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

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

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

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

heart of Richmond. Upon completion WTVR will be operating

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

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

/F HA[ONB)’V/F

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

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

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

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

—SR-

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

—~SR—

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

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

4

e

—SR—

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

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

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

Ik was omitted from the headline.

i —SR—-

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

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

—SR—

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

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

Sinclair uses
air to sell gas

"“"Omnibus’’
sponsor called
unhappy

MGM rejects

"“"Omnibus’’ offer

Movie firm
angers reps

Study your
coverage data

Creative sales

approach works

(%]

Radio keeps
expanding

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

—SR—

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

- SR

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

-SR—

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

=S Re

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

- SR—

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

~SR—

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

|

SPONSOR
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\Bnishin q American

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

commercials come on. .. creative ingenuity.

YOUNG & RUBICAM, INC.
' ADVERTISING

NewYork Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London

’ 20 APRIL 1953




ARTICLES |

What VARTRB. BAB. BMI do for sponsors

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

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

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

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

Gilbert's Gawwceek TV formula

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

merchandise program heavily whenever possible

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

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

Radio reversed supermarket’s downward trend

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

COMING

MHedia Basies

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

Homemakiung programs on TV

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

Comparagraph

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

32

31

36

38

41
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KTHS!

(cBS SOON!)

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

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

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

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

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

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

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

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

EFFECTIVE JUNE 15th, KTHS JOINS THE
CBS RADIO NETWORK

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

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

BROADCASTING FROM LITTLE ROCK,

NOW YOU CAN COVER ALMOST | .

ALL.ARKANSAS

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

0.5 MV/M

(®)LITTLE ROCK

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

JStmemsmomenys

TE XAS L) -‘\'

-~
& S = )

THE] 50,000-WATT (¢BS SOON!)

KTHS

ARKANSAS




REACH

the

PACIFIC COAST'S

20
LARGEST MARKET

the

“OAKLAND-
SAN FRANCISCO
BAY AREA”

with

MORE POWERFUL

RLX

The Bay Area’s
Dominant and

Only Independent
Station Broadcasting

5000 ...

DAY and NIGHT

#1 in NEWS- SPORTS - MUSIC

KLX and

KXL-FM

THE TRIBUNE STATION
TRIBUNE TOWER,

OAKLAND, CALIFORNIA

Represented Nationally by

BURN-SMITH CO., INC.

Pacitic Coast

DUNCAN A. SCOTT & CO.

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

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

Ed Forestev, Dancer-Fitzgerald-Sample, has

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

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

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

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

on stations throughouwt the country.

SPONSOR



Homey Chatter .

BROUGHT SMALL TOWN WELCOME
TO “BIG BANKING”

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

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

of rural or suburban communities.

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

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

hints booklet to 24,000 persons who made a

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

SUCCESS

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

Write Hollingbery or WHAM
for more information.

WHAM

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

' 20 APRIL 1953 7




some spots are bette!

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

|
\



'han others

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

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

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

SPOT SALES

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

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

representing

RADIO STATIONS:

KNBC

WRC

WNBC

representing

WMAQ

WTAM

Chicago

San Francisco
Clevcland
Washington
New York

TELEVISION STATIONS:

KPTV

WNBT
WNBQ
KNBH
WPTZ
WBZ-TV
WNBK
WNBW

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

Los Angeles
Philadelphia
Boston
Cleveland

T

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

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

everything, according to
the latest HOOPER and
NIELSEN.

May we fit you for size?

1130 KE

/

T»

5000 WATTS

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

and Motimes |~

Calling «ll vice presidents

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

* L3 o

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

* <% #*

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

3

3t # *

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

* * *

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

(Continued on page 123)

SPONSOR



Loud and clear in a larger area

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

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

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

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

Gee Pop, theye got ~—

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

@ Represented

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

20 APRIL 1953
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CLEVELAND'S

STATION

W W

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

H-R REPRESENTATIVES

TV PRODUCTION
MAN WANTED

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

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

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

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

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

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

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

Our stafl knows of this ad. Address

in confidence. giving full resume

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

12

M
Madison
W

FARM SECTION

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

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

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

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

AGENCYMAN'’S AID

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

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

Fpwin M. Coxrap

T1” Production Manager
WpAY-T1

Fargo, N. D.

CREATIVE BUYING

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

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

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

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

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

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

REPRINT RIGHTS

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

Davip WINTERS
Programing Department
Triangle Productions
Miami

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

PREGNANT SUGGESTION

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

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

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

SPONSOR



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

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

) 1{3 to hundreds of thousands of Southern Californians

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

thanks for your business.

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

THE MUSIC STATION FOR SOUTHERN CALIFORNIA
PRUDENTIAL SQUARE « LOS ANGELES

20 APRIL 1953

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

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

You see, radio KOWH was one of 1l Kkey

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

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

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

served to back up KOWH's contention that

there's nothing better than first place

(the only place KOWH is willing to occupy).

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

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

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

CRET

TOP SE

/ A

GENERAL MANAGER, KOWH

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

e
KNy,

O m
endent gtat,-on,‘,‘ " A

ly 8

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

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

Jay HoFFEr

Sales Promotion Director
WICC, Inc.

Bridgeport, Conn.

RADIO AND MOGEN DAVID

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

1953.)

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

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

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

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

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

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

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

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

NAME WITHHELD ON REQUEST
OF THE WRITER

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

20 APRIL 1953

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

MEDIA STUDY: PART 1

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

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

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

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

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

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

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

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

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

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

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

Raymoxp R. Morcax
President

Raymond R. Morgan Co.
Hollywood

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

200 kw

COVERAGE
709,648 Sets

i{CHANNEL
|To 10 from 11

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

New England Market.
1

NEW
KAMPSNIRE /1

LAWRENCL
.

BITCHBURG.
LEOMINSTER

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

T WOONSOLKIT |

WILLMANTIC  } :

3 CONNECTICUT % 3 Tupw 0
HARTFORD % A Fagsoa0

CHANNEL 11
PROVIDENCE

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

top box office for your clients in Alaska you

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

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

Mon. they Fri- 1

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

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

Hoopers* in person...and see for yourself

the amazing record of a truly outstanding

“AFTERNOONS |
Sunday !

EVENINGS |
Sun. thru SAb j

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

performance. Just whistle. We’d love

to trot em out for you.

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

\ Mlbmsm SUN - AURORA BROADCASTING SYSTEM |

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

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

SPONSOR




New and renew |

SPONSOR

Gillette Razoi Co
Hoover Co
Nash-Kelvinator Corp

Nestle Co
Trailer Coach Co
Willys-Overland Motors Co

New on Televisien Networks

AGENCY STATIONS

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

Conndy, Ewell & Thurber,
hi

PROGRAM, time, start, duration

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

Carry Moore Show; alt M
tor 3 telecasts

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

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

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

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

1:45-2 pm; 13 Apr;

SPONSOR

American Chicle Co

American Tobacco Co
Boyle-Midway

Carter Products

General Foods Corp
P. Lorillard Co

Renecwed on Television Netwerks

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

PROGRAM, time, start, duration

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

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

Mar;

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

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

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

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

SPONSOR

New National Spot Televisiou Business

GC. N. Coughlan Co I

Jacoby-Bender Watch
Band Co ‘

Robert Hall Clothes

Pepperidge Farms

PRODUCT ; AGENCY STATIONS-MARKET CAMPAIGN, start, duration

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

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

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

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

Haven, Boston, Wash, Mar; 11 wks

Baltimore

NAME

Sherwood Armstrong

John Badger

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

Donald W. Jackson
Jack F. Keiner

Rita Kennecdy
Hank Ladd

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

Advertising Agency Personuel Changes

FORMER AFFILIATION

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

Cecil & Presbrey, NY, acct exec

Cecil & Presbrey, NY, dir of publ rel

Foote, Cone & Belding, NY staff

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

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

WEEI, Boston, prog dir

The Ralph H. jones Co, Cinci, TV dir

Safeway Stores, Kansas City, asst adv, merch dir

Radio Cincinnatti, traffic mgr, continuity dir of
WKRC |

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

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

NEW AFFILIATION

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

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

Same, vp and acct exec

Same, vp and dir of publ rel

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

Same, vp, sls dev mgr

Sherman & Marquette, NY, vp

Alley & Richards, NY, radio-TV dir

Same, radio-TV dir

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

James Thomas Chirurg Co, NY, acct mgr

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

Same, timebuyer

Same, gen superv of TV, radio prod

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

Roy Lang

20 AFRIL 1953

Businrs-. National Broadcast Sales FExecntives,

Yeuwr

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

Ageney  Appointments

NSO0R

1953
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Numbers after names
refer to Vew and Re-

new cuategory

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

17




P

'0 APRIL

New and renew

1953

NAME
Dick Laughlin

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

Harry Parnas

Frank ). Reed

Eula Reggin

Al Reibling

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

Harry G. Woodward jr

Robert Wuifhorst
George Zachary

Advertising Agency Perscunel Changes

FORMER AFFILIATION

Laughlin, Wilson, Baxter & Persons, Houston,
Dallas

YGR, NY, contact superv

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

WPAT, Paterson, sls mgr

Cecil & Presbrey. NY, dir of media

NBC, TV sis serv dept, mgr

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

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

Tomkins & Weil Prods, NY, pres

ABC-KECA TV, Hywd, exec prod

WEWS, Cleveland, sls dept

Gardner Adv Co, St. Louis, acct mgr

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

NEW AFFILIATION

Dick Laughlin & Assoc, Houston, hd

Same, Chi, vp

Same, vp in chg of radio-TV

Paris & Peart Adv. NY

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

Same, timebuyer

Same. mgr of TV. radio

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

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

l., timebuyer

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

of radio-TV dept

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

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

Louis,

NAME

Michael Ames 7 ]

Edward W. Finkelstein

William T. French
Henry Rawle Geyelin

Arthur L. Jensen

Thor W. Steinert

Spouser Persennel Changes

FORMER AFFILIATION
David O. Alber Assoc, NY, vp

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

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

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

Kansas City, adv)

NEW AFFILIATION

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

Lewal Industries, NY, New Prods Div, prom dir

Same, asst dir of adv ‘

Metropolitan Life Insurance Co, NY, mgr of adv
service

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

Lewal Industries, NY, asst gen sls mgr

Station Chaunges (reps, network affiliation, pewcer increases)

LLP, Ei Paso, new rep Everett McKinney

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

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

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

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

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

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

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

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

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

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

WUSN, Charleston, SC, new rep Interstate United Newspapers

from 28,500

Fiwt

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

. Woodward Jr. (1)

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

Numbers after names
refer to New and Re-
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IOWA PEOPLE

Wk Pyl
BY RADIO!

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

All Other Media Combined!

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

and that’s exactly what most Iowa women do.

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

listen while they drive, too.)

20 APRIL 1953

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

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

authentic, reliable, valuable and amazing. .

Wi ©

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

FREE & PETERS, INC.

National Representatives

19



THIS IS THE WAY...

fo guaraniee
the finest TV film

reproduction

COMMERCIALLY AVAILABLE

REVOLUTIONARY

b e e A A A E S R ) T e et e At ©

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

HAS CONSTANTLY MAINTAINED LEADERSHIP
"IN TELEVISION SCANNER PRODUCTION AND DEVELOPMENT




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

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

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

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

SPECIALLY DESIGNED MULTIPLIER PHOTOTUBE: Ex-

tremely high gain accomplished by extra-sensitive

Wl

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

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

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

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

GAMMA CORRECTED: Excellent reproduction of the
gray scale.

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

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

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

ingly magic device that has been hailed

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

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

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

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

vious system. of small and large stations alike.

pUMONT

TELEVISION TRANSMITTER DIVISION
ALLEN B. DU MONT LABORATORIES, INC., CLIFTON, N. J.
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) Retail Sales up 36.9%
( FCF local sales
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In 4he U.S., see Weed x (.
In Canada,All-Canada.

Robert M. Ganger

Wl Sponsor T

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

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

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

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

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

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

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

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

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

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

SPONSOR




600 Budget Brings
250 NEW Customers
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in the Booming Detroit Market

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

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

M%etro it

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

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

1940 1940

114,906 $20,000,000
1951 1951

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

101% 50% !

Where your

Gesr Bay

is z 6
Adam Young, Jr,

Nattonal Representative

General Manager
or F. E. Busby
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Mobile, Alabama

New developments on SPONSOR stories

See: “What you should know abowt aher-

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

radio and TV. alicrnates sponsorship
between two  clients

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

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

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

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

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

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

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

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

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

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

This 1« a sample of Fx-Lax copy.

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

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

How can a new company offering a new service

\ explain itself and win acceptance?

- ANSWER:

10 spots weekly on WHBQ scored another sales
‘success.

Proof of Sales is Spelled

... and soon= |




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

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

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

Company was turning away business!

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

WHBQ.

Just another example of the cumulative effect of consistent adver-

tising on WHBQ.

This same cumulative effect can sell your product.

I

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

JOHN CLEGHORN

" U

MR. Q General Manager

BILL GRUMBLES

Commercial Manager




No. 3 of a Series

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

Lnown Buying Power in the area of

B\ /

Photo . . . Rolph Hobbs, Jr.

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

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

28

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

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

WCCO E7)

CBS

MINNEAPOLIS « ST. PAUL
Notionally represented by FREE and PETERS

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

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

SPONSOR
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NARTB

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

BAB

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

BM

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

What the

3 radio and TV trade
roups do for advertisers

Besides adding to effectiveness of air media they provide faet service

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

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

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

For a brief description of the activi-

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

SPONSOR’s room number
at NARTB convention

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

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

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

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

ceurity of Anrerican advertizine

and its practitioners.

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

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

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

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

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

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

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

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

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

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

was

difficult to give specific examples.

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

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

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

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

WILLIAM B. RYAN, PRESIDENT OF BAB

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

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

mformation sheets. These are a one-

(Please turn to page 92)

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

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

As with all its other services, no
charge is made by BMI for the Clinic,
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and agency men are welcome at any of
the Program Clinics. On many occa-
sions, agency men and women have
been on the agenda as guest speakers.
2. A comparatively new adjunct to the
BMI services is the “Television Sketch-
book™ which includes 85 leading ad-
vertising agencies on its mailing list.
This is a regular monthly service con-
taining timely and practical working
scripts for the presentation of songs in
dramatic, comic, or pictorial fashion.
Latest song hits az well as standard
favorites are developed into photogenic
sketches which can be used effectivelv
in many ways. Since the agency kiows
that any BMI-licensed station does noi
need further or special permission to
use any of its songs for straight TV
purposes, his clearance is always as-
sured. The BMI Index Department,
however, clears any title as to its own-
ership, whether it be BMI or any other
copyright owner or performing rights
organization. This service is used bv

agencies, producers. and others as well
as stations.

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

(Please turn to page 98)

s

CARL HAVERLIN,

PRESIDENT OF BMI
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THROWS EM !

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

Premium Saltines-March 2 to March 13

Triangle Thins and Wheat Thins - March 16 to March 20

R {

i1

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

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

every week In alt mojor isio
-

markets throughout the countr

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

STEERIN’!

March 2 ta Mar

/;‘3‘“/‘; SWISS CREME SANDWICH

March 23 to April.

NABISCO ‘
SUGAR HONEY
GRAHAMS

April 6 to Moy

however, make no deals for shelf space.

Salesmen,

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

How Nabisco's 20 aie brands
oy 200

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

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

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

Godfrey, spot TV brand recognition drive

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

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

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

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

y 2 28

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

It ix pretty well agreed that this

stores  via

million

32

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

There is nothing
} o

L A

case history
A

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

izing 1ls plant and equipment.

lood is using Arthur

SPONSOR



Godfrey in net radio for mass audi-
ence appeal.

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

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

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

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

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

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

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

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

Vabisco found housewife often bought its lesser hrands with-

out realizing they were Nabisco products. Seeking better iden-

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

help sell its non-advertised products. Nabisco asked Raymond

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

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

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

also. Conversion of all packages to new seal was completed

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

that Nabisco makes its own paperboard, and prints its own

package designs.

The new look of Nabisco’s packages 1s

plugged at end of nearly all TV announcements it sponsors.

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

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

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

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

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

( Please turn to page 80)

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

SPONSOR panel enjoys laugh in

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

A recorded SPONSOR forum

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

% # %t

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

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

Mert, would you like to start? What is Shell Chemieal
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advertisers examme thetr rade

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

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

CuaikMaN: How many markets are you in?

A. Just about all of the agricuhtural areas.

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

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

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

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

SPONSOR
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nd TV problems

high costs, and we are proceeding cautiously.

Q. How about your Divisions?

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

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

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

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

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

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

MR. HarrINGTON: We are not using network radio or
network television; it is all dealer co-op. We are not using
television chiefly for three reasons: first, cost—I mean net-
work television; second, inadequate and spotty coverage of
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Panel spending 850 million annually is

worried by rising TV costs, defends radio

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

(Please turn to page 114)
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SPONSOR panel affirmed these 5 points
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X, Rising costs, especially labor, may drive smaller
advertisers out of TV unless economies are made.

Ml

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

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

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

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

fiimu I
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Todays coverage data: themr us

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

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

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

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

NCS: New style reporting is found in

came. as the signal became weaker.

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

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

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

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

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

SPONSOR



Three basic applications of SAM and/or NCS air data

IN SPOT TIME BUYING

1nd misuses

£ NCS and SAM

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

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

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

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

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

Reason: Arbitrary “cut-off”™ formu-

T

research
OO0

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

IN BUYING NETWORKS

[}

[}

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

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

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

: tories is key factor. Also, network coverage

. data can be matched against sales territories

: to determine if all areas are receiving proper

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

: network sales over many sales territories,

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

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

have changed their p [ IN SPECIAL PROBLEMS

1 the dial or basic appeals since 1949.

And, about 400 new radio outlets have

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

| individual approach to virtually every
radio market.

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

(Please turn to page 105)

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

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

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

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

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

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

Gilhert's si-week TV Tormula

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

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

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

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

38

sh