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PRESTIGE?

58% of W-I-T-H’'s audience have
incomes of $5,000 or more!

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

Just about everybody in the business knows
that WITH has the biggest listening audience
in Baltimore City and Baltimore County. They
know, too, that WITH provides the lowest
cost-per-thousand listeners of any station in
town.

But there’s a lot of tatk about the quality of
this audience. The A. C. Nielsen Coinpany has
recently made a survey which shows the com-
position of the listening audience for WI'TH and
one other Baltimore station. The other station

18 a powerful network outlet.

nsunre W §-

TOM TINSLEY, President

Audience of Network Station A
by income groups

The upper group—families with incomes of
$5,000 a year or more—make up 58¢; of the
total WITH audience. Only 48¢7 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 3377, the network 377,
In the lower group—under $3,000 a year—
WITH has 97, the network 15,

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

Forjoe man!

REPRESENTED BY FORJOE & CO.




Kucera named Increasing stature of air media at major agencies reflected in ap-

time buying v.p. pointment of John Kucera to new post of v.p. in charge all time-buy- |
ing activities at Biow-Beirn-Toigo. Move was described by agency's
president, F. Kenneth Beirn, as decentralization designed to place
media in closer liaison with creative groups. Xucera will work with
all media and account groups on time buying. Function of over-all
director of media will be abolished with Walter Smith, media director,
resigning to join William Esty as v.p. and account supervisor.
—~SR—
FCC station Tossing out by Washington, D. C., Court of Appeals of FCC's flat

limit rejected 1limit on number of stations under one ownership is not expected to
mean immediate change. Decision reqguires FCC to give hearing to
multiple owner; does not require commission_to_grant c.p. However,
possibility of legal ceiling is not discounted since Congress, which
is showing avid interest in broadcasting lately, has power to set one.

—SR—
$100,000 study $100,000 study of entertainment industry blacklisting is underway

of blacklisting headed by John Cogley, former editor of Catholic magazine Commonweal.
Researchers are talking to agencies, nets, talent, unions. Staff of
about 10 operates out of Shelton Hotel with backing provided by Fund
for the Republic which has $15 million grant from Ford Foundation to
use in civil liberties projects. Study was in works long before re-
ports linking-ex-Communist Harvey Matusow with agency talent checks.

-SR—

Vo e e mm—— ot o—— —

Disneyland spur Only program in tv top 10 which isn't in comedy, variety or detective
to innovation categories is "Disneyland" (ABC TV). It's probably first time off-
beat type has risen so far so fast, is considered season's best spur
to innovation. Nielsen for 2 weeks ending 22 January has "Disneyland"
in fourth place with 50.1 rating. Gap between third place show,
P&G's "Lucy," and "Disneyland" is only 2 points.

«=SR—
Tv tape Recent demonstration of video tape in color by Bing Crosby Enterprises

I

|

|

I

|

|

|

|

era imminent? adds to indications tape will start coming into commercial use as |
soon as next year. (See SPONSOR analysis next issue.) I
I

I

:

I

I

I

I

=SR—
Subscription tv  Opposition of many broadcasters to subscription tv will become clear
long way off within next month as industry responds to FCC's request for comments
my 9 May. Informed opinion is it will be long time before decision
is reached. Plight of uhf broadcasters is in background in subscrip-
tion tv issue as in Senate Commerce Committee probe of networks.
Main supporters of fee tv concept among broadcasters have been uhf

and small-market tv stations who see subscription as means of supple-
menting income from advertising.
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REPORT TO SPONSORS for 7 March 1955

B&M tv test to
use testimonials

Ratings critiques
continuing

RAB’s new spot
radio concept

Promotion aids
tv show, magazine

Hunt Food
carnings double

Americans at

CARTB meeting

Burnham & Morrill test tv campaign in Green Bay, Wis., area is turning
to use of testimonial commercials to hammer home brand identifica-

tion. One wholesaler in area, on basis of preliminary observations,

said B&M is running into perennial advertising problem: selling com-
petitor's product as well your own through carryover effect. Chief
oven-baked bean competitor, Puritan, has package closely resembling
B&M's, making consumer confusion possibility. (See Part 3 in SPON-
SOR's continuing story of B&M test campaign this issue, page 40.)
—SR—~
Criticism of ratings continues with 3 critiques almost simultaneously
during February. (1) Robert E. Dunville, president Crosley Broad-
casting, told AFA fifth district in Dayton researchers fail to mea-
sure whole coverage area of radio stations, sticking to tv-saturated
zones. (2) Tom Flanagan, SRA managing director, told Southwestern Ad
Association in Oklahoma "radio is too big to be measured," that
"ratings are not research."™ (3) Roger W. Clipp, general manager
WFIL, Philadelphia, released ratings evaluation prepared by Penn
State graduate student under fellowship grant from WFIL-TV. Study
analyzes ratings in fashion similar to that of recent ARF study.
—SR—
RAB is developing new "threshold" concept in spot radio. Based on
city-by=-city research, RAB finds campaign may barely penetrate con-
sumer's threshold of consciousness unless sufficent number of an-
nouncements is used. RAB president Kevin Sweeney told Omaha Adver-
tising Club recently until 50 announcements are used in some cities
"you get nowhere."™ "But after you begin to get terrific momentum
« . . 100 . . . are not twice as good but might be 5 times as good."
~SR—~
Way for magazines and tv to tie in for mutual promotion advantage
shown in upcoming "Fireside Theatre" stanza. Living room set for
show, to be seen 29 March, was constructed under supervision of "The
American Home." Room will be featured in April issue of magazine,
on newsstands week before broadcast. Department stores are expected
to feature room with elaborate promotion materials to be furnished.
P&G, via Compton, is NBC TV show's sponsor. Compton believes this is
first such instance of magagzine, dramatic show tie-in.

—~SR—
Hunt Foods, which last year entered spot radio with musical announce-
ments which won wide notice, has announced higher profit, record
sales. '54 net earnings were virtually double previous year's,

$1,601,394 compared with $848,369 in '53. Earnings per share went
from $1.12 to $2.38.

—SR—

Though U.S. has no industry—or private—coverage service on continu-
ing basis, Canada's Bureau of Broadcast Measurement continues bi-
annual surveys which next year will include television. BBM's annual
meeting will be held 22 March during meeting of Canadian Association
of Radio and Television Broadcasters at Quebec City. Among Americans
who will address CARTB meetings are John Karol, CBS Radio sales v.p.;
Thomas O0'Neil, MBS president; Joseph Ward, president Advertising
Research Bureau, Inc., Seattle; J. P. Furniss, v.p. Citizen's and
Southern National Bank in Atlanta, and strong radio-tv advocate.

(Spousor Reports continues page 127)
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dmong KOWH adeertisers, al all hours of the day

A GOCD TIME IS HAD BY ALL!

'
PR TR

No advertiser gets a bad time on  'T'he time was never better for a
KOWII, proud dom 1n1u tor of chatwith the TR man, or KOWH
every single daytime 4 hour. (o 6pa] Manager Virgil Sharpe.
Liowest average quarter: 34+.5%.

Highest: 65% RPT 65%.* M.

average: 45.3%; P.M. average: “Hooper Continuing dMeasurements,8 a.m.-
47.6%; All-day: 46.7%. (Next 6 p.m. Monday-Saturday, Oct.’54-Jan
station 21.3%.)

-CONTINENT BROADCASTING COMPANY
President: Todd Storz

WHB, Kansas City WTIX, New Orleans KOWH, Omaha
Represented by Represented by Represented by
John Blair & Co. Adam J. Young, Jr. H-R, Reps, Inc.




advertisers use

. ARTICLES

The Two Toigos
The story ot the rise of two cousins, once coal miners, to key executive
posts at top-billing air agencies Biow-Beirn-Toigo and Lennen & Newell

Radio merchandising: do you ask (oo much?

More and more agencies and clients are admitting that radio stations have been
pushed by competitive pressures into making merchandising promises that can't
always ke filled. Both sides air gripes on this growing industry problem

Esso's tips on (v news
After 15 years of spot tv news experience, Esso has evolved a format which

it finds particularly successful. Here are the company's suggestions for the
effective presentation of news on video

Hudson soars to napkin leadership with radio, (v

In 1946, Hudson paper napkins held 109, of the total napkin market; today, Hud-
son leads with 409, share. Tv and radio spot spearhead Hudson's ad efforts (air
budget, $1.4 million), have enabled them to build whole line of paper products

B&M beans' (e test: commercial strategy switched
When B&M found that its tv commercials on WBAY-TV were selling a competi-
tor's beans as well as its own, the air approach was changed to emphasize B&M
product identification; instead of six personalities, one now does most of the
selling

SUMMER SELLING SECTION: 1955

Swmmer is no different than any ether season

Contrary to the thinking of hiatus-takers, people are not dead to advertising
in the summertime; they go on living pretty much as they do the rest of the
year, working, eating, drinking, sleeping—and, most important, buying

'rofile of sianmer radio and (v

Here are the facts on audiences in the summertime, on business levels at
the radio and television networks and on a spot basis

Answeer (o basie questions on snnuer air

The facts-and-figures picture on summer sales and hot-weather radio and tv
audiences is presented in half a dozen charts: summer-winter comparisons in
viewing and listening, in and out-of-home; ratings, incomes, retail sales

The two Toigos: Pave 11

The second article of this two-man profile continues the Horatio-Alger-like rise
in the advertising world of cousins John and Adolph Teigo

B&M beans (e (ese: Pard IV

What will be the outcome of B&M's switch in commercial approach? SPONSOR
will continue to report the results of this currently-happening tv test

$1

31

36

38

40

43

. 16

49

21 Mar.

21 Mar.

Y < & \ VMl
Copyright SPONSOR PUBLICATIONS1

Volume 9 Number ¢
7 March 1955

|

DEPARTMENTS "

AGENCY AD LIBS

49TH & MADISON
TIMEBUYERS

MR. SPONSOR, A. S. Harrison
NEW & RENEW

SPONSOR BACKSTAGE

NEW FILM SHOWS

TV COMPARAGRAPH

FILM NOTES -
RADIO RESULTS ...
P. S. -

AGENCY PROFILE, Les Persky
SPONSOR ASKS .. . =
ROUND-UP

NEW TV STATIONS
NEWSMAKERS

SPONSOR SPEAKS o

B i L R e Y

Editor and President: Norman R. Glend |
Secretary-Treasurer: Elaine Couper G
Vice President-Genl. Manager: Bernan
Vice President: Jacob A. Evans
Editorial Director: Miles David 04
Senior Editors: Charles Sinciair, Altreo
Associate Editor: Evelyn Konrad
Department Editor: Lila Lee Seaton

Assistant Editors: Keith Trantow, Ed F
Coniributing Editors: Bc v el
Editorial Assistant: Fi te
Art Director: Donald H. Dutty
Photographer: Lester Cole

Vice Pres.-Advg. Director: Robert P. Me

Advertising Department: Edwin L. &
(Western Manager|, Homer Griffith
west Manager), Arnold Alpert (Midwe

Circulation Department: Evelyn \'-?zll' 0
N \ C ~T| - ol (]

-‘.,,...:vll M agef 0)
b Mne Ll

Office Manager: Catherine Scott

Readers' Service: Augusta B. Shearman|

Accounting Department: Eva M. St
Laure Fazio

Secretary to Publisher: Janet Whittig]
|

[

Fublished blwerkly by SPONSOR PUBLICATION
hi | TV, lixt ve, I3 1al, Clreuls

+ ONees 491h S G191h &)

N e MUsrny MUK

. G Ave {*hone
N Dallas O ariisle 81, Phos
Loes At 0 H0sT Nun
1 | g Offic 3
daltlmu e id. tlons.
a single cof

\ rresponder
TTAV ll‘lI

|

|

y =




poN’T"PICK BLIND”
IN SHREVEPORT!

ook AT K WKH's HOOPERS!

JAN.-FEB., 1954 — SHARE OF AUDIENCE

- oc : TIME KWKH | STATION 8 | STATION C | STATION D | STATION E
Despite local competition from six other
H . MON. thruy FRi.
' . 19. . . .
radio statlons., Hoopers show that 50,090 5.00 At - 1200 toon 38.1 5 6.2 16.0 19.5
watt KWKH is the BIG Shreveport favorite, MON. thy FRI
. . ' : 44.3 7.2 92 6.1 19.4
morning, afternoon and night. And remem- 12:00 Noon - 6:00 P.M.
. SUN. thru SAT. FVE.
ber — Metropolitan Shreveport represents 00 P 1030 Pt 54.6 1.2 8.5 240
only about 15% of KWKH’s coverage.

ook AT KWKH's sapas AREA!

In addition to local preference, S.A.M.S. credits KWKH with
coverage of 22.3% more daytime radio homes than the four
other Shreveport stations combined. Cost-per-thousand-homes
is actually 46.4% less than the second Shreveport station!

4 \ ITIR ;d It .o,, /
w K H 50,000 Watts « CBS Radio . ../~ P

20

. g e 28
| A Shrevepo” Times Station The Branham Ca, Henry Clay Fred Watkins L ’ r__'..OUISlANA
' TEXAS Representatives General Manager Commercial Manager

SHREVEPORT, LOUISIANA
| ARKANSAS



TV Hooperatings (evenings Sunday through
Saturday 6:30 to 10:30 P.M.), show KPRC-TV

share of television audience three times

greater than Station B, and twice as large as

Stations B, C and D combined.

STATION | N STATION STATION

[ KPRC-TV | : e o

0.5%

CHANNEl.z

HOUSTON

JACK HARRIS,
Vice President and General Manager

Nationally Represented by
EDWARD PETRY & CO.

FIRST IN TV EXPERIENCE WITH OVER 500 MAN-YEARS




| HOOPER - PULSE - ARB
" agree ...

-

49 out of 50 top Houston shows™ are on KPRC-TV

KPRC-TV  George Gobel ..~ KPRC-TV  Buick-Berlo Show J KPRC-TV  Mickey Rooney ........n.s.: 33
KPRC-TV  Waterfront KPRC-TV  Truth or Consequences..... .. KPRC-TV  People Are Funny.....:...... 32
KPRC-TV My Little Margie . KPRC-TV  Circle Theatre KPRC-TV  Mr. Peepers 32
KPRC-TV  This Is Your Lifo ............ KPRC-TV | Married Joan KPRC-TV  Dinah Shore (Tuesday)

KPRC-TV  Your Hit Parade KPRC-TV  Ramar of the Jungle KPRC-TV  Curly Fox and Texas Ruby

KPRC-TV  You Bet Your Lifo ! KPRC-TV  Donald 0’Connor KPRC-TV  Going Hollywood .. ...

KPRC-TV  Dragnet .. , KPRC-TV TV Playhouse KPRC-TV  Racket Squad .......,..-..
KPRC-TV  Fireside Theatre .' KPRC-TV 1 Led Threo Lives KPRC-TV  Badge 714 ...... B ey
KPRC-TV  Million Dollar Movie KPRC-TV  City Detective KPRC-TV  Imogene Coca .......
KPRC-TV  Roy Rogers . KPRC-TV  Ellory Queen KPRC-TV  News Caravan (Wednesday). ...
KPRC-TV  Lux Video Theatre KPRC-TV  Dear Phoebe KPRC-TV  News Caravan (Thursday)

KPRC-TV  Comedy Hour KPRC-TV  Darts for Dough... KPRC-TV  Corliss\Archer ............,.
KPRC-TV  Ford Theatre ) KPRC-TV * It's a Great Lifo . 3 Station B What's My Line. ............. .
KPRC-TV KPRC-TV  Houston Wrestling KPRC-TV  Eddio Fisher (Wednesday)

KPRC-TV  Cisco Kid KPRC-TV  Annie Oakley KPRC-TV  Kit Carson ...........
KPRC-TV  Life of Riley KPRC-TVv  Cavalcade of America....... . KPRC-TV  News Caravan (Monday)

KPRC-TV  Robert Montgomery KPRC-TV  News Caravan (Tuesday)

*Hooper Janvary 1955
(Pulse — 39 out of 40; ARB—38 out of 40)
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Captive
A aarket

/N WENATCHEE —

A 286 million dollar market
isolated by the great stone
curtain of 7,000 to 9,000 foot

mountains — natural physical
barriers to other station pene-
tration.

Serving the
Columbia Basin

America's newest farmland!

Soon to be more than 500,000

acres under irrigation! A State
within a Statel

WENATCHEE—

"The Apple Capital of the

/ World" on the mighty Colum-

bia River, near the great dams:
Grand Coulee — Rock Island —
Rocky Reach — Chief Joseph
Dams ATTRACTING NEW IN.
DUSTRY THROUGH LOW
COST HYDRO-POWER.

WENATCHEE
WASHINGTON

REGIONAL REPRESEMNTATIVES
Moorz and Lund, Scattle, Wash.

NATIONAL REPRESENTATIVES
Forjo? and Co., Incorporated
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by Dol Foreman

The 1.D.: available and effecetive

It may seem a bit oxtentatiou~ to devote a~ many words as
I'm going to here to the quickic of television advertising—
the station idemifieation. However. it seems to me that these
offer such a tremendous potential for advertizers and sta-
tion~ alike that it may well be worth the effort and verbiage.

Furthermore. T reeently made <ome remarks about 1.D.s
at a CBS general managers" ~ession and the conunents after-
ward tend to bear ont that the subject ix of interest.

From what 1 gather, station identificalions are just about
the most available type of spot announcements. They can
still be bonght in prime evening hours even on the most
heavily =old out of =tations. Thev can still be bought adja-
cent to top rating shows. And they ean be bought with real
frequency.

It seems to me that agencies and probably too the people
who sell spot time are not doing enough thinking about
I.D.’s. To me, an L.D. should mo<t alway= be bought a< well
as sold with a copy point of view. What can vou do copy-
wise in the seven ~econdx of audio allowed vou aud in the
10 seconds of video? Well. vou can’t reproduce the “Lord’s
Prayer™ or show the Battle of Jutland or sell a 106-picce set
of dishes. to be sure. But vou can tell a concise ~tory and
vou can make it dramatic. You can establish very firmly
a basic theme line and do a job of package identification.

An exaniple of approaching 1.D.s from a copy standpoint.
General Mills started out with a heavy cake mix LD, cam-
paign to rupplement and implement the longer copy being
used in broadeast media and in magazines. They didn’t try
to use L.D.x to portray Betty Crocker or 1o present involved
service helps. That would have been «illy. Impossible. in
fact. They let the print ads in the women’s books do that.
They used 1.D."~ 10 help estahhish firmly and fas<t in the mind-~
of Anterican women a new lasie theme line. “Betiy Crocker
savz. "l gnaramee a perfect cake every time vou bake . .
cake. after cake after eake” "——and this 1akes no more than
10 seconds. Motion helped put the thought across eleanly
and clearhv and with impaet. Freaueney helped. So did
~onnd adjacencies. So they were alle 10 rely on the hiule
[.D. 1o =npplement and mplement a Froader copy story and
to ~et up the theme hine of that story.

Another case in point. The use of 1.D.~ by the Schaefer

(Please turn to page 100)
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@ Vertical split

RADIO CORP

ENGINEERING PRODUCTS

° Conhg]ldblc comer ifisert

° Ophonal sper.lal effect

w—with RCA’s new Special Effects Equipment—you can

/have these 12 attention-getting effects right at your ﬁngertlps
You push the button for the effect you want. You swing the

“control stick” (rotatable 360°) and put the selected effect in the
picture wherever you want it. It's simple, inexpensive—requires
no complicated equipment or extra cameras.

RCA’s Special Effects Equipment consists of just two separate
units; (1) a TG-15A control panel (shown left) and generator,
(2) and a TA-15A amplifier. The Special Effects Panel can be
inserted in any RCA Console housing. The other units can be
mounted in your video racks. Installation couldn’t be easier.

For quick delivery, order your RCA Special Effects
- Equipment direct from your RCA Broadcast Sales
Representative.

C. RCA Special Effects Control Panel-—with 12 push-
button selection and 360° rotatable stick contral.

ORATION of AMERICA

DIVISION CAMDEN, N. J:
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SPONSOR invites lellers to the editor.
teldreas 30 £ 40 81, New York 17.

NOT AGHAST

I was interested in reading the story
of Esso in your 7 February issue.
("Esso: 19 vears of radio news spon.
~or=hip™). 1 was particularly inter-
ested in the suggestion that Harry
Marschalk made to NBC to buyv a five-
minute news show,

Some of our people felt that five
minutes was all that would be of inter-
est to listeners and that 15 minutes was
too much. We had been working with
the press services to make their news
service available to radio and we were
~uccessful.  Our original idea was to
push the 15-minute news program and
that. of course. has been successful.

Marschalk’s idea of four five-minute
<hows throughout the day was an ex-

) cellent one. \s vice president in charge
of <ales at the time. | just want to cor-
S a l ace rect one word or phrase—"NBC was

aghast.” We weren't aghast—we were
interested and delighted and all we had
- r to do was work out a five-minute rate. |
m the 1a,nd W:[]_ere [V There was no pondering but there was

V a lot of fizuring. You see. these pro-

&6 - - - °° .
means tamt.vlslble granrs were to go on stations. not on

the network and it meant e~tablishing

a five-minute rate for our own owned- =
NO doubt about it, radio’s a sure thing in Big Aggie and-operated stations which would set
land. 660,950 families are staunch radio fans in the a pattern for other stations. ksso first

went network but it was diflicuht 1o lay
out a network that would give them
stands for “taint-visible™ in Big Aggie Land; and no the AT 45 of ”"""‘}"‘”“"Uli“' terri-
tory, and il was a wise appma(‘h on
thetr part to go spot. \ five-minute
like radio. And far in the lead by several lengths is ~how on a ]“}Hl(‘ll sector of the coun
trv caused quite a problent front a net:
work standpoint.

rich, 3-state Great Upper Missouri Valley. TV
one newspaper can stride this wide land day by day

WNAX-570. So whatever media you consider in

other markets, there's only one low-cost. high-return I just wanted 1o get over one point;

. R . we were delighted. not aghast.
way to get your share of the $2.8 billion buying £ ag

IEc kR KoBAK
income in Big Aggic Land - and that is WNAX-570.

SFOT RADIO IN '55 i

W N AX_S 70 [ wanted to tell vou that was a right

nice story on Q-Tips" radio spot cam- _
g Yankton, South Dokoto paign that appearcd in the IFebruary | |
e ‘t - A Cawles statian. Under the some 7th iszue. (Spot radio: off 1o faxt 35 ;
DR monagement o3 KVIV, Chonnel 9, «tart.)  And. incidentallyv. a verv 1
; > > Siaux City: lowa’s secand largest market. X . . - [
iy Don D. Sullivan, Advertising Director teresting article  good. meaty reading. |
‘3 CBS Rodio Than'« for doing <uch a nice job
—_—————————————— - More and more. 1'm finding that spox-
Represented by the Kotz Agency (1 Plec se tirn to page 1
SPONSOR
10
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CHANNEI. |

- | I
| ; &’ ) ‘ . Coverage that Counts!

7 major Michigan markets

for NBC, CBS and ABC
Now 100,000 watts!

Edward Petry. & Co., Inc.







narket you may have missed...

and the one tool that opens it BEST!

u can open a can with a hack saw. Or an
But vou don’t.  You use a can opener.

it's the way it is with the Central South. This
rket can be opened with a variety of tools.
just one does the job BEST. This selling
is WSM Radio. And to understand the rea-

| why, it’s necessary to have an inside look

Jentral South, U. S. A.

lhe first place, the Central South is a big
‘ket—a $2.713.371.000 market. More
serful in consumer spending power than the
ies of Baltimore, Buffalo, Minneapolis, Cin-

aatr, or Houston.

s 15 a little known market—a market comn-
(ed largely of families and people who live
| mall towns. It is not an easy market to
th and sell.  For the time buver or adver-
iz manager it represents an unusually tough
. because of the amount of money neeessary

pver the area with solid advertising support.

|

product at « reasonable cost?

R A

NASHVILLE ¢

CLEAR

May e prove to you that WSM is the one selling tool
that can open the entire Central South Market to vour

oM

CHANNEL *

The cost is prohibitive, if vou attempt to do it
with the combination of a Nashville radio sta-
tion (other than WSM) and sinall town stations
to plug most of the uncovered gaps. The cost
is completely out of line, if you attempt to buy
a combination of a Nashville newspaper and
small town papers. Television leaves well over
half the area uneovered from the standpoint of
consumer dollar penetration.

There is onc tool that opens this rich market.
One selling tool that takes vour advertising mes-
sage to all the Central South at a cost that is
within the bounds of the sensible advertising
budget. This 1s radio station WSM.

We would like to have one of our representatives
(either from the station or from vour nearest
Petry office) sit down at your desk to show you
what Radio Station WSM ean do for your product

m this rich Central South market.
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ONE-TWO

STORY

Consistently
first choice in the
Columbus Market

top pulse
rated programs

CBS for CENTRAL OHIO

ASK
JOHN BLAIR

radio

COLUMBUS, OHIO

~OR asks and answers the questions we
all have in the business—it’s the best!
ANITA WASSERMAN
Timebuyer
Lawrence C. Gumbiner Adv.

New York

IMPORTANT INFORMATION
[ have gone through vour AMl-Media
Evaluation Studv and offer my warm-
est congratulations to sroxsor for put-
ting so much important information
between two covers.
Joth CBS Radio and CBS Television
can use this to good advautage.
FRANK STANTON
President. CBS

New York

SRA I.D. LIST
We were left out of SRA's list of the
new proposed full screen [LD. stations
in yvour recent issue. For the record.
we agreed to this proposal, and so
stated. as far back as October 1931 and
are currentlyv carrving such 1.D.'s on
our station.
HaroLp E. AXDERsON
Manager. WDEF-T1’
Chattanooga

OFFICE EQUIPMENT ON AIR

| have a probhlem concerning the ra-
dio advertising of oflice equipment.
Having no local guidance | take the
libertv of writing to von to inquire
whether you have on file anv success
stories along this line.

Any help that vou could give me
would be greatly appreciated and I'm
sure that if anv one can help. sPoxzoR
can.

Bruxo Birkowski
Sales Representative. CKO}
Ottaica

v

® Capairle ease histaries on  suecessfanl  radio
advertising of the National Service Co. in BlllIngs,
Mont.,, makers of office eqnipment. and on the
1leaps Typewriter Clinfe in Phoenix appeared In
the 1951 RADIO RESULTS.  SPONSOR Services
Inc. publishes vearly editions af radio and tv re.
aults, indexed compilations af the capsule results
which run in each issne af SPONSOR.  The [958
editions of RADIOG and 1V RESULTS are avall.
able at 81 each.

TV DICTIONARY/HANDBOOK
Many thanks for the copy of Tv
Dictionary /Ilandbook  for  Sponsors,
aud it should be handy as a reference
for a lot of people. especially newcom-

ers as they enter the ficld of televizion,
- Now you will be challenged to keep it

up-to-date!
Orrix E. Duxcar, Jr
Vice President, RCA
New York

SPONSOR



Give your
SALES
that

OREGON
THE

ABC TELEVISION NETWORK
OPERATING WITH A FULL 238,000 WATTS
246,000 TV SETS IN USE

for avaiiabilities call...

GEORGE P. HOLLINGBERY CO.

CHICAGO NEW YORK LOS ANGELES
ATLANTA SAN FRANCISCO

CHANNEL K L o R
JOHN
s Goen ;SHILE OREGON TELEVISION, INC.
HENRY A WHITE 915 N. E. Davis St., Portland 14, Oregon

Flimore 9721
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Here’s the

And yoiw ean’t hardly get those true
rays-to-riches stories no more!

« 1949 sales volume when Ma and Pa Harry
Fox cook Trewax on kitchen stove and sell it
door-to-door. |

Quality-wise housewives begin asking hard-
ware stores for “that Cadillac of floor
waxes.” Family sets up small factory.

e 1950 sales double, then re-double yearly
thereafter. Only trade advertising was used.

® 1951 @2 @

Then Trewax budgets a consumer campaign:
most of it for 75 announcements a month
on KBIG because it covers all Southern Cali-
fornia at lowest cost per impression, the
balance in Sunset Magazine.

1954 sales double 1953 and reach

six figures. 95% distribution '

achieved in hardware, paint, de-
partment and floor covering stores.

1955: Trewax renews KBIG, moves into large
new factory, expands into Northern Cali-
fornia music-and-news radio, plans for
national distribution in 1956.

The magic ingredient in Trewax: carnauba.
The magic ingredient in Southern California
advertising: Radio and KBIG.

“KBIG

The Cotalina Station
10,000 Watts

74 ONDIYAOLUR
<TE

'~ ABND

JOHN POOLE BROADCASTING CO.

6540 Sunset 8lvd., Hollywood 28, Colifornia
Telephone: HOllywood 3-3205

Not. Rep. Robert Meeker & Assoc. Inc.

16

Lorenia Mayer. Campbell-Ewcald, New York,
feels that accurate und naijorm carerage datu for
radio-tv stations would be somewhat comparable to
the poteatial readership gnarantees wmagazines

make with their circnlation figures. “and 1ery help-
ful in bnying time.” “Ratings shouldn't be the end-
all in buving time,” she told sroN<on. “I'd much
prefer to know a station’s coverage in its listening
area, and knotw [t in reliable terms, than tv lLinow
what rating one of its time periods has had. In

the past. radio stations have done a slightly better
joly of providing reliable coverage wmaterials. perhaps
becanse they've been arownd longer. | hope TrB
will come np with soume solution or suggestion

for tr stations in the near future’”

Tom Mahon. Benton & Bowles, New York, finds

himself in a somewhat wnique position at the
agency right now: He's an all-media buyer. For
his accouats, the Gaines Division of General Foods
and Diamond Crystal Salt. he buwys newspapers,
wmagazines as well as radro and tv. “And it's «a
wonderful way of buying.” says he. “For one thing.
this system gives the buyer a braader scope. Youn
dou’t buy in a racunm. but rather yvou see where
each medinm fits in in the over-all advertising
aims of vour proaducts. Take radio, for example.
it's a terrific low-cost wediumn jor getting across
reuiinder copy or to push a product that doesn’t
need rvital demoastration. But sometimes time-
buyers can lose sight of that. Whereas, il you're
looling at all media in relution to vour product,
vou have « more camplete pictnre’”

Fred MeClafferty., Donahne & Coe, New York,
savs that his produet is ideal for merchandising:
motion pictures, “We're very coascious of promo-

tion on and off the air. Ratings and avndience
composition hure ahcavs been fuportant, but tlese |
things being equal, it's the station iwith the added
push that rates the business. In our radio and

tr buvs Jor wotion pictures (M-G-Y) we feel we

have the ideal product for promotional pessibilities. ]
The editorial 1alue af a soap or breakfast food

may he questionable. hut e feel that stars like '
Lsther Williams and Robert Taxlor and musical
scores lile ‘Riss Ve, Kate' and ‘Brigadoon” are

good program content. The agency. through the
reps, can swggest that stations get ont and worls on |
a wmorte promotion, hut in the cnd it is only

the station itself that can produce extras.”

SPONSOR
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so prove it we did...and how!

We'd been telling our advertiser that KBS coverage and
KBS audience rating was terrific. The advertiser told us
they believed us because business was good in KBS markets
but how much help was KBS providing? We said, a lot.
They said prOVE 1T! Our audience survey has resulted in
what the advertiser calls “The most astonishing results I've

ever seen in radio.”

plus...amazing merchandising aids!

KBS stations not only deliver surprisingly large audiences
(see survey, yours for the asking) but they work like they
were all on your payroll —getting store displays, helping
with distribution—promoting your products and your

programs in their markets. We can prove that, too!

T

loem— == s —

] |
SEE |FOR |
'YOURSELF*!

} |

s e e o B

NEW YORK
580 Fifth Avenue
Plaza 7-1460

SAN FRANCISCGO
57 Post Street
SUtter 1-7440

CHICAGO
111 West Washington St,
STate 2.6303

LOS ANGELES
3142 Wilshire Blvd.,
DUnkirk 3.2910

“complete facts file
BROADCASTING SYSTEM, inc. on request!

THE VDIC(\DF HOMETOWMN AND RURAL AMERICA
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Your campaign
In Milwaukee

On February 27, wXIxX became the new
Milwaukee station for the CBS Television
Network and enabled Milwaukee viewers
for the first time to see the network’s
complete line-up of the most popular stars
and shows in television on WXIX.

A full week 1n advance, WXIX mnitiated one
of the biggest advertising campaigns ever
launched behind a new station: a large-scale
newspaper campaign continuing over a
four-week period, together with an imposing
outdoor campaign covering 64 billboards
throughout the entire Milwaukee area.

The real backbone of this comprehensive
campaign consists of a continuing barrage of
both day and night on-the-air promotion
announcements by the network’s stars.

The whole purpose of this effort, of course,

1s to build audiences for your campaign

in the important Milwaukee market. To get
the most out of this market and the most
popular program schedule in all television,
get in touch with CBS Owned wWXIX or

CBS Television Spot Sales.

WXIX®I9

Milwaukee Station for the CBS Television Network



ANOTHER
LEADER....

O L 0

WEMP PARADE!]

Onc ol the reasons that WEMDP ratngs
are sccond  highest morning, alternoon
and evening in a seven-station market
is Bill Bramhall. Milwaukee's *Melody
Merchant,”  From 12:00 noon 1o 2:00
P palse rating is now 3.5, v veal

ago, 2.8.

Further proot that WEMP Radio andi-

ences e growing bigger vear by year.

WIMP s Milwaukee's No. 1 station
i “ont-of-home audicences.”  Get the
advantage  of 225,000  radio-equuipped
automoDbiles and oflices, factories, restan-
rants, grocery stores and public places

that mc alwavs tuned to WM,

Cali Headley-Reed

MILWAUKEE

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

24 HOURS OF MUSIC, NEWS, SPORTS

20

e, Sponsor

A. S. Harrison Co., Norwalk, Conn.

“When Preen was slarted in 1942, the basic theory was that all
company advertising would be on radio. and for five or six years
1007% of our budget was n radio,” says Allrich Harrison. president
of A. S, Harrison Co., which manufacture~ P’reen, a floor wax. Cal-
kin= & Holden is the ageney.

“Radio and v together have never had less than 75 of our total
annual advertising budgel.”

Preen is sold as a high-quality floor wax. priced somewhat higher
than competing brands. such as Johnson’s and Beacon. 1t has dis-

-

tribution mainly along the Eastern Seaboard.

Harrison’s vuse of radio has not changed through the years. He
conlinues to nse minule participations in early-morning radio shows.
On tv. ’reen has heen advertised only on one or two metropolitan
stations, and then with balops in 10- and 20-~econd announcements.

“Tv’s a fine medium,” say= Harrison. “but it’s far too expensive
for 1he small advertiser to take advanlage of it. . ."”

Hix first series of v films cost $700. This vear lHarrison paid
$1.700 for one 20-cccond and three 10-second films.

Harrison hesitated for a moment. then grinned. “Tell you some-
thing, thougl,” he confided. 1 certainly like what my competitors
are doing. | watch The Robert Montgomery Playhouse avidly.”

Ite went on 1o discuss the relationship of his advertizing budget
to the distribution of Preen. At the monient, we are not planning
1o push distribution into other areas,” he said. “One reason, of
cour=c. is the fact that we'd be entering a higher freight charge zone
if we expanded.  Anolher reason is our advertising budgel. s
been inereasing slowlv but steadily. {lowever. in opening up new
markets, vou need exira heavy advertising appropriations.  Reshift-
ing our funds at the moment would mean neglecting sales in our
established markels and we don’t wanl to do that.”

Harriron is currently making plans for his fall campaign. “It's
likely that we'll he adding more radio again.”

He buyvs radio on a 39-week basis. taking a brief summer hiatus,
Minimum frequeney is three announcements weekly,

On his desh. Harrizon has a picture of his one grandchild. “That’s
my hobby.” suid he. poinling 1o the baby picture. “Being with the
my hobby.” said he. “being with the little one.™ * ok K

SPONSOR
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Located tmmediately adjacent to our main studios

12,000 additional square feet for € ' ©R telecasting
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“Best darn salesman I've ever seen!”

You know that the salesman who That’s why the sponsors of Two For
t makes the most calls gets the most The Money. Red Skelton and Voice of
orders. That’s why Mt. Washington Firestone hired Mt. Washington TV
‘ TV is the ‘‘Best darn salesman’’ you . . . because Mt. Washington TV does
can buy — 1t makes more calls —reaches make the most calls . .. and at about
more people in Maine, Vermont and half the cost of any other three TV

New Hampshire. stations in the area combined.

' CBS-ABC WMTW Channel 8

‘ Jéhn H. Nerton, Jr., Vice Pres. and General Manager REPRESENTED NA‘I’IO“_ALLY BY HARRINGTON, RIGHTER & PARSONS, inc. |
1 . J
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When the WFAA Early Birds have a birthday, everybody celebrates.
Folks all over the Southwest will join in the week-long
festivities March 28-April 3, when the nation’s oldest live breakfast show
completes its 25th year on the air.
And as a special Silver Anniversary bonus, the Early Birds
have doubled their air time. The 16-person cast of this locally produced show now starts
an hour earlier — at 6 a.m. — to bring the Early Birds’ special brand of
“good morning” to their thousands of loyal fans all over Radio Southwest.
This loyalty creates a warmly receptive atmosphere for
your advertising. Sales messages on the Early Birds reach all members
of the family when they're all together; they sell everything from
food products (Morton's has been a sponsor for 10 years)
to shaving cream (Mennen's, 7 years).
When you advertise on the WFAA Early Birds
you sell to the whole, big profitable WFAA area, because in the
Southwest, the “Birds” belong to everyone.
Ask the Petry man for more information. -

el 50,000 ': <
o e R WATTS fa
WEFAA 5-es y

NBC

Alex Keese. Manager r
Geo. Utley, Commercial Manager 4 'ﬂ
Edward Petry & Co., Inc., Representative 2 f

22 SPONSOR
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- New and renew

1. New on Radio Networks

SPONSOR | AGENCY STATIONS
;\rmal Foundation (Hunt Club Dog| Moser & Cotins, Utica CBS full net
Food), Sherburne, NY | _
Campana Sales, Batavia, III. Wallace Ferry-Hanly; Chi CBS 206
Campana Sales, Batavia, Il Wallace Ferry-Hanly, Chi CBS 205
Campana Sales, Batavia, Il Wallace Ferry-Hanly, Chi CBS 206
Corn Prods Refining, NY C. L. Miller, NY CBS 206
Dodge Div, Chrysier, Det | Grant, Det MBS 510
General Foods, NY YGR, NY CBs 11
Gencral Foods, NY YGR, NY CBS 190
General Foods, NY YGR, NY C8S 206
Thos Leeming & Co, NY (Pacquin, William Esty, NY ABC full net
Hand Cream & Ben-Cay)
Lever Bros (Rinso), NY Ogilvy, Benson & Mather, KNX-CPRN 2]
NY
Mennen, NY KGE, NY Don Lee 45
Paper Mate, Culver City, Calif Foote, Conc & Belding, NBC full net
LA & NY
San Francisco Brewing BBDO, LA ABC 45

2. Renewed on Radio Networks

SPONSOR AGENCY STATIONS
Amer Tobacco, NY SSCGB, NY CcBS 187
Ferry-More Seced, Det MacManus, john & Adams, CBS 204
Det
Kevo, LA (Kevo-ettes) Dean Simmons, LA KNX-CPRN 28
Metropolitan Life, NY YGR, NY CBS 29
Minnesota Mining & Mfg, Det BBDO, Dect CBS 206
Texas Co, NY Kudner, NY KNX-CPRN 30

—

IR
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PROGRAM, time, start, duration

Galen Drake variety show; parti¢: Sat 10-10:30;
10:30-10:45; 19 Mar; 13 wks

Rosemary Clooney Show; Th 9-9:15 pm: 3 Mar;
wks
My Little Margie; co; Sun 8:30-9 pm; 6 Mar; 52
wks N
Tenncssee Ernie Show; power plan purchase seg; g !
F 7:15-7:30 pm; 4 Mar; 52 wks
Arthur Godfrey Time; W, every 4th F 10:30-10:45
am: 23 Feb; 52 wks
Multi Message; M-F 8-8:30 pm; 2 Feb; 8 wks
Galen Drake; Sat 8:55-9 am; 5 Feb; 52 wks
Wendy Warren & the News; (dramatic portion);
T & Th 9-9:15 am; 1 Feb; 9 wks »
Bing Crosby Show; WG&GF 9-9:15 am PST: 2 Feb; =
9 wks
Weekend News:; Sat & Sun on the hour 9 am-11
pm; 19 Feb; 8 wks
The Whistler; ¢o; Sun 7:30-8 pm; 6 Feb; 52 wks
Cliff Engle; alt MWF & T, Th 8-8:15 am PST;
17 Feb; 52 wks ) p
People Are Funny; alt T 8-8:30 pm; S April, - William V.

1955 season
Burgic Music Box;
wks

Sargent (3)

M-F 9-9:30 pm; 14 Feb; 52

PROGRAM, time, start, duration

Douglas Edwards with the News You Need to
Know; partic; W, Th, F 7:55-8:55 pm PST; S
Jan; 52 wks

GCarden GCate; Sat 9:45-10 am & Sun 8:30-8:45
am; 19 Feb; 14 wks

Phil Norman; Sun 3:45-4 pm PST; 6 Feb; 39 wks

Alan )Jackson; M-F 6-6:15 pm; 4 April; 39 wks

Arthur Godfrey Time; M, every 4th F 10:30-10:45
am:; 21 Feb; 52 wks

Texaco Sports Final; M-F 5:30 pm PST: 28 Feb;
52 wks

Tucker
Scott (3)

3. Broadcast Industry Executives

NAME | FORMER AFFILIATION
Bob Adkins ' WIBC, indpls, commi prod
Fred Allen, Jr. KCOK, Tulare, Calif, acct exec

Addison Amor
Robert T. Anderson
Maury Baker
Anthony C. Bartley
Robert Beel
Thomas A. Beemer
Betty Belson
Richard L. Beesemyer
Paul Blair

Jimmy Blair

Edwin R. Borroff
Richard D. Buckley
Edmund Bunker
George C. Castleman
Harvey C. Carter
Tom Cole

Bruce Collier

John Duerkop
Robert W. Dungan
Jay Eliasberg

Saul Flaum

John Donald Foley
Howard Garland
George Goldman
Ernest H. Hall
Elmer Hanson
Dionald W. Harding
Gerald Harris

Tom Hawley

ABC Radio, NY, dir of prog sls
WISE-TV, Asheville, N. C., mgr of supv & oper
MCA-TV, NY, acct exec

KOAT-TV, Albugq, sls dept

Ziv Tv, slsman

KBIG, LA, acctg dept

KHJ-TV, LA, acct exec

Economic Trend Line Studies
Telemprompter, Phila, regl mgr
Westinghousc Radio, gen sls. mgr

Johr Blair, NY, acct exec

KNXT, LA, sls mgr

CBS Spot Sales, NY, sls dev mgr

WMUR & TV, Manchester, N. H., gen mgr
KEY-T, Santa Barb, acct exec

MPTV, sis stf

Natl Film Bd of Canada, Chi, chg of Chi office
KOAT, Albug, sls dept

ABC Radio, NY, dir of res

Internatl News Photos, sls megr

CB8S-Owned Tv Stations Prom Serv, dir
Alpine Film, Hollywd, prod dir

WCAU-TV, Phila, tv prom dir

KNOX, Grand Forks, N. D., gen mgr
Edward Petry, NY, asst mgr of r dept
WCTC, New Brunswick, sls dept

CBS R, NY, acct exec

John E. Hill KTRK-TV, Houston, consuitant & acting prog mgr
Dick Holloway WTRC, Elkhart, [nd, gen megr
Oscar Huff, |r. WTAC, Flint, Mich, prog dir

Paul H. Raymer, NY

John S. Hughes

7 MARCH 1955

In next issue: New and Renewed on Television (Netwcork); Advertising Agency Personnel Changes;

Sponsor Personnel Changes; Station Changes (reps, network affiliation, power increases)

John E

NEW AFFILIATION Hill (3)

WTVN, Col, coordinate commi prod
KONG, Visalia, sls dir

Same, acct exec

WKDA, Nashville, acct exec

Blair-TV, SF, acct exec

CBS TV Film Sls, England

KOB-TV, Albuq, acct exec

NBC Film, NY, Western sls

Same, sls serv mgr

KXNT, LA, acct exe¢

Ziv, Chi, acct exec

Same, NY, asst natl sls mgr

NBC Central Div, r acct exec
WNEW, NY, sls stf

WXIX, Milwaukee, gen mgr

Free & Peters, NY, TV acct excc
WEAN, WP|B, Providence, comml mgr
KFMB. San Diego, prom

Guild Films, sl rep in La, Texas. N. M
Same, Sr US rep

KOB, Albuqg, acct exec

C8S TV, NY. res projects supvr

Res Co of Amer, NY, media dir
CBS-TV Spot Sls, dir of sls prom
KCMC-TV, Texarkana, prog dir

WCAU stations, Phila, asst prom dir
WTOP, Entertainment Prods, Wash, dir
KX)B-TV, Grand Forks, N. D., in chg sls & oper
CBS R Net SlIs, NY, acct exec

Same, sls mgr

WATV, Newark, acct exec

Same, prog mgr

WSBT, South Bend, natl sls mgr
Same, asst mgr
Avery-Knodel, NY, r sls stf

Richard F.
McCarthy (3)

Henry S.
White (3}
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Robert D.
Wood 3}
H. D
Neuwirth
Ralph C.
Powell (3)
George C.

Castleman (3)

Fred E.
Walker (3¢

joscph A

Lenn

3

t3)
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3. Broadcast Industry Executives (continued)

NAME

Andrew P. Jacgzcer
Hewel jones

Robert | Kolb

Burt Lambert

Al Lauber

Con Lawre

joseph A. Lenn
Howard M. Lloyd
Don Mack

Doug Manning
Richard F. McCarthy
William McCormick
Frank W McMahon
Thomas Mecans

Don Miller

Witliam F. Miller
Jack H. Mohler
Graham Moorc
David W. Mosicr
Robert Nashick

H. D. Neuwirth
Gearge A. Nickson
J. Danicl O'Connell
Ted O'Conncll

G. C. Packard

Don Park

Richard A. R. Pinkham
Martin  Poilins
Ralph C. Powcll
Earl Rettig

Duncan Ross
William V. Sargent
Tucker Scott

Selig J. Seligman

I. E. Showerman
Stan Simpson

Seth P, Smith

Don Staley

F. R. Thibodcau
John Charles Thomas
Lamont L. Thompson
Wilham L. Thompson
Harry E. Travis
Douglas C. Trowell
Ken Vandever

Fred E. Walker
Herbert Watson
Jack Wcatherwax

L. S. Weitzman
Dale Wcldon

Mort Werner

Henry S. White

Bob Whitely

W. Clifford Wingrove
Philip |. Wood
Robert D. Wood
Bernard Zcidman

FORMER AFFILIATION

Screen Gems. NY, dir of NY sls
KXOL, Ft. Worth, Texas, sls mgr
WGON-TV, Chi, acct exec

DuMont, NY, acct exec

WFIL, Phila, excc asst

WOR, NY. acct exec

WNEW, NY, asst dir of sls
NBC-TV Film Duv

CHEX. Pcterborough, Ont. mgr
WHLI. Hempstead, sis dir

Clubtime Prods, regl sls mgr
Filmack Studios, vp & Chi dir
CHEX, Peterborough, Ont, comml mgr
Crosley B'casting. Cin. dir of r prom
WOR r-tv, NY. regl sls mgr

NBC r-tv. NY, copy supvr

CBS OGO, dir of prom

CBS R Spot SlIs, NY. acct cxec
WBBM, Chi, sls mgr

WOR. NY, sls exec

KSTP, Minnpls-St. Paul

US Navy

Loew's-MGM, NY. dir of R-TV publ
H-R Reps, NY. acct exec

KBIF, Fresno, mgr

Albany Garage, adv & sls prom mgr
WBBM-TV, Chi, acct cxec

Ravmor, Chi, vp & gen mgr of Chi office
KIEV, Glendale, Calif, acct excc
NBC, vo in chg partic progs

World B'casting, acct exec

NBC, vp in chg of prod & bus affairs

KFEL, Denver, prog mgr

NBC, mgr of bus affairs. tv nct

John Blair, NY, sls dev mgr

ABC, LA, bus coordinator & asst to vp of western div
tv spot sls, st equip. tv film sls

KVVG-TV, Tulare, Calif, mgr

KOCO, Salem, Or, comm! mgr

Wceed, SF

Le Nouvclliste, Trois Rivicres, Canada. nat! adv mgr

CBS TV Spot SIs, Chi. acct exec

MBS, NY, acct exec

WNEM-TV, Bay City, Mich, asst gen mgr
CFPL, London, Canada, sls & prom mgr
KFMJ, Tulsa, acct exec

WTTM, Trenton, dir of pub affairs
Avery-Knodel, NY, acct excc

CJKL, Kirkland Lake, Can, comml| mgr
WABC. NY, adv & prom

KCOK. Tulare, Calif, acct excc
Blaine-Thompson, NY, publ dept
Biow-Beirn-Toigo, NY, r-tv dept megr
KPOJ, Portland, Os. prom dir

CFPL, London, Canada, asst mgr
Stewart-Warner Elec, distr sls mgr

CBS TV Spot Sls, NY, acct exec

MBS, NY. comml opers dept

4. New Agency Appointments

SPONSOR

P. Ballantinec & Sons, Newark
A Brioshci, Fairlawn, NJ

Colver, Ardmore, Okla
D L Clark. Pittsburgh
Hudnut Salcs, NY

Harrict Hubbard Ayer. Milkmaid Div, NY
Minute Maid, Auburndale. Fla

Minute Maid, Snow Crop Div, NY
General Mills, Larro Feed Div. Minn,

A Getleman Brewing, Milwaukee

Gocbel Brewing. Det
Omar, Omaha

PRODUCT (or service)

Beer
Brisochi
Dairy

Anti-Acid

Clark Bar., Coconut Bar & Zag Nut Bar

DuBarry Becauty Preparations
Cosmctics

Orange Juice concentrate
Frozen Foods

Flour

Beer

Beer

Bakcry

Ringling Bros & Barnum & Bailey Circus

S. B. Thomas, LIC
Utica Brewing Co
WBFC. Fremont, Mich.

WBRN, Big Rapids, Mich
Mich

WCEN, Mt Plcasant,
Wince Advisory Board

5.

Allstate Adv moves to 3607 Yoakum, Houston, Texas

Broad-ast Time sales oocns offices
OXtoid 7-1696. Chi- 39 E. La Salle St, STate 2-1405

Pictures of Calif

Hollvwood 38. HO 2-648)

Public Rclations.
1°0 Park Ave, NY 22, PlLaza 3-1370

Benjamin Katz Agency moves to larger quarters, 1820 Spruce

Cascadc

Dine & Kalmus,

St Phila

Bread & Muffins

Fort Schuyler Beer & Ale
radio station
radio station
radio station

in NY: 527 Fifth Ave,

moves to 1027 North Scward.

moves to larger quarters.

Hill 4-7545

NEW AFFILIATION

Prockter Tv Enterprises. NY, vp in chg of sy _-_-1
Same, vp

KBET-TV. Sacramento, sls mgr

MBS. NY. acct excc

Samec O tv stn mgr

Same G tv, regl sls mgr

ZIV, sls stf

MCA-TV Film. field supvr. middle Atlantie stafes
CHEX-TV, mgr

Same. cxce vp

NBC Film, NY, Western sls

Same, hd of NY dept tv sls

CHEX-TV, comml|l mgr

WKRC r-ty, Cin. publ dir

Same, asst sls mgr

MCA TV Film Div. adv &G prom mgr

Same, tv

Same, dir of special presentations

CBS R Spot SIs. NY, acct exece

CBS-TV. NY, dir of sls dev

KSBW-TV, Salinas-Monterey, Calif., sls mzr
WNCT-TV, Greenville, N.C., prom dir
WGBS-TV, Ft. Lauderdale, prom & adv mer
Katz Agency. NY, r sls stf

KAVR, Apple Valley, Calif, comml mgr
WPTR, Albany, dir of prom

CBS TV Spot Sls. NY, acct cxec

KICA, Clovis, N.M., pres & gen mgr
KNXT, LA, acct exee

Same, vp in chg of tv nct progs

WOR-TV, NY, acct cxec

Storer B'casting, Miami, dir of trade rel
Same, vp in chg of tv nct services

Same, acct exec )

Same, dir of tv net bus affairs

Same, acct exec

XABC. LA, acting mgr

WISN. Mil, mgr

KONG. Visalia, gen mgr

KSLM, Salem. Or, acct exec & sports dir
Same, West Coast oper mgr

Canadian Assoc of R-Tv B'casters, sls staf
KAVR. Apple Valley. Calif., exec vp & dir
Same, NY, acct cxec

NBC. Central Div, r acct cxec

KOTV, Tulsa, sls stf

Same. gen mgr

Same, asst mgr

WPTZ. Phila. publ dir

NBC Spot SIs. NY, r acet execc

CHEX, Peterborough, Ont, mgr

ABC, NY, mgr of audicncc prom

KONG, Visalia, acet cxee

ABC Film, NY, asst to adv & prom dir
Screen Gems. NY, dir of adv & prom
KOIN, Portland. Or. natl adv dept

Same, tv, sls & prom mgr

Zenith Radio. Chi. ast to vp in chg of r-tw sl
KNXT, CPTVN. LA sls mgr

Samc. supvr of sls inform

AGENCY

William Esty, NY

David |. Mahoncy, NY
Lowce Runkle. Okla City
SSCGB, NY

Al Paul Lefton, NY
Lester Harrison, NY

). R. Pershall, Chi

Ted Bates. NY

Klau-Van Pictersom-Dunlap, Mil
Hoffman & York. Milw.
Campbell-Ewald. Det
Bozell & Jacobs, Omaha
Monroc Greenthal, NY
David ). Mahoney, NY
Barlow Adv, Syracuse

Hil F. Best, Det

Hil F. Best, Det

Hil F. Best, Det

Roy S. Durstine, SF & NY

New Firms, New Offices, Changes of Address

Paul-Taylor-Phelan Ltd becomes Paul-Phelan Adv
toria St.. Toronto, Canada)

Geoffrecy Wade Adv, Hollywood, beceame scparate corp, Wade
Adv, on Feb 1, 195§

E. Taylor Wertheim Adv movcs to 347 Madison Ave. MUrray

(380 Vic-

Dan White & Astoc changcs name to White & Shuford Adv

El Paso Nat'l Bank Bldg. El Paso. Texas

SPONSOR
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WHO© s iowa’s

FAVORITE RADIO STATION

ror DAYTIME LI

WHO
WMT

KRNT 13.2%

[ P ]

59.2%

WOI _ 12.7%

R 4 Y ARCTORE

wOow _ ~ 10.9%

i . -

KXEL ‘ 7.7%
e 5

KMA 7.5%

BRI LT

KIODA I 7.0%
KGLO | 6.1%
pme S s S

WNAX T 1 59%

The chart is lifted intact from Dr. Forest L. Whan’s

1954 lowa Radio-Television Audience Survey — the seventeenth
annual edition of the Survey which has become recognized
everywhere as the No. I authority on the broadcast

audience in Jowa.

lowa radio listeners’ continuing, overwhelming preference
for WHO is far from a lucky accident. It's the result
of unprecedented investinents in broadcast facilities — in
programs and programming — in Public Service and

in audience promotion.

Whether or not your advertising needs suggest your use

of WHO (or WHO-TV), if you're advertising in lowa, you
should by all means study the 1954 [.R.T.A. Survey.

Write direct for a copy, or ask Free & Peters.

FREE & PETERS, INC., National Representatives

7 MARCH 1955

BUY ALL of IOWA -
Pilus “lowa Plus”=with

Des Moines . . . 50,000 Watis
Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
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By Allah! This program has everything!

The French Foreign Legion! The intriguing and

mysterious desert. Native peoples and animals

and customs. Unprecedented government coop-

eration for highest authenticity.

Add a name star like Buster Crabbe . . . and his

. .,’Yl/g son “Cuffy”, in a role children of all ages will
pertist

| aLL CLd' envy ... and scripts that weave them all into top
d ,UYL TV viewing—and you get a glimmer of the tre-

mendous appeal of this program.

Included in the package is a built-in merchandis
ing program featuring 36,000 free premiums for
every market ordered: trading cards auto-
graphed photos of Buster and Cuffy comic

books.. .. membership cards and certificates. Plus

free posters and special commercials, also free.

[t's all absolutely free—and trouble free, when

§€ /Y >3 LY
C’ll,ll(?n C%ﬁy Cra’bbe you buy the show.

“Captain Gallant” is a show whose performance
in the living room and at the cash register wil
delight every sponsor. For full details and avail-

abilities, call, write or wire—fast!

3
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477 MADISON AVENUE, N.Y.C. - PLAZA 5-2101



AII afternoon long, the highest ratings for programs available to local and
national spot advertisers in Philadelphia are on WPEN.

Here is how the seven PULSE* stations rank from noon to 6:00 PM. Unavailable network
programs are so indicated, and local programs are compared for each quarter hour.

For full minute participations, you can pick your spotsoh . . ............ —l

NETWORK NETWORK NETWORK NETWORK INDEPENDENT INDEPENDEXN! I
B D E F WP H

12:00

1

2:30
2:45
1:00
1:15
1:30
1:45
2:00
2:15
2:30
2:45
3:00
3:15
3:30
3:45
4:00
4:15
4:30
4:45
5:00
5:15
5:30
5:45

950 on the dial w P E N The Station of Personalities

ARSI D L AL LA, L GG REPRESENTED NATIONALLY BY GILL-PERNA, INC.

Current in and Out-of-Home.

. " e —
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by Joe Csida

Networks come of age in program maturity

Perhaps never before in the history of sound or sight-
sound broadeasting have the men who are ruming the major
networks nidicated so complete, praetieal and aggressive an
awareness of their responsibilities to do more than entertain
via programing as is being demonstrated today. Attention
was called to this again recently when NBC president Pat
Weaver issued another of his memorable memos 1o all the
web’s producers. Pat stressed anew that it was the job of
each and every producer to sce that as much enlightenment,
education and cultural eontent be incorporated into as many
shows as pos=ible. He cited numerous examples of how this
has already been aceompliched and insisted that a continuing
and accelerated effort be made in this direetion.

At CBS T am particularly and inereasingly impressed with
the alimost meredibly efleetive manner in which nationally
and intermationally Important news and historieal develop-
ments are presented and coordinated into erystal-elear per-
spective. This 1s done not only within the framework of a
single program or series of programs. but as between seem-
ingly unrelated programs. All the way from You Are There,
on which Walter Cronkhite and other CBS news staffers mag-
nificently clarify significant events of the past. through the
newscasts of eurrent affairs by Doug Edwards, Ron Cochran
and their fellow newsmen. through <pecial shows. notably
those developed by Ed Murrow and Fred Friendly. CBS
achieves a near-mraculous continuity. In the pa<t several
weeks, for example. CBS pre=cnted a -pecial ~how on “The
Fall of Malenkov.” and Murrow came in with a revealing and
mcisive interview with India’s Prime Minister Nehru. whieh
shed light on current news development< unmatched by any-
thing I've read or seen in any other medinm. I truly believe
that the networks in both radio and v are programing with a
sense of maturity and responsibility whieh surpasses anything
previously known, and T think it’s high time they got a little
credit for it.

.X.

¥ *

Artful 1z the word for the way Jaekie Gleason ic earrying
off the reducing pregram we wrote of a few i~sues ago. In
the three wecks he’s been ruming the stunt he’s dropped

(Please turn to page 102)

BIG STATION
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Ask iHollingbery
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WATE 1S Now 100,000 wWATTS -+« FULL POWER! 4

All Eyes Are
On Knoxville

POWER MARKET OF THE SOUTH

Land of TVA power and Atomic Energy power, ¥
Knoxville is fast becoming most famous for the tre-
mendous buying power of her people.

Look at the figures : nationally, Knoxville is one of

our 60 largest markets ... and is growing rapidly.
Within the State of Tennessee and the area, Knoxville
ranks first, percentage-wise in: (1) number of married
couples living in their own household, (2) largest num-
ber of persons per household, (3) lowest median age of
population, (4) largest number of industrially employed.

Blanketing this 42-county Knoxville Market is
WATE-TV, only VHF station in the area. It's the
eyes and ears of sales-minded advertisers who keep
consumer buying at record highs. There could be
new opportunity here for you. Let us tell you the full
story—today!

ﬁKNOXVlI.I.E

TV

100,000 WATTYS

o . \
POWER MARKET OF THE SOUTH)

AFFILIATED WITH NBC AND ABC + NETWORK COLOR |
REPRESENTED NATIONALLY BY: AVERY-KNODEL, INC.
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ADOLPH TOIGO, president of Lennen
& Newell, followed older cousin John
to Chicago from coal mines of home-
town Benld, I, got first agency job
where John worked. A researcher by
background Adolph has been in tv
“from the time when $500 a week
could put a client into the new mc-
dium.’"  Today his agency has 57%
of biltings in radioc and television

10160

Comnsins, ex-coal miners,

they rose simultaneously to

key posts at competing agencies:

Lennen & Newell, Biow-Beirn-Toigo

by Evelyn Konrad

lf a soap opera told about two boys from an immigrant Ttalian
family who leave a small coal-mining town in the Middle West to
eventually become key executives in major Madison Avenue agencies,
its writer would have some respect for the laws of chance. He
wouldn’t have them both rise to their posts simultaneously. But in
reality, cousins John and Adelph Toigo, hoth from Benld, Ill., both
of whom worked in the coal mines as teenagers, took on new posts of
prominence in competing agencies only one month apart.

John Toigo was named executive vice president and a partner in
Biow-Beirn-Toigo last November. Adalph Toigo became president
of Lennen & Newell one month later after the death of H. W. Newell.

Both agencies have major stakes in radio and tv advertising; both
have over half their billings in air media. It is because of the
importance of the two agencies in air advertising that sPoNsor
presents this two-part closeup on the two Toigos.

There are. in fact, six members of the Toigo-Rigotti family who
are in or of the advertising business. Says John Toigo:

“When my family heard that I was making 340 a week in adver-
tising back in the Twenties, there was a mass exodus from Benld
and four younger cousins followed me to Chicago.”

JOHN TOIGO, executive v.p. of Biow-
Beirn-Toigo, is the man who changed
Pepsi-Cola’s famous jingle campaign-
ing so as to focus on modern young
housewives. OIld approach had sought
mass listenership, readership rather
than focussing on market which to
John Toigo is ultimate objective. Biow-
Beirn-Toigo, like LGN, is in top 20
air agencies, with 699% billings on air




HE'S FROM THE SOIL, savs Milton Biow about John Toigo.

John, as freshman below,

was first from Benld to go to
college. Lew years later, Adolph
followed him to Chicago University

(Below pictures of young John; next issue, pictures of young Adolph)

Both Toigos

worked in coal mines as boys
to pay way through school.
John (above) at 18,

takes lunchk break

I’ no exaggeration to sav that the
Toigo saga cels some precedents for
Madi~on Avenue. For one thing, the
two cousins are in policy-making posts
al lwo compeling top agencies —coms-
parable to having another TFairless
heading up Republic Steel. Not only
are Biow-Beirn-Toigo and Lemnen &
Newell competitive becanse both are
major advertising agencies, but the two
service direetly competitive accounts.
MVost  prominent  among  heavy  air
spenders:  Biow-Beirn-Toigo’s  Philip
Morris and tLennen & Newell's Old
Gold. Both agencies also have big air-
~pending beer accounts: Biow-Beirn-
toigo’s Jacob Ruppert breweries and
Lenmien & \ewell’s Jos. Schlitz Brew-
ing Co,

There are other points of similarity
between the agencies.

Both rank among top 20 radio-tv
agencis (SPoNsoRr 13 December 1951):

John Toigo

has complete workshop
at home, does shelfing
and fancier woodwork
for his Sayerille

home on weeliends aqud
in spare time

‘“At the Indian Dunes

trying to be an author,” that's how

John Toigo captions Bohemian shot
of himself taken back in 1921

Turning point:
If John hadn’t
into a fight wii
freight car” in
he might be an
or physics prof

Biow-Beirn-Toigo billed at the rate of
S48 milhion in 1954, with 69% of total
Lillings in the air media—827.8 mil-
ion in tv. $5.6 million in radio. Len-
nen & Newell had $35 million i over- {
all 1954 billings. 57% of total in air
media; its 19534 tv billings were $16
million, radio billings, $4 millon.

Both agencies showed substantial in-
creazes in air hillings during 1954,
In the case of Biow-Beirn-Toigo. the
7% increase in radio-tv billings re-
flected  heavy spending by Bulova
Watch Co.. Phillip Morris. American
Home Productz” Whitehall Division
and P&G. Lennen & Newell's 1954 air
bilthing< were fattened by §2 million
additional v spendings< by Colgate,
Schlitz and Emerson hrug.

lowever, the vears when John and
Adolph rose were vears with their !
~hare of troubles for the two agencies. I
Both Biow and Lennen & Newell lost !
accounts, In both instances. 1935 air
billings may be aflected. Biow-Beirn-
Toigo's biggest lo=, the Bulova Watch :
Co.. which accounted for some 85 mil-
lion in air media. was offset somewhat
by aeqnisition of the lighter spending
Benrus Wateh Co. Lennen & Newell
also recently resigned a heavy air me-
dia account, Lehn & Fink. sponsors of
The Ray Bolger Show, ABC TV. aud
advertisers to the tune of some &3 mil-
hom,  Thus both Toigos face chal-

SPONSOR
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John’s the creative man: Adolph rose through rescarch

| [

JOIN: Jle 2ot into advertising partly becanse “I thought I ¢
write,” partly because he was offered an ageney job {(no pay).

b_l‘ Marion Wilson Toigo Since then he’s been creative head in « Chicago agency, then
qmed in California in 1923, now live in fitling station owner in Dalton back in 1931, copywriter at McCann-
ind home, have two grown sons, a daughter Erickson, v.p. at D’Arcy, and since November 1954, executive v.p.

at Biow-Beirn-Toigo. Throughout his advertising career, he’s thought it
important for key agency personnel to stay in touch with consumers,
retailers, producers to give cach campaign focus. He sums up advertising
this way: “Sales are motivated by ideas. And, a good advertising
idca must have distillation, focus—and no foolishness.”

$9C0 00000 5C00000R0CIWNV00DVOPECO0E0O000300000000005000000

ADOLPH: At 16 he graduated from mule driver in the coal inines
to full-fledged miner; moved on to Chicago at 20. A former college
football star, he occasionally sprinkles his conversation 1with sport terms.
After a short stint at John Il. Dunham, where John worked, Adolph
became co-owner of the Dalton fitling s:ation. In 1932 he
joined Benton & Bouwles, wchere he staved for fire years heading
research. At Geyer, Newell & Ganger from 1937 to 1942, he got
into planning, subscquently joined Wm. Esty Co. as v.p. of analysis
and plants. Adolplh came to Lennen & Newell in 1952, became
president in December 1954 upon death of 1. ", Newell.

lenges as their respective agencies seek
to recoup; Biow’s is the greater prob-
lem with total billings loss at an esti-
mated $18 million. (L&N has just
picked up the 84 million American
Airlines account.)

Tackling problems is no novelty for
either of the two Toigos.

John Toigo came into the Biow Co.
back in 1951. to head up creative ac-
tivity. He took on trouble air account,
Pepsi-Cola, to show how his theories
work in practice. Within a year, he'd
put the soft drink back into the rink.
and it’s been chalking up sales in-

i

L —

creases ever since. lle’s the man who
moderuized Pepsi’s famous jingle. o sl 2
John Toigo is currently working on : T
another problem sponsor, Philip Mor-
ris. This cigarette account has suf-
fered sales setbacks despite the fact "
that it sponsors the high-rated Lucy. »
Adolph Toigo had been at two agen-
cies in a planning capacity before com-
ing into Lennen & Newell in 1952 as
executive v.p. and general mmanager. A
researcher by background. Adolph 7 _ . - /
considers himself among the “most tv-
minded of research men.” 1t’s not  Adolph Toigo (far left) discusses campaign plans for each account with top
strange, therefore, that some Lemmen & management personnel. Gathered in his office (left to right above) are Walter
Newell accounts have 70% of their
total advertising budget in tv.
“H vou want to see the trend in
media emphasis,” he told sroxsor, rough at the top and within departments on «ll plans. Quarterback of each

Swertfager, senior vice president and account supervisor; Jack Spires, treas-

urer: Tom Butcher, exccutive vice president. As Toigo puts it, “We cross-

) L7 . . .
(Please turn to page 117) account is the management account supervisor and his own account tearn.”

7 MARCH 1955 33



N\
O\
\\ . T
!\—-\__‘ Ny P

,,

=7
= ; 7

[ 4
,‘ N

~ ®mtan
-,
T s i e

o Y

WAN

Overloaded: Merchandising men at many radio stations say they often find themselves in predicament

illustrated above.

Reason: agencies, clients often step up their demands for such merchandising aids

as mailings, store checks, on-the-air plugs, displays, car cards in return for radio schedule

Radio merchandising: do vou

A" erchandising by radio stations
continues to be an industry Dattle-
ground:

e Sellers: The majority of stations
and reps today voice a common gripe:
Advertisers, they say. are demanding
too much in the way of “extra™ mer-
chandising frills, often using spot ra-
dio coutracts as a club.

o Buvers: A\ number  of
agencics and  clientz admit stations
have heen pushed by competitive pres-
sures into  making
promises that ame often more than
can be reasonably fulfilled. Bat. Ihuy-
ers add. agencies can’t be blamed for
wanting

growing

merchandising

what they've been promised.

34

by Charles Sinclair

e In general: The wmerchandising
problem is widespread. A recent K&E
study, reported on these pages. shows
that more than six out of every 10 U.S.
radio stations offer some form of mer-
chandising aids today. All must decide
how much to give whom.

The trend toward more merchandis-
ing by radio stations grows out of the
medinm’s sales  problems.
W hile been turning

with increasing interest to radio. cli-

g('“(‘l'ﬂl
agencies  have
ent fervor lags behind with continuing
dealer tv enthusiasm a big factor. Mer-
chandising is used to bridge the gap.
Agencies sell it to elients as a plux
Many stations add it because they find

it difhicult to stick to their guns and
sell radio on straight advertising val-
ues.  Perhaps the ultimate solution.
it's generally agreed, will come when
clients are again fullv sold on radio’s
more tradittonal media values.

The nearest thing to a signpost
pointing the way out of the tangle of
claims and eounter-claims in the ra-
dio field is the 4 A’ code of agency-
broadcaster practices. 1t states that
ageneies “may aceept” merchandising
by radio stations, hut shouldn’t ask
for services “in excess” of what's con-
sidered “proper.”

But the 4 A's code. so far, isnl
solving the main hassles between buy-

SPONSOR
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PER CENT PER CENT OF PER CENT OF PER CENT OF
K& SURVEY OF MERCHANDISING BY — o rne SMecniNe BEFLHING
STATIONS SERVICE FOR SERVICE FOR SERVICE
RADIO .STATIONS SHOWS MOST JrHrAEIR m::ffﬁm" NWE::VCOHRKBOATP:‘D cuATn‘::AcTw:
SOME PURCHASE OF LucaL ADVERTISER
DO SOME MERCHANDISING SERVICES AIR TIME IS AOVERTISERS FOHR THIS
(1.6372 REQUIREOD ARE €LIGIBLE SERVI
Trade calls
SOLICIT AND OR PLACE DISPLAYS A4, 789, 9, EYA
STORE CIHECKS a1 10 71 "
SOLICIT TIE-IN ADVERTISING 82 36 76 6
Trade mailings
LETTER 87 sl rgss 21
POST CARD 71 a3 73 23
BROADSIDE 32 sl 7-1 33
VERCHANDISING BULLETIN 38 59 | 79 i)
Advertising support
NEWSPAPER TUNE-IN ADS 73 -1 71 17
LOBBY WINDOWS 41 441 72 tH
BILLBOARDS 13 a4 638 235
CAR CARDS ! 21 >4 63 20
STORE DISPLAYS 39 a2 70 15
On=-the-air support
GIVE-AWAY PRIZES 62 40 74 3
PRODUCT MENTIONS 62 37 75 4
TUNE-AN ANNOUNCEMENTS 91 35 9 3
CLIENT PARTICIPATION IN SPECIAL
PROGRAM 36 27 72 12
Other support
AID CLIENT REPRESENTATIVE IN
PRODUCT DISTRIBUTION _ 381 28 74 3
MERCHANDISING PLAN OFFERING
PREFERRED DISPLAYS - . 26 30 67 >

SOURCE: K&E Survey fall 1954,

uch?

ers and sellers in defining what the
“proper” amount of merchandising
really should be,

SPONSOR interviewed a large num-
ber of agencymen. stations and reps in
order to reflect the various views held
in the multi-faceted merchandising
problem. Here, in more detail. is what
SPONSOR found:

The seller’s viewpoint: A\ typical
rep opinion of the merchandising mud-
die was offered by a veteran sales exce-
utive of one of the network-owned sta-
tion rep firms, who said:

“Radio merchandising requests to-
day have gone too far for the 4 A’s

7 MARCH 1955

Breakdown above covers statlons who said they do merchandislng.

code to solve things. Whenever a ma-
jor agency buys spot radio today, they
almost imnediately put the heat on us
for ‘extra’ merchandising.”

Among station men, the griping is
just as pointed. Said the assistant
general manager of a leading radio-ty
outlet in Wisconsin:

“We feel that in many instances de-
mands for merchandising far exceed
a reasonable request on the part of the
agency.”

Many stations—as much as one out

For suggested solutions to the mer-
chandising problem see page 116

Buyers and sellers are disturbed because stations

are squeezed so much promises often can’t he kept

of every four, according to K&E—try
to protect themselyes by setting up min-
imum expenditures in return for mer-
chandising support, or else will ask
clients to pay extra for merchandising.
But this doesn’t rid the problem.

The station manager of a big Penn-
sylvania outlet. hopping mad. cited
to SPONSOR a portion of the recent
“Radio-Tv Buying Guide” prepared by
N. W. Ayer for use by the 300 fran-
chised bottlers of Hires Root Beer.
He was particularly enraged by the
guide’s answer to a headline reading
Should Merchandising Be Consid-
ered? 'the answer:

(Please turn to page 113)
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ESSO'S (ips on (v news

One of nation’s largest news sponsors. Esso has

carcefully worked out techniques for getting most

frrom news. [ts best advice: Cover the local seene

I <o Standard 0il Co. is probably
the nation’s largest user of spot tele-
vision news programs. Certainly it's
ene of the imost experienced. Eszo was
experimenting with televised news pro-
grams 15 years ago. belore commer-
cial television was even authorized.
Before today ends, Lsxo will have
sponsored 22 tv-newscasts of Your Es-
so Reporter (ranging from five to 15
minutes) over 22 stations, plus weather
reports on two other stations. This
nmonth Es<o’s televised news will reach
a cumulative audience of about 5.933,-
000 families. To reach these millions
via \‘i(l(*(), ESS() \\‘i“ S])(‘n(l a SPONSOR-

Reporter at work: John Wingate (1), “Reporter” at WRCA-
TV, New York. checks wih writer Ld Gough on local news story

36

estimated $1.25 million this year—but
break that down, and you come to a
cost-per-1.000 of under $5 per news
program.

The Reporter, in its present fonnal.
was first aired over five stations on 3
March 1952, (How Esso picks its tv
markets and stations [or the Reporter
will be described later in this story.)

Because lisso’s experience with tele-
vision news could provide a guide 1o
other sponsors interested in this type
of program, spPoONsOR visited Essco’s
agencv. Marschalk & Pratt Division of
McCann-Erickson. to find out what
Fsso has learned about television news.

Filmed commercials usually are used.

(The program’s J-week cumulative
rating is 53.-1. In a [our week period
the average home sees 4.6 episodes.)

At the agency., Curt A. Peterson—
who has handled Fsso’s air advertising
since 1935-—is viee president and ra.
dio-television director. Credit [or Fs-
~0’s commercials, says Pelerson, goes
to Gordon Page, radio-tv copy chief—
“\ really creative man.” =avs Peter-
son. Recommendations as to which
markets and stations Esso should use,
plns other marketing and audience sta-
tistics. are the res<ponsibility of Eugene
J. Cogan, M&P media director.

Esso is unique among spot advertis-
ers beeause of the close laison main-
tained between elient and each of the
stations by Marschalk & Pratt.

Before a newly signed tv station airs
s first Esso newscast, Curt Peterson
and Tom Brown, who is the official
liaison between the stations and the
agency. visit the new outlet. Usually
they hold a conference with the station
manager. commercial manager, pro-
gram director. news director and. of
course. the men who will have charge
of Your Esso Reporter at the particu-
lar station.

At the start of the conference, Peter-

3
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With spot
can pr { -freeze in Bost 1 oil ducts 1
promote anti-freeze in Boston and oil products in



¢'o Europe, Near Last, by Brandon Chase, WDSU-TT ,
t's, “Reporter.”

son pulls from his briefcase a 25-page
spiral-bound book. Although mimeo-
graphed, the book has glossy pictures
and other illustrative material tipped
in. The book contains instructions and
suggestions for presentation of the Re-
porter and it resembles the book Mar-
schalk & Pratt gives te radio stations
which air the radio editions of Your
Esso Reporter (see “lisso: 19 vears of
radio news,” SPONSOR, 7
1955, page 31).

The first thing Peterson does is to
read the entrie hook to the conferees,
word for word. Wlhen he’s finished
reading it. he asks if there are any
questions. One day a station manager
producect two sheets of paper on which

I'ebruary

were typewritten questions. ‘1l eas
going to ask all theze questions,” the

manager said.
swered them.”

“But you’ve just an-

The book covers the hasic elements
of an Esso Reporter telecast such as
format and the question of editorializ-
ing.  But it also includes smaller
points that possibly a station, however
well intentioned. might overlook if it
wern’t specifically spelled out. For in-
stance. Esso makes it quite plain that

( Please turn to page 109)
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8 TIPS ON HOW TO PRESENT TV NEWS

Most basic element is pictures. Stations ontside New York face problem
21-lisur-old film, but Esso <ay< n-e it anyway with latest news available re
over film by “Reporter.” Some 15-minute programs contain 10 film stories

ldentifieation with local areas is o

Company likes motion picture footaze of major loc
I )

tend~ to frown upon use of still pictures to exclusion of filn

Stress loeal eommunity news, says lisso,
reason firm uses spol.
happenings,

When pictures by themsclves tell a story, Esro suggests that “Reporter” keep
his month shat. Firm says to avoid use of terms like “This is a picture of,”
which serve to accentuate any miscueing if the pieturc is late in coming up

Whethier or net “Esso Reporter” himself at a station was newsman or not
before heing seleeted for program is not important. What Esso sceks are
“Reporter~” with experience, authority for conviction— but relaxed, easy-going

To establi~h family nlanonslup between “Esso Reporter” programs in each
city, Es<o supplies identieal identification signs for desk and special Esso
calendars for baekground. Es-o even tells what color 1o paint the backdrops

Report hard news only, Esso tells stations. Firm points out lhat while spon.
sor and station both know Isso has nothing to do with news selection or edit-
ing, tv audicnce doesn’t. 1t insists stations rcefrain from any editorializing

I

The best show, Esso points out, is the onc with the latest news. It recom-
mends that programs e kept as flexible as possible to allow inclusion of late-
breaking news flashes or arrival of good film footage. Plan well-rounded show

1
2
3
4
5
6
|
8

is one way in which station promotes show

Musical background to news film must be chosen with care. To help stations,
Esso supplies them with list of music which goes well with different types ot
stories. Esso would rather have no music at all than the wrong music

New There's different ''Reporter”’

Burt Peterson,

iSO -

B REPORY-
l ITER o

1. 2. 3. 4.

Harry Gianaris, WCSC, Charleston
Don Richards, WTOP-TV, Washington
Doug Mayes, WBTV, Chariotte

. Taylor Grant, WPTZ, Philadelphia

W N~

on each Esso station,

but identical formats, sets, maintain uniformity

Before newly-signed station carries first Reporter shouw,
Marschalk: & Pratt v.p., conducts work-

shop session with staf] then ouwtlines program format

37



FIRST

product, napkin,
was built by radio
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How spot made Hudson No. I napki

Paper firm puts record SHA00.000 into air media to proteet

10,

’n less than a decade extensive use
of radio and tv have built the Hudson
Paper Corp. of New York into the
giant of the paper napkin business,
Sinee 1940, the company’s share of
the market has~ quadrupled. now stand-
at aboat 1096,

So firm a foothold has been ob-
tained in the consumer field via its
napkins, that Hudson has launched an
entire line of paper items. beginning
with its major new entry. Satin Finish
Napkins. Now being extensively tested

38

m New York, Saun Finish will soon
be heavily promoted in other markets.

Optimiztic previews of futnre growth
have prompted a $15.000.000 invest-
ment in Florida plant facilities aimed
at ulumate national distribution and
doubled capacity. Last year. sSPoasor
estimates, Hndson did about $15.000.-
000 in napkins alone.

00O OO

case history
W

market share and launceh new line of consumer produets

The company gives radio and v
much of the eredit, points to the 80«
recall of its famous jingle micovered
l)_\ a4 recent ¢onsumer survey il con-
ducted as evidence of eflectiveness.
“We regard radio and tv as the essen-
tial tools for building brand aware-
ness and unsage, for winning a large
share of sales.” states ad manager M.
S. Lewis.

Of this fizcal year’s estimated $1,-
100.000 air budget. about 70°¢ i allo-
cated for tv. 3077 for radio. Next year

SPONSOR




the tv budget alone may exceed §l.-
000,000, as a market-by-market ad
intensification develops,

All of this monev is earmarked for
spot. Though Hudson has used net-
work tv—in 1950-51. CBS Bride and
Groom was its vehicle—since 1952 it
has preferred spot for the folowing
reasons:

1. Hudson’s distribution covers
more than hall the United States. lts
Western line runs south from the Min-
nesota-Canada border to the Gull.
Spot broadcasting is the most feasible
way of covering this huge, but non-
national territory, the company feels.

2. Spot radio-tv deliver lowest cost-
per-1,000 of all media, Hudson has
found. Through an announeement
schedule it is possible to achieve total
market coverage more eflicienth and
effectively than in any other way, says
Lewis.

Hudzon concentrates on major ur-
han markets, ntilizes 35 tv stations in
34 metropolitan markets, 24 radio sta-
tions in 22 markets.

How to make paper uapkin socially aeceptable
is basic Hudson problem. Commercials highlight pattern and appear-

Ad manager M. S. Lewis
seeks total coverage,
; regards spot radio and
vy = 7 tv as Lest for reaching

Y W gmaximum audience at
S lowest  cost-per-1,000

Air approach: Iy is the basic medi-
um, supported heavily by radio. News-
papers are bought mainly for special
promotions.

Tv offers the company the following
aside from broad coverage:

1. Package identification. This ts
of paramount importance, according
to Lewis, for the consumer still does
not look for specific brands of napkins
by and large. Tv drives home the
package image. which. it is hoped. will
remain with the viewer as a subeon-
scious memory that is awakened when
she secs the package in the store.

2. Demonstration of the product in
use at a well set table.

In a redesign. which ha~ receml
been completed. an importa <id
eration was the appearance of 1l
package before the television camera
(See "Should vou redezign vour pacl
age for color tv?” sponsor, 21 Ieb-
ruary, 1955.)

On both radio and tv. the short 10-
and  20-second announcements have
been the most nnportant. Reason is
the simplicity of the commercial mes-
sage for the standard napkin. which
simply stressed quality and economy.
The company felt it would be wasteful,
and possibly harmful. to overload the
listener with repetitious verbiage.

With the introduction of the Satin
Finish Napkin and the paper goods
line, the copy story has grown. and
along with it a tendency to use a
longer time period. In the future. there
may be more one-minute annouuce-
ments, an increase in participations.

(Please turn to page 104)

cording during filming are Sanford Levy of Biow, Jim Rose of Vidicam,
and Mavis Mims, Charles Boland, Jessica Maxwell, Richard Holland.

ance of Satin Finish, suggest use propriety through attractive settings. Below left, Boland and Rose are checking two product boxes,

Company likes film because napkins show up well. Listening to re-

7 MARCH 1955

Film closeup of napkin also used during live commercials on "Tonight"
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Blow-hy-blow story
ol & (eleviston test

Where will sales be after six months of television

PART THREE

OF A 6.-MONTH
ARTICLE SERIES

Burnham & Morrill switches commerceial strategy. will emphasize selling

via housewife testimonials to sharpen tesi campaign’s impact

[OREE

RD WEEK OF B&M 26-WEEK TV TEST

This is the weel-by-week inside report of
what happens to a previously unadrertised
product iu a weak wmarket when only oue

medium is used to stirnulate sales

Problem: A jobber reports Puritan, rival
brand of oven-baked beans, 1s selling almost
as well as B& One reason: tv campaign for
B&M may be tending to put over idea of
oven-baked beans in general rather than B&MN
specifically.  Puritan bean pot bears close
resemblance to B&AM package. making con-
sumer confusion a big danger.

Results: Said one woman at checlout coun-
ter of Red Owl, big chain in area: “I just got
a tv set this week and this is the first prod-
uct I've ever bought because of television.”

Commercials: | eteran personality, Capt.
Hal, will do most commercials in testimonial
style. Station staff is gathering quotes.

Liaison: WBAY-TI" is flying tapes of v
commercials to B&V in Portland, Maine, to
keep ad manager on top of selling approach.

oo poprr R S TR " Y R D TP R

For the first time in television and trade paper history,
SPONSOR Is able to report the results of a tv test campaign
as they happen. sroxsorR recenitly revealed that the
Barnham & Morrill Co. had just lannched a campaign
using tv only 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 had never achieved high popularity.

This is sPONsOR's second major series on media. The
first was sPoNsoRr’s two-vear All-Media Evalration Stady
(recently published in book form). The All-Media Stud)
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.

*® 3 *

cee W’ ., . . s
ou’re =elling the competitor’s heans as well as vour

own.” Thal’s the way one jobber in Green Day. Wis,,
summed up his initial reactions to the Burnham & Morrill
Co. test campaign aflter the first three weeks of television,
He reported sales of B&M beans had jumped. but that
rival Puritan beans were moving faster as well. One
reason: the Puritan hean pot resembles the B&M packag-
ing. making consumer confusion a definite danger.

Though the one broker’s observations were far {rom
conclusive. they were among the factors cueing a switeh
in D&M commercial strategy.

Initially eommerecials were rotated among six personali-
ties at WBAY-TV, Green Bay. Iach sold in his own style.
Now one of the station’s personalities has heen ehosen to
do most of the selling—and he’ll use a testimonial ap-
proach designed to hammer home identification of B&M
as the oven-baked beans. The personality’s name: Capt.
1al O’lalloran.

BV and its ageney, BBDO. Boston, gave WBAY-

TV free rein in the sales approach. althougl maintaining

SPONSOR
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a close check on the copy platform. (Tapes of audio used
in commercials were flown from Green Bay to B&M’s
Portland. Maine, headquarters to keep ad manager W. G.
Northgraves in touch with selling techniques.)

Capt. 1lal was chosen to do most of the air selling after
a conference among WBAY-TV personalities.  Station
manager Havdn R. Evans called a lnncheon mecting of
the six performers doing B&M commercials. aired the
tapes of their sales messages. The consensus: Capt. Hal
was the best beanman on the station. llis approach: per-
sonal endorsement pluz a form of testimonial based on
quoting Mrs. Capt. Hal (also a WBAY-TV performer who
helps the Captain read the funnies to the area’s Kids on
Sunday morning).

Capt. Hal. who was a top personality for many years on
WLS, Chicago, and NBC, runs an amateur talent show.
5:30-6:00 p.m. He does the B&M commercial in the clos-
ing minute of the show, saying: “Kidx. ask your mother
lo come over here to the television set now.”

In four cities of the area now, WBAY-TV staflers are
out building a file of testimonials for Capt. llal to use.
The technique: Staffers call on a well known housewife, a
“thought leader,” leaving two cans of B&M oven-baked

TEST IN A NUT-SHELL

PRODUCTS: D&M heans and brown b
AGENCY: BIIIDO, e

MARKET: 100

MEDIA USED:

PAST ADVERTISING n L\rea
SUCCESS YARDSTICK:

BUDGET: $§12,500

DURATION: six montl

SCHEDULE: i1

beans. Two days later they return to get reactions to the

product. permission to quote. Capt. Hal will visit kitchens

of some of the women for on-the-spot film commercials
1t’s not possible as vet to gauge how eflective the sta-

tion’s six personalities proved during the first three weeks

of the tv test. Figures showing wholesale movement of

the B&M beans were available through 15 February at

(Article continues next page)

........

Total '55 sales 599, higher than 54 through mid-February

1954

5000
4500

4000

3500

3000

2500

2000

30 Jan. 15 Feb.

CANS

Bars above represent cumulative sales by number
of cans for all B&M test products (1o sizes of
beans, one size brown bread.) Sales are at the
wholesale level, reflecting movement of goods to
the grocery trade. Tv test began 24 January so
that by latest date covered above (15 February)

7 MARCH 1955

1955

5000
4500

4000
3500
3000
2500
2000
1500

1000

500

CANS

tv commercials had been on air for only three
weeks. While 30 January 1935 shows big jump
over 1934, gatn betwceen end of January 55 and
mid-February ’535 iwas smaller than previous
year’s. For analysis of why see chart next page
comparing first half February sales in 55 with “34.

41



SPONSOR'~ presstime. But the wholesale figures lag con.
siderably behind actual consumer demand.  said W. G.
Northgraves: It won't be till the end of February before
we can begin to judge what the consumer reaction to tele-
vision ha~ been.”

Marvin W,
broker in the territory, Otto L.
this on-the-scene report:

“We have heard all tvpes of reports. hoth from the re-
tailer and the wholesalers, with all of them reporting in-
creased sales but nothing phenomenal to date. They all
feel the campaign ix just now beginning to build mowmen-
tum and the large increases in retail movement are yet to
come. Our retail salesman, Mr. Alden Neville, who lives
in Green Bay, tells us that he had gone in several small
stores where B&V Leanx have been sold out because of
more than usual demand. A< more and more grocers
begin to realize the power of this tv ('ampawn t]w more
lh(*\ Il tie in with in-store merchandizing.

While sales at the wholesale level were up ~harp1\ dur-
ing the month of January. as the trade stocked up in ad-
vance of the tv campaign. sales for the first of February
1955 were below those of 1951 in most of the test cities.
It was apparent that jobbers. already heavily stocked in
January.
ordering (=ec chart below).

Total =ales of all B&V products under test are 5977
ahiead of 1951 (in cans sold), despite the Februnary lull.

The BEM produets being tested arve: a 27-ounce size of

the advertising manager of B&M's
Kuehn Co., gave 3PONsSOR

Bower.

were awaiting orders from grocers before re-

at 25¢; the camned brown bread at 17¢,

B8V hean- are of the brick oven-baked New England
variety. They cost more than any other bean sold in the
area-—le more a can in some cases than chiel compelitor
Puritan.

Toﬂelhcr B&M and Puritan account for at most 4, &
the arca’s bean sales. dividing the market for oven-ligked
beans about 50-50. That’s tho crux of the problem tele
vision has been called upon to solve. B&M wants tin see
whether the addition of television to a low-volume markt
can substantially increase sales and distribution. The 1ey
is “pure”- free of confusing factors- to the extent tha
B&M has never advertised in the area substantially befire.
If sales spiral. it's tv alone that can claim the credit.

It's apparent. however. that television 1z battling more
than consumer inertia in the campaign. "uritan has a cou-
poning operation which 1= a strong salex pressure to luck.
Grocers are being given valuable electrical appliances for
quantity stocking of Puritan beans. Moreover there’s the
strong resemblance of the P'uritan bean pot to B&M's
packaging.

It’s to uvercome these obstacles that commercial stratem
has been revamped to pinpoint consumer reaction to &M,
Capt. Hal. following careful instructions from B&M's
Northgraves and BBDO. Boston’s Ralph A. Woodfall
ta e). stresses the “orange and Dblue label with the lig

(Please turn to page 120)

Next issue SPONSOR will report sales for second

beans, generallv retailing at 33e: the 18-ounce Dbean can half February 1933 cowmpared with last year
Sales of two sizes of B&M beans and one size 1-15 FEB. 1954 I-15 FEB, I?ES‘
of brown bread at the wholesale level —m—Ar— —— —
(by dozens of cans) I8 0z 27 01 Bread 1Bor 27 o2 Bmad

HOW FIRST AREA A (50-mile radius of Greeu Bay)

e } I. Manitowoe, Wis. 50 25 0 ' ] 0 a0
ITALF FEBRUARY ’ . 3
L L DI i 2. Oshkosh, Wis. 50 10 0 0 0 0
SALES COMPARE 3. Appleton. Wis. 100 %) 70 ah iz ] 20

1. Gillett., Wis. 100 70 0 0 { |
WITH 1954 3. Green Bay, Wis. 160 60 20 A 0
6. Menominee, Mich. 0 020
With exeepri f
I erception of o Totals A 510 230 90 50 75 70
cities in test Area I3, :
wholesale sales of
B&M products are AREA B (56-100 wile radins of Green Bay)

h helow those of - . .

much "_ o '_"' ‘l_" 7. Fond Du Lace. Wis. 0 0 0 A on i
i previets ‘"‘;: o 8. Stevens Point, Wis. 040 0 0 0 )
- l'm e T“”l ’l "; 9. Wausau, Wis. 50 00 0 0 0
‘ m":“'l m‘l‘ “dl‘ 10. Norway. Mich. 0 0 20 150 300 30
SSRGS Il1. Sheboygan., Wis. 20 25 0 0 0 0
during Jauuary in > e . o g, re . :
I Wisconsin Rapids, Wis. 30 10 0 0 0 0
anticipation of 1v test
aad ' 100 carly as -
Totals B 170 35 20 180 320 30
vet for consumer de-
H 1o be feh
e to e ol Total A & B G680 305 110 230 395 100
wholesale level,
TOTAL ALL PRODUCTS 1.095 dozen cans 725 dozen cans
tTclovislon campalgn began 21 January, 55
42 SPONSOR
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Here’s new facets on rapidly-changing air
picture during hot months. Included are

‘53 outlook, °34 review, basie research

Produced by Alfred 1. Jatfe

Nelling
o Nectton: 199
|

RADIO:

Sunnuer andience slump disappearing

Highlight of radio section in sPoNsOR’s seventh
Summer Selling Issue are figures showing that gap
between winter and summner audiences are being
abolished as result of tv. Nielsen figures show
that in latter part of listening day. summer
andiences are higher than winter in tv homes.
Section explains changes in radio network rates,
highlights trends in both netwcork and spot, discusses
the latest developments in baseball page 14

TELEVISION:

G wmillion more homes this July

Video section reviews growth of television homes since
last summer, projects an additional six million

since that time. The reasons for buying tv

in the summer despite dip in viewing are gone over iu
some detail with emphasis put on 52-week discounts
and the degree to which ratings of swnmer reruns

hold up compared with original ratings. Also

reviewed are client spending on the networks and

the daylight saving time problems page 16

G pages of reseavch facls on smmmer

This charted report to advertisers includes facts on con-
sumer income and spending. swmmer sets-in-use. avail-
ability of radio-tv audiences starts page 1Y)

1. The current up-trend in business augurs well for the
coming summer. Income levels and retail sales keep
winter levels in summer page 50
2. Over 90'¢ of the regular wintertime awdience is
available during the swnmer months, according to a
survey in one major cily__. .page 51
3. In-home radio listening holds up strongly in early-
morning, aftcrnoon and late-at-night periods, according
to A. C. Nielsen page 51

4. Out-of-home radio listening in the summertime is at
a record high, added 23.8'¢ to the at-home audience
in big cities last summer, says Pulse page 56

3. Tv viewing in the summertime follows the winter
pattern closely all day, and late at night. with an evening

fall-off page GO

6. Summer viewers are loyval to their favorite shows,
prefer tiwo-to-one to follow a year-‘round show in hot
weather than watch replacements page 62




Smmer ra

"
Both Nielsen, d

A . .

\ & "1 fact that people don’t stop living
during the summer has penetrated the
encrosted advertising tradition of many
sponsors who formerly took ay_ad
siesta during the hot weather.

It has been elearly established that i

during the summer people (1) are
Summer sales contest ar KY II', Philadelphia, generated interest among personnel to give | awake. (2) eat, (3) shop, (1) b“,"~
ideas and promote summer radio to advertiscrs. Abore, two engincering staff members
examine staion poster. KY W' also won contest held among Westinghouse-owned outlets

oy -

(3} take baths. (6) use products and I

perform the mvriad other _functions

that (p_luglo_uly_c_}lgiaetorize the human

~pecies. — 1 . :
While it would seem that this should

~cttle the summer advertising question

once and for all. alas, it has not. There

i+ still one last argument the die-hards |

have up their sleeves. And that is that |
B i people don't listen to the radio or view ‘
: , £ TO WIN BRAND NEW f tv as much when it’s hot because yho
”A’lii yout Cinnel® ONE OF ,3 PORTABLE RADIOS . wants to stay home in the summer?

WMT Summertimei Radio Contest ‘ 1:-'—"&""—'“‘5 One can accept the argument of ¢

B HOW you can i Heres WHAT you can win timinished tune-in and still advertise, |

o i phe In S0k e (ne of these thrteen of course. But it might be wf)rt'hwhile ,
(J cn sy Kadtio Lwimt -GBS Columbin. Gonerinl Elrerric o find out to what extent this is true |
il (e o 'and. indecd, whether it is true at all
 So far as radio is concerned—and
this may come as a surprise to some

I.I
advertisers—the gap between summer ‘

(e 27 i

and winter listening is being abolished

Summer promotion by W T, Cedar Rapids, involved contest in which listeners were asked by tv. 1t has practically disappeared
to complete phrase, “One wav I can use radio in the summer. . .” W MUT also participates  ip many large markets and is on its

in summer Jairs, attends all major fairs in eastern lowa, broadcasts from fair grounds

way to disappearing among tv homes
in general.

Details about hot- vs. eold-weather
L 7 B & tune-in—and many other facts as well

30 0N fOUR DIAL | . F will be found in the following pages
RRLEY BOst

E j
a A Z | D\ 7Y i | of sPONsOR’s seventh Summer Selling
oY R G g ‘d v QEZ N lsxue. The issue contains a roundup
‘ o 1 2. : . of information on spot and network tv

2 SE-28. |
¢ Q’ -

and radio plus six pages of basic re-
search aterial covering key questions
aboul summer sales and audiences.
There’s a review of last summer’s air
advertising together with some indiea-
tion of what mav happen this summer.

Radio audience: The Outrtan(]ing
summer radio trend is the disappear-
| ing gap between summer and winter

N ,&i. b 45 leten: S )

2 q — istening. It is, \\111101’141(211])t, a result
R of television’s growth ind is now clear-

Summer programing on radio needn’t be confined to musie, news and baseball. Ashland | |y apparent n the radio ]fsteriillg'ﬁg-

Oil & Refining Co. sponsors smmmer quiz shows on Kentucky and West Virginia regional :

radio loops. Show in latter state (see picture «bove) originates from WSAZ, Huntington

ures in tv homes. /
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dience slump 1s disappearing

s point to tv as reason for disappearing

-— s —

—

. \
For example: Nielsen figures on ra-

dio listening in tv homes, by hours of
the day, during January and February
compared to July and August 1954,
show a small gap between the winter
and summer months. [(See chart
Tow.) But hstemng in radlo-only
homes during those two seasonal pe-
riod shows a much larger difference.
In tv homes the difference between
summer and winter listening (in terms
of homnes using radio) is in no case
more than 3.1 percentage points, while
the maximum listening gap Dbetween
winter and summer in radio-only
homes is more than 11 percentage
points during three evening hours.

’/\r-rmur"nv half The day there |

is more radio listening in tv homes
{during the summer than during the
| winter. These figures do not include
out-of-home listening, which is higher
in the summer.

v The narrow gap between winter and
summer radio listening is alco appar-
|.ent from Pulse figures, which suggest
Hbat there is actually no gap at all, at
" least in tv markets. )In 2§ 1}121—zijor mar-
kets the average per cent of homes
using radio at home by quarter hours
came to 18.1 last summer. The previ-
ous winter the figure was 18.4 in 21
markets. (The two market lists are
almost identical.) Figures for out-of-
home listening during those two peri-
ods were 4% durmnr the winter and
Q% (lunm‘T the summer. | Thus while
}home?a\u'am"”‘m -home radio dropped
[ - 37 during the summer, homes using
out-of-home radio increased by the
same amount.
—These Pulse figures include both tv
and radio-only homes and. judging
\ from the Nielsen figures, if they were
‘broken down into those two groups,
the figures might well show a consis-

gap between summer, winter listening

tent picture of markedly higher radio
listening in tv homes during summer.

Radio network: Since last summer
the networks have reduced their eve-
ning charges. This has been done in
various ways. Since radio network
rate structures are complicated, the
fine details will be avoided in explain-
ing the changes.

At ABC, the gross rates have been
sharply cut and discounts raised in
evening time only. The combined ef-
fect is a substantial reduction in net
cost for nighttime advertisers. Here
are some comparisons between the old
and new costs. They assume the ad-
vertiser will use a full network:

Gross rates are practically cut in
half. An advertiser buying an hour of
evening time will pay $10,463 net
weekly on a 13-week basis and $8,991

(Please turn to page 63)

Nielsen figures show narrow gap between summer, winter listening

I O
g O
MRS 0

%
16 ;

14
12
10,

|
!
i

T

B —Tl'. - = .!
6 o

4 :

homes 67 7-8 89 910 10-11

Figures above show tv homes using radio by hours of
the day during two-month periods in winter, summer in
1954. Listening in radro-only homes during same periods
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Jan.-Feb. ‘54 V5. mummmes July-Aug. ‘54

during evening.

...I -HI'.

V12N 12-1 12 23 3.4 45 5.6

m— -

I
-l
9-10  10-11  11-12M homes

|

disclosed a much larger gap with pronounced summer dip
Note that during the latter half of day
summer listening is actually higher than winter figures
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Excitement provided this season by spectaculars will spill over into summer as sponsors of NBC 90-minute shows carry on into ha
¢ Saturday and Monday spectacular sponsors, while Sunday clients ponder.

Already set are

Above:

Mary Martin in two-hour “PdfS

Summer (v: 6 million more hong

Growth of the medinm. together with .)--week discounts, economieal r

1‘70 one denies that the average
amount of viewing per home declines
in the summer. lHowever, the growth
in the number of tv homes from one
winter season to the following summer
season helps compensate for this dip.
In addition, 52-week discounts, reruns
and cheap summer replacements bring
down the advertiser’s cash investment
so that his cost-per-1.000 can be about
the same during the sunmer as it was
the previous winter. Many network
advertisers who continue running their
shows through the summer — rather
than nsze replacements are rewarded
with ratings as good or almost as good
as the peak viewing months,

The television amadience: Jf ty set

saturation continues growing at last

46

year’s rate, video advertisers this sum-
mer will be able to speak to six million
more homes than last summer, or a
total of between 36 and 37 million
homes. This will give tv about 70%
saturation. This means, for example,

give advertisers bigger audiences in the
summer than during the previous win-
ter. despite the average drop in view-
ing.

For example, in December, 1953,
Singer Sewing’s Four Star Playhouse

that a rating of 25 this coming summer ~_on CBS TV got a 25.2 ARB rating.

means as much as 1.5 milhon ‘more
homes than last summer.

While liome tv growth continues at
a healthy pace, the station picture is
one of slowing down. At the beginning
of August last year there were 386 U.S.
stations (including Hawaii and Alaska)
in 237 markets on the air, according to
sPONSOR figures. At the begiming of
last month, the U.S. station figure was
430 and the market figure was 257.

The growth in the number of tele-
vision hontes and stations can actually

“Telecast on- «»2 stations with an 80. 7%
coverage of tv homes, the show at-
traeted a viewing audience of 5,320,000
homes. In July 1954, the show got a
slightly =maller- -though not signifi-
cantly so—rating of 24.4. With a
larger audienee base and a bigger line-
up—-‘)% stations with 8976 tv coverage
—the summer audience rose to 6,140,
000, an increase of ahmost 259¢.

It is not so incidental that Four Star
Playhouse conthmes running original
plays during the summer and was op-

SPONSOR



s hird-runs this summer.

[IETIME 3 ——

of reruns has emboldened sponsors of “Disneyland” to
All three clients have signed up

1§ July

lensates for viewing dip

posite a replacement show on NBC TV,
The replacement, Justice, came up with
a 19.8 rating compared with 39.2
garnered by the regular show, Treasury
Men in Action, the previous December.
The figures above suggest, as have
many broadcasters, that there’s noth-
ing wrong with summer tv viewing that
good programing wouldn’t cure. It is
pointed out that the audience, even with
vacations, is still at home most of the
time. An Advertest study of the New
York metropolitan area last August
brought out that in more than 80% of
the v1deo homes, there is one or more
person available for tv viewing during
the peak nighttime listening hours.

Television network: The networks.

especially CBS and NBC, expect ex-
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and “Ford Theatre™

cellent summer business in 1955, The
former may very well top last summer’s
sales when only two and a quarter
hours of sponsored time was dropped
by hiatus advertisers—and some of
this time was sponsored by other
clients. NBC did nearly as well and
expects to do better this summer since
the network’s increased percentage of
film shows will permit more reruns of
winter programs. ABC, whose 1954
summer billings represented a great
jump over the previous summer as a
result of the merger with the Para-
mount theatre interests and the new
programing the merger entailed, has
already signed key clients for the com-
ing hot months. Du Mont, while it
has been pulling in its program horns
in an economy drive, expects every ad-
vertiser but one—Admiral—to stay on
during the summer.

PIB gross billings figures for July
and August reveal that ABC’s summer
business last vear was more than
double the year before. The web did
very well during the entire 1954 year,
compared to 1953, but the percentage
increase was not as large as that for
the summer. In general, the summer
billings of the other networks reflected

Screen Gems, producer of “Fireside Theatre”
in five packages for net reruns this coming summer

ZU’ “_N

G 2 - —

(above), is selling it

their all-year rate of growth pattern
with CBS pulling away from NBC pri-
marily because of increased daytime
billings, though NBC as well as CBS
showed substantial increases for the
vear. Du Mont registered slight in-
creases during the summer as well as
for the full year.

As might be expected, most of the
important categories of advertisers
showed increased summer spending in
1954, though some did better than
others, PIB figures for July and Au-
gust show. The “Big Four.” food,
toiletries. tobacco and soaps—in that
order—all showed handsome increases
in summer network tv advertising in-
vestments. The most important sum-
mer increase was marked up by drug
product advertisers, whose sumner
spending in 1954 was double that of
1953.

There were also decreases in three
nnportant categories of advertisers.
These were 1nsurance, confectionary
and soft drinks and jewelry.

Though tv viewing declines in the
summer, there are a nuinber of factors
that work to keep the advertiser’s cost-

(Please turn to page 121)
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Sales Winning

T E A M

Tnthe Fochestern Anea

Harnessed in tandem or pulling their individual buyers
WHAM Radio and WHAM-TV move a whale of a load
of merchandise in Western New York. These prime movers
sell everything from bobby pins to automobiles in tremen-
dous quantities. Advertisers from Maine to California know
the sales-pulling power of Rochester's First and Most Power-
ful Stations.

WHAM Radio...

For a cost as low as that of a package of cigarettes, 1000
people can hear your sales message on WHAM Radio. Since
cost per thousand listeners on WHAM Radio is figured in
pennies, not dollars, you can readily see radio is today's
most effective, economical, mass-method of selling merchan-
dise. Whether you are interested in just Rochester, the Roch-
ester Trading Area or all of Up-State New York, WHAM
Radio is a low-cost, proven sales medium. Our files are full
of success stories about advertisers you know and respect.
Will you let WHAM Radio help with your sales problem?

WHAM-TV...

Favorite NBC,DuMont and ABC and local programs are
a regular must with thousands of arca viewers. WHAM-TV's
high Pulse-rated programs make sales to larger audience.
Advertisers using WHAM-TV reach a potential audience of
over 1,000,000 people living in 17 Western New York
counties.

Put this winning sales team to work for you now. A
WHANM Radio or WHADM-TV sales
representative will be glad to call and
explain how your investment can reap
more profit dollars for you. Just tele-
phone CULVER 7240, Rochester, N.Y., .
or any Geo. P. Hollingbery office.

1180 KC—50,000 WATTS
Clear Channel-Basic NBC

Channel 5—100,000 Watts

ROCHESTER'S FIRST STATIONS

WHAM Radio WHAM TV

THE STROMBERG-CARLSON STATIONS

SPONSOR




Answers o 6

st questions
01 Summer
adio and ¢

Up-to-date charts refleect
summer activity in listening.

in viewing and in sales

l[ the current over-all brightening of the economy and
the up-trend in bu~iness are any indication. the summer of
1955 might well be a real boom time, a sales-record setter.
It will certainly be no time for advertizers to let down in
their selling efforts—lest new and enterprizing sellers of
gouds. who don’t believe in hiatuses, swoop in and capture
big chunks of the very live market.

I'his “live market.” as pointed out in the half-dozen
chart= on the following pages. is one that continues to
carn and buy in the hot weather much as it does all year
routd. It is one that stavs at home a surprising amount
of the 1ime in the summer (perhaps the increasing number
of homes that are air-conditioned have something 1o do
with this), and i to that extent available for radio and
v advert<ing. B I

1 is also a market which affords a large and growing

i radice andience potential outside the home: according to

I 'ulse. awav-from-home listening in the summer of 1954
added a record 23.8°7 to the at-home audience in 23 major
markets, promises to play an even bigger part this year.

It is a market whose in-home radio listening and tv view-
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1. What happens to retail sales

figures in the summertime? (page 50)

2. Are people at home to listen and

watch in the summer months? (page 51)

:
Lia

3- What is the radio listening picture

during the summer months (page 54)

4. How big is the out-of-home radio

audience in summer months? (page 56)

5. What happens to tv viewing

during the summer months? (page 60)

6- Is there a tv audience loss as result

of summer replacements? (page 62)

ing habits in the summertime approximates its winter-time
pattern all day and late at night. It is a market whose
viewing audiences are loyal to their favorite tv shows no
matter what the temperature outside, who prefer two-to-
one to follow an all-year-round show through the summer
rather than watch replacement programs.

The six pages of charts and editorial analvses which
follow are meant 1o act as a guide to summer air selling
in 1955 for clients and agencies. sPoNsor [eels they offer
convincing evidence that it's time the old advertising ~uper-
stitutions—"Nobody’s home in the summertime™ and “Who
pays atlention to advertising in the summer anyvway?”
should be buried.

The charts are based on the most up-to-date statistics
and information available from accredited sources. Figures
on personal and farm income and retail sales are from the
U. 3. Department of Commerce. A, C. Nielsen furnished
the summer-winter radio listening and tv viewing measure-
ments: Pulse Inc.. the out-of-home radio audience figures:
Advertest Research. at-howe audience availability and
figures on the viewing of summer replacement <hows.

A\
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What happens to retail sales figures in the summertime?

INCOME: Personal income steady. Farm income up in summer, government surveys show

Dec. '53 Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct, M

Personal income
( b”:;uns-dd;lnied )

$287.0 $284.9 $285.0 $285.0 $284.4 $286.2 $286.5 $285.7 $285.4 $286.6 $286.3 32'}

Ar

: =
(miioms) " 32,939 $2,629 §1,960 $2,014 $1,914 $2,062 $2,176 $2,246 $2,581 33,158 83,535 $3]|

ANALYSIS: Despite last year’s general economic
dip, the nation’s personal income in summer held
steady, stuck pretty closely to the high levels of the pre.
vious year. July and August were somewhat ahead of the

decline somewhat from that of 1953, Washington experts
predict that in 1935, it will at least maintain the levels of
1954. Monthly personal income figures above are as re-
ported by the Dept. of Commerce. Farm income, from

first four months of the year. Though farm income did  the same source, is actual cash receipts to farmers.

RETAIL SALES: Summer sales hold level, include heavy-air-using food, drug categories

Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. b

Retail trade
(millions)

$12,339 $12,065 $13,540 $14,324 $14,246 $14,658 $14,390 $13,896 $14,139 $14,665 $14,531 3183

Food stores
{millions)

$3,357 $§3,112 $3,340 $3,422 $3,447 $3,385 $3,689 $3,374 $3,476 $3,661 $3,4562 33“

Drug stores
{millions)
All above figures 1954

$407  $394 $406 9406 $407 $396 $392 $406 $398 i

*Advance estimate

$401  $398

ANALYSIS: Hot summer weather puts no damper on
retail sales, as the Dept. of Commerce figures above show.
U. S. retail trade figures, barometer of consumer pur-
chasing, reflect that retail stores’ volume in 1954 (esti-
mated at $171 billion) was about the same as in record-

making 1953, according to the Dept. of Commerce. Food '
and drug products are two of air advertising’s biggest '
client categories. Food stores actually hit a sales peak in
July. Drug store sales did as well in July as in January,
were up 4% in 1954 over the previous vyear.

GASOLINE sales hit summer high, FURNITURE, APPLIANCES maintain good volume

Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. L

Gasoline stations
{millions)

$855 $800  $870 §9303  $955  $989 $1,062 $1,026 $975 $1,017 $934 Sil

Furniture, appliance
stores (millions)
4]) sbove figures 19534

$670 $652  $6390 9635 §739 758 $733 $730 §740 $812 $836 31!

¢ Advunce estimate

by any other retail sales category in 1954. Furniture and
appliances maintained about the same sales level as in
1953; but, as the Dept. of Commerce points out, the physi-
cal volume of consumption was actually somewhat higher
in 1954 as retail prices decreased slightly during the year.

ANALYSIS: With car use heaviest in the summer
months, it is only natural that gasoline sales should rise
at that time—and they do. In 1954, sales at gas service
stations showed a 9% increase over the previous year;
this represents a greater gain in volume than was achieved

50 SPONSOR
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Are people at home to listen and watch in the summer months?

ANALYSIS: Advertisers needn’t worry if anybody’s at
home on a summer day (or night) to see their air show or
hear their radio message. According to audience research
of the past few years—and borne out again last August
(1954) in a study made by Advertest Research in New York
City—there are almost as many people available to tune

in the radio or tv set in the summertime as in the winter.
Advertest’s survey, which covered 763 tv homes in the Neu
York metropolitan area, points out that in the average hour
day or night, there is at least one person present in 69 of
the homes: and on an average day, 93.17¢ of respondents
are at home sometime between T:00 a.m. and midnight.

SUMMER AYAILABILITY OF AUDIENCE IN TELEVISION HOMES

PER CENT TV HOMES—N. Y. METROPOLITAN AREA

100 100
30 | 90
80 i 80
70 -+— 10
60 60
50 L 50
40 40
30 30
20 20
10 10

o1 * 0
7-9 AM 9-11 AM 11-1 PM 1-3 PM 3-5PM 5-7T PM 7-9 PM 9-11 PM 11-1 AM

The curve on the chart above indicates, not surprisingly,
that the biggest at-home periods are early in the morning
(84.4% of the homes report someone there between 7:00-
9:00 a.m.) and late at night (85.6% of the homes were oc-

cupted between 9:00-11:00 p.m.). However, at no time
during the day did the per cent of homes in which at least
one person was present drop below 45.97¢. This ocurred
between 3:00-5:00 p.m.. represents the day’s low-point.

HOW MANY HOURS PER AVERAGE SUMMER DAY ARE PEOPLE AT HOME?

PER CENT AT HOME

PER CENT AT HOME

159,

109

.50//0,-'-“ =

100/

Y

3

3 OR LESS 3-5 5-7 7-9

11-13 13-15 15-17 17-PLUS

HOURS HOURS HOURS HOURS HOURS HOURS HOURS HOURS HOURS

The 93.17¢ of Advertest’s respondents who reported being
at home some time during the average sumnter day are in
an average of 10.32 hours beticeen 7:00 a.m. and mid-

7 MARCH 1955

night, says the survey. The largest percentages of respon-
dents stay at home either five to seven hours (13%),
nine to 11 hours (10.7%) or over 17 hours (16%).
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What is the radio listening picture during the summer months?

ANALYSIS: How does radio listening in January dif-
fer from that in July? In the Nielsen chart below, aver-
adio homes tuned in is recorded hour-by-
hour, with the diflerences in summer-winter levels noted
low at each hourly time segment.
In reading and interpreting the graph, two points should
kept in mind: (1) The curves reflect only homes tuned
in, not listeners per set. According to ARB, there are
approximately 507 more listeners per set at night than
in the daytime. (2) The chart does not take into account
the auto radio audience, which, with summer the big
driving time, would particularly affect summer listening
figures. Estimates on the total number of auto radio sets
range from 28.8 million, according to the ARF study of
May 1954, to the 37.3 million which Reg Rollinson, east-
ern sales manager of the Quality Radio Group, says are

on the road today. (le bases his figure on AMA statistics
reporting radio-equipped cars produced and sold.)

By and large, the summer radio curve follows the pat-
tern of the winter curve fromm daybreak to about 6:00 p.m.
Both show a rapid and continual rise from early a.m. to a
peak (the highest all day) between 1:00 and 2:00 p.m.
During the entire afternoon (2:00-6:00 p.m.) the curves
run practically side by side with an average difference
amounting to 1.3 percentage points. But after 6:00 p.m.,
while the winter listening rises somewhat and maintains
a level till 10:00 p.m., the summer curve starts to drop
and keeps going downhill quite steadily (except for a
slight leveling between 9:00 and 10:00 p.m.) for the rest
of the evening. The summer-winter curves come closest
in very early morning, in later afternoon (3:00-6:00 p.m.)
and late at night. ¥ ok

Per cent of total U.S. radio homes using radio, hour by hour

:
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”

14 miLion raminies

SPENDING &' /< BILLION DOLLARS
\ Annually in Retail Sales”

Any way you look at it the Sunflower
Network represents a terrific buy for your
client in this area.

It also represents a savings in time and
money, with ONE BUY and ONE BILLLING.

-

- /
AN
\
AN
- \
S OXMA-
*Although Sunflower Stations cover Kansas City. Missouri;
. Kansas City. Kansas, Oklahoma City and Tulsa, Okla-
homa, the figures shown above do not include population,
tTeh T T = — famihes, or retail sales from these four citics. in order to

insure a completely fair presentation

Represented by THE JOHN E. PEARSON COMPANY

¢ “ZTle SUNFLOWER. NETWORK

KANS WREN KSAL KVGB KOAM KGGF

5000 NBC 5000 ABC 5000 MBS 5000 NBC 10,000 NBC 10,000 ABC

1480 1250 1150 1590 860 690
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How big is the out-of-home radio audience in the summer months?

ANALYSIS: The importance of the out-of-home radio
audience reached record proportions during the past sum-

mer. according to Pulze. Resultz of an out-of-home survey
bv Pulze in 23 major markets showed that away-from-
liome listening added 23.8°¢ to the at-home aud;;(;n(e in
the ~ummer of 1951—a new high for the %(d\gu-r And
cold-weather listening out-of- home is nothing to sneeze at
either: in January and February 1954 it, too, established
records, according to a Pulse 2l-market survev, added
2i.770 to at-home radio listening. It lacked onlv 2.1%
to equal the summer out-of-home performance.

The Pulse figures below, with only one or two excep-
tions, all reflect healthy increases over the previous year
{1953) which. in turn, were higher than the year hefore

(1952).

out-of-home listening as_a_plus factor in radio advertising

—all vear ’round.[So important-has this Tactor hecome

WINTER ‘53 AND ‘54~

[Homes usmg‘ 9% homes reporting % added by

MARKET o radior SO A Rt
- " Winter ’54 1 Wlnter 54! Winter 53| o-o-h' -
ATLANTA 171 3.2 3.3 18.7
Bji LTIMERE 17.6 v _%6 3.2 21.2
BIRMNGHAM 20.0 36 32 18.0
E()STON 195 14 | 3.8 22.6
CHICAGO 18.2 3.9 3.1 | 21.1
CINCINNATI 16.8 3.6 3.1 21.4
DETROIT 172 3.9 3.0 22,79

LOS ANGELES 19.8 4.5 12 22.7

MINN.-ST.

PAUL 18.5 3.4 31 18.4
NI;‘W YORK CITY 18.14 14 1.0 23.9
PHILADELPITIIA 15.7 3.6 3.5 22.9
SAN FRA/\'CISCOk 19.0 Ll 3.9 20.9
ST‘. LOUIS 18.1 .'%.L’) s 19.3
SEATTLE 20.3 .'%..‘é 2.8 ;5.8
WASHINGTON, D. C. 18.7 3.7 - 32 19.8

*Flgures cover Jan. Feb, 54 except N.Y. only Feb. 1954,

56

All this points to the steadily growing value of -

tJuly Aug. 1954, except N.Y. In Aug. only.
homes Ustening durlng average gnarter hour, from 6:00 am. to mldnlght, seven days a  week.

that Pulse now issues a combined at-home plus out-of-
home rating.

Care must be taken, however, Pulse points out, not Ia
apply an entire city’s out-of-home “plus” figure to the
at-home rating for individual stations. This figure repre-
sents the average “plus” for all stations in a market, but
varies widely from station to station. In New York, for
example, the “plus” represented by out-of-home listening
averaged 27.1% for all stations. Yet, for one broadcaster
it came-to 1097. while for another it was 507,

While auto listening is the biggest part of out-of-home,
_the other kinds are important. In New York. for example
(which incidentally has the highest out-of-home plus with
dts 27.190), 537 of the out- oT home aidiénce reported
listening in autos, 2877 listened while at work, 187 while
visiting, 16 in other public places. .

The l|~t1nnr below reports fignres in 15 major cities,

SUMMER ‘53 AND 54+

Homes using| 9% homes reporting | % added by

MR e o s
ATLANTA 17.5 '3(;‘; 3.6 20.6
BALTIMORE 15.9 3.8 35 23.9
BIRMINGHHAM -]9 5! 3.8 3 5. 19.7
;()ST()N o 10.2 1.0 v4.2 24.0
C;I‘ICACO . 183 4.3 37 235
CL;\;CINNA 7/ 16.3 S 3.6 2-?.9
})f:TROIT . 16.8 1.2 3.8 25.0
LOS ANGELES 19.7 1.8 44 24.4
MINN..ST. PA [/;L 18.57 7 3.8 "3 t 20.5
NEW )7(7;}\-&171} 17.% -1;3 44 27.1
PIHILADELPHIA 15.1 3.9 3.8 :25.8
SAN FRANCISCO 199 42 44 2LI
;7_ LFUI.ST. ! ._.:__»___ ](‘1:]7 7 3—.:} 340 2 1.04
SEATTLE 19.5 3.5 X2 ;7.9
WASHINGTON, D.C. 184 10 36 217

*sNot surveved. NOTE: Flgures in chart above shew percentage of

SOURCE: Pulse, Inc.
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This is Albany, New York: population 247,-
000. Albany is just one of twenty-two citics
in WGY-land with a population over 10,000.
Three of these cities, Albany, Schenectady, and
Troy, comprise the nation’s 33rd market in
retail sales. The ENTIRE WGY market in-
cludes more than 1,004,750 radio houscholds
in 53 counties of eastern New York and
western New England. It also includes 200
miles of the New York State Thruway.

Measure of a Great You can reach this market effectively with one

Radio Station station when you use WGY.

WGY A GENERAL ELECTRIC STATION

ALBANY—TROY—SCHENECTADY—plus—53 counties in New York and New England

Represented nationally by Henry I. Christal Co., Inc. New York * Boston * Detroit * San Francisco

7 MARCH 1955 57




NEW YORK, 233 W. 49th ST, N.Y. C., Cl 5-5044  DETROIT, 16603 E. WARREN RD., TU 5-5811  DALLAS, 4745 N. CENTRAL EXPRESSWAY, JU 3150  SALT LA C
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(APTAIN MIDNIGHT SERIES...
now available for syndication!

« Jet Action it’s—Jet Jackson—Flying Commando! this program is the highest rated* on all networks
L5 is the syndicated version of the brand new, all In the morning —the second highest rated* of any
“Captam Midnight” series now being sponsored Saturday show day or night! This is your opportu-
BS by General Mills and Ovaltine (through nity to have Captain Midnight (Jet Jackson) on
nam-Laird). A big-time, Hollywood-produced- your own station, in your own time period.
#written adventure series packed with action... Write, phone or wire us collect about availabil-
viewers and for advertisers! ities of this great new program...produced at the

Of all Saturday shows available for syndication, Hollywood Studios of Columbia Pictures Corp.

*Nlelsen Television index

2’ .omaom\ \<wM-w'f e

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORPORATION 233 WEST 49th STREET, NEW YORK 19, N.Y. « CIRCLE 5-5044

The only company providing advertisers with Hollywood and New York custom
produced national shows, syndicated programming, and commercials—all on film.

'LDG., PHONE 3-3903  SAN FRANCISCO, 995 MARKET ST., DO 2-1060  ATLANTA, 3130 MAPLE DRIVE, N. E., EX 6100  CHICAGD, 230 N. MICHIGAN, FR 2-3696
!
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What happens to tv viewing during the summer months?

ANVALY SIS: The chart below compares tv viewing in
January 1954 with July 1934, according to A. C. Nielsen
data. When studving these comparisons. it should be kept
i nd that the number of tv homes increased considera-
blv between January and July last yvear so that percentage-
for Julv actually represent a larger number of homes than
January.

On the basi~ of total sets-in-use, therefore, the hour-by-
hour differences tend to be less than indicated below. For
instance. between 7:00 and 8:00 p.m., percentage viewing
i July i 247, in January 52.7—a differential of 28 per-
centage points: but the actual sets-in-use between 7:00
and 8:00 p.m. in July were 7.156.000 as contrasted with
13.830.000 in Jamuary. a smaller differential.

Before 10:00 a.m., the summer-winter viewing differen-
tial is negligible, runs at its height to 3.8 percentage points.

From 10:00 a.m. to 5:00 p.m.. the summer curve runs
fairly uniformly behind the winter line with an average
differential of 8.7 percentage points. But at night. between
5:00 and 10:00 p.n.. the wintertime curve veers sharply
upward. hits a high above summer viewing of 33 percent-
age points (between $:00-9:00 p.m.) and ends with an
average differential for the five liours of 24.3 —almost three
tinies greater than average daytime differential.

After 10:00 p.m.. about the time that “late-night view-
ing” begins. the gap starts to close again. and between
11:00 p.m. and midnight, the summer-winter difference is
only 4.0 percentage points. * k&

Per cent of total U. 8. television homes using television by hours of day
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FOR THE ANSWERS: TELEVISION

{entral Jowa businessman, partner in a $1,568,552,000 retail sales ex-
e, knows more about economic conditions now than ever before.

fales are increasing because he understands marketing trends and public
ts. He’s alert to new methods of display and showmanship.

i he wants the answers, the businessman looks to television. Television,
$atral fowa, means WOI-TV, for five years the area’s dominant TV servige:

AMES-DES MDOINES
CHANNEL 5

100,000 WATTS

CBS ABC DUMONT
REPRESENTED BY
WEED TELEVISION

| WOLTV
O

IOWA STATE COLLEGE




Is there a tv audience loss as a result of summer replacements?

ANALYSIS: Nearly twice as many viewers will watch a
show that continues through the sumnmer, as compared with
those who watch a winter-season show and its summer
replacement, according to the Advertest Research study
charted below. The study, fifth examination of swnmer-
time tv habits in as many years by Advertest, showed an
average of 22.3% of homes watching 14 programs that
carried right through the hot-weather months. By contrast,
12.070 of the viewers in Advertest's panel watched 11
shows that featured summer replacements.

Among the shows that continued without summer fill-
ins: Toast of the Town, Kraft Theatre, What’s My Line?
Robert Montgomery, 1 Married Joan, Chance of a Life-
time. Ozzie & Harriet, Big Town and Dennis Day.

PROGRAMS CONTINUING THROUGH THE SUMMER

Viewing audiences are loyal to their favorite shows and
will follow them on a year-’round basis, Advertest figures
below indicate. More than one out of five homes watched
both the winter-season and summertime programs of shows
that carried straight through. Almost nobody (1%)
watched onlv the summer cycle: 99 were “old” viewers.

PER CENT

22,39,

AVERAGE FOR 14 CONTINUING PROGRAMS:

WATCHED WINTER AND SUMMER

WATCHED WINTER ONLY 14.49

WATBHED SUMMER ONLY 3%

DID NUT WATCH 63.09;

WINTER TOTAL

SUMMER TOTAL

36. 7%
22.69,

Advertest’s deductions based on the findings of 14-
program study of “straight-through’’ shows:

1. The summer audience is 387 smaller than the winter.

2. 39% of the winter audiences does not view during
the swmmer.

3. 99, of the summer audience is composed of persons
who also watched in the winter.

4. 17 of the summer audience is composed of newly
acquired viewers.
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Included in the list of shows that used summer replace-

ments: 1 Love Lucy (replaced by Public Defender) ; Red
Buttons (replaced by Masquerade Party); Mama (re-
placed by Pantomine Quiz): Fireside Theatre (replaced
by Summer Playhouse).
. Admen who examine the charts below will find that re-
placement shows have decidedly smaller audiences than
those of the shows they are replacing (61% less for fill-in
shows, vs. a 387 drop in audience in the summer for
shows going straight through).

llowever, advertisers primarily anxious to reach the
widest possible audience, rather than the same audience
over and over again, will find interesting the figure which
shows that 315 of replacement program audience in the
summer is new audience.

PROGRAMS WITH SUMMER-SEASON REPLACEMENTS

Programn continuity is broken by replacement shows in
tv. Nearly a third (31%) of the viewers watching a group
of summer replacements are “new” viewers—that is, they
aren’t regular viewers of the winter season. To some ad-
vertisers, this “new” audience may be an advantage. To
most, a fill-in show means audience loss.

AVERAGE FOR 11 REPLACEMENT PROGRAMS: PER CENT

12.09%

WATCH BOTH PRUGRAMS

WATCH WINTER PROGRAMS ONLY

32.9%,

WATCH REPLABEMENT ONLY 8.3%,

DU NOT WATCH EITHER 49.8°/o

WATCH WINTER SHOW 44 9%

WATCH REPLACEM ENT 17.3%

Advertest’s deductions based on the findings of 11-

program group of replacements:

1. The replacement program has an audience 01%
smaller than the program it replaced.

2. 73% of the winter audience does not watch the sum-
mer replucement program.

3. 097 of the replucement audience is composed of per-
sous who also watched the winter programs.

4. 317 of the replacement audience (s composed of

newly acquired viewers.

SPONSOR




SUMMER RADIO
{Continued from page 45)

weekly on a 52-week basis. The old
rates provided for $14.178 aund $11.-
463, respectively. For a half hour the
new rates are $6,585 net weekly for 13
weeks and $5,701 for 52. The old rates
were $8,688 and £7,059. For a quar-
ter hour the new rates are $4,498 and
23,911 while the old rates were $6,033
and $4,947. During the morning and
afternoon gross and net rates are prac-
tically identical.

At CBS weekly dollar volume dis-
counts have replaced annual doltar vol-
ume discounts, a reflection of the grow-
ing in-and-out character of radio ad-
vertising. Daytime discounts remain
roughly the same, but the maximum
nighttime discount has been raised

from 44.5 to 53%. For year-round

advertisers the additional discount of
814 % remains the same during the
day but has been raised to 15% at
night. A 52-week advertiser can now
zet a maximum reduction of 68% off
gross rates if he spends $54, 000 or
more weekly. Outside U. S. 52-week
discounts are the same night and day.

Here are some examples of how the
added discounts affect advertisers who
use a full network at night. The old
rates assume a 200-station lineup, the
new ones 206 stations. For an hour,
the old rate was $14,169, the new &11,-
0. For a half hour, the old rates
were $8,838, the new $7,340. For a
quarter-hour, the old rates were $6.-
108, the new $4,985. Reductions in
cost for smaller networks run parallel
lo the above.

The MBS rate card remains basical-
ly the same. However, for some time
now, it has provided for an automatic
downward escalation by means of a
provision which reduces nighttime
rates 509 in tv markets. So there has
been a continuous reduction in MBS
costs over the past few years. This re-
duction has leveled off during the past
vear since the number of additional
homes being brought under the tv
ombrella has leveled off. ‘

For example, the latest rate card re-
vision shows that a nighttime adver-
tiser on the full network of 541 sta-
tions who bought a half-hour show
would pay $6.318 net weekly if on for
52 weeks. A year ago a full network of
532 stations at night for a half-hour
cost $6.816 weekly for 52 weeks. This |
ineludes an annual rebate of 1214 %

During the day a full network of 569
stations for a half hour now cost $5,-

7T MARCH 1955

216 weekly for a 52-week advertiser.
A year ago. the cost for 552 «tations
was 85,182.

At NBC, daytime discounts remain
pretty much the same but the nighttime
discount range has been raised. The
old range was 32 to 429. The new is
40.5 to 48%. The 52-week discount for
daytime advertisers reniains at 109
but at night the discount has been
raised to 17.5%.

Since network radio plans for the
summer are made later in the season
than formerly (advertisers like to fig-
ure out first what they are going to do

in network tv), there are few admen
who will predict specific am web pat-
terns for this summer. It ix expected,
however, that trends of the past few
years will be intensified. They include
more music and news, long weekend
shows aimed partly at motorists, pur-
chase of cheap circulation via spot car-
riers and strips and weekend satura-
tion buying.

Network radio does not face the
same problems of daylight saving and
different time zones that web tv faces.
Early evening radio audiences are gen-
erally higher in the summer than audi-

NBC

KFYR'tV channel 5

CBS

BISMARCK,

Yes . . .
Custer set out from Bismarck in the 1870
for the ill-fated battle of the Little

Big Horn!

ABC

would rub
his eyes...in
amazement!

things have changed since General

He wouldn’t recognize the office buildings
and industrial plants which now crowd
North Dakota’s capital city . .
rounding countryside, once roamed by

the Sioux, now dotted with prosperous farms.
Today this is the land of agriculture, of
oil—and television sets!

And ...
has meant to radio listeners for the last 30
years, KFYR-TV (with 100,000 watts of
maximum power) now means to increasing
thousands of TV-viewers.

. or the sur-

what the good name KFYR

May we whet your

further interest with some interesting facts?
We’ve got ’em—so has Blair-TV, Inc.

DUMONT

. DAK.

Represented Nationally by Blair-TV, Inc.
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Decision-makers in one of America’s largest industries a

\ SOLD ON

/Ppntlac and its agency, MacManus, John & Adams, Inc.,

\ifels’otld on Spot as a _basic=advertising medium!
E ]
. -

Today, with a good product backed by vigorous advertising, Pontiac is one of |
America’s fastest selling cars . . . and a substantial portion of Pontiac’s advertising
budget goes into Spot Radio and Spot Television !

If yours is a highly competitive product—like automobiles—Spot should be one of
your basic selling tools, too. Here’s what a Spot schedule does for Pontiac:

SPOT is co-ordinated with other media in the introduction of new models with con-
centrated short-term saturation campaigns.

SPOT is frequently used in specific markets where additional sales impact is needed.

SPOT isoften used for special promotion throughout the year.




Left to Right:

B. B. KIMBALL
Advertising Manager,
Pontiac Motor Division,
General Motors Corp.

PAUL FOLEY
Account Exccutive,
Maclanus, John & Adams, Inc,

CHARLES CAMPBELL

Radio & TV Media Director,
Detroit Office,

MacManus, John & Adawms, Inc.

PAUL MENSING
Central Division Sales Manager,
Radio, NBC Spot Sales

ALLAN KERR
Detroit Sales Manager,
Television, NBC Spot Sales

Candid photo by Eliott Erwitt.
Taken at Pontiac main assembly
plant, Pontiae, Mich.

Stations Represented
by NBC Spot Sales:

RADIO

WTAM Cleveland

WAVE Louisville

KGU Honolulu, Hawaii
WRCA New York

WMAQ Chicago

KNBC San Francisco
KSD St. Louts

WRC Washington, D. C.
and the

NBC Western Radio Network

TELEVISION

WAVE-TV Louisville

WRGB Schenectady-
Albany-Troy

KONA-TV Honolulu, Hawai:
WRCA-TV New York

WNBQ Chicago

KRCA Los Angeles
KSD-TV St. Louis

WRC-TV Washington, D. C.
WNBK Cleveland

KPTV Portland, Ore.

Spot, with its complete flexibility, its bed-rock economy and its hard-hitting sales
impact, plays an important role in Pontiac’s yearly advertising plan. These advantages
can help boost your sales, too.

Ask your advertising agency or an NBC Spot Salesman to show you how Spot can fit
into your advertising plans...and how the stations represented by NBC Spot Sales can
sell for you in eleven major markets, accounting for 45% of the nation’s retail sales.

Decision-makers are Sold on Spot because their customers are Sold on Spot . ..

vd some spots are better than others! NBCJ SPOT SALES

30 Roekefcller Plaza, New York 20, N. Y.
Chicago Detroit Clevcland Washington
San Franeisco Los Angcles  Charlotte®
Atlanta® Dallas* *Bomar Lowrance Associates




FIRST PULSE
ON

50 KW OPERATION

The figures tell WOWOQ's story. They’re
in the latest Pulse, October-November,
1954. They cover twenty-six counties
in prosperous Indiana, Ohio and
Michigan. They show that WOWO
leads in every quarter hour surveyed —
from 6 AM to 11 PM on week days
and from noon to 11 PM on Sundays.
Make you want to know more about
WOWO? Then consider this -

FIRSTS

... 476 QUARTER HOURS!

The WOWO market is a well-defined,
high-income, important market. Its
3,896,400 people listen more to WOWO

covers 82 kL] than to any other station. They spend
‘ over $3,952,201,000 annually. You

industrial— Eiad) don’t want to nibble at a market like

. | | this. You want to cover it in one swoop.
agricultural | You want WOWO. Call Tommy Longs-
. . worth at Anthony 2136, Ft. Wayne, or
counties... ; | Eldon Campbell, WBC National Sales

5 Manager, at Plaza 1-2700, New York.
a rich market

covered by T WOWO

- FORT WAYNE
no other medium!

WESTINGHOUSE BROADCASTING COMPANY, INC.

WOWO, Fort Wayne: wBZ + WBZA - WBZ-TV, Boston; KYW « wPTZ, Phila-
delphia;, KODKA + KDKA-TV, Pittsburgh; KeEX, Portland; KPI1X, San Francisco
KPIX represented by THe Karz AGENCY, INC.;

All other WRBC stations represented by Free & PETERS, INC.
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ences later on in the evening (see tv |

summer story on daylight saving). As
for differing time zones, the instan-
taneous taping of shows and their later
playback takes care of that. While
kines can be made for later playback,
it takes about three hours before the
flm can be developed.

Spot radio: A number of trends, al-
ready apparent in the past couple
years, are expected to become more
evident in spot radio this summer.

One of the more obvious is the sale
of weekend packages. These are usu-
ally announcements sold as a group in
a series of local service programs. The
programs offer information on news,
weather, sports, traffic conditions, fish-
ing, bathing and the like.

Some of these are turning into all-
season affairs. For example, KYW,
Philadelphia, unveiled its weekend
package, Open Road, U.S.A., last
March. Aimed at the in-home as well
as out-of-home audience, Open Road,
US.A., is a weekend package of nine
music shows into which are laced a
variety of news, traffic and resort in-
formation. In addition, at the same
time the station revamped two other
lang-time features to provide program-
ing of special interest to motorists.

Besides packages there has been an
inicrease, as on the networks, in the
multi-hour show. The stations usually
put on a local personality who spins
platters and may also provide the serv-
iwe information,

The strength of local personality
shows in the summer has been docu-
mented recently by Ward Dorrell, re-
search director for John Blair. He
compared the Pulse ratings on Blair
stations of non-network personality
shows by two-month periods during
1952, 1953 and 1954 (January-Febru-
ary, March-April, May-June, etc.) The
non-weighted averages during the six
bi-monthly periods in 1952 were 3, 3,
3, 3, 2.9, 3. During 1953 the figures
were 3.1, 3.2, 3.1, 3.1, 3.1, 3.2. Dur-
ing 1954 (with the November-Decem-
her period left out) the figures were
3.3, 3.4, 3.4, 3.4, 3.5. The figures not
only show that summer ratings hold
up but point up an increase vear by
year,

There is an increase in network af-
filites taking on baseball. William
Maillefert of Edward Petry & Co., re-
ports such afhiliates as WSB, Atlanta;
WIP, Philadelphia, and KMA, Shen-

andoah, Ia., carrving baseball.

7 MARCH 1955

With the ex-Philadelphia Athletics of
the American League moving out to
Kansas City, there is renewed interest
in baseball in that area. Schlitz has
bought the A’s for five years at $265.-
000 per, which includes the tv rights,
though there are no plans for tv this
year. The A’s games will be carried
over KMBC and sent over a regional
network in Missouri, Kansas, Arkan-
sas, Oklahoma and Texas. About 15
stations are signed up with others to
come in.

The rising cost of baseball rights is
being felt by spot radio, though not as

much as in spot tv, where the cost pres-
sure is more keenly felt (none of the
John Blair-represented tv stations will
carry baseball this year, for example)
Some reps report less interest by na-
tional advertisers in baseball this year,
one reason being the reduced budgets
for some cigarette brands. One rep
pointed out that sponsors feel that an-
nouncements are easier to buy and
supervise.

However, baseball is still strongly
entrenched as a summer radio pro-
graming staple and, if past history is
any indication, stations will be able to

ONE OF THE

EVER TOLD!!

of Hudson cars.

it's WGN-TV in Chicago.

GREATEST SUCCESS STORIES

When Courtesy Motors, a Chicago Hudson dealer, began
advertising on WGN-TV, they ranked 1,500th in the sales

Today, after 514 years of advertising weekly on WGN-TV,
Courtesy Motors has become not only the world’s largest
Hudson dealer—BUT SELLS MORE AUTOMOBILES
THAN ANY OTHER DEALER IN THE WORLD!!

Take a tip from advertisers who know—for top results—

441 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS

For the best radio buy in Chicago, it's WGN-—reaching more
homes per week than any other Chicago medium.
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This is
San Francisco...

w liere the weather is mueh the
same vear round. Good and
mild. So people work. play
and shop mueh the same year
“round. Reaeh them at work
or play. before they shop. where

thes listen vear round to

KCBS

50,000 WATTS

Represeuted by 3S Radio
.\'/ml Nales
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sell local and regional advertisers
where national clients bow out. There
is already evidence this is happening.

While there hasn’t been much evi-
dence 1n the past of summer advertis-
ing tied directly to the temperature
(such as during the winter when cold
remedy advertisers leave orders with
stations to put on announcements when
the temperature drops below a certain
figure). examples are beginning to ap-
pear.  Last summer both 7-Up and
Sunkist  bought from WCBS, New
York, what the station calls “tempera-
ture [.D.s.” They were carried only
when the temperature was about 80
degrees or above. The hotter it was,
the more anuouncements were carried.

Activity by stations to promote sum-
mer audiences remains high and the
am outlets have become quite adept at
it over the vears. A good example of
the kind of promotion carried on is
that by WMT, Cedar Rapids.

Last vear WMT held another in a
series of contests to promote summer
listening. Listeners were asked to com-
plete the phrase. “One way I can use
radio in the summer . . .” The contest
was promoted in various ways, includ-
ing window displays. Portable radios
were given to 13 winners in four states.

i The station reported that the contest

not only stimulated summertime lis-
tening but also provided information
on where and how often people listen
during the summer.

Another example is WNHC, New
Haven, which coralled an extra sum-
mer audience last year by setting up
a public address system at New la-
ven’s largest beach to carry WHNC’s
programs on an exclusive basis, seven
days a week. The programs ran from
May to September and included the
commercials.  The station estimates
that a total of 185,000 bheach visitors
spent anywhere from one to 41, hours
listening to WNHC’s programs. The
beach service was promoted by adver-
tising in six local newspapers as well
as radio and tv on-the-air promotion.

While music, news and baseball can
be depended on to attract good sum-
mer audiences, advertisers do not al-
ways have to fall back on program
formulas, Almost any kind of pro-
graming will go over. if well-produced
and properly-slanted.

In West Virginia and Kentucky the
Asghland Oil & Refining Co. sponsors
quiz shows with questions asked ahout
the state concerned. In West Virginia,
the <how is originated by WSAZ,

Huntington, where it is taped for re-
broadcast on about 20 other stations in
the state. The show is made up of a
panel quiz (prize $50 per program),
audience participation, a four-piece
orchestra and male vocalist. In Ken-
tucky, the originating station is WLAP,
Lexington.

Summer is a season for extra sales
efforts by stations. Sales promotion
booklets are widely used. KDKA,
Pittsburgh, gets attention for its book-
let by quoting from a survey by “Hi-
atus, Inc.” such statements as: “It i=
a known fact that no Pittsburgher
washes his kisser from May to Octp-
ber,” and then going into the reasons
why this and other similar statements
are not true. WLS, Chicago, in its
booklet points up steady sales and ra-
dio listening during the summer and
lists a variety of summer sales results
such as a seed company getting more
than 5,000 orders from five one-minute
announcements.

Another example of summer activ-
ity are sales contests. All Westing-
house Broadcasting Co. stations toook
part in such a contest last year. It
was both inter-station and intra-station
in nature. KYW won the former con-
test with local summer sales increases
of 79%, compared with 51% for the
entire WBC radio chain, which in-
cludes, beside KYW, KDKA, WBZ.
WBZA, Boston-Springfield; WOWO,

Fort Wayne. and KEX. Portland, Ore.
* ok

SUMMER TV
(Continued from page 47)

per-1,000 down to the winter level.
Probably the most important is the 52-
week discount or rebate. These range
from 5 to 1214 %, according to the
network involved, but in all cases thev
bring the maximum discount a net-
work advertiser can receive to 25%.
lere’s how the 52-week discounts are
applied:

At ABC regular discounts range from
ily to 12145 7% according to the amount
of time bought and the frequency of
the programs. On top of this an an-
nual rebate may be earned as follows
- 212156 for 52 consecutive wecks of
advertising. 6114 for alternate-weck
advertising within 52 consecutive weeks
and 3.1259% for every fourth week
within 52 consecutive weeks.

At CBS regular discounts are given
according to the nnmber of station-
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“WE HAVE THE FEELING WE'RE
BEING WATCHED!”

THIS is not just our imagination. First,
WDAY-TV is the only TV station in Fargo
. . . in fact, the only station in the whole of
this rieh Red River Valley! The nearest sta-
tion is 50 miles away . .. the next one, 185!

Second, folks around here own TV sets.
Irn Fargo, set saturation is 70.5% . . . 20
miles out it’s 57% . . . and 50 miles out
it’s 33%.

Third, WDAY-TV keeps those sets turned
on with 37 audience-proved local programs
and 60 of the best shows from NBC aud
ABC . . . including many lirve shows. both
network and local.

Yep, we're being watehed all right . . .
and we love 1t! Get the facts from
Free & Peters.

WDAY-TV

FARGO, N. D.

7 MARCH 1955

CHANNEL 6

Affiliated with NBC ¢ ABC
FREE & PETERS, INC., Exclusive National Representatives
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hours bought 1a half hour equals 607
of an hour, etc.) and range from 2147
to 157. Fiftv-two week advertisers
get **52 1097 of the largest
amount of weekly gross billing that
has run consecutively for 52 weeks”
while alternate-week advertisers get
3.

At Du Mont dollar s olume discounts
are contbined with discounts based on
the number of consecutive weeks of
broadcasting. They work out as fol-
lows: for 20 consecutive weeks of ad-
vertising dollar volume discounts range
from 2% to 15%, for 39 weeks, the
discount range is 7% to 209, while
for 52 weeks the discount range is
1215 to 2577.

At NBC regular discounts range
from 5to 157¢ according to the amount
of time bought aud. unlike CBS, are
applied without regard to the number
of stations used, except that an adver-
tiser must buy the mininlum network.
An advertirer on 52 weeks can get an
additional 10%. Participation buys.
which have their own discount sched-
ule, are not included in this general
rate card. However, a new summer in-
centive plan has bheen announced for

times
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Akron’s only independent —we're home folks
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\BC’s Today. Home and Tonight
shows. It will enable advertisers who
buy participations on the three shows
during the 14-week period beginning
30 May to add additional participations
on a no-charge basis. The additional
free participations will involve savings
up to 3469, according to NBC.
The free participations will range
from one for those advertisers buying
from seven to 11 partieipations up to
18 for advertisers paying for 52 to 51.
For paid participations in exeess of 52,
advertisers will be allowed one free
participation for every three paid for.
The only major rate card change
since last summer involves CBS.. The
network has added an over-all 257
discount which can be taken in place
of station-hour and annual diseounts.
This can be earned by clients who buy
at least $100,000 in gross network time
weekly during 52 consecutive weeks.
In addition to discounts, summer ad-
vertisers have been given program con-
tributions.  On CBS. the figure was
2070 last summer. 307¢ the summer
before and 259¢ during the summer of
1952, Last year the 20 was given
for eight weeks in July and August to

Ay’ abin e

Besimme

0
RTINS

ANl NG

taix

¢ tamton M0 ava

Turn on the soles current, worm up
those customers. WCUE blonkets 12
northeastern Ohio counties, WCUE
covers the bigger, busier commer-
ciol oreos. No other stotion is more
effective. Now you're getting worm
. .. plug WCUE into the notion's
42nd morket. Let the sales sizzle!

National Representatives

sponsors who had been on the network
a minimum of 13 weeks before 1 July.
At the time SPONSOR went to press.
CBS had not announced its policy on
program contributions for this sum-
mer and there was some talk that none
would be given.

ABC has also given program contri-
butions, will give 209 this year.
Du Mont feels that with its rock bot-
tom program costs additional eontri-
Lutions are not warranted for the sum-
mer and this remains the announced
policy this year. At NBC while there
are no program contributions, there
is an unofhcial policy of giving 257
time diseounts to snmmer-only clients
who buy hiatus slots for the full hiatus
period. Trade sources expect this dis-
counts to be offered in 1955,

Becoming increasingly important as
a factor in keeping advertisers on the
networks duriing the summer are re-
runs. Thev are becoming increasingly
available as the amount of film produc-
tion has grown over the years and ex-
perience has established beyond anv
doubt that ratings hold up.

Nielsen has made two studies com-
paring original with re-run ratings.
The latest one. made last year, analyzed
24 different programs with a total of
254 individual reruns. most of them
during the summer. Here are the re-
sults:

The first-run ratings of all the shows
averaged 31.1 while the reruns ratings
averaged 22. a drop of 297¢. As point-
ed out above. most of these were rerun
during the summer and the lower sets-
in-use pattern during the hot months
affects the rerun ratings, However, it
+hould also be pointed out that the sets-
in-use figures are themselves deter-
mined in part by snmmer programing,
which includes the reruns.

In terms of share of audience, the
originals averaged 17.27¢ while the re-
runs averaged 13.19¢. a drop on only
9t . Since most of the reruns were
ou during the summer, this figure ob-
vioushy reflects the weaker competition
of reruns.  The Nielsen study also
pointed up that rerms are able to hold
their audiences almost as long as the
original,  Homes viewing the originals
saw them an average of 23.5 minutes,
while homes viewing the reruns saw
them an average of 22 minutes, a dif-
ference of only 90 seeonds,

Of more direet interest to summer
advertiser was a breakdown of the
<liows according to whether the reruns

tPlease turn to page 121)
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You Might Cycle Coast to Coast in I1Y, Days™ = =

BUT ... You NEED WIEF RADIO
TO COVER GROUND
IN GRAND RAPIDS!

| W.JEF is the ‘‘big wheel”” for radio in Metropolitan
CONLAN RADIO REPORT Grand Rapids—which is Western Michigan’s big wheel
METROPOLITAN GRAND RAPIDS market.

NOVEMBER, 1953 There are 116,870 radio homes within the Metropolitan

! Morning Afternoon Night ' Grand Rapids area. Conlan figures, left, show that WJEF
! gets 12.6% more n ing list than th t station—
| o o o gets 12.69 1orning listeners than the next station

J Wll;EF gzg % _3(2)2 % ;gé % 25.2% 1ore afternoon listeners—9.6% more evening listen-
| S| = = ers. And W.JETI costs less, ALLL the time!
Others | 44.1 | 464 28.3

Sle "/7'(/5’(1'1 Sleliorns

WKZO — KALAMAZOO

WKZO-TV — GRAND RAPIDS-KALAMAZOO
WJEF — GRAND RAPIDS

WJEF.FM — GRAND RAPIDS-KALAMAZOO
KOULN — LINCCLN, NEBRASKA

KOLN.TV — LINCOLN, NEBRASKA

Associoted with CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY

WMBD — PEORIA. ILLINOIS

Avery-Knodel, Inc., Exclusive National Representatives
*Corporal Donald Mainland, U.S.M.C., cycled from Santa Monwica to New York in 1845 days in May, 1935.




that distinguish it from all others. Storer stations

are completely integrated into the communities




NATIONAL SALES HEADQUARTERS:
TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National Sales Mgr.
118 E. 57th.St., New York 22, ELdorado 5-7690 ¢ 230 N. Michigan Ave., Chicago 1, Franklin 2-6498
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Filwmt that sells filwmis: The 50-man
«ales force of Television Programs of
\merica s using a novel sales gim-
mick in calls on agencies. tv clients
and stations. New approach mvolves
a special film s<how, nearly an hour
long. designed to sell TPA's Captain
Gallant of the Foreign Legion. Cur-
renthv. Gallant i sponsored on 61 NBC
TV outlets by I1. J. Heinz. but the
half-liour adventure =eries is available
for sponsorship in non-Heinz markets.

Ax previewed in New York late last
month, the film 1s built around a
~trong salex pitch made by Michael M.
Nillerman. execntive v.p. of the film
firm. and a full-length episode from
the tv series. Peter Zanphir, TPA’s
advertizing consultant. was executive
producer.

In the filmed pre<entation, Siller-
man stres=es the adventurous, outdoor
locale (North Africa). the authenticity

Tv film shows recently made avéilabie fo'r' Sy'hdic‘;tion

8506 on

1S

(the Foreign Legion cooperated fully ).
the talent (Buster Crabbe and son
“Cuffv7"). the merchandising aids from
TP\ and the fact that the show’s stars
are availalile for client commercials.
Movieman Sillerman feel= that the
technique may catch on quickly in
the competitive film industry. “Bnt,
i's not ‘automation’ applied to film
sales,” he added. “The calesmen still
have to close the deal personally with
a client.” thofts

Te's »film civenit’™: \lthongh manv
top-name  Hollywood films are still
locked away in film vaults. the feature
film packages available to stations—
and ultimately to spot tv sponsors-
are getting fancier all the time.
Among the latest is a package of 20
top budget films tinitially, they cost
upwards of $10 million) puat together
by Hollvwood Television Service. Inc..

a Hollywood feature-and-syndication
concern. Tagged “Sparkler Package,”
the lineup includes such box office
luminaries as Susan Havward, Alan
Ladd. Doris Day, Victor Mclaglen.
Eve Arden. Dennis Dav. Mona Free.
man and Anne Jeflrevs.

1ITS] president Earl Collins. in an-
nouncing the new package. disclosed
that the firm now has 275 -tation cus-
tomers throughout the U.>. and Cana-
da. The firm already has 477 film fea-
tures and short subjects plaving the
tv station circuit.

Sales of the star-studed filn proper-
tie~ have heen brick. An extra reason
for stepped-up sales. according to Cal-
lins:

“HTs1l iz able to acquire print=
from one of the world’s greatest lab.
oratories. This has resulted in a high
efliciency rating in the matter of light
and =sound fidelitv and eclaritv for tv
presentation.” kK

Star salesmen: Since thev are filimed

at a time when the talent. crews and

~ets are already assembled for regular

program production, the “star com-
( Please turn to page 88)

Programs released, or shown in pilot form, since 1 Jan., 1955

Show name ' Syndicator I Producer | Length No. in series Show name | Syndicator | Producer l Length No. in series
- ADVENTURS o DRAMA, MYSTERY
Adventures of Officlal Sapphire Films 30 min In production Paris Precinct MPTV Etolle 30 min, 39
Robin Hood . Sherlock Holmes MPTV Sheldon Reynolds 30 min 39
Adventures of Official Towers of London 30 min In preduction
Searlet Pimper- —_ =
nel ) MUSIC
Captain Gailant TPA e grantelG gg min . (g?l - o o .
Jungle Jim Screen Gems creen Gems min 1lof Q
Rin Tin Tin Screen Gems Screen Gems 30 min 39 Bobby Breen Show Beli Bell 15 min 1 (Pilot)
s":-dol:{:“:.f. MCAY R EONmie e Spade Cooley TPA Cooley-Miller 30 min. in production
> Available In markets not currently bLouokbt by Nabisco This 1s Your Official Jack Denove 30 min. 26
csrsponsored by 7-Up In 120 market<, but many we open on alternate week basis Musie
COMEDY SPORTS
Great Glldersleeve NBC Film DIv. NBC TV 30 min I (Pilot)
Liftle Rascals Interstate Roaeh 10 min, 22—1 reel Jimmy Demaret Award Award 15 min, In production
(*‘Our Gang'') 20 min. 702 reel Show
Looney Tunes Gulid Warner's 15 min. to Library o o ="
LS VARIETY
You Can't Take it Screen Gems Screen Gems 30 min. 1 (Pliot) B Al
With You — = :
o Eddie Cantor Ziv Zv 30 min In production
DOCUMENTARY Comedy Theatre®
Key to the City Hollywood Tv Hollywood Ty 15 min. 7 show s sponsored by Rallantine In 26 markets, is alved In total of 201 market
Prod. Prod. - B —
Llving Past Flilm Classics Film Classics 15 min. 7 WESTERNS
Mr. President Stuart Reynolds  Stuart Reynolds 30 min. 3 — - — ——— =
DRAMA. GENERAL Buffale Bill, Jr. €8S TV Flylng *“A* 30 min. In production
e A Steve Donavan. NBC Flim Div. Vibar 30 min. 39
Celebrity Theatre® Screen Gems 30 min. Nane Frontier Marshal
Confidential File Guild 30 min. In production —
His Honor, Galahad 30 min. In production WOMEN'S
Homer Bell o _ I —
Scionce Fletion Ziv 30 min. In productian
Theatre It's Fun Te Guild Gulld 15 min 156
Imilar o Saeen Gemns Fond Theavie 7 Ullot unnecessary., Reduce
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East Coast Division
342 Modison Avenue
New York 17, N.Y.

Midwest Division

137 North Wobosh Avenue

Chicogo 2, Hlinois
AND BE SURE to

BiG ONES
for little ones ...

‘{ou have a problem ? Want to

demonstrate how something tiny

works? Want to bring something
ﬁ enormous into the studio before the
TV camera? Your answer is. . Film—
for shows that tell all about
everything, without change or "fluff,”
day after day, on or off network.
What's more, it's easy, economical o

USE EASTMAN FILM.

For complete information, write to:

Motion Picture Film Department
EASTMAN KODAK COMPANY
Rochester 4, N.Y.

or W. J. GERMAN, INC,
West Coast Division Agents for the sole ond distribution of Eostmon
6706 Sonta Monica Blvd. Professionol Motion Picture Films
Hollywood 38, California Fort Lee, N. J.; Chicogo, Hl.; Hollywood, Colif.

COLOR.. . . You'll be needing it soon.
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for low cost—area coverage |
you can get on top of
3 MAJOR MARKETS in 5 STATES
N CONN. .
I cHannEL]D)
i
ON TOP OF MT. GREYLOCK, MASSACHUSETTS . 3700 FEET ABOVE SEA LEVEL
[lere 1s a station for the buver who has to Springficld and the Connecticut Valley are all |
s-tre-t ¢ h his TV dollu to the utmost and vet effectively covered by the high and mighuy
get sohd coverage. WMGT is on top of Limous WMGT vausmitter. No other station can covel
Mt Greylock — 38,700 {eet above sea  level. these 3 MAJOR markets in 5 states at such a
Fverywhere you look vou sce people — 355,720 low cost.  Alert adverusers are discovering ,
TV families — with money to spend!  Albany WMGT 15 the kev link in their national mer
id the Hudson Valley, Berkshure Hills and chandising plans. .
i
|
L
GREYLOCK BROADCASTING CO. Want to know more?
e e 0
8 Bank Row . Pittsfield, Massachusetts WRITE TODAY FOR MARKET DATA FOLDER e
Represented by THE WALKER COMPANY
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TAKE OFF
FOR SALES IN BUFFALO

WGR-TV with its ptime caverage af aver 440,309 TV
hames plus its banus af 388,803 hames in Conado s the

natural starting paint far selling this rich market.

“An exceptianally well-balanced market a top

test morket” is how Sales Manogement lobels Buffalo-

Niagara Falls,

The unusually favarable receptian of WGR.TV's pra
gtams offets o speedy means of selling this market. WGR-TV

cansistently leads, ciring nine of the tap 15 shaws. (Pulse}

when you jump into Buffalo
use.

WGR-TV

CHANNEL BUFFALO

NBC BASIC

REPRESENTATIVES — Headley-Reed
In Canada — Andy McDermott-Taranto




"The service with the most subscribers™

LARGEST SAMPLING OUTSIDE U. 5. CENSUS

With Pulse only can you

UARANTEE
CIRCULATION!

Patnstaking intervicwing and hunge sam.
vles nssure unparalieled accoracy tn Pulse a
So relinhle,
are now beginning to gnarantee crrenla-
tion—in ndvance.

sampling.

Station

Station Y-TV From Pulse’s home-gathered
facts, and trend data analysis, selis ALL
television tine on guaranteed cirentlation
""How aceurate not how hig, i
the iinportant thing in Tatings.’’

basis.

Network  Pulse
orderrd speeial sumpling study of exclu-
give radio mtwork crent Resulting fust
sermel *Tineredibly Ligh'®
—was #1 broadeast as reported by other
sersives weeks later!

tablred rat

X-T¥. Long- experienced  with
Tulse data, now aceurately predicts pro-
grao-ypoll of evening sldule
for past months: complete scllout, 1005
Tenewals, waiting list,

Pulse, please reincmber; 1s making
minimnm of 6,000 completed
family interviess per network pro-
gram evenings? 25,000 families in-
terviews] per ilny time program. Tlhe
marimny slatistieal error possible
i less thao 1 rating point—6/10 of
1 per vent nighttime; 3/10 of 1 per
crnt daytim

Rome subseribers

Typical examples:

Resnlt

Pulse is your best protection ogainst
"inflated”  ratings — temporarily
phrasing sontimes, later so poinful

Pulse is your best protection ogainst
“deflating’ the nnderestimote so
embanasing to eaplain os it is

e e B brought 10 praper size by Pulse.
Pulse lhias no “ailjnstment fartor”,
1o enrious compromises, Pulse gives
vin the facts exactly as gathered—
fast. Pulse’s many pluses are worth
uour ivestigation.

Make ypur own check! U:S. Televisign

PULSE
interviews

Seryice #2

Service #3

.25,000 mi

SIZE OF SAMPLE

imum per daytime show

6,000 wininui per nighttinio shodi
2,800 diaries for all-werk fill-in
1,700 returied by mail, wot all usable

700 howcs—considerable tape spoiluge,
Far less than the 1,200 minivium sample size
often used as cost-culling ezpedient, Fized
panel, month after month.

This month throughout the U.S., 117,000 homes are
being interviewed for next month’s “U.S. Pulse TV”

AND URBAN COVERAGE

PULSE, Inc., 15 West 46th St., New York 36

Telephone: Judson 6-3316

Daytime 7 March 19555
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our thanks to

our customers,

the TV Industry

and Billboard

for our

in Billboard's
3rd Annual
TV Film

Industry Poll

3
J
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LABORATORIES THE BILLBOARD

FEBRUARY 12, 1955

Consolidated Tops In
Quality, Speed, Econom

Consolidated Film Laboratories
this year emphatically showed its
boe]s to other film processing firms
i N i ;

n the voting when it won all three

e
top prizes—
ice, fastest, and most economica
in the Billboard's Third Annual
Film Service Awards. In last year’s
tition, Consolidated won first

S\~

cor ition,
place for the quality of its work.
NN AL

clean sweep of“FIRSTS”

CONSOLIDATED FILM INDUSTRIES

959 Seward Street, Hollywood 38, California
1740 Broadway, New York 19, New York
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| OUR NEW YORK
OFFICE

HAS MOV ED TO
200 PARK AVE,
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LFFECTIVE

MARCH 7Tn

LE & p CTERS
INC.

Pioneer Station Representatives Since 1932

"W YORK CHICAGO ATLANTA DETROIT HOLLYWOOD FT. WORTH SAN FRANCISCO




When it's cold outside and you’'d like

to create a warm feeling in three
choice Western Pennsylvania mar-
kets, start burning up the wires to
WIJAC-TV, Johnstown. What a siz-
zling Hooper! WIJIAC-TV is:
FIRST in Johnstown
(e 2-station market)

SECOND in Pittsburgh
(a 3-station market]

FIRST in Altoona

(a 2-station market)

You really put the heat on sales . . .
with the 1 buy that covers 3-—

I .

SERVING MILLIONS FROM
{ \( ATOP THE ALLEGHENIES

Ask your KATZ man for full details!

88

FILM NOTES

(Continued from page 76)

mercial” has turned out to be one of
the most popular items in the syndi-
cated film field—and one of the best
money bargains in commercial tv.

A\ sroxsor checkup among major
svndicators shows that almost every
syndicated tv series in production now
offers the services of one or more stars
in making commercials. Explained a
sales  executive in MCA-TV’s New
York office:

“Commercials and lead-ins featuring
a star can easily be squeezed in during
the regular shooting schedule. Produc-
tion costs are very low, since all the
elements are already there—particu-
larly if there are standing sets. And
since il opens the way for extra mer-
chandising and publicity for the star,
tv film stars are usuallv willing to
make commercials  for minimum
scale.”

Among the syndicators now offer-
ing the services of stars in making tv
film commercials: Ziv, Screen Gems,
MCA-TV. Official Fhns, TPA, Guild
Films, Award Films, the three net-
work-owned syndication firms (ABC,
CB> and NBC Films), Hollywood
Television Service, MPTV,

Stars making commercials include:
Eddie Cantor, Liberace, Ella Raines,
Louis Jourdan. Rin Tin Tin, Johnny
Weissmuller, Richard Carlson, David
Brian. Buster Crabbe and son, John
Russell, Thomas Mitehell, Ed Gardner,
Gene Lockhart, Charles McGraw, Gene
Autry, Guy Lombardo and Douglas
Fairbanks.

Many sponsors don’t even wait to be
sold the idea. When Langendorf
Bakeries signed with NBC Film Di-
vision for a 16-market coverage on the
Coa~t with Steve Donavan, Western
Marshal, starting next month, one of
the first things the bakery firm did was
to sign up the Western star for com-
mercials. So did Shulton (Old Spice),
when it signed for the MPTV prop-
ertv, and star Louis Jourdan, Paris
Precinct, 1o cover 40 major markets
this spring.  Admitted Official Flms
sales v.p. Herb Jaffe: “There’s little
direct profit for us in star commer-
cials, bul it certainly helps us land re-
newals from advertisers.” k%

Legal loophole plugged: One of the
«tandard Dbuyving precautions in the
syndicated film field has been a check-
up on the kind of legal protection a

film maker offers sponsors against
crank lawsuits. (See “Tips on Buying
Film, in sroxsor’s Fall Facts “Film
Basics.™)

One syndication firm, Associated
Artists Products  (Candid Camera,
Johnny Jupiter, etc.) has largely re-
moved this advertising hurdle with a
new blankel insurance policy covering
films that AAP releases.

According to AAP’s President, Eliot
Hyman, the policy is good for a vear
and covers claims up to $250,000.
Stated Hyman: “The new arrangement
insures all sponsors, advertising agen-
cies and stations against such claims
as infringement, invasion of rights of
privacy, defamation, slander. libel and
violations of copyright.” The policy
covers the films, sound tracks and mer-
chandising material, and was written
by Lumley, Dennant & Co.

An “Evidence of Insurance” certifi-
cale 1= sent to each ad firm or station
buying AAD film properties. *okk

Quick closeups: Guild Films™ Liber-
ace is regarded with something ap-
proaching fervent admiration by mem-
bers of U.S. piano-making industry.
Piano concerns have enjoyed a record
sales vear. and many leaders—like
Baldwin, Steinway, Wurlitzer—have
written to the curly-haired pianist to
thank himn for repopularizing the liv-
ing room piano. Liberace, incidental-
Iy, intends to open a nationwide chain
of franchised piano schools (like the
Arthur Murray dance schools) in the
near future.

e Last month, Carter Products,
sponsor of Ziv's Mr. District Atiorney
in 40 major markets, announced that
it was in the market—for another
sponsor. Carler is now willing to share
its prime evening availabilities, landed
through SSCB agency, with a co-spon-
sor for the next season. Said the
agency: “A really handsome schedule
of times and stations of which any ad-
vertiser would be proud.”

e Tv film making can be costhy—
even if vou know the tricks, Screen
Gems learned recently while filming
Damon Runyon Theatre, slarling in
April on CBS TV for Budweiser. Set
dresser James Crowe needed a Christ-
mas trce for a shot in one program.
He went to Big Bear, some 130 miles
fromn Hollvwood, before he found one.
Although it cost him onlv §1.20 in Big
Bear, by the time got it back to the
studio. the trucking and labor costs
had momnted to $85. * % *

SPONSOR
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Fourth TV

market
in Texas!

*SOURCE:
TELEVISION Magazine
January 1955

| OKLAHOMA” 3 ARKANSAS N\

4* umad® s

"0""' |}

neetf
K-"....-'. i Among 18 TV Markets in Texas,
, ( YEXREAEA Q) | ] - KCMC -TV serves the 4th in total
------ m=ecjemmpacnnas set circulation— 103,760 TV HOMES
1
\ \ 3 SHNEVEPORY s
‘ 10 ;
DM KCMC-TV
I ,
KCMC-TV covers a great CBS ABC DIN TEXARKANA
- ' CHANNEL MAXIMUM POWER
. KCMC-TV ranks among ol 180 Hours Monthly Network Commercial Shows
television markets in the }:Z::::w: b:vv:::::';mmlu; & McCONNELL
5 | . Genera anager
" Southwestern States.
“
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CLOTHING SHOP

HOUSES

SPONSOR: The Lerner Shops Agency: Direct
CAPSULE CASE HISTORY To promole a new sllo,) in

Salt Lake City, the Lerner Shops organized a 15-weelk
campaign. This was the first trial of radio for Lerner, a
national chain. Lerner bought 60 announcements a week
on KDY L and no other advertising. The sponsor said he
would renew if the campaign produced results and he did

or 32 weeks. This marks the national firm’s first
solid entry into radio advertising. creates the possibility
of a future trend toward radio use. Weekly cost: $185.

RDYI. <alt Lake Gy, Litah PROGRAM: Announcements

SAVINGS

SPON=OR: John J. Eilers, Ilome Builder AGENCY: Direi

CAPSULE CASE HISTORY:  To advertise a new mods
home. builder John ]. Eilers used 10 announcemenys ;-
viting people to inspect it. The radio announcement
which ran on two successive Saturdays and Sumlays e
the only advertising used. As a direct result, over 2.0(

people visited the model home and all 18 available un
were sold. Houses were priced at a little over 36,0

Cost of the campaign was $120. !
i

K=0, Des Moines, lowa PROGRAMN: Announcemer |
4
|

SPONSOR: Nat'l Employment AGENCY': Max Walter A¢

Information Service

CAPSULE CASE HISTORY:  The sponsor used siv a
nouncements. one cach day. on the Dave Jacobs I\
Hill Billy Show to invite phone call or letter inquin
from potential employers and employees. The show is «
from 5:05 t0 6 p.n. These announcements alone broug
484 phone calls and letter replies. The cost for each a
nouncement was S15 or a total of $90.

|
WING, Denver. Col. PROGRAM: Dave Jacobs 1lill Bi

Show. announcemei

BUTTER & MILK

SPONSOR: Fidelity Savings & Loan As-oc. AGENCY: Direct

CAPSLLE CASE HISTORY : Vhis savings and loan as-
soctation, to induce more of the former, offered a “bud-
get shde rule” on WKZO's Coflee Club. Rule pulls out
to recipient’s income bracket, tells what he ought to allot
for food, clothing, entertainment, shelter, savings. taxes.
Within three weels of the starting date, 3,000 rules were
given away at a cost of three cents each. During the
same period S106.000 in savings were added to the in-
stitution. Cost of the campaign was $90.

WKZ0O, Kalamazoo, Mich. PROGRANM: Coffee Club

SPONSOR: Darigold AGENCY: Rune Gorens

CAPSULE CASE MHSTORY:  To stimulate sales. the D
igold Co. participated in the Kayo Kashbox. Kashh
programed in 10-minute sponsor segments during m
morning, gives a riddle with daily clues. Listeners se
in a Darigold label with each answer. Iu one we
KAYO received 10,857 “proofs of purchase”—lette
with Darigold labels. In a 10-month period the she
pulled over half a million labels. The cost of the cal
paign per week was $220.

KAYO, Seattle, Wash, PROGRAM: Kayo Kazhm|

participati
SPONSOR: Wilbar's AGENCY: ]. O'Leary, Boston SPONSOR: Kocenig's Stores AGENCY: Dirt Y
CAPSULE CASE THSTORY : To advertise its annual “ny- CAPSULE CASE HISTORY : “4 Christmas [am

lon carnival,” W ilbar’s in New [laven scheduled 39 an-
nouncements for the weel. Newspaper and window ad-
vertising were also used. By the end of the week W ilbar’s
had sold 1,000 pairs of nylons, leading the other 27
stores in the chain. The store credits the radio advertis-
ing with at least 50°¢ of its sales and has been a regular
radio advertiser since it came to New [laven lust year.
The cost of the 39 announcements, wchich were heard

throughout the day, was $231.
WAVZ, New llaven, Comn. PROGRAM: Announcements

night,” designed to show that a family could eat
Koenig's lunch counter for very litile, was promoted §
KSUM. Turkey dinners at 50c were offered from g
pan. and “Santa Claus sundaes” at 13¢ from 8-9. Su
traffic during those hours: 2.397. Volume for the lun
department was $213; for the rest of the store. §it
E. E. Koenig, owner, writes: “There is no way of measij
ing the volume of good will secured here”” Cost of 1]
radio campaign was $67. Cumpaign ran for 48 hot
with no other media used.

KSUM, Fairmont, Minn, PROGRAM: Station Bre} 7))




P( Lea

all Los Angeles Area

[ndependent Radio
and One Network St
In Share of Audience
6AMt06

*First Nielsen Station Index Area Audience Measurement i
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oo R
KMPC 710 kc. LOS ANGELES

West’s No. 1 Independent for Listeners and Advertisers

50,000 watts days, 10,000 watts nights

Gene Autry, President « R. O. Reynolds, Vice President & General Manager
Represented Nationally by A. M. RADIO SALES

Chicago » New York « Los Angeles s San Francisco
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She’s one of 1,000,000

potential customers

for your products...

She’S one of 1,000,000 Span-
ish-speaking Mexican-Ameri-
cans in the Texas Spanish Lan-
guage Network coverage arca
who speak Spanish, read Span-
ish, listen to Spanish-language
radio—but, BUY AMERICAN!
With special emphasis on prod-
ucts brought to their attention
throughSpanish-language radio.
When you buy the TSLN you
get outstanding stations in their
areas.There are no weak links

in the TSLN.

TEXAS SPANISH
LANGUAGE NETWORK

Kiww XEO-XEOR XEJ
San Antonio Rio Grande El Paso
Valley
Represented nationally by

NATIONAL TIMES SALES
Necw York « Chicago

HARtAN G. OAKES & ASSOC.

Los Angeles + San Francisco

New developments on SPONSOR stories
See: The Great Godfrey

Issune: 5 June 1950, page 21
0 0 Subject: Codfrey and Henry J. Kaufman &

Associates both went into radio about
the same time

llenry J. Kaufman & As<ociates, Washington, D. C,, advertising
agenev, celebrated its 25th anniversary recently with a cockiait
party at the National Press Club and, as usually happens at such
aflairs, there was reminiseing about the carly days.

Onc name was mentioned often. It was “Reds” Godfrey (known
as “Arthur” today). Godfrey was among the first radio talenl that
Henry J. Kaufman & Associates had for sale. Prinecipal radie talens
salesman in those days was Jeffrey Abel. who today is radio direetar
of the ageney. Abel recalled that he used to pound the sidewalks
of Washington’s 7th St. (home of many cut-rate and credit-type
clothing and jewelry stores) with Godfrey.

“We worked up a show for a local automotive dealer and put
‘Reds” on WJSV. now WTOP,” Abhel told a cluster of the awrney’s
well-wishers at the anniversary party.

“*Reds’ did the same thing then [ think it was around 1934 —
that he does now: played the uke and sang. Didn’t do either very
well. Come to think of it. he still doesn't. But people didn’t seem
to care about that then—and it’s obvious they don’t now.”

That year he was selling “Reds,” Abel remembers, the amenet’s
radio department grossed about $20,000. The business cansisted
mosthy of announcements sold to retailers. Today. Abel presides—
with television director Robert S. Maurer— over the programs of
about 25 clients, most of them national.

Radio in the early thirties required less mental effort than today’s
air advertising but considerably better physical condition, Abel says.
Abel and William F. Sigmund, now ecreative director and agency
aszociate, developed the first sports show for Washington radio.

“Bill and I wrote the eommercials,” Abel related. “We’d sell an.
nouncements to the retail merchants, run down the street to the
radio station, sprint upstairs, type out the stufl at 5:30 and hand
it to the announcer for delivery at 6:00 p.m. You might say it was a
sort of hand-to-mike existenee.”

“Television hit Washington in 1947.” Abel said, “and we pro-
duced seven shows the first day.”

The agency’s biggest air account now is the Cl0, for which Kauf-
man produces the John Vandercook news program over ABC Radio.
The Washington area’s biggest local television program is the seven-
day-a-week Pick Temple show, aired over WTOP-TV by the agency
for the Giant Food Stores.

“Back in the thirties,” Abel recalled, “you had taken care of a
client when you wrote a commercial for his program. Today, in
cither radio or television, you aren’t doing much if vou don’t pro-
vide a complete package that includes originating the show, hiring
the talent, writing the seript, directing. merchandising the program
and providing publie relations and publicity.”

Television Director Maurer joined the conversation.

“Speaking of television,” he interjected, “we’ve found that 10
and 15-minute ‘marginal time’ shows a much better vehiele for
many of our elients.” Maurer, backing up Abel's philosophy, said
that agencies generally are overlooking a good bet for their clients
in neglecting the public relations and publicity opportunities avail-
able on tv and radio.

Henry Julian Kaufman, the ageney founder, joined the group
around Abel and Maurer. “LEnough shop talk,” he said. “But if

we must shop talk, let’s discuss the next 25 ycars, not the past 25,..”
* kX %
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First or in a photo finish
in all rated time segments

(Pulse of San Antonio,
November, 1954)

biggest S
&ayﬁmc; 78 KS %

has the top-rated local per-

\ sonalities who are San
Antonio's big audience- / /

Covgraqe getters too!

1N

Express-News Srarion

SAN ANTONIO, TEXAS

L\
4_ } Ask FREE & PETERS, Inc. for details
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T0 SELL
JACKSONVILLE

(and therich Northeast
Florida market .

BUY

WIHP-TV

Channel 36

§§3%
16,500 UHF SETS-IN-USE

§88§

ABC - NBC < DuMONT
Television Networks

§§3%

For rates, availabilities, and oth-
er information, call Jacksonville

EX 8-9751 or New York MU
7-5047.

§ 8§

WJHP-TV

JACKSONVILLE, FLORIDA

216,000 watts

on Channel 36

Represented nationally by
John 1. Perry Associates
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Les Persky with Virginia Graham who conducts her own show on WABD-TV

agency profile

Les Pershy

President
Products Services, New York

Les Pershy <at down behind his hoge modern desk. got up and
walked around it to «it by a cocktail table, then leaped up and
strode restlessly toward the door of his office. “Don’t forget to put in
an ad for a Japanecse cook.” he told his secretary. “I'm having a
dinner party Wednesday night.”

Then he walked back to a couch covered with a hrown Peruvian
weave and settled down on 1. only occasionally crossing and ve-
crossing his legs,

Medium-height. stocky. with thick horn-rimmed glasses. 29-vear-
old Persky eould be an instructor at a university: he could be a
research assistant on a scientific project  he does not look like the
president of an ad agency that billed $3 million in 1954,  But,
of course. that's \\hal he is.

“Thic ageney is really a tv baby.” Per~k\ ~aid. “Last year about
8570 of our billings were in radio and 1 We expect over $4
million in 1955 billings. with some 80 in lhe atr media. But, you
know. the thing we're happiest about is the faet lhal our clients’
aggregate sales will approach $100 million this year.

Per.sl\_\ 2ot into the ageney business throngh radio. 1le began
as an independent radio packager when he got out of the serviee in
1946, On his Robbins’ Nest Show. WINS from 11:00 p.m. to 1:00
a.m., appeared <nch celebrities as Sid Cacesar. Imogene Coca.

“They nsed to come down to Howard Johnson that’s where we
broadcast from  after their tv shows to get interviewed so that they
could get the radio listeners to watel them on tv,” Pershy recalls.
“In fact. Lucille Ball and Desi Arnez announced on our <how that
they were going on tv. 1 remember Fred Robhins said, ‘1 hope yvou
two will do as well as Fave Fmerson.” ™

It secems that so many advertisers wanted to get on the prograi
that Per<ky set up an agencey in 1950 to handle their copy.

“We began with a bunch of accomnts that liad never had an
ageney and we bnilt them.”

Among these aeconnts are Roto-Broil. Strauss Stores. Brookpark
Dinnerware and ~ona Cosmeties. Smee then the ageney has ex-
panded so rapidly. that 1t has taken over 7.500 square feet of office
space that nsed to be the old Lennen & Newell headquarters, * * %
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We're selling more food in hungry San Diego.

27% more than in 1951
fora 1953 total of $183,855,000! (Sis. Mgt. 1952-54)

More than is sold in Miami,
Indianapolis or New Orleans!

WRATHER-ALVAREZ BROADCASTING, INC. SAN DIEGO. CALIF.

REPRESENTED BY PETRY
We've got more people, making more, spending more

and watching Channel 8 more than ever before! America,s more market
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Since everyone else gets eredits on (v shows. should

agencies get production or commercial credit too

GIVE AGENCY TALENT CREDIT

By Elliot Saunders

Director N. Y, Office
Perriu-Paus Co., Chi.

In circumstanees
where an agency
produces and
packages a show,
then certainly the
people at the
agency responsi-
ble for the show
should get air
credits, But 1 do
not feel that the agency name itself
should be mentioned
very poor laste,

this would be

The giving of air credits to those on
its_ staff who are responsible for the
creation and production of a given
show is actually to the ageney’s bene-
fit in the long run. Through these
credits. the agency builds up the repu-
tation of its personnel. Then one day,
in courting a new client. the ageney
can point with pride to all the talented
people it can offer who have done sueh-
and-such on this or that program.

On every big show, there is a man
assigned by the ageney 1o act as agency
supervisor on the show. e is the lai-
son between the agency and all the
people talent, producers. writers, net-
work representatives —connected with
the program. Ile acts as oflicial over-
scer of the show for the client. These
men are given credit on the air, with
some «uch title as “Production Snper-
visor.”  Bnt even here, there is no
necessity for the ageney nanme to be
mentioned,

I have heard complaints that the list
of eredits at the end of many air shows
is mmeh too long and takes np too
much valuable time, [ don’t go along
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with that at all. The many talented,
hard-working people who make an air
production possible deserve their cred-
ils—and more. [ have never scen a
show with too many credits, and what's
more, | have never lieard of a client
who said he did.

AGENCY SHOULDN'T COMPETE

By George C. Neumann
Vice Presideut
David J. Mahoney, lLuc.

No! An agency is
in the business of
seting a client’s
products or ideas.
In the case of
television, the ch-
ent pave for the
show and the
agency's job is to
make every pen-
ny count in results for the client.

The ad or commercial that leaves
the consamer with even one basie prod-
net claim has done a good job., All
extrancous names, illustrations, or ref-
erences which do not directly tie in
with your basic sclling ideas are usu-
ally lost motion. The present day over-
long list of credits is already stealing
enough attention from the sales mes-
sage.  The average viewer certainly
isn’t interested in them and they do
nothing but detract from your hasic
selling theme.

Lel’s not fall into the familiar “show
biz” patiern of competing for siar bill-
mg. A\ good ageney comtributes a great
deal 1o the sinecess of a television show.
The people who want to know which
agency s responsible ean and do find
oul. Lel's concentrate atiention on the
product.  Glory enough will come to
the ageney that eells goods.

to air advertisers and their ageuncies

;

Agencies anonymous?

Should the role of the ad
agency be complete anony mity
in all the advertising it pro-
duce=? Are there not instances
where a mention of the agency
name is justified and proper—
and where it would not in the
least detraet from the client’s
advertising fire? This ques.-
tion has cropped up off and on
through the years—especially
in connection with print me-
dia. lere it is raised with
reference to broadcast media.

Agency people themselves.
as they speak out here. are al-
mosl unanimous in their feel-
ing that the ageney should not
get credit mention by name on
the air even thongh the
agency might be completely
responsible for the production
of a given program. Some
point out there are too many
credits now to begin with,

TV CLUTTERED WITH CREDITS

By Samuel Northeross

’ V.P. aud Tr Director

Willian Esty Co., N. Y.

The answer is a
clear eut “No.”
In the first place,
the proper func-
tion of an adver-
tising agency Is
to promote the
sale of its chients’
products or serv-
1Ices—nol to pro-
The funetion nmst obvi-

mote itself.
ouslv be an anonymous one in public.

SPONSOR
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Television programs are even now
badly cluttered with credits, most of
which are completcly meaningless to

the viewing public.

Whether an agency produces an en-
tire program or just the commercials
within the show, it would be no more

proper for the advertising agency to |

take production credit than it would
to stamp its letterhead on magazine or
newspaper advertising which it pre-
pares for its clients.

That’s what we
are paid 157 for.

In general. credits are for the trade

and in many instances are foisted on
the advertiser by labor organizations
with which the advertiser has no con-
nection whatever. I doubt if any ad-
vertising agency, mindful of its clients’
investments in lelevision, would be in-
chined to add to this abuse. After all.
the sponsor buys 30 minutes of time
at a gross card rate of approximately
$48,000 per broadcast. He doesn't
even get that to start with, but 29:20.
He shouldn’t be asked to divert any
more of these precious seconds from
his main purpose, not at these prices—
$1,640 per minute, excluding talent!

CREDITS SHORTEN SHOW

By Storrs Haynes

V.P. Charge Radio-Tr Programing Dept.
Compton Adr., N. Y.

| I don’t think so.
In the first place,
credits of any
kind are not the
nost attractive
things in a pro-
gram; they are
there for the
viewer’s  benefit
in so far as cast,

because of con-
tiactual requirements or conditions of

employment, A long list of credits
serves to shorten the entertaimment por-
tion of the show and dilute the com-
mercial impact. I can hardly see an
agency, enchanted with its own work
though it may have every right to be,

adding to this ever-increasing program
problem.

but otherwise only

Then, too, it doesn’t seem to me that
the relationship between agent and
client is such that it would be permis-
sible for the agency to use a client’s
show to do some piggy-back advertis-
ing of its own. And with the client’s
money at that. Gad, you don't sup-
pose some agencies would have the

nerve to bill the client for the artwork
and the telop, too?
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in Memphis
bhecause...
'- 1088-foot tower

1335 feet above sea level, WMCT’s
“topper” tower assures the highest
grade signal service delivered

from Memphis, Tennessce

2. preferred "low band”
Channel 5

WMCT, on preferred
low band Channel 5, serves a larger

area with a clearer picturc than
any other Memphis television station.
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3- program preference 2 to |

According to the ARB Report
of October, 1954, between 6 P.M.

and 10:30 P.M., of the total of
126 quarter-hours, WMCT had 87

top-rated periods.

ask your regional
. distributor or district sales
':E manager in Memphis . ..

... what television station he reccommends
: to cover most effectively the more than
335,000 TV hones in the five-state arca

that makes up the Memphis market.
We know (from experience) the answer

will be WMCT
WMC « WMCF « WMCT

MEMPHIS
CHANNEL 5

Memphis' First T. V. Station

NOW 100,000 WATTS

NATIONAL REPRESENTATIVES I

Owned and operated by
THE BRANHAM CO.

THE COMMERCIAL APPEAL
AFFILIATED WITH NBC ® ALSO AFFILIATED WITH ABC AND DUMONT

97

— e



rPoumdu

Radio=trv stations told how to get more national business

Ileven ways in which radio and tv
stations can get more national husiness
are outlined in a brochure written Iy
Don L. Chapin, New York sales direc-
tor for the Tr-State Network. 1lere is
the e=zence of Chapin’s recommenda-
tions:

1. Develop more station informa-
tion. Get success stories down on pa-
per.  Offer substantiated engineering
data. 1lave np-to-date program infor-
mation available at all Know
vour market; also know vour local
competitors and be able to defend your

tLimes.

position,

2. Supply more information to your
represcutatives. Ieed them fresh pro-
gram information, station facts, sales
aids. Ghve them encouragement. sup-
port.

3. Maintain an efficient traflic sys-
tem for speeding up time elearances on
national sales. Svstem should be su-
pervised by someone familiar with na-
tional field. Give rep immediate in-
formation on all changes in schedules.
programs.

1. Set fair rates -and stick to them.
They should refleet a factnal appraisal
of vour station’s =ales potential.

5. Keep in constant contact with lo-

cal manufacturers” repre<entatives or
brokers. They're often asked for their
opinions of certain local media.

0. Offer merchandising, promotion-
al assistance.

7. Maintain effective sales service:
deliver evervthing that von promised.

8. Ulilize national trade publica-
tions. Set up an annual budget to use
for advertising vour station in trade
magazines read by ad agencies and
spon=ors. Even a small budget ean be
effective when used consistently. Also
send out interesting. informative «to-
ries aboul station to national trade
magazines, Many press releases won’t
be used but some are hound to reach
the printed page, can be a definite plus
to vour adverlising.

9. Correct errors in scheduling com-
mercials immediately; don’t wait for
the sponsor’s local representative to
write or eall hix boss =0 the informa-
tion gets to the agency through the
back door.

10. linconrage agency personnel and
sponsors- -as well as your representa-
tives— to visit your station.

I, Cover ad agencies in national
markets with your own slation execu-

tives regularly. * ok *

One net (e announcement sells 10.353 knives for sponsor

Manv a mail-order advertizer be-
lieves he must stick to printed media
Iwlere he can use a coupon or order
blank) to get good results from hix
ad. But the VFlorida Citrus Commis-
sion has found that network television

without the advantage of an casy-
to-fill-out coupon

A few weeks ago the Commission
offered a grapefruit knife on it~ Tiwcen-
ABC-TY,

The com-

<an pull well, too.

ty Questions program  on
¢:30-9:00 pm. Tuesdays.
mercial consisted of a filmed demon-
stration of the speedy way the knife
prepares a halved grapefruit and a
30-sccond tag at the end of the com-
mercial telling viewers where to send
35¢ for the labor-saving deviee.
Within four davs after the first com-
mereial. the  Citrus Connnission’s
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Here's 35¢ knife that tv sold to 172,000 people

agency. J. Walter Thompson Co.. re-
ceived 10358 requests for the knife
tthat’s §14.125.30 in orders). Since
the original commercial was aired.
three more <imilar commercials have
Leen telecast on Tieenty Questions: the
four commercials hase pulled a total
of 161996 orders. lu addition. one
NBC TV's  Today

brought in 7083 requests, * Kk

commercial  on

Sees antomation operating
the tv studios in Inture

A glimpse into the television studio
of the fnture was given to SPON#4
recently by >ol Cornberg, NBC dirw-
tor of studio and plant planning.

“The most noticeable change to the
lavman will be the lack of clutter iy
~tudios,” Cornberg savs. “Studio au-
diences will be able to sce a show in
the studio without peering through a
maze of equipment and techmicians
that are the usual accouterment of {n-
dayv’s tv theatres”

ICH all be possible through spaie
control and automation.

Cornberg explained that most of tly
technical equipment will be operatrs
automatically by remote control. Can-
erax, lights and microphones will e
suspended from the ceiling in such a
way that they'll be out of the actual
“ereative” operating area. In addition,
Coruberg said. walls, floors and ecil
ings will be movable. Directors will
be able to chooze any size work ares
they desire for their produetions.

How =oon will the tv studio of {he
future be here? Cornberg says that
push button and space control devices
already are Dbeing incorporated o
existing facilities. And he said plans
are being made for building this type
of equipment into studios now on the

drawing boards. * ok &

Briefly . . .

The 35 television news cameramen
who cover five New England states for
WBZ-TV. Boston. were lionored by the
station recently at a dinner in Boston.
“We wanted to give full recognition to
a group of men who are representa:
tive of a trulv new profession, televi-
~ion news photography,” W. C. (Bill)
Swartlev. general manager of the West-
inghouse station. =aid.

* * *

After several months of operation.
the satellite station operated by WATR-
TV. Waterbury. Conn., has added o
~ubstantial number of viewers who
could not otherwise receive the station
And there has heen no apparent inter-
ference between the satellite and the
main station in areas where both could
Lo received. The Adler Communiea
tions Laboratories. which has super-
vised operation of the satellite (or
hooster) station. said it added about
50.000 viewers to WATR-TV, a ubf
station.  Sponsors or others who are
interested in how the satellite station

SPONSOR




operates cau obtain a copy of the Ad- !

ler report submitted to the FCC, which
contains the techmical details and the
results obtained. by writing to the lab-
oratories al Oune Le Fevre Lane. New
Rochelle, N. Y.

* * *

For selling a series of radio pro-
erams to a New York City savings and
loan association. Bob Alden, account
exccutive at WOR. New York, was
named RAB's “Salesman of the
Montlt” {or December. (Results of
the December contest were announced
last week.) Alden sold the sponsor-
B. Ray Robbins Co.-——a time schedule
specifically designed to reach listeners
with above-average incomes. Robbins,
had long uszed newspapers where the
average cost of a lead was $3.50. Leads
resulting from the radio campaign
cost an average of 60c.

* * *

The reason Bailey’s Lumber Yards
of Miami renewed its daily morning
news program on WOQAM for the
twelfth consecutive year is because
“radio sells so well.” G. Tom Bailey
Jr., v.p. of the lumber firm, said his
company advertises only specific items
on the program. usually a different
item each day. Bailey gets daily vre-
ports ou the pull of the various com-
mercials. In addition to consistently
getting good local response, Bailey
says the news program has brought in
orders for building wmaterials from
builders and home owners more than
160 miles from Miami.

* * *

Radio time sales for 1954 reached a
six-year high at WBVP, Beaver Falls,
Pa.. Thomas B. Price. stalion man-
ager. advised sPoNsoRr last week. He
said local sales for 1954 topped 1953’s
by 4.1%. The most significant fea-
ture of the 1954 rise. said Price, was
the increased use of WBVP by several
local accounts which had used little
or no radio in the past.

* * *

To aid Suburban Hospital in its
building fund campaign, WCGAY, Sil-
ver Spring, Md. (Washington, D. C.,
suburb). is using an on-the-air atten-
tion-getting device. Whenever a pa-
tient is admitted to the emergency
10om of the hospital. an employee tele- |
phones WGAY with a brief descrip-
tion of the case. The announcer then
on the air rings a bell and reads the
information. followed by a 10-second |
tag for the building fund. '

(Please turn to page 120)
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~always pays in the . . .. \\\
S I FO W S

RICH, GROWING
NORTH CAROLINA
MARKET

BETTER . .. coverage

than ever before is yours with
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/

15-county
Winston-Salem
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AM - FM [

— Represented by

N HEADLEY-REED CO.
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(Continued from page )

Brewing Company. concentrating heavily on two New York
stations. Here in the short amount of time allotted, Schaefer
15 able to develop its basie theme of taste appeal. show its
logotype for identification. create a wonderful little bit of
simple animation in which the word “enjoyment” streiches
and mateh dissolves into a sparkling glass of heer. Thus I
nse of sound, sight and motion in thix hort amount of time,
a memorable job iz done =imply and direetly.

The moral of the story. | think if people try to sell LD,
on the basis of what they can do and make sure that they
don’t try to sell them for what they can’t do—a new avenue
of sound advertising will open up.

You can even tell a before and after story in that amoun
of time. For example, the well known Vieks Vapo-rub “now
I can breathe again™ spol.

One of the problems on 1.D.’s is caused by the fact tha
stations il haven’t standardized on how an advertizer musl
include the eall letters of the station. These things ereate pro-
duction difficulties and also raise the cost. For this reason
alone. T know advertizers who avoid [.D.’s even though they
would be a fine way of solving their advertizing problems.
A bad condition for advertiser. stations. and agenev., It
causes other advertizers to cheat on production by using a
single telop or a card. Thiz misuse of televizion which is the
only mass advertising medium except <ky writing that pro.
vides motion 1= eertain 1o reduce the effectiveness of 1.D.s.
It's doing a newspaper ad on television,

In conclusion let me reiterate that by approaching the ~la-
tion identification from a copy standpoint. by insisting on
<imple prodnetion. by 1aking advantage of a@ll the assets aof
the medinm. 1.1).’< ean provide a very eflective advertising
campaign.

One fovther suggestion to the folks who sell thesze an
nomeements=—in many ecases, the chief copy writer on an ac-
count. even in the print end of the businesz, would he most
<svipathetic to a presentation angled towards Tis problem.
And T've never zeen a topy copy wriler vel who conldn’t
push an account man into comething that made sense,  * * *

(For an account of how the industry has cought to stand-
ardize 1.D.< and a hs=t of <ations which accept the new
S.R.Aproposed full-sereen LD sce srovsor., 21 Jannary
1955, page 18.)
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The plans boarvd refires into elosed
session « works up a preliminary
program that runs into six figures .
vour mediam is mentioned .
a big contract hangs in the
balance « the media direetor
reaches for Standard Rate

and if you have a Serviee-Ad near vour listing...

are there

e
)
ou""..
ot

\ \\\\\\\\\\\\

»

For the full story on the values 1.161 media get from their
Service-Ads, see Standard Rate’s own Service-Ad in the
front of anv edition of SRDS: or call a Standard Rate
Service-Dalesman,

N. Y. C.— Murray Hill 9-6620 - CHI.-- Hollycourt 5-2400 - L. A. Dunkirk 2-8576

Note: Six years of continuous vescarch among advertisers and agen-
cies has tanght us that one of the most important uses of Service-Ads
comes at those times wlten conference room doors are locked. chal-
lenges and snggestions come thick and fast. and ~omebody has to
come up with answers — fast,




DPeter Hilton
(President)
Hilton & Riggio, Inec.

LIKE MOST
“Newsworthy”’
ADVERTISING
EXECUTIVES
MR. HILTON'S
LATEST
BUSINESS

PORTRAIT
IS BY...

Deanw Racbara

Photographers to the Business Executive

565 Fifth Avenue, New York 17—0PI 3-1882
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(Continued from page 29)

from 269 poundx to 202 10 2597%. He’s worked the gim-
mick into the show. both in the opening and in the Honey-
mooners segments in a totally painless way. which not only
does not distract from the entertainment values of the pro.
gram, but adds to them. He's accomplished this by making
with typical Gleason gags in the openings, ax witness the
sceond show of the slimming series. The scales showed e
had lost seven pounds. “This,” cracked Jackie, “is the first
time in years I've been able to put my hand< in mv hack
pockets.” And on the next show, having dropped 214 more
pounds. he commented: “Not only iz this the first time 'ye
been able to put my hands in my back pockets. but it’s the
first time I've been able to get them out again.™ In the Honey-
mooners skits there are constant references made by Ar
Carney as Norton, by Audrey Meadows as Gleason’s wife
to his elephantine appearance and his great weight. All of
these gags are naturally and with vast hilarious effeet worked
into the seripts. We have no doubt that this whole eaper will
wind up as one of the most effective examples of tv salesman-
ship ever perpetrated. and though we treated the matter very
tongne-in-cheekish, we do seriously recommend that sponsors
and ageneies give the whole test more than casnal serntiny.
It's a daring and thus far ingentonsly executed new tv sale-
techmique. At the end of Jackie's in-public redueing mara-
thon, he'b announee the name of the reducing produet he's
nsing.
¥ ok %

A check of weather burean reports show that the morning
of Thursdav, 8 March. 1915 was cold and miserable. Yet as
arly ax 0:15 a.me <ome 150 people stood in line ontside
WOR's Playhouse Number 1. waiting to attend the 20th anni-
versary broadeast of John Gambling. By show time (7:30)
1.500 people were at the theatre. Somebody remarked tha
they shonld have hired Madizon Square Garden. On 8 March
this vear they did. As this iz heing written plans are pro-
ceeding to do Gambling’s 30th Anniversary show. ax well a¢
WOR's whole morming lne-up, from the 8th Avenue arena.
There 1= httle doubt that the Garden will be filled. which is
to <av that come 17.500 people will show up for the Gam-
bling event. This is just one more example of radio’s stay-

Ing power. v or no v, i
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They live on the Pacific Coast.. .

they Iistén ‘




HUDSCN NAPKINS

tContinued [rom page 39

~o far Hudson is stayving away from
jro - Wd manager Lewis ex-
| that for the time beine at lea-t.

‘ to reach the great-
o=ty ¢ audience i oarder to build
e awareness than to achieve
~trong e pact on any specific andien
=t 1! deet limitations are an
nnpartant factor. too.
.

Brow-bBemn-Toigo timiebuver  Sam

Vit working in conjunction with as-

sistant ad  manager Murray  Gross.
begins with a per market allora-
tion based on an evaluation of popu-
fation. effective purchasing power, e~
imated =ale-. e ~eeks maximum cov-
crage at lowest possible cost. frankhy
admits to reliance on a mathematical
Lase for =election of time and statien.
Vitt v e~ two HHudzon vardsticks,
The first 1= the cumulative weekh
1ating. bazed on =how ratingx for par-
tiripations. before-and-after rating~ {or

adjacencies.  He triez Tor this:
I. On tv. a cumulative rating of

10)
m-rket

75-507

fo

theoretically  this means total
coverage.

2. On radio. 2 cumalative rating of

this provides solid <upport
v the main ©y

medium.  “We gel

more milesge out of the radio dollar

than anmv other” sav< a e George
Goodlet. In the late forties it was ra.

dro which almost ~<ingle-handedly made
Ihidszon a household word in the East.
[t i not alwayvs possible to rea-h
these ratings because of time prob.
lems and budget restrictions. hut the
provide the over-all time buying ap-

f. New statiens on air*
4
cALL CHANNEL ON-AIR ERP (kw)** Antenna NET STNS. SIS
CITY & STATE LETTERS | NO DATE Visual  (10°** | AFFILIATION | ON AIR | MABKET! PERMITEE, IMANAGE RIS
SACRAMENTO, Calif. KBET-TV 10 14 Mar, 1615 KCCC- 290,674 Jsolcrr,nﬂmn-.sochtaz:::tcasvtirs. Ire.
TV " .
: n - i
11. New construction permits*®
CITY & STATE LEALL icum)y:u DATE OF TARGET DATE ERSsitxn)"l‘\(?:;?:‘? :s{:ﬁ:\?gsi pf%é(;s(oé)#' PERMITEE. MANAGER, RAD(|
SHREVEPORT, La. KTBS 3 16 Feb. 100 1,140 KSLA 75,600 K788 INC, Radlo Rep: Pl
Geo. 0. Wray. Ir., vp.
HASTINGS, Neb. 5 11 Feb. 1€0 768 None NFA  Doaton Publ Co e (LS, 5o
LEWISTON, Ida. 3 9 Feb. 1.48 1,110 None NFA  Loeston T Co e
J. Barry Watkinsen. v.p.
NEW BERN, N. C. 13 9 Feb. 49 460 None NFA  Nathan Frank. licensee
SUNBURY, Pa. 38 9 Feb. 12.9 880 Nonc NFA 3%, Shiadaon, ores
Gecrge S, Beck. v.p. radio rep:
sales
. MNew applications
| ESTIMATED
CITY & STATE CHANNEL DATE ERP (k)ee Antonna | ESTIMATED | STVERR TV STATIONS APPLICANT, AM AFFILS
BISMARCK, N. D. 12 14 Feb. 13.3 312 $49,550 $36,000  KFYR.TV ~ Nuth Oakta B casting. proosd
ST. LOUIS, Mo. 36 10 Feb.  214.7 590 $450,000 KETC Siozal Hill Telecasting Cors. |§
KSD-TV Harry Tenenbaum, v.p.
KWK TV
TWIN FALLS, Idaho 13 14 Feb. 12.4 588 $86,374 $92,000 KLIX-TV gf“g,";c V,;h'n'fggjl‘{;s‘gf'%m
croree 5 ardrer., v.p.
RENO, Nev. 4 14 Feb. 27.5 minus 322 $195,040 $192,000 KZTV Nevada Telecasting Coget
BOX SCORE '
Il
U.S. stations on air 831 Post-freeze commercial ¢.p.’s 3905 LS e sets (1 dan. °33) 33,81 ('.000‘
Markets covered 257 Crantees on air 321 E.S. 1e homes (1 Jan. °53) 667

1

*Hoth new cp ‘s and statlons golng on the alr llsted here are (hose which ocetrred Detween
e ety l croenowl Intata uld be obtained s
somsldered (o be on the alr when commerc!al operatlon starts, **lfTectlve radiated power. Aural

pwer unually la one half the vlsual power. ***Antenns helght

shove ground}  tinformatlon on the number of sets In markets where not deslgnnted as belng
from NBC HHesesrch, conalsts of eatlinf(es from the stadons or reps and must be deemed approxl: ¥Thls numiber tncludes grants to permlitees wlio hate slnce sutrendered thelr ¢.p.'s of

mate. §Data fran NBC Research and P’lanning. Pereentages based on homes with eets and

104

that pevliel,  Statlons ave tatto statlon which Is granted a

had thewm vol bed by FOC

homes In tv caverage areas sr¢ considered approximateiy. {ln most cases, the represen
e.p. also represents the new (v operatlon. Since 8t
1t ls genorally too early to confirm (v represemadives of most grantecs, SPONSOR|
abuve average terraln {not reps of the radlo stitlons I thls colmnn (when a radlo statlon has lieen glven the
NEFA. No figuies avatlable st presstinie on sets In murket.

SPONSOR



yioach with consistency and uniforn-
tv. Baltimove is cited as an example
[ ~atisfactory purchasing.

The t
tecond

schedule contains
daviime

20-
o1l
The latest Tele-
yulse cumulatively weekly rating was

120.

On radio the company uses 10 one-

ten

anuouncements
1 Baltimore station.

ninute live aunouncements on a 230-
vatt station. in three davtime musical
hows. for a Pulse cumulative of 36.5.

The second vardstick is
].000:

1. For LD on tv and 20-second
adio annonncements, the goat is 30c-
ver-1.000.

2. For 20-second tv and one-minute

‘adio announcements. the goal is 6Oc-
ser-1.000,

cost-per-

The company regards these not as
heorctical absolutes. but as reahstic
evels not too difficult to attain. Cost
heets are endlessly drawn up as rat-
ngs change. and the agency is husily
egotiating for improved schedules at
thnost amy period.

At times, Vitl exceeds the cost goal
considerablv. Alurray Gross. assistant
id manager in charge of media. re-
zards a Cleveland purchase as “the
est media by we have made in five
sears.” Hudson’s Cleveland tv sched-
ile contains 13 ten-second EDs at a
wst-per-1.000 of 13c.

But however basic the mathematical
approach. Vit maintains. it tells you
nothing about the appropriateness of
a station or program for your prod-
uct. Mo =lide rule can yet replace. he
ravs. judgment, experience and the in-

tangible bnt all-important ability o
“feel” vour way in a market sitnation.

Merchaudising suppore: Hudson ye-
ties heavily on station merchandising
support where available. but regards
w-store promotion only as really val-
uable, An example is the Chain Light-
ning operation of WRCA and WRCA-
TV in New York, which guarantees
Hudson a mass display in every major
grocery chain at least once. sometinmes
twice, during a 13-week cvele (on
Thursday. Friday and Saturday ).
Such plans are one of the reasons
Hudson prefers to place husiness with
oli¢ station in a arket

rather than
<pread it among several.

A concen-
trated hudget. Hudson believes. makes

It easier (o meet minimum station re-
quirements for inerehandizing plans,
also invites greater station backing
-geverallv. (See article on merchandis-
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ing this issue page 3-h)

in New York the ~«chedule is a heavy
00 anonncements per week. a combi-
pation of live, fikn and platter. Partici-
pations are carried lovally on Tonight.
WRCA estimates  hstener-viewer -
pressions at 12,000,000 per week.,
Upgrading: Cornerstone of the cur-
rent ad program i< the Satin Finith
napkin.  Although it is not expected
to equal the sales volume of the regu-
lar napkin. most of the copy of the

neat few monthis wilh be devoted to it
George Goodlett. a ¢ at Biow-Beim.
Toigo. explains that emphasis on the
Satin Finish drives home the idea of
quality. which the consumer tends to
associate with all ol the company’s
products. “H’< like a retailer who pats
a $3.000 pair of cuff links in the win-
dow,” he says. “You get the idea that
the shop sells only the best, although
its regular line mas be quite moder-
ately priced.”

Ageney  and

GOLDSWAN PRODUCTIONS, INC.

—— Qs —
==

“The Symbol of Quality Musical Commercials’’

730 FIFTH AVENUE -
NEW YORK 19, N. Y.
CIRCLE 7-3380

Quality
Musical
Conmmercials

ALL these quality commercials

ARE SEEN OR HEARD NOW!

company expect that
VAN
\NPN PROOO
Cx
z
O

SUITE 600

F ARRANGED &
PRODUCED for
AGENCIES

Ajox
Alkoids
Nobisco
Nescofé

Pepsodent
Pol Rozors
Veto Sproy
Bond Breod
Purex Corp.
Fort Pitt Beer
Ritz Crockers
Westinghouse
Halo Shompoo
Chrysler Corp.
Stegmoier Beer
Colso Gosoline
Notionol Shoes
Bonomo Condy
Armstrong Rugs
Borney’s Clothes
Compbeil‘s Soups
Rockwood Condy
Old Reoding Beer
Minipoo Shompoo
O-Cell-O Sponges
Gold Ribbon Wine
Royco Seot Covers
P.F. Convos Shoes
Silhouette Crockers
Conodion Fur Corp.
Voseline Hoir Tonic
Monischewitz Wine
Americon Gos Assn.
Toni {South Americo)
Gerber’s Boby Foods
White Rose Redi-Teo
Southern N. E. Tel. Co.
Betty Crocker Brownies
Gillette (South Americo)
Mutuol Sovings of Moss.
U. S. Treosury Def. Bonds
Betty Crocker Coke Mixes
Coshmere Bouquet Lipstick

105



CHANNEL =2
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CHANNELS

in Pittsburgh, the nation’s in Philadelphiq, the

8th market. 1,134,110 TV 3rd market. 1,947,
homes. Refail sales over $5 . homes. Retail sall
billion, Western Pennsyl- ,' $6', billion. Easte

0 vania’s pioneer TV station. sylvania's pioneer T




K PIX
CHANNEL &

in San Francisco, the nation’s |
7th market. 1,059,055 TV
homes. Retail sales over $5
billion. Northern California’s
pioneer TV station.

WBC’s magic numbers work sales magic
for advertisers. Maximum power, low
channel numbers mean better coverage.
Big and growing numbers of TV homes
mean huge markets. And they’re rich
markets . . . as you can see from the
figures in the big numbers. So let WBC'’s
magic numbers work their sales magic
for you. Start by dialing the number
ston, the nation’s 6th | B & | of your nearest WBC television station
. 1,267,223 TV homes. ‘ for availabilities. Or, call Eldon Campbell,
sales over $6 billion. " - WBC’s National Sales Manager. His
England’s pioneer TV 8 ‘ 1 B number is PLaza 1-2700, New York City.

VB Z-T'"V
-HANNEL <

n.

WESTINGHOUSE
BROADCASTING COMPANY,
INC.

WBZ +WBZA*WBZ-TV, Boston; KYW* WPTZ, Philadelphia;
KDKA * KDKA-TV, Pittsburgh; WOWO, Fort Wayne;
KEX, Portland; KP)X, San Francisco

KPIX represented by THE KATz AGENCY, INC.
WBC National Representatives—FREE & PETERS, INC.




' e standard line will juminp in sales (or
thi~ rea~on. along with the advertized
rroduct it=ell. Similarlv. the other pa-

YOU can SfRVE ¢ o0 SELL and PROF:T we;g p.er ])l'“dU('l\ \h()u'(] l)(‘n()ﬁ[,
[ Hudson 1~ convinced it i« riding a
CKLW TV trend. >cott also has a gnalitv napkin.
on - S the Scotkin. introduced in New York
‘-\ sonmie months prior to Hudson’s prod-
net. Vd manager lLewis <ees use of
M l LLI ON DBLLAR YOUR AUDIENCE *\ Satin Finish helped by a growing ten-

WILL SEE . .. denev to use dizposable items in the

( The Finest callection of First Run ) ) home as living hecomes more complex
Mavies ever scheduled in the
and household help rarer.
Y‘ Detrait Market. pore

’} Problem of the paper napkin i~ its

THE MOST POWERFUL TV STATION IN NORTH AMERICA!

A . . . . .
/ e M l\\\ ~ /// inferior <ocial status. s <till not
‘E\L? - . \\\\ E—:/_‘f -Q?_\C comparable with linen v.hen you enter-
A= . .
y b tain guests.” states Lewis. Whole aim
YOUR CLIENT \\ }\ of the ad pitches i~ therefore to up-

\f WILL PROFIT WITH . .. /
'i'. Six participating film cammercials YOUR COMMERCIALS
| per week in a repeated First Run / SELL TO AN ESTABLISHED \

I\ Mavie Schedute in high rated

grade the product by association with
a ~ociallv desirable environment.

Copy, prepared under the snpervi-

N premiim fime. AUDIENCE . .. 3 sion of Ed Sherry. a vop. and creative
\S Based an current performances First head  at Biow-Beirn-Toigo.  builds
W Run Mavies repeated faur times weekly ) around various table settings. empha-

S o o =

Rating of 50.1 . . . 600.000 TV sizes “richness™ and “luxury

have produced o cumulative ARB }
hames with an average of 2.5 /

“a soft. rich lustre that looks so dressy

It all adds up ta a millian dallar bar- \ viewers per set at a cost of 76¢ per / on your table.” ... "Wouldn't you he
gain sa write, wire or phone yaur thausand viewers. /) proud to dress up vour finest tables
Rdewy 4l Yourg Repkesenialive of \\\.‘\ / with these new lludson Satin Finish

Napkins?7 “See if vou dont get lots

CKLW-TV channel 9 Detron of vomlimene

J. E. Campeau  Presiden v commercials show napkins in <et-

tings. focus on “satim surface | . .
FOR HOTEL ACCOMMODATIONS worked into a delicate damazk pat-
IN NEW YORK CITY tern.”  \ppearance, the company be-

Discover this

j { RAVEL lieves. is s major product appeal. and
Rlch MarkEf E CALL YOUR LOCAL T film shows up the pattern well. which
» - - -
2 REPRESENTATIVE OR i< one reazon why the vast majority of
' ~ TELETYPE—N Y 1-3601 it~ announcements are filmed.
Covered EXC|USIV6|)’ But Hudson prefers to dispenze with
by KHOL-TV oA .GRAND CENTL AREA, film in those arcas where local person-
o 3 o o e
Ayl = alities are strong. The agency ~ends '
| -~ T them a copy platform onlv. “In our
il LEXINGTON AVENUE AT , N G
N . 19TH STREET approach to participations.” =avs Lew:
OMAHA ' | 1200 Modern Rooms Tele- i~. “we believe that we do hest by {ree-
1 vision cquipped. Reasonable . 5 N .
KHOL-TV LINCOLN [t Rates, Swimming Pool ing the cveative abilities of the person-
| ‘ﬂ__'_!lu. LA (comphmenlary to guests), .. = ) . 00
Coffce Shop. Restaurant. alities who carry onr message,
Co-klail Lounge.

The line: The New York test will
help establish company poliey  with

RADIO CITY AREA

s 309% of Necbraska’'s

rtire Tare ffarket reeard to promotion of it< newly cre-

L N aled product Tine. Prior to it= napkin

o 128,000 Familics OF 7th AVENUE

M 1/ _hills A 23 Story Modcrn Hotel.
* With a ‘2 billion | Accommodates 1,000

doilars to spend Cuests.  Sensibly Priced.
Breakfast Room. Stock-
holm Restaurant.  AAA
Recommended.

venture Huadson was stricthy an indus-
trial producer: gummed sealing tape.

_ o arocery and carment baes. buteher pa-
[High per capita income based on ) ’ - - l
irrigated  farming, ranching, hLghe

mdustry and waterpower.

per. heavy bages for fertilizer and ce-
ment. and so forth. The naphin suc-
cess has led to the introduction of pa-
per toweling. the “hankie” facial tis

For mformation, contact Al Mec-
Phillamy, Sales Alanager, or your
nearest MELEKER representative.

44th STREET, EAST OF wue, toilet tissue, 1n addition to its
BROADWAY Satin Finish and  standard  napkin,
Comfortable  Accommo-
- dations for 800 Cucsts Indson also sells an extra-large. very
at Modcrate Rates ) f i . P
Holdrege & Kearney, Nebr, ' Coffce Shop and o, <olt dinner naphm.
o . .
CBS e ABC e NBC e DUMONT | S ETIECIL e \; n. euceforth the line will be promot-

" L.—J
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ed as a whole rather than through in-
dividual campaigns, because:

1. There simply i~ not enough mon-
ey to do the right kind of promotion
job for each individual item.

2. By creating a brand awareness
and providing a uniformity of appear-
ance, it is possible to nmake the adver-
tisine of any one item effect positively
the sales of all items in the line.

A new pachage design hax heen de-
velopil for use on all items. 1t is the
~amw basically regardless of the pack-
age shape.

Tv's role is thus given even greater
stres= than formerly. for this is the
primary  medium through which the
new «esign tmage will be put before
the housewife.

Behind the development of the line
tdea lies an anahvsis of the consumer
field which indicates a limited market
at best for the napkin. The truly vast
potential hes in the universally used
toilet tissue, a fiekd which Hudson is
just now trying to euter. The napkin
business has paved the way by helping
to estahlish the company’s name in the
public mind. and by ecreating a distri-
hution network ready for further use.

Finphasis on the line is evidenced
by a switch in the key phrase of the
well known jingle, which up to the
present time has featured the sim-
pte. calchy “Use Hudson paper nap-
kins.” It is now sung:
paper products.”

At the present time. advertising of
the entire product list is limited to
New York. but all items arc on sale
elsewhere. The company reports itself
<atisfied with the way the new items
are going throughout the marketing
area. and particularly well pleased
with results in the New York test area,
where il begins with a base of 757
of the napkin business, according to
its estimate.

“Use Hudson

At the time of writing, copy out-
side of New York was being switched
to push the Satin Finish. This i= pre-
paratory to a market-by-market sched-
ule step-up which will follow the New
York pattern where feasible.

Future growth: Competition is keen
in the paper goods business. Hudson
=evs mcolt and International Cellucot-
o as its major competitors. Other im-
pertant napkin producers are: Crown
Zellerbach, Irving Paper Mills, Hofl-
master Paper Co., Wisconsin Tixsue
Mills. Marcalus.

None is trulv national vet. Past the

7 MARCH 1955

Miasissippi, shipment of paper goods
becomes uneconomical, owing to the
disproportionate amount of hulk in re-
fation 1o size. Scott is now producing
on the West Coast out of itz new plant
in Everett. Wash.. and i~ relving on
its Wisconsin factory for Midwest dis-
tribution. This company has come up
fast in the unapkin field, makes exten-
~stve use of air advertising, with spon-
sorship of My Litle Margie on NBC
and participations in Onmnibus on CBS,

Hudson's aim is national distribu-
tion and greatly increased volume. Its
$15.000,000 Florida plant iz expected
to be in operation turning out two-ply
tissue in two years. The Gulf water
route will make possible economical
penetration of the West and Southwest.

National distribution could bring
with it a change in ad views. Spot
could give way to network. though it
scems likely that a combination of the
two will prevail. In any case. reliance
on tv and radio seems likely to in-
crease rather than diminish. % * *

ESSO TV NEWS

(Continued from page 37)

when the Reporter himself and the
calendar behind the Reporter are both
shown 1n. medium shot, it
doesn’t want the calendar cut in two

say, a

—it  wants the complete ealendar
shown with the Esso logo.
There’s another thing the book

makes quite clear. Esso wants to know
how the stations it uses promote the
program. Lvery month a report on
promotion of the Reporter must he
sent to the agency ; forms are included
in the book.

And the book discusses the “alter-
nate” Reporter. The book says that
every three weeks or oftener it wants
the alternate lisso Reporter (a “regu-
lar” and an “alternate’ are selected at
each station) to handle the show. But,
the book ecautions, there must be no
eference to  his “pinch-hitting”  or
“substituting”™ for the regular Report-
er. This is onc way Esso neets an
emergency before it happens; if the
regular Reporter should become ill,
for example, the substitute could carry
on without a hitch,

Here, point by point. are the most
important things Esso has found out
about televising news. IUs information
any sponsor might find useful.

ROMERO
OWNS

SAN
FRANCISCO
.. JUST LOOK
AT THIS
RATING
REPORT

in San Francisco, says ARB, Cesar
Romero’'s new TV hil, Passport

to Danger, dominates its time period
...as it has from the first night

it went on the air! Rating is high,
share of audience a whopping

75.5%, and going up.

Now we know this show is “‘hot’’!
Top markets are going fast,

but some are still available.. ..

if you hurry

CESAR ROMERO, starring in . ..

PASSPORT
TO
DANGER

produced by
Hal Roach, Jr.

ABC FILM
SYNDICATION, INC.
7 Wesl 66th 51, N. Y,

CHICAGO » ATLANTA « HOLLYWOOD « DALLAS
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MB? fgf;f

Pl _AGRICULTURE

zL\

5,000 WATTS ~1280 KC

KER

EUGENE.OREGON

WANT MORE FACIS ?
~-CONTACT WEED & CO.

gives you

Market ...
Coverage--.
Programming

Contact as
o etll gomr
Joha Blalr man

TODAY!

BBB KILOCYCLES - 50,000 WATTS « ABC NETWORK

CHICAGD- 7

I. Use pictures. Televizion means

pictures. This very basic element. sur-
ri<inglv. often is overlooked. Yel it

ax the lack of news pictures which
prevented  Esso from entering televi-
~ion news on a significant seale until
three vears ago.

\dequate pictorial material still i<
outside New
The three major tv news

INS Telenews. UP Mov-
CBS Newshlm:

=ubseribing

a problem. oftentimes.
York (<il_\.

film ~ources
ietone  and provide
filin
<hipped by air express. This creates
One, the film often
ix at least 24 hours old by the time it
arrives at the tv station and, two, be-

causze of bad weather the film sonie-

most stations  with

two problems:

times doesn’t arrive at all.

Isso =avs this about the first prob-
lem: Most news =tories which the ma-
jor news services put on film are big
enough that there will be follow-up
~tories ta them the day after the break

and <ometimes the stories will be
“hot™ longer than that. Esso advises
slations to ~how the most recent foot.
age of a big news event they have,
but with only the latest story to go
with it in accompanying audio.

When film doesn’t arrive at all, Isso
suggests that stations pull film out of
their morgues. For example, if Pres-
tdent Fisenhower makes a speech. a
station might pull film showing the
President making an earlier speech.
Of course the sound track would be
deleted and the Reporter would read
the main points made by the President
in s latest speech.

ITow much film should be u<ed?
There’s no hard and fast rule. One
I5-minute Reporter hax had as mam
as< 10 different stories on film. In New
York where the Reporter’s evening

<how runs 10 minutes instead of the
n=ntal 15 minutes, news film footage

cemns o run an average of about four
minutes.,

2, U'se local news. One of the rea-
sons lnsso sponsors spot v news pro.
linted-network

rather than a

1= to become

e
identified with the
commnnty in which the program ix
telecast. By local pictnres. Fsso doesin’t

show

with a Polaroid
It nnch prefers motion
picture footage of local events.
realizes that not all stations ean afford
But if they
slations to use it

mean sl shots made
Land camera.

l‘:.\\n

motion pictnre equipnent.
an. 1t wants the

Nowe it costs less
(o sell

MINNEAPOLIS
ST. PAUL

Maximum power at minimum
cost — choice availabilities.

ASK 316,000
watts on
H-R Channel 9

Offices, Studios, Transmitter
FOSHAY TOWER

Minneapolis
Represented Nationally by H-R TELEVISION, INC.

TOP TWO...

CBS IN COLUMBUS, GA.

WRBL RADIO
5-KW
(NCS 1952—40-100% )

Population 418.600
L. B. Income (000) $519,137
Retail Sales (000) 8$257,776

WRBL-TV

channel 4

(Pulse Areca Survey Novw, '51)
IPopulation 737910
E. B. Income (000) £785.909
Retail Sales (000) 21412.308
Source SM May 1954
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3. Vary camera angles.

H motion pictnres are unavailable.
Esso recommends that a still picture
be enlarged. Then if the v
pans the blow-up of a still shot, the
general effect of motion pictnres can
be achieved.

camera

2. Pictures should be self-ex-

planatory. And when lhe) tell a
story, the Reporter doesn’t have to say
anything. Keep unnecessary words 1o
@ mininuni,

Avoid phrases like “This is a pic-

ture of . . and “You're looking
at . . .7, Besides coming under the

heading of “unnecessary verbiage.”
sueh phrases serve tu aceentuate any
miscueing if the picture is late com-
ing up. Esso points out.

4. The
likes its Reporters to have the experi-
ence and authority which will add con-
viction.
and easyv going. not penpous and net
theatrical. W hether or not thev were
actual news reporters hefore they were
named Esso Reporters. is not too im-
portant.

H the Reporter has something to
read, he zhould read it and not pre-
tend that he’s speaking exteniporane-
ously. H he necds glasses. says Esso,
he should put them on. not pretend
he doesn’t need them.

When the Reporter is discovered by
the camera, he should be doing some-
thing- -arranging papers on his desk.
reading or editing a bulletin with a
pencil. taking his glasses out of the
case.

Reporter himself.

.
l<sx0

But thev should be relaxed

To avoid
<tatie shots of the Reporter, Lsso sug-
gest= a different eamera angle each
time the program cuts back to the Re-
porter from film or balop. (The book
lias a page of pictures illustrating vari-
ous possible camera angles.)

6. The set. A\ simple set is best for
a news program. lisso Delieves. The
Reporter has a desk and on the desk.
m addition to scripts and photographs
needed for the telecast. is an Esso Re-
porter identification sign. Back of the
Reporter ix a plain wall on which is
hung a special ksso calendar for visual
identification.

Because the set is so simple, Esso
cautions against undue severityv. The
company says the background should
be well lit with informal shadow pat-
terns on the backdrop behind the Re-
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The desk should be about
seven feet from the backdrop for the

hest effect.,

puorter.

7. Report hard news only. |sso
emphasizes to the stations carryving ils
programs that “selection of news serv-
ice and news content i~ the responsi-
bility of the local station without spon-
sor lmitation or restriction.”
points out that while the station and
the sponsor know of this policy. the
viewing publie doesn’t, so that any edi-
torial interpretation would be attrib-
uted by viewers to Lsso. The risk of
misinterpretation and embarrassment
usually lies in ““feature,” “hackground™
and so-called “documentary™ stories
where it's unpossible to telt all the
facts or give alt the views pertaining
to the story. Lsso cautions Reporters
never to editorialize by word. action,
expression. selection or inflection. It
warnts

I-L.\'.\'()

stations to avoid controversial
unless they're essential to com-
plete and timely straight news cover.
age. This says Lisso. especially applies
to feature stories and interviews.

Issues

8. Use latest news. The best show
iz the one that has the latest news. Es-
s0 has found that it pavs to keep the
show as flexible as possible up to the
very last mnute =0 as 1o include late
pictures and news flashes.

Don’t forget. Esso reminds, that a
well-rounded news program is one that
contains national, international, re-
gional and local news as well as sports
and weather. Naturally. there will bhe
lean news nights and when feature
stories are used, they should be picked
for general human interest—guarding
against so-called “‘publicity releases™
and second-rate [eatures.

. Sports scores. Your Fsso Re-
porter may announce that it is time for
a look at “Your Esso Scoreboard.”
but Esso doesn’t want sponsor or prod-
uet identification on video. The video
portion of the scores should be as sim-
ple and uncomplicated as possible.
such a=:

Cardinals 5

“ruok])’l) 1

This ecan be accomplished with a
view-graph, roll-up title card or actual
mounted score board.

10. Weather. [n announeing the
weather. the Reporter should initially
he seen on camera. Ile then gives
todayv’s weather., To increase interest

ROMERO

RATES HIGH...

HITS 34.3

IN FIRST
MILWAUKEE
RATING

In city after city, ARB* reports
PASSPORT TO DANGER is hot . ..
and getting hotter! For example:

15.1 in San Francisco, with a 75.5%

share-of-audience!

18.1
share-of-audience!

in Cincinnati,

34.3 in Milwaukee, with a
64.6% share-of-audience!

37.0 in Jacksonville, with a whop-
ping 86.7% share!

43.3 in Pittsburgh, with a
68.9% share!

What a star! What a show! What a
way to sell your product!

*Jan. 1955

CESAR ROMERO, starringin ..

PASSPORT

with a 36.7%

TO "

e
e

DANGER

produced by : \\
Hal Roach, Jr.

ww &
guoGt!

3
216 -
oW
g pRICE A6
ABC FILM
SYNDICATION, INC.
7 Wesi 661h Si,, N, Y.
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Radic NIQWW=7=]
Ratinge are 2 TIMES ctation B ...

3 TIMEQ ctation C

12 MONTH AVERAGE Contact B Bill Wi
5 AM. - Midnite Monday thru Eriday] o) Contact your Blair Rep. or Bill Wise-
EhaE (fomeioy Hvy Friskly) ' man for the best buy in the Omahea
Radio WOW , . ... ...207 Area that will SELL your product.
Station B 101
Station C 65

{Station C does not broadcast entire period
average on-the-air rating taken to adjust)

590 ke » 5,000 WATTS *» NBC & CBS

. WOW

Afiillated with “Battar Homss k Gardem”

*Regional Pulse Reports
March and November 1954

and "Sucessiful Farming" Magazines,

/Mas Detalles/

(more facts)*

on the
L.A. Mexican American
Market

o g of homes are radio
equipped

23% do not read newspapers
@ 51°, do not read magazines

500,000 population

KWKW is preferred by 2 to 1 over
second best station.

N

RURAL MARKET

AWAITS
YOUR SALES
MESSAGE |

l Call or write—
AND

5000 watts
SILOAM SPRINGS, ARKANSAS
Northwest Arkansas’
Most powerful station

TBebden Sarvey emering mackel, audience and brand
preferemees iy avaliable,

PASADENA - LOS AMGELES
Spanish Language
Station

- Ay
—— A T

New York—Richard G Connell, Inc.
San Francisco—Broadeast Time Sales

representatives ’
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in the forecast portion of the weather,
the reporter may make use of visual
aid such as view-graph or a drawn
chart.

I't. Recapitidation. Fico suggests
that following the weather and just
before the filmed closing. a quick re-
view of the three or four top news
headlines be given orally and visually.
This gives late tuners-in an opportu-
nity to be brought up-to-date and also
will serve as a pad if necessary.

12, Music. Be careful, Esso advises,
in the selection of music to back up
news clips. See that it is appropriate
in all instances, Fsso would rather
have no music than the wrong music.
{ A list of suitable mood music to as-
~ist Reporters in the selection of back-
¢round music is included in the in-
struction book.)

* * * * * * * *

seln trying to cover both radio and tele-
vicion with a ~ingle set of standards the
ARF Committee has failed to recognize
differences between the two media. To
the detriment of radio! . .. Can a sam-
ple that i« nsed 1o measure the audience
of two, three. four, or perhaps seven
v :l:\lions—wnh more or less of the
same tyvpe of andienee appeal—Dbe ade-
quate to measure the audiences of 11,
15 and up to 31 or more radio sta-
tions—ritany with specialized mmdience
appeal, that ean be reeeived in one lo-
cality 7#?
DANIEL DENENIOLZ
Director of Research and Promotion
The Katz Agency

* * * * * * * *

13. Cue film carefully. Fyery pre-
caution shonld be taken to have all
film roll on cue and gnard against
viewers secing academy leader visible
on the screen. Esso has found this can
hest be accomplished by ruuning the
leader of the next film clip to No. 6
on the academy leader and back-tim-
g the director’s and the Hopm't(' s
~eripts. inserting a cue mark six sec-
onds before the fihn is to come up.

This cue word meaus that both the
Reporter and divector know that pie-
ture ix coming up in six seconds,

As an additional  precaution, the
floor manager or cameraman should
he ened by the director to count off
six seconds for the Reporter, It is
important in coming out of hlm or
balop that the Reporter avoid having
“egg on his face.”

SPONSOR




How stations are picked: Iiugene
Cogan, M&P's media director, com-
piles the following information about
a particular market and station before
he recommends that Esso tv newscasts
be used in the market:

1. Station and power
Families in metropolitan area
Auto registration
Tv set penetration in percentage
Service station sales (total—mot

RN

only Fsso stations)
6. Esso’s expenditures in the mar-
ket for advertising
7. Audience survey available, period
it covers and area it covers
8. Tv homes figures—one. claimed
by the station: two. allowed by
lsso
When he has this information, Co-
oan takes the number of tv homes lisso
allows. multiplie= it by the rating
{whichever is latest) -whether Pulse,
Nielsen, Hooper, ARB. or other), thus
arriving at an estimated audience. This
figure is divided into the cost of the
proposed program which produces the
cost-per-1.000.  Thi= cost is fgured
for the whole show. not for commer-
cial minutes. And it includes all time,
production. talent. other charges. * * *

MERCHANDISING

(Continued [rom page 35)

“By all means! But only after you
have established the over-all advertis-
ing program. Merchandising is a plus
feature designed to lend additional
suppor! to your schedule —vou should
not have to pay for it! Buy your an-
nouncement campaign first: then ask
the station for merchandising help in
the form of: jumbo post card maihings,
station letters to the trade. calls on the
trade, using Hires Root Beer on give-
away shows, supplying window stream-
ers, shelfl markers—or anything else
that occurs to you.”

Snapped the veteran broadcaster re-
earding these “you-should-bargain”
tactics:

“It is beyond me how an advertis-
ing agency can be a willing party to
diluting a medium which they them.
selves need and which their client
needs.”

SPONSOR sought additional opinions
from broadcasters on the merchandis-
ing question, and other examples of
stepped-up pressure by agencies were
cited:

e A medium-sized ad agency han-
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dling a brand of soap flakes. reps said,
i< currently using the carrot-before-
the-donkey technique to get increasing
amounts of merchandising in connee.
tion with participations in women’s-
appeal programs. Whenever contracts
come up for renewal. reps exccutives
revealed. the agency starts to stall, To
get the contract renewed. a station has
to increase its present merchandising
substantially.

e\ large New York ageney placing
spot radio business for one of the top
cigarette brands has let it be known
among reps that it will not pay for
merchandising “packages™ offered by
stations on a fee basis. If the station
wants the contract. it will have 1o drop
its usual charges-——and send the agen-
¢y wrilten guarantees that the wmer-
chandising has been delivered as prom-
ized.

e Another New York agency that
handles two active spot radio accounts
—one a well-known wine and the other
a line of automotive prodncts—has de-
veloped a more subtle squeeze. This
agency’s forte is sceking a number of
“marginal” merchandising aids that
add up to a substantial amount of ex-
tras. Samples: extra plugs for the
product name and the names of local
dealers iu station-placed newspaper
program promotion ads. extra on-the-
air plugs for the programs that stress
local dealers; extra-length participa-
tion commercials, often as much as 30
seconds beyond the regular minute
length. which play up local retail ont-
lets.

o The field representatives of a ma-
jor brand of instant coffec. several sta-
tion managers pointed out, have de-
veloped a version of the “Stakhano-
vite goal” to get abovemormal mer-
chandising. This tactic. widely used by
the Soviets, involies citing the huge
amounts of coal dug hy an “average”
miner named Stakhanov as the “nor-
mal” goal for other miners to dig. In
the case of the coffee company, it in-
volves showing a station manager how
much more merchandizing the coffee
firm is presently getting from stations
of similar size in comparable markets.
Most managers quickly get the point.
e Timebuyers at a major New York
agency have recently been checking
rep= for daytime availabilities on be-
half of a leading manufacturer of pa-
per products. Currently, the client is
not using spot radio. “We're trying
to make up a good presentation to gt
hinr back in radio,” the agency huvers

Four
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52 star-spangiled films, paced by
top names from Hollywood and
Broadway...great scripls ..superb
direction by Roy Kellino, Ted Post,
and others. If you want to make a
real impression, this is for you!
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hine been teithug reps. “and we're par-
ticul to <~tress the mer-
\~t
- t the pitch.

that’s
chance~

¢ conversa-

o ot

e
vadio ~chedule from
L. orted one radio
“Polite blaek-

broadeasters view
-1 <~ with mnderstand-

~tepped-up pres-

<

. merchandising. they see the
spectre 12, [er-the-coun-
lealing. and prestige-lowering com-
{itive lmlllu in which “radio™ itself

may wind up behind “merchandising™
in the also-ran media position,

\ recent letter to sroxsor from Gor-

on Grav. v.p. of General Teleradio
WOR and WORSTY . New York).
ed a typical danger:

“Even a< the 1 \'< report fonnd its
wav to my desk. ~o did a notation from
that
one of the largest agencies in the ety
had just called a meeting of station
representatives and New York station

clt-

one ol our salesmen observing

~alesmen to request “special” merchan-
dising to approximate 0.000 piece= of

mail four the course of

times dnring

the campaign.
“A quick pencil <hows that in our
casc the station was being asked to

spend T1o¢ of the gross cost of the

campaign. after agency commissions,
for thi= “special”  merchandizing.

-nough of the<e requests and we must
raize our rates another 71, or cut it
out of programing or other costs of
domg business.”

,\n even broader danger was pointed
out by William B. Caskev, v.p. and
general  manager  of  Philadelphia’s
W PEN and WPEN-FM. Warned Cas-
kev:

“\gencies don’t ~eem to realize what
they are doing to radio by continually
pushing radio stations for special pack-
ages. Radio stations are going to have
to put on more advertisers in order to
The natural
consequence of thiz is that radio sta-
tions will be offering less and lesz en-
tertainment. and in the end it may be
that they will start to loze large <eg-
ments of listeners,”

carn the same revenue.

The scope of the industry problemn
eited by these. and other. broadcasters
can be read in the degree to which
merchandising has spread in the ra-
dio field. In a 1950 report on radio
mere hdn(lmnﬂ SPONSOR estimated that

2s Milwaukee

Sell it at half the price!

The 50 county wKOW COUNTRY market with Madison as
its capitol city. has retail sales of $2.6 BILLION annually—
G2 of the state’s total, over fwice as high as Milwaukee.
You can sell it all at bhargain rates on WKOW, Wisconsin's
tmost powerful radio station. at half the cost of Milwaukee.
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Ask your
man for proof of performance
and the wKOW COUNTRY
Saturation Rate Plan.

Ieadley-Reed Co.

WKOW &

MADISON, WIS.

about 40 ¢ of all the radio outlets in
the U.8, were offering merchandising
aid to clients see “Merchandising is
like fingerprints.” August 1950).
Today, that figure ha~ increased by
more than half. A nationwide survey
of radio outlets made recently by Ken-
von & Eckhardt agency puts the mer-
chandizing figure at “63¢ or more”
of all stations.

More than six out of every 10 U.S
radio stations therefore face the prob-
lem of merehandising de-
mandz {rom agencies and clients. Sta-
tion managers estimate today that even

Cexcessive

the “average” merchandising assis-
tanee offered DIy stations costs any-
where from $20.000 vearly on up.

Large-seale merchandising campaigns,
which involve «tation stafl< that do
nothing else. can coxt a =tation any-
where from £50.000 to $100.000 an-
nually.  Giant  merchandising
paigns a~ exemplified by the job done
by Croslex™s WLW in its listening area
can cost well over $250.000 annually
{though of course in the WLW opera-
tion cost iz not problem. it being the
station’s own traditionaly).

came-

Obviously. if a station is being
forced to go “over-budget™ on mer-
chandising. something’s  gotta  give.

And that something mav well be the
general standards maintained for years
in the radio industry. veteran station
executives feel.

“With very few exceptions,” said
high-ranking ofhicial of one of Cali-

fornia’s top music-and-news indepen-

dents, I'd sav ‘merchandizing’ iz in
danger of becoming umlro]led ruina-
tion” of radio.”

What agencies say: Do agencies
agree privately that they are  as many
broadcaster= charge putting on too
much heat for too much merchandis-
ing? What's the dividing line hetween
a legitimate merchandising request and
request~ for merchandising “in excess
of what i~ generallh  regarded by
broadecasters a< proper.” as the 1 \'s
code put- it

Agencies. for the most part, do not
share the widespread broadeasters’
alarm over the merchandising situa-
tion.  They don’t feel they’re asking
for too much; most, in fact, will deny
it heatedly.

The following comment from a vice
president of one of the country’s top
ten agencies is particularly 10\1'1]111"
about ageney attitude toward merchan-
dising:

SPONSOR




“Basically, the + A
good lo us,’

trouble can be <tirred up for a mer-
chandizing-happy agency when stations

W hen we try
to its

‘Pres-  are forced into merchandising compe

ly in just this fashion
live up
tition was cited to spoxsor by the ae-

recommenda-
to get the stationl to
station shouts

the
count executive in charge of <pot ra-

the agency
promises,
sure!””
\dded the agencyman. candidly: ' e
jov shovi dio-tv placed by a major interstate
coneern.

One point, however
bakery
Ihe A L told sroxsok:

tions look
v.p. said, addin
seems weak: the section dealing with
merchandising cooperation. This would
have the agency passively ‘accept I don’t particularly enjoy shoving
whatever merchandising cooperation a  stations and reps around. DBut mer-
broadcaster regularly makes available. chandising in spot radio today is often T '
“We do not think that any agency = more trouble than it worth. 1 “We placed a 13-week =pot radio
is doing the right job for its clients wouldn’t be .surprise(l therefore to see = I]C(!lll(‘ on a big network afhliate in
by taking a passive atlitude toward many agencies return lo spot radio  the East recentlyv. The merchandising
e of its work for them.” buying that’s based on considerations  campaign they offered us really swung
Even more direct was a statement  cntirely apart from uujnhdmh\inw v the deal. Our elient was very im-
lo sPONSOR from Emil Mogul. stormy A good example of just how much  pressed.
petrel president of the ad agency that '
bears his name. VNlogul's feelings.
shared by a fair-sized number of agen-
cy executives. help= explain why there’s
- e e o———
DUCES

considerable agency pressure on now-

merchandising stations to step up their
efforts. It also gives an indication of |
why many stations who don’t extend /
S KXLY-TV PRO
| 10009 SALES GAIN!
\ | 0

merchandising service are being prod
ded toward getting into the act.
Said adman Mogul:
“Because of the variance in mer-
chandising services offered by stations, ' |
inCluding the fact that some stations . KXLY TVs vastly superior coverage combmed wufh powerful mer .
offer none. | think it is the responsi- ; \I Ji (FREE lified  ad ) y deli I 1
bility of the advertising agency to try SALES! Look what happened for White King i
[(}) ve(ti.ffom any .l’madcaﬂe" such {“eri “It is with a great deal of enthusiasm that | write J."I/'l
chandising services as are XN . f
g services as are maxima and tell you of the wonderful results we received /)
with the stations that do make these . : I
- . ! | in your recent Telemarket with the IGA and Red /]
services avatlable ¢ | . . . .l'|'l
. | and White Stores. We had over 70 displays in /
Not all agencies. at the same time | . '
. . | | these stores and the movement of our new White {
~hare Mogul’s views. A small hut im- |l King D" d h 4 i th
: portant minority of big agencies today || ng K |nclreasel o'\(/.er aft ouszn perce:t ".:.tl ¢ */
are starting to case up deliberately in | two weeks. | am looking torward to another Tele- /]
their search for radio-plus-merchandis- l\ | market in the not too distant future and have every a",'}
ing deals. confidence that it will be bigger and better than ,”
— : [/
The answer lies in the fact that the one we have just concluded [/
clients b) Very truly yours, ,-"I i
(signed) Art Gwinner II."II/
District Sales Manager Sl =
Spokane o
i
o
=
V7

ies, out to impress

Available at g discount when

purchased In conjunction with
Network

agencies,
landing big radio-plus-merchandising
N D

T =
deals. are sometimes finding themselves
. lere's

the

on a merry-go-round instead
how the chief radio-tv timebuyer of
an important Radio City area ad agen-

ey in New York summed it up

lising opportunities

Rep.- RUERY-HNODEL

a little gun-shy on the subject
e of course a xelect group of sta-
T SPOKANE
._
Moore ELlund: seattie, portiond

tions in the country that have excel
tent merchandising aids to offer a cli-
We like these stations. and we

o

RILHARD E. JONES
vite pres.k gen. mgr,

enl. Y
o wse their merchandising plans
“Hut s all too easv for an over-
enthusiastic salesman to talk up a new
merchandising plan so that it looks |
better than it really is. He promises, I
in other words, that he can match the |

leaders.
“We've been stung a few times late-
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dzt h
) I3 Y i . o : L
Sure, we look for good merchan. | . ;
ies. But we're getting = > N P ?
j There : N ' :
VIIIIIHIHIEIIHI
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“But what we were promised. and

!!Il'llllll out to be two (“:-

and tell him we won't put the heat on
radio stations for extra-special mer-

~PONSOR:

1. Stations should set limits, and

what we got o _ :
hi re chandixing.” =aid the radio-ty v.p. of  then stick to them. A< the manager
‘ . h- a medium-sized ageney specializing in of a New England station slated:
hen. drug produet advertising. “What are  *More and more advertisers and their
I < in ~u-  we sapposed to do?” agencies are zearching for better radio
] . which they spelled our Said another high-ranking agencv- buys. We have found it necessary to
. orrecthy, We  man. whose firm handles a major av-  design a variety of packages to meet
- newspapers in the  tomohile account: this demand and to include merchan-
- but four of “Last fall. we had a hiddle in our  dising support. It iz v opinion that
outside of  radio-iy department. One of our big-  such packages must be elearly identi-
ou v client's distribution area.  gest advertizers was trinning back his  fied and be available to all comers
] amotion consisted largelv of  spot radio schedule. We were given  who qualify by spending the required

ard mailing
had too much work on its hands 1o do

- the station

list of stations from the chent. and
told to pick out those station~ that

amount of money.”
2. Adrertisers must realize the basic

extensive in-store checkups.  And cave the most merchandising. Theyv  role of station merchandising. One of
m.” were retained on the list; the others  the prime fallacies of merchandising.

Concluded the agenevman: 1 ~tl
think merchandising-
when it's done properly i~ a valuable
extension of spot radio. But 1'mi be-

radio  ~tation

\t the same time. the
the merchan-

were (ll‘()])])(“(].

chient told us to

dising on the stations he was keeping.
“There was=ut mueh we could sav.

pep up’

agencymen feel. 1= that station mer-

* * * * * * * *

eol think that vational radie—aud lo-
cal too—will prosper because it makes

cinning to feel that many. many sta- And even if we balked. he'd probably [, (hle frequeney a1 low cost. And
tions are being forced into a situation  think we were crazy.” more and more of the marketing of

where they have had 1o promise more
than they I
a =ituation that’s tough on everybody.”

The trend toward extra pressure on
~tations= for extra radio merchandising,
many agencyvinen feel. can best be
halted at the client level. “We're flirt-
thousands 1n

can reasonabh debver.

ing with hundreds of

broadeast billings if we go to a client

LOOK AT
THESE

FACTS

ABOUT
WOW-TV

OMAHA

j [ iowa
II NEBRASKA 1

Solntions: |low can the radio mer-

chandizing  controversies  be  sohed
within the induastry, since there 1s no
present industry  defmition of what
“too much™ merchandising really =7

Thiz seemed 1o be the consensus of

manyv industry members——clients, agen-

cies. reps and stations—contaeted by

B MARKET
Over 400,000 families with
2 billion dollars to spend.

Il PROGRAM RESPONSE

7,851 LETTERS in TWO WEEKS
were received by Connie Cook of
“Connie’'s Cupboard’ when she
asked viewersto send inthe name
of their favorite grocer.

3.300 get-well cards were
sent to ‘“Uncle Tom’ Chase of
“Trail Time"' (a children's show}
when he was in the hospital

TV for spot program availabilities.

goods and serviees demuands repetition

of ‘reasou why’ advertising. Repetition

is still a hallmark of good sound ad-
vertising,**

JOHN KAROL

Vice President in Charge of

Neneork Sales
CBS Radio

* * * * * * * *

chandising will substitute completely
for that merchandising a client usually
does for himself. A top-level executive
of one big agency. for example, told
SPONSOR:

“Many clients. particularhy in the
food and drug field. have spent years
building up huge merchandising oper-
ations of their own. Such advertizers
would be foolish to tey 1o shift this
burden to stations. Fov one thing, no
station shaves the intimate knowledge
of a chient’s own merchandising meth-
FFor another, it's an unfair bur-
den to thrust on an ad medium, We
try to look on radio station wmerchan-

()(].\'.

dising as a welcome supplement to cli-
ent merchandising. adding about 25
to the general oﬂe(h\(nc» of a eli-
ent’s oun effons”

3. The industry could clarify what

‘ recently. is meant by “merchandising.”” \ glanee

[ ° .OMAi‘(I-\ at the findings of Kenyon & Eckhardt's

: : Ask your Blair-TV man or write radio merchandising study on page 35
KANSAS— | MISSOURLY Fred Ebener, Sales Manager, WOW- will reveal an important faet to the

111(‘1'(,']1311(1ising-\\is(' adman: most sta-

COVERAGE B oo u e e e e e
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] . . Y We screen New York's vast right
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i ing for stations anywhere. Tell
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fingertips *1
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for you! | |

sas. (see coverage map above)
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tions who do extend merchandising
aid offer abont the same number of
services. But. as anyv veteran adman
knows, the quality and amount of the
services will vary all over the lot.
There’s much work to be done by trade
groups, industry associations and the
like in clarifying just what sort of
merchandising support is “normal”™ for
various categories of stations. Thus,
pressure-plays for “extra” merchandis.
ing could be spotted quickly and dealt
with diplomatically.

4. If a client feels he must have ex-
tra merchandising, he should pay for
it. Establishment of this as an industry
practice, many broadeasters feel, would
do much to end the rat-race now going
on in radio merchandizing. Some sta-
tions. of course. are geared to give
above-normal merchandising aid: but
they’re the exception. H the industry
can arrive at certain
sics” in merchandising, clients might
well be persuaded that extra-large cam-
paigns should be paid for by the ad-
vertiser, not the station. The alterna-
tive can ouly be hardships for the
radio industry which may eventually

“tninimum bha-

dull 1ts eflectiveness as a low-cost.
hard-hitting medium. * K K

TWO TOIGOS
(Continued from page 33)

“just watch P&G. They'H have 757
of a $065 million budget in tv this
vear.”

What are the two Toigos like, and
llow did they become top strategists
in opposing agency camps?

John Toigo, oller of the two cous-
ins, is a stocky man of medium height,

@Q\obre
. ?pb:nﬁbn
“Aw, cheer up—that KRIZ Phoenix
personality had to get better
some day.”

7 MARCH 1955

in his mid-fifties. e has grey hair, a
erey moustache and horn-rimmed read-
ing glasses which he uses to drive
home a point with gestures. He has
been known to wear a tatter<all shirt
and a plaid tie. You get the impres-
sion that John Toigo dresses for com-
fort.

His office in itzell doesn’t reflect the
personality of the man. unless by its un-
pretentiousness.  [It’s a small. cramped
corner room on the fourth floor (not
the fifth “executive” floor). It’s got a
decent. unspectacular desk. His sec-
retary, Gene Gabriel, has to commute
across a corridor to get to Toigo’s of-
fice. Agency associates recall that he
was offered an office on the fifth floor
last November, when his new manage-
ment position was made official. Toigo
refused. He likes it where he is.

To get to Adolph Toigo’s office. the
visitor must pass through carpeted cor-
ridors opening onto conference rooms.
fully equipped with Dbreakfast and
luncheon kitchens. One corridor opens
onto an inner reception room. with
deep couch, several deep chairs. ma-
hogany cocktail table (no drinks
served), oil paintings (more slick than
arly) of various New York scenes, 1t's
the type of setting in which you ex-
pect to find June Allyson amouncing
that Walter Pidgeon will see you now.

Adolph Toigo is more formnal than
his older c¢ousin. You ean’t imagine
him wearing a tattersall shirt and a
plaid tie. He speaks calmly. without
gestures: his thin, gold-rimmed glasses
stay on his nose. never beconie a prop.
He keeps his black mustache trinuned
neat, but hi~ hair tends to become un-
ruly. When he makes an amusing re-
mark, he’s the last to hreak into a
smile.

Although the two men lived together
for a while in Chicago (“All of un
cousin: moved in with me at one time
or another.” says John). and though
they worked in the same ageney at
one time (Jolm H. Dunham Adverti--
ing Co.). John and Adolph chimbed to
the top in the advertising Dbusiness
over divergent routes. John's a crea-
tive man; Adolph’s forté ix research
and planning.

Adolph Toigo’s career on Madison
Avenue began at Benton & Bowles
1932, where he stayed for five yvears
as head of researchi. His next job. at
Geyer. Newell & Ganger. extended 1o
planning. In 1942. Adolph Toigo went
to William Listy. Co. as v.p. of analvsis
and plans, from there came over to

Lennen & Newell in June 1952 as ex-
ecutive  v.p.  (More details  about
Adolph Toigo’s rise will appear in a
second $PONSOR articie ahout the Two
Toigos, 21 March.)

John Toigo came to New York in
1942, to head np the New York office
of D’Arcev. At that time he had be-
hind him more than 20 years of agency
experience in Chicago, with John H.
Dunham Co., Lord & Thomas. alwavs
in a creative capacity (“First and
foremost. a copywriter.”” says
Johny. He was brought into the Biow
Co. in 1952 by Milton Biow and Ken
Betrn to head up creative activity,

“To understand John, vou’ve got to
know the earthiness of the man.” says
Milton Biow. “lle’s an intellectually
developed and cultivated man. but he
still comes from the soil.”

Biow leaned back in his swivel chair
and drummed his fingers impatiently
on the edge of his desk.

“John's one of the few idea men in
advertising. and [ haven't met too
damned many idea men in this busi-
ness.” Biow concluded.

I'm

John Toigo =ays of his career:
“Alone, Pm practically nothing. What-
ever lalent I may have, has Dbeen
brought to me as a gift from people
Pve associated with.”

Whenever he talks about himself, he
passes out credit to “people who've
helped wme,” who range from Grand-
father Toigo to Alhert Lasker. pioneer
agencyman and founder of Lord &
Thoma~. Toigo talks fast and per-
suasively, telling amusing anecdotes at
hiz own expense, then skipping to a
bit of advertising philo ophy. back to
a clearly remembered childhood inci-
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dent, on to a cursorv discus<ion of so-
ciological influences at the time of
Ancient Rome.

Adolph Toigo speaks far more slow-
Iy . seems reluctant to discuss his fam-
ily. (When his son talked to sPoNsOR
about hiz father. he found it difficult
to recall any hobbies Adolph Toigo
might have. “Dad just works” he
satd over and over again.)

Proof of that thesis was forthcoming
a couple of weeks ago. Grace Kelly
and Dob Sarmofl have been appointed
co-chairmen of the Multiple Sclerosis
Drive. Grace is a friend of Leo Kel-
men=on. a voung Lennen & Newell ac-
count executive. Through Leo’s inter-
cesston, and with Toigo’s approval. the
agency volunteered to do work for the
Multiple >clerosis Drive. At this point
Leo suggested to Toigo that he have
some pictures taken with Grace Kelly.

“sure.” Adolph Toigo agreed good-
naturedly. “But who i she?”

John Toigo may or may not know
of Grace Kelly, but he finds time to
make shebing and fancy woodwork in
hi~ professionally equipped work shop
at home. Nonctheless. he has a repu-
tation for being able to bulldoze proj-
ect= through by his capacity for work.
as well as Iy sheer force of person-
ality.

“You might say that he has a ‘tooth
and claw” wayv of working.” one of his
old-time agency associates told spox-
sok. “He's a dyvnamic, analytical man.
nnconventional a~ hell in his approach.
but extremely thorough.”

The Toigo family came from north-
castern haly  the province of Venezia
Giuglia. with it sharp contra-ts of
quartz mountains and the blue Adn-
atic Sea. John came to the United
States at five,

“When 1 told my father what went
on in the Benld grammar school. he
thought T wax ¢razy.” John Toigo re-
call<. “When 1 told my teacher what
went on at home. she thought my fam-
ih was crazv. | found out that way
that a situation can change completely
depending on one’s perspective. Same
thing applies to advertising.”

Adolph Toigo was born in Benld.
one of five children. iz main con-
cern in his teens was to earn suflicient
money to continue his schooling. At
fourteen he went to work as a mule
driver i the coal mines. e gradu-
ated to full-time miner on the night
shift ~ome two vears later. and finished
high school during the day-.

John Toigo had displayed a similar
drive for edncation a few vears earlier.

SPONSOR




“} was the first one from that min-
ing town to go to college.” he told
spoNsOR. “And I <till don’t know what
it was that made my parents want their
kids to get an education. Maybe it
was my grandfather. who spent part
of his time working on a canal in 1li-
nois. the rest of hiz time translating
Dante into English.”

By the time John Toigo went to the
University of Chicago. he had behind
him his stint in the coal mines, At
seventeen he went to work on the rail-
road. got into a losing fight with a
freight car in the yards. This accident
was a decisive factor in turning John
Toigo toward advertising.

“l was supposed to start at Chicago
that fall, but the accident held me up
till January. I had wanted to become
a math or physics professor, but you
can’t start math in the middle of the
vear. so | turned to liberal arts.”

Toigo feelx that he was as humorless
about his lilkeral arts courzes as he
would have had to be about the sci-
ences. He plunged into volumes of
literature, hell-bent on learning. [t
was at this time too. in his late teens.
that he decided to becone a
writer.

“Then,” says he ruefully, “I dis-
covered at 21 that 1 could write like
hell. but T had nothing to sav.”

Ilis  first brush advertising
came in Chicago when he went to the
opera. While standing on line for
standing-room tickets. e met the head
of a small agency who offered 1o teach
him advertising for no pay. Since
there was a small depression at the
time (1920). Toigo agreed.

He proved the value of knowing a
business before writing copy for it
shortly before he became copywriter
at McCann-Erickson on Standard Oil
of Indiana in 1931.

A little earlier. \dolph and |1
haught a flling station.” Toigo recalls.
"It was at 147th Street and Michigan
Citv Road in Dalton. 1lI. Our com-
petitur across the street used to laugh
at the things we did. One rainy day.
ait Armenian chap drove up to the
station, and | wiped his windshields.

“*You'd wipe my windshields?”
“ure. Your money's
i

lHow did the gas station do?

“Within two weeks we had the whole
Armenian trade of the neighborhood.”

Toigo learned from his gas station
stint that gas is only one of the things
that brings people into a gas station.
This he proceeded to tell Al Steele,

great

with

good. isn’t

7 MARCH 1955

then ad manager of Standard Oil of
Indiana.

“And that wa~ the origin of ‘service
station” advertising. In fact. for a long
time thereafter, Standard Oil's gax sta-
tions in Indiana had signs =aving
‘Standard Service.””

I's Al Steele, president of
Pepsi-Cola Co.. who was instrumental
in bringing John Toigo into the Biow
Co. some four vears ago. lu that time.
Toigo has revamped Pepsi’s entire ad-
vertising approach. with the result that
Pepsi showed an annual 10% xales
increase every year since umtil this
January, when the monthly sales reg-
istered at 219 jump over Januan
1954,

He feels that the success of the com-
pany, during a period of relative slow-
down in soft drink sales, is due in part
to pinpointing of advertising. or “fo-
cusing” as he puts it.

Toigo remembers an incident in
Chicago when he was with Lord &
Thomas that proves the need for “fo-
cusing.” He had been one of two men
to solicit and get the Frigidaire ac-
count for Lord & Thomas in the late
Thirties. Before going to work on it.
he decided to check on one of the ads
that was then appearing in major
mmagazines and newspapers. since it
was part of a campaign designed to
make Frigidaire a popular-priced mass
produet. The ad showed a sleek model
in a velvet hostess gown opening up
her refrigerator.

“1 decided to spot test the ad,” Toigo
recalls. “There | was on the corner of
Randolph and State, with mv ad tucked
under my arm. [ showed it to a Polish
woman on the street. and I'H never for-
get  her “That’s ot
That's a whore!™ ™

This ix only one of the hazards of
a badly aimed advertising campaign,
however. The original Pepsi-Cola jin-
gle. savs Toigo. was “probably the
most successful single advertisement
ever produced in the beverage busi-
But he says it wax u-ed heyond
the point of diminishing returns. It
cante back to me a~ a parody that kids
sang.  And. it was Sally Steele. Al
Steele’s daughter. who sang it to me.”
Toigo grinned. humnied a fairly un-
intelligible line akout . . . tastes hike
ink”™ under his breath. and :huddered.
“Anvhow, by 1948 the Pepsi-Cola busi-
nes. was having trouble.  Now per-
sonallv. 1 hke trouble accounts. Peo-
ple hear a little better when thevre

now

comment: me.

ness.

sick.

And so when he came to the Biow

Co. early in 1951 to head up the crea-
tive <ection of the agenecy, he decided
to easze into the job “hy example.”
That is. he moved in as account execu-
tive on P’epsi-Cola. taking on the trou-
ble account first,

Toigo’s studyv of the account showed
him that the aim of the Pepsi-Cola ad-
vertising had been misguided. *The
advertising went after mas~ listener-
ship. that’s what the aim was, and
that’s a mistake. Our goal todav is to
reach a particular audience: those
young Americans who're doing things
and who're sexually alive. It's the
voung adult woman who eontrols the
food and drink habits of her husbhand
and her children. Therefore we keyed
our campaign to her.”

Toigo did =o by telling young wom-
en what they like to hear: . The
modern woman owes a lot to todav's
good sense in diet. She eats hight.
drinks light and keeps her vouthful
figure longer. She looks better, feel-
hetter. Men like her better. And <o
does her insuranee company. . .”

In tv. Toigo’s theme i~ brought home
by Polly Bergen. who's a wide-eved
Miss Pep<i-Cola 1955. in a variety of
Tvoung. ~ituation=” lasting
anywhere from 10 to 60 seconds. In
“the  Pepsi-Cola
girl” goes dress shopping. in others
she gives a buffet dinner in her apart-

modern

some commercials

ment. in others s<he’s a bnsines: girl.
she’s in a ecafeteria. at the airport.
Whatever the occasion. Pollv Dergen
sails through it with an enthusiasm ex-
pressed in the latest colloguialisms, a
figure trimlyv  sheathed in medium
rather than high-fa hion clothes. She’s
the ide-lized suburbanite. “the tvpical

According to Telepulse-t
63.5% of the tuned in
cudience between noon
and midnight in the
Wheeling - Steubenville
Market prefers WTRF-
TV. You get 3 times
the audience for the
price of 1 on—
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voung mother.” ax the average yvoung
mother herself.  Watching
Pepsi's ilm commercials gives vou the
feeling th i= hep, or as
Toigo would put it. that Pepsi is focus-

imagines

Yep=i-Co

. 17-~ccond tag. for ex-
damy

“llere’s vour  Pepsi-
Cola ¢ ain. ..

Pollv: =111, Y'know . . . the-e day~
to he a corporation president. vou no
longer need a corporation,  (With sig-
nificant gesture to her flat tumny.)
Fhat's why today s suceessful men pre-
f ight like today’s
Pepsi-Cola. Refresh without filling—
lave a Pepsi!™

CTARES SWALLOW)

Incidentalhy, the famous Pepsi-Cola
jingle’s heen  streamlined The
tune « the sane. but the words are lit-
erally “Pep<i-Cola’s up-to-date . . .
Polly Bergen i~ nsed in both spot ra-
dio and spot tv,

refreshment,

too.

In A Statemnent on Administration
and Account  Operation”
dated 11 February 1955, Jolm Toigo
cites  antecedents to  his
philosophy :

Policy in
advertising

. Let it be said that this (focus.
ing 1 ha< always been the method pur-
sued Dby succes<ful advertising men
from Mr. La<ker to Mr. Biow. the dif-
ference being that when agencies were
=mall. an individual could look and see
these various factors with his own eyes,
and therefore. integrate them in his
own thinking automaticallv, which is
exacth what Mr. Lasker did in “The
Schoolgitl Complexion” for Palmolive
or in "Reach for a Lucky Instead of a

Sweet” for Lneky Strike, or that Mr.

. o\‘*‘}
< N

>

“Miss Perwinkle! Will you please
stop listening to that KRIZ
Phoenix dance music!”

120

\rchie Lee acliieved for Coca-Cola in
“Fhe Pause That Refreshes” or that
Mr. Biow was able to do m the ‘time
signal” for Bulova and his ‘Call for
Philip Morris.” ™~

[t'~ interesting to note that among
the admen whom Toigo refers to a- in-
fluences upon his thoughts are such
people as Las=ker and l.ee, rather than
George Washington Hill,

“You don’t have to hit people over
the head.”™ Toigo remarked several
limes,

“You don’t go for the George Wash-
mgton  Hill SPONSOR
asked.

Jolm Toigo frowned across his desk.

“Now don’t you involve me in a
quarrel. young ladv . . . don’t vou in-
vohe me in a quarrel.” Then he re-
laxed into a smile again. “ldeas don't
hammered home. What
sales 1= the ideas themselves.
An idea must have foecus. distillation—
* K K

approach?”

have to be
moves

and no foolishness.”

BGM TV TEST

(Continued from page 12)

B&M letters.”

The problem of sclling the B&M
bean is not so great as that of moving
W hile
brown bread is eaten with baked beans
in New England. the two aren’t linked
as yet in the minds of WBAY-TV view-
ers. Brown bread is distributed in less
than 50¢¢
the beans have virtually full distribu-

the company’s brown bread.

of the area’s stores while

tion.

How will B&M get
Mlichigan customers to change their
cating habits and eat their heans with

Wisconsin and

brown bread on the side? The new
strategy i~ to push the two as a televi-
sion “Kat ‘em in the hving
room while you watch tv,” Capt. llal

is telling listeners. To make sure they

Slll),)(‘l'.

understand it's brown bread being
sold. not whole wheat, copy plavs up
the idea of heating the bread.  The
theory is no one has ever heard of

heating an ordinary bread and there-

fore a distinction i< autoniatically
estahhished.
“Is that distinetion we niust put

over.” says B&Ws Northgraves. “to
justifv onr higher price.” Northgraves
is proud of the company’s tradition of
careful mamnfacture i rows of brick
\nd Capt. Hal will do hix <ell-
ing in front of a plywood version of a
BAVM DLrick oven. * k&

OV ehs,

ROUND-UP

tContinued from page 99)

A new drug trade merchandising
plan has been inaugurated by WCCO.
Minneapolis. Tt 1.353 retail
drug outlets in the 109-county area
covered Dy the station, according to
WCCO. Cooperating with WCCO are
Twin City Drug Co. and MeKesson &
Robbins, two of the three largest
wholesale drug firms in the area. Each
of their salesmen carries a “WCCO
drug inventory list” which is used as
a sales tool. E. James Kunheini. sales
manager for McKesson & Robbins,
said “‘the inventory list 15 of valuable
aszistance. We've included them in all
35 «alesmen’s hooks for use on every
('ﬂ}].”

reaches

* * *

Sponsors and advertising agency ex-
ceutives have been sent a colorful 12-
page  brochure. called “Dominance
Doubled in the Carolinas,” by WBTV
and WBTW. the two tv stations of the
Jefferson Standard Broadeasting Co.
The Dbrochure tells the storv of the
erowth of the area served by the sta-
tions and state~ that their combined
coverage encompassc< a market com-
parable to the nation’s eighth largest.
WBTV ic in Charlotte, N. C.. and
WEBTW is in Florence, 5. C.

3 * *

A cross.plug deal has been worked
out between WII. Philadelphia. and
the Linton Restaurant Chain. The res-
taurant chain’s 30 will carry
daily plugs in their 2,000 menus (av-
erage readership: 28.000 dailv) for
Start the Day Right featuring Joe \le-
Cauley. WH”s carly-morning person-
alitv. In return McCaulev and his en-
gineer have a cup of Linton’s coflee

eafes

“on the air”™ every morning.

* * *

The latest coverage survey made by
WAHC-TV. New Haven, was done with
an airplane.  The station’s engineers
completed the study in 20 flving hours
period. whereas a
ground inspection team after the same
data would take three or fonr months.
The engineers found that the station’s
signal pattern was a perfect circle.

over a fne-da

$99.00 INVESTED in the
NASHVILLE, TENNESSEE

NEGRO MARKET
SOLD $3,500.00 in appliances

v WSOK
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SUMMER TV

(Continued from page 72)

were seen (}urmg the winter or sum-
mer. There were 53 telecasts classified
as winter repeats (any rerun falling
outside the 15 June-15 September peri-
od). A matched group of programs
with 33 summer repeats was compared
with the first group.

Taking the “winter gronp” first: the
ratings dropped from 28.1 for the
original shows fo 22.5 for the winter
repeats.  The summer group dropped
from 28.1 for the originals to 18.6 for
the summer repeals.

Comparing the same groups on a
share-of-audience basis, the differences
are even less. The winter group de-
clined from 43.3 to 38.7¢¢ while the
summer group declined from 42.5 to
39.37. So far as average minutes
viewed goes, the winter group dipped
from 23.1 to 21.9 minutes, while the
summer group dipped from 23.1 to
21.5 minutes.

Summing up the study. Nielsen re-
searchers sard “. . . there is no ap-
preciable difference shown by the tele-
casts used 1n this study between origi-
nal and rerun telecasts.
audience levels are attributable mainly
to the lower scls-in-use at the time of
the repeat telecast.”

Despite the incentives for summer
network tv advertisers. there have al-
wavs heen and probably always will be
a few sponsors who. for one reason or
another, feel that summer exposure is
not for them. For this group the net-
works offer a promise that their time
slots will be available in the fall. While
hiatus protection is most important on
CBS and NBC becuase of the demand
for time ,all networks have somne form
of hiatus protection,

NBC's poliey or “Interval Plan” has
already been aunounced. It limits pro-
tection to chents with Class “A” time
periods but excepts advertisers using
“co-sponsored”  programs  (Caesar’s
Hour and the lmogene Coca Show).
Such clients must he on the air for
13 weeks prior to the interval and must
comnit themselves to a 13-week non-
cancellable contract following the in-
terval. The maximum hiatus period is
eight weeks.

CBS had not anmnounced a
policy at the time sPONSOR went to
press but it is expected that one will
be forthcoming. Trade sources expect.
on the basis of last yvear's hiatus pro-

tection plan at CB=. that it will be simi-
-

hiatus
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Differences in -

lar to that of \BC.

Spot television: \s during the pre-
ceding =ummer the summer of 19514
did not show any discernible hiatus
trend in national spot tv advertising.
This was especially true among the top
advertisers,  Figures gathered by the
N. C. Rorabaugh Co.. show that the
top 25 spot tv clients actoally bought
more schedules during the third quar-
ter of 1951 than during the preceding
quarter.  There wa=. however, a drop
in the number of stations used by these
blue chip advertisers in the third quar-
ter and the station figure for the fourth
quarter, though higher than the sum-
mer months was still below that of the
second quarter.

Other figures gathered by Rorabaugh
further bear out the high summer ae-
tivity last year. These include spot
tv spending estimates on detergents,
toilet soaps. shortenings, margarines,
dentifrices, home permanents and
shampoos.  Total spending for these
seven categories during the third quar-
ter of last year came to $6.335.654.
while the figure for the previous quar-
ter was a little less-—-86,264.828.

Like tv network advertisers, spot v
clients fear losing choice time fran-
chises if they take a hiatus, though this
fear is only a part of the reason why
spot 1v activity has remained high in
the summer. However, there are no
clear-cut hiatus protection policies in
spot as there are on the network.

The lack of a pattern is also apparent
in the matter of summer discounts. A
number of stations feel that summer
discounts do htile to attract niore busi-
ness aird only serve to save money for
advertisers who want to be in snmmer-
time spot tv anyway.

There has been some concern ex-
pressed with plans to extend daylight
vaving time through October. Purpose
of thix has been to save electricity.
There has been some talk about Octo-
ber daylight saving in New York state.
It has already been tried in some New
Fingland areas and one rep reported
that viewing was depressed a little in
some cases.

In some quarters it is felt the prob-
lem is not so much davlight saving
being extended as the fact that some
areas have davlight saving and some
don’t. It 1= pointed out. for example.
that Milwaukee, which is usually one
hour hehind New York time during the
winter is two hours behind durmg the

summer.  Announcement periods sold

adjacent to a show originating i N\ew
York at 9:00 p.n. are thus sold at
3:00 p.m. in Milwaukee during the
winter but at 7:00 p.m. in summer.

Concern about the daylight <aving
time problem widespread,
however. and two of the largest reps
reported they had no trouble =elling
amnouncentents m Class A" time dur-
ing last summer.

was not

Fxamples of sales activity last sum-
mer follow :

Introduction  of  Supreme  Club
Crackers in Oklalloma by Merchants
Bizcuit Co. was via WKY-TV, Okla-
homa City, alone. In a 13-week Va-
to August drive. the firm used a
five-announcement-daily schedule. The
commercials were delivered at various
times by one announcer—local woman
personality “I'rissy " Thomas—and was
backed up by station merchandising.
The firm reported 99% distribution as
a result of the campaign.

WKNB-TV. West Hartford, puls an
“extra’ into its one-hour cowboy strip.
Bar 30 Western Theater, during the
sunimer by having its cowhoy star,
Tex Pavel, make one-day stands at lo-
cal sponsors’ One sponsor.
Dairy Treat. Ine.. reported “immediate
results” on a back-to-school offer a- a
result of one appearance.

Sales that “soared to phenomenal
heights. mnprecedented in the hiztory
of the company™ was reported by The
Uncle Jo Bottling Co. within one weck
after the firm had bought 15 minutes
on Als Corral. The firm was on week-
ly from July to September to push its
strawberry soft drink. called “Country
Red.” on KSLA, Shreveport, La, * * *

stores.

Within our coverage
area there’s a c¢pend-
able annual income of
more than a Billion
Dollars. Unquestion-
ably the best advertis-
ing medium to reach
this market of more
than 1,300,000 people

is—
- g
-
WHEELING X
W. va.

316,000 Waotts channel

PEPRESENTED BY
HOLLINGBERY
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Within 50 miles of the WJF5 ontennoe
thare are 139,850 redie homes. This con-
stityiss the primory coveroge of rodio
shation WPS.

Monith ofter month during the patt year,
Evansville has basn o HIGH 5POT CITY
os published by Soles Monogement, It is
the leading HIGH SPOT CITY in the stale
of Indiona,

Dominofing coveroge in o HIGH SPOT
MARKET meons SALES, Let us prove owr
worth te you,

RKabert 1. Mcindesh, Generol Manager
PEFLMMNTIO WY
The Gearge P. Hollingbary Compaony

% ~A RADIO IN EVERY ROOM”
Evansvnlle, Indiana

!

lewsmake
g

g \
vertisin

Titllie Virios,

IN THE LAND OF

MILK ANDﬁONEY

INTERCONNECTED CBS, ABC,
DUMONT, 55 COUNTIES

Haydn R. Evans, G. Mgr. WEED-TV
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Williom . Burlihart. cxcutive vice president
of Lever Brothers Co., has been elected president

of the company. Simultaneously, Jervis j. Babb,
president of Lever, was named chairman of the
board. The elections foliowed the retirement a
few weeks ago of John M. Haneock us chairman of
the Lever board. lLever is one of the country's
bigger air users; spoxsor estimates that during
1951 it spent about $1.5 million for network

radio, about $6 million for network tv; it has
extensive radio and tr spot campaigns in addition.

Williom H. Fineshriber Jr., rice president
of the NBC Radio network, resigned from NBC
on 1 March. Ile said his resignation was for
personal reasons and that he’d announce his future
plans after a racation. Robert W', Sarnoff, NBC
executive 1.p. will direct the network. Fineshriber
Joined the CBS publicity staff in 1931, became
manager of Carnegie lall in New York in 1934
but returned to CBS three vears later. [le resigned
as head of CBS program department in 1919 to join
Vutual as a v.p. e joined NBC in March 1953.

Wynn Nathan is the newly elected rvice
president in charge of sales jor WCA Tr Film
Svadication. Nathan's election followed the merger
hetween MCA Tr and United Tr Programs.

His current joh: consolidating the sales efforts of
the two companies into what he claims is the
largest syndicated film operation in the world,
In addition to enlarging the sales force to 70
(salestnen will have 22 flm properties to sell},
WCA Tr is also adding new merchandising,
promotion and publicitn departments.

Stnart D, Watson. adverusing director for
S, G, Johnson & Son, has been promoted to
adrertising and merchandising director of the
company (makers of Johnson's Wax), Watson
will head a new department, formed hy “merging”
the advertising and merchandising departments,
to develop adrvertising, merchandising programs,
Johnson is aliernate-weel sponsor of Rohert
Montgomery Presents (VEC TH the New Red
Skelton Show (GBS Ty and 15 minutes weekly
o) the davtime Robhert Q. Lewis show +CBS T,

SPONSOR




ONLY A COMBINATION OF STATIONS
CAN COVER GEORGIA'S MAJOR MARKETS

R THE
bl GeorciA
\x TRIO

<  SAVANNAH =
s
/ ’
4 ’
o
?WV
The TRIO offers advertisers at one low cost:

® Concentrated Coverage

® Merchandising Assistance

3 1290KC ‘ ® Listener Loyalty Built By Local Programming
AD1D ® Dealer Loyalties

IN 3 MAJOR MARKETS

represented individually and as a group by

THE KATZ AGENCY, INC.

NEW YORK « CHICAGO ¢« DETROIT « ATLANTA o DALLAS - KANSAS CITY « LOS ANGELES « SAN FRANCISCO
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0ne flmusand requests

o In 180 minvutes!

Saturday’s TEENAGE JUKEBOX on WIOD now
averages more than 1000 telephone requests

.9,
\)“

[
5 . in 180 minutes—9:00 A.M. to 12 noon.

. Phone calls are received from as far away
a‘ as Palm Beach (60 miles), and regular mail
I from Louisiana, Nassau, and Grand Cayman

_J Islands, south of Cuba.
T We've had to add a Broward County
-~ Teenage Jukebox Saturday afternoons
B (3:00-4:30 P.M.) to take care of the mail

requests from Fort Lauderdale and Hollywood.
These JUKEBOX programs are a part of

the daily schedule of NBC shows and

solid local showmanship that produces
RESULTS far beyond the promises of

any program rating service. Ask your
Hollingbery man for WIOD facts.

James M. LeGate, General Manager

5,000 WATTS - 610 KC - NBC AFFILIATE
Nariona! Rep , George P. Hollingbery Co.

The Fabulous “Girl on the Go”
DRUE SMITH

Just named Chattanooga’s

“BUSINESS WOMAN
OF THE YEAR”

Leading CHATTANOOGA RADIO PERSONALITY
for many vyears! Drue knows everybody, everywhere,
and everybody knows . . . and LISTENS to DRUE.

Limited Participations are avail-
able. 10:05-10:30 a.m., 2:15-
2:30 p.m., Monday thru Friday.

This is a hot tip!
Ask BRANHAM!

NBC AFFILIATE IN
RADIO CHATTANOOGA, TENN. ¢

CARTER M., PARHAM_ President . KEN FLENNIKEN, General Manager
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ADVERTISERS’INDEX

Ny

ABC Film 109, 111, 113
Iiroadcast Music 118
Career Builders . 114
Consolidated Film hs
CBS Nadio 65-69
Ilastman Kodak 77
I'ree & Peters SG-NT
Georgia Trio 123
joldswan . 105
Keystone 17
Don Lee 103
Mid-Centinent 3
Mt Washington 21
Movielabs 99
NRC Spot Sales 64, 65
Pulse S . §2
RCA T‘qum ,, 9
Raeburn - . 102
Sereen Gems 58-59
Shelton Iotel 108
SRS 101
Storer ) 74-75
Sunflower - 55
TP.A. . 26-27
TV Digest 126
TSSLN 92
Weed BC
Ziv Insert 62 (h-c-d-e)
CKLW-TV, Detroit 108
KBIG, Tiollywood - 16
KCB& San Francisco 70
KCOMC-TV, Texarkana ) R
KIENS, San Antonio 93
KISIIG. Eugene, Ore, 110
KEYD, AMinneapolis 110
IKFMDB, San Diego a5
KIPYI, Bismarck, N. D. 63
KHOL-TV, Kearney, Neb. 108
NLOR-TV, Portland 15
KMBO, Kansas City, Mo. ¥FC
KAMPC, Los Angeles a1
KTQ, Wenatehee, Waxh, R
KPRC-TV, I{ouston 6-7
KRTZ, Phoenix 117, 120
KTVEK, Pheentx 125
KEBW-TV, Salinas 29
KU OA, Siloam Springs, Ark 112
KWK, Shreveport, T.a. 5
KWKW, Pasadena, Cal. 112
KXLY-TV, Spokine 115
WATIE-TYV, Knoxville 30
WDAY, Green Bay, Wis, 122
WEBNS, Columbus 14
WOeUIS, Akron 2
WDAY-TV, Ifargo 71
WDEEF, Chattanocga 124
WDHET, New Orleans Insert 20 (b-c-d-¢)
WEMDP, Milwaukee 20
Westinghousxe, Dittsburgh 106-107
WILAA, Dallas 22
WGN, Chicago 67
WGIR-TV, Buffalo A8
WGY, Sfehenectady 57
WITAM-TV. Rochester 1S
WITLI, Hempstead 118
WIHO, Des Moines 25
WITIT, Baltimore TFC
W10, Minami 124
WIAC-TYV, Johustown, Pa, NR
W.IERF, Grand 1iapids 73
WITTP-TV, Jacksonville R
WM, lTansing 11
WIS, IBvansville 122
WIOW, Madixon 114
WIKRC-TY, Cineinnati 52-53
WLLAC-TV, Nashville IBC
WIS hicago 110
WALC”, Memphis a7
WMOGT, Greenficld, Mass, %8
WNAN, Yankton, & . 10
WOl-TV, Ames, lTowa 61
WOW  Omaha, Neb, 112
WOAMN TV, Omaha 116
WOWO, Foirt Wayvne 66
WI'EIN, DPhiladelphia 28
WRBL-TV, Columbus, 3a 110
W RV, ichntond 118
WRIS, Winston-8alem 100
W RN, Naxhville 13
WHRONK, Naxhville 120
WTRIY, Wheeling 117-11%-121
WNIX, Milwaukee 18-19
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NOW IN
ARIZONA

CHANNEL

 — —— — — —— —

PHOENIX
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FULL POWER

KTVK's 100,000-watts video power covers the fabulous
‘Valley of the Sun’ like a blanket. The clear KTVK signal
extends into every corner of the rich $1,109,627,000.00*
Arizona market — giving you 142,179 TV Homes {that’s
83% of the State). KTVK's tower is 2,886' above sea
level — 1,784" above the average terrain. KTVK operates
at FULL POWER at all times! For Greater TV-Value , .. Greater
Coverage — it's KTVK in Arizona!

PROGRAMMING

In addition to ABC's imposing line-up of shows, KTVK gives
you top local programming — from live musicals to remote
telecasts of the biggest sporting events. KTVK gives you
the Southwest's most complete studio facilities, as well as
the latest and best in microwave and remote facilities.
Hard-selling local merchandising is also part of KTVK's suc-
cess story. '‘Shop, Look and Listen,” televised directly from
food and drug stores within a 40 mile radius of Phoenix,
is just one of the bonuses that make KTVK Arizona's
greatest TV buy!

PERSONALITIES

It takes top personalities to sell — and KTVK's got 'em.
Bee Pine, Art Brock and Vic Gort are just a few of the
TV personalities that take your sales-story to the big KTVK
audience.

"SPENDABLE CONSUMER INCOME

AFFILIATED WITH

ABC

TELEVISION NETWORK

REPRESENTED BY

WEED TELEVISION
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Anything
you want to know
about the entire

Television industry

you'll find in the

VISION FACTBOOK

The 20th semi-annual edition of the amazingly complete Factbook
is a working tool used daily by thousands of executives in every

branch of the industry.

market .

Televisian Statian Directory

Rate Digests, Personnel & Other Data

Canadian, Mexicon Border
Televisian Netwarks

Rates, Persannel and Dota
TV Statians in Foreign Cauntries
Natianal Sales Representatives
Televisian Pragram Sources
Advertising Agency Directory
Annual Valume of Advertising in U.S.
Netwark TV & Radio Billings: 1949-54
Revenues, Expenses and Eornings of

TV-Radia Statians: 1946-53 (FCC)

Top 100 Netwark Advertisers
Televisian Status of U.S. Househalds
Ownership of Stations by Categories
Sales & Transfers of TV Stations
Stations Which Have Gane Off Air
Televisian Stations by Call Letters
Calar Status of Netwark Statians

x 29-in.

Television Digest
Wyatt Bldg., Washington, D. C.

Please send

at $4 cach, to

NAME

copies of TV Factbook

Here

are

all the facts about your

. the people and organizations you do business with
or would like to do business with. It’s the Authority in Television.

THE 432 PAGE SPRING ]955 EDITIUN GIVES YOU

(Among other departments)

Manufacturers af TV Receivers
TV-Radio Manufacturers: Financial Data
Picture & Receiving Tube Manufacturers
Receiving Antenna Manvufacturers
Tuner & UHF Canverter Manufacturers
Phonograph & Record Manufacturers
TV Set Praduction: Monthly, 1947-54
TV-Radia Sales & Inventories: PManthily
TV Shipments by States: 1950-54
Cathade Ray Tube Sales: 1947-54
Receiving Tube Sales: 1949-54
Manufocturers of Telecasting Equipment
RETMA: Executives & Cammittees
Electranics Research Labarotories
British TV-Radio Industry

RCA: Officers and Executives

CBS Inc.: Officers and Executives

FCC TV Calar Standards: Full Text
FCC Technical Standards, as Amended

CPs Outstanding for New Stotions
With Probable Starting Dotes

Applications Pending

TV Allocatians Tables

FCC Personnel Directary

Attarneys Practicing Befare the FCC

TV-Radio Consulting Engineers

Network Engineering Departments

Miscellaneous Consulting Services

TV-Radia Statian Brokers

TV Literoture & Reference Books

Publications in TV & Related Fields

Labor Unions & Guilds in TV Fields

Associations in TV & Related Fields

Market Reseorch Orgonizotions

Theatre-TV Organizotions

Subscriptian-TV Pramoters & Firms

Armed Forces TV Stations

British Televisian Networks

Cammunity Antenna Systems

TELEVISION WALL MAP INCLUDED

in your

No. 20

FIRM

STREET ADDRESS

CITy _

[ Check enclosed
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{J Send invoice
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TV Factbook No. 20 should be
on the desk of every executive
organization.
needed facts at their fingertips.
Send for your copies today.

gémmﬂgfwf

It puts

only %4

with ELECTRONICS RepORTS

WYATT BUILDING, WASHINGTON 5, D. C.
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Fluorine next
air barrage?

Radio pulling
mail orders

7 out of 10 like
feature movies

Study sells
Paper Mate on am

Pinky & giveaway

move shoes

Star commercial

trend grows

Marlboro

goes on air

— — — Smem— e—— e—
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REPORT TO SPONSORS for 7 March 1955

(Continued from pnge 2)

If bugs can be licked, fluorine-based dentrifices may be next big
"miracle" product to get heavy air selling. (Ammonium ion, chloro-
phyll, anti-enzyme each touched off dentifrice air wars till crest of
wave passed.) But fluorine products face this big problem in opinion
of Block Drug which has been making tests: possibility use should be
restricted to adults and children over 6. P&G is marketing fluorine
toothpaste called Crest with reported 22 tv announcements weekly in
test markets. '

=SR—

Indication of enthusiasm for radio among mail order advertisers is
fact that within 3 months after formation of CBS Radio Spot Sales mail
order department, 15 new advertisers have been signed. Among adver-
tisers getting strong pull is Viking Sloan which bought 15 one-minute
announcements on WBBM, Chicago. Results: 7,000 orders, each accom-
panied with dollar bill.

~SR—
01ld Hollywood feature movies continue to be popular with viewers even
though they've been whipping boy of newspaper critics. Latest Ad-
vertest survey in New York metropolitan area shows 9 out of 10 New
York families view tv movies. About 7 out of 10 families say they
like movies as well or better than other types of tv programs.
—~SR—
First client to buy nighttime network radio as results of Starch-NBC
study is Paper Mate Pen. David Kittredge, ad manager, said firm will
sponsor "People Are Funny" in 199 markets starting April. Company
has tv version of "People" as well as heavy spot tv schedules, maga-
zines. (Agency is Foote, Cone & Belding New York.) Starch study
shows that on average night 56 million people listen to radio, more
than half for over 2 hours. (See SPONSOR, 24 January 1955, page 64.)
—~SR-
Right giveaway continues to have strong appeal in moppet market.
Pinkey Lee (NBC TIV) pitched identification bracelet with each pur-

chase of Weatherbird shoes in series of commercials; company sold
3,000,000.

—~SR—
Star commercial in which talent adds personal touch, implied endorse-
ment of product is bigger than ever in syndicated film. SPONSOR
checkup shows few new film properties being launched today without
some form of commercial by star available either as lead-in or com-
plete custom-made commercial. Star is usually willing to work at
minimum sScale to help sell show and because it's easy extra dollar if
commercial is made at time series is being filmed.

~SR—

New Marlboro filter cigarettes with redesigned cardboard package (as
shown last issue of SPONSOR with story "Should you redesign your
package for color tv?") will get air support. Alternate-week minutes
in Philip Morris' "Public Defender," "I Love Lucy" (CBS TV) are defi-
nite. Before extensive test campaigning, redesign of product, Marl-
boro had only sporadic air advertising. Other filter in PM family,
Parliament, gets limited exposure in "Public Defender.”




SPONSOR
SPEAKS

The merchandising spiral

At a lunch one day recently we
brought a timebuyer and a radio sta-
tion executive together. “Let’s see you
make a pitch,” we =uggested to the
radio man. And on he launched for
15 well-paced minutes into a deserip-
tion of his station’s merchandising.
Result=. imipact, coverage, though his
station has them all, didn’t come up.

Said the station man when the omis-
sions were pointed out to lim: “We're
being forced to sell on merchandising
because the advertiser won't listen to
the real story of radio’s values as a
straight advertising medium.”

There’s no question but that this
analysis to varving degrees explains
the present emphasis on merchandis-
ing by radio stations. It’s an emphasis
whicl will continue until the advertiser
i= resold on radio. Many an agency
today is working hard to convince cli-
ents thev ought to be back taking ad-
vantage of radio’s low-cost impact. In
some cases the agencies are using the
amount of merchandising they can get
from radio stations as the Inre. When
the advertiser is properly sold, and

Film salesmanship

Playing for high stakes, the film
syndicators have Dleen bringing new
<clling techniques into the <ale of pro-
sraming.  Tinovation and razzle-daz-
ey as well as old-fashioned  persis-
tenee, have bheen in evidence as the
svndicators have bnilt rapidly over a
~hort span.

With operations ke ABC Filin, CBS
Iilm, Guikd. MCA TV, NBC Film, Of-
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Applauase

that day is coming, the lures won’t he
in the foreground.

The trouble with the use of mer-
chandising as hait i= that once it starts
it can grow ont of control. The ad-
vertiser requests one merchandising
~ervice today and by the time renewals
are due on his schedule he may have
thonght of half a dozen other services.
The end result can be stations are
forced to promise unrcasonable serv-
ices in order to keep the business—
services whieh in the long run they
can’t possibly afford to donate. (See
“Radio merchandising: do vou ask too
much?” this issue, page 34.)

We say the smart buyer will get
what’s appropriate but it’s kidding
yourself to squeeze the station for free
out-of-pocket expense in merchandis-
ing. Somewhere someone has to pay.
Moreover any merchandising specialist
will tell you that the inost effective mer-
chandising is done when the advertis-
er allocates his own budget for mer-
chandising. relying on merchandising
by media as a supplement in most
cases, Since few stations are equipped
to do a complete job. it’s a case where
heeding the 4 A’s recommendations
against excess merchandising demands
from stations make good business
serse.

* * *

Summer selling

The theory that the human race
goes into  hibernation during the
months of summer. has been exploded
many times in the pages of SPONSOR.
This issue, in fact. containg SPONSOR's
seventh annual report on Summer Sell-
ing. Like its predecessors it brings to-
gether the best available data on the
values of summer air advertising.

There are so manyv summer radio
and television opportnnities that the

ficial. Screen Gems, TPA, Ziv and
others hard at work, the advertiser
can expeet to have his eves opened by
effective presentations,

One of the many
proaches this secason is the recently
previewed use of a film to =ell film.
Television Programs of Anerica has
prodirced a movie in whieh executive
v.p. Michael M. Sillerman does a sell-
ing job on TPA’s new Captain Gallant

brighter ap-

advertiser who closes his eves and
pocketbook to them is literally losing
part of his potential income. Even if
it’s the custom in your industry to slow
down in summer, we say vour com-
pany ought to Dbe in there making
sales while the other fellows aren’t. (If
we haven’t convinced you, turn to the
Summer Selling section this issne,
starting page 13.)

* L ] *
What next in multi-ownership?

The decision of the L. S. District
Court of Appeals in Wazhington. D. C..
which ruled the FCC has no power to
set limits on the number of stations
any single entity can own, raises many
questions. The advertiser and agency
executive looking on fromn the side-
lines will be seeking answers to ques-
tions like these during the next few
months:

1. Will the decision mean that the
most expert station management firms
will be moving into more markets and
building newly acquired stations into
stronger contenders for audience and
thus better vehicles for selling prod-
ucts?

2. Will other firms than the Storers,
Bituers, Merediths, CBS’. NBC’s, Peo-
ples Broadcastings and Westinghouses
be ehecking the country for additional
properties?

3. What will the effect be on uhf?

4. Will there be any form of delay-
g action, with FCC bringing the issue
to the Supreme Court, or Congress
acting to put a ceiling on multiple
ownership?

With the Congressional im estiga-
tions underwav. it will probably take
maonths before all the implieations of
the decision are clear. But in the long
run sponsors will be directly affected
by the outcome.

scries. (In case you think this is the
easy way to sell, the movie took from
six one evening till four the next morn-
ing to shoot. And as Mickev Sillerman
points ont the film can’t substitute for
personal selling and contract closing.)

We predict that as the fihm syndica-
tors continue to expand they 'l have
their influence on every corner of the
television industry in stimulating the
best of selling deviees.

SPONSOR




greater
Nasheille

watches

channel

Aoy

for family entertainment

'~ for weather reports
the station for 62 Tenneszee and Kentucky

for news

counties—a hillion dollar market reached by Nash.

* for top-notch, top-rated
shows

. . ville's highest towered. maxmmm powered station
for advertising results

for availabilities, check our

national reps, The Katz Agency

WLAC-TV

100,000 watts * Channel 5
CBS Basic Affiliate

Nashville, Tennessee
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