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lanum power—100,000 watts at
faximum Height—1049 feet
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NBC CENERAL LIBRARY

SUN 0"- COMPANY DOES A COMPLETE JOB ...

P e

ENS AND

When you “fill 'er up” with SUNOCO . . . the
power flowing into your tank is the result of 5
complete job of production. The exacting
scientific control at SUN'’s catalytic cracking plants,
such as the above in Toledo, insures the best in
petroleum products. Together with modern
distribution and salesmanship, Sun Oil Company
stands a leader in the field.

Havens & Martin, Inc., also gives you power . . .
“sales”” power from Richmond to the rich areas
throughout Virginia. Creative programming and
public service on WMBG, WCOD and WTVR has
built large and loyal audiences. Join the other
advertisers using the First Stations of Virginia.

WMBG ~» WCECOD

First Stations of TVirginia

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.

WTVR v



... MORE THAN
125 STORIES HIGH!

KWTV's new tower—soon to be the world's tallest
man-made structure—is rushing skyward toward its
1572-foot destination.

And KWTV’'s new studios—soon to be among the
largest and best equipped in the Southwest—are also
near completion.

Here's a glimpse at the KWTV picture you'll have by
October 1: .

1572-foot antenna

316,000 watts=——video

158,000 watts——audio

Oklahoma'’s largest coverage area*—-
1,401,400 population;
$1,326,048,000 retail sales

More people, more money, more
TV homes than any other
Oklahoma station!

*100 micravalt area per engineering camputations. Papulation and sales
figures—1954 Sales Management Survey of Buying Pawer. .

Oklahoma’s Number 1 television station is heading
fast toward new heights of sales-effectiveness. You
can buy this coverage now for your fall campaigns.
Ask us for the complete storyl

FRED L. VANCE EDGAR T. BELL
Sales Manager Executive Vice-President

©

KWTV - CHANNEL 9
OKLAHOMA CITY

REPRESENTED BY AVERY-KNODEL, INC.




Key am stations Long-discussed coalition of top-prestige, high-powered radio stations
plan coalition may become reality within 30 days. Group would serve national spot
advertisers via tape. Dissatisfaction with network radio is behind
series of meetings stations are holding on subject. Group, now known
as Quality Stations Association, may run to 25 or 30 stations; main-
tain (in addition to individual station reps) own offices in key
cities; clear choice time.

—SR—

Radio-tv learning Radio and tv are moving rapidly into preserves of printed media. NBC
print tricks TV "Home" show, for example, is taking cue from women's magazines
by working with department stores. Regular features of show now is
department store of the week in which cameras pay visit to store.
Show and sponsors benefit from promotion store does to reciprocate.
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Brassieres and Other respect in which air media are breaking print monopoly is in ]
girdles on air type of clients being attracted. Exquisite Form Brassiere campaign I
this fall in network tv (ABC) and radio (CBS) is biggest brassiere
effort in network history. (See profile on Exquisite Form ad manager, |
page 24.) Locally, too, women's undergarments are on air. Article |
this issue tells of Hale's department store in Sacramento and test
it made of radio, including girdle and brassiere commercials. Note I
I
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particularly girdle copy (page 44) which gives frank description of
girdle advantages without inhibitions of former years.

—SR—

Spot radio is When S.S.S. Co. of Atlanta found sales of its tonic going down despite

tonic for S.5.S. heavy newspaper advertising, firm tested radio. Results were so en-
couraging firm expanded spot radio use until today it's buying time
on 305 stations. Sales are up over 300% since_ company started radio
in 1951; advertising was seasonal, is now year-'round. Radio budget
in 1954 is $500,000-plus or 80% of total. Firm will put tonic on
market in tablet form after Labor Day. Agency is Day, Harris, Mower
& Weinstein, Atlanta.

—SR-

Phillips mixes Phillips Petroleum approach to spot tv gives firm 2 different pro-
film and football gram formats while preserving advantage of 52-week discounts.
Phillips airs football in fall, is on air rest of year with film
show, Ziv's "I Led 3 Lives." Lambert & Feasley, Phillips' agency, is
seeking to pick up show in 40 markets, now has 28. Show was in 23
markets for Phillips last vear.

~SR—
Station breaks Station breaks on NBC 0&0 stations now give call letters followed by
a plus for RCA 1line: "A service of RCA." Thus parent company gets benefit of

millions of trade name impressions weekly, including display of
trademark in tv breaks.

SPONSOR, Volume %, No. 16, 9 August 1934, Published biweekly by SPONSOR Publications. Inc., st 3110 Elm .Ave., Baltimore, Md. DLxecuti Fdit rial, Adve 5
tulation Offices 40 E. 49th St., New York 17. $R a year in U. S. $9 elsewhere. Entered as second class matter 39 January 1949 at Baltimore, Md. postofice u Act of 3 March 1879



et —

REPORT TO SPONSORS for 9 August 1954

Factbook digests
tv rates cards

Radio commercial
is star-maker

Show sans scencry
costs morce

Heinz makes
tv plunge

Ingenuity clears
tv time

Commercial at
end weakest

 SPONSOR

Birdseye Food Co,
White Plains. NY

Cencral Foods, NY

H |. Hcinz Co.
Pittsburgh, Pa

RCA NY

Rockwood and Co,
NY

Rockwood and Co.

NY
Shell O Co NY

Buying full hour of Class A time over all 382 commercial tv stations
on air mid=July would cost $194,875. That's among facts gleaned from
fall edition of semiannual Tv Factbook just published by Television
Digest. Figure amounts to average of $510 per station for time only,
not including talent, line and other costs. Factbook digests rate
cards, gives complete data on technical facilities, ownership and
executive staffs of all tv stations.

~SR—
Measure of impact radio commercial can attain is given by Hunt's
tomato sauce e.t. ("I love to cook and cook and cook"). Girl who
sings it got Columbia Records contract after talent Scout heard com-
mercial. Girl's picture with her sponsor is on page 33 of this issue
in story on spot radio.

—SR-—
Recent Auto-Lite "Suspense" show reached ultimate in "no scenery" tv
drama (via Cecil & Presbrey). Story called for movie theatre setting
so cameras were turned loose on studio itself,a former theatre. 1In-
genious staging without scenery, however, didn't mean cost saving.
Show came in over usual budget because total of 6 cameras were used
for chase scenes up and down stairs of theatre.

~SR—
H. J. Heinz Co. has jocined majority of major food firms as big-time
tv spender. It will put half-hour film drama in 33 top tv markets
on spot basis this fall via Maxon agency. Show is "Studio 57," drama
packaged by MCA TV. Heinz is also buying 3 announcements weekly in
NBC TV's "Home" on 52-week basis. Firm's first national tv effort
represents major portion of budget. Radio may be added.

~SR—
Clearing prime spot tv time takes ingenuity of one-armed paperhanger.
Recent coup scored by buyer netted his client slots next to top eve-
ning shows in one of biggest markets. Buyer learned strike would
take big local client off air. Within minutes he had local client's
time tied up for duration—which lasted 2 months.

~S3—
Worst spot for commercials is at e d of show. That's conclusion
Daniel Starch and Staff makes from studies for clients. When viewer
knows show is over, says Starch, closing commercial drops 50% or mere
in viewing compared to other commercials on Ssame program.

Yew national spot radio aud tv business

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
frozen Mcat Pics YGR, NY 18-20 radio mkts Radio: live min anncts: 23 Aug: 10-12
wks
Instant Jello YGR, NY 75-80 mkts Tv: tilm anncts; early Aug: 2 wks
Soups, spaghetty, Maxon, NY 33 mkts Tv: “Studio 57," 13-hr drama film; 12
catsup imajor prods Sep: 52 wks
in Heinz 57 line) .
RCA prods and services Kenyon & Eckhardt. NBC olo stns Tv. min anncts, partic: 2 Aug: 13 wks
NY
Ro&w;ood Bits and Paris & Pcart, NY 45 mkts Radio: min anncts; 27 Scp; 13 wks
afers
Rockwood Bits and Paris & Peart, NY NY. Chi Tv: min anncts, partic. 27 Sep: 13 wks
Wafcrs
Shell oil and gasohine ). Walter Thompson, 12 radio mkts Rydio: min anncts; carly Aug: 8 wks
prods NY
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One of America’s

Pioneer Radio and

Television Stations

' A GOOD PLACE ||
TO BUY

Since
| L 1922

? : ‘ *{

WGAL- 33rd year
' WGALFM-7ih year
WGAL-TV:6th year /

Lancaster, Penna.

,,

316,000 WATTS

Steinman Station

o Represented by
Clair McCollough, President

MEEIKER
New York Chicago
Los Angeles San Franeiseo

== =
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ARTICLES |

Spot radio: bigger than you think

n 1953 national spot radio billings hit a healthy $135 million. But many adv_er
tisers still don't fully understand the medium. This report is designed as a guide
to top management in particulsr

TIMEBUYERS: 2,

Second in & series explaining the organization of media departments in Top 20
agencies. Examined in this issue is the all-media buyer system as it operates at
Young & Rubicam

The all-media buyer

Radio squaiic dresses — wampaum

Unlike majority of retailers, Phoenix squaw dress shop owner is heavy radio user.
D.j. show is helping boost sales to $150,000 mark in first year

Tv Dictionary/Handbook for Sponsors

Here is first installment of information-packed tv lexicon edited by Herb True,
advertising professor at University of Notre Dame

Life at a radio station

WOLF, Syracuse, employees get their sunburns while they work—in a specially
built outdoor patio. Pictures show staffers enjoying sun during office hours

1007, air budget puts over higher-priced Doeskin

Daytime network tv, radioc women's-appeal shows helped facial tissue firm get
national distribution, boosted sales 34% in just one year

A department store tests radio

One of most recent department store converts to radio is Hale's of Sacramento.
Article explains what store lesrned from special ARBI newspaper-vs.-radio tests
n which equal amounts were spent for both media

Some plain facts about nhf
Today more than four cut of 10 U.S. tv markets have uhf stations; about 109,

of all video homes are equipped to receive uhf. Status report gives advertisers,

agencymen a comprehensive look at uhf's problems, potential

SPONSOR index for first half of 1951

Articles and departments are indexed here under convenient headings. Extra
opies of this index are also available to subscribers without charge

| COMING
Canadian Seetion

Five-part section on Canada will give latest facts, figures, outlook on Canadian
radio, television. Highlights of air advertiser activity and list of all Canadian
radio stations with rates and reps will be included

$1
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TIMEBUYERS
AGENCY AD LIBS

NEW & RENEW
MR. SPONSOR, Herbert Leeds 2,
P. S. - 2
NEW TV STATIONS

TOP 20 TV FILM SHOWS, _

TV RESULTS =
AGENCY PROFILE, William Mcllvain:
SPONSOR ASKS

ROUND-UP

RADIO COMPARAGRAPH 1
NEWSMAKERS 1
SPONSOR SPEAKS 1
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: HERE’S
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| ABOUT RADIO IN ARKANSAS!
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Being the one and only 50,000-watt station
in Arkansas- and doing a 50,000-watt job
in every phase of programming — KTIIS is
naturally getting such results as have never oc-

curred before in the State.

Witness this letter from Georve IF Anderson, of

Radio Sales and Advertising Agency, Topeka:

“This is your authority to continue the campaign
for our client, Kinreco Products, on a TF basis.
We truly believe in giving credit where it is due |
and are happy to say that results have been very
pleasing in your area due to our schedule on your

station.”

KTHS gets interference-free daytime eoverage with
more than 314 million people—primary daytime

coverage of niore than a million people!

Ask your Branham man for the whole KTIIS

story.

000 Watts. .. CBS Radio

Represented by The Brankam Co.
er Same Management as KWKH, Shreveport

ay, Executive Vice President BROADCASTING FROM
ison, ‘General Manager LITTLE ROCK, ARKANSAS j

S R sty i St ey : i e




ARE powerful enough and popular enough to register audiences

in radio survey ratings of both Los Angeles and San Diego.

OF THESE TOP FOUR...KBIG is

e the only independent
o the least expensive

® the lowest cost per thousand families

KB'G 6540 Sunset Boulevard, Hollywood, California

™
N

The Catalina Station 740 on your dial

_J
in all-year audience promotion /

KBIG uses Qutdoor Advertising (illustrated)—plus all other major media

Timothy O’Leary., Cakins & Holden, New
York, says that nighttime radio 1s still a top buy
particularly for male products. “Many of the 6:00 to
7:530 pun. shows are getting higher ratings than
early-morning radio,” adds Tim. “And, of course,
there's the factor of money: A lot of radio stations
hure adjasted their nighttime rates down to their
daytnime rates, maling nighttime a better buy yer.”
fle also belieres carly-evening audiences are more
receptive to commercials because thev're more
wide awake and more relaxed than in the morning

Jean Gilbon, Doud, Redfield & Johnstone, New
York, feels the Cotts Beverages saccess story in
New York may establish a pattern for other pack-
aged products which want to get o foothold rapidl
in a new area against entrenched competition.
“Throngh a combination of saturation spot radio in
the summer and tv in the winter, within less than a
vear Cott attained morc recognition than some
competitors got in « decade.” savs Jean. “And sales
are sull rising. although other soft drinks have long
hecn supported by heavier advertising appropriations.”

Ray Stone. Vavon, New York, 1s concerned about
the lack ot reliable market and station information.
“Varl:et data have a wav of Leing either incomplete
or obsolete.” he told sroxsor. “Ir's difficult to

make sound judgments in time buying without
these basic tools. Ajfter all, a buver's choice de-
pends upou his evaluation of his client’s sales and
distribution problems in a particular market, (such
as the type of consumer it is aimed at and under
what circumstances) —prodact objectives that he
must carrelate with up-to-date market data.”

Joseph Tery. Caples Ageney, New York, has
conclusive proof that radio-tv advertising by one
member of an industry benefits the entire industry.
“I'm referring particularly to our Furopean Travel
cade Viay 6 campaign,” loe told ~roxNsor. “Here's
a case o) a group of low-budget advertisers in the
travel field getting together and sponsoring a night-
time radio-tr package deal on a caooperative basis
Some of the sponsors were actually directly com-
petitive  Jike KLM. Panagra and the Cunard lines.
But the ennre praject promaoted travel.”

SPONSOR
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The STROMBERG-CARLSON Station, Rochester, N.Y. Basic NBC - 50,000 watts - clear channel - 1180 k¢
GEORGE P. HOLLINGBERY COMPANY, National Representative
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Shep’

alk...

Remenmber the old-tashioned general store. ..
aud the friendly proprictor, whose persounal
reconmmendation meaut so much to uie success of
a product? Today, WCDBS Radio’s John Henry
Faulk carrics on that tradition. Authentcally
aund with easy conviction, he uses wied aud

true old-school selling principles —bulwarked

by all the tools of modern mevclandising.

And John Henry is about as persuasive a
talker as they come. He's an authority on
the language and lore ol our American heritage.
He developed his skill as a folk humorist while
teaching at the University of Texas. And nurtured
it by collecting first-hand samples of folklore
(on a Rosenwald Fellowship) tor the Library ol

Congress. He even lectured on the subject at Yale.

But then johnny'll talk anywhere, to every-
body within earshot. He’s mighty convincing
when he's commercial, too. Especially since his
friendly on-the-air shop talk (he’s one of the top-
rated personahties among New York’s major
stations) is backed up by extensive point-ot-sale
promotion in more than 900 metropolitan stoves
throughout New York’s five boroughs, Long

Island and northern New Jersey!

John Henry Faulk is just one more reason
why WCBS Radio has the largest average share
of andience in New York. If you’d like him to talk
shop about your product (people’ll cat it up!),

call us for particulars on p;n‘ticipulions.

diCBS RADIO

New York - 50,000 watts - 880 kilocycles
CBS Owned + Represented by CBS Radio Spot Sales
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and the
 Short
of it-
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KSDO is first in Son Diego . . .
and thot’s the long and short of it.

Surveys, rotings, mail-pull . ..
any woy you look ot it, KSDO tops
every stotion in this rich
billion dollar morket

Moy we give you the long ond
short of it .. . tell you why
KSDO delivers the most listeners
per dollor in Son Diego?

\

. KSDbO
I 1130 KC 5000 WATTS

Representatives

John E. Pearson, Co.  New York
Doren McGavren  San Froncisco
Woll Loke  Llos Angeles
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by Bob Foreman

The subject of the pilot filn is worthy of a pica or two on
thesc pages since it is of such growing concern to the buyers
of tv programing and of growing cost to the producers of
samc.  Although there are those entrepreneurs and a few
stars as well who are still bold enough to use the routine—
“You know my work, so a sample isn’t neccssary”’—most
are now quite convinced that a pilot example of what they are
out to sell is esscutial even if the proposed series is out of
Dickens by Martin and Lewis.

Though some attributc this state of affairs to complete lack
of imagination on the part of sponsors and/or utter ignorance
of “show biz™" by agencies, the writer of this tract is of the
school that both these comments should be answered with a
loud “nertz.” I subscribe to the point of view that the cost
of 39 television films and 13 reruns in a non-cancellable con-
tract is of such proportions that I personally feel a lot more
secure after having some prima facie evidence of whether
Mr. Big knows enough to employ folks who can run film
through the camera in the right direction. Lord knows, this is
asking little enough and actually constitutes a bare minimum
of protection.

When a supersalesman. out to peddle a no-pilot series, tries
to counter my request for this evidence with *“The fact” that
he would be embarrassed to ask a star of the stature of
Toodles DuFeur (xigned exclusively to him) to perform in
what is really an audition. 1 am then inclined to make un-
couth noizes with myv tongue. I know very well that Miss
DuFeur. in the fcatures she’s made, couldn’t speak her own
name correctly without seven takes and when she had to hum
lHome, Sweet Home, a multi-thousand-dollar dubbing job was
required. Realizing that tv can’t afford these luxuries. I then
make a point of saying to Mr. Big. “That is vour problem.
sir—yours and Miss DuFeur’s.”

However, if I know the gent well enough to call him Sani,
[ might even add that. just between us. we're taking enough
of a chance even after the pilot is shot. edited and neatly
coiled in the can. For. with 38 more <hows lo go. experience
has shown me how easyv it is 1o miss between Pilot and Film
No. 2. and there’s no telling how much niore diflicult the pace
will get as the episodes roll along. Or. as has been perpe-
trated before. the pilot ntay reveal eredits whose names will

(Please turn to page 62)

SPONSOR
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*KARK pulls 66 “firsts” among 72 quarter hours reported by
the March 1954 PULSE Area Study —11 times as many as all

other Little Rock stations combined!

Why holler at the hills with a lot of wasted wattage top evening shows, ten top daytime five-a-week
when the folks you want to reach in the Central shows, nine out of ten top daytime Saturday and
Arkansas market listen most to KARK? Your pros- Sunday shows are all on KARK. It’s program pop-
pects tune in the station that offers the best pro- ularity and proved listenership like this, rather
gramming. In the Central Arkansas market most than power alone. that attracts customers for you.
radio homes keep tuned to 920—KARK—because

they prefer KARK's popular local and NBC net- Or to put it another way, i’s not the reach—it’s

work shows, as proved again by PULSE: the ten the PULL!

Advertise where people listen most, where the cost is low--on

920 KILOCYCLES 5000 WATTS
LITTLE ROCK, ARKANSAS

9 AUGUST 1954 "



Want to reach
the “people” in
the Dakota area?

12

K. IDAIK. { RAIN K.
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Thief Rive
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Buy KXJB-TV

FARGO—VALLEY CITY, N. DAK.

Slation B
Compare!  KXJB-TV  “Farey
Sea level 1410 ft. 950 ft.
Antenna 1085 ft. 433 ft.
Above sea level 2495 ft. 1383 ft.
Power 100 KW 65 KW

Sig. “B" arca App. 75 mi App. 52 mi
Base “A” rate $200 hr.  $200 hr.
Channel 4 6

Channcl 4, the state’s choicest channelt,
was allocated to Valley City making it
possible for KXJB-T'V with inaximum
sower and 1085-ft. tower to cover
‘argo-Moorhead, Grand Forks, Devils
Lake, Jamestown, Valley City, Wahpe-
ton, Breckenridge and érookst(m with
a good solid 100 microvolt signat. 7 mar-
kets for the price of one. (See map).

MARKET DATA: Owvcer 135.000 urban
and rural families within 50 M V M
line. Average retail sales per houschold
$4272 per yr. (urban and rurul), Aver-
age retail sales per houschold $6794
(Fargo trade area) — better average
than such cities as Boston, Los Angeles,
Detroit, Minncapolis.

PROGRAM POLICY: Scrving the pre-
dominant Dakota agricultural arca
with true “Farm Programming”,
KXJRB-TV is ably assisted by a pro-
ram advisory board of the North
Jukota State Agricultural College.

REPRESENTED BY WEED TELEVISION
SALES OFFICE: BOX 626, FARGO, N. D.
PHONE 446-1
NORTH DAKOTA BDCST, CO., INC.
KSJB-600 K.C. JAMESTOWN, N. DAK,
KCJB-910 K.C. MINOT, N. DAK.
KCiB-TV CH. 13 MINOT, N. DAK.

VALLEY CIT{-FARGG ND\
100

,000 warrs

th and

J/ MADISON

SPONBOR invites lelters to the editor.
Address 40 E, 49 St., New York 17.

FALL FACTS ISSUE

N record Dbreaker in size, <o was
vour eighth annual Fall Facts issue a
record breaker in the amount of perti-
nent, pithy information crammed in
Ighly readable form into its pages.

Congratulations to the staff of spox-
SOR on a monumental task, superbly
done,

SYLVESTER 1., WEAVER JK,
President

VBC. Inc., New York

Just received my issue of Fall Facts
and believe me, this i< the finest issue
to date. It covers about everything of
interest to radio and tv owners and
managers. plus a down-to-earth discus-
sion of the various problems facing
the industry.

This is a job “better” than well
done.

JACK SNYDER
Managing Director
WEBG-TV

Altoona

MEDIA SERIES

Thank vou for vour entire series on
media. Thank you especially for Part
22. "t Psyehology of media.” [3
May 1951 page 31]. and vour invita-
tion to express an opinion of Dr. Dich-
ter’s views,

I acree with Dr. Dichter so whole-
heartedly in regard to most of the
points he has established that 1 feel it
would be ncedless and churlish of me
to challenge one area. minor in i1m-
portance. of disagreement.

bt is my good fortune to have no
fears regarding my job or mv future.
I have countered constantly the barrage
of statistics which bembard my office
with personal observations related to
what 1 have been calling “climate of
readership.” 1 have insisted that there
are na absolutes in media appraisal.
and that anyv media appraisal must he
related to all tyvpes of media. and =pe-
cific media within each type on a rela-

tive basis, intervelated with marketing
information. sales facilities. merchan-
dising possibilities and the type of cre-
alive effort to be used. | have refused
to consider P.LLB. data while making
a media selection. 1 have not been
deeply impressed ever by what the k-
ent’s competitor has been doing be-
cause I am certain that many advertis-
ers do play follow the leader.

I have been foolhardy enough to
challenge the authenticity of rating
services for all tvpes of media. It has
heen my strong contention for many
vears that too many admen are trying
to conceal their lack of talent or in-
ability to think clearly through new
problems with an cagerness to aceept
stati~tical data as the answers to prob-
lems which require creative thinking.

Naturally I am delighted 1 find
agreement with my thinking from <o
enlinent  a  source Dr.  Dichter.
Thank you again for publishing this
article which 1 think is a valuable con-
tribution to the entire advertising pro-
fession. 1t should be read by evervone
who really wishes to be an adman in-
stead of an accountant.

Epwarp B. Pore

Director of Media

Jamnes Thomas Chirurg Co
Boston

as

s “l11. Vaychology of media* is part of the
26.artlcle All-Medla Serics, now being reprinted
in book form. You may reserse a copy now:
Price will be $4.

We wish to reserve a copy of your
All-Media Evaluation Series book.
Please send a copy of the study 1o us
when ready and bill this corporation:

F. E. BExseN Jr.
Advertising Manager
Canada Dry Ginger Ale
New York

Would vou please send e the All-
Media Evaluation Study when ready?
May I reserve my copy now?

JayEes WITHERELL
Vice President
Russell M. Seeds Co.

Chicago

e SPONSOR's 26-part All.Media Evaluation Se-
riecs will he publlshed in ook form thic month,
Price Is 8% cach. You may reserve your copy
now Dby wrlting to 10 Fast 49 St New York 17.

HIGHER MATHEMATICS
ln his story on Wildroot [*Why
Wildroot has 100 ad budgets.” 12 July
(Please turn to page 10)

SPONSOR




THE Daily Double

in Jackson, Michigan

SEARS : WKHM

ROEBUCK and CO.

A WINNING COMBINATION

Here’s just one example of how WKHM A PACKAGE BUY OF THESE THREE
achieves big results in the big-dollar Jack- STRATEGICALLY LOCATED MICHIGAN
sSon market! Using WKHM Oﬂly, Sears ran STATIONS OFFERS YOU MAXIMUM

spot announcements featuring washers and

COVERAGE AT MINIMUM COST.

dryers . . . 22 spots for a total cost of
only $143. This promotion sold over $6000
worth of advertised items alone. Proof that
in Jackson, Michigan, WKHM reaches the
people who buy.

Needless to say, Sears-Roebuck and Com-
pany now uses WKHM regularly. Your
product message can reach this same ready
audience. Buy WKHM, Jackson . .. valu-
able corner in Michigan’s Golden Triangle.

REPRESENTED BY Headley-Reed <
“,KMi; ABARESTos
wkMH WKHM wkmr
DEARBORN JACKSON FLINT
5000 WATTS 1000 WATTS

1000 WATTS—NIGHTS 1000 WATTS
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New RCA 12.5-kw UHF Amplifier —

added to RCA’s “1 KW UHF''—provides
a complete RCA 12.5-kw UHF transmitter for WBRE-TV

Without discarding a single unit
of its original RCA UHF equipment,
WBRE-TV has boosted power to
224 kw ERP~—in just one step. When
WBRE-TV installs an RCA High-
Gain UHF Antenna, ERP will go
up again—to 500 KW.

WBRE-TV’s achievement in

| >
-TI1°

S — ..

power boost is another example of
the way RCA “Matched Equipment
Design” pays off for UHF stations
now operating with an RCA
“1 KW”. It assures peak operational
performance throughout the system
—and at any power level. It enables
you to use your existing RCA equip-
ment as you step up power from 1

kw to 12.5. It protects your inve

ment.

|
Are YOU one of the many Ul[
stations now operating an R«
“1 KW?”? If you are, you have cho: |
your basic transmitter wisely. Y}
can add an RCA 12.5-kw amplif}
and continue to use your 1 KW§
the driver—intact and without mo}
fication. Moreover, you can go §
color—without spending a dime
convert your transmitter.

Play it safe. Plan your UHF pow

OK FOR COLOR
The TTU-12A Transmitter, like all RCA TV iz

mitters now In production, is designed to mw
fully the new FCC Color Standards and te mroeids
high-quality color picture transmission when viss
with RCA Coler Video Inpui Equipmant.




tched UHF system all the way—
m the 1 KW transmitter to the

‘or help, call your RCA Broadcast
fes Representative. In Canada,
W 'te RCA Victor Lid., Montreal.

4 ( FOR BULLETIN . . . Far complete infar-
ion an the RCA 12.5-kw UHF

smitter—call your RCA Broad-

Representotive. Ask far the

> illustrated, 12-page bro-

e describing RCA's Hi-

.er UHF transmitter,

Conventional, small-size,

RCA-6448 Power Tetrode—
heart af the TTU-12A, [2.5-kw
UHF Transmitter,

It's smoll, fits inta easy-to-
handle cavity assembly.

It's a standard type—con be
abtained from yaur locol RCA
Tube Distributor.

It is used in the kind of circuits
every statian man knaws haw
to tune.

It saves sawer-and tube casts
{up ta $34,000 over a ten-
year period).

One type cavers the entire
UHF band, 14-83.

RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION
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WEST HARTFORD 10, CONNECTICUT

Represented Nationally by The Boll

"

The New WKNB Television-Radio Center
1422 New Britain Ave. (Corner Ridgewood Road)

ty.
program popularity.

Certified July figure

FIRST in acceptance by local advertisers.

Over 190,000 HOMES delivered

FIRST Television station in Hartford Coun

FIRST in national and local
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You cannot dominate this b

Hartford-New Britain Market 3rd richest in U.s.

New Br

* Advertisers GET RESULTS on WKNB-TV

1951 sronsor, page 42], Keith Tran.
tow =ays:

“At an advertising convention in
White Sulphur Springs a year ago
Maurer was asked by a sponsor re-
porter after a golf game how much a
golfer would lose if he lost every bet
at 10¢ a hole. to be doubled on each
hole. In than one minute—Dbe-
tween soaping and showering—>Maurer
had it figured out: ‘Over $13,000.
(lxact figure: $13.107.20.7

Do they play 17-hole
White Sulphur Springs or is SPONSOR
half right? The exact figure should
be £20.214.30. . . .

L. HERSCHEL GRAVES
General Manager
WTAL

Tallahassee, Fla.

1B-hole courses in White Sulphur
Springs. But Maurer forgot one thing when
solving the problem, The figure of §13,107.20 is
what the duffer would lose on just the 18th hole,
On the preceeding 17 holes he would have lost
a total of $13,107.10 which, adied to the amount
lost on the 18th haole, makes $26,214.30,

l(‘S.\

courses in

@ They nlay

RADIO/TV DIRECTORY

I understand that you have offered
gratis a New York and Chicago Radioy
Tv Directory.

Several requests for the directory
liave been sent to me and so I shall be
most grateful to vou if you will mail
three copies to ny attention.

JOSEPHINE ZITELLA
Librarian

Foote, Cone & Belding
Chicago

Just saw a copy of your Radio and
Tv Directory of New York and Chi-
cago. | think that it’d be a very handy
thing to have in the old vest pocket,
and would appreciate very much re-
ceiving a copy. Thanks very much.

Dox PuiLLips
WEW, St. Louis

® SPONSOR's 1933 Radio/Tv Directory is avail.
alsle free of charge to subseribers.

’ractically evervthing sroxsor does
i very. very good and extremely help-
ful. 1 thought I would let vou know
that the Radio/Tv Directory is another
excellent accomplishiment.

I have only two critivisms which |
helieve are in line. One i~ that our
company in Chicago is no longer at
300 bt is now at 435 North Michigan.
which is the Tribune Tower.

Since | read the entire book cover to

cover, | noticed that you also mis-
spelled the “llotel Bismarck.”
Thank you very much for the book
as it is an excellent service.
Joux 1. STEBBING
The Bolling Co.
Chicago

RESULTS BOOKLETS

We lhave learned you are offering
“Tv Results” 1954 to new subscribers.
Since we already subscribe to your
fine magazine, we were wondering if
we were eligible to receive this also.
We would like very much to have a
copy.

MariLys Fuoce
Liller, Neal & Batile
Atlanta

Would you find it convenient, feasi-
ble and reasonable to send us a few
copies of Tv Results and Radio Re-
sult«? We will appreciate it much.

FRANK M. DEVANEY
V.P. & General Manager
WMIN Broadcasting Co.
St. Paul-Minneapolis

1951 editions of Radio Results and Tv
They are available
Quantity

® The
Results are just off the press.
free to subseribers: extra copies. £1.
prices on request.

TV DICTIONARY/HANDBOOK

As subscribers to SPONSOR we are
anxious to obtain copies of your pub-
lications titled, “Tv dictionary/hand-
book for sponsors” and the Program
Guide. Will you please let ame know
how this can be done.

BEATRICE SPIVACK
Librarian
Hill & Knoiwlton
New York
® The 19531 Program Gulde is available free
to subscribers. Fxtra copies cost §2 each. The
195¢ *Tv dictionary/handbook for sponsor’ i»

appearing in SPONSOR storting this lssue, see
pase 38,

WEEKEND RADIO

A few months ago | attended a BAB
committee meeting in New York at
which Eastern and Midwestern sales
managers present talked about their
“weekend problem.” | was surprised
then. just as | was surprised to see the
big story in vour June 28 issue indi-
cating that a problem even exists
[*Weekend radio: are vou missing a
good bet?” page 33]. KBIG always

( Please turn to page 94)

SPONSOR
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44,578 VIEWERS
WANTED OUR
TRADE-MARK...

Who'd ever have thought that 31 Scottie puppies

would pull 44,578 entries in a one-month contest?

To eelebrate our 5th Anniversary in March,
we offered our viewers a chance to win a live

replica of our Seottie trade-mark, “Waga.” every
day. Entry blanks had to be obtained from local
stores or postal cards mailed in to enter the daily

drawings.

In poured the entries—44,578 of them. They

Q& seeeuee

s,
,
&

e

came [rom seven states, 150 eounties, 378 eities.
o Metropolitan Atlantaaceounted for 38,951 or 87 %.
Out-of-state entries totaled 518. The balance,
s y 5.079 were outside Metropolitan Atlanta.

' , B o h : Here is coverage where it counts—coverage
"" g, %& NCEUN that blankets the rapidly-growing. rich Atlanta.
B owe ol S0 P

b
" o

. & plus market. Let our reps give you full informa-
— ~ tion about WAGA-TV's leadership in viewers,
e l’ ' coverage, and selling power.

COVERAGE MADP—Dbased on
41.578 entries in “Win A Waga”
eontest, Mareh, 1951 Of the total
entries, 38.951 or 87 eame from
Metropolitan Atlanta— Georgia’s
riche-t trading area. 5,079 ecame
from other Georgia localities. 518
eanie from out of the state. In all,
pntries came from 7 states. 130
eounties, 378 eitics. WAGA-TV is
obviously top dog in this rich
market arca.

100,000 WATTS

Represented Natianally by
the KATZ AGENCY, Inc.
Tam Harker, V.P. and Nal'l Sales Direclar, 118 E. 57th St., New Yark 22 * Bob Wood, Midwest Natianal Sales Manoger, 230 N. Michigan Ave., Chicage

18 SPONSOR '|r




New on Television Nethworlks

SPONSOR

AGENCY

Aluminum Ltd. of Canada
American Dairy Assn, Chi

American Express, NY
American Home Prods, NY

American Motors Corp,
Detroit
American Oil Co, Balt

Bendix Div, Avco Mfg,
Cinci ‘
Brillo Mfg, Bklyn

Campbell Soup, Camden
Derby Foods, Chi

Elgin Natl Watch Co,
Elgin, 111

Exquisite Form Brassiere,
Y |

Grove Labs (Fitch), St L

Walter H. Johnson Candy
(Power House), Chi

Nash Moto-s Div, Amer ‘
Motors Corp, Detroit

Norcross, NY

Owens-Corning Fiberglas
(textiles), NY

Prinze Cardner (wallets),
St L

Quality Jewelers of
America, NY

Sc%tt Paper Co, Chester,

a

Standard Brands (Royal
puddings), NY

C. A. Swanson, Omaha

Toni Co, Chi )

Westinghouse Elec, NY

JWT, NY
Campbell-Mithun, Chi
Benton & Bowles, NY
Biow, NY

Ceyer, NY

Jos Katz, Balt

Earle Ludgin, Chi
JWT, NY

Grey, NY
McCann-Erickson, NY
Young & Rubicam, NY
Crey, NY

Harry B Cohen, NY
Franklin Bruck, Chi
Cever Adv, Detroit

Abbott Kimball, NY
MzCann-Erickson, NY

Grey, NY

Crey, NY

JWT, NY

Ted Bates, NY
Tatham-Laird, Chi

Leo Burnett, Cni
McCann-Erickson, NY

STATIONS PROGRAM, time, start, duration

CBS TV 67 Omnibus; Sun 5-6:30 pm: 17 Oct; 26 wks

ABC TV Disneyland; alt cospon W 7:30-8:30 pm; 27 Oct;
no wks not set

NBC TV 49 Today; partic sponsor M-F 7-9 am; 21 July; 15
partic

CBS TV 79 Doug Edwards & the News; M 7:30-7:45 pm; 23
Aug; 52 wks

ABC TV Disneyland; cospon W 7:30-8:30 pm; 27 Oct; no
wks not sct

ABC TV W:shington Redskins Pro Football; Sun 2 pm; 26
Sept; 12 wks

CBS TV 78 Doug Edwards G the News; W 7:30-7:45 pm; 25
Aug; 52 wks

ABC TV So You Want to Lead a Band; Th 8:30-9 pm;
S Aug; no wks not set

NBC TV 49 Today; partic sponsor M-F 7-9 am; 1 Nov; 5
partic

ABC TV Disneyland; alt cospon W 7:30-8:30 pm; 27 Oct;
no wks not set

ABC TV Elgin Hour; alt T 9:30-10:30 pm; Oct; no wks
not cet

ABC TV Stop the Music; alt T 10:30-11 pm; 7 Sept; no
wks not set

NBC TV 49 Today; partic sponsor M-F 7-9 am; 4 Oct; 78
partic

Du Mont 80 Captain Video; Th 7-7:15 pm; 7 Oct; 30 wks

CBS TV 107 Stage Show; Sat 8-9 pm; 17 July; 5 wks

CBS TV 67 Omnibus; Sun 5-6:30 pm; 17 Oct; 26 wk

NBC TV 49 Today; partic sponsor M-F 7-9 am; 13 Sept; 17
partic

NBC TV 49 Today: partic sponsor M-F 7-9 am; 26 Nov; 12
partic

ABC TV Stop the Music; alt T 10:30-11 pm; 7 Sept; no
wks not set

CBS TV 67 Omnibus; Sun 5-6:30 pm; 17 Oct; 26 wks

NBC TV 80 Howdy Doody; M 5:30-6 pm; 20 Sept; 52 wks

CBS TV 45 Robert Q Lewis; T 2:15-2:30 pm: 5 Aug; 56 wks

CBS TV 87 Jack Parr; Sat 9:30-10 pm; 17 July; 8 wks

CBS TV 99 Best of Broadway; W 10-11 pm; 15 Sept; 33 wks

Benewed on Television Netweorlks

SPONSOR | AGENCY STATIONS PROC RAM, time, start, duration
|
Best Foods, NY Earle Ludgin, Chi CBS TV 59 Carry Moore; W 10:15-10:30 am; 25 Aug: 52 wks
Co-st Fishesies Div, Quaker  Lynn Baker, NY NBC TV 49 Today; partiz spon M-F 7-9 am; 24 Aug; 26 partic
Oats, Wilmington, Cal
Colcgate-PalmoIive, Jersey Wm. Esty, NY CBS TV 76 Strike It Rich; M-F 11:30-12 noon; 52 wks
ity !
Cegfrgl Foods, White ~ Benton & Bowles, NY CBS TV 65 Mama; F 8-8:30 pm; 3 Sept; 52 wks
ains i
Mars, inc, Chi I Leo Burnett, Chi ABC TV Super Circus; cospon M 5-6 pm; 26 Sept; 13 wks
Prudential Insurance, Nwk Calkins & Holden, NY CBS TV 112 You are There; alt Sun 6:30-7 pm; 5 Sept; 22
| alt wks
Schlitlz B-ewing, Lennen G Newell, NY CBS TV 97 Playhouse of Stars; F 9-9:30 pm; 2 July; 52 wks
Milwaukee
Ruthrauff & Ryan, Chi CcBS TV 1 Cene Autry; T 8-8:30 pm; 13 July 52 wks

Wm. Wrigley, Chi

(See page 2 for New National Spot Radio and Tv Business)

Advertising Agency Personnel Changes
FORMER AFFILIATION

NAME

NEW AFFILIATION

Norman Anderson
John L. Baldwin
William Barker
Russel A. Behr

Paul Edward Belknap
William Berech
Frank Bibas

George B. Bogart
Ann Boniello

e e .

4
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Leo Burnett, Chi, acct exec Pillsbury
Young & Rubicam, Chi, acct exec

MzCann-Erickson, Chi, media

Omisha agency

McCann-Erickson, Chi, exec

Kenyon & Eckhardt, NY, acct exec
McCann-Erickson, NY, chg film prod

J. R. Pershall, Chi, vp

Calkins & Holden, NY, asst to chmn bd of dir

John W. Shaw, Chi, acct exec

Needham, Louis & Brorby, Chi, acct exec

Needham, Louis & B:rorby, Chi, asst media dir

Ayres & Assoc, Lincoln, Neb, acct exec

Needham, Louis & Brorby, Chi, vp & acct exec

Same, vp

Same, Hollywood, supvr prodn tv commls

Calkins & Holden, Chi, acct supvr

Same, admin asst to chmn bd of dir & chmn plans
bd

In next issue: New and Renewed on Radio Networks. Na-

tional Broadcast Sales Executires. New Agency Appointments

IR

1954

9 AUGUST

Numbers after names
refer to New and Re-
new category

Filliam Berech (3)
C. Dentinger (4)
Rickard Vanoff (3)
R. D.
r.cC.

19
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3 Adrvertising Ageney Personnel Changes (cont’d)
|

NAME FORMER AFFILIATION
Curic Brewer Leo Burnett, Chi, acct exec Kellogg
John Brooks Compton, NY, acct exec Crisco

Graybar Electric, NY, natl sis megr
Benton & Bowles, NY, pub-prom staft
Kudner. NY, acct excc Buick

Young & Rubicam, NY, mdsg exec

Look, NY

French & Preston, NY, exec vp

Foote, Cone & Belding, Chi, acct exec
D’Arcy, Houston

Facitic Natl Adv, Seattie, vp & dir radio-
Benton & Bowles, NY, acct exec
Maxon, Chi, exec

Bourjois, Barbara Gould Div, NY, sls mgr
CBS Radio, NY, mgr sls devei

«LX, Oakland, Cal, gen mgr
Campbell-Mithun, Mpls, acct exec
Geyer, NY, hd of film dept

Kenyon G Eckhardt, NY, acct supvr
Abbott Kimball, NY, pres

Lco Burnett, NY, hd radio-tv oper
Carter Prods, NY, brand mgr Arrid, Nair

Ceorge T. Bryant
Cecil K Carmichacl
North Clarey
Thomas W. Clark
Edward Cooe
George DePue r
Charles M. Dering
Lovick Uraper
Trevor Cvans
Carl N. Everett
Vinton H. Hall
Janes S. Rauck
W. Eldon Hazard
Milton L. Levy
George O. Ludcke Jr
lames N. Manilla
Richard Manoff
William C. Matthews
William Mcllvain
Alan B. Miller
John J. H. Phillips
Ohic Oil
Knox Reeves, Mpls, copy staff
Farm Journal, seec in appliance accts
Frec Sewing Machine, LA
Leo Burnctt, NY, acct exec
Weiss & Geller, NY, sp & timcbuyer
Leo Burnett, NY, acct supvr
Buchanan & Co, NY, acct cxec
Weiss O Geller, Chi, acct exec
Earle Ludgin, Chi, exec

John P, Roddy
Richard M. Scanlon
Tom Shea

George Stege

Max Tendrich

Edward Thicle

Albert D. Van Brunt
Daniel Welch

Stalham Leon Williams

Buchanan & Co, NY, art dir
Bryan Houston, NY, media

Roy M. Winkler
Andrew Zecis

Sponsor Personnel Changes

NAME FORMER AFFILIATION

Stockton, West, Burkhart, Cinci, acct exec

NEW AFFILIATION

John W. Shaw, Chi, acct cxec
Needham, Louis & Brorby, Chi. acct exec
Compton, NY, vp
Same, assoc acct exec Assn Amer RR
Compton, NY, acct exec Chevrolet dealers
Same, vp O acct supvr
Bozell & Jacobs, Houston. sr acct exec, radjo-t
Bryan Houston, NY, acct exec
Needham, Louis & Brorby, Chi, acct exec
Bozell & jacobs, Houston, sr acct excc O r-tv
tv Same, pres
Campbell-Mithun, Mpls, acct exec
Needham, Louis & Brorby, Chi, vp & acct
Bryan Houston, NY. acct exec
§. Waiter Thompson, Detroit, exec
Cal Serv Agency. Berkeley, mgr ¥
Calkins & Holden, Mpls mgr
McCann-Erickson, NY, tv comml staff
Same, vp
Foote, Cone G Belding, NY, vp & acct exec
Same, vp
Weiss & Geller, Chi, acct exec |
Compton, NY, acct exec Socony-Vacuum

Bruce B. Brewer, Mpls, copy staff I

Hicks & Greist, NY, acct exec

Stromberger, LaVene, McKenzie, LA, acct exec

Same, acct supvr G vp

Same, vp

Same, vp

Same, vp A, .

Necdham, Louis & Brorby, Chi, acct exec i

Nee:ham. Louis & Brorby, Chi, vp & member pla
b !

Same, vp G creative art hd

Needham, Louis & Brorby, Chi. asst madia. dir

NEW AFFILIATION

P. E. Allan

Wells R. Chapin
Charles Dentinger
james M. Farrell
Richard F. Gocbel
S. W. Gioss
Drucilla Handy
Robert E. Lauterbach
Michael Kory
James T. Maher
Robert McDonald
Ira Morais

Milton C. Mumfoid
Richard D. Watcrs
William W. Wexler

Tide Water Assoc Qil, SF, vp in chg mktg
GE, St. L, bdcest sls mar

Wildroot, Buffalo, ad staff

Crosley Radio & Tv, Cinci, Eastern reg sls
Nestie Co, White Plains, NY, ad dept

Theo Sills & Co, Chi, acct exec
GE, St. L, bdcst dist sls mgr

CGW, NY, publicity for Texaco
Erwin, Wasey, NY, acct exec
RKO Theatres, NY, spec publicity
Marshall Field, Chi, vp

Murray Mfg, Bklyn, dir mkt res

5 Station Changes (reps. network affil
| |

CFPA-TV, Toronto, new Can rep, All-Canada Tv

CHED, Edmonton, Can, new US rep, Forjoe

CIMS, Montreal, new US rep, Forjoe

CKDA, Victoria, BC, new Can rep, Natl Bdest Sls

KBMT, Beaumont, Tex, new natl rep, Forjoe

KCRI, Cedar Rapids, la, new natl rep, Gill-Perna

KDYL-TVY. Salt Lake City, new call letters, KTVT

KGBX. Springficld, Mo, new natl rep, Venard. Rintoul &
McConnell

KIMM. Denver, new natl rep, Avery-Knodel

KOWH. Omaha, new natl rep, H-R Reps

KPOL, LA, new sls prom serv, Robert S. Keller

KTXN, Austin, Tex, new natl ren, Richard O'Connell.

KULA, Honolulu, new natl rep, Headley-Reed

KVOE, Santa Ana, Cal, new call letters. KWIZ

KXLY-AM-TV, Spokane, new natl rep, Avery-Knodel

WAAB, Worcester, Mass, new natl rep, Forioe

WABT, Birmingham, Ala., new natl rep, Blair Tv

Numbers after names
refer to New and Re-
new category

G. Delue Jr. 3)
.. Wexler (B
R. F. Goebel (@]
Drueilla Handy (1)
George T, Bryant (3)

V\ilton L. Levy  (3)
K. V. Scanl 3
Trevor Evans 3)
Vax Tendrich (3)
James M. Farrell (D

Emcrson Radio G Phono, NY, vp in chg sls

Emerson Radio & Phono, NY, admin dir sls

Vick Chem, NY, asst gen mgr & vp Vicks Prod Div

Same, admin vp for mktg
GE, NY, dist sls mgr
Same, media dir of ad dept
mgr Same, tield sls mgr
Same, ad mgr chg media
Same, vp G asst to pres
Helene Curtis, Chi, pr G educ dir toiletries div
Same, dir sls
Same, dir sls
Texas Co, NY, gen staff asst in pub rel
Paper-Mate Pens, Culver City, Cal, asst to ad nf
Lewyt Corp, NY, natl publicity mgr
Lever Bros. NY, vp
Same, vp Vick Chem Corp
Raytheon Mfg, Waltham, Mass, ad & sls prom m

itation, power increases)

WAPI, Birmingham, Ala, new natl rep. john Blair

WCUY & WCGUY-FM, Bangor, Me, bought by Sherwood
Tarlow

WITV, Ft. Lauderdale, Fla, new natl rep, Bblling

WJAS, Pittsburgh, new natl rep, H-R

WNOW-TV, York, Pa, new natl rep, Forjoe Tv

WOIC, Columbia, SC, new natl rep, Forjoe

WOL AMGFM, Wash, new natl rep, Gill-Perna

WSAl, Cinci, new natl rep. Weed

WSMB, New Orleans, new natl rep, Avery-Knodel

WSYR, Syracuse, new natl rep, Christal

WTSK-TV, Knoxville, Tenn, bought by South Central. Bdts:
Evansville, 111,

WTVD. Durham, NC, new natl rep, Headley-Reed Tv

WTVP, Decatur, llIl, new natl rep. Bolling Co

WUSN Charleston, SC, new natl rep, H-R

WUSN-TV, Charleston, SC, new natl rep, 'H-R Tv

SPONSOR



WHO-TV
WHO-TV
__WHO-TV
WHO-TV

¥ . "WHO-TV
~  +WHO-TV
'\ WHO-TV
“ WHO-TV

T WHO-TV
'WHO-TV
WHO-TV
WHO-TV

You must face the

wHO-TV

T ~oHO-T
hanks to the annual “lowa Radio-Television Audience

Survey” conducted for the past sixteen years by WHO TV

famed Dr. Forest L. Whan, you can know more about )

the listening-viewing facilities, habits and trends in this State

than in any other area in the Nation.

Projecting all recent figures, you’ll find that WHO-TV WHO Tv
offers you ready access to 227,000 television sets in Central WHO TV

Iowa — an area that includes an urban population of 566,300,

a rural population of 545,100. These 1,111,400 people

have an effective buying income of over 1.7 billion dollars. WH o 'TV
WHO-TYV is, we believe, the first station ever to go on WHO TV

the air with programming from 6 a.m. to 12 midnight —

with the finest NBC-TV network programs . .

the best local programs, plus one of the Nation’s WHO"TV
Iargest local-talent staffs. Ask Free & Peters! WH 0 "Tv

WHO-TV

Channel 13 ¢ Des Moines ¢ NBC

2 Col. B. J. Palmer, President
< P. A. Loyet, Resident Manager
2, Free & Peters, Inc.
National Representatives
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ince it startced 18 months ago WBBM-TV
has grown so fast it may seem as though

we're playing tricks with figures.

But really the only magic is showmanship—

WBBM-TV's Showmanship—the kind that’s

mirrored in:

HIGH RATINGS...a weeklong average rating
19% higher today than its nearest competitor’s

... 12% higher than in February ’53.

QUARTER HOUR WINS. .. 166 top-rated quarter-

hours... 54 more than the next station today

... 73 more than February ’53.

TOP PROGRAMS...7 out of the top 10 shows

nighttime, 5 out of 10 daytime. (Eighteen

months ago it was 5 nighttime and none in

the daytime.)

Do you, too, want to look BIG in Chicago?

Then, no fooling, the place for you is. ..

R# Chicago’s Showmanship Television Station

DL

WBBN-TV

18 CBS Television’s Key Station in Chicago

|
‘ Sources on request,



LAST YEAR....

Montreal housewives

spent nearly
$500,000,000.00

on groceries

SELL 'EM
WITH CFCF

66% of Montreal
homes have radio sets
in the kitchen. Radio

sells groceries!

7

MONTREAL

IN CANADA—ALL CANADA

HHerbert Leeds

M. Sponser

Exquisite Form Brassieres, New York

“A bra on a live girl is worth two on a dummy,” Herbert Leeds,
ad manager for Exquisite Form Brassieres. told sroxsor. The com-
pany will try out its theory on tv this fall.

Exquisite will sponzor Stop the Music (ABC TV; alternate Tues-
days 10:30-11:00p.m.) over 07 stations starting 7 September for
20 weeks. Agency is Grey.

“We wouldn’t consider going on iv until we were able to clear
storyboards for our film commercials with network continuity ae-
ceptance,” Leeds added. “Of course, we've alwavs felt it anomalous
that actresses, singers and dancers wearing scanty or low-cut cos-
tumes have been pernitted to be deliberately suggestive, while re-
strained, wholly decorous presentations of bras which completely
cover the bosom have heen banned.”

How will the live models exhibit Exquisite Forin bras?

The film commercials are better guarded than pictures of Ike
practice-putting. But Leeds is sure Exquizsite Form has managed
*to blend good brassiere displayving and demonstration of brassiere
sales features in the presence of the entire family with good taste.”

To complete itz coverage Exquisite Form bras will also sponsor a
weekly 15-minute segment of the radio version of Stop the Musiec.
(CBx, Tuesday 6:00-9:30 p.m.) over 125 stations. Exquisite’s radio
contract extends over 20 weeks.

The combined radio-tv effort will cost the firmn aun estimated §1.5
million. or close to 1577 more than it~ entire 1953 magazine budgel.
Magazines will be deemphasized this fall. Industry ranks Exquisite
FFornt bras neck-and-neck with Maidenforin for No. One; estimated
aunual sales volnme i~ between 316 and 818 nillion.

Before its sudden switch into the air media. Exquisite Form was
a 100°¢ print advertiser, Tut for an unsuccessful stint over one tv
~tationr in {all 1950. Asked for the reasoning behiud the switch to
tv. Leeds called across the showroom. “Edna. put on No. 698, please.”

A moment later a well-rounded brunetle stepped into the show-
roour. coolly dressed in a ruffled half-slip and a strapless white bra.
Leeds proceeded to give a running commentary on the virtues of
the “bra-o-matic” number the young lady wore.

Leeds opened a desk drawer and took out a “bhra-o-matic.” “Don’i
vor think it fooked better on Edna?™ he asked. * xR
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For Your Sake, Mr.Time Buyer, We

: - | , ® |
keep hammering
This One Important Fact

&

There Is Only One TV Station in the
Detroit Area with Maximum Power

«+ s and fh;:tt’s WJBK-TV

“ Get MAXIMUM COVERAGE on the 1,468,400 TV
| sets in the rich Southeastern Michigan market
| _ with WJBK-TV’s 100,000 watt power, 1,057 fr.

N tower and commanding Channel 2 dial position.

emted Nationally by THE KATZ AGENCY

-"‘a,l Sales Director, TOM HARKER,

118 E. 57th, Néew York 22,

ELDORADO 5-7690




————— ——

Newest Southeast
Kansas—Northeast
Oklahoma survey
covering 11

county Coffeyville
trade area (256,000

people) reports:

KGGF HAS BIG-
GEST AUDIENCE
IN 45 OUT OF 52
MONDAY THRU
FRIDAY V3 HOUR
STRIPS! (6:00
A.M. to 6:30 P.M.)

KGGF with 10
KW on 690 KC
delivers primary
coverage to a total
of 87 counties in
Kansas, Oklahoma,
Missouri and

Arkansas.

690 KC

ABC

COFFEVVILLE, KANSAS

S i

New developmenis on SPONSOR stories

Sces “Spanish-language programs hit po-
tent market”
4 June 1931, page 25

Issue:
0 0 Sllhjec(; New trends in lhe Spnui:h-spcgkin‘g

markets

His face tanned by the Southwestern <unshine, Arthur Gordon
has just returned from a visit to several Spani-h-speaking markets.
Gordon is ales manager of National Time Sales and lie was in Texas
to participate in the formation and organization of the Texas Span-
ish-Language Network. lle also wanted to further familiarize him-
self with the markets and stations in the area. which he had not vis:
ited for 16 months.

Talking with sponsor after hix return. Gordon said that “The fact
national, regional and most certainly local advertisers are using
Spanish radio with increasing frequency is no longer news. There
are, however, three indicators that impressed me particularly:

“First, advertisers are turning increasingly to programs, which
indicates ‘maturity’ in the advertiser’s acceptance of Spanish.

“Second, a surprisingly large nuimber of agency and advertiser
executives are visiting the Spanish population centers and coming
back with their eyes opened.

“A third factor is the awareness of advertisers that they must pro-

vide merchandisine material in Spanish if they are to get maximum
g I g

value from the merchandising work done hy the stations.”

The new network—Texas Spanish-Language Network—was set up
<o advertisers could buy a package of stations covering between
700,000 and 800,000 Spanish-speaking people. Gordon adds that this
doesn’t include a bonus market of 200.000 Mexican residents which
listen to the U. S. stations. Many of these people, says Gordon, shop
in the United States because prices are lower than in Mexico.

TSLN stations include KIWW. San Antonio; XEJ, El Paso, and
XEO-XEOR, Brownsville-McAllen (Lower Rio Grande Valley).

First account to sign with the network, which legan operating 20
July, is Maine Sardines. Gold Medal Flour had been using the sta-
tions individually and when the network was formed bought a
quarter-hour program across-the-Loard.

Talking about the Texas border cities. Gordon says, “It is hard
to believe you're still in the United States. Store signs are printed
in Spanizh and English, sometimes in Spanish alone. Conversation
heard in passing on the streets is in Spanish. If a radio is turned on,
chanees are vou'll hear either some Latin music or a commercial in
Spanish for one of the more than 60 nationally-known American
products that utilize Spanish-language radio. Why, even the road
signs are bilingual.”

At the same time Arthur Gordon was establishing TSLN. an-
other Spanish-language network was being organized.

Richard O’Connell told spoxsor the other day that target date for
opening a second Spanish-language network will be 1 October of
this year. O’Connell said the new chzin. to be called the Sombrero
Network, alreadv has signed seven affiliates and will cover not only
Texas but also the heavy Mexican populations in Los Angeles (said
to have the second-largest Mcxican population in world. exceeded
only by Mexico City) and Albuqguerque. plus five Texas stations.

Programs planned for the network include a feature mystery show,
serial stories and sports programs. O’Connell, who will be national
representative for the network. said it will cover about 1.6 million
Mexican-Aniericans in the U. S.. plus the bonus Mexican audience.
Afhliates signed thus far include KABQ. Albuquerque: KCOR, San
Antonio: KCCT. Corpus Christi: KGBT. Harlingen, Tex.: KTXN,
Austin: KWRW. Pasadena. and XEDF, Nuevo Laredo. * ok k




TOPSOIL Prezty words and lilting phrases all aside,

there’s only one basic source of wealth, and
that’s the earth.

®
Is our We could tell you that pcople in the Red River Valley are

extraordinarily prosperous because they are thrifty and hard-

working. Or because they are shrewd, or cnergetic. Or because

AN this radio station keeps their money whirling, by putting
avaricious ideas .into their pretty little heads. Ete., etc.

Actually, the Red River Valley is prosperous because of our
pu thick, black topsoil. Through endless preliistoric ages, it was
in 'he deposited in what was once the bed of a vast lake. This earth

is as good or better than the humus-laden soil in your rose

garden. It grows every kind of “crop”, including hogs, laimbs

. and cattle — like mad.
‘. Red River Valley

And our farmers don’t work ten-acre or fifty-acre plots. They
work our eye-filling flat fields with the kind of power equip-
ment you ordinarily see only on big engineering projects. They
make as much money in their overalls as lots of city guys do

in their gray flannels!

The average farm in this area produces a
gross income of $9,518 as compared with the
Average National Farm Income of $6,687.

We hayseeds who have run WDAY since 1922 use big facilities
to farm our audience, too. We dominate this territory so com-
pletely that you can’t even mention any other station in the
same breath. If that sounds exaggerated to you, you have only
to investigate a little. For example, you might ask us about
the fan mail that pours into here at the rate of 100 letters a
day, including Sundays and holidays. You might ask why
more than 10,000 families pay cash subseriptions to receive our
“Mike Notes”, WDAY mouthly newspaper, cte.

But it all goes back to the topsoil, and there we rest our case.

Ask Free & Peters!

FARGO, N. D.

NBC ¢ 5000 WATTS » 970 KILOCYCLES

FREE & PETERS, INC.

Exclusive National Representatives
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Contracts

I
Radio is good business. Last year radio billed more than $700 million.
That’s peanuts to what radio billing will be as more and more advertisers
discover what it can do for them.

You want low cost coverage? Do you want to place messages where
they will do the most good? Do you want a virtual monopoly on the
attention of millions-on-the-move? Do you want to reach your customers

8 e¢verywhere?
Then you’ve got to have radio. No other media can do the job as well.

Bo as over 2,300 major advertisers did on WBC stations last year

By using WBC’s five 50,000-watters, many enjoyed substantial savings
with multiple station discounts. They hit America’s big population belt . . .
at least 26,500,000. .. at a cost as low as 21¢ per thousand.
Crazy? You should be so crazy. Call Eldon Campbell, WBC National
Sales Manager, at Plaza 1-2700, New York, or your nearest WBC station.
 Let them show you why radio is good business for you.

. WBZ-WBZA KYW KDKA b Contracts

S‘ | 51,000 watts 50,000 watts 50,000 watts
in Boston and Springfield in Philadelphia in Pittsburgh

WOWO
50,000 watts
in Fort Wayne

KEX
50,000 watts
_in Portland, Oregon

WESTINGHOUSE BROADCASTING COMPANY, INC.

WBZ-WBZA * WBZ-TV, Boston; Kkyw « wpTz (TVv), Philadelphia;
KD KA, Pittsburgh; wowo, Fort Wayne; kex, Portland, Oregon

National Representatives: FREE & PETERs, INC.
444 Madison Avenue, New York 22, N.Y.




YOU MIGHT BAT .120

IN THE MAJORS —

IBUT ... YOU NEED WKZG RADIO

PULSE REPORT —100% YARDSTICK
KALAMAZOO TRADING AREA — FEBRUARY, 1953
MONDAY-FRIDAY

| 6 am.-12 noon | 12 noon-6 p.m. © p.m.-midnight
WKZO 59% (o) 59 48
B I 14 I
L3 3 :\P— “
B -
— . - —
T MISC. | ) 14 T

(a) Does not broadcast for complete six-hour period and the
share of audience is unadjusted for this situation.

~TV «
N st ‘4
- y
-._,p. _."'r‘ l’ J~ }~ (- ) .
et She Selyer . Ylalions
y p /,
i) 1 720 WKZO —KALAMAZOO
y E WKZO.TV — GRAND RAPIDS X ALAMAZQO
N 'y i WJEF — GRAND RAPIDS
\/_ ) - WJEF-FM — GRAND RAPIDS-KALAMAZOO
/ > KOLN — UNCOLN, NEBRASKA
KOLN TV — LINCOLN. NEBRASKA

Ariociated with
WMBD — PEQRIA ILLINOIS

Ty ¢

FOR BIG-LEAGUE RESULTS
IN WESTERN MICHIGAN!

WKZO0, Kalamazoo, is the Western Michigan radio champ
—by a wide, wide margin.
Pulse figures, left, prove it—morning, afternoon, eveningl

Nielsen credits WKZO with 181.2°;, more daytime radio
homes than Station B—190.6, more nighuime!

That’s the Pulse/Nielsen story on WKZO. Your Avery-
Knodel man has other, equally impressive facts.

WKZ0

CBS RADIO FOR KALAMAZOO
AND GREATER WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

et this major-league record in 1911, playing witli the Detroit Tigers.

SPONSOR
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Spot radio 1s hioger than vou think

Medimn includes most top air advertisers in its $135,000.000-annually

bhillings yet top management sometimes fails to understand its stature

The advertising medium known as
“national spot radio” showed a gross
increase in business of 379% in the peri-
od from 1947 to 1953—tv's greatest
growth era. Between 1952 and 1953
it continued on its decidedly upiward
trend, marking a gain of about 1077.

National spot radio by industry esti-
mates is today billing more than all ot
the major radio networks combined.
Last vear its billings amounted to an
estimated $135,000,000 after discounts
and before commisions to reps. It ac-
counts for about 21 today of the
average radio station’s earnings. Doz-

ens of the biggest air advertisers use
national spot radio intensively from
early morning to ’way past midnight.

Yet the sheer volume of business in
national spot radio is now ruuning
ahead of its full recognition as a na-
tional advertising medium.

Full understanding of what spot ra-
dio is, how to buy it, how to use it and
how 1o get the most out of it has not
permeated to all levels of client or-
ganizations, even though generally high
advertising costs in recent seasons have
prompted much soul-searching and
media schedule examinations among

National spot radio maintains steady growth

b

—190 ﬁ =

top management and -ales executives,
Out in the field. ~pot radio is not
always underztood among the sales
force that calls on distributors and re-
tailers. And national spot radio isn’t
invariably a feature of discussions in
which the salesmen explain the com-
pany's national advertising support
On the upper levels of corporate
management spot radio i sometimes
dimly understood—even in companies
which, at the same time, are making
extensive use of national spot radio.
This then is a report designed to aid
understanding of spot radio where it

1120

RTS8

—100-

— 60 -

FCC figures for national spot radio show
37% growth for medium, despite tv, between 1947
and 1953. Trend continues upward. Dollar
figures are stalion rcvenue after discounts and
before rep, agency commissions. Spot growth

is often ignored by air clicnts

80 —

—40

1948
$104,759,761

1947
$98,581,241
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$108,314,507

i}

1950 1951

$118,823,880

alpdustry estimate. Other figures are from FCC.

1949

$119,559,000

40 —

1953
$135,000,000*

1952
$123,658,000
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O spot radio fundamentals for top management

What spot radio is:
natiounl ad schedules placed i newspapers.

Ht's national radio advertising operding at the local level, comparable to

It is a medinm separate and distinet from network radio
and trom radio placed by loeal advertisers. National spot radio’s outlets include all of the over 2,500
U8, radio stations, Its target is the 95,347 of Americau families who own a total ot over 117,000,000 radios.

How spot radio is parchased:

The usual chanuel is advertising ageney to station representative
to loeal station. About 909 of the more than =135,000,000 spent annually for national spot radio is

chanueled from about 100 ad ageneies throngh some 63 station reps. Stations discount 1397 to agencies,
15¢7 to reps. Contracts are of o wide varicty of lengths, from one mght stands to year ronnd cropaigns,

i

What forms spot radio talkes: Medinm offers adverdsers a wide ehoice of recorded or live
vehieles, Recorded commereinls nsnally take the form of one-minute annonneement, 20-second or 10-sccond
station breaks between programs, although any of these cin be within a program structnre as partici-
pations.  Live velicles inelnde news, weather, sports, homemaker shows, farm progrmus produced locally.

and to allow for regional listening tastes.

Flexibility of spot radio: Spot is probably most flexible of all air media. Sponsor is not limited
i his choice of markets, stations in market, vehieles on station. Canpaigns can be tailored to bolster

weak sales arcas, lanneh new produets on market by-market basis, Time purchases can be made to take

advantage of fact that different stations in market will lead in audience size at different times of day
Unlike filmed v, copy can be c¢hanged overnight.

i

Promotion through sales channels: General efficieney of spot radio campaigns is raised, experts
feel, when sponsor’s sales organization is well briefed on details of cmmpaign. This aids in arousing
dealer, retailer enthusiasim for eampaign, helps to get stock-nps, good shelf positions, dealer assistance
in point of sale promotion. Spot radio can be “‘glammorized’’ successfully by stressing name value of
national, local stars involved in spot radio campaign, number of audience impressions likely to be made.

I

SN IRSL T SN ISR I WG

i~ not understood xo that national ad-
vertisers can take belter advantage of
the medium. 1t wraps together the ob-
servations of dozens of advertising
mren. veteran timebuyers and spot ra-
dio salesmen. as well as comments
trom sponsor executives,

Some of the symptoms of spot ra-
dio’s nnder-recognitinn help to explain
the prolidem.

Take the matter of the medium’s
name  spot radio. 1s <imply not de-
scriptive of the iedinnr and often leads
ta a certain amomnt of basic confusion
among executives. s one of the few
ageney  timebinvers who has a good
deal of dirvt contract with client ofhy-
crals Stated:

“Sometimres when I start talking spot
radio a clirnt will a<k me ‘You mean.

32

Business outlools for spot radio:

vou think we should buv some an-
nouncements?’ How can I explain in
a few minutes what it took me 10 years
of hard work to learn?”

Thus to many at management level
the words “spot radio” continue to
mean short announcements or commer-
dials between programs--and usually
network programs at that. Spot, as a
medinm. of course makes use of such
anmouncements,  But the medium is
characterized In  market  selectivity
rather than any ~ingle form of com-
mercial. It embraces, of course, every-
thing from full sponsorship of local
programs through “participations” in
programs to purchase of announce-
ments between programs,

VManagement men without the time
to acquive a full grasp of the spot radio

The national spot radio medium is on the upheat in U.8,
Modium made a 37% inerease in gross business between 1947 and 1933, gained 10¢% bLetween 1952 and
1953, This gain was made at a time when tv was making its greatest postwar growth and dnring period
when network radio billings declined. Much of radio’s “*hest time’’ today (early morning, noon lour,
carly evening, late-night and all night slots) is available to national clients only via spot radio.

medium sometimes acquire a linvited
view of spot by hearing over and over
again a name which is not fully de-
scriptive.  Interestingly many time-
buvers. account men and reps cannot
understand this mental hurdle of man-
agement. To them the media term
“spot radio” triggers a much broader
¢t of mental images and conditioned
veflexes.  Hence corporate executives
and admen sometimes speak entirely
different languages aliout <pot radio.
althongh this is not generally true of
olther media.

But this i~ not the whole problem.

Another reason for gpot radio’s low
glamor rating among some manage-
ment exrcutives 1= that there is a tend-
ency to lumip spot radio together with
all other form- of radio. Frequently

SPONSOR
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advertising trade papers or colunms
omit mention of spot when discussing
media. The impression is thus fostered
that spot radio does not rank as a full-
fledged medium and is actually just an
odd cormer of the radio business,

On the cover of onc of the advertis-
ing trade journals recently, for exam-
ple, there was a two-color graph listing
media and cost increases for fall. Tt
included business publications, whose
annual billings are now estimated at
some $335,000,000 annually, and out-
door advertising, whose ad volume is

oA
problem
A

now over $162,000,000 annually.

But when it came to the air media,
network radio and network tv only
were included. Spot radio, with its esti-
mated billings of over $135,000,000
this year, and spot tv, where the bill-
ings marks is now over $100,000,000.
were left out of the media roundup.

In the advertising and business col-
umns of the daily press, spot radio
sometimmes gets even shorter shrift.
Newsmen write stories about media
growth in which phrases like “radio
business is off another so-and-so per

Veteran spot radio users, like Shell Qil, are convinced spot radio
works best when medium is understood and appreciated throughout
the firm's structure. L. to r., below: Shell's Jim Powers, N.Y. district
promotion manager; Ed Schulman, Shell radio-tv manager; WCBS
spot star Herman Hickman make field call on Shell dealer Bud Enos

morEEre o oy | s
.
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cent this month.” Actually, what they're
usually talking about is network radio
gross billings, not network and na-
tional spot radio combined.

All of this leaves management execu-
tives who gather their advertising news
by reading on the commuter trains
poorly informed. Spot radio is grow-
ing. but some of these executives who
don’t work with spot radio from day
to day may easily come to the conclu-
<ion that spet radio, like network, hax
lost billings in the postwar tv years.

“With the economy tightening and
the pressure on to maintain sales vol-
ume. some managements prefer to ride
a media winner when it comes to ad-
vertising—if only to keep the dealers
and stockholders impressed,” is how
an independent advertising counselor
sums it up,

As far as top management is con-
cerned. therefore, spot radio has a
psychological handicap in addition to
a “semantic barrier.” In the long run,
proponents of spot radio are sure, this
1s damaging to advertisers who might
hetter understand or use the medium
if their whole organizations had a clear
understanding of its stature, impor-
tance and growth.

The key thoughts that corporate
nianagement should bear in mind re-
carding spot radio add up to this:

Educating sponsors to uses, advantages of spot
radio is task of reps' "Crusade for Spot Radie.”
Here, CSR manager Reg Rollinson {left) con-
ducts informal "eclinic” with Don McVickar,
Anderson & Cairns a/e; John Dugdale, ad
manager, Rootes Motors (Hillman Minx}:
A&C's v.p. and radio-tv director Vic Seydel

1. Spot radio is an active, growing,
lard-hitting. low-cost and frequently
glamor-provoking national ad medium.
It is also a cumulative medium in that
local-level spot campaigns can add up
to be larger than the biggest of big-
time network drives.

2. Spot radio has a proved record
of impact at low cost and of being able
to pinpoint audiences for a sponsor’s
sales message. This is what explains
its growth.

(Please turn to page 82)

Audience impressions in spot radio are counted in millions, reach all
U.S. segments with hard-kitting, creative radio. Singer Peggy King
recorded jingles for Hunt Foods spot drive, was heard by Columbia
Records’ Mitch Miller on car radio,signed to platter contract. Below,
pert songstress gets plant tour from Hunt president Fred Wiseman
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TIME BUYING

Part of a series
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10 OF Y&R'S 21 ALL-MEDIA BUYERS; (STANDING) 10 OUT OF 19 ALL-MEDIA ASS

huver at Y

o

o B ARE Y05 e TT VT T Y 0n $35 obl 4OB MR 13 E3. 13

’R

Y&R buyers act as media directors for their accounts, planning budget

breakdown, recommending choice of media. then buying all media

(,‘an one man buy 10 diflerent media
expertly and efliciently?

Can he judge the comparative value
of announcements vs, newspaper space
ve. billboards vs. skywriting for his
clients?

In siall agencies billing $1 million
or less the president u-ually does this
over-all strategy job. Larger agencics
have a media director who knows how
to buy media of every kind.

But in the largest ~liops the buyers
became specialists- particularly after
growth of radio in the 30°s and advent
of tv in the 40’s. One group of men
hnew print, another specialized in
broadcast media. And specialization
was carried even to the point where
onc group bought radio. another group
tv since the huying of the broadcast
media involved complicated research
and evaluation that print buying had
not required.

By 1952 media specialization had

34

by Evelyn Konrad

grown to where seven or eight media
specialists might be working on one
account. Some agencies began to feel
that coordinating and supervising these
specialized functions tended to infringe
upon the time that might have been de-
voted to creative media planning. At
this time several of the top agencies
began to change their outlook on media
specialization.

Two of these major agencies (Young
& Rubicam and Sherman §& Marquette

now, Bryan Houston) decided to re-
verse the trend and to reintegrate the
various buving functions. First among
the top 20 agencies to reorganize along
the “‘all-media buver” pattern  was
Young & Rubicam, second largest ra-
dgio-tv agency with $48 million in air
billings in 1953. Today, some two
vears later, Y&R's v.p. and director of

media, Peter Levathcs, is satisfied that

the integration of the media depart-

ment is completed and that it has

turned out successfully.
What does this integration mean?

It means that one person buys all
media, {rom car cards to network tv..
for the particular accounts assigned to
liim, e is no longer a specialist in
spot radio only, or in newspaper ad-
vertising only. Rather he is a media
~pecialist—a man who is qualified to
make recommendations to the client
for dividing the budget among the
various media.

He does not enter the picture shortly
hefore a campaign breaks and have a
market list handed him by an account
excculive, as is sometimes the case in
agencics which separate the buying
functions. He isn’t the guy whose work
is evaluated mainly for his ability to
dig up scarce adjacencies or make an
economical buy.

Within the framework of Y&R's me-
dia organization the all-media buyers

(Article continues page 30)
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"TJYER AND ASSISTANT HAVE AVERAGE OF THREE ACCOUNTS TO BUY FOR; TIMEBUYERS USED TO BUY FOR SEVEN OR EIGHT CLIENTS

Chart shows how all-media buyers and assistants fit into YE&ER media department

VICE PRESIDENT
& DIRECTOR
PETER G. LEVATHES

EXECUTIVE
i ASSISTANT
w.E. MATTHEWS

ASSOCIATE L assocmte | | ASSOCIATE | | Associate
DPIRECTOR DIRECTOR | », DIRECTOR DIBECTOR
FRANK COULTER. 1 THOMAS HACKETT HENRY SPARKS | SAMUEL THURM
ASSOCIATE
DIRECTOR s
, THOMAS SKELTON |
2] MEDIA BUYERS —

l T l L JL J l l’ l l J m%sbp%ar:;xox

49 MEDIA ASSISTANT BUYERS
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| MEDIA OPERATIONS SUPERVISOR
JAMES STACK
e CONTRACT FORMARDING | e STATISTIGAL
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conld best be called “nedia directors”
for the particnlar accounts they work
on. They oversee the actnal bunying, of
comse¢, but their main function is me-
dia planning.

Not that the finding of a top-noteh
adjacency on v is not appreciated, and
not that the buver isn’t rated a better
man if he can save the sponsor some
Rather, that his worth to the
iew ~et-up depends primarily upon his
ability to do creative media planning.

To give him the time to analyze the
niany facts about the prodncts for
which he plans aud bnyx, the Y&R buy-
er is freed of much of the detail work
that cnstomarily is part of a timebuy-

lll(bll("\ .

er’s or spacebuyer’s job. There’s a me-
dia operations group which takes the
load of meehanical and clerieal work
off his shonlders. This group is divided
into six departments: account serviee,
contract, forwarding. media files, sec-
retarial and ty pists, statistical.

Of course, such a media services
group or departinent is not peculiar to
Y&R alone. Most of the major agen-
cies provide a pool of sueh specialists
to their buyers. The difference, essen-
tially, is that most of the lelp pro-
vided by this media operations group is

channeled through to the media buy-
er’s assistant. It’s the assistam who
supervises contracts, checks on make-
goods. In most instanees the buyer al-
lows this as~istant to check the space
and time availabilities and to make
buying decisions.

“I only get into the matter of choos-
ing availabilities when it's a major
market like New York. Chicago or Los
Angeles,” one buyer told sPoNsoOR.
“Or else, if i’s a particularly competi-
tive market or one that the client has
had problems in previously. Usually,
though. I rely on my assistant. I guess
you might say that I supervise the buy-
ing that he does.”

Y&R has 21 all-media buvers and 19
The assistants are also all-
media men. They often have as much
and more contact with media reps and
print or time salesmen as the buvers
themselves. They pore over the analy-
ses and media researeh material that
the statistical group forwards. They
sift through the availabilities that are
sent in by reps or station or print peo-
ple, passing them along to the buyer
mainly when there is some doubt about
the choice.

Where, then, does the media buver

assistants.

All-media buyer is in middle: He's in touch with client, with 10 or |1 members of
product group within agency in order to map out media policy for his account and campaign

Client
Problem

Product |
/’Markef

Media |
 Facilities A
Media |-

Information

Media
Research

P
L ,
Purchase
{1 Contracts

N Progress |
;. | Study of |
6 Changing

' Conditions

o Schedules.

- Cqmﬁ'p*oign |

—
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ALL-MEDIA BUYERS

WARREN BAILR
*KAY BLROITN
EDIWIN BYRNE
FLORENCE DART
*HILIIAM DOLLALRD
| JOIIN FLOUENOY
"I' FRANK GRADY
KIRK GREINER
LLOYD IIARRIS
*JOIIN IIENDERSON
V'.ANCE HICKS
GEORGE HOFFMAN
ARTHUL JONES
JOSEPII LINCOLN
*THOMAS LYNCIHI
MARTIN MURPILY
DESMOND O’NEILL
A. B. PRATT
*LORRAINE RUGGIERO
‘ FREDERICK WEISS
; RUSSELL YOUNG

*Was & timebuyer before the reorganl-
zatlon In 1952

e

get mto the act?

The media buyer’s work begins even
before the budget alloeation. He actu-
ally plays a vital part in shaping the
presentation upon which the agency
bases budget recommendations to the
client.

At the beginning of the vear, usu-
ally, a budget is set up by the client
and the agency. This budget is deter-
mined by the ageney’s presentation to
the client asking for certain alloca-
tions. hashed out and determined dur-
ing previous diseussions by the prod-
uct group. The product group is com-
posed of some 10 or 12 people, each
representing a department in the agen:
cv, and each assigned to that particu-
lar aceount. There’ll be contact men
from the account group. someone from
art and copy, a merchandising man,
and. of course, the all-media buyer.

The initial discussion of the prod-
uct group may tahe several hours. At
this time the buyer listens closely to
the contact and merchandising men.
From them he learns what problems
the product might he facing, be it
packaging. distribution, sales, improve-
ment of the product itsell. or a com-
petitive angle.

t Please turn to page 76
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- Phoenix manufactnrers VMalcolm Werner and Thomas David
> . . . -
sSoe tabove left) were first 1o launch retail shop in Phoenix exclusively

Yo “k;,nkn T— \ig for sale of squaw dresses. How could they get women to pay as
‘f[:}?,’ b e .| ?‘,,’ much as 3100 for novelty embroidered cotton like dress at left?
y et g8y : ) ; : .
.f’.’  { A They tried afternoon d.j. show and newspapers, found radio far

outpulled print. Air schedule was strengthened. Now thev manu.
facture 100 dresses a dav for sale in single retail outlet (above
righty and to fill large mail-order business. They plan three new
stores in Arizona and Caltfornia next year. will increase radio
lineup in fall. Line has been expanded 1o include children’s dresses
which are exact duplicates of the grown-up styles.

Radio-+-squaw dresses=wampun

Indian-style dresses vielding Phoenix retailer $150.000 in first year

Afew years back some far-sighted
dress manufacturers in Arizona decid-
ed to copy American Indian fashions
instead of the latest Paris models.

Soon yvou couldn’t tell a P’hoenix
squaw from an Indian one—they were
both wearing bright-colored cotton
dresses set off by contrasting bright
embroidery,

But there was no Phoenix store to
sell squaw dresses exclusively.

This past January, a Phoenix manu-
facturer, Thomas David, jeined forces
with another dress producer. Malcoln
Werner. and opened a large retail out-
let in Phoenix devoted exclusively to
their line of “Toria Tassi” squaw
dresses. Toria Tassi planued its initial
advertising campaigns on radio and in
the local paper to coincide with the
launching of this retail store.

Today. owners David and Werner

9 AUGUST 1954

report a steady month-by-month sales
increase at the rate of 307 since us-
ing radio. Because of the success of
its radio venture as contrasted with
newspaper advertising. radio appro-
priations lrave been mcreased steadily
and newspaper ads have decreased in
importance. Toria Tassi expects to
spend twice as much in radio during
1954 as in newspapers (it advertises
ouly in the Sunday paper). If the cur-
rent sales trend continues. re-
ceipts will hit about $150.000 this vear.
the owners estimate.

So successful has its retail operation
proved that the owners are planning
to open three additional stores during
the coming vear in nearby Las Vegas.

A A

case history
I

gross

Tucson and La Hova (Cal.).

Most of the 1954 radio budget
2oes for daily 15-minnte participations
on KPHO's Make Mine Music, a three-
and-a-quarter-hour disk jockey show
(2:15-5:30 p.m.). The show is sup-
plemented by sporadic announcement
schedules on the same station to co-
incide with heavy buying seasons.

Toria Tas~i owners had these factors:
to consider in planning a successful
alr campaign:

1. Squaw dresses. which originated
in Phoenix. were a well-established
fashion there this past January. The
climate permits their wear year round
bv Phoenix residents. However. they
were created on a custom-design basis
by small semi-exclusive shops and lo
cal couturiers. They had never been
promoted or advertised by these shops.

b

{Please turn to page
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Contributors and consuliants

DR. CHARLES ALLEN, Researchi Dir., Medill School of Journal
isnt, Northwestern U, Evanston, 111,

JOHN W. ANDERSON. Fiber Glaws Corp.. New York

BILL BALLINCER, Tv I'rod., Campbell-Ewald, New York

BOB BANNER, Dir., I'red IWarmg Tv Show, CBS 1V, New York

CEORCE M. BENSON, Dir. Sales & Research, Tv Workshop, Ford
lLoundation, New York

RALPH S. BING, Ralph Bing Co., Cleveland

JAMES M. BOERST, Publisher, Faecutives Radio Tv  Service,
Larchinont, N.Y.

WM. J. BREWER, Radio & Iv Dir.,, R. J. Potts, Calkins & lol-
den, Ransas City

FRANK BURKE, Fditor, Radio & Tv Daily, New York

EDDIE DAVID, P’'rod.-Dir., 7iv Tv Programs, Los Angeles

HARRY DIETER, “1v Mgr., Foote, Cone & Belding, Chicago

ORRIN E. DUNLAP JR., V.I,, Radio Corp. of Amer., New York

HUDSON FAUSSETT, Ihr., Armstrong Theatre, NBC 1V, N.Y.

WM D, FISHER, V.P.. Gardner Advertising, St. l.ouis

DON FORBES, \gr. Studio 'rograms, k1 AC-1V, l.os Angeles

MAURY FRINK, Pres., trink Film Studios. Elkart

NORM CRANT, Scenic Dir., NBC 1V, New York

KEITH CUNTHER, Prod. Dir.. RSD-TV, Kanas City

R. B. HANNA, Mgr.,, WRGB- 1V, Schenectady

SHERMAN K. HEADLEY, Asst. Mgr., W(CCO, Miuneapolis

CEORGCE HEINEMANN, Dir. Iv Prog.. NBC 1V, Chicago

BERNARD HOWARD. Acidemy Iilin 'rod., Chicago

DOUC JOHNSON. Muthor, TV SWriter, CBS IV, NBC TV, \.Y

BILL LADISH, Prod. Dir., AWDVL IV, Kansas City

ROBERT L. S. LEEDY, “est Adv. Mg, Communications Prods.
Div., Du Mont Labs, Clifton. \ ).

CHESTER MacCRACKEN, V I'. Ruadio- 1+, Doherty, Clifford, Steers
X Shenficld. New Yok

DON McCLURE, Sales Mgr . Bonded Iy Film Service, New Yok

HARRY McMAHAN, V.P. (large Radio- Iy Commercials, McCann
Ihuekson, New York

RAY MERCER, R.av Mercer Modns.. Hollvwood
HOWARD NEUMANN, 1v Dir., Towe Runkle, Oklahoma City

BERNARD F OSBAHR, Fditor, Tele Treh = Electrocin Industries
New York

LEE RUWITCH, V. I, & Gen. Mgr., WIV], Maami

DR. DIK TWEDT, Rescarch Supvr . Needlam, 1.ouis & Brorhs,
Clicago

WALTER WARE, Scheideler, Beck Werner, New York

JACK WEBB. Iv \ctors Prd Dracaer, Nark VI Prodns , flywd
ADRIAN WEISS, Touis Wess X (oo, los Angceles

BEULAH ZACHARY, Prxl.. Aukla, fran Ollie, NBC IV, Chi.

e
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Here's yvour chance to get over-all

look at television. New 1954

dictionary is designed to bhe read

’f vou want an over-all look at television today. start
reading the TV Dictionary /Handbook for Sponsors which.
begins this issue. You'll find it contains not just the spe-
cialized vocabulary of the business but also what is in
cffect a terse description of evervthing that goes into
putting a show on the air.

The Dictionary/Handbook will appear in several spox-
sOR installments and will later be published in hook form.
In addition to terms defined alphabetically it includes
special sections on color, on research. on tv special effects
and other vitally useful topics. These special sections. too.
will appear in future issues.

The dictionary was compiled by Herbert True. adver-
tising assistant professor at the University of Notre Dame.
He was aided in his monumental work by 37 contributors
and consultants. (Their names appear at left.)

This is the third and by far the largest dictionary com-
piled by True for sronsor. Previous pioneer efforts ap-
peared in sPONSOR in 1950 and 195). True is uniquely
qualified for his role as tv's Webster. He’s worked at
agencies as well as stations in radio and tv production.
(You'll find some highlights of his background on page
at right.)

SPONSOR suggests that you literally read the dictionary
through from A to Z. More than just a place to look up
wortls vou don’t know, it’s a syvstematic wav for everyone
to sec the whole picture. By dint of rapid scanning you
can run through terms till vou hit <ome body of informa-
tion which particularly interest~ vou.

® NReaders who wish 1o reserrve copies of the Tv Dic-
ttonary ilandbook for Sponsors can write to Sponsor
Services Ine., 10 E. 19th Si.. New York 17. N, ).

SPONSOR
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AAAA American Association of Ad-
vertising Agencies. Also, Associated
Actors and Artists of America.

ABC American Broadcasting Co. ABC
TV-—radio-tv network. Old NBC Blue
Network.

ABOVE-THE-LINE COSTS The money
allocated for producer-director (or
solely director), cast, script and associ-
ate producer (if one is required) in the
budgeted cost of a tv film or live pro-
duction.

ABRASIONS Undesirable marks and
scratches on the surface of film caused
by the rubbing action of film on film,
or of film on metal, hardened emul-
sion or some other substance.

ABSTRACT SET A setting without defi-
nite locale, purely decorative.

ACADEMY LEADER

(1) A 12-foot film
leader that says film has been made to
specifications of Academy of Motion

Picture Arts and Sciences. (2) Leader
with numbers on for cueing purposes
that precedes first scene of film.

ACCELERATED MOTION Conversely, if
a film is run slower than normal speed,

action is speeded up, known as accel-
erated motion. Opp.: slow motion.

ACCENT Change of emphasis in a
scene, musical presentation, action or
delivery of a sentence or group of sen-
tences. Very necessary in tv for shade
of meaning, relief from monotony and
for sustaining interest.

ACCOUNT Sales term for a purchaser
of radio, tv announcements, programs.

ACCOUNT EXECUTIVE Advertising
agencyman who is in charge of or
administers an advertiser’s account.

ACE or ABIE Any tv talent or indus-
try personnel who is tops in ability or
is sure to succeed.

ACETATE Safety film, or, technically,
the abbreviation used meaning cellu-
lose acetate, a non-inflammable, trans-
parent, flexible film used to form the
base on which the emulsion is deposit-
ed to make film for 16 mm. operation.

ACHROMATIC
tion.)

(See Special Color Szc-
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