producf o . ! 2 4 ‘ 1 3 l 3
3 |NTANG|BLES
. e E— p— ‘ T .-_ Jiums. |
I. Prestige building 1 ‘ 3 2 1 | 3
2. Consumer friendliness 3 2> 1 1 5
3. Merchandising value > 3 2 | 1 |1
£ - i e o
i 107 42+ A48y | A3% [ o4
% *Possibility of exposure to more different peopls. ISPONSOR, not Y&R, added these
e © o6 o o o o o o o e o o o © o o o o o o o

is. within the medium. D-F-S’s Dr.
Lyndon 0. director of
media, marketing and research, feels
it’s impossible at this stage to isolate
the influence of one medium among
many, except for certain products and
new ones advertised in a small way.
He told sronsor they have had no
more luck testing copy on an interme-
dia basis than with media. He says
the same could be said for testing sales
methods or markets or uses of media

too many variables to be able to
isolate one and conclude, “This did 11.”

For a fuller explanation. you can
read his 012-page semi-classic Market-
ing and Distribution Research. Dr.
Brown has heen a professor of markel-
ing as well as a college president. <o
only a brash reporter would dare ques-

Brown, ils

tion his conclusions. Yet he is anmong
the first to agree that someday media
lesling will
even though he doesn’t know il
it will happen in his lifetime.

Jut the advertisers wan 1o

become a fnll-blown sci-

ence,
kiow
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now. Reason: expenses. All gross me-
dia costs, except nighttime radio, are
rising even though costs-per-1,000 may
be going down or holding steady. So
the advertiser is most anxious to in-
vest his money in the media that will
bring the quickest sales at lowest cost.

SPONSOR heard two statements re-
peated on several occasions in talks
with a number of advertisers at the
March 1953 ANA convention in Hot
Springs, Va.: (1) “We wish we had
some way to tell which medium is do-
g the job,” and (2) “We wish we
were sure iU's the advertising that’s
~elling onr product.™

Tips to confused advertisers: sron-
soR’s media study has nncovered three
speeific factors which should serve to
When
these were explained 10 advertisers,
they were cither skeptical or amazed.
The three lactors are:

1. Co t-per-1.000  radio and TV
homes are dropping steadily: that of

reduce  advertiser confusion.

all other media is increasing:

Business papers . Up 40% since 1910*
Newspapers .. Up 29.8% since 1942°

Outdoor ... Up 22% since 1939¢
Magazines (7p 18. 5% since 19189
Radio . . Down 23.3%% since 1913°
v . Down 61.8% since 1919°

aingelo R. Venezian of MceGraw-1H1i Pub. Co. PEdi-
tor & Publisher Intl. Yearbook 1953, €ANA estimate.
dMAB estimate based on 41 magazines, av. for black-
and-white page and color. €BAD estimate prepared for
SPONSOR  fCBS estimate.

2. You can now test sales results of
any media on a market-by-market
basis by using a technique developed
by the Advertising Research Bureau,
Inc. (ARB1) of Seattle. It has now
run 241 tests in the past two years,
mostly newspapers vs. radio but a few
involving TV. Begun on a local re-
tailer level, the technique is being ex-
panded to the national advertiser level.
Several big companies are now testing
it. ARBI’s president. Joseph B. W dld
has no radio background but rather

therefore
from bias.

is a management engineer:
his work does not suffer
i~ principle discovery to date: Tou

{ Please turn to page 100)

SPONSOR




Why Ralph's supermarket put
all its caos i radio’s hasket

Greenshoro, N. C., store lost sales when two rivals opened

nearby. But all-radio approach reversed the trend

Radio cut budget in half

Ralph Scism (shown at right)
was spending $25,000, mainly

on newspapers, before two
competitors opened in his area.
After his sales plunged, he
revamped his budget, shifting

to radio entirely. He now spends
$10,000 on WBIG and sales are up

Ralph’s Food Palace in Greensboro,
N. C., was going great guns until two
top-level chain stores opened up near-
by. One chain outlet was on the same
block; the other, half a mile away.

Ralph expected a sales slump, all
right. But, considering his $25,000
annual budget (mainly newspaper,
some radio), he didn’t expect the com-
petition to hit quite as hard as it did.
Within a few weeks, business was slip-
ping badly.

That was in the spring of 1952. Af-
ter a few months of watching his sales
drop, owner Ralph Scism launched a
quarter-hour d.j. show, six times week-
ly over WBIG. and stepped up his an-

nouncement campaign on the same sta-

e ]

case history
e
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tion. He junked all other advertising.

The first show was aired 24 No-
vember. One week later, the indepen-
dent’s business had jumped 87 over
the previous week.

This past January, when Ralph
Scism signed a year’s contract with
WBIG, sales were up 97 over the
same month in 1952. February's vol-
ume shows an 11.27¢ rise over the
corresponding period last year.

Ralph’s annual tab for his new ra-
dio drive: $10,000, or less than half of
his former ad allotment.

Although Ralph recognized the need
to overhaul his ad campaign, he was
more than a little skeptical when WBIG
officials first approached him with a
plan for the d.j. show. After all, as he
puts it. “I’d never had any real ex-
perience with radio advertising on a
large scale.” The supermarket show
began purely as an experiment. DBul

once Ralph got his feet wet, he de-
cided the swimming was fine.

Today, he sums up his months on
the air in this statement:

“I have regained and exceeded my
position as far as sales volume is con-
cerned, in comparison with the busi-
ness | was doing before the two new
supermarkets opened in my area. I
can continue to offer the lowest prices
due to my huge volume, and I am sav-
ing 50% on what 1 was previously
spending for advertising. Even with
the two new big competitors, I predict
that I will have a banner year.”

Ralph Scism’s cash register results
are no accident. Thev’re the end prod-
ucts of a carefully planned. carefully
executed air campaign beamed at the
housewife. The radio lessons he
learned and the type of programing
he uses can be applied by all retailers.

(Please turn to page 120)
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how to
make

time

4 / Hear about that Madison Avenue clock-maker It takes both to count listeners

F
x> NV 7 who blew his brains out the other day? You see, “sets-in-use” is based on «ll radio
b — i 5 . . . NGO
| r| Used to do a lot of business with agency  homes. *Audience composition™ is hased only
NN people, and from listening to their gripes. got  on listening homes. (The distinction is -
; M, N . )
< ™ an idea that figured to make a mint: a clock  portant.) You've got to combine the two to

that would have two 7 10 8 am periods every  get the total number of listeners at any given

) day. Would be a cinch to sell to radio stations, period. For example:

advertisers and agencies. (E‘"'c‘r‘y'b‘("d')" = Audience composition figures show 68 men

| . s T ser 100 listening homes) at 6 am. and only
[ looking for more 7 to 8 am radio time.) Then ({, _ae ) ‘ onty
38 men at 5 pm.

g | he came across that Katz report on radio listen- g 5
| | Think vou get more men at 6 am’

S \ e ) i . o
Ing m 18 TV markets—and gml)])cd the gulL. Yo! Sets-in-use at > o'clock are more than

double the 6 am figure (224 vs. 9.2). When
you combine sets-in-use with cudience com-

I’s early morning—evenings and week-ends, too .
posttion. you uncover the fact that there are

actually 359 more men listeners in the

The special analysis Pulse made for us double- - ,
D opm 1)("'1()(1.

checks the high opinion advertisers have of
. If you can’t join "em—beat "em

that 7 to 8 am radio hour. (Reach the whole

: If you're getting tired of waiting to join the
family . . . get the men before they’ve gone to ) © i & 1)
: advertisers n those few, highly-sought-after
work.) But it also shows that there are a lot of ~ ° S - ©
. early morning pertods, this Katz report will
evening and week-end hours that are as good ’ -

. show you how to beat "em—eget even better
as — and Detter than — that early morning

time. For the study 1dentifies the evening radio

radio time:
hours and the week-end radio hours which

ITem: Every day of the week, there are more . . = :
win more hsteners than the 7 to 8 am time,

men listening (during the average quarter-

lour) between 7 and 11 pm than between The full report 1s available on request from
) o > 5 . . -

7 and 8 am. (That's 112 good quarter-  The Katz Agency, Inc. Send for your copy

hours.)

now, while the supply lasts, to find the time

Item: On the average, there are a third . .
. . for more profitable Spot Radio advertising.
more total listeners from 6. to 10 pm than in :

the entire daytime span from 7 am to 6 pm.

(That’s an eye-opener, too.) THE I(ATZ AGENCY’ INC.
National Advertising Representatives
488 Madison Avenue, New York 22, N. Y.

NEW YORK * CHICAGO * LOS ANGELES * ATLANTA

How did we learn these facts? Because we
finally figured out what audience composition

and sets-in-use data were trying to say. SAN FRANCISCO * DALLAS + KANSAS CITY * DETROIT




BEEF

ICE CREAM

SPONSOR: Parker’s Grocery AGENCY: Direct
CAPSULE CASE HISTORY When Jimmy Parker, own-
cr of Parler’s Grorery. Mobile. Ala., decided on a sale
in which he would sell all cuts of beef ar 39¢ a pound,
he went to WKABTI to discuss the approach. The tiny
storc on the outskirts of Molile ended up sponsoring one
30-minute local hillbilly band show on WKABTV. No
other media were used to advertise the beef sale. On the
following day, Parker sold a total of 16.320 pounds of
beef at $6.36:1.80. Ttme and talent costs for his WKAB-
TV program had been $150. He now advertises often.

PROGRAM: Curtis Gordon Ranch

TV

results

KAD-1 31le

AIRLINE

SPONSOR: Meadowgold lce Cream AGENCY: Direct

C\P&ULE CAbE IIISTORY' JI(‘ad()u'g()[(l [(.‘e Crea,nl
sponsors the Gene Autry Show on KKTV, Colorado
Springs. “Sheriff lim,” a popular local personality, pre-
sents the Meadowgold commercials. So effective is this
Tl effort, that all the Grove Drug Stores, largest chain in
Southern Colorado, switched to Meadowgold on 1 April.
Said Art Grove, owner of the chain: “After watching the
sales results obtained by the Sheriff Jim commercials on
the Meadowgold show, I can’t afford not to go along
with Sheriff Jim.” Meadowgold has renewed the show.

KKTV, Colorado Springs, Colo. ROGRAM: Gene Autry Show

— i

NOVELTY ITEM

SPONSOR: Hassenfeld Bros. AGENCY : Britacher, Wheeler
& Staff

CAPSULE CASE HISTORY: This nlanu/ac[urer 0/ a
novelty item, “Mr. Potatohcad,” a toy [or pre-scliool
youngsters. advertises on T only. During an eight-week
period. the firm used 13 announcements in the San Fran-
cisco market. six of them in KGO-T1”'s Super Circus. The
results of this relatively small TV spot buy: sales in ex-
cess of eight times the anticipated demand for “Mr.
Potatohead”—no other media had been used in this push.

KGO-TV, San Francisco PROGRAM: Super Circus

Announcements

SPONSOR: Pan American AGENCY : J. Walter Thompson
Airlines :
CAPSULE CASE HISTORY:  This airline was planning
to open a publicity campaign in Philadelphia, but decided
to pre-test it via one announcement over WPTZ. Mary
Wilson, star of Pot<, Pans. and Personalities, an after-
noon cooking show, made the announcement at 2:23 p.m.,
telling her viewers that they could take a short flight
without charge by stopping at the Pan-Am city office and
getting a free ticket. Bv -V p.m.. Pan-Am had issued sonie
400 flight tickets, the total amount available. One WPTZ
announcement had done the job of the planned campaign,

WIPTZ, Philadelphia PROGRAMN: Pots, Pans, and Personalities
Announcement

WAR SURPLUS GOODS

SPONSOR: Allied Development A\GENCY: Baker Assoc. Adv.

CAPSULE CASE HISTORY:  T'his war surplus company,
located 11 miles from Salt Lake City’s center, was recent-
ly overstocked with 350 wooden propellers from war
surplus target planes. Firm ran a live one-minute an-
nouncement over KDY L-TV suggesting the propellers as
decorations. As a result of this one announcement on an
evening wrestling show, firm sold out the entire stock at
9¢ ecach. In most cases, propellers were bought as dec-
orations for children’s rooms. Firm now consistently
uses announcements over KDYL-TI" on a weekly basis.

KDYL-TV. Salt Lake City PROGRAM: Announcement

AUTOMOBILES

SPONSOR: Colony Motors, Ine. AGENCY . William Warren,
Jackeon & Delaney
CAPSULE CASE HISTORY: This car dealer aired one

live commere’al over WABCTH s Spotlight on Harlem
on a Saturday nw'ght. The Monday following the 60-
second announcement on their all-Negro talent show, over
100 potential customers came into Colony’s showrooms,
and 12 autonrobiles were sold as a direct result. This sale
represented over 228000 worth of business at a cost of
Saturday night. will continue through summer as well.
PROGRANM: Spotligln on Tlarlem

Announcement

HOMES

SPONSOR: Pancake Realty Co. AGENCY': Direct

CAPSULE CASE HISTORY:  This local realty company

one of the largest of its type in the Huntington arca—
covers all phases of buying and selling property. For its
promotion of Gunnison Homes sales, the firm bought 10
1.D.s (10-secondy on WSAZ-TI, at a total cost of $105.
In these announcements viewers were urged to visit the
Cunnison Homes, located approximately five miles out-
side the ety limits. As result, more than 3.500 persons
came (o the home showing desprte the travel distance.

WSAZTV, Huntington, W. Va, PROGRAN: LD



MR. CHANNEL 8

symbol of WGAL-TV’s increased
power, gives advertisers larger
coverage, bigger audience, greater
sales potential in WGAL-TV’s
rich Pennsylvania market area
through network and locally-

produced programs.

% rich market includes Harrisburg,

_ I = York, Lancaster, Reading, Lebanon.

TV A

Represented by

ROBERT MEEKER ASSOCIATES

o
DILINES

NO W_ the Ford Motor Company, long-time sponsor of
WGAL-TV’s World News, benefits from this great new
Channel 8 power increase. Many other national advertisers
using WGAL-TV locally produced shows also see their profit
view enlarged. Among them:

BALLANTINE R.C.A,
ANACIN NESTLE
SINCLAIR OIL TYDOL GASOLINE
PYREX INTERNATIONAL HARVESTER
ROPER RANGES HAMILTON WATCH

WGAL

New York
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Chicago

A Steinman Station

Los Angeles San Francisco
Cloir R. McCollough, Pres
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New and upcoming telewsmn stations

[UTRPTRPRRERC e o e

Box Sceore

Total no. of U.S. stations on

No. of post-freeze CP's grant-

Per cent of all U.S, homes with
TV sets (as of | Mar. '53)..

50.4%%

air, incl. Honolulu (as of 20 ed (excluding 14 edt_.lc?ﬁonal
April '53} 16 grants; as of 10 April '53) 325 Per cont of all homes in TV
No. of grantees on air. 35 coverage areas (as of | Apr.
No. of markets covered 109 No. of TV homes in U.S. 22,531,500 '53) o — 75.9%%
. New econstruction permits*
ON-AIR POWER (KW)** i | \
cmvese | g, ompe symy | PR [SIERONT o 2 veosteownen | I | RD
lexandria, La. 62 1 Apr. _ 21 11.43 0 . Barnet Brezner 2833 Lee St. ——
adillac, Mich. 13 8 Apr. 302 141 0 L Searton Bdesta. Co. 20 §;ﬁ"‘.“,'::‘.!: .
on. eh.
edar Rapids, la. WMT-TV 2 9 Apr. S4 27 0 Amer. Bdestg. Stns., Inc. Pa'::m::d: Thea- Katz
S Wm. Quarton
resna, Cal. o 47 9 Apr. . 236 118 0 5,000 J. E. O'Nein Box 183z B
UHF
reat Folls, Mant. | KMON-TV 3 9 Apr. 1.7 .850 0 The Montana Farmer tne. 414 Second Ave.  Averye
reenwood, S. C. WCRS-TV 21 8 Apr. 186 9.3 0 Greneo. fne. S R LU L
ewistan, Pa. WMRF-TV 38 31 Mar. 15 Sep. 53 21.1 1055 0 . Lewston Bdeste. Co. 5 West Market  Burn-Sml)
darian, Va. WMEV-TY 50 31 Mar.  Sep.’S3 110 60 o - Moun'ain Emelre Bacste, Park Bva. . Donaly
lew Brunswick, N. J.| _. 47 2 Apr. 87 49 0o _ Home News Pub. Co. 127 Church St. e
jew Orleans, La. 32 1 Apr 85.5 48.4 1 174,485  Cogmunity Telcvision 505 Baromne St ...
(28 Feb.) )
Jew Orleans, La. WMRY-TV 26 2 Apr. 100 s4 1 174,485  CKG Toviston Co.  Melrowe Blag..
ravidence, R. I. 16 8 Apr. 209 1148 1 294,000§ Ny Enctand TV Co. of Industrial Trem .
ochester, N. Y. 27 1 Apr. 265 135 1 177,000§  Genesee Valley TV Co. 40 N. Main st.
N. Y.
‘'ulare-Fresno, Cal. KCOK-TV 27 31 Mar. 1 Aug. ‘53 102 $7.74 0 S,J):(F) s"(""("é"(‘m?"df"“" g::Id(InIlQAnderson Forloe
|
'I. New statiouns on air*
| POWER (KW)°*® ' | | l
amvesmre | gt (AR OBAR o | aretEiion | TS WER|  ueeeceownen | mawacen | negacepy)
‘olumbia, S. C. WwWCOS-TY 25 15 Apr. 15.7 7.9 ABC, NBC 1 20,000  Radio Columbla (WCOS)  Chas. W. Pitt-  Headley.
UHF man Reed
farrisburg, Pa. WHP-TV SS 15 Apr. 25.3 12.6 CBS 35,000 WHP, Inc. A. K. Redmond 8olling
UHF
.ima, Ohia WLOK-TY 73 18 Apr. 2 1 NBC, buM * 14,000 WLOK. lIne. Robertt 0. Run-  H.R Rens|
UHF nerstrom
.ittle Rack, Ark. KRTV 17 S Apr. 21 n CBS 20,000 Little Rock Telecasters Pat MacDonald Pearson I‘l
UHF
vontgamery, Ala. wCOov-TY 20 19 Apr. 15.9 8.6 All four 9,000  Capital Bdesto. Co. Hugh M. Smith 0. L. T
UHF
Vew Costle, Pa. WKST-TV 45 12 Apr. 20.8 10.5 DuM 26,753 WKST. lnc. S. W. Yownsend  Meeker T'
UHF
Reading, Pa. WEEU-TY 33 1S Apr. 1.4 7 NBC, ABC 84,700  Hawiey Bdesta. Co. WLt CHE L
Rackfard, lI. WTVO 39 19 Apr. 19.5 9.8 NBC 12,000  Winnebago TV Corp. Harold Frocllch Weed TV
UHF
iaginaw, Mich. WKNX-TV 57 17 Apr. 20 12 CBS, DuM 25,000  Lake Huron Bdestq. Corp. Wula'rﬂd';‘ J. Ed.  Gill-Perm
UHF
Wichita Falls, Tex. KFDX-TV 3 12 Apr. 11.6 5.8 ABC, NBC 15,000 w(:‘r_htgx Radio & TV Howard Fry 0. L. Tav
SNr .

1H1. Addenda to previous C.P, listings

These changes and additions may be filled in on original chart of post-freeze
C.P’s appearing in sroxsor’s 9 February issue, and in issues thercafter.

Austin, Minn., Ch. 6, target 15 June '53; nat'l rep,
John E. Pearson: gen mgr., L. L. McCurnin; est.
sets, 23,000 (RTMA, dealers}

Bakersfield, Cal., KAFY-TV, ncw target | June '53; net
affils. ABC, DuM, NBC; est. UHF sets, 3,500; by
I June, 10,000

Charleston, S. C., WCSC-TV, to be CBS affil. eff.
May '53; gen. mgr,, John M. River

Chico, Cal., KHSL-TV, target, |15 Aug. ‘53; nat'l rep,

15

W. S. Grant;
sets, 5,200 (dealers, distributors)

Columbus, Miss., WCBI-TV, target late '53; nat'l rep,
McGillvra; gen. mgr., Bob McRaney, Sr.

Fort Mycrs, Fla., target Nov. '53; gen. mgr., A. J.
Bauer

Grand Junction, Colo., KFXJ.TV, target early '54:

nat'l rep, Hal Holman Co.; gen mgr.

to be ABC affil

gen. magr.,, M. F. Woodling: est.

Rer Howell
Greenville, S. C., WGVL, gen. mgr. Ben K, McKinnon,

Hutchinson,
Macon, Ga.,

Muncie,

est.

'63; gen. magr.,

sets,

Kans., KTVH, nat'l rep, H-R Television; |
commercial target | July '53
WMAZ.TY, to be CBS affil. eff. 23 Sep.
'583; gen mgr., Frank Crowther
Ind., WLBC-TV, now ABC, CBS, DuM affil.;

gen mgr.. W. F, Craig
San Angelo, Tex., KTXL.TV,

July
Yuba City-Marysville, Cal.,
3,000 (dealers)

to be CBS affil.
Armistead D. Rust
Ch. 52, target 15 Oct. '53

eff. |

*Both new C.P. s and stations going on the air listed hese ase tho<e whi-h occu-red hetwoen
30 Moarch and 13 April or on which information could be obtained in that period. Stations
are considered to be on the air when commercial operation starts.

®*Powcer of C.P.'s is that rccorded in FCC applications and amendments of individual grantecs.

Set figures as of 1 March 1953,

tInformation on the number of sets in markets where not designated as being from NBC
Research, consicts of estimates from the stations or reps and must be deemed aonroximate.
§Data from NBC Rescarch and Planning.
is not specified sct figures are VHF.

Where UHF
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KTNT-TV, South 11th at Grant,
Tacoma 6, Washington

Transmitter strategically located at
Tacoma in Middle Puget Sound

Represented nationally by
WEED TELEVISION

Represented in Pacific Northwest

by ART MOORE & SON, Seattle
and Portland
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the L/ﬂycore
of the United States [

A VIBRANT, GROWING
PROSPEROUS MARKET

« « » and you can sell this Two Billion
Dollar Market with only one TV station

Six counties bordering on Puget Sound account
for more than half of Washington State’s popu-
fation . . . more than half the state’s total retail
sales . . . more than half the state’s effective
buying income.

These six counties lie within the Puget Sound
Area served by KTNT-TV, the new station which
went on the air in March with basic CBS and
Dumont Television Networks.

The Puget Sound Area is alive . . . it is growing

. it 1s prosperous. There are 418,100 families;
retail sales, $1,316,615.000; effective buying in-
come, $2,416,495,000. Within this area are such
cities as Seattle (population, 467,598), Tacoma
(1143,673), Everett (35,000), Bremerton (29,900),
Olympia (16,300). And there are approximately
250,000 TV receivers in this lively area.

You can sell this prosperous market with only
one TV station—and that station is KTNT-TV!

KTNT-WV

CHANNEL 11

CBS and Dumont Television nu MONT
tor the Puget Sound Area

\
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TWENTY YEARS

OF SHARED
ACCOMPLISHMENT

HIS MONTH John Blair &

Company is twenty years old.
During these twenty years, the
spot radio industry has grown
from a depression-born infant to
an astonishingly mature adult ; to
most major-market radio sta-
tions, national spot revenue is
the primary key to economic
health. To virtually all radio sta-
tions, national spot revenue is an
increasingly important part of

the total revenue picture, espe-
cially during the past few years,
when spot income has surpassed
network income.

During these past twenty years,
the spot industry and radio sta-
tions have faced many problems
and the many transitions which
can be expected in a growth in-
dustry. As amajor factor in spot,
we, along with the stations we
represent, have worked hard to

meet these problems and transi-
tions and make our contribution
tothedevelopmentof theindustry.

Perhaps the most important
problem which has confronted
the spot industry during this
period has been the threat of tele-
vision. Competition loomed not
only for advertising revenue, but
for audience itself. Some indus-
try figures predicted that radio
would die.




|

The radio stations we repre-
sent, along with ourselves, were
unwilling to accept any such ver-
dict. We, and they, knew that
radio and television were basi-
cally competitive. Therefore, we
reasoned that the two media must
be sold by independent sales
staffs, each dedicated to its own
medium. As a result, in 1948,
John Blair & Company created
Blair-TV, Inc., a separate corpo-
ration with its own sales staff
and facilities, devoted entirely to
television representation —
actually, television’s first exclu-
sive national representative.

The radio stations we repre-
sent welcomed this decision, since
it meant that Johun Blair & Com-
pany, as an exclusive radio rep-
resentative, was free to devote
its time exclusively to radio rep-
resentation. As a matter of fact,
John Blair & Company today,
five years after the formation of
Blair-TV, is a considerably larg-
er company in all respects than
it was before the television com-
pany was formed.

By the same token, the tele-
vision stations with which we
were associated at that time, and
others which have joined the
Blair-TV ranks since, welcomed
the decision to provide television
stations with an exclusive, spe-
cialized representation service.
The merit of this decision, which
was participated in by the sta-
tions our two companies repre-
sent, has been amply demon-
strated by the success of the
companies since the decision was
made, and by the fact that most
major factors in the industry
have followed the same pattern
in one form or another.

The early days of the spot
radio industry were difficult. It
was a new advertising medium,
requiring a specialized advertis-
ing approach, and there were no
specialists. The buyers of time
were remote from stations, unfa-
miliar with them, pioncering in a

OFFICES IN NEW YORK ¢ CHICAGO « DETROIT - ST.

new and unknown medium. So,
working with our stations, we
brought the station to the buyer.
The stations made special audi-
tion recordings of key local pro-
grams. We provided portable
audition equipment and sales cf-
fort, so that buyers would know
what they were getting for their
advertisers’ money. At that time,
it was a revolutionary procedure.
Today it is routine.

Many years ago, we reasoned
that salesmen must be supplied
with adequate sales tools to do an
effective selling job. Conse-
quently, we set up a Sales Devel-
opment Department, charged
with the responsibility of supply-
ing these tools. Again, our sta-
tions joined in the mutual effort
to equip our salesmen properly,
by supplying the basic informa-
tion, and keeping us supplied, so
that the Sales Development De-
partment could fulfill its func-
tion. Today, our Sales Develop-
ment Department, combined with
our new Research Department, is
larger than the entire New York
office staff not so many years ago.

In 1951, conscious of the in-
creasingly important part that
reseiarch was playing in radio, we
added a full-fledged Research De-
partment to our organization.
This department does not consist
of clerks re-tabulating existing
data, but is, instead, staffed with
competent research-trained per-
sonnel equipped to undertake in-
dependent research, which they
have done. In the past year, two
important projects of benefit to
all the industry—*‘Are You Look-
ing or Listening?”’ and “The
Value of Information Is Meas-
ured By Its Reliability,” — have
bheen published and distributed to
the trade. Again, our stations
participated extensively in these
projects, in one case sharing the
considerable cost of the project.

Yes,ourstationsand ourorgan-
ization have worked together on
a multitude of problems affecting

our industry. We have under-
taken cooperative promotion ef-
forts in behalf of national spot
radio. They have encouraged us
in our work with the Station Rep-
resentatives’ Association. We
have worked as a team in the
development of better local pro-
gramming to make spot radio a
better value for the advertiser.

Our contemplation of our own
accomplishments during the past
twenty years must be tempered
by a realization of the importance
of the contribution of the sta-
tions we represent to our success
—not just that they have paid us
our commissions, but that they
have worked with us, suggested,
advised, responded to sugges-
tions and adviee. Perhaps our
happiest accomplishment is that
we have been able to work in
effective partnership with able
radio station managements, to
the mutual profit of stations and
ourselves. And perhaps our hap-
piest augury for the future is the
continuation of this teamwork
toward the benefit of the national
spot industry.

%ohn Blair, Chairman

JOHN BLAIR & COMPANY
BLAIR-TV, INC.

v o @

JOHN
LAIR

& COMPANY

LOUIS « DALLAS « SAN FRANCISCO - LOS ANGELES
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A new chart will appear in the 18 May issue
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tSee Fiim Notes column for explanation of

when analyzing rating trends from month to month in this chart.
ng has been changed from weighted to average bhasls.
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readers who have made
\estions resulting in improvements in this chart.

Interlock Projection
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 MOVIELAB FILM LABORATORIES, INC. .

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

Precision
Prints

CAN DO FULL JUSTICE
TO YOUR PRODUCTION!

ELECTRONIC PRINTING

This latest Maurer devclopment in
the printing of optical sound from
magnretic original, as recorded on
16 mm film coated with magnctic
malerial, is used cxcluswely at
l’rcc:snon for kinescope and other
magnetic recording direct to film
optical track.

YOUR ASSURANCE OF
BETTER 16~ PRINTS

15 Years Research and Spe-
cialization in every phase of
16mm processing, visual and
aural. So organized and equip-.
ped that all Precision jobs are
of the highest quality.

Individual Attention is given
each film, each reel, each scene,
each frame — through every
phase of the complex business of
processing — assuring you of the
very best results,

Our Advanced Methods and
our constant checking and adop-
tion of up-to-theaninute tech.
niques, plus new engineering
principles and special machinery

Precision Film Laboratories — a di-
vision of J. A. Maurer, Inc.. has 14
years of specialization in the lomm
field, consistently meets the latest de-
mands for higher quality and speed.

enable us to offer service un.
equalled anywhere!

Newest Facilities in the 16mm
field are available to customers
of Precision, including the most
modern applications of elec-
tronics, chemistry, physics, optics,
sensitometry and densitometry—
including exclusive Maurer-
designed equipment—yonr guar-
antee that only the best is yours
at Precision!

PRECISION

FILM LABORATORIES, |
21 West 46th 51.,
MNew York 19, N.Y.
Ju 2-3970

Y 3
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Top 20 chart: Siarting this issue,
sPONSOR’s chart of the Top 20 syndi-
cated half-hour film shows, changes in
one important respect. The average
rating on which program standing is
based has been modified from a
“weighted” rating to a strictly arith-
metical average. Previously ratings in
a given market counted toward the av-
erage rating only in proportion to size
of the audience in that market. Now
all markets count equally.

Instead of reflecting proportion of
its audience n total population of
markets listed for a show, new rating
is a measure of a show’s average abil-
ity to attract audience within markets
listed on the chart.

This change is in addition to last
month’s modification in which shows
playing under 10 markets were exclud-
ed {rom ranking in order.

In making these changes sPONSOR
has attempted to bring the chart closer
to being a fair yardstick of syndicated
filtm programing. But the editors urge
that users of this information bear in
mind that no rating chart should re-
place common sense analysis in mak-
ing a program buy. While landing as
Number One in this chart is a mark
of distinction for any film, the show in
15th place or one that doesn’t even
place may be a better buy for you de-
pending upon your sales objective and
who vou want to reach.

v v v

Allemarket sale: Virtually every
U, S. TV market will soon be carrying
NBC Fihn Svndication Diviston’s Dan-
gerous Assignment. Show has been
sold in 96 markets, in some cases for
airing m near future. That’s near
1009 of nation’s television cities to
date. NBC Fihm reports,

v v v

10.000 film shows: Fxtent to which
fitm programing has been made avail-
able to and produced for TV is indi-
cated by recently  published seventh

*See new TV film top 20 chart, p. 60.

SPONSOR




edition of “TV Film Program Direc-
tory.” Book has 10,000 shows listed
and indexed. It has doubled in size o

in less than a year, indicating rapid

growth of the film programing end of i
television. Book is published by
Broadcast Information DBureau, 535

Fifth Avenue, New York.
h 4 A 4 h 4

Film in post-freeze markets: Rq-

—p

mar of the Jungle, adventure series
produced by Arrow Productions, has
been sold in over 30 markets. Recent
cities signed include: New York, Lou-
isville, Phoenix, Portland, and Salem.
Ore., Spokane, Yakima. and Belling-
ham, Wash. Latter five are post-freeze
markets, pointing up extent to which
new stations have been gobbling up
film programs.

v v v

Kinescoped commercials: Experi-

ment conducted for Community Chests
and Councils of America may suggest
an approach for commercial film mak-
ers. CBS TV is making film coinmer-
cials for Community Chests’ fall cam-
paign by kinescope method. Actors
work live before TV cameras which |
feed signal directly to kinescope ap-
paratus. Optical effects are provided
electronically at the coutrol board.

The officers and executive statf of

GENERAL FILM
LABORATORIES CORP.

1546 No. Argyle Ave., Hollywood 28 HO. 9-6391

Executive at Community Chests
headquarters told sPONSOR first com-
mercials produced by kinescope nieth-
od compared in quality to good 35mm.
films. Objective in using kine, of
course, was cost cutting.

Martin Seifert. Community Chests’
associate director of radio-TV films,
supervises filming of commercials. Mat-
thew Harlib is director, and William

are pleased to announce that
the facilities of the newest and
the largest independent film

processing organization on the

Workman coordinates production for

CBS TV.

Networks and unions furnished serv-
ices to Community Chests. Talent used
included Betty Furness, Ed Herlihy,
Dennis James, Rex Marshall, Margar-
et Lindsay, and Dick Stark.

CAN
BIG BEN

SELL YOUR
PRODUCT?

{The TELENEWS FILM LIBRARY hos over z

5 MILLION FEET of stock-footoge on

most every subject. Perfect for TV com-
ﬁ merciols, reor-projection, etc. Lowest
librory rotes for TV — or ony other use.

West Coast are now at the
disposal of the film and tele-
vision capital of the world.

General Film  Laboratories
offer complete services to the
industry, including 16 mm,

Kodachrome printing.

We cordially invite your in-

quiry and inspection.

For librory brochure and price list, coll
or write Virginio Dillord ot —

TeLENEWS

'-;: 630 NINTH AVE, NEW YORK 36, N.Y o JU 6.2450

G. CARLETON HUNT, Presicent s HANS DE SCHULTHESS,
Vice President + ALAN GUNDELFINGER, Ceneral Manager
e ALTON A. BRODY, Sales Director ¢ WILLIAM
GEPHART, Processing Du « HARLAN BAUMBACH,
fi

K. A. Heiniger
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DYNAMIC NEW TELEPHONE
QUIZ PROGRAM....

FUN-PACKED

APPEALING
GAMES!

1. KNOW YOUR WORLD

2. HOLLYWOOD HOOPLA
3. LET'S GO SOMEPLACE

4. WHOOZIT-WHATZIT

5. LOVE STUFF

6. BONUS TIME

7. SPORTS STUFF

8. CONCERT CORNER

9. MUSICAL TELEPATHY

10. OUT OF THE HAT

Visit Wdrlgl’s N.A.R.T.B.
Convention Exhibit . . .

Rooms 2362-2215, Bnhmore Hotel,;

‘ANOTHER PRll'E-WlNNER
FREE TO WORLD-AFFILIATES!

{
}bfions hit the jackpot as World sets
‘other precedent in local programming

making available this clever, original
d audience-compelling quiz show.
‘OU WIN! is packed with appeal for
dvertisers and audiences alike . . . just
part of the steady flow of spectacular
oney-making ideas sent to World-
filiates month after month.

You owe it to your station to find out
more about World's top-quality, big-
name programming and diversified ad-
vertising ideas. Write, wire or phone
today for more information on World
. . . the Service that means more prof-
itable operation for World-Affiliate sta-
tions from coast to coast!

; Angeles

The Only All-Purpose
LOCAL SALES SERVICE

WORLD BROADCASTING SYSTEM, INC.
488 Madison Avenue, New York 22, New York
An Affiliate of The Frederic W. Ziv Company

CINCINNATI

R 4

MONICA LEWIS

cAss COUNTY
BOYS

! EDDY HOWARD HELEN FORREST TINY HILL




by Bob Foreman

A mong the many things about
which I know nothing at all is the
question of whether the advertis-
ing courscs in colleges and other
academic  locales - for - instruction
are training enough people in the
wavs of television copy. If they
are, the next question i~—is this
training  basically sound?  Both
are very important queries, made
even more so by the costliness of
the medium of TV and amount of
money being expended in it.

As ' all advertising (or any
other phase of business for that
matter). the best training grounds
are. of course, those located on
the premises of the business itself.
The work there 1s naturally less
academie, thus more realistie. and
hence. more practical than  that
which can be offered in any ab-
stract environ such as a «chool pro-
vides. However. ax most of us can
recall with utter dismay. the hig
hurdle in obtaining your first job
in advertising makes dramatie the
ieed for down-to-carth experience,

It's the getting of this experi-

Bob Forcuman's ideal”

ence, then, that is the big problem
for the tyro TV copywriter. one
that he or she can partly solve
either by taking a good course in
the subject and/or getting any
kind of job in an ageney. film pro-
ducer’s firm, network, or allied
business where copy problems
come up daily and in practical
forms and where every employee
has more or less of an open sesame
to all phases of the business. Actu-
ally. it is to the industry’s advan-
tage to provide new blood. In fact.
it is the industry’s responsibility.
The 1A’s recognizes this with peri-
odic exams as well as recom-
mended studies and training pro-
grams. Many agencies are also
trying to shoulder part of the bur-
den themsclves.

But. to get back to my opening
remarks about the need right now
for skilled TV copywriters. This
need 1= acute. iIn my opinion. More
<0 than that for print writers ever
was. although there never has
been an over-abundance of good
writers of space advertising.

i

television copyweriter

L. First he must know how to write so that he can organize appeals
of a product and themes of an advertising campaign in words.

o 1311/ more tiportant he muast have extra-sensory vision. a
which informs him when a progression n/ [)I(‘/III(’? in motion

’;‘ ’,

“third

can and will put across the thonght that he is trying to express.

. With this vision, he can see the entire commercial before a word
is set down on paper or storvhoard. [lence his transitions will be
smooth as silk. his choice of opticals relevant. Frvery visual device he
chooses will work toward bailding  drama and persnasiveness.

A He il produce superb commercials because of the combination

of his skills.

Lacking even one of the essential factors, his copy

would be mediocre, his value to an ageney or elient practically nil.
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The pressure on the television
writer of today is usually way out
of line with his experience. This
ix caused by the fact that the
money going into TV time and tal-
ent in even the most modest show
of the medium is nothing short of
frightening. and, if the reason for
spending all these advertising dol-
lars is to get the right kind of com-
mercial message across in the few
minutes alloted, it should be with-
in the realm of possibility for an
advertiser to have some asszurance
that his televised copy ix sound,
practical, and likely to produce
the desired resultz

Rescarching the copy’s effec-
tivencss by any of the so-called
pre-testing techniques which are
springing up here and there these
days won't solve this by a long
shot. All are either so obvious as
not to warrant wasting time with,
or misleading because they tend to
substitute charts for thinking and
eeneralities where only specifics
apply. Thuz the writer must of
himself have sufhicient experience
and background to make the right
arbitrary deeisions and make them
fast.  Such a TV copywriter is
among todav’s most valuable com-
modities. What a world of infor-
mation and insight he must have!

He must not ouly know how to
write, how to organize appeals
and themes in words. hut he must
have that third eve which informs
bhim when a progression of pie-
tures in motion can and will put
across the thought he is after. This
latter facet of his ability is. of
conrse. the big one. If he possesses
this extra-sensory vision. he will
see the entire commereial before
a word is put ou copy paper or on
storvhboard.  Iis transitions will
be smooth as silk. his choice of
oplicals relevant. His selection of
medium or close shots, his use of
superimpositions, and his staging
of the selling lines plus the cast
of selling-characters, will be dra-
matic as well as persuasive. His
sense of visual organization and
of composition within the visnal
ficld of each seene will go to make
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Here'’s How S/ﬂ//0ll}
Voted Feature Distribs

RANK DISTRIBUTOR PTS.

1 . . . Motion Picture for
Television . 96
< &)

. " Z.. NONPHird Teaviseas Boobaa. Mo ... ..... 46

| 3
{ \ p A BRI Fel@nefa 2Dopasgeems Lol L]
a3 O FeeReshwise Do . iieeess ceneenn.. 1
4 oty Tswwoarms Swnfend .. ...l 17

MPTV

voted number 1
distributor of

FEATURE FILMS
FOR TELEVISION

| Billboard

By the TV Stations of the Nation.

Our function is to supply TV stations with .

the largest and most complete selection of feature film
programs, westerns, and serials for TV.

the finest “on the spot” distribution service .

and beyond question

QUALITY

This we have done and will continue

doing to the wvery best of our ability.

There is an MPTV branch office with a complete

“on hand” film selection in your area:

New York 655 Madison Ave. E. H. Ezzes
Boston 216 Tremont Street Fred Yardley
Chicago 830 N. Wabash Ave. John Cole
Dallas 3905 Travis Street Ken Rowswell
Detroit 2211 Woodward Ave. Art Kalman
Los Angeles 9124 Sunset Blvd. Dave Wolper

SEE US AT THE NARTB SHOW IN APRIL . . .

Call or write your local representative

'MOTION PICTURES FOR TELEVISION, INC.

655 Madison Avenue, New York City 21, TEmpleton §-2000




off the press

RADIO RESULTS

(1953 edition)

and
TV RESULTS

(1953 edition)

**Mailed early in April to all SPONSOR
subscribers. Extra copies one dollar each.
Quantity prices available on request,

SPONSOR 510 Madison Ave, N. Y, 22

The magazine that radio and TV advertisers USE
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for a superb commercial. Lacking
even one of these factors, his copy
can be no better than mediocre.
True. a <killed storvboard art-
ist, plus an expert fikm producer.
| can sometimes =ave the inept writ-
cr’s hide if the job is not too badly
conceived.  But my subject is not
how to make up for poor copy-
writing. [t is merely to point out
that the men and women now en-
gaged in preparing television ad-
vertising have quite a task hefore
them. Thev must know the phi-
losophics of adverti~ing. the vaga-
ries of words. the aesthetics of
pictures and piled atop of all this.
the master-mechanics of film and
live production. Ax of a few weeks
ago, they alco had to learn a whole
raft of union regulations. each of
which vitally affects what is writ-
ten from a cost standpoint.

-

commercial reviews

- i
TELEVISION

SPONSOR: Bristol-Myers Rufferin

AGEANCY ! Young & Rubicam

PROGRAM : Alan Young Show, CBS

Certainly a lot of copy is packed into
the Bufferin commercial which was fea-
tured on the Alan Young opus of a recent
Sunday. A great many visual ideas. A
lot of different techniques, too. Yet, they
seem to add up to a fast-moving and effec-
tive piece of drug copy.

The announcement opened up with a
(costly) combination of live action and
animation — an animated drum beating,
onto which was supered the head of a
damsel suffering with a headache. The
throb of the headache was made graphic
by the audio of the drumbeat.

Next, we got one of those diagrammatic
travelogs through the esophagus, first with

aspirin and then with Bufferin. By simple
animation, the contrast in Bufferin’s speed
of getting-to-work was depicted. Then
came live footage of the package and a
woman’s face in profile swallowing the
tablet while the voice-track made mention
that aspirin often upsets the stomach, but
Bufferin doesn’t. In the last instant, the
voice and the visual were somewhat at

odds, for which we can only say—Thank
i goodness. * ok Kk
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Shooting for
more sales in

Southern California?

FEB. 1953
five top shows in
Southern California

ARB PULSE
. Sta. X Sta. X
. KNBH KNBH
KNBH KNBH
KNBH
. Sta. X

FEB. 1953 RATINGS
Weekly Average
6 PM- MIDNIGHT

ARB PULSE
KNBH 25.6 26.0
2nd Sta. 20.6 20.0

Mon. thru Fri. Noon-6 PM

ARB PULSE
KNBH 19.7 22.0
2nd Sta. 18.6 22.0

KNBH FIRES BOTH BARRELS
TO BAG MORE PROFITS FOR YOU!

Southern California spends $120. more per capita on retail sales
than the average for the United States! That’s the hest proof

S that the KNBH area is where your TV advertising can build

0:\1 . . .

M}\\\& more sales for you. For proof about whieh station gives you

- est coverage, 100K in o 1¢ douple-barreled shotgun above.,
best se, look into the double-barreled shotgun above!

NBC HOLLYWOOD

- Channel 4
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MOX!

Over the years, “Uncle Diek™ Slack, St. Louis furniture
tycoon, has seen some sweeping changes in the styling of the
[urniture he sells —but none in the advertising he buys

to sell it. Today. as he has lor more than two decades, Uncle

Dick relies most on 50.000-watt radio station KMOX.

[t began 20-0dd years ago when he found himself competing

with three other furniture dealers on the same block. That
got his dander up and brought him to kamox. At the

time, Unele Dick was short on budget. so kaox fixed

hin1 up with a low-cost schedule of two-a-day announcements.

And in no time at all, Uncle Dick’s business was booming.

It continued to boom, year after year. Today —after more
than 1,000 consecutive weeks on Katox — Unele Dick’s
radio schedule has increased to 14 quarter-hours per week,
all on Knmox. And his furniture business has expanded

to three giant stores and four huge warchouses.

At this moment, Uncle Dick is sitting pretty, secure in the
knowledge that KMox consistently reaches mnore of his

prospects than any other St. Louts advertising medium!

I{, like Uncle Dick, you'd like to turn the tables on your
competition, call us or CBS Radio Spot Sales. We'll furnish

you with a success story of your own.

REPRESENTED BY CBS RADIO SPOT SALES KM OX

“THE VOICE OF ST.LOUIS” * 50.000 WATTSs *+ CBS OWNED




SPONSOR Asks...

of air as well as print advertisers. Do the surveys

Surveys show many consumers don’t beliecve claims @
O

mean advertising isn’t operating efficiently?

THE PICKED PANEL ANSWERS

h is certainly a
fact that in some
mzlances  adver-
tising is not be-
lieved; and some
of 1t shonldnt
bes Advertising is
a mouthpiece for
people and  un-
fortunately there
Mr. Upton are a few indi-
viduals who have

a little trouble staving with the trnth.
It is these few who abuse advertising
and the eriticisms  they  cause  are
wrongh leveled at the whole business.
To sav. however. that advertising
isn’t operating efficiently because of
these abuses, is sheer nonsense. Much
of the rescarch that discloses this dis-
belief is nuzound. 1Us psyehologically
casv for people to tell vou they don’t
behieve in o advertising,  That  makes
them brighter than the whole adver-
tising business. But go into their
homes. Thevre using advertised prod-

uets and  even though they may not
know it believable advertising played
its part in the sale to them of many
of those lllin;_'s.

\dvertising is ximphy a tool for talk-
mg to masses of people. It continues
to do that job with remarkable efhi-
cienev. And the andiences we talk to
know that for the most part they are
hearing the truth. Phouiness is quick-
Iv apparent to most people and par-
trenlarly =0 on television. Advertising
that =o't truthful obviously  doesn’t
leserve to he helieved-—and won’t be,
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That kind of advertising never did
work t'ﬂi('it‘nlly.

Jut. from the standpoint of believa-
bitity. the great majority of advertis-
ing in all media is working at high
efficieney and continues to be the most
eflicient means business has to spread
the news about the “unbelievably™
wonderful products American manu-
facturers are inventing and improving
every dav.

Joux D. Urtox
I'.P. charge N. Y. Service
N. W. Ayer & Son, Inc.

NO!  In every
field where com-
pelition is inlen-
sive and adver-
tising  extensive
there are certain
advertsers  who
seck an  advan-
tage by making
exaggerated  or
false claims, For
these  opportun-
ists such an advertizing policy. in the
long run. is not effective if in the same
fickd there are other advertisers pre-
senting  convineing,  believable  state.
ments of their product’s superiority.

Television has opened up new op-
portunities for the advertiser interest-
ed in false or exaggerated claims {or
what camnot be said in words. often

Mr. Hausberg

can be intimated visually, T can attest
to the effectiveness of such presenta-
tions as onlv within the last week |
purchased a can of a well known car
polish I had secen applied in a TV

commercial by a beautiful model to a
dingy car finish. Before my eves it
became beautiful and shiny “without
rubbing.” Realization that 1 had been
taken came several hours and two arms
later. Needless to say, I am not a fu-
ture potential customer for any prod-
uct of this manufacturer.

It is unfortunate that broadcasters
and publishers are nol more interested
in  curbing unfounded advertising
claims. One forward step they could
take. in addition to the more obvious,
would be to not only carefully review
all so-called “scientific” claims. but
make this evidence available for re-
view by other advertisers. The fact
that such a review by competitors was
possible  would reduce false claims
without injury to the honest advertiser.

WiLLiay HavsBERG
Advertising Manager

Lehn & Fink Products Corp., N.Y.C.

I have seen only
one “‘survey’’
which  purports
to show that eon-
sumers don’t he-
lieve claims  of
air as well as
print advertising.
The key question
in this survey
which covered
only one market
in the U. S, was “Which cigarette
brand do vou think is most annoying
or irritating in its advertising?”

Mr. Cumings

This ¢nestion is—to say the least:

SPONSOR




loaded. The poor respondent isn’t even
given an opportunity to say whether
or not he thinks cigarette advertising
is annoying or irritating; he is told
that it is! And isn’t it pretty silly, in
the case of cigarette advertising. to
break down replies by media when all
cigarette advertisers use their indi-
vidual selling themes in all media?
We have many surveys that prove
beyond the shadow of a doubt that
consumers do helieve claims of air as
well as print advertising.
TuavErR CUMINGS
Vice President

BBDO, N. Y. C.

Many casual sur-
veys are made
under  auspices
that no self-re-
specting research
man would sup-
port.

the conclusions
of these surveys
very often find
their way into
print and give a completely false idea
about the reliability of advertising to
many people, very often in impor-
tant places.

To give one example: A survey was
recently made in Boston by the stu-
dents of an economics course in one
of the colleges up there. The students,
as part of their training, did the inter-
viewing. One of the conclusions of
this survey was: Over 70% of those
interviewed expressed disbelief in most
advertising.

I do not know what question was
asked in this Boston survey that pro-
duced the above conclusion. But it is

Mr. Cunningham

completely out of line with the conclu- |

sions on the same subject reached in
surveys made by well-established re-
search authorities.

One can only conclude that the ques-
tion was asked in such a way that the
respondents immediately thought of
advertising that was objectionable to
them and extended their irritation
across the whole broad field of adver-
tising.

It is to be hoped that the reorgan-
ized Advertising Research Foundation
under Edgar Kobak may successfully
evaluate this kind of research.

Joun P. CunniNchaMm
Executive v.p.

Cunningham & Walsh, N.Y.C.
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Unfortunately, | |

HERE'S ANOTHER
WDSU “EXTRA” PROMOTING
ITS PROGRAMS EVERY DAY...

' DAY'HME SHOW
| 10:45 AM.| WEEK DAYS
|
|

Yes . . . spectacular is the word for this

newest WDSU promotion “extra”. Each

day over 100,000 New Orleanians pass E
this gigantic, illuminated eye-stopper

located at one of the city’s busiest

intersections. And to add further effective-
ness to its impact . . . a new WDSU show

is featured every month, giving a

continuously changing panorama to viewers.
This is further proof that at WDSU,

promotion is a year ‘round job.

® Write, Wire

TV
or Phone Your
JOHN BLAIR Man! w

£ :
NEW QRL;AN '




U complete
coverage

BECAUSE

ATS; POWER IS
/NOW A FULL
190 ,000 WATTS

‘Now ms MOST POWERFUL TV
STATION IN NEW YORK STATE

HIGHEST TOWER IN CENTRAL
] NEW YORK sTATE

L N2
REACHES 26 COUNTIES IN THE
HEART OF NEW YORK STATE

@ SEE YOUR NEAREST
KATZ AGENCY

"WHEN

TELEVISION
SYRACUSE

CBS + ABC * DUMONT
A MEREDITH STATION
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agency profile S. James Andrews

Radio-TVY direcior,
Maxon, Inc.

\ lot of people have benefited from accidents. but Jim Andrews,
radio-TV director of Maxon. Irc., has heen especially fortunate in
this respect.

Item: He got an early start toward a cosmopolitan viewpoint hy
being born prematurely in New York City while his parents were
en route from Virginia to Michigan.

{tem : Much later in life he got back in the ageucy field because
he bumped into a friend who. knowing of his reputation as a writer
for the Saturday Evening Post and Liberty. tipped hini off to the
fact that Fuller, Smith & Ross were looking for a short story writer
1o do the tale-type ads for Statler Hotels. His 12 vears in the agency
line didn’t seem as inportant as his ability to write short stories. Fred
Wakeman, a yvoung assistant he hired, later wrote The Hucksters!

Item: Still later. when Westinghouse wanted to go into radio
advertising he seemed to be the only one around FS&R with radio
experience. Since then Jim has been solidly entrenched in the radio-
TV aspects of agency operation.

Indicative of Jim’s thinking on the subject of radio vs. TV is the
fact that Maxon’s top air users have not neglected one medium for
the other. Gillette uses both media for its boxing bouts. ditto Hot-
point on O:zzie & llarriet, and Snow Crop on Arthur Godfrey’s
morning prograni.

In Jim’s own words, "It just doesn’t make sense for an adver-
tiser with truly national distribution to coneentrate his budget too
heavily in TV. Using the most optimistic figures. television reception
is within reach of 00°¢ of the country’s population. Within this
area an average of 72°¢ of the families own TV =ets. Thus. with
2 rating of 100 it is still only possible to reach about 5040 of the
total population. You can’t afford to ignore the other half: that’s
where radio comes in to supplement TV coverage in non-TV
markels and reinforce it in TV areas.”

Beside his commercial viewpoint on radio. Jim has a definite
sentintental attachment to the medium: lle celebrated his 30th vear
in radio last vear. starting a~ a college dance band leader over the
Detroit Free Press station tn 1922, Lut now he's definitely a New
Yorker. Not only does he live within a five-minute walk of his
office but his son was born talzo prematurely) in the same New
York hospittal in which Jim was delivered. * kK
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NOW IN USE

Seventeen thausand, five hundred
square feet of praductian space de-
signed ta assure artistic and mechani-

cal perfection

SINCE NOMEMBER 1952
KDUB-TV, first TV station on the air
in West Texas, has been telecasting
an channel 13. Here are 317,700
potential custamers with the third
highest per capita income in the na-

tian!

Kipia-q

A 1
| P 31

EFFECTIVE POWER
35,000 WATTS VISUAL
17,500 WATTS AURAL

affiliates:

Natianal Representative AVERY-KNODEL,INC.

W. D. “DUB"” ROGERS — President
MIKE SHAPIRO — Commercial Mgr.
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45th Street

WSPD-TY
and the

UNIVERSITY
OF TOLEDO

Present

T. U. TELESTUDY

“HISTORY OF OHIO”
“MODERN HOMEMAKING”

“A CHILD AND
HIS WORLD”

“ARTS AND
APPRECIATION”

On October 15, 1952 Station
WSPD-TV, Toledo, Ohio,
began broadcasting daily TV
courses — one Monday,
Wednesday and Friday on the
history of Ohio, the other
Tuesday and Thursday on
homemaking. The programs,
part of Toledo University’s
adult education program, were
developed by WSPD-TV
executives with Murray W.
Stahl, university TV and
radio coordinator.

The first course, taught by
Dr. Randolph C. Downes, an
authority on Ohio history,
was considered appropriate
because of the 1953 Sesquicen-
tennial of Ohio statehood. The
homemaking course, taught by
four university home econom-
ics instructors, covered topics
as diverse as table setting,




“Public” m Public Service

home-furnishing, kitchen planning, textiles,
clothing selection and care, and budgeting,
Assignments were received and returned by
mail. Students taking the course for credit
received textbooks and study guides and took
final examinations at the university. TV time,
of course, was provided by WSPD-TV at no cost.

Response from the community was so enthu-
siastic that two more courses were selected for
Spring, and commenced February 2, 1953.
Dr. Ada Dawson Stephens, T.U. associate pro-
fessor of education and an outstanding child
care authority, teaches Monday, Wednesday
and Friday, and Mrs. Alvin Bippus, instructor
at the Toledo Museum of Art, leads the Tuesday
and Thursday course. Course materials for the

STORER BROADCASTING COMPANY

WSPD-TV  — WIBK-TV  —— WAGA-TV — KEYL-TV
Taleda, Ohia Detrait, Mich. Atlanta, Ga. San Antania, Texas

WMMN s WSPD —— WIBK — WAGA = WWVA —= WGBS =  WSAl
Fairmont, W. Ya. Toledo, Ohio Detrait, Mich. Atlanta, Ga. Wheeling, W. Ya. Miami, Fla. Cincinnati, Ohio

TOM HARKER, V.P., Notionol Soles Director

NATIONAL SALES HEADQUARTERS:
488 Madison Ave., New York 22, Eldorodo 57690 * 230 N. Michigon Ave., Chicago 1, FRonklin 2-6498

latter include slides from a 14,000 piece collec-
tion. Painting, sculpture, glass, architecture,
ceramics and graphics are covered in this
course, called “Arts and Appreciation.”

In addition to Toledo, the spring courses have
brought responses from 55 surrounding Ohio
communities and 6 communities in Michigan.
Further information on these public service
programs may be obtained from Station
WSPD-TV.

Programs like these are typical of the public
service philosophy of every one of the seven
radio and four television stations of the Storer
Broadcasting Company. For 26 years this
policy has built a bond between station and
listener. Storer stations serve the ‘“public.”




KEYT and KPRC ereet new TV plants in California, Texas

Shown below are architectural
sketches of two of the country’s new-
est TV studios. On the left is the studio

designed by Pereira and Luckman for
KEYT, Santa Barbara, Cal. The out-

Santa Barbara, Cal. and Houston, Tex. television

standing feature of the building is the
hexagonal-shaped studio which the de-
signers claim provides the station with
more working space than is offered in
the usual rectangular-shaped studio.
A large outdoor area immediately ad-

KDAL designs continunity
sheets as selling tools

Odin Ramsland. station commercial
manager of Duluth’s CBS Radio out-
let. KDAL, has long heen aware that
continuity sheets used by radio sta-
tions reach many important prospects
and customers. lle realized. too. that
these standardized forms lacked the
showmanship an advertiser expects

from a radio station.

To overcome this monotony he had
the I. F. I. Advertising Agency in Du-
luth design a series of four-color con-
tinuity sheets. cach one showing vari-
of radio listening — the
farmer while milking the cow: the
housewife working:
the teen-ager in her room: the motor-
ist while driving. Some of the pages

ous types

listening  while

have as many as 25 small illustrations.
cach showing aspects of in-iome and
out-of-home listening.

told “Stations
have to do a real selling job to keep
advertisers aware of radio’s impact
and by changing our sheels every three
momnths
i hievine that goal.”

Ramsland SPPONSOR.

we'lll o a long way toward

* h K
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jacent provides ample space for han-
dling special events such as the Santa
Barbara Fiesta and other shows.

On the right is the new 40,000-
studio  of

square-foot KPRC and

studios present wide-open-spaces appearance

KPRC-TV, Houston. Planned to house
150 operating personnel, the building
contains three TV studios, four radio
studios, office space. and a company-

owned cafeteria. Formal opening was
held 29 March. * ok ok

KGNC-TV signs record con-
tract with supermarlket

One of the largest single contracts
in the history of Amarillo advertising
(872.000-plus) was signed recently.
Shown at the signing are. from left to
right: Monte Rosenwald. Southwest
Advertisers. an Amarillo agency: Key
Furr. owner of the Furr Food Super

Supermerketer buys radio time in big chunks

Market chain of 29 stores: and Bill
Clarke. sales manager of KGNC-TV.
Contrart covers five 10-minnte news-
N, three 15-minute musical
half-hour  Saturday  niglt
barn dance and two 30-minute syndi-

cated dramatic film shows a week.
* K %

rhows. a

FM station in Indiana
baws out in style

When WFAM-FM, Lafayette, Ind.,
went off the air at 9:00 p.n., 31
March, it did so in a manner that local
citizens won’t soon forget. It was an-
nounced as the first “Formal FM radio
wake in America,” and the Mayors of
Lafayette and West Lafayette presided
over the mourning services which were
broadcast over WFAM-FM and WA-
SK-AM.

The station’s staff, appropriately at-
tired in long black coats and wearing
mourning arm bands, walked beside
a dilapidated hearse containing the de-
ceased station’s amplifier tube.

Bright spot of the affair was the fact
that the FM outlet was bowing out to
make way for WFAM-TV, soon to go
on the air on Channel 59. * ok ok

INS offers facsimile news
and pics on one circuit

A completely new service for TV
stations, in which hoth news and pho-
tos are transmitted on a single fac-
simile circuit in a form ready for in-
stant use, was announced by Seymour
Berkson, General manager of INS.

The same machine that delivers a
news bulletin will deliver, a few min-
utes later, a picture to “back it up.”
Designed specifically for TV use, the
copy needs no developing or process-
ing at the receiving end. News. spe-
cially rewritten for voicing by the local
newscaster, is supplied by Internation-
al News Service.

Besides  photos, and film
International News Facshnile
will carry charts, diagrams, weather
maps and a great variety of other
visual material for television use, with
background photo material related di-
rectly to all major news breaks.

First client to get the service was
WBAL-TV which =started use on 26
March. About a dozen stations were
expected to be signed up by the time
this item appears in print, the number
depending upon the availability of
telephone eircuits and equipment avail-
ability. * ok K

news
scripts,

WOR consumer panel
tests 15 produets

Tying iu for the first time with the
WcCanns at Home {ood show. the 250-
women consumer testing panel met re-
cently to examine and test products or
advertising abont them. This was the
seventll meeting of =uch a panel which,

SPONSOR




in the past. has furnished valuable in-
formation to agencies and manufac-
turers who have supplied samples of
the items to be tested to WOR.
Among those products used in the
latest test were: Breath-O-Pine Mouth-
wash, My-T-Fine, Softset, Old Dutch
Cleanser, Del-Rich Margarine, Revlon,
Copperglow, Listerine, Sterling Salt,
Canada Dry, Barton’s Candy, Dannon
Yogurt, Spur, Holiday Macaroon Mix,
and Lotus Brand Tuna. * ok K

Briefly . . .

Denverites will find out about the
virtues of Realock Fence on Wednes-
day and Friday nights, along with the
weather forecasts on KBTV, as a re-

Fencemaker signs up for newscasts on KBTY

sult of a contract signed by that sta-
tion with the Colorado Fuel & Iron Co.
The happy people in the picture above
are, left to right: Joseph Herold, sta-
tion manager; Jerry Sabin, director of
advertising of CF&I; Bob Brown,
salesman; and Jerry Lee, commercial
manager.

* * *

Another department store joining
the march to air media is Fedway in
Wichita Falls, Texas. This store just
signed a contract with KTRN to spon-
sor Mutual’s Game of the Day through-
out the baseball season. Fedway
worked out a co-op deal with General
Electric, will use the baseball sponsor-
ship to sell GE TV sets in this new
TV area.

¥* * *

A handsome brochure has been dis-
tributed by WJBK-TV showing the
wide scope of public-service activities
of the station, particularly in the use
of the station’s photographer. Station
helped dozens of civic and public or-
ganizations reach their financial goals
by making and showing documentary
film shorts. All costs were borne by
the station whether the goal was fund-
raising or merely educational as in
civil defense, getting out the vote, or
cutting down on traflic accidents.

20 APRIL 1953

AFrLIATE DumonT TeLEVIsSION NETWORK

Anotller Coveted ;’-\ward to

BALTIMORE
/ CHANNEL

In 1930: The Peabody Citation
for the"Johns Hopkins Science

Review”. . . and now the 1952

J//%/}// A Y74
T

To WAAM's Distinguisllccl Staff Commentator
GERALD W. JOHNSON

Question: Does the fact that WAAM is the only
Baltimore television station that has been honored
with two major awards mean anything in particu-
lar to advertisers and advertising agencies?

We think 1t does.

The same alert, talented staff that collaborated
in producing #two award-winning programs stands
ready to televise your live program in America’s
sixth city.

Don’t underestimate the big difference this can
make 1n Results.

The WAAM staff knows how to stage your
commercial for maximum effect. And they're
always willing and eager to pitch in if you say so.

Drop your Baltimore television problem in our
laps and sce how successfully we work itout for you.
Maryland’s Most Honored Television Station
W B 5 @ /! Baltimore 13

Channel

Represented Nationally by

HaRRINGTON, RIGHTER & Parsons, INc.—NEew York—Cuicaco—San Francisco

AMERICAN BroOADCASTING COMPANY
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NABISCO

(Conitnued from page 33)

Omaha. and 13V Your Show of Shows
and Your lit Parade in Portland.
The ageney is able to get valid cost-
per-1.000 fizures on it~ announcements
since its widespread TV buying allows
to ure Nielsen figures. A Nielsen
rating for a single. average market
would not be meaningful statistieally
hut a combination of spot ratings in
more than 65 TV markets is project-
able to the entire population. Nabisco
knows tthough it will not reveal exaet
figure~) that it is not only reaching a
vast national audience but is doing so
with economy. Tt fecls this economy

s especially necessary with advertis-
ng to produce impulse buyving.
Nabisco also keeps TV spot costs
down with 52-week buys. However, it
reviews and analyzes its eostssgvery 60
days. Announcements are continually
shifted and, if need be, the agency will
use its two-weck cancellation rights.
In addition to this §1 million spot
campaign. Nabisco also has special
spot TV budgets for Shredded Wheat
and its Milk Bone dog biscuit.
Nabisco’s emphasis on spot is al-
most self-explanatory considering the
variety of its products. With spot, the
company is able to push certain prod-
ucts in certain markets, Network shows
make this kind of selling more diffi-

WEEL o CO.

\,\'-i";l’s Put Your Bucks
K [

MORE LISTENERS — MORE HOURS
THAN ANY OTHER STATION IN TOPEKA

Housewife . . . businessman . . . young and old—
WREN attracts them all thru topflight program-
ming. Put your dollars in this rich Eastern Kansas
market. Join the many national advertisers turning
to WREN, the station that has more listeners, more
hours than any other station in Topeka

recognized survey mzde in the last several years.

on

by every

ABC—5000 WATTS
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cult, especially—as is the case with
Godfrey—when the network show per-

sonality does the selling himself.

Yet Godfrey has been selling Nabis-
co products for five vears on his morn-
ing show and the company has no
intention of trading hiin for spot
money. How does Nabisco know that
Godlrey is doing a good job for them?
Simple. It inserts commercials on its
seldom- or never-advertised produets
and then sits back and waits for sales
results. Evidence of the results is Na-
bisco’s renewal of the program every
vear. Nabisco hasn’t added the TV
portion of Godfrey’s morninz show be-
cau-e it can't afford the added outlay.

Gaodfrey and spot TV arc reinforeed
by spot radio buys which, ahhough im-
portant strategically, are minor in terms
of dollar:. Nabisco uses spot radio in
problem areas. mostly in metropolitan
markets like Philadelphia, Cincinnati,
Minueapoliz, Denver. Most of the spot
buys are announcements but programs
are occasionallv hought. In Chicago,
for example. Nabisco sponsors The
Cliff Johnson Family. a morning show
in a warm-hearted mood about family
life. Radio announcements for Milk
Bone are placed in Texas. New Eng-
land. Ohio. and Michigen. There is
also a spot radio budget for Nabisco’s
18 scattered Fread bakeries.

Nabisco’s adrertising set-up

Nabisco’s  multifarious  advertising
activities are controlled by George
Oliva, the company’s director of ad-
vertising. At the agency level. policy is
coordinated by two co-equal group
heads, William H. Conine and Farish
A. Jenkin:z. They work closely enough
together so that if one is out of town
the other can fill his shoes,

Two account executives work under
each group head. Under Jenkins are
\rthur Esslinger. a merchandising spe-
cialist who handles Nabisco Shredded
Wheat and 100°¢ Bran. and Edward
Van o, who handles NBC Bread
and Milk Bone. Under Conine are
Jack McClean, who s coneerned with
Nabirco's sweet goods, graham crack-
ers. poteto chips. Triangle Thins and
Wheat Thins, and William Harrison,
whos» province is Premium Crackers.
Ritz. Uneeda Biscuit ( Nabisco’s great
brand during the carly davs of the
bu-iness but now popular only in cer-
tain regions). Roval Lunceh. Sky Flake
Wafers. arrison al:o handles export
advertizing and special markets.

SPONSOR
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Don’t send a boy to do a MAN’'S work

There is tremendous opportunity in the booming Southland. If you
are interested it warrants the strongest advertising support you can
obtain. WSB and WSB-TV are the most powerful media serving
this region. In every survey ever made in Atlanta by any

recognized authority these stations have been dominant FIRSTS.

wsb | wsb-tv

The Voice of the South World's tallest TV tower

Affiliated with The Atlanta Journal and Canstitutian. Represented by Edw. Petry & Co,, Inc.
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what’'s hot in the daytime?
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A show that wins customers for the lowest cost in network television

—less than a dollar a thousand!

[t’s made for all kinds of budgets and sales calendars:

[t can be bought in any number of five-minute segments for only $355 each, plus time

...a single insertion for a special holiday promotion—

or a seasonal or year round campaign.

[t’s on Monday through Saturday...11 to 11:30 between “Arthur Godfrey Time” and “Strike It Rich.”
[ts rating is almost half as high again as the next best “magazine-insertion” show.

It’s the hottest buy today in all advertising.

It’s called “There’s One In Every Family.” It’s on @BS T]E LEX\VI[ SI[ @ l\]




DO YOU...

s Want to sell

your station?

OR

m Desire to
sell part interest
and turn over
management to
a respected,
experienced

executive?

HEN. maybe we can get
together, 1 wounld like to
settle permanently in a
desirable market  with  sta-
tion growth potential. My
management background s
excellent and my <ales manage-
ment records are outslanding.
My ageney and advertiser
contact~ are extensive, my
knowledge  of network  and
representitive operations is
good. A discussion at our mu-
twal convenience might be
profitable. Would appreciate
as many details as possible in
first letter and 1 will 1espect

vour confidence completely,

Write Box 27
SPONSOR

510 Madison Ave.,
New York 22
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The question. “How does one prop-
erly  divide advertising among 200
crackers. biscuits, and other products?”
i answered at Nabisco's New York
ity waterfront  offices  as follows:
“Concentrate on a few and let them
help carry the load for the others.”

The logic of this i not onhv a matter
of avoiding getting halled up in ad
~chedules for 200 products but in hard
sales figures. The blunt fact is that
some of Nabisco’s products sell very
well while some don’t sell well at all.
As a result. the product pruning proc-
¢s> at Nabisco has heen a constant
feature of its history. During its carly
davs. Nabisco was selling 500 prod-
ucts. Today, with a hne of 200, which
is constantly being revalued tas well
as added to). Nabisco’s executives
have chosen about 20 for consistent
advertising support.

Budget allocatiou

Number One in Nabisco's hne is
Premium Crackers. especially the sal-
tines which outscll the unsalted variety
hv far. What that signifies about
America’s  taste Nabisco  leaves to
others to figure out. Premium Crack-
ers. incidentalhy. are sold under the
name Snow Flake on the West Coast.

Number Two is Ritz Crackers. It is
no secret that Ritz was not the first
spraved butter eracker on the market.
but within a short time after it came
out in the 30% it had passed its com-
petitors and put itself in a position of
teadership which has never been chal-
lenged. Ritz is one of Nabisco™s most
stunning SuCcesses.

At the other end of the scale are
brands that are not only small sellers
but are confined to certain regions.
For some reason the Nabisco people
have never been able to fathom. a
large cracker by the name of Ken-
nedy '~ Commons is a consistent seller
along the New England coast. Uneeda
discuit is popular in the Northeast and
West Coast but moves slowly in the
Middle West.

These local loyalties put a kind of
reverse twist on the baste stralegy of
selling  Nabizeo's crackers. Nabiseo
scchs 1o move minor brands on the
strength of its top products. an idea
whicl works particolarly well in super-
markels. The housewife goes 1o the
supermarkel shelf to piek up. say.
Premium Crackers. While she does so
her eve may alight on Nabiseo’s Waflle
Creams and she will put a package of
the latier in her shopping cart. too,

This is a most likely course of action
since. Waflle Creams are packed in
cellophane and the product itself is
visually attractive.

Now. in the case of such regional
favorites ax Kennedy's Commons. it
is more than bLkely that buving re-
flexes work the other way around. The
Down East housewife goes straight as
an arrow to her particular favorite
and may pick up. in addition, an ad-
jacent Nabisco product which is a
national best seller.

Nabisco’s new products

Thus. Nabisco’s variegated product
lineup works for it something like a
svmphony orchestra. The string in-
struments do the bulk of the work but
the effect of the score is incomplete
without other piw'cs.

Moreover. Nabisco’s line 1s never
static.  New varieties are constantly
heing tested. Nabizeo knows the con-
sumer is a tricky animal when it comes
to taste.

Last vear Nabisco brought out choc-
olate chip pecan cookies in a foil-
wrapped  package.  cocoanut  bars—
snack =ize. and Nabisco Shredded
Wheat in a new, smaller six-biscuit
package.

The introduction of a new varietv is
a long. imolved process. In the ease
of cocoanut bars. the chain of develop-
ment started with the sales departiment
which sensed a market for some kind
of cocoanut product. The next step
was to test recipes and sizes. This was
done in the experimental  bakery.
whicli worked on the problem by fol-
lowing four rules: (1) the price should
be low enough for mass sales, (2) the
product should have a long shelf-life.
(3) it should be rugged enough to
withstand breakage during  packing
and shipping. 1) the product <hould
be something which can be served at
a varietv of times and places.

The final recipe was chosen from
among six. and the size was the result
of cutting one of the test cookies in
half. The choice followed its distri-
bution among a test panel.

Then the following things happened:
The engineering department designed
the die to cut the dough. the ad depart-
ment supervised the package design,
the purchasing department set up the
schedule for delivery of ingredients
it Nabisco makes it= own flour) and
packages  (Nahisco makes its own
paperboard and prints its own pack-
ages). the laboratory tested the ingre-

SPONSOR
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Nationally Represented by
EDWARD PETRY & CO.
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Romper

Brings your message into the home

Romper Room is a fascinating program for the pre-school
small fry and their mothers. Every weekday from 9:00 to 10:00
a.m. thousands of children literally force mothers to “turn on
Romper Room”! Jean Moseley, Romper Room’s attractive hostess,
and idol of all pre-schoolers, has a wonderful way of working
your selling message into the program’s material—thus insuring

full sales impact.

WL

TELEVISION BALTIMORE * NBC IN MARYLAND
85




dients. the trathe department arranged
<hipping schedules for the  fini-hed
product. the lecal  department
proved the name and the listing of in-

alesmen set

ap-

aredients on the packag
arranged for sample

up displays and
‘ h<h it off. the home

Orc r atl
cconomics people sent out press re-
leases and photos of cocoanut bars to
ood cditor

By 1 July 19320 the new produet
wa~ nationally distributed. about a
vear after the idea was first mentioned.

o [ the products get more air
support than others. For example. 55-

60 of the budget for Premium
crachers s allocated to radio and TV,
while the percentage figure for Ritz is
about one-third. which is similar to
Nabisco's over-all media allocation, A
large slice of Ritz ad money goes to
magazine-. which are credited with
having a lot to do with its success.
Generally. Nabisco allots about 2-
3% of sales for the advertising of
crackers. In the case of cereals. the
perecentage of sales going to advertis-
ing is higher. One big reason for this
i= the need for strong. persistent mer-
chandising of cereals. From 1919 1o

DONT BE
ABOUT

ROCHESTER

)

&

N
X

IN ROCHESTER 432 weekly quarter hour periods are
Pulse surveyed and rated. Here's the latest score,—

STATION

WHEC B
FIRSTS. . . .. 254....147. ...
TIES....... 7.... 5....

STATION STATION STATION

STATION | STATION

C D E F
22..... 2..... 0..]1..0
T.o.... T..... 0..1..0

Station on
‘til sunset only

WHEC carries ALL of the ‘‘top ten’’ daytime shows!

WHEC carries NINE of the ‘‘top ten’’ evening shows!

LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: —

(,D/Wedlf’/z
NEW YORK
5,000 WATTS

Reprossatetives; EVERETT- McKINMEY, Inc. Mew York, Chicoge, LEE F. O'COMNMELL CO., Lor Angeley, Sen Francisco

1951 Nabi~co sponsored Straight Ar-
row for Shredded Wheat on MBS
three times a weck. Aired on more
than 100 stations. the show probably
Nabizco well over 3300.000 a
year. Nabisco went in heavily for pre-
mium~ on the show. A West Coast
contest to find a name for Straight
Arrow’s horse pulled 10,000 entries
and boxtops.

cost

Nationwide. an Indian
head-band premium hrought in 500,-
000 requests and box tops.

Nabisco started with the show on
Don Lee. bhrought it to the national
network early in 1919, By the fall, it
was radio’s top-rated kid show with a
Nielsen of 7.5 in October. TV began
cutting into its metropolitan audiences,
however, and Nabisco also felt after
a while it wanted to make more of a
play for adults. (Nabisco went after
adults with Straight Arrow to a Limit-
ed extent by presenting the show once
a week at 8 pan. Its two other stanzas
were at 5 pau.)

After dropping Straight Arrow, Na-
bisco took Shredded Wheat. along
with some sweet goods products, over
to television. For the 1951.°52 season
Nabisco bought Kukla. Fran and Ollie
on NBC.

Brand adrertising

However, while Nabisco was satis.
fied with the show, some fresh think-
ing was going on about air strategy.
Nabisco had gone in for more market-
ing research after World War 11 and
discovered that consumers often bought
such products as Fig Newtons and
Oreos without knowing they were Na-
bisco products. Nabisco realized that
if their ideas about strong brands
carrving the weak were to work. better
identification of i's entire line was
needed.  Hence, the redesign of the
packages and the spot TV eampaign
to spark impulse buying.

In contrast with most of its TV an-

nouncements, the Shredded Wheat
video amnouncements are a  minute
long.  Recently promoted to the kids

wax a Nabisco Shredded Wheat pack-
age with all the accoutrements neces.
sary for a ““TV show.” The package
itself contained a TV “screen” and in-
side were finger puppets. props. a
The
promotion went over verv well and the
ageney is working on two others for
its Shredded Wheat this year. TV an-
nouncements spotted aromnd kid shows
are used to push such promotions.
Godfrey, naturallv. also gets the
merchandising treatment. e is used

seript. and even  commercials.

SPONSOR
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HAYDN R. EVANS, Gen.
Rep WEED & CO.

Mgr.
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EAST, SOUTHEAST
WBZ-\WVBZA

WGR
KY\W
KDKA
WEBL

WCSC
WIST
WIS

WGH
WPTF
WDB]J

MIDWEST, SOUTHWEST

WHO
WOC
WDSM
WDAY

WOWO

WIRE

KMBC-KFRM

WAVE
WTCN
KFADB
WMBD
KSD

KFDM
KRIS
WBAP
KXYZ
KTSA

MOUNTAIN AND WEST

KDSH
KVOD

KGMB-KHBC

KEX
KIRO

PEYHYeVHYe

2

Boston-Springfield
Buffalo
Philadelphia
Pittsburgh

Syracuse

Charleston, S. C.
Charlotte

Columbia, S. C.
Norfolk-Newport News
Raleigh-Durham
Roanoke

Des Moines
Davenport
Duluth-Superior
Fargo

Fort Wayne
Indianapolis
Kansas City
Louisville
Minneapolis-St. Paul
Omaha

Pcoria

St. Louis

Beaumont
Corpus Christi
Ft. Worth-Dallas
Houston

San Antonio

Boise

Denver
Honolulu-Hilo
Portland, Ore.
Seattle

NBC
CBS
NBC
NBC
CBS

CBS
MBS
NBC
ABC
NBC
CBS

NBC
NBC
ABC
NBC
NBC
NBC
CBS

NBC
ABC
CBS

CBS

NBC

ABC
NBC

NBC-ABC

ABC
CBS

CBS
ABC
CBS
ABC
CBS

50,000
5,000
50,000
50,000
5,000

5,000
5,000
5,000
5,000
50,000
5,000

50,000
5,000
5,000
5,000

10,000
5,000
5,000
5,000
5,000

50,000
5,000
5,000

5,000
1,000
50,000
5,000
5,000

5,000
5,000
5,000
50,000
50,000

%
;
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°3
v3
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1T RADIO

by JONES SCOVERN

V. P. and Eastern Sales Manager

=

| “Choice of Markets—
One or Many”

List your best markets and you'll find that they’re “all e
over the map” — geographically, population-wise, or by

any other standard you choose.

CHOICE OF MARKETS

Ditto on your reasonably good markets — and your poor

| ones.

CHOICE OF STATIONS

Different manufacturers have differing strategies for

building “more sales this year”. Some choose to put on CHOICE OF TIME

stcam where the going’s rough. Others, where there’s

| alread d tum. Whatev ry. 1
alrea y gOO momentum atever )/()IH‘ strate‘g,y, it CHOICE OF PROGRAI\/IS

points straight to the use of Spot Radio.

. “National Spot” has many basic advantages, but the CHOICE OF AUDIENCES

bility as to WHERE you advertise. With National Spot

you spend your money only in the market or markets you

t logical first is that it gives you complete and utter flexi-
| CHOICE OF BUDGETS

want. Spot Radio is beamed radio, as contrasted with

CHOICE OF MERCHANDISING

‘ umbrella radio.

| The best stations for Spot Radio are listed on the left.

REE & P CTERS
INC.

Pioneer Station Representatz'ves Sznce 1932

| NEW YORK CHICAGO ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO




on 2 -<heel posters 1one of Nabisco's
tavorite media b i grocery ~tore pro-
motions, and <ometimes eniire drives
are built around him.  Point-ol-sale
picces for food outlets include  five-
foot cutouts of Godlies ina blue <erge
<uit. one of which was <hot at by a
New Fngland watchman who mistook
the cardboard Godfrev for a burglar.

Godfiev merchandising is. of course,
a potent weapon for salesmen. as is
Nabiseo™s network amd <pot schedule.
Olna. the Nabisco ad director. <ay~
<alesmen are heen about the TV an-
nouncements and are currenthy carry-
ing around a full-color merchandising
poster which includes the voster of
products mentioned on the air as well
as information about print media in-
sertions. With Nabisco’s name and ad-
vertizing to back them up. salesmen do
not make deals for shelf space.

(For other spoNsor artieles on Na-
hisco <ee: “Nabizco: master merchan-
diser. 19 December 19990 p. 2.4 “Task
foree for Milk-Bone™ 31 July 1950,
P 23

Nabisco’s history divides very neat-
Iy into three parts. since the two
changes in 1egime following the com-
pamy '~ founding coincided with this
century '~ two world wars.

THE NO.

Nabisco was put together i 1898
by Wiliam 1. Moore, who had a hand
in a number of big business combina-
tions. among them U, 3. Steel. The
new cracker company was a consolida-
tion of thiee ('mnpanies which were,
in turn. consolidations themselves. The
National Bi:euit Co. dominated  the
busines~ fromt the heginning,

Moore. however. never ran it. This
job was taken over from the beginning
by Adolphus W, Green. who became
chaitman of the board at the outset
and took over the presideney in 1905,
It was Green who put out the fiist
packaged cracker. The <tory 1 ehind
its name goes like this:

Green had suggested a number of
names to his agenev. No W Aver. The
ageney didn’t think much of them and
drew up its own list of names. Thev
included Hava Cracker. Usa Cracker.
Taka Cracker. Uneeda Cracker. Green
chose the latter and changed  the
“cracker” o Tbizeuit.”

Rov E. Tomlinson took over in 1917
and wax at the helm during the lush
20x and tough “30s<. He began the
gigantic modernization program which
is still going on. In 1945 George 1.
Coppers. the current president. took
over the reins. and Tomlinson became

BUFFALO

STATION

IN RICH NEW YORK STATE’S
SECOND LARGEST MARKET

NBC BASIC IN BUFFALO

Get the full story from HENRY 1. CHRISTAL—New York- Chicago-San Francisco

BUFFALO EVENING NEWS STATION

90

chaivman ot the board. which he
still s at this time.

Coppers came to Nabisco in 1920,
wa= made general counsel in 1938, He
follows the tradition that Nabisco's
executive chiefs are lawvers, not bak-
er~. but Coppers is no respecter of
tradition otherwise. The money spent
on mechanizing Nabisco’s baking proe-
exxes has reached $90 million in six
vears and the job «till i=nt finished.

Nabisco expects to improve its com-
petitive position as well as increase
its profits through the modernization
progrant. It has cut out quite a job
for itself for share-of-business changes
come slowly in the eracker husiness. A
~hift in five percentage points is a big
one and. so far as is known by out-
stders, nothing like that has occurred
in the past 25 vears.

Nabisco’s big competitors are, Sun-
shine, Untted. and Carr-Consolidated.
which with Nabisco. are bhelieved to
have about 80 of the total cookie
and e¢racker business in this country.
There are also about 150 regional and
local bakerics. not to mention the

bakery store around the corner.
*x * K

NARTB

(Continued from page 30)

Defense Departinent officials. Purpose
of these meetings was to dispel myths
Following
these. the Defense Department pre-
sented its own case hefore Congress.
and the budget for the 1952’53 fiscal
vear contained no such  restriction.
The reeruitment advertising, in terms
of dollars to be expended, was negligi-
bie: but the NARTB undertook the
battle prineipally to oppose diserimina-
tory practices against advertising.

£ NARTB ~raff personnel is at the dis-
posal of such administrative agencies
as the Ticasury Department, Federal
Trade Comnnssion. and Department
of Delense, and can he called upon by
the White House for consultation on
advertising and it~ attendant problems.
In these conferences the association

concerning  advertising.

strives to combat diseriminatory Fed-
eral law through the process of edu-
cating govermment reps on the effee-
tiveness and necessity of advertising.

5. The association also works closely
with the 38 state broadeasters’ associ-
ations which are concerned with local
and state legislation involving adver-
tising. ‘The facilities of virtually everv

SPONSOR



"COST TOO MUCH”, they said...until

.

( -
& % P i S
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WLS GETS RESULTS

L

AUTOMOTIVE
SUPPLY INDUSTRY
By

eople started

asking for them!

A certain manufacturer makes a tractor brake requiring
original factory installation on new tractors. It can

not be used for replacement.

This brake is exceptionally high quality...and has

an unusual safety factor...but is somewhat more costly,
so most tractor manufacturers hesitated to use it.

Their costs had already sky-rocketed ...and they didn't
think farmers would pay more for tractors with

these better brakes. As a result, these brakes

were available on only twenty-three 1950 models.

An intensive advertising campaign on WLS “sold” the
idea and advantages of these better brakes to

farmers . . . and the demand thus created readily convinced
leading tractor manufacturers. As a result, these brakes
are offered on fifty-four 1953 models . ..

and the brake manufacturer had over $5,000,000 in orders.

If you have a product or service of merit...you'll find
the vast WLS audience equally receptive and
responsive to sound reason and sincere appeal.

Better sce your John Blair man or contact us today...
and add yours to the growing list of success stories

being developed for WLS advertisers the nation over.

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY.




New England’s

| fastest
growin
"/ area.

Eastern Conn...
Served best

by its largest city
*NORWICH thru

Some of Eastern
Connecticut’s big
installations include

DOW CHEMICAL

(Six miles from Norwich)

ELECTRIC BOAT CO.

(Submarines)

SUB BASE, GROTON
(Ten miles, nearly
| 15,000 people)

[ PHIZER CHEMICAL
| AMERICAN SCREW CO.
U. S. FINISHING CoO.

AMERICAN THERMOS CO.
and hundreds more.

Here isthe #1 Hooper station
with the best locol Music
N and News

programming

and NOW one LOW RATE
6:00 AM-10:15 PM

Force of TR")
€attern /
Conn,

contact John Deme, Mgr.
*Norwich 37,633
New london 30,367
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department of the NARTB are con-
tinually utilized in working with these
groups,

6. It 1= an important economic faet
that some 427 of the approximatels
four million separate and individuoal
business units in the United States are
engaged in the retailing trade.  Ac-
cordingly.  the NARTB  constantly
urges more complete  understanding
and closer cooperation among  adver-
ticing. retailing. and the mass-commu-
nications media — for it strongly be-
licves that only through joint effort
can  the  separate  entities
economically.

progress

7. Econonmy of operation 1= a major
factor in such cooperation. Program-
ing costs. avoidance of disruptive labor
praetices. and development of compe-
tent station personnel are matters of
genuine eoncern to all advertisers who
use radio and televizion. The NARTB
works continually to aid in the de-
velopment of sound labor-management
relations and greater efliciency in sta-
tion operation.  The results. unseen
though they mav be on the surface,
directly benefit advertisers.

8. The NARTE spends a vast amount
of time working closely with organiza-
tions representing the advertising in-
dustry directly.  Liaison. for purposes
of improving the quality and expand-
ing the scope of advertizing. is main-
tained with such groups as AAAN.
ANACAFAD ANPACMP AL and others.
The association also participates fully
in the activities of the Advertising
Council and with the various district
and local boards of the Better Busi-
ness Bureau.

9. Through the facilities of its research
department and library the association
services innumerable requests on the
subject of advertizing from AM, FM.
and TV broadeasters. ad agencies and
advertisers. schools amd colleges, and
the general publie. Subseribers to the
NARTB  Television  Code  frequently
consult staff members concerning ad-
vertising  problems arising from ad-
herenee to the Code.

10. In the arca of public relations<. top-
level NARTE officials make numerous
public appearances in behalf of ad-
vertising,  These appearances  range
from talks before civieo professional.
educational. and religious groups to
participate in broadeast forum and dis-
cussion programs via radio and tele-
vision.  Among those who have ap-
peared thusly in the past year arve:
President Fellows: Judge Justin Miller.

chairman of the NARTB Board and
general counsel: and Association Vice
Presidents Robert K. Richards, Ralph
W. Hardy. Richard P. Doherty, and
Thad H. Brown Jr.

The National Association of Radio
and Television Broadeasters well knows
the vital roles plaved by advertising
in boosting the national economy and
in perpetuating freedom, and it makes
every effort to aid wherever possible
in the expansion  of advertising’s
growth and in stimulating greater un-
derstanding and respect of the pro-
fession by the American publie, * * *

BAB

tContinued from page 31)

page summary of all salient facts about
certain products, e.g.. dentifrices. elec-
tric blankets, etc. They are designed
to provide radio station salesmen with
all important facts in a five-minute
“brush up™ course. Ageney new busi-
ness departments have found them par-
ticularly interesting.

BAB's efforts to give its subscrib-
ers” salesmen all the facts on various
retail businesses (through the 15-page
retail information folders) on season-
al trends in retailing fields and on
cooperative advertising have awakened
parallel interest among agency aecount
men and plans board people.

Competitive media data: Agencies
also look to BAB for comprehencive
reports in non-technical language on
trends in other media. The reports on
newspaper readership. magazine cir-
culation, newspaper and TV penetra-
tion developed for BARs station mem-
bers are also requested by agencies.

Supplving information in these four
major fields is only a fragment of the
work BAR is now doing with agencies.
Other phases of BAB's work:

CAN A

'PYRAMID

SELL YOUR
PRODUCT2

The TELENEWS FILM LIBRARY hos over
5 MILLION FEET of stock-footoge on
most every subject. Perfect for TV com-
merciols, reor-projection, etc. Lowest
librory rotes for TV — or ony other use.
For librory brochure ond price list, coll
or write Virginio Dillord ot —

TELENEWS

6J0 NINTH AVE, NEW YORK 36, N Y o JU 6-2450
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(

ENDURING PROOF OF

THE POWER AND THE

DETERMINATION OF
AN AMERICAN INDUSTRY

TO CREATE AND MAINTAIN
THE RIGHT OF FREE TRADE
IN A COMPETITIVE MARKET

—_
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iIn Chicago...

in 771 food stores when
you use

WMAQ CHAIN LIGHTNING!

WMAQ CHAIN LIGHTNING is Radio that sells on sight!
It assures delivery of point-of-sale displays to

qualified WMAQ advertisers, in food stores controlling

875 million dollars in foods sales annually . . .

including 509, of the food sales in Metropolitan Chicago.

When you buy WMAQ CHAIN LIGHTNING, you use

the power of the leading Radio station in the Chicago
marketing area. Power that moves your goods from special
displays in 303 A&P Stores, 310 National Food Stores

and 158 Jewel Food Stores.

For information on the most successful radio merchandising
program in Chicago¥*, call WMAQ Chicago or NBC Spot Sales.

WHAQ

S

cntcaee

Merchandise Mart, Chicago 54, Il.

SPOT SALES

30 Rockefeller Plaza, New York 20, N. Y.
Chicago Cleveland Washington San Francisco

Los Angeles Charlottet Atlantat tBomar Lowrance Associates




Finanaing research  jobs:
\in ageney looking tor the answer to
a client’s problom wili find BAB reads
with and or the cash 1o
probe into the problem —if there i-

vadio business in the ofling.

spee 1t

willingnes<

\n aceney that wanted to discover
the lu'm-lralinn of a saturation spot
announcement campaign running in a
half-dozen markets found BAB inter-
exted. and BAB hnanced the research.

BABR will probably do a dozen or
more major ales effectiveness research
jobs at the request of agenceies during
it next fiscal vear. Enphasis will be
on pachaged products,

Ippearances before elient groups:
When the client’s brokers or sales or-
sanization need a prvsvnlalion on ra-

dio’s velues. BAB whenever feasible
tahes over. Agencies representing
beer, pait. feed. and food acconnts

requested BAD exceutives to sell radio
to their distvibuting
BAR

themselves,

organizations,
executives. if not  appearing
prepare speeches or faei
sheets for agencies doing the same job.

Direct mail: Throueh it~ monthly
“Radio  Advertising Newsletter™ and
two or three other mailing picces this
month. BAB keeps 2,300 ageney execu-
tives apprised of new developments in

racho. The e mailings summarize more
lengthy repoits. and from them de-

velop inquiries and requests for other
senvices  from  the radio  promotion
group.

Confidential jobs: As an unbiased
information about radio.
BAB runs a sort of confidential con-
sulting service for agencies with spe.
cific problems= in radio. Sworn 1o se-
crecy. BAB executives are taken into
the confidential details of a client’-
problems and asked to prescribe an
If a campaign i=n"t working.
why not? (Sometimes it's copy. some-
times 1t's

source of

answer,

sloppy time buving. ete.).
\n ageney i proposing a campaign to
reach the Negro market: What's the
est way. what wonld
constitute a fair test?

and markets

Personal calls: BAB executives are
knocking on the doors of at least 70
different agencies every month 1o talk
about a specific account or accounts.
Ow of these calls in which BAB shows
it= whole kit of information. stem re-
quests for information. for financing
nf .sln‘(‘iﬁ(' rcs(‘ar(-h.

Specifically. how does BAB develop
more radio business for it~ members
while serving the agencies?
exaniple is the arline field.

\ good

KCOR
Spanish-Speaking

best

this area.

listening preferences write KCOR

e oo andl in the San Antonio
aren i takes (wo langnages
to seil the entire market
sells 691,193

people in

KCOR is Texas' first and most powerful Spanish-Language station—

For new Belden Survey on buying power, brand preferences and

or contact

Richard O’Connell
KCOR New York Manager
New York, N. Y,
Harlan ). Oakes & Associates
Los Angeles, San Francisco & Chicago

S0C0 Watts Day—1000 Watts Night
KCOR Bidg., San Antonio, Texas
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\n ageney for a major airline called
BADB about six months ago to find out
if there wa: anyv presentation out-
lining the reasons why airlines should
There BAB
built one. recently issued to its mem-
“CAVU For Airlines Using Ra-

dio \dvertising.”

use radio. wasn’t — so

hers,

In covering the agencies for major
aiviines  with  the presentation,
BAB discovered two problems inhibit.
ing the There wasnt
imuch knowledge on how airlines. who
found radio successful. were using the
medium; there wasn’t any knowledge
on how to use radio most effectively
to reach the airlines” prized customer
for de luxe zervice- the businessman.

~o BAB issued a report on Cali-
fornia Central Airlines” use of radio
and will soon follow it up with a re.
port on another airline devoting the
bulk of its budget to radio. Emphasis
in both reports was on how.

new

use of radio.

Then to the businessman problem.
Arrlines know businessmen read news-
But
how much do they listen to radio and
when can vou reach the businessmen
most effectively ?

papers. magazines, trade papers.

So. in concert with the agencies of
BAB is busy surveving
the listening periods and tastes of air-
At the same time, other
airline agencies requested information
on how to use power stations to cover
ofl-line cities and a host of other ma-
terial on penetration of competitive
media in various cities:

two airlines.

line riders.

sureess stories
of advertisers successfully selling husi-
nessmen via radio.

When BAB umveils s selling and
promotion plan for 1953-51 at the
NARTE eonvention on 28 April. agen-
cies will find answers for wanyv of the
problems that plague them in their use
of radio. Answers to question like:

1. The extent of evening listening

1 TV markets.

2. The relative sales effectiveness of
radio vs. a wide range of other media
i the grocery and drug produets field.

3. Plans for the planned intelligent
use of radio by the major retail classifi-
cations-—a bonanza for the local and
regional ageney specializing in retail-

= bnsiness.

And thev will see a tripled empha-
sis on presentations to agencies by an
imcreased BAB sales and service staff,
who will be turning up on 200 agency
doorsteps every month  with specific
presentations and data by mid-sumner.
* K K
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First Lady of Broadway, Hollywood
and television—1yours for exclusive
sponsorship at a local price

Hitch your product to this lovely star...
and watch your profits elimb. Already, Lilli Palmer
is boosting sales of Revlon and Conti Castile
in their key markets...and no wonder!

“The Lilli Palmer Show” is wonderfully
different and appealing. There's always a famous
guest—celebrities like husband Rex Harrison,
and Bea Lillie. And every program is sparked by
the charming and versatile Miss Palmer herself,

In your markets, Lilli will help sell your
product through NBC-prepared merchandising,
advertising, publicity, promotion and exploitation.
Get in touch with us now while the markets
you want are still available.

b

FILM Division

20 0 .

it Paacgr & - :
5 HOPAONG Cassipy

OA1Y & Wity news

DOUGIAS sirsanes 1y

NEW YORrk, CHICAGO, 105 ANGELEs . . o C E—



BMI

(Continued from page 31)

tive mood mu=ic or backgronnd musie
i~ necessary. 1t also includes thou
<ands of cues to 1ccorded symphonie
mu=ic available to any telecaster,

BMI offers a dozen important other
services to the broadeaster on a regu-
larly ~cheduled basis. all intended te
aid and improve his programing. These
mclude the “Teen-\ge Book Parade.”
a quarter-hour weekly series of reviews
and commentaries on the classics and
contemporary books, written by lead-
ing reviewers on newspapers  from
coast ty coast as well as noted authors.
Other seripts include: “According to
the Record.”™ five minutes daily: “*Mu-
sic and Sports.” quarter hour. three
times weekly. and “Special Lvents,”
half hour periodically.
4. BMI continues its campaign for more
concert music on the air. More than
L.00O stations are now cooperating in
this trend. Most of them have in-
creased their programing of classical
music by several hours weekly.

The over-all benefits to the broad-
casting and allied industries from BMI
are manifold. and it is but natural that

the agency and advertiser, whether lo-
cal or national sponsor, are included
in the largess.

The quotes following round out the
picture of what BMI program clinics
mean to the sponsor and the industry.

Hlarold E. Fellows. president of the
VART L. commenting on the decision
to continue the BMI Program Clinies:
1 think the Program Clinies are a
great idea and that opinion is sup-
ported by the enthusiasm that typified
the sessions in the past. We're glad
BMI s going to continue them this
vear. NARTB looked into the possi-
bility of producing such  Prograin
Clinics this year but we are not geared
to Jdo them in the fashion to which
broadeasters have become accustomed
through the good work of Carl Haver-
lin and his crew.

“As a step in the direction of min-
imizing the number of meetings which
broadcasters must attend. 1 am happy
to learn that BMI is integrating its
Clinics with the BAB Sales Clinics.”

Carl Haverlin, president of BMI:
“BMI is pleased to be able to serve
the industry again this year as Dbefore
by furnishing the forums in which top
program brains may interchange pro-

SOUTHWEST VIRGINIA'S /)m RADIO STATION

WDBJ TOTAL WEEKLY AUDIENCE-SAMS 1952

Day 110,861

and 3-or-more days and nights

Day 92,885

WDBJ’s weekly SAMS-1952 daytime audience is 1249,
greater than the second stations; and for 3-or-more days,
192¢;, greater., WDBJ’s night-time audience is 94, greater,
and for 3.or-more nights weekly, 125¢7 greater.

WDBJ’s rates average less than 205 more
than the second stations.

Compare . . . then call .

Established 1924 . CBS Since 1928

AM . BOOO WATTS . 860 EC

FM . 41,000 WATTS . 94.9 MC
ROANOKE, VA. ¢

Owned ond Operated by the TIMES.-WORLD CORPORATION
FREE & PETERS, INC., National Representatives

98

. . Free & Peters, Inc.!

Night 92,186

Night 67,743

gram ideas before the widest possible
audience of working broadcasters. We
hope to make the Program Clinics and
the bull sessions even belter.

* * L * * * * *

eeWe have found that eonsumers are
often confused as to the kind of prod-
net that is advertised, as well as to the
identity of the advertiser. This is a
tongh problem in a highly competitive
field. . . . Unless yon ean fasten your
brand name firmly to the sales ideas
you ponnd home, yonr ads are likely to
be suceessful primarily for your com-
petitors,*?

RICHARD D. CRISP

Director of Marketing Research

Tatham-Laird, Ine.

* * * * * * * *

“The 1953 BMI Program Clinics
will take on added importance through
being backed up with Bill Ryan’s splen-
did BAB Sales Clinics. It is an obvious
truism that programing and sales do
indeed go hand-in-hand. We hope all
who attend the Program Clinics will
accept BAB’s cordial invitation to at-
tend the Sales Clinics, and we are
equally hopeful that those who come
primarily to attend the Sales Clinics
will be with us at the BMI Program
Clinics as well.

“The beneficial results of this series
of nationwide clinics in which owner-
ship and management, with their sales
and program people. come together for
the purpose of tmprovement in pro-
graming and sales practices cannot be
overestimated.”

William B. Ryan, president. BAB:
“For the second straight vear BADB
will 1ake its elinies 1o the broadcasters
in a fashion that will allow the utmost
participation by the greatest number
at the least inconvenience. The for-
mat of our one-day sales sessions this
vear will be of a nature that will insure
equal benefit aceruing to both manage-
ment and sales personnel in attendance.

“Through the combined efforts of
BAB stafl members. and participation
of broadeasters in cach of the states
visited. we intend to provide those in
attendance with not only a well laiid
out plan for selling in today’s competi-
tive market but atzo an insight into
many categories of potential business
that have heretofore been neglected.

“I's difficult to visualize a station
doing a good sales job without having
a strong program schednle— therefore
we feel the broadeasters will be more
than receptive to the combination of
the two as presented in the npeoming
series of BMI and BAD clinjes,” * * *

SPONSOR




wide circle coverage

KNBC's 50,000 watt non-directional

transmitter blankets the great San Francisco-
Oakland Metropolitan Market—and all [
the thriving plus-markets of Northern ’
California. ... The narrow elipse represents »
the coverage pattern of the other two C

dominant 50,000 watt, directional : -
transmitters. Tiny circle represents ' ( A

Northern California’s TV coverage. (o) \
®

greater audience

Bars represent homes reached by KNBC,

San Francisco...by second dominant radio
station . .. by dominant TV station...and

by circulation of Northern California’s

largest circulation newspaper.

Actual figures (Nielsen) :—KNBC, night,
1,402,100. .. 2nd station, night, 1,215.910

... Top TV station, night, 496,130... Largest
circulation newspaper (Standard Rate &

Data) daily, 215,362; Sunday, 527,095. ——

KN BC SECOND DOMINANT TOP TV LARGEST CIRCULATION
RADIO STATION STATION NEWSPAPER

make San Francisco
northern California’s No. 1
advertising medium

Represented by NBC Spot Sales. In the Southern States, by Bomar Lowrance and Associates, Inc., Charlotte, North Carolina and Atlanta, Georgia
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: FLAS“«

WAVE-TV

, OFFERS TOP
PARTICIPATING
PROGRAMS!

“FLAVOR TO TASTE” — Louis-
ville’s best cooking program.

“DIAL FOR DISCS" — popular
disc jockey show.

“OLD SHERIFF'—Western filns,
for kids of all ages.

\ “MAN ON THE STREET—en-
_¥ tertaining downtown street inter-
views.

““POP THE QUESTION''—studio-
audience quiz show with prizes.

'—:T “MARKET BASKET''— informa-
/ tive food shopping-guide program.

\ “MASTERPIECE MOVIETIME"—
recent top-flight film dassics,
Tuesdays at 9:45 p.m.

“SPORTS SLANTS''— early-eve-
ning sports show.

“HEALTHY, WEALTHY & WISE”
—children’s audience-participation
quiz,

“FARMS AND FOLKS''— Louis-
ville's only agriculture program

“MATINEE THEATER”—daytime
show of popular, full-length movies.

For full details, see your Free &
Peters Colone! or write direct.

WAVE-TV

FIRST 'IN KENTUCKY

Clianael

NBC ¢ ABC ¢ DUMONT
LOUISVILLE, KENTUCKY

FREE & PETERS, Inc.
Exclusive National Re[)resentative;
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MEDIA EVALUATION

(Continued from page 50)

can’t sell one-third of your market un-
less vou use radio. And vou can’t sell
one-third of vour market unless vou
use newspapers. (See “You need both,”
sPoNsoR, 29 February 1953, and 13
questions retailers ask most often about
radio.”” spoxNsor, 9 March 1933.)

3. Your so-called national advertis-
ing may be full of holes if you're de-
pending on the wrong medium—when
examined fromn the standpoint of cov-
crage in one market. For example,
most advertizers are aware of the fact
that radio gives virtually complete na-
tional coverage (98.1°¢ homes). news-
papers about 6597, magazines aboul
09 and TV about 47°¢. Yet when
vou examine a specific market, the
disparity in coverage by the different
media is astonishing. Lancaster. Pa.,
was the market picked by a 850 mil
lion New York agency [or sPoNsoR 1o
illustrate this point. The figures. cau-
tions the ageney. may not be fully np
to date. The agency did not prepare
them to feed the flames of media argu-
ments; they are merely an example of
what an advertiser-—and his agency
should know about one market before
buying media. The complete table on
page 16 bears close study.

With 33.800 houscholds in the city
zone of Lancaster:

03¢ are reachable by radio.

86¢ Dby the evening New Era.

8496 by TV.

159¢ by the Sunday News.

% by the morning Intelligencer
Journal.

32% by the American Weekly.

30 by This WV eel..

20 by Life.

209 by the Ladies” llome lournal.

15%¢ by the Saturday Evening Post.

] "ll I’.\ L('l)l\‘.

L0 by Collier’s.

Fhe magazine figures are for the
city circulation only; the percentage
lor the county drops 10 153°¢ for Life
and 60 for Collier’s.

In other words. be carelul in analyvz-
ing vour national advertising that vou
get sufficient market-by-market impact
to make it worthwhile.

Hedia and sales: Does choice ol nie-
dia affect sales? Wrigley and Ameri-
can Chicle think so. Bt interestingly
enough. these two gum giants. which
accomnt for 8120 million of the esti-
mated $150-8160 inillion annnal gum
sales. use virtually opposite methods

to achieve the same goal: sell gum.
Here’s how the race shapes up over the
past five years,

SALES (in millions)

Year Wrigley American Chicle
1947 £50.1 $38.1
1948 01.1 38.9
1919 68.1 311
1950 72.1 35.1
1951 73.5 38.3
1952 76.1 17.8

Note how American Chicle began to
move up in 1951. That’s the year i
(1) plunged into network radio and
TV on a big scale; (2) began to de-
vote 70-75% of its hudget to the air
media: (3} introduced Clorets. a 15¢
chlorophyll breath purifier.

“We make gum. not medicine,” says
the Wrigley company. and continues
devoting a third of its hudget (§8.7
million this vear) to radio and TV,
one-third to print. and one-third to
outdoor. Itz air shows are Gene Aulry
on radio and TV and Yours Truly.
Johuny Dollar on radio. Awmerican
Chicle. spending 35 million on adver-
tising. has two TV shows (Date With
Judy. Rocky King) : 20 Questions was
usedd for 13 weeks through Mareh.
Thus although outspent §8.7 million
to 55 million in all media, Chicle actu-
ally spends more on air advertising
than does Wrigley. Is this the keyv to
s suceess?

Significantly: Beech-Nut. the third
ranking gum firn. is devoting only 2%
to 57 of its $600-700.000 budget for
gum to radio announcements and is
believed in the industry 10 be falling
<till further behind Wrigley and Chiele,

Two other examples need be cited
briefly:

Mars. Ine.. makers of chocolate-
covered candy bars. rose to the top in
its field using non-air media to sell a
fine product ¢Milky Way), but since
1939 1t has maintained its dominance
at least partly by devoling most of its
advertising budget to radio and now
TV as well (§1.7 million of $2 million
last vear. or 85¢. and probably the
same percentage for the new budget
now being prepared). Leo Burnett of
Chicago is its agency. (See ™ “Radio-
TV Dbest sales tools we ever had’—
Mars.” sroxsor, 15 December 1952.)

The Wine Corporation of America,
working through Weiss & Geller of
Chicago. had an  exeellent  produet.
Mogen David wine. but wasn’t grow-
ing very fast until it plunged into net-
work TV in 1950. Since then it’s

doubled its sales—from 2 million gal-

SPONSOR




T’NT stands for Tup and Tony —Howard Tupper.
left and Tony Carvell, veteran WGY stafl announcers
who have teamed up to develop an enticing early after-
noon show. Here, vou see the two among 3! bhaskets
full of drugstore and groeery produets advertised over
Station WGY. These baskets went to 31 winners in

WGY’s 31st anniversary contest.

Ou the air between 1:15 and 2:15 every weekday
afternoon, Tup and Tony present a little hit of every-
thing for their thousands of loyal listeners. Phone
interviews with shut-ins and the chief of the U. S.
Weather Burecau in Albany. taped interviews with
interesting residents of the WGY area, human interest
stories about other residents, jokes, and plenty of re-
corded musie make up the program.

In spite of rainy weather. over half of the con-
test winners came to the WCY studios and
appeared on T"NT before picking up their coveted
prizes. Putting sponsors’ produets iuto listeners’
homes like this, is just another “extra’™ enjoved by
WGY advertisers.

Represented by
HENRY . CHRISTAL CO.
New York

Chicago ¢ San Francisco

STUDIOS IN SCHENECTADY

WGY Tl Capoilal of lhe 171 Senleo

A GENERAL ELECTRIC STATION

20 APRIL 1953
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Stil

We think we know what’s happening to

adi We know we know what’s
happening to WSM. It’s showing a very
healthy growth, thank you. For proof we
offer the comparison (right) and the latest
Nielsen Coverage Study Map below.

Irving Waugh or any Petry Man will be

happy to show you the complete Nielsen

Coverage Study. Better see it before you

make any advertising plans for the

Central South. W3SM

Coverage Service [ B ] l’." L -F!'.ﬁm
1.915.140 Audience R.. #2
1,811,670

Audience Families ¢ X
ws M ] Audience Families
Nashville . . . 650 g

Clear Channel 50,000 Watts

NCS MARKET AREAS

Arens 1a whith etotion Nos doy or nighl coveroge)

S
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H

lons to an estimated 12 milhon this
year, rose to head the sweet grape
wine field in most markets and this
year embarked on a network radio
campaign as well.

It will devote £850,000 of an esti-
mated $1.4 million budget this year to
radio and TV. Its chief competitor.
Manischewitz Wine. made by the Mon-
arch Wine Co., has. as a result. doub-
led its ad budget this year-——to over
$2 milion, set aside $750,000 for TV
and $750,000 for spot radio and be-
gan sponsoring its first network TV
program, I Am the Law, the George
Raft whodunit series. Sales are de-
scribed as excellent.

Here then is the case of two Kosher
wine companies. which on the face of
it should be appealing to a class mar-
ket, yet are actually making their big-
gest gains after getting into media
reaching the mass consumer market.
(See “TV and psychiatry boomn Mogen
David,” spoNsoOr, 26 January 1953.)

Root of problem: Why then is me-
dia evaluation so difiicult? Listen to
the head of the research department of
one of the top 10 agencies in the
country:

“Suppose you got $10,000 and you
want to spend it in a market like Lan-
caster, Pa.. to test radio and news-
papers. Here are your alternatives:

“l. You can buy a lot of small space
in the morning Intelligencer Journal.

“2. You can buy a lot of small space
in the sports page of the morning
paper.

“3. You can buy the same in the
evening New Era.

“4. You can buy space in the Sun-
day News.

“5. You can huy a few large-space
ads in the general news section in one
of the three papers.

11-.:1|L

For complete "'at home™ and "out-of-home"

"The Pulse of WHDH Area"

ratings see
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0. You can buy a few large space
ads ROP in one of the three papers.

“In radio vou can buy announce-
ments, local programs, or participa-
tions. There are two stations in town.

“Thus you can’t possibly test all the
variables. But suppose. for argument’s
sake. I try it. | select one paper and
one station. | find radio beats the
paper in one town, radio loses to the
paper in another. What have I'learned?

“Here’s what influences vesults in
such media tests and yet never enters
into the theoretical considerations:

“1. What the competitors are doing.

“2. The size of the papers.

“3. The news of the day. Fisen-
hower may have pulled all your listen-
ers away from your program or spot.

“Thus judgment still has a lot to
do with it. And choice of medium is
still determined by copy to a great ex-
tent. For example:

“If you need color, you go to maga-
zines.

“If your ad requires
treatment. you use newspapers.

“If you need long copy,
use chain breaks.”

Asked to cite the complexities of a
specific test, here is what he told spox-
SOR:

“We decided to test four markets
for a cigarette chent using identical
media — newspapers and TV — and
copy. The copy was prepared with the
utmost care. We waited for results.
They were astonishing:

“In City A. sales skyrocketed.

“In City B, they dropped out of
sight.

“In City C and D they rose moder-
ately.

“What happened? We checked Cityv
A and found the distributor was so
excited about the campaign he had in-
structed all his crew to push nothing

news-story

you can't

WHDH’s area

but our brand. In City B we were
slightly chagrined to learn that com-
mercials for the wrong cigarette had
been mailed. and the brand we were
testing wasn't even advertised!

“Now suppose no check had been
made and yvou had been testing news-
papers against TV and radio against
magazines. You’d have sworn vou had
found the secret of testing. We're al-
ways testing pr()(lm‘t, copy. and me-
ia, all right. But sometimes [ wonder
just what we learn.”

What admen don’t know. Otto
Kleppner is one of the mo-t respected
thinkers in the ad business. He heads
a 4-A agency (The Kleppner Com-
pany). and his Advertising Procedure
is now in its 34th printing. lle sug-
gested two things in talking with spon-
SOR about media evaluation:

I\}cppner suggestion: “Define media
evaluation.”

SPONSOR’s answer: “How
spend your ad money.”

Kleppner’s second suggestion was to
start the series with an article entitled
“What admen don’t know about media
evaluation.” These are some of the
questions he says thev can’t answer.

1. What is the best combination of
media that will reach people you want
at the lowest cost?

2. What is the best sequence of me-
dia and ads in a specific campaign?

3. When is it time to switch media?

4. What are the advantages of du-
plication of circulation vs. cumulative
effect and vice versa?

His advice to all media evaluators:
“Speak only in terms of the individual
market, not the country.”

SPONSOR, using the above as a guide.
has dug up evidence on each point.

This \nll be disclosed in subsequent
articles. * %k %

best to

Away We Go . . . .!

People on the move listen to radio ,
listen to...
Take advantage of this huge
and add it to your “at home’’ buy!

OWNED AND OPERATED BY BOSTON HERALD-TRAVELER CORP.
REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY

. and people in
of course — WHDH!
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Looking for a sure-fire children’s show?

Pre-sold to millions of Newspaper readers
|

in a hilarious

TED ASHLEY ASSOCIATES
545 FIFTH AVE., NEW YORK

MURRAY HILL 7-0576




NCS-SAM

(Continued from page 37)

Sometunes TV squelches it. Sometimes
TV merely disperses radio listening
into other rooms. In any case. TV has
caused radio outlets to reprice, re-
shuffle and revise everything from pro-
graming to merchandising in the U. 5,
radio-TV markets. Again, because of
TV, new methods of coverage data
application are needed.

Just how does an advertiser or agen-
cy apply NCS and SAM coverage
information today in light of the 1949-
1953 changes in air-media?

Let’s return to our original problem
case—tlie advertiser who wants to buy
spot radio in a single market that has
five or six outlets.

His first real step (and his agency’s
too) today is to forget two well-rooted
notions: (1} that he will get a com-
plete picture of the relative standing of
radio by operating primarily with a
“cut-off”” level, like the wmuch-loved
50% figure of BMB days, and (2)
that he can compare everything he
does, step by step, with the old BMB
data.

Then. according to NCS and SAM
executives, agency and client should:

1. FEstablish clearly the extent of
the sales territory of the air-sold prod-
uct in the selected market. [t may,
for example, be confined largely to the
city limits of an urban area. Or, it
may radiate far out into suburban and
rural areas. and take in several coun-
ties or county groupings.

2. Start looking at area reports (if
it’s a statewide sales territory). or sta-
tion report maps (if the territory cir-
cles a big city), or combinations of
both. Now, the picture of how the
stations in the market give him mini-
mum geographic coverage of the sales

territory becomes clearer.

3. Drop out of the station list the
outlets which are obviously not going
to cover the chosen area on even a
minimum level (in SAM: at least 10¢/¢
of the families reporting listening at
least once weekly, day or night; in
NCS: families who report listening at
least once a month).

Having narrowed down the list to,
say, three stations. the next steps are
the following:

1. Examine the total-homes-reached
figures that stations receive in the
chosen territory, rather than extend
out an arbitrary “cut-off.” A sponsor
who intends to have an announcement
strip in daytime radio should look at
daily total audiences in NCS. or calcu-
late them in SAM from a formula pro-
vided with SAM data. H the spot huy
is to be a weekly transcribed show, the
weekly total-homes-reached i< his vard-
stick in most cases.

2. Compare the resulting audience
totals for the three stations (as re-
ceived in his sales territory—mno more)
with the basic station costs. In other
words. the cost of a strip of announce-
ments on each station at. say. 8:30
a.m. as measured against the audi-
ences in a particular area.

Now, the advertiser has a cost-per-
1,000 figure—rather than a percentage
figure —to use in judging his three
outlets — (costs-per-M-of-circulation).

The final selection of station, and
of time purchase on that station.
doesn’t end there. of course. Avail-
abilities. local ratings, program place-
ment. audience appeals of programs.
popularity of station and program with
dealers, package prices or combina-
tion discounts — all these should be
considered as important factors. But
his picture of the radio market—in
terms of his own local problems—is

the basic vardstick.

o

I'here are, of course, many other
applications of the new coverage data.
But, the experts agree, these applica-
tions all grow out of buying proce-
dures as outlined above.

For instance. radio network buying
is targely a matter of applying a whole
sertes of such market-by-market stud-
ies to the country az a whole. The
combined, grand results will give a
total network picture. At the same
time. they will point up the weak spots
in the lineup of the chosen networks
so that an advertiser can backtrack
and add extra spot radio impact to
bring a particular market up to par.

In using NCS data. the above proc-
esses are similar for buving TV. SAM
can prepare, on special order, an area
report for the U. S. which contains
TV data. This costs about 20¢ more
than a radio-only SAM area report.

Even in applying coverage data to
specialized problems — like deciding
how much each dealer in a dealer
group is going to pay as his share of
a local co-op air venture. or picking
stations with special audience appeals
or compositions — the methods are
basically similar and revolve around
how much audience stations deliver
in a circumscribed area.

The necessity for carefullv weighing
the methods used in applying NCS and
SAM data today is fairly self-evident.
But many admen are prone to weigh
present station audiences with their
standings in the 1949 BMB. for ex-
ample, instead of making inter-station
comparisons of today’s costs vs. to-
day’s audiences.

Several large and veteran advertisers
like Procter & Gamble, Kellogg. Col-
gate, Lever Bros., Pillsbury, and Gen-
eral Foods have. however. made a

Every summer day there are 602,000 or
more visitors in our primary coverage area

20 APRIL 1953

survey? WHDH

Easy Listenin’ !

Have you seen the new ‘“Pulse of Boston Area”
is first again with a completely
projectable rating to 1,423,500 radio homes. Ask
your Blair man for the story!
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channel 7

ABC-DUMONT

WH IO'TV has moved to

for a top-notch audience!

CHANNEL

Channel 7 now brings WHIO-TV into every television
home in this rich Miami Valley, and everybody out here \
knows it! Here’s something they don’t know yet: WHIO-

TV boosts its power to 316,000 watts in September and

starts sending from the tallest television tower—1104 II
feet—in the country. Everything else is the same. Still
the top audience in Dayton—still one of the richest
markets—still one of the best buys you can find. Ask a
George P. Hollingbery representative and find out more.

DAYTON
OHIO




point of meeting with their agencies
to discuss valid applications of cover-
age data. This serves equally as a re-
fresher course for the client while
standardizing on agency approaches
to time buying problems.

To date, neither coverage service
has issued an extensive manual cover-
ing the application of new coverage
data in light of 1949-1953 changes in
radio-TV. Nor is there a great deal
of information on the elemental steps
of coverage application. changes or
no changes.

It’s hoped that this report will serve
as a useful stopgap to those who ex-
pect to deal frequently with NCS or
SAM (or both) and who do not. as
yet, have detailed instruction manuals
on their reference shelf. Also, the in-
formation here—gathered by spoNsoRr
editors in a series of interviews with
coverage service and agency execu-
tives—inay serve as a once-over-lightly
for admen who have only occasional
contact with either brand of data.

At this point, let’s review and bring
up to date four basic itemns dealing
with broadcast coverage information:

1. Coverage: W hat it is The term
“coverage” as applied to NCS and
SAM data today has little to do with
the engineering concept of outlet cov-
erage, which is expressed on maps
with millivolt contour lines around a
station’s tower. Also, although cover-
age is expressed in terms of homes and
areas, it isn’t an expression of the total
number of radio- or TV-equipped fam-
ilies in a station’s area who could pos-
sibly tune the station’s signals. And.
it certainly isn't a figure which shows
how many homes regularly tune an
advertiser’s show on a given station.

What is it, then. in terms of an ad-
vertising tool?

A useful thumbnail definition of to-

Ask Your Blair Man About the New '"Pulse
of WHDH Area''l

20 APRIL 1953

day’s coverage Jata was given to sPON-
sor by NBC research executive Jim
Cornell. Said he:

“Coverage dala vou the
‘where’ and ‘how often” of station or
network listening or viewing in tenns
of how many families regularly tune
in — daily, weekly, or even once a
month. Thus, they give air advertisers
the ‘maximum potential’ home aundi-

show

* * * * * * * *

eeWhile it is true that lmman nature
does not ehange very much, it is also
triue that the outward appearanee of
this human nature takes on different
colorations and faeades as time pro-
gresses. In order to avoid using yester-
day’s language in your advertising, you
must learn to understand what moti-
vates the present-day consumer. You

even have to understand where this
present-day  eonsumer is going, sinee
advertising, by its definition, reaches

and has to reach into the future.*®
DR. ERNEST DICIITER
President
hastitute for Research in Mass
Motivations, Ine.

* * * * * * * *

ence of an outlet or series of outlets.”

2. Coverage: What it does With
the aid of today’s coverage reports
either the area-type or the station re-
ports—an agency can now determine
uch important time buving factors as:

A. The over-all geographic size of
a station or network’s “market,” that
is, the area in which it gets at least
minimum listening at least once a
week. either by day or by night.

B. How many homes (total) listen
regularly to that station. day or night.
on the basis of daily and weekly (and.
in the case of NCS data, monthly)
levels.

This, in turn. can be applied to a
sponsor’s particular marketing or sales
problems, to determine:

A. How well a station, or series of

slump?

OWNED AND OPERATED BY BOSTON HERALD -TRAVELER CORP.

stations. or network, will “cover” a
particular area like a state ur a major
sales district at the minimum level

B. How to split up a given budget
in spot radio land. to some extent,
TV to cover reasonably a given area.

C. llow to apportion a share of
costs of a campaign to sales districts
or to dealer groups in a particular
arca so that each pavs equitably.

At the same time, coverage data can
be used to determine certain cost fig-
ures which have some value in inter-
media comparisons at the local level,
such as these two:

A. How a station or group of sta-
tions in an area compare roughly with
printed media as regards basic adver-
tising efficiency. Thus a radio station’s
average daily circulation in an area is
comparable in many ways with the
circulation of daily newspapers in the
same area.

B. The result of comparing a sta-
tion’s “average” daily rate (all day-
time cost divisions averaged for, say,
a minute announcement) with daily
circulation gives a rough cost-per-
1.000-homes-of-circulation figure. This,
in turn, can be compared with the
milline rates of newspapers. which are
simply the costs per agate line per
thousand circulated copies of the news-
paper.

1’s wise to point out that no indi-
vidual radio or TV program on the air
is likely to reach an audience whose
size equals the outlet’s total circula-
tion. But then. neither are printed
media circulation figures any guaran-
tee that the advertiser’s printed ad will
be read by everyone buying a publi-
cation. So, such inter-media compari-
sons have a good deal of validity—
when they are used with care. and the
comparability is held to set limits of
space and time.

602,496 More!

Every summer day there are 602,000 or more extra
folks in our primary coverage area . .
our over 5 million! What a market! Who said summer

in addition to

BOSTON
50,000
WATTS
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National advertisers and ad agencies

—

| placing $1 billion helped make this biggest
of all SPONSOR studies possible |

You’ll be hearing a lot about it. Called the SPONSOR
All-Media Evaluation Study, it analyzes, individually as well as collectively,
all of the major advertising media—billboards, direct mail, magazines,
newspapers, radio, television. ABCs, dimensions, strengths and weaknesses, I

psvchological values, resull records of each are thrown into the spotlight

[

so that every advertiser can see them as they really are. The Study is com- .

) pletely objcctive and is validated by a board of top all-media advertising |
men consisting of advertisers, agency presidents, and researchers.

tory behinad i {walyp: What prompted SPONSOR, a maga- |

zine for radio and TV advertisers. to undertake the most comprehensive
analysis of black-and-white (as well as air) media ever made by an adver-
tising publication? The idea was born early in 1952. SPONSOR’s publisher
had observed for zome time the lessening opinion with which big advertisers
were viewing the radio medium. The fault lay with the radio industry itself,
wlich was doing a poor job of selling itself to advertisers.

But radio’s record pointed to a mass medium that was far stronger than
. most advertisers realized. Perhaps SPONSOR. reasoned its publisher, could
help advertisers gain a proper perspective of radio—no higher nor lower
than it honestly deserved. Further, it could throw light on TV. But to
. do this it would be nece=sary to evaluate each major medium along parallel
lines, not comparing one with aunother but employing the same yardsticks
for cach. If properly done, the project would aid all advertisers.

1 Juue 1952 the editorial specialist was found who could head such a study,
and on 2 August 1952 he went to work. As this goes to press he has person-




ally interviewed 158 media experts in all sections of the U. S., polled 2000
of the nation’s leading advertisers and agencies on key media selection
problems; outlined and prepared 14 articles (the first in SPONSOR’s 20
April 1953 issue) to be run in consecutive issues prior to publication in
book form. In all, he has spent eight months on this job.

Who will read it? The AllMedia Evaluation Study will be highly
publicized and promoted. We expeet it to be eagerly read and used by
thousands of key executives of advertising firms, as well as agency prin-
cipals, account executives, media buyers, and research personnel. They will
galn from this factual, unbiazed study an msight into each medium never
before available. The numerous specific examples will show them in detail
how others (including such agencies as BBDO and Y&R) evaluate and use
media, how media fits into the overall picture of how to push a product.
SPONSOR believes that the issues in which the Study appears will have
longer life than a normal SPONSOR issue. already noted for longevity.

Whet it means to you: 1o the radio and TV station, ad agency, and

allied service companies the issues of SPONSOR carrying the All-Media

Evaluation Study offer extra advertising value. The Study will be widely

publicized, promoted via paid space, mierchandised in numerous ways. The

press run will be increased. You can bhe certain that your advertising mes-

sage will be seen by a large number of bonus readers, in addition to regular
, readers, again and again.

SPONSOR 510 MADISON AVENUE NEW YORK 22

Please reserve following space in SPONSOR’s All-Media Evaluation Study.

[] double-truck $780 (one-time rate) frequency

O full page $390  (one-time rate) : ¢

[} half-page $220  (one-time rate) d:scoun,s Clip this handy
[ third page $150 (one-time rate) apply!

coupon today
Issue Dates ..___________ B B

Firm _ I

City _ State

Name -

All-Media (explanatory article 6 April 1953) 20 April, 4 May, 18 May, 1 June, 15 June, 29 June, 27 July,
Evaluation Sfu(ly 10 August, 24 August, 7 September, 21 September, 5 October. 19 October, 2 November.

s P 0 N s 0 R the magazine radio and TV advertisers [JSF
f




It takes motive power

to keep merchandise moving
in the New England,
Philadelphia, Pittsburgh,

Fort Wayne, and

Portland areas.

Hook up to

WESTINGHOUSE
RADIO STATIONS

)

WBZ-WBZA-KYW-KDKA

WOWO-KEX -WBZ-TV

Mational Repressniatives, Free & Paters;
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except for WBI-TV; for WBZ-TV,
MHBC Spat Sales

The above uses of coverage data-
which apply mostly. in this case. to
radio information— are generally ac-
cepted as being a useful basic list.

3. Coverage: What it won’t do
Many researchers differ on this point,
since there are sizable variations be-
tween advertisers in everything from
sales territories to the types of audi-
ences and  stations sponsors prof(‘r.
However. here are some uses to which
the present coverage services shonldn’t
or can’t be put, uses based on =everal
inherent faults or mathematical varia-
tions basic to each service:

A. As far as both gervices are con-
data are not the
magic formulas which solve all of the
old and new problems of time buying.

cerned.  coverage

Coverage data provide data which are
comparable. in many ways. with the
circulation figures of other media, and
thus enable an advertiser to make
intra-outlet and inter-media compari-
But it doesn’t remove the neces-
sity or usefulness of local or national
ratings. since these are roughly com-
parable with items hke media reader-
ship studies.

sSOns.

Also. no set of coverage data—-arca
reports and station reports- -gives use-
ful clues to such important time buy-
ing broadcast  outlet’s
ability to do a good merchandising
and promotion job for advertisers. the
loyalty or sizes of audiences to par-
ticutlar radio or video shows. or a
station’s off-the-air role in the datly
tife of a community or =ocial or lan-
guage strata of the population.

B. In the coverage data of both
services. TV coverage is a problem.
SAM didn’t measure TV except in a
limited way. figuring (incorrectly. it
was proved later) that TV coverage
was simply tlie TV homes within a eir-
cle (usuallv. 50 miles) drawn around
a TV transmitter. NCS did measure
radio and TV on the <ame vardstick.
But NCS data are available today only
on TV stations operating prior io
spring. 1952, NCS has no television
data for a “new” market like Denver,
(Note: NCS back
measure the newer TV areas in the
near future. but this ix not definite.

factors as a

may - go and re-

Vlamy agencies. however. are pressing
for it
caution in applying the new coverage
data to all TV buying problems,

C. Nielsen Coverage Service data
have limitations in their application to
advertiser sales territories. NCS mea-
sured the radio-TV coverage data in

Researchiers therefore advise

some 1300 “NCS Areas” in the UL S,
not in every county. If there were
fewer than 10.000 homes in a county,
the county was put into a “cluster” of
counties.  Therefore. if a sponsor
should want data regarding what goes
on inside an NCS “cluster.” he will
have to get it on special order from
NCS. Or. use a hit-or-miss formula
involving the ratios of station audi-
ence for the arca as shown by SAM—
which did measure on a county-by-
county basis for the most part—ap-
plied against the NCS cluster totals.

SAM coverage information, unlike
NCS.  appears  in county-hy-county
form without the necessity of extra
charges or calculations. This is true
hoth of SAM station reports and area
reports.  Therefore, if an advertiser
(or agency) frequently needs U. S,
coverage information broken down on
a county-by-county basis—perhaps to
match up with certain sales territories

SAM may well he the primary tool,
not NCS.  All things considered the
fact that SAM reports individually on
virtually every U. S. county makes
SAM a useful tool for sponsors who
need such detailed information.

. Although there has been a post-
1949 rise in the number of U.S. radio
stations appealing to a specialized
foreign-language group, the county-
by-county data of SAM doesn’t give
an accurate indication of this in terms
of coverage. Reason: SAM used an
English-language mail ballot. which
missed a lot of the specialized audi-
ences  of [talian-language. Spanish-
language and other L. S. stations. al-
though  English-speaking  minorities
(farmers, Negroes. and others) were
counted more accurately. NCS got off
to a better research start by including
in its original 100,000-home proba-
bility sample of the U. S. the proper
percentages of minority groups, later
following up with personal interviews
(which sometimes, as in the South-
west, involved interpreters).

E. Historical comparisons- to see
if an outlet has gained or lost ground
since 1919- -look easv with both NCS
and SAM data. But such comparisons
with the old BMB can be misleading.
Today™s coverage data are comparable
with the 1919 BMB in onlv the most
general way. \CS data were prepared
with a method entirely different from
that of the DBMB therefore
almost ruled out of comparisons. SAM
data were. it’s true. prepared along
BMB lines. But, even SAM isn’t fully

and are
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'0U MIGHT WALK A MILE IN

/2 MINUTES

UT ...

YOU NEED THE

FETZER STATIONS

TO HIKE SALES

IN WESTERN MICHIGAN!

WKZ0, Kalamazoo, and WJEF, Grand Rapids, are
the two outstanding radio buys in Western Michi-
gan. The Febrnary 1952 Pulse credits WKZO with
more listeners—morning, noon and nigh:—than
all other stations combined! Hoopers for the same
period credit WJEF with 15.4% more listeners
than the next station, for Total Rated Time Peri-
ods. Bought in combination, WKZO-WJEF cost
only 92.9% as much as the next-best two-station
choice in Kalamazoo and Grand Rapids—yet de-
liver 62.6%, more listeners!

WKZO-TV
WKZO-TV, the Official Basic CBS Television Ont-

let for Kalamazoo-Grand Rapids, trnly deminates

Ameriea’s 25th television market. fts bright Chan-
nel 3 picture is reecived eclearly and consistently
by more than a quarter-million homes in 28 West-
ern Michigan and Northern Indiana conmties. The
March, 1933 Videodex Report shows that WKZO-
TV gets 140.7% more afternoon viewers, 153.29%
more evening viewers, than the next Western

Michigan station!

Get all the Fetzer facts—write direet or ask vonr
Avery-Knodel man.

*Michael Pecora walked a mile in 6 minntes, 27-1,5 seconds, in New York City on February 22, 1932.

WJEF

.AND KENT COIIN'I‘Y
(CBS RADIO)

WKZO-TV 'WKZO

fop' ™ GRAND RAPIDS ToP4 W WESTERN MICHIGAN '
~ AND: NOR‘I‘HERN INDIANA

iINn KALAMAZOO
AND GREATER
WESTERN MICHIGAN
{CBS RADIO)

AVERY-KNODEL, INC..

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

EXCLUSIVE NATIONAL REPRESENTATIVES




% GROWING WITH
SOUTHERN
CALIFORNIA

During 1952, the eight count-
ies covered ((5MV) by KMPC
added 171,358 buyers to this
already wealthy, fast-growing
market! And more and more
advertisers are using KMPC to
really cover Southern Califor-
nia. It’s the one-station net-
work! Write or call for avail-
abilities now. Represented
nationally by H-R Represen-

tatives, Inc.

50,000 Watts Days
10,000 Watts Nights

THE ONE-STATION

NETWORK

ivE
B

2
C i

ﬁr RADIO...

AMERICA’S GREATEST
ADVERTISING MEDIUM
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comparable to BMB. Reason: There
are sizable differences between 1949
and 1952 mail samples used. and
many researchers feel that TV families
tof whom there are many more to-
day) tend to send back more mail
ballots than non-TV families.

F. Inter-service comparisons — to
see the differences between today’s
SAM and NCS figures for the same
outlet Here
again the basic differences in methods
between  the services tended to
produce two entively different sets of
figures.  And there’s no
compromise possible. even with faney
mathematics. (For details, see “Will
NCS and SAM both be used by buy-
ers?” SPONSOR. O April 19330 p. 27.)

are equally misleading.
Iwo

reasonable

I. Coverage: Faney uses Like
any good research tool, coverage data
have manv  specialized which
break into two groups:

URes,

A. Bevond-the-ordinary uses for cov-
erage data which an agency mav al-
ready have in its possession.

B. Fancy applications of coverage
data which the original coverage ser-
vice. NCS or SAM. may have on tap
at a special price.

Here's a brief roundup of <ome of
these  specialized  uses  of
data:

coverage

Agencies who use the for-free SAM
station reports can also get area re-
ports at moderate cost. usually around
=2.500. Unlike station reports. which
show the amount of andiences stations
receive in all the counties in their cov-
erage arca. SAM area reports take a
given area. ke a state. and show on
a county-by-county and citv-by-city
breakdown the hstening that all sub-
( Non-sub-
seriber data 1= available mainly via
subscribing stations.) Thus. SAVM users
can get information which will help
them in picking the best stations to
cover particular marketing territories.

scribing  stations  receive.

\geneies who are NCX users have
as their primary tool the NCS Area
Reports or the Complete Cirenlation
Report and frequently purchase a set
of NCS Station Reports. But like
SAM the station data shown in the
regukar reports of NCS vary in their
completeness, Tf an advertiser wants
extensive data on a non-subscribing
station from NCS. he has 10 order
them at extra cost as part of the Com-
plete Cirenlation or Station Reports.

SAM can provide a certain amount
of special data. covering U, S0 coun-

tiecs. These are primarily the ma-
tertal gathered in the last census and
which can be “punched in™” on a deck
of SAM =station cards. This includes
such items as: what percentage of fam-
ilies in a given county cook with gas
or coal, whether they own automo-
biles. do they own or rent their homes.
and so forth. A special run of SAM
cards is thus possible to sort out such
specialized advertising information as
the stations which have many listeners
in counties where there are. for ex-
ample. a majority of farm families.

NCS. whirh was intended from the
beginning to be more comprehensive
than the BMDB. provides much special
air data in its regular reports and has
even more available on special order.

NCS Station Reports (provided the
station 1= a *Comprehensive”  sub-
seriberi. include special data on audi-
ence characteristics such as: Dbreak-
downs of the station’s davtime and
nighttime weekly circulation in terms
of upper. middle. and lower-class in-
come homes (plus a comparison with
the total homles in the area); ¢ircula-
tion Dbreakdowns tagain with area
comparizons} by number of radio sets,
TV and non-TV homes, car radios,
and family size: breakdowns by farm
vs. non-farm, white vs. non-white. and
so forth.

Here's how such qualitative data
could. typically, be applied by an ad-
vertiser to his basie routine of buying
spot radio time on NCS.

Problem: A manufacturer of radio
sets wants to buy an air campailgn on
a spot basis to plug his new line of
low-priced clock radios.

Solution: In addition to the usual
processes of defining his sales areas
and picking the stations with the best
cost-va.-audience showing. the adver-
tiser can order a special run of NCS
cards (at extra cost. varving by the
size of the job) to sort out first ihe
areas that have a high percentage of
single-radio-set homes and then the
stations that have the largest percent-
ages of these single-xet homes oecur-
ing in their weekly daytime or night-
time audience.

In this way the advertiser has a far
better-than-average chance of aiming
his radio commereials for a elock radio
into a home which has jnst one—and
not two or three or a dozen- radios,
Scientific appEeation of coverage data

not guesswork-—-can do similar tricks

for other advertisers. * Kk x
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| ] “$2,3ﬂﬂ A MOﬂth “The power of AP News in a small market is
| R ! shown by the fact that our 63 AP weekly
from

newscasts are all sponsored AND in every
- AP News” case spots before and after these 63 news-
' i casts are sold and stay sold . . . for a total
revenue of $2,300 per month. Figure it for
yourself: AP news on your station means
dollars for you.”

o VAP T T rolcer's Coffee, Kimball Motor Co., Camp
Reputation. for TOI] bell's Refrigeration and San Luis Butane have
iy increased their sales and expanded their busi-

NeWS, RBI]OI'tII]g nesses due to AP news. Even our adjacencies

are sold out. This is all made possible by our
hard-working AP machine and the always effi-

rn

cient AP reporters who work ‘for us'.

For full information on how you can

join The Associated Press, contact
your' AP Field Representative or write

Brown Morris, Manager
KADA, Ada, Okla.

Les Hacker, Station Manager,
KVEC, San Luis Obispo, Calif.

Hundreds of the country’s finest stations announce with pride,

“THIS STATION IS A MEMBER OF THE ASSOCIATED PRESS."




This 1s Mr. L. E. Paul

This 1s what he says

“The Lawrence Electric Company
(construction supply firm of which he is
president) is pleased to record  satisfaction with
results obtained from sponsorship of Fulton
Lewis, Jr. on WTRE, Bellaire, Ohio.
C'ustomers stop us on the street to thank us for
sponsoring the program. Others comment favorably
while making purchases.  Stll others have
switched to us becanse we helped return
Fulton Lewis, Jr. to the local airways.”

This i1s IFulton Lewis, Jr.

whose S-times-u-week program is available for sale
to local advertisers at local time cost plus pro-rated
talent cost.  Currently sponsored on 36+ Mutual
stations by 752 advertisers, the program offers a
tested means of reaching customers and prospeets.
Cheek your loeal Mutual ontlet or the Coopera-
tive Program Department, Mutual Broadcasting
System, 1-++0 Broadway, NY(C' 18 (or Tribune Tower,
Chicago 11).
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(Continued from page 35)
is spreading quite rapidly. While it

still comes a long way from covering
the majority of our dealers, I am not
too sure that it will not develop to a
much greater extent and perhaps be
our answer to television rather than a
network deal. Our experience has
heen that the combination of radio
and television is extremely effective—
TV to demonstrate the product, radio
for frequency and extra urge to ac-
tion.

Q. Could vou say something about
vour budget. what percentage is going
into the air?

A. Only that the percentage of co-
op advertising money is increasingly
going into radio and television.

Cnaryian: Green Giant is the top
producer of canned corn in the United
States. Ward, could you explain how
that came about?

Mg. PatroN (Green Giant): Guess
we have becen lucky.

Q. What about vour air advertis-
ing?

A. We have Art Linkletter’s House
Party once a week.

Q. For what products?

A. On Green Giant Brand Peas.
Niblets Brand Corn. Niblets Mexicorn,
and Green Giant Brand Cream-style
Corn—What we call our advertised
line. It is the third year for Art. We
have 28 TV stations and the complete
Columbia Radio network of 171 sta-
tions.

Q. What are your plans for this
fall?

A. If we stay with TV, we will un.
doubtedly try to use a~ many stations
as we can clear because your talent
cost isn’t any more.

Q. What are vou doing in other
media ?

A. We include in our hudget a co-
operative plan which is all print: that
is in the daily papers, in the local dis-
tributors’ advertising; posters and
handbills, and that is quite substantial.
It has been growing. We insist,
though. that we get a copy of the ad,
and measure it before we pay for it.
Then, of course, we use what we think
are some of the leading papers and
magazines: we make use of four-color
pages and Sunday supplements.

Q. Do you find TV costs eating into
vour regular budget?

A. It worries us to death.

Mir. Harringtox: The Sereen Ace
tors Guild isn't going to help it any,
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Ward, in cutting costs.

MRg. Patron: We think TV is effec-
tive, and of course Art Linkletter is
quite a personal salesman. Our com-
mercials are integrated with the show.
Our portion contains these children he
interviews.

Q. Cousidering TV’s greater im-
pact, are you willing to pay more for
reaching a thousand people?

A. As the program grows, you pay
less; it is something we are stuck with.
I guess. Our agency likes TV and we
like it, and we would like to do more:
we would like to have a big nighttime
show that everyone had to listen to.
but we can't afford it.

MR. HaRrRINGTON: Don't you fellows
think there is more and more resis-
tance on the part of advertisers to these
outrageous television costs?

Mr. Partoxn: It is a terrific prob-
lem, the way they are upping the cost.

Mr. HarrineTON: My company
owns three TV stations and we also
own AM radio and | can’t say this on
any scientific basis, but we have been
conducting pretty extensive tests in
those markets. It is my opinion from
those tests that we are getting more
results per dollar of cost from radio
than we are from television. There are
all sorts of imponderables there. You
say, “Well, what you are doing in
television is no good.” Mavbe it isn’t
doing the selling job it should do but
the television costs so much and is
going higher because of the Screen
Actors Guild, I don't know what the
result is going to be.

CHAIRMAN: Ralph, if radio gives you
more results, why are so many adver-
tisers down on nighttime radio?

A. There is no question but what
TV has got into the mighttime audi-
ence, but personally I doubt if it is cut-
ting m as much as a good many ad-
vertisers think it is. There must be a
point somewhere of diminishing return
because these television costs go up
and your radio costs have gone down.

Q. Do you think advertisers are in
a new cycle of coming back to radio.

Mr. HarriNcTON: | am exactly of
that opinion and I think this Screen
Actors Guild strike settlement is going
to be one more urge for some adver-
tisers to go back to radio. | mean not
the big boys who can spend the money
and to hell with the cost, but the people
around the borderline. like us: [ think
radio is a long way from being a dying
medium.

Mg. PaTtToN: In non-television mar-

20 APRIL 1953

d ay "Your TV Shopper”’

’YZ
Or Here are household hints and shoppers’
specials wrapped in a bright and breezy
package for housewives in the morning.

° The show features Olivia Browne, well-
nlg t known Memphis TV emcee, and WMCT's

own Wilson Northcross. It's loaded with

" TR

you A;li“r.\day thru Fri:ay 9:30 A. M.
corral] -

200,000 memphis
and Mid-South

Ny

TV Homes Y g
ST &
\ oo y .

%)

- l..’-id‘ =7

“Berl Olswanger
Sh_olv (44

"The casual touch." That's the charm of

VV hen the Berl Olswanger show. Flanked by the

lovely Ol'Swingers, Berl mixes pop tunes
by these three pert chicks, together with

O his inimitable piano interludes and the
y u restrained Olswanger humor. It's a natural
for easy listening and viewing.

Monday thru Friday 5 P. M.

IWMCT

Memphis ONLY TV Station
( . wMmc WMCF WMCT
e National Rep.resenfafives:
LU THE BRANHAM COMPANY
NOW .
AVAILABLE Owned and operated by
ON THE COMMERCIAL APPEAL
EITHER L4
SHOW CHANNEL 5 «+ MEMPHIS
AFFILIATED WITH NBC

°
ALSO AFFILIATED WITH

CBS, ABC AND DUMONT
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in \va
KansasCity

The 1000-watt station
the 250-watt rate.

Local variety shows 1o hold
and sell your audience.

Covering Kansas City with a
proven basic formula of News
Music and Variety

United Press News every
hour on half hour

These Disc Jockeys will
sell for you

Harlem Hop (colored)
1103 P. M,

Pete’'s Platter Parlor
310 5 P M,

Lowest Cost for Local and
Area Coverage

STUDIOS—
1012 BALTIMORE BLDG

KANSAS CITY. MO.
PHONE BA-O077

TOWN TO
TOWN
LOCAL
COVERAGE

WARRENSBURG
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ket~ we had complaints. We have na-
tional distribution. we're in practically
every store. and we had trade com-
plaints with TV and no radio. There
were a lot of kicks.  Non-television
market<. of course. want radio cover-
age.

Mg. Harrerox: Why  shoubdn’t
TV be effective? Any two media are
probably always better than anv one.
Radio to me does a better product-<ell-
ing job. With radio you can produce
more floor traflic in any of your deal-
ers’ places of business. We unse radio
chiefly with this gimmick advertising,
special appeal. special offers. come on
in, specials on service, on tire service
and  wheel-balancing and things like
that, to create more floor traflic.

MR. PAaTTON: You can never elinii-
nate radio as long as people have ra-
dios in their cars: they are going 1o
use i.

Cauryan: We have from time to
time shown in our studies that a lot of
out-of-home listening i= just now be-
ginning to he counted. It accounts
for sometimes as much as 209 of
nighttime radio. That corroborates
vour statement. Ralph. that there is
much more radio listening than most
people realize.

Mg. HargiNgTox: | seldom look at
my televizion set.

Mg, Pyrrox: | think moest people
turn on radio for the news.

Dr. Dicurew: 1 think that is quite
important because radio is more di-
rectlv related to the immediate pur-
chase: it is much less removed than
television.  Television is more com-
parable to magazine advertising: you
don’t have to buyv immediately when
vou hear it on TV: the general atmos-
phere in radio is one of greater im-
mediacy. but there is less time lag be-
tween a radio commercial and the
actual purchase than there is on TV,

Q. Why is that?

Dr. Dicurer: | othink the general
atmosphere of radio is more urgent
for mstance. something important i~
happening: you turn to radio because
vou want to be kept up to date. 1
think you are much niore likelv 1o tune
in your radio than you are to TV, and
actually physically it just takes longer
to prepare the newscast on TV than it
docs on radio.  Also | think there is
another thing happening: it i=n’t just
simply a return o radios it is a <piral
development. It is a return of radio
but on a higher level, a new level with
new uses and new significance,

Vorce: As a means of conmiunica-
tion there is no question about it.

Dr. Dicuter: There is much more
use of radio outside of the home. in
yvour car. in factories, in offices. and
=0 forth.

Vorce: It seems to play much the
same role in the home: it is back-
ground entertainment.

Vorck:  Yes. when  the  young-
sters are studying. vou'll frequently
find them enjoying a set going quietly
while thev work.

Dr. BrcaTeER: You might also intro-
duce the famous old guilt feeling. We
have found in a number of TV studies
that there is a very active defense
against too much TV at one point. |
see one gentleman nodding here. The
family feels, “What is happening to
us? Al our evenings go by the way-
side.  We don’t do amvthing decent,
always watching TV.” In my family
my children protest. “Daddy. can’t you
do anvthing else besides TV?™ and 1
say “Let’s go down to the workshop
and do something active for a change.”
In radio you don’t have that; vou use
it as background: somehow it is less
hypnotic: you keep more of your own
self-determination than vou do with
TV.

Cuamaian: Before we get into the
psychological aspects of this any fur-
ther, I'd like to hear from you others
on what you're doing on the air.  Joe.
could you give us a rundown on what
the New Holland Machine Co. plans
to do in radio this vear?

Mir. Heee: We are primarily inter-
ested in the agricultural market. last
vear we concluded a 13-week experi-
mental program in radio. We bought
alreadv-established farm programs and
then we extended it to 26 weeks, In
trying to measure the effectiveness of
those particular programs we found. as
we expected we would, that some of
thenr were very effective and some were
very ineffective. Right now we are de-
bating just what we want to do on ra-
dio. One of the things we believe is
that the radio station should set up a
separate rate structure for the rural
market. instead of billing the elient for
extended coverage over metropolitan
arcas. We don’t want to buy metro-
politan coverage; we are unwilling to
pay for metropolitan coverage. and if
radio is being affected as much by TV
as some people seem to think. we be-
tieve that those rates should be ad-
justed. particularly at farm listening
times. to give an agricultural rate.
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WTVUN

CHANNEL 6, COLUMBUS, OHIO

announces fAe a/olooinfmenf o/

THE KATZ AGENCY
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ofective _April 6th 1953
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SEND TODAY FOR

Your copy of . . ..

KRODD-TV

CHANNEL 4

El Paso, Texas

FACT

SHEETS

2t the complete picture of this im-
portant new TV market and its leading
TV station.

RODERICK BROADCASTING CORP.

Dorrance D. Roderick Val Lawrence Dick Watts
Chairman President Sa'es Manager

REPRESENTED NATIONALLY
BY THE O. L. TAYLOR COMPANY

Obviously
OUTSTANDING

148k
KNOX 51 LEL -
13 ——L

89
SR TA7hwilL
a5 90

87.328
DAYTIME
FAMILIES

STANDARD STATION AUDIENCE

SCHUYLIR

14

The new
REPORT shows how WMBD dominates the rich
Peoriarca market. WMBD's 87,328 daytime radio
families include 899 of the Peoria County total
... 909 of Tazewcil County. WMBD audicnces
m the 9-county market account for 689, of
127.870 daytime radio familics. Nighttime fig-

ures  show  similar  dominance.
To SELL the Heart of |lllinois,
BUY WMBD!

PEORIA

CBS Radio Metwork » 5000 Watts
Free B Peters, Inc., Nat'l. Reps.

o
M
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We are al-o thinking of TV, Today

someone mentioned that about 2077 of

the farms now have TV sets: of course
we are unwilling to buy national ne:-
work coverage 1o get 2000 of the
farms. hut
that are essentially agricubural.  We
are thinking very serioush of doing a
little experimenting in that line. al-
though one of the things that frightens
us is the tremendous cost of a TV pro-
gram. One of the things we have been
doing in the past several vears is mak-
ing our own motion pictures. We have
our own motion picture unit which we
feel we can very easily adapt to TV.

Mi. HagrixgTon: The unions may
not let you.

Mir. Heww: Of course T think pro-
duction cozt~ can sound a death knell
to TV as far a~ a lot of us with small
operating budgets are concerned.

Cuamsiax: George, vou in National
Biscuit are going into a big spot radio

there are those stalions

campaign, aren’'t you?

Mir. OLiva: We are using spot an-
nouncements  on different
arcas of the country: it is not national
in that respect.  We are using 20-sec-
ond spots in problem areas or areas in
which there is a high potential. but we
have Godirey over CBS Radio for
over-all coverage.

radio in

We have him on
an every-other-dav basis at 11 o’clock
with very high ratings. We are also
using TV spots in about 65 markets:
we use TV that way because it gives us
an opportunity to advertise local prod-
uets in different months of the vear
and i different areas. We don’t neces-
sarily have to advertise the same prod.
uct right across the board. lLocal com-
petition makes it necessary to combat
it that way.

CrairMaN: As TV stations open up
in new markets. will you go along?

A. 1 think we will as our budget
iercases. How far we can go is a
problent. but as new markets open up.
we look into them very carefully. and
if there are <ufhicient sets in use and
the market is satisfactorv. we will huy
the <tation.

Q. How do vou feel about night-
time radio?

A We haven't used it in the Jast 20
We feel that a good daytime
program s effective for us.
While we do buy some nighttime spots,
we make sure that the hour is not after
O pam.

Q. What percentage of vour budget
i~ gomg into air advertising?

A. Both radio and TV take aronnd
33 or 310 of 1.

vears,
more

Cramyan: Henry Stevens of Camp-
bell Soup. what percentage of your
budget is going into the air media?

Mg, STEvENs: We have some prod-
ucls without any radio or TV. new
products. amd we have some others
that have 907¢. 1 guess the over-all
average is about 60¢ radio and TV.
I have the same comment 1o make as
the others. It has been a difhicult pe-
riod. believe me. this transition from
radio to TV, because we have tried 10
hold a good portion of our radio and
vet get good shows established in TV,

Cuamvan: Do vou feel the transi-
tional period is ended?

\. @ don’t think 0. No. we are still
in both media.

We have Donble or Nothing. with
Bert PParks. three times a week in a
half-hour davtime TV show. and we
have Bert Parks in radio five times a
week. Our evening TV show is The
Aldrich  Family. a half-hour Friday
nmight show.

* * * * * * * *

seThe keynale of 1the coming years (in
Canada) will be radio’s determinarion
10 prosper. We have that determination.
Onr response 1o this new ehallenge
(television) will resnlt in onr bheeoming
an even wmore cfficient medimn of ad-
verlising, As we become meore ecompeli-
live . . . we will intensify onr sindies of
competilive media . . . We (will) smdy
the cost, 1the merchandising, the eir-
enlalion patterns, and the measnrement
systems employed by other media.®®
PAT FREEMAN
Sales Direetor
CAB, Torcntoe

* * * * * * * *

Cuamyan: We want to touch upon
thi~ other problem of impact. Dr.
Dicliter. do vou have any nmiore obser-
vations to make on which media have
a greater impact. if any ?

Dr. Diciter: It depends upon the
product. 1 am always inclined to be
more concerned with the psyehologi-
cal mechanisms being employved. rath-
er than with the technical aspects of
the medium.  In the fiekl of television
as well as in radio. I think we have
hardly seratched the surface. as far as
prodneing the kind of shows and com-
mercials that reach the consumer is
concerned.

A study. for instance, of the kind of
commercial that Arthnr Godfrey uses
gives us some indication as to what i~
really effective. You have to use the
principle  of identification.  Arthur
Godfrev never reads it. He delivers his
commetcial the wav vou think vou
would behave if vou were in that tele-
vision studio. 1o other words, you
feel vou just couldn’t take it week af-
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ter week without making fun of it once
in a while, and that is exactly what
Godfrey does, and the moment he does
it you can identify yourself with him:
this is you; he is behaving like you;
therefore what he does becomes for the
first time really believable.

Now take that technique; you can
use the very same approach on radio

denly Hft him out of the role of an
announcer to the role of a living hu-
man being. and you have really
changed Dbasically the effectiveness of
the commercial much more than if you
had worried about where to put your
commnia or period and what exactly yon
should bLe saying.

MR. SteEvENS: It is hike M. Bean of

and on TV. It is my contention, for [, L. Bean Co.. the Maine sporting
instance, that you could have a lot of goods house: halfwav through a conm-
Godfreys if only the writers of com-  \nent on the items in his catalogue, Vr.
mercials were to give more freedlom  Bean says he uses them himself.

for spontaneity to the individual an-
nouncer. One of the things I have rec-
ommended is to have what 1 call a
psychological parenthesis in each com-
mercial-—permit the ammouncer to fill

Dr. Dicuter: That is right. One
distinction | have made in selling al-
most any kind of product is that there
is a difference between acting as a
salesman, an expert. or a craftsman.

in whatever he wants. maybe just the  \{hay | imean by that difference is this. I
weather or the fact that he got wet on 11 | Luy an electric saw. [ don't want -~ [
the way over from his home to the o lecman to talk to me like a sales- [ f
studio. In our experiments we showed . = o0 expert: 1 want f
that a little thing like that will sud- i 1y discuss this electric saw in i

terms of his own experience. He .

should say, 1 always have trouble ’ fl

whenever I have to cut a big panel of
plywood. Well, I struggled with that
for a long time and finally 1 found o e,

how to do it.” Now if he talks to me
KB
]
- RNy

... The campaign has been
very, very successful . . . the
simultaneous delivery of
Telegrams with sample
kits .. .provided the necessary

that wav, | can recognize that | have
had that same difficulty; he has the

impetus.”’ good fortune of being able to do all Ze il by
week long what I can do only on week- st v, st oo vt Y JOHN BLAIR & _CO
. »
Western Union
for fast,

. » . MUTUAL NITWORK * 710 KILOCYCLES » 3.00 WATTS ION'
ends. He is a craftsman enjoying ex-

actly the same way I do the use of this
product. tool. or whatever it is. It
doesn’t just apply to an electric saw; );

[ think it applies to ahnost any kind of lt;v the
product. and I think that distinction is )
a very important one.

Mgr. Orniva: 1 think that is right.
lsn’t lack of believability pretty much
the fault of the advertising agency in
writing the commercials?

dependable
“DISTRIBUTION"
SERVICE

Quick, economical dis-
tribution by depend-

wor film
1 {hat 18
NTREATED!

Mg. HarrincTon: How many radio

able messenger service or TV announcers or m.c.’s, or what- T Qur new folder,
lll)‘ef}éc‘:rttlg:‘ }‘)‘:fi‘;]:?;?; ever you want to call them, can do | upeerless Pointers,”
sale displays, profes- what Arthur Godfrey can? TTTETTTT T tells you tersely and
sional sampling to . T boot
doctors, dentists, druggists and an unlim- Mgr. OLIvA: .It isn’t that al.together. | e factually abou
ited range of other business promotions. Just as Dr. Dichter was saying. they __+ preventable damages
Other Western Union Services should write their commercials to fit N e 'hh"' f"3‘1"‘3:;”
. . -
® MARKET SURVEYS— Fast, efficient way to the show and not come out with some z _x hoppen to lim
check consumer attitudes and brand . 4 and how Peerless
preferences. cold announcement that is absolutely B 1reatment guards
® CIRCULATION VERIFICATION—Checks titles, out of place. There is one thing 1 inst such damage
LR LT RN L T s have noticed many times, and it an- L. e °
® PUBLIC OPINION POLLS—Spot checks on : B ¢ & at a cost measured
media coverage and consumer prefer- noys me no end. and that is the use 4 in peniites.
ences. “\” D AR . 9 Y .
of “You see?” “You see?” Why, vou .
® “OPERATOR 25”"—Enables advertisers to ¥s ) Write for your capy now
give prospects the names of local deal- have announcer after announcer start-

ers by telephone—provides missing link

» . - . s\7
Botwmon B vertiser and consumer ing his commercial with “You see. we

. 5L Loso
far further infarmatian on any or oll do thls' [Us ridiculou
these special services, call your Mgr. HuLn: Doctor. how about the

local office of WES TERN cold benefits or features of a product? A

Take your electric saw, for instance.  Protective and preservative treatments.. . .

UN'ON Assuming that you know something
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Top Rated Half-Hour
MYSTERIES

We can deliver up to

6 half-hour transcribed
Mystery Programs Weekly.

We Offer —
LET GEORGE DO IT!
MYSTERY HOUSE!

30 MINUTES TO GO!

- Qo

Ask us for the Dope.
We'll shoot the works

19 EALT S3cd STREET ot Madiran Avenue
HLW YORK , M.v,

See us at the Convention
Biltmore, Suite 2300-02
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THE MIGHTY

“MIKE”’

OF

SAN ANTONIO
250,000 Milliwatts

Sganish Language

kiww

about electric saws or the consumer
does. isn’t the buver influenced by the
features. In the tilting arbor. or by the
size of the table. or by the functional
characteristics of the unit?

Dir. DicinTER: Yes, verv much so,
but 1 contend that yvou can only be in-
terested  in such  technical features
from the viewpoint of human experi-
ence.  In other words. suppose yvou
wanted to describe the tilting of a saw
as~ a feature. You would have to talk
to me about it iu terms of mv own
work habits. my own difliculties.

().: Wouldn’t vou be talking down a
little to vour audience if vou did that?

Dr. DicuTeRr: It would depend a lot
on the product.

Mg. HurL: You are a photographer.
You are interested in the shutter speed
and the kind of lens and the mechan-
ism of the thing. There is not much
of an emotional factor except as ex-
pressed in virtually cold features.

Di. Dicuter: Then vou are really
defending a sort of catalog kind of ad-
vertising.

Mg. Huwnn: That is right. * k%

SUPERMARKET ON WBIG

(Continued from page 51)

The supermarket owner was faced
with these problems when he sat down
to map out his radio schedule:

o [litting the desired andience. Ralph
realized that programing hits twice as
hard if a majority of the listeners are
potential supermarket customers. Main
problem in reaching this audience boils
down to choosing proper air time. Af-
ter careful study of listener data. Ralph
signed for a staggered schedule be-
tween 7:00 and 9:00 a.m.. to reach
maximnm women’s audience.

e [Programing to attract and hold
this audience. To appeal to the great-
est cross-section among potential cus-
tomers. an informal, chatty disk jock-
ev show—/Poole’s Paradise- was cho-
sen. built around local radio personal-
ity Bob Poole.  (Poole returned to
WBIG recently from a four-year tour
on the Mutual network.) Thix type of
program is also a natural for ad lib an-

nouncements which feature “specials.”

Bob Poole. although acclaimed num-
ber one «.j. in 1919-1950 in a national
poll conducted hoth among listeners
and among other d.j.s. actnally rates
as a popular local “personality.” who
has his own following among listeners.

M. Huere: That is right. * K K

Bob Poole’s voice is also used on the
200 to 30 annonncements Scism runs
each week in addition to the regula
program.

Bob Poole’s copy

Poole’s seript for his d.j. show-
and for his announcements—consists
merely of a series of tvpewritten in-
structions highlighting specific super-
market items. A tvpical list covers two
or three days on the air, reads as fol-
lows:

“Bob: Following are items for
Ralph’s  Food Palace: Four-pound
package of Kingan’s Pure Lard—39¢
a package: three cartons Red Ripe to-
matoes—29¢; Kingan’s Cured Ham--
39¢ 1h.. shank portion; Grade A fresh
ground hamburger—49¢ 1h.

“Bear down on Kingan's lard and
tomatoes. Ralph’s also has a carload
shipment of fresh camellias. Mention
this lightly as quantity is limited.”

On another typical broadeasting day,
Poole’s list will be headed by *5.000
Grade A fresh killed fryers—39¢ a
pound.” with the notation: “Frvers are
vour top specials. You have 5.000 to
move through Saturday.”

Poole also reminds listeners each
week that Ralph’s has late closing
hours on week-ends for their conve-
nience. points out the store is open
Fridays till 9:00, Saturdays till 8:00.

Ralph has found repetition doesn’t
hurt his business. In fact, he makes
only two copy changes in his ad in-
structions per week. He’s found shop-
pers are interested in the same staples.
week after week, want to be kept up-to-
date on pricing. The two changes are
planned to point up “specials™ the
Food Palace is featuring during a spe-
cific time period.

lu-store merchandising for the air
show consistz of a sign above the meat
counter, reminding customers to “Be
sure to listen to Bob Poole every morn-
ing on WBIG.” Poole himself, how-
ever. is a familiar personage to most
of Ralph’s customers. He often drops
in, tape recorder in hand, to interview
Scism, department heads, as well as
some of the customers for rebroadcast
iater in the week.

As for Scism. he’s found personaliz-
ing his market to the customers really
pavs. Not only has store traffic been
heavier throughout the entire week,
but there’s heen an especially notice-
able cash register increase on Monday
and Tuesdav. generally the poorest
days for grocery business. LR
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CILBERT ON TV
(Continued from page 38)

When Gilbert’s agency, the Charles
W. Hoyt Co.. hit upon the idea for
The American Flyer Boys’ Railroad
Club in 1950, both A/E Winthrop
Hoyt and agency Radio-TV Director
Bill Smith felt they had found the ideal
program format for their client. This
15-minute film program is built on the
premise that kids never tire of watch-
ing trains and that they like belong-
ing to clubs. It shows a typical boys’
an(lP] railroading club in action.

Comments \thhrop Hoyt: “We
don’t have to worry about making
sales points in opening and closing
commercials, since American  Flyer
trains appear throughout the 15-min-
ute run of the film. Actually. the whole
film, in one sense, is a commercial.”

Transfilm produced these six 15-miu-
ute films for the agency three years
ago. In each of the ﬁlms the same
group of boys—five actors ranging
fromn ages six to perhaps 12-—meets in
the model club house to play with

"A TWO WAY STRETCH”
MAKES THE FIGURE

Equal spot cov
erage on WLEA,
Hornell, New
York. This com
binacion gives
you primary
coverage of the
Rochester mar-
ket plus primary
coverage of the
great non-TV
Soucthern Tier—
288,720 radio
homes at no in
crease in ratges.

YOU BUY...

Spot coverage at
regular rates on
Rochescer's fast
stepping stacion

WVET

REALLY
STEPPING

our

IN ROCHESTER, N. Y.

Represented Nationally by
THE BOLLING COMPANY
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Anterican Fhyer trains and to discuss
actual railroading problems with their
guest expert of the week, These rail-
road experts brought to New
York from all over the country at the

were

time the films were produced.

The switchmen,
brakemen. station superintendents-

guests  engineers.
tell the youngsters about their partien-
lar jobs. The boys. who are themselves
experts in model railroading. then re-
ciprocate by showing American Flyer
trains in action  Diesel engines pull-
ing streamlined passenger cars through
tunnels, freights crossing bridges, pas-
senger with toy
pacing up and down.

[Another toy  manufacturer who
recently discovered that his product
can provide the basic idea for his TV
show is the Playskool Manufacturing
Co. of Chicago. This firm sponsors a
weekly half-hour WCAU-TV show, The
Pioneer Playhouse, featuring a “Lin-
coln Logs Building Contest.” This eon-
test shows five youngsters using Play-
skool construction sets as they compete
to win a Playskool prize for the best
construction by the end of the show.
{ For details. see “Toys are vear-"round
item.” 23 Fehruary 1953 spoxsor.)

stationsx conmnters

[Building an entire show around a
product, howeser. need not be confined

to toys. Other products—such as cos-

metics or flowers (see “Radio made
Tulsa flower store nation’s largest,”

26 January 1953 sroNsor) can form
the basis for an educational and en-
tertainimg progran. |

Time buying problem

One of the biggest hurdles a season-
al advertiser overcome is the
problem of good time availabilities.
This problem is complicated by the
fact that no once-a-week program
should be expected to build an audi-
ence for itzelf within its six- or eight-
or even 13-week run. It is thevefore
particularly important for a seasonal
advertiser to get a time segment
wedged in between adjacencies that
are aimed at the very audience he
wants to appeal to.

Gilbert today aims at an audience
of boys ranging fremn eight to about
12 years of age. Before World War
I, electric trains appealed to bovs up
to ages 1.t and 15. However. wartime
sophistication reduced the market to
the younger frrnup.

must

The agency’s main pmblem in reach-
ing th&se _\oungatelb is, of course, &
problem of time buying. Charles

MNe. 3 In A Series

Why Song-Ads
Sell

Snﬁg-nds Melt B]:yer Resistance
With Rhythm and Rhyme

Music hath charms. The
Paper Mate Song-Ad actu-
ally made the hit parade
on a Los Angeles radio
station. Which all goes to

prove, “you can’t preach
to them, but you can sell
’em with a Song-Ad.”
Three Song-Ads on
an audition presentation

record, any one product,
$75.00.

adb- COMPANY

)

5927 Svnse' Bivd.
o % Hollywood 28, Calif.
Gladstone 6181

Write For The Answer—

Congratulations are
in order

for we

have our CP for TV
KGVO-TV-13

Target date July 1954.

The 4t Mlooly Stations

5000 watts 250 Watts

Night & Day Niaht & Day
MISSOULA ANACONDA
BUTTE

MONTANA

THE TREASURE STI{TE OF THE 48

Representatives:

Gill-Keefe & Perna, Inc.
N. Y., Chi, LA, and S.F.
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ATTENTION'!

YOU CAN'T AFFORD
topassupthe opportunity
" of hearing and seeing the

PRIZE WINNING

TV
WEATHER FORECAST
JINGLES

Fully Animated
Musical Spots

51 different spots
on film covering every
possible weather condition.

Audition Print On
Request

19 EAST 53rd STREET  NEW YORK
See us at the Convention

Biltmore, Suite 2300-02

’---

NOW
169,000
TV HOMES
in the
QUAD-CITY AREA

where nearly 4 million
p=o3l2 rank 11th in Effec-

t've Buying Incomsz pzr
cajita amony Sales Man-
ajzement’s 162 Metropolitan

Arzas.

Les Johnsorn—V.P. and Gen. Mar.

TELCO BUILDING, ROCK ISLAND, II.I.IHQIS
Reprasantad by Avery-Knodal, Inc
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HoyUs timebuver. Douglas H. Humm.
faces a three-fold problem each year:
(1) He must buy a time slot which
finds the boys at home and in front of
the TV set. His late Sunday afternoon
buy filled the bill on that score. (2)
Since the entire film series is on the
air just once a week for six weeks, the
show doesn’t have time to build s
own loyal following. Doug Humm
therefore sceks adjacencies to shows
that have a high listenership among
young boys in order to get a ready-
made audience. (3) This past season,
the films had to be bicycled because
CBS TV had a hard time clearing the
late Sunday afiernoon time on all (4
stations Gilbert hought. To help Doug
Humm  with the time buving. fihu.
bicyeling problem. the agency had a
number of prints made.

The original 1950 film series ha-
been used for the past three vears.
As Winthrop Hoyt explains it. the na-
ture of the toy market is such that
there is at least a 204 audience turn-
over each year. as one group of bove
grows out of the tov train age. and
another, younger group grows up toit,

This year. the company is planning
four new films for its eight-week 1953
campaign, since the hlghly competitive
toy market continuously forces manu-
facturers 10 add new features. The
four new films will replace the two
Anterican Flyer films that show plems
the firm is no longer producing.

One of the main safeguards for in-
suring a successful TV show that a
seasonal advertiser can employ is in-
tensive merchandising.  Hoyt ageney
proves its awareness of the importance
of merchandising by distributing the
American Flyer films to schools, YMCA
groups. boys’ clubs. For these educa-
tional showings. the agency merely
takes off the closing one-minute cata.
|ng_’ offer.

During the run of the films on TV.
announcements  rerchandising  the
show are bought every week in some
000 newspapers. Lyvnn Farnol. the pub-
licity  firm handling the Gilbert ac-
count. last fall received over 270 re-
quests for itz feature based on The
American Flyer Boys™ Clnb. Among
nnmerons others, Jack Gaver of UP
and Alice Hughes of King Features
used the story.,

For its promotion of the film series,
the ageney  prepares  duplicate  kits
which are sent out both to Gilben
salesmen and 1o the TV stations.  Gil-
bert salesmen use the kits with depart-

nient store accounts. \u)rking out win-
dow and in-store displays 1o tie in
with the program.

Included in the merchandising kits
are car cards pinpointing the program
in each particular market, form letters
to voungsters telling them how to or-
ganize American Flyver Railroad Clubs,
pictures of the program. stickers an-
nouncing show time for box cars 1o
be used in department store windows,
and, finally. the complete, full-color
catalog of the Gilbert 1oy line. (These
catalogs alone will take a $150.000
chunk out of Gilbert’s $1 million ad
budget for 1953.)

In their merchandising effort, the
Hovt agency and the Lynn Farnol
publicity office both seek support of
the railroads to draw atiention to the
show. Various railroad organizations
have cooperated generously in the past.
The Pullman Co. used car cards an-
nouncing the program. The Associa-
tion of Railroads sent special releases
to 00 railroad employee magazines in
the U. S., Canada, and Mexico urging
support of the film series. The B&O
reached some 40.000 employees with
its message about the American Flyer
Boys" Club, and the New York Cen-
tral scheduled a special showing of
the filins for officers of the company.

Repeat performance planned

Sales‘ figures coupled with the com-
pany’s plan to continue The American
Flyer Boys' Railroad Club in fall 1953
spell out success for the Gilbert Co.’s.
seasonal TV push.  In 1952 Gilbert
sales reached an estimated $16 million.
against $1.4,800.000 in 1951. Ameri-
can Flyer trains account for more than
20 of this total.

Ou the basis of these sales figures,
Gilbert’s Ad Manager Banning Rep-
plier plans to allot some 60% of the
firn’s $1 million over-all ad budget
in 1953 10 American Flyer trains.

lu last vear’s pre-Christmas cam-
paign a new copy approach gave cvi-
dence of the show’s strong pull. The
Hoyt ageney appended a new close 1o
cach film. As the club door closed, the
announcer who had introduced the
Boys™ Railroad Club, gave the follow-
ing pitch to invite write-ins:

“Hi vah. railroad fans! Wouldn™
vou like 1o have an ofhicial American
Flyer Boys™ Railroad Club right in
vour own home? Well, the Chief kn-
gineer of American Flyer trains, Mr.
A. C. Gilbert. wants to help you start
one. You know it's a great thing to
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be a leader and be the first to form
your own club. So listen . . . here is
what you get absolutely free. First, a
letter from Mr. Gilbert telling you just
how to start your official Boys’ Rail-
road Club—he’ll give you details on
exciting activities you can plan. Then
in addition, you also get this giant, 48-
page American-Flyer catalog jam-
packed with wonderful full-color pic-
tures of all American Flyer trains and
accessories write for informa-
tion on how to start your American
Flyer Boys’ Railroad Club and fo
your free 48-page full-color catalog,
address Gilbert. 99 Erector Square.
New Haven, Connecticut. . . .”

During the six-week run of the film
series, this announcement drew nearlv
25,000 inquiries — plus an average
weekly response of 150 to 200 letters
requesting charter certificates. Al
though the program is not on the air
now, the letters are still coming in.

The toy industry, with its brief sell-
ing season, has a peculiar advertising
problem. Some 85% of all toys are
sold in the concentrated pre-Christmas
shopping weeks—that is, between 15
November and 20 December. Although
the industry has tried to overcome this
lopsided proportion by advertising
throughout the year, the pattern of
consumer demand has not changed ap-
preciably. Birthday husiness is a drop
in the bucket compared with Christmas
sales. In fact. many department stores
throughout the country maintain a toy
department only during the pre-Christ.
imas rush weeks.

However, though the retail season
begins in the middle of November, the
industry’s sales are determined in
March, when department store buyers
and retail outlets order their stock for
the coming fall. The amount of these
orders is largely determined by con-
sumer demand during the previous
holiday retail buying. Therefore, the
effectiveness of a toy manufacturer’s
advertising during October-November-
December of one year can’t be gauged
accurately until March and April of
the following year.

Only Parker Games. Milton Brad-

ley, and Lionel compete with Gilbert’s

52 SHOWS READY FOR YOU
Sportsman’s Club

15 minutes hunting, fishing and outdoors with
Dave Newell. High class panel type entertain-
ment. Write for audition prints,
SYNDICATED FILMS
1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Pa.
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advertising on a national scale. Aud
of these, only Liomnel, with $50 million
m sales for 1952, is a major air media
user. Lionel sponsored the All-Aboard
Show on CBS TV Sundays 12:15-12:30
p-m. during the 13 weeks before Christ-
mas 1952, The firm is planning to use
this kiddie show built around a ven-
triloquist dnring the 1953 preholiday
Seasol.

On 1 March 1953 A. C. Gilbert ap-
pointed Erwin, Wasey & Co. as its new
agency, with George Morris as a/e.
However, the company pointed out that
its advertising plans would not be af-
fected by this switch in agencies. Com
ments Ad Manager Repplier: “We
have been sucecessful with TV, and
we’ll continue using this medium,” ***

MEN, MONEY

(Continued from page 10)

Walter Weir, until recently owner of
his own shop and currently a veep at
Donahue & Coe, has said of advertis-
ing that it “‘either attracts or develops
a type of human being who is par-
ticularly sensitive to and extremely
conscious of degrees of success. It is
for this reason that there are so many
titled officers in advertising—so many
vice presidents.” Weir himself was
made a vice president only a few
months after joining the old Lord &
Thomas agency as a young man. Being
vouthful. he protested to Albert Lasker
that he had not been with the agency
long enough to deserve the honor.
“Mr. Lasker fixed me with his pierc-
ing brown eyes and, 1 am sure with no
little amusement behind them, said.
‘Mr. Weir, don’t tell me when you

should be appointed a vice president

—1TI invented the office in advertising.””

* * *

Again quoting Walter Weir: “Many
of us who are amused when our four-
year-old son proclaims himself Hopa-
long Cassidy because he is wearing a
cowboy hat, ourselves acquire a new
sense of dignity and importance when
we read we have been appointed a
vice president or have been hired in
an executive capacity.”

¥ * *

Women, again, make much of status.
And if vou doubt it. see any lady
executive assistant in an advertising
agency bristle when she is mistaken
for a secretary!

Hew Orleans’. . . . .
BEST BUY

here are the facts to back up your
decision to use . ..

WMRY, New Orleans’
Negro Market Station

Based on latest morning Pulse and
published announcement rates, you
pay less, far less, per percentage of
listeners, with WMRY.

% OF COSTPER %

STATION LISTENERS LISTENERS

WMRY (Ind) 12 44c

Station A (Net) 28 $1.07
" B “ 12 $1.17
" c 1n $0.65
“ D - 10 $1.50
" E (Ind) 6 $0.88
" F " 4 $1.40
" G " 4 $1.05
" H “ 3 $1.63
" | " 5 $1.06

600KC. “THE SEPIA STATION"

MRY

NEW ORLEANS, LA.

o Gill-Perna, inc.—Nat'l Rep.

]

* % % |

A Powerful Independent

for a BIG

LOCAL MARKET

Markets cover large distances in the

Portland Area. People travel farther and
oftener to do their buying. To cover

this big market requires power. KWJJ,
with its 10,000 watts, is the Northwest's
most powerful independent station—
reaches approximately 100 miles in every
direction. For real coverage at lowest
costs, use KWJJ to cover this

I11/5 billion dollar market.

KWJJ

Studio and Offices

1011 S.W. 6th Ave.

PORTLAND
OREGON

v 4
RS

(T

Nat‘l Reps. — WEED & COMPANY

DR,

O
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There
are

still a N(@W
few—a

very few— Hﬂ amﬂ
availabilities
on
“Hometown
America’. ..
the biggest,
most
successful
food sales
and
merchandising
radio
presentation
in

history. ..

WEFBR

ABC NETWORK IN
BALTIMORE

Anderson F,. Hewitt. recently chairman of
the board of Hewitt, Ogilvy, Benson & Mather,

has joined Kenyon & FEckhardt as vice president,
cecount supervisor, and director. A few days after
the change came about, Chase National Bank
announced that it was switching s consumer and
industrial advertising (approximately $1,200,000
annual budgety from HOB&M to K&E, effective
1 July 1953. (For further information on Andy
Hewitt see Ageney Profile, spoxsor, 17 Now. °52).
K&FE retains Bank of The Manhattan Co. account.

C. R. Swith., president, American Airlines,
signed « contract for the lurgest single amount of
advertistng in the history of radio broadcasting.
Under the contract between American Airlines
and CBS Radio, the wirline will promote its services
during a total of more than 30,000 radio broad-
cast hours on six CBS radio stations during the
next three years, Programs will run from mid.
mght to dawn, featuring light music, news, weather
reports, and general information for the traveling )
public. Agencv: Ruthrauff & Ryan.

William P. Robiuson recently took over
managerial reins at Crosley Broadcastung Corp.’s
newest outlet, WL .A, in Atlanta. Prior

to taking over in the Georgia capital, Robinson was
programing vice president for the Crosley stations.
A native Caincinnatian, the WL -A executive has

a wide background in sales and administration. lle
was located in the (rosley sales offices in Chicago
and New York, and held down an executive job

at WINS, the CBC radio outlet in New York.
Stepped up local programing may be anticipated.

m——,

Ewmerson Foote. eecutite v.p. of McCann-
Frickson. Ine., received the highest honor to go to
a lav persca for “outstanding work n the cam-
paign to control cancer”™ when he was chosen as
the recipient of the 15th annual Clement Cleveland
medal. Foote is credited with a complete overhaul
of the American Cancer Society’s approach to
public tund raising and education. Foote helieves
“we shonld think of hope and not of fear. To
talk of life and not death.” Fncouragement of
ecarly treatment can cut high cancer death rate.

Represented nationally by
- John Blair and Company .
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Whot? -

Your luckiest ““find" in. radio —
WERD, Atlanta! It’s your
“direct wire” to Atlanta’s great
Negro audience, and tf its

vast— but scarcely
tapped-— buying power.

Why? -

WERD listeners have confidence in
what they hear on their station — the only
Negro owned and operated radio station

Good Luck -ond

Gﬂﬂd h“v,lng oction ,m the U.S. Their tonffdence shows where
. - ’ it counts most— at the sales counter,
will be yours with this four leaf clover where they buy the products they ]
in your broadcast schedule. WERD | hear about on. WERD. Write for WERD's
stimulates sales. And it's the most “proof -.of Performance.™ :

economical radio buy in Atlanta.
Remember, there's a lucrative market to
be tapped. It's yours through WERD!

RADIO DIVISION
' Interstate United Newspapers, Inc.

wE H D ATLANTA

1000 WATTS o 860 ON EVERY ATLANTA DIAL
J. B. Blaytan, Jr., cen. ve..

Represented nationally by

JOE WOOTTON




Movie Stocks...
Should I Buy
— or Sell?

Judging by our mail, that’s one
problem a good many investors

would like to solve.

Can Cinerama, 3 ID’s, and foreign

markets keep movies alive—

Or is Television bound to take
over—chase Tarzan back to the
trees?

Actually, of course, there is no
absolute answer to the question—
the movies have always been a
more or less speculative industry.

But there are a number of facts
that should be considered before
reachingany conclusion—facts that
can help you come up with the

right answer for you.

And you can find those facts in
our brand new booklet “The Mo-

tion Picture Iudustry.”

In just 32 pages, it sets forth the
most important pros and cons that
should influence the moving-pic-
ture industry in gencral . . . gives
vou a detailed analysis of 18 lead-
ing companies presently involved
in making movies —or showing
them.

If youd like a copy of “The
Motion Picture Ludustry,” just ask,

There’s no charge, of course,

simply address—
Departmment SP-26

MERRILL LYNCIL,
PIERCE, FENNER & BEANE

70 Pine Street, New York 5, N. Y.
Offices in 103 Cities
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ewsmakers In advertising c...ivues

Dan Seymonr has been appointed v.p. in charge
of radio and TV programing at Young & Rubicam.
Sevinour, long known to riewing and listening
audiences for his announcing chores, was m.c.
host, editor, and producer of We, The People |
during the program’s last four years on the
networls. IHe started as an announcer in Boston
before CBS brought him down to New York

to handle a variety of mike chores. Seyvmour
joined Y&R in 1950 after having been associated 0
with that agency’s programs for many years. With
wife and four children he lives in White Plains.

Roy Daunish. manager of the Western division
of Mutual networks station relations department
since 1919, has been appointed director of the
newly created Commercial Operations department.
Ile told spoxson: “This new department has been
established so that certain functions of the station
relations and sules departments can be conducted
more efficiently. The tendency toward overlapping
and duplication of functions can thus be eliminated.”
Danish joined Vlutnal in 1946 as a researcher.

Norman W. Gleun is neuly appointed v.p.

in charge of broadcast plans for Doherty. Clifford,
Steers & Shenfield. He told sroxsor, “The
arerage cost of reaching a T1" home with a commmer-
cial is bound to rise in the near [uture. Newer
markets are relatively more expensive, new stations
in current markets will divide the available
audience, and a strong third networl will take
away audience from the other neo. TV will continue
to be a high-impact medium. The challenge is

to dervelop pluns for its most cffective use.”

Robervt W. Friedheim., vr.p. of World Broad-
casting System (and in charge of Frederick W'. Ziv
activities in New York), received the Freedowmns
Foundation George Washington Honor Vledal aiwcard.
Award was made for the Ziv transcription serics

I Was a Communist for the FBI, based on the
activities of Matt Cretic, undercover man for the
FBl. Series was bought by orer 700 radio
stations and 52 new episodes are (n preparation.
IWorld received two other Freedoms awards for The
People Choose and Freedom 1s Our Business.

Max Bnaels, director of advertising and
merchandising for WNBC and WNBT, Vew York,
hurned a few ears at a meeting of the Verchandising
Executives Club of N. Y. “Too often.” he said.
“merchandising has been the fine art of seeing how
much vou could mooch from a retailer” Calling the
16,000 supermarkets in America the greatest single
selling device ever created, Bucl said “Few drug
manufacturers have spent sufficient time in studying
this field to learn such fundamentals as leaving

a blank spot on paclages for price-marking.”
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P

Listerine
sponsors "‘Ozzie”
in Canada

P&G launches
campaign in
Canadian markets

First U. S.-type
agency opens
in Bogota

Dr. Lyons starts
radio campaign
in Canada
NBC offers
4 films to

Canada sponsors

"Superman’’ now
broadcast in 8
foreign countries

“What’s My Line”’
rated among top
British TV shows

—

Ceylon, Goa
reach 9 million
Indian listeners
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Lambert Pharmacal Co.'s Listerine has been sponsoring "Ozzie &
Harriet" on 15 major Canadian radio stations since mid-April, reports
Bill Hinman, Lambert & Feasley's radio director. Taped American

program, placed on spot basis for 39 weeks, is replacing Listerine-
sponsored "Treasure Trails." Agency is looking for local French show.
—IRS-

P&G launched saturation schedule for
Dreft, Oxydol in most major Canadian markets starting mid-April, to
run for 6, 8, and 13 weeks, reports N. Y. rep Don Cooke. Sixty-
second radio announcements are aired at 5- to 10-a-week frequency.

Duz, Ivory Snow, Ivory Flakes,

-IRS-

Compania Colombiana de Publicidad Elser y Cothran opened its doors

to Colombian and U.S. accounts in Colombia in March, reports Maxi-~
milian Elser Jr., co-owner. First U.S.-type agency in Colombia,
COPELCO currently has $300,000 in 1953 billings from Colombian accounts,
including furniture and appliance clients. Ben Cothran, co-owner of
new agency, says newspapers, radio, outdoor, and movies are 4 major
media in Colombia. Elser & Cothran represents COPELCO in New York.

—~IRS—-
Sterling Drug Co.'s Dr. Lyons tooth powder and paste started 39-week

Canadian radio campaign 13 April, its agency, Dancer-Fitzgerald-
Sample, announced. Sixty-second announcements will be aired about
5 times week in each of 3 major markets: Toronto, Montreal, Vancouver.

~IRS~

Robert Sarnoff, v.p. in charge of NBC's film division, recently com-
pleted arrangements for RCA Victor Co. of Canada to distribute NBC-
syndicated films there. NBC films offered for immediate local Cana-
dian sponsorship include "Hopalong Cassidy," "Dangerous Assignment,"”

"The Visitor," and "The Lilli Palmer Show."

~IRS-
"Superman, " sponsored by Kellogg Co. in Mexico, South Africa, and
Costa Rica, now rates as one of widest-distributed U.S. shows, re-

ports Paul Talbot of Fremantle Overseas Radio. "Superman" has both

local and U.S. sponsors in 8 countries.
~IRS-

Before returning to England 3 April, Maurice Winnick, British pro-
ducer, rep for Fremantle Overseas Radio in England, told SPONSOR
British version of "What's My Line" on BBC TV is one of top-rated
TV shows in England. Among Winnick's other productions: radio ver-
sion of "What's My Line," Radio Luxemburg; "Twenty Questions," BBC.

~IRS-

India has no commercial radio. But advertisers can reach Indian
listeners with commercial programs beamed from Goa, Portuguese terri-
tory on west coast of India, and Ceylon. Radio Ceylon reaches
estimated 8 million, Radio Goa 1 million listeners in Pakistan,

India.
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Needed. TV advertising nerve center

When the nation’s telecasters put
their heads together at the NARTB
Convention in Los Angeles. spoNsor
urgently recommends that they give
priority consideration to bringing into
existence a Television Advertising Bu-
rean CTAB).

The burean was
never hetter illustrated than recently
when sponsor was collecting factual
data on each advertising medium for
it All-Media Evaluation Study  (see
page Hoo From BAB came hasie and
detailed data on radio:

need for such a

from Bureau
of \dvertising on newspapers: from
the Magazine Advertising Bureau on
magazines: from Outdoor Advertizing.
Ine. on panels and posters: from the
Direet Mail  Advertising  Association
on direet mail: and from the \ational
\ssociation of Transportation Adver-

Applause

tising on car cards. But there was no
television advertising bureau to turn
to. and after many requests in many
places spoxsor finally managed to cor-
ral most thut not ally of the TV in-
formation it needed.

How many advertisers, how many
agencies will go 10 the lengths that
sPoNsoR did to get factual information
on television”?  Not many,  Right now
television is suffering for lack of an
advertising nerve center. just as radio
did until the  comparatively  recent
emergence of the BAB. It~ costing
TV customers, prestige. appreciation,
It may cost TV its future.

The functions of a television adver-
tising bureau are easily spelled out by
examining the varied work and pur-
poses of all other media advertising
headquarters. spoxsor fervently hopes
that during the 1953 NARTB Comven-
tion TV broadecasters will appoint a
committee that will blueprint a TARB
for 1953 use by agencies and adver-
tisers. This we feel is TV Project No. 1,

Radio’s cue

This happened in New York City.
most TVesaturated UL S, market.

Cue, magazine of tips on entertain-
ment and dining. cut s listing of ra-
dio programs from six to two columns
as an experiment. That was in the
issues of 21 February and 7 March.
Within a few davs Cue had received
120 letters and 175 calls. All but five
protested against the change and as
a result Cue reinstated the full listings.

Said Fdward Loeb. general manager

NARTB aids advertising

Few there are in the broadeasting
industry who do not view the work of
the National Association of Radio and
Television Broadeasters with warm and
growing apprecation. The team head-
ed by Thal Fellows. Judee Justin Mil-
lev. Bob Richards. Ralph Hardy. Dick
Doherty. and Thad Brown i ~licking
in championship stvle.

As we make our rounds from sta-
tion to station the enthnsiasm s un-
mistakable. Managers who a few vears
back looked at the industry association
as little more than an intangible. re-
mote are among  its
strongest boosters. Today the work is

dues-snatcher
done erisply.  promptly.  comprehen-
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sively. and with definite spirit.  NAR-
FB projects. in and out of Washington.
are known and have meaning to the
membership. No air of myvstery en-
velops them. And. oo, the BAB has
taken a big burden off the NARTE <
back: enables it to perform its numer-
ou~ natural functions without distrac-
tion. From coast to coast. and in Can-
ada too. Hal Fellows is in heavy de-
mand as a penetrating. persnasive. and
forthright speaker on broadeasting.
In this issne (see page 29) appears
a rundown of the many valvable servy-
ices 1o advertising performed by the
NARTB. livery advertiser and agenev
hould know how NARTE, as well as
BAB and DML are prepared to serve

of Cue: “Because of the overwheln-
ing and characteristic response of our
readers we were glad to reinstate the
programs as they were before the ex-
periment and we will not again at-

tempt to cut tthis) service. . . .

sPoXsoR. which is currently devot-
ing a detailed series to media selection
as a science. can’t suggest vou use the
Cue incidemt as a media vardstick.
But when 590 of a magazine’s 100.000
readers take the trouble to protest the
trimming - notelimination — of one
feature. you have at least a strong in-
dication of radio’s vitality.

There’s an old =aving around maga-
zine shops that for everv reader who
writes in there are 50 who don’t. But
our own training in research validity
makes us forbear from projecting the
figures in the Cue incident.

Media monkeyshines

Not all media evaluation is scientific.
Heres how a %5 million advertiser at
the ANA convention in Hot Springs.
Va., in March submitted SPONSOR's
All-Media Evaluation Questionnaire:

Probably a cousin of the $10 million
advertiser who picks media the way he
would a wife tsee page 41).

And should
contact the association whenever it can
help on the Washington front: state or
local legislative fronts; with public re-

advertisers. advertisers

lations. information. 1esearch.

The NARTH is anxious to hear from
advertisers and agencies. For exam-
ple. some sponsors. as well as thought-
ful broadeasters, have talked to sPoN-
soR about the breakdown of ethies and
standards, including rate-centting and
program deficiencies. in some segments
of the radio and TV industiies. These
men urge a return to principles of good
business practice. Such men would do
well to direct their observations and
suggestions to llal Fellows or Bob
Richards. Much can be accomplished.

SPONSOR
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Call it what you wish, a doctor’s diagnosis or an economic report, the
“Heart ot America” (Kansas City’s Great Primary Trading Area) comes
out with a perfect electrocardiogram!

Indeed, the health of the vast rich area has never been better. Each year,
this great agricultural and industrial organ drives more and more of the
nation’s needs into the many arteries leading away from Kansas City.
And each year, the returns that flow back to the pockets and purses of
the Heart of America increase in direct proportion.

The KMBC-KFRM Teum’s claim to fame in the excellent cardiac

condition of the Heart of America is two-fold. With the dominating share
of the radio audience, The Team, as the circulatory system, has been able,
through its expert programming service, to keep the people alert and
aggressive—awake to every forward movement. On the other hand, again
by its dominance, The Team has served its advertisers with a substantial
share of annual increased return.

The diagnosis is simple. A sound Heart (of America), a strong Pulse
(Kansas City Pulse, November-December, 1952) and a healthy circulatory
system (KMBC-KFRM) is the answer to robust sales in the Kansas City
Primary Trade Area.

Write, wire or phone KMBC-KFRM, Kansas City, or |
. your nearest Free & Peters Colonel.
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My, how
you’ve grown!

CHERNER

HAS

BIGGEST
YEAR!

Leon Cherner, Executive Vice-President of the Cherner Motor Company
chats with Alvin Q. Ehrlich, Vice-President of Kal, Ehrlich & Merrick.

Twenty-three years ago the Cherner Motor Company started in business in Washington, D. C.
Today it’s one of the world’s largest Ford dealers! Here’s what Leon Cherner, Executive Vice-President
of the Company, says about his success:

“We have just finished the biggest vear in our history. We think our spot saturation compaign on
WWDC was and is one of the big reasons for our continued succces.”

Cherner's advertising agency is Kal, Ehrlich & Merrick. Alvin Q. Ehrlich, Vice-President of this

Company, says:
“Kal, Ehrlich & Merrick is Washington’s largest time buyer and also WWD('s

biggest customer. I think that’s good testimony of WWDC’s pulling power.”

WWDC can help your sales in the big Washington market, too. Let
your John Blair man give you the whole story.

In Washington, D.C. it’s

Represented nationally by John Blair & Co.




