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j At midnight, October 17th, WHB completed the
switch from network to independent operation

Now WHB hag 24 full hours a day to transmit the kind of radio
vhich has already started the big switch in Kansas City listening.
[n the few months since new management® took over, new studios,
yrogramming, personalities, ideas have put K.C.'s oldest call letters
(born 1922) on the lips of everybody in town.

a audience and in rates, WHB is an exfraordinary buv—right
iow. Talk to John Blair, or Station Manager George W. Armstrong.

*Operating two other famous independents, each first in its own market (llooper):
LOWH, Omaha — WTIX, New Orleans.

10,000 watts on 710 ke.

Kansas (ity, Missouri
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Radio’s rarin’ in Baltime

et
—and the big bargain is still W-I-

143,000 radio sets sold last year; only 48,000 TV sets!
W-I-T-H’s audience is bigger now than ever! And the rates are just the same.

More than 143,000 radio sets have been added in the Baltimore area. Now- more
than ever you get a lot for a little from W-I-T-H.

Baltimore is a tight, compact market. W-I1-T-H covers all you need with top Nielson at rates
that make it possible to get the frequency of impact that produces sales.

Get your Forjoe man to give you the whole story about W-I-T-H and the Baltimore market.

—in Baltimore

TOM TINSLEY, PRESIDENT L REPRESENTED BY FORJOE & COMPANY




Sunday Spec Latest NBC TV Sunday night spectacular, "Sunday in Town, " averaged

lost ground one rating point below "Satins and Spurs." It had 16.5 compared with
S&S' 17.5 in Trendex 10-city report. But meanwhile CBS TV opposing
shows went from average 27.4 against S&S to 34.0 against latest spec-
tacular. "Sunday in Town" had 18.4, 18.7, 12.5 for 3 half hours from
7:30 through 9:00. Comparable CBS IV ratings were: 20.2, 34.4,

jt 47.5. CBS TV show in 7:30-8:00 slot is "Private Secretary"; other

J 2 CBS TV half hours are Ed Sullivan.

—SR—

Tv circulation NARTB's method for studying tv circulation is still being kept "se-

tests starting cret" because of fear "some research firm will take our method and
beat us to it." Field work on study of NARTB method itself is just

J getting started. Specially designed meters in homes will be used to

check against NARTB's method, presumably non-meter. Alfred Politz is

doing methodology study with report hoped for by December. First

national circulation study may be out by end of 1955,

—SR—

lFilm ‘rough’ subs Doherty, Clifford, Steers & Shenfield is experimenting with novel
{ for storyboard approach in which low-cost 16 mm. rough version of commercial substi-

tutes for storyboard. Many agencymen agree storyboards fail to give
' client clear idea of how commercial will look on film. DCS&S story-
| board-on-film costs $250, employs 16 mm. sound-on-film commonly
] used for home movies. This is little more than cost of average

storyboard. First test was for Playtex hair cutter which plans spot
| tv campaign. One of advantages of method is client, agency can check
talent in action. Final version of commercial will cost $3-3,500.

=SR—

Ral Blades back American Safety Razor Co. is scheduled to return to spot radio with
in spot radio major 100-station announcement campaign for Pal Blades in mid-
October. Firm sponsored "The Rod and Gun Club" over some 150 MBS
stations until 3 years ago. Since then bulk of budget had gone into
magazines, newspapers.

Where do the shoot-and-shatter type dramas stand in network tv? How
many are sponsored and what do they cost? A current count shows that
there are || such shows on a sponsored basis peppering the nighttime
video lineups each week: NBC TV exhibits 5, CBS TV 3, ABC TV 2, Du
Mont |. They range in cost from $9,800 for Du Mont's "Rocky King,
Detective” to a high of $28,000 for "Dragnet" (NBC TV) and "The
Vise" (ABC TV); average cost, $19,936.

Sample listing of a few mystery-detection dramas with typical talent
costs appears at right. A complete roster of all shows on the four tv
nets along with costs, sponsor, agency, other data, appears in the Tv
Comparagraph on page 77.

| Treasury Men .......... ... $16,000
Danger ................... 14,000
The Hunter . ...... .. ...... 24,000
Big Town ............... .. 18,000
The Linewp . ............. .. 21,000
Justice . ......... AU 17,500
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Multi-agency
shows

studied

Ratings muddle
makes Collier’s

Double entendre
records problem

Lentheric gets
quick results

First Western
local color show

ANA scheduled to issue report in November on how clients with multi-
ple agencies divide compensation when several agencies are involvegd '
in one tv show. Perhaps dozen methods may be described on basis of |
membership poll. |

|

—SR—
Lead article in current Collier's raps tv advertisers for misuse of
ratings. It's called "Who knows who's on top?", gets cover plus 5
pages. Most of industry's long-standing criticisms of rating serv-
ices and over-reliance on ratings are covered plus some new twistss
Article says some in industry are afraid to criticize ratings lest
their own show rating be rigged by rating services in vengeances
ARF committee on ratings headed by Biow's E. L. Deckinger provides
hope for improvement of ratings, says Collier's. ARF committee re-
port will show Nielsen comes closest to fulfilling 10 criteria of
ideal rating service, says article.

—SR-
WDIA, Memphis, in move prompted by "increasing tempo of trend toward
suggestiveness and double meaning" in records, particularly blues,
has tightened policies. (1) Records get careful screening by station
personnel, including manager Bert Ferguson who acts as final judge
when record is questioned. (2) Records deemed suggestive will be
reported to BMI, ASCAP, newspapers, record retail outlets, tradepress
and offending record companies. (3) If requested, records will be
labeled unfit on air to explain why WDIA can't fulfill request.

=S Res i
Fact that television can bring sponsors immediate results on network

level forcibly demonstrated to Lentheric, Inc., perfume firm; fol-

I
lowing its first tv show (Chance of a Lifetime, Du Mont, Friday, I
10:00-10:30 p.m.). By Saturday noon following first program, re- |
tailers in most of 27 markets covered were sold out. Retailers, in
reordering, said customers asked for "perfume advertised on Dennis I
James show last night." Lentheric ad manager, William G. Ohme, said
show "left us unable 1o cope with the immediate response.™ Aim of |
I
|
|
I

tv commercials was "hard sell," he said, noting that this was radical

change from most perfume advertising which is based on prestige:.
—SR—

KNXT, Los Angeles, is hailing sale of its "Colorama" to Dawne Indus-

tries as first local color sponsorship on record in West. Client

makes Tint 'n Set. "Colorama" ran 10 October; business was placed

via Buchanan and Co.

New national spot radio and tv business

SPONSOR

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration

American Safety Razor
Co,

GCeneral  Mills, Minne-
apolis, Minn

General  Mills, Minne-
apolis, Minn

Monticeilo Drug Co,
Monticello, Fla

Norwich Pharmacal Co,
Norwich, Conn

Taylor Reed Corp,
Glenbrook, Conn

N

- -
Pal Blades | BBDO, NY l100 radio mkts throughout Radio: 10 carly-morn, nightti min anncts
| | country a wk; mid-Oct; 6 wks
Betty Crocker Cake BBDO, NY 30 radio mkts in West Central | Radio: 3 dayti, nightti chn-brks a wk;
Mixes | region 25 Oct; 3-6 wks, with $-wk hiatus
Betty Crocker Cake BBDO, NY LA: Phoenix; Portland, Ore; San| Tv: 5 nightti chn-brks, 7 dayti min
Mixes Dicgo; San Francisco; Spokane; anncts a wk; 1 Nov: 30 wks
Tacoma-Seattle
{666 Cold Remedy | Charles W. Hoyt, NY | 95 radio stns in South, South- | Radio: 5-15 carly morn min anncts; mid-
west, plus major metropolitan Oct; 26 wks
centers
' Pepto-Bismol Benton & Bowles, NY 12 additional mkts throughout Radio: 10 dayti min, stn-brcks 3 wk; 17
country Oct: 11 wks
Q-T frosting Charles W. Hoyt, NY 40 mkts Tv: dayti min anncts; 17 Oct; 4-6 wks

SPONSOR
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advertisers use

Do agencies earn 1539, on netwwork te shows?

Increased emphasis on shows packaged by networks at spectacular costs under-
s question of whether agencies are earning heavy network tv commissions.
SPONSOR presents pro and con opinions

666 Cold Tablets ups use of radio

Regional cold tablet manufacturer is spending 607 of budget on spot radio.
It mixes high-power stations with special group-appeal ouilets

Spot and network radio: the line narrows

Six years ago the dividing line between spot and network radio was clearly
defined. Today, the trend is towards greater similarity between the two in
operations, sales practices and general programing concepts

Brassieres on the air
For years brassiere firms shied away from using network radio and tv because

of question of good taste in commercials. Now Exquisite Form displays bras
on live models in film commercials it uses on network tv

Does yonr show reach people—or customers?

New Ohio State University study shows how program preferences and listening
habits vary sccording to age, sex, education, income. Moral is client should
look for right audience, not just volume of listeners

“Life’ vs. tv: a elean-ent media test
Rare opportunity to pit one medium against another came when Client X in-

troduced new product. He spent equal sums for & color spread in ‘'Life"" and
a single tv show. Results show which medium was more effective and why

Tv Dictionary/Haudbook for Spousors: Part Vi

Whaet's the difference between "on the beach” and “on the log”? Reading this
istallment of the tv dictionary will help increase your tv industry vocabulary

Car radio repairman gets ‘em at point-of-use

Detroit suto accessory store chalks up 399 sales increase by hitting motorists
with car radio repair messages while they're at the wheel

COMING

Farm Radio and Te: 1954

SPONSOR's annual rounc of data on farm radio and tv will include a
look at the farm market; results advertisers have had with farm air; what
advertisers say about farm io-tv ;
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wNT"PICK BLIND”
| SHREVEPORT!

|
|
f

ok AT KWKH's HOOPERS!

JAN.-FEB., 1954 — SHARE OF AUDIENCE

5 . . TIME KWKH | STATION 8 | STATION C § STATION D { STATION E

KWKH’s big 50,000-watt voice ob-

. MON. thru FRI.
viously soars far, far be)IIOnd Metro- e 38.1 19.5 6.2 16.0 19.5

olitan Shreveport. But look at our
p P . HOK. thru FRI. 44.3 2.2 9.2 6.1 19.4
tremendous home-town popularity, too, 12:00 Noon - 6:00 P.M.
as proved by Hooper! SN thru AT, EVE. 54.6 n.2 8.5 24.0

6:00 P.M. - 10:30 P.M.

ok AT KWKH's sAMS AREA!

KWKH delivers 22.39, more daytime homes than the four other
Shreveport stations, combined! Cost-per-thousand-homes, how-
ever, is 46.49, less than the second Shreveport station!

Let your Branham man give you all the facts.

50,000 Watts ¢ CBS Radio

The Branham Ca. Henry Clay Fred Watkins
TEXAS Representatives General Manager Cammercial Manager

REVEPORT, LOUISIANA
i ARKANSAS

1 2 20 ’
_LOUISIANA

A Shreveport Times Station




TELEPHONE and

INTERVIEW SURVEYS
GIVE SAME ANSWER

delivers ALL
Southern California
at LOWEST COST
PER THOUSAND

Two Radio Listener Surveys regularly
measure Los Angeles and San Diego.
Only FOUR stations register audiences
in BOTH markets. KBIG is the only
independent.

Whether you use the telephone or per-
sonal interview survey method, you'll
find that average ratings divided by
rates prove KBIG is your best cost per
thousand buy.

Any KBIG account executive or Robert
Meeker man will be glad to give you
complete new market and survey data.

&
KBIG

The Catolina Station
10,000 Wotts

74 ONmY‘aUR

JOHN POOLE BROADCASTING CO.

6540 Sunset Blvd., Hollywood 28, Colifornia
Telephone : HOllywood 3-3205

Not. Rep. Robert Meeker & Assoc. Inc.

Muriel Bullis. Foote, Cone & BRelding, Los
Angeles, savs that selection of media is dictated
by the product and its potential consumers. “These
also determine the time of day to buy,” adds she.
“For Rheingold Beer, jor example, we use radio an-
nouncements during the heavy traffic hours when
they can reach men driving to and from work, as
well as the women at home” On tv, Rheingold
sponsors Douglas Fairbanks Presents over KYBII
in Los Angeles, KFMB-TV in San Diego and
KMJ-TV in Fresno. “From radio we get frequencyy’

Keitlh Shaffer, Erwin, Wasey, New York, has
already made use of the new MBS-Ward study of
radio listening habits. “We have been using
heavy weekend radio for some of clierus, that is
some 22 five-minute newscasts per weekend,” Keith
told srox-~or. “From MBS we got figures about
weelend listening that made our case f[or out-ofz
doors stronger. It also showed us a surprising
Jact: Early Saturday and Sunday mornings, around
9:00 and 10:00 a.m., are very good f[or radio.”
(See MBS-Ward study, spoxsor, 4 Oct. '31.)

Paul Kizenberger, \. . Ayer, New York,
hopes that tv stations may some day soon gite
the same sort of rate protection that radio stations
give, “I'm talking about a year, rather than six
or even three months,” he told spox~or. “A buver |
sets up a campaign on the basis of estimates made
from current rates. Then. suddenly, some stations:
up their rates, forcing the buyer either to cut
back on frequency or on coverage or on the length
of the campuign to stay within the budges. Such
cuts might defeat entire purpose of campaign.”

Bob Rowell. BBDO, New York, comments én
the stepped-up tempo of time buying. “Each fall
there seems to be more business for the individual
timebuver to take care of,” he 1old sPON<OR.
“And with all the extra business, it becomes
increasingly hard for him to follow special detail
worl: through ro the end. [f he's 1o use his I|
judgment and evaluate stations and markets and }
time periods, he needs an assistant to free him ‘

ot detail work.” Ideally. sueh an assistant has
knowledge of the industry, knows stations,

SPONSOR
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mpartial survey proves |
1BOI8 (1
JPOOILE N

is the
top radio personality
in the
GREENSBORO broadcasting area

Contact Hollingbery, our national
representative . .. get the facts from

“The Pulse of Greensboro'’ report. You will
learn that day by day Bob Poole attracts
more listeners than any other local
personality every quarter hour he broadcasts
for WBIG. His high rating is maintained
even when he competes with two nationally
famous network shows in late afternoon.

iss i

I 281

CBS AFFILIATE | 5000 WATTS
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Wenatchee

WASHINGTON

“The Apple Capital of the World”’

KPQ’s N.C.S. AREA
GIVES YOU _

Washington leads the naht(;ne
i le production . - -

a
lc‘;ollg’:)volume exceeds that of

the California Orange.

Washington's lowest  fq.
quency, 560, delivers BIG-

5000 watts . - - the most
powerful station between
Seattle and Spokane e n
the center of Washington.

ABC-NBC

S000 WATTS
S60 K. C,
WENATCHEE
WASHINGTON

Reg. Rep.-MOORE & LUND, Seattle, Wash.
Nat’l. Rep.-FORJOE & COMPANY, Inc.

—— . :

=
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by Bob Foreman

One of the problems- of a new industry—1 refer to tele-
sion—is that it o often manages to acquire the most un
tractive traits of adolescence. Like two youngsters loue
arguing how rich their father< are, television networks, pt
ducers and even the u-ually sedate advertiszing agencies ke
hoasting about liow nrueh money theyv are spending in tv.

In addition to being boorish. this 1= an unsound psyek
ogy because, among the people histening. are those who pa
the bills for thesc efTort~. folks who cannot help but be qui
zical of tv costs.

Give the advertizer continual evidence that the peopl
“taking care” of their money are wastrels. lunatics and ne:
veau rich of the worst sort and a trend might develop towar
the comparative safety and assured economy of such medi
as match covers, table tents and newspapers.

Radio. which was rapidly heading in the same churhsl
direetion until television pre-empted it= opportunity has. o
neceszity, learned that economy is a virtue and that the dok
lar stretched means sounder programing as well as better
advertising. Hence radio people are now working diligently.
intelligently and resultfully to lower an advertiser’s cost-per-
1,000. to build his audience turnover and frequency and
make the medium feasible at budgets wlhich would have been
sneered at only a few vears back.

Not <o with television. Two adverti~ers recentlv poured a
king’s ransom into a thing called an extravagana which aes
thetically in addition to audience-wise turned out to he more
extravagant than extravaganza. But why rub salt in the
wound? The network which mailed out the bill for this hour
and a half tribute to Mammon took time at the end (for which

the advertiser presumably was also paying) to tell those
(Please turn to page 68)

Tv today is in a Dollar Derby

1. Bob Foreman feels that tv networks, producers and adver-
tising agencies have become childish in their boasts concerning
dollars spent. Everyvone talks big numbers.

2. Ile would like to see this altitude change to a mature

business-like policy based on a sounder economy and better
shows. Economy should be thing to boast about.

3. Radio, of necessity, has learned this lesson and is enjoy-
ing sounder programing as well as better advertising by lower-
ing cost-per-1.000. providing low-budget buys.

SPONSOR
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wm : Z 4 / a 7 station market—''"My Hero’’ gets a 18.3 ARB ratin’
//7 0\9 ”gg @S’ to put it in the Top Ten of syndicated TV {ilm show

Just a few of the sales-alert, bud-
get-conscious sponsors wno have.
made "My Hero” their hero:

Atlas Furniture Conooooociionere... . DETROIT
Chevrolet Dealer SEATTLE
Duquesne Beer.__..___.._ WHEELING, ERIE
Ever Reody Battery Co.......LOS ANGELES
Chose & Sonborn......._.....LOS ANGELES
Winn Oil _.LOS ANGELES
Furr’s Supermarkets.. e EL PASO
Holmes Tire Co MADISON
Jomes Coshmon..........._.._ LAS VEGAS
Miomi Volley Doiry. ... _DAYTON
Piggly Wiggly Food. -.AMARILLO
Russer Meat Products...... ..ROCHESTER
Sweet Caporal CANADA
Supermarkets, Inc. ... LUBBOCK
YTaylor ‘Insurance................. PINE BLUFF
Pramier Foods...__..._..NEW YORK CITY

Whelan Drug Stores_..._ . NEW YORK CITY
RCA Victor TV Co... csrsmenee KEARNEY

Skelly Oil Co.... ... _MONROE, LA,
York Air Conditioning . HUTCHINSON, KAN.

ROBERT CUMMINGS /7

can be your rero!

Here's the rib-tickling family show that has entertained
big, BIG network audiences (National rating of 29.9!) ...
with a sales-success record on everything from.
Automobiles to Beer to Cigarettes. Best of all, “My Hero"
keeps drawing the crowds even when it

comes back for bow after bowl!.

YOU CAN STILL BUY “MY HERO" IN MANY MARKETS
.. Some even firet run

39 weeks of half hour top-rated situation comedies with full family appeal.

WQ/E—/ M//QE/ p//O/VE/ for full detalls and merchandising plan for sponss.

L

" 25 WEST 45th ST., NEW YORK 36, N.Y. « PL 7-013

Atlanta © Baltimore ¢ Beverly Hills * Boston ¢ Chicagées 5 Dallas = Detroit * St Lis

AMERICA'S LEADING DISTRIBUTOR OF QUALITY TV FILK
COLONEL MARCH OF SCOTLAND YARD MY HERQ TERRY AND IHE PIRA®
TOWN AND COUNTRY TIME = SECRET FILE US.A. = THE STAR AND THE SIC"




By Joe Csida

Now that a substantial number of the new shows, live and
ilm, have made their bows, it is possible to make a few
sbservations re the direction in which video programing
1954-°55 seems to be heading.

There is no intention, here, to lean arbitrarily toward film
;8. live, but on the basis of the first episodes of a number
f important new shows in each of these two categories, it
loes seem to me that one remark is generally warranted.
The new film shows seem to accomplish what they set out to
do with somewhat more coherence than their live counter-
parts. Thus the new June Havoc show, Willy, the Peter
Lawford starrer Dear Phoebe, the Mickey Rooney NBC
pagehoy filmer, the Ziv Corliss Archer and other new cellu-
loid entries give strong indications of aiming with steady
hand at a given target, and hitting same.

This. in my opinion, cannot be said for most of the new
and important live entries. Certainly the spectaculars have
fallen a bit short of their marks, though this may easily be
due to too-strong advance ballyhoo. More to the point, in
my book, is the uncertain direction of two new live airers
from which much was expected, the stanzas starring Sid
Caesar and his erstwhile co-star Imogene Coca. Neither of
these two premieres seemed to be able to decide exactly what
their format should be. And the same comment goes for a
number of the other more important live entries.

I don’t really know why this should be. except perhaps.
that the very nature of planning a show on film. as opposed
to doing it live, makes it possible to chart and hold to a
course with more consistency. This is not to say that I be-
lieve the aforementioned filmed shows are perfect. nor that
the Caesar, Coca and other live shows won’t improve from
week to week, and possibly rapidly at that.

Otherwise, I am impressed with two other programing
developments which seem to me significant. [ have already
listed four new film entries, all of which fall mto a single
show-type category: situation-comedy. It has always been a
trutsm of show husiness, notably in the motion picture and
radio branches, that when a successful show of one type is
developed, a horde of entepreneurs hustle to develop similar
shows.

Following the fabulous success of Lucy and Dragnet, tv
film programing. I believe, is heading with great haste to-

(Please turn to page 70)
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WTHLTV Channel 10
is the ONLY station

with complete coverage
of the Greater

Wabash Valley

227,000 Homes
(147,000 TV homes)

$714,500,000 Retail
Sales in year ’53-'34

One of the Mid-west’s
most prosperous indus-
trial and agricultural
markets

Blanketed ONLY by
WTHI-TV’s 316,000
watt signal

118,000

UNDUPLICATED
TV HOMES!

WTHI-TV

CHANNEL 10
TERRE HAUTE, IND.

316,000 Watts

Represented nationally

by

""The Bolling Co. "
% Send for Proof =
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ow! Especially Programmed for

participation show that takes cities by storm...jets product sales!

O/(/;./b

TIME FOR

20 | TUNE-O has
" | Great Entertazinment! - mUNE-O has

A continuous procession of big-name

s mmeoss ] tewpifie Merehandisig

Outstanding personalities ... all starring in

special TV arrangements of popular songs. o P k I
| qckage!
s e e " ¢ FREE TUNE-O Cards for contestants are distributed
e o 0o’ R * through dealers of sponsors! Every person
o« o0’ ¥y 1 | .. who plays “TUNE-Q" sees the advertiser’s message
‘\-.5';‘('“ Soe on the “TUNE-0O" card. The cards come with
(;f lt) /‘ N the complete merchandising package . .. everything
P et 1 * you need to create brand awareness and store tree
(:(Ji‘\iﬁ___%, i _ ";ff/ ) ¢ Arrangements have even been made for your
(.,- g J ’ purchase of prizes at a small fraction of their
7 et ’ nationally advertised price.
1 \ 1\ L]
TUNE—O I)QS' o Wt :L‘&% . “TUNE-O” is the merchandising
A d' P . . . ) . , . . buy of any TV buyer’s life! | -
udience Patticipation!
and prizes galore! Every viewer—at home or in the .
studio~can participate in the show and qualify for a prize. s
Imagine all the excitement created by viewers regularly ‘. Y
winning nationally advertised washers, refrigerators . ; )\"':C

and other big prizes! It's the show that can take over a town !



"TIME FOR TUNE-O"
is 9 Sales-Tested Winnet!

One of radio’s most successful shows
on over 500 stations—now especially
programmed for TY and ready to be
custom fitted to your own local re-
quirements . .. Y2 hour or full hour—
from once to 5 times a week!

Everytody
loves Tune-0,
the Musical Bingo game!

Created by: Richard H. Uliman, Inc. Executive Praducer: Elliot Alexander

4 _For full information WRIIE! WIRE! PHONE.I
i OFFICIAL FILMS, inc.

25 WEST 45th ST., NEW YORK 36, N.Y. « PL 7-0100

Atlanta ¢ Baltimore « Beverly Hills * Boston  Chicago * Ddllas + Detroit * St. Lovis

AMERICA’S LEADING DISTRIBUTOR OF QUALITY TV FILM
COLONEL MARCH OF SCOTLAND YARD + MY HERO = TERRY AND THE'F

rl
TOWN AND COUNTRY TIME -+ SECRET FILE US.A. s THE STAR AND Ti jﬁ 9

e




KXJB-TV
> AL THE
Godfrey and his Friends
Toast of the Town

I Love Lucy

Studio One

Edward R. Murrow
Jack Benny

Topper

Beat the Clock

I've Got A Secret

Herb Shriner

Strike It Rich
December Bride
Douglas Edwards
Halls of vy

Playhouse of Stars
Private Secretary
Lineup

Ford Theatre

Rocky King
And Many Others

Live interconnected Sept. 26th.

KXJB-TV

CBS Primary—DUMONT

VALLEY CiTY

@\ _ FARGO

NO.DAK.BDCST.CO.INC, X
Box 426 Fargo, N. Dok.
Phone Fargo 4461
KSJB -600 KC, Jomestown

KCJB-910 KC, Minot
KCJB-TV-Ch. 13, Minot
REPS: WEED TELEVISION
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o MADISO

SFONSKOR anvites letters to the editor,
Address 10 E. 49 St, New York 17,

RADIO COPY

In your September 20 edition you
a~k. “Is radio copy today’s agency
stepchild?” [page 31]. The answer is
“Yes,” becanse the ageney person who
writes television copy as well as radio
copy discovers that television is more
glamorous. However. ] think that writ-
ing for television iimproves the writ-
ing of radio commercials.

I have been writing radio copy for
25 years—mostly locally or regionally.
In the beginning it was just as excit-
ing and glamorous as writing for tele-
vision is today. As the vears wore
on, the job lost its glamor and. as it
became easier, very little thought was
put into it.

Then came television with all its
elamor and excitement. It was a new
challenge. The writing of radio com-
mercials took a back seat. However.
most clients use both televizion and
radio media. After 1 have written my
television commercials and had them
approved. 1 convert them into radio
commercials. The thought 1 put into
writing the television spots goes into
iny writing the radio spots. Moreover.
my television spots are wrilten around
something visual; that is. the audience
sees the produet I am talking about.
When | convert these spots to radio,
[ have to think of strong enough words
to make this saume product “visual™ to
the ear. Therefore. | feel that iny ra-
dio commercials are just as good if
not better than they were when I was
writing them 20 years ago.

GRANT MERRILL
Radio-Tv Production
Pacific Nat. Advertising
Seattle

o  SI'ONSOR azrees with Mr. Merrill, A« the 20
September article pointed out. . , , the quality
of azency radio copy has not deelined in recent
years, that it has. on the contrary, improved in
wany ways.”

READERS' SERVICE

Thank vou very much for vour very
prompt response to my request for in-
formation on Drugeasting. This is just
another sample of the very fine service

offered by your most excellent ;.
cation,

IFor your information. | read spl.
<OR from cover to cover and see fiy
our staff does likewise and as you hiy
have subscribed on behalf of all |
local advertising agencies in this g,
ket a~ a promotional activits for
station,

Fren & DoroTuy Rage
KSON, San Diego

e SPONSOR™ Readers’ Serslee Depariment:
glad 1o help  cubserlbers with information
topics covered In SPONSOR,

5 US. AGENCIES

] like the article on Bozell & Jan
very much [20 September 1954, pai
37] aud it has been well received ©
one and all around the office. A\« &
old reporter myself. 1 know what dif
culties Keith Trantow was up agan,

during the rushing day he <pent wi
us. ,
I am only too sorry that it could n|

have been niore orderly and. perhaps
more satisfving. But mavhe it was hed
as it was-- the usual hectic rush of a
tivity that characterizes thi~ place!

F. C. MiLLER

Exec. I .P. & Gen. Mg

Bozell & Jacals

Omaha

SUBSCRIPTION RENEWAL

The howling of our salesmnen wh
have found no <roxsorR m the officé
for the past few weeks has called ©
our attention the lamentable faet that
vour invoice was misfiled and there-
fore has not bheen paid. Consequently
vou have not heen sending copies tv us.

Enclosed 1s a check for £12. We
miss SPONSOR ~o would you please re
sume service hnmediately and get the
salesmen off my nech.

AN REUTER
W CAN_ Wiheaulee

TV DICTIONARY HANDBOOK

Your Tv Dictionary Handbook for
Sponsors is excellent. Will vou please
reserve a copy for me?

ArTuur Ro Davies
Ketchum. MacLeod & Grove
Pittsburgh

Will you please reserve a copy of
the Tv Dictionary/Handhook for me

SPONSOR




Every metropolitan daily
newspaper within this vital

Northern California area car-

§ SAN FRANCISCO
il KPIX | " of KPIX, for the now over

ries the program schedules

1,000,000

TV HOMES

served best from San Fran-

cisco and best of all from
Channel 5.

- dacramento
Bee

o J deock‘to;
: Record
i
i
|
| .
#  Modesto

- - T - ...,_:Been""

" -

SAN FRANCISCO, CALIFORNIA

Affiliated with CBS Television Network
Represented by the Katz Agency

WBZ-WBZA « WBZ-TV, Boston
KYW « WPTZ, Philadelphia
KDKA, Pittsburgh

WOWO, Fort Wayne

KEX, Portland

Represented by Free & Peters, Inc.
KPIX, San Francisco
Represented by The Katz Agency
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NO OTHER TOWER
WITHIN 50 MILES!

WDAY-TV is the only TV station
in FARGO . . .

the only TV station
in the RED RIVER VALLEY!

Important ax they are, there’s a lot more to the WDAY-TY
story than those two “exclusives™, above.

WDAY-TV wins the big Red River Valley andience

with 37 sparkling local progrimus . . . 60 of the best shows
from NBC. CBS and ABC . . . iutense andience loyalty
. engineering, promotion and programming “know-
[ — how™ that’s worth ahunost evervthing else combined!
l iNTERcONNECTED FOR LIVE NetwoRrk PrROGRAMS TV set saturation in the Red River Valley is down-
ON OCTOBER 1, 1954 i right spectacular. In Fargo it's 63.59¢. 20 miles out it's
. 52%. and fifty miles out it's 28%.
NEAREST TV STATIONS TO FARGO: )
Minneapolis-St. Paul . . . More than 200 miles Ask Free & Peters for all the facts!
Bismarck, N. D. . . . . . More than 185 miles ; ‘ ¥
Valley City, N.D. . . . More than 50 miles WDAY-TV

FARGO, N. D. * CHANNEL 6
Affiliated with NBC ¢ CBS o ABC

FREE & PETERS. INC.,

Exclusive Vational Representatives

.

16 SPONSOR




lrei it is reprinted in book form.
his should be a valuable addition to
ur tv reference book collection, and
-om the parts printed to date in SPON-
DR a very accurate and complete com-
ilation.
CHARLES J. ZELLER
V.P., Dir. Tv-Radio
Guenther-Bradford
Chicago

CHWERIN TECHNIQUE
Your article on our technique for
neasuring commercial effectiveness
vas remarkably comprehensive as well
i~ being a model of clarity [Does
our commercial make them want to
uy?” 4 October 1954, page 34]. We
iave received a number of favorable
-eactions to it. for which I would like
o thank you.
| believe that interest in the kind of
research that depends upon observa-
ion of action under conditions that
emove the influence of outside varia-
bles will continue to increase. There
is every reason to feel, certainly, that
such research will expand into other
fields besides radio and television. On
[lhal account, the SPONSOR story is per-
haps the first one fully to describe and
define a major trend in qualitative re-
search.
Leoxarp KubpiscH
Executive Vice President
Schwerin Research Corp.
New York

FARM SECTION
We are working on several presenta-
tions for our farm programing and I
recalled that somewhere in sPoNsoR in
the last few months I had seen some-
thing to do with this very important
part of radio’s audience service. |
wondered if you could give us any in-
formation and if you have any re-
prints. we'd like to order them from
you.
D. C. TRowELL
Sales Manager
CFPL
London, Canada

& SPONSOR’s 1953 farm section appeared in
the 19 October 1953 issue. The 1954 section
on farm programing will be contained in the 1
November 1954 issue.

HILLBILLY PROGRAMING

Your recent articles dealing with
“specialized radio” have been most in-
formative—the section devoted to Ne-
gro programing [20 September 1954,
page 47] was presented with an astute-

18 OCTOBER 1954

ness and perspicacity typical of your
fine publication.

If I, as a long-time devoted reader
of vours. inight make a suggestion, I
would like to suggest that you prepare
some articles on the impact of hill-
billy aud country music in the field of
specialized radio.

The fact that Lillbilly sheet music
and record sales topped $700,000,000

last year in itself makes the country

music broadcasting especially note- |

worthy. According to polls conducted
recently into the matter, we discovered
that over 2,000 d.j.’s throughout the
country program only hillbilly. Re-
eent Armed Services polls indicate that
67 out of every 100 men and women
in uniform prefer hillbilly music to any
other kind.

WARL in Washington, D. C., lays
claim to the second largest hillbilly
mnarket—dollar-wise—in the country.
Our sister station, WCMS in Norfolk,
Va.. who. like us. programs 90% hill-
billy—is in the black after only three
months of operation!

Yes, | think we all stand to profit if
sPONSOR will run some feature stories
on the effect of hillbilly, Western, coun-
try, folk music on specialized radio.

GEORGE CRUMP
Gen. Comml. Mgr.
W ARL, Washington, D. C.

NEGRO SECTION

We would like to order six reprints
of your very interesting 1954 Negro
Radio section, published in the Sep-
tember 20 issue [page 47].

Joun L. RanMrow
Andrews Agency
Milwaukee

Please send 200 reprints of the 1954
Negro Radio section. . .
BEATRICE SULLIVAN
National Negro Network
Chicago
® SPONSOR':s 195% Negro Radio

available in reprint form. Single copirs are 40¢
each; quantity prices on request.

BASICS SECTIONS

This fall I am teaching a course in
radio-television at the University of
Miami. Use of vour Radio Basics and
Tv Basics reprints would be most valu-
able in this class and 1 wonder whether
vou could provide me with 25 copies.

Georce W. THORPE
President & Gen. Mgr.
WUCG, Coral Gables

® Reprints of Radio Basics and Tv Basics are
available at 30c each; quantity prices on request,

section is |

i
HOUSTON - . .

LEADS IN COST PER 1000*
SETS EVERY MINUTE IN
EVERY DAY!

Share of Audience in
Cost Per 1000 Sets,
Monday through Friday.

‘vmv’

MORNING
8:00 A.M. to 12:00 NOON

K-NUZ ... 24¢
. STA. A’ . .. 60c

. STA., 8" 59¢
.er 60¢

. UAY . 35¢

. B 35¢

. IICII “:
LD 28e

AFTERNOON
12:00 NOON to 6:00 P.M.

K'"uz & o © 22‘

A 206 48¢
. B cen. 82
.er 60¢
. AT .. 29
< UBY L L 29¢
. e 47c
. UDY L. 50¢

‘*’v’—

EVENING
6:00 P.M. to 12:00 P.M.

' I’l’cl’l’
. IIBII
. llcll .
" g

*APRIL- MAY PULSE
Share of Audience
against SRDS One Min-
ute Rates

Write - Phone - or Wire

Forjoe & Co.-Nat’l Rep.
oF

DAVE MORRIS af KE-2581

Radio
Ranch

-y

gy —







| all America knows
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I For over ten years the tales of The Whistler have thrilled

‘ millions as a top-rated radio series...and in four hit movies.
! His haunting whistle has become a nation-wide $ymbol of

the best in mystery entertainment.

Now The Whistler returns in a syndicated film series, ready

to thrill new audiences and build bigger ratings on television.

Here are_26 exciting half-hour dramas of suspense... suited?
to the eyes and ears of the whole family... starring big-nanre
Hollywood personalities ... written and produced by men who
know the art of film-making.

The Whistler’s appeal to advertisers is so great that, even.
before production was completed, Lipton’s Tea and Signal Oil

signed for regional sponsorship.

See The Whistler while markets of your choice are still

available. Ask for a screening and learn about the creative

merchandising which goes with this compelling new series.

OB Tolevision Filin Sales

< with offices in New York, Chicago, Los Angeles, San Francisco, Dallas, St. Louis,
Detroit, Atlanta, Boston and Memphis. Distributor in Canada: S.W. Caldwell Ltd. ~




IT'HE TRUCKETF

This month Big Mike salutes the truckers who ply
such an important part in getting the livestock. graa
and other farm produce .. . as well as manufacturi
items... to market.

Several of the nation’s largest and best known tru:-
ing firms started and maintain their headquartersi
Nebraska. Last year there were nearly 60,000 co-
mercial trucks and more than 78,000 farm trucs
registered in Nebraska. Monthly payroll of the -
dustry in Nebraska alone estimated at S$40.000.0.
These 138,000 trucking units form an important trar-
portation link in connecting the production are:
with the market and ultimate consumers and ke
Nebraska one of the nation’s top markets.

Just as truckers play an important part in the dev:
opment and progress of the Nebraska Market . .
so does Big Mike. Smart advertisers have recogniz:
the power and the influence of KFAB in the Midwe¢'
Empire. Free and Peters will be glad to tell you he
you can reach the people who make this area ti

by using KFAB . .. or get the facts from Harry Burk
General Manager.

WNAM UL
DJJ an‘SJJ}pJ_DS ( /
gsv \\\\ N\ 777737098

Big Mike is the physical trademark of KFAB —
Nebraska's most listened-to-station




——

New on Radio Networks

New and renew
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1 SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Aero-Méyrower. Indpls Sidener & Van Riper, ABC 360 | News: T-F 7:55-8 pm, 8:55-9 pm, 9:55-10 pm;
- Indpls 5 Oct; 13 wks
I Brown & Williamson Ted Bates, NY NBC 200 The Great Gildcersleeve; var segs M-F 10:15-10:30
| (Viceroy), Louisville ) pm: 5 Oct; '54-55 season
I A. C. Gilbert (Amer Flyer Erwin, Wasey, NY ABC 350 Cilbert Week-end News: Sat & Sun on hr from
Elec Trains), New Haven' R R 9 am to 11 pm; 4-19 Dec
i Clamorene, NY I Hicks & Greist, NY CBS 206 Arghur Godfrey Time; alt F 10-10:15 am; 17
ept: 52 wks
| Calgon, Pittsburgh Ketchum, Macleod & CBS 69 Calen Drake: Sat 10:45-55 am; 11 Sept; 13 wks
Grove, Pittsburgh
Kraft Foods, Chi JWT, NY CBS 206 EdgarSBergeSnZ-ChErlie McCarthy; Sun 9-10 pm;
ept; wks
Liggett & Myers, NY cow, NY CBS 214 Perry Como; M, W, F 9-9:15 pm; 4 Oct; 52 wks
Murine Co, Chi BBDO, NY CBS 206 Amos 'n’ Andy Music Hall; var segs M-F 6;30-55
p ; . pm; 21 Sept to 29 Nov; 13 segs
Pharmaco, Kenilworth, NJ DCSS, NY CBS 141 Hilltop House; T & Th 3-3:15 pm: 28 Sept; 26
1 wks
Vick Chemical (Meditrat- Morse Int’l, NY ABC 198 Modern Romances; cospon M, W, F 11-11:15 am;
ing Cough Syrup), NY 4 Oct; 4 wks
Vitamin Corp of America, BBDO, NY ABC 350 Week-end News; Sat & Sun on hr from 9 am to
Newark, NJ 11 pm; 11 Sept to 31 Oct
Rencwed on Radio Networks
L}
SPONSOR AGENCY I’ STATIONS PROGRAM, time, start, duration
American Safety Razor, NY| McCann-Erickson, NY ABC 341 Walter Winchell; alt Sun 9-9:15 pm; 10 Oct; 52
wks
Beltone Hearing Aid, Chi Olian. & Bronner, Chi ABC 122 Paul Harvey News; Sun 6:15-30 pm; 17 Oct; 52
| < ar ; & i wks
; Billy Graham Evangelistic | Walter F. Bennett, Chi ABC 290 Hour of Decision; Sun 3:30-4 pm; 31 Oct; 52 wks
Foundation, Chi
‘Colgate-Palmolive, |ersey Bryan Houston, NY NBC 196 Phrase That Pays; M-F 11:30-45 am; 23 Sept;
ity '54-55 season
Co(l:g:te-Palmolive. Jersey Wm. Esty, NY | NBC 200 Strike It Rich; M-F 11-11:30 am; 23 Sept; '54-55
iy ) season
Free Methodist Church of Walter F, Bennett, Chi ABC 82 Light and Life Hour; Sun 8:30-9 am; 24 Oct;
N. America, Winona 52 wks
Lake, ind .
Miles Labs, Elkhart, Ind.  Geoffrey Wade, Chi NBC 165 Break the Bank: M-F 10:45-11 am; 23 Sept; '54-
. 55 season
Nestle, White Plains Cecil G Presbrey, NY ABC 348 Soace Patrol, alt Sat 9:30-10 am: 2 Oct; 52 wks
Radio Church of God, LA, Huntington Parmelee, ABC 285 The World Tomorrow; Sun 11-11:20 am; 24 Oct:
Beverly Hills 52 wks
R. ). Reynolds, Winston- Wm. Esty, NY NBC 194 Walk a Mile; W 8:30-9 pm; 23 Sept: '54-55

Salem, NC .

Skelly Oil, Kansas City, Moj Hear‘-_. Hurst & McDonald, NBC 30
]

Henri, Hurst & McDonald, NBC 30

Skelly Oil, Kansas City, Mo|
Chi

season

Alex Dreier; M-F 8-8:15 am; 23 Sept; °54-55
season

This Farming Business; Sat 8-8:15 am: 23 Sepi:
'54-55 season

1See page 2 for New National Spot Radio and Tv Business)

3 Broadcast Industry Executives
]

NEW AFFILIATION

NAME FORMER AFFILIATION
Gene Accas } ABC Radio, NY, dir sls prom
Carolyn von Adelung

GCeorge L. Barenbregge
Barnard C. Barth

Berkeley Daily Gazette, Berkeley, r-tv edit
WDTV, Pittsburgh, sls mgr
WLW-T, Cincinnati, gen prog dir

Kenneth W. Bilby
Ed Boghosian

John F. Box, |r
Joseph R. Buffer

Alfred E. Burk
Don D. Campbell

Carl Byoir & Assoc, Inc, NY, rep

WJAR-TV, Providence, nat’l sis

WOKY-TV, Milwaukee, acct exec

U. S. Marine Corps, Camp Pendleton, Cal, writer
G prodr of r-tv show

WBAL, Baltimore, local sls mgr

WILD, Birmingham, Ala, vp & gen mgr

Dick Colbuin Bolling Co, Chi, sls

Joseph C. Cook KSTP-KSTP-TV, Mpls-St. Paul, sls prom mgr
Phil Cooper Unity Television Corp, Cal, film booker

Jim Coyle J. E. Coyle Adv, LA, owner-mgr

Ted Cramer
John Devine
Joe Derby
Don Durgin
Gene Ellerman
E. E. Eshleman, jJr
Sam Faust
Arnold B. Fort

KTVX, Muskogee, Okla, prog dir
KCBD-TV, Lubbock, Texas, prog mgr
NBC, NY, press dept stf writer
ABC TV, NY, dir net tv sls

Booth Radio & Tv, Detroit, sis dept
Raymer Co, NY, acct exec

WMGM, NY, acct exec

WGCMS., Wash, D. C.

ABC TV & Radio Nets, NY, hd adv, prom & pub-
licity dept

KGMB. Honolulu, radio copywriter

WABD, NY, stn mgr

Notre Dame commercial tv stn, South Bend, Ind.
vp & gen mgr

NBC, NY, vp in chg of press, adv, & prom

Same, sls mgr

WOKY, Milwaukee, stn mgr

WPEN, Philadelphia, sls dept

Same, hd sls mgr
KXXL, Monterey, Cai, pres & gen mgr
Blair-Tv, Chi, acct exec
NBC, NY, supvr of Nat'l Aud Prom Dept
United Producers & Distributors, Hywd, chg of
publicity & prom
KBUC, Corona, Cal, stn mgr
KTVX-TV, Muskogee, Okla, stn mgr
Tulsa Broadcasting’s Stations, prog dir
Same, mgr of bus publicity
Same, dir sls devel
Same, Flint, sis mgr
E. Petry, NY, sis div
Same, assoc dir in chg of sls
WTTGC, Wash, D. C., acct exec
]

Numbers after names
refer to New und Re-

new categor;

next issue: New and Renewed on Television

18 OCTOBER 1954

} In (Network) ;
r Changes: Sponsor Personnel Changes; New Agency Appointments C

Advertising Agency Personnel Do
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Broadcast Industry Executives (continuned)

NAME
Bob Fransen

Ed Galloway
Charles W. Goit
Arthur L. Gray
Alan Henry

Buell Herman_

R. M. Hetherington

Ken Hildebrandt
Garrett E. Hollihan
William A. Houser
Richard W. Jollitfe
Raymond Katz
John W. Kiermaier
Brent H. Kirk

Edward A. Larkin
Connie Lazar

Harry LeBrun
Robert F. Lcwine
John T. Madigan
Roland McClure
Eugene P. McElwee
Carroll McKenna
Ralph E. McKinnie
Joseph M. Miller
Ellis Moore

R. Main Morris
Eugene Muriarty

Floyd Nelson

Clenn Nickell

john H. Norton, jr
Charles Oppenheim
Raymond M. Peritz
C. P. Persons, |r
Dale R. Peterson
Richard Pinkham
Phil Reisman

Frank Rochrenbeck
Jim Rush

William H. Ryan
Jack Schneider
Charles Speights
Tomi Scehof

William L. Steadman
Karl Steeves
Harold Storm
GCeorge L. Sutherland
Thomas J. Swafford
Hal Taft

Davidson Taylor

FORMER AFFILIATION

WEEK-TV, Peona, Ill, prog & prodn mgr

WIL., St Louis, prog dir
Ziv TV, NY

WTV]-TV, Miami

WGCTH, Hartford, Conn, sls prom mgr
E. Petry, Dallas, Southwest mgr

WIL, St Louis, sls mgr

KYA, SF, sls mgr

KGO, SF, acct cxec

KFMB-KFMB-TV, San Dicgo, prom mge
KNX-CPRN, LA, acct exec

WMGM, NY, prog dir

NBC, NY, admin sls mgr

Washington Post-Times Herald, Wash, D. C., prom

G pub rel dir
CBS Telcvision Spot Saies. Chi, Midwest sis mgr
Unity Television Corp, Cal, west coast mgr

WCPO-TV, Cincinnati, asst gen mgr

ABC TV, NY, Eastern prog dir

ABC, NY, mgr of Tv spec cvents

KNX-CPRN. LA, prog prom mgr

Air Force, March Field, Cal

KABC, LA, dir of sls prom & res

KFMB Radio, San Diego, Cal

KFMB, San Diego, stn mgr

NBC, NY, press dept

KBZ, Denver, asst stn mgr

Naval Air Stu, S. Weymouth, Mass, pub info
officer

World Pub Co, Shenandoah, adv & prom dir

KFIR, North Bend. Ore, stn mgr

ABC, Chi, vp

CBS Radio, NY, admin mgr of adv & sls prom

NBC Spot Sales, Chi, acct exec

WABT-TV, Birmingham, Ala, vp & mgr

KPRO. Riverside, Cal, prog dir & stn mgr

NBC TV. dir of participating progs

RKO, NY, vp in chg foreign dist

WMGCM, NY, gen'l mgr

WBBC, Flint, news cditor

KABC-TV, LA, asst dir of prom

CBS Television Spot Sales. NY, acct exec

Oxford Tool Co, Lapecer, Mich, adv mgr

KNX-CPRN, LA. sls prom dept

WJBY, Gadsden, Ala, stn mgr

Fact Finders Assoc, NY, field supvr

KMBC-KMBC-TV, Kansas City, prom hd

WAYS, Charlotte, N C, stn mgr & sls mrg

KNX-CPRN, LA, asst gen sls mgr

KBTV, Denver, anncr-prodr

NBC. NY, dir of public affairs

NEW AFFILIATION
KEYD-TV, Mpls-St Paul, opers & p
Jan 1}
WIRE, Indpls, AM prog mgr ,
Television Programs of America, NY, g4
WITV-TV, Miami, gen mgr i
KWWL, Waterloo, lowa, sls mgr
NBC TV, Chi, sis dept
Clubtime Prods, Inc, St Louis, sls dijg
u.s.
KEAR, SF, gen mgr
ABC, SF, sls mgr
Same, sls dept
Same, asst gen sis mgr
Same, assoc dir in chg of programing:
Same, admin coordinator
KUTV, Salt Lake City, sls dir

e L]
-

Same¢, NY, Eastern sis mgr

United Producers & Distributors, Hy
chg of sls

WLW-T, Cincinnati, asst mgr

Same. dir net prog dept

WMTW, Portland, Me, prog dir

Same, sls rep

WTOP-TV, Wash, D. C., acct exec

BAB, NY, nat'l prom stf

KFMB & KFMB-TV, San Dicgo. Cal, ni‘.'

Same, local sls mgr "

Same, dir of press, press dept

KBTV, Denver, sls stf

WBZ-TV. Boston, adv & sls prom mgi

KMA, Shenandoah, prom & mdsg dir
KVAL-TV, Eugcne. Ore, comml mgr
WMTW, Portland, Me, vp G gen mgr
CBS-TV, NY, dir of press information
CBS. Television Spot Sales, NY, acct &
KOTV, Tulsa, vp & gen mgr

California Radio Network, dir of operat
Same, vp in chg of participating progs
Michael Todd Prod, NY, pres

Same, assoc dir in chg of stn mgm¢
Same. prog dir

KFMB-KFMB-TV, San Diego prom mgy
Same. Chi. Midwestern sls mgr

WBBC. Flint, sls stf

Samec. prog prom mgr

WBCO, Birmingham, Ala, acct exXec
BAB. NY, res stf

KLZ-KLZ-TV, Denver, mgr of prom & a
WILD. Birmingham, Ala, gen mgr
Same, NY, Eastern sls rep

Same, sls stf

Same, vp in chg of public atfairs

Alan Tench WCAE, Pittsburgh, acting sls mgr Same. sls mgr
Don Ward Blair-Tv, Chi, acet exec Hoag-Blair Co, Chi, office mgr
Les Ware KXLV, St Louis, vp & gen magr KCKT-TV, Creat Bend, Kan, mgr
Eugene P. Weil WBCO, Birmingham, Ala, sls mgr Same, stn mgr
Louis Phillips Weil WBRC, Birmingham, Ala, acct exec WBCO. Birmingham, Ala, acct exec
Fulton Wilkins KNX-CPRN, LA, sls rep Same. acct exec
4 New Agency Appointmments
o
SPONSOR PRODUCT (or service) AGENCY
— — -

American Liberty Oil

AP Parts Corp, Toledo, Ohio

Beltone Hearing Aid Co, Chi

Dallas Amlico premium and regular gasolines .
Manufacturers of exhaust system parts & Mir-

Taylor-Norsworthy, Inc
GCray O Rogers, Phladeipk

acle Power, lubricants for farm and indus-

triai use
Hearing aids

Olian & Bronner, CHi

A. Meyerhoff, Chi
Elliott, Jaynes G Baruch
Anderson & Cairns, Inc b
Silton Bros, Inc, Boston

Continental Coffee Co, Chi
Enterprise Heat &G Power Co, Chi
Ficks Reed Co, Cincinnati
GCenoa Fisheries, Inc

Ham-Pat Mold Co, Yonkers, NY

Thomas ). Webb Coffee products

Heating & air conditioning

Furniture manufacturers

Boston Bonnie Seafoods, heat-and-eat frozen,
fishsticks

Kitchen utensil for prcparing hamburgers Wi|||iam Warren, Jacksen De=
aney,

Silton Bros, Inc, Boston

Zimmer, Keller & Calver
Detroit

Sidney Carfield G Assoc §

Kendall Manufacturing Co, Lawrence, Mass

‘ | Soapine products
Michigan National Bank, Lansing, Mich

Banking services

Ore-1da Potato Products, Inc, Ontario, Ore Quick-frozen shredded potato patties and
French fries

Producer of classical music records

12 food brands

Television subsidiary of Columbia Pictures,
. Corp

Vucliers:hmstrongs, Ltd, Great Britain Aircratt, shipbuilding & engincering divisons

Duane Jones, NY
Duane Jones, NY
Joseph Katz, NY

Remington Internat’l Records, Inc, NY
Ritter Foods, Bridgeton, N}
Screen Gems, Inc, NY

McCann-Erickson, Inc, NY

Numbers after names
refer to New and Re-
new category

R. . Jolliffe (3)
H. . Storm 3
Fttis Mo (3
Richard Pinkham (3)
Bob Fransen (3)

Ted Cramer 3
Brent Il. Kirk 13)
T. J. Swafford (3]
J. ', Kiermaier (3)
R. M. Morris (3)
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. — and a Storer station schedule —
\ _n combine to help you reach more people,
sell more merchandise — at lower cost. v i1l ~‘




STORER BROADCASTING GOMPMY

= WSPD - WSPD-TV WIBK « WIBK-TV - WAGA - WAGA-TV
g Toledo, Ohio Detroit, Mich. Atlantq, Gau

: KGBS « KGBS-TV WBRC « WBRC-TV WWVA _
%7 San Antonio, Texas Birmingham, Ala. Wheeling;W. Va.
NATIONAL SALES HEADQUARTERS:

- TOM HARKER, V. P., National Sales Digector BOB WOOD, Midwest- Nqﬁ.o
118/ 57th, St.,:Néw ) York 22, El.dorudo 57690 o 230N Mlchngan’Ave Chicag,




TOM SHANAHAN

LADIES HOME
(6\\\ “I“VI PANION

10
)

;

If your product is used by housewives, this
fellow is YOUR BOY. He whispers things
in ladies’ ears that makes them go buy
something. His mid-afternoon show bursts
with features, including "Pop” music, ce-
lebrity interviews, contests, listener phone
calls and minute spots from shrewd adver-
tisers,

WEMP delivers up to twice the Mil-
wauvkee audience ner dollor of Milwau-

kee network stations.” Call Headley-
Reed!

*RBaced on latest arailable Pulse ratings and
SR & DS races

WEMP wemp-ru |

MILWAUKEE

HUGH BOICE, JR., Gen. Mgr.
HEADLEY-REED, Nati. Rep.

24 HOURS OF MUSIC, NEWS, SPORTS

Ralph Danziger

Advertising Director
Toy Guidance Council, New York

i Spemsor

If you want to discover your own Fountain of Youth, surround
vourself with toys 12 hours a day and watch the wrinkles fade,

At least, that's Ralph Danziger's formula for keeping young.
Danziger—only 36 himself—is advertising director for the Toy
Guidance Council and a father of four. He’s found it a simple
matter to maintain a youthful outlook.

“In the office.”” he says. “it’s tovs. toys, toys. At home, more
toys! I just can’t escape them.”

A man who believes in sharing his discoveries, Danziger is now
making kids happy and helping other adults keep young by expos-
ing them to toys on the tv screen. Tov Guidance Council. lnc., an
independent business organization founded 16 years ago. is cur-
rently spending $500,000 on tv in 40 markets. The 13-week drive
was launched 18 September, marks the Couneil’s first air effort.
Agency is Friend, Reiss.

The Council bought a different show for virtually every markek
“This way we can trade in on an established personality and get
better time,” Danziger explained.

All 40 programs the Council sponsors are children’s programs
on once weekly. The majority are half-hour.

Over the 13-week span 104 tovs will be demonstrated on tv
screens, Danziger said. Eight toys appear on each show. The com-
mercials are on film, stress educational aspects and playv value.

“All the toys are demonstrated by child performers.” Danziger
said. “There’s no other medium like television for the ability to
stimulate the imagination through demonstration.”

The tv schedule is merchandised with 13 posters—one to be dis-
played during each week of the drive. In addition, Danziger has
prepared catalogs of the toys and has drawn up a training course for
store personnel to qualify them as “toy consultants.”™ Close to 5.000
stores and 79 manufacturers are represented in the campaign.

He picked up a large poster with the words “Prestige Tovs” and
“Fducator Approved™ heading a group of eight toys,

“All our tovs are carefully selected by panels of toy wholesalers,
retailers. consumers and educators.” he explained. ““Actually. though.

my own home panel of four serves as a pretty good yardstick of a
* k %

toy’s plav value. I've found!™

SPONSOR
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\{é% AV YRE Here's a refreshing two hour show, timed for and
BEE ¢ P Z 4 . g . 1
\/j/’\& : Wi 4 geared directly to a vast women's audience.

Featuring 6 established WSPD-TV personalities,
this daily hard-hitting sales tool has variety to
interest every type of woman.

There's Dorothy Coon with household hints;

Jane Schroeder with heart warming human in-

- terest stories; Ginny Wood with guests, hobbies

%» pa s <,) and news of direct interest; Betty Zingsheim with the
. ; latest fashion showings. Rusti supplies the

organ music throughout the show and Earl

Wells acts as male host.

Add to this combination the billion dollar Toledo
area market with its 297,000 set saturation,
and you get real sales results!

For further information, call your nearest Katz
Agency or ADams 3175 in Toledo.

.. TOLEDO, OHIO

Represented Nationally
Storer Broodcoshing Compony bY KAT z

TOM HARKER, NAT SALES DIR. 118 €. SNh STREET. NEW YORK
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NORTH CAROLINA
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THE QHAP[ OF SALES T0 COME IN T h\

How are your sales shaping up ¢ There's a powerful new selling plus

in the key Carolina counties mapped above ... WBT's basic service area.

Now you can insure for your product a week’s display in up to 172
A&P, Colonial and Dixie Home Supermarkets in these counties— based

on a specific weekly dollar volume of advertising on WBT.

Here's an unbeatable combination to sell 3,000,000
Carolinians—the unmatched power, prestige and

penetration of 50,000 watt, 50%-share-of-audience WBT,
plus mass merchandising through WBT Supermarketing.

WhT

CHARLOTTE

A JEFFERSON STANDARD STATION

#,
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Are agencies
EARNING
themr 15% on
net tv shows?

As commissious rise with program

1

l

costs, the man who pays the

bills sometimes wonders.

Here are pros and cons

by Alfred J. Jaffe

'Vilh advertisers biting their cigars tighter and bang-
ing the table louder as they complain about those blankety-
blank tv cosis, the advertising agency often has a major
project on its hands.

This project is to convince the client that it is doing
enough hustling, that, in short, it is earning its commis-
sion on network tv program costs.

This problem is not a new one. [t has raised its head on
and off ever since network tv hit the big time.

Today, as network tv bulges with 90-minute spectaculars,
60-minute extravaganzas, an electronic rainhow and lots of
big names, the agency’s commission. in terms of dollars,
has naturally gone up. Just as naturally. perhaps, the man
who pays the bills is asking questions.

These questions, not necessarily confined to video’s pro-
gram whoppers, can be summed up as follows:
¢ What work does the agency have to do when it buys a
ready-made program package, either from the network or

18 OCTOBER 1954
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There is often little to do in servicing
network tv shows. The program is often
packaged by networks or outside firms
and comes to agency neatly tied up.
with networks holding a tight rein,

the agencies are being shunted aside

The fact that costs (and commissions)
on network tv shows are going up doesn't
necessarily mean that there is more
work to do. When costs were half of
today's, agencies were doing same work

Agencies get the same commission for
spot as for network, but there i§ a lot
more work in buying spot. In addition,
there is often no spot program to earn a
commission on. There are commissions on
commercials, but same is true on webs

REBUTTAL

Non-agency peoplé don't appreciate

the tremendous amount of work involved
in servicing a show, including media
analysis, marketing, etc. Agencies
provide more services than they used
to and salaries of experts come high

A responsible agency, which looks after
its client's interests, will not allow
itself to be shunted aside. Where agency
has little to do with show, it will

earn commission by absorbing other costs

Buying of spot is sometimes a losing
proposition to agency and network
commissionhs redress this loss. There is
ho evidence that agencies are making
any more money than before tv. The lor
term profit trend has been downward

29
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Sand the business mawager ol the television epartme
contfroversy

rr at one of the top 10 ageneies: | think too many peo)
Ii R outside of agency work assume that even if an age;lc)‘ tri
to find work to do on an outside package, it can’t. But if
ageney really watches out for its chients” interest there

from an independent producer?
I ]
a tremendous amount of work to do.

e lsn'tit true that the networks are getting a tighter con. L o
trol on programing and shunting the agencies aside? Very "“""' l'||e deelicy MERIuRal the program packag
from the beginning. 1t way originate an idea and have 2
vutside packager execute it. 1f it doesn’t originate an ide
the ageney still has to work with a packager and see th
the idea develops into a show the advertiser can use. Th
means checking the script and the talent involved and over
seeing every step in the development of the program idea

¢ Docsn’t the 1577 commission on time costs alone sufli-
clenth cosver gersicing the show?

e |len't it true that. with program costs going up, the
ageney i doing the <ame amount of work on a show that it
did when program prices were cheaper?

o Isu't it true that although agencies get 15 commis- - ] R .
s1ion for spot and network. the latter is easier to buy and Let e give N b & exaniple of }_‘0“' were involved in
film packhage. When the program idea was first propose
to us. it was different than anything then on the air. s
involved judgment as well as work in analyzing the poten
tial audience for the show. We buy the scripts. read thep,
suggest revisions and sometimes rewrite them ourselves
We have an office in Hollywood and a department in New
York concerned with servicing the show. Time elearance
became a problem and we sent men on the road to talk
stations. Where we couldn’t ¢lear time, we had the add:
tional problem of kines. The show goe< to Canada and
Honolulu, which means more work. We take care of <hip:
ping films, whieh is not as simple as it sounds. since <ome
stationg use 16 mm. and a few 35 mm. equipment.

there is often no prograin commission for spot?
e  What is »o expensive about servicing a show. anyway ?
Of course. many advertisers hase found satisfactory an-
swers 1o these questions but there is enough dissatisfaetion
to warrant an examination of the problemn, as witnesx this
statement 1o sPONSOR from the top air executive of one of
s biggest advertisers: “The 1597 commission on pack-
aged network v shows can be a lantastic gravy train.”
The adsertising manager for a manufacturer who has
been on network tv for years told spoxsor: “There are
some cases where | wonder whether an agency is necessary.
For example. take the caxe where a client is offered a film
package already in the can. The agency pockets 157 of

'3 b - . .
. . " R s w gency takes ov s
the production cost and | can’t see where it’s justified.” There are tines when an azeviy (GHECEu———

network show. There may be less work involved <o far a
the original ereative work iz concerned. But there’s stll
the problem of servicing. Where an agency takes over an
account with an existing show. the entire strategy behind
the show has 1o be reviewed and anahyzed to decide whether
the show is worth keeping. There are a lot of high-priced
people involved in that.”

No ageneviman will deny it’s possible for an agency to
turn practically every cent of the program commission into
profit.  But he will insist that such situations are non-
exislent or rare,

An account executive said: “Sure, an agency can make
a lot of money on network television show costs. But it

swould be a fool if it did. No reputable agency will accept B . . 1
' I'he feeling of agencymen that non-agency people don't

appreciate how deeph the agency is imoled in program
servicing and how many details are involved iz a wide:
spread one.

the commission on program costs and do no work. Sooner
or later the client will find out and. as they say in the
papers, the agency will resign the account. If that's sup-

posed to be a =mart way to make moneyv, then T'll eat a i ; . .
) i This feeling was the notive behind a speech by Rodney

Erickson of Y&R at the 4\'s Eastern Annual Conference in
New York last November. Said Erickson:
“In case anmyone should forget, the act of buying and
Does net tv help pay for spot? servicing a package show for a elient is not as sim'ple as
it appears on the surface. There are. in most agencies. 45

While agency cost aceounting is directed wore at steps involved in buving and servicing package shows.
finding out whether money is made on each client, These are the major steps and by no means are they lim:
rather than whether money is madé on eaeh me: ited to 48 in every instance.” (For list of 18. see page 31
dimm, agencies know, in general, how media stack Erickson also pointed out that a “*further function of th
up. Assistant treasurer of a big radio-tv ageney advertising agency is to control good taste in televisio
told srpoNsor that national media are more profit- |H'Ogl‘illllin{.’. While networks have their censors. 1 heliey
able than local media. He said: *“Magazines are that ageneies and clients. in respect for the many sensi:

damn profitable, nctwork tv is pretty profitable, tivities of the consumer. go much deeper in setting crilen

of good taste. We. the agencies. therefore. must continue
to exercise rigid control of thiz intangible but vital *\

s0 is network radio.  Newspapers and spot are less
profitable than the others,  You can lose on local

T i
qdin. 1t was ade by o 8 : . . e
media I’oint 15 made by other admen that facior fnshow hukiness,

The Y&R man then continued: “There seems to be a
trend to further sharing production responsibilities by
package producers. In recent months ageney represenia:
tives have casl, re-set formats. even rewritlen entire sCTipls
in package productions, AMter all. most agency representa:

while ageney ean do well on network tyv conunis
sion, this is often offset by the cost of manpowéar
nsed in spot buying and the fact there are often no
programs to earn a commission, lHenee, network

tv sometibres helps pay for the servicing of spot,

(Please turn to page 103)
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BUYING PACKAGE SHOW NOT AS

SIMPLE AS IT SEEMS. THESE ARE

SOME OF 48 STEPS AGENCY MUST TAKE*

MEOIA ANALYSIS FOR BRANO
ASSIGNMENT OF FUNOS FOR TV

. TALENT SEARCH FOR TV PROGRAMS

REOUCING HUNOREOS OF AVAILABLLITIES
TO HANOFUL

NEGOTIATION OFf PRIGES OF PROSPECTIVE
SHOWS

NEGOTIATION OF NETWORK TIME FOR PROS=
PECTIVE SHOWS
RESEARCHING HISTORIES
PROSPECTIVE SHOWS
RESEARCHING TIME PERIOO HISTORY -

(\FF ANY) OF

ANALYZING PROSPECTIVE SHOWS

PROOUCT GROUP MEETING ON PROSPECTIVE
SHOWS !

TOP AGENCY EXECUTLVE MEETING ON FROS-
PECTIVE SHOWS

CLIENT MEETING ON PROSPECTIVE SHOWS
JOINT OECISION ON SINGLE SHOW

FINAL NEGOTIATION SECURING PROGRAM
FINAL NEGOTIATION SECURING TIME PERIOO
ORAWING OF LEGAL OOCUMENTS

CLEARING LEGAL OOCUMENTS WITH CLIENT

& TALENT

i8.
19.
20.
2.
22.

3.
4.
25.
26.
27.
28.
29,
30..

32.

33.
34.

35.

PLANNING COMMERCIAL FORMAT

PLANNING SHOW FORMAT

WRITING COMMERCIALS

CLIENT & AGENCY 0.K. OF COMMERCIALS
TALENT AGENCY OISCUSSIONS ON CHAR-
ACTERIZATIONS

TALENT AGENCY DISCUSSIONS ON PROOUC-
TION OETAILS

AGENCY PROGRAM & ACCOUNT VIEWING
ACTUAL PROOUCTION

PRODUCTION SUPERVISION OF SHOW
SUPERVISION OF FILM PKINTS OR KINE
PROOUCING COMMERCIALS

PROCESSING COMMERCIALS

INTEGRATING COMMERCIALS IN SHOW
INTEGRATING COMMERCIALS IN PRINTS OR
KINESCOPE

RESEARCHING SHOW (NR1)

SPECIAL RESEARCH (FLOW CHARTS,
ENCE JURY TESTS, ETC.)
EVALUATING COST-PER-I1,000 OF SHOW
RESEARCH SALES EFFECTIVENESS OF COM-
MERCIALS

CHECKING OF COST OF SHOW

AUOI-

36:

37.

38.

39.

40.

41.

42;

43,

44,

45.

46.
47.

48.

%48 steps
developed
Rodney Erickson

REPRESENTATION IN MULTIPLE UNION NE-
GOTIATIONS
CONTINUING NETWORK
COSTS & STATIONS
CONTINUING USE OF RESEARCH TO IMPROVE
SHOW

SPECIAL TOP MANAGEMENT SPOT CHECK:
ING OF PROOUCTION

OAILY HANOLING OF STAR TEMPERAMENTS,
ILLNESS & EMERGENCIES

CONTINUING SEARCH FOR BETTER PROP-
ERTIES

CHECKING OF ALL SCRIPTS FOR CLIENT
POLICY

NEGOTIATION WITH NETWORKS FOR RE:
BATES, PREEMPTIONS, ETC.

NEGOTIATION WITH NETWORKS FOR BETTER
TIME

QUARTERLY REVIEWS OFf ALL PHASES OF
SHOW WITH CLIENT

RESEARCH ON SUMMER POLICY
SELECTION OF SUMMER SHOW OR
RECOMMENOATION
RECOMMENOATIONS FOR FOLLOWING YEAR

NEGOTIATION ON

HILATUS

above were
by Y&R's
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1th SPOT RADIO

Firm follows migratory groups

(i()() Cold Preparation is a proprie-
tary medicine which began prior to
World War I by advertising to farm-
er~ with <mall cardboard signs “on
practicalh  every  pine tree in the
South™ and then switched to radio to
reach a more complete mass andience.
Issentially. the people who use 666
Cold Remedy today are not too differ-
ent from the people who used it at
the turn of the centuryv. They're fam-
ihies throughout the South and South-
west. either on farmms and in rural
areas. or in small-town communities.
They’re also families who moved to
the North and Far West during World
War Il to get factory jobs during the
maupower shortage. They're Negro
and they’re white. theyre on farms
and in cities. they speak English. but
some of them (like Mexicans in Los
\ngeles and Puerto Ricans in \ew
York) still speak Spanizh at houre.
Generally they're of the lower-in-

from South to Large cities

conte groups. “the people who don’t
call a doctor every time one of the
kids sneezes.” Jim Roberts, Charles
W. Hoyt agency account executive for
Monticello Drug Co.. makers of 600,
told sPONSOR.

This year Monticello Drug Co. will
spend 0077 of its budget in radio.
The firm’s radio expenditure has heen
growing steadily since 1947, when
Monticello Drug allocated its first air
budget—some 2077 of its total adver-
tising budget for 1947.

Monticello Drug’s increased radio
activity is particularly interesting in
view of the trends in the cold remedy
busine~s this year. A number of ma-
jor brands who began experimenting
with tv during the past vear or two,
are now splitting their air budget be-
tween the two air media. Typical of
this trend, for example, i= Grove's 1-
Way tablets (through Harry B. Coh-
enl. With a total air budget <imilar

Hoy't 666 account group (below, left) discusses firm's ad strategy: J. Somple, art dir., R. G.
Pratt, service mgr., D. Conklin, copy consultant, J. R. Roberts, a e. Firm operates without sales-
men; agencyman Wm, Baumert, field merch. man (below, right), checks stock in drug store
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Firm reaches mass market in
rural oand small-town Southern arec#
with lacal-appeal radio stations;
aims ot city customers with ¢

binatian of pawerhause

special group steans

to their 1953 expenditures, this firm
is placing a five-a-week announcement
schedule on a scattered number of ra
dio stations, adding a lighter tv an-
nouncement schedule with the other
portion of the budget.

On the other hand. Anahist. for one.
through Ted Bates agencyv) is main-
taining it= 1953 ratio of radio and tv.
with increased budeets in both media.

Why has Monticello Drug Co. in-
creased its radio budgel?

“In radio we found a sure wayv of
reaching our market,” Jim Roberts
“For one thing. we no-
ticed that the smnaller the community.
the more its inhabitants relv on radio.
rather than upon the weekly or daily
newspapers of their community for
news and weather coverage.”

Following a series of test= from
1917 through 1949. Monticello estab-
lished this pattern for 666 Cold Reme-
dyv’s radio advertising:

The firm is on the air 26 weeks of
the vear. from October through mid-
March-—that is. during the cold sea-

SPONSOR



son. Generally, Hoyt agency buys
early-morning and noontime news and
weather adjacencies for the product’s
minute announcement. In this way,
they expect to reach the entire family
at breakfast. and in rural communi-
ties. farmers when they’re home for
lunch.

Roberts never huys less than five
announcements per station, even when
he is covering a particular market with
as many as three or four stations.
Maximum frequency during the heavy
winter months reaches up to 10 or 15
announcements a week.

An interesting pattern emerges from
a study of the 94 stations 666 Cold
Remedy has bought to date for 1954.
They are located primarily. of course.
n the South and Southwest. Monti-
cello’s best markets. Monticello is.
however. beginning to make a concen-
trated effort in such major metropoli-
tan centers as New York, Detroit, Chi-
cago, Cleveland, and Los Angeles.

Close to 30 of the stations on which

666 Cold Remedy will be advertised
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this year are Negro stations. Fre-
quently, these stations are used in
metropolitan centers in conjunction
with a network-affiliated powerhouse
station. For example, in St. Louis,
Mo., 666 Cold Remedy uses station
KSD, a 5,000-watt NBC afhliate, and
KXLW, a 1.000-watt Negro station.

The firm covers the Los Angeles area

with KMPC, a 50 kw. indie, KABC,
the 5.000-watt ABC affiliate in the mar-
ket. and KOWL, a 5.000-watt Los An-

geles area Negro station. Mobile, Ala..

is another case in point. There 666
uses WALA, the 5 kw. NBC afhliate.
and WMOZ, a 1,000-watt Negro
station.

This 1s the reasoning behind the
pattern: When going into a major
market, 666 seeks two things—exten-
sive mass coverage via the powerhouse
station and appeal to its own special
audience via the independent who pro-
grams directly for 666 customers. In
several sections of the Southwest,
as in Texas, for example, 666 buys
stations with heavy Mexican program-

0

case history
R

ing: KGBT in Harlingen, carrics 42

hours of Vexican programing. Most
other Texax stations, on the other

hand, were bought for sheer broad
coverage: WIFAA, a 50 kw. in Dallas;
KLIF. a 5 kw. indie in Dallas; KXOL,
a 1.000-watter in Fort Worth; KPAC,
a 5 kw. MBS afhliate in PPort Arthur;
KONO, a 5 kw. indie in San Antonio.

Not just the choice of stations, but
the copy approach. too. is indicative of
the type of audience 666 Cold Remedy
wants to reach. The opening and clos-
ing of the minute commercial is al-
ways a jingle recorded to the tunc of
Farmer in the Dell:

“Six-sixty-six,

Six-sixty-six,

Colds make you feel so bad,

Take Six-sixty-six.”

At times the actual =sales spiel
wedged between this open and close
jingle is also a tape from the record-
ings made by the Charles W, Hoyt
radio department under Bill Smith,
radio-tv director. At other times. Jiin
Roberts buys the local announcer a
station provides for the sake of catch-
ing the particular flavor of a region.
One thing, however. remains constant
in the sales pitch. and that is its ap-
proach.

Announcer: “Colds do make vou
feel so bad . . . vour head aches. you
feel feverish, your head is all stufly
and there’s that general over-all achi-
ness. Now get relief from all of these
discomforts . . . not just one of them.
it’s entirely different
from any other cold preparation. ‘3
sixes’ is much more than a simple
pain-reliever. It not only eases your
headache and general achiness. but

Try 3 sixes” . ..

also reduces feverishness. and eases
nasal congestion at the same time. 3
sixes’ has brought extra-fast relief to
thousands of persons, so even if other
medicines have failed you, try ‘3 sixes’
today. It comes two wavs. liquid or
tablets . . . Remember, ‘3 sixes” does
more because it has more.”

With commercials like this one aired
at least five times a week over the sta-
tious in Monticello’s markets, the drug
firm perks up consumer demand to
such a point that customers go to thei
local druggists and ask for this par-
ticular cold remedyv. When there is

I Please turn to page 101)
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What's spot

" ack ir 1918 the dividing line he- 4 "\
tween “spot” aud “network™ radio was
as clearly defined ax the bron Curtain,
But in the fall of 1951 thix mythical A
media boundary ix rapidhy  becoming
diffu~ed.

\s every broadeast buver knows.
radio networks have stepped up the
pace of their programing designed to
act as “spot carrier<.” in which adver-
are participations  ou a
short or long-terin basis,

lisers ~old

But in recent weeks the activity on
the other side of the fence- -the area

AUDIENCE OF ToswEm
2.3 TImes
43.0% EACH WEEK
OF TOTAL POPULATION
EACH WEX®
" Oelore Balp-Caaclarian §ihiupes o 11 hpote Wrablg

A CUMULATIVE - AND YOU SELL

i which stations and station reps op-
has Now
some =pol radio opportunities are get-

erate been  increasing.
ting closer to “network™ operations.
The latest major step in dramatiziug
and simplifying the purchase of spot
radio has been made by the John Blair
station rep firm. At presstime, a num-
ber of top agencies and advertisers iz a direct and open bid for ra-
dio revenue in competition with every-

thing from network radio to maga-

men
lhad been shown a new Blair presenta-
tion covering the biggest spot radio
“package” to date: the National Sat-
uration Group.

The outgrowth of
“packages”

zines.

“In the past couple of seasons. we
have watched the trends in radio close-
NATSAT is the logical outcome
of these trends.” Blair sales v.p. Bob
Eastman told sroxsor. “The steady

- . BN === .
e = S [} e
o =% | (;‘-’;\i‘}
» - - —p— o A >
i THE NATIONA }q K NP
L
b

4
SATURATION GROUP RA N
T y E N

earlier Blair
(such ax the company’s Iy,
“12 Plan™ and others). the new plan

nicknamed “NATSAT” by Blair

PIRTHIPATIONS

in The lep mewspaper in each markel ence o : -
week with @ gross circolalion of only 11,275,000

TS o ey AR Sy

"NATSAT'. group rate of $15582 weekly on a one-to-13-week basis is highly competitive with
othet media. Same amount would purchase & newspaper campaign of the size outlined above
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Stress of Blair "NATSAT" plan is on huge cumulative audience (43.090) reached 2.3 times or
more weekly in 45 markets through 24-participations-weekly schedule. It is o "“one-bill"* buy

growth in the number of radio sta.
tions in the U.S. has complicated agen-
¢y time buving and has increased the
number of decisions to he made. At
the samne time. local radio programing
has taken the play away in many cases
from the networks. Advertisers today
are beginning to think in terms of
campaigns m local radio programing.
often as part of a big. short-term punch
or ‘fhght” of announcements.

“What we have done at Blair with
NATSAT is to <et up a package where-
by an advertizer can gel a huge circu-
lation at a rock-hottom low cost and
agencies can streamline a lot of their
spot radio buy ing. We think NATSAT
will set a new sales pattern for mans
station reps and station groups.” East-
man added.

The first major move this fall wir
the part of a group of radio stations
to make spot easier to buy was made
last. month by the Quality Radio
Group. a confederation of 25 high-
power stations that cover about 80
of the U.S. (See story in spoxsoRr. 20
September 1954, page 40.0 The QRG
approach. of course. differs markedh
from the new Blair plan since it em:
bodies use of one show in all market=
rather than anmouncentents in a \a-

SPONSOR




riely of local pregrams. The similar-
ity between the two lies only in group
buying provisos.

Under QRG member stations will
sell taped shows as a network-like
group. Advertisers buying the 25-sta-
tion lineup with which QRG is starting
will get discounts of up to 257 on a
52-week basis.

Under the presidency of Crosley
Broadcasting Corp. (WLW. Cinein-
nati) v.p. Ward Quaal—who was
elected to the post at a directors meet-
ing in Chicago on 20 September—the
QRG expects to open a New York of-
fice in the near future to act as a plan-
ning and sales headquarters. QRG.
which is being spoken of as a proto-
type successor to regular network op-
erations, had-—at presstime—mniore
than 20 additional applications for
membership.

QRG is not gunning for spot an-
nouncement business. The sales effort
will be geared to selling programs in
those holes left in nighttime commer-
cial network schedules.

What, exactly, is the new NATSAT
and how does it work? Here's the
run-down:
What's

offered: Tn its simplest

y thinner

"'.\-\

ONE BLACK & WHITE PAGE

[ W

\,
LIFE $20,350 (5,472,580)

LOOK $13,025 (3,717,859

SEP  $16,800 (4,446,139)

Blair “NATSAT” plan offers a

network-type by in spot radio

——@-———-—_.__..... - —— ....‘-—ﬁ‘ -

For amount within range of "NATSAT" weekly rate advertiser can buy only one black-and-white
page in one of three typical magazines. “Life,” "Satevepost'' rates exceed cost of Blair plan

terms, the NATSAT plan is a multi-
market spot radio “package’” whereby
advertisers buy participations in lo-
cally developed programs.

Under the plan, NATSAT purchas-
ers are offered. via Blair, the follow-
ing:

1. Announcement participations in
a total of 180 locally produced radio

...AND ONLY TWO

CLASS “A” NIGHTTIME TV
ANNOUNCEMENTS WEEKLY

IN 44 OF THESE MARKETS

Blair plan is aimed at major advertisers who spend big budgets in spot tv. For more than
price of "NATSAT" plan advertisers could buy only two night tv announcements in 44 cities
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~hows on 45 stations in 45 markets via
a single radio contract.

2. A basic frequency schedule of
24 participations per station per week.
Commercials run at the rate of four
per dav, Monday through Saturday.
Sunday is used for “make-goods” if
there are any misses.

3. The cost of the package is scaled
to the length of contract on a discount
hasits. On a one- through 12-week
schedule, the cost is $15.582 per week
gross. (Regular “out-of-the-rate-book”
price, applicable discounts included,
for this outside of the NATSAT plan
is a little over $17,000. The open rate
is over $26,000.) This weekly price
drops with frequency; for 13 weeks
it's $15.150; for 26 weeks it's S§14.-
721; for 52 weeks it's $13.940. Max-
imum saving is 10%,

That’s the basic plan.

Flexibility: A certain amount of flex-
ibility is afforded. For example:

(Please turn to page 92)
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Commercial
acce pts date ; she
chorus sings probtow:

starts as Marcia Reynolds
aocs to closcl and
What to wcar?

Brassieres on the ai

Ballet sequence ULrgins
manuequing come to life while
Marewa is shopping for new dress

when store

Here's full story of Exquisite Form’s entry

into network Class A" nighttime programs

by Keith Trantow

Garmenl world history was made
last month. On 7 September, for the
first time since Marconi invented wire-
less, there was a nationwide nighttime
network television and radio exposure
of the full American brassiere.

Some veteran observers of the bras-
siere business described the happening
as the greatest thing since 1799 when
a Frenchman invented les supplants
(we call "em falsies).

[ ntil last month brassieres were one
of <everal items considered too inmti-
mate to be advertised on network tv
or radio in Class “\" time- although
individual radio stations had long ac.

cepted lingerie advertising. \BC TV
had twice before carried  brassiere

commercials: for Exquisite Form Bras-
<sicre. Ine., in 1950, once a week and
tate at night: for Maidenform Bras-
sieres on Saturday noontimes in the
first half of 1951. Both campaigns
were on limited networks, had limited
suceess,

36

It remained for Exquisite Form to
find a wayv of presenting its brassieres
<o that hard-hitting sales points could
be 1ade
groups around sets in early evening.

without offending family

How Exquisite Form solved its pres-
entation problems is a story other print
advertisers of “delicate” products who
want to get on the air will find in-
structive.

The degree to which Exquisite Form
has moved in the direction of air me-
dia is seen in the fact that it's spend-
ing well over $I million in its network
tv and radio campaign. Almost all
material and
some of its magazine. newspaper ad-

its  point-of-purchase

vertising is tied in with the air pro-
motion.

Traditionallh  a  heavy magazine
spender. this vear the firm is allocat-
ing about f1 million to printed media.
plus about $700.000 for co-op adver-
tising (which. when matched by its

Animated sprite flying around hra
ecatclics Marcta’s cye just as ghe
wondors if dress witl fit her figurg

dealers. buy~ about £1.5 million worth
of local newspaper space).
“Television had hardly gotten off
the ground when we realized that it
would be the ideal medium for show-
ing brassieres.” Garson Reiner. presi-
dent of Exquisite Form. told spoxsok.

1950 experiment: “Qur first experi-
ment with tv was The Robbins Vest.
carried over ABC TV Friday nights
from 11:00 to 11:15. This effort last.
ed 13 weeks during the last part of
1950. h wasnt at all productive.”
Reiner said. Onh six or seven sta-
tions were used.

One of the chief reasons for the dis
appointment was that the brassieres
could hardly be seen by prospective
customers.  Although a visual article.
the brassieres shown to video audi-
ences in 1950 were either hidden be-
hind layers of veil or else barely dis-
cernible on a silhouette of a girl.
Whichever method was used. the niod-
el wearing the bras couldn’t move.

“l nder said,
Reiner. “it was impossible to prop-
erly demonstrate the Dbrassiere. We
couldn’t show the brassiere on a moy-
ing model because of blanket network.
taboos. Of course. we didn't get am
letters of protest at that time. Prob-
ably the audience wasn't too sure just
what we were trying to sell. Certainly
thev had a hard time seeing it.”

these  conditions.”

Had the company expected to get

SPONSOR
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n nequin does ballet as
w'ts out bra’s features:
¢ ips, supports from below

letters of protest from its early tv
series?

“Whenever we’ve gone into a new
medium,” Reiner said, “we’ve had
protests. When we first started to use
car cards. we showed a girl mn a
loosely-fitting sweater. You couldn’t
even see the bra she was wearing.
Yet we got hundreds of letters protest-
ing our ‘indecent’ advertisements. The
same with magazines and newspapers.
Since women were the chief protes-
tants. we had to be careful not to of-
fend them or they might not buy.”

Larry Klingman, public relations
counsel. glanced about the office

B

case history
I

as if to make sure mo women were
listening.  “Personally. though.” he
said, “I have the feeling that the same
gals who protested rushed right out to
buy Exquisite Form bras. [ suspect
they were titilated by the thought of
wearing something they considered
just a little bit sinful.”

~ After The Robbins Nest, Exquisite
Form went back into magazines. news-
papers. car cards.

“Then last January.” Reiner said,
“we brought out our push-button bras-
siere—the Bra-O-Matic. It’s a strap-
less bra featuring push-botton adjusi-

(Please turn to page 100)
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‘ . tﬁqu}d i - mnemiilin,

In new bra Marcia twists, turns,
as chorus ‘‘Ohs’’ and ‘‘Ahs,”’ sings
‘¢ Exquisite Form with Floating Action’’

In new gown, wilh rrquisite
figure, Marcia danees through
clouds in a dream-like sequence

COMMERCIAL COST OVER $25,000

Wardrobe designer (right) grimmaces during

rehearsal of Exquisite Form commercial,

She

had applied gold glitter to *‘sfore mannequin,”

decided she didn’t like it.

Two-minute com-

mercial required staff of 100 to produce.
Film Creations, Inc., produced the commercial

the
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It’s not the raw size of andience that connts but what type of peop: ¢

’n recent vears it has become clear
that
nuniher of potential customers in the

to evperienced  advertisers the
audirnce rather than the gross audi-
Yet mamy
an advertiser =till buys programs by

cnce size 1s what counts,

ouija board, only to find his campaign
Liniping along becau-e his sale pitches
are being directed to the wrong audi-
enee.

The latest reminder of how treach-
erous program buving can be is con-
tained in an Ohio State University
~urvey of tv listening preferences and

How program type preference varies with these four factors: 1. AGE

habit~. It shows how much program
pi-ferences and listening patterns vary
with age, sex. education and income,
thus points up the fact that each show
can attract its own highly individual
audience.

Among its interesting revelations:
do
flock to tv sport shows~. they find the
flexing muscles of wrestling’s behe-

¢ While women generally not

moths fascinating—and more so as
they grow older.

e Serious drama is likely to have a
greater appeal for women than men.

-~ [

flow rea

peopl

& As they grow older. women seem

to like “love story™ drama less.

e Rich man and poor man are likely
to have different program tastes. but
both derive enjoyment out of a i
baseball-cast.

s The comedy variety show seems 1o
appeal equally to the college graduate
and the man who never got beyond el-
ementary school.

¢ The vast majority of the available
audience. both
over 30.

The surver was made last April Tn

male and female. i=

Total men

2. SE) |

Men aged: Women aged:
14-18 19.30 31-45 46-60 Over 61 14-18 19-30 31-45 46-60 Over 61 & weren Al mea f -
Number of people g (g)) (222)  (284)  (158) (99)  (109)  (332)  (367) (203}  (122) (1987) (854 »
DETECTIVE STORY DRAMA 79¢: 9% 54% 56 51 585G 54 42C 37¢%  36¢C  32.3%% 6ol §
COMEDY VARIETY SHOWS o 65 o) 47 31 6 KRN 53 30 10 19.7 326 .
‘STRAIGHT' VARIETY SHOWS 25 37 35 42 o4 47 51 31 b1y 67 16.9 3u.2
POPULAR MUSIC PROGRAMS 4- 13 41 31 2 THY 33 58 ¥ 2F Pe 374
‘SERIOUS’ 60-MINUTE DRAMA o2 35 3 20 10 32 353 52 36 20 36.6 S
NEWS BROADCASTS 14 31 36 16 36 < 253 33 36 0 L) 352
COMEDY DRAMA 5 a3 2 2 14 b1 35 30 14 15 5. 2l
PANEL QUIZ PROGRAMS 13 16 23 30 s 149 2] 34 35 as 26.1 218
BOXING MATCHES 2. 36 10 36 10 1 T ~ 2 4 25.1 442
MYSTERY OR ‘SUSPENSE’ DRAMA i 3 25 29 11 2% 32 ay 17 Y 24.9 256
‘'HOME SITUATION' COMEDY DRAMA 33 24 17 20 19 13 25 2o 30 Q) 945 199
AMATEUR OR ‘TALENT' SHOWS . 19 16 25 3N 13 20 24 3s ar 4.3 20
OLD TIME MUSIC PROGRAMS 7 1s 20 30 17 11 19 20 LS L0 234 254
‘HUMAN INTEREST' GIVEAWAY SHOWS 1] 0 0 17 24 aly 25 o4 42 11 Qs l 13.8
BASEBALL GAMES 3¢ 35 35 32 33 o 3 10 i a ][0 1k B
QUIZ-AUDIENCE PARTICIPATION 4 12 13 13 30 12 16 30 24 17.0 14.5
WRESTLING MATCHES 7 3 I~ 32 31 3 7 O 12 97 16.3 214
‘LOVE STORY' DRAMA 13 il G 7 30 30 1~ 17 14 15.3 AR
WESTERN ‘ACTION' DRAMA 3 10 16 23 20 15 0 P N 9 14% 2014
SERMONS INSPIRATIONAL TALKS 3 u 9 11 14 Yy 11 16 2] 32 13.4 |
INFORMATIVE PROGRAMS 1@ 19 20 0 i 12 16 v u 13.3 14.9
CONCERT OR ‘SERIOUS’ MUSIC i 10 13 10 1% N 10 14 19 15 12.0 11.8
PUBLIC AFFAIRS FORUM u 11 13 20 i 7 11 a2 10.7 11.5
COMEDY AUDIENCE PARTICIPATION 10 N M 6 . 14 0 9 7 3 7.8 6.

The Ripley-Buell study [picture of the two Ohio State grad students
at top of page) wes conducted April 1954 jn Columbus and Franklin
County, Ohjo. Usable information was obtained from 1,987 individ-
uals in 1,000 tv homes by means of a questionnaire which was per-

sonally delivered and picked up two days afterward. The progr
preference percentages as such are not nationally projectionable

tastes vary according tc region and cultural background. Preferes
trends may have more universal validity. Illustrations of each progr

LY
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1

loseph M. Ripley and Stephen D.
3uell: they are graduate radio-tv stu-
jents at Ohio State University. work
nder the guidance of veteran radio-tv
sducator Harrison B. Summers, who
pioneered similar studies for WIBW,
Topeka, and in the state of lowa.

The Ripley and Buell figures come
vut of a questionnaire study in which
respondents were asked to indicate
program preferences. They are not of
course “‘projectable” nationally. It’s
issumed program taste by show types
saries regionally so that the rank og-

. EDUCATION

len Women )
-S¢ Elem Coll H.S¢ Elem
70) nn (265) (621)
Y% 1% 30% 17% 56%
4 416 o1 10 43
¥ 34 57 a7 45
I 23 13 51 29
DY 60 44 28
26 14 29 32
32 2 24 24
13 38 30 22
) 36 6 6 11
] 37 18 23 31
& 16 30 28 ofil
) 30 13 30 238
2 38 9 24 37
6 17 20 33 41
B 29 11 6 7
2 17 32 21 26
33 1 10 29
I 12 20 21 248
£ 34 1 9 184
¢ 14 22 15 21
2 15 10 4
3 6 30 12 9
2 6 21 10 1
b 7 8 8 135

der of preferred programing would

change as you went from say the
QOzarks to Westchester County.

What might hold truer on a national
basis is the trend line of program pref-
erence based on differences in age, sex,
education, economics. If preference
for show type A declines with age in
Columbus. Harrison Summers feels a
similar decline is likely to be shown
elsewhere. He’s found that to be the
case in radio programing preference
studies done over years past in mul-
tiple markets.

4. INCOME

~
High Med Low

(136) . Number of people

Show preferences study

Oliio Stale grad student.
Joseph M. Ripley and Slephen
B, Bucll studied show
preferences found wide

range of reaclions wilh

age, sex (sce figures below

Columbus itself is used frequently
as a test market. exhibits population
characteristics which aren’t strikingly
removed from national urban aver-
ages. Bul the major point of the Co-
lumbus program preference figures is
not to what degree you can use them
in national show selection; rather they
stand as a strong reminder of the di-

(Please turn to page 34)

O
programing
A

32% 18% 0%

DETECTIVE STORY DRAMA

50 18 18 COMEDY VARIETY SHOWS
51 50 12 ‘STRAIGHT' VARIETY SHOWS

35 13 13 POPULAR MUSIC PROGRAMS

13 38 32 ‘SERIOUS' 60-MINUTE DRAMA

15 34 31 NEWS BROADCASTS

20 25 26 COMEDY DRAMA

33 29 18 PANEL QUIZ PROGRAMS

26 24 34 BOXING MATCHES

17 20 14 MYSTERY OR ‘SUSPENSE’ DRAMA

22 23 o1 ‘HOME SITUATION’ COMEDY DRAMA
14 o 31 AMATEUR OR ‘TALENT SHOWS

9 03 33 OLD TIME MUSIC PROGRAMS

17 01 30 ‘HUMAN INTEREST' GIVEAWAY SHOWS
26 21 93 BASEBALL GAMES

01 18 18 QUIZ-AUDIENCE PARTICIPATION

i 16 24 WRESTLING MATCHES

12 32 29 ‘LOVE STORY’ DRAMA

6 12 23 WESTERN ‘ACTION’ DRAMA

10 13 16 SERMONS, INSPIRATIONAL TALKS
30 14 S INFORMATIVE PROGRAMS

30 14 9 CONCERT OR ‘SERIOUS MUSIC

23 11 8 PUBLIC AFFAIRS FORUMS

5 7 7 COMEDY AUDIENCE PARTICIPATION

“Big Town" and "Dragnet,” detective programs; ""Suspense,” "Danger,"
"The Web," mystery or suspense dramas; "Strike It Rich” and "This Is
Your Life,"” “"human interest''; "Beat the Clock,' "Dollar a Second”
comedy audience participation.

iffered in the questionnaire. "The Milton Berle Show' and
2 Gleason Show' were used as examples of comedy variety;
he Town" and "Arthur Godfrey and His Friends,” "'straight"
Jzzie and Harriet" and "Mama" "homey," comedy drama;




TELEVISION
1. SEE OCT. 4 PROGRAM?
2. SEE ADVERTISING?

3. WHAT DID IT SAY?

“LIFE"

1. READ OCT. 20 ISSUE?

2- SEE ADVERTISING ?'

3, WHAT DID I 5AY?

To measure impact ol two media, questions

were asked without use of visual reminders.

PROCEDURE

2908 RANDOM PHONE INTERVIEWS
(N.Y. TV-OWNERS & NON-OWNERS)

% 1252 AFTER TV PROGRAM

2,
m ‘

TOTAL SAMPLE

READ “LIFE"

SAW PROGRAM

3.

1 RECALL |
“UFE" ADVERTISING. ||

T RECALL
TV ADVERTISING

'3

| Recall Seeing Aavonlsing

® 1656 AFTER “LIFE” AD

{HALF 3 DAYS AFTER
HALF 7 DAYS AFTER)

Advertest quizzed panel of 2,908 people in
N.Y. area in two sets of telephone checkups.

29%

25%

"Life" ad and tv show cost about same and

drew readers, tv viewers at fairly close rate.

TOTAL SAMPLE

Fewer saw tv show than read "Life" but more
viewers recalled commercials than print ad.

40

Lile vs.

New product was introduced with S6

that *Life’ got more readers, but tyeg!

Among points made in sPoONsOR's All-
Media Evaluation study was that com-
parisons of media are difficult and,
when they are accurate, rare. Yet 1t
is possible to test one medium against
another when conditions are carefully
controlled, sPONSOR’s study concluded.
One such instance, recently revealed,
was the introduction of a new product
in which virtually equal sums were
spent on a color spread in Life and a
single tv show. The article below tells
what happened,

(sponsor’s  All-Media
study. which appeared in 26 parts, has
been reprinted in book form. Copies
are now available at &1 each.)

Evaluation

W * *

0“6 of those rare opportunities for

a clean-cut media test came up in the

fall. two television seasons ago. Client
N\ (the company prefers anonymity}
bought the last half hour of Your
Show of Shows for a one-shot. At al-
most the same time Chient \ used a
double-page color spread in Life. Tom
Coffin, NBC rezearch manager. moved
quickly to take advantage of the
chance for a magazine vs. tv study.

He felt conditions were right be-
cause:

1. The product was new. with no
advertising history in any medium.

2. The tv show was one of the most
popular.

3. The magazine was the most pop-
ular of all that carried advertising.

1. The campaign was to be limited
to one tv half hour and one magazine
-pread. The tv advertising was to ap-
pear on 1 October. the magazine ad
on 20 October: no other media were
to be used.

5. The costs of the v
magazine ad were very close. approxi-
mately 200,000 for each.

Here then was a chance to find out
which medium could deliver more ad

show and

impressions per dollar and which was
more effective in driving home a sales
message.

Advertest Research of New Bruns-
wick, N. J., was retained to make tlie
study.

Here are the highlights of Adver
test’s findings:

1. More people could remember
having seen the tv than the Life ad-
verlising.

2. More than twice as many peojile
could describe the contents of the b
advertising than the Life adverltising.

3. The tv show was more than three
times as effective as Life in driving
home sales points.

4. The tv show was equally effec-
tive with both men and women. Life
less 0 with women.

5. Only in general exposure did
Life exceed the tv show. and even this
margin lestifies in reverse against the
eflectiveness of Life and in favor ef
Your Show of Shouws.

How the test was made: A\dyertest
Research conducted 2,908 telephone
interviews in the New York area.
{Non-tv owners were included.) Of
the calls. 1.252 were made the day
after the tv show, 1.656 the week fol:
lowing the appearance of the Life test
issue. Half of the calls following Life's
issue date were made the first three
days. half seven days after publication.
to allow for readership accumulation.
Respondents were asked these simple
(questions:

1. Had they seen the last half hour
of Your Show of Shows? (day afler
show onh )

or

2. Had thev read the test issue of
Life?

3. Did thev recall the advertisiug
for the new produet?

1. Could they describe the contents
of the advertising?

SPONSOR




i media test ”

ilf‘:,” $60,000 tv show. Survey shows

TOTAL SAMPLE

7%

AS RESULT OF “LIFE"

16%

8 o ege J - - £
ur of audience’s ahility to recall sales points “~ paash M

Tv show made deeper impression; tv viewers
could "play back" sales points twice as often.

.

Exposure: Of those interviewed the
‘day following the tv show, 25% re-
ported having seen the last half hour.
Of those interviewed the week after
the appearance of Life, 29% reported
having read the test issue. Life expo-
sure was larger, and superficially the
magazine might be thought to deliver
a lower cost-per-1,000.

Ad recall: Tt is obvious. however,
that magazine exposure is not equiv-
alent to ad readership, just as tv po-
tential exposure is not equivalent to
the number of viewers who may be
watching any particular show. The
fact is that in the vital “ad recall”
rating. Your Show of Shows left Life
far behind in terms of actual numbers
involved. Here is how they stacked
up:

Of the total Life sample, those who
recalled the advertising in the test is-
sue came to 12%. Of the total tv sam-
ple, those who recalled the advertising
on Your Show of Shows equalled 19% .

This means that tv was 58% more
effective in achieving ad recall.

Since these percentages are of the
total samples, they tend to hide the
weakness of the periodical in its com-
parative ability to make a dent in the
consumer. For when the “ad recall”
results are examined in the light of the
reported readership and viewing, you
find that the percentage of Life readers
who rcalled the advertising was 40,
while the percentage of tv viewers
who recalled it was 75. In other words.
less than half of those who read the
test issue of Life could recall the ad,
three-fourths of those who saw the tv
show could recall the advertising.

Another factor that may tend to dis-

e T
research

e
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tort the findings somewhat in favor of
Life is the fact that 507 of those who
recalled the Life ad also remembered
having seen the tv advertising. Only
half of the Life recallers, then, were
really new prospects.

NBC’s Tom Coffin reports that he
compared the responses of those read-
ers of the Life issue who stated that
they had also seen the tv show with
those who had not seen the show, and
found that the reader-viewer group
scored far higher on the ad recall ques-
tions than the readers alone. This sug-
gests that in reality the tv impact is
relatively greater than the available
figures show.

Content playback: [mportant as ex-
posure and recall figures are, they
are only a beginning. Once having
reached the prospect. the advertiser
faces the question of how well his
sales message is getting across. How
well, for example, could respondents
describe the contents of the advertis-
ing they had seen? First. let us see
hiow many could describe the adver-
tising in each case. The comparison
1s revealing.

Life—of the total magazine sample,
the percent who could describe the ad
contents was 7.

Your Show of Shows—of the total
tv sample. the percent who could de-
scribe the contents of the advertising
was 10.

Conclusion: In terms of ability to
achieve remembrance of ad-content,
the tv show was niore than twice as
effective as the magazine.

Put another way: only 21 of those
who read the Life issue could describe
the ad content; the comparable tv fig-
ure was 04%.

It is interesting to note that the
often-cited ability of a magazine to
build up readership of an issue with

(Please turn to page 92)

LE = 1001
300 ~ LouE
m o
200}
i
100 k-~ - - -

8.

Descriptive Detail

WORDS PER RECALLER

“LIFE" RECALLERS

TV RECALLERS

Viewers remembered more of actual details
of product operation than did "Life” readers.

77 Recall of Sales Points

IDEAS PER 100 TOTAL SAMPLE

"LIFE”

™v

Number of separate ideas and sales points ex-
pressed were added; tv led by three-to-cne.

TV vs MAGAZINE [MPACT

PLATBACK
CONTENTS

3l

READ "LIFE,
SAW PROGRAM

RECALL
ADVERTISING

(1%:1}

"Recap'' of figures in NBC TV stu hows
that tv lagged in cost-per-1,000, led otherwise.
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What's the difference between “‘on the beaceh™
and “on the log”? Read the dictionary to see

Do von know the difference between “*on the heach™ and **on
the log™ 2 I the answer's ““no.’" thix mstalliment of sroxsor’s
v Dictionary/Handbook will give von the answers. These two
Frequently uxed tv industry terms are among the words defined in
thix ixsue. But von'll do more than just inercase vour vocabnlary
by reading through the defimtions in the tv dietionary. You'll get
a new perspective on the many facets ol the television industry
today. The dictionary was compiled by Herbert True, advertising
axxixtant professor at Notre Dame. The names ol the 37 con-
sultants and contributors within the tv mdustry who helped him
comptle the dietionary have appeared previously,

O OLEO Any roll curtain or backdrop.
(continued)

OMNIES Unrecognized crowd voices.

ON CAMERA Talent or object is on
the air—being televised.

OFF-THE-CUFF Also called ad lib or
vaudeville. Phrase used in connection
with productions which are televised
without script or preliminary camera
preparation or rehearsal where the
producer calls for camera switches and
takes as action occurs. Most on-the-
scene events and many small station
studio shows are produced. off-the-cufl.

ON THE AIR Program in process of
telecasting.

ON THE BEACH Not employed or not
working steadily at moment.

ON THE BOARD The engineer or per-
sonnel on the control board or assigned

0. HENRY The tag line or climax to control room at that time

speech of a dramatic sequence consist-
ing of a surprise or twist ending. ON THE HEAD Show which starts ex-

_ actly on scheduled time.
OLD COW HAND Experienced person-

nel or staff member called upon to es-
cort important guests, clients about
the studios.

42

ON THE LINE Meaning acceptable pic-
ture is leaving here on the way to the
transmitter for telecasting.

ON THE LOG Has been entered in the
studio record or log required by FCC.

ON THE BUTTON
in timing

ON THE NOSE or
Term denoting perfection
and focus.

ONE AND ONE Instructions to an or-
chestra to play one verse and one
chorus of a musical number.

ONE AND TWO Instructions to or-
chestra or soloists to play or sing one
verse and two choruses of a number

ONE SHOT (1) Picture of a single sub-
ject, person or object filling picture
screen. (2) A script complete in one
installment. (3) A single show not part
of a regularly telecast series, as The
March of Dimes, Red Cross, Nationgl
Safety Week shows.

A complete slide as distin-
(See

OPAQUE
guished from a transparency.
Slides.)

OPEN COLD To open a show without

(a) theme: (b) musical introduction:
tc) rehearsal.

SPONSOR




OPEN END A tv kine, film or show
that leaves the commercial spots blank
to be filled in at the point of broadcast
or telecasting.

OPEN LEFT or RIGHT Command to
' place subject to extreme left or right
‘of planned picture or camera pickup.
f

OPTICAL A trick effect done mechani-

cally, permitting the combining of two

or more pictures or film frames in one,

creating wipes, montages, dissolves,
' some fades and other effects. (See Spe-
| cial Effects.)

OPTICAL EFFECTS Changes of the
photographic image as filmed in the
normal motion picture camera, pro-
duced in an optical printer.

OPTICAL PRINTER (1) Device for en-

abling images from one film to be pho-~

tographed onto another film by means

of a lens. (2) Used in making reduc-

tion prints and for special effects and
| trick work.

OPTICAL LENS Lens focusing image of
| scene to be televised on the light-sensi-
tive plate of camera tube.

OPTICAL VIEW FINDER Device on tv
camera used by cameraman to accu-
rately frame and focus scene or object
to be televised. Now obsolete. A finder
is supplied with a Zoomar Lens.

ORIGINALS Dramatic scripts written
for television as opposed to adapta-
tions, which were written for another
medium.

ORIGINATE (1) To issue a show from
a particular location. (2) To have been
the first to conceive and record a basic
tv idea, plan or technique.

ORTHICON Very light sensitive RCA
camera tube used in all cameras ex-
cept film cameras which use the icono-
scope.

0.S. Script direction meaning off

stage,

OSCILLOSCOPE Electronic tube for
viewing the picture output of a camera
chain. Usually used to evaluate and
control shading operators.

OUT A script term to show the end
of sound or music.

OUT IN THE ALLEY Obstructed or out
of the range of the camera or mike.

e
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OUT OF FRAME A motion picture pro-
jection term to denote a fault when
the film is not properly threaded over
the sprockets which results in half a
picture or two adjoining frames both
on the screen at the same time.

OUT SYNC (1) When the tv image on
a receiver screen is seen to roll verti-
cally or horizontally. It is usually the
result of the receiver circuits being out
of synchronization with the trans-
mitted signal. (2) When sound and
action are not reproducing correctly
or in synchronization. (3) Performer’s
lip movements are not synchronized
with the sound.

OUTLINE Also synopsis or scenario.
The first briefly written account of a
show or film in general terms. The
writer need not be a tv expert.

OUT TAKES Shots which are discard-
ed as unusable.

OVERBOARD (1) Too much of any-
thing. (2) Tv show which exceeds its
allotted time. (3) An excessive or over-
acted characterization. (4) Overcut,
over-portrayed, or, in music, over-in-
tensified.

OVER FRAME Term to indicate that a
speaker’s voice or sound is heard, but
the source of the sound is not seen in
the frame of the picture.

OVERLAP  Also known as dissolve or
optical. Shot in which view from one
camera is combined with another.

OYER MUSIC Voices or sounds heard
over a music background.

P

P. A. Public Address. Loudspeaker
wire system used in tv studios, usually
for directions to people who are not
wearing cans.

PACE Rate of over-all show, music,
skits or delivery of lines. A variation
of pace is used to express a variation
of thought.

PACKAGE A special show or series of
shows bought by an advertiser (usual-
ly for a lump sum), which includes all
components ready to telecast.

PAD To add action, sound, any mate-
rial to fill the required on-the-air time.

PAN or PANNING Gradual swinging
of camera to right or left across a
scene to see segments of the scene as
camera moves.

PANEL Master tv or radio control
board. Usually in master control room.

PAPIER-MACHE Substance made by
combining paper, glue and water and
usually cooked. From it are molded,
usually over a wooden or wire-netting
base, three-dimensional, irregular

DictGionary Handbool: will

be reprinted in boole form

After the complete Tv Dictionary/Handbool
has appeared in installments in regular
issues of spoxsonr (t will be reprinted in
book form. The book is designed for your
convenience as a reference; cost is $2
cach. You may reserve your copy now
by writing to Sponsor Services Inc.,

10 East 49 St., New York 17.

snapes such as statues, friezes, rocks,
plaster decorations or wood carving
effects used in tv sets.

PARABOLA or DISH PAN (1) Special
direction microphone mounting, usual-
ly circular in shape, to pick up crowd
noise, band music. (2) Circular object
used in picking up or throwing out tv
microwave.

PARALLEL Base of a platform which
is hinged so that it folds together for
easier striking and storage when the
flat top of the platform is removed.

PARALLEL DEVELOPMENT Device of
narrative construction in which the
development of two pieces of action is
represented simultaneously by show-
ing alternately first a fragment of
one, then a fragment of the other.

PARTICIPATION PROGRAM (1) A sin-
gle tv show sponsored by more than
one advertiser. (2) A program in which
the audience takes part.

PARTICIPATING SPONSORSHIP In ra-
dio and tv an arrangement whereby
two or more advertisers join in spon-
soring the same program.

PATCH IN To tie together electrically
camera chain, mikes to form circuit.

PAY OFF or PAY OFFS (1) Solution to
plot of a drama. (2) Tag line of com-
edy gag. (3) Final music selection to
conclude scene or act.

PEAKS High points in the technical
variation of visual or audio portion of
tv show which may or may not be ad-
justed in the control room before
transmission.

PEDAL PUSHER The organist who
plays background or incidental music.

L K

(Dictionary continues p

43



 repairman §

lls “em

Detroit auto aceessory store uses d.j.

LUGGARE 5757 A”Lilll;!

Wl AuTO [RADIO[WHOLESALE [RADIOS
oat” Th ' 1

participations twice a day to tell motorists

about “five=minute

stop” repair service

Point-of-use selling means getting your
message to a consumer while he’s
using your product. A new MBS study,
the Ward Daily Living Habits Survey,
helps advertisers apply this principle
by pinpointing the audience at various
times of the day (see 4 October 1954
SPONSOR, page 41). The story below
tells how a local radio advertiser—an
auto accessory shop—-puts the point-
of-use concept into practice.

* * *

"/hat's the best time to sell an auto
radio repair job to a car owner?

1’s while he’s in his car, listening
to the radio—and most aware of its
faulty performance.

That's the theory behiud the highly
effective radio advertising used by a
Detroit auto accessory and sporting
goods store, Auto Radio Wholesale.
The firm buys auto radio to sell car
radios and it~ car radio repair services.

Auto Radio Wholesale has heen hit-
ting consumers with its auto radio mes-
suages while they're listening in their
cars since February 1953. [t allocates
about of its total advertising
budget to reach men driving to and
from work. The radio budget goes for

—_—t
¢

five morning and five afternoon par-
ticipations weckly in two CKLW disk
jockev-type shows.

Walter McClelland. owner of Auto
Radio Whole-ale. believes the timing

e

case history
O A

44

of his radio messages doubles their
punch. “I never realized that radio
could produce so many prospective
buyers,” he says. “It’s a mistake on
my part that I didn’t get into radio
advertising years ago.”

McCleHand’s enthusiasm about ra-

dio is borne out by his sales volume

figures. Before starting his CKLW
schedule, the 22-year-old firm’s record
sales volume was $360,000. Now, it’s
grossing a healthy $500,000-plus each

year—a 39% increase.

Auto Radio Wholesale's Walter

owner,

&g

McClelland
with D.J.'s Eddie Chase (left), Toby David. Both are veterans in Detroit, have listener loyalty

TUY
ﬁ.

Incidentally, Auto Radio Wholesale
has no agency or advertising director,
The firm’s radio programing schedule
and commercials are the joint effort
of McClelland and the CKLW staff.

Although  McClelland carries a
complete hine of sporting goods rang-
ing from fishing rods to guns, the
backbone of his business is the sale of
auto radios and his auto radio repair
service. McClelland had long felt
drivers procrastinated when it came to

(Please turn to page 74)

(center), got 3955 sales increass




and now...NBC takes you to

NEW YORK

LOS ANGELES

and WASHINGTON, D. C.

¢

radio and television

s

. a service of @




This is Ben Grauer reporting from New York . ..

as of October 18, the FCC has authorized

to change its call-letters to

and

to change its call-letters to

WRCA 660 - WRCA-TV CHANNEL 4 .

REPRESENTED BY

W > 660
WRCA 660

W N BT channel &
WRCA-TV channe

Only the call-letters are changed. In New York,
radio advertising still sells best on 660. . .
television advertising still sells best on Channel 4.

and now to Los Angele

SPOTT SALS
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is Jack Latham reporting from Los Angeles . . .

as of October 18, the FCC has authorized

e’ Y 3 3% ¢ -

3 sl
g B |

to change its call-letters to K R C A Channel 4

Only the call-letters are changed. In Los Angeles,

television advertising still sells best on Channel 4.

and now to Washington, D. C. . .

KRCA CHANNEL 4 - REPRESENTED BY SPOT SA\LES




This is Richard Harkness reporting from the Nation’s Capital . ..

as of October 18, the FCC has authorized W M B w c/zamzez, 4
y i
to change its call-letters to w R c Tv h l 4
- cnanne

Only the call-letters are changed. In Washington, D. C., tet
advertising still sells best on Channel 4 . . . radio advertin
still sells best on WRC-TV's sister station, WRC 980.

WRC-TV CHANNEL 4 - WRC 980

A.'_L)




New developments on SPONSOR stories

Sece: Canadian Radio & Tv
Essue: 23 August 1954, page 75
V: (o) S"‘lll)jl‘(’l: W hat is happening to radio in
Canada

“Wherever vou go, there’s radio”™ in Canada too. Or. to put it
the way Canadian station representatives put it, “especially in
Canada.”

To point up the place of radio in Canada’s advertising world

today, All-Canada Radio Facilities Lid. has prepared a book called
The Listening Millions.
The hook begins by noting that “not so long ago, a radio in the
home was considered alnrost a luxury.” On the next page, it <ays
that “Now. wherever you go there’s radio—kitchen, car, bedroom,
cottage. train, living room. workshop. office.” ’

The next subject—programing. “Not so long ago.” says the
hook, “radio stations and advertisers were not aware of the impor-
fance of catering to the likes and dislikes of the listeners. Now
across Canada radio stations are identified with and have hecome an
integral part of the communities they serve.”

The book notes that “in 1953. Canadians spent over 552 million
for over 600,000 radios.”

“Not so long ago. broadcasters knew very little about merchandis-
ing the products advertised over their facilities,” is anotlier point
made in the book. “Now, radio stations promote and merchandise
advertised products in many ways, . . .7

Next comes the All-Canada commercial. 1t says that “Not so
long ago. the radio station representative was more concerned with
his sales effort and overlooked the importance of supplying market
data and station information to client and agency. Now.,” says
All-Canada, “the radio station representative recognizes the grow-
ing need and importance of providing clients and agencies with up
to- the minute station and market data.”

The last part of the book consists mostly of facts and charts (com-
bined with illustrations) about the Canadian market. Winding up.
the book says that “Radio is an established selling medium. radio
set sales are steadily increasing, radio listening is enjoyed by the
masses anywhere and everywhere at all times. Radio is the lowest

cost mass circulation medium.” * k%
See: Negro Radio Scction
Issue: 20 September 19534, page 47
0 0 S“hjec[; Status report on Negro radio

One of the largest groups of Negro radio stations sold ax a net-
work is beiug offered by Keystone Broadcasting System.

The network has 769 affiliated stations, of which 226 are offering
Negro programing. More than 1,128 station hours per week of
Negro programing is offered hy the stations, according to Keyvstone,
or an average of five hours per week for each of the stations.

KES says that 74.1%¢ of the stations are located in arcas with
10% or more Negro population. More than half—56.2¢ —are lo-
cated in counties with 20°¢ and more Nz2gro population. and 307
of the outle's are in counties with 30°¢ Negroes. Almost one-fifth,
:ays Keistone, are located in countiez with 497 or morz Negroes.

Even these stations with less than 10« Negro popul-tion are im-
portant Negro outlets because they are in d=n<ely povu'ated areas

* &k Kk
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nothing’s

too good for that
wonderful,
wonderful
greater

WHEELING

audience!

Yes Sir, the best is none too good
for the WTRF-TV audience. That's
why 26 new programs made their
PREMIERES and 40 old favorites
have returned to WTRF-TV. Adver-
tisers realize a whale of a selling job
is being done on Wheeling's BIG
station—backed up by hard hitting
promotion and merchandising. Al-
though we are practically SRO at
night some choice day times are
still available. Call Hollingbery or
Wheeling 1177 for full details.

Latest
VW heeling-Steubenviile
Pulsz result
now available!

Call Hollingbery
for details

WTRF-TV

WHEELING, W. VA,
Channel 7 « 316,000 Watts
NBC Primary « ABC Supplementary
Represented by Hollingbery
Robt. Ferguson « VP & Gen. Mgr
Phone WHeeling 1177

ow g g6 1 1ok
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FCC making speedy grants
as tv backlog thins out

Want to butld a new te station”

Issuming there's not a mutnally -exelusice applica-
tion already on file at FCC vou may he able (o get a
onstruction permit from the Conomission within a fort-
night after filing sour application.

Is the listing below indicates, the nember of grants for
new stations  which as run as high as 10 or 15 a weel:

lias reached a leveling off. That's hecause the flow

New stations en air®

F

of applications for stations has been reduced (¢, m
trickle. Some weeks go by when FCC doesn’t re ey,
one application. As a result the Commission has par
up the backlog of applications. except for those &
for hearing.

Another /0(1 potnted up by the llstmg is that may
the stations going on the air today are in seconda
marlets: Cape Girardeau, Florence, Tyler. This
because all major marlets now liare at least one stje
in operation (many now hare tiwo or more on thy
[t is estimated that nearly every market of 75.009
more is within range of at least one (v signal.

H

- -

ERP (kw)**
Visual |
)

CHANNEL
NO.

CALL

CITY &4 STATE LETTERS

SETS IN
MARKET?
1000)

NET
AFFILIATION

Antenna

e PERMITEE & MANAGEWR

CAPE GIRARDEAU, Mo. KFVS-TV 12 85

FLORENCE, S. C. WBTW 8 3 Oct, 316

TYLER, Tex. KLTYVY 7 14 Oct. 100

Hirsch Broadeasting Co.

Oscar C. Hlrsch, pres.

Robert 0. HIirsch., gen.
mgr. & chief eng.

jack Ramey. eommercidl
mor.

990 CBS NFA

Jetlerson Standard Broadh
easting Co.
Jjoseph M. Bryan.
Chartes H.
exec. vp. &
John Brock.

1B

790 CBS NFA L Bl

pres.
Crutehfield.
gen. mor.
eommerelal
mgr.

william Quinn, mng.
dir.

Melvin Purvis. manager
Robert L. Rierson, pgm.
dir and flm buyer
Emil A. Sellars, c¢hief

eng.

Luellle Ross  cansing. Py
permittee and pres.

Marshall H. Pengra, gen.

mgr.

Robert Norrls, pom. dir.
and film buyer

Hudson Collins, chief eng:

520 ABC 28 uhf

II.

New construction permits¥*

DATE OF
GRANT

CALL

CITY & STATE LETTERS

|CHANNEL
N0,

)

STATIONS |FERMITEE & MANAGER

ON AIR

|
ERP (kw)**.| Antenna

N
' Visual ‘ (ft)y*e* it

BINGHAMPTON, N. Y. WINR-TY 40 29 Sept.

FORT WAYNE, Ind, WANE-TV 69 29 Sept.

PETERSBURG, Vo. 1 Oct.

3] s

Southeen Tier Radio Ser-
vice Inec.

Oonald W. Kramer, pres.

E. R. Vadeboncoeur. v.p

Donald J. Duvall. sec.

Nelson L. Kidd, treas.

Holl -

190 560 1 294 vht

Radio Fort Wayne Ine.
C. Bruce McConnell, pres.
Robert B. McConnell.

99 432 93 uht

v.p.
Stokes Gresham Jr.. vp
Frank E. MeKinney.

treas.
H. Schmidt.

Ear) sec.

Petersburg Televislon

316 158 NFA

p.

Thomas G. Tinsley Jr.,

pres

Irvin G. Abeloft,
Carter

v.p.
Myers Jr

v.p
Alcxander Hamilton IF

see.
Benjamin T, Kinsey.

treas.
Jzmes L. Dodd,

sec

asst.

el

105
216

8 Ot

rani

b

on @

BOX SCORE

Post-freeze ¢.p’s granted (ex-
cluding 32 educanonal granis;

Tr
'51)
U.S. homes with tv sets (1
Ang. '51)

€. 8 (1 Aug.

31.036.0005

homes in

369!
296 638

“Tinth

th

since sl preese
l‘()\ SOR Ums ¢
the t¥ 5T

IM«'

radio station which Js granted a e Bl<o represents the new v operation.

lumn




KTVU

HALF A MILLION WATTS FROM HALF A MILE IN THE SKY
Channel 36

gives grade A coverage of

SACRAMENTO
STOCKTON

and
MODESTO, CALIFORNIA

A market area of over a million people with over 112,000 UHF television homes

525,000 watts of ON THE AIR power
affiliated with

NBC-TV

with the best of live network

' 36 NBC-TV
i Represented by GEORGE P. HOLLINGBERY COMPANY

THE NATION’'S MOST POWERFUL TELEVISION STATION

18 OCTOBER 1954




The Color-TV Film Camera that outmodes all other appr

*TK-26A

3-Vidicon Film Camera

NEW SIMPLIFIED
DESIGN
The RCA TK-26A uses 3 small,

inexpensive Vidicon cameras to
handle red, green, and blue in-

dividually (see diagram)—and a.

fixed lens-and-dichroic mirror sys-
tem —for handling color scpara-
tion. Electronic control assurcs
precise registration of the three
cameras for day-in, day-out opera-
tion, Here is the color film system
that not only handles 16- and

35-mm motion picture film —but

slides as well!

= G

.-I—H_ - -

UNMATCHED
PICTURE QUALITY

Resolution and stability are un-
matched by any other approach.
Gamma is ideal — needs virtually
no correction. Color fidelity
cquals the high-quality standards
set by RCA’s studio color camera.
Exceptional stability and precise
picture registration arc character-
istics that assure simplicity and
case of operatiocn and 2 minimum
of maintenance. Ample reserve
of light assures best possible pic-
tures from the densest of films.

— e

*TP-6BC

f;""'a\“

" *TP-6BC

16mm Professional
Film Projector

T\ 16mm Professional
gl = > . Film Projector

NEW, EASY
MULTIPLEXING

As simple and straightforward
as any monochrome arrangement,
the TK-26A includes all facilities
needed for color Alm program-
ming — slides, film, and multi-
plexer. You can interchange
slides, and 16- and 35-mm flm—
just like you do with black and
white.

*Tp-3B
" Disk 2 x
Dual Slide

EMPLOYS S
TYPE PRO

RCA's TK-26A Fi
tem works with s
television projector
RCA TP-6BC. Yo
light to handle den
at the same time ¥yO
plicated projector e«
volving moving OF
RCA’s cquipment op!
“station tested” reliab




RCA TK-26A |
NOW, “STUDIO REALISM” IN COLOR l |

—WITH 16MM, 35MM
COLOR FILM AND SLIDES

l

I

!
The search for high quality in a Color-TV film and slide )
camera is ended! %

After several years of intensive work with almost every
conceivable approach to color film and slide reproduction,
RCA -Broadcast Design Engineers have now produced a
superior film camera system matched by no other. This is
the color film system that has outperformed . ., . flying-spot
scanners . . . fast pull-down systems . . . continuous motion
arrangements . . . in actual side-by-side tests at the RCA Engi-
neering Laboratories. This is the color film system that RCA
has now adopted over its own previous ' flying-spot scanner.”

For complete technical information on the TK-26A —the
remarkable RCA 3-Vidicon color film camera that outmodes
all other approaches—call your RCA Broadcast Sales Repre-

sentative. In Canada, write RCA Victor Ltd., Montreal.

iew of the
A’s remark-
or Film Com-.
the 3-V is the
ry new, in-
dicon Camera

Important for Station Men—new brochure on :
RCA’s 3-Vidicon Camera Chain, Free, from 7~ |
your RCA Broadcast Sales Representative.

RCA Pioneered and Developed
Compatible Color Television

OUTPUTS

PROCESSING
AMPLIFIER

How It Works!

Light from either one of three
selected color picture projectors
passes into the 3-V Multiplexer.
A remotely-controlled mirror ar-
rangement reflects the incoming
image through a field lens and
into the 3-V Camera. Here, di-

3-VIDICON CAMERA

. VIDICON ||
——— ICAMERA #3f---
(GREEN) {

DICHROIC
. 2

VIDICON i

L ]
W CAMERA #1 ol 3
{BLUE)

VIDICCN | NO.2¢ .
D CAMERA =2 M1V --%,.-._.
(RED) 13 !

DICHROIC
= DICHROIC NO.4 : NO. 1

chroic mirrors and colot filters
“split” the light into three color
components—green, red; and blue,
Each color component produces

a VIDEO signal in a separate

Vidicon camera. Video output
from each camera then goes into
the Processing Amplifier in the
camera control unit.

3-VIDICON
MULTIPLEXER

Fiim
PROJECTOR
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Tv film shows recently made available for syndication

Programs issued since June 1954. Next chart will appear 15 November

U I 1 T TR R AR TR AR AT 11511 o AR Y | B
Show name Syndicator Producer Length No. in setiesl | Show name Syndicator Producer l Length |j-‘No.. in seri
ADVENTURE INTERVIEW 1
Adventure Album Interstate Toby Angulsh 15 min. 26 Spotiite of Helly- Geo. Bagnall Hollywood Spot- 15 min. 13
Jungle Macabre Radlo & Tv Radle & Tv 15 min. 526 weod LItoMNE# o0
Packages Inc. Packages Inc. —
Mandrake the ABC TV Atlantle Prod. 30 min. 267 MUsIC
Maglcian —_—
Passport to Danger ABC TV Hal Roach Jr. 30 min. 267 Fiorian ZaBath Guild Flims Gulld. Films 30 min. 9
Show?
. Frankle Lalne Guild Flims Guild Fllms 30 mlp. L1 4
—- Showt
CHILDREN'S . _
— Horace Heldt Consolldated Tv  Geo. Bagnall ‘30 min.. 28
4
Adventures of Danny Lee frwin Rosee 15 min. 130 SHE .,
Danny Dee The Guy Lombardo MCA MCA 30 min. sz
Boy's. Ratiroad Assoclatlon Associatlon t5 min. 6 o
Club Fllms Inc. Flims Inc. This (s Your lan Prod. Barrett 30 min, 2
Let’'s Draw Goo. Bagnall Frank Webb 15 min. 52 Muslc2
Playtime with Sterling. Jerry Bartell t5 min. 13
Jerry Bartell
World of Wolo Geo. Bagnall Ne\:_ Alblon 15 min. 13 NEWS
lims N o . .= .
Adventures In Sterllng Telenews 15 mién. 26
COMEDY the News
Meet Corllss Ziv 2y 30 min. 39
Archers PANEL
Meet the O'Briens  Officlal Roland Reed 30 min, 39
The Little Rascals Interstate Hal Roach 20 min. 100 Ansgens Hor Facts Forum LETLE) (B Sl ¥
Amerfcans
10 min.
DOCUMENTARY SPORTS
Impact Natl. Telefilms  Herbert Breg- 60 min. 26 All-Ameritan Sportsyision Sportsvision 30 min. Not sot
stoln Game of Week
Tenth of a Nation Essex Flims American News- 15 min. 26 College Grid Vitapix Ray Gordon {5 mir; 13
reol Classles
MWACLORALO i Chits Bing Crosby 30 min. % Greatest Fights of Mannle Baum Allan Black t5 min 52
the Century Enterprises
Pro Grid Vitapix Ray Geordon I3 min. 13
DRAMA Classics
_ » MYSTERY Sports Mirror Geo. Bagnall ‘Wiekham Film 15 min. 13
Telesports MCA Tel Ra. 30 min. 39
All Star Theatre Screen Gems Sereen Gems 30 min. 76 Digest
Celebrity Theatre Scroen Gems Screen Gems 30 min. 78 The Blg Fights The Blg Fights The Blg Flghts' 60 min: 52
Conrad Nagel Gulld Films Andre Luotto 30 min. 26
Theatre Prod. 1 . .5 min 52
Hls Honor, NBC TV Galahad Prod. 30 min. 39 T e " IS e 15 mif :
Homer Bell Film nh
Hollywood to Atias Tv Demby Prod. 30 min. 13 Touchdown MCA Tel Ra 30 min. 13
Broadway
Man Behind the MCA Procktor 30 min. 39 World's Greatest The Blg Flghts The Blg Flghts 13 min. 2
Badge Flghters in
Actlon5
Mayor of the ute Gross-Krasne 30 min. 29
Towmt
Tales of Tomorrow TeeVes G. Foley 30 min. 26 - S
The €ddle Cantor 2iv 21v 30 min. 39 VARIETY
Theatre
The Star and the Offelal 4-Star Prod. 30 min. 39
1
ster Date with a Star¢ Consolldated Tv  Geo. Bagnall 15 min. ?6:
The Whistlers CBS TV Fjlim Leslle Parsons 30 min. 39
Movle Museum Sterling Blograph 15 min. 26
B EDUCATIONAL - WOMEN'S
— e L
Popular Sclence interstate jorry Falrbanks 5 min. 77
This (s Charles TeoVeo Gregory-Harrls 15 min. 26 The Sewing 2ahler Films. Centaur 15 min. 3
L aughton Rooms

ISphl to Rhelngold in Californla,

Wazthimgton and Oregon.

white; 13 In color.
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N Y C,
Oiher murkets avallable to local sponsors.
Ttteady 13 Ot 1931

New

Another

2 In production,

8Avallable In color.
SPONSOR invites ail

Haren and Binghamton, Other markets avallable for sale to local
sAvallable 1 September.

(See film notes, page 56)

$PONSOrs.
5Formerly known as Greatest Flghts Inc.
Iv film syndicaiors (o send Informistion on new fims,

23%0ld to Pactfle Telephone

In Callfornls
€39 in black &
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With more and more money invested in film,
advertisers are demanding better and better
projection—insisting upon maximum quality at
the tube —quickest possible reaction to selling
messages. As a result, they favor stations using
the Eastman | 6mm. Projector, Model 250.

Six reasons why the EASTMAN
16MM. TELEVISION PROJECTOR,
Model 250, rates A-1 with everyone . ..

l. Variable Transformer permits raising or lowering
level of illumination to accommodate material used.
Tungsten light source—protected by standby lamp.

2. Increased Signal Strength: Optical system allows
use of high red and infrared absorbing filter.
Assures clearer pictures, greater signal strength.

3. Still-Frame Projection: With unwanted radiation
removed, and separate drive for shutter, single
frame of film can be left indefinitely in gate.

4. Refined Sound System with low flutter and
distortion gives optimum results for either emulsion
position.

5. Projection Optics: An f/1.5 optical system
corrected for the 12:1 magnification required by
television provides truly high resolution.

6. Lower Maintenance. Heavy-duty mechanism
designed for long life, trouble-free operation, minimizes
repairs. Model 250 is available for prompt delivery.

For further information address:
Motion Picture Film Department
Eastman Kodak Company
Rochester 4, N. Y.

East Coast Division West Coast Division
342 Madison Avenue 6706 Santa Monica Blvd.
New York 17, N. Y, Hollywood 38, Californio

Midwest Division
137 North Wabash Avenue
Chicago 2, lilinois
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’. Estimate your total cost per
print for the round trip — to sta-
tion and return. If you know your
total cost, enter here: $

I1f not, here’s a check list of steps
performed by Bonded to help
you estimate your total cost.
Enter what you think your cost is
for each service, skipping those
you do not now receive.

Attoching leoders $_
Mounting on reels -

Inserting commerciols _—
Cost of contoiner, reels _
Shipping _

Prin! Conlrol Record N
Cenfirmotion of woybills

Immediole check in on relurn __
Exominotion ond repoir
Cleoning

Removol of commerciols
Repert of prinl condition
Storoge

TOTAL . . . . . . &

2. Next, estimate the number
of prints {programs, features, or
commercials) you use in an av-
erage month. Multiply. Put the

total here. $ . Don't
just groan, move on to Step 3.

3. Now phone, or write, for a
Bonded TV Film Service estimate
and plan for handling your film.
It costs you nothing to find out.
And — whether your needs are
large or small, whether you now
do your own film handling or not
—you will find that Bonded can
do the job better and cheaper.

)
TV FILM SERVICE
LOS ANGELES + NEW YORK

904 N. 1o Cienego 630 Ninth Ave.
BR 2-7825 JU 6-1030

FASTER, SAFER, LESS COSTLY...

Because It's More Efficient!
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Repeat shows rate iigh: Ruimming

livs

the same show over a period of five
or ~even dayv~ pays ofl in lrigh cumu-
lative rating~ for the advertiser’'s mes-
sage.

That’s the vreport from «tations
which repeat the same movies over a
week’s span. WOR.TV. New York.
savs the first of it~ JMilhion Dollar
Movie series. Magic Town, got a cu-
for 11
evening and two matinee perform-
ances. KI1J-TV. Los .Angeles, reports
its Channel 9 Vovie Theatre <howing
of Miracle of the Bells got a cumula-
tive ARB rating of 62.2 during the
five nights it was shown,

mulative DPul<e rating of 70.7

“The only wav a local stalion can
compete with top-flight network pro-
graming.” said a WOR-TV spokesman.
“is to amortize the cost of top enter-
tainment over a period of a few davs.
\nd about the onlv wav a local station
can buck up against network ratings
is to sell eumulative ratings. Our new
Million Dollur llovie <eries accom-
plishes both objectives.”

WOR-TV savs the first of the series
reached a total of 3,110,800 homes.
On the basis of less than two viewers
per sel. that's about six million people
reached.

“To reach a comparable audience
<ays the station,
largest

in a movie theatre,”
“you'd have to fill the world’s
theatre. Radio City Music Hall. five
times a day seven day< a week for
29 weeks.”

The WOR-TV movies are shown
from 7:30-9:00 p.m. and 10:00-11:30
p-m. ~even nights a week. In addition.
there are two matinee performances
1:30-6:00 p.m. Saturdavs and Sun-
days.

WOR-TV sells minute participations
in the movies and has in<tituted what
it calls a “Grand Plan™ for the sale
of 20-~econd anncuncements adjaeent
to the movie. \n advertiser gets eight
such quiekiec announcements spread
throughont the week for £1.000. * * %

First 3D te film series: The firs
television film series ever to be sho
in 3D is expected to go into syndica.
tion early next month. according ic
the producer. Broadway Angels, Ine!

The series. Angel Auditions, consists
of scenes from various plays to ke
shown on Broadway during the cur-
rent scason. There will be 39 half.
hour films iu the series. Syndicator
i~ Elliot Hymans.

Televiewers watching the films with
special 3D glasses will get a 3D effect
on the screen; without the glasses.
viewers will <ee a «tandard 2D picture,
The 2D-31) compatible process wa- de-
veloped by L. . Dudley. f{ormerla fir
charge of Stereoscopic photography
for the British Admiralty Re-earch
Laboratories,  He' supernvising the
filhming of the -eries. Special 3D v
glasses are 1o go on -ale in drugstores
throughout the country for about 50k,

* % %

Color shooting guide: S|ould yvou
use long shots in hooting color film?
Can you get good Dblack-and-white
prints from color negatives?

These are ~ome of the questions ans
~wered in CBS TV's new “Color tele:
vision film <hooting practices™ hooklet
to guide the network’s clients and their
agencies.

The hooklet discus<e~ the fine points
of color film staging. lighting. camera-
work. film and sound 1rack-.

Here are five of the tips it gives on
color film production:

1. Costumes and bacl:gronnds should
contrast with flesh tones. Unless a per-
former’s skin contrasts in hue and
brightness with his clothes and the <et
background he won't stand out from
the rest of the picture.

2. Avord long shots, busy back-
grounds. small detall. Scenes using
long shots and cluttered detail are apt
to give a blurrnv effect on coler re-
ceivers.

3. KNeep lighting uniforni Tn the
playing area. Small variations in light-
ing often hecome exaggerated in calor
reproduction.

1. Ihigh-key lighting 1s best. Low-
kev lighting is less predictable and
tends to eive muddy reproduetion in
((l]ﬂl.

5. Closenps should be heightened.
Shot~ shonld be kept tighter than
monochrome film wark to oltain equi-
valent fine detail. * % Kk
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: WKRC”TV programming

CBS programming dominates
the Cincinnati arca day and night
over WKRC-TV.

Radio Cincinnati, Owners and Operators of

WEKRC-Radio, Cincinnati, Ohio
WKRC-TV, Cincinnati, Ohio .
WTVN-Television, Columbus, Ohio Q
WTVN-Radio, Columbus, Ohio

WKRC-TV channel 12 CINCINNATI, OHIO

Ken Church
National Sales Manager

CBS TELEVISION NETWORK —REPRESENTED BY THE KATZ AGENC
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SAVINGS BANK

INSURANCE

SPONSOR: California Savings \GENCY': Knollin

CAPSLTE CASE HISTORY California Savings uppoint-
ed Rnollin Advertising its ageney on 1 September 1952
when the bank’s total resoucces were a little over $9
million. Now the resources are around 8§13 million and,
according to James C. Kuolliu of the ageney, “the larg-
est gains have taken place since we started on KEAR.
Results continue excellent. Client reports that *the money
contimes to pour in’ and also that they have had a num-
her of loan application from KEAR listeners.” Cost of
30 winutes datly 1s $42 for tuane.

KEAR, ~an Fraucisco PROGRANM: Candlelight & Wine

sults

e oo =

MEDICINE

SPONSOR: A. 1L Cox AGENCY': 1ipg
CAPSULE CASE HISTORY: When the Cli7] salma,
suggested that Cox buy one announcemeat nighe o
the station’s after-midnight Niteshift program, u @
surance agent agreed to a trial run—but didn’t g,
much faith in either the time or the program’s abiiy
sell insurance. “The trial run s now over,” Cox reap
wrote the statiou, “and I caun safely say that N [
has been responsibe for more insurance safes thaiy \“

other advertising promotion . . . we are renewin,fu
one year.” Daily cost of the camnpaign is 82.50,

CJVI, Victuria PROGRAM: Nuo

SOAP FLAKES

SPONSOR: Knolar “Nola” Flake AGENCY: McKee & AllE
CAPSULE CASE HISTORY: A/[pr (lez'p[()’)fng g B
larger-size package of soap [lakes, the sponsor uess
(1) to get the new packages on grocers shelves. and %
to get housewives to take the packages off the shey
Two participations weekly were bought on K
Kapers at a weekly cost of 8120. After 13 weeks. &
president of Knolar said, “The Nola advertising on bE
has done the best job of any single advertising eflors
increase Nola sales. It provided the extra distribus
and extra push which was necessary to start our &%
curve ristng in this competitive market.”

WIP, Philadelphia PROGRAM: Kitchen has

DIAPER SERVICE

~PONSOR: The Lexino Co. AGENCY: Direct

CAPSULE CASE HISTORY:  This sponsor sells direct to
drug stores but uses radio advertising to stimulate con-
siwwer sales. Lexino has been runniag participations on
the daity Polish-American Hour (9:00-10:00 a.ra.). plus
an announcement schedule at various times. After re-
newing the full schedule recently. the sponsor wrote
WSCR: “Cougratulations on a mightily well-run radio
station and a proved receptive group of histeners.” Class

B aanouncements and participations, at the 260-time
rate, are 30,10 ecach over WSCR.

WSCR, Seranton PROGRAM: Polish-Amernican Hour, Anncts.

SPONSOR: Dy-Dee Service AGEXNCY: Dy

CAPSULE CASE HISTORY: Lpto a year ago. Ed Pr
manager of Dy-Dee. spent up to 147¢ of the firm's sa
revenue for advertising: it went into direct mail and
rect contact with about 707 of the prospective wothe
in the area. Since using radio advertising, however, (
company has increased sales by one-third. yet approp
ates only 77 of ils sales total to radio advertisin
Price uses participations (200-time rate, $8). “We |
lieve that in radio we have fowad the most efficie
method of selling,” he says enthusiastically.

KPIO, Phoenix PROGRAM: Make Mine Mus

HOUSES

e

COOKBOOKS

SPONSOR: Thitehinean Realty Co, \GENCY : Direct

CAPSULE CASE HISTORY As its first venture in radio
advertising, this sponsor bought a tiwo-hour rewote pro-
gram hroadcast from its Sunny :cres and Mar-Lee Man.
or developnuents. After the fr\l show, three houses were
sold (time cost was S1824v. Pleased with the results, the
firm signed for 13 more remote shows. one weekly, amd
five announcements daily for 13 weeks (20-time rate
for one-minute announcements is §9.35). At the end of
the second week. six homes were sold: after the third.
nine qcere sold until the firm reached a peak of 29 sold
in one week. Sponsor called results “fabulous.”

KTLN, Densver PROGRAM: Two-hour remotes, Announcements

SPONSOR: Cookhook Xale AGENCY: Direx
CAPSULE CASE HISTORY:  The spoasor. publisher o
the Encyvelopedia of Cooking. offered a new cookboo
every week for 26 weeks on WIAM. The cookbook
were available in four grocery chains in the WA
listening area. llowever, the radio announcements wete
the only advertising used by the publisher. At the ena
of the carupaign. the sponsor wrote to the station and re:
ported that more than 327.000 cookbooks and bindets
were sold as a result of the WIAM advertising. Sales,
lnppml any previous campaiga. the sponsor said. Class
"B announcements (520-tirue rate) are 852 each.

WHAM, Rochester PROGRAM: Announcement:




Ming a song
of silos...

a pocketfull
of sales!

18 OCTOBER 1954

A few months ago the Marietta Concrete Corporation of
Marietta, Ohio — world’s largest builder of pre-cast concrete-
stave silos — opened a branch plant in Nashville to serve the
burgeoning Southern farm market.

To get the Marietta message across to the farmers of the
Central South, Marietta’'s agency in Nashville — Noble-Dury
and Associates, Inc. — bought an early morning 15-minute
time segment three days a week, dubbed it the Marietta Farm
Journal, and featured market and weather reports, country

music, and facts about Marietta silos presented by John Mec-
Donald, WSM’s Farm Director.

Within a few weeks, eight separate crews of silo builders
were hard at work in the area. Seven silo sales resulted
directly and immediately from one week’s inquiries drawn by
the program. ‘This one week’s sales would have made our
entire investment in WSM programming worthwhile,” says
Marietta’s advertising manager Jack Anthony. To which
Marietta’s president, F. L. Christy adds: ‘“We consider this
advertising on WSM the most successful radio advertising in

our experience.” (Marietta has been going strong since 1916.)

So to successful sales of siding, sideboards, silks, silver, and
scores of other items including kitchen sinks, we proudly add
silos. Whatever the product, WSM offers proof of selling
power. For further details contact WSM’s Tom Harrison or

S M Nashuville

Clear Channel o 50,000 Watts

any Petry Man.
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THE FIRST TOP RA'
AVAILABLE FOR LOCAL

EXTRA POWER IN YOUR SALES PROGRAM!

Co - ordinated promotion with local offices of
the public agencies featured in this series can
give your product the broadest kind of tie-in with
the “'"Man Behind The Badge’’ in your community!

Fl

Contact your MCA-TV office TODAY!

NEW YORK: 598 Madison Avenue
BEVERLY HILLS: 9370 Santa Monica Blvd.
ATLANTA: 515 Glenn Building

BOSTON: 45 Newbury Street

CHICAGO: 430 North Michigan Avenue
CLEVELAND: 1172 Union Commerce Bldg.
CINCINNATI: 3790 Gardner Avenue
DALLAS: 2102 North Akard Street
DETROIT: 837 Book Tower

SAN FRANCISCO: 105 Montgomery Street
SEATTLE: 715 10th North

ROANOKE: 3110 Yardiey Dr., NW

NEW ORLEANS: 42 Aliard Blvd.

SALT LAKE CITY: 727 McClellan Street
CANADA: 111 Richmond Street, Toronto, Ontario .




WORK TV SHOW
GIONAL SPONSORSHIP

'NEW HALF HOUR DRAMAS,
'MADE EXPRESSLY FOR TV

£ /EEK, THRILLING, TRUE-LIFE MELODRAMAS DONE IN DOCUMENTARY STYLE.

All the facts taken from files of police, fire, and treasury departments,

eservice, sheriffs’ offices and many other agencies dedicated to public service throughout the

country. Each episode a new drama that appeals to every member of the family!
Produced by BERNARD J. PROCKTER, the man behind
“T-Men in Action,” ‘‘Big Story,” ‘‘Playhouse 15,”

and many other top TV shows!

© YOUR HOST AND NARRATOR,

CHARLES BICKFORD

You get added prestige and impact with }
this distinguished star of stage and. screen doing ’ ’
the tribute to the “'Man Behind The Badge"’
for you each week.




DR Asks... |

Is it “poor taste’ to make @ singing commercial

out of a well-known publie domain tune

THE PICKED PANEL ANSWERS
NEED GOOD MUSIC, NOT JINGLES

By George R. Nelson

Nelson Ideas. Schenectady

Most “*jingles™
are in poor laste.

Any sales ma-
terial that is worn
and tired and
hackneyed —rau-
cous and repeti-
tions — any type
of sales approach
that irritates and
alienates rather than interests and en-
is most definitely in poor
taste. Whether a musical announce-
meunl is in poor laste or good taste is
not determined by whether the basic
melody lies in the public domain or is
covered by Washington copyright on
original material.

Most “jingles” don’t belong on the
air — have no right to intrude with
their unimaginative tawdriness in the
average American home. Good qual-
ity music definitely does belong on the
air-—definitely is welcomed in the av-
erage American home. There is no
reason under the zun why songs that

tertains

sell commercial productz and services
can’t be every bit as good—every bit
a~ cutertaining- -every hit as appeal-
ing as those song= which bear Victor.
Decca. Columbia, VMercury. MGM, and
other famons labels,

The public resents vour taking a
well-known. well-loved public domain
tnne and mmaking an irritating litle
hodgepodge of advertising clichés out
of it.

H you take that same tnne and put
the best quality talent—the best musi-
cians and the best name simgers avail-
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able on the spot—if you record it with
meticulous care -— if the lyrics and
treatment are actually original and dif-
ferent and in good taste—you will re-
ceive welcome letters from the listen-
ing public, and show correspondingly
better sales results.

The public is most rightfully fed up
over its collective ears with the usual
drivel leard and seen on radio and
television. The public welcomes that
which is fresh and new and interesting
in musical sales material, whether the
hasic melody employed is a well-known
tune or an entirely original composi-
ton,

You have no right to ask hsteners
and viewers lo accept that which is
cheap, shopworn, irritating and intru-
sive—regardless of whether it is based
on a song well-known or a song vou've
just composed.

You have every right to expect that
listeners and viewers will gladly wel-
come that which is pleasant and enter-
taining and truly melodic — and it
makes littte or no difference who wrote
the song originally.

A QUESTION OF JUDGMENT
by Phil Davis

President, Phil Daris Musical
Enterprises, Newe York

This question is
by far too gen-
eral to be an-
swered
unqualified yes
Primar-

with an

or no.
ily, one who is
acquainted with
the variety of
problems
fronting the advertiser at the many
different levels, and who appreciates

con-

o forum on questions of current interest

to air adrvertisers owd their agencies

the wide range of circumstances ane
objectives pertaining to the use of mu
sical commercials will understand that
the definition of good or poor laste
is relative to the individual case.

Actually, the use of public domain
music for advertising purposes seems
to be more a question of judgment
than one of taste. “Yankee Doodle”
might be the best answer for a small
local advertiser with a low budeget
and limited creative talent at hand.
but if used on a national basis the
same song might prove to he extreme:
Iy poor jndgment.

H we limit the area of discussiun
to the national level where adequale
budget= and top brains are available.
then we sincerely question the wisdom
of using a public domain tune.

As a first consideration. the produe-
tion cost of a musical commereial. be
it original or public domain. is a sub-
stantial item. If an advertiser uses a
public domain tune. he can neitler
protect his investment nor build equity
in a musical trademark that could and
should be one of his most valuable
advertising properties.

Also. remember that the amost im-
portant fundamental characteristic of
every eflective musical trademark is
individuality. Carefully plauned and
skillfully created music will afford a
signature as individual as the brand
name and even without lyries can es
tablish immediate product identificar
tion.

It is dificult to get this clear-cut
identification with a public domain
tune. For no matter low frequently
a sponsor delivers his message to the
tune of “My Old Kentucky Home.” a
goodly portion of listeners subcon-
sciously will he thinking as inuch about
the Kentucky Derby as about the

SPONSOR




!erits of the product. Obviously the
lles impact is diffused.
' Another reason it is difficult to get
.ar-cut sponsor identification with a
1blic domain tune is conflict of spon-
.'-rship. Let us assume a national man-
‘acturer of mattresses decides to use
3rahms Lullaby” as his musical
ademark. There is nothing he can
5 to stop a regional or local mat-
‘ess company or any other company
‘om using the identical tune. He has
o control whatsoever over it.
From a technical standpoint. there
te many more reasons that favor orig-
1al compositions for use on the na-
ional level, but when it comes to a
uestion of good judgment and taste,
(Please turn to page 116

“Poor taste”

The following letter appeared
in the letters-to-the-editor column
of The Los Angeles Times on 9
September 1954:

“If there is such a thing as a
business code of ethics, then 1
would think it should most cer-
tainly apply to the field of adver-
tising and most specifically to
the singing commercial which
uses well-known, beloved old fa-
vorite tunes with modern lyrics
added designed to sell a particu-
lar product.

“It seems a kind of sacrilege
on a grand scale when ‘Jingle
Bells’ blares forth not during the
Christmas season but in midsum-
mer. when ‘Clementine’ becomes
nothing but a huckstress, when
Waldteufel’s beautiful waltz, ‘Es-
tudiantina,” becomes a signal for
a thirst quencher, when any tune
for that matter which has long
been associated with enjoyment
of the tune itself now becomes
identihable with a brand name.
A better hatchet job could not
be done to our culture.

“There should be no quarrel
with those advertisers who live
up to the usual fine standards of
the business world and originate
their own tunes. Singing com-
mercials do have their place but
ouly when their tunes have not
heen lifted from the public do-
main.”

Pecey K. WALKER.
Santa Ana, Cal.

18 OCTOBER 1954

B NOW, more than ever...QUALITY COUNTS

in the
- East...

The superior

QUALITY CONTROL consistently maintained
by MOVIELAB on all film processing assignments has earned
it the jealously-guarded reputation of being the “QUALITY
LABORATORY" in the east.

More producers, cameramen and technicians throughout
the east put their trust into Movielab’s “"KNOW-HOW” and
“personalized service” than any other.

Get to know Movielab—for this is the standard by which
all film processing is judged.

— ERVICES
L C\-OCK S e

l He
FOR YOUR SCREENINGS ROUND

“SHOWPLACE_OF THE EAST”
?,_;M?v}‘ﬁl'z&?ﬁ%

Negative Developing

5 Ve
i

Ultra Violet and Flash Patch Printing

Y

Quality Control
16 mm and 35 mm Release Printing
Title Department
25 Cutting and Editing Rooms

First Print Department

o Three Channel interlock projection
* 16 mm 1772 mm & 35 mm tape \
e 16 mm & 35 mm interlock projection

.
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o
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e ~
”
. o~ Ay
i -3 4
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MOVIELAB FILM LABORATORIES, ING

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




T0 SELL

JACKSONVILLE

. (and the rich Northeast
- Florida market . . .)

BUY

|

WIHP-TV

Channel 36

§

62,500 UHF SETS-IN-USE

o
wr

e
s
L

ABC <+ NBC - DuMONT
Television Networks
§ § 8§

For rates, availabilities, and oth-
er information, call Jacksonville
98-9751 or New York MU 7-5047.

§ 8§

WIHP-TV

JACKSONVILLE, FLORIDA

216,000 watts

on Channel 36

Represented nationally by
John 1. Perry Associates

7
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Louwis J. Riggio

agency profile

V.P., Treasurer
Hilton and Riggio, New Yort

During the past two decades, Lou Riggio, partuer of the Hiltw
and Riggio agency, has< alternated between the tobacco and adver-
tising bu~iness. On ~everal occa~ion~. he combined both functions:
as vice president of Regent Cigarettes running from 1940 to
1947: advertising and =sales director of \merican Tobacco Co. dur
ing the subsequent three vears.

“When we opened our agency in 19507 Riggio told sroNsoR.
“we specialized in launching new products. Today. our arcounts
are ~o diversified. with such individual need-. that we can no longer
sav that we specialize in one field. although hoth Pete Hilton. witli
Snow Crop. and I, with Regents, have had particular experience i
new products.”

During the past vear. the agency ha~ grown by some 34'¢ ii il
over-all billings: from =3 million in 1953 to £5.5 million in 195L
Riggio anticipates that much of the anticipated extra billing will
come from radio and local tv accounts.

"\ few years ago, the air media played a relatively =mall part in
the advertising strategv of =mall or medium-~ized account-.” Riggio
continued. “Today there are few package cuods clients who consider
their advertising campaigns complete without either radio or tv.”

HAR's air billings have grown proportionately. from some 38%
in 1953 to nearly 307 of total billings in 1954.

Among its radio-tv clients, the agency numhers< Coca-Cola Bottlers
of New York. National Paper Corp. of Pa.. Colonial \irlines.

“Generallv. our pattern 1= announcements plus local prograin
ing where it's affordable.” Riggio explained. In line with this strats
egy. the Coca-Cola Bottlers of New York have just added a half-hour
tv show to their current radio-tv announcement campaign. The
show. Finders. Keepers. WABD. 7:30-8:00 p.m. ‘Thursdays. pre
miered on 7 October.

\t the end of the day. Riggio ru-hex to the Central to catch a
train to \rdslev-on-the-llud-~on. Mis current problem: helping his
wife ~teer his precocious 16-vear-old twin sons in their choice of
college.

"1 went to Yale.” says he. “Of course. I quit school to get mar-
ried but | don’t ~et myvself up as the only po-sible example.” * % *
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Just a hitle town in

Wales—with the biggest name
in the world.

In Big Aggie Land the biggest
name in selling is WNAX-570.
featuring the biggest names

in consuming.

Perhaps one of the

reasons for this is this:

We've been serving our listeners
with information and
entertainment for the whole
generation of radio.

And Big Aggie Land is one

of the richest agricultural

areas in the world—Minnesota,
the Dakotas, Nebraska, and lowa.
To be a big name in this

market, see the Katz Agency.

WNAX-570

Yankton-Sioux City

CBS

Represented by The Katz Agency

WNAX-570, a Cowles Station, is under the same manage-
ment as KVTV-Channel 9, Sioux City, the tv station
reaching 32 farm-rich counties in lowa, Nebr. and S. Dak.
with 632,000 population, $746 million in ’53 retail sales.
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Now Ready for yowr Immediate Us

THE FIRST BOOK TO ANAL
COMPLETELY THE ADVANTAGES
LIMITATIONS OF ALL MAJOR MED

The most eagerly awaited advertising book of the decade i1s fres

the press, waiting for vou to put it to profitable use. It’s the “All-)
Evaluation Study”’, containing the widely-acclaimed series of 26 SPONi\)
arti

Here for the first time, vou get side-by-side objective analyses of all &

jor media——radio, TV, magazines, newspapers, outdoor, direct mail. busi &
par,s

Here you get tips on when to use each medium . . . vardsticks to |§

vou choose the best medium for vour product . .. pitfalls to watch for w4
making media selections . . . never-before-printed media evaluation methodi
the nation’s top advertisers and agencs

The All-Media Study took 22 months to complete . . . mvolved persoal
interviews with 200 leading advertising experts and separate mail sg=
veys to more than 2000 advertisers and agencs

It can be worth thousands of dollars to vou ... vetit’s vours in permanet,
book form to use and refer to time and time again for just $4.0.

Advance sale has already absorbed a good portion of the first printn .
So make sure of vour “All-Media Evaluation Study” — send i vor
order no

NO NEED TO PAY AT THIS TIME . . . JUST MAIL THIS COUPON TODAY




‘‘“QUOTES'’

affy, President, BBDO (who wrote its completion.”

reword to the "All-Media

tion Study"} Frank Stubbs, Station Manager, KLMS
26-part study should serve as a "l am sure this will prove to be one of the
ient handbook of media evaluation most valuable things yet done in
vertisers, agency men and media the business."

ike."

R. F. Hursey, V. P. and Media Director,
Everett, Jr.. Marketing Research Foote, Cone & Belding
r, Ford Motor Co.

“Sincerest congratulations on a lively and
t to compliment you on this series remarkably impartial handling of the
t in a request for several sets after highly competitive American media scene.’
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{SOR SERVICES, INC. 40 EAST 49TH ST., NEW YORK 17, N. Y.

ne ... . copies of the ‘“All-Media Evaluation Study’’ at only $£.00 each.
[ Bill me later. [] Payment enclosed.

THE CONTENTS

Why evaluate air media
Media basics

How to choose media
Life’s new 4-media study

Beware of these media
research pitfalls

How 72 advertisers evaluate media
How 94 agencies evaluate media
How BBDO evaluates media

How Emil Mogul tests media
weekly for radio

Why these 31 advertisers don’t
use air media

What's wrong with the
rating services

How different rating services
vary in the same market

Can you set up the "'ideal”
media test

How Bloch Ding tests media
The psychology of media

Do radio and TV move goods
Conclusions by advisory board

SPONSOR’S conclusions
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ACTION m trans YOUR
message for the largest Spanish speaking
a

ACTION in top performance and pro
duetion by a skilled staff of translators,
directors, unnouncers, actors, singers
and sieians. .

ACT IO N Iin putting YOUR product in
thousands of homes in the San Antonio
area.

WE INVITE YOU TO
ASK ABOUT OUR

Knowhow
Co-operation! and
On-the-beam

R esults

Many national advertisers have sueccess-
fully invaded this profitable market
through KCOR'’s superb facilities and

PROCTER & GAMBLE
LUCKY STRIKE
GENERAL FOODS
BRISTOL MYERS
CHESTERFIELD

R. A. Cortez, Pres.
SAN ANTONIO, TEXAS

Texas’ First Spanish Station
Eepresented by
Richard O'Connell, Nat'l, Adv. Dir.
40 East 49th St., New York 17, N. Y.
PLaxa 5-9140
LOS ANGELES — SAN FRANCISCO
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(Continued from page 8)

viewers who hadu’t gone to Ed Sullivan how much the stud

in which the epic had heen unfolded set the network ha

and how many foot candles of light were used and how tl

¢ast wa~ going to have a triumphant party to celebrate tli
~how. Thi~ in addition to reams of pre-publicity about th
$300.000 talent tah of the program. It’s entirelv po==ihl
that after the show was over, all concerned wished the
hadn’t boasted of the cost of the opus because even tossin
$1.000 bills at the camera wouldn’t have made apparen
where the money went or what wisdom waz used i it~ di=
po=al. |

Further follow-up publicity, this time probablv with the
agency a= itz source, revealed that one of the live commer-
cials was rehearsed just short of a full day and co=t as much
a~ a small Renoir although I'll be darned if I could =ee how
it differed from the normal run of simple on-camera hve
copv u=ing an announcer, a few hand props. clo~eups and a
solo mu~ical tag of the most unadorned varietv. True. this
entire tone poem was= on color which should take a bit more
time and trouble but other than this. the copyv and execution
of same didn’t appear to be more involved than what most
advertizers can do with half an hour of commercial rehearsal
on any local channel.

To get back to my opening sortic. it seems unfortunate
that television people are more impressed with the money
they spend than the money they save. 1 can remember back
in the davs when a half-hour live drama co~t $5.000 and full
animation with musical track =et one back about half a< much
as it doe~ today. We hoasted. in those davs. how we did 16
mm. copv using stills and optical~ in the camera for 8300
and got them to come out pretty darn well. But the latest
boaxt~ I've heard concern only how many dollars are spent,

The agencie~ are now going out of their way to hoast their
dollar volume in televizion and relea~ing publicity about it—
<omething that was anathema to most of them in the “good
auld day<” when anonmity was both de-ired and achieved
and gro=- billing a matter for the board of directors alone to
dizecuss,

But the Dollar Derby has ehanged all that and each of ns<
1= vving (a~ well a< lving) with the other to show that we are
the number oune or two or three spender in this great new
medium. To date. however. | haven't =een a single pica of
publicity on how some one took a buck and made it do the
work of a dollar and fiftv cents. * AR
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We re Now On the Alr mth

L aktal il
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WORLD’S TALLEST
TV TOWER

acig AT

and 316 OOO watts power

2 ¢

That beacon atop KWTV's new 1572-foot tower—
tallest man-made structure in the world—marks a
new era for television in Oklahoma. It lights the way
to reception in thousands of homes never before
reached by television—a vast audience over a huge
area never before reached by any other Oklahoma
station! Along with this new tower, with its 12-bay
superturnstile antenna and RCA equipment, KWTV
brings to advertisers the facilities of its new studios,
among the largest cmd best equipped in the South-
west,

ﬁ LET KWTV PROVE ITSELF AS YOUR
STAR TV SALESMAN IN OKLAHOMA

OKLAHOMA
CITY

EDGAR T, BELL, Executive Vice President AFFILIATED MANAGEMENT KOMA—CBS
FRED L. VANCE, Sales Manager REPRESENTED BY AVERY-KNODEL, INC.
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WREX-TV

47,000
WATTS
E.R.P.

WINTER
SCHEDULE

ASSURES YOU

4 4
s Share
of the big

ROCKFORD - MADISON
AREA AUDIENCE

* Disneyland

* | Love Lugy

Xl € Steot Hour

- % Professional Football Games
* Jackie Gleason Show

| % Voice Of F

I *N.C.A.A. Collegiate Football
| * Ro-ert O Lewis Show

% Blue Ribbon Bouts

* Bob Crosby Show

* Toast Of The Town

* Perry Como
* Arthur Godfrey
* Make Room For Daddy

| Noet

¥ (.. Theawre
+ \What's My Line

«

IWEEE}“W

- ] u
3 Now Serving
‘. ,' Over 214,992

ey b
ROCKFORD - ILLINOIS
NETWORK AFFILIATIONS e ABC

REPRESENTED BY

H-R TELEVISION, INC. |
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tContinued from page 11)

ward the end of the plank. and will soon be overboard wiil
situation-comedy and mystery-adventure slanzas. Naturally
of the newly produced scries in these categories a numbe
of the more expertly put together shows will survive and de

fine job for their sponsors. Manv more. however—and
this is no daring prediction—will fail to deliver rating- and
will prove big di=appointment~ to the huyers. The inevitable
point of saturation mu~t he reached.

There are two two tv programing types, however, in which
ounly the barest beghming~ have been made. and producers
and distributors ~cem to be getting under way with projects
in these areas. Spurred by Ei 1)]1( ‘nomenal ~uccess of the
LiLerace serie~, Guild has made available new musical -eries
featuring Frankie Laine and Florian Zabach. to name just
two. And Eddy Amold completed the first of a 26-week
half-hour musical serie« called “FEddie Arnold Time” in Chi-
cago this past week.

It i= my gues~ that the weli-produeed musical series will
take itx place as a first-ranking deliverer of ratings for adver-
tisers, and that we will ~ee more and more mu-ic shows.
There would seem to be no rea~on why the fine re-ult+ pro-
duced via live music for Chesterfield by the Como =how. for
Coke by Eddie Fisher. for Chevrolet by Dinah Shore. for
American Tobaceo by it Parade -houldn’t be duplicated
for scores of other advertisers by other top quality musical
stanzas.

A second type of film programing which seems to be
getting under way this season i~ daytime-gimmick fare. Ofh-
cial has kieked off it~ own version of bingo with a show
called Time for Tune-O. and Guild has latched on to a
proved Pittsburgh local <how ecalled ft's Fun to Reduce.
which it is filming a~ a daviime -eries. I added the word
“gimmick™ to the category deseription above with no intert
to ridicule or play down. Both shows have a giveaway ele-
ment with which the ~ponsor may tie in. and certainly the
history of radio and v to date indicate that few gimmicks
are more cffective from the standpoint of moving merchan-
dise than the old giveaway—when competently done.

So much for an ecarly look at the new ~eason’s programing
and apparemt v film trends, Later in the =eason we'll be
able to check ourselves on these comments.

P. 8. —Thanks to all vou gents for your nice letters about
the new column.  Ahcays happy 1o hear from you.

SPONSOR
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jOU BUY THE COCONUT?

If you want to do a top radio job in the best part of Kentucky,
you obviously don’t need to buy the whole radio “tree”” — trunk,

roots and branches!

WAVE GIVES YOU THE BEST OF KENTUCKY — AT MINIMUM COST.

WAVE’s 509, BMB daytime area is almost precisely
the same as the Louisville Trading Area, which racks up
42.5%, of this State’s total Effective Buying Income.

WAVE PROGRAMMING GUARANTEES AUDIENCE.

WAVE is the only NBC station in or near Louisville. But
network attractions are only part of our appeal. 62 good people

ot radio (44 of them working on-the-air activities
rather than sales, etc.) give us better news,
better sports, better local programming all along the line.

WAVE alone in Louisville gives you ALL the coconut, at
the right price. NBC Spot Sales has the figures,

WAVE 5000 WATTS
LOUISVILLE NBC AFFILIATE

NBC Spot Sales, Exclusive National Representatives

k\\gﬁ MR

ou don’t buy the palm tree—

l
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Happy ulhf sponsor builds patio for Worcester station

Soncthing  new o

rels tions came to light vecently when a

station-sponsor

sponsor insisted o doing a favor for
the ~tation.

Hevewith is the story:

|aist WWORTY

W ooreester. went on the air. one of its

Decenther, when
fir<t <ponsor- was Camosse Bros,, Ine.,
of Vuburng Mass. The company. which
blocks.
boueht a series of weathercasts on the
ultf ontlet.

“We

spending our best adveriising dollar

Illill\('.\ conerete HII(] ('il](l(‘l'

weren't at all <ure we were

when we started.” Gene Camosse. trea-
~surer of the block firm. recalls.

Last March Camosse told \WWOR-
TV that “we have passed the ‘grow-
ing pain- slage aud are getting real
measarable results from our use of tel-
evision. One small example of these
i~ a recent sale of material for one
complete house.”

But the most dramatic proof of Ca-
mos=se’s enthusiasm for nhf television
was demonstrated a few week: ago.
WWOR-TY was drawing up plans for

a patio right outside the overhead door

ol the main stod'o which woul | double
as an ouldoor <tudio. When Canosse
he rd about tue patio. he insisted on
footing the bill for the entire enter-
prise. The <tation <av~ that a con-er-
ative estimate of cost for the construe-

ton i~ close to <2500 including an

onldoor fireplace and additional land-

ccaping  which  Camosse  provided.
“This iz a happy <ponsor.”
TV ob<erves, il !
Tv program producers

now *‘testing” new shows

Broadway plays frequently open in,
sav. Hartford for a “trial run™ before
going to Gotham.

Now the same principle is being
used on the West Coast with a televi-
sion program.

The Annette Kellerman show. fea-
turing one of America’s most famous
bathing beauties. iz being premiered
and tested on KEYT in Santa Barbara.
Backers of the program believe it will
appeal to late-afternoon homemaker

audiences. so it is being telecast on
KREYT Fridayv afternoons. * Xk

Swinvming pool used by Houston station for Red Cross show

addition to a v station’s
standard equipment: a swimming pool.

RPRC-TV.  Houston, recently in-
~talled a 5.500-gallon pool it~ out-

Newest

door patto at a co~t of 8175 for a new
Red Cross show. e Waterproof. The

once-a-weck show features a Red Cross
volunteer swimming instructor giving
free swinuning lessons to viewers,

The portable pool ix 18 feet in di-
ameter and three feet deep. cost= about
S0 for each “filking.”

* * X

WWOR-

Briefly . . .

This is the front cover of a 13
color booklet being mailed out
KROMA. Oklahoma City. Okla. (seeE
low). What might be under the be?
Why, a radio, of course. The KOM
promotion uses line drawings to ill:
trate all the places where radios
apt v be found: in the workshop. 3
retail stores, in the factory, at (&
heach and <o forth. The booklet poiis
out that “no matter where vou aj}

vou always have radio: iliere’s ne
substitute for the convenience of ra
dio.”

* W *

WDSU-TV. New Orleans, plans 1o
2o into local color telecasting in a big
way. Robert D. Swezey. executive vice
president and general manager of the
station. said construction has started
on new color studios directly behind
WD=U.TV's present monochrome stu.
dios. The new studios. to be ready in
about two months, are the first in the
South to he built expecially for color,
according to Swezev. “With a studio
for color only.”™ he =aid. it will be
possible for us to devote all of the

time necessary for color productions
and enable us to =chedule demonstra-
tions. clinies and closed circuits with-
outl interfering with our regular tele-
casling operations.”

W & o

Random facts department: A check
of the bobby soxers in the studio audi-
ence of crooner Merv Griffin’s Song
Snapshots on a Summer Holiday (CBS
TV) revealed that 4077 were carrying

SPONSOR



imeras. The majority had flash at-
chments, 859 of which were using
he. sponsor’s product (General Elec-
ic flashbulbs). Griffin poses for pic-

qres after his shows.
(]

0

x

All-Media

Evaluation Study

* * * radio and tv station

| Yewcomers to Oklahoma City now
eceive on-the-air introductions to
heir neighbors. WKY’s afternoon pro-
aam, Between Us Two, devotes several | )
pinutes to welcoming the city’s new ALL MEDI® sP oY -
esidents. The station sends new resi- $4.00
lents a WKY “Welcome to Oklahoma &
. it folder, and a personal note, in-
iting them to the show.

BALTIMORE—

he ey o whits marbis sreps,

* * *

Radio is bigger than ever at WNBC,
New York. The station’s accounting
department reports that for the first
-ix months of 1954 the outlet enjoyed
billings 69¢ higher than the best six
months of last year. And July sales
ran 159¢ ahead of July 1953. “Much
of the increase in business is attributa-
ble to new interest among advertisers
in radio on a local level,” George Stev-
ens. WNBC sales manager, reported.

#* & %*

The first Christmas party of the year |
was held in Chicago’s Gaslight Club
recently by Deane Carroll, the blonde |
conductor of Social Register over
WSEL-FM. Shown in the picture are |
(l. to r.) Miss Carroll; Walter “Santa”

.30
TV BASICS

television

BASICS'

1954; w5 1 o sany Two o0 oF DREE 00ES
" i B s i 3820 01 it 0 311 g S
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Kellin, Gaslight Club manager: Wil- .
lham Hallican Jr., sales manager o1 . -

. < = 1954 117 mucion naius, 29 sittien w cans
Hallicrafters Co., and Trev Marshall. R
assistant sales manager of Hallicraft
ers. The trio is being interviewed for

Miss Carroll’s program.
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(Please turn to page 112) R . P
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CAR RADI!O REPAIRS installed in the automobile, prograins tuning in at various tin

tContinued from page 1) Accordingly. McClelland signed for “We decided 1o use shows withan
participations in the Tob David Show, informal, easy-going approach.” fe.

getting their car radios repaired be- aired 6:00.9:00 2., .\Inmla_\ through Clelland told spoxsor, “hecause rhe

canse they didn’t want 1o drive W squarday. and the Eddie Chase Show,  \hen tike 1o relax at the wheel afi¢a

sil for the fes davs normally re- |roadeast 4:00.7:00 pan. Monday  Jiard day’s work or when they've Iy
quired to fix the radio. through Friday. McClelland decided  gpen up in the morning, The L

He reasoned: Why not offer an to rotate his announcements during
cight-llour repanr <ervice?  The car  the three-hour span of eachi broad-  «r and <0 on has proven tops in |
owner could ~top ol at Aute Radio  cast. On Monday. for example. the  ylarity
W halesale on his way to work, wait  \uto Radio Wholesale minute an- :
five minmtes while the radio i< re-  nomecement might be heard at 7:30
moved, thew stop off again the verv  am. On Tuesday, at 8:30, and <o on,
same day on the way home, wait an- 1n that wav the messages would reach
other five minutes while it wa~ re-  the largest possible audience of hoth

A B'G GUN

FOR

jockev <how with music. news, weg

with male listeners.

“We concentrate only on rien
cause it's always the man who ta -
care of things like buying a new ir
radio. or getting an old one fixed.”

In hue with the easy-going progre
approach, Auto Radio Wholesale ¢
mercials combine an intimate man-
man delivery with hard sell. One
the rea~ons for the success of his ¢
campaign, McClelland kelieves. i< |
loval following huilt up by hoth Tof
David and Lddie Chase.

“When they say thev endorse
product.”  MecCleltand  pointed  ou
“people believe it.” Both David a
Cha~e are familiar voices to. CKLY
li-tener-: both have been broadcastin
. the area for many years. Listenc
lovalty and familiarity with these tw
personalities make their connercial
more comvincing. authoritative.

The copy itzelf focuses on the radi
repair service. then touches on the
sporting goods department of the store
Greatest emphasis is placed on the
speed and convenience of the auto ra
dio repair service and the reliabilify]
of the firm. Auto Radic Wholesale's}
address—5757 Woodward—i= men-"
tioned at least three times in every

If you're hunting sales in the big Western Market, you're going to minute announcement. Here's a sam-
need the “big gun”—KOA—the single signal that GETS where Western- ple comnercial:

ers GO—on all of those 52 weekends a year when our ideal climate Wherever you go there's radio. Most

lures them out-of-doors! of you, like vours truly. would be lost

SELL THESE PROSPECTS! without a car radio. Many of you

® The people in 1,854,200 outomobiles, with rodios! have a car radio that acts Ules

® The 10 to 30% more people listening to out-of-home rodios on weekends! dead once in awclile. you have a lot of

® The 25% more people.per-set listening to home radios on weekends! static on it—well. the reason you ])Ill

® The people in 302 counties in 12 stales covered by the “single slation network"! (Jf] hm'fng it worked on is the jat‘l

WESTERNERS ARE ON THE GO—WITH RADIO that vou dou’t want to be inconveni

WESTERNERS GO ALL THE WAY—WITH KOA enced. and lhave vour car tied up. You

just haven't leard of Auto Radio
Wholesale-—that's all. 1t's as simple as
that— Detroit’s oldest and largest car
radio sales and service orgauization.
\Vow on the 1wcay downtoiwen tomorrow

On
These Programs
8iG TOP DOUBLE PLAY
Sundays, 7 to 9 p.m. Soturdays ond

A unique, lively show with Sundays, 110 5 p.m.—

beamed ot the weekend moruaing. drive in to 3757 W oodward.

Now if's all inside parking. they re-

on exciting circus motif and

driver! There's music, highway

four big KOA personolities troffic reports, and e ‘
hontorfolnp:nd soll ek litteninafeoluting D E NVER , move vour car radio \n fire minutes.
two top KOA personclities 1 g | L 3 5 ) . b ],(,"r(;
for you! in each hour-long Covers The Wes) eal, \ow you icon’t be late to nor/.: they
segment. nof going (o e You up. just jve ri
Call Petry .

t Please turn to page 81)
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Fast way to win a loothold

Put your message on

WTMJ-744

. . . the only station that blankets
this area containing 3,416,085
people, without counting
Chicago!

*Effective buying income.

A 2 ‘. O
i o ,\\‘ E - AN ./i;: A .
TV g st DAY
w:%‘ g - A A
Vg A ’.'Q:h%g’}"\;q‘ﬁ =5, >
x’k - v
3TTH! 3@ 2 4

Seven complete studios, a mobile Finest facilities, and master techni- Fast results from WTMJ.-TV pro-
unit, and three microwave relay trans- cians, mean outstanding quality in grams give advertisers a real check on
mitters are ready to serve WTMJ-TV ad- WTMJ-TV telecasts, 100,000 watts of the station’s performance, Today, WTMJ-
vertisers. In Wisconsin, only WTMJ-TV power, transmitted from a 1,035-foot TV is first in scheduled advertising, local

tower, assures good image within a 90-

offers so much programming flexibility. mile radius.

and national, in Wisconsin.

There's no substitute for WTMJ-TV is the only television station in Wisconsin on the air
for 115 hours per week . . . presenting local and basic NBC-TV

WTMJ_TV EXPERIENCE network programs, Due to audience and advertiser demand,

WTMJ-TV presents more programs than any other Wisconsin

5 o television station. Make it your station when you want results.

experience in television. . ;
St — to transmit network color e ; ;
programs in Wisconsin. ~ |
— to originate local color ’ , &\%L 4

broadcasts in Wisconsin.
- in the homes and hearts of

o The Milwaukee Journal Television Station
the people of Wisconsin.

Represented Nationdlly by Harrington, Righter and Parsons, Inc. New York ® Chicago ® San Francisco
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FIRST CHOICE. .

of television advertisers
well as the more than 630,0(
television homes in the nation
NINTH largest market . .

” |

ST.

Established February 8, 1947-. . . America's FIRST
.Completely Postwar Equipped Television Station

100,000

WATTS on VHF CHANNEL

The MAXIMUM POWER
authorized by the Federal
Communications Commission

-
' ’

NBC TV NETWORK

National Adverﬂsing Represenfuﬂvé:

NBC SPOT SALES

..
KSD-TV is owned and operated by the ST. LOUIS POST-DISPATCH|
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MOST PEOPLE
IN WHEELING

e,
2,

%,

.

KEY TO THE GREAT WHEELING MARKET

/) 2y by, lu
e Ul
')@"‘?@w& T e

Pittsburgh - Youngstown

IN TV TODAY

plus
Steubenville

THE BIGGEST BUY

1,083,000 TV homes for the price of 399,400!

‘CES retanich

Canton

*#54.49%, of Wheeiing’s entire viewing
audlence sow the June 13 Cleveland-Boslon
boll gome on WSTV.TV,

**589, of Wheeling's survey respond-
ents sow Senalor McCarthy’s Senate Invest-
gating Cammittee Hearings on WSTV-TV, And
the petcentage was even highetr—74 % —in the
combined Wheeling-Steubenville oreo.

Nowl
FULL POWER
(230,300 Wall}
Be realisticl Don't fimit yout thinking about

WSTV-TV's extiooidinary coveroge. The cleor from our
signol of this stotion extends for beyond 881 .
Steubenville — blankets the cich Wheeling mar. MOUNTAIN-TOP
ket — pervades the Sth lorgest morket in the TOWER
cauntry: industria! Pitlsburgh ond nearby Cantan R

and Youngstown, Yet you pay for anly o frac- oL b

tion of what you getl

wsn “TV STEUBENVILLE-WHEELING

ANOTHER AVERY KNODEL REPRESENTED STATION
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PULSE FOR DEPENDABILITY

INSTANTANEOUS!
Ratings without waiting by DAX

Pulse demonstrating new electronic program rating

system idesigned for market-by-market reporting!

You owe it to yourself and to your firm
to visit Pulse Headquarters to see the new
DAX system, the result of seven years of

development,

DAX Home Unit utilizes latest type
transistor—no tubes, no moving parts, no
tapes. Nothing for the householder to do

or mail back..

n to all

DAX Monitor totalizes tune-

programs, all stations, instantly—prints

minute-by-minute ratings.

DAX is available at'a price the industry
can well atford if this is what the industry.
wants, We await the decision—your de-
cision. DAX will supplement, not sup-

plant, stahdard Pulse. ptocedures.

This month throughout the U.S., 117,000 homes are
being interviewed for next month’s “U.S. Pulse TV"

AND URBAN COVERAGE

e e e e e = = = = -
PULSE, Inc., 15 West 16th St., New York 36
Telephone: Judson 6-3316
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HEADLEY-REED CO.

CAR RADIO REPAIRS

{Continued from page 74)

utes to remove your car radio. Some-
thing else, you can pick it up that very
same evening. . . .

After plugging the repair service.
the commercials go o to mention the
new car radios the firm offers—with
prices then brieflv names at lea-t
four or five sporting goods items,

Many of the men who drive in for
repair jobs make a special point of tell-
ing McCleHand they heard the radio
message and then decided not to put
ofl the repair job any longer. “Most
of them say thev had been planning to
get their radios repaired for a long
time. but never could Lring themseh e
to actually do it. When people start
volunteering information like that.”

McCleland.

advertising is working.”

savs “you know vour

He also notes that other departinents
of the store pick up in business as the
number of auto radio service jobs
grows. “I'm sure my service shop in
the rear of the store has been instru-
mental in pushing up sales of sporting

MeClelland savs.  “In

words, if I onh had a sporting goods

soods,” other
shop and no auto radio service, 1 don’t
think any advertising would have heen
able to draw as many customers into
this store as have come in because of
the radio repair commercials.”

For the first 20 years of its opera-
tion, Auto Radio Wholesale used no
advertising at all. Then. in 1952, when
sales look a slight dip. McCleHand
decided to use direct mail leaflets call-
ing atlention lo in-season specials in
the sporting goods line and its car ra-
In his
first year of advertising McClelland
spent about $10.000 on direct mail.

dios and radio repair work.

Although sales were higher that
vear, McClelHand still felt he
getting the most for his advertising
doltar. In ’53, he
320.000., diverted
keeping about 85.000 for direct mail
pamphlets.

wasn't

upped his budget to

757 of 1t to radio.

“There’s nothing like the immediacy
of radio for impact.”™ he savs. “When
a man’s driving. he's a readyv-made
audience for our commercials. When
he gets a booklet through the mail. on
the other hand. he's just as apt to
throw it away as to read i.”

Auto Radio Wholesale began opa-
tions in 1932 as a car radio instas.
tion firm. In those days, very fe\\!].

tomobiles came equ'pped with race

the MeClellZzd
concentrated only on installing and »
Later
branched iito other auto accessora,

from factory, and

pairing car radios. on, e
like spothights and windshield wipe.,
A few years later. he added a sportg
goods line and apphances to his b .

McCleltand

largest auto accessory and sportiy

ness.  Foday. has

goods store in the Detroit area.

Only one other retailer in Detr
combines auto accessories with =po.
g goods in i« operations. He b

used radio onlyv sporadically, * %=

CUSTOMER APPEAL

(Continued from page 39)

versity of audience taste.

What tools are available for che
Mg vour own program’s audiens
Here’s what some .

the major research firms offer.

cross-section?

ARB provides. along with rating
percentages of men. women and chi
dren listening to =pecific program
both on a national and city basis.

Pulse i~sues three network audiend
coniposition reports annually contair
ing ~imilar information, plus ‘teen-ag
and economic level breakdowns.

ARB
down the audience into age groups.
tell
size. size of family. age of family. age
of oldest child. educational level. terri
torial popularity in addition to ratings

Both Pulse and wil brea

Nielsen can also vou count

For information on how advertiser:
today use such research material i
help in program selection. sPOoNsOR
talked the A. C. Nielzen Co.

A company spokesman decried the

with

prevalent over-emphasis on ratings.

“Rating~ by themsehes.” he insist-
ed. “are not enough. ht is ridiculous
to determine a program’s fate solely
is in the
first 10 or just out of it. The pro-

on the Dbasi= of whether it

gram’s purpose is to sell goods. This
means that it must reach the right auv-
dience ni the right market.”

bt i~ for thic reason. according to
the Nielzen executive, that many pro-

SPONSOR




1th RADIO’S

Lconomy

you can afford

With radio advertising you don’t have to start all over again
with each advertising message. You can afford continuity
and frequency; therefore, each broadcast message builds on
the one that went before. Radio’s economy lets you keep
building, day after day, the year round. In no other medium

is such frequency practical.

This is the basic economy of all radio, the secret of its

tremendous advertising power.

riceless

REQUENCY

When you add to this basic economy the special efficiency of
great stations — then you have the immense force of radio
at its utmost effectiveness. Great radio stations have always
given the advertiser far more for his money —not only in

coverage but in responsiveness, prestige and believability.

To make the most of today’s great opportunities in radio,
the best plans start with the best stations. Let us tell you
some of the exciting facts about the 12 great stations we are

privileged to represent.

tHE HENRY I. CHRISTAL co, nc

NEW YORK — BOSTON — CHICAGO — DETROIT — SAN FRANCISCO

Representing Radio Stations Only

WBAL Baltimore (NBC)

KFI Los Angeles (NBC)

The Hearst Corp. WeNT o Fac, Earle C. Authony Inc.
OQ_ > I}/

WBEN Buffalo (CBS) & . WHAS Louisville  (CBS)

Buffalo Evening News N 5%, Louisville Courier-Journal & Times

o)

WGAR Cleveland  (CBS) G S WTMJ Milwaukee (NBC)

Peoples Broadcasting Corp. ‘% 3; Milwaukee Journal
WJR  Detroit  (CBS) 95 Rl WGY  Schenectady (NBC)

The Goodwill Station, Inc. 1435 5™ General Electric Company
WTIC, Hartford (INBC) Measure WSYR Syracuse (NBC)

Travelers Broadcasting Service Corp. of a Great Herald-Journal & Post-Standare
WDAF Kansas City (NBC) Radio Station WTAG Worcester (CBS)

Kansas City Star

18 OCTOBER 1954

Worcester Telegram-Gazette
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arams are cancelled (|e-pil(f their pop-
ularity.  More national
changed, he reported, bevanse research
has ndieated the desirabibty of such
a change than becanse of position in

programs are

the rating  lHneap. popular industry

views notwithstanding.

Examples: [lere are some exaniples
cited l’)\
advertisey

Nielsen which <how how an
can make use of research
information to help him in his pro-
sram determination.

bxample A, A few vears back an
advertiser with a breakfast food seek-
ing to reach families with young moth-
ers purchased a daytime radio show.
Its ratings showed the right audience
was being attracted:

Age Group Rating
16.31 8.8%
35-51 6.1%
55-plus 5.2%

This changed drastically when a pro-
gram appealing to older families ap-
peared as the preceding show; after
some time had passed. the rating of
the 16-34 group fell to 5.6%7, while the
vating of the 55-plus group rose to
.17, The younger group was shift-

NASSAU

the heart of Long Island
* K *

EFFECTIVE BUYING INCOME
$2,046,485,000

MORE THAN 17 STATES

*x X X

has a larger daytime audience
in the Major Long Island Market

WHLI

OF LONG ISLAND"

g to a competing variety show.

The advertiser then went to another
show at a new time slot,
him thi~ breakdown:

which gave

Age Group Rating
16.31 7.6%
35.51 7.1%
53-plus 3.4%

By making the change the advertis
er thus picked up 200,000 more y oung-
housewife homes than the show he had
dropped was now delivering,

Example B. Take the case of a man-
ufacturer of baking powder who wish-
es to utilize a network radio show.
this market is primarily rural. since
the urban population buys its cakes
ready-made for the most part. The
problem i< how to reach a maximum
pro~pect-filled audience without waste.
Would it be advisable for him simply
to select a well-rated <how and let it
go at that? Let us see what hix terri-
torial rating story would be if he chose
the morning Arthur Godfrey show on
radio, for example.

Godfrey, according to Nielsen
ures this spring,

ally.

fig-
is rated 3.0 nation-
But he is much stronger in ur-

ban than in rural areas. This iz shown

“THE VOICE

COUNTY

(Sales Mat.)

by the rating in the urban count
3.1 as opposed to that in the smaI[F
rural counties. 2.9. It is further siy
in the comparison of a regional
rating in the Northeast as against |e
2.1 rating for the South. For this J
ticular advertiser then. the Godfs
vehicle. while it would reach rul
areas.  would involve
waste coverage,
Example C. Quaker Oats prog:
ing illustrates the Nielsen point vy
national rating isn’t everything., &
Man On The Farm, can bu
only a 1.4 unational rating. In url
counties this drops to a poor 0.8, 1
company, however, is unworried.
in the rural counties it is interested
reaching, the rating is 2.2,
Example D. This is a highly -
cessful case of matching vehicle |
market. The radio show <elected
this rural advertiser has a modest |
national rating. and it does poorls |
the \0rlh<*a~l. In the rural eounti
however, it rides a 4.3 rating. and
the South a substantial 5.1. Takij
it a step further. you find that 0
of the total audience is in the Sou
although this area has only 227
the country’s radio homes. Does th
then. represent good program sel
tion? Yes, because 547¢{ of this (o

considerage

>h0\\‘.

pany’s sales are in the South.
In other words. the advertiser
reaching exactly the audience |

wishes in his prime market area.

Competing for sameé aundiénc
Not onh iz it important to know wh
audience vour show appeals to. b
also what audience your competilic
appeals to. The reazon. according 1
\ielsen. is that if a well-entrenched pre
gram has dominated a certain portio
of the audience for a time. it is e*
tremeh difficult for a show trying |
snare exacth the same audience t
do so successfully.

Here i~ an example involving thre
competing tyv shows: rl

Program \  was reaching mor
vounger families than any other agl
group.

than any other station.  (Conlan) Program B was appealing equally i
vounger and more mature families:

WH LI AM 1100 Program C was trying to reach th

FM 98.3 same audience as A. but all that wa

left were the older families. who wers

HEMPSTEAD n 0‘ not prospects for the product. There

e e M ‘M fore the sponsor of program C droppe

PR, GOROESKY. Fres, the ~how. although it had a good rat

Reprosented by Rambeau . y

, ing,
86 SPONSOW



WGY's HOWARD TUPPER
proves the point!

FREQUENCY IS THE CORNERSTONE
OF AUDIENCE GROWTH

During his 17 years on WGY, “Tup” has developed
a large and loyal following in the Northeast. When
he announced his morning weather show would
leave the air, WGY received more than 6000 pro-
tests in 3 days. Result . ..?

“Tup” is still going strong!

WGYGENERAL ELECTRIC
STATION

Measure of a Great ALBANY—TROY—SCHENECTADY — plus—
Badio Station 54 counties in New York and New England

epresented nationally by Henry I. Christal Co., Inc. New York * Boston * Chicago * Detroit * San Francisco

8 OCTOBER 1954 87




Peter Hilton
(President)

Hilton & Riggio, Inc.

LIKE MOST

‘“Newsworthy'”’
ADVERTISING

EXECUTIVES

MR. HILTON’

LATEST

BUSINESS
PORTRAIT
IS BY...

S

Jean Racbuna

Photographers to the Business Fxecutive

5oy Fifth Arenue, Vew York 17

'L 3-1882
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The national advertiser can obtain
research data on audience composition
o a uetwork or spot What
about the smaller advertiser? He can,
first of all. subscribe to whatever rat-
ing serviee is available in his area if
i~ budget can stand it. Pulse offers

basis.

an inexpensive spot service which will
give detailed data on audience conr-
position under age groups, economic
level and eity size. The firm reports
that a large number of spot adver-
tisers are now using this service.

The small advertiser can also con-
duct Bmited surveys of his own, if he
can devote the time and money to it,
or he can tryv to stimulate university
interest in conducting them. The val-
ue of this type of university endeavor
is iHustrated by the latest Ohio State
survev mentioned earlier. Ht was done
cheaphy, vet uncovered a great deal of
material of decided use 1o anyone ad-
vertising in the area. It is worthwhile
examining in some detail to see what
kind of material can be turned up that
enriches an advertiser’s knowledge of
the audience he wishes to reach in a
particular market.

Ohio State preference study: The
sample consisted of 1.000 tv homes.
the number of respondents 1,987. They
filled out a questionnaire which was
personally delivered and picked up
two days afterwards.

What makes this survev of particu-
lar interest are its age break-downs. of
which there are five. The trend to-
wards developing this type of informa-
tion is seen in the introduction by
Nielsen of age break-downs into its
reports, Nielsen uses three age groups.
16-31. 35-51. 55-plus.  The Ripley-
Buell study in Ohio puts the respon-
dents into the following age categor-
jes: 1118, 19-30. 31-45. 46-60. over
Gl. Pulse’s usual hreak-down i under
20. 20-29. 30-H. 45 & over:

tisers cun get break-downs in other

adver-

groups if they o desire.

The Ohio State survey dealt with a
subject not covered In all national
ri‘li“g T i(‘(‘.‘ l_lrﬂgri“n pr(‘f(’l'(‘ll('(‘..i
as statedd by the respondents. Fach in-
was ushed to select the six
program types he “liked best™ out of
21,

W hat i< importam is not the abso-

dividual

hute standing of the program types. for

the popularity of amy can vary with
the area depending on cultural. eco{
and other factors. It is the
pattern of variations in “‘liking” thatf
may be of universal interest. The ta-
Me on pages 38-39 indicates, for ex{

nonme

ample, that as listeners grow older
their liking  declines for dramatid
ty pes. comedy variety and popular mu-
s1e,

The will tend to increase hiking fo
“straight”  variety. panel quiz proj-
grams, amateur shows. public aflaird
forums. news. sermons. old-time mu
sic. “human interest” programs anu—
surprisingly  wrestling.

This tendeney to like wrestling is
particularly interesting when seen to-
gether with astonishingly big female
audience that actualh the
matches. ARB ratings for Columbus
show that on Saturday. 3 April 1954,
at 11:00 p.m. there were more wumen
watching the WLW.C wrestling show
than men. That this is no local phe
nomenon i evident from that month’s
national ARB figures: they showed
that on the same day women watch
ing Du Mont's Wrestling made uf
477 of the audience, while adult
males took second place with a closc
167. Women also held the lead. hy
the same 197. earlier that day fau
CB3’s Championship Wrestling.

watches

Why the pratt-fall= of the grunt-and
groaners should hold such an attrae-
tion for the gentler sex is not clear
Racing. t0o. seems to hold special fe-
male interest. According tu the same
ARB report. the female audience te
Racing From Jamaica was considera:
bly larger than the male—13 to 38%¢.

In addition to age and sex. Ripley
and Buell correlated viewer yprefers
ences with education and income. They
found that the higher the level of eduy
cation or income the greater the ind
tcrest in serious drama. panel quiz
shows. informative programs, gerious
music. “*homey™ or “family " type coms
edy drama. news, “straight”™ drama.
haseball. '

The less the education or the lowef
the income, the more the interest in
my stery -sus-
N .hnlo\At‘-

detective  story  drama,
pense drama. Western drama.
story” drama. “human interest” orl
give-away programs. old-time music
wrestling. ‘

1ow wideh applicable are the re
sults of such preference studies? S()llltf]

|
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onty tie NUMBER ONE srariow

OF CENTRAL NEW YORK
covers ALL

THIS MARKET!
]

" POPULATION
1% Million

*

CHOICE 'Y Y 2 Billion

in a WSS .
FIRST RATE l . b
MARKET 4 ! " .

|

WSYR'S superior facilities account o
for its coverage of a greater geographical \

5 g o= area than any other Syracuse station. But it ~
BES{ Facilities takes more than signal strength — such things as ™ f‘ |
. . i i i d station prestige, for o
CII‘CUIO‘IIOD programming ingenvity an d‘-" ,
BES.{ ' example — to account for WSYR'S head-and- ' ,
" BEST Local Progrtims ‘ shoulders leadership in circulation. DM‘
i

BEST Production Service -
DAYTIME, WSYR's weekly circulation, or penetration of

BEST Customer Servicé radio homes, is from 22% to 220% better than that of any
z other Syracuse station. NIGHTTIME, WSYR’s circulation is
from 31% to 212% better. That is significant leadership,
in an important market.

o — - e

NBC Affiliate

SOURCES: Caverage and Penetration — Broadcast
Measurement Bureau.
»F

Papulatian and Buying Power — Sales
Management, 1954,

'For‘ Details ~— ask == THE HENRY I CHRISTAL COMPANY

5KW % SYRACUSE * 570
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rescarch people have no faith in them
at all. on the ground that no precision
i~ possible. Others feel that they are
helpful if o=ed cautionsdy, that their
~nzgestiveness miny be of as<istance m
helping to orientate further <tudy.

Listeners available: The Ohio State
pilot ~stndy utilizes an interesting con-
1.000
H lists the number of men

cept: “Listeners available per
homes"
and women per 1000 homes. accord-
ing to age, who are “at home. awake

and mvailable to histen to radio or iele-

vision programs,” for every half hour
between 6:00 a.m. and midnight, Mon-
day through Friday. during a week in
\pril TOSE

A~ might be expeeted, the number
of women available is greater than the
number of men at practically all hours
of the day. More important—by and
large the available audience for radio
and i s fairly mature.

[ere i~ what the andicnce age pic-
ture looks like in Franklin County :

L. ‘The majority of the available au-

dience 1s past 30 vears of age,

KFYR-tv is now transmitting to an even
greater portion of the heart of the rich
Midwest market with 100,000 watts
maximum power. A 100 mile 4ign|f
radius with & coverage area of 38,500
square miles. Let KEYR-QV (call letters
familiar from over 30 years of outstand-
ing radio programming) show you how
to increase the power of your sales
message to this booming Midwest
market.

90

@ Represénted by JOHN BLAIR

KFYR.w
CHANNEL 5

BISMARCK, NO. DAK.

2. the largest single group. accorc
ing to the Riplev-Buell classificatios
falls between the ages of 31 and 45,

3. There are far availabl
listeners 46 or over than 30 or unde:

4. The least important group is i
the 14-18 category.

The actual listening of the respon
dents to tv was tabulated by Riple
and Buell. The largest iumber of fe
male viewers was in the 31-45 ag
group, followed by the 19-30. the 4(
O0. the “over 017 aud the 14-18 ag
groups in that order. they found.

Faen during the period—betwee
5:00 and 7T:00 p.m.  when the 19-3¢
age group was large-t. it representes
only one-third of the total female ks
tening audience. And it was exceedes
for half the time by the 106-00) ag

niore

2roup.

Thi~ emphasis on age was even mor
pronounced in the case of the men
From 4:00 pm. on. the 40-60 ag
group led in size until 9:00 p.n.. afte
which the 31-45 age group took over

It is interesting that in hoth the mal
and female categories the “over 6l
group was substantial. while the 14-l
group was almost negligible.

Even though these figures are o
one county onh. and therefore
necessarily accurate for any other ¥
the country. the information containe
about the small size of the availabl
‘teen-age group may give broadcaster
pause. How many. for example. ar
programing their stations with po
records built around a hep «.j. whos
appeal is mostly to youngsters. Ohi
State’s Summers wonders. Both th
Ohio State and the \ielken spokesmer
incidentally. raised this point- the
felt that many stations are beamin,
their programs= to a minority.

These views are supported by th
over-all Ripley-Buell finding that ra
div listening tends to decline after th
age of 30. while v listening tends t
imcreaze with age.

Listening habits vary
area. and future county studies wi
he helpful in providing informatior
on specific markets. 1t will he intex
esting to ~ee if the program preferenc
tendencies found in Franklin Coung
will be repeated elsewhere. Two sim

from area |

lar projects are slated by Ohio Stat
for the near future. in Utah County
l{ tah. and two rural counties in Alz
bama. They will be used 1o “check
the information provided in the G

humbus sidy., * X

SPONSO,




Totem Poultry

H all the 5,585,152 chicks resident in Indianapolis’ rich
farmland countryside were iaid onec atop the other, they'd
make a totem poultry 1,396,363 feet tall—roughly 1,370
tinies as high as WFBM-TV's new tower which is no bantam-
weight as towers go—1,019 feet high, with new 100 KW

]power.

This would represent a tough poser to our claim as pro-
prietors ol the highest structure in these parts, but we're
not worried. After all, what could such a {owl tower do be-
sides fatten the bigger-than-average incomes of their better-

than-average owners?

It might make a tremendous circus attraction for the
76,089 furm operators in our 1Y-county primary coverage
area. But they'd soon get tired ot the pullet pole, and turn
back to their TV sets (most have ’em) and to WFBM-TV

(most tunc to us).

There’s lots else this chicks’ obelisk couldn’t do that our
new tower is doing. It couldn’t help you tap the $369,039,-
293 worth of farm income our farmers earn. It couldn’t
talk in more than a babel of clucks to the 1,865,194 per-
sons inour A and B contours alone—nearly half the popula-
tion ol Indiana.

Enough, then, ol chicken-pie in the sky. Come on down
a few hundred thousand leet and tell your story to the
prosperous farmers and city folks of WFBM-TV’s primary
coverage area through the top of our tower. Until the
chicks decide to go piggy-back, our tower is still the tallest,
powerfullest in sight, in the best site you ever picked to do

business.

Just ask the Katz men.

INDIANAPOLIS

Affiliated with WEOA, Evansville; WFDF, Flint:
WOOD AM & TV, Grand Rapids
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8-COUNTY AREA
Population—446,200

Buying Income $654,171,000
70,000 UHF SETS (5-1-54)
ONLY $225 BASE RATE
THE PERFECT TEST MARKET
CBS- NBC - DUMONT-ABC NETWORKS

MUNCIE,

92

INDIANA

“LIFE” VS. TV

(Continued from page 1)

titne meant little in this test. The first
bateh of Life interviewers was com-
parcd with the fater group to reveal
that although readership was up slight-
h. content recall was not. “There was
no pereeptible tnerease in the {mpact
of the magazine as time passed,” <uaid
A\dhertest.

Advertest Research  uncovered an
oddity not at all {lattering to periodi-
calz. which have prided thenrselves on
being the housewife’s prime national
medium. The test showed that while
for television eontent playback was ef-
fective for both mweun and women. for
Life, it wax “much poorer among wom-
en than among men.”

Qualitative tv superiority: <~ |y
addition to this quantitative spread,”
<ays the Advertest Research report,
“we noted another difference. a quali-
tative difference. between the Life an-
swers and the tv answers. The tv an-
about what the advertising
showed gave much more detail. Read-
ing them over comeyed the feeling
that the people who saw it on tv had
learned much more about the prod-
uct than those who read in the maga-
zine. Their descriptions were much
more detailed and exact. Thev seemed
to understand much better how the
product worked. what its =ales points
and advantages were.”

This is an evalution hased on exam-
ination of answers. [s there any way
to corroborate it with statistical facts
not subject to personal interpretation?
By adding the number of sales points
recalled by each respondent. Advertest
Research provides a comparison on
the bacis of sales ideas absorbed per
100 persons sampled.

swers

Recall of Sales Points per 100 Persons
Lije 12
Your Show of Shows 39

The research organization is of the
opinion that “these are perhaps the
most important figures in the whole
studv. . .. This is a measure which
cuts through the welter of circulation
ratings. reader=hip. ad noting and oth-
er conflicting bases. to the heart of
advertising impact: for every hundred
people. how manv ideas implanted?
The ratio favors television 3 to 1.7

How ix this superioritv of v to be
explained?  Cautious NBC research
manager Tom Cofim offers the follow-

ing reasons as possible factors:
“Ordinarily people tend to logk at
ads out of an initial product interest,
while others <kip them as a rule, un
less stopped by something very un-
usual. Tv. on the other hand, is likely
to add to this audience a broader
group which it succeeds in catching
and interesting because of its dyvnam-
ic nature. Secondh, we are all famil-
iar with the principle of the superior
unpact of the moving over the statie
image. This i~ particularly important
when a product i~ being demonstrated.
Ty is especially suited for demonstra.
tion. which it can show as no printed
page possibly can. Next. the produet
was which lent itsell to vi-ual
demonstration: it was< thus well suvited
to tv advertising. I might sayv. by the
way. that the color spread used in Life

one

was a first rate ad. one that would un.
doubtedly be considered highly effec
tive by the industry.”

All this. Coffin points out. does not
necessarily mean that tv is always the
superior advertising medium: it dees
suggest, however. the kind of results
that can be obtained when a clean-cul

comparison is possible, O

WHAT'S SPOT RADIO?

(Continued from page 35)

1. Although advertisers are not sup
posed to qualify for the over-all NAT-
SAT discounts if they use less than the
15 stations and daily frequency of aii-
nouncements. Blair executives told
<PONsOR: “Allowances will be made in
the case of advertisers who can’t use
certain areas due to the fact that their
products are not sold in these areas.
A slight amount of flexibilitn is al-
lowed in the number of times a day

announcements will he aired on a few
stations. due to local scheduling pecu-
liarities.”

2. There is no hard-and-fast rule
about the time of day in which an
advertiser’s commercials will he aired.
Obvioush. like any big radio rep firm.
Blair has more customers sho want
high-rated morning shows than those
who want to bhuy nighttime radio in
tv markets. As a rule of thumbh. Blair
executives sav that the NATSAT buy-
er~ will have a daily schedule on each
announcements in
morning. afternoon. early evening and
nighttime slots. “However.” said Tuck:

(Please turn to page 96)

station  of four
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Great Friends!

Storied for his great stature and prowess, Paul Bunyan
has become an apt symbol for the Northwest Country, land
of tremendous wealth and vitality.

Over the past thirty years, since its beginnings in October
1924, one radio station has been the Northwest’s best
friend and neighbor...providing news, entertainment and
enlightenment keyed with unerring accuracy to the

tastes and needs of the Northwest. To the point where
Northwest radio and WCCO Radio are, in truth, practically
synonymous. To the point where WCCO Radio, with its
primary coverage of 110 counties in four states (an area
of more than 86,700 square miles and 992,400 families),
commands a larger weekly audience in 82 of these counties
than any of the more than 200 other radio stations whose
signals are heard in the area!

If you would do big things in Paul Bunyanland, remember
that it takes a giant to do a giant’s job. You need the

Northwest’s 50,000-watt giant... \WC CO RADIO

Minneapolis-St. Paul

For 30 Years Good Neighbor
to the Northwest
Represented by

CBS Radio Spot Sales
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OW necessary 1s t

How necessary is advert

I rade paper advertising for a logical televis
radio station 1s no different than brand-name advert
for a can of beans or a pair of

'I'he product needs a push. And advertising provides the

Many stations have no business using trade papes ad

ing because they have little or no potental for national b
But if your station merits consideration by a national ¢
gional advertiser then trade paper advertising is necessary |

For what is a trade papér but an advertising ve
especially and uniquelv designed to carry the messag
industry to their special

Radio and television stations are fortunate that within their

are some trade publications of outstanding quality.
exceptional merit and service are recognized throughout ind
and trade paper ¢

Thus valid advertising vehicles designed to help sell
station to national and regional buvers are available to ¥
just as your station 1s available to help sell a se
machine or a breakfast cereal to a logical audi

High among the publications available to a tv or radio
1s SPONSOR, the only magazine whose total ec
concentration is on ty and radio-minded ¢

*1f yvou haven't scen the No. 1 ad in this series, “Why is a #8
like a telews jon station?” we'll gladly send you a copy ap

"PONSOR 1he magazine radio and to atie#

| e




per advertising

e

utives, ad managers, timebuyers and other important
sion-makers.

eadership, regular readership, and thorough readership
INSOR leads the field.** Its use-service is the talk of the
.. Its rates are among the lowest 1n the field.

at more can any advertiser ask of an advertising vehicle?
55 it pay to advertise your station?

ou use trade paper for your tv or radio station, you
t do better than SPONSOR, the magazine radio and tv

artisers use. For example:

**1953.54 COMPARISONS OF BROADCAST TRADE PAPER READERSHIP

| “f read” “I read regularly” “1 read thoroughly”

Publication 1953 1954 1953 1954 1953 1954
SPONSOR. 86% | 8e6% 63% 68% 32% 42%
BROADCASTING 68% | 77% 68% 58°% 39% 31%
"TELEVISION 53% | 73% 56% 45% 20% 24%
VARIETY 55% 51% 52% 44% 29% 27%
RADIO DAILY 40% . 40% 62% 43°% 35% 32%
BILLBOARD 47% 44% 31% 22% 8% ) 16%

survey by CORE, 1954 survey by Alan C. Russell Marketing Research.
agencies and advertisers surveved; only broadcast publications at least one year
time of survey included; only Standard Advertising Register and National

ter Agency List used as sources; 1100 questionnaires mailed and 245 returned.

%L’d like to tell you more

about SPONSOR. Mav we?




WHAT'S SPOT RADIO?

tContinued from page 92)

et Scoit, ex-BBDO thmebuyer now in
charge of Blair's radio salex develop-
ment, “pending approval of onr sta-
tion~. we can mahe adjustment for the
advertiser who wants to reach a <pe-
cific andience, such as housewives or
working men.”

3. Since the whole NATSAT plan
resembles. to some degree, network ra-
dio in ease of hining (one order. one
bill aflidavit) also a

one there s

TOWER

& POWER l] l =

WIBW'’s new tower is UP—all 1010 feet of it!
WIBW'’s power is UP—now a full 87.1 kw!

WIBW’s audience is UP—more than doubled!
We're laying a sharp, clear picture into 36

P o > >

>

>

VY H F

_The Kansas View Point
COST PER
THOUSAND
HOMES

<& <&

96

counties—from southern Nebraska
over into lowa . . . across Kansas . . .
into northwest Missouri.

COVERAGE UP 112%
You can reach these 125,000 TV homes at an
unbelievably low cost per thousand. More
than half of them will be able to receive
WIBW-TV programs for the first time. Better
call your Capper Man NOW.

WIBW & WIBW-TV in Topeka

network-like  streamlining  available
through Blair in the handling of com-
mercial copy.  Commercials. for the
most part, should be done live, Blair
men feel, to get the full value of the
audience loyalty afforded local radio
personalities. Blair will distribute and
handle live copy or fact sheets if an
advertiser wishes. But an agency can
retain its function of routing and han-
dling copy and or transeriptions if it
prefers to do so.

Researeh: The advantages of the

!
!

.. . clear
and well

CBS—DU MONT—ABC
Interconnected

TOPEKA, KANSAS
Ben Ludy. Gen. Mgr.

KCKN in Kansas City

Kl < e < < < < e < <

DOWN

NATSAT plan, from  the research
standpoint, according to the Blair irm
are extremely simple: mass circulation
at low cost.

L~ing special research computed by
A. C. Nielzen for BAB last year as
well as recent Pulse figures as a base.
Blair reckons the NATSAT audience
picture as follows:

1. In terms of shéer audience size.
the NATSAT audience will be tremen-
dous, as Blair re-earchers see it. For
this calculation. Blair uses a set of
ficures compiled for the Broadcast Ad- ¥
vertising Bureau by A. C. I\'ielsen.‘
These Nielsen figures show that a spe-
cial test run last season of 21 radie
announcements per week in three large
cities (New York. Chicago, Los An-
geles) produced a cumulative audience
rating of 43.0 with an impression fre-
quency of 2.3 times per listener per
week.

(That i=. 43.0% of the radio listen-
ers in these areas were reached one dr §
more times during the week by the 21-
announcement campaign. The average
number of times each listener was
reached was 2.3 times.)

Blair research men feel that NAT-
SATs 24-times-weekly scliedule will
easilv reach the 43.0 cumulative rating
ficure with the same frequency of im-
pressions, particularly since there are
three more announcements n the
NATSAT schedule per week than there
were in the BAB-Nielsen test.

2. Switching to Pulse figures to de-
rive the cost-per-1.000 figure. Blair re-
search chief Ward Dorrell averaged
out Pulse ratings for each of the NAT-
SAT stations. added the average in-
crement supplied by out-of-home audi-
ence. figured in listeners-per-set and
arrived at a figure of 49¢ per 1.000
listener impressions. The weekly total
of listener nnpressions is huge: 20.-
160.450 per week. according to the
Blair projections.

4. The NATSAT operation, as far
ax 32-week advertisers are concerned.
i~ likely to gain. rather than decrease.
in value. Blair researchers bhelieve.
They base this assumption on the fact
that a total of 887¢ of the Blair-repre-
sented radio stations have increa-ed
the ratings of their local programing
an average of 25°¢ since 1951.

Simplicity: Tucker =cott told srox-
~or the following v response to a
query designed to determine how much
time buving effort the NATSAT plan

SPONSOR




ATLANTA’S TOP INDEPENDENT

MOVES GOODS FAST IN THIS

$100 MILLION MARKET

The WERD listening audience
predominantly made up of the
290,000 Negroes in the WERD
coverage area, IS responsive,

loyal and partial to the
specially-designed programming
of this Negro-owned and managed
1000-watt outlet.

More and more national
advertisers are discovering
that the magie formula for top
sales in one of America’s

top markets is

AMERICA’S FIRST NEGRO-
OWNED RADIO STATION
860 ke 1,000 watts

Radio Division—Interstate United Newspaper, Inec.

| Represented Nationally By JOE WOOTTON
\J J. B. BLAYTON, JR.. General Manager

18 OCTOBER 1954
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~pate~ the average agencey:
“Advertisers and agencies who have
to move quickly find that the
NAVTSAT plan will <ave them many
extra steps, Tu duplicate a <imilar ar-

will

ranzeinent would, as far a< | can cal-
culate from v own time boyving ex-
perienee. take the services of a time-
I»n_\«“l'. an as-istant. an estimator. a
billing clerk. a checker and part of an
acrount for at
four weeks of working eight honr: a

eaecutive's tine Jeast
dav in a five-day week.
NATSAT will save an

agency a good deal of money in over-

“Obvioush

head withont any los~ of commission-
able revenue. An agency time buving
departiient can £l ot the re<t of the
top market= not covered by NATSAT
in ~imilar plans with about one dav of
hard work. And. flling in the rest of
the “Top S0 markets will cot the
<pon=or only another £5.000 10 £6,000
per week.”

“We feel many advertiers will he
attracted to NATSAT in the near fu-
ture.” Scott continued. “becanse they
will know in advance that thev can
if there are availabilities
notice. and have a clear

zo into it
on =hort

That's our business. Buying radio time is
one thing — Geffing results is another.
WJIPS maintains a planned Merchandis-
ing Service that guorontees RESULTS.
WIPS has a plan to fit any potketbook.

@ui Merchandising and Promotion De-
portment won 2nd PLACE in THE BILL-
BOARD competition this year — How
good con you gef?

Let ua prove our worth fo you.

Rebert J. Mcinteth, General Manoger
SEPRILENTED OF

The Geerge P. Hollingbery Compony

% “A RADIO IN EVERY ROOM"
4 \ . .
&Y " Evansville, Indiana

idea of what they will get when they
by

Trade reaction: Ao ~PONSOR went to
press. tlre NATSAT plan was too new
to get a good cross-section of industry
opinion.  Timebuyers queried on the
snbject. for example. said in several
case~ that they wanted 1o withhold
their opinion until they had seen the
full-length Blair presentation on NA'l-
SAT and had had a chance to discuss
it with agency researchers.

However, a few industry reactions
were gathered.

\ J. Walter Thompson timebuyer.
for instance, told spoxsor that he felt
the plan was “a very interesting de-
velopment” and would “cause plenty
of industry comment.” The JWT ad-
man did not feel the Blair plan’s
streamlining of time buying should
weight the scales in it< favor. “We
try to make the best possible advertis-
ing buys on the basis of our judg-
nrent. We are not in business to try
to bring agency overhead down to a
minimum. The NATSAT plan will he
judged strictly on the basis of wheth-
er or not it is a good radio purchase.
as far as we are concerned.”

Another adman. radio-tv director of
an agency with a big auto account.
took the opposite view. “We are
sometimes called on to put together
a saturation radio campaign on a
‘crash” basis. In cases like that. we
can’t really do a skillful job of time-
buving: not enough time. The NAT-
SAT plan may be a great hoon to
agencies who have to move in and out
of spot radio on a large scale in a big
hurry. Youll know you're buving a
qna]il)' pa('kage——-nol jusl whatever
vou can scrounge.”

Competitive aspeets: Blair's \AT-
SAT plan ix designed to compete with
“big-ticket”™  media purchases. and
Blair’s presemation for the spot pack-
age plan does this in =everal wavs:
I. At no time in the presentation i~
the word “spot™ mentioned. As spoy-
<or has often pointed out. the name
“wpot radio” is not descriptive of the
medium and often leads to a certain
amount of basic confusion among ex-
ccutives who think “spot radio™ auto-
maticallv. means only ~hort announce-
ments Fetween

or commercials pro-

cram=  and vsually network programs
at that,
Fhe Blair presentation. therefore

simple.

discusses “radio” and “saturation ra-
dio” and “personality selling™ rather
than the limiting term of spot. In a
sen=e. this immediately makes the
whole presentation competitive (apart
from the streamlining of buying and
billing procedures) with network ras |
dio selling.

2. The Blair plan’s pitch is also de-
signed to -how advertisers and ageps §
cie= how the plan compares with ex-
penditures of equivalent <ize in other
media. For example:

A. The NATSAT group rate for 24
announcements weekly on 45 stations.
will purchase only about a quarter-§
page b&w ad in top newspapers in
exch of the Blair markets at the rate
of one ad per week.

B. The NATSAT rate for two dozen
announcements is less than the cost of
just two Class “A” nighttime tv an-
nouncements weekly in 4+ of the 15
markets (316.582). “Even advertisers
who alway = feel that tv i< far more ef-
fective in making impact than radio
can’t help but be impressed by this
12-to-one ratio.”” a Blair executive said..

Background: A: mentioned earlier.
the new Blair NATSAT plan is a logi-
cal development of the current trend
to make spot radio buying—bhecause?
of itz huge size and complexity —more !
It is alto an outgrowth of
earlier plans on a different scale.
Here iz a sampling of such plan~:

o Westinghouse Stations: The WBC
radio outlets—WBZ and WBZA. Bos-
ton: KYW. Philadelphia: KDKA.
Pittsburgh: WOWO. Fort Wayne: and
KEX. Portland—have for several sea-

sons offered a series of plans to ad-

vertisers who place a one-contract or-
der buving time on all or most of the
outlets. A rate
card is currently in the works. Most
recently. maximum discount on buy+4
ing at least seven station breaks week-
Iy on the five WBC stations has been
20°¢ off. For 260 or more floating
hreaks and or minutes per vear on all
five stations. the 207 group discount
applies plus an additional 20¢ more
for up to 1.000 hreaks. Program dis-
counts run up to 20 for buying all
five outletz. The new rate plan is ex+<
pected to hold closely to these dis]
count formulas.

»  Georgia Major Market Trio: Thes&
three CB3 Radio affiliatex—WAGAS
\tlanta: WMAZ Macon: and WTOC
dea'T

new “combination”

Savamnah—have a  discount

:
SPONSOR




Here's proof that better music can move
merchandise in Detroit. Faye Elizabeth sells

fortissimo as she presents the recorded melodies

many radio listeners prefer but seldom hear. And
she draws upon her own rich stage and theatrical

background to add just the right harmony of

“ w w A—M- apt comment
: FM '

Assaciate Television Station WWJ-TV The applause is terrific. Ratings show that

Basic NBC Affiliate

, Faye Elizabeth 1s consistently tops in the town’s
AM—850 KILOCYCLES—5000 WATTS

FM—CHANNEL 246-97.1 MEGACYCLES . .
noonday musical line-up.

WORLD'S FIRST RADIO STATION
Owned ond Operated by THE DETROIT NEWS Strengthen your Detroit impact with this
Notianal Representatives: The GEORGE P. HOLLINGBERY CO.

high note at noon, Monday through Friday.

(ww ) ~11~SY
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whereln advertisers get 1570 off the
combined rates of the <tations if they

Inv “equinvalent time” tannouncements  musie audiences and the growing “hi-

and programs includedy onall three  h7™ ranks,

utlet o Aiu Trails Vetworlk: Stressing “air
air talent.” the
quartet of ATN stations WING, Day-
ton; WCOL. Columbus, Olio; WIZE,

Broadeasters: This  <alesmen™ rather than

o (ood Vusi
gronp of TE “good nsic” stations.
<pearheaded Ty Nes York's WONR,
has a “package” deal of 1077 off the
combined rates if all 11 stations arve
used: 3 ofl if six or more are u-ed.
The combination rate applies to hoth

springfield. and WCMIL Tuntington—

age arrongement.
progrianis  amd  annaimceeent  pur-
chase~. The package i~ aimed particu-  any two of these <tations,

y.

]
y

" TREMENDOUS COMBINATION i\
" ALWAYS PRODUCES _S./s/

\

KXLY-TV's wider coverage PLUS power- II
ful, point-of-sale merchandising at no j
. additional cost, brings this statement |
from a very satisfied food broker: ‘l%
“For Jack & Beanstalk Canned Beans, the combi- :'/,
nation ol vour “Kitchen Kapers” program, youn ///
“What's Cooking” program and your “Parade ol / /

Products”, has resulted, at the wholesale level, in é
the lollowing figures:

We have sold 48% of an average years sup-
ply on one variety
\ 52% on another variety
1 339% 70 on another variety
\ 41% on another variety

We feel that the “Parade of Products™ program
plaved a very important role in making ecrvery
houseicife conscious of the fact that Jack & The
\ Beanstalk Beans were available at her grocery
) stare.”
signed . . . ANDREW SIMCHUK
S;mchuk Sales . . . Food Brokers

-T vwnsnmnmn

Rep.- AVERV-HNODEL
Moore & Lund: seattle, portiond

SPORANE

RICHARD E. JONES
vice pres.& gen. mgr.
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larhv at advertisers tsuch as RCA Vie-
tor) who want to reach the specialized

ao after <pot radio business aimed at
the upper midwest with a special pack-
A 57 discount off
combined rates i~ offered if vou Duy
Three or

four sations qualify an advertiser for

107 ¢ discount. The ATN figures its

combined stations serve a coverage
area representing $31. hillion m buy-
ing power.
o [ 'pper Midwest Broadeasting Co.:
For some time. this group has been
offering a pachage spot arrangement
for advertisers wishing to reach rural
and hometown audience~ in the N\orth
Central state~ like Minnesota, South
Dakota. Michigan and lowa. There
are about 75 stations v the total
group. \dvertisers who buy 10 or
imore  of these stations (equivalent
time} can get discounts on a sliding
scale that goes all the wav 10 507
off for the maximum group.

Other sales plans<—~variations in ong
way or another on the Blair plan or
clre  “packages”™ of farm programs,
news shows. trafhe bulletins. and se
on -are reported in the works at other
rep firms including Free & Peters. Kalz
\geney. CBS Spot Radio Sales and
\BC Spot 3ales.

“It's possible.”
tive. “that in the near future you may
be able to cover the nation in spot
radio in a number of different plans
with no more than a half-dozen big
contracts,” Ll A

BRASSIERES ON AIR

tContinued [rom page 37)

mentz for each cup. which makes
conform to every hust variation in
cach size.

“The first thing | thought of was the
need for demonstration—and that
meant television. But how to use tv?”

The company had tried to show its
bras on moving maodels on ABC TV's
Be Wy Guest. That was in December
19533.

“We announced in advance that
we'd be on 1. he said. “We didnt
get any pre-hroadeast protest from
viewers. but a half hour before we
were going on the air the network
banned our display. Later we tried
Du Mont. but that network also turned
thumbs down.”

Aceordingly. he said. it was decided
to try brassiere commercials on a =in-
ele station without advance fanfare—
just to test public reaction,

WPIX preview: “Ethel Thorsen has
a Sundav night fashion show on

WPIN. New York.” Klingman said,

i
SPONSOR

~ald a Blair eéxecu-.




“She was interested not only in our
new Bra-O-Matic but also in our prob-
lemi with tv. She demonstrated the new
brassiere on 10 January and 7 Feb-
ruary.”

To avoid suggestiveness while dem-
onstrating the features of the Dbras-
sieres, Miss Thorsen nsed what are
known as “long-line” bras mstead of
the bandeaux style. The “long-line”
brassiere comes to the waist, while the
more common bandeaux leave the
midriff exposed.

“The models demonstrated the Bra-
O-Matic by twisting. turning and
bending forward and backward—to
show the brassiere’s no slip. no sag.
no squeeze features.” Khingman re-
called. “Six models were used, wear-
ing both white and black cotton and
nylon lace bra styles, together with
flowing petticoats and half-slips. In
the intervals while models changed.
Miss Thorsen interviewed some of our
executives., who demonstrated the
push-button feature of the bra while
holding it in their hands.”

Each of the two tests, said Kling-
man. drew more than 500 letters. Yet

MAIL = SURVEYS
POPULARITY POLLS

not one letter was critical. There was
not one complainut of a breach of good
taste.

“They all wanted to know where

they could buy the bra.” Klingman
added.
When he saw how successful the

WPIX test was. Arthur C. Fatt, exec-
utive vice president of Grey Advertis-
ing, Exquisite Forin’s agency, became
interested in the possibilities of net-
work Fatt immediately
started working with Robert E. Heyn,
Exquisite’s vice president in charge of
sates: Herbert Leeds. Exquisite’s ad-
vertising manager: William Spencer.
Exquisite Form account executive at
Grev; Garson Reiner, Exquisite
Form’s president; and Klingman.
“By late February,” Klingman zaid,
“we were pretty sure that we would

television.

again try to use network television.
And that marked the beginning of a
six-month public program
which paved the way for the network
show.”

relations

The buildup: The last of February
Exquisite Form issued a press release

which described the tests on WPIX. A
picture of one of the models wearing
a brassiere while performing before a
tv camera was sent out with the re-
lease,

“At the end of the release.” Kling-
man said. “we hinted about our plans
to use network tv. We said simply that
a company executive ‘predicted’ that
the success of the tests would enable
the firm to use tv in a national cam-
paign.”

In March Exquisite Form was think-
ing chiefly of using spot television for
its campaign. But while still working
out a variety of possible storyboards
for spot commercials, the company
had the opportunity of optioning the
half hour following the U. S. Steel
Theatre on ABC TV.

“This was in early summer,” Kling-
man said. “We decided to pick up the
option—it looked like a helluva good
time slot—and then we had two big
problems:

*One-—what kind of show we should
sponsor.

“Two-—what
we should use.”

kind of commercials

ey (T
i 3
“‘Uncle Tom’’ Chase’s Trail Time i<
is First in the Omaha Area! ~ \“
33,628 Letters Poured into Trail Time , 7 .
{June 1, 1953-June 1, 1954) /
This tremendous mail pull is only one indication of Trail L{ 7 ' =
Time's popularity. = in7 1 < < A
LOOK AT THE RATINGS -t F \
Trail Time  Other Sta. ; ( \
Pulse—May 1954 ......:.........13.4 7.2 | E 1
Hooper—April 1954 ........ cer...13 9 &\ ¥ _ -\
American Research = 3.
Bureau—Feb. 1954 . .. ............16.1 10.6 = g

READERS OF TV GUfDE RECENTLY VOTED TOM THE MOST POPULAR

TV PERSONALITY fN THIS AREA,

Trail Time can boost YOUR sales.
WOW-TV safes manager, Fred Ebener.

W, O W TV

D 0

Affilioled wilh *Belter Homes & Gordens’* ond "*Successfut Forming’" Mogozines.

18 OCTOBER 1954

Contact your Bfair TV man or

33,628 @

-
“\

=4
LETTERS POURED
IN TO TRAIL TIME | h
{JUNE 1, 1953 —JUNE 1, 1954) o2 X
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\ bras<iere i=n't like a package of
cigarettes  wormen doir’t buy one every
weeh, Most wonmen buy from four to
<iv vearlv. Brassieres range in price
from les< than a dollar to more than
870, Exquisite Formn's range from
~ES0 to $10.95.

First of all, thew. we wanted to
mahe sare we'd get a ot of inpact.
W ¢'d have to Lie sure that we'd get our
money  back with lots of interest.”
Klingman explained to sPONSOR.

“Second of all we wanted an audi-
ence participation show that we could
use¢ for heavv merchandising tie-ins.
We wamed a <how that would bring
women into stores, that would open
up new accounts,”

While Grev Advertising wa~ looking
around for a <how. the Supreme Court
cleared Stop the Music of any lottery

imphcations  and the program was
again placed up for sale.
The program looked ideal. It was

an audience participation show and

Exquisite  Form could offer entry
blanks in it~ dealers’ stoves. To be

eligible  for jackpot prizes. viewers
would Al out the blanks while in the

HOOPER tells the KC story!

Look at these fiqures of
8:00 am-12:00 n June, ‘54.

Net A 258
Ind A 16.0
(Negro)

KUDL 13.4

Net B 10.8

Net C 9.8

Ind B 8.8

\ Net D 7.2
In just one year KUDL
proved the independent

swing to top rating. Let
your Forjoe man tell you

the KUDL-Storyl And
now Denver-too has the
|[ same  facilities with s
new KOSI. KOSI s
KUDL - programmed for
ll top listening. BUY DEN-

VER with KOSI on a real
package buyl

now DENVER roo:!
KOS' "the cosy tpot” is on the

airl Another great music and news sta-
tion, the "only" all pop
Groater Denver!

station (n
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<tore. Thev wouldnt have to buy an
Fxquisite IF'orm Brassiere, but they
would at least be drawn to the stores
~elling the garments.

This represented a change from the
previous handling of Stop the Music.
In its old davs on radio (and the old
radio fonmnat ix continued in the CBS
Radio show) anyene with a telephone
stands a chance of winning since the
telephone numbers are picked from all
the phone books in the U.S.

The television version, however, is
different in that both studio and home
audiences participate. The telephone
numbers which are called.
are limited to those who have sent in
the Exquisite Form entry blanks.

Since starting its tv series, Exquisite
Form has distributed more than 24
million entry blanks to dealers.

however.

First film effort: [y the meantime.
while the agency was in search of the
right kind of commercial~. Exquisite
Forin made its own film. It wasn't
designed as a commercial. but rather
for showing before women's clubs and
over women's programs on tv stations.
The film told women what kind of
brassiere to wear with various kinds
of dresses, showed themn how to assem-
ble a ‘brassiere wardrobe,” how to
launder a brassiere.

Braszieres were not shown on live
models. but they were held on the
model’s hand and shown on dummy
forms.  Only  “commercial” in the
three-minute film: As the nodel re-
tires, the cantera showed a closeup ol
a book lying on her bedstand. It was
titled. How to Achieve Exquisite Form.

“Nearly every television station in
the country has run the film at least
once on women s shows.” Klingman
said. “and nobudy has objected to it
for impropniety. We did get three let-
ters from people who thought the
closeup of the book title at the end
made it too commercial. however.”

During  the  summer. Klingman
dropped hints from time to time to
magazine and newspaper columnisis
about the company’s planned network
tv commercials. "By the end of the
summer. we were getting a lot of phone
calls from columnist~ a:king for more
details. Thes printed evervthing we
save then. It was pant of our “soften-
ing up’ operation. preparing the pub-
He for the comnrereials.”

Grev and Faquisite Form realized
thev had a problem in presenting hras-

sieres on v with the whele family
sitting around tv and radio sets (Stop
the Music had been signed for 67 ABC
TV stations and 125 CBS Radio sta-
tions).

In addition, they wanted to empha-
size the glamor of Exquisite Form
brassieres rather than the utilitarian
aspect which had heen used in the

fitm.

Ballet ¢ breal the ice: “\We de-
cided to us~e a ballet sequence for the
first commercial. to break the ice.”
Klingman =aid. “ln ballet people ac-
cept the abbreviated ballet costume;
we’'d use a brassiere and petticoat—
which are similar to ballet costumes.”

While the commercial was leing
filmed. two repre~entatives from ABC
TV = continuity acceptance department
stood by. approving the script scene
by scene.

«PONSOR a-hed Grace Johnsen. diree-
tor of continuity acceptance for ABC
TV. if 1t was common for network
representatives to walch commercials
heing filmed.

“It's not too common.” she said.
“but it’s done occasionallv. It’s usu-
ally done with any produet which is
or which might

new to Lelevision.

cause some trouble.”

Before a product is even accepled
for advertising. Miss Johnsen said. the
network looks at the proposed storv-
hoard and copy.

“In the case of Exquisite Form.”
she =aid. “after seeing what
planned, we wanted to sit in while the
commercial was heing made.

“This doesn’t apph only to Fir
gerie.” she added. It might also be
true of medical products.” She said
that a sponsor doesn’t have to ask
ABC for advice: usuallv the network
anticipates his need and provides as-
sistance in the case of delicate prod-
ucts.

It was felt that the best way to dem-
onstrate the brassiere’s features would
be through animation. And so a sprite
was emploved to point out, with a lit-
tle wand. the selling points of the hra
(see pictures pages 30-37).

“Byv the end of the summer we ‘were
readv to make a public ammouncement
about the commercials.” Klingman
said. “However. there were two schools
of theught abont the public announce:
menlts.

“One school held that there should
not be an advance announcement at

was
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all. That school wanted to sneak the
commercial on the air.

“The second school held that we
should prepare the way by telling peo-
ple just what was coming.”

Klingman, as the public relations
head of the company, was in favor of
the second method. He was supported
by Reiner and Leeds.

“My philosophy is this,” Klingman
said. “Whenever you have the feeling
that you might get into trouble, go on
record with what you're going to do
before you do it. Tell what you're
doing to protect the sensibilities of
viewers. Take a bold stand. This,”
he says, “is just routine public rela-
tions procedure.”

On 1 September, after dropping
hints about the comnercial all sum-
mer, Grey Advertising and ABC TV
held a press conference to preview the
tommercial, an unusual step.

Slocum Chapin. director of tv for
ABC, and Al Hollander, vice presi-
dent in charge of tv-radio at Grey,
told reporters about the problem in-
volved in telecasting brassiere commer-
- cials. They explained how the com-

- mercial was designed and then showed !
the commercial. The next day nearly \ ! |

| every newspaper in the country car- " \ 1 ‘ ’
ried stories and columns about the i '
commercial. - S ")

Protest letters: The next day Ex-

) f
'\‘.Lr @ ll

quisite Form got five letters of protest \
from one large Midwestern city. The )¢ 3
letters, all identical in content, were 1 L
from a religious group. They urged /[ I l

; i 5 . ' H

that the commercial be banned.

As a result of the five letters, the

company did not go into the city from Sandwich your spots among the TOP 20 PULSE-

which the letters were received until . . :
last week. In the meantime the com- rated programs on WBNS, and join the satisfied
pany wrote to the protestants and

Bt out that while it approciated sponsors who savor flavorful proflts from loyal

. . . . . /e . .
their interest, it thought they should WBNS listeners. The “‘piece de résistance” is a
withhold objections to the commercial . .

Wt they actually saw it. market of more Central Ohio listeners than all

Since that time, the firm says it has
received no more protests.

Newspaper columnists were lavish
in their praise of the commercial. They
all agreed that it “wouldn’t even of-
fend Aunt Minnie.”

“A funny thing,” said Klingman,
“is that a few columnists criticized the
- show itself—but said they liked the | CBS for CENTRAL OHIO |

commercials.”

other local stations combined!

ASK

B " s JOHN BLAIR
The first commercial—it was filmed

- : I.
,' at a cost of $25,000—will be used for | r I

the next several telecasts. The com- COLUMBUS, OHIO
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pam now 1~ preparing to il the <ec-
ord and third connnercials, will hase
them ready by Chrisunas,

SPONSOR saw thre nittial story hoard
for the «ccond eonmercial and watched
with tuterest while a nurither of gowns
were being fitted on a curvacious mod-
el While spoxsor pledged it would
heep the coment of the second com-
mereial a seeret, it can reveal that the
hallet <equence is not going to be
used, that the strapless Bra-O-Matic
will be demonstrated  tthe Floating-
\ction bra. a model with straps. wa~
used it the first commeercialy and that
there will be considerably more anima-
tion- and harder “sell.”

The first commercial was produced
by Filin Creations. Inc. The second
one i~ being made by David Robbins
Productions.

The vadio commercial has the same
“plot”™ as the television film. A wom-
an’s voice is heard: with an expres-
~ston of longing. she is admiring a
beautiful dres=. But she muses to her-
~elf, “"Will oy figure let me wear it?”
At this point a second voice is heard:
“Exquisiie Form will let vou wear it
Form Action

Faquisite Floating

al hAY &

MILESTONES
BMI'< <eries of program
continumities, entilled
“Milestones.” foenses the
~potlighten importani
events and problems which
hase shaped the American

«cene,

November's release lea-
lnrew five complete half-
hour <hows—ready for im-
mediate nse—-smooth, well:
wrillen seripts for a variety

of s,

“Vilestones™ for
November:

PADEREWSK!—Pranist  Patriot and
President ' Nov §)

MARINE CORPS DAY Nov 10)
VETERANS DAY (Nov 11

THANKSGIVING--We Cather To-
gether 'Nov  25%

MARK TWAIN—Ssmucl
Nov 30!

“Ailesteanes’ 15 arallable for com.
mercanl sponsorship——see yonr
local statsons for details

-—h Y. w

| BROADCAST MUSIC, INC.

" NEW YORK o CHICAGO o HOLLYWOOD
TORONTO « MO!!TRE[

Clemcens

bra.”” The conversation continges, with
the second voice telling the woman
about the bra’s construction and its
sales features. The commercial ends
as the =econd voice makes a straight
pitch: “See the Exquisite Form Float-
ing Action bra and other <tyles for
daytime and evening wear. from a dol-
lar fifty 1o ten ninety-five—at your fa-
vorite store~  NOW !”

Leeds, Faquisite Form’s ad mana-
cer. =iaid that he believes this is the
fir=t time a brassiere manufacturer has

managed to blend good brassiere mer-

chandising display and demonstration
of the sale~ features of brassieres_in
the home. in the presence of the en-
tire family. with good taste.

“I'm sure jou've :een
dancers and singers performing before
tv cameras while wearing low-cut
gowns,” Leeds said. “Some of these
girls are permitted to be deliberately
suggestive. Yel. in the past. we haven’t
heen allowed to show a girl wearing a
brassiere which completely covers her

actresses,

bosom.”
Leeds told spoasor that there were
333 Dras~tere manufacturers at latest

count. but that 16 firms do an esti-

mated 43¢ of the total business. Al-

though lrassiere~ account for only
3.1 of all apparel sales. bra adver-
tising accounts for 9.9 of all apparel
adverti-iua, He =aid brassiere com-
panies keep their <ales figures under
lock and kev but that Exquisite Form
i~ number one in the world. and prob-
ably is number one in the L.5. hs
closest competitor is Maidenform.

“Adverti~ing i~ very important in
this busine=:.” Exquisite Form Presi-
dent Reiner =aid. “'Brassieres are one
of the few items of apparel sold on a
brand-name basis. About 93¢ of all
hras are ~old under a brand name.”
He =aid he founded Exquisite Form
cnhv 11 vears ago. Now he owns 20
plants in the U.5. four in the British
txle<. e had ju~t returned from open-
ing two new plant: in Britain when
with sroxsor. Other big
markets for his brassteres are Cuba.
VMexico. Veneznela., Puoerto Rico. Sa-
no. Japan,

~ros~on talked with the v and ra-

ato networks to get the latest policies

he s;o'e

on acceptance of 'ngerte and  other
While g few

~ame of the network< had Hat taboos

advertisig, vears ago
azain=t ~uch adverti ing. ~<ince secing
the Fxgui-ite Fornr commercials come
have chaneed their mind<, Others sard

they changed their “codes™ a year or
two ago. decided 10 accept products on’
a case-hy-case basis.

The networks said they follow the
NARTB code which doesn™t cite any
that should be \
baimed. 1t merely -tates that as a gen-
eral rule only products which can be
dircusred in 2 family living room
~hould be advertised.

To learn if any other brassiere amd
girdle firms were planning Lo utilize
the air waves. sronsok talked with the
advertising departments of the largest
10 companies. Most of them said they
planned to watch tv with interest. but
that they contemplated no immediate
v advertising. Flexees. Playtex and
sarong all said they had used tv 1w
~ome extent but didn’t contemplate
adding tv or radio network promotio
at thi< time. although Sarong is now

using WABC-TV, New York, * % #

product positively

666 COLD TABLETS p
tContinved from page 33) ’

sufficient demand for the product. the
iocal druggists place an order witl
their wholesalers.

Monticello does not maintain a sales
force or detail men as they are callec
in that business. The firm relies or
advertising 1o do the selling job fo
it. Hence, Mrs. M. A. Christman. whi
has been Monticello’s ad manager fo
some 25 yvears, actually also carrie
responsibility for sales,

These have heen climbiny
steadily with the use of radio. al
rate of 5 to 1077 a year. despite ag
gressive and strong national competi
tion in the cold remedy field. Pre
portionatehh. Monticello’s ad budge
ha~ increased over the past seven year
from some $200.000 in 1947 to abev
the £300.000 level this year.

And sales too have reflected the re
sults of persistant broadcast advertis
ing in their steady climb. A small ris
annuallv. and vet a steady one in th

.-alcs'

past seven yvears: now at well over &
million.

Not that thi~ ¢climh can be attributee
to radio alone. nor even to sheer ad
vertising expenditures.  Rather. it 1 «
due to understanding of the marke
that can be ~old. and a choice of mes
sage and media keved to it. & gond
part of this total media picture is i
local newspapers. Here. the drug fin |
drives the message home visnally
There’s relatively litile reliance upe

SPONSO



NOW IN OUR 6TH
YEAR OF PROGRESS

18 OCTOBER 1954

Basic Affiliate

how to tie up a market

One way is to tie it up in colorful ribbon. Burlington Mills Corporation,
located in the Prosperous Piedmont, manufactures enough ribbon each year to
tie up all the major markets in the nation.

But the realistic way to tie up the Prosperous Piedmont into one solid sales
package is to use WFMY-TV. That way it stays tied!

Since 1949, WFMY-TV has been the key salesman in this top TV market.
Here in the Piedmont section of North Carolina and Virginia, agriculture, tex-
tiles, furniture and other booming industries tie . . . into one package ... a
2 billion dollar market for your product. WFMY-TV’s coverage of 1,733,700
potential TV viewers in this 31-county gift-wrapped package means bigger sales
and profits for you.

To tie up greater sales in the Soutl’s Prosperous Piedmont, call your H-R-P
man today for the story of the giant-size package marked WFMY-TV.

!

. !
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-

GREENSBORO, N. C.

Represented by
Harrington, Righter & Parsons, Inc.
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Sauseuin,

New York — Chicago — San Francisco

WINSTON.SALEM wmy-tv] ™ o
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m-store display - by the  Monticello
Drng Co. By the time the consumer
wilks into a ~tore, the demand for 666
must be firm in his mind.

Newspapers are nsed to make recog-
nition visnal. the that he
hears while cating breakfast or resting
at noon. comes back to him during the

message

evening when he looks at hix own local
newspaper. Monticello buys small 28-
line ads in the local daily and weekly
papers to insure its radio pre-sell. It’s
the combination that has boosted up
the sales: 60 for radio to do the
pre-sell: 4077 1n newspapers to insure
the message.

In each instance, with radio and
newspaper~ alike, thie drug firm harps
on local media, who speak the lan-
mnage of the market the product seeks
to penetrate,

“We fill the need for identification
with the local tastes by choosing local
media rather than with a program of
our own,” Jim Roberts says. “The
local station, and also the local news-
paper, have already created confi-
dence in them. We take advantage of
the pre-established personality of these
media, and use our budget for fre-
quency impact instead.”

T is WM Spectucular

106

says.

This pattern is a general one in the
cold remedy field, and it is logical in
view of the confidenee-based product
that drug firms sell. In many way~, a
radio annonneer who is selling a pro-
prictary takes the place of the local
physician or the pharmaci<t. It im-
portant therefore, that not ouly his
message but hi~ dation be keved to
the local taste.

Proprietary medicine firms have
recognized this need. and have there-
fore generally stayed with spot adver-
tising. It isu’'t the brand only that
they sell against stiff eompetition in
the field, but confidence in the very
product that they push. This pattern
then applies not only to cold reinedies,
bit to congh syrups, linaments. diges-
tive aids and headaehe powders too.

But just as city living patterns have
been changing since the war with the
move to snburbia. so have the distri-
bution outlets of the rural products
changed. The bulk of Monticello sales
still stem from the rural area some
709, in fact. But there too the habits
have undergone a change. Many pro-
prietaries that were found only on the
drug store shelves less than a decade
ago are sold in supermarkets today.
At the moment. supermarkets still ac-
count for a simall part of GGG sales,
but penetration is increasing just the
same.

There, in the supermarkets, Monti-
cello is confronted once again with the
battle for shelf space and the competi-
tion of the giants in the field. The
firm cannot spend huge sums for in-
store displays. It relies virtually com-
pletely on the direct sell to the con-
sumer. And because of this factor,
Monticello stresses stations with broad
mass coverage rather than relying only
on special-programing adjacencies.

“When people went only to the cor-
ner drug store. we were able to pin-
point onr special audience.” Robert
“But today more people than
ever shop in supermarkets. It's this
massive audience we want to reach.”

Monticello Drug Co. first tested ra-
dio in 1917, by splitting its best mar-
kets geographically. In Texas, Arkan-
sas and Louisiana the firm nsed radio
annonncements  principally.  In  the
Sonthwest thev «tayed with the tradi-
tional advertising  only.
Within six moenths the re<ults had be-
come apparent. The Southwest, with
radio, had climbed faster percentage-
wise in sales than the newspaper-only

new spup('r

areas had during same test period.

Monticello, through its ageney,
Charles W. Hoyt, did not stop experi-
menting there. They had seen the
proof that radio reached into the areas
where the 666 customers were. The
testing now was aimed at finding out
the proper combination of air effurt
to make the sales climb.

Today this pattern is local radio in
the small markets, and in the metro-
politan centers, a combination of the
large-coverage station with mass ap-
peal plus the specialized station reach-
ing con-umers Monticello has alwaye

had.

“In New York, for example, we've

followed the farm boys and the South.
ern town workers with adjacencies
near the programs they still listen to.”
Roberts continued. The New York
schedule today «<alls for announce-
ments over three Negro-programing
stations: WWRL, WLIB, WWJR.

Monticello Drug Co. has never
straved too far from its own .origin.
Born in a Florida pharmacy some 30
vears ago, 666 cold remedy was origi-
nally sold as an anti-malaria presecrip-
tion because of its quinine contents.
later as a cold remedy. but for a long
time principally in the South. Only
since World II. when masses moved
into the large industrial centers of the
North, did the firm follow its custom-
ers into ecities like New York, Chieago
and Los Angeles. The firm’s primary
aim 1s still to further penetrate its own
home ground.

The cold remedy itself began as a
prescription by the late T. S. Roberts.
who owned two drugstores in Monti-
cello at the turn of the century. As
was his custom with the medications
he prescribed, he entered it in his pri-
vate prescription book. The preceding
number in the book was #665. The
cold remedy naturally bacame #G6060.

As the popularity of the produet
spread from Monticello, T. S. Roberts
sold his two drug stores, moved to
Jacksomville and began manufactur-
ing. lle began widening distribution
through outdoor advertising. with
small cardboard signs aimed at the
farm population, and attached to
“practically every pine tree in the
South.” As states began to tax this
form of advertizing in the early "30's.
Monticello switched to newspapers to
tell the 606 story. World War II re-
strietions put the finishing touches on
that form of outdoor advertising.
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SALES GO
OVER the TOP

when your sales message
goes fo ...

MICHIGAN

« HOLLAND

® SOUTH HAVEN

e | ® KALAMAIOO “’JAcxsoN
PAW PAW

. JOSEPH

o SOUTHBEND |
o ELKHART

MISHAWAKA F

| OHIO
INDIANA
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NO\V WKZO-TV (Channel 3) has 100.000 watts of power —

now has a new 1000-foot tower — now offers you 514,000 families
within its grade B coverage area!

So NOW more than ever, WKZO-TV can help you go over
the top in Western Michigan!

100,000 WATTS VIDEO e CHANNEL 3 e 1000° TOWER

ﬂee%{)"m Slalions A S

WKZO — KALAMAZOO
OFFICIAL BASIC CBS FOR WESTERN MICHIGAN

WKZO-TV — GRAND RAPIDS-KALAMAZOO
WJEF — GRAND RAPIDS
Avery-Knodel, Inc., Exclusive National Representatives

WJEF-FM — GRAND RAPIDS-KALAMAZOOQO

KOLN — LINCOLN, NEBRASKA

KOLN-TV — LINCOLN, NEBRASKA
Associated with

WMBD — PEORIA, ILLINOIS
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It was w the 30°s too, that vast
wwamp areas of the South were cleared
ap through both states and Federal
help, and Monticello stopped stressing
the anti-malarial virtues of the 006
forumla. The finn had already found
that it~ quinine contents had proven
eflective in curing colds, and that peo-
ple had turned to it with such symp-
toms ~oon after World War L. This
fact had opened up the possibility of
wider distribution and all-’year adver-
tising for them.
petus

It also gave an im-
to Monticello for cracking the
West Coast and Northern metropoli-
tan centers,

Today Monticello Drug Co. manu-
factures eight different prodncts. sev-
eral size and form variations upon
066, including: 666 Malarial Prepa-
ration at 49¢: 060 Cold Preparation
(liquid) at 39¢: 6066 Cold Tablets
112) at 25¢: 666 Cough Syrup. (4-0z.)
at 39¢; 660 Salve, (1V6-0z.) at 35¢:
Rub-My-Tism Antispetic (3-0z.1 at 39c¢.

Some 8097 of total sales still derive
from the two sizes of liquid 666 Cold
Preparation. Over 87 of sales are in
0606 Malarial Preparation, which is
pronmoted separately in special inalaria
areas during 13-week radio campaigns

KWKW &5 (4 prererina

De Los Latino-Americanos
En Los Condados De Los Angeles
y Orange

— which means —

KWHKW is the choice

of Latin-Americans in
Los Angeles and Orange Counties

A survey of 696 completed calls made in

Spanish to Latin-American names chosen
at random from Los Angeles and Orange
Counly telephone directories showed the
following-
1ST CHOICE IN STATION
PREFERENCE

KWKW 661/2%
2ND STATION 712%
3RD STATION 7 %
4TH STATION 32,3%
5TH STATION 32 3%

MEXICAN STATIONS 3 %

KWKW

Pasadena - Los Angeles

New York Representotive
RICHARD O'CONNELL, inc.
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at the height of the malarial season.
During the past 10 years, close to an-
other 1097 has been coming from 666
Cold Tablets. The other products are
not advertised,

Virtually 959 of the total budget
is devoted to prometing the cold
remedy. and both the lquid and the
tablet form are lumped together as
described in the sample commercial
above.

Monticello’s expansion is anticipated
not in terms of products added to the
medicinal line only, although experi-
ments continue at the firm’s Florida
plant.

“What we want to do is to reach
more of the same customers we al-
ready have,” Roberts told sroasor,
“And we have found that spot radio
can spearhead our effort there.” * * *

15% COMMISSIONS

tContinued from page 30)

tives have had years of theatre, movie.
radio and television experience,
amounting in many cases to more show
husiness training than the actual pro-
ducers assigned to the show.”

A wmeasure of the importance the
agency attaches to control of a pro-
gram package is the type of agency su-
pervisor assigned to the show. Erick-
son recognized the problem when he
said: “We can have the finest contracts
in the world, drawn by the keenest law-
yers, giving us absolute control of our
packages but this control will be noth-
g but a piece of paper if the man we
send to service our accounts does not
bave the stature for the job.”

This point of view was seconded by
packager John Gibbs. who addressed
the same $A’s wneeting. e said:

“Control isn’t a theory, or a para-
graph in a contract. Control is a man.

“Take the question of keeping a
show sold. a problem that involves the
interpretation of ratings. watching the
audience trends. the cost per advertis-
ng dollar—all those technicalities that
actually are more than technicalities.
These require something beyond a
statistician, . . . They must be inter-
preted. and. as we all know i our
calmer and more reflective moments.
they must be taken with a grain of <alt
and a ponnd of human understanding.
For thix vou need not a caleulator or
a shde-rule artist  vou need a man.”
Later on in his speech. Gibhs said:

““There’s something weird about send-
ing a 8100-a-week boy to tell a $2,500
man how to do his work. There’s waste
in there somewhere; either of the hun-
dred dollars. or possibly the $2,500—
depending on who wins.”

One big factor in the advertiser’s
questioning of how inuch work the
agency does in show servicing is the
role of the networks. The agencies
themnselves fear network program crea-
tion tends to freeze them out. Even i
the case of packages created outside the
networks, Erickson pointed out, most
of them are network controlled; that
i~. the shows cannot be moved to an-
cther network. This is because the
packager. though he may want to deal
directh with the agency, finds it easier
tc do business if he works through the
retworks., This way the packager finds
his way smoothed in getting a time slot.
can get capital to make a pitot oilm or
kinescope and also benefits from the
network sales stafl working for him.

One agency account executive, work-
mg for a chient who bought one of the
Fig new shows, complained: “We're
fighting the networks like hell to get
some say in the program. Those net-
work boys don't seem to want us
around. We even have trouble when
it comes to commercials. You should
see how they were going to spot the
commercials on one show. If we hadn't
stepped in. they would have run two
of them within two-and-a-half minutes
of one another.”

A producer at one of the top two
networks agreed with the letter but not
the spirit of the agencymans com-
plaint,

“Yes, it's true that producers of the
hig shows sometimes try and keep the
agency out. But when vou're putting
on a hook show what's the agency
coing to contribute? A lot of these
book shows are versions of Broadway
Once the agency and client
o.k. the show. they can't do much
more. Thev can’t rewrite it. Oh. the
agencies have a voice in some of the
problems involved in putting the show
en. We discuss things with them. But
there’s not much reason for them to
be imvolved closely in production.”

A man with long experience in the
program business cited another facet
about agency program servicing.

“In the halcyon davs of radie.” he
said. “the agencies were really crea-
tive. Some of the top 157 houses to-
day were made by the talent they built
and the <hows thev produced. There

shows.
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Delivers a greater total audience and builds distribution for you faster
than any other Atlantd television outlet . . . because WSB-T'V is

r

The great
EA station 4

of the

‘ 1!1 \
CHANNEL 2 — 1062-FT. TOWER — 100,000 WATTS / W‘b .tv

Atlanta, Georgia

Represented by Edw. Petry & Co.
Affiliated with The Atlanta Journal and Constitution
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way be zoad reasons for the agencies
keeping away from progrant pachag-
e today dmt 1 think that a lot of ad-
vertisers tend to cowmpare today '~ agen-
cres with vesterday's agencies. Sonie
chients probabhv feel that todav's agen-
cies come ofl secoud hest ju tenns of
creative work.,

“tow do 1 feel about today's agen-
cies? Well, I'm going to <traddle that
one, | think ~oute agencies work damn

hard to carn their 15¢ and some
don’t.”
Manyv  agencies poolt pooh  com-

plaint~ that the networks are trving
to puslt them aside. An agency super-
visor o one of the NBC I'\ spectacu-
Lirs <aid he was intimately involved in
every aspect of the <how. from the orig-
inal <how idea 1o the final dvess re-
He said that if the agency
wasn t permitted to have a strong voice
in creating the show. it wouldn’t buy it.

lle was echoed by the radio-tv ehief
at an important air agency. This ex-
ecutive said. 1t's damn well up to the
agencies to make sure thev have a
voice in plamming and putting on a
progran.  If they can’t enforce their
demands. they <houldn’ he in network

IN THE LAND OF

MILK ANDétﬂONEY

Liearsal.

INTERCONNECTED CBS, ABC,
DUMONT, 55 COUNTIES
Haydn R. Evans, G. Mgr. WEED-TV
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tv. | can believe that some agencies
are hasving trouble in getting them-
~<clves listened to. Mavbe the agency
doest’t try too hard.  Maybe it ax-
stgned a second-rate or inexperienced
svpervisor who hasn’t earned the re-
speet of the network’™s production peo-
ple. F'm just guessing, [ don’t know
for ~sure. The nnportant thing i~ that
the ageney is getting paid to watch
over the mterests of its client and it

- ll()lll(l (l() 0.

\dvertisers queried said amen to the
The
manager of a large tobacco company
added that the client too ¢an =ome-
time~ be hlamed for not making clear
that it expects its interests to be
watched over front beginmng 1o end.
e said his company insists the agency
puts it= finger into every aspect of it~
tv program.

above  sentiments, advertising

While sponsors are aware in general
that there is a good deal of work in-
volved in =upervising packages. there
i~ <till the insistent attitude that sonie
multi-inillion  dollar  video network
~liows don’t require nearly the amount
¢f =upervision to justify 13%¢ conunis-
sion on show costs.  However, there is
no evidence that sponsors are attack-
ing the 157¢ concept itself.

Listen to how one nnportant adver-
tising manager puts it: “Our agency
eets a 157 commiz=ion on a show that
costs nearly 85 million a year. That's
botlr time and talent. That means they
get paid nearly three-quarters of a mil-
Fon dollars in commission. The show
ha< heen running for some time and
while there are lots of headaches and
midnight  conferences  there
8750.000 worth.

“But we're not complaining. We get
it back in other wavs.”

aren’t

bhis balancing of services In agen-
cies who handle network tv shows Is
vot mncommon.  The agency that han-
dles a lot of =pot for its client some-
times does =0 at a loss and the client.
therefore. feels that if the agenev is
able to get a little extra out of a tv
network show commizsion it deserves
the money.,

Where spot buving cannot halance
the sapposed “excesz" profit garnered
Ly the agen v there are many other
~pecial <ervices the ageney can do. It
can nnderwrite the cost of a consumer
sursev that it might otherwize pass on
te the client. 1t can forget about bill-
mg the client for s<ome special research

~tndies nndertaken bn it media de-

partineit or soine outside firm,

Thi~ method suits the ageney’s ac4
counting  procedures. ~ince in cost
anahv~i~ the ageney usually breaks
down expen-es by client rather than
by medium, That is. agency cost act
counting tries to find out whether the
agency makes money on each client,
rather than each medium.

To find vut whetlter a particular net-
work show is profitable is a compli-
cated matter. Yor example. if a tv coms
mercial i« n<ed in both network and
spot, how would the cost he bruken
dO\\’l]?

It could be worked oul. of course
Liut agencies aren’t too anxious to gel
into that kind of analy:is and fail &
see what would be gainod if the,\‘ dir
get the an~wer. 1f the servicing of eack
medium should be «elf-supporting. i
might mean that the commission e
spot would be one percentage figur a
and the commission on network an ‘1
other. 1If such a policy is carried 1
its logical extreme. the commission <y+
tem would probably become wundul ‘
complicated.

Agencies have their own ideas abou
how profitable each medium is in gen
eral. The as-istant treasurer of one ¢
the top radio-tv agencies told sPONSOR

“Here’s my opinion, for what it
worth. The national media are mor
profitable for the agency to hand™
than local media. Networks and na
tional magazines are more profitabk
than dailv newspapers and spot. Mag
azines are damn profitable. networ™
tv is pretty profitable. so is networ
radio. Newspapers and spot are les
profitable than the others. You ca
lose on local media and vou can los
on such a medium as trade magazines
We recently placed an ad in an v @
dustrial trade magazine and got a 836 .
commission an it. | assure you W
didn’t make money on that. But tha
doesn’t mean the answer is to rais
the commission on trade magazine ad
vertising, We can make it up on
Saturday Evening Post spread.”

An agency treasurer. also from on
of the top radio-tv agencies. said
“Sure network tv is profitable, 1
enough air time is involved. that ix
But 1'm not ashamed to record tha
profit now. We lost plenty on tv in th
carh dave, It's alwavs that way wil
a new medium. The ageney has 1
experiment and staff the departmer
with well-paid people. We don’t get
conmission on that. The same thin
i~ happening. though perhaps to a leg
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'hat can you 0

with $2967?

For $296. you have dozens of choices. You could

buy a new set of tires for your Hispano-Benz. Or take

a modest flyer in some Uranium
stock. Or even send your better half
on a shopping spree!
But if you're interested in a real radio buy,

just remember this:

il WOAY, $296 will buy 13 quarter hours!

WEST VIRGINIA STATION COVERAGE DETAIL

WOAY, Oak Hill, is West Virginia's second most

powerful station.
WOAY covers 21 West Virginia counties.
WOAY delivers a total Nielsen audience of 102,200

radio homes — an average daily Nielsen audience
of 51,320 radio homes!

Write direct for full details.

w

OAK HILL, WEST VIRGINIA

Robert R. Thomas, Jr., Manager
10,000 Watts AM—20,000 Watts FM
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L |

Radio No. of DAYTIME
Homes NCS Area Coun- | 4-Week Cum. Weekly Average Day
in Area fies INCS Cire.| % ¥ |NCS Cire] %% |NCS Circ | % *
20,370 FAYETTE 1 18,490 90 18,220 89 10,150 49
18,190 GREENBRIER 3 15,490 85 15,130 83 6,720 36
66,940 KANAWHA 1 10,310 15 7,180 10 4,410 06
14,570 LEWIS 4 3,110 21 2,280 15 1,680 n
18,260 LOGAN 1 2,780 15 1,960 10 1,020 05
19,440 MERCER 1 8,000 LAl 6,480 33 3.990 20
14,290 NICHOLAS 3 11,450 80 11,080 77 6,620 46
23,930 RALEIGH 1 20,220 84 19,610 81 8,540 35
12,290 ROANE 4 2,720 22 1,990 16 1,460 1
16,750 WYOMING 2 9,630 57 8,610 51 6,730 40
225,030 10 TOTAL P21 {102,200 92,540 51,320
*=0 of Radio Homes in Area
11




ser extent, with color tv,

“I've heard of a case or two where
less reputable agencies consider net-
work (v profitable enough to forego
the  counnission on program  costs,
though., not, of course. on thme costs,
Thevre hungry for busines<. maybe.
but 1 don’t think that’s smart at all.
It doesn’t prove to me that we're get-
tng too muech money when we get a

At

proves i= that the agency that doesn’t

conmission  on show  costs,
L ke the commission iz just showing
itsef up a<an errand bov, Tt can’t be
making enough money  if it makes
amy at all--to do a job for the client.
This ageney is abdicating its function
an as advertising counselor.”

The question of whether agencies
carn their conmmissions on network v
program cost~ could well be answered
by whether agencies are making more
mouev now than they used to. This is
not easy to pin down. Even if all the
fizures on ageney profits were avail-
able  which they are not —compari-
are not easy to work out. The
~ame agencies must be compared. Their
~ize ntust be taken into account and <o
must  the network

SO

pereentage  of
billing-,

KET

bay city television

san diego, calif.

news letter

Dear Time Bnyer:

The brgeest news in television
i~ in the san Diego telepulse for
Vizast, It <o ~pectacularly demon-
strates NETV'S commanding  posi-
tion that network exceutives might
well ok themeehes this question;
“How can weo as network< cueeess
fulls comrpete agaims<t an indepen |

ent 1N

~Ldation

repre sentative to call
Very truly sours,
Jrissy Mo Kse s
General Manager
112

Figures gathered by the A%< indi-
cate that the over-all profit margin has
been downward for the past 20 years.
During the past 10 years there has not
been very much change.  The over-all
profit figzure has settled down 1o less
than ¢ of billings or between 6 and
T of gross ageney income.  1low-
ever, the agencies point out that the
present over-all level of profit has been
lield up only by carefully watching
COsl~;

One reason. agencies say, that costs
have been pressing on profits is the
irerease in the number of services
agencies now provide. While it is true
that many of these involve

extra fees from the advertiser. the cost

seryvices

of agency personnel to analyze and
supervise these services camnot always
be passed on to the client. And these
experts. add the agencies. often come
Ligh-priced.

One of the best-informed men on the
ageney profit picture passed along this
cpinion to ~PoNsor: “If anyv big agen-
¢y i making wore than 177 profit on
billings. it <should a<k itself if it is giv-
ing enough <ervice to its clients.”

* k ok

ROUND-UP

(Continued [rom page T3)
Briefly . . .

S0 no one wonld get lost. Peter
Krug. radio and v director of Calkins
& Holden. had Gloria Fraser and Ger-

trude Gilhooley paint these footsteps
on the sidewalk (see helow ). The foot-

[N el
i

prints lead from 247 Park \we. (home
of CAIL ind ~everal other acencies),
where Ky is chairman of the bload

donor program. to the Roosevelt 1lo-

tel where the Red Cross blood donor
drive recently took place.

@ - #

Sponsors and agencies who want to
do research in color television have
heen invited to use Du Mont's color
theatre in the network’s Tele-Centre in
New York. Ted Bergmann says agen-
cies and <ponsors can check their color
films. trade marks and slides W the
color theatve,

* * *

Portions of Citizen USA programs.
produced by KYW. Philadelphia. are
now being aired by the U, S, Informa-
tion Agency Broadeasting Service's
“Voice of America Broadeasts.” The
KYW program is a weekly 15-minute
review of business news and features
interviews with business executives,

L] # #*

The latest coverage <urvey made by
WNHC-TV. New Haven, was done with
an airplane. The station’s engineers
completed the study in 20 flying hours
over a five-day period, whereas a
ground inspection team after the same
data would take three or four months.
The engineers found that the -tation’s
signal pattern was a perfect circle.

tPlease turn to page 119

TV DICTIONARY

(Continued from page 43)

FEDESTAL (1) Least expensive type
of camera mount or dolly in general
use at most stations. Does not have
boom arm. (2) Indication of picture
voitage on "C. R. O.” (oscilloscope) as-
sociated with each tv camera chain.

PENCIL TEST Photographing or film-
ing rough drawings in animation to
check the smoothness of the move-
ment.

PERFORATION Holes punched in the
negative and positive film to let it pass
over the sprockets of the camera and|
projector. These holes are used in theI
claw mechanism to pull the film down
over the gate of the camera and pro-
jector, picture by picture.

PERSISTENCE OF VISION Ability of the
eve to see something after it is gone.
In tv it is this persistence of vision
combined with the screen persistence
(i.e.., the ability of the screen to stay
lit for a second after the electron dot
has gone) that make the figures more
smooth.

PERSPECTIVE t1) Audio: Relation of
volume of speech-sound to the size of
a speaker in tv picture (2 Video: The
depth of the image. |

SPONSOR .
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PESTS Unwanted tv fans or hangers-
on who frequent studios for auto-
graphs, jobs.

PHASE (IN PHASE) (1) When the
shutter of camera or projector is mov-
ing in correct relationship to the inter-
mittent movement of the film so that
i intercepts the light precisely when
the film begins to move and allows the
light to pass again precisely when the
film reaches its next stationary posi-
tion. (2) When the above is not the
case, shutter and film are said to be
out of phase.

PHONE COINCIDENTAL Research
technique used in radio and tv with
phone calls to homes to determine the
share, average, total audience and
sponsor identification by Hooper, Tren-
dex and Conlan.

PHONEVISION Way of connecting a .

special signal over a telephone to allow
you to receive first-run movies, other
entertainment on your tv set on a fee
basis.

PHOTOFLOOD Light bulb which gives
high intensity light as the filament is
subjected to abnormal voltage.

‘PHOTOGENIC or TELEGENIC Subject
matter or talent which lends itself to
the making of a good tv picture or
photograph.

PHOTOTYPES Stylized appearance, as
Victorian, Gay Nineties, English.

PHYSICAL PUNCH Tv scenes or situa-
tions dominated by forceful physical
action.

PHYSICAL TIME Actual minute length |

of a television production.

PICKUP (1) Origination point of a '

telecast. (2) The quality of picture,
sound, lighting or acoustical values of
a given sequence, action or talent in a
tv show. (3) Electrical device or arm
which piecks up sound from a trans-
scription. (4) To pick up action and
sound by a television camera and mike
and transmit them,

PICK IT UP or PICK UP CUES (1) In-
struction to talent, sound or music to
respond more quickly when their cue
comes. (2) To perform when a specific
cue is given, perhaps by stage manager
or cameraman.

PICTURE The image telecast or ap-
pearing on monitor.

PICTURE GATE Opening in front of

projector or camera lens across which |

the scene or film passes as it is ex-
posed or telecast.

PICTURE LINE STANDARD Number of
horizontal lines scanned per second for
each image or frame. Present U. S.
television standard is 525 lines per
image.
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In the Detroit area, CKLW-TV

with its 325,000 watt

penetrates a population

power 85% of all families own TV sets. Of
grand  these 1,327,980 TV families CKLW-TV

total area of 5,295,700 in which Channel 9 covers a total of 1,238,585.

Adam Young
Television Corporation CKLW
National Rep.

radio: 50,000 watts at 800 KC. R e

President

DUMONT and CBC

CKLW-TV

Guordian Bidg., Detroit
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PIERCED Ty lettering cut through an
opaque or solid surface, backed up with
translucent material and illuminated
from the rear.

PILOT REEL A sample filmed produc-
tion of a program series.

PILOT PRINT Short strips a foot or
two in length printed in color from the
end of each shot. Due to the cost of
color work, the dailies shot in color
are often supplied in black-and-white,
but accomnpanied by color pilot prints
or pilots.

PIN To fix a particular meaning for
the viewer.

PINRAIL Beams at sides of the tv
studio to which wooden or metal pins
are attached and to which the lines
from the flies or lights are tied.

PIPE Slang for telephone. “Get me a
pipe in here.”

P. L. Private telephone line to facili-
tate more rapid camera setups and
checking.

PLANS BOARD A committee of an ad-
vertising agency which is responsible
for determining the general plans of
advertising programs for its clients.

PLANT To establishh idea in the be-
ginning of scene, situation or story to
be referred to later.

The Oul,

COMPLETE BROADCASTING
INSTITUTION IN

/?i(/unwu/

WMB G-
WCOD-w

WTVR-~

First Stations of Virginia

WTVR
WMBG

Blair TV Inc.

The Bolling Co.
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PLASTIC (1) Plastic pieces: pieces of
tv or stage scenery which are built in
three-dimensional form to show and
emphasize their quality of mass. (2)
Plastic light: light which brings out
the three-dimensional qualities of set,
scenery or talent.

PLATES Exposed film used for project-
ing backgrounds in back projecting
shots.

PLATTER A recording or transcription
frequently used as the audio portion
of a silent film commercial.

PLAY BACK (1) Reproduction of a
soundtrack in studio during film shoot-
ing to enable action or additional
sound or both to be synchronized. (2)
Playing a recording for audition or
reference purposes immediately after
it is made.

PLAY OFF “Exit” music, background
or otherwise used at end of comedy or
dramatic scenes.

PLAY ON Music used to bring tv per-
formers onstage, usually when they are
playing to live audience.

PLAYING AREA Physical space in a
studio occupied by set and talent in
which scene is picked up by cameras.

PLOPS Over-accented pronunciation
of letters “B” and “P” resulting in dis-
tortion of sound.

PLOT Planned action of what hap-
pens in a tv or radio dramatic or situ-
ation show.

PLUG (1) Mention of a name, show
or advertised product. (2) Loosely
speaking, the commercial.

POCKET SHOT Picture to fill the gap
between MCU and BCU. Usually cov-
ers upward from the handkerchief
pocket of a man. Extremely good for
character searching effect of panning
with action while he or she moves
around set. It’s possible to follow like
this with a pocket shot, whereas BCU
might bring difficulty in keeping sub-
ject framed and MCU might lose the
intimate effect.

POINTED WIPE Optical where a wedge-
shaped area of one picture moves into
or out of the area of another picture.

POINTILLAGE A painting technique
whereby a plane surface is built up.

POINT-OF-PURCHASE ADVERTISING
Any form of display or product identi-

fication employed for advertising pur-

poses in the retail store where the
product is sold.

POP-IN Superimposing title card or
product on separated frames of picture
at specific intervals: an effect similar
to electric signs going on and off

PORTABLE UNIT Field tv equipment
which can be installed where needed,.

POSITIVE (1) Film in which the tone
value of the picture corresponds to
that of actual scene which it repre-
sents, the dark parts of the scene ap-
pearing dark in picture, and light parts
appearing light. (2) A projection print
from negative film.

POSITIVE APPEAL The setting up of
an incentive to experience something
pleasant.

POST-SYNCHRONIZATION Recording
and adding sound to a film or kine
after it has been shot.

POT Slang word for any volume-con-
trol dial or fader; may be calibrated
in decibels.

PRACTICABLE Real. Actually to be
used in opposition to something fake,
or that which is installed for aesthetic
purposes.

PRACTICAL Constructed tv scenery
that can be used in a normal way; as
a door or window that may be opened
and closed.

PREEMPTION Recapture by the sta-
tion or network of an advertiser’s time
in order to substitute a special pro-
gram of universal value. For example,
when the President speaks he pre-
empts the show regularly scheduled at
that time.

PREFERRED POSITION Specific pro-
grams or spot times on stations which
are preferred to and may cost more
than less desirable time spots.

PRE-SCORE (1) To compose and or
record music for a film before the pic-
ture has been shot. (2) Recording any
sound before tv film is shot.

PRESERVATIVE Waxy substance to
lengthen the life of film by protecting
its face from scratches and from be-
coming dry and brittle. Also called
lacquer.

PREVIEW (1) The show or program
rehearsed before it is televised; also,
a dress rehearsal or warmup Session
for studio audience. (2) To give a sam-
ple of a tv show.

PRIMARY BOYCOTT Action against
employer with whom dispute exists,
such as urging sponsors to leave struck
station.

PRIMARY COLORS Colors of red, green
and blue because their additive mix-
ture will reproduce most saturated col-
ors. (See Special Color Section.)}
PRINT Positive copy of film from orig-
inal film negative. The true picture.

PRINTER Device for carrying out the
process of printing., Film printers are
classified as the following types:

Contact printer For contact printing. !

|
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Continuous Printer Device in which
the printing and the film are moving
continuously.

Optical Printer Printer in which the
printed image is transferred to the
film to be printed via an optical sys-
tem. This is used to produce optical
effects since it allows modification of
the original image.

Step Printer Printer in which the
modulating and modulated strips of
film are moved intermittently frame-
by-frame as in a camera.

_'- V
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PROCESS To develop and fix exposed
film.

These are

12 of the TOP 15

PROCESS PROJECTION A studio tech-
nique where the actors, sets and props
in front of the camera are combined
with a background consisting of a
translucent screen on which a picture

£

(moving or still) is projected from be- . .

hind. Also called back projection, back- Shows m Memphls

ground projection and transparency ; =

process., ' PROGRAM *RATING

A L

PROCESS SHOT OR OPTICAL (1) Film BOXING 36.0

combining real photography with pro- ,

jected backgrounds, or model set or | : — LIFE OF RILEY 32.8

drawing. (2) Shot in which special . ,

process such as Dunning or Schufftan - BIG STORY 32.3

is used.‘Example: A scene is projected RACKET SQUAD 318

from slide or film on the rear of a

translucent process screen while the - ' ROBERT MONTGOMERY 31.8

camera picks up live action in front .

of the screen. For new tv process shots FIRESIDE THEATRE 31.5

see Schufftan and Vistascope. DRAGNET 31.5
o)

PRODUCER (1) Guiding figure in [ .

charge of all the work involved in the - GREATEST FIGHTS 30.0

telecasting of a shqw, spot or ﬁlm, ?Pd s MARTIN KANE 298

who bears the ultimate responsibility

for its entertainment value and com- FAVORITE STORY 29.3

mercial success or failure. (2) Film
producer: the top executive authority,
or overseer, on a film production,
whether he owns the show, is produc-
ing it on order as an independent
contractor or acts in that capacity for
a network or syndicator.

MR. DISTRICT ATTORNEY 293
LORETTA YOUNG SHOW 28.5

. . and, of course, these shows are heard
exclusively in Memphis over WMCT!

I. .

PRODUCT-USE STUDY A statistical { dosording 1o PRt
measurement of the use of a tv spon- ! '
sor’s products among viewers and non-

Ty-ST Study Tor Ohicago, 1951 " 10 se.. MEMPHIS

PRODUCTION Another generic term, | YOU %552

usually referring to the building, or- 7 ! ’

ganizing and telecasting of a tv show. /

PRODUCTION FACILITIES or FAX All |

the physical and material requirements CHANNEL 5

of a television program; including sce- !

ni¢ design, construction and execution, M E-IM vP HSITS 1 Fol RST

painting, art work, wardrobe, makeup, ATION ~
properties, tilling and special effects, Natlonal Representatives The Branham Company

both visual and sound. 1 Owned and Operated by The Commerclai Appeal o

PRODUCTION MANAGER Also called NBE Affillate & AIes thony 1108 WD ABE and

production director. Individual respon- .

sible for supervising and coordinating

of efforts of various specialists, station - : -

and agency engaged in the creation of [ B

a show. : .
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PRODUCTION TIME The time actually
consumed in the telling of the story on
the air in contrast with dramatic time
which refers to the period of time the
story covers.

PROGRAM (1) Commercial program:
one paid for by the advertiser. (2) Sus-
taining program: one supported wholly
by the network or station and offered
gratuitously in the public service by
the station or network.

PROGRAM BALANCE Proper arrange-
ment and effective planning of musical,
dramatic, other elements in tv show.

PROGRAM EFFECTIVENESS Degree to

| which a tv program meets viewing ex-

pectations and achieves sales results
anticipated by sponsor.

PROGRAM OPPOSITE Competing show
telecast over another station at the
same time and in the same area,

PROGRESSION The series of actions
after the exposition where the forces
of conflict come together.

PROJECTALL An opaque slide, usually
3”7 x 4” for projectall machine.

PROJECTION TYPE RECEIVER A tv re-
ceiver using optical projeciion from a
kinescope tube onto a large screen.

PROJECTING To increase the volume
of the voice so as to be more clearly
heard at a distance. Talent off mike
projects in order to be heard.

PROJECTORS Used in tv for stills.

Balop Takes cards or opaques (not
transparent) only. Size of cards, also
called Balop cards, usually 3” x 4” or
6'! x 8".

Projectall Gray telop and multiscope
usually take both opaque cards and
transparencies or slides. Size of cards
usually 3”7 x 4”; size of slides or trans-
parencies 2” x 2”. Slides may be made
on 35 mm film, on 3%” x 4” glass or
on film cards and come in double
frame, meaning two 35 mm films on
edge; and single frame, meaning one
35 mm film on side.

PROP PHRASES Phrases in dialogue
with a high informational content for
the viewer.

PROP SET A set with details which
suggest a complete environment, as op-
posed to one which makes a literal
presentation of the location.

PROP TRUCK Portable cabinet in
which smaller props, hand props and’
or sound effects are wheeled to and
from a studio.

PROPERTY MANAGER Individual re-
sponsible for obtaining. and who usu-
ally looks after, the properties of a
show, station, agency.

(Dictionary cantinues next issue)

SPONSOR ASKS
(Continued from page 63)

| think the answer is now a matter of
record—the highly successful record
of our largest national advertisers wheo
prefer customn built nusical commer-
cials over public domain tunes—20 to
one!

MEMORABLE MELODY A MUST

by Charles ]. Basch, Jr.

Basch Radio & Tv Productions,
NMew York

1 don’t know if
making a singing
commercial based
upon a publie
domain tune
would be in
“poor taste.” It
might be in poor
judgment, how-
ever.

The melody and the words must not
only go together, but also they must
be easily remembered. Then when the
prospect is humiming a tune to him-
self, he will stop and ask. “What's
that? What am 1 humming?” He
remembers.  “Oh, ves, it’s the Stall-
more Six auto jingle. . . .” So that’s
thie reason memorability is inportant.

Now when some guy (someone with
a small budget, 1 mean) takes a pub-
lic domnain tune, he says, “Here’s a
memorable tune. I'll just have words
written to fit the music. . . .”

If he does that, he'll save money.
He'll only have to pay a lyricist. And

s pretty obvious that if it's a tune
the public knows, it is a memorabhle
melody.

There’s just one drawback. Too of-
ten. when humming the tune after the

commercial has been on a few weeks.

the public will not remember the new
lyrics. Thev mayv think only of the
original lyvrics.

But—sometimes a public domain
melody will work.
just right.

Sometimes it seems
For example:

An advertising agency came fto us

and wanted us to create a singing or
musical commercial for Westminster
socks.

After thinking about it for awhile;
we decided that an obvious commer-
cial would utilize the tune plaved. by
the Westminster Chimes,

We suggested this to the agency.

The agency was rather surprised at
our selection. “Qddly enough,” the
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agency told us, “we just did a survey
for Westminster socks. We asked peo-
ple what they thought of when they
heard the word ‘Westmmster Be-
tween 87 and 88% of the respondents
said they thought of the chimes.” The
jingle camnpaign was a big success.

Many years ago there was an
offer made to any composer. If any
composer could create 16 bars of truly
original music, he would receive a
large prize. That offer still stands. No
one has been able to write 16 bars of
truly original music. That’s because
titere are only so many combinations
of notes. So what composers some-
times do is simply draw from the best.
They sometimes take four or five of
one song, a few from another, and tie
them all together. Now those com-
binations must be melodically and log-
ically tied together. The result—if it’s
done right—will be a memorable tune.
It will sound original. But it will, in
fact, be based upon public domain
tunes.

I don’t recommend this procedure.
Iin merely saying that I thiuk it s
possible to base musical commercials
on public domain material and still
produce something that will be in good
taste and sell the product.

IT’S POOR BUSINESS, TOO
by Charles “Chuck” Goldstein

President, Goldswan Productions,

New York

P To my way of
thinking it not
only seems poor
taste to use pub-
lic domain tunes
in musical com-
mercials, but al-
so it is poor bus-
iness. The poor
taste aspect of
this rifling and pilfering of public
domain tunes for commercial purposes
is Janus-faced. Looking at it from one
profile, it is poor taste to infringe on
the nostalgia associated with many
public domain tunes. On the other
side, it sets up listener resentinent to-
wards those commercial users who seek
to exploit the listener’s emotions by
using familiar tunes.

This emotional resentinent may
reach such proportions frequently that
loyal buyers of a product will turn
from it to become its bitterset detrac-
tor. Not only will they buy any prod-
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uct but that one product using their |

favorite tune, but also they will be-
come most vociferous in expressing
publicly their deep resentment against
the .product using a favorite tune
With great disdain they shred the rep-
utation of the advertiser by pointing
out his lack of originality so obvious-
ly that lie must resort to musical chi-
canery to attract the attention of lis-
teners.

In a living room of product buyers
—and all social gatherings in living
rooms are product buyers—this type
of criticisin is death to a sale. Nor is
it one-time death. It is a death that
lingers frequently long after a sponsor
has changed his public domain swan
song for an original musical trade-
mark.

Perhaps, my oppositional view on
the use of public domain tunes may
strike some SPONSOR readers as to be
“taken with a grain of salt” coming
from Goldswan Productions, Inc., a
firm that takes pride in its musical
commercial originations. Naturally,
you might say, as president he takes
this stand because Goldswan has a
financial stake in original musical com-
mercials. But the truth is that public
domain or original, the cost is the
same. For not only must Goldswan’s
staff do research on the vast number
of public domain tunes in order to
suggest the tunes whose rhythms fit
the product, but also to protect the
sponsor’s investment, Goldswan adapts
the tunes to give the sponsor clear and
distinctive identification.

The basic point, however, of this
whole question has not yet Dbeen
touched upon to my knowledge and
experience. And that is the original
premise that gave birth to the musical
commercial as a successful selling me-
dium. Perhaps, you can recall the
days when newspapers and trade pa-
pers were ranked with polls that tab-
ulated listener resentment to the
“talked at” spoken announcements.

To counteract this resentment, the
“sugar-coated musical commercial bro-
mide” was concocted. Certainly, it
has proved not only more palatable to
swallow than a “talking down” drone.
But also it has proved more successful
as a selling medium than any lure yet
devised, despite its critics and its de-
tractors.

It is unfortunate that many sponsors
and agencies seem to have lost sight
of or forgotten this important fact.

BlGgest TOWER
| TOPmost POWER

R in the Heart of America &

KMBC-TV, (he BIG TOP
station, dominates the Kansas
City market as no other station
can! Using full 316,000-watt
power and 1,079-foot tower,
Channel 9 covers thousands of
additional TV homes. For cov-
erage details and choice avail-
abilities, see your Free & Peters

Colonel. %

Note: full-power,
tall-tower operation
from Sept., 195}.

FREE & PETERS, INC.
National Representatives

KMBC Building, 11th & Central Sts.
Kansas City, Missouri

KMBC-TV w

The BIG TOP Station
in the Heart of America
KMBC—Radio, Kansas City, Missouri
KFRM—Radio for the State of Kansas

J
i‘,’

MEMO TO MEDIA
BUYERS:

WRBL Radio and WRBL-TV

are the ONLY media in
Columbus with “AREA IM.-
PACT”!

The only means of delivering
your clients’ messages to 92%
of ALL homes by radio and
to 50% of ALL homes by tele-
vision . ., . and, at lowest cost-

per-thousand.

WRBL AREA is IMPOR-
TANT in the Southeast!

Population _ ~ 636,000
Families 150,000
Radio Homes 138,000
Car Radios 82,000
TV Homes _ 74,000
Retail Sales (000). _$360,500
E.B. Income (000) __$670,000
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Music proved to be the open sesame
for the sales message. And music—
long known to soothe the savage breast

will continue to be the open sesame
if the industry exercises originality,

entertamz, and above all uses good
taste.  These are the three ingredi-

ent~ of a musical commercial that
guarantee a maximum of memorabil-
ity which lead~ to increased sales.

I's true that a public domain tune
does have memorability, but for the
tune used and unot for the product
being sung about. To illustrate: 1{ one
were to use “London Bridge Is 1all-
ing Down,” the natural reaction would
be for people to sing the lyries of
“London Bridge.” rather than to asso-
ciate the tune with “N7 Dread, or
“Y” car.

Furthermore, a public domain tune
belongs to everyone and several spon-
sors will use it and for as many dif-
ferent products. In short, it doesn’t
and cannot belong to amy one specific

product.  For example. recently a
coast-to-coast  show using multiple

sponsorship had two different spon.
sors using “Skip To My Lou” on the
same program. Fortunately. both agen-
cies and sponsors learned of this du-
plication before air time. thus avoid-
ing an embarrassing situation, to sav
the least.

Perhaps, it seems redundant to point
out that spousors who buy nusical
commercials usually have a fairly
large spot budget; yet the least part
of any bhudget is the cost of the musi-
cal commercial that is to influence peo-
ple and to increase sales. It seems
rather short-sighted for a sponsor to
spend hundreds of thousands of dol-
lars to advertise a public domain tune
that a laundry in North Carolina, a
department store in Texas, a brewery
in Michigan and a detergent in Cali-
forma are nsing at the same time that
he is trying 1o sell Lis mild maple pipe
tobacco mationally.  This is by wo
means an exceptional occurrence. Both
large regional and national spot users
have experienced this loss of product
identification through the overlapping
uze on all levels of public domain
Llunes,

But the question posed by sroxsor
was, "l it poor taste?” Though we
may not all agree a~ sponsors. agency-
men or vriginators of radio and tele-
vision mmsical commercials on this
snhject. we can agree, 1 think, a< con-

SNnuIers, \\ CONSNINCTS, we (’\p(‘(‘l a

film. a drama. a commedy. or a play to
entertain us. 1 any of these media
flagrantly and obviously play on our
emotions, our nostalgias or our loyal
ties for the sake of a tear, a laugh or
a sale, we not only consider it poor
taste but we bridle with resentment.
Yet there are ways and there are ways
to do all these things. And the ways
that usually succeed are those with a
touch of snbtlety. The same is true of
the use of public domain tunes in mus
sical commercial-.

NEW SONGC COOD BUSINESS

by Robert Sande

President. Song Ads. Hollyicood

“"Who's to sa
what'’s bad taste?

Pope coined a
neat one: “Talk
what yon will of
taste, you will
find two of a face
as ~oon as two of
a mind.”
! - Sure, we agre
that putting a woof-woof, arf-arf lyric
for Doctor Rabies Dog Food over the
melody  of  Mohr-Gruber’s  “Sileut
Night. Holy Night” should be de
plored. Song Ads promises never i«
do it. In fact. here at Song Ads we
consider the use of public domaii
tunes solely from the practical stand
point: Are they good for our clients?
We say they aren’t. except when you
come across those one-in-a-milliol
“naturals™ =uch as “In My Merry
Oldsmohile.”  An easily recognize
public domain tune like. say, “Jingl
Bells” or “Turkey in the Straw™ has &
revolting habit of conjuring up in the
listener’s miud memories of the origi
nal hrics. If lie is thinking of thost
Ivrics, he can’t be paving much atten
tion to the advertiser’s message. O
perhaps he i trying to remembel
“where did I lear that tune before
while the commercial copy is bouncing
off his ecardrums.

No zood.

This reflexive tendence of the mem
ory is authenticated in great detail by

LOUISE FLETCHER
SELLS THE

NEGRO
HOUSEWIFE
VIA

WSOK

NASHVILLE, TENN,

SPONSOF.
1
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Profes=or Eric Von Heffling in his not-
able clinical study, “Associative Quo-
tients of Remembered Melodical and
Lyrical Stimuli” as reported in the
New York Journal of Psychology (May
1948, pp. 47-58). When we at Song
Ads create a radio or television jingle,
we want the listener-viewer's mind to
be concerned exclusively—and pleas-
with our client’s nessage.

antly

Anything — conscious or subcon-
scious—that interferes with the com-
mercial’'s impression is, in our judg-
ment. uot good.

An original song is good business.

It creates a musical trademark that
is as personal to the product as the
product’s own logo, and when it is
heard, it has only one identity and
no conflictions in the listener’s mind-—
conflictions such as arise with various
public domain tunes that are used for
many different products by advertisers
in one market.

Consider this bizarre situation. The
public domain song, “Annie Laurie,”
was representing seven products simul-
taneously in one Southwestern city a
short time ago—it was not successful
for any of them. Song Ads specializes
in creating an original melodic trade-
mark for each of it’s clients that will
have immediate identification by the
melody alone.

There are very few listeners—we
have found—who cannot sing at least
the first four measures of the Paper-
Mate Pen song. The melody identifies
the product immediately and subcon-
sciously in the listener’s mind and
makes him conscious of the advertis-
er’s message in a pleasant way. In oth-
er words, “The Melody Lingers On”
for the product if it is a Song Ads
original.

Summing up, we feel that the use
of public domain tunes for jingles may
be bad taste.

We know that their use is not good
business.

ROUND-UP

(Continued from page 73)

Former  welterweight contender
Chuck Davey has traded his boxing
gloves for a microphone—the mike at
WIBK-TV, Detroit. to be specific. As
’of 14 July, he launched a 15-minute
« boxing news program, Chuck Davey’s
Corner, on that station, immediately

’ 18 OCTOBER 1954

following the Blue Ribbon Bouts. The
G. H. P. Cigar Co., makers of El Pro-
ducto cigars. is sponsoring these Wed-
nesday, 9:45 p.an. stanzas. In photo
(L. to r.) Davey; Gayle Grubb, WJBK-
TV v.p. & managing director; El Pro-
ductor executives Harry Stamm and
Clarence Zinmerman.

* * *

Hudson Pulp and Paper Corp.’s
year-long saturation announcement

drive on WRCA and WRCA-TV, New

York, will be supported by what the
stations call the “most intensive point-
of-sale promotion ever put behind a
product in New York.” Alnost 10,
000 week-long mass displays of Hud-
son products have been arranged by
WNBC-WNBT to tie in with air drive.
Over 2,000 food stores are included in
the plan. The stations will also distrib-
ute samples of Hudson products to
25,000 women attending club lunch-

eons in the New York area during the
year 1954-1955. * Kk K

Windy, the popular spirit of television in Central

Kansas, is celebrating the continued success of the

state’s first TV station! KTVH pioneered the field

for 230,140 homes and continues to serve them

best with programs of local and network origin.

KTVH

WICHITA - HUTCHINSON

VHF
240,000
WATTS

CBS BASIC— DUMONT

Represented Nationally by H-R Representatives, Inc.

"CHANNEL

12

KTVH, pioneer station in rich Central Kansas serves more than 14 important
communities besides Wichita. Studios and sales offices are located in Wichita
(Hotel Lassen) and Hutchinson. Howard O. Peterson, General Manager.
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Billion Dollar
FARM MARKET
best reached

by
99.539% of farm homes
have radios!

One of world’s richest

[YYYT43I@B ([arming areas. Land

FACY is fertile—productive.

NO.J3 I Average farm income

- $10,660 . . . over 507

greater than U.S. average. KSOO

delivers saturation coverage of this

Sioux Empire having §1,311,209,-
500 gross income in 1953.

That’s buying power!—best reached
by KSOO.

The Dakotas'’
Most Powerful
Radio Station!

SOUTH DAKOTA *

2
SIOUX FALLS @~
,‘/“x’"‘\

foOwaA

NEBRASKA

4 Sioux Falls, S.D.

Nationally Clear Channel 1140 KC
ABC Radio Affiliate
10,000 WATTS DAYTIME

5,000 WATTS NIGHTTIME
Represented Nationclly by Avery-Knodel, [nc.
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F. Kenneth Beirn. president of the Biow
Co., on 1 January will become an assoctate of the
agency, which then will be called Biow, Beirn &
Toigo. John Toigo, vice president of Biow, is the
other new associate. Beirn is a Kansas City native,
graduated from Yale (class of '32), entered

the advertising field two years later. [le was
associated with Dancer-Fitzgerald-Sample, Grant
Advertising and Pedler & Ryan. In 1918 Beirn
joined Biow as a v.p., within a year he became
executive v.p. He was elected president in 1953.

Fred Maytag 1. president of the Mavtag Co.,
Newton, lowa, delivered his firm’s first com-
mercial during ABC T17s first telecast of the NC.Ad
football game (between Oklahoma and California).
In a low-pressure, institutional type of commercial,
Vaytag told viewers his firm was a family insti-
tution, e described how his grandfather founded
the company. Todav, he said, the firm sells more
washers than any other company. This is Maytag’s
first major tv promotion; last year the company

spent about $£323.000 in magazines and newspapers.
|

Edgar C. PPierce has been named director
of radio and telerision operations of Geoffrey Wade ¥
Advertising, llollyicood. lle takes over the duties
of Forrest Owen Jr., who recently was promoted

to manager of Wade's New York office. Pierce has
been Owen’s assistant. lle has directed the Curt
Massey Show and other programs since joining
the agency in 1931. lle's both a singer and

an actor, has appeared many times in light
opera and musical comedy at the Hollywood Bowl
and Greek Theatre in Los Angeles.

Lawrence Wisser. copy executire, Is one of
three new vice presidents of Storm & Klein Inc.

The other two are George Balterman, acceunt execu- |
tive, and Frederick Widlicka, art director. Wisser
oversees all radio and tv copy. One of his biggest
Jjobs now: Commercials jor Tintex (dyves). Winx
{eve casmetics) and Park & Tilford (perfumes,
cosmetics). Relatively few vears ago the three
accounts used newspapers, but they slowly shijted
into air use until now all three put nearly 100%

of their budgets into network tr and spot radio. ]

-
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ARWITH =
100,000 — =
WATTS
KLTV the only

14 Counties

LP’bpulqtion..........,.....402,550W 508,070

VHF channel s
| (Source—Consumer Markets 1954)

between Dallas .~
& Shreveport
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JOHN E. PEARSON

COMPANY Centered Around TYLER-LONGVIEW
RADIO AND TELETISION EAST TEXAS' fast growing
STATION . INDUSTRIAL AREA
REPRESENTATIVES LUCILLE LANSING—Owner

mAKSHALL H., PENGRA—General Manager

JEPCO knows how the wind Llows
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SPONSOR
SPEAKS

Network radio dying?

Network racho has just over a year
to hive, <aid a report published in The
Billboard a month ago. It was based
on an anonymous agency’s study for
it~ executives and chients. Up till srox.
SOR'~ presstine no one from the radio
networhs had stepped forward to is-
sue a rebuttal,

Mark Twain once quipped that re-
ports of his death had been greatly ex-
aggerated. But at least in their public
utterances the networks have not de-
nied  their advance obituary.
Perhaps no one wants to dignify the
prediction with a direct answer. But
network radio’s present 125-plus cli-

own

ent~ deserve some a-surance that the
medium they are still buyimg today
has more than 12 mmonths 1o go before
it disappears.

We think the networks have grounds

Pizl's and calories

Piel’s heer a
A Lekhardt, de:

I it~ agenev. Kenvon
ve a toast from their

fellow  brewers  for

recent  copy

immee. Prel's commercials, which for

a lo time stressed that Piel’s con-
tain “lex<  non-fermented  sugar.”
now state that all beers are abike in

the nmnber of calories they coutain,

ll._.l"
words that its eer was less fattenime,
bt the implication had Leen there,
Now Piel’s. while retaining ite “less

had never said in <o mat

NS theme, manages to use it as a
taste advantage only.

It takes courage to vour
field. particularly when it's in public,

reverse

122

Appla

for providing the assurance. Some of
the rea~oning on which the anonymous
ageney bases its prediction seenis open
Lo question.

A glance at network radio’s roster
of davtime chents shows that there are
few wide open spaces (zee SPONSOR's
Comparagraph. 4 October), \re the
networks going to spill all this business
down the drain 12 months front now?

If they don’t intend to. they <hould
provide clients with some strong in-
dications that the quick death predie-
tion is unfounded.

\n NBC Radio afliiates committee
is working on a study of network op-
eration. attempting to evaluate what
changes may be necessary. This com-
mittee can’t report too soon if the air
i2 to be cleared. All of the networks
should be working to make clear what
changes if any thev are planning.

The motion picture business today
i~ moving successfully through its bout
with television. It has found wavs to
operate and prosper side by ~ide with
tv. We don’t know on what basis net-
work radio will continue to operate.
But even its existence on a conserva-
tive scale is endangered when clients
are allowed to lose faith that the me-
dium will continue past 1935 or early
19506.

Since network radio is synonymous
with radio as a whole in the minds of
too many sponsors, some will misin-
terpret the agencv prediction as mean-
ing the end for all radio in 1955.
Nothing could be less likely.

How many political figures. for exam-
ple. have ever stood up and openly
modified a previously established po-
litical claim?

Hopefully other brewers whose ad-
vertising is based on the self-destruc-
tive contention that their beer is less
fattening will follow the Piel’s lead.
\n arresting appeal to the figure con-
sciousness of todav’s consumer may
pav ofl momentarilv. but over the long
hanl it's the industry which will end
np with a shrinking waistline.

\ percent of establi=hed beer drink-
ers mayv turn to vonr beer because vou
convinee them it's les< fattening. But
what percent of present heer drinkers
are \\'l'i”l('(]

away from all biew be-

Collier's and ratings

The current lead article in Collier’s
attacking tv's ratings needs to be put
into perspective for Collier’s readers
who are alxo admen. Collier’s savs
SPONSOR “voiced suspicion regarding
relations between some rating services
and certain of their customers.” But
Collier's is in error. It read something
into a statement which was not there.

One paragraph in a lengthy SPONSOR.
article said customers pressure rating
services in the desire for high ratings
(26 December 1933, page 351, It did
not «late that the relationship hetween
some of the customers and the rating
services wa~ therefore suspect. Rather
the point was made that the pressure
“puts a premium on higher ratings
rather than accuracy.” There was no
imphication that the ratings are less
accurate for one client than another.

For over five years sponsorR has
heen canmpaigning to point out rating
shortcomings—and the shortcomings
of those who misuse them. Happily.
over the vears rating service= have
shown willingness to tmprove.

Had Collier's conzulted us< we might
have added: (1) all forms of rating
re~earch have a useful function if prop-
erlv used: 12) all forms of rating re-
search. including those used to mea-
sure readership of ads in Collier's.
have their drawbacks (a~ spoNsoR
pointed out in it= All Media Evalua-
tion Study ). Admen should not be left
with the impression that it's only in v
that ratings are less than ideal.

cause you plant the idea that it's a
“fattening”™ beverage? And what per-
cent of women and vounger consum-
ers will never try beer hecause of all
the talk about calories?

Piel’s adroit withdrawal from any
connection with diet claims will be all
the more constructive for the bhrewing
industry if it startx a wholesale exo-
dus from the calorie circus. Today vou
have some beers being sold on cal-
ories: some heing sold along tradition-
al lines: others being sold by a proec-
ess of lampooning diet claims. Every:
one would be better off if the whole
matter of calories were completely re-
moved from its destructive associatiol
with the product.
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