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PRESTIGE?

B% of W-I-T-H's audience have incomes of $5,000 or more!

W-1-T-H's audience
by income groups

(Just about everybody in the business knows
iat WITH has the biggest listening audience
Baltimore City and Baltimore County. They
wow, too, that WITH provides the lowest
st-per-thousand listeners of any station in
wn.

But there’s a lot of talk about the quality of
is audience. The A. C. Nielsen Company has
cently made a survey which shows the com-
ssition of the listening audience for WITH and
1e other Baltimore station. The other station

a powerful network outlet.

- - / Y
—in Baltimore "l'

TOM TINSLEY, President

REC

Audience of
Network Station A

by income groups

The upper group—families with incomes of
$5,000 a year or more—make up 589 of the
total WITH audience. Only 489, of the net-
work’s audience is in this group. In the middle
group—incomes from 3 to 5 thousand dollars
a year—WITH has 33797, the network 37¢,.
In the lower group—under $3,000 a year—
WITH has 977, the network 15¢7.

So don’t worry about “‘prestige’” when you're
buying radio time in Baltimore. WITH gives
you all the “prestige’” you need. Ask your
Forjoe man!

REPRESENTED BY FORJOE & CO.
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ESSO STANDARD OIL COMPANY
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I
Fsso products e taken for granted by American motorists.

1y the public’s way ol expressing complete conlidence i Faso service and products. In many
1espects, this s a high form ol trbute paid to Esso’s men ol science. Petrolenm scientists

and skilled Liboratary techmicians, assisted by the most modemn scientilic equipment, search out
the amswers to problem-free motoring and improved car palotmance.  Havens & Martin,

Inc., Stations have therr speciahists, too, devoted 1o tirnmg adeas mmto sales lor adverusers

on WMBG-WCOD-WT VR, Programming rescarch and vigorous imagination, tested by audience |
rcaction, have bibe ap a Luge and vesponsive lollowing throughout Virginia on Richmond's:

only complete broadcasuing insttution, WMBG AN, WCOD-FM and WTVR-TV. |

Join with confidence the First Stations ol Vivginia for your

advertusing needs in one of the South's richest areas

PIONEER NBC OUTLETS FOR VIRGINIA'S FIRST MARKET

WMBG ~» WCOD ~ WTVR v
MAXIMUM POWER 100,000 WATTS o MAXIMUM HEIGHT 1049 FEET

WTVR Represented Nationally by BLAIR TV, INC,
WAMBG Represented Nationally by THE BOLLING €O,
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nl Industry braced Led by CBS president Frank Stanton, 27 CBS TV affiliates in 22 states
| against Congress last week promised fight to the finish on any Congressional move to
: adopt broadcasting recommendations submitted to Senate Commerce Com-
| mittee by Harold M. Plotkin, ex-committee counsel for Democrats.
| Affiliates said Plotkin proposals would jeopardize tv's "most popular
l live entertainment and public service programs. . . ." Last Thursday
N Senate Commerce Committee's Republican counsel, former FCC commis-
' sioner Robert F. Jones, was to have turned in his report. (See story
] on Plotkin memo, page 29.)
) ..SR—
I FCC to look Even though FCC last week asked for comments on subscription televi-
l at fee tv plans sion, that doesn't mean Commission will ever authorize any type of
| "toll tv" service. FCC asked for comments from anyone interested in
subject, but first asked petitioners to explain why they believe FCC
I has legal authority to authorize and regulate subscription television.
| FCC turned down bids for case-to-case approval of fee tv systems.
| (SPONSOR asked various sources if there can be peaceful co-existence
I between subscription tv and commercial video; for reactions, see
| SPONSOR Asks, 7 February 1955, page 88.)
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NARTB unit hits NARTB's Standards of Practice Committee last week adopted resolution
‘bait’ pitches unanimously condemning "bait & switch" advertising "as an ugly prac- I
tice." Committee chairman is Walter Wagstaff, KIDO, Boise. |
SR—- |
Schweppes adds Over 25% of Schweppes budget now goes into spot radio. Campaign built
spot radio around bearded Commander Whitehead has been translated successfully l
from print to radio. Here's pattern: Schweppes attracts attention |
with 2 or 3 large newspaper ads, follows with 3 or 4 weeks of radio |
at frequency of 50 to 100 announcements weekly. Radio tapers off
during next 8 weeks to 20 or 30 weskly. Second radio barrage is |
usually 50% of intensity of first. Agency is Ogilvy, Benson & Mather. l
SR- '
Vitapix signs Vitapix has completed Chicago affiliation agreement, elected 5 other
WGN-TV, others outlets to membership. WGN-TV got membership for Chicago. Other new |
members: WXEL, Cleveland; WGBS-TV, Fort Lauderdale; WSPD=TV, Toledo |
(all 3 Storer stations); WGAL-TV, Lancaster; WMCT, Memphis. Vitapix
membership now totals 57—only 3 short of announced goal. Newest I
members of Board: George B. Storer Jr., Ed Hall, Clair McCollough. |
--SR—- |
‘Visual’ item Glamorene is still "visual" product which likes radio (see article |
uses 95% radio SPONSOR 15 November). In 1955 95% of firm's budget will be radio,
including Godfrey morning show on CBS Radio and new spot radio cam- |
paign starting 21 February. Glamorene, a rug c¢leaner, will be sold |
via minute participations in women's shows on 200 stations. |

I.—_——,,—.—-.-.—--——

SPONSOR, Volume 90 N 4, 21 February 1955, Published blecekly by SPONSOR Publieatfons. Ine., mt 3110 Elm Ave,, Ba'timore 11, Md.  Executive, Editorial. Adve tlsing,
Cuciiation Ofti e« 10 K. doth St., New York 17 $8 a yvear an U N £0 elsewhere. Entered as second class matler 9 Jan, 1919 at Baltimor ¢ postoffice mirder Act. of 3 Mar 1879
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REPORT TO SPONSORS for 21 February 19355

KBS stations get
14.3 rating avg.

"Entertainment’:

$30,000 weekly

Hoag-Blair to
rep KFEL-TV

Video tape
to be tested

Related sclling
radio plan

New England
radio survey

Cuild buying
W-B’s shorts

Average rating of 14.3 with 54% share of audience is what spaonsors

can expect Keystone Broadcasting System stations to deliver, tased on
survey made in small and medium-sized towns by large advertising
agency for one of its clients. Agency hired research firm of Gould,
Gleiss & Benn to make survey because national rating services didn't
have large enough sample of KBS markets. In single-station marketis
(76% of 800-plus KBS outlets are only station in town), average rating
was 19.1 with 68% share of audience. All survey stations were lo-
cated within television areas.

—SR—

WABC-TV, New York, will spend more than 330,000 weekly for itls new
"Entertainment" show, to debut next week. Program will run 2% hours
daily, 5 days weekly, will feature Tom Poston, Bob Carroll, MNarion
Colby, 12-piece Ray McKinley Orchestra, others. Four advertisers
have signed so far for participations in show, to be aired 12:30-3:00
p.m. They include Wise Potato Chips, Simplicity Patterns, Brown &
Williamson (Raleigh), Chef-Boy-Ar-Dee.

—SR—

Hoag-Blair Inc.'s representation of KFEL-TV, Denver, signed rescently,
marks modification of firm's 5-month-old policy of representing me-
dium to small-sized stations. KFEL-TV had been repped by Blair Tv;
it's now planned Blair Tv will rep stations in top 24 markets. Hoag-
Blair will concentrate on those in 25th to 100th markets (with fram
100,000 to 350,000 tv sets in market).

—SR—
Installation of video tape recording equipment for field testing is
under way at NBC, N.Y. Dr. E. W. Engstrom, executive v.p. of research
and engineering for RCA, told SPONSOR testing will probably be com-
pleted by fall; equipment may be ready for tv market early in 1956,
First stage will be to equip West Coast studios for purpose of re-

placing present kine system. Competitor Bing Crosby Enterprises,
Inc., claims it is ahead of RCA in developmental work.
—SR—

NBC radio 0&0 stations are due to unveil this week "RISE"—Related
Items Sales Effect—to advertisers. Two different but related adver-
tisers (soup and crackers, for instance) each buy announcement
schedule at regular card rates. But by "selling" both products in
each commercial, advertisers get double exposure.

—SR—

Determination of radio stations to sell hard in 1955 evinced by action
of 23 radio stations represented by Kettell-Carter, Boston. Stations
voted to name committee to study possibilities of New England-wide
audience survey. SPONSOR's All-Media Evaluation Study suggested idea
for survey to stations.

—SR—

Between 175 and 200 Warner Bros. motion picture short subjects may be
bought by Guild Films Inc., marking first time Warner Bros. has sold
any of its theatrical product to television. Deal was to have been
finalized last week, was made through William Morris Agency,

(Sponsor Reports continnes page 127)
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bird’s-eye views

These five important metropolitan areas
plus countless industrially rich cities and
towns make this vast WGAL-TV market
area a multi-billionaire prospect for your
advertising dollar. Use WGAL-TV to reach

three and a quarter million people with an

effective buying income of $5 billion.

Share in the almost $3 billion they spend

for retail goods annually.
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Harrisburg Reading
York Lebanon
Hanover Pottsville
Gettysburg Hazleton
Chambersburg Shamokin

Waynesbara Mount Carmel

Frederick Bloamsburg
Westminster Lewisburg
Carlisle Lewistown
Sunbury Lock Haven

Martinsburg Hagerstown
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STEINMAN STATION
Llair McCollough, Pres.

Representatives
MEEKER TV, Inc.
: - New York Chicago
2 -  Los Angeles San Francisco
READING
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advertisers use

ARTICLES

The Plothcin Memo

Much talked of report to the Senate Commerce Committee proposes revolution
in network operation, is the opening gun in what looks like radio-tv's year of
probes. Here are the implications for admen

Radio’s moruing men deaw ladies to Sleaderella

Fast-growing slenderizing chain was an all-newspaper advertiser till it tested
radio in October 1953. Now 50¢¢ of the budget goes to spot am. Male
personalities on morning chatter and d.|. shows do the commercial honors

Are (v commercials getting talent-lazy?
The best comriercial message in the world can go down the drain if it's de-

ivered by the wrong aanouncer, warns BBDO v.p. Art Bellaire. This is the
third and final article in his series on creative laziness

B&WM bean results: sales rise as trade stocks

First results of the tv test for B&EM beans and brown bread show a sharp
increase in sales of beans due to advance stocking by grocery trade; but
brown bread moved ahead only slightly, needs consumer demand to force sales

Local radio rates: who should get thewm?

A growing number of national advertisers are seeking to get local rates in
their spot radio campaigns: many argue that the nature of their business war-
rants such rates. Many feel this is a trend which might undermine the effec-
tiveness of radio advertising

Col:e’s new loolk

Giant of the soft drink industry maintains $5,000,000 tv-radio budget, revamps
long-standing copy approach to meet rising competition

Should you redesign your pacliage for color (v?

Will your package show up to good advantage on color tv? [f not, should it
be redesigned? The consensus of the experts is "No'" if you are otherwise
sat.sfied with it. Here are tips on achieving top impact in color

What admen think of direct mail from stations

Direct mail has high casualty rate, must be visually attractive, brief and
newsworthy to compete for busy adman's attention

COMING

1955 SUMMER SELLING SECTION
In this, its seventh annual summer selling section, SPONSOR presents solid

reasons why advertisers may find it advantageous to use the hot weather air,
on both the network and local levels

B&Y beans' te test: Part 11

SPOMSOR will continue to repori the results of this single-market six-month
iv test as they happen. Both bean and brown bread sales rose on first lap
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DEPARTMENTS

AGENCY AD LIBS

49TH & MADISON

TIMEBUYERS 4
NEW & RENEW

MR. SPONSOR, Emanue! Kotz
SPONSOR BACKSTAGE

SPONSOR ASKS 'ﬂ
TOP 20 TV FILM SHOWS

P. S.

AGENCY PROFILE, Myron L. Broun
ROUND-UP

TV RESULTS

NEW TV STATIONS

RADIO COMPARAGRAPH
NEWSMAKERS ,
SPONSOR SPEAKS ,l“
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ASH FLAT

WHEN you use 50,000-watt KTHS (Basic CBS)
you reach a tremendous lot more than the
Little Rock Trading Area. You also cover Ll‘l“l‘LE*ROCK
thousands of farms — hundreds of Arkansas

towns and hamlets .

« &

Take Ash Flat (Ark.) for example. A.F.s popula-

tion is only 265 souls—but you’d have to
multiply that nearly 12,800 times to visu-

alize the interference-free daytime coverage

oL
of KTHS! e ————
MO.
'When you use radio in Arkansas, really use it! The e
Branham Company has all the facts. i P .
oo /A ——_ )
i = .
i 0.5 MV/M

OKLA,

KTH S 50,000 Watts \
CBS Radio

IROADCASTING FROM
JTTLE ROCK, ARKANSAS

& conmay

(@ UITTLE ROCK

., LOUI STANA
Represented by The Branham Co.

Inder Same Management as KWKH, Shreveport

Henry Clay, Executive Vice President

B. G. Robertson, General Manager

The Station KTHS daytime primary (0.5MV /M) area has
a population of 1,002,758 people, of whom over 100.000
do not receive primary daytime service from any other
radio station . . . Our interference-free daytime coverage
area has a population of 3,372,433.
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> rodios are tuned to KSDO thon
other station . . . HOOPER.
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more radios are tuned to KSDO than
ony other station .. PULSE.
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UtdOOIS”.
more radios ore tuned to KSDO thon
any other station,

Let us show yau why KSDO is your
best buy in San Diego.
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Representatives

John E. Pcarson Co. — New York

Chicago — Dallas — Minncapolis

Darcn McGavren — San Francisco
Walt Lake Los Angcles
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by Bob Foreman

Needed: data on hopw show affects commercial

[n the media department of every advertising ageney are
men and women to whom it i second nature 1o seleet publi-
cations with editorial climate that 1= appropriate 10 whatever
product 15 nnder consideration. These folks daily see to it
that the chemise ads don’t get into Sports lustrated and
the razor blade copy i~ kept out of Mademoiselle.

Some of their problems in media selection, however. are
a bit more abstruse. They may for one good reason or an-
other pick this book with a dual andience or that one with
specific vouth appeal or another for its particular inconie
group or still another for the editorial content of a certain
section. Reasons such as these make the mere factor of the
cost-of-reaching readers les~ than the only criterion in media
selection.  In faet. in many cases a higher priced mediuny
(lower in circulation) gets the order over the bigger hooks.

Thi~ lengthy preface mav ~eem irrelevant to a magazine
titled sponsor but it was elaborated upon sinply because 1
wizh 1o point out that what i~ defnitely sceond nature to
print buyers 1s far from the order of the day with buyers of
programing. Which. in my opinion. is far from right.

One of the causes for so httle (if any) consideration be-
ing expended on fitting the type of ~how to the type of
product sponsoring the epic i~ that we in broadeast media
have practically no statistical data upon which to base our
decisions. Thus we must fly by the seat of our pants. Or by
what we hope the Chairman of the Board and/or his wife like.

To my knowledge only the sketchiest of research ha~ heen
devoted to the subject of what programs have what effect on
what commercials. Inmy own lumbering way. I've tried. and.
[ =t admit. without tangible resnlt<. to fashion some kind
of test to determine. for example. if a food product spotted
within a whodunit does as well as the same middle commer-
cial might do. centered. ~ay. within a sitwation comedy. And
I'd like to know if the more melodramatic programs in an
anthology series do any appreciable harm (or good) to the
copy they sarronnd.

Certainly the two highly gripping media of radio and v
mnst offer =onte range of vahies to an advertiser, apart from

(Please turn to page 60)
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DOMI NANCEI

DAYTIME

WKY-TV vins 41 of 44

average* daytime quarter-hours!

Sta. “'B'' wins 1 of 44 average* daytime quarter-hours.

s WKY-TV vins158,i164

In 30 County Area
49 of 1op 50 shows | night-time** quarter-hours!

T Vil ; Sta. *’B"" wins 4 of 164 night-time** quarter-hours!

L L

In Oklahoma City

PULSE* reveals

43 of top 50 shows

are on WKY.-TV
*Qct. 8-14, '54

WKY-TV | Sta. “‘B"

*DAYTIME average quarter-hour rating
(7 a.m.-5:45 p.m., Mon. thru Fri.)

**NIGHTTIME average quarter-hour rating
1 {6 p.m.-11:45 p.m., Mon. thru Sat.,
In Oklahoma City 6 p.m.-10:45 p.m. Sun,)

HOOPER™ reveals
48 of top 50 shows

are on WKY-TV
*Ocl, 13-19, '54

——

B | Owned and Operated by
\ The Oklahoma Publishing Co.

In Oklahoma City
ARB* reveals

The Daily Oklahoman
Oklahoma City Times

The Farmer-Stockman

The Nation's FIRST COLOR TV STATION

k 48 of top 50 shows @ WKY Radio / NBC
are on WKY-TV Represemed bY ABC
*Oct. 21-27, '54 The Katz Agency, Inc.
OKI.AHOMA CITY
J,J””‘# e



to cover the

SAN FRANGISCO

Bay area...

... useoneof
America’s 2

GREAT 7n« ependents!

The Personality Station
... 1260 k. c.

NEW YORK OFFICE:

John Barry, 28 W, $1th St.

CHICAGO OFFICE:

Greorge Clark, 316N,

9”4 43T

Mickigan

P LR ]

th and
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SPONSOR invites letters to the editor,
Adddress 40 E. 49 St., New York 17.

RADIO-TV ADS

Your fine
through again!

publication has come

Your recent article and survey on
trade paper advertising has proved

most teresting. and you can be sure

that everyone in our organization as
well a~ the agency ha~ thoroughly
read both of the articles, "W hat time-
buyers want in radio-tv ads™ [13 De-
cember 1951 : “What agency and cli-
ent readers want in radio-tv ads” [27
December 1954 .

Perhaps because we came through
with flving colors. we think it is a
greal ~eries. but at any rate. vour staff
deserves a gold star for their work.

VMARION  ANNENBERG
Promotion Director, W DSU-TI
New Orleans

4 A's RECOMMENDATIONS

Weo at WOR WOR-TV. feel that
the Commnittee on  Broadeast Media
for the \UVANL did a great job and
they have made a big step in the right
divection. What they suggest is good
for the advertiser and what is good
for the advertiser is good for the agen-
ey and the advertising medium,

W e wish that they had made a lur-
ther step. Whenever the recommenda-
tions say these practices “should not”
or “shall not™ obtain. why not make
them ““will not™?

I would Like 1o soggest a case n
poinl. It alwavs takes two parties to
make an argnment. a <ale. a marnage.
a divoree and it takes two partie: 1o
consummalte bad practices as well as
good prachees, lyen as the b A's re-
port found it way to my desk. =0 did
a notation from one of onr salesmen
observing that one of the lavgest agen-
cies in the city had just called a meet-
g of station representatives and New
Y ork station salesmen to request “spe-
cial™ merchandising  to approximate
0.000 picces of mail four times dur-
ing the eonrse of the campaign. A
quick penctl shows that in our ecase

pl Tl 1

to cover the

NEW YORK

Metropolitan area...
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APt

... use one of
America’s 2

GREAT independents!

WINS

50,000 watts . . .
v 24 howrs a day

SAN FRANCISCO OFFICE:

Chuek Christianson, Iotel Fairmount
DOuglas 2. )

CHICAGO OFFICE:

GGeorge Clark, 816 N,
Randolph 6-0712

Miclhigan

SPONSOR




KLZ-TV.. LEADER

Janvary 1955 TELEPULSE™ proves KLZ-TV is

Overwhelmingly FIRST. . morning — afternoon —night . . .has

more weekday viewers than all other Denver television stations combined.

IN DENVER

KLZ-TV has more competitive quarter-hour firsts—more half-hour program firsts—
more full-hour program firsts—than all other Denver stations combined... And ...

® 8 of the top 15 shows e Highest-rated news, weather, and
® 7 of the top 10 multiweekly shows sports shows

: e All of the first 5 syndicated e Highest-rated multiweekly kids’

1 film shows program (yes, KLZ-TV-produced)

The January ARB** gives KLZ-TV the long edge, too...FIRST, sign-on till noon —
FIRST, noon till 6 pm —FIRST, 6 till 10 pm ... most competitive quarter-hour firsts —
most half-hour program FIRSTS — most full-hour program FIRSTS.

Any Way You LOOK at it, Channel 7

is Denver’s Best Television Buy!

Toke advantage of KLZ-TV's undisputed audience leadership

BUY KLZ-TV
Call @ KATZ man or KLZ Television Sales Today.

*TELEPULSE— * "AMERICAN RESEARCH BUREAU—natianclly recagnized broodcost- oudience research services.

The Kotz Agency ‘
Denver's Most Popular Television Station

CBS TELEVISION NETWORK

Denver's Highest-Powered Television Station

21 FEBRUARY 1955 9




the station wa- lLeing asked to spend
TV09% of the gros= cost of the cam-
paign, after agency commission. for
this “special™ nerchandizing. Enough
of these requests and we must raise
our rates another 714 . or ¢m the
Yo% oul of cost of programing or
other costs of doing husiness. If we
do it, we are not being fair 1o all of
the rest of our advertisers. 1f we don’t
do it, we may los ethe business. 1
hope that the big agency in question
a member of the A.A.A.A.—reads
the excellent report by the Committee
on Broadcast Media for the A.A.AA.
Gonrbon Gray
Viee President
General Teleradio. Inc.

WOR«WOR-TV. New York

1 o Mr.. Gray’s lﬂlrr refers to the 1 A'a'reco.m-
Th 1S mercha nd S ng It he [\/\ () ST e oo e s A

Febirnary.) For a «tatement thic iscsue by 4 A'a
Fred Gamble on the «nbject of whether the 4 A'Ss
l can “enforce” its recommendations see page 39,

“*Man, this 12 a real cool promotion! When KATV
TOAST TO RADIO
Your comment on the recent 1y show
“Toast of the Town™ iribute (?) to
e L . ~ . radio seems to me to be somewhat
Do, 1t's 1,)1;,:5;(‘1‘ than hig! KATV i really on the different from the opinions of other
critics who fonnd the program ren-
dered a disservice to radio. 1 can un-
derstand how yon might favorably
judge its effects in terms of “publicity”
letters, ete. ... they flood “em!™ for one medium carried in another
mnedium.

does something . . . it’s big!™ :

ball when it comes to merchandising an advertiser's

product . .. dealer aids, display material, reminders,

As you point out. it would have been
CKATV merchandising programs arve handled by  better if the program had glanced
slightly toward tlie future. But can’t
" you put it stronger than that? How
hep merchandisers only!™” about suggesting that in planning such
a program the writers at least take a
look at the last five vears in radio,
and even slighth consider what's go-
ing on today?
You get the most, beeause KATV s got the most 1" There are radio personalitiex today
playing to larger audiences than ever
before. They are playing closer to

For th tin Arl ' [ these audiences in cities from coast-to-
or the most in Arkansas see: or the most in Arkansas sec: . .
. coast, m every feld of entertamment,
BRUCE B. COMPTON AVERY.KNODEL, INC. format; L ubli cem 2
. : : : ] ice. Ra i
Neational Sales Magr, . National Reps m 0rmalxpn, andt publigigens g ho
is emerging as the “newest”™ medum

for reaching out to evervone—every

real promotion people ... no part-time squares . . |

*Man, yon're in ... when vou advertise with KATV,

where.

Chanﬂel 7 I'rom where | st | caur’t helieve ra-

dio is abont to fold. Maybe I'nt living

Studios in Pine Bluff & Little Rock ) , T
vk e iy in a dream world- but please “Say
John Fugate, Manager . i ien’t so.”
620 Beech Street 3 ~., W{ R
b N

Little Rock, Arkansas . MR Frank Woobrurr
tetivition x(twons Director of Radio ’romotion and
Research

Free & Peters. New York

19 SPONSOR
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Television and the Iowa farmer :

More than half :)f Central Iowa’s farm TV families

have owiied their television sets longer than two

years, f'cst'.ablis'hing them as key members of the WOI

Television audience.

WOI -1I'V

IOWA STATE COLLEGE

O

AMES-DES MDINES

100,000 WATTS
CBS ABC DUMONT
REPRESENTED BY
: WEED TELEVISION




LAUGHS with emcee Tom
Poston, comedy “find”
and an overnight sensa-
tion in the new Broadway
hit “The Grand Prize.”

SINGING AND DANCING
by charmer Marion Col-
by, who was featured in
Broadway’s ‘“T'he Pajama
Game.” Plus more stars
every day!

SONGS Ly Bob Carroll,
MGM recording star,
equally good on the
pianoand guitar. Dances,
too. Veryv talented fellow.

MUSIC by Ray McKinley
and an orchestra with
such “hep’”’ people as
Billy Butterfield. Tommy
Howard.Bobby Christian.




ME TV TO DAYTIME!

" ‘

rting next Monday, February 28th, at 12:30 P.M.,
ABC-TV upsets all the traditions of daytime TV and
roduces a new show with new talent and a great
v idea. The idea is that in the daytime, no less than
1ight, people watch television for fun and entertain-
int. So we're giving them fun and entertainment . ..
minutes of it every day . . . in a cheerful, tuneful,
E[‘nt-full show called, of course, Entertainment, a 2%-

hour extravaganza with all the excitement and glamour
and variety of big night-time TV. In fact, we're so
hipped on this fun idea, we’re building our whole day-
time schedule around it. No more chitchat, no more
interviews, no more cooking classes. We're introducing
a new fun-filled line-up of solid entertainment . . . espe-
cially Entertainment. We're sure a dandy time will be
had by all, and most of all by the participating sponsors!

wcv CHANNEL 7 » NEW YORK
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HERE'S CONCRETE
EVIDENCE

Two questions before the bar
of advertiser opinion:

1. Can radio sell a semi-industrial
product in Southern California?

2. Can it reach men in mid-day?

Associated Products of Puente, dis-
tributors of Sakrete readymix con-
crete products, answer YES on
both counts with a pen dipped in
dollar signs.

Sakrete signed the KBIG noon-hour
five-minute news last spring, re-
newed it for 1955—as its sole con-
sumer advertising.

This contented client also honored
“KBIG News Director Larry Berrill
with a Concrete Sales Award . . .
two tickets to the Rose Bowl!

Any KBIG or Robert Meeker ac-
count executive will show you a
glowing Sakrete letter, detailing how
the Catalina Station's lowest-cost
coverage of all Southern California
cements relations with dealer and
consumer alike.

*The last two years, The Radio-Television News

Club of Southern California Award for the
Best Independent Station News Operation has

been won by KBIG.

The Catahno Statron
10,000 Watts

740 2

3.0 A
TR 2, B PN
- B SN o
. V-

JOHN POOLE BROADCASTING CO.

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

Not. Rep. Robert Meeker & Assoc. Inc.

Jack L. Mattheas. director of media, Chnton
E. Frank, Chicago, says that time buying has
become more creative in the recent past. “It wasn’t

too long ago that time was bought principally on
the basis of a millivolt map and a knowledge of

the station’s policy. The pendulum has been swing-

ing in the other direction, whereby the rating of a
given spot is the sole consideration. Neither ex-
treme is healthy,” says Jack. He feels that the two
views should be merged along with greater knowl-
edge on the part of the buyer of the client’s sales
objectives. his market and competition. “To do a
good job a buyer must know the client’s objectirves.
as well as the station’s corerage, specific audience—
age, sex. race and income geographical consid-
erations, such as city versus rural; and talent
appeal of the programing or adjacencies.”

Ruby Safion. Friend & Riess, New York, teels
that part of radio’s future depends upon intelli-

gent “pinpointing of audiences and times.” Her Toy
Guidance Council account is cited as an example.
An all-ty client last yvear, TGC is planning to add
a 13-week radio campaign for a special Christinas
proniotion starting in November. TGC will be
using 13 15-minute transcribed programs to reach
radio audiences in some 20 markets. “Another
example of specidlized use of radio.” adds Ruby.
“is Lafavette Radio’s continuous campaign over
WQOAR, New York. This client wants to appeal to
a specialized audience-—the hi-fi lover, the musical
connoissenr. W QAR delivers just such an audi-
ence. Lalayette Radio uses a schedule of six an-
nonncements weekly, nsually between 8:00 and 9:00
p.m., in order to reach these people at dinner.”

Jeanne Yolan. V. . Aver, New York, knows
hoth sides of the coin: Formerly with a station rep,
she’s now buving time. “I think this puvint can't
be overemphasized the more information a time-
huyer is able to give a rep, the better job he can do
when submitting availabilities.” Jeanne told spo~xsor,
She adds that the rep has a responsibility to buy-
ers. He should. tor example, offer improved
schedules to o client as soon as the opportunity
occurs, and betore the buver requests them. “It's
much easier to recommend a change in schedule
before the client discovers a drop in ratings or un-
favorable adjacencies «nd starts screaming. In other
words, the reps should watch their schedules as
closely as the huvers do, and the only way thev can
do that is if the buver informs them adequately
abont resnlts or changes in client plans.”

e ==
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KNORR BROADCASTING CORPORATION

N/eleonted-

SAGINAW, MICHIGAN
10 118 ouern-72cked, EAMILY

Now! Powerful
Voices in the Mighty
Michigan Market!

WKMH °C
and DETROIT
WKMF ..
MICHIGAN
WKHM .
MICHIGAN
WSAM "CC
; ; MICHIGAN

Gosh! Are we proud! Our big new bundle of
joy raises its husky voice to a whole new audi-
ence in the rich Michigan market and puts a
terrific radio bargain right in the palm of your
hand! Now you can buy two or more Knorr
stations and earn a 10% reduction in price!

e s ] = AR

L - 2 —
!=+

—

Represented By Headley-Reed

Yov Buy Michigan’s Biggest Buying Power Through

KN ORR Broadedsliing conp/



~ WXEL is now

Basic CBS

in C|eve|and (starting March 2)

now Basic CBS Television Network

=y

Television

Maximum power— 316,000 watts ERP — with great'l
Grade-A coverage than any other Cleveland station. ‘2

a Storer Station— which
means the finest in
programming and service.

It’s a triple combination you can't beat
for selling results in the 4 billion dollar
Greater Cleveland market!

WXEL ::::
Cleveland

Represented natlionally by the Katz Agency



SPONSOR

21 FEBRUARY 1955

1. New on Television Networks
SPONSOR ‘ AGENCY STATIONS PROGRAM, time, start, duration
Corn Products Refining, NY 'i(: I— Miller, NY CBS 84 Robert Q. Lewis Show; W 2-2:15 pm; 23 Feb; 52
wks
California Packing, SF (Del Monte) McCann-Erickson, LA NBC 86 Today; 3 partic M-F 7-9 am; EST & CST; 8-9 am
PST; 18 Feb; 26 wks James M
i California Packing, SF (Del Monte) McCann-Erickson, LA NBC 91 Home; 3 partic M-F 11-12 noon, EST; 17 Feb; Trayhern (3
26 wks
California Packing, SF (Del Monte) McCann-Erickson, LA NBC 45 Tonight; 3 partic M-F 11:30 pm-1 am EST 18
Feb; 26 wks
Falstaff Brewing, St Louis Dancer-Fitzgerald-Sample, CBS 74 Baseball Game of the Week; Sat 1:55; 2 April;
NY 26 games
Heinz Foods, Pittsburgh Maxon, Det NBC 65 Captain Gallant of the Foreign Legion; Sun 5:30-
6 pm; 13 Feb; 52 wks
Lchn & Fink, NY McCann-Erickson, NY CBS 73 Reruns of | Love Lucy; Sun 6-6:30 pm; 17 April;
37 wks
Revlon Products, NY SSCB, NY CBS 80 | Public Defender; Th 10-10:30 pm; 10 March; 52
wks
) R o o Richard M.
f Carver (3)
- -
2. Renewed on Television Networks L .
SPONSOR AGENCY STATIONS | PROGRAM, time, start, duration ] ~
Bristol-Myers, NY YGR, NY CBS 89 Stage 7 {Your Favorite Playhouse}; Sun 9:30-10 3
| | pm; 3 jan; 52 wks
GCold Seal, Bismarck, N. D. Campbell-Mithun, Minnpls CBS 93 Jo Stafford Show; T 7:45-8 pm; 1 Feb; 17 wks
Nash-Kelvinator, Det Geyer Adv, Det B CBS 68 Danger; alt T 10-10:30 pm; 15 Mar; 52 wks

3. Advertising Agency Personnel Changes

Elliott
[ Davies (3)
NAME FORMER AFFILIATION | NEW AFFILIATION
William T. Adams JWT, LA, dir of copy & prod | Hixson & Jorgenson, LA, vp G creative hd
Raymond E. Banks Western Adv, Seattle, acct exec | wWade Adv, Hollywood, copy dept
Donald A. Breyer Lioyle, Dane, Bernbach Adv, LA, vp Fairfax Adv, Hollywood, vp
Dean L. Burdick McAdams, NY, vp ‘ Same, exec¢ vp
Richard M. Carver This Week Mag, Chi, sls stf Earle Ludgin, Chi, acct mgmt stf
Winslow H. Case Cunningham & Walsh, NY, gen creative wk Geyer Adv, NY, vp
W. Howard Chase Selvage, Lee & Chase, NY, partner McCann-Erickson, NY, vp & gen exec
| Robert ). Clarke Geyer Adv, NY, space art dir Same, tv art dir
! Guild Copeland Biow-Beirn-Toigo, NY, creative dept copy group hd Same, also vp
Elliott Davies Kroger & General Dept Stores Rutledge G Lilienfeld, St. Louis, mdsg excc Wynn T.
Joe Derby NBC, NY, trade editor YGR, NY, r-tv publ dept Sullivan (4)
Frank Egan D. P. Brother, NY, office mgr _ Same, vp in chg NY office activities
H. M. Feine Julian Gross Adv, Hartford, vp ’— Wilson, Haight, Welch & Grover, Hartford, dir of copy
| G pub rel
] Michael S. Freeman Own consulting serv, Boston | james Thomas Chirurg, acct mgr
l Helen Haberman McAdams, NY, vp | Same, sr vp & sec
Alan Harvey Beckman, Hamilton & Assoc, r-tv dir
Harold H. Jaeger Geyer Adv, NY, vp G gen mgr | Warwick & Legzler, NY, vp G gen exec
Jack Kaduson | Roy S. Durstine, NY, acct exec ; Same, also vp
William W. Kight Kight Adv, Columbus, vp Same, pres
Arthur Kulman KOL, Seattle, sls & sls prom supvr Blitz Adv, Seattle, mgr
Wallace Q. Laub Turco Prods, LA, asst adv mgr Abbot Kimball. LA, acct exec
Robert A. MacGill Fuller & Smith & Ross, acct exec l Keeling Co., Ind, vp & creative dir Stephen W.
Robert G. Love R. T. Harris Arv, Salt Lake City, r-dir, acct exec | Same, vp Pozgay (3)
Y James S. Little | Cecil & Presbrcy, NY, acct supvr Cunningham & Walsh, NY, acct exec
Harvey Mann Weiss & Geller, Chi H. W Kastor & Sons, Adv, Chi, media dir
James W, McCandless Dodge News Bureau, dir Grant Adv, Chi, vp
Toby A. Miller Edwards Adv, LA, gen mgr Beckman, Hamilton, & Assoc, LA, gen mgr \
Frederick N, Polangin Fuller &G Smith & Ross, NY, acct supvr Ted Bates, NY, acct exec L
Harold ‘A. Polonus Seciberling Rubber, Akron, pub rel mgr Ketchum, Macleod & Grove, Pittsburgh, pub rel acct
dcpt
Stephen W. Pozgay | WTVP-TV, Decatur, lll, gcn mgr Biddle Adv, Bloomington, Ill, acct exec & tv dir
William D. Shambroom Flo-Ball Pen, NY, gen mgr Emil Mogul, NY, acct service stf
Arnold C. Shaw Glenn Adv, Ft. Worth, vp Same, Houston, mgr
James C. Shelby McCann-Erickson, Chi, acct exec MacFarland Aveyard, Chi, vp & tv dir
Edward Sherry Biow-Beirn-Toigo, NY, crcative copy hd Same, also vp Alan B.
Wm. Philip Smith Charles W. Hoyt, NY, dir of r-tv Same, also vp Miller Jr. (4)
George W. Stokes MacFarland & Aveyard, Chi, acct exec | Same, vp
. In next issue: New and Renewed on Radio Networks, National Broadcast Sales
Executives, Newo Agency Appointments, New Firms, New Offices, Changes of Address
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| New and renew

William E.
Robinson ‘4)

Arnold C.
Shaw (3)
Guild

Copeland (3)

H. B.

Nicholson 14)

Winslow H.

Case

John

(3)

).
Steeves (4)

3. Advertising Agency Personnel Changes (cont’d)

NAME

FORMER AFFILIATION |

Judith Tattersall
Linus Travers

Herminio Traviesas
james M. Trayhern
William D. Thompson
D. Van Valkenburgh

Robert J. Wallace
John Jay Wiley

Robert Winternitz
Robert E. Wright

NAME

Brooke, Smith, French & Dorrance, NY, admin stf
Yankee Network, Boston, c¢xcc vp & gen mgr

BBDO. acct excc

WHAM-TV, Rochester, prod dir
YGR, NY, acet exec

Albany Times Union sls prom mgr

Biow Co.

Ruthrauff & Ryan, SF

Winternitz Adv, NY, hd

). H, Kennedy Adv, Chi, atct excc

4. Sponsor Personnel Changes

FORMER AFFILIATION

E. H. Andrecson
Robert L. Aste
Ernest R. Breech
Henry Callahan
Thomas S. Carroll
John C. Cornelius
joseph F. Cullman Il
Charles N. Crittenton
Eidon E. Fox

lrving H. Granicher
H. Milton Gurwitz
Walter L. Hedin

A. Z. Kouri

Andrew C. Kunkel
Alan B. Miller. Jr.
H. B. Nicholson
Ernest Charles Parizeau
M. ). Ragir

M. A. Reilly

Lynn E. Richardson
William E. Robinson
William B. Smith
Sam H. Sonders

John |}. Stceves
Wynn T. Suliivan

Harold L. Suttle
). Ken Verden
Edward H. Weitzen

Cencial Mills, Minnpls, dir of grocery prods sls
Gritfin Mfg, Bklyn, exec vp

Ford Motor, Dct, exec vp

Lord & Taylor. NY, window disolay dir

Ceneral Foods (Swansdown Div), Jersey City
BBDO, excc vp in chg of Western offices

Philip Morris, NY, vp

Lever Bros (Pepsodent Divi, NY, gen sls mgr
Minnpls-Honeywell Regulator, Minnpls, adv mgr
California Packing, LA, vp & gen sis mgr
Meirose Distr (Scheniey Ind Div), NY, nat’i sts prom mgr
Borden's, Chi, asst gen sls mgr

General Mills, Minnpls, Grocery Prods Div, dir of opers
Breyer, Phila sls mgr

Weiss & Geller, Chi, creative dir, Toni acct
Coca-Cola Co, NY, pres

Simmons, NY, purch agent

Ekco Prods, NY, district sls mgr

Lipton, Hoboken, vp in chg of sis

Autoyre, Oakville, Conn, sls & adv dept
Robinson-Hannagan, NY, chmn of the bd
Lipton, Hoboken, dir of adv

Piggly Wiggly, LA, adv & sls prom mgr

Lee, Ltd, NY, vp in chg sls

Heyl & Pattcrson, Pittsburgh, adv mgr

Lipton. Hoboken, gen sls mgr
Armour Soap Div, Chi, brand mgr
Bulova, Flushing, vp & dir & pres of res labs

NEW AFFILIATION

Same, client contact stf i

John C. Dowd. Boston & Dowd, Redeld & Johny,
NY, exec asst

Same, also vp

Charles L. Rumrill, Rochester,, dir of r-tv

Same, vp O acct supvr

Coldman & Walter Adv, Albany. acct exec & cre.
dir

Benton & Bowles, NY, acct exec I

Roy S. Durstine, SF, acct exec .

JWT, NY, acct rep

Roberts, Mac-Avinche & Senne Adv. Chi vp

NEW AFFILIATION

Same. vp

Same, prcs

Same, chmn of the bd

Schenley [ndustries, NY, visual sls consultant
Colgate-Palmolive, NJ, brand adv mgr

Rexall Drug Co, LA, dir

Same, exec vp

William H. Weintraub, NY, acct & mdsg exec
Same, dir of adv & sis prom

Same, dir of sls

Jacob Ruppert EBrowery, NY, sis prom mgr
Same, gen sls mgr

Same, vp

Same, vp in chg sis

Crove Laboratosics. St. Louis. new prods dept hd
Same, chmn of the bd ‘

Same, vp

Autoyre, Oakville, Conn, vp in chg of sls

Same, vp in chg of mkig

Same, adv mgr

Coca-Cola, NY, pies ||

Same, vp in chg of adv

Kory Markets, LA, adv & sls prom mgr

Helene Curtis, Toiletries Div, NY, gen sis mgr

Sylvania Elec Prods, Lighting Div, fixture adv &
mgr

Same, vp in chg of sls

Cillette, Toni Div, Chi, adv brand mgr

Gruen Watch, Cin, pres

5. Station Changes (reps, network affiliation, power increases)

CJSH-FM, Hamilton, Canada. no longer opecrating (as of Dec

31
WAKE, Creenville, S. C., new nat’l rep Walker

WDEL-TV, Wilmington, Del gocs to 316,000 watts Feb 20th

WOCNI, Wilmington, N. C., new nat'l rep Walker

WINO-TV, Palm Beach, nat'l sls rep Venard, Rintoul &
McConnell

WINO-TV, Palm Becach, begins daytime programing
WOKY-TV changes call letters to WXIX beginning Feb 20
WTTG, Wash, D. C., has appointed H-R tv nat'l reps

Michael S. Judith
Freeman (3)

Philip

Tattersall (3)

Smith (3)

William
Thompson (3)

Edward

Sherry  (3) man 1l
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WHO-TV
@WH O-TV
SWHO-TV
| WHO-TV
<WHO -TV
(C WHO-TV
> WHO-TV
WHO-TV.
WHO-TV
ViHO-TV
/HO-TV
¥y NHO-TV
'WHO-TV /
” WHO-TV
WHO-TV
WHO-TV
WHO-TV
: -T
e 1¢ owa Radio and Television Audience Survey
::s 11'1)a5d4elin MI:rch, 1954. At that time, over one-qlxarter WHO -Tv
of all TV sets were less than six months old — vet, I. WHO 'TV
in March, 59.6%, of all lowa homes bad television sets! \ WHO -Tv

Too good
to hide! J

O\VNERSHIP of television sets is increasing so rapidly

in Iowa that nobody can keep up with it.

Here are the five-year figures from the Annual Survey: WHO 'TV
{INCREASE IN TELEVISION SET OWNERSHIP IN I0WA i WHO -Tv
1950 1951 1952 1953 1954 "1 WHO -TV
Survey Survey Survey Survey Survey
All homes surveyed 1.7% 11.8°%, 25.7%, 38.2%, 59.6%, WHO Tv

Urban homes 2.4 15.9 30.9 44.5 67.2 WHO 'Tv

Village homes 1.3 8.7 21.0 32.7 53.3 -

Farm homes 1.1 8.7 21.2 31.9 52.7 WHO Tv
Now there are more than 280,250 television sets WHO -Tv
in WHO-TV’s Central lowa — and 355,100 families. WHO -Tv
WHO-TYV is giving them the best programming there is — WHO "Tv
from the tallest antenna in the State. WHO -Tv
Ask Free & Peters for all the facts! WHO _Tv

WHO-TV
WHO-TV
» WHO-TV

? WHO-TV

ﬁ Channel 13 + Des Moines « NBC

; 3 Col. B. ]. Palmer, President
g P. A. Loyet, Resident Manager
‘ L7‘§ Ty~ Free & Peters, Inc.
7 S .
‘ ¥ National Representatives
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?)f the Total 496 Quarter |

{ours Weekly, KDKA
“irst in 415, Tied in 25!

" Pick practically any time, any day
«f the week and reach far more of the
F”ittsburgh market’s 893,800 families,
;:et a bigger share of its three and a
(uarter billion dollars in retail sales.
! And that’s only part of the story.
10,000-watt KDKA sells strong in 108
:ounties where over eight million
yeople spend more than 724 billion
lollars annually. They spend over 2

billion on food, over 1}4 billion on au-
romotive needs alone. Let KDKA sell
tor you. Call John Stilli, KDKA Sales
Mlanager, GRant 1-4200 or Eldon
~ampbell, WBC National Sales Man-
iger, PLaza 1-2700, New York.

{DKA FIRST AGAIN

TEN TOP DAYTIME SHOWS

"TEN TOP EVENING SHOWS

TEN TOP WEEKEND DAYTIME
SHOWS

Proof again —KDKA owns the big 15-
county Pittsburgh market. Top shows, top
power, top audience—you get them all only
with KDKA. That means only KDKA
advertisers make the most of this rich
15-county area.

The reason is that, in addition to power,
KDKA has the talent, KDKA has the pro-
grams that win audiences and get action
for advertisers.

If you want this top-audience action,
look at the quarter-hour picture and see
how KDKA gets it for you all around the
clock.

KDKA—Pittsburgh

WESTINGHOUSE BROADCASTING COMPANY, INC.

KDKA o KDKA-TV, Pittsburoli; WBZ+WBZA ¢ WBZ-TV, Loston: KYW e WPTZ,
Philadelphia; WOWO, Fort Vayne: KEX, Portland: KPIX, Nan Francisco
KPIX represeried by 't Katz \ceney, INc;

All other WBC stations represented by Friv & Priigs, Inc

PITTSBURGH |
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SELLING IN

. MONTREAL?
That’s our
business!

YOUR PRODUCT
advertised on
- CFCF means more
| business for you

MONTREAL

[N CANADA—ALL CANADA

22

Emanuel Katz

e Sponsor

Doeskin Products, lnc., New York

Doeskin’s trademark i~ Dottie Doe. a Disnev-like creature that
could have come straight out of “Bambi.” Emanuel Katz, president
of the paper products firm, never lets vou forget this trademark.

The forest-green drapes that hang on the three tall windows in
his office are sprinkled with reddish-brown does. The couch on
the right of his desk is covered with the same fabric. In the middle
of his desk there’s a small porcelain doe on a heavy pedestal that
serves as paperweight. And. in case theres still some doubt about
the nature of Doeskin’s business, there's a table behind Katz's desk
covered with a splendid. nmlti-color array of toilet paper, facial
tissues, paper napkins.

“We like advertising.” Katz told sroxsor. “I'll go Turther: We
like tv advertising.”

This year, Doeskin’s entire national advertising budget is in tv:
Robert Q. Lewis, CBS TV. Fridays 2:00-2:15 p.m.. through Grev
Advertising. The $750.000 budget in 1954 paid for participations
on the Kate Smith Show, NBC TV : in the fall. Doeskin switched to
Lewis. (For details of Doeskin strategy. <ee sroxsor. 9 August
1954.)

Katz supervises the advertising. lle also directs marketing and
merchandising strategy.

“I'm no financial man,” says he. “I'm a marketing man. |
guess 1 know most of the paper wholesalers in the comntry.”

Katz spends some six weeks or more cach vear making sure that
he still knows the trade. traveling from coast to coast. After a few
weeks on the road. he's happy to return to his apartment in town
or his Wilton. Conn.. home. lle's especially happy to get back to
New York during the opera season. “Pm a great lover of hyrie
apera.” he waid.

Doeskin was born on University Place. New York City, 30 years
ago, when its founder (who has since left the business) Dbegan
making sanitary napkins (later dropped) with a $1,500 capital in-
vestment. Katz savs that the firm’s 1951 sales volume was close to
14 million. Farthermore. the firm is likely to complete the cirele
<hortly : Doceskin is planning to add sanitary napkins to its paper-
prodnet line.

“There’s one thing all our produets have in common,” Katz
added. “Quality. Our ~tress is qnality. not price.” * k%
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the plus you '
| DON’T pay for...

J °

| _ RATES on WIBK are based on home audience. RESULTS

on WIJBK are based on homé audience PLUS a tre-

mendous bonus . . . thousands upon thousands of car

radio listeners. You don’'t pay one penny extra for

this terrific “plus” in a market where everybody drives, |
90% of all cars have radios, and most car radios are

kX e . A k
- consistently tuned to the station that programs for
-~ on-the-go ||stemn‘g N
with top news, music il
-] o
_and sports . . ... W . ) Rﬁdlo,

DETROIT

g

\ @/ Represented Nationally by

ATYY” 1ue KaTZ AGENCY
] National Sales Director, TOM HARKER
118 E. 57th, New York 22, ELDORADO




OIL WELL!

No— that™s not an otl well, but 1t
is a gusher just the sane.

That's the KSBW-TV television
transmitter. gushing out the
world’s  best entertainment 1o
422.709 v sets. over 90.000 of

which are unduplicated,

Youll strike a bonanza of <ales
every time your sales message i¢
radiated from thix Channel 8 an-
tenna ... 3.777 feet in the air . ..
on the rich central coast of Cali-
forma.

We don’t care whal vou are sell-
mmg. what color it is. how much
it costs. I it's for sale to people

we sell it at the lowest cosl
per thousand of anyv <tation in
California.

ASK HHOLLINGBERY.

CaALNORMIA

CBS. NBC, ABC. DUMONT
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by Joe Csida
Tip to admen: study the rhythm-&-blues trend

Through happy circumstance. over more than two decades
I have had occasion to view developments in virtually all
segnients of the entertainment industry . . . and to view same
from the standpoint of the effects of developments in one
phase on developments in another. From which ponderous
opening let me leap ofl into an effort 1o point up a series of
developments which may be of some significance to radio
and television buyers of talent and shows.

The music and record side of showbuxiness seems to have
the inherent characteristics which most readily, most per-
ceptibly and most accurately point up new, and often broad,
entertainment trends. During and immediately {ollowing
World War 11, a substantial number of country (often termed
“hillbilly™) songs became big nationally popular Hit Parade
numbers.

In the earliest phases of this development such songs were
origimally recorded by country artists, then “covered™ by
popular artistz. via whose platters the <ongx achicved major
countrywide hit status.

This earliest phasze was {ollowed by a =urging effort on the
part of established popular =ongwriters (not excepting the
Irving Berlins. Frank Loesters, et al) to emulate and cap-
ture rome of the same qualities which seemed to be making
the country tunes =uch big hits.

In time. then. while most of these writers failed to imitate
these tnmes with full authenticity, their work nevertheless be-
came touched with many of the same ntherent appeals which
marked the successful country songs. And quite soon coun-
try audiences were buying more and more of the records.
not only of stars in their own fiekds, but more and more of the
records of popular recording artists.

This gradual blending of country and popular today has
reached a point of stabthization. and a new trend <cems to
have erapted. Agam music and records most clearly poin
the wav here. There was and is a tvpe of ~ong and music.
which was once known ax “race™ music. and for the past
~everal vears has been termed “rhythm-and-blues™ or r-&h
music, This. of course, was the type of carthy. uninhibited
~ong (often very eclose to outright smut) plaved and sung
with an even more carthy and uninhibited beat.

For many vears these songs and records were popular ex-
chisively with the populations of the various *Harlem™ com-

(Please turn to page 031
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... and as the King of Siam said,

| coNFIDENCE ( etcetera
- KNOW-HOW etcetera
ABILITY

that's why WTVJ

CHANNEL 4, MIAMI
was selected by the
"Big 3" to originate the
NETWORK SHOWS

from Miami and Miami

Beach.
WTVJ has the per-

sonnel, equipment and
facilities to "carry the
freight” for you.

Florida's FIRST Tele-
vision Station, TALLEST
TOWER IN FLORIDA.
FULL 100,000 WATTS
POWER. Complete
Merchandising Depart-
ment.

...and COLOR

Preferred by 89% (ARB - Sept. 1954)
of the viewers in Fabulous South
Florida.

See Your Free & Peters Colonel TODAY
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sure a successful operation, a surgeon first checks the in-

acts with a fluoroscope or x-ray. And what x-ray does for

octor, the 600,000 IBM cards compiling the J. A. Ward
can do for an advertiser. With them he can, for the first

assure a more successful business operation.

4 for example, is an x-ray analysis of one of radio’s most
ntial daytime radio shows—QUEEN FOR A DAy; heard five

week on Mutual coast-to-coast (11:30-12:00 noon NYT):
!

—a big audience —2,487,000 daily listeners on the average.
remember, these are people listening, not just sets tuned in.

nd—over 75% of all shopping is done after QUEEN is broad-

cast. QUEEN’S listeners make most of their purchases while
the commercials are fresh in their minds. And more than

a third of them hear it regularly in the kitchen. You can help
make up their minds while they’re making up shopping lists.
Third —nearly 70% of QUEEN FOR A DAY’s audience can

not be reached by any television show no matter how popular,

because 1,721,000 of them simply do not have TV sets.

This x-ray shows what P. Lorillard gets for its Old Gold on
QUEEN FOR A DAy in its fourth year of sponsorship. There’s still

room for a companion advertiser five mornings a week.

Let Mutual’s Mister PrLus develop the picture further for you.

MUTUAL BROADCASTING SYSTEM

1440 Broadway
New York 18, New York
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IT PROPOSES A REVOLUTION IN NETWORK
OPERATION, IS THE OPENING GUN IN WHAT L[LLOOKS

LIKE RADIO-TV'S YEAR OF PROBES. HERE

ARE THE IMPLICATIONS FOR ADMEN

J | the “Plotkin memorandum™ ix an aceurate foretaste of what the
nation’s lawmakers and FCC are thinking about, then television i~ i for
some revolutionary changes.

The memorandum, modestly entitled “Television Network Regula-
tion and the Uh{ Problem™ and submitted to the Senate Committee

. . . \
on Interstate and Foreign Commerce by Harry M. Plotkin, mi- 3 .

nority (Democratic) counsel to the committee in the last Congress. |
is probably one of the most dynamite-laden document~ on broad-

yidaadig o
s

3 . > PR . - o‘“
casting out of Washington since Marconi invented wireless. i +
T - . : A 3
[here appears little question that the Plotkin re- Ay .y R

port’s recommendations hit at the very foundations
of tv network operations as they are now known.
The memo. moreover. makes no bones about it=
author’s belief that CBS and NBC have as-
sumed quasi-monopoly proportions and are
dominating the industry to the detriment

of the con=nmer. the ~tations, the film

j &, AZa > 3
. . / i ‘ va 250 e aXe
syndicators. national spot and local 0t S N en 53  he; WA o |
: § ) L 5,. > alll :.a" ":. D-_“ t!\ 3
advertizers and ABC and Du Mont. - 4 . 1? i - e - : i = +
Pt 1
Plotkin  wonld redress the /) g 4 ; 3 -
, , | avenernt o rveened \

scales Iy: (1) banning network

Photograph by ‘'arold M. Lambert




PLOTKIN RECOMMENDS BAN ON NETWORK OPTION TIME,

LIMITATION ON CBS. NBC PROGRANMS IN MARKETS WHERE

THERE ARE NOT ENOUGH VHF STATIONS TO GO AROUND

rovi=o= and giving national
N ' | access to choice time
and 2y by providing that
nade available for all of the
‘tworks =0 that none of them ix frozen
it of a =ubstantial number of mar-
ets,”
The memo ix a= vet still the opinion
ne man. It has not been considered
bv the Commerce Committee and a
parallel report by special commitiee
couns=cl Hobert . Jones (not out at
sPONZOR's presstime! who had been
appointed by Senator John W, Bricher.

has not vet been considered.

However. the Commmerce Conmnittee
chairman. Senator Warren G. Mag.
nu~on. Democrat. of Washington. com-
mended the report 10 members “as an
excellent bazi< for further inquiry.”
And its importance wa- highlighted by
a sharp retort from Dr. Frank Stanton.
president of CB=. Inc.. who described
its proposal~ a< “mistaken. hnpractical

and unwise” and warned that network
television would be “gravely crippled”
and the public’s -et investment hurt
if they were adopted (hox below).

To what extent the Plotkin report
will be acted upon. no one can sav for
sure. There are some who feel that al-
titudes shown by the Administration
and FCC indicate a reluctance to make
any drastic changes in broadcast prac-
tices. However. Democratic control of
Congress and the up-coming 1956 elec-
tions mayv have a strong effect on the
situation.

The Commerce Committee will hold
hearings on the burning issues posed
by the Plotkin memo shortly. Both the
Justice  Departiment and I'CC were
asked to examine the memo and come
back 1o the committee with some pre-
liminary ideas within 30 days—that is,
bv 1 March. In addition, the FCC was
asked to give interiin progress reports
every 60 day< and come up with a final

report in six months,

Whatever the up-coming Commerce
Committee hearings lead to. theyv will
not be the only spotlight thrown upon
broadcasting. The indications for 1955
are thal broadcasting will he probed,
analyzed. and dissected to a fare-thee.
well.  Most. though not all. of this
examination will take place in Wash.
ington. The capital’s other probes are
proceeding on three fronts:
®* An Investigation mto “monopoly
aspects” of the communications indus-
trv. will he nndertaken by the Senate
Judiciary Committee headed by Sena-
tor Harley M. Kilgore. Democrat. of
West Virginia. It is  understood.
though not vet officially decided, that
the Kilgore probe will not overlap on
the Magnuson investization. However,
Senator Kilgore’s committee will defi-
nitelv look into broadcasting in exam-
ining ownership of networks by elec-
tronic manufacturing interests. owner-

CB> believes that manv of the proposals of the Plotkin
Memorandum. insofar as it deals with network television.
are mistaken. impractical and unwise. If these proposals
were 1o be adopted. network television as it is known today
would be gravely crippled and the public’s investment of
$13.5 billion in receivers would be . . . depreciated.

The Memorandum. which is the product of a single indi-
vidual and not a report of the Senate Committee. was not
hased on any investization which included the television
networks. Yet these are the very organizations whose ex-
i~tence would be ~o radically affected. Questionnaires were
submitted by the Committee to the networks, and CBS
provided answers covering hundreds of pages. Dut these
questions did not even suggest the major issues with which
the Memorandum now deals.

It i« not surpricing, in these circumstances. that the pro-
posals betrav <uch a complete lack of understanding of the

30

Networks would be gravely crippled if Plotkin’s

proposals were adopted, says CBS’ Frank Stanton

complex business of television networking. The failure to
test theories against facts has resulted in unrealistic and
extreme proposals. The Memorandum attempts to resusei-
tate concepts and approaches which during the last decade
have been specifically and uniforinly repudiated by the
Congress and the FCC,

Television netwovking is precisely the kind of business
where blind and unrealistic tampering with some of the
parts can destrov the whole.

CBS urges that if the Senate Committee or the FCC i
inclined to give these proposals any weight. CBS and the
other networks be given the opportunity to be heard. We
ask this right not only for onrselves. While our stake is
large. the stake of the public is even larger. There are a
number of wavs in which its enormous investment can be
depreciated. In the recommendations of the Plotkin Memn-
orandum. one =uch road i< clearly blueprinted.

SPONSOR




ship of stations by newspapers and
ownership of tv stations by radio in-
terests.

e Last week the IFCC. in issuing a
notice of proposed rule-making on suh-
scription tv, took an immportant step
by opening the entire question to pub-
lic discussion. (For opinions on what
toll tv may mean to advertising, see
“Can there be peaceful co-existence
between subscription tv and commer-
cial video?” sronsor, 7 Feb., 1955.)
® The Justice Department's Anti-
trust Division has revived its investi-
gation of advertising, which started
about a year ago and was halted when
one of seven ad associations balked at
opening its records. The department
has decided to go ahead without forc-
ing action from this association. This
investigation will study the “advertis-
ing industry” as a whole and will in-
ctude, of course, radio and tv.

* In addition to these developments
from the nation’s capital. an investiga-
tion into “bait-and-switch™ advertising
on radio and tv is being pushed by the
Brooklyn District Attorney’s office and
some evidence has already been placed
before a grand jury. “Bait-and-switch”
advertising refers to the practice of of-
fering products like vacuum cleaners
and sewing machines at low. low prices
as a means of gaining admittance for

P A
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a salesman into the home. What hap-
pens very often. according to Edward
S. Sikver, Brooklyn D.AL is that the
salesman tries to high-pressure the
consumer into bhuying a more expen-
sive model and will ot deliver the
cheaper model even if the customer
wants it. This, he said, 1s fraudulent
advertising.  The investigation covers
radio-tv’s biggest market — the New
York metropolitan area.

The Commerce Comnrttee probe is
the most inclusive so far as broadcast
acdvertising is concerned and the Plot-
kin memo ranges over a wide variety
of topics. Two recommendations stand
out as having the most profound im-
phications for both networks and air
advertisers, however. They have to do
with option time and exclusivity.

Option time: [n recommending that
network option time be barnmed. Plot-
kin argued that there is no reason
why regulations should
permit one kind of advertiser to oust
another. And network option time. he
said. does just that. The already pow-
erful networks. he maintained. have
an unfair. government-supported ad-
vantage over compelitive sources of
programing.

government

“Even in non-option time.” the Plot-
or na-

kin memo savs. “the station

» KN

Harry M. Plotkin

His dynamite-laden
report (s result of
probing uhf problem

tional spot representatine is at a -err

ous disadvantage as against the
network. When time is sold to an

advertiser on a national spot basis. the
sales contract quite generally provides
for cancellation by either the station
or advertiser before the end of the
term. When the advertizer deals with
the network. he knows that the station
has very limited or no cancellation
privilege.”

Because of this disparity in cancel-
lation privileges. Plotkin went on. the
abolition of option time should be ac-
companied by some kind of proposal
providing “that the station should not
discriminate as  between advertisers
with respect to the right to cancel pro-
arams.”’

Option time thus gives the network
an  “inordinate amount” of control
over broadcast time and a position of
dominance over the station. the memo
maintains. Only when the number of

(Ple~se turn to page 114)

et e
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Senate Commerce Committee will investigate all aspects
of broadcasting. Reports of former counsel {larry . Plot-
kin and Robert F. Jones may play key role in its probe

Senate Judiciary Committee will look into “monopoly as-
pects” of communications industry, may aroid overlapping
abore probe. Group will also study station ownership

Justice Dept., through Anti-trust Division, has revired ad-
vertising investigation, which was dormant for a while,
fts study of ad “‘industry” will include both air media

I fhmmn; i " i
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Subscription tv has finally been opened for discussion by
public as FCC last week issued notice of proposed rule-
making. Though many consider toll tr years off. it is
heing studied closely by the stations and networks to
determine eflect on present advertising-supported deo

“Bait and switch’' advertising in nation’s biggest radio-ti
market- New York metropolitan area—is being investigated
by Brooklyn District Attorney's office. D. A. has alread)
placed evidence of what he savs is fraudulent advertising
before grand jury. Stations, BBB, are discussing probiem
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Adio’s mornmg
Lhe liadies

men draw

0 Slenderella

Fast-growing slenderizing chain used newspapers

till fall of 1953, now puts 50%, of budget in spot

’Jﬂ.\'l vear. some 30.000.000 inches
and £500.000 pounds were shed by
3.000.000 women patronizing Slender-
ella salons by that organization’s es
And played a note-
role in this weighty accom-

timate. radio
wortln
plishhment as the means of first attract-
ing a goodly proportion of these wom-
en to Nlenderella.

Slenderella International is a net-
work of 03 slenderizing salons from
Coast to Coast in 13 cities including
one cach in Paris and London. 1t has
been in existence since May 1950 when
it debuted with New
York City.

From its outset. Slenderella adver-
tised almost exelnsively in newspapers.

four salons in

Lawrence L. Mack, president and founder of
Slenderella International, worked out the sa-
lons’ figure program, determines ad policies
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By the fall of 1953. however, they felt
some of their cities might he saturated
newspaper-wise and decided to add
radio.  In October 1953. they ran a
radio test in Los Angeles which proved
<o satisfactory that Slenderella marched
radio schedules into city after city
where it has =alons.  Todav. about
507 of the firm’s total $10.000-per-
month advertising budget goes to spot
radio covering all Slenderella’s markelts.

Announcements are run on 20 sla-
tions in 12 cities: New York. Washing-
ton, D. C., Philadelphia, Boston, Pitis-
burgh, Cleveland, Chicago, Los An-
geles. San Franeisco, Columbus, Mil-
wankee and Detroit (which al~o covers
Slenderella’s Toledo area).

It might be thought that a service
of this type. meant exclusively for
wonten. would gravitate to women’s
feature programs with lady commenta-
Not Slenderella.
mercials are delivered by male person.
alities on earlv-morning
d.j. shows. The thinking of Lawrence
L. Mack, Slenderella president and the

{ors, VMost of its com-

chatter and

formulator of itx advertising policies,
1= that women prefer to listen to a
man  rather
There are only
programs n which Slenderella has an-

than  another woman.

two women's feature
nomncements  and bothh of these were
offered along with male personalities
on the same station i attractive pachs
ages.

Not only do males deliver Slender-

ella commercials. but they deliver them
ad hb in their own individual sty les-

from fact sheets which Slenderella sup-
plies. Slenderella prepares no written

But Mack makes
that the performers know just what
they ‘re talking about. e meets each
of them personally, briefs them thor-
oughlv. And he has them visit a salon
the Slen-

commercials, sure

lo zee—and even experience
derella treatment.

Just how effective this approach has
proven is shown by dollar results. As
Slenderella entered radio in city after

city it noted unmistahable sales in-
creases: in some cases bnsiness has

actually doubled, according to Lloise
English. operations director and na-
tional supervisor of all Slenderella
salons.

K000 A

case history
I
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How does Slenderella know that a
given business increase is due to ra-
dio? Slenderella keeps extremely close
tabs on its 63 company owned-and-
operated salons. Faeh salon sends in
a daily report which includes the exact
volume of business that day. In this
way, Slenderella knows just how much
business is being done in each of its
eities and what per cent of the total
national business each city accounts
for. 1f there is a sigmificant increase
in a city’s share of the national busi-
ness. says Slenderella, then this must
be traceable to a new factor affecting
Slenderella’s operation i that city.
This new factor. in city after city, was
radio.

It was in this wayv that the success
of the initial Los Angeles radio test
was gauged. That city’s share of the
total national husiness jumped from
17% to 20°¢ after a 30-day air trial.

Business 1= currently =0 good in
New York and in five other metropoli-
tan ceuters that women signing up for
the serviee must wait two or three
weeks before starting treatment. For

21 FEBRUARY 1955

this reason, Slenderella reeently can-
celled its newspaper advertising in
these areas for a few weeks. (This
sent radio’s share of the budget ahead
of newspapers in February for the
first time.)

Slenderella uses an average of three
announcements per week on each sta-
tion. These run on Monday. Tuesday
and Wednesday mornings, ahnost with-
out exception. The reasoning: Slen-
derella found from its own experienee
with women that they tend to launeh
new projects—especially those which
may go on for sonte time—at the be-
ginning of the week. Even though
they may lear of Slenderella at the
end of one week. savs the company.
the ehances are they will say to them-
selves, “T'll wait till Monday and then
oo and really get started.”

This is interesting as a complete re-
versal of the thinking of the retail ad-
vertizer who tends to advertise at the
end of the week—Thwrsday. Friday.
preparation for the
(Some  sta-

Saturday—in
weckend shopping rush.
tions have complained that they have

The Slenderella Table,

featured in system’s 3-part program,

does all the work as patron lies passive. Eloise
English, Operations Director of Slenderelld’s 63 sulons, shows
one lady proper position. Spot radio in 13 cities, 26 stations, gets $20.000 « month

a problem due to this advertising phil-
osophy: They have a heavy wave of
advertising at the end of the week and
ot enongh at the heginning.)

Here's a eloser look at the test which
made Slenderella decide radio might
do a job for them.

It was October 1953. Slenderella
had been running a concentrated cam-
paign in all four of the newspapers in
Los Angeles. When the normal busi-
ness inerease seemed to abate some-
what, they decided to relate the cireu-
tation of the papers to the response
received. ln this way. they determined
that they had practically ~xaturated the
market newspapers could reach,

Slenderella has a system whereby
every customer phoning or coming -
to the salons ix asked where <he heard
of the company. This is they
were able to keep tabs on how manyv
enslomers tor prospective customers)
the newspapers were drawing.

how

But now. Slenderella was casting
abont for a new medium. Radio was
picked for testing and lLo: Angeles

t Please turn to page 100)
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PART THREE

OF A THREE-PART SERIES

The

!ﬁf all phases of the comnmercial-
making operation of television. proba-
bly the most neglected one is talent
scleetion. Even today. when television
is repnted to be mature. there is an
overabnndance of underdirected male
and female amiouncers trying to sell
products and services they were just
nol cut out to sell.

Ofien thousands of dollars, millions
of brain cells and a few pints of blood
o nto creating the message only to
see il go down the drain because the
wrong announcer was chosen,

I am not overlooking the encourag-
ing progress many of the agencies
have made along this line. with regu-
far audition schedules for new talent
and the development of specialists in
the selection of this talent. | am also
not forgetting the high standards al-
ready =et by the Rex Marshalls. the
Betty Furnesses and a handful of oth-
ers, including a few relative new-
coniers who are <etling the =ales on fire.

I am referring to other big names
and little names who have been al-
lowed 1o go on week after week fool-
ing everybody but the viewers. some
with over-confidence. others with in-
sincerity.

Occasionally  the copywriter must
share the responsibility for this. lle
may work hard te keep his commercial
from being word-lazy and picture-lazy,
interesl
when 1t comes time to decide which
hnman voice——and perhap~ face-—shall
carry his selling message to the public.
He may not be fighting back often
enonglt. when. at the last minute, he
hears somebody sav, “llell. get Joe
Sueer to do it. 1e’s fool proof. 1le's
a pro. Yon ean count on Joe to do a

then suddenly tend to lose

Cartoons by Alphonse Normandla

lazy?”

ARTHUR DELLAIRE, author of this article series,
is v.p. in charge of radio and tv commercial
copy at BBDO. Ilvs "“Are tv commercials
getting word-lazy?"’ appeared 24 January.
"Are tv commercials getting picture-
appeared 7 February.

message

job every time.”

Better 10 face the problem at an
earlier stage in the creative package
and stop sensibly and say, “Lel’s take
time to look around. Lel's audition.
Let’s get a person who fits the prod-
uct.”” Then if they siill pick Joe, then
['m for Joe.

Yet today too few people are de-
livering too many commercials on tele-
vision. Not that a man who sells tooth-
paste on Tuesday can’t do a good job

Suit talent to product: 1t is im-
portant that your announcer fit your
product, feel at home selling it

selling automobiles on Wednesday. But
if he also sells cosmetics on Thursday
and electric water heaters on Friday.
he had Dbetter be a hearty sonl and a
superior actor to remain  helievable
and convincing. Ed Herlihy is one of
the few o gifted. and the fact that he
is off-camera much of the time gives
Inm added mileage.

We should learn from the tragically
short careers of a few announcers who
used their gifts of friendliness and

e

best commereial




warmth wisely in the beginning, then
started a slow, sure decline as soon as
they started counting their money and
allowing themselves to think that may-
be this business wasn't so tough after
all. Their bedside manner became a
little sickening because they were lay-
ing it on too thick. Their folksy atti-
tude just didn’t come off any more.
The cruel tv camera suddenly became
an X-ray machine and looked clear
through them i front of millions of

N\ )
b, SMOKE -
FREEBEES e
CIGARTTg_ES FREEB@

Beware of insincerity: Tv's
X-rav screen reveals phonies, over-
confidence. Good talent may fall prey

people. And. sadly. the telling blow:
They just weren't moving the merchan-
dise like they once did.

I’ll never forget what a professional
auctioneer told me on an airplane re-
cently when I asked him what his big.
gest selling secret was. “No secret,”
he said. “l figure my first job is to
sell inyself. Once I do that I can get
down to business.”

I don’t suppose | had to ride in an
airplane to find that out. but it did
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rentind nie how doubly tiue this is for
the on-camera voice in television coni-
wmercials. This guy has only a minute,
more or less. to sell himsell and the
product, and that ain’t easy.

The first requirement of a good
commercial i< a good product. The
second, to my mind, breaks down
equally among copy. production and
talent. And galent is the perishable
item. As perishable, if you will (and
maybe you won't), as a head of let-

Geil a real salesman: Make
sure your announcer Is enthusiastic
ubout product. can demonstrate it

tuce. It must be picked in the right
way, handled carefully and then prop-
erly preserved lest it go bad.

From a happier angle. you've seen
many a commercial. mediocre from
the standpoint of copy and production.
saved by the right salesman or sales-
woman, Without a doubt, some of
television’s most productive commer-
cials are directly traceable to a skill-
ful sales job on the part of the talent.

Our greatest hope is the develop-

mercials oetting talent-lazy

‘Id ean go to pot if iC’s delivered by the wrong announcer. warns Art Bellaire

ment of new talent. A\ noble statement
that means nothing until more is done
about it. By “new” talent I don’t nec-
essarily mean young talent. Besides
bush-beating in the hinterlands, let’s
also take a closer look at those hun-
dreds of names we've seldom heard of
listed with the registries and exchanges.

And if some kind group could pro-
vide struggling newcomers with the
money to order several prints of a

kine displaying their talents, these

Develop new talent: Bush-beat
hinterlands, consult registries,
exchanrges. This is greatest hope

could be left at the ageucies for easy
reference. It’s surprising how many
announcers are looking for jobs and
how few of them have anvthing more
to leave behind than a glossy photo.
Under the talent we've considered
so far come the announcer and the
actor making like the announcer. And
acting experience is often a plus.
Of course. a force that iz becoming
stronger and stronger in personality
(Please turn to page 72)
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Where will sales be after six months of television

OF A 6-MONTH
ARTICLE SERIES

- the first nme in television and trade paper history,
PONSOR s able to report the results of a tv test campaign
as they happen. last issue SPONSOR revealed that the
Burnham & Morrill Co. had just launched a campaign
using tv onl in a market where it had never advertised
before and where sales of its oven-baked beans and brown
bread products were low. The campaign was undertaken
to see what tv could do for these Yankee favorites in a
region where they lad never achieved high popularity.
Now SPONSOR reports first results (chart below).

Blow-hy-blow storye

First results of Burnham & Morrill tests '

baked beans in preparation for tv. But hpy

This is SPONSOR's second major series on media. The
first was sPONSOR's nico-year All-Media Evaluation Study
(recently published in book form). The All-Media Study
explored the role of each major advertising medium, urged
advertisers to test media. The present B&M campaign is
one case of an advertiser turning to a media test in the
effort to solve a marketing problem. sPONSOR hopes its
reports on the B&M test will provide valuable guidance
for readers, stimulate more media tests. And SPONSOR

will welcome the opportunity to report otlier tests.

ADVANCE STOCKING MOVES 1,680 DOZEN MORE CANS OF BEF

Sales of two sizes of B&M beans and one size
of brown bread at the wholesale level

JANUARY 1954 JANUARY 19557 % PLUS OR MINU

7 {by dozens of cans) 180z 2702 Brea; (IO or 2ot Bro:d (IB o1 27 o2

AREA A (50 mile radius around Green Bay)
1. Manitowoc, Wis. 60 30 0 140 110 10 +133 1266
2. Oshkosh, Wis. S0 25 0 110 25 0 +120 B
3. Appleton, Wis. 100 40 50 270 115 70 4170 4188
4. Gillett, Wis. 0 0 0 30 100 0 L &
5. Green Bay, Wis. 310 70 0 700 300 S0 4+ 94 +328
6. Menominee, Mich. 100 0 0 4200 o

Totals A 370 1635 70 1,350 650 130 +13% 4239

AREA B (50-100 nile radins around Green Bay)

7. Fond Du Lac, Wis. 30 25 0 30 35 0 ¥ 4 40
8. Stevens Point, Wis, 60 10 0 100 70 0 4+ 66 1600
9. Wausau, Wis. 40 5 0 180 30 0 4350 L3500
10. Norway, Mich. 0 75 0 30 100 0 — 28 4 33
11. Sheboygan, Wis. 40 30 0 120 90 20 +200 -+-200
12. Wisconsin Rapids, Wis. 30 10 0 20 15 0 — 33 + 30

Totals B 270 155 0O 500 340 20 4- 85 4119

Total A & B 840 320 70 1,850 990 150 +120 2104 4

TOTAL BEANS BOTH SIZES 1,160 dozen cans 2,810 dozen cans + 1435 Y

v gair 3 given whae one of compured flgures s 0 or where sales stayed the same tTeteviston campatgn begaa 20 Junuary, 1935



elevision fest

ders are willing to stock extra

s -

qad made only slight gain

‘jan tv alone lift sales in a low-volume market?

The Burnham & Morrill Co. of Portland, Maine, was
one slep nearer an answer thix month as re ults began to
come in following the start of its six-month tv test in a 100-
mile area surrounding Green Bay. Wis.

Al SPONSOR’s presstime, sales had been tabulated for
January 1955 vs. January 1954, This was the box score:
e Combined sales for two sizes of beans were up 14577,
# Numerically the increase was 1.680 dozen cans, with
gain greatest for the large-sized can.

JANUARY THAN LAST

PRODUCTS: b

MARKET: 1t0-mi

MEDIA USED: television only
PAST ADVERTISING:
SUCCESS YARDSTICK:
BUDGET: S12.500
DURATION: six mionths

SCHEDULE: G-min auncts whkily, 3 evening, 3 aftes

e Sales increase for the ~econd product under test. B&M
brown bread, was small from 70 to 150 dozen cans.

The television campaign did not begin until 24 January
s0 that sales increases reflect advance stocking by the
trade rather than consumer demand.

While jobbers were willing to buy more B&M beans on
the strength of the campaign, brown bread showed only
slight advances. Attitude of jobbers in the area was: “We
can always get rid of the beans.” But it was apparent
that it will take demand direct from the consumer to force
sales of the brown bread. Though B&M beans have good
distribution in the area. brown bread is sold in only
507% of the locations.

As the campaign got under way, B&M's chief competitor
among oven-baked beans. Puritan, launched what appears
to be counter-action. Puritan has started to give grocers
in the Green Bay arca coupons with each purchase of
beans by the case. (One coupon to a case with prizes
ranging from a singing kettle for 15 coupons to a porta-
ble mixer for 50.) Checkups in Milwaukee, metropolitan
center nearest Green Bayv, indicated no Puritan couponing
was underway there. This lent credence to the belief that
the Green Bay couponing was a measure designed to coun-
tevact the B&M campaign.

B&M’s budget for the six-month tv campaign over
WBAY-TYV, Green Bay. comes to $12.500, or nearly 25¢
of it: entire wholesale sales in the area last year (1954
totaled $51,000). The campaign consists of six live one-
minute announcements weekh, many of them done by the
station’s personalities. (Agency is BBDO, Boston. )

This 1+ the tough marketing problem tv must solve:

Oven-haked beans are higher-priced. not popular in the
northern Wisconsin and Michigan region. Beans cooked
i the can (lleinz. Campbell. ¢t al) have 967¢ of the
market. B&M and Puritan split up the remaining 1.

The browu bread sold at the rate of only 510 dozen
cans duoring the first six months of 1954. While brown
bread and beans are considered a tooth=ome combination
in New Fngland. few Wisconsinites apparvently relate the
two products. Crealing the association, increasing di~tri-
bution aud sales will be major objectives of the campaign.

If television proves successful. it mav become part of
38Vs market-by-market advertising strategy. The com-
pany has many markets like Green Bay where =ales do not
come up to the level attained in its New England strong-
holds. Recent media uze by the $200.000 spender has in-
cluded newspapers. magazines. store magazine~ and radio
in 14 markets. not mcluding Green Bav. B&VM has never
used television or conducted a previous media test.  * * %

Next issue SPONSOR will repovt sales for first
half February 1955 cowpared with last year



Who shonld get loeal rates?
These are some who seeh them

Pietured here are hve examples ot adver-
r« wl U t. or all of their
innel-,

1T

ms throngh

radio i
i 13: ta con-
=) wh ~ over

6 d | prices: Robe
0 local. Reps. for the
feel that all of the<e firms, and
them. =honld pay national rate.

srves loeal rate i< pooily defined.

Should radio have hot
natiomal and local rat

S—

)

“No.”" say many reps. admen. pointing to dangers of undermined

spot radio stracture. bypassing of reps and agencies

”‘nr vears broadeasters. agencymen,
repre~entatives and clients lrave debated
the question of whether radio stations
should have two spot rate cards- one
national. one local (sec sponsor 23
April 5010 Bat in the past vear the
controversy has hoiled up into one of
the steaniest topies in air advertising.

Today mamy in the segment of the
industry hardest hit by dnal rate prac-

Licees reps, who doo’t get 157 com-

38

contend that
the whole structure of national =pot

mission on local rates

radio may be in danger.

This danger. as reps voice il. 1= due
to the siphoning-off of an inereasing
amount of national spot husiness into
quasi-local channels. Thus. reps say,

R

problem
0 O

cne of radio’s most profitable sources
of income — as well as the service reps
can give ad agencies and stations s
endangrred. Reps are joined in their
protest~ by manyv agencv people who
share their concern.

These are the factors at work:

e More local-rate stations: This is
an era of transition for radio. With
the stepped-np competition for the ra-
dio dollar. many stations who never

SPONSOR




used to bother have hustled hard for
local radio business. Where rates were
set up on the basis of hroad coverage
for national advertisers, the:e stations
liave found that local retailers objected
to paying full price for coverage that
was, for them, partially waste circula-
tion. So, lower local rates were estab-
lished, often triggering a round of
rate revisions on otler local stations.
Reps and timebuyers estimate that
more than half of the radio stations in
the country now have some form of
local rate card.

o More local-rate “national” adver-
users: A sizable amount — reps put
the figure at more than 30% today -
of all the spot radio business in such
“national” industry categories as autos,
automotive products, beers. clothing
chains, soft drinks, farm implements.
home appliances and tv sets. interstate
bakeries and drugstore products is now
placed at local rates. The rest of the
spot radio business for the same spon-
sors goes at national rates. The list
of national advertisers seeking local
Iates, reps say, 1s increasing all the
lime.

o More local-rate confusion: With
more stations offering, and more spon-
sors seeking, local rate concessions. the
lines of demarcation between local and
national rates are becoming hazy. 1t’s
largely up to the individual station
manager to draw the line, to determine
who gets what rate. He. in turn. is
motivated in his decisions by his own
personal views and the amount of red
or black ink on his books. Oue station
may therefore accept what might be
considered by many to be national
radio business — at the local rate. An-
other station of the same size and rank
may refuse. '

Why are these trends bad for spot
radio and eventually the advertiser, in
the opinion of agencies and reps?

Several points of view in this matter
were uncovercd by sPoNSOR in recent
weeks when it sought reactions to the
recent recotnmendations on radio rates
put forth by the American Association
of Advertising Agencies (see SPONSOR
24 January and 7 February ).

The views most widely held by reps
were summarized by Bob kKastman,
executive v.p. of the John Blair rep
firm and chairman of the SRA’s Rate
Conimittee:

“The most significant problem has
been completely overlooked — that of
the national advertiser who attempts
to buy radio time at local rates when
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The case for “dual rutes’

Practice of having two rates, stations
say, is justified when -<tation ha-
large coverage area and local retatler
cannot possibly draw trade from full
area. local ratc is a marked-down
rate for retailers to make station
more competitive in ~clling locally,
Also, at many outlets, national rate
i= merely the local rate marked up
to allow for 15% agency and 15%
rep commission on national busines-.
System works fine, these <tations say,
with clear-cut line of dcmarcation.
Also, many ‘“national™ advertiscrs
feel they qualify for local rates.

Tl 11

he 1= not entitled to them. Everyone
suffers from rate deals in the long
run. The station’s product is cheap-
ened. and advertiser and agency skills
are not applied when price alone be-
comes a factor. Furthermore, there is
danger of an agency losing control of
accounts along with commissions.”

Many ag(‘hciég share these senti-
ments as well. Here are typical opin-
1ons:

“The local-rate problem seems to run
in cycles. We're in one of them right
now. Clients with strong dealer or-
ganizations ask us “Why don’t we place
the business at local rate? We'll save

Cuse aguinst ““daul ratc
Large number of admen vi
rate practice with alarm, fe

it nndermines national spot

and acts as open invitati
dollar-conscious clients to try
lowest possible rate. Radio pl
locally through dealers detours 1t
rep (and thus loses rep servicing
and billing) and may even bypas
the agency ecommission, which mus
be tacked on as service fee. Many
slations. reps, admen nrege a single
rate charge, with everybody paying
the =ame. Others point to need for
clear-cnt definitions in rate policies.

h

money.” We carefully explain that by
doing so they will lose the creative,
billing and policing services that an
agency and rep can provide. We also
explain that costly and elaborate chan-
nels must be set up to administer local-
level radio buying handled by dealers,”
said Kenyon & Eckhardt associate
mnedia director, Phil Kenney.

Apart from the fact that control over
local-rate purchases by national adver-
tisers is diflicult to maintain, some
agency executlives see another major
source of trouble in local-rate buying.

“Wlien you shop for an attractively

(Please turn to page 120)

[HOURSS it

AA's can't enforce its rate recommendations, Gamble says

In the last two issues of sPONSOR appeared
reports on new code of agency-station prac-
tices put forth by 4A’s. Reaction from
readers, particularly on local rate question,
came quickly. Most asked if 14’s could
enforce code. 1A's president, Frederic R.
Gamble, gives his reply below:

We are glad to see that our “Recommended
Practices for Advertising Agency People in
Their Relations with Broadcasters™ have
stirred up so much interest, and we hope
that they will contimre to do so.

Some of those whio commented, in your last
issnie. asked whether V.A.ALAL has any “ma-
chinery™ to carry out the Recommendations.
The an-wer is “No,” we are not allowed
legally to do <0. Even in our “Standards of
Practice,” applying to the general conduct
of onr member agencies, thie following state-
ment appcars:

“These Standards cannot be enforced.
Nor should they have to be. They
should he accepted and practiced vol-
untarily because they are a guide to
the kind of agency conduct which

expericnce has shown to be wise, fore-

sighted, and constructive.”

As to whether broadcaster grievances can
be referred to us: The answer is “Yes”

There are some problem~ wc¢ cannot Jaw-
fully handle, but we alway: want to know
about any -erious grievance. We will try to
do anything constructive that we can.

Gamble asks letters on station grievances
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TRADITIONAL: Dream girl of early Twen-
ties symbolizes Coca-Cola’s past reliance
onr soft-sell in print and air media. Till now
opy has heen sparse, institutional-lil.e

LOKE'S new look

(CHORUS) SO MILLION TIMES A DAY . . .

AT WORK .

NEW:

stresses specific product featnres, plugs hard at Coke leadership.
story board above ties in with major 1955 slogan:

OR ON THE WAY.

Harder-liitting copy is part of Coke's new ad style. First company jingle

Portion of
“50.000.000 times a day”

people huy Coke. Other major facet of new look is high style, wodernity

Giant of the soft drinks maintains $5.000.000

tveradio budget. revamps long-standing

copy approach to meet rising competition

(/‘m'a-Cula ha- adopted a new ad
look for 1955. It is characterized by
~martness. glamor. high fashion. The
fanous soft. almost casunal. copy treat-
ment that had hecome an every-day
feature of the \merican scene has giv-
en way lo stress on specific produet
features. In v sprightly animated an-
And
for the first thne sinee its entrance in-
to radio in 1927, Coke has created a

nouncements are being readied.

singing comnercial for nattonal use,

That even the giant of an indu-try
must occasionally pause 1o review i
advertising 1s evidenee of the dynmmnie
iature  of  the
Coke, Company proudly
point out, ix everywhere.  An anthori-
tative estimate put< its share of the

American  economn,

spokesmen
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coft drink market at about 3077 : =ales

12.775.000.000

around

are running
unitx a vear. The xales curve. it 1s

said. while not rising sharply. is still
going up. Yet the makers of the most
successful soft drink in history deem
it neeessary to alter their traditional
approach.

Although the reaxons hehind high
policy decisions are seldom direetly
revealed. sroxsor offers the following
as pos<ible factors: the rise of compe-
tition from other heverages such as
frozen juices: the emergence of a di
rect competitor, Pepsi-Cola. as the first
to offer a serious challenge in it own
immediate field.

At D'Arey ageney. which has han-
dled the aceonnt since 1900, they will

tell you of the recent motivation stud-
ies conducted by Social Research, Inc.
of Chicago. They will tell you too of
the intensive copy research, which sub-
mitted a number of Coke campaigns to
a cross-section of consumers. The sur-
vevs showed. among other things. that
the new style and copy approach were
likely 1o be the most effective. This.
acrording to a e Frank Weber. was
one of the main reasons for deciding
upon the new campaign,

Advertising of Pepsi-Cola has also
been emphasizing modernity and so-
phistication. The two approaches dif-
fer in that Coke uses photography in
print and Pepsi art work: on the air
Pepsi nses a commercial personality.
Pollv Bergen. and programs for adults,
where Coke appears to be aiming s
programing primarily 1o youth. Pep=i
emphasizes low calories as well al-
though Coke 100 has begun 1o lay
some stress on diet copy points.

W hether the spectacular rise of Pep-
si-Cola to a rveliablv  reported 199/

SPONSOR




share of the market during the past
four years helped spur the Coke deci-
sion is open to speculation. At Pepsi-
Cola and its agency. Biow, they nat-
urally like to think so.

Coke’s 1955 ad-look affects commer-
cial approach only. not programing.
Last year an estimated $5,000,000 went
mto radio-tv; a similar amount will
probably be spent this vear. Exact ad
budgets are diflicult to arrive at be-
cause of the complicated system of co-
op ad deals with the 1,056 bottlers.
SPONSOR estimates that the combined
company-bottler ad expenditure for
1955 may run as< high as $35,000,000.
Traditionally, Coca-Cola has tended to
give more or less equal budget weight
to each of the major media, and is
continuing with that pattern.

The same shows as last year are be-
ing kept: Eddie Fisher on NBC TV
and MBS, The Adventures of Kit Car-
son on spot tv. Announcements will
continue to be made available to bot-
tlers for both radio and television.
m!l themes: Because of Coke’s
nearly universal distribution, Weber
explains, the problem is how to in-
crease per capita consumption: It is
assumed apparently that just about
everyone drinks Coca-Cola at one time
or another. In some Southern towns,
a company spokesman says, per capita

Coke waited year for Eddie Fisher to get out of army. His show is on
NBC TV and MBS {via edited version of tv audio). Second major

e
S
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consumption is 300 per year!

“Our policy 1= to show the product
used in a number of appropriate sit-
uations.”” states Weber, “social gather-
ings, mealtimes, and <o forth, to sug-
gest times and situations at whiech
Coke becomes a welcome treat. We
aim to increase nsage through incul-
cating the idea of new occasions for
enjoying Coke.”

The point is that in such a huge
market even a small inerease in per
capita consumption mnleans a tremend-
ous increase in volume.

Ass’t ad mgr. Robert T.
Kesner heads up Colé’s
radio-tv. He operates out of
New York office, though
rest of ad department is
located in Atlanta. Ga.

Convinced that it has a product
whose quality is unsurpassed, Coca-
Cola is attempting to imply superiority
through ad association with the fash-
ionable and glossy in costume and
decor in print and through the glam-
or of show business on tv and radio.

Copy has bhecome sharper than the
soft “Pause that refreshes” approach
of yesterday, stressing taste, sparkle,
freshness. Low-caloric values are men-

tioned for the fir:

ership is turned iuto a <

‘Fifty million tiines a d:
tured headline and broad
'Arcy’s research, :ays W
cated that the public respong

ly to the idea of produet leader
ad copy.

First singing connnmercial: T
D’Arey copy chief Tom Carpenter, th
new approach is made to order for ra
dio and tv, which “are ideal for put-
ting across a feeling about a produect
by means of the way the message is
delivered rather than its actual word
ing.” The new singing commercial he
considers a perfect illustration. It was
a lavish job, with {ull orchestra, cho-
rus and soloist, which sroxsor lis-
tened to in the three-dimensional hi-fi-
equipped D’Arcv audition room. Car-
penter, who prefers to call it a “musi-
cal commercial,” sees in it a basically
new approach to the whole subject of
jingles. He compares the traditional
and the new approach as follows:

1. Traditional—The jingle carries
the copy points, the words are used to
sell specific product ideas, with the
music designed to be catchyv and enter-
taining.

2. New—The Chiquita Banana jin.
gle brought about a change. Here at-

(Please turn to page 76)

show, Kit Carson, offered bottlers on co-op basis. Total company-bottler
spending is estimated at $35,000,000. D'Arcy is parent firm's agency
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Midwest firm does little advertising ne

but Arens kept tv possibilities in mind: c I
pic for closeups and match dissolves, suil

Distinctive design by Egmont Adrens regis-
ters quickly. Red handle splashes against

Hlow backgroun | name stands out.
tenced by tv

Toy soldier on Canadian package has tv an-
imation purpose, says Arens. As cartoon
character, figure will provide entertainment
recognition base for frozen food sections

L 7

cane figure for animation, stripes for

ef/'l:
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Drene design by Donald Deskey Assoc. is
striking on shelj. Combination of chartreuse,
black, white, purple “outstanding example of
good design for color tv,” says NB( expert

Brand name practically leaps at you in Des-
key’s much admired Gleem design. It util-
izes fewest possible elements, bold color
blocs in  smart. distinctive combination

Lippincott & Margulies redesigned Bro
Seltzer paclage for shelf and ad impa
Dlue-white combination, uncluttered ba
ground, improved logo, help identity in

P,

Should vou redesion your packag?

Here are experts’ tips on achieving maximum impaet in ¢he new medium

”‘he new Marlboro package, shown
at right beside its pale predecessor, is
weared to the needs of the coming age
of color television. So are dozens of
other well known packages which have
recently been redesigned.

How does vour package measure
up?  Will it show up to good advan-
tage on color tv? I not, shonld it
be redesigned?  And  what points
should be kept in mind for video's
future developiment?

To get the answers. SPONSOR con
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ducted dozens of interviews with pack-
age designers, with the network people
who have worked most closelv with
color and commercials, with agencies
and advertisers.

Here 1s the most fundamental an-
swer of all:

There is no reason in the world to
redesign your package solely for color
v assuming you are satished with it
on other counts.

Madison \venue’s busy rumor fac-
toryv notwithstanding, sroxsor conld

find no case of a major advertiser who
has redesigned his package just for
the sake of color television. On the
other hand, practically all who had
anything to do with package questions
stated: “We are keeping color televi-
sion in mind.”

The experts urge caution on the fol-
lowing ground:

1. The era of color set saturation ix
a long way ofl. Set production this
vear has been estimated at approxi-
mately 200.000. Mass production may

SPONSOR
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Which package will reproduce more effectively in color tv? To designer of new Marlboro

package Frank Gianninoto, it’s no contest. Old package lacks tv punch: (1) elements are formally
balanced, carry out no design idea that can be easily remembered; (2) too much copy in atailable

space and superimposition of brand name add up to visual confusion, hinder instant registration and
shelf recognition; (4) color used only decoratively, not as part of design. New package will be top

tv contender, designer feels: (1) a minimum of elements are used; (2) design idea of inverted “v”
registers immediately, is easily remembered; (3) brand name is bold, can’t be missed; (4) color is

used strongly yet simply in striking red-white combination.
Color tv needs were kept in mind by designer.

effectiveness.

olor (v

@ the super market shelf

not get under way until 1956, with
three or four years probably elapsing
before color has made a big percentage
dent in the video market. Thus to con-
cenlrate on color tv needs may he pre-
mature. Industrial designer Raymond
Loewy is among those who discount
the medium today as not vet worthy
of serious consideration. He
that when set distribution warrants,
his organization will give color 1v itz
due allention.

slates

2. For the next few years yvour pack-
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ege will have to come across in black-
and-white as well as color. simply Dbe-
cause of the greal number of mono-
chrome sets (over 33 million to datel.
Much is known by now about handling
packages for black-and-white alone,
but the compatible era may pose new
problems. The current belief is that a
good color design will be a good black-
and-white design as well. but this re-
mains to be proved. Some companie~
are preparing now. Complon agency,
for example, is conducling a series of
film tests this month on a number of
Procter & Gamble producis. ‘Therr
purpose is to find out what has to be
done to obtain commercials that are
eflective in both color and black-and-
white.

Despite these cautions. now may be
a good time to reexamine your pack-
age dezign. Color tv has stiinulated an
interest in the psychology of color

Pre-testing has already proven design’s

which has already had considerable
eflect upon packaging. Ask yourself
these questions when analyzing vour
product in relation to color tv, sa\
the v pachaging specialists.

e Is vour design making good use
of color as a sales tool. particularly on
the shelf. for which it is eventually
intended? Or is it old-fashioned. with
no thought given to color’s effects on
human behavior? Savs industrial de-
signer Egmont Arens: “Color is one
of the prime factors stimulating the
‘elands of decision’. . . . Conscioush
and subconsciously, we are influenced
by color every moment of onr waking
hves. And this influence does not end
with merely inducing emotions. 11
goes right on to produce the action
that leads to =alex.” The main d&if-
ference black-and-white and
color 1v, Arens,

between
“lies in the

sayvs

{ Please turn to page 91
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\What admen think of direct

v s

mail from radio and tv stations

Direet mail has very high casualty rate, must bhe visually attractive.

brief and newsworthy to compete for busy admen’s attention

0.” ireet mail is the infantry unit
in advertising. It can do the job of
taking a specific objective after sales
resistance has been softened Dy mass
media. ”

That’s the wav William B. Hender-
son, then managing director of Di-
rect Mail Advertizing Association. de-

NEITHER FILED NOR FORGOTTEN

Gimmicks, like sexy calendar, have highest
recall of any direct mail. Everyone remem-
bers Lili St. Cyr {below), many recall station

o~

| BOSTON +
' SPRINGFIELD

51000
WATTS

LLRECTL M
MOST POWERANL YOKCE

scribed his medium in spoxsor’s All-
Media Evaluation Study. But how well
does advertising’s infantry work within
the advertising business itsel[--speci-
fically in the promotion sent ly sta-
tions and networks to admen?

SPONSOR set out to answer that ques-
tion as the third effort in a series of
studies of communication between air
media buyer and seller. ’art One of
the series analyzed the reactions of
timebuyers to advertising in the radio
and television trade press (13 Decem-
ber 1954). Part Two covered the re-
actions of sponsor firm executives and
non-media executives in agencies (27
December 1951). The present =urvey
embraced both media and non-media
executives in agencies as well as ad-
vertiser firm exeeutives. mainly adver-
tising managers,

This sentiment was expressed over
and over by those interviewed:

“l would 90% of the direct
mail reaching my desk goes almost im-
mediately mto the waste paper basket.”

Whether you speak to timebnyers.
account exceutives or advertising man-
agers. a frequent reaction is: “We have
too little time 10 read all the stuff that
comes in the mail.”
whio  has  recently
changed jobs and is busy learning his
new accounts summed it up best:

“I'm tearing my hair now trying
to keep up with al the memos crossing
my desk from within the shop and

say

A timebuyer

floor if it's going

from the clients. It's a mental effort
for me to stop and look at direct mail
pieces when I’'m in the mood to get to
more important things. Brother, that
mailing piece has to narl me to the
to grab mny atten.
tion.”

What can the radio and television
promotion department do to nail the
largest number of admen to the floor?
What forms of direct mail are most
weleome? What is least useful in di-
rect mail? These are some of the
questions sPONSOR tried to answer in
the belief that any improvement in sell-
ing-eommunication between the seller
and the buyer redounds to the best
interests of admen.

It should be borne in mind. how-
ever. that none of the conclusions set
forth here are hard and fast rules. A
station’s selling must be based on its
own needs and what makes a weak
story for one station may be the only
story another has to tell. Morever the
very form of promotion piece admen
say they like least may be successful
for some stations—depending on the
ability of the prometion man to put
1l across.

Following that common-sense quahi-
fication. here’'s a quick rundown on
reactions to promotion pieces by types.

1. Coverage maps: Of all the types
of data mailed out by stations, cover-
age maps seem to win the most favor-
able reaction. The maps are not neces-
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DOES YOUR DIRECT MAIL LAND HERE. .

Over-sized mailing pieces are prime
candidates for the waste-paper basket.
They're much too difficult to save. Other
least-liked types of material include rate
cards, considered useless, and reprints of
irade paper ads which have no special data
worth studying. In general admen said the
great bulk of direct mail from stations
quickly lands in waste paper baskets be-
canse of the great press on recipients’ time.

... OR IS IT READ AND FILED?

Coverage maps and program logs are
usnally kept in a central file at agencies.
Reprint of trade paper ads get admen’s
nod if the ad is of statistical or factual
nature suitable for study or filing. Newsy
or unique market data may interest account
men; timebuyers have little use for it,
rarely pick markets. Any piece to be
read, has to be terse, but with enough
visual appeal to get past secretaries.

sarily pored over imnrediately; but
they are least likely to be tossed in the
waste paper basket. Many agencies, in
particular, maintain a file of cover-
age maps. The feeling was expressed
repeatedly that while coverage maps
are not necessarily taken for gospel
they can coustitute a valuable start-
ing point. One suggestion from many
of the timebuyers interviewed: “Use
the back of the coverage map to list
pertinent data that might come in
kandy on the station’s facilities.”

2. Program logs: Probably the most
frequently received form of station
promotion is the program log. Like
the coverage map it is usually phaced
on file by agencies. Timebuyers sug-
gested stations could save money by
cutting down on the number of station

21 FEBRUARY 1955

logs sent to each agency. Said one of
the business’ veterans: “With over
2,600 radio stations and some 400 tv
stations, no individual buyer can pos-
sibly keep his own personal set of pro-
gram logs. This agency and most oth-
ers [ know of maintains a central file
of logs available to each buver. Sta-
tions would do best to send in just one
or two logs.”

Often logs are used more in retro-
spect to check on current adjacencies
to announcements bought some time
ago than as a guide to purchases. The
tendency is to use availability infor-
mation obtained from the rep as a ba-
sis for buying. Haste is the main rea-
son. The buyer often hasnt the time
to spread out the programing of the
station and make his own check of ad-

Direct Mail

jacencies when there’s a long list to
be bought.

3. Reprints of trade paper ads:
Opinion was mixed on the subject of
reprints of ads which have already ap-
peared in the radio and tv trade press,
Some of the admen—and women felt
stations were wasting their money
when they made reprints.

Said a woman buyer with long ex-
perience: “You've seen the ad by the
time the reprint hits you. So why fill
up the desk with more stuff to weed
out and throw away?”

But there were equally strong reac-
tions on the other side. The advertis-
ing manager of a company with a va-
rietv of air-advertised products said:
“If it’s an outstanding ad, the reprint

(Please turn to page 104)
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RCA 10-kw VHF transmitter operation at KGNC-TV. Operated in conjunction with a
RCA high-gain antenna, the combination is producing 100 KW erp at substantiall
lower cost per radiated kilowatt than any low-band equipment package now availabl |

{

* Compared to a 25-kw transmitter operated in conjunction with a G-section antenna. As I
RCA 12-section | | your RCA Broadcast Sales Representative for a comparison breakdown of the tube an !
low-band an- “§Y' i . .

- ower savings.

tenna at KCEN- _ ; I 5 !
TV. Powered by | { RCA Pioneered and Developed Compatible Color Television '
an RCA 10-kw i - .
VHF transmit- { 4 !I.
ter (low-band)

this antenna can g N

radiate 100 ko e RADIO CORPORATION of AMERICA
ERP —with gain . 1 | ENGINEERING PRODUCTS DIVISION CAMDEN. N.J.
to spare.




EXCLUSIVE 100-KW

|

ANTENNA COMBINATION

WHAT TELECASTERS ARE
| SAYING ABOUT RCA’S
: N EXCLUSIVE 100-KW TRANSMITTER-
ANTENNA COMBINATION

.......

KCEN-TV (6). Reports W. O. Crusin-
berry, Chief Engineer: “We are getting
almost unbelievable coverage with our
RCA 10-kw VHF transmitter and 12-

section antenna combination.

Operating economy—on the basis of
both equipment operating costs and ra-
diated kilowatts per dollar—exceeds our
most optimistic calculations.”

KGNC-TV (4). Says William H. Torrey,
Chicf Engineer: “Audience reports indi-
cate that our RCA 10-kw VHF trans-
mitter and RCA 12-section high-gain
antenna equipment package is blanket-
1ng our coverage area with strong, snow-
free signals. We appreciate getting the
most ERP for our operating dollar.”

-
-y

oday, RCA’s low-band 10-kw VHF transmitter and extra expense for color conversion. And, of course,
2-section Superturnstile antenna “package” is deliv- the same low equipment operating costs as with
ring remarkable coverage—at an equipment operating monochrome transmission.
)5t 2 Y/ . :
of less than one dollar an hour: For more than a year now, RCA’s exclusive low-band
Think of the savings this offers: 100 kilowatts of effec-  10-kw and 12-section Superturnstile antenna combina-

tive radiated power at a reduced tube and power tions have been setting records for blanket coverage
expenditure — that amounts to as much as $70,000  and low-cost operation. For the complete facts on.this
over a 10-year period. remarkable combination —designed and built only by
Think of the protection to your investment: 100 kilo-  RCA—call your RCA BROADCAST SALES REPRE-
watts ERP—ready to go to work for you on COLOR SENTATIVE. In Canada, write RCA Victor, Ltd,,
whenever you say. No equipment rebuilding. No ~ Montreal.




a forum on questions of current interest

S to air advertisers and their agencies
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Do you feel it hurts radio station talent

THE PICKED PANEL ANSWERS
NO: RADIO SEEKS TV STARS

By Stanley E. Hubbard

President & General Manager
KSTP. KSTP-TV. St. Paul, Minu.

The answer is
emphatically and
to me very obvi-
ously. “no”! Our
experience with-
in a combined
radio and lelevi-
sion operalion
has been quite
opposite. All our
talent is used on both media and as
the appearances and popularity of an
arlist on television inerease, the de-

mand for his use on radio also in-
creases.

In the early days of television we
used some of our lop radio talent on
television to give the new medium im-
petus. Some of this well established
radio talent was not as enthusiastic as
it might hrave been to spend time learn-
ing how to work with the broadcast-
ing’s new dimension while the newer
lalent. eager for any opportunity was
most enthusiastic.  The result in re-
cent years has found those who pio-
neered six years ago are on the top of
the heap in bhoth radio aud television.
The others, wlio were oo preoccupied
with radio find themselves being lost
today, relegated to standby work in
radio and nothing in television.

We find. today. that when a radio
advertiser has a choice of talent, he
asks first for some personality who is
riding the television crest. The law of
supply and demand steps in here. The
result is that some of the television
talent must at least try to price itself
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to appear on television as well

out of the radio inarket if for no other
reason than protection from too much
work. However, we find, in many in-
slances, a radio advertiser willing to
pay outlandish prices for that televi-
sion name. True, the television talent
may not be as good on radio as one
of his lesser brethren in that field. hut
the tv talent gets the call.

It seems now the best way for talent
lo succeed in radio is to get on televi-
sion first.

YES: MEDIA ARE COMPETITIVE

By Alex C. Keese
Manager, WFAA, Dallas

If this question

were rephrased,
“Do you feel it
hwrts the radio

station for radio
talent to also ap-
pear on tv.” my
answer would be
—yes, under most
ctrcumstances.”

If a radio personality such as a farm
director, woman’s director, or other
featured entertainer has a good rating
on radio, regular appearances on tele-
vision will unquestionably diminish
their radio audience. This then will
lessen their value to the radio station
and to advertisers who sponsor such
talent.

I was quoted, back in 1952 in a na-
tional trade publication as saying:
“Radio and television are highly com-
petitive for the advertisers’ dollar as
well as highly competitive for audi-
ence. Botli can be strong industries
when they recognize their produet,
which is programs. and quit sharing
their produet.”

0

]I believe most people in the radio-
television industry today agree that
these two media are the most highly
compelitive of all media for they are
competing for the attention of people
at the same time.

Therefore, a strong radio personal-
ity, who has a following. and who can
be heard only on radio. will have
a much larger audience than he or
she would if they could be seen as
well as heard on television. We. al
WFAA. believe the great strength of

our radio station lies in the exclusive-
ness of our featured talent.

DEPENDS ON TALENT ABILITY
By George M. Burbach

General Manager

KSD, KSD-TV, St. Louis
Obviously, the
answer to this
question is both
yes and no. When
radio talent has
all the necessary
qualifications 1o
handle a tv as-
signment in ad-
dition to his (or
ler) radio duties, the answer is no.
When anyone of these qualifications is
lacking. the answer is a definite yes.

The qualifications to which we re-
fer are not restricted to those of ap-
pearance. versalility and adaptability.
A most important qualification, which
oo easily can be overlooked until it is
too late, is the performer’s stamina.
Tlhis may not be too great a factor in
the case of most network perforiners.
or once-a-week performers on local
stations. But it is a very big factor
in the case of the local disk jockey.
for example, who is doing a daily ra-
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dio show of one or more hours per
day. The additional burden of a daily
tv show is almost certain to be reflect-
ed in the quality of his radio perform-
ance. and in the ultimate value of the
radio property to the station and its
clients.

In our own stations. we have a
number of individuals who appear reg-
ularly both on radio and television.
Most of them originally were on radio
only. and had opportunities to assimi-
late their tv assignments gradually .
due to the fact that our tv station be-
gan operating in 1947 when the de-
mands of the medium were not as great
as they are today. With only one ex-
ception, however, none of these people
is on the air as a featured performer
as much as five hours a week . . . ra-
dio and television combined. And the
single exception is a musician-m.c. who
has other live talent “supporting” him
on his daily radio show, as well as his
three-a-week tv show.

The inclination to capitalize on the
popularity and “cash register”” value

of an established radio performer by |

giving him a tv show in addition. is a
most understandable tendency. In
many instances, the performer as well
as the station management might even
consider the tv assignment a “reward”

in recognition of radio services faith- |

fully performed. To the management
of stations which might yield to this
inclination, we respectfully offer these
suggestions: (1) keep a vigilant ear
tuned to the quality of your “reward-
ed” performer’s radio shows, (2)
keep a watchful eye on the month-to-
month ratings of his radio shows, (3)

reread that story about the man who |

killed the goose that laid golden eggs.

NO: BOOSTS TALENT SALABILITY
By Charles H. Crutchfield

Executive V.P.. General Manager
Jefferson Standard Broadcasting
Company, Charlotte, N. C.

Seven years ago
when we received

were only 13 tv

country and none
south of Wash-
ington. so we had
very little prece-
dent to guide us.
However, we made oune decision imme-

diately and that was that our announc- |

ers and talent would operate on both
(Please turn page)
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our tv c.p., there |

stations in the |

Passing lures don’t take away our listeners. We stack

up . .. for we carry the 20 top-rated programs, day
and night. And for faithful listening, WBNS has
lasting appeal — a greater tune-in than all other local
stations combined!

ASK
JOHN BLAIR

CBS for CENTRAL OHIO

COLUMBUS, OHIO
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radio and television. To date we have
found no reason to alter this decision.

Today our announcers are assigned.
as nearly as possible, to equal staff
duties on WBT Radio and WBTV Tel-
evision. Not onlv i~ their staff work
divided equally. but the company also
insures that each of them is available
for talent shows on either radio or tel-
evision. Our experience has proven
this a ~ound working arrangement,

We have discovered that a great ra-
dio per=onality has littte trouble adapt-
ing himself to tv or vice versa. By us-
ing talent on both radio and tv. we
gel an automatic cross-plug . . . in-
crease the salability of the talent . . .
and strengthen the acceptance of the
personality by our listeners and view-
ers.

Of course the degree to which we
utilize talent on both stations varies.
A folk music group has 15-minute and
half-hour shows on both WBT and
WBTV. The co-sports directors do a
joint late afternoon show on radio and
then present a (v sports program later
in the evening. Conversely. a top ra-
dio personality has only one tv show

a week . . . and the number one tv
newscaster does only two short radio
programs a week . . . although each

performs staff work for both stations,

All of which i= to =ay that we don’t
bind ourselves to a set policy: but,
our talent will continue to “wear two
hats” as long as they please both lis-
teners and advertizers a~ well as< they
have to date,

DILUTES VALUE OF TALENT
By Gustar K. Brandborg

Assistant General Manager

KVO9., Tulsa

Thinking from
the management
side of radio |
am not =0 much
concerned about
what dual radio-
tv appearances
do to talent as to
what they do to
the station.

Fxclusivity has alwavs been a basic

vequirement for suecess in anv field of
endeavor where artistic. literary  or
other Hmited production has heen the
prime factor. This 15 true of recording
company arlists. news svndicate writ.
ers, and of patented processes of eveny
Kind. It is trne of network tv con-
tPlease turn to page 112)
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We've got it all sewn up for you on WLW Radio. You ge

double your money's worth. Only WLW’s Radio two-for-one plaﬁ }

guarantees you an additional dollar or more in exper
merchandising and promotion for every advertising dollar you spend
Let us unwind a neat promotion for your product. .. and giv
your ad dollar double duty. Yes, we'll trade two doliars of our§
for every one dollar of yours! We'll prove that..
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a distinguished member of the
CROSLEY GROUP

c

'1

WLW | Radio
WLW-A | Atlanta
WLW-C | Columbus
WLW-D Dayton
WLW-T | Cincinnati

one equals two o1 U Inw

New York, Cincinnati, Davion, Columbus,
Atlanta, Chicago, Miami
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ARB, Dec., 1954
Columbus Area

WBNS-TV

Appreciated By 427,239 Homes.
WBNS-TV Program Schedule

rated one of the country’s best, dominating the central Ohio market.
For example: %
Share of Audience

WBNS-TV Station B Station C
47.5 36.3 16.2
This same dominant position also delivers higher ratings for CBS

and locally produced shows.
For example: WBNS-TV carried 8 of the top 10 shows in the
Central Ohio area® and this top position has been consistently
held for the past two years.

WEBNS-TV Commercials

have selling showmanship for the approximately 3 billion dollar
buying income coverage in the central Ohio area %

For example: a complete advertising campaign was developed
for Lushus of Sheriff's, Ltd. Canada, with film commercials created
and produced by the WBNS-TV film laboratory.

WBNS-TV Facilities

incdlude a complete film laboratory qualified to do any type of film
or slide work; continuity department to assist or originate material;
large property department, and the finest engineering equipment,
including stand-by transmitter and antenna system. The station’s
facilities may always be counted on to be the newest and best
suvited for the job.

For example: the station’s art department is one of the first in
the country to be equipped with a Film-O-Type machine.

WBNS-TV’s sales department coordi-
nates these facilities to best benefit
your account and results are evi-
denced by the national and local
sponsors using the station’s rich 33-
county central Ohio market. Spot and
program availabilities as well as costs,
can be procured through Blair TV, or
by writing the Columbus sales office.

COLUMBUS, OHIO
CHANNEL 10

CBS-TV NETWORK — Afilrated with Columbus
Dispatch and WBNS-AM ¢ General Sales O
33 North High 51,

REPRESENTED BY BLAIR TV

Sales Management Survey
of Buying Power—1954,



Does he
really histento
his car radio?
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Now that America is listening to radio in 26 million automobiles, advertisers have

become increasingly interested in the amount of attention these sets command.
Here’s what a pilot study recently showed:

75 per cent of all motorists not only know the sponsors of the programs they’re

hearing—they can “‘play back’’ substantial parts of the commercials.*

Actually it’s not too surprising. With cars so easy to drive these days, there’s not much

to do but steer. And when the motorist’s eye is fixed on the road, his ear hasn’t

much else to do. Except to take in the most popular programs. And news of the

products they sell...on The CBS Radio Netiwork




vVew developments on SPONSOR stories

See: “Will ont-of-home audience entitle
radio ~1ations 10 inerca-ed rares?”
HD S Issue: 27 February 1950, page 38

_ o 0 Slll)jl‘(‘(: The aremendous car radio audienee
1

There are now more auto radios than tv zets. sav~ Reg Rollinson,

astern sale ol Quality Radio Group. who describes out-of-

home radi § on wheels as “the most underrated radio

udie in the world.”™ Rollinson points out that 85« of all new

S m radio-equipped and that most people who ride

iipped cars listen to the radio. lFrgo: A big audience.

linson ~avs that based on statistics provided In the Auto-

ile Manufacturers Association  32.8 million radios have been

istalled in pas~enger cars during the past eight vears. There are

n estimated 4.5 million pre-1917 radio-equipped cars on the road.

“We thus arrive at an estimated total of 37.3 million radio-equipped

ars on the road today a number greater than all the tv sets in
\inerica.” Rollinson asserts,

Noting the discrepancy between his fgures and the figures for
automobile radios contained in the ARF (’olitz) National Survey
of Radio & Televizion Sets 11951). Rollinson points out that his
figures are based upon the automobile manufacturers” own produc-
tion and registration figures. (The ARF studv indicated that as of
May 1954 there were 25.8 million auto radio sets associated with
L.S. households, of which 26.1 million were in working order at
the time of the Politz interview. The figurex were based upon a
stratified probability ~ample of 11.020 occupied dwelling units.)

Reinforcing his argument that “spot radio iz \merica’s greatest
outdoor mediun,” Rollinson cites figures indicating that 63.87¢ of
all employed persons get to and from work by passenger cars.

According to a survey made by Advertest Research for the CBS
Radio Network. three out of four auto radio listeners not only can
identify sponsors of certain radio programs they hear in their cars.
but al<o can “play back™ substantial parts of the commercials. The
Advertest ~urver was made along the New Jersey Turnpike about 35
iniles =outh of New York City. The survey indicated that (1) 779
of all cars interviewed had radios in working order. (2} there were
2.8 listeners in cach car. (3) the shows tested had a rating of 23.1%
of cars with working radios. and (41 75.1¢ of auto listeners who
heard the test programs tJack Benny Show and Amos ’n’ Andy)
ould accurately vepeat much of the programs™ advertizing content.

' See: The diarv of Ford's “Thi~ Ole
Honse™ jingle
Issuce: 10 Junnary 19355, page 40
Sul)j(-(-[: Musienl commercials based on
0 Y eurrenl popanlar music
t

Ford Motor Co. used a popular song with hit parade polential
as the hasis of a recent musical commiercial anmouncing its 1955 carx,

Now comes Manischewitz Wine Co. which is basing its newest
jingle on the latest musical craze. the mambo.

\ <pokesman for Emil Mogul Co., Manischewitz’ agency. =aid
a great deal of the credit for hoosting the wine compainy’s 1951
sales 22,770 over 1953 goes 1o radio and tv advertising. He added
that the 1955 ad budget is heing inereased 2077, (SPONSOR estinates
that Mamischewitz’ total budget is about $2 illion, witlt about 75°¢
coing nto radio and tv.

Like the Ford jingle. Manischewits commercial is gelting satura-
tion treatment. It is being aired on 230 radio stations more than
10,000 times weekly and 131 v stations 1,100 times weekly, accord-
ing to the FEmil Mogul spokesman. AR A
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Station Sells
Double-Barreled Ideda

E News Gets ‘em
Coming and Going

In Montgomery, Ala, an oil
company wanted to rcach both
men and women, urban and rural,
and i1t wanted to be identified with
a single typc of program.

Frank Dudley, WAPX account

exceutive, solved it this way:

For the ladies, the sponsor was

offered an AP 5-minute summary
prepared and cdited especially for
women. This went on the air at

10:55 a.m.

For the men, the sponsor bought
a 5 p.m. AP’ news broadecast — the
peak traffic load of the day, when
men driving home from work
could get the full impact of a motor
oil sales presentation.

Sponsor is dclighted with the
double-barreled idea. Dudley fecls
the company’s high regard for AP
cascd the salec.

Says WAPX’s President,

Thomas E. Martin: “Good
news coverage, worlid-wide
and regional, plus splendid
cooperation, make AP a must
with WAPX.”

SPONSOR

1




SPONSORSWARM TO AP
Because...it’s better
and it’s better known.

“"Four men

still missing...
I'll stick with it.”

Case History No. 5

Thunder crashed and the rain beat
down. Walter B. Grubbs, newsman
for Radio Station KVMC, Colorado
City, Texas, was barely asleep when
a siren wailed.

Grubbs reached for the phone. The
operator told him: “Fire in the Col-
orado Hotel!”

Minutes later —at midnight —
Grubbs was on the scene. Lightning
had set the building on fire. The roof
was a mass of flame. Firemen were
removing the guests. Wind-driven
hail pelted the rescuers. Some hotel
guests still were unaccounted for.

Grubbs telephoned The AP in
Dallas.

Then, with firemen, he began a
methodical check of the registration
list to identify survivors. They
tracked some to other hotels and mo-
tels. A few were bedded down in the
courthouse. One was in the hospital.
Name by name, Grubbs and the fire-
men wearily checked them off.

At 3 a.m., Grubbs telephoned
The AP:

“Four men still missing,” he
said. “P’ll stick with i1.”’

By 6 a.m., rescuers located the
charred body of one.

Those who know famous brands...know the most famous name in news is /P

21 FEBRUARY 1955

Again, a phone call to AP.

At 10:30 a.m., a second body was
recovered.

Another phone call to AP.

Shortly before 3 p.m., the remain-
ing two bodies were found in the
soggy, smoking ruins.

Still another phone call to AP.

By sticking with the story through-

If your station is not yet using
Associated Press service, your AP

out the night and day, Grubbs had
given every AP member across the
country a clean beat.

It was a typical AP sweep —

from beginning to end.

Walter B. Grubbs is one of
many thousands who help
make The AP better...and
better known.

Field Representative can give you ”f‘wmml

complete information. Or write —

8 tecteryy,, Plazy
ey rm»«u, Ay
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all about

gimmick N
P

The word that gets kicked around
so much in advertising circles—gimmick—
really means (as you knew all along)
a small device used secretly by

a maeus in performing a trick.
T

A magus (a. y. also k. a. a.) is

a magician.

1f you want the gimmick to reach Eastern

lowa, be a real magus

Call on WMTI. But vou won't he able

to keep it =ecret.

WMT AM & TV

CBS for Eastern lowa
Mail address: Cedar Rapids

Nafional Reps: The Katz Agency

SPONSOR



Myron L. Broun

| agency profile

Television Director
Colman, Prentis and Varley, Ltd., London

If U.S. adman Myron Broun wears a shabby suit and frayed
cuffs on liis new job in London, it won’t be because he’s Dbeing
underpaid. Brooks Brothers suits are simply not de rigeur among
British adien.

“In fact. it's still somewhat fashionable to be a little shabby.”
Broun said before he left, “because, unless you were in the black
market after the war, you couldn’t afford elegant clothes.”

Broun left for London on 6 February. fully equipped with Amer-
ican film, live tv and advertizsing experience pius knowledge of ele-
mentary fashion fetishes among London admen. It's his job to set
up a tv department for Colman. Prentis and Varley. in anticipation
of fall. 1955. when three cities (London. Manchester and Birming-
ham) will have their first taste of commercial tv.

Part of Broun's joly will be recommending tv to clients when he
deems it effective. Among the accounts of the London agency are:
Shell Petroleum. Philip Morris. British Luropean Airways, Cad-
bury’s Chocolate, several divisions of J. Lyons.

The tv equipment Broun saw on his two previous five-week visits
to Londou was “pretty much like ours. I didn’t see any Telepromp-
ter units or anything, but they’ve got something we doi’t: motor-
driven cranes and dollies. Doesn’t eut down on crew, but makes
their job easier.”

Although there’s no commercial radio in England, nor any out-
took for it, Broun has made a preliminary study of radio program-
ing to complete his picture of British taste. Of the three available
BBC stations. one (called “The Third Programme”) has less than
17¢ of the listening audience.

“It’s the intellectual station, you know.,” he told sronsor. “Things
like full-length Shakespearean plays and readings of modern Italian
poetry and chamber nisic . . . like maybe a flute solo.” he added,
somewliat ruefully.

Broun does feel very enthusiastic about British advertising agency
practices. however. “I hear their ethics are pretty ideal. Accounts
never quit over night: in fact. they give as much as six months’
notice. And when an agency gets a new account, it usually gets a
congratulatory letter from the client’s old shop.”

Sporting, eh what? * Kk *

21 FEBRUARY 1955

WEYMOUTH

= /% SYMMES

AN Paris & Peart

says . ..

"I Need Facts!
...about the market
...the audience
...the ratings

WNHC-TV has all 3.

I have always picked
WNHC-TV to cover
the Hartford-New
Haven areas. The
signal dominates the
entire market, the
achieved results
have consistently
proved my station
selection.”’

Compare these facts! '

| 15 County Service Area

Population 3,484,400*
Households 1,006,410*
TV Homes 899,957 **

Sources:
* '54 SRDS Consumer Markets

** CBS—Nielson 1953—uypdated with
RETMA Set Saoles 10/31/54

See Your KATZ Man

Serving Hortford & New Haven oreas

59



BaToW Rouse:.

¥

WATCH YOUR SALES

SOUTH’S

fastest y/o/r/}iy
marker’ %

POPULATION

RETAIL SALES

1940 ... 8§ 20,251,000
1953 ... $184,356,000*

RANKS 92nd IN EFFEC-
TIVE BUYING INCOME

G FACTS

WORLD'S MOST COM
PLETE OIL CENTER

CHEMICAL CENTER OF THE SOUTH
DEEP WATER PORT

To see your sales reach their
greatest heights in this rich
petro-chemical market, select
WAFB-TV, the only TV sta-
tion in Baton Rouge, with
programs from all 4 nctworks,
b and our own highly-rated
| local shows.

Tom E. Gibbens
Vice Pres. & Gen. Mgr.

Adam J. Young, Jr., Inc.
National Representative

| *East Baton Rouge Parish,Survey
of Buying Power, 1954

v Chiannel 28

BATON ROUGE, LA.
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(Continued from page 6)

the numbers of people they appeal to. If we were to find that
a slark and ultra-realistic murder mystery i< a poorver climate
for the advertising of a certain product than a gentle situa-
tion opus. it would make some kind of sense to sacrifice, if
that be necessary, rating points to get the better tvpe of
velncle and in that way to provide more appropriate climate
for the advertizsing.

The “editorial matter” surrounding copy offers a most
huportant arvea for research. The eflect of immediately pre-
ceding portions of any program on the viewer (or listener)
must have a bearing on how the commercial copy 1= received,
believed, remembered. acted upon. These effects. further-
more, must vary greatly depending on the kind of editorial
lead-in!

Pzyehologically <omething (measurable!) must occur when
a viewer is left hanging on a chifl. heroine about to be done
in. just prior to a one-foot fade for a dessert commercial.
Whatever this measurement turns out to be, it must he dis-
cernibly different from the frame of mind we leave thiz ame
member of our audience in when we take off from / Remem-
ber Mama or Groucho and get into the sales message. When
we don’t leave the program at all, except in subject matter.
and use the star of the show to deliver the copy—other things
worth kuowing must happen. Completely different things.

Not only is the climate of the show of vital interest to the
advertiser but so, too, is the climate in which the show 1s
viewed. If all the adnlts walk out of the roont the mumute the
moppet program beginz, I dare say it i= not quite a= happy a
vehicle az one (snch as Lassie) i which the aduli~ join the
youngsters,

These questions | raise can have no categorical answer. to
be sure. They will vary by product. by program. by commer-
cial. Bnt some general clues would certainly be of help in
this costly game of chance which buving a tv program has
become. Meanwhile, all we have to go on is hunch and this
makes yvon feel a Little like the grecting card rhymer in
“Three Men on a Horse.”

(Editor’s note: For previons sponsonr articles on thix sub-
ject xce “Can the mood of a program—cspeeially a tense and
~erions drama— put the andience in the wrong frame of mind
for receptiveness to zelling?”™ 15 November 1951, page 61.
and “Doces vour show reach people—or customer=?” 18
October 1951, page 38.) xR

SPONSOR
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more than twice its nearest competitor. Here m Beef Center,
U.S..\,, where more than a million heef cattle met their reward in
1954, the second biggest ocenpation is listening to WIIB’s brand
of music, news and ideas. 10,000-watt WHEB packs in 43.57* of the
Kansas City audience (all-day average). The seeond station has
only 17.4%, less than half as much.

Thus, WIHB dominates this tremendous market with a decisiveness
vharacteristic of the Mid-Continent formula. It happened first in
Omaha, next in New Orleans—and now in Kansas City.

Discuss the stakes with John Blair, or WIIB General Manager
George W. Armstrong.

HHOOPER RADIO INDEX—7 a.m. to ¢ p.m., Monday-Friday, Dcc. f-Jan.

|

{

-CONTINENT BROADCASTING COMPANY |

President: Todd Storz I

KOWH, Omaha WTIX, New Orleans  WHB, Kansas City |
Represented by Represented by Represented by | 10,000 watts on 710 ke.
H-R, Reps, Inc. Adam J. Young, Jr. John Blair & Co. : Kansas City, Missouri
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fILL BE MOVING SOON!

ON March 5, our New York office will move to larger
and completely “tailor-made” quarters in the entire 18th floor
at 250 Park Avenue. It’s located closer to many of you
agencies and advertisers and will enable us to give you better,
faster service than ever before. There will be no change in our

telephone number — Plaza 1-2700.

After many months of searching, planning and “doing” — we
believe this will be the most efficient set-up in the broadcast
representative business. J. Gordon Carr, who recently won several
outstanding awards for office design, helped us immensely in

the job — as did Thompson & Barnum, architects for the building.

Our radio division — our television division — are each
laid out for optimum access to its own data files and
information libraries — to our traffic-avail center with
Western Union printers and TWX machines — to the incoming and

outgoing mailroom.

Then — we can invite you agency and advertiser groups
(up to 50 of you at one time) to hear playbacks of the best
in radio programs broadcast by the stations we represent — to see

film or color TV, as broadcast by the TV stations we sell.

As soon as the last electricians, plasterers, air-conditioners
and painters have folded their tents and departed, we hope

you will honor us with a visit.

REE &I‘[CNP CTERS

Pioneer Station Representatives Since 1932

CHICAGO ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO




Erve of trualy personal radio

“We oare enteving an era when men
ien will carry a truly portable
radio their person as normally as
they now carry their kevs or a pocket
comb,” Kevin Sweeney, president of
RADB. told the Salt Lake City Advertis-
ing Club recently.

“Within two years. portables can be
selling at a five million sets-per-year
chp: i a decade at double that rate.
Thi~ could hoost radio’s out-of-home
audience alone to higher levels than
our present total listening.” he said.

Lamenting the failure of many ad-
vertizers to recognize and take advan-
tage of radio’s new po=ition outside the
fiving room. Sweeney pointed up the
importance of remembering that:

e “Radio liztening ix becoming al-
most completely pervzonal —no longer

and w

nearly here. says Sweeney

do groups of people lListen.
e “Radio Listening is done as people

wash dishes. drive
* * *k

do something else
automobiles or eat.”

Three WINS d.j.'s ranked
among top five in New York

Three of the top five New York disk
jockeys are on WINS, New York. ae-
cording to a study made by Teen-Age
sSurvey. The poll. conducted among
7.000 teen-age high school students,
put WINS® Alan Freed. Jack Laey and
Brad Phillips in the top-five category.
According to WINS. the most surpris-
ing thing about the survey was Freed’s
popularity. The station said he had
been on the outlet only four months
when the survey was made.

WHLM goes fulltime.
moves into newe building

WHLM. Bloomshurg. Pa., owned Iy
ltarrv L. Magee. head of the Magee
Carpet Co.. has bheen operating a< a
daytime-onlv outlet for the past seven
But a couple weeks ago the
station (1) changed it~ frequency from
090 to 550 ke., (2) began fulltime op-
cration and (3)
two-story huilding located on a land-

A ears.

moved into its own

PRSP A

Magee {I.}, R. R. Williams, mgr., at transmitter

scaped hillside by a mountain strean.

Victor C. Diehm. management con-
sultant for the station. said. “Like a
footprint on the sands of time, WHLM
covers a quality market in Pennsyl-
vania’s Susquehanna Valley, just as a
Magee Carpel covers a quality market
throughout the United States.” * * %

WTOP warning to admen: Don’t project in-city audience ratings to other areas

You can’t project in-city ratings
to other areas reached by a sta-
tion’s signal. That’s the theme of
a booklet recently prepared Dy
WTOP. Wa-hington, for advertis-
ers and agencies.

Despite eflorts to set up formu-
lax in the past. by which come re-
searchers songhisto project in-city
share-of-audience percentages to
all the connties surrounding the
citv. WTODP states that such fig-
ures ean’'t be accurate.

Here are some verbatim ex-
cerpts from the booklet:

1. A broadeasting station may
clain to have reception on all sets
within a 0.1 mv engineering con-
tour,
bility.

It i~ not an cngineering possi.
bility in arcas withim a 0.1 wmv

It is an engineering possi-

contour where local terrain may
climinate the signal altogether.

2. \ «ation’s share-of-andience.

64

established by studies in a given
arca. cannot be applied to any
other area because of differences
in audicnee composition and the
proximity of different groups of
stations.

Working habits, types of occu-
palions, per capita income, local
mterests. ete., all make each area
a separale entity.

3. The farther away from a test-
ed area that a share-of-audienee is
projected. the more distorted the
result heeomes.

To project a share-of-audience
studdy from a tested area to the full
extent of a 0.1 mv contonr is like
adding horses and rabbits and try-
ing to come np with one animal.

I Agencies and clients are pre-
vented [rom knowing the actual
viewers and the actual cost-per-
1.000 when the share-of-audience
total = arrived at by inaccurate
projection and nsed as a base fig-
nre.

3. Agencies and clients are led

farther away from actual viewers
and actual cost-per-1,000  when
current set sales within a 0.1 mn
contour are continually added to
total sets in a tested area.

6. Tt is possible that 12 1o 14
stations may include the same one
county within their 0.1 mv con-
tour areas.

It is possible with an inaccurate
share-of-audience projection on the
part of eaeh station that their to-
tal claims may indicate 70.000 to-
tal viewers in the county whereas
the Bureau of Census may report
only 10,000 people lving in the
county

7. Mozt major radio stations
can show at least a three-to-one
ratio in their favor by comparing
total radio sets vs. total television
sets within 0.1 mv contours.

A radio share-of-andience pro-
jection to a 0.1 v contonr would
be just as distorted as would a
television  share-of-andience  pro-
jection to a 0.1 myv contour, * * %

SPONSOR




Briefly . . .

A veteran farm radio-television ad-
vertising man. 3. W, (Bill) Brown Jr.,
told sroasor that he is resigning from

Gardner Advertising Co. effective 1

March. Brown was radio-tv account
exccutive for Ralston-Purina Co. (Pur-
ina Chows) at Gardner. Before join-
ing the St. Lonis agency he was an
independent radio producer, producing
the Eddy Arnold show for the Ralston
Purina Co. for many years. lis radio
carcer began in 1935 as farm news

man for KWTO, Springfield, Mo.

* L *

Here's the first picture ever made of
the new king-size bottle of Coca-Cola
being televised. The telecast featuring
the new 10-ounce bottle of Coke was
on WBNS.TV. Columbus, Ohio, on
that station’s Touring the Town pro-
gram. Shown in the picture are Jor-
dan Barlow of Robinson-Hannagan As-

sociates, Inc.. Coca-Cola’s public re-
tations counsel, and Jeanne Shea, wom-
en’s editor of WBNS-TV. Columbus is
the first market in the country to get
a test campaign for the large Cokes.
Other markets, now being added, in-
clude Boston, Detroit, San Francisco.

* * *

[mmediately after Steve Allen an-
nounced on a recent Tonight show
(NBC TV) that he’d be broadecasting
from Dayton this month, the WLW-D
{tv), switchboard started to buzz. Hun-
dreds of viewers called the station in
an effort to reserve seats to the show.
Before Allen had gone off the air for
the night, alt 2,400 seats to the audi-
torium where the broadcast was to be
held had been taken. Arrangements
for the Tonight show to originate from
Davion were made by the Dayton Ad-
vertising Club, host to the fifth district
convention of the the AFA. * k%
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According to the most recent ARB rep
WMCT, Memphis, is
preferred by viewers

more than two to one

between 6 P.M. and 10:30 P.M.
of the total of

| ;’f;"'p“72 6 quarter hours

i A AR R

between 6 P.M. and 10:30 P.M.

pzTOBER, 1934

WMCT has 87
" top rated periods !

< pues pwimine YAt S "
) :

Here is overwhelming
testimony of WMCT's
leadership in the
Memphis market. Such
a rating dominance is
vitally important to
you in reaching the
largest audience --
over 325,000% TV
homes in the Mid-
South area.

Out of the first 15 top-rated
television programs in Memphis,
WMCT carries ||

You Bet Your Life
Fireside Theatre
Big Story
Favorite Story
Cisco Kid
Robert Montgomery
Kraft Theatre
Life of Riley
Lux Video Theatre
Roy Rogers
Martha Raye

WIMCT

MEMPHIS' FIRST TV STATION
NOW 100,000 WATTS

NATIONAL REPRESENTATIVES I

*As of January I, 1955,
according to latest dis-

tributor's figures.

MEMPHIS

CHANNEL 5

WMC-WMCF-WMCT

Owned and operated by
THE COMMERCIAL APPEAL

AFFILIATED WITH NBC ® ALSO AFFILIATED WITH ABC AND DUMONT

THE BRANHAM CO.
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CAKES

TULIP BULBS

PONSOR: Omar Baker AGENCY: Direet
CAPSULE CASE HISTORY: For Mother's Dav the Omar
] al e heir Omar Weather

.. No otlier
teleplione orders,
The ealkes actually
and jor the first

- from Omar.

WITO-TV | | Y| I PROGRAM: Omar Weather Pryram

JEWELRY

SPONSOR: Condon Brothers Seedsmen AGENCY: Direct

CAPSULE CAsE HISTORY : A seed company found they
were oversupplied with Duteh Tulip Bulbs at the end of
the season. To move them they bought five participa-
tions on llelen Bale’s Tv Kitchen over WREX-TI" in
Rockford, 1ll. The complete supply was sold out in five
days and owner Leonard R. Condon reported responses

from people 50-060 miles away. The cost of the campaign
was $285.

WREX-TV, Rockford, Tk PROGRAANL: Tv Kitcher

CARPETS

{

| |

L

SPONSOR: Pettijohn’s Floor Coverings AGENCY : Direct

CAPSULE CASE HISTORY: Mr. Pettijohn, the owner
of a carpet store, delivers his own commerciuls on Hop-
along Cassidy eaeh Thursday at 6 p.m. He attributes his
astounding suceess to lloppy’s popularity and the infor-
mality of his commereial messages. “We certainly have
had good results,” he says. “Why, on one day [ollowing
our show we made more than $3,000 worth of sales at-
tributable to the program.” Time eharge [or each pro-
gram Is $164.35 on contract.

KPHO-TV. Phoenix, Ariz PROGRAM: Hopalong Cassidy

PETS

SPONSOR: Jordan's Jewelers AGENCY: Direct

CAPSULE CASE HISTORY: Starting with one 10-second
announcement a weelk in November 1953. this jewelry
shop increased its schedule gradually until it began spon-
soring Amos 'n” Andy on Thursdays from 10:30 to 11
in the fall of 1954. At the end of 1954 the books showed
that gross business had increased 44% over 1953. In
addition Jordan's was first in the city in sale of Sunbeam
Appliances, Bulova watches and General Electric radios.
Show costs $235 per week.

KVTV, Sioux City, Towa PROGRAM: Amos 'n’ Andy

SPONSOR: Sevier's Pet Center AGENCY: Direct

CAPSULE CASE 11ISTORY: Participating on Hospital-
ity House from 5-5:30 over KSBW for 13 weeks, Sevier’s
Pet Center grew [rom just another pet shop to [ourth in
pet supply and food sales in California. The very first
show brought over 200 letters and eards—some were com-
ments on the show, some were entries into a contest and
others were inquiries about advertised produets. All the
pets offered for sale or [ree were spoken [or within one
half hour ajter the show. Cost per half hour $99.

PROGRAM: lospitality House,

participations

KSBW-TV, Salinas, Calif.

3
%

i

USED CARS

FUR COATS

.

= Sem—

SPONSOR: DeSoto-Plymouth Dealer AGENCY: Direct

CAPSULE CASE HISTORY: A DeSoto-Plymouth Dealer
m Albany, N Y., sold seven out of the 10 cars he showed
on a “live” commerecial over WTRI. The cars ranged in
price from S169 to $2.200 and were shown in daily par-
ticipations on the Forrest Willis Show, 3-1:30 p.n. every
dav. Willis hosts a movie with cutouts for commercials.
The cost for 5 spots a week is 895. The success of this
dealer has aroused the interest of other car dealers in the
area. one of whom had insisted that there is no substitute
for the real thing.

WTRI Alb PROGRAM: Forrest Willis Show, participations

SPONSOR: Littman Fur Factories AGENCY: Direct

CAPSULE CASE HISTORY:  [n the midst of declining
Jur sales lust spring, Arthur Littman, president of Litt-
man fur factories. reported that his firm has been making
gains. He belicves that his semi-weekly 15-minute tele-
vision program. Fur Goodness Rukes, is responsible. On
the program Littman explains the construction of [urs
and constantly repeats that [ur is more economical than
cloth in the long run. The firm had its best November,
December and January sales in its history last year. Sale
after sale has been traced to the program. Littman finds
tv an ideal medium because “it shows the customer ex-
actly what she will get” Cost, $156 plus talent.

WOKY-TV, Milwaukee, Wise. PROGRAM: Fur Goodness Sakes |




WSAZ-TV By § 10 |

IN Hoorer NiGgHT-TIME AvES

Average T4% share of the HUNTINGTON-CHARLESTON televigion
audience, Sunday through Saturday, 6:00 PM-12:00 Midnight, ac-
cording to measurement by C. E, HOOPER, INC., October 1954.

HOOPER TELEVISION AUDIENCE INDEX

SHARE OF TELEVISION AUDIENCE OCTOBER 1954
TIME Tl\r: 3ESTES WSAZ-TV STA]l;ION STAéION

700 AM12:00 Noon 17 71 so+ | .
ol e Lt 53 47 _
eIt e 37 78 22 o=
7.00 AMA600 P, e | 70’ 30* -
500 P60 PM, % 73 Z "
830 P M10:30 P.M. 36 71 77 .
lsgglo- SPAII\-'IEZE)O Midnight e 82 23* L

6:00 P.M.-12:00 Midnight Share of TV Audience

TV SETS STATION | STATION “Shore of Television Audience” repre-
IME ! IN USE WSAZ-TV B C sents the proportion of the total televi-
- sion oudience looking at o particular
SUNDAY 47 67 33* 2 stotion. Base for “TVY Sets-in-Use” is tatal
MONDAY | 45 73 28 1 * TV-owning homes.
| TUESDAY 44 79 23* 2%
WEDNESDAY 46 76 25% 1* *
THURSDAY 46 80 19* 1* .-]E
FRIDAY 47 74 26 1 13K
SATURDAY 47 70 28 2%
SUN. THRU SAT. 46 74 26* 1*

*The obove measurements are od-
justed to compensote for the fact
thot the noted Television Stations
were not broodcasting all haurs dur-

ing day-port.
Hunhngfon-'Chgrl'esfon, Also offiliated with Radia Stations WSAZ, Huntington
West Virginia WGKYV, Charlestan

Lowrence H. Ragers, Vice President ond
General Manager, WSAZ, Inc.

CHANNEL THREE
| 1253’ Antenna Height Represented natianally by

| Basic N B C Network K AT Z
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herever you

o ..there's

{

J

Iy

1] B I |

- udioi e U’

Sell the Nation's
14th Largest Market!
... use WGR's
Salesmen of the Air

MUSICAL CLOCK
Storring John loscelles
6:30 - 9:15 AM — Mon. thry Sat.

Buffolo’s oldest service-type woke-up
progrom. Music, time, weother,

Helen Neville Show

2:10 - 2:30 PM Mon. - Fri.

Hints ond News for women from
Buffolo’s outstonding homemoker's
counselor. Live oudience.

PLUS

Outstonding 5 and 10 minute
News ond Weother Spots

Buffalo's FIRST RADIO Station
y !

2

Hotel Latayette vy
Buftalo, N. VY.

NBC Basic #Effiliate
o

Representatives:
FREE AND PETERS
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(Continued jrom page 21)

munities in metropolitan centers, and with Negro commun-
ties through the deep South. In rvecent months, however.
these tunes, too (very =ubstantially sapolioed) have swung
over mto the broadest kind of popular acceptanee.

Here. too. the song~ originated as hits on small r-&b rec-
ord labels, performed for the most part by Negro artists and
groups. And here, 100, these tunes are heing eovered at an
accelerated pace by the nation’s leading singers on major
record labels. Perry Como’s current hit. for example. is
“KoKoMo.” a song of this genre. started in the manner out-
lined. Teresa Brewer’s newest hit “Pledging My Love™ was
originally sent on its way to hitdom by a voung Negro named
Johmy Ace. who killed himself plaving Russian Roulette
just before his record was relecased. The McGuire Sisters’
newest hit is another r-&b song. “It May Sound Sillv.”

The authentiecity of these trends cannot be seriously ques-
tioned, for records offer as aeeurate and rapid a barometer
to publie taste~ in entertainment as anything vet devised.
A new type of song. a new type of performance hit= the mar-
ket, and if a million people go out and lay 98¢ on a counter
for a copy, that's irrefutable evidenee. When those people
comtinue to buy one, then two, then 10, then a score of records
of a certain type, lad, you've got a trend.

To sponsors and their advertising agencies ever on the
prowl for talent and shows with fresh. new, dynamic audi-
ence appeal a careful studv and proper harnessing of these
trends may have great value. I hasten to point out that it is
my opimion that the twangiest of the hillbillies and the most
ill-constructed of their =ongs will never hold attraction for
any substantial portion of the urban audience. Similarly. |
do not believe that the most raucous of the r-&b performers
or the least disetplined of their songs can ever hold a eon-
tinuing grip on bhig eity listeners or viewers,

[ do believe, however, that out of hoth these fields will
come performers who develop their talents along the =ame
lines as the most <uccessful of the <ongs are gradually devel-
oped. Which is 1o say that these performers will work in a
style whieh ecarries o message to the hearts of the country
folk yet with just enough refinenmient to reach and hold the
mniversal andience. Perhaps< the Red Folev <how on the
ABC TV network will move in this direction, or the NBC TV
Tennessee Ernie daytime strip. or the new Eddy Arnold v
film series, or the CBS Radio Wahalia Jackson show.

And I'm equally convineed that the sponsor who latches
on to them will achieve a most important selling job. * * *

SPONSOR

e il e



316 OOO Watts

on Channel E2

*200.000 Tt

on Channel 6 COLUMBUS, OHIO
Don Chapp ~ Ken Church
Mgr. N k Office, N na
550 Fif nue
ED N
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So There You Are

And there he is, right where he belongs, in the TOP TEN

and getting bigger every week.

The George Gobel Show on the evening of January 8 was
seen in 13,184,000 homes, according to the latest Nielsen

Reports.

You ean’t very well eall him Lonesome George, either —
he's surrounded by friends from NBC. Of the ten evening
programs that drew the greatest andiences, NBC has
six — twice as many as the sccond network. One of them
was the Max Liebman Spectaeular “Good Times,” which
reached 12,596,000 homes to maintain the consistent
Top Ten ratings that the NBC 90-minute color shows

are achieving.

And the highest rated show of all during the two week
period was an NBC Special Event —the Rose Bowl
Game. This New Year's Day feature won a rating of 55.5
and was seen in 17,072,000 homes—the largest audi-

ence ever to witness a sports ecent.

In the daytime the pattern was the same . . . impressive
new achievements by NBC shows. Pinky Lee’s latest rat-
ing is 15.6, highest in its history, World of Mr. Sweeney
seored 11.3, in its first Nielsen rating; Modern Romanees
reached 10.9, another peak mark. In all, 6 NBC daytime

programs vaulted to new highs.

And “Tonight” wrapped up each broadeast day by
delivering advertisers an average of more than a million

homes for each half-hour segment.

So There You Are!

Exciting Things Are Happening On

Groucho Marx—You Bet Your Life
The Buick-Berle Show

Dragnet

The George Gobel Show

Te l ev i S i on 1955 Variety Show

\Max Liebman Presents “Good Times”

Rosebow! Game

NBC Shows in the Top Ten

14,262,000 homes
13,245,000 homes
13,188,000 homes
13,184,000 homes
13,165,000 homes
12,396.000 homes

.a service of @ An NBC Special

17,072,000 homes

Source: Niclseu first January report, 1955
All data verified by A. C. Nielsen Co.



TALENT LAZY

{(Continued from page 35

~elling vn television i« the so-called
~tar of the show, When Groucho Marx
tels hiz viewer~ to ~av. “Groucho xent
me.” they sav. “Groucho sent me” in
thonsands of car dealerships through-

out the countrv. Ed >ulivan i~ an-
other tous example of hig-name
~elli

Robert Q. Lewis has manyv sponsors

and he takes them all seriously, T have
a man of this calibre whe
works ~o hard preparing for, and per-

1 r

a

NEW AN

forming in, commercials with the one
purpose of doing a good job for the
advertisers who pay Ins way. He is
not only a top performer. but a erea-
tive advertising thinker. Same goes for
Garry Moore. This kind of coopera-
tion pavs off all around.

Art Linkletter is another who will
go out of his way to do the best job
possible for his clients. I have scen
him willingly make test kinescopes to
try out new copy ideas. and ofler his
for
He’s a <olid enough name to survive
withont being =uch a nice guy. but he's

PCOMING TV

I. New stations on air™

own  suggestions improvements.

also a smart businessman.

Adolph VMenjou and Douglas Fair-
banks have made the products they
sell genuinelv appealing. Dave Garro-
way. Steve Allen and Jack Paar do a
wholesale jol on many advertisers and

somehow manage to get a litile of
themselves into every pitch.
The list ix long and it's getling

longer—stars of the show whose au-
thority and stature are called upon to
do an honest and effective selling job.

One caution: Getting the star of '
vour show simph to say nice things
about your product may not he

\

W

<l
= e
vy

CALL CHANNEL ON-AIR ERP (kw)** | Antenna NET STNS, SETS IN
CITY & BTATE LETTERS NO. I OATE | Visual | (f)*** | AFFILIATION ' ON AlR I M‘}go‘(oﬁ‘" PERMITEE. MANAGER, REP
Ala-Fla-Ga Tv Ine. Rep: Clarke B
DOTHAN, Ala. WTVY 9 27 Feb. 3 550 . - ) NFA a-Fla-Ga Tv one [Bep: [Clake T
Charles Woods, pres. \
J. T. Thrower, v.p.
Mel Wheeler, gen. mgr.
Milt R, de Reyna Ir., asst. mgr.
K : Midnight Sun Bestg. Co. Rep: Weed T
FAIRBANKS, Alaskao KFAR-TY 2 1 Mar.? 15 -704 ABC, CBS KTVF NFA Mis. RStert Kinsey, pros. 53
Alvin 0. Bramstedt, gen. mgr,
FAIRBANKS, Alaska KTVF 1n 1 Mar. 1n -515 KFAR-TV NFA  Jortern o e res.
J. M. Walden, v.p.
| B. J. Gottstein. tres.
II. New coustruction permits¥* H
l !
CALL CHANNEL DATE OF ERP (kw)** | Antenna | STATIONS SETS IN [
CITY & BTATE LETTERs l o s TARGET DATE 1 Visual (fr) ses ON AIR | ""(36‘05" PERMITEE, MANAGER., RAOIO REPS
MAYAGUEZ, P. R. WORA-TV 5 27 Jan. Unknown 12 1,990 NFA  Radio Americas Corp. Radio rep: Melchor|
Alredo R. de Arellanc Jr., pres.
Reinaldo M. Dupont. asst. mgr.-com. mar.‘!i
SAVANNAH, Go. WSAV.TV 3 26 Jan. Unknawn 30 370 WTOC-TV 56 vhf WSAV \re  Radio rep: Blair o
Catherine M. Oanlel. v.p.
Oonald K. Jones. v.p.-com. mgr.
Meredith E. Thompson, sce.-tres.-ehief eng.
s
III. Ncw applications :
l ESTIMATED
CITY & STATE CHANNEL DATE ERP (kw)*® Antenna ESTIMATEO TV STATIONS
NO. | FILED | Visoal AR coST Oll.s.rEXvPEEANRSE IN NARKET APPLICANT, AM AFFILIATE
Goodland Bestg. Co. Station KWGB
GOODLAND, Kon. 10 3 Feb. 205 kw 580 $286,750  $130,270 e Svodiind Besty. (G SRcH
1.S. stations on air 430 Post-freeze commercial c.p.'s 88 U.S. tr sets (1 Jan, ’33) 33.816.000%
Varkets corered 257 Grantees on uir 322 U.S. tr homes ¢ Jan. °553) GG,

*Both new erp o« and sgtatlons golng on the atr [isted here are those which occurred befween radfo station which is granted a
31 Jan i 15 Fen. ar am whi tnformation eould bhe obtained In that period.  Stations are it 1s generaily too esrly
conaldered to be on the afr when commercial operation starts. *“Effective radlated power. Aural sp1 of the radio statlons

power usually is one-half the visual power. ***Antenna height above average terrsain (not

sbove ground).
from NBC Resoarch, conaists
mate. §Data from NBC Retearch and {’laaning.
homes In ty coverage areas are comaldered approximately.

{*ereentages

72

tinformation on the number of sets in markets where not designated as being
! estimates from the stations or reps and must be decmed approxi-
baserd on homes with
$In most rascs, tlie representstive of

had them velded hy IPCC.
TV, "mama Clty, Fla.
1y ft. above ground.

sets and

NFA. No flgures avallable at presstime on acts {n market.
1This number {ncludes grants to permitees who have since surrendered thelr ¢.p.°’s or who have

165 ft.

8ince at presstime
SPONSOR Llisa the
in this column (when a radio station has been given the tv grant).

e.p. also represents the new tv operation.
to confirm tv represertatives of most grantees,

R01d tn combination with WEAR-TV, Pensacola, Fla.,, and WJIDMe
ATest paltern went on alr 2 Feb. Call letters formerly were KFIF,
above ground,

SPONSOR




Now First Million Wait
Station in the Nation!

Serving 2,000,000 Population!

veriﬁed Se[ Counl ZZS,OOO' With a full schedule of NBC shows .. . out-

standing local shows...news and sports
Stop ...and consider that now you can coverage of local, regional and national in-
cover the entire Northeastern area of Penn- terest, WBRE-TV is the “basic station buy”’
sylvania with the Nation’s most Powerful in this thickly populated industrial-agricul-

Station ... WBRE-TV !!! tural market.

Ch. 2 Wil‘kes—Bare, Pa.

r AN Q) @ @ BASIC BUY! T fuss o



enough. Or. ax one research organiza-
tion puts it. “Unless personalities can
and will handle the commercial prop-
erly. it can be a negative rather than
a positive influenc Meaning that
vour famous salesman should sell the
same copy line a «traight anmouncer
would follow. Capture the star’s style
and personality in copy. ves—but, if
possible. he should demonstrate the
product. He should offer the same
proof of its superiority as that offered
in other media. His presence in the
commercial is no substitute for the all-
important campaign plan. hut definite-

v a healthy boost for the cause. The
one or two famous names who still in-
sist on spitting at what “the agency
boys sent over” should soon awaken
to the fact that their admitted success
with this unusual twist on selling has
been marred recently by competition.

If Groucho can go on location for
the purpose of making commercials,
if Linkletter can stay after hours to
make sample kines. then vou are not
asking too much of your star when
vou urge liim to put his name and his
force behind establiched selling meth-
ods. No tv personality is niore impor-

ITS "WINDY” IN CHICAGO, TOO!

Yes. WINDY's just as welcome as conld be on Michigan
Avenne! And this popularity is his jnst due—Dbecanse as
Winpy says. "Time buyers from far and near. now know—
KTVH is the advertiser’s delight.™

Let snecessful folks lead the way and KTVH will reach
more people per TV dollar—for yon!

COVERS CENTRAL

VHF
240,000
WATTS

Represented Natianally by H-R Representotives, Inc.
KTVH, pioncer station in rich Central Kansas, sevves more than 11 important
communities besides Wichita. Main oflice and studios in Huatchinson: oflice
and studio in Wichita (1otel Lassen ). Howard O. Pererson. General Manager,

KANSAS

CHANNEL |

12 |
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tant to you than yvour product. and if
it cannot be sold properly by the star,
then it should be sold properly by a
man or woman hired for the purpose.

Talent selection for television com-
mercials requires a rare combination
of skills. and I admire those with the
knack. For thcse are the questions
which concern them: Will the an-
nouncer be accepted by the greatest
number of viewers? Will he (or she)
seem at liome with the product? Will
this person. without distracting by an
overhy-nice personal manner, demon-
strate and register properly the main
selling points of the product?

Here are a few suggestions if vou're
starting from scratch to search for
male or female talent for use in more
than just an occasional spot.

1. Look for a type who is personal-
ly likeable. even when he i~ not per-
forming. Pick hinr like you were
picking a son-in-law —— and this time
you have something to say about it.

2. Beware of the smoothie. He is
conning only himself,

3. Be sure the candidate has suffi-
cient experience to insure vou against
a nervous freeze-up.

4. Match his age hracket to the age
appeal of vour product,

3. lLook for a tvpe who can memor-
ize speedily and whose evesight is ade-
quate to read a cue card in case of
last-minute changex.

(Anv weckly on-camera announcer
who has to relv completely on prompt-
ing devices for a one-minute commer-
cial is just plain lazy.)

6. Sclf-confidence is second in im-
portance only to humilitv. No an-
nouncer should talk down to a canmera
or it’s hound to up-end him.

7. Encourage suggestions on the
part of the talent as regards the com-
mercial copy but not to the extent
where a serious issue mav delay a
rehearsal.  The copvwriler working
with the talent a dav or two ahead is
the best arrangement. The better they
get to know one another. the less fre-
quent these meetings will have to be.

8. Beware of talent who try to di-
rect their own rehearsals. The com-
mercial director is constantly working
against time and cannot be bothered
v prima donnas.

9. Be certain this person is thor-
oughly familiar with vour product. By
exposing hint to the full story vou'll
find it easy 1o test his cnthusiasin for
what lie i« about to sell. And complete
fmmiliarity on his part helps him un-

SPONSOR




Let’s see who’'s

DOMINANT

in the PorTLAND — MAINE — M ARKET

During the 7-day period November 15-21, 1954 PULSE measured the television audience in the 14-
county (*) service area of WCSH-TV, producing comparative ratings ax shown on the graph be-

low. Hours indicated are within period when all three vhf stations in the area were lelecasting.

"PULSE"
RATING

35‘]’
IN ADDITION: WCSH-TV| .

) 30+
10 of the top 15 once-a-week

shows are on WCSH-TV

Kok ok ok ox ? STATION A’

.

A

8 of the top 10 multi-weekly shows 20-
are on WCSH-TV

’

'

4 8.
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Affiliate l
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CSH.T (*) Maine counties: Androscoggin, Cumberland.
‘ : p Franklin, Kennebec, Knox. Lincotln, Oxford, Sagadahoc. York.

New Hampshire counties: Belknap. Carroll, Coos, Strafford.

P RCEITAND== S ) WEED_TELEVISION
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derstand his copyv do a better job.

10. Don’t ~kimp on rehear=al time.

EL. When vou know 1 vour heart
vou have found vour announcer. pro-
mote him (or her) throughout your
organization.  Consider arranging his
appearance al
tions, and other gatherings.

But should vou ~tart fromn scratch
by =earching the unknowns? That ix
a question only vou can answer. If

ales meectings. conven-

vou have a star of the show. his co-
operation.
invaluable.

can be
If vou have a hunch one

we mentioned.

For the Long Haul [
or the Chort

of television's present well-known an-
would be ideal. other
commitmernts rute him out.

If. on the other hand. you feel that

nouncers his

a new face is desirable — one that
would be exclusively yvours as tv
spokesman  for your company and

vour products -this plan, too, can be
rewarding. You can even allow your-
sel two or three wrong guesses until
vou hit the person that, to you, has
everything.

And voult know it. the moment it
Liappens. * % %

Haul

Ucc WIBW=TV

No matter how you use television, WIBW-TV
delivers your sales message to 135,364 TV homes
in 44 counties in 3 states.

And what a market! (The construction of trans-

portation equipment alone puts more than $36

million into the pockets of our viewers) . . . and
that’s only 2.79% of total income in WIBW-TV

Land.

Put in your reservation for space on this non-stop
express to big buying-power. Get aboard To-
peka’s only TV station—WIBW-TV.

Chansel
SEE YOUR I

The Konsoe View Point
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CAPPERMAN

CBS—DUMONT—ABC
Interconnected

Ben Ludy, Gen. Mgr.
WIBW & WIBW-TV in

TOPEKA, KANSAS
KCKN in Kansas City

COKE'S NEW LOOK

(Continued from page 41)

mosphere. color. cuteness, all were as
important as the literal message itsel:
here was a singing comumercial which
i itself was entertainment. It is not
only a question of raising the whole
level of singing commercials through
such treatiment. but of actually produc-
ing a better sales instrument.

In Coca-Cola’s case, Carpenter says.
~uch a <ophisticated approach becomes
even more than normally attractive be-
cause of the simple fact that there is
little that can be said about the prod-
uct that people don’t already know.
Essentially, therefore, the ad job today
“is to re-establish in modern times the
identity of a unique product and a

soft drink leader.”

Although Tom Carpenter wrote the
hric, he went outside the agency for
the music. Composer was Ben Lud-
low, who was given time to assimilate
Coca-Cola ad thinking.  Carpenter
stresses that such an educational proc-
ess 1s essential if a singing commercial
composer is to achieve something bet-
ter than average. 1t is not enough. he
is convinced. for an agency to hand a
lyric to a jingle-smith and tell him to
come up with a tune. Only by study-
ing the ad approach very carefully,
can a composer successfully achieve
through the character of his music
what the agency is after ad-wise.

Basic in this thinking is the belief
that the music as such can have an ad-
vertising impact, by providing the
product with a <eries of pleasant emo-
tional assocrations. tune. tempo. ar-
rangement and final production all
nust be in keeping with the spirit of
the whole ad campaign.

Animated tv version: The musical

commercial will serve as an Integrat-

. ing instrument for the two air media.

For tv. animation has been decided
upon as the visnal technique accom-
panying the song. Carpenter cites the
following reasons:

e It proved to be difficnlt to bring
out the “spirit” of the product through
live action.

e Animation turned out to be the
enly practical way to achieve fast mo-
tion, rapid change of scene. symbol-
sm.

Two one-minute spots are now in
production, are expected to be ready
for showing this month. But more

SPONSOR
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(You know Bosco that good fortifier chocolate)

really

dropped into the mouths of moppets

in Indianapolis in '54

Two announcements a week

on Chuckwagon Tales (our early eve. film series)
upped

retail food chain sales
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WFBM-TV e INDIANAPOLIS e National Representative: The Katz Agency

21 FEBRUARY 1955

Affiliated with
WFBM-Radio, WEOA Evansville, WFDF Flint,
WOOD AM & TV Grand Rapids.
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will probabh he developed a~ the vear
progresses.

\ Coca-Cola figure of past years ties
the various elements together. the lit-
tlte ~prite with the bottle-cap hat. Tle
i~ used as the mmagic element to change
scene. bring forth object~. and the
like. In himsel he serves as a svmbol
of Coke. of ~eternal vouth”
brightness. Furthermore. he is a vis-
ual device which i~ exelusively Coca-
Cola’s.

From the time the campaign was ap-
last  August. months
elapsed before the radio jingle was re-

and

proved two

HEIRIAER
[iRt N 111

corded: another three months will
liave gone by before the film version
i done. Animation is by Nat Fleisch-
er through Revue Prod.

Music tradition: 1t 1< this emphasis
on finding ways and means which are
appropriate vehicles for Coke advertis-
ing that has long channeled the com-
pany’s air advertising into musical
shows. savs the man in charge of
Coca-Cola’s tv-radio advertising, Rob-
ert Kesner. who is located in the
broadcasting center, New York. On
radio Kesner reminds vou, his com-
pany wax long associated with nmsic

in popuiation
and retail sales

Channel 5 « CBS Basic
First in Arizona since ‘49
AFFILIATED WITH BETTER HOMES and GARDENS

SUPERMARKET T . .
SALES

36| MEMPHIS $57.61

37| SAN ANTONIO
PHOENIX $55.5

39| JACKSONVILLE| /

40] OMAHA $54.8

*SRD Consumer Markets ‘54

SOLD

reaetiéd most effectively through . . .

PHO-T

SUPERMARKET SALES

Local Supermarket sales — increasing every
year — show that Phoenix families eat well
and live well. There is a growing demand
for luxury items, as well as for basic-need
groceries and allied merchandise handled
in Phoenix supermarkets. This area’s mush-
rooming population makes it a receptive
market for your product.

Tell YOUR sales-story the result-getting
way, over KPHO and KPHO -TV —dominant
first choices of advertisers who seek a
“family’”’ market!

Dial 910 ‘e ABC Basic

REPRESENTED BY KATZ

Hi Fidelity Voice of Arizona
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progranis. sponsoring Percy Faith. An-
dre KNostelanetz, Morton Downey, Spot-
light Bands and similar shows. Mu-
sic, the company helieves, has a broad
appeal. i pleasing by nature, and does
not arouse violent dislikes. h is. in
other words. a suitable environment
for the product.

Since Mav 1953 this environment
has been the Fddie Fisher show, Coke
Time, on tv and radio. It is carried
live on 99 NBC TV stations, Wednes-
day and Friday. 7:30-45 p.m.. repre-
sents an $80.000 weekly time-and-tal-
ent outlay. The yvoung singer was se-
lected by the company while stilt in
uniform. He represented a fresh, prom-
ising talent. the kind Coca-Cola was
seeking for a long ride on tv. 1t was a
vear after the last Edgar Bergen radio
show for Coke that Eddie Fisher be-
came available. but the company was
willing to be out of network radio or
tv for that length of time in order to
be able to come back with the star it
wanted.

By Juh 1953, after only two months’
tv exposure, the show hit its Nielsen
rating average of 20. which is par for
the multi-weekhy. early evening musi.
cal. Competition i= fairly keen. espe-
cialh from Disnevland on Wednesdav.

By presstime Nielsen
Wednesday were not vet available: av-
erage weekly rating for the first half
of January was 20.1.

Where some advertisers ight have
little patience with a 20-rated show,
Coca-Cola regards it as in line with
expectations, according to Frank Ott,
Lusines~ manager of IYArev’s radio-ty
department. A very low cost-per-1.000,
he explains. is not a basic reqnire-
ment: in fact. the company assumes
that this is unlikely with a music show.
More important is the nature of the
velicle: “The framework is more im-
portant than standing on a busy street
waving a big sign.”

figures for

For the most part commercials are
Reasons: (1) ease of
mfegration. which the company  be-
lieves in as a pleasant, inoffensive
method of getting into a pitch: 12)
mereased planning  opportunity.

delivered live.

Eddie Fisher's populanty is stilt on
the rize, and Coca-Cola finds many in-
dications that he is “one of the hotiest
talents around todav.” He pulls about
5.000 fan letters per week and i~ idol-
ized by more than 1.000 “teenage fan
chibs. Bottlers {requently request per-
sonal appearances. but company  pol-

(Please turn 1o page 90)
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Tlhe Fe et Slalions

7
WKZO — KALAMAZOO
WKZO-TY — GRAND RAPIDS-KALAMAZOO
WJEF — GRAND RAPIDS
WJEF.FM — GRAND RAPIDS-KALAMAZOO
KOLN — LINCOLN, NEBRASKA
KOLN-TY — LINCOLN, NEBRASKA
Associated with
WMBD — PEORIA, ILLINOIS

G

SR KOLN-TV
g GIVES YOU
UNDUPLICATED

COVERAGE

IN MOST OF
NEBRASKA!

You"re half naked in Nebraska coverage {f vou
don’t reach Lincoln-Land — 42 Jouble-cream counties
of Central Nebraska and Northern Kansas —

642,250 people with a buyving income of $900.000,000.
KOLN-TV reaches over 125,000 families unduplicated

by any other station!

The KOLN-TV tower is 75 miles from Omaha!

This Lincolu-Laud locatiou is farther removed from
the Omaha market thau is Cincinnati from Dayton,
Buffalo from Rochester or Lancaster from

Philadelphia.

KOI.“-TV cOVERS LINCOLN-LAND—NEBRASKA'S OTHER BIG MARKET

CHANNEL 10 =

316,000 WATTS * LINCOLN, NEBRASKA

3} DUMONT

Avery-Knodel, Inc., Exclusive National Kepresentatives

21 FEBRUARY 1955
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WCBS-TV

The difference that sets WCBS-T
apart from all other stations in

New York is its mlicy to devote
the same effort, in.g'enuily anh

production skill to each of its

programs, whether in the field of
entertainment or in the area of

education and information.

It is this “difference” that last
year won for WCBS-TV the largest
average audiences in New York,

day and night.

It is this same “difference” that in
1954 earned for WCBS-TV high
praise from the critics and the
community for the largest schedule
of public interest programs of any
station in New York—plus a

George Foster Peabody medal.

Finally, it’s this same “difference”
that last year persuaded advertisers
to invest more of their dollars

with WCBS-TV than with any other

New York television station.

This distinction can make a big
difference in sales to any advertiser
who wants to get the most out of

television in 1955.

New York, Channel 2

CBS OWNED. Represented by
CBS Television Spot Sales.




INDEPENDENT WNEB

THE ONLY WORCESTER STATIOCN TO
INCREASE AUDIENCEIN ALL THREETIME
PERIODS—Mornings, Afternoons, Evenings

Now more than ever, WNEB is
your best buy in Worcester —
with these higher ratings — with
a huge out-of-home audience —
with new volume discounts!

TIME  WNEB Network | Network Network Network

Station A Station B Station C Station D
‘ -
MORNINGS
| Mon. thru Fri. 32.7 48.6 10.5 3.7 2.8

8:00 a.m.-12 noon

ISt afterhoope (s wa w6
noon-6:00 p.m.

EVENINGS

’ d ew”i”g‘( 2'1:83';.};9.;;36 p.m. 38.7 3.2 5.6 1.8 33
rdlaf€ [, w0 pe w0 s
'gf catu Y

Hooper Audience Index
Nov.-Dec. 1954

MORNINGS—WNEB has more
audience—almost double the
audience—of 3 competing net-
work stations combined!

WORCESTER

MASSACHUSETTS
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Want Ad

Ouee upon a time there wax a Brooks-Brothers type promotion
manager working for a radio-television station in West Virgina.
Late one Mouday night i bed he let his copyv ol Sponsor

fall as he ran hix fingers through his bhrosh cut. He had a

Big Thonght. *‘Kureka,' he whispered. ““ livery ad in the book
got more claims in it than a vranimn range in Utal,. We're

going to play it soft.””
“No elaims?"" asked his wife. a hght sleeper.
“*No claims!"

“What'll yvou say? How'll vou get it past Top Management?

What'lt the men at Branham say?”

“Wou't show it to “em until it’s publishéd.™

And that's how it happens that
Wexst Virginia's

('harleston

Huntington

Stations, with exclusive CBN
tv prograimming tor the 402584 tv homes 1 1ts
coverage area (Channel 8) (national reps:

The Branham Company) (the only VVHI® station
which covers W, Va.'s Tst and 2nd markets
with a Grade A primary signal) is

looking for a new promotion

wman, Kunow anybody?
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COKE'S NEW LOOK

- -
tContinued from page 78)

1y 1s to wear oul his welcome, so
thex fre t. limited to impor-

I i son. Fisher's own
tv | itche~ are kept to a mhu-
) s a month. \ star's

i he company feels. il his
( < come inlrequently. Used
| there 1= a danger that hix
standing may be lowered in the eves
of the audience.

Fisher's commercials, when he doe-
deliver them. are ca~ual. =oft and verv

ALL of the TOP 15
ONCE-A-WEEK SHOWS

RANK SHOW STATION RATING
1 Lucy WREX-TVY 53.8
2 Gleason WREX-TVY 52.5
3 Toast WREX-TV 52.3
4 Got Secret WREX.TY 50.8
5 My Line WREX-TY 46.0
6 Boxing WREX-TV 45.7
7 Strike Rich WREX-TY 45.5
8 2 For Money WREX-TV 44.5
9 Dec. Bride WREX-TV 44.3

10 G. E. Theatre WREX-TY 43.8
11 Disneyland WREX-TV 43.1
12 T-Men WREX-TV 43.0

13 Pvt. Secretary WREX-TV 41.5
14 Millie WREX-TV 40.0
15 Racket Squad WREX-TY 40.0

;
%P

Y. 4
CBS « ABC

£ you

low pressure- -always there seems to
be the understanding that he is a star
personaiity. not a product salesman.

On 12 January the new ~inging com-
mercial was heard for the first time.
It will become a more or less regular
[eature. Viewers can expect to hear
many variations during the year. the
ver=es changing to fit scene and mood
settings of the individual shows. hut
with this chorus remaining as leit-
molil for all:

Fifty milhon times a day

At home. at work or on the way

There’s nothing ke a Coca-Cola

Vothing ke a Colke

‘ve helped us

9 of 10 TOP
MULTI-WEEKLY SHOWS

STATION RATING
WREX-TYV 30.8

RANK SHOW

1 Como

2 Weather-News

(10.00 P.M.) WREX-TV 27.1
3 Action (5:30) WREX-TV  26.9
4 CBS News WREX-TY 26.8
5 Weather-News

(6:00 P.M.) WREX-TV 26.2
6 Sports (6:15) WREX-TY 25.8
7 Sports (10:15) WREX-TY 23.0
8 Tales (5:00) WREX-TV 22.9
9 Storm WREX-TVY 15.4
0 Howdy Doody {Station B) 15.2

WREX-TV channel @

ROCKFORD -« ILLINOIS

represented by H-R TELEVISION, INC.
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This month the show will probably
start use of animated commercials now
being prepared.

Kit Carson on co-op spot tv: Com-
pleting the Coca-Cola tv program pic-
ture is the film show The Adventures
of Kit Carson, aimed at the younger
audience primarily. Where Coke Time
i a company project throughout, Kit
Carson is handled co-operatively. The
company provides the show, but shares
time-and-talent costs with the bottlers
on a sliding <cale geared to per capita
consumption. The hall-hour film is
carried once weekly by 72 stations.
usually in the early evening. Average
Videodex rating in 67 markets is 13.6;
e-timated viewers: 7.500.000.

As with the musical show, the com-
pany watches careflully to sce that the
Weslern retains a wholesome character
that makes it suitable company for
Coke. particularly lLecause so many
young people are watching. No drink-
ing is allowed on the show. nor saloon
miteriors. Dead hodies are tahoo. un-
less absolutely unavoidable and then
may be reen only briefly.

1Y’Arey has right of seript approval.
exercised by v.p. Reeves Lspy in Hol-
lvwood. The show is produced by Re-
vue Prod. for Coca-Cola on the Uni-
versal lot. packaged through MCA at
an approximate cost of $21,000 each.

In this program, too, the company
tries for  commercial  integration.
throngh star Bill Williams and his
wife Barbara Hale. who plavs his girl
friend. The middle commercial is not
integrated. but the end spot [eatures
Williams and his wife in an education-
approach—instruction by Williams in
some Western <kill such as riding and
roping or in Western lore. The actual
product talk itsell is very briel and
casual.

Bob Kesner feels this approach does
not offend or drive the youngsters
away. nor can it be obhjected to by
parents since it teaches bot does not
exhort. The show ix in its fourth vear.

P’rior Coca-Cola tv experience was
in holiday one-shots, in Thanksgiving
Dav in 1951, with Edgar Bergen and
Charlie McCarthy, and on Christimas
Day of 1950. with the first tv appear-
ance of Walt Disney.

Both liddie Fisher and Kit Carson
teflect Coke’s apparent focus on young
people. Fishier appeals to the teenager
primarily. Kit Carsonr gets them even
vounger. But to the vouthful base is
added a considerable adult audience.

SPONSOR




RETAIL SALES IN KFAB AREA
WERE OVER TWO AND AHALF
BILLION DOLLARS LASTYEAR

9

The face in ““Let’s Face the Facts”
this month is that of Gordon E.
Jacobson, Omaha District Sales

Manager for General Mills—a KFAB ad-

vertiser for over eighteen years.

Year after year satisfied customers are
any advertising medium’s greatest suc-
cess story—and KFAB has lots of 'em.
We invite you to “Face the Facts.”” KFAB
boasts many long-term, successful adver-
tisers for only one reason—BECAUSE IT
DOES THE JOB! Get all the facts from
KFAB’s General Manager Harry Burke—
likewise Free & Peters, Big Mike’s reps.
Special promotions this year will com-

memorate the Diamond Jubilee for

General Mills’ Gold Medal Flour.

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



a~ audience studies haye resvealed, thus
affording a fairhh broad age range.

Taped rersion of Fisher on radio:
The Fddie Fisher show provides a
happy radio combmation of high au.
dience and bottler popularity at negh-

gible cost. 1t i~ heard on about 100

station=, \pproximately half of these
repres coverage via MBS which
feeds the taped show out of New York:
the remaining stations are pnrchased

on a =pol basiz by the hottlers who are
serviced with for the
purpose. In either case, network or
spol. Lottler and company =split the
time coxt. Coca-Cola purchases the net-
work station time from MBS and is
reimbnrsed proportionately by the bot-
tler. Dottlers who desire to do so. pur-
chase time on local =tations not aflih-
ated with MDB=3.

Although recorded from the tv ve-
hicle, the radio version is not exactly
the same. Only the nmsical numbers
are actually recorded as telecast. Dia-
logne bLits are freshly written and re-
corded separately at another studio.
(1) tv dialogue is geared to
the picture. 1s frequently too sparse as
a result; (2) the additional recording

transeriptions

Reasons:

92

makes possible a ~how that sounds hke
a radio program rather than a warmed-
cver after-thonght: (3) cost is a trifle.
since Fisher is signed up for broadecast
ing services in general (total addition-
al spending i~ about 31,000 weekly ).

The =ame writer, \uchin-
closs, does the seript for both media;
he also edits the radio tape.

No other shows are made available
for co-op sponsorship. In the past.
the company has found. the tendency
is for one to be favored in amy case.
making the cost of the less popular
programs disproportionately high. In
the Fisher vehicle. Coca-
Cola feels it has the ideal program to
represent the product nationally.

Fisher offers prestige and glamor.
the company points out. It leaves the
hard selling to the bottlers. whose own
shows rnn the gamut. although within
a policy framework laid down by the
company. Certain programs. like pro-
fessional wrestling and boxing. the
company considers inappropriate ad-
associations for Coke. and rules out.

Gordon

moreover,

T and radio ennouncements: The

bottlers go in heavy for ammounce-
o
ment campaigns. and are serviced reg-

ularly by Coca-Cola with an extensive
collection of e.t.’s. films and announce-
ment copv. The current company cat-

alogue list= about 100 tv announce-
ments on film. mostly 20 seconds
length. These are a combination of

criginals designed primarilv for spot
purposes and edited-down versions of
the non-integrated commercials  car-
ried on the Kit Carson show. It lists,
about 20 radio platters.
Fach bottler is also provided with

book containing announcement copy.

mm addition,

Relations with the bottlers: The
company’s spot eflorts depend entire-
Iy on hottler support for effectiveness
and the bottlers are a pretty indepen-
dent bunch. There are 1.056 of them.
only a few owned by the company.
Coca-Cola itself does nothing but man-
ufacture and cell the syrup. The coun-
try is divided into six great market-
regions under the franchises of
six “parent bottlers.” These are the
wholesalers, supplying the syrup to
the rest of the bottlers. The parent
bottlers also assist Dbottlers in their
arcas with sales promotion and ad-
vertising,

Bottlers

ing

must be informed at all

pcri ln fonnage in the
greater part in the nation's
he St. Lawrence seaway.

da, SPD gives yoy camplete saturatian of
" maon dollar market,
ales message. will be heard, and your praduct will be

5

WSPD

Storer Broodcasting Compony

JOM HAKKER NAT SALES IR 11R € 57th STRELT, NEW YORK

he volcc af Northwestern Ohia.

9‘

o RADIO
52~ TELEVISION

S YOLEDO, OHIO

Represented Nationally
by KATZ

SPONSOR




INDIANA

OHIO

ILLINOES

This is WAVE-TV's caverage
£* area, based on engineering
studies and mail response.

KENTUCKY

lf you'd like to do a really significant
opinion poll on TV in Kentucky and

Southern Indiana—

ASK YOUR REGIONAL DISTRIBUTORS !

Pick up your telephone, now, and ask the people who

know. Call all your distributors within a hundred miles

of Louisville. Ask them this point-blank question:

“What Louisville television station do
you and your neighbors prefer?”

This simple little survey will renew your faith in

polls. Try it and see.

WAVE-TV

CHANNEL 3 LOUISVILLE

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

L
‘Nl;i‘g:’ SPOT SALES L |
Exclusive National Representatives / ;
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WCOV-TV

Montgomery, Alabama

BEST BUY IN
CENTRAL ALABAMA
NETWORKS

CBS PRIMARY
ABC — DUMONT

SPONSORED FILMS

Amos & Andy — Liberace

City Detective Mark Sabre —

Bage 714 — Star & Story — Fol-

low That Man — Counterpoint

Kit Carson — Ramar of Jungle
| Am The Law

EXPERIENCE

We've been operating for 21
months and boast one of the
finest physical television plants
in the nation. We have ex-
perienced personnel in every
department to assure top pro-

duction.

ASK ANY RAYMER
OFFICE FOR DETAILS
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imes of the company’s promotional
plans. and D’Arcy field reps are con-
stanthv in the field visiting bottlers for
this purpose. There are also comen-
tions at which the ad programs are
explained.

=till, there is no guarantee that the
bottlers will make extensive use of
carefullh wrought company tv or ra-
dio campaigns. Experienced advertis-
ers in their own right. some may feel
thex know the problems of their mar-
kets better than the company. Indi
vidual bottler budgets can get quite
large. In New York. for example. it
1¢ estimated at about $1.500.000,

It i: thic independence of bhottler
thinking and practice which explains
the tremendous range in Coca-Cola ad-
vertising across the country. You mav,
for example. be recalling a Coke sing-
ing commercial and wondering how it
can be cloimed that the new one s
the first produced by the company.
The answer i~ that local bottlers have
been creating their own singing com-
mercials for some time.

There is no guarantee either that the
new jingle will ever realize the poten-
tial that mav be inherent in it. Al
though the bottlers have heard it. and
many have indicated they consider il
outstanding. it has yet to be used out-
side of Chicago. where it is. incidental-
ly. being pushed on a heavy radio
~chedule of over 130 per week. Tt may
actually be several months hefore any
significant use is made of the spot,
possibly not until it has been given

several v exposures. LA

TV PACKAGE DESIGN

{Continued from page 43)

heightened emotional impaet of color
television on viewers.”

s Are vour package colors weak.
subtle. lifeless? Then don't expect
them to be any more cffective on color
tv, say the experts. Note how the bold
color trealment of each of the pack-
ages shown on page 12 slands out
feven in  Dblack-and-white
tion). The red-and-white combination
of the Marlboro package is a strong
contender for your attention under am
conditions. as market tests have dem-

reproduc-

onstrated.
brush on a deep vellow background
for Junior is likewise effective. de-
signed to register instantly and strong-
Iv on the tv viewer as well as the super
market shopper.

e 1:vour package face too busy with

\rens’ strong red tooth-

small. indistinct type? Designer Frank
Gianninoto points to the old Marlboro
package ax an example. Note the thin.
ness of the type, making it dificult to
read. The overlay of “Philip Morris”
confuses rather than impresses. On
the color tv sereen this package could
not ~stand out. for it= copy iz abhout all
there i~ to the design idea and it is too
weak to make an impression.  Note,
on the other hand. the simplicity of
the copy treatment on the new Marl-
boro package. Just the brand name
appears, in large. black. strong letters.
Walter Margulies. of the industrial de-
sign firm Lippincott & Margulies. sums
it up this way: “Packages cluttered
with type, imagesz. subtle colors, ete.,
have less attention-getting appeal than
neater. trimmer designs. They do not
come off in Dbusv. texture-like mass
display=, nor in color tv.”
e Does vour package have a simple.
clear, distinctive design? If =o0. it will
he casily remembered.  Giamninoto’s
new Marlboro package i= a perfect il-
Instration. The whole design is based
on the inverted v effect. It is sim-
ple, striking. conceived for its ability
to make a lasting impression quickly
the eszence of the tv problem. De-
signer Jim Nash. along with many of

Nos it costs less
{0 sell
MINNEAPOLIS
ST. PAUL

Maximum power at minimum
cost — choice availabilities.

ASK 316,000
watts on
H-R Channel 9

Offlces, Studlos, Transmiliter
FOSHAY TOWER

Minneapells
Represented Nationally by H-R TELEVISION, INC.

SPONSOR




The Best
SEAT

In The House

The best seat in the house is reserved for those who watch full length
movies on television. In the Northern California market, the best of these
films are shown on KRON-TV.

That's right —KRON-TV has long been the leader with the BEST of
the FIRST RUN movies available. And there's plenty more in store because
smart film buying requires know-how that improves with use.

There you have just one more reason why KRON-TV is the leader
among television stations in the Northern California market . . . and
one more reason why your sales message on KRON-TV will reach the
people you want to talk to.

AND THE NBC-TV NETWORK ON CHANNEL

No. 2 in the series, “What Every Time Buyer Should Know About KRON-TV”

Represented Nationally by Free & Peters, Inc.
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his fellows. considers the design idea
actualhh more important than the col-
ors usedk. He cites tests conducted by
Socony which revealed that consumers
vecognized its flving ved horse ~ymbol
even when it wa~ <hown in blue,
e  Does vour product lend itself to an
unusuallv <haped package? Jim Nash
~av~ “For the first time since 1 have

been designing packages. I now recog-

nize the importance of a distinetive
~hape of a package. An unu-ual shape

can be a decided advantage in identi-
fying the package with its product and
brand name on the television
~cree1r. even though the reception is
poor.”  Edward ]. Bennett. of NBC
TV Graphie Arts, told a packaging in-
titwe forum last fall. ™. Fidelity
to detail gives color television the il-
luston of a third dimension. . . . The
old system of always holding the pack-
age face-on to the camera. so that the
front label appears. can now be modi-
fied. The package can be reproduced
from all angles  with the result that
the side walls gain in importance. . . .
This can also work to the advantage
of the package designer.” So far, this
approach has oulv been  theoretical,
but don’t be surprised to sce a lot of
novel shapes on vyour super market

('()I(lr

shehes during the next few years.
¢ Does your design lend itself read-
th fo tv exploitanon? Egmont Arens
i~ the onlv designer spoxsor ialked
with who stated that he ha~ had <pe-
cific v possibilities in mind for re-
cent designs. Examples of his approach
are iflustrated on page 2.
every part of the Colonial Sugar pack-
age, for example. has tv implications,
says Arens. The picture of the rake
does more than provide for appetite
appeal al poiut-of-sale.
tv announeer poinling to it while the
camera for an attractive
closeup. with a dizsolve to an actuoal
cake following. 'The little sugar cane
figure near the cake serves a double
purpose: (1) it becomes a trademark:
{2) 1t can be animated for television,
thus serving to tie tv advertizing and
actual store package together for the
consumer. The rav effect provides for
quiek identifieation of pattern. can
come across quickly on tv. Avens re-
ports that Colonial Sugar. which dis-
tributes in the Midwest. does little ad-
vertising.  Still. possible future use of
color 1v guided much of hix design
thinking.

Arens” Major Treat ice eream de-
sign- the firm is Canadian i~ anoth-

Almost

Arens sees a

comes in

THE BUFFALO EVENING NEWS STATION

CBS. BASIC

CHANNEL

WBEN-TV LEADS THE WAY

st on the air. .. Vst in know how . .. Tstin experience, WBEN-TV,
Buffalo's favorite station, is also 1st in Niagara Falls, Olean, James-

town, Lockport and other

Western

New York communitics,

WBEN-TV has high penetration in Toronto and Southern Ontario.
Trained and experienced personnel of Buffalo’s 1st station are

cquipped to interpret and handle your advertising nceds. . . .
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er case of basing a package on an
animation-igure. The strongest ele-
ment of the design is the 1oy soldier.
which can easily become the eentral
charaeter of a cartoon commercial. can
even be simulated in a live piich.
Back of the paekage is given over to
a taste-appeal dish.

Hi~ Ipana design shows tv's direct
ifluence in the picture-story treatment
giving directions on the back of the
package. “We have been eonditioned
by 1v.” says Arens, “to respond lo the
amimated. the gav and clever in ad-
vertising. Color tv will exert an even
stronger influenee in this direction.”

The needs of color tv appear to co-
incide pretty much with current de-
~ign trends. As the super market has
Lecome more important so has the
competitive character of package de-
sign. To survive. designs have to at-
tract shoppers and lead them on to
purehase at the point-of-sale.
Ravmond Loewy : “Designing for self-
service has had a much greater effect

Savs

on paekaging techniques than any in-
fluenee in the past 10 years.” And
these techniques. it appears. ave the
same that are effective on color tv.
Designer Walter Margulies puts it this
wav: “The key words in package de-
sign today for eolor tv as well as for
self-selection  survival are simplicity
and dominance.” His Bromo Selizer
package shown on page 12 hears out
this thinking.

Some  designers are so eonvimced
that a good design for the super mar-
ket 1= a good design for color tv. that
they feel it is unnecessary to pav mueh
attention to the niediunt when wres-
tling with the design problent. A num-
ber of major companies are in faet
betting on this assumption. For ex-
ample. Robert Villemenot. of Donald
Deskey Associates. who designs many
of the Procter & Gamble packages, re-
ports that color tv is a negligible fae-
tor in dizcusston~ with the company—
this despite the fact that the companm
1= one of the most aetive in v testing.
“Color tv.” he savs, “is essentialh an
extension window of the super mar-
ket. The factors will make a
package attractive on color tv that
make 1t attractive in the store.” s
Drene Shampoo and Gleem Toothpaste
desiens are offered as evidence. The
Drene design is deseribed by Ed Ben-
nett of NBC as “an outstanding exani-

same

ple of design for color v on the basis
of tests which
ago. The design has also been cited

he saw some months

SPONSOR




BESTTV Anvmgsmc BUY IN TEXAS

5 FT. WORTH gp—
. ALY
i KAUFMAN
: NE 1
ELEBURTIETS WAXAHACHIE
'H ATHENS
GLEN RO 4 CORSICANA “
STEP‘}E'NVILLE ] HILLSBORO &
V4
g 12| »
COMANCHE MERIDIZS i MEXIA PALESTINE &
i | CONNALLY AFB rd F
i HA&“TON k -
BROWNWOOD - A
GOLDTHWAITE 5‘% WACOQO # GROESBECK
GATESVILLE 4 '
% MARLIN CENTERVILLE
EDDY ‘& £/
§APL§AB‘A FRANKLIN
FT. HOOD ' -~
g - ,ﬂﬂb TEMPLE MADISONVILLE
‘ ; ; HEARNE 5
KILLEEN ggiTON P | Pk~ HUNTSVILLE
BUNES CAMERON ~
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; i - [

] r
JOHNSQON CITY ‘ 'f%% ilg' AUSTIN | HEMszEAb

v
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o “
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Sor - o

T ———— A Billion Dollar Market

Over 750,000 TEXANS
Within Coverage Area

Effective Januvary 1st
Hours Extended to 7 AM -11 PM

N B C Inter-
Connected

KCEN-TV

cnl. Rep.: Gerieral Offices: P. O. Box 188
Temple, Texas
Waco Office: Professional Bldg.
Studios and Transmitter at Eddy, Texas,
Texas Rep.: ] between Temple and Waco.
LClyde Melville Co., Dallas TWX: Eddy No. 8486

Texa S....i'l"s Fi. Worth @ @ Dallas

KCEN-TV

'WACO
Serving The Rich >

Waco-Temple ~
Murket , An::.:io

100 KW—VHF Channel 6
833 Ft. Antenna Height
830 Ft. Above Average Terrain
1,549 Feet Above Sea Level

\ TEMPLE

Houston
e e

Geo. P. Hollingbery
Company
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COVER

NORTH
CAROLINA'S

Rich,Growing

"GOLDEN
TRIANGLE”

TELEVISION
CHANNEL 12

a 24-county market
with 339,600 Families

(Sales Management 1954
Survey of Buying Power)

NOW SHOWING!—ALL NBC COLOR SHOWS

B

Interconnected
Television Affiliate

National Representative:

The Headley-Reed Company

VYV VV WY
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as an outstanding chelf item. Note its
unique. striking. but simple visual idea.

The Gleem design has not yvet been
seen on color tv. but Villemenot is con-
vinced it will show up well. The de-
sign 1~ simple, clear, registers instant-
Iv. The colors are red. green, an over-
lay of both and a white background.
A number of people in the field have
pointed to Gleem as an excellent ex-
ample of good modern design.

Suppose vou go to the trouble of in-
corporating the latest design thinking
mto your new packaging. How well
can the network color specialists repro-
duce it on the screen today? Accord-
ing to both NBC and CBS. advances
have been so rapid in the past half
year that there are few problems be-
vond the abilities of the technicians.
Even metallic surfaces have been re-
produced accurately, as in car and
kitchen appliance commercials. Foil
can now Dbe reproduced. too. which
gives the designer an advantage he
does not have with print. in which the
“zip”" of the wmetallic lustre has a ten-
deney to disappear.

Norman Grant, Director of Art and
Design for NBC TV, offers the follow-
ing suggestions to advertisers and
agencies on the question of how to
achieve a good looking package pres-
entation on color tv.

I. Don’t think of just the package |

itself. but the entire color composition
of the commercial. Tt is not the iso-
lated color that makes for problems,
but the color environment, that is. the
range of colors you are using. Keep
away from very high contrasts.

2. Watch contrasts particularly in
connection with backgrounds<. A dark
package requires a dark background.
a light package a light background:
contrasts should be enough to give a
effect. however.

3. Pay special attention to appear-
ance of human beings with package.
The reason: Only point of reference
for the viewer is flesh-tones. If they
are accurate he assumes the rest of
the image is: if thev are unpleasant,
lie doubts commercial’s color validity.

4. Dou't try for absolute color fidel-
ity it is a will o the wisp. The view-
except for flesh-tones

only a memory of basic colors any-
way. not specifiec shades. Aim instead
for attractive color. When the viewer
ovoes into the super market. she will not
notice minor color differences.

5. I vour package design must be
very contrasty. dou’t feel that color

dimensional

er carrics away

tv cannot handle it. despite the sys-
present limitations. Lighting
can be used to alter the effect of your
design. It is probably the single most
important tool of the producer. for
with light vou can change color values.
particularly in the important back-
ground. There are alco electronic
means of altering color values.

6. If technical are not
enough. you can still compensate by
doctoring the package. It is now com-
mon practice, for example, to spray
white surfaces with grev paint. Doc-
toring has long heen an evervday fea-
ture of black-and-white commercials.
Agencies and manufacturers frequent-
ly develop special “comprehensives™
for this purpose. For example. Benton
& Bowles uses a black-and-white box
of Tide for monochrome film jobs.

7. Be careful not to move vour pack-
age around too much. Color values
have a tendency to change as the angle
of hght changes. and with distance
from the camera. At least at the pres-
ent stage of development. a minimum
of movement is desirable,

Norman Grant out that
changes come too swiftly in the color
field to make publication of color
standards advisable at this time. He

ROCK ISLAND
is chosen for
All-America City'
Award

WHBF is proud to have as its
audience the active, progressive
citizens of Rock Island—fine peo-

tein's

means

points

ple in an outstanding American
city.

Les Johnson, V.P. and Gen. Mgr.

aAM
WHBF

TV
TELCO BUILDING, ROCK ISLAND, ILLINOIS
Represented by Avery-Knedel, fac.
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CITY GRADE

-

SERVICE

in BOTH
F.RT WORTH and DALLAS

— ; : \{\\ T ) \“\L\\?
s T ; — T
; . SET COUNT 2
i et i 450,000 00

YOURS ONLY ON -
HIGHEST HOOPER!

Hooper’s January 1955 composite combined Fort Worth-

The

WBAP TV!

= e TN R

Here it is — FULL COVERAGE, with WBAP-TV.

only television station with city grade

service in both Fort Worth and Dallas.

Dallas Survey, shows share of audience, 6:00-10:30

WBAP-TV 42%

2nd Sta. 34% 3rd Sta. 24%

WBAP-TV Channel 5 . ..
coverage, FIRST in programming, and FIRST
in picture clarity. 11 of top 15 nighttime
shows are on WBAP-TV. Greatest audience 5

for 6 years, FIRST in

nights out of /!

.. 24

*Counties }
Population 1,856,400
Families - - 572,200
Total Retail Sales $2,284,777,000
Buying Income $3,075,563,000

: Sales Management “Survey of Buying Pawer

THE STAR-TELEGRAM STATION -
AMON CARTER

asc-Nec. FORT WORTH,

HAROLD HOUGH
Directar

AMON CARTER, JR.
President

Be sure you get full coverage and city-grade
service . . .
Offered only by WBAP-TV, full power with
100,000 watts.

in BOTH Fort Worth and Dallas

‘ May 10, 1954

WEAP-TV .

TEXAS

GEORGE CRANSTON
Manager

ROY BACUS

FREE & PETERS, Inc. — National Representatives
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1= ~anﬂuiuc however. aboul the me-

dium’s ability
fection ‘olor reproduction within a

very =hort time

to I)l'(:gl'(‘SS to near per-

Similar oplimi m i~ voiced by CBS
Director

el in

cral Produst Pres-
Barkley.
here are no insoluble reproduction
he declares.
situation with lighting.

Commer
Color. Charles
problems.” “We can con-

trol am stag-

ing. color correction twith filters and
the like) and rarelv need package

doctorine

Both networks report they are pre-
pared to service afliliates on color ques-
tions. If a local or regional advertiser
wizhes to obtain information about the
color tv potential of hi~ package de-
sign. he should get in touch with his
local \NBC or CBS station. which can
then forward his package to New York
for analvsis by network color special-

Ist~,
Both Grant and Barkley fcel that
while there is no need to redesign

packages for color tv. the medium will
influence packaging simph because it

will throw a spotlight on design, mmake
advertisers and agencies more con-

~cions of 1t.

In this view they are joined by most

designers. If a pachage ~hows up bad-
Iy on the color screen. is the nearly
verdict. it mean~ you've
got a pretty bad design to begin with.

Navs Walter Margulies: ~If a pack-
redesign for color tv, it
needs redesign, period.

unanimous

age needs
Transmitting
a package via color tv mayv only em-
phasize that its identity and sell power
are weak or diluted.”

Jim Nash: ©

<ton will not

In e==ence. color televi-
impose any
on package design that are not alread,

mmposed by

limitations

good design  techniques
and principles. The use of the new
medium as a merchandising tool will
enly force some of the more poorly
designed packagesz to undergo drastic
change. or face the danger
their market status.”
Egmont  Arens manufacturers
using the color medinm as an experi-
mental tool, their
package programs in the market place.
“They  will submit their packages to
test televising and the results will be
unmistakable. Vague and weak color
tieatments  confused, cluttered back-
eround. and stiff static de<igns will re-
under the impartial
cye of the color tv camera for what
they are handicaps to ~ales.” * * *

of losing
sees

before launching

veal themselves

60...'0000000000000

and a big

mean,

Report”...so you'll

your Ooo

&
<
<
=
o
O
=
D)
)
S
O

our Dbusiness and we

‘\\\

; B@NDED TV FILM SERVICE Inc. ;‘

Service handles TV film. And what
they asked. Well,
I said and did: When the finishes printing '1 film,
BONDED takes over. We attach leaders, mount on a O’o

now

know whether those

until you tell us to

We told a buyer

distributor that BONDED TV Film

sir, does “handle”
I’ d to tell you,

and label each print for you. If it’s a program, we splice in
TTIV

commercials. Next we mail it or ,%ﬁ by 8.

And we keep a “Print Control Record” of where every print

is, until it returns. Then we examine each print carefully,

clean and repair if needed and give you a ‘“Condition

[czusoren]

took good care of it or chewed it all up. And BONDED stores

it out again.

Interesting part is, we can do all this che(xpor than you can
do it for yourself, by the dozen or by the thousands. That's

it.

B—@-), .
- '3 us. You'll be Q\Lg? you did!

LOS ANGELES «904 N. La Cienega*BR 2.7825

NEW YORK - 630 Ninth Avenve -

FASTER, SAFER, LESS COSTLY...Because It's More Efficiont]

JU 61030

34

100

SLENDERELLA

(Continued from page 33)

wa- to be the test market. A\ series of
announcements were to run on Ralph
Story’s morning show on KN\ for a
pertod of 30 days. two announcements
a week at first  then three.

A budget of $1.200 wax set aside
for the trial.

Lo~ Angeles had been regularly at-
tracting about 17 of Slenderella’s
total national inquiries. After the ra-
dio test. 1t that l.os An-
geles” share of the national percentage
had jumped above 207¢

was found

Slenderella was properh impressed.
As it entered new areas. adding radio
and noling increases in business, Slen-
derella ~tarted to recognize that radio
was going to be a regular part of its
Today, Slenderella
plans its advertising in a new market.
radio is included automatically.

ad budget. when

Larry Mack picks the radio person-
alities who =peak for Slenderella on
the base~ of the loval local followings
they have built and on their abilities
as ad lib artists. He feels that a wom-
an listening to a familiar and known
personality will tend to have faith
what he says and his endorsement of

CAPTIVE’
KGVO-TV

MISSOULA, MONTANA

*Because of its unique geographical
location, only KGVO.TV . . . and we
mean ONLY . ..
signal into this stable area having more
than $133,900,000.00 retail sales. Di-
versified economy including agriculture,
University

airs an acceptable

lumbering, mecnufacturing,
and government workers makes these

9 co.n.ies.

IDEAL AREA TO TEST YOUR
SPOTS’ “SELL"-ABILITY

o waTatien

LpOr AME
L
PN T RS

With the HIGHEST TELEVISION ANTENNA
in the Northwest gnd

60.000 WATTS

KCVO-TVtou

' A
CTANA

.....
! h.l.um\vﬂ‘“‘ i

i igx coltus 2 Ried

WL £ N W
(8

U PLRNA spr
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NETWORK
COMMERCIAL
PROGRAMS

éealnec[ [0 f/te /Luge
ARK-LA-TEX AREA

| / -
OKLAHOMA/ t _ARKANSAS

- LOUISIANA

-_Cl /.?i//ion 2>0//CLI” Waréef_

103,760 TV HOMES

(TELEVISION MAGAZINE)
January, 1955

KCMC-TV

TEXARKANA, TEXAS—ARKANSAS

from all
networks

| LOVE LUCY
DECEMBER BRIDE
FORD THEATRE
MEET MILLIE

U. S. STEEL HOUR
ELGIN HOUR

SEE IT NOW

| MARRIED JOAN
GODFREY & FRIENDS
RED SKELTON

THE MILLIONAIRE
I'VE GOT A SECRET
MILTON BERLE
RAY MILLAND
CLIMAX

GROUCHO MARX
BISHOP SHEEN
PLAYHOUSE OF STARS
PERSON TO PERSON
BOB CUMMINGS
JACKIE GLEASON
DOLLAR A SECOND
HIT PARADE

SO THIS IS
HOLLYWOOD

JACK BENNY

TOAST OF THE TOWN
STAGE SEVEN
LORETTA YOUNG
HAPPY FELTON

STRIKE IT RICH
VALIANT LADY
LOVE OF LIFE

SEARCH FOR
TOMORROW

PORTIA FACES LIFE
ROAD OF LIFE
WELCOME TRAVELERS
THE BIG PAYOFF

BOB CROSBY SHOW

A BRIGHTER DAY

THE SECRET STORM
ON YOUR ACCOUNT
DOUGLAS EDWARDS
BURNS & ALLEN
SHOWER OF STARS
LIFE OF RILEY

BREAK THE BANK
THE LINEUP

YOU ARE THERE

MR. PEEPERS

TWO FOR THE MONEY
PROFESSIONAL FATHER
PEOPLE ARE FUNNY
IT'S A GREAT LIFE
PRIVATE SECRETARY
GC. E. THEATRE
FATHER KNOWS BEST
TOPPER

100,000 WATTS
ON CHANNEL &

the only maximum power station
between Memphis and Dallas

affiliated with

CBS—interconnected
ABC-interconnected

DuMont

Represented by

~ VENARD, RINTOUL & McCONNELL, Inc.

Walter M. Windsor, General Manager



cious Slenderella Mint. vitamin-packed,

1 product or service can influence her
} ' developed specially for Slenderella.

11 th

air “Slenderella gives a free trial treat-
personalities build ommercials ine - ment and figure analysis. . . . Slender-
ion: ella treatments are 82.00 per visit on
S| world's largest our weekly budget plan or in series.
perating 63 sa- Slenderella does not demand the
. ast to Coast and in Paris 1mpossible in time or money.
Slenderella is the “lenderella serves (name of ¢ity) with
Jlenderizing  service  (number) salons. See vour telephone
The Slenderella  directory for the one nearest you. . . .
lesioned at one of the Slenderella salons are open from 9
. cading universities to im- a.m. to 9 p.n. Monday through Sat.
wlure, give women a wonder- nrday. )
d proportion and tone the The new xlim lines in clothing de-
h and muscles of the hody. creed by Dior, combined with the eter-

“Slenderella sells dress sizes, not  nal feminine desire to be “thin” any-
treatments Slenderella achieve-  way. have much to do with Slender-
it results without steam bath, hand ella’s past and continuing popularity
mas=sage. dull exhausting exercise. star-  with the fair sex. Actually. =lenderel-
vation diet. . It 1s relaxing. satis-  la is not so much a reducing system as

fving. makes you tingle and glow and i is
leaves vou with a senze of well being.
without effort
anvone’~ part, is entirely passive. .
The decor of the Slenderella Shops are
Slen-
derella gives vou a written guarantee.

You will never be hungry
Slenderella vou take the

a svstem of figure-proportioning.
which puts considerable emphasis on
posture correction. according to Miss
Iinglish (who coined the name Slen-
derella 1o describe the hoped-for Cin-
derella effect of the svstem on women).

“Slenderella  is on

modern. relaxing, charming. . . .
Slenderella seli= not los< of weight
inches, she sayvs. but dress sizes:

“Be the dress size vou OUGHT to be”

with  or

when deli-

\ A N\
Il-'\ YOU REALLY W{\NT TO
WAI.K\INTOAME_O__O“D\SAI.ES
RECORD/IN”SS U_._T\HIS IS IT!

THE MOST
POWERFUL RADIO |
AND TELEVISION

1 .
| COVERAGE IN THE_ - —

MARKET ! /

‘ Guordion 8Idg., Deltroit |

J. E. Campeau President

1|

| Adom Young Television Corporotion National Rep
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is the refrain running through most of
Slenderella’s Also stressed
is the fact that there is no exercise
or effort on the customer’s part—she
needn’t even remove her clothes.

Most of the customers, savs Miss
English. are not tremendously over-
weight: they are women who just want
to get rid of a few pounds or an ugly
bulge here and there. The greatest
percentage of Dbusiness comes {rom
women of 35 to 55, though the ap-
peal of the =ervice cuts across all
classes and ages.

advertising.

The Slenderella figure program has
three parts. worked out by Slenderel-
la’s founder-president Mack:

1. The Slenderella Table,
the unique feature of the system. Mack
engaged Ohio State University to de-
velop a special table which would
allow to attend slenderizing
sessions fully clothed and with a mini-
mum of bother and effort. The result
was the Slenderella Table. This is a
mechanically  operated table with a
movable platform. The customer lies
on the table fully clothed—it is only
that =he remove her girdle
and loosen brassiere so that her
body will be es<entially free to move—
or rather be moved. She is not at-
tached to the table in anv way. The
various platforms merely move under
her in such a wayv as to improve her
po=ture. exercise her muscles and stim-
ulate her circulation.

which is

women

necessary
her

2. Mint tablets. which contain vita-
mins and minerals and deter overeat-
ing. Mack commissioned a pharma-
ceutical firm to develop these for Slen-
derella.

3. A “Meal-Plan” worked out by
dietitian Ann Willhams-Heller.

Each J45>-minute treatment at Slen-
derella costs §2.00. in a =eries. with a
minimum of three visits a week re-
quired. There are no prices
since. as Miss English points out. it is
a completely individualized service and
Sales per cus-

o =0
course

cach case is different.
tomer may range from $50 or less to
S200 or more.

All of Slenderella’s advertising s
placed through the finm’s agency. Man-
agement Associates of Connecticut, Jo-
cated in Darien. Susan Wells, agency
president. works with Larry Mack on
the Slenderella account.  Executive of-
fices of Slenderella are also in Darien.

llere is a listing of stations and pro-
carry Slenderella’s cur.
rent radio announcement schedule:

erams which ¢

SPONSOR




flentown, Pa. CBS

Like a foot print
on the sands of
time WHLM cov-
ers a quality mar-
ket in Pennsylvania just as a Magee Carpet
covers a quality market throughout the
United States.

This rich industrial and agricultural market
which produced a combined annual income

Hazleton, Pa, NBC-MBS

HARRY L. MAGEE Owner and Operator

OL WAZL WIDE

Bloomsburg, Pa.
(All Stations Represented by Paul H. Raymer Company)

=

of $2,090,404,000 in 1954 can only be
reached adequately by WHLM RADIO

with 500 Watts at 550 Kc. full time.
A new transmitter ....a new antenna. ...
a new and beautiful studio....and now a

new Move to 550 Kec. which simply
means a brand new coverage pattern to
reach the greatest number of potential pur-
chasers for your client’s products in this in-
creasingly productive Pennsylvania market.

Biddeford-Saco, Me. MBS-Yankee

WVDA

Boston, Mass. ABC



Muncie
Leads the

Nation!

ccording to a nation-
wide survey made in 34 cities by the
American Research Bureau, the average
Muncie family spends 31V2 hours per
week watching television more
hours per week than any other city!
Muncie tops all other cities, such as
Atlanta, Boston, Chicago, New York,
Los Angeles, Youngstown, Washington
D. C., Houston, Indianapolis, Omaha,
St. Louis, and many others. WLBC-TV
leads in Muncie according to the
November A. R. B. Report .

. tele-

casting from 7 AM. to 11:30 P.M,

CBS ¢ NBC

ABC ¢ DUMONT

CHANNEL
MUNCIE, INDIANA

104

New York: WCB>. Jack =terling:
WOR. Dorotlhiy and Dicl: WN\EW
Nlavan and Finch: WINS, Bob and
Ray.

Washington. D, C.:
Keeper (Bob Reed).

Philadelphia: WCALU, Here's llar-
rev.

Boston: WEEL Top of the Morn-
ing: WIIDIL Ray Dorey Shouw.

Piitsburgh: KDRA. Cordic & Com-
pany: WIJAS, Bill Brani: KQV. Joe
Deane.

WRC.

Time

Cleveland: WGAR. Tom Armstrong:
WERE., Tom Edwards: WTAM. Bill
Hayer: WHK. Bill Gordon.

WEBNS,

Columbus:
Review.

Chicago: WBBA. Jim Conway Show
(I5-minute programn).

Detroit: WJR, Music 1lall; CKEW,
Toby BDavid; Mary Morgan: WW],
Ross Mulholland, Bob Maxwell.

Milwaukee: \WTMJ. Gordon Thom-
as.

Los Angeles: KNN. Ralph Story,
KFL. Jolhinny Murray Program.

San Francisco: KCBS. Waitin® for
Weaver; KSFO. Bob Sherwood;
KNBC, Doug Pledger: Marjorie King.

The two exceptions lo Slenderella’s
non-use of women’s feature programs
are on CKLW. Detroit. where \ary
Morgan is used in addition to morning
man Toby David: and on K\BC. San

Round Robin

Franeisco. where along with Doug
Pledger.  Slenderclla  uses  Marjorie

King in her mid-morning woman’s
feature show.

that Slenderella
does not use v, despite the visual and
demonstration values inherent in
special Slenderella table.

It is noteworthy
s

Slenderella’s nesspaper advertising
in all 13 of its cities eonsists largely
of 160-line ads appearing on Mondays
and Wednesdays.

Sienderella makes no attempt to tie
in its radio and it newspaper adver-

Ctising. feels that each can stand by

itsel{.
may

But sometimes the newspapers
be rveferred to in the radio an-
nouncement a< an air personalitv ad-
vises listeners 1o comsult dailv news-
papers or the phone hook for address
of the nearest salon.

In addition to it~ radio and news-
effort.  Slenderella has just
Launched institutional 1y pe
paien running in Harpers Bazaar and
possibhy prestige  magazines
which may total $5.000 a month by
the end of the vear. * ok ok

paper

a1 -

other

DIRECT MAIL

(Continued from page 15)

serves a useful purpose. There may
nave heen some information worth fil-
ing in the ad which vou meant to keep
but didnt. Sometimes you don’t want
to destroy a copy of the trade paper
because there’s some article you want
to read on the other side of the ad. So
if the data is valuable in the first place
the reprint will serve a purpose.”
SPONSOR's conclusion, therefore: Re-
print ads of a statishcal or
uitable for study or filing.
money on ads designed for

fact nature
Save your
psychologi-
cal impact or news announcements.

4. Rate cards: A number of stations
are inclined 1o mail out new rate cards,
Thiz was universally described as a
waste of money by timebuyers. aceount
men and sponsor firm executives. Said
the head of a major agency’s time
buying stafl:

“1t would be niuch 1oo inconvenient
to work from individual rate cards
when the information is available in
Standard Rate or from individual reps.
Stnce vou are not likely to study a
rate card when it comes in, the sta-
Lion i~ wasting its money. A summar
of some important aspect of the rate
change is a far more sensible thing
to send.”

5. Boolklets telling the station’s
whole story: A number of stalions
have brochures which sum up their
chief selling points. including market.
coverage and program data. The re-
sponse lo these was uniformly good.

A tiniebuver from a top-five agency
~aid: “"When vou see something come
by that looks packed with information

i

“Those KRI1Z Phoenix personalities
make me feel so—dangerous!”

SPONSOR




CENTRA

VT WATERTOWN

LX)
D

i OSWEGO

TV-RADIO "¢ |
SYRACUSE R/
GENEVA ~

® 0 @ oil¢ & © 0o @

CORTLAND

ITHACA

WSYR-TV is Central New York’s only
maximum-power television station. WSYR
. Radio is the area’s only low-frequency station
1 operating day and night with five kilowatts of
power.

Such clear superiority of facilities takes on important
significance when you consider that the programming
services of the WSYR Stations are produced by management
personnel who have spent an average of 142 years in the
broadcasting business right here in Central New York.

It's that combination of topnotch facilities, plus topnotch local
programming, plus the full NBC television and radio net-
work services, that gives the WSYR Stations distinct

:Qeadership in one of the nation’s important markets. /

N B C AFFILIATES

Represented Nationally by . Represented Nationally by
» HARRINGTON, RIGHTER AND PARSONS, Inc. The HENRY | CHRISTAL CO.; Inc.
S YR ACU S E, N. Y.

TV .25, - RADIO ..
| CHANNEL 3 ® 570 KC

21 FEBRUARY 1955
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WTHI-TV Channel 10

is the ONLY station

with complete coverage
of the Greater

Wabash Valley

® One of the Mid-west's

most prosperous indus-
trial  and  agricultural
murkets

e $714,500,000 Retail
Sales in year ’53-'54

¢ Blanketed ONLY by
WTHIL-TV's 316,000

watt signal

$ 227,000 Homes
(147,000 TV homes}

118,000

UNDUPLICATED
WTHI-CBS
TV HOMES!

WTHI-TV

CHANNEL 10
TERRE HAUTE, IND.

316,000 Watts

Represented nationally
by:
The Bolling Co.
New York & Chicago

-

vou want to =ave it. There’s a question
as to whether vou ever get around to
reading it all but that’s the problem
any promotion piece faces | suppose.
In any case | like to feel that the sta-
tion has wrapped up a eomplete story
for me rather than sending little dribs
and drabs.”

In some eases brochures prepared
by stations appear first as inserts in
trade papers. llow do buvers feel
about receiving the reprints after
they’ve seen originals in trade papers?
Here’s an answer representative of
both agency and client responses. It
comes from a buver in a medium-sized
agency which is just beginning to use
television heavily:

“l usually pull out inserts which
look worthwhile in the trade papers.
But the advantage of getting an extra
copy by mail i that vou can pass it
on to others in the shop. Sometimes,
too, vou feel that you don’t want to
pull the brochure out of the trade pa-
per as a courtesy to others who are
on the routing list. So I'd say that if
a station has an extensive job (and
there have been some good ones late-
Iy} it should be sent around.”

0. Varket data: Mailings which fo-
eus on market information alone et
with the =ame reaction as trade ads
built on market stories. Timebuvers
have little use for them since they are
not mstrumental i ehoice of markets
on many campaigns. Account men.
other agency executives with general
responsibilities and client exeeutives
are more interested. But the feeling
m general is that nmuch market data
sent out duplicates material available
froni other sources. Best advice, there-
fore: Restrict mailings of market data
to subjects whicli are newsy or unique.
(The <ituation. of course. varies with
the market. A station in a medium-
sized city surrounded by a rich area
of small communities may find it more
important to sum up trading figures
for its entire voverage area than the
station in one of the top 10 markets.)

7. Result stories: Some stations send
out mailings on individual result sto-
ries or send out groups of result cap-
sules. When you ask admen about re-
sult ~lories, some tend to scoff. The
negative reactions range from doubt
that all lTocal advertisers are reporting
with complete accuraey to the sweep-
ing declaration that “any station can
Never-

.

have one good result story.”
theless mamy ad managers in particu-
lar went on to sav that if the product

is at all competitive with their own or
is sold to the same market group. they
would stop to read.

sPONSOR concludes that stations will
serve their interests best if thev pro-
vide the recipient of result stories with
as thorough a documentation as possi-
ble. Spell out the objective of the ad-
vertiser. his technique in using the sta-
tion. the tvpe of audience he =ought.
the form of commereials used and tan-
gible indications of sueeess. (Similar
reasoning, of course. applies to trade
paper ads. as was pointed out in the
previous artieles.)

8. Miscellaneous: \any of the mail-
ing pieces sent out fail 1o come under
any of the classifications set forth
above. There are news announcements,
for example. which may be aceompa-
nied by some elaborate form of card-
hoard attention-catcher. There are
simple letters addressed personally 1o
admen and designed to sell some spe-
cific facet of station operation. Some
stations send out lists of clients. Some
liave information sheets on shows and
talent. It was diffieult to elicit re-
sponses on these varied forms of mail-
ing pieces because in general memora-
bility of mailing pieces proved fleet-
ing. Few admen, in fact. could point
specifieally to station mailing pieces
they had received in the recent past.
Jut here are some generalizations
sPoONSOR can offer on the basis of over:
all reactions from admen.

e Keep it tlerse—unless vou're pro-
viding some extensive form of data for
filing. A specifie message vou are
seeking to implant must fight so hard
for attention in a mailing piece. the
standards you set for your media ads
must be raised when vou do a niailer.
e DBy all means use the tricks of cre-
ativity to get striking art work and
interesting visual deviees. But be cau-
tious about bulkv cardboard gadgets.
There was a markedly negative reac-
tion to the over-sized mailing piece.
While you found plenty of people ad-
mitting they got a kick out of novel-
ties. there was a strong feeling that the
big. bulky piece lands quickly in waste
baskets. sPONsOR makes

paper this

$99.00 INVESTED in the
NASHVILLE, TENNESSEE

NEGRO MARKET
SOLD $3,500.00 in appliances

w WSOK

-
SPONSOR




Like
an Esplanade evening ccnceri

WHDH

i is a
habit in
Boston

You’'re not a true Bostonian unless vou've enjoved an
Esplanade Concert on the banks of the Charles River
under a mellow summer moon.

And Bostontans are unique in more than thetr love for music.
The over $153.000,000 spent annually on furniture and household
produects in Boston is a symphony of sales to any advertiser's ears.

As a powerful independent station, WHDH is in a perfect position
to program to Boston’s unique pastimes and tastes.
WHDH does . . . and so successfully that it, too, is a habit in Boston.

Next time you have a household product to sell, buy time on
the one station that's a sabit in Boston ... WHDH!

PEE——

REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY

 WHDH

50000 « BOSTON » 850 ON THE DI1AL
WATTS Owned and operated by The Boston Herald-Traveler Corporation




suggestion. therefore: Restrict the use
of expensive “spectaculars™ to the most
important announcements.  And when
vou send information to the adman
on a bulky piece he cannot possibly
file. accompany it with a simple print-

ed ver [ the ~ame facts. Then you

nay lish the attention-capture
vou ‘ter while providing the op-
portunity  for filing of the facts yvou
want kept permanently.

e Consider the values of simple mail-

several

x 11

bulletin  fashion.
timebuvers -nggested an 8l.

>

terest 1n

mailer with data pages removable and
suitable for filing.

The regular bulletin imght mcorpo-
rate all the material usually sent out
in scattered mailings and thus save
time for recipients. With the same
format used each time. they'd know
what to expect, what they want to read.
e Develop a reputation for never
sending out puffed up material. While
it’s hard to draw the line between plain
old-fashioned enthusiasm and the at-
tempt to decene, some stations are
considered move reliable than others.
Even bnyers with their highly devel-

month!

to these homes.

A Clear Channel Station
Serving the Middle 1V est
MBS

Los Angeles— 111 W, 5th St =
307 N,

New York

C hieago Michizan Ave,

MR. BAKER—
OF BREAD, BUNS, COOKIES AND CRACKERS=—

If you sold just one leaf of your bread per week
to the homes which listen to WGN cach month dur-
ing the day—that would mcan 10.618.430 loaves!™*
At 10¢ a loal, that's S1,061,848 in sales i oune

WGN reaches more homes than any other adver-
tising medinm in Chicago. and owr Complete Market
Saturation Plan has proven it can sell your products

*Nielsen Coverage Service

( I g
‘ ,l 50.000 Watts {5
720 -
Iq On Your 4

Eastern Sales Office: 220 E. 42nd Strect, New York 17, N.Y. for Ncw York City, Philadelphia and Boston
George ' Hollinghery «
500 5th

Chicago

Dial

‘0.

Ave, o AMlanta—223 Peachtree St

San Franciseo 625 Market Mt
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oped familiarity with call letters were
hard pressed to name examples of
those they considered phonies. But the
sentiment was that ““there are some you
ean trust more than others.” It makes
sense, therefore. particularly in regu-
lar promotion efforts. to provide the
most thorough possible documentation.
e Make sure vou can afford to do the
kind of job that’s necessary. In di-
rect mail. a number of advertising
managers pointed out. the station must
compete with high-powered network
operations as well as with national or-
ganizations of every kind.

Said an oil company advertising di-
rector: “A station can tell its story
simply in an ad within the body of a
magazine and even if it isn’t glossy
treatment it seem acceptable
alongside many other similarly pro-
duced ads. But when they take to the
mails | think they have another psy-
chological problem. There is nothing
to hold your interest hut the piece it-
self and if it Jooks crude they may be
losing face. T don’t mean to say the
faneiest is best. A simple piece may
hit you hard. But 1 just wonder
whether some of the stations realize
how their pieces look alongside slicker
jobs we get from their own networks
or from magazines and the major sta-
tions.”

may

There was no question but that mail-
ings from the uetworks or from the
stations which are part of major
groups were considered most attrac-
tive. But even the often-lauded CBS
or NBC pieces suffer a high casualty
rate when 1t comes to closeness of al-
tention. recipients stated.

In essence sSPONSOR’s conclusions
about mail from stations and networks
seem to Dbear out general findings
about direct mail. Here is the list of
advantages and disadvantages of di-
reet mail wliich were contained in
sronsor’s All-Media Evaluation Studs
(recently published in hook form).

Advantages as reported by the Di-
rect Mail Advertising Assn.. 1953:

1. Can be directed to spechic indi-
viduals or markets with mass or spe-
cialized mailings, any appeal.

2. Can be made personal to point of
being confidential with name, address
al top. name in bodyv of letter.

3. ls single advertizer’s individual
message. does not compele with other
advertising.

(Please turn page)
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Now, isn’t this @p}@ﬁM[BEDMB@*

Here 1s really a galactic cluster™

of large cities being served by

WW.I-TV’S TuII Tower and Maximum Power

mc,\(‘*oN |
SPECTACULAR FACTS

* Population Coverage . . 5,988,000

* TV Set Coverage . ... 1,466,000

% Tallest Tower in the Detroit Area . . 1063"2 feet
% Maximum Power

+« Finest Studio Facilities

LET WWIJ-TV BE YOUR STAR SALESMAN IN THIS GREAT AREA

*with the express permission of ''Pat’” Weaver

In Detroit . .. You Sell More on Channel

FIRST IN MICHIGAN ¢ Owned and Operaled by THE DETROIT NEWS

Nalional Represenialives: THE GEORGE P. HOLLINGBERY COMPANY - NBC Television Network
DETROIT
Associate AM-FM Station WW)
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t. Is not limited and for-
nat, can run from ~imple note to cata-
logue of a thousand pages.

.\l]il(‘\

5. Permits complete flexibility in
materials and processes of production
with no limitation except cost.

0. Enables vou to mtrodoce novelty
and realisr
ean excile interest,

mto yvour s=tory

sell too.

c0 you

Ca produced according to
eeds of vour nnmediate sehedule;

an turn the flow on overnight.

vou

8. Can be controlled for specific

jobs of research. reaehing small
groups, testing 1ideas, appeals. reac-
trons,

9. Can be mailed to coincide with
meelings. comentions. or salesmen’s

arrival for double impact,

10. Vakes it easier for reader to
buy lecause of order Dlauk and post-
paid reply envelope.

Disadvantages. as gathered by srox-
sor from interviews with media spe-
cialist~. were as follows:

Obviously

IN PEORIA

average share of

statious combined.

Pulse™ veports .

Pollsters agree .
Adveetisers agree | L.

Sce
Frce & Pcters

A

FIRST In the

Heart of lilinols

OUTSTANDING . . .

POLLSTERS AGREE

Hooper®. for the past TEN YEARS has reported WMBD S

audienee greater than the next two

AND NOW

WMBD has more listcuers than the
next two stations combined.

. WMBD dominates
WMBD gets vesulis,

Peoviares

« C. E. Hooper Reports 1945 lhru
1954

# Pulse Inc. November 1954

CBS Radio llohnorl(
5000 Watis
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1. Most of the letters end up in
waste Dasket unread. sav media ex-
perts.

2. Cost-per-1,000 persons reached
is highest of any medium, aceording
to available statistics.

3. Lists must be constantly cleaned
or grow outdated. Research on names
must be continuous.

1. Unless vou u=e personallh typed
letter, few people ave fooled thev are
getting personal message.

5. Yon wmust be prepared to test

continnously  lists. copyv appeals. of-
fers. mailing methodx, art.
6. Agencies generally shun it or

charge extra to plan direct mail cam-
paign for sponsor.

Probably the most costly vet best
liked form of mailer used in the trade

¥ * * * * * *® *

¢eln 1932 1elevision®s share of all me-
dia advertising was <¢ven per cenl. By
the end of 1956—1 think the television
industry s slice of 1o1al advertising will
be about 20 and will 1otal almost two
hillion dollar<.**

ROBERT W. SARNOFF

NBC
Executive Vice President
* * * * * * » *

i~ the gimmick. No one has ever sat
down to try and determine the cost-
per-1,000 of a cow’s tail. coon skin
cap. jumping bean. back scratcher, sal-
ad fork. or ash tray but gimmicks of
this type win plenty of approval.

Recipients enjoy them and -ayv thev
constitute good  “reminder”™  copy.
There were these cautions. however.
First. if the eimmick is to be kept on
a desk top it must be either novel
enough or presentable enougli to merit
permanence.  \n item needn’t be ex.
pensive but il it somehow has the aura
of elaptrap. it won't last.

Second, as long as vou have the re-

cipient’s attention. sene somethmg fac-

tual along teo. \ mailing piece will
undoubtedly  get more notice if it's

tied with the gimmich. Its probably
the most expensive possible way to get
vour nessage read.
the budeet for it. it works.

Third. make sore vour call letters
are aflined to the gimmick if it's at
all possible. There's clever
gadget sent out in the past few years
which admen conld recall receiving but
whose sender had long ~ince been for-
Make sure youre selling the
and not the gimmiek. * * *

but if vouve got

many a

gotlen.
«tation
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Mr. D. Clements Sperry, Otasco
Advertising Manager, who has
directed the expenditure of some
half million dollars in radia adver-
tising aver KVOO during the past
22 years.

TY-TWO YEARS

n January 1, 1955 the Oklahoma Tire & Supply
Company began its twenty-third consecutive year of
newscast sponsorship over KVOO. This is an out-
standing record of advertising consistency and is indicative
of the year in, year out top value of KVOO service. As
Mr. D. Clements Sperry, Advertising Manager for "Otasco”
stated at the luncheon commemorating this renewal, “KVOO
has always been one of our most important advertising
buys, not only because it is our best value on a cost per

listener basis, but also because it always delivers results, the

kind you can check on the cash register! That is the most important reason why we are renewing

our two daily newscasts for the twenty-third consecutive year, even in the face of a rate increase!”

Radio advertising as exemplified by KVOO, and so substantially confirmed by Oklahoma Tire &

Supply Company, continues to be the best buy for anyone who needs to reach the great, buying

minded audience of Oklahoma’s No. 1 market at lowest per listener cost! Take the word and

example of those who know — firms like Oklahoma Tire & Supply Company which has grown from

12 to 216 stores during the twenty-two year period of its KVOO news sponsorship!

No matter what you sell, you can tell more people about it at lowest per listener cost over KVOO.

Your nearest Edward Petry & Company office will gladly give you the profitable details.

’RADIO STATION KVOO

50,000 WATTS

NBC AFFILIATE

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

TULSA, OKLA.

OKLAHOMA’S GREATEST STATION
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SPONSOR ASKS

I:'lll(’l romnt npage ; )

t I 1l i laree sums

-ure exclu~ivity

~. Whatever is

limited in quan-

o the owner if

but one avenue, for

ould have or enjoy that

15t obtain it through the one
which it is offered.

T

cems obvious. then, that radio
talent also available on tv has

I it< value to cach media. Ra-

die must keep and promote exclusive
talent for, after all, both radio and tv
are seeking to reach and hold the same
ultimate consumer. That medium
which finds, develops and holds exclu-
sively the best talent will get and hold
the bulk of the ultimate consumer.
\s proof. witness the recent boxing
match carried on radio onh when the
overwhelming majority of the total
available audience was listening to the

maltch on radio!

In addition, tech-
niques on radio and tv differ—there-
fore an additional reason for speciali-
zation in an age of specialists,

HOWARD W, DAVIS, Owner
SAN ANTONIO, TEXAS

9000 WATTS
ON 630

FOR THE 6TH
CONSECUTIVE
YEAR

KMAC WILL BE
SAN ANTONIO’S
BIG LEAGUE
BASEBALL
STATION.

ASK

112

THE WALKER REPRESENTATION CO., INC.

i . i o .

HOWARD W. DAVIS, Pres.
GLENN DOUGLAS, Mgr.

HOUSTON, TEXAS

5000 WATTS
ON 610

KLBS

GROSSED 489,
MORE IN 1954
THAN IN 1953.
THE BIG BUY

IN THE BIG

STATE.

I hrmly believe that any organiza-
tion which operates both radio and tv
properties and integrates the talent is

bleeding both properties.  Possibly
radio talent iz entitled to their tv

chance in a ease of this kind, but then
they should take the whole gamble.
All tv or all radio. This is an involved
answer but it's an involved question.
If the listener-viewer has a choice of
which he shall do to obtain his favor-
ite talent it will likeh not be long
until he has a new favorite. either lis-
tening or viewing. On stage the spot-
light flood~ the entire stage only when
vou want the entire stage featured-

you feature the star in a single spot.

AM-TV UP TALENT POPULARITY
By P. A. Sugg

Executive V.P. and Manager

WKY Radiophone Co.. Okla. City

Long before
WKY-TV  went
on the air June
0, 1949, we came
to grips with the
problem of using
WKY radio tal-
ent on tv. After
careful consider-

- ation we decided
to use talent interchangeably.

In our opinion the decision was a
most fortunate one. For we found
that lstener lovalty-—to entertainers
and announcers who had built good
reputations on WKY — transferred
smoothly to viewer loyalty on WKY-
TV. We learned that the curiosity fac-
tor alone, the desire of the public to
see in action those they previously
had heard only. was a prime drawing
card that helped speed up tv set sales
in our area.

The important point for us, and for
any similar operation, is that talent
formerly heard only, increased their
prestige and popularity both on tv and
am by being seen as well as heard.
Despite many public appearances by
am talent during days,
thousands and thonsands of listeners
could onhy imagine what the person
whose voice they heard. veally looked
like in we all seem to
agrec. it turned out people feel more
kindly toward and accept as friends
more quickly those they can both see
and hear than those they hear only.
I believe that was trne as applied to
radio stars who gained added popu-
larity in films during the pre-tv days.

[n a joint operation such as ours,

radio-only

person. As

SPONSOR




AMARILLO GAS

—a self-rising flower

ELIUM, the colorless. odorless. tasteless, The plant isn’t in bloom, but Amarillo

exceptionally light non-burning gas, and the Panhandle are. There’s dough-on-
comes from the natural gas and oil fields the-hoof and the glint of gold on the wheat-
around Amarillo. Recovery methods were lands. The oil wells are in flower, the live-
developed here; the main helium field and stock niarket’s busy, the Amarillo area is first
recovery plant are important points of in- in the nation in per fanily retail sales.

terest. Once, when a slight touch of Pan-

Come pluck the flars.

handle weather turned the sky black and
slammed the temperature down thirty de-
grees, a trauscontinental plane was grounded.
One of the impatient passengers, a high-
spirited filly from the Coast. checked in at
a hotel and bent the clerk’s ear. “What’s
there to see in Amarillo?™

Civic-minded as all get-out, the liotel man
volunteered. “We have the ouly helium
plant in the world.”

The lady brightened. “Indeed?” she said.

“Is it in bloom now?"” NBC and DuMONT AFFILIATE

AM: 10,000 watts, 710 kc. TV: Channel 4 « Represented nationally by the Katz Agency
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TRIED by a
MAN" JURY

Nt W 3

P

Yes, 10 of the current accounts
on Bob Trebor’s “DAY-
BREAKER” Show have been
sponsors for 3 or more years.
Several for 4L years on this
5-year-old show.

The verdict of this 10-man
jury 1s justified! From morning
to night WVET gets results
in the Metropolitan Rochester-
Western New York Market,
3rd largest in America's first
State.

5000 WATTS

1280 KC

BOé TREBO:
IN ROCHESTER, N. Y.

Represented Nationally by
THE BOLLING COMPANY

RADIO
EXECUTIVE

With over 20 years experience
in all phuses of operation desires
to purchase part interest i good
market
Or wonld

without

station 1 fair size and
take over management,
take  over
interest.

.

This 1 an excellent opportunity

managceiment

for statton owner desiring to semi-
but
wanting to keep interest in busi-

retire or retire {romr station
ness. Knowing he would have an
honest and ecapable person pro-
tecting his nterests.

Best of references can be fur-
nished.
Al rephes will be kept confi-
dential.

Write to Box 221
co SPONSOR, ¢t 49th st Ny,

there i~ another important point. Ty
~till has the aura of money and glam-
It i~ diflicult to get first-class tal-
ent. cither performers or straight an-
nouncers. if these people know they
would have no chance to perform also
hefore the tv cameras. Therefore. our
talent who may be assigned initiallv to
WKY radio know that if they do a
good job and are otherwise qualified.
they will have the opportunity to work
on the tv side also.

ouar.

The interchangeable syvstem has an-
other advantage. By having vour com-
plete announcing or talent stafl avail-
able for either medium. a joint opera-
bion 1s able to vary am.
voices and faces on tv. =0 that talent
i~ not likely to “horn out™ =0 quickly
with the public.

vorlees on

Lastly, the popularity gained by our
tv announcers and performers carries
with them to their radio assignments.
Vlost of the listeners have seen them.
know what they look like and how
they act. and though they cannot see
them via radio. kuow who’s talking or
performing.  That makes for greater
acceptability  of voice-only commer-
cials, a friendlier feeling of lstener
toward talent. And that is what pays
offl when the audience popularity sur-
veys are made. * kA

PLOTKIN MEMO
(Continued from page 31)

stations in a large city is fewer than
the number of networks cau stations
approach an equal bargaining position
with the networks, And with the in-
crease i the nuniber of tv stations on
the air. this bargaining position is be-
g weakened.  “The very act which
promotes diversification of viewpoint
at the local level by increasing the
namber of stations also accentuates
their dependence on the networks.™
Plotkin savs.

The solution te the problem. stated
Plotkin, “is to remove the subordina-
tion of stations to networks by expand-
\nd the source

to look for additional programing ma-

1ng l)l'()gl‘ﬂlll sonrees,

terial is “national and regional adver-
tising revenue channeled through na-
tional spot bnsiness.”

The memo anticipates the argument
that option time may be necessary to
the existence of the networks. Plotkin
One i~ that the net-
works warned during the carly 0%

has lwo answers,

that the Chain Broadcasting Regula-
tions which banned exclusive station
afhihation with networks and territorial
exclusivitv for afliliates would make it
impossible for networks to operate.
But, Plotkin said. “The regulations did
zo into eflect, and the networks ~ur-
vived: indeed. they have prospered
under the regulations.”

The other answer. in essence. is: lLet
em fight it out and may the best man
win. Free competition should prevail
and no artificial advantage should he
given one segment of an industry over
another by the govermment. Plotkin
reasons. |f networks are necessary to
the national welfare, he states. then
they zhould be regulated. “For 1t is the
tradition in our system of goverument
that no protected nonopoly situation
is permitted unless accompanied by
detailed public regulation as to rates,
practices. earnings and other husiness«
practices.”

How would advertizers bhe affected
by the elimination of option time?
sPONsOR asked hoth <pot and network
sources for their views.

National and regional spot and lo-
cal accounts, =aid a executive,
would find more time available and.
converselv. network advertisers would
find less time available.

The that
would be brought into tv was expressed
by Adam J. Young. Jr.. president of
both Adam J. Young. Jr.. Inc.. and
the Stations Representatives As»ocia-
tion.

Young said that, at the present time.
*“a rather short list of national adver-
tisers who have been able to hold vir-
tnally all of the most desirable evening
listening hours . . . would be seriously
aflected because it would no longer be
convenient to buy time nor would it be
possible for this velatively small group
of advertisers to retain the present vir-
tnal wmonopoly on a susbtantial por-
tion of the most desirable listening
hours.” This group. said Young, would
150 to 2000 cor-

rep

view more advertisers

prohably  represent
porations,

On the other hand. continued Y oung,
“there are many thousands of national
and regional advertizers that have al-
wayx found it impractical to buy good
programs on a spot basis because. for
the most part. they had to be content
with secondary time periods in many
market=.” Young listed among those
who would benefit by an option time
Lan advertisers with budgets too small




CHANNEL

| | The Cow That
Lives in the
Parlor!

WBBM  Chicago
KNXT Los Angeles
WDTV Pittsburgh

WGR Buffalo

Atlanta

THE LAND OF MII.K;"
and HONEY

WMAR Baltimore
WJBK Detroit

WMT Cedar Rapids

She travels with the very best people;

WFMY  Greensboro is seen in the best of channels

KPRC Houston
wWLWD Dayton
KFEL Denver

KEIF Alaska

w B AY- T v Haydn R. Evans, General Manager

WIKAQ Puerto Rico

Only full time operation in 100 mile
Rep.-

WUSN Charleston WEED TELEVISION radius. Interconnected CBS, ABC,
New York DuMont for 55 counties in the Land of

A\f
Milk and Honey.
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Any way you figure it...Pulse,*
January 1955, confirms...

® KLZ IS FIRST in total ratings from sign-on to sign-off.

® KLZ IS FIRST in News: all four of KLZ's authentic newscaster per-
sonalities are first in each of their respective newscast ratings —
yes, even against network commentators.

® KLZ IS FIRST during more quarter hours...day and night...
than any other Denver radio station.

More people are listening to radio today than before television

The Januory Pulse survey proves that the over-all radio tune-in in
Denver is higher now than before television.

And ... with KLZ's highest share ... day and night . .. of this higher
tune-in—PLUS a 219% increase in Greater Denver's population
(this means at least 209 more radio sets)—KLZ Radio is a "must"”
buy...any way you figure it!

Sell your product on the station most listened-to

in the market where radio tune-in today is higher

than before television!

YES .. any way you figure it...in the booming Denver market
where Radio has gained—KLZ LEADS. Buy this audience —Sell
this audience.

Ask a KATZ man for details or contact KLZ Radio Sales

*PULSE, inc., notonolly recagnized braadcast-avdience research authotity.

DENVER

L )Y E 1 8 -
Ry = —— = RSP LIE VR Ll o Lo U Sl add i
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for network programing. those with
limited distribution and those with sea-
sonal products. Local advertisers. such
as department stores. would be pleased
by the option time elimination, Young
pointed out. because it would give
them an opportunity to clear time dur-
ing peak hstening hours,

The belief that more advertisers
would be attracted to tv were option
time to be banned iz dizputed in net-
work circles. It is held that the same
advertisers would dominate video even
if there were no networks. They would
merely huy the time on a spot baxis
rather than on a network basis. it was
said. Some advertisers would do even
hetter with spot film than they could
by buving a network since it would be
posible for them to buy the best sta-
tion in each market rather than accept-
ing a pre-set network lincup.

One source even discussed the pos-
sibility of “super networks” set up by
the advertiser himself and recalled that
the possibility of such networks was
discussed bhefore the Senate Commerce
Committee in 1941,

. At that time the FCC had just in-

corporated a han on oplion time into

| its Report on Chain Broadcasting. This
ban was later modified to permit the
networks to exercise oplions against
local and national spol programs, but

| not against other networks. and that is
how it stands today.

Before the ban was modified, how-
ever. \iles Trammell, then president
of NBC. told the committee, in testify-
ing against a ban on exclusive option
time {which was not changed), that a
group of advertising agencies or ad-
vertisers on their own account could
construct their own network.

“There i< no problem in intercon-
necting  broadeasting stations.”  said
Trammell. . . . “Such (super advertis-
ing) networks. however. would lead
to a concentration of advertising sup-
port for broadcasting over larger sta-
tions and in larger communities. . . .
The large advertiser. from experience,
is thoroughly familiar with the cover-
age and popnlarity of practically all
stations in the country. Being desirous
of purchasing the best network—and
by that we mean the network that will
give him the greatest audience at the
lowest cost— the advertiser already sces
in these regulations the opportunity to
put together a network lineup hereto-
fore nnavailable to him, by selecting
| the best stations from all networks.”

Whether the tv networks have the

SPONSOR
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same opinion regarding super networks
as a result of an option time ban today
is not known. With the exception of
Dr. Stantoi’s statement. which did not
comment on any specific proposals
made by Plotkin, the networks have
been silent.

To thosze close to the networks it is
clear, however, that the proposed op-
tion time ban is still regarded as a
threat to their existence. One source
told SPONSOR:

“It’s very sunple what would hap-
pei. The stations get 70 cents of every
advertiser’s dollar from spot and only
30 cents from network. If you owned
a station, what would you want—70
cents or 30 cents?

“Of course stations still want net-
work programing. A lot of themn de-
pend on it to build circulation and sell
announcements. But it only takes a
few stations to throw a monkey wrench
mto the machinery.

“Here’s what | mean. Let’s take a
hypothetical advertiser who wants a
network lineup of 75 stations. Suppose
a dozen stations in the top 50 markets
decide they don’t want to carry the
show. The advertiser will probably
drop the whole thing and buy spot. If
the big advertisers can’t get into the
important markets. he doesn’t want a
network show.

“Now. if this happens in. say. 50
of the shows. the networks might as
well give up. A network. with its high
costs of operation. can’t run at half-
steam.”

Exclusivity: |y its Chain Broadcast-
ing Regulations, which were adopt-
ed in 1941 and which went into eflect
two years later after an unsuccessful
court fight by the networks, the FCC
sought to strike at two network prac-
tices which it felt tended to stifle com-

petition. One was exclusive afliliations
and the other was territorial exclusiv-
ity. The former prevented a station
fromr carrying programs of another
network and a~~ured the networks of a
sure outlet in a market when it sold a
program to an advertiser. Territortal
exclusivity protected the station since
the network promised it would not
make any programs available to any
other station within a certain radius.

The present FCC regulations, while
they don’t require a station to take
programs fromn other networks. forbid
any agreement between station and
network which would prevent the sta-
tion from doing so if it wishes. And
onte network cannot exercise a time op-
tion against another network.

As to territorial exclusivity, the reg-
ulations forbid agreements between
station and network (1) which would
prevent another station servicing a
“substantially different area” from the
regular afihiate from carrymg shows
of the network in question and (2)
which would prevent another station
in the same area fromn carrying a show
not carried by the regular afiliate. In
the latter case. the regular affiliate is
permitted first-refusal rights.

Plotkin contends that the ban on
exclusive afhliation has not worked out
in practice. ln markets where there
are four or more radio or vhf stations
each network has a regular afliliate
which usually takes programs from
that network alone. However. Plot-
kin said: “Where there are fewer than
four (tv) outlets in a market. or where
some of the outlets are vhi{ and some
are uhf, the vhi outlets are almost in-
variabh the affiliate primarily of NBC
or CBS, but thev generally do take

some programs froin the other net-
works.”
Regarding territorial exclusivits.

expanding

Represented nationally by
JOHN E. PEARSON TV lnec.
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Thz only Television |=
Station in the rapidly |~
Abilene, |=

Texas market areaq.

Set Count on
Jan. 1, 42,240
55% Saturation

JOHN RELAND

WALTER SLEZAK

MERLE O3ERON

y_.:
st
EDMOND O'BRIEN

52 star-spangled films, paced by
top names from Hollywood and
Broadway...great scripts...superb
direction by Roy Kellino, Ted Post,
and others. If you want to make a
real impression, this is for you!

ABC FILM
SYNDICATION, INC.

7 West 66th S1.,, N. Y,
CHICAGO - ATLANTA - HOLLYWOOD - DALLAS

17
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WHLI

THe LONG ISLAND svoxry

DOMINATES
Long Island’s Big, Rich

NASSAU COUNTY

* ko

RETAIL SALES
$1,003,784,000
Greater Than 14 States

[Sales Magt.)
ok W
WHLI has a larger daytime aqu-
dicnce in the Major Long Island
Market than any other station.
"The Pulse”

FOR HOTEL ACCOMMODATIONS,

IN NEW YORK CITY |

CALL YOUR LOCAL TRAVEL
REPRESENTATIVE OR
TELETYPE—N Y 1-3601

LEXINCTON AVENUE AT
49TH STREET

1200 Modern Rooms Tele-
vision e¢quipped. Reasonable
Rates, Swimming Pool
. {complimentary to guests).
Coffee Shop, Restaurant,
Cocktail Lounge.

RADIO C|TY APCA

51st STREET, JUST EAST |
OF 7th AVENUE

A 23 Story Modern Hotel.
Accommodates 1,000
Guests.  Sensibly Priced.
Brcakfast Room, Stock-
holm d&Restaurant.  AAA
Recommended.

44th STREET, EAST OF

BROADWAY
Comfortable
dations for
at Modcrate Rates.

Coffce Shop and £

\ Cocktail Lounge.
: 7

Accommo-
800 Guests

while there are obviously no contracts
violate FCC regulations “this
does not neceszarily mean that the reg-
ulations have been effective in making
available to non-afhiliates an ex-
tensive seale such network programs
as may Dbe rejected by the regular
affiliate.”™ Az to the second aspect of
territorial exclusivity-—areas of pro-
tection— it is not possible on the basis
of data thus far available to draw hard
and fast conclusions.”

Plotkin made clear his dissatisfac-
tion with the way afhliations are grant-
ed and his belief that the public has
a legitimate interest in the methods by
which afliliations are granted. He said
it was “essential that serious consid-
eration be given to methods for insur-
ing that such afhliations are awarde
in a reasonable manner so that the full.
est compelition is assured.”

How can this be done? Plotkin ana-
lyzes two alternatives applicable to net-
works. the “common carrier’” approach
and the “Associated Press case” ap-
proach,

He rejects the common carrier con-
cept. which. in broadest sense.
would mean that networks would have
to offev afhliations and programs to
all stations who want them. This, he
points ont. would be impractical for
advertisers, who might have to pay
for duplicate coverage since two or
more stations in the same market might
well ask for the same program. Mt
would also. he -aid. be wasteful of the
limited broadeast band facilities and
would not provide enough variety of
programing for et owners.

In the Associated Press case, the
Suprenie Court held that AP service
was mmportant enough to the success of
a newspaper lo warrant reqniring AP

which

on

its

to provide its service on a non-diserim-
inatory basis. The purpose of this re-

LET'S MAKE 'EM ALL SCOUTS

quirement: to keep alive competition.

Plotkin applies the same reasoning
to networks. “The importance of a
network affiliation to succeszful opera-
sufheient.
Iy great that the government is war-
ranted in seeing to it that no arbitrary
dizcriminatorv practices are followed
by the network in the awarding of such
affiliation.” The only exception to this
general rule, =aid Plotkin, 1s that the
network need make afhhation
available where it would create “"a sub-
stantial duplication” of the network's
programing.

Plotkin calls for three changes in
present practices to achieve his objec-
tive: First. the networks should be re-
quired to publish and file with the
Commission the standards they purport
to follow i determining what is exces-
sive duplication in the awarding of
afhliations. . . .

“Secondly, the Commission should
et up a procedure to insure that net-
work programs not carried by a regu-
lar affiliate should be made available
to other stations. . . .

“Thirdly.  serions  consiceration
should be given to making changes in
those rules and regulations of the Com-
mission which accord a qualified con-
fidential status to some of the reports
and information which are filed with
the Commisison by licensees and net-
works.”

It should be pointed out that the sec-
ond recommendation would only hene-
fit stations with “substantially differ-
ent” coverage from the regular affiliate.
Moreover. if the program were spon-
sored. the station which might benefit
would have to convince the advertiser
to buy time. It would not get that time
automaticallyv.

Since Plotkin leaves to the Commis-
ston to determine what would be con-

tton of a tefevision station 1s
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aidered “substantially different”™ cover-
age or “excessive duplication,” it is
not clear what the result would be so
far as advertisers are coneerned. That
is, if advertizers consider the overlap
of stations too great (and there would
probably be some overlapping), they
might not buy time on a station which
carries a program previously rejected
by another station. Or, to put it an-
other way. if an advertiser does not
want a program in market “A” he
might not want a program telecast
from a station in market “B” whose
signal reaches a considerable number
of viewers in market “A”.

When he gets down to exelusivity
restrictions on the station level, Plot-
kin comes up with some radical pro-
posals. His basic idea is that in mar-
kets where there are less than four tv
stations of “relatively equal desirabil-
ity” there be limits on the amount of
time a station can devote to CBS and
NBC programing. The reason: “The
non-availability of outlet time in one-
and two-station communities severely
curtails the opportunity of ABC and
Du Mont to compete for national ac-
counts and tends to perpetuate the
dominant positions which CBS and
ABC occupy in this field.”

Plotkin does not say flatly how the
limiting of CBS and NBC programing
on specifie stations should be carried
out. but he has some definite sugges-
tions,

First, he says, the FCC should make
a list of markets in the U. S. with fewer
than four tv stations of “relatively
equal desirability.” A uhf station
would not be included in this list un-
less conversion reaches about 85 or
907, or whatever figure the commis-
sion decides. It is clear that Plotkin
understands that a substantial number
of markets would be affected since. in
another part of his memo, he points
out that only seven markets have four
or more vhf assignments. 26 have three
vhf assignments, 32 have two, 18 have
one and 17 have uhf-only assignments.

Plotkin does not recommend any
specific percentages of time which
would be allowed CBS and NBC pro-
graming but he gives examples of how
it could be done. “Where there is only
one station, it should not be permitted
to make available to NBC and CBS
combined more than two-thirds of its
time within each segment.” (The seg-
ments referred to are the time break-
downs within each 24 hours as now set
up by the FCC for regulating option
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time eontracts.) W here there are two
stations, the figure would be 759¢ for
each one. Where there are three, the
figure would be 857 for each one.

While ABC and Du Mont clients
would. in many cases. be happy to run
their shows on regular CB> and NBC
afhliates. what would happen if they
do’t use the time? In that case, savs
Plotkin, tlie station may make time
available to CBS and NBC  but *sub-
ject to recapture on reasonable notice,”

However, Plotkin says, the time re-
served from CBS and NBC would not
have to be turned over to ABC or Du
Mont. The station <hould be free to
carry any other type of program it
wishes. National spot shows, for ex-
ample. .

Since the percentages of time re-
served from CBS and NBC would be
fixed by the Commisison, it is not
clear what the effect would be on CBS
and NBC clients if the lotkin memo
proposals were accepted. But it ap-
pears posible that some CBS and \BC
chients would be bumped from certain
tinie slots in a number of markets. In
certain cazes these clients could clear
time on less desirable uhf stations or.
perhaps, they eould elear time on the
more desirable stations during another
segnment of the day.

Who would be bumped? What
standards could be set for bumping?
The Plotkin memo doe- not suggest
any answers.

The Plotkin memo also devotes quite
a bit of space to uhf and other issues.
It is no accident that the subject of
uhf and network regulation are com-
bined in the same report for it was the
Commerce Committee’s inveztigation
of the uhf problem in the last Congress
which led to the Plotkin memo.

Here is a brief summary of otler
Plotkin reconnmendations:

Uhf: Plotkin comes to the conclu-
sion that tv will have to live with both
uhf and vhi. The suggestion to move
all tv to ulf is rejected as impractical
and a threat to the public’s investment
in vhi receivers. However. Plotkin sug-
gests a compromise in “selective de-
intermixture,” that is, reallocating
channels wherever practical to provide
for more all-vhf or all-uhf markets.

Another Plotkin recommendation is
that the excise tax be removed from
all-channel {vhf-uhf{) tv receivers. The
former conmittee counsel lizts two al-
ternative wavs of doing this; (1)
granting tax exemption for all-chann-l
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Strictly a top-drawer series...52
films combining famous stars (like
these), great stories, top production
in one quality package. No wonder
critics call them ‘‘outstanding”
..Mfirst class''!
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receivers only and (2) granting lax
exemption onlv if the manufacturer
makes onlv all-channel receivers in the

L'.5. DPlotkin favors the latter.
Networks acting as national spot
represent - it would appear
dificult to justify the practice of NBC
and CBs ing as national spot repre-
sentatives  for the stations affiliated
al cable and microwave
charges: *'The Conmumission should un-

dertake at the earliest praeticable date
an examination of the reasonableness
of the telephone company charges re-
lating to broadcast operations and of
the propozals for cheaper service to
sparsely settled areas.”

Ownership of am and tv networks
by same organization: “The Connis-
sion should give continuing considera-
tion to” separaling ownership of radio
and tv networks.

Ownership of stations by the net-
works: “Ownership of stations in 1al-
ent centers like New York, Chicago
and Los Angeles has historical justifi-
cation.  Most careful consideration
should be given as to whether the own-
ership of additional television stations
by the networks is justifiable.”

Multiple ownership of stations by
non-networks: ‘“Serious consideration
should be given by the Commission to
a re-examination of its policy with re-
spect to ownership of stationsz <o as to
determine whether three television sta-
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tions are the maximum which any one
group should be permitted to own. In
addition. a careful study should be un-
dertaken as to whether multiple owners
have abused the power inherent in
ownership of multiple stations by se-
curing desirable afliliations by methods
which constitute violations of the anti-
trust laws.”

Duration of nencork contracts: “h
is quite common for the networks to
use a form of contract which binds the
affiliate for the maximum period but
which permits the network to cancel
before the end of the term. It is diffh-
cult to see how =uch lack of mutuality
can be justified.” * kK

RADIO RATES
(Continued from page 39)

priced ‘package’ plan at national rates.
vou know that you’re paying the same
price as any other national advertiser
— if you're dealing with a reputable
station and rep organization.” said
Evelyn Jones. chief timebuyer of Dona-
hue & Coe. “But when you get into
local rates, you get into a nightmare
world. Sure. a elient may be able to
drive a hard Dbargain by working
through a dealer. But how can he be
sure he’s paying the lowest local rate?
Stations seldom publish their local rates
in any standard reference hook. So
there’s really no way to tell. In fact, if
the business is placed through an ad
agency who must hang its commission
on top of a local purchase az a service
charge. the client may actually be pay-
g more than if he bought a good
national-rate package offer.”

Other agency enticisms of local-rate
buying are in a similar vein. “You go
back 20 years when vou allow local
dealers to make decisions on what 1 a
cood local radio availability.” said a
Young & Rubicam buyer,

“Unless the local-national rate prob-
lem is cleared up in a hurry.” warned
J. Walter Jim  Luce.
“chents and agencies may get so ex-
asperated with the whole problem that
they'll recommend putting the money

Thompson's

into media with more stable rates.”

stations

W hat llow do sta-

tions feel about the problem? spoNson

say:

asked a cross-section of broadeasters.
and found that apinion varied widely.
Some station managers were in favor
of the double-rate structure. saying

they needed it in order to compete with
other local media. Others were in
lavor of setting up a firm single-rate
selling that would eliminate any dis.
putes over who deserves which rate.

Would the problem really disappear
if the local rates on radio stations
were to be abolished?

Some radio executives say it would.

Even so, these same admen generally
add a qualifving remark of some kind
which shows that there’s a good deal
more to ending the hassles over loeal
rates than simply crossing them off the
rate cards.

Sample comments from spot radio
exccutives and admen:

“As a general rule — without excep-
tion almost — | believe that stations
should have a single rate, thus elimi-
nating a problem which seems to be
growing whereby national accounts are
secking the same treatment accorded
local advertisers. Of course. there is
usually an additional sales cost involved
in national business. | believe stations
m small markets might be justified in
having a national rate 15 to 20% in
excess of their local rate.” (Bob Rey-
nolds, }".p., KMPC, Hollywood, Calif.)

“We have always operated on a
single national-local rate card. as do all
our competitors in Boston. Obviously.
this is the simple solution for all con-
cerned. as it eliminates any question
of who is entitled to what rate. We he-
lieve that the one rate is justified for a
station in a city hke Boston, because
our selling expense is the same for local
business as it is for national because
all of our clients are represented by
advertising agencies,” (Roy V. Whis-
nand, gen. mgr.. WCOP. Boston.)

“We Dbelieve at WITH that there

Pobﬂyn_j

“Wilbur! Will you stop dreaming
about your KRIZ Phoenix
advertising results!”
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should be ouly one rate for local and
national advertisers. Stations who have
a different rate for local and national
advertisers may be justified in some
instances peculiar to their localities.
However, in our coverage pattern. local
and national advertisers get the same
benefits. There’s no reason why one
should pay more than the other. The
danger of having different local and
national rates applies lo newspapers
more than radio. particularly where
there is a wide spread between the two
rates.” (R. C. Embry. V.p., WITH,
Baltimore.)

That’s one side of the story. You'll
alse find many executives feel
that the two-rate syvstem is fine.

who

A typical reaction of this sort was
made to sPONsOR by Gustav Brand-
borg. assistant general manager of
Tulsa’s KVOO. Said Brandborg:

“A small station covering an impor-
tant metropolitan wmarket could well
justify having one rate. A powerful
station with blanket coverage of a
metropolitan  market plus extensive
coverage in the surrounding area where
they, too, may be the No. 1 listening
choice. has a justifiable argument for
two rates.”

Brandborg’s sentiments are mirvored
m a statement from Todd Storz, vet-
eran broadcaster and president of the
Mid-Continent Broadcasting Company
(KOWH. Omaha, WHB. Kansas City;
WTINX, New Orleans). Said Storz:

“We extend a special rate, slightly
lower than our national rate, to local
retail businesses, because we do not
feel that they can benefit by all our
audience to the same extent as a na-
tional advertiser. We do not believe
that coverage-type stations can afford
to adopt one rate for national and
local advertisers, but we think that if
special saturation package rates are
being offered locally, the same schedule
should be available nationally.”
Whe gets what rate? Many deci-
sions that station managers must make
in spot radio—such as whether or not
a client’s advertising copy is in good
taste—are fairly clear-cut. That’s be-
cause the industry has set up certain
standards of practice.

Not so for the oné-out-of-two radio
stations in the country that maintain
a national and local rate card. When
a station manager has to decide wheth-
er or not to accept dealer-placed adver-
tising at local rate. he’s on his own.
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It he looks to other levels of the
industry——such as reps and clients
lie's likely to become fairly confused.
There are all <hade~ of opinion.

Some stations absolutely refuse to
accept anything that remotely resem-
bles national business ieven regional
accounts) at anything less than the
full national rate. At the same time,
sonte hard-pressed radio stations re-
quire only that the arrangenent be
“legitimatized™ (i.c., the billing han-
ded through the <ponsor’s local retail-
ers or distributors instead of being
billed through the station’s rep and the
sponsor’s agency of record). What’s
been the result of the generally hazy
definitions of who is a local advertiser?

Chiefly. it's meant that a growing

number of advertisers in the spot ra-
dio ranks are either chiseling or oper-
ating legitimately—depending on the
point of view.
Is theve an answer? (Can the local-
national rate problem in spot radio be
straightened out? Different segments
of the industry propose different <olu-
tions. For example:

Reps: Radio reps’ solutions to the
problem usually fall into one of two
basic categories: (1) drop the local
rate entirely and sell everything at
what is now the “national” rate. or
(2) stations should get much tougher
ur resisting dealer-placed spot radio
advertising that smacks of “national”
selling. if the station feels it must main-
tain two rates to be competitive locally.

Agencies: Rep solutions are gen-
erally echoed by agencies, but with
some important differences. If it’s to
be a single rate, timebuyers =ay. it
might make a lot more sense to peg
it at the present local. not national.
rate. Or, if the station plans to con-
tinue its dual rate svstem, the national
rate should be determined by jacking
up the local rate just enough to cover
the 157¢
agency and the 157

commission to the national
to the station rep.

The nearest thing to a common meet-
ing ground that can be found readily
is on the question of defining. once
and for all. the matter of who gets
what \Imost evervbody woukd
like to see the question resolved on
paper. There's some hopeful signs that
this may happen in the near future.
As SPONSOR went to press. the Rate
Committee of the Station Representa-
tives Association was working on just
* Kk %

rate.

such a definition.

BEST
DOGGONE
SPY STORIES
SINCE

MATA HARI

And CESAR ROMERO stars in them
as Steve McQuinn, globe-trotting
diplomatic courier. The people you
want to reach will follow Romero . ..

INto a strange adventure which
starts in a Budapest prison . . .

on the trail of a missing scientist in
Tangier . ..

through a near uprising in
Casablanca . ..
on a rescue mission in Ankara . . .

as he risks his life for a lady in
Madrid . . .

even to the inner chambers of the
fabulous Scotland Yard.

What a show! What a star! What a
sure-fire selling vehicle! Better
reserve your market . . . now!

CESAR ROMERO, starringin ...

N~

PASSPORT
TO

produced by
Hol Reach, Jr.

ABC FIiLM

SYNDICATION, INC.
7 West 661h S1.,, N. Y,

CHICAGO » ATLANTA « HOLLYWOOD « DALLAS

121




WEFBC-TV

100KW POWER
2204 FT. ANTENNA

“Giant of
Southern
Skies”

N. C.

) CHARLOTTE
= o SPARTANBURG
o GREENVILLE

ANDERSON

COLUMBIA

. boasting more people and larger
income within 100 miles radius than
Atlanta, Jacksonville, Miami, or New
Orleans, WFBC-TV is truly the “Giant
of Southern Skies”, and a powerful
new advertising wmedium in the South-
casl.

HERE’'S THE WFBC-TV
MARKET

(Within 100 miles radius)

Population 2,924,625 People
Income $3,174,536,000
Sales $2,112,629,000
Television Homes 315,717

Market Data from Sales \anagement
*From A. C. Nielsen Co. Survey as of
Nov. 1, 1933, plus RETMA set shipments
in the 100 mv. contour to November 26,
1951

Write now for Market Data Brochure
and Rate Card. Ask us or our Repre-
sentatives for information and assist-
ance.

Channel 4

WEFBC-TV

Greenville, S. C.

NBC NETWORK
Represented Nationally by

WEED TELEVISION CORP.
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William E. Robinson. hoard chairman of
Robinson-Hanunagan Associates and a director of
RCA and NBC us well as the New York Herald
Tribune, is the aewly elected president of the Coca-
Cola Co., Atlanta. Robinson is resiguing from
Robinson-Hlanagan, but the public relatious firm will
continue to serrve Coca-Cola. H. B. Nicholson was
elected chairman of the board of R-H to succeed
Robinson. Robinson joined the tlerald Trilune in
1936 as advertising director, became business
nianager in 1915, executive r.p. in 1918,

Thomas A, MeAvity., v.p. of television net-
work programs for NBC TV, has been prowoted to
wp. in charge of NBC TV, He'll report to Robert I
Sarnoff, executive v.p. Four other NBC promotions
were: Richard A. R. Pinkham, v.p. in charge of
network programs: FEarl Rettig, v.p. in charge of n1
networls services: Mort Werner, director of partici-
pating programs; William V. Sargent, director of
tv network business affairs. McAvity first joined
NBC as a producer in 1929, left in "32 to joia

Lord & Thomas, rejoined NBC in 1931,

R. H. (Reg) Rollinson, general manager of
the Crusade for Spot Radio, has been appointed
Fastern sales manager for Quality Radio Group.
Before joining Crusade, Rolliuson was an account
executive with John A. Cairns tpredecessor agency to
Auderson. & Cairus) and for nine vears was
associated with the Metropolitan Group. He's also
been actirve in motion picture production for
television. William B. Ryan, execative v.p. of QRG,
said the appointineat of Rolliason marks the start of
a strong sales and program derelopment organizatioa,

William Broolcs Smith, jormerly director of
advertising. has beea elected vice president in charge
of advertising tor Thomas J. Lipton lac. He's beea
with Lipton since 1916, jollowing three years with
the Armed Forces. Before the war he was assistant
to the president of Kemvon & Eeckhardt and market
rescarch director and accaunt executive with . I,
Nastor & Sons agency. He's on the hoard of directors
for ANA, was charrman of 1952 AN A coareation, is
past chairman of ANA radio and television steering
committee,
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UNANIMOUS CHOICE IN NEW YORK!

m

Every single one of New York’s Top Ten local television programs
A g

are on WRCA-TV, according to January Telepulse.

And, as for netiwork shows, NBC’s exciting programming has paid
off with an average of twice as many shows in the Top Ten as the
second network, according to the National Nielsen ratings, since

the Fall season began in September.

WRCA-TV’s undisputed local leadership plus NBC’s domination of
network programming makes WRCA-TV the number one choice

in America’s number one market.

Add to this the most sensational discount plan in New York
television —the 14/50 Plan, which provides discounts up to 5077 .
Jay Heitin has all the details. Call him at Clrcle 7-8300 in New

York. Or see your NBC Spot Salesman.

R CA = I V channel 4
represented by NBC Spot Sales

New York Chicago De'roit Cleveland Washington
San Francisco lLos Angeles Charlotte* Atlanta® Dallas*
“Bomur Lowrance Associates
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have you met

the real

wwxM Suﬁ,

Yes, despite the homespun
lyries of the popular
song, this fashionable
chick is none other than
Sioux City Sue. She and
her family live in or
around a progressive
midwestern city along
with 164,200 other families.
She shops in modern
stores—insists on the
latest fashions—has a
nice home and just won't
do with bchind-the-times
appliances.

Sue spends her husband’s
above average income
tastefully, to the tune of
$608 million a year in
retail stores. As a matter
of fact she helps rank
her trading area 38th

in sales per capita for
the nation.

She owns a television set,
and is very loyal to one
station. Witness—a recent
Telepulse which gave
KVTV a 77% share of
audience, 6 p.m. to mid-
night, plus the top 23
shows. It’s a station that
has a lot to do with Sue’s
preferences in products.

An increasing number of
national advertisers are
asking her phone number,
And a Katz man has it.

CBS, ABC, DuMont

KV/

Sioux City, lowa e Secrving lowa’s 2nd largest market

A Cowles Stotion. Under same monogement as WNAX-570,
Yanktan, Sauth Dakota — in the land where radio reigns.
Don D. Sullivan, Advertising Director.

ADVERTISERS' |

SERA

ABC Film, 117, 119, 121

Associated Press
Bonded Film
Boy Scouts
Broadcast Music

Crosley, Cincinnati
CBS Radio

CFCFEF, Montreal
CFRB, Tcronto
CKLW, Detroit

Free & DPeters

MBS
Mid-Continent, Omaha

NBC TV
Negro Radio South

RCA Equip

Shelton Hotel
Stars
Steinman

KATYV, Little Rock
KB1G, Hollywood
KCEN-TV, Temple. Texas
KCMC-TV, Texarkana
KDKA, Pittsburgh
KEYD, Minneapolis
KFARB., Omaha

KGNC, Amarillo
KGUI.-TY, Galvceston
KGVO, Missoula, Mont.
K1.Z (TV). Denver
KMAC, San Antonio
KMBC, Kansas City, Mo.
KOLN-TYV, Lincoln, Nebr.
KP110, Phoenix
K1IBC-TV, Abhilene
KIRREZ, Phoenix
KRON-TYV, San Francisco
KSBW-TV, Salinas, Cal.
KSDO, San Diego = .
KSTP-TV, Minneapolis
KTIHS, Little ltock
KTRK-TV, Houston
KTVH, Hutchinson
KVOOQO, Tulsa

KVTYV, Sioux C(Cily
KYA, San Francisco

WABC-TV, New York
WAKRB, Baton Rouge, La.
WAVE-TV, Louisville, Ky
WBAP-TYV, Fort Worth
WBAY, Green Bay. Wis.
WBEN-TV, 13uffalo
WBNS, Columbus
WBNS-TV, Columbus
WBRE-TV, Wilkes-Barre
WCBS-TV, New York

WCIHS-TYV, Charlesteon, W. Va.

WCOV-TV, Montgomery, Ala.
WCSH-TV, Portland. Me,
WCULRE, AKkron

WDBJ, Roanolke, Va.
WFEFBC-TYV. Greenville, &, C. .
WEBM, Indianapolis, Ind.
WGN, Chicago .
WGR, Buffalo . -
WIIBF, Rock Island, 111,
WIIDH, Bgeston

WIIL1t, liempstead, I.. 1.
WIILM, Bloomsburg, 1’a
WIIO, Des Moines
WIBW-TYV, Topeka
WINS, New York

WITI1I, Baltimore
WJIBK, Detroit

WIS, IKvansville
WKRC-TV, Cincinnati
WKY-TV, Oklahoma City
WLBC-TV, Muncie
WDMBD. P’eoria

WMBG, Richmond
WMCT, Memphis

WMT, Cedar Napids
WNISB, Weaorcester
MWNIIC-TV, New llaven
WOI-TYV, Ames, Towa
WOOD, Grand Napids
WRCA-TV, New York
WIREX, Rockford
WSADM, Saginaw
WSAZ-TV, llhuntington
WSJIS-TV, Winston-SRalem
WESOK, Nashville

WSPD, Toledo

WSYR, Syracuse
WTIHI-TV, Terre llaute
WTA T, Miami

WATEET, Itochester
WW.JI, Detroit

WNIEL, Cleveland

16, 47

104, 120
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Being FIRST is a habit

KSTPSTV is the Northwest's first television ~ta-
tion. first with maximum power, first with color
TV and first in andience.

In average weekday program ratings*, KSTP-TV
leads all Minneapolis-St. PPaul 'V stations from
T:00 AM to 10:15 PM week-in. week-ont.
KSTP-TV gives you greater coverage of the
nation’s Tth largest retail trading area than any
other station . . . a market which commands

KSTP-TV

FOUR BILLION DOLLARS in spendable in-
come,

KSTP-TV has carned a listener loyalty through
snperior entertainment. top talent. service and
showmanship that means sales for von. That's
why it is first in ratings. That's why it's vour
hest huy,

*Combination Telepulse. ARB, 1eekly average,
November, 1951.

100,000 WATTS
CHANNEL

MINNEAPOLIS-ST. PAUL Basic NBC Affiliate
The Novthwests. (eading Statisn

EDWARD PETRY & CO., INC,
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REPORT TO SPPONSORS for 21 February 19355

1 (Continned from page 2)

l Du Mont camera
may stir unions

Du Mont's "revolutionary” combination film-television camera (which
would feed live show to station or network while filming program at
same time) may actually be perfected—but held back by Du Mont because
of union dispute_device could create. If film-tv camera is all in one
box, something like present tv‘cameras, big question would be: Who'll
operate it—tv cameraman or cinematographer? It's conceivable 2
unions would demand that one of its members be on hand. Combination
film-live camera, industry observers believe, may be one device Du
Mont intends to use in cutting costs. It could open door to Du Mont
entry into "film tv network" business.

-SR-

One-way of operating low-cost uhf station: Simply televise regular
radio programs. That's what WACH-TV, Newport News-Norfolk, is doing
—it focuses tv camera on disk jockey in late-afternoon radio show
until radio station goes off air (it's on daytime only). Then tv op-
eration shifts to film. Combination am-tv operation is sold at one
rate, like many am=fm station combinations. Total WACH-AM-TV staff:
12 persons.

WACH-AM-TV
sold at single rate

~SR-

More than 7.3 million tv sets were produced during 1954, reports
RETMA, compared with over 10.4 million radios. Tv set production

was somewhat higher and radio set production somewhat lower than dur-
ing 1953 (accounted for partly by reduction in orders for automobile
radios). RETMA says more than 1.3 million uhf-equipped sets were
produced. Only 21,500 color tv sets were built. During year 188,685
radio sets with fm tuners were built; 19,316 tv sets had tv tuners
built-in.

Radio set output
still exceeds tv

-SR—

PIB figures for 1954 (only a guide, since they are based on networks’
one-time rates) indicate CBS Radio and CBS TV each lead NBC Radio and
NBC TV by about %20 million. Here's PIE preckdown:

PIB indicates
CBS leads NBC

Network Radio: 1954 1953 Tv: 1954 1953

ABC $ 29,051,784 § 29,826,127 $§ 34,713,098 § 21,110,680
CBS 54,229,997 62,381. 207 146,222,660 97,466,800
Du Mont PE e e . es 500 60360dC 13,143,919 12,374, 360
hitual 20,345,032 272,176,137 D00C0000QO G 200000000 C
NBC 34,014,356 45,151,077 126,074,597 96,633,807
TOTALS $137v,041,169 $160,534,544 $320,154,274 §227,585,FC0

Sheaffer uses tv;
sales up 17.2%

Biggest network tv user among fountain pens—W. A. Sheafier Pen Co.—
reported sales up 17.2% for first 9 months 1954 comparern to '53.

Sales were $21,580,508, with net profit of $2,218,581 o $2.68 per
share; '53 profit was $1,516,841 or $.85 per share. Shvaffer now uses
shows on 3 networks: It's one of 3 Jackie Gleason co-spo.SOrs on

CBS TV, has participations in NBC TV's "Today-Home-Tonighi" trio,
sponsors John Daly's ABC TV "Who Said That?" Spot is also vlanned

in number of areas. Agency: Russell M. Seeds, Chicago. (On 26 March
Sheaffer will drop Gleason, who will be sponsored next season v
Buick. Company is looking for another show.)
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Newspapers vs. tv

\Mloloney. Regan & Schmitt. promi-
nent newspaper reps. ran another in
their series of newspaper ads recently
explaining why newspaper advertising
i= “hetter” than tv advertising.

The copy made two simple points—-

a little too simple, in our opinion. The
first point was that since the “primary
role of newspapers is to inform.” the
advertiser’s product “is the star . . .
and the reader welcomes advertising.”
On the other hand. since the “primary
role of tv iz to entertain,” the actor
“is the star . . . and the viewer does not
want advertising interrupting his en-
tertaimment.”

There are so many answers to this
argument. it's hard to know where to
begin., We'll just wrap it up by saying
that advertisers are not spending hun-
dreds of millions of dollars in tv (and
mcreasing their tv advertising invest-
ment by leaps and hounds) without

App_ause

proof of suceess in selling goods.

The second point is this: “Through
newspapers vou can hit the entire mar-
ket HARD (upper case by MR&S) be-
cause (italics by MR&ES) the 46,500.-
000 families of America buy 54.000.-
000 newspapers every day for which
thev pay over $3,500.000 . . .” But
with tv you ean only reach a fraction
of the market because “onhv 30.000.
000 of the 46,500,000 L. S. homes
have television sets.”

For the sake of argument. we won't
quarrel with these figures. We won't
even lake the trouble to point that the
newspaper circulation figure repre<ents
duplicated homes while the tv figure
{it’s really 33.800,000) is unduplicated
homes. All we have to say is that we

can’t for the life of us sce what differ-

ence it makes to tv’s selling ability to
say that every home doesn't have a set.
We would like to offer our sympathies
to non-tv homes plus our assurances
to Messrs. Moloney, Regan & Schmitt
that the non-tv home figure is rapidly
shrinking.
* * *

| can get it for you local

Some radio slations have bhoth na-
tional and local rate cards. Some have
only a national rate. This is the pat-
tern in which the business has grown
and individual broadecasters will give
vou strong reasons for eaeh approach.
But what has become particularly con-
tused is the question of who's entitled
to the local rate (see article page 138).

In some national adver-
tisers are claiming the nght to buy
time at local rates on grounds which
sound as if they’d been worked out by

Instances

Flying Irishman

\ «tation manager we know said,
“Kevin Sweeney  gets around. 1 at-
tended his Radio Advertising Bureaun
clinic in Miamni. The next dav | hap-
pened to be in Tampa and he was giv-
ing another. And the following day a
[riend phones 1o sav “You ought to
come to Jacksonville and hear Sweeney.
Ile’s great,””

Five-a-week  Sweeney, president of
RAB. i~ the modern flying Irishman.
\s we write this he is completing a
week's stint ol radio sales elinies in
Seattle,

Portland. San Franciseo, Los
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Angeles and San Diego. And in be-
tween the 102 sales chies he and his
lieutenants ( Dave Kimble, Arch Mad-
sen. and Norman Nelson) are holding
m assorted areas of the country are
candwiched about 100 individual pre-
sentations to selected advertisers in 104
cities,  The radio clinies  are
shirtsleeve 9 to 5 sessions with the sales

sal(’s

stafls of member stations; the presenta-
tions arc tailored to specific radio
prospects and advertisers selected by
these miember stations.,

Al this avgurs well for radio. The
RAB is pepping up the stations. And
~nch national and local ¢lients as hig

a tax lawver.

Irrespective of the merits of having
two rates. firmer definitions of whe
can and who cannot elaim local rate
privileges needed.  There's a
tendeney in any confused rate situation
for the advertiser to spend more time
trying to cut the corners on rates than
on the very aspects of advertising plan-
ning whieh create sales: copy planning.
buying strategy. It's time for the nser
of radio to get creative. And it's time
for the industry 10 help by establishing
more uniform standards for accepting
local business.

are

* * *

Chunky commercials

The way Skippy does them, tv com-
mercials are as easy to take a- that
delicious chunky peanut butter they
advertise.

Skippy ‘s integrated and off-heat com-
mercials on ABC TV's You Ask jor
[t had a roomful of sophisticates who
dote on knocking tv commerecials ooh-
ing and aahing the other Sunday. One
of them even said she’d have 1o watch
v more if <he could count on that
sort of thing.

No. we don’t know anvone at Guild.
Basecom & Bonfigli, the agency respon.
sible for the aceount. But we noted
not long ago that this same agencv
altracted $2.000.000 in Ralston Purina
billings all the way from St. Louis to
San Francisco.
magnetic pull.

And that's a strong

So there must be =omething to doing
it better than the other fellow. Now.
what do Ralston eommerecials

look like?

those

food chains and department stores ate
asking for more.

On the natronal front Kev Sweeney '«
organization has tripled its produc-
tion of slide presentations for adver-
tisers in specific industries. and it has
doubled the number of men now de
hvering these presentations.

Advertising agenciezs are elimbing
back on the radio bandwagon. we find.
But dealer resistance often is the big
obstacle to an advertiser’'s return or
initiation into radio advertizing. Work-
mg on both the local and national
levels the RAR is doing much to break
down this resistance.
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Thirty-fourth winner of ‘
The Robert J. Collier Trophy and

Chairman of the Board, Lear, Inc., says:

“Grand Rapids will always be the main
production center for Lear. We located
here in the first place because of the people
— honest, down-to-earth Americans

who make Grand Rapids one of the
finest cities in the world. Our experience,
stnce we came here in 19-11, has been
excellent.”

D

GRAND RAPIDS

CITY . LIMIT

WOODIland-TV is big territory!

Big territory, certainly — but what counts You'll find ample evidence of business ex-
most is the people. Industrialist-inventor Bill pansion, throughout the entire WOODland
Lear has demonstrated his faith in these peo- area. WOOD-TV’s increased facilities are the
ple — and in the future of the area as a natural result of this healthy growth. First
whole. A new $3,000.000 Lear factory is station in the country to deliver 316,000 watts

from a tower 1000” above average terrain.

WOOD-TV provides top coverage of the
entire Western Michigan market. For top
results . . . in Grand Rapids. Muskegon,
Battle Creek, Lansing and Kalamazoo . . .

famous F-5 Automatic Pilot — last year schedule WOOD-TV, Grand Rapids’ only

increased production of almost every line. television station.

soon to be built in Grand Rapids. And Lear,
Inc. — manufacturers of precision aeronaut-
ical accessories, electro-mechanical systems,
radio communications products and the

Y
WOoOD-TV =

GRAND RAPIDS, MICHIGAN =

T

L

GRANDWOOD BROADCASTING COMPANY o NBC. BASIC: ABC.CBS. DUMONT, SUPPLEMENTARY ¢ ASSOCIATEDWITH WFBM-AM AND

TV, INDIANAPOLIS. IND. ¢ WFDF. FLINT, MICH.. WEOA, EVANSVILLE. IND. ¢ WOOD-AM, WOOD-TV. REPRESENTED BY KATZ AGENCY




Coverage-conscious advertisers get
more than their money's worth when they
swing their schedules to KMBC-TV. Channel 9
booms out its signal from a 1,079-foot tower
(above average terrain) and a 316,000-watt color-
equipped RCA transmiteer.

Out-state reception repores show KMBC-TV delivers
many markets never before adequatcly served by
a Kansas City station. Mexico, Mo, 155 miles E,
reports: “Picking up Channel 9 very clearly. Never
able to get KC before.” Muarceline, Mo., 140 miles
NE, says: "The brightest, best picture we receive.”
Burlington, Kansas, 100 miles SW, repores: "Channel
9 comes in fine.” Mount Vernon, Mo., 140 miles S,
reports: "Channel 9 reception particularly good.”
Topeka, Kansas, 62 miles W, writes: "Reception excellent
-better than local station.” St. Joseph, Mo., 57 miles N,
's: "Recepuon perfect.” Eldon, lowa, 180 miles N,

reports: "Regular and satisfactory reception.”
These are just a few of the voluntary reports from viewers
which show how KMBC-TV (now owned and operated

by the Cook Pame & Varnish Company) has completcly
anged the television picture in the Heart of America.
FFor details, sce your Free & Peters Colonel.

KMBC-TV

Kansas City’s Most Powerful TV Station



