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You wouldn’t harness an elephant
to a lawnmower, would you?

You don’t need 50,000 watts—or 10.000 or
even 5000 to cover the compact Baltimore
market!

W-I-T-H will do the job for you without
waste! Network stations overlap areas covered
by their own affiliates . . . their effective coverage
is limited to just about the area W-I-T-H itself
covers.

IN BALTIMORE

TOM TINSLEY, PRESIDENT @

NIELSEN SHOWS W-I-T-H IN LEAD!

In Baltimore City and Baltimore County
W-1-T-H leads every other radio and television
station network or independent—in weekly
daytime circulation.

Let your Forjoe man give you all the facts in
this amazing Nielsen Coverage Service Survey.

REPRESENTED BY FORJOE & €CO:
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SPONSOR editor
works at C&W

“Show of Shows’’
to continue

SPONSOR’s 6th
Summer section

Auto sponsors
active in radio

"Man from SPONSOR" at Cunningham & Walsh's swank Madison Ave. offices
last week was Senior Editor Charles Sinclair. He spent week "work-
ing" for agency to learn how $39 million house with third of its bill-
ings in air media operates. Story next issue. Idea came from C&W's
ad series, "The Man from Cunningham & Walsh," showing agency person-
nel at work selling clients' products in stores. This will be first
of SPONSOR's new "Inside great American agencies" series.

—SR—

Plans for next season's "Your Show of Shows" minus Sid Caesar-Imogene
Coca combine envisage use of fresh, young talent. That's only thing
definite about Max Liebman's plans following breakup of Caesar-Coca
team, one of tv's most long-lived combos. New talent policy means
lower price for NBC TV's Saturday night 90-minute showcase. Despite
Miss Coca's statement she doesn't know whether NBC will take up
option NBC says she'll definitely be on network in fall.

—~SR~

"Home," NBC TV's late morning magazine-insertion type show, began

1 March with 5 advertisers who will continue during summer: Alcoa,
James Lees & Sons, Sunbeam, General Mills, Avoset Corp. Two clients—
Dow Corning, American Greetings Corp.—have no plans to go through
summer. Additional pair, not yet signed up, may do so. High pro-
portion of no-hiatus clients bodes healthy tv business this summer.
For facts about summer air see 6th Summer Selling Section page 39.

—SR-

Auto sponsors flocking into network radio lately: Dodge (Grant) bought
"Roy Rogers," half-hour weekly on NBC, S5-minute stanza with Titus
Moody 3 mornings weekly on MBS, participations in Mutual's Sunday
Multi-Message Plan in "Counterspy," "Bulldog Drummond"” shows at $2,100
per participation. Oldsmobile (D. P. Brother) will sponsor 26th
Annual Academy Awards (Oscars) Presentation 25 March on NBC. Ford
(JWT) just started (1 March) sponsorship of 15-minute "Edward R.
Murrow and the News" on 121 CBS stations in Central, Mountain, Pacific
Time zones, 3 nights weekly. Chevrolet (Campbell-Ewald) has also
bought into MBS' across-board 8:00-8:30 p.m. Multi-Message Plan.

Talent costs of tv network drama shows range from $10,000 to $70,000

detection species). Costs for half-hour dramas range from $10,000 for

Do st pmnd s e i ) Supense OB TV $13,500

“Danger’ on CBS TV, to $30,000 for "The Loretta Young Show' on
NBC TV. Lowest hour-long drama cost is "Kraft Theatre's" $20,000

Armstrong Circle Theatre, NBC TV $16,000

T e ot et § LUK Viteo Theatrs, GBS TV, ... 320,00
;Zifssasn?ngll?r?: gfe:ail);:fl::?s;;niexcluding time) of other tv network drama PepSl-COIa Playhouse’ ABC Tv o 823'500
e metio i Convon o ol e B e SOV TV R GPIONSE, NEG TV, . o250
page 99. Radio Comparagraph appears in alternate issues. Stumo Unei CBS Tv ------- .. 830'000

SPONSOR. Volume 8 No. 5. 8 March 1951, Published biweekiy by SPONSOR Publiestions. Inc., at 3110 Elm Ave., Rsltimore. Md. Executive. Fditorial, Advertising. Cir-
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REPORT TG SPONSORS for 8 March 1954

Greyhound uses
nct, spot media

Encyclopedia is
sold by air

American Air
plans tv entry

How big should
test sample be?

Dichter memo for
sponsors, admen

Greyhound Lines, including operating divisions, spends $1 million of
million ad budget for network tv, some £425,000 for
tv. For details of this 2-pronged approach, see page 32.

estimated $5
spot radio,

Novel book promotion campaign: J. J. Little & Ives Co., publishers,
spending $125,000 to $150,000 through Wexton Co. (agency) on 5-

week test campaign, now running, to sell Twentieth Century Encyclo-
pedia through 10,000 retail outlets in Greater New York at 79¢ per

eek (20 vols. in all). Two-thirds of air funds (about

for tv, one-third for radio, with 20-25 announcements

volume per w
$100,000) is

—SR—

daily on WABC-TV, WOR-TV, WNBT, WABD, WPIX, WNBC.
merchandising stress "tune-in" theme. Campaign tied in with WNBC-

WNBT "scholarship contest." May go national later.

American Airlines, pleased with results of $200,000 radio campaign
in 1953 (mainly "Music till Dawn" on 6 CBS stations), plans to expand
soon. Ruthrauff & Ryan is agency. Radio drive continues.

into spot tv

How big shou
want, accord
marketing re

—SR-—

Newspaper ads and

—-SR—

1d your media test sample be?

Depends on accuracy you

ing to Dr. Lyndon 0. Brown, Dancer-Fitzgerald-Sample's
search expert. For example, in radio vs. newSpaper test,
if you wanted 2% maximum percentage of error either way and you
expected 1/3 of customers to come in through radio and about same for
newspapers, you'd need sample of 1,421.
with a 10% maximum error either way,
tion. For SPONSOR's examination of other testing problems see "II.

Can you set up an 'ideal' media test?" page 34.

Institute for Research in Mass Motivation, Montrose, N.Y., now issu-
ing monthly memo for advertisers, agencies. Dr. Ernest Dichter,

Institute president, says bulletin can be used as checklist on psy-

—SR—~

But if you were satisfied
then 57 would be enough to ques-

chological findings, observations of direct value to industry. March |
memo covers: (1) Does advertiser show he really likes his product (as H
seen in his commercials); (2) conclusions of Institute’s beer study; :
(3) suggestions for another approach to tv commercials. |
New national spot radio and tv business I
SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration I

B T. Babbitt C;. P:JY—_ Glim detergent 7 Harry B. Cohen, NY 12 major cities Tv: 20-sec. min film anncts, 6-10 a wk
per stn; 15 Feb: 18 wks l
Carter Prods, NY Arrid Spray Deodorant Ted Bates, NY 6-8 Southwestern mkts Tv: min anncts in dayti and late night, j
1-2 a stn per wk; 15 Mar; 26 wks l

Colgate-Palmolive, Super Suds Detergent Cunningham & Walsh, 40 East, Southeastern mkts Radio: min anncts. 5 a wk per mkt; 1
jersey City NY March: 13 wks ]
Colgate-Palmolive, Super Suds Detergent  Cunningham & Walsh, 12 East, Southeastern mkts Tv: min dayti anncts, 6 a wk per mkf; | .
jersey City NY March; 13 wks I
GCeneral Foods, NY Maxwell House Instant ' Benton & Bowles, NY 25 mkts all over country Radio: dayti min, chnbrks, from 5-10 a ,
Coffee wk to 50 a wk per stn; 8 March; 4 I
wks i
U.S. Steel, ammonium sulfate BBDO. NY 20 mkts Radio: RFD prog adjacencies. min anncts; l

Philadelphia

fertilizer

1 March; 16 wks
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JANUARY 1954
MAIL INCREASE
New Jersey 3.196
New York 15,525
Conneeticut 639
TOTAL 2411410
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Now covering the

4,150,000 tv homes in

top metropolitan

market of New Jersey

~New York

epresented by WEED TV

" CHANNEL 13, NEWARK

* * *
Television Center

BArclay 7-3260 (N.Y.)

*x * X
o Newark 1, New Jersey

Mitchell 2-6400 (N.J.) 555




ARTICLES

Netweorlk **spot carriers’: pros and cons

Both sides of the story on the question of network "spot-carrier shows" in
radio and tv. Gives point of view of networks, stations, reps

Greyhound's networl: and spot approach

'Omnibus" on tv serves as national prestige vehicle for bus line, spot radio-tv
is used to meet local competition, promote seasonal fares and services

Can you set up an “ideal” media test? Part 2

Having presented requirements for media testing as set forth by research
experts and agencymen, SPONSOR concludes that it is possible to set up an
"ideal” media test. Part 18 of All-Media Evaluation Study

You can’t sell a product you don’t know

Veteran radio and tv announcer feels that many commercials could be more
effective, cost less, if the performers had the chance to contribute their
experience-based viewpoints on the pitches

SUMMER SELLING SECTION: 1954

What it costs you to take a hiatus

Brand-switching does not stop in the summer and advertisers who let up ad
efforts at thet time risk sales slump, may put brands in jeopardy

Is radio winning the no-hiatus battle?

Expectation is that summer radio billings and out-of-home listening will both
reach new peaks this year

Summer 1951: te’s biggest yet

Advertisers will hold tightly to time franchises through the hot season to
retain prime program slots as well as choice announcement adjacencies

Answers to 7 basic questions on summer air

Research facts on hot-weather radio and tv appear in seven pages of charts
and analysis, presented for quick advertiser perspective on topic

 COMING

Psychological aspecets of media
Part 19 of SPONSOR's All-Media Evaluation Study presents an analysis of
what psychologists have discovered about advertising in different media

The man from SPONSOR
A SPONSOR editor will work for & week in the radio-tv department of Cun.-

29

32

34

40

42

14

ningham & Walsh, then tell first-hand inside story of the operation as he saw it 22 Mar.

Yolume 8 Number 5 !
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| DEPARTMENTS

TIMEBUYERS AT WORK
49TH & MADISON
AGENCY AD LIBS ..

NEW AND RENEW .
MR. SPONSOR, Austin Daly.
P.S.

NEW TV FiLM SHOWS

NEW TV STATIONS
FILM NOTES
RADIO RESULTS
SPONSOR ASKS
AGENCY PROFILE, F. C. Barton Jr.

ROUND-UP _ e O]
TV COMPARAGRAPH 99
NEWSMAKERS - 130
SPONSOR SPEAKS - 132

Editor & President: Norman R. Glenn
Secretary-Treasurer: Elaine Couper Glenn
Editorial Director: Ray Lapics

Managing Editor: Miles David

Senior Editors: Charles Sinclair, Alfred J. Jafle
Department Editor: Lila Lederman

Assistant Editors: Evelyn Konrad, Josn B
Marks, Keith Trantow

Contributing Editor: Bob Foreman

Art Director: Donald H. Duffy
Photographer: Lester Cole

Advertising Department: Edwin D. Coope
(Western Manager), Wallace Engelhardt
(Midwest Manager), Homer Griffith {South-
west Manager), Charles Farrar (Southeast
Manager), John A. Kovchok (Productior
Manager}, Ted Pyrch, Ed Higgins, Saralie
Slonsky

Vice-President-Business Mgr.: Bernard Platt

Circulation Department: Evelvn Satz (Sub
scription Manager), Emily Cutillo, Morton C

Kahn, Kathleen Murphy "I
Secretary to Publisher: Augusta Shearman |
Office Manager: Olive Sherban 1

Published biweekiy by SPONSOR PUBLICATIONS INO.
comhined with TV, Executive, Editorial, Circulation. sam
Adrertising Offices: 49th & Madison (40 E. 49th Bt)
New York 17. N. Y. Telephone: MUrray Hiil 8-2773
Chicako Office: 161 E. Grand Ave. Phone: 8TUperio
7-95863. Dailas OfMce: Interurban Bullding., 1500 Jacksa
St. Phone: Randoiph 7381, West Coast Office: 6487 Sun |
set Boulevard, Los Angeles. Telephone: Hollywood 4-8089
Atlanta Office: 57 Forsyth St. Telephone: Cypress 1220
Prinling OMce: 3110 Elm Ave.. Baltimore 11, Md Bud
scriptions: United States $8 a year. Cansda and forelf '
$9. Single coples 50c. Printed in U, 8 A. Address a
correspondence to 40 E  49th St., New York 17, N. Y
MUrray U] §-2772  Copyright 1954 SPONSOR PUB
LICATIONS INC.

-~ -




KWKH

is heard

by 22.3%
more families
than all other
Shreveport
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stations
combined!

KWKH gets 22.3% more Average Daily
Listeners than all other Shreveport stations
put together—yet costs 44.2% less.

Result: KWKH delivers 119.1°¢ more
listeners-per-dollar than Shreveport’s

four other stations combined!

These audience figures are from the new
Standard Station Audience Report—the
more conservative of the two recent audience
surveys made in this area.

Ask your Branham man for the whole

50,000-watt KWKH story.

| KWKH

|
?.: A Shreveport Times Station

3} Texas

150,000 Watts + CBS Radio *© ©IEEZIR Lomsl‘.‘m\-

The Branham Co., Al‘k.

Representatives

Henry Clay, General Manager
] Fred Watkins, Commercial Manager
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Mister Prus, our foot-loose maseot, has often scaled high places to explore
the towering advantages of network radio. Especially: Mutual's. He now
| plunges into the question of cost-per-thousand performance and takes

some deep-sca soundings which sound just fine. Very especially Mutnal’s.

1 On the over-all record for '53 (as logged by Nielsen, Jan.-Nov., that is),
|
the average cost-per-thousand of all evening eommercials on all radio
networks is low...deep-down proof of the cconomy which no other

‘medium ean mateh.

J And whieh network hits hottom in this vear-round, low-man tournev?
Well, the diver on the right is Mister Prus, with a score for Mutual
that is 19% lower than the average for the other three networks, and

12% to 24% lower than any one of them!

You will observe that Mister PLus works with a different sort of gear—
just as the Mutual Network itself differs from the others. We differ in
eoverage patterns, for instance, with ncarly twice as many stations

as anybody else. We also differ in program ideas for listeners, and in

proﬁt ideas for sponsors.

These faets explain whv more elients than ever are now enjo_\'ing

lower costs than ever in Mutual waters—aetual audienec-delivery
eosts as low as $1.24* per thousand homes! (And that $1.24
ineludes time and talent, of course.) True, we are virtually sold
out from 7:30 to 9:15 pm, but there’s prime time available

for your nets, day or night.

1.0 4-8000...... NEW YORK

Why not set your course plusward? WH 4.5060........ CHICAGO
’ HO 2-2133...LOS ANGELES

At's MUXTUAL

I'ypical Sponsors
Using MBS at Night
AMERICAN HONE PRODUCTS
CHEVROLET
COCA-COLA

DODCGE
JOIINS-MANVILLE
JACQUES KREISLER
LIGGETT & MYERS
DEEPFREEZE

MHLLER BREWING
MUTUAL BENEFIT

PROCTER & GAMBLE

ST A

i

} *Nielsen Rating Basis
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140 ADVERTISERS through
80 ADVERTISING AGENCIES
have given their opinion

of KBIG in the most potent
of all testimonials — their
signatures on 1954 contracts!

We quote a few of their reasons.

“"KBIG has meant more to us than any type
of advertising that we have used, including
several Los Angeles papers.”

“We need a medium as big as Southern
California because that's our territory. KBIG
gives us what we want so we bought it.”

"l have found our musical programs effective
in selling almost every major item handled by
our stores. The fact that | have steadily in-
creased my billing with you should prove

what | think of KBIG."

“Not overloaded with multiple spotting of
announcements.”

"KBIG has delivered more orders per dollar
spent than any other U.S. radio station."

"We are drawing travelers from all over
Southern California through KBIG. You are

still our only medium of advertising."

“Best signal while driving—comes in clear
when other stations fade away."”

"Dollar for dollar, KBIG has been responsible
for a tremendous volume of our business, out-
pulling all other media used, including metro-
politan newspapers.”

Any KBIG representative or Robert Meeker
man will be glad to show you the complete
testimonial file.

aZesTHeTa

10,000 WATTS
a1 740

STUDIOS IN AVALON GIANT

AND HOLLYWOOD ECONOMY
o PACKAGE OF
: SOUTHERN
CALIFORNIA

- RADIO

The Catalina Station
John Poole Broadcasting Co.
KBIG . KBIF. KBID-TV . KBIC-TV

6540 Sunset Blvd., Hollywood 28, Calif.
HOllywood 3-3205

Nat. Rep. Robert Meeker Associates, Inc

8

|

Hope Martinez, BBDO, New York, says there
are two ways of using nighttime tv, “Class A time,”
she explains, “is excellent for selling a known or
established product, a brand name that is aimed

at @ maximum family audience. [t's reminder copy
and even [.D.’s do a good selling job here. But
for a product that needs to have an educational
job done, late nighttime participations and movie
adjacencies are more suitable because longer
time slots, such as minutes can be cleared then”
Hope's buying heavily for Vitamin Corp. of America.

Lee Gayner, Doherty, Clifford, Steers & Shen.
field, New York, buys time for Borden’s [nstant
Coffee, Vitalis and Ipana. He feels that there is a
dire need for a rating service that will measure a
station’s complete coverage area by 15-minute
segments. “The rating services today just don’t
give a complete picture of a station’s total audience
within 15-minute segments. These ratings now
are comparable only in a metropolitan area. But,”
he adds hopefully, “maybe the new Nielsen
measuring local dialing will take care of that”

Charles J. Helfrich, Cunningham & Walsh,
New York, worked on the campaign that introduced
the Super Suds Detergent. “An introductory cam-
paign,” he explains, “is completely different from a
regular air push. For one thing, you’ve got a big
product story to tell, so Class A tv is virtually out
of the question, because of the problem of clearing
minutes in prime time. We used minutes, usually
daytime, both on radio and tv. This solres the
availability problem, and enables us to reach the
housewife at an economical cost.”

Carol Sleeper, Geyer Advertising, New York,
thinks it would help timebuyers if they could see
film commercials before buying tv time for them.
She told sroxsor, “Now, we just get to know the
product, talk to the account man about sales
strategy and specific needs, and we know the
pitch. But all of this could be greatly supplemented
by seeing a finished commercial. Then we could really
know its appeal and better judge the right type of
adjacencies for it.” Among her accounts: Kelvinator,
American Ilome Products, National Paper Co.

—me.
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BOB POOLE

of "Poole’s Paradise’’

ADD PENFIELD

Sports Director & Newscaster

JOE TEW

Farm Director

To do a top coverage job of one of the South’s major
markets, call on Poole, Penfield or Tew. They all
have huge followings in the WBIG market area—an area
containing more than 1,000,000 population with
over $575,000,000 retail sales in 1952,
) : WBIG's “Big Three’’ are supported by an
GREENSBORO V.G ‘ 1 excellent staff of artists and announcers with

a variety of radio talents,

Represented nationally by Hollingbery

In 27t Yoar of Broadsasting

CBS AFFILIATE ! 5000 WATTS

8 MARCH 1954 9




The Importance of Good Connections..|
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In radio, any microphone will do. The difference is where
it’s plugged in. For the important thing with a microphoune
is who’s standing behind it. And on the other side, who’s
listening.

Final reports for 1953 show that for the fifth consecu-
tive year the most popular performers continued to gather at
* CBS Radio. And the biggest audiences were again out front.

CBS Radio has three times as many of America’s favor-
ite programs as all other networks combined. And 22 per

" cent more listeners than anywhere else.

Which is why CBS Radio has the lowest cost-per-thousand
inall radio. Why itattracts more of Ameriea’s Top Hondred
advertisers than any other network.

In fact, advertisers bonght more time on CBs Radio
1953 than the year before. .. giving the network a billings
lead over its nearest competitor that’s never been equalled
3G per cent.

In a medium that reaches 98 per cent of the U.S.—and

last year added 12.5 million new ontlets —the leader

cvery conneetion xsTHE CBS RADIO NETWORK




WEFBC-TV

the BIG VHF STATION

in Western Carolinas’
Market of
1,749,245
PEOPLE

N. C.

Y CHARLOTTE

] * @ SPARTANBURG
YGREENVILLE

COLUMBIA

.. . a market with

INCOMES . . . . $1,892,361,000.
RETAIL SALES §1,187,300,000.
TV SETS . . More than 287,266

UP WITH THE
SOUTH’S LEADERS

Ahead of Jacksonville, Miami, New Or-
leans, and Atlanta in size of its total
market, WFBC-TV likewise far outranks
any other television station in South
Carolina. Operating on maximum power.
WFBC-TV has the Carolina’s highest an-
tenna—2204 ft. above sea level.

Write now for Market Data Brochure and
Rate Card. Ask us or our Representa-
tives for information and assistance.

Channel 4

 WFBC-TV

Greenville, S. C.

NBC NETWORK
Represented Nationally by

WEED TELEVISION CORP.
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SPONSOR inviles letters to the editor.
Address 40 E, 49 St., New York 17.

FILM SECTION

Thank you for the January 25 issue
of sroasor with the film section in-
sert which is probably the finest and
most comprehensive job of its kind to
come oul in a long while. What’s good
to know about sroxsor iz the fact that
vou know anything in the magazine is
well researched. 1 can vouch for that
because | have Leen ueried more than
a dozen times by sroxsonr representa-
tives doing research for various sto-
rics. 1 know from their penetrating
questions that they are after the basics.
Again. congratulations on the ex-
ceptionally fine issue.
Georce F. FoLEy
President
George F. Foley. Inc.
New York

®  Eitra copies of SPONSOR's 25 January 1951

lesue contalning thie second annual tv film see-
tion are available at 50c¢ apiece,

SHOULD THERE BE A TVAB?

While at lunch with a mutual friend
my attention was called to the SPONSOR
issue of November 30 which I had not
seen. | was most interested in your
comments about a TVAB [“Should
there be a TVAB?” page 29].

The answer has obviously been yes
from a way back. I hope it doesn’t
take some new advertising medium—
or an old one —to give television a
scare before a TVAB is established.

I was particularly interested in the
article because during the winter of
1051-°52 1 presented the idea of organ-
izing a TAB (I did not know about the
Traflic Audit Bureau but hesitated on
using TAB because of the old Televi-
sion Broadcasters Association and the
possibility of confusion) and sent my
presentation to such people as Hal
Fellows and a few other good friends
m the industry. My arguments were
pretty much those which are brought
forth in the article by Miles David.
One of my arguments was that even if
the organization was minute for the
time being. it would at least be in
existence.  An army in being even
though small can go into action —a

dream has a hard time getling under
way.
CLAUDE BARRERE
BAMI, New York

CHOCK FULL O'NUTS

Many thanks for the story on Chock
full o'Nuts coffee [“How to launch a
coffee that costs 5¢ more,” 8 February
1954, page 306].

I think you did a perfectly wonder-
ful job of reporting the facts and 1
would like to take this opportunity of
thanking you for your kindness and
cooperation,

lHaroLp S. RIEFF
Executive Vice President
The Frederick Clinton Co.

New York

HOW RATINGS VARY

On pages 34 and 35 of your January
25, 1954 issue, appears a chart, No. 3
in the article [“How the different rat-
ing services vary in the same market”],
which quotes a figure of “about 3.0”
from a tv Hooperatings report. It com-
pares this figure with ratings on the
same program from other rating serv-
ices. The figure used is a misquotation,
It should read 14.8. Were the proper
figure used, the chart would fail to sup-
port the inain contention of the article.

C. E. Hoorer
C. E. Hooper, Inc.
New York

® Ward Dorrell, who wrote the artlcle referred
to above, replied to Mr. Hooper's letter as {ol.
lows: *“An crror was made in copying figures for
the chart and Mr. Hooper is correct that In thls
one instance the figure for llooper is wrong. Flg-
ures for the five other examples in this same chart
of serious discerepancy between the ratlngs are
correct, however, and thercfore the main conten.
tion of the article is in no way altered. More.
over there are many other instances where dise
crepancies running into lhundreds of percentiles
occur,”

ANY CONNECTION?

Is Bob Foreman who writes “Agen-
cy Ad Libs” any relation to the Bob
Foreman who used to do the spoxsor
column, " ... and now a message from
our sponsor”?

What prompts this question 1s the

delightful column in vour February 8
issue where the “agency-ad-libs”* Fore-
man relates his harrowing experience
with a film producer who went bank-
rupt in the middle of a cycle of 13.
\Mr. Foreman attributes the bankrupt-
¢y and his own ensuing (and I hope
fictitious) problems to the fact that the
( Please turn to page 129)

SPONSOR




ONCE IS WONDERFUL...
TWICE IS TERRIFIC!

leadership among Denver’s three channels.
In January, with all FOUR TV channels
on the air, Telepulse again rated KLZ-TV

In November, 1953, Telepulse reported
that KLZ-TV ... with less than 30 days on the

air...had overwhelming audience

Denver’s most popular station.

On KLZ-TV...

® Leads in 29 out of 32 daytime Denver’s most popular:

weekday quarfer-hours. ® Local newscost ond weother | l
10 p.m. ] I

® Has 8 of the top 10 once-a-week ® Local western show for kids. .
shows (including first place). Sherlff Scotty

. ® Local sports show...Llorr
® Has 7 of the top 10 multi-weekly Vornell’s Sports Shop 4

shows (including first place)...
and of these, 6 are KLZ-TV local , o Locolly sponsored holf-hour
originations. | progrom...Llife of Riley

® Locol kitchen show L

... AND OTHER CONVINCING FIRSTS!

- - e —
st

—_—
See your KATZ mon for This consistent dominance of the Denver TV scene is conclusive evidence of L
Meenear IR viewer preference for Channel 7’s strong program combination...top local presentations 1
and CBS Television shows. q
{
1
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Z -Tvchannel 7o ENVER

Owned and Operoted by Aloddin Rodio & Television, Inc.

AFFILIATE

Since the cbove survey, KLZ.TV hos doubled ils power 1o 110,000 wetts, and will soon go to 316,000 wotls
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In SUMMER o
Some are SELLING! §
T

WOW, John Blair & Co. s WOW-TV, Blair TV, Inc. ; WHEN & WHEN -TV* KPHO & KPHO-TV - KCMO & KCMO-TV, Katz Agency 1| |




‘Some are SLUMPING!

e ——

' ALL SUMMER LONG!

. IN OMAHA, SYRACUSE, PHOENIX, KANSAS CITY

| 9t Good to Know "It a
MEREDITH STATION’ {
WOW & WOW-TV, Omaha . . . WHEN & WHEN-TV, Syracuse !J
KPHO & KPHO-TV, Phoenix ... KCMO & KCMO-TV, Kansas City |
# AFFILIATED WITH BETTER HOMES AND GARDENS aond SUCCESSFUL FARMING MAGAIZINES k




use all the
IMPACT of

WVEC-TV

CHANNEL 15

in 77 the Great

Norfolk Area!

NORFOLK
HAMPTON
PORTSMOUTH
NEWPORT NEWS

YRGMA NEACH

WARWICK |
WILLIAMSBURG
SMITHFIEI.D ‘

Here's selling power PLUS
in the great Metropolitan
Area where only WVEC-
TV is NBC . . . beaming
your sales message right
to the core of this dy-
namic multi-city market.

WVEC-TV

is a basic

Television
Affiliate

Represented by
WILLIAM G. RAMBEAU

NEW YORKe CHICAGO*SAN FRAN-

CISCO*MINNEAPOLIS*LOS ANGELES

by Bob Foreman

One of the great luxurie- readily available to the folks who
work in print advertising and most unavailable to tho=e in
television is the opportunity to pre-ent adverti~ing in a rough
state that closely dppm\'inmlc the finished adverti-ement.

The very opposite i« the ~ad eaze intv. A storvboard. how-
ever ~l\|llfullv illustrated and comprehensively detailed, is a
far cry indeed from the finished copy whether that copy is the
simplest of straight live commercials or ealls for intricate
animation plu= an involved musical ~ound track.

Just compare the storvhoard approach with even the rough-
ext of tissue lavouts for a print ad and you recognize at once
the Lurden placed upon the folks who must talk tv copy over
with account men and client~ before the job 1~ O.K.’d for pro-
duetion. This is decidedly the toughest row to hoe which tv
copywriters, account representative~ and advertizer perzonnel
have had to tackle to date in the new medium.

Many of us have had the unnerving experience of showing
our ~torvhoards to a client directly after the print group ha-
display ed beautiful full-color renditions with the ty pe all set
and leaving little if anvthing to the imagination. Next come
the tv bovs ho]dmg up their ]dlgC pages of imposzible-to-read
verblage under a dozen or so peneil sketches. One would
hardly think the money to be invested in finalizing this work is
comparable (usually greater) to what will ke spent on the
slick magazine comprelensives,

The gap between the tv copy a= prezented and the final copy
on film (or live) i= <o wide that the entire agency could fall
into it. In fact it’s almost as if the rough and the finizhed had
nothing in common. And =0 what do we do next time? Try
hard to make our storyboards even more graphic and much
closer to what the final job will be like—a service we certainly
owe to the folks who must foot the bill.

We zlioot «till pictures with a Polaroid Camera or we have
real =nazzy looking drawings done which we then place on
single-frame :lide film~ and project them on the wall in the
chient’s office (with the Animatic contraption or any other).
Then to our di=may we discover that our attempt to approxi-
mate more closely what the final commercials will be like has
led us into another trap: Our client. and vou can’t blame him.
~ecs the pix on hiz wall which simulates a tv sereen and he
takes most literally what i~ revealed to him. So as we jump
from one {frame to the next covering in a fraction of a second
what take~ 10 or 12 of ~moothly flowing action and transition.

1 Please turn to page 1)
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“WE’VE

GRADUATED

AUDIENCE
PROMOTION

8 MARCH 1954

Fast promotion did it.

Six months is a tender age- -but we've gradu-
ated to the big leagues in our first six months
of existence . . . graduated with honors, we

mighl add.

We doff our mortarboard to the Billboard for
capping our first half-year with firet place in
the 16th Annual Audience Promotion Contest.
Other achievements include the Zenith Tele-
vision Award for Public Service, to Miriam
\Mlurphy for her Harrisburg Hostess program.
and the sclection of Joe Gerdes, the Harris.
burg entry. as one of the four national winners

in the “Voice of Democracy”.

[ncidentally, we don’t specialize in plaque-
grabbing. Promotion and public service are
extra-curricular with us. .. OQur “major’ is in
sales achievement. for local, regional and net-

HARRISBURG
PENNSYLVANIA

represented nationally
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IN FOOTBALL THE

SOONERS

ARE THE CHOICE
OF OKLAHOMA

IN TELEVISION
KWTV

IS THE CHOICE
‘OF OKLAHOMA CITY

BRUCE PALMER
KWTY NEWS DIRECTOR

IN NEWS, Bruce Palmer is the choice of
Oklahoma City. A graduate of Missouri Uni- Py ﬂé/ ‘ )
versity and a veteran newsman who was té@ We% nonia ‘%
formerly press attache to the American Em- !

bassy in Colombo, Ceylon, Bruce has built ‘ ’ w

a vast, loyal audience during 24 years as w l v-

a newspaper reporter, radio newscaster and
TV news director in Oklahoma. Yes, Bruce

Palmer is one of the winners who have made

KWTV-9 the choice of Oklahoma City!

L]
AFFILIATED MANAGEMENT KO M A (BS
REPRESENTED BY AVERY-KNODEL, INC.

EDGAR T. BELL, Executive Vice-President

FRED L. VANCE, Sales Manager

KWTV goet 1o 314,000 wotts ERP with @ 1572-foot tower in lote summer 1954
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New on Radio Networks

j SPONSOR AGENCY STATIONS
Carter Prods, NY Ted Bates, NY NBC 200
D-Con Co, Chi Marfree Adv, Chi NBC 127
Codge Div, Chrysler, Detr Grant, Detr MBS 560
Bodge Div, Chrysler, Detr Grant, Detr MBS 560
Dodge Div, Chrysler, Detr Grant, Detr MBS 560
Doeskin Prods, NY Grey, NY CBS 206
Falstaff Brewing Corp, D-F-S, NY MBS

St Louis, Mo
Ferry-Morse Seed Co, Detr  MacManus, John & Adams, CBS 204
Detr

Ford Motor Co, Dearborn, JWT, Chi CBS 121

g Mich
Miller Brewing, Milw Mathissan & Assoc, Milw MBS 561
Miller Brewing, Milw Mathisson & Assoc, Milw MBS 561
Nehi Corp, Columbus, Ga BBDO, NY cBS 151
Ne:ltle Co, White Palins, Cecil & Presbrey, NY ABC 350

Y
Oldsmobile Div, GM, D. P. B:other, Detr NBC 200
Lansing, Mich
2 Renewed on Radio Networks
|
SPONSOR AGENCY STATIONS
Th:lmas Nelson & Sons, BBDO, NY ABC 200
Y

Texas Co, NY Kudner, NY ABC 1375

PROGRAM, time, start, duration

Second Chance; M 11-45-12 n; Fibber McGee ©
Molly, W 10-10:15 pm; It Pays to be Marnied;
5:45-6 pm, Three Plan partic; start 1 Mar

Countty Tune Parade Musical; Sat 10-10:15 pm
6 Mar; 13 wks

Bulldog Drummond; Sun 6-6:30 pm; 7 Feb; Sun
Multi-Message Plan

Counterspy: Sun 4-4.30 pm: 7 Feb; Sun Muits
Messyge Plan

Titus Moody: M, W, F 8:55-9 am; 8 Feb; 52 wks

Robert Q. Lewis; Sat 10:45-11 am; 3 Apr; 52 wks

Game of the Day; 3 days per wk, half of game
eyzh day (other half co-op); 29 Mar, thru
end of major league baseball season

Garden Gate; Sat 9:45-10 am: 20 Feb; 14 wks

Edward R. Murrow; M, W, F 7:45-8 pm; 1 Moar;

2 wks
Rotert F. Hurleigh; M, W, F 9:25-30 pm; 1
Mar; 13 wks

Hazel Markel; Tu, Th 12:20-30 pm; 1
wks

Robert ©O. Lewis; Sat 11-11:15 am; 3 Apr; 52 wks

Spacke Patrol; alt Sat 10:30-11 am; 3 Apr: 26 aht
wks

26th Annual Academy Awards Presentation; Th
10:30 pm-12 midn; 25 Mar only

Mar; 13

PROGRAM, time, start, duration

The Evening Comes: Sun 5:05-30 pm; 28 Feb;

13 wks
Metropolitan Opera; Sat 2-5 pm; 2 addl bdcsts,
10 & 17 April

National Broadcast Sales Executives

NAME

FORMER AFFILIATION

Byron E. Anderson

William Anderson
Murray Arnold

Albert Auclair

Joseph L. Avesian
Raymond G. Barnett |r
Frank Beasley

Cliff Bennett

Myron J. Bennett
John ). Bergen |r

Robert F. Blake
Henry Boren
Walter L. Braeger
Raymond Brown |r
Emerson Burnett
William Carpenter
Dave Cassidy
Harold C. Christian
Norman Cissna
Howard C. Clark

E. Burt Close
Roger M. Coeclos
Copp Collins
Lione!l Colton

|. Robert Covington

I
William T. Croley |
Scribner C. Dailey f
Charles Davies

Ralph Dawson

Walt Dennis

Harry Diner

B. P. Fineman

Deering, Milliken & Co, NY, sls prom Milium |
linings

WOR-TV NY, press ed

WIP, Phila, orog dir

WFEA, Manchester, NH, acct exec

WXYZ, WXYZ-.TV, Detr, adv, sis prom dept

W. S. Grant, LA, office mgr

KPIX, SF, acct exec

KSWI, Council Biuffs, la, sls. acct exec

Radio commentator & dj

Film Daily, Radio-Tv Daily, LA, vp, treas

NBC Spot Sis, NY, dir publicity

KSL, KSL-TV, Salt Lake City, mdsg coordinator

WILS-TV, Lansing, Mich, adv, prom mgr

WSBA-TV, York, Pa, sls mgr

KULA, Honolulu, acct exec

Peerless Co, Troy. NY, sls exec |

ABC, NY, supvr tv coop prog sls

WXYZ, Detr, comml, mdsg mgr

WTTS-TV, Bloomington, Ind, sls mgr )

Cunningham & Walsh, NY, asst acct & creative
exec

Patterson Prodns, Phili, cxec

WTTG, Wash, DC, asst stn mgr

MBS, NY, press, proml rep

Radio stn rep, own business, NY

WBT, Charlotte, NC, asst vp chg sls & prom

NBC, Cieve district mdsg mgr

N. W. Ayer, Phila, acct exec
Everett-McKinney, NY, sis stf

WXYZ-TV, Detr, asst sls mgr

Lansing Bdcstg, ansing, Mich, comm! mgr
MCA, Boston, head of office

Film predr, Hywd

Consol Tv SIs, NY, acct exec

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

NEW AFFILIATION

KSTP, Mpis. acct exee

WNBC, WNBT, NY, mgr publicity dept

WPEN, Phila, asst stn dir

Same, sls mgr

Same, dir of publicity

Katz Agency, LA, sis ctf

KAFY-TV, Bakersficid, Cal, hd sis dept

KMTV, Omaha, sls acct exec

KSTM-TV, St Louis, prog mgr

Michael Myerberg Prodns, NY, vp chg tv, indl,
commi films

Also publicity dir, WNBC, WNBT

KSL-TV, mdsg dir

WNAM-TV, Neenah-Menasha,

WTRI, Schenectady, sls mgr

KGMB, Honolulu, acct exec

WTRI, Schenectady, sls stf

john E. Pearson, NY, sls stf

Same, vp chg radio

Same, asst stn mgr

WSOK, Nashville, Tenn, continuity, sls prom dir

Wis, stn mgr

Same, vp, creative dir

KONA, Horolulu, stn mgr

Same, mgr pub 1els

Walker Co. NY. vp, acct ixec

Jefferson Standard Bdestg, Charlotte
WBTV), vp

Screen Gems, Cleve 'new office), central sis mazr

Pattesson Prodns, Phila, vp chg sls

H-R Reps, NY, sis stf

Same, dir tv sls

WILS-TV, Lansing, gen mgr

KPIX, SF, acct exec

Screen Gems, NY, acet exec tv comml dept

CBS Tv Film Sbs, NY, acct exec

(WBT,

4
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Wiltiam Finkeldey |

(Continued next page)

In next issue: New and Renewed on Television (Netiwcork); Adrertising Agency Personnel

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

8

1954
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Numbers after names
refer to New and Re-

new category
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Vational Broadcast Sales Executives (continued)

NAME | FORMER AFFILIATION NEW AFFILIATION
— RSP PSS == - .| -
Harry C Folts | WINS, NY, mgr ) ) ABC Radio, NY, acct exec
Hirvey L. Clascock jr | WMAL-TV, Wash, DC, sis mgr I WWDC, Wash, DC, acct exec
Wilhham Clinert Consol Tv Progs, NY, acct exec UTP, St Louis hq, acct cxec
Richard H. Gourley WSPD. Toledo, prom mgr | Edward Lamb Enterprises, Toledo, dir pub rel, a
Ccorge L Criesbauer Paul H. Raymer, NY, tv acct exec WTTC, Wash, CC, sls mgr
jim Hanes WH'0, Dayton, engr W'NGC, Dayton, acct exec
Seymour Handy MBS, NY. asst comptroller WOR. WOR-TV, NY, exec asst to vp chg stns
Willlam R Hight WKRC-FM, Cinci, sls rep WTVN, Columbus, sis ren
Herbert W. Hobler CBS Tv SlIs, NY, acct exec TelePrompTer Natl Sis, NY, gen sls mgr
Rcbert Hoffman Tv Progs of Amecr, NY, sls stf Same, Chi sls mgr
Ceorge GC. Huntington ABC, NY, net radio sls prom writer Same, mgr radio sls devel
Willlam E. Huston Air Music Div, Muzak., NY, sls mgr Screen Cems, NY, acct exec tv comml dept
Edwin T. jameson NBC Spot SIs, NY, acct exec Same, Eastern radio mgr r
Kenneth johnson JWT, NY, timebuyer Everett-McKinney, NY, acct cxec
Frenk N jones WBNS-TV, Columbus, O, sls dept Same, local sls mgr
Dick ). Kasten KSTL, St Louis, asst mgr Same. pres, gen mgr
Co-don Laughead )r KCRI, Cedar Rapids, la, acct cxec WNAX, Yankton, SD, sls prom mgr
Rizhard Krohk Life Mag, NY, tv dir Nasht Intl Prodns, NY, mgr
Boyd W. Lawlor WENR, Chi, acct exec Wm. C. Rambecau, Chi office, mgr
Jack Lemmon Heinn Co, NY state district mgr Transfilm, NY, acct exec
Don Lilly KREL, Baytown, Tex, asst mgr Same, gen mgr
Nick Madonna WABC, NY, acct exec Edw Petry, NY, radio sls stf
Robert Mandeville Everett-McKinney, Chi, mgr office Same, NY, vo chg castern sls
joseph R. Matthews A. C. Niclsen, SF, western sls mgr Same, Chi, vp
Thomas C. McCray NBC, West Coast dir radio net opers | KNBH, LA, gen mgr
Michael Membrado Cunninrham & Walsh, NY, timebuyer Katz Agency, NY, tv sls stf
Robert Meskill O L. Taylor, acct excc Everett-McKinney, Chi, mgr office
Harold L. Neal WXYZ, Cetr, asst sls mgr radio Same, sls mgr radio
John H. Norton jr ABC, Chi, vp chg central div Mt Washington Tv, NH, zen mgr
Milton E. Olin United Artists Tv, NY, div sls mgr WABC-TV, NY, acct exec
Wade S. Patterson Cedar Rapids Bdcstg, la, mgr radio Cedar Rapids Tv Co (KCRI, KCRI-TV), ia, 4

mgr
Charles Payne K'XL. K'XL-FM Dallas, asst mgr Same. gen mgr
Frank Peddie KMTV, Omaha, sls stf Same, regl sls mgr
Edwin W. Pfeiffer WDEL-TV, Wilmington, Del, sls rep Edw Petry, NY, tv sls stf
fohn Pivai WXYZ-TV, Dectr, mgr tv Same. vp chg tv
Preston Pumphrey Maxon, NY, acct exec for CE CBS Radio, NY, bus affairs dept exec.
Wes Quinn WTRY, Troy, NY, sls stf WTRI, Schenectady, sls stf
W.lliam Rambo KLAC-TV. LA. sls ren Vitapix Corp, LA, acct exec, Pacific Coast
R~y Reisinger WBNS-TV, Columbus, O, acct exec Same, asst mdsg mgr
James E. Rennie Tv Proms of Amer, acct exe:z Louis Weiss, Atlanta hq, Southern sls rep
Earl Rettig NBC. NY, chg orodn & bus affairs, tv net progs Same, vp
C Lud Richards WBZ, WBZA, Boston, adv, sls prom mgr Same, sls serv mgr
William B. Rohn WINS, NY, sis mgr Edw Petry, NY, tv sls stf
E. }. Rosenberg Transamer Bdzste & Tv Corp, NY, exec vp Du Mont Tv Nef, NY, dir sls devel
Michael Ruppe WILS, Lansing, Mich, continuity stf WILS, WILS-TV, Lansing, sls prom & publicity
Dale Sheets UPT, NY, acct exec Same, asst natl sls mgr
Hen-y A. Soulic |r Wesson Qil, Snowdrift Sls, New Orleans, adv dept WNOE, New Orleans, acct exec radio
C. Kenneth Soicer WBT, Charlotte, NC, bus mer Jefferson Std Bdcstg. Charlotte (WBT, WBTV)
james A. Stabile ABC TV, NY, admin mgr network prog dept ABC. NY, dir new bus affairs dept
Howard Stahlnecker Meredith Publ, Des Moines, asst to dir radio & tv KPHO, Phoenix, comml mgr
Frnest E. Stern ABC. NY, acting oublicity mgr Same, publicity mgr
Charles Stone WMBR, jacksonville, Fla, sls mgr Same, vp chg sls radio & tv
Fred ). Stratmann Oregon, Wash-Cal Pear Burcau, LA, gen mgr, adv, ABC Film Synd Div, Hywd, acct exec
mdsg dir
Michael Sweeney WPAT, Paterson, Nj. natl sis dir Head'ey-Reed Tv, NY. acct exec
Harry E. Travis WBKZ-TV, Battle Creek, Mich, gen mgr WNEM-TV, Flint, Mich, admin asst to gen
Kenneth |. Tredwell WBT. Charlotte, NC, asst vp chg progs & pubrel  jefferson Std Bdcstg, Charlotte (WBT, WBTV)
Norton Virgien Weed G Co, Bost, acct exec WFEA, Manchester, NH, stn mgr
Harold W. Waddell WiW. Cleve, vp chg sls WTAM, Cleve, sls mgr
Ralph Wallace WABI, Bangor, Me, mgr WHAM, WHAM-TV, Rochester, NY, dit prot
publicity

Barbara B. Whigham Stn in jacksonville, Fla, asst prom mgr WJHP, WJHP-TV, Jacksonville, dir sls pron
Cordon  Willhiamson Ver Standig Adv, Wash, DC, radio-tv dir WISE-TV, Asheville, NC, gen mgr

4. New Firms, New Offices, Chaunges of Address

Assoc Prog Service (Muzak), new address 221 4th Ave, NY Robert M. Marks & Co, new agency at 32 E. 57th St, !
3; phone ORchard 4-74900 owner is cx-membe; plans bd Silberstein & Co_ldsmnh
Ayres, Swanson G Assoc. new name for Ayres & Assoz, Pezk-Heekin, new ad agency, 410 Mercantile Library
Lincoln, Neb; Warren M. Swanson, new exec vp Cinci 2, O; formed by Richard F. Peck (ex-PGC n
BBDO. new southwest office, Mercantile Commerce Bldg, buver) and james R. Heekin jr
Dallas, Tex Cene Peters Assoc, new tv art & prodn co, 127 Montg
CBS intl, 488 Madison Ave, NYC: new div CBS to handle St, SF; principals: Peter Del Negro; Claud E. Marcus
export prod sls; Lewis Cordon, pres Pritchard, Daniels & Dreher, new 2gency at 15 Ritten
D'Arcy Adv, NY, new address 430 Park Ave; previously 515 Place, Ardmore, Pa; formed by W. Benjamin Prit
Madison Joseoh W. Daniels and Ernest W. Dreher
Phil Dean Enternrises, NY, new public rels, publicity firm Rutledge & Lilienfeld, new agency at 317 N. 11th S
fo_med by ex-publicity dir WNBC-WNBT Lours, Mo; incornorates Cranville Rutledge Adv Ag
Derrick Dyatt, 3811 Van Ness St NW, Washington, DC, new Rutiedge, pres: other excc team members: C. H. L
consultant firm for tv stn applicants, othess with tv feld; Andrew H. Jessen ]
_problems Song-Ads, Hywd. new add-ess 60CO Sunset Blvd, Suit
Richard P. Coherty Tv.Radio Mgzmt Co., Wash, DC, new Stark-Layton, new add:ess 270 Park Ave, NY5 prev
mgmt ccnsultant firm for bdcstg industry; Doherty is ex-vp 4 W. 58th St
chg emjloyee-employer rels, NARTB Bill Sturm Studios, new offices at 723 7th Ave, NYC

Numbers after names
refer to New and Re.
new category

s Roscjnbrrg 3)

(.. K. Spicer (3)
R. G. Barnett Jr. (3)
R. 1. Gourley (W}
S. €. Dailey (3)

H. Stahlnecker  (3)
Wm. R Hight (3)
(.. .. Griesbauer (3)
Charles Stone (3)
R. Hoffman 3) "
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They live on
the Pacific Coast... ,

they listen to

DON LEE RADIO*

‘Don Lee IS Pacific Coast Radio
-

,i Gear to Jocal impact in local markets . . . buy the 45 |
local stations of the nation’s greatest regional network.

S

DON LEE

RADIO
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If so, RCA has UHF Pylons that can produce
horizontal field patterns shaped like a Car-
dioid. Figure 1 shows the calculated pattern,
and a measured model pattern, of a "Cardioid
directional” Pylon. Operating frequency,
532 Mc.

verayc:

Do you require ‘‘elongated’ coverages?

If so, RCA has UHF Pylons that produce a
horizontal field pattern shaped like a peanut.
Figure 2 shows the calculated pattern, and a
measured model pattern, of this type of di-
rectional Pylon antenna.

Do you require ‘‘circular’ coverage?

If so, RCA has a wide selection of UHF
Pylons that produce equal signalsin all
directions.

) YOU wal

®)

All RCA UHF Pylons (directional and cir-
cular patterns) have built-in “Beam Tile.”
Easily adjusted at your station by moving the
inner conductor of the antenna up and down,
this feature assures best possible coverage,
with minimum power loss in vertically polarized
radiation.

' "'F"EJR-E-;IIIIIIIIIIIIIIIIIIII

RELATIVE PIEL® STREWETH

ABOVE MORIZONTAL VERTICAL ANGLE, DESREES
PLANE

BELOW HORIZONTAL
PLANE

" HORIZONTAL FIELD PATTERN L
HE ANTENNA

Do you need BETTER
“close-in' coverage?

New, advanced null fill-in system, used in
conjunction with beam-tilting, offers ex-
cellent close-in coverage—even for the “diffi-
cult’” sites. Figure 4 is a typical measured
vertical field pattern of an RCA UHF Pylon.

Figure 3 is a nearly ideal field-distance curve-

produced by a ‘“‘contour-engineered” UHF
Pylon (actual record of a commercial TV
station now “ON-AIR").

How much UHF gain do you need?

RCA UHF Pylons (standard circulars and

directionals) can be furnished with gains in
the order of 3, 6, 9, 12, 21, 24 and 27 (see
table). No tuning compromises in RCA UHF
Pylons—with resultant loss of gain (such as
caused by cross-polarized components). The
gain that's published is the gain you get!

RCA UHFPyion design is simplicity—plus!
lised mrmo fondmaime far ¢tha line inmi
You find no protruding elements on RCA
UHF Pylons. The smooth surface of the mertal
cylinder is the antenna itself. No physical
connections on the antenna. Nothing to
bend or break under ice or wind load. Signal

loss in rain or heavy icing is negligible.

RELATIVE FIELD STRENOTH
g
o
] ]
an

ABOVE HORIZONTAL PLANE  DEGREES

Typicol imhlllow
RCA Adjustable ®
High-Bci UHF Py

BELOW HORIZONTAL PLANE




ignal where 1} on IS

~ - =—Use an RCA “contour-engineered’’

R

UHF Pylon Antenna

¢ popula

=

Power input ratings up to 50 KW

Select the RCA UHF Pylon to meet your requirements

*Prefiminary data,  **Pawer raotings given ore maximum visuol power
to inpul of antenna and assume oural corrier af ane-half peak of visual
sync.-rating. For ather values af aural corrier the total cveraqe power is
1.1 X TV pawer rating listed abave.

No picture deterioration with an RCA-UHF
Pylon-Transmitter Combination, even when
the antenna is covered with four inches of ice.

RCA-UHF Pylons are shipped complete in
one unit—"custom-tuned” for your frequency
at the RCA factory—and tested by the most
modern methods known to the television in-
dustry. You can put up a Pylon, connect the
line, and throw the switch. Tuning is not re-
quired at your station!

4 NEW BOOKS ON UHF

® ]2-poge brochure on RCA-UHF
TV Pylon Antennos

® 12-poge brochure on RCA’'s
12.5 Kw URF Tronsmitter

TV Woveguides

TV Fower UHF transmission lines
Channel | Type Na. of | Gainin | Pawer Rating®* .
L sectians | Ob 6ain | kw | osk | INo UHF antenna functions properly un-
1283 | TrU-2a¢° o | e | 2a | s00 | 170 less your transmission line matches
1a-30 | TFU-210L 14| 1322 - 0N B your antenna closely. RCA-designed
14.30 | TFU-240L 16 13.8 4 10.0 10. . . L )
i TEU.220M o o B 0 ot line, not available anyw hcre.’elu, has
51.83 | TFU-270H 18 14.31 27 100 | 100 measured performance (VSWR) that
14-30 [ TFU-210AL I is better than 1.05 to 1.0.
) {Custam} Oirectional Types: Harizontal pattern X - 1
14.30 TFU-2404L 16 shapes, RMS and maximum pawer gains . RCA UHF TV Waveguide !I
{Custam) depend an channel. Beam-tilting and RCA supplies complete UHF accessories
31:50 TFU-240A% 16 null fill-in features are included. All
{Custam) directianal antennas are custom-built Onlv When ever .[hin . in vour
51-83 TFU-270AH 18 and specifications are subject ta in- I ) . & ’
{Custam) dividual study ond application. transmitting ‘5)'5[em is matched —
from transmitter to antenna—can

® 12-poge brochure on RCA-UHF

¢ 28-poge brochure on RCA-UHF
Tronsmission lines ond fittings

Ask your RCA Broodcost Soles Representotive for copies.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT

RCA supplies specially matched

7

you be sure of maximum perform-
ance. In this respect, RCA can
supply each and every accessory required to
completealUHFantennainstallation,including
the tower, mitered elbows, line transformers,
spring hangers, dummy loads, wattmeters,
frequency and modulation monitors, filter-
plexers, and hardware—down to the very last
bolt. Everything is designed specifically to
work with the UHF Pylon. And remember,
everything is available from ONE responsible
equipment manufacturer—RCA!

For planning help, call your RCA Broad-
cast Sales Representative.

CAMDEN. . N.J.




ANOTHER
LEADER....

BILL BRAMHALL, one of WEMP'S
famous air salesmen, emcees two great
shows daily. His homespun style is all
his own, yet fits like a glove in the
WEMP family. One thing is sure, if Bill
says it's good, they buy it. Some of his
national advertisers are:

Coca-Cola, Oxydol, Omar, Simonize,
Robert Hall, Household Finance,
Miller Brewing Co., Halo Shampoo,
Musterole, Howard Johnson, Blu-
tone Fuel Oil, Nesbitt.

WEMP delivers up to twice the
Milwaukee audience per dollar
of Milwaukee network stations.”

Call Headley-Reed!

*Based on latest available Pulse ratings and
SRDS rates.

WEMP wewp-ru |

MILWAUKEE

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

24 HOURS OF MUSIC, NEWS, SPORTS
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Austin Daly

W, Spomsor

Some of your best customers are sick cows, pigs and chickens.
How are you going to advertise your products?

“Radio,” says Austin Daly, ad manager of Lederle Laboratories.
“Farm radio, in fact. And that’s why we went on the air on 1 Janu-
ary with RFD programs over 32 radio stations in the farm area.”

For Lederle Laboratories, division of the American Cyanamid
Co., this entry into farm radio on a regular basis represents a de-
parture from tradition. Over almost five decades the firm advertised
its line of veterinary products primarily in farm magazines, regional
and state publications. In 1954, however, Lederle’s budget breaks
down as follows: 12% in radio, 60% in magazines. 28% for point-
of-sale and direct mail.

Daly explains Lederle’s venture into radio this way: “Farm radio
is a natural medium for our veterinary line, partly because it reaches
the farmers, our potential customers, partly because of its flexibility.
Sulmet, a drug against ‘pink-eye,” may have a high January sales
curve in Texas, but might also be needed unexpectedly during a
‘pink-eye’ epidemic in Minnesota. The point is that the RFD is
aware of the changing conditions and rotates copy for our line of
veterinary products according to seasonal and market conditions.”

The campaign, placed through Lederle’s agency. Conklin Mann,
consists of five-, 10-, 15-minute RFD pregrams including: weather-
casts, crop prices, farm newscasts, musical shows. The 32 stations
over which Lederle’s hard-sell copy is being broadcast cover 80%
of the U.S. farm area. In short the radio strategy is devised for the
least possible waste coverage, with copy keyed entirely to the poten-
tial buyers of Lederle veterinary products: farmers, cattle raisers.

Daly has long been in close contact with radio farm directors, who
use Lederle research laboratories as sources for their own news and
information programs. Because of the RFD’s knowledge of agri-
culture, the firm and its agency can rely upon them to advise Lederle
of local market conditions that might suggest a change of copy.

In these commercials Lederle stresses that only a veterinary can
properly diagnose the animals’ disease. But. adds the RFD, if it is a
particular disease, e.g. “pink-eve,” this Lederle product is the best
drug to use.

Says Daly: “lf farm radio pulls as seems indicated, 1955 may be
a bigger radio year for Lederle.” * * %

Advertising Manager
Lederle Laboratories, New York

SPONSOR
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3 Top Talent + Top Market =

Top Sales

Lee Knight, as hostess of Homemaker’s
Institute, has been serving the interests and
needs of Toledo area housewives since
1940. Her program is a nicely balanced
combination of sprightly music, household
hints, tips on fashions and stories of women
in the news.

Lee’s years of experience give
clients the benefit of top talent for top
sales. Minute participation may be
either transcribed or live, and com-
mercials are cleverly worked right in
as part of the script.

If you need a top participation
show in a top market, better inves-
tigate this proven morning sales
medium.

Homemaker’s Institute will sell your product in
the billion dollar Toledo market. Call your near-
est Katz representative orADams 3175 in Toledo.

>

WSP

Represented Nationally by Katz
TOM HARKER, NAT. SALES DIR., 118 E. 57th STREET, NEW YORK

8 MARCH 1954

AM-TV

TOLEDO, OHIO
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FOR
SALE

475,000

In Los Angeles

Owls are wonderful
people —they cat well,
dress well and enjoy the
niceties of good living.
Late each night 475,000
of them watch television
(15.0 average tune-in
Pulse Oct. through Jan.)
To sell this late audience
plus some early birds,
check the KNBH “Bonus
Plan”! KNBH — 4 Holly-
wood « NBC Spot Sales

New developments on SPONSOR stories

See: “1951 tv film secction”
“1931 tv film commnercials®

25 January 1954, page 51
8 February 1951, page 43

Issue:

Subjec[: Syundicated film programs for tv
Tv filim commercial producers

Since publication of sPoNsoR’s list of 738 syndicated film programs
for television, it has been found that 8 programs of Motion Pictures
for Television. Inc.. were inadvertently omitted. Four of the programs
are half hour in length (26:30 minutez running time). They are:

Children’s— Flash  Gordon, produced by Inter-Continental Tv
Films. 39 completed.

Comedy—Duffy’s Tavern, produced by Hal Roach Jr.. 39 com:

pleted.

Drama—Janet Dean, Registered Nurse, produced by Cornwall
Productions, 39 completed; Flash Gordon, produced by Inter-Con-
tinental Tv Filns, 39 completed.

Four others are quarter-hour films (12:30, except as noted) :

Children’s—Junior Science, produced by Junior Science, Inc.,
39 completed.

News and commientary—/rew Pearson’s Washington Merry-Go-
Round, produced by MPTV, 26 completed (12:00 in length).

Variety—/unior Science (sce Children’s).

Western- -Tim McCoy. produced by MPTV, 39 completed.

MPTV’s Film Svndication Division. New York. includes the fol-
lowing executives: Matthew Fox, chairman of the board; Edward
D. Madden, vice president and general manager; Lewis F. Blumberg,
administrative assistant to the vice president; Herb Jaffe, Eastern
division sales manager; Verne Behnke, Earl Donegan and Bill Mer-
ritt, account executives; Guy Cunningham, advertising and sales
promotion director; Michael O'Shea, publicity and public relations
director. Executives of MPTV's Feature Film Division include E.
H. Ezzes, vice president and general manager, Richard Morros and
Herb Richek, each assistant to the vice president.

The Los Angeles office of MPTV includes Lew Kerner, vice
president in charge of production: Maurie Gresham. Western division
sales manager; Charles Alsup. Bruce Collier (Dallas) and Ed Hewitt
{San Francisco). account executives. In Chicago. Central division
sales manager is Jack McGuire. Account executives include John
McParthin and Al Morey. East-Central division sales manager, with
offices in Detroit, is Frank O Driscoll. Other MPTV account execu-
tives include Gordon Wiggin (Boston) and Jeff Davis (Atlanta).

In Canada. general manager of MPTV. Ltd., ¢/o Sovereign Film,

Distributors, Lid.. is Alex Metcalfe, with offices in Toronto.

In its listing of television film commercial producers. sPoONsOR
carrted 192 companies. Four firms in this category have written to
sPONsoR for inclusion in future lists. They are:

H. Willium Moore Productions. Box 388. Eureka Springs.
Ark., and 1027 Swarthmore. Pacific Palisades. Cal.; facilities include
color. shipping: accounts—Ozark Playgrounds Association.

Pheto-Arts Productions, Ine.. 2330 Market Street, Philadel-

phia: facilities include color. shipping; accounts—Disston Saw,

Abbotts lce Cream. RDP’M-Power Mowers, Downs Carpets, Sitting
Judges, Red Cross. Pio Wine. Fire Ball.

Al Sinton Productions, 1040 N. Las Palmas Ave.. Hollywood;
accounts- -General Electric. B. F. Goodrich. Chevrolet. Carnation
Co.. Friskies. Adolph’s Meat Tenderizer. Dawson Beer. Frankenmuth
Beer. Frosty Iruit Pie. Wedgewood Range, Sof-Foam Baby Oil
Shampoo.

Soundace Produetions. Ine.. 704 Elmwood Ave.. Buffalo. N. Y.;
facilities include animation. color. shipping: accounts- 50 local and
regional advertisers. plus animation for several film companies.

SPONSOR
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28- 5th

22-4th
7 Ties

3-3rd ’
3 Ties

WKRC RADIO
reigns in Cincinnati in
Quarter Hours Monday

through Friday*

All top ten daytime and nine of the
ten top nighttime shows are heard

over WKRC Radio.*

*Nov.—Dec. Pulse

Kenneth W. Church
National Sales Manager
Radio Cincinnati, Inc. l

'\ REPRESENTED BY THE KATZ AGENCY—CBS RADIO NETWORK
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The signs of Charlotte are signs of a marke?
more important by far than city size indicates. 0
Take wholesaling, for .example:

So populous and so rich is the areo Charlotte serves. |
thot the city’'s wholesale sales borrel up to a f
$334,000,000 total*— 36th omong the notion’s cities.

Charlotte's wholesole soles ore oimost triple those of any other
Carolina city —surposs Toledo, Rochester and Providence —exceed
the individual tatals of fifteen savereign states.

Also wholesalers (of your advertising message) are Charlotte’s
two great area stations — 50,000 watt WBT and top poweer
WBTV, 100,000 watts on Channel 3. Charlotte’'s wholesalers,
with the help of Charlotte’s two wholesale advertising

media, will do a wonderful job for your product.

*""Merchont Wholesalers” only —Soles Maonogement, 1953

Coverage lo Malch the Martel

Represented Notionolly by CBS Rodio ond Television Spot Soles

TR
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/;A
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The Rodio-TV Services
of the Jefferson Stondord
Life Insuronce Compony
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SPONSOR presents hoth sides of the story

@D ne of the most basic controversies among mem-
bers of the radio and television industry is the “spot
carrier” dispute. Many stations and their reps over
the past four years have charged that the networks
are ‘“encroaching” on national spot preserves hy de-
veloping programs and plans which allow the spon-
sor to insert his message flexibly @ la participations
in a d. j. show. (Hence the term “spot-carrier.”)

Operation Tandem on NBC Radio was among the
first, though not the first, episodes in the dispute.
Since then the controversy has erupted periodically
as the radio networks each introduced a form of
participation plan. On ABC it was the Pyramid
Plan; on CBS the Power Plan:; on MBS the Multi-
Message Plan.

The battle zone has spread to television. too.
Some station executives feel that the multiple spon-
sorship of television shows, as in the big-star pack-
ages and the davtime participation-type formats.
puts the television networks into competition with
them for the national spot dollar.

Recent highlights of the controversy have heen the
ABC Radio plan to sell Martin Block in participa-
tion style during station time; the rejected MBS
plan in which affiliates would have traded airtine
without compensation in return for free co-op shows
—a plan which some MBS affiliates felt would be

accompanied by increased sale of participations.

8 MARCH 1954

Developments which were brewing at sPoNsoRr’s
presstime were (1) announcement of an extension
of the “spot-carrier” principle to more NBC Radio
programs and (2) the imminent launching of CBS
TV’s new Morning Show to be ~old flexibly like
NBC TV’s Today.

Because tlie dispute has raged frequently on im-
pulse rather than as a measured debate. sroxsor
will seek to air both side~ of the matter in these
pages so as to lielp provide a calmer perspective. It
is spoNsOR’s belief that brickbat publicity blasts
which characterize the coutroversy help no one.

SPONSOR went about gathering material for its
debate-on-paper in thi~ manner: Statements were
prepared summarizing the station-rep criticism of
“spot carriers,” the network defense of these pro-
grams and plans. Mimeographed copies of these
opposing viewpoints were scnt to a cross-section of
execntives on both sides. Thev were asked to add
their rebuttal. anonvmiouslv if they wished.

From the replies and the original statements have
come the summaries of both points of view which
vou will find on thie next two pages. Iu additic
von will find measured expressions of the op
viewpoints by two industry leaders. Fo
pomt of view, John Blair, president of tl
Reprezentatives Association: for the
point. Adrian Murphy, president of ClI

29

Debate starts next page ’ } ’
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Networks are entering mnto competition with affili-
ates via radio aud tv shows which are a ““carrier’’
for spots. They are attempting to siphon off dollars
which wonld ordinarily go to spot. This hurts the

Why affiliates, reps object to “spot carriers”

station and its ability to serve the advertiser beeause
from network time it derives only about 30% of the
rate where spot pays the stations 60 or 70%. The
spot carrier, morcover, is. often a poor adjaceney.

What the networks are doing is attempting to imi-
tate ou the national level the suecessful pattern sta-
tions have evolved to provide advertisers with flexi-
ble participation buys. [ustead of huitating the

station’s programing and sales approaeh, networks
should beeome more creative in developing new
programs of their own. The networks have resources
to spend on developing shows through experiment,

s

The ‘‘spot-carvier’’ programs are said to provide
flexibility which the advertiser needs nowadays.
Yet they are not at all as flexible as buying national
spot. They don't allow yon to vary your advertis-

ing pressure with the market. The advertiser who
has different problems across the country is not
going to solve them with a ‘“spot-carrier’’ show
which spreads messages uniformly by a network.

The networks contend that by establishing ‘‘flexi-
bility’’ they are allowing new advertisers to come
on who could not otherwise afford to. But there

seemn to be few cases where uew advertisers were

?

attracted to radio by ‘‘spot carriers.”” Instead net-
vorks are cannibalizing the industry where they
ought to be selling radio creatively. Many of their
participation clients are the existing big spenders.

The networks are using their various plans and
participations as a device to cut rates without stat-
ing elearly that they have done so. In the phrase

of one spokesman, they are *"rate cuts tainted with

,

plausibility.’

network control over a station’s time while at the
same tinte cutting down a station’s potential revenue.

Unless affiliates recognize what is happening and
find ways to asshre station independence, the net-
works will have even greater power to jettison tv
rates someday than the radio networks had when

they sacrificed their radio affiliates on the altar of
competitive expediency. The ‘‘spot earriers’’ are
part of a proeess of ereeping eneroachment over

affiliates’ rates and time that has been taking place,

Johu Blair, Station Reps. Assoc. president, says nets must becowme creative

Moreover some of the network shows
are designed to go into station time, thus extending

Those who have been in radio for a good many
years and have lived through the days of network
prosperity and program dominance must feel a con-
siderable regret for the situation in which the radio
networks now find themselves.

The truth is that the radio networks have lost their
elassic function and are not now able to provide a
fully adequate service to radio stations. The historie
funection of a radio network has been to provide radio
stations with program service of a type and gunality
whiel the radio station could not provide for itself.
In the proeess of fulfilling this function the radio net-

works ercated a completely new entertaimuent medinm.

with its own stars, its own formats, in fact a com-
pletely unique system of home entertainment, Beeause
of the importance and desirability of this new form
of entertainmment, network programing, to a large ex-
tent, beeame the dominant influence in determining
the audience to a radio station.

30

All of this was true until 194S. At that time tele-
vision presented to the punblie another device for en-
tertainment in the home, whieh to some extent sup-
planted radio in the field of pure entertainment.
Since 1948, however, it has beeome more and wmore
apparent that radio itself has a continuing funetion

of listener serviee whieh it alone ean provide. This

funetion is to provide musie, news and information
about local events, such as sports, for a listening audi-
ence which has become aceustomed to being provided
with this sort of entertainment and service on virtu-
ally a eontinuons basis. It is this type of serviee
which radio can perform better and at lower eost
than television, and it is for this reason that there has
been a substantial growth in listening to radios out-
side the living room or, for that matter. outside the
house. The network has no place in this sort of pat-
tern. First, it eannot provide loeal service: seeond,
(Please turn to page 127)
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To some extent networks have alwayvs been in com-
petition with aftiliates, just as they compete with
other media. Stations have a great advantagce in
this ecompetition : they can sell to local and regional

In defense of ‘“spot carriers’” on radio and tv

as well ax national elients. Al of the uet participa-
tion plans wvolve full or near-full net linenps
which ncans only national firms are prospects.
The kind of competition, therefore, is nuehanged.

The plans are designed to attraet clients to net
radio who could never afford it and boucht other
national media, mainly magazines, Over-relianece of
net radio on million-dollar sponsors is dramatically

illustrated by fact that in 1952 88% of network time
billings were from this group compared to H0% for
newspapers, 499 for magazines. Switehing totv and
spot radio of big chients left networks in trouble.

Network plans ean not only attract new elients to
net radio but will also win back some of tlie milhon-
aires. They are designed to substitute for conven-
tional shows rather than to supplant national spot.

In net tv participations are a necessity because
there aren’t enough big advertisers to support it on
a program basis, especially with color, more sta-
tions, higher rates. T'he magazine coucept is a must.

No one ean guestion the fact that network program-
g was responsible for the development of radio
audiences all over the U.S. A major share of affi-
hates’ spot revenue is derived from sale of adja-

cencies around net shows, Network sustaining
shows save stations the cost of building programs or
buying from packagers. Networks need the revenue
from participations so they can furmsh programs.

Clients buying three minutes of commereial time
within a program should not pay more for time and
talent than would three advertisers each buying
only one-third of the commercial time. IParticipa-

tion plans have generally been priced so that the
advertiser buying an entire program will pay less
for his ‘“wholesale”” purchase. There are no gronnds,
therefore, for termmng participations a rate cut.

Stations have always attempted to sell both pro-
erams and announcements. They do so today.
Networks have never objected to station sale of pro-
grams. Moreover the nets won 't relent in selling full

1
2
3
4
:
6

shows to those who prefer them. Many of the radio
cperators have newspaper interests involving a na-
tional Sunday supplement. Supplements sell same
space units as the papers and no one questions it.

Adrian Murphy, CBS Radio president, answers critics of “spot carriers”

Although yon offered us the privilege of anonymity
I am glad both to give our frank views on “spot-ear-
rier” programs and to sign our network's name to
them.

At the outset let me say that we feel yonr printed
forum on this topic can perform a highly useful serv-
ice for the indnstry. For the enrrent untortnnate con-
troversy does no one any good-—nuless it is our com-
petitors in other media who may find new sales am-
munition in onr disputes.

At the center of onr misunderstanding, it seems to
me, is the old familiar 30-60¢% ratio: the pont that
stations get about 609 of the national spot dollar
(after quantity discounts) and only 30 of the net-
work advertising dollar. Most of ux recognize, I
think, that this ratio is snperficial aud misleading.
Yet through eonstant repetition the 30-60 propor-

tion has done damage.

What we all know, when we allow ourselves to think

1954

about it. is that along with the 306, (or more) dollar,
the network also sends along nineh additional value in
programs, salex help. promotion and public service.

Aectually there are some nine distinet values that a
network provides for its stations:

1. The network provides revenue to the stations
free of station sales expense.

2, Network programs (both commercial and sux-
taining) reduce station program and production ex-
pense. The actnal dollar income from a network is
the increnient of paragrapls one and two.

3. Network programs bring big andiences to ~ta-
tions and lelp keep these andiences tuned to th
tions in loeal program time.

4. Network andiences make it easicr to =
cent spots and other station time at highcr
fied by additional circulation.

5. Networks provide, for local =

(Please turn t> page ]
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!f world traveler Richard Tallibur-
ton had lived 1o see television, Grey
hound Lines would have taught him
that the “romance of travel” is not con
fined 1o moonlight baths in the lil
pond of the Taj Mahal nor o savim-
ming across the Hellespont.

Greyhound Corp., through its agen-
cy. Beaumwont & Hohman in Chicago.
spent close to §1 million for network
television in 1953 to show people the
romance of travel is 1o he found with-
in the U.S. and Canada.

Sucl hemispherie prejudice is un-
derstandable  since the Grevhound
Corp.s 6.500 huses traveled 553.615.-
000 miles during 1933 from the tip of

PRESTIGE:
|
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Girevhound's approac

“Omnibus’™ serves as national advertising mmbrella for bus line, spot radio-ty

Florida 1o rinee George, B.C.. Canada.
Greyhound’s problem in advertising
their inter-city buses was manifold:
e Thev wanted to reach a maximum
audience. As llenry A. HHohman. Beau-
mont & Hohman’s president, puts it:
“Since  Greyhound  carries  approxi-
mately 170 million passengers a year,
we do not have a limited market. We
feel that everybody is a prospect for
a Greyhound trip.”
o They were selling a service. not a
product, and therefore had to sell the
intangibles of emotional appeal as well
as price and convenience advantages.
e This service is one with a different
seasonal curve in the various regions

that i~, bus travel may be at a peak
in Florida during the same time it is
slack in Minnesota. Also the reasons
people travel by bus vary with the
region.

Greyhound Corp.’s solution to these
problems is 10 operale on two levels.
(1) They have a national advertising
campaign, institutional in nalure,
which is keved to the advantages of
Greyhound Bus travel anywhere in the
[".S. or Canada. (2) They have set up
local advertising programs, planned
and paid for by the regional Grey-
hound bus companies,

(The corporate structure of Grey-
hound Lines includes eight separate

Greyhound spends 20% of budget for quality programing like Respighi's "Sleeping Beauty” (picture below) on
"Omnibus,” to put over national ad theme—'"romance of travel'—by Greyhound bus anywhere in U.S., Canada

SPONSOR
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operating divisions and 12 operating
subsidiaries, each with its own local
advertising budget over and above the
contribution the division or subsidi-
ary makes to the over-all national
budget.)

Greyhound’s total advertising bud-
get for 1953. both national and local,
is estimated at about $5 million.
Nearly $1 million, or about 20% of
the total, went into network tv. Local
radio and tv used by the regional divi-
sions, both program and announcement
schedules, cost approximately $425.-
000, or 9% of the over-all budget.

With its network tv advertising Grey-
hound sought to reach a maximum au-

dience. The problem, then, was one of
selecting the type of network program-
ing that would both reach a good cross-
section of tv viewers and bespeak pres-
tige for the advertiser.

Greylhound’s choice: Omunibus, CBS
TV. Sundays 5:00-6:30 p.m. EST.

Greyhound started on  the TFord
Foundation program 1 Januarv 1953
for an 18-week run through 3 May
1953 when the show went off for the
summer. For $13.000-per-show in pro-
duction and talent costs alone Grey-
hound got a two-minute commercial
each week and four five-minute docu-
mentaries produced by the Ford Foun-
dation on subjects related to the Grey-

estige, spot for specilics

pd to meet loeal competition, promote scasonal fares and services

hound Corp. The four films during
Greyhound’s first eyele as Omunibu:
sponsor inclnded: a travelog showing
scenic routes: historie places covered
by Greyhound buses; a fihn on driver
training; another about the new air-
suspension system that replaced metal
springs, and one on Inghway engineer-
ing technique.

Greyhound's second sea~an on Omni-
bus, at 8$17.500-per--how for produe-
tion and talent, extends from 4 October
1953 through 28 March 1951 (when
Omnibus goes off the air). During
this 26-week period Greyhound again
has four five-minute documentaries.

(Please turn to page 115)

PE F I]Greyhound has eight regional divisions with own ad budgets to sell specific trips, fare specials, fight competition.
J u Below, "Omnibus" announcer Nelson Case visits one of local lines to make film commercial with realistic backdrops
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WHEN IS A TEST NOT A TEST?

A. C. Nielsen Co.s 10-point check list on running tests applies to

media as well as market testing. It should prove useful to anyone plan-
/ medi For Niel s NOT lid when :
mng a medra test. or Nielsen a test 15 | a valia rtest when.

1. The test market fails to be representative.

2. There is no adequate base period against which to measure trends.
3. There is any variable introduced other than the one being tested.
4. Sales are measured for vour brand but not for competitors.

5. Sales are measured without regard for all possible sales influencing factors
(of which advertising is but onc).

6. The test markets are not carcfully balanced against control markets.

7. The test results are not subdivided according to the variable being mea-
sured. (Example: In a tv test, for heavy vs. light exposure.)

8. There 1s not enough time allowed for customers to buy and rebuy follow-
ing the original promotion by the advertiser.

9. The statistical probable error (the 50-50 chance) of the measurement of
the test is anywhere near as large as the change which might be expected to
result from the test operation.

10. The responsibility for measuring, evaluating the result is not in expert hands.

by Ray Lapica

‘ 1) | What should the “ideal” inter-media
11 1| | test include? Why is testing media so
' ‘ : hard? What are 10 “do’s” in setting

-~ up an inter-media test? These are

some of the questions answered in

nme : :
v
(('d | 9 B Part 17 of spoxsow’s All-Media Evalu-
] e‘l “Ic I‘l es i ation Series published in the 22 Feb-
= ) ruary 1934 issue. In addition six ex-
3 [ : _ l . ).v perts were quoted as saying that an

“ideal” test couldn’t be made but gave

no reason: four others went into detail.

Part 18 of SPONSOR’s 22-article [he concluding portion of this tco-

R e section article details the problems of

All-Media Evaluation Series gqunotes some of 138  sciing up a national media test. Seven
authorities on media offer some good

experts consnlted on how it might be done  advice on solving the media-testing
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inter-media test?

problem. The four methods of market
analysis one independent researcher
recommends are examined. You'll also
find the names of some organizations
that will run tests for you plus a list
of advertisers who have tested media
(see box page 306). One agency re-
searcher details his “ideal” media test
of radio vs. tv step by step. Finally
SPONSOR draws a few conclusions.

The experts said “no” in the previ-
ous issue of SPONSOR to the question
headlining this article.

Undaunted, sPONSOR took the prob-
lem of setting up a crystal-clear inter-
media test on a national basis to a lead-
ing media researcher. Instead of
a solution he offered seven important
questions which he said needed “com-
plete resolution” before such a test
could be conducted.

And in any case, he says: “Overzeal-
ous preoccupation with cost-per-M
sales effectiveness comparisons (one
major advertising medium vs. another)
seems to me to deny that each medi-
um has unique characteristics, special
areas of strength and cost efficiency.
which have caused it to continue to exist
and prosper in its own right. At the
very least, it is to de-emphasize what
I believe may be the most important
area of advertising truth—that for al-
most every type of product and service
there is a particular optimum combi-
national use of the major advertising
media. This. when discovered and put
to work, will produce a catalytic sales-
effectiveness-plus greater than any cost-
per-M effectiveness differences which
can beé genuinely proved among the
media.”

Seven questions: The seven ques-
tions offered by this veteran researcher
regarding media tests are as penetra-
ting an analysis of the problems be-
setting every media lester as SPONSOR
has seen. Here they are:

“l. How can I be sure I'm testing
‘media’ rather than ‘copy’ in a major
I’'m not even sure
I know how to set aside the wide
intra-media range in ‘copy’ effective-
ness within a single medium while I
then proceed to assess the absolute and
relative cost-per-M effectiveness of the
particular medium itself.

COMINSG: Part 19 of SPONSOR's All-
Media Evaluastion Study, '"Psychological as-
pects of media,” details latest theories on
which medium transmits your message best.
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BARTON'S 1 STEPS

Sam G. Barton, president of Market Research
Corp. of America, suggests these four steps
in testing and measuring your marketing
tactics and strategy. They can be narrowed
down quite easily to testing or analyzing
media alone. Note that two steps involve
fittle more than use of a pencil and lots of
hard thinking to avoid usual pitfalls.

I
-
N

£, As last resort, make expensive, time-cousuming test eit:

Barton's advice: Always ask
If you can find

T Uas

Sl

“2. Suppose | use the conventional
method of simply comparing purchase
of product among advertising-exposed
persons with purchase among a
‘matched sample’ of non-exposed per-
sons. How can [ be sure I'm not fall-
ing into the ‘chicken-vs.-egg’ dilem-
ma? Even within any one medium
how do I separate the extent to which
advertising exposure causes purchase
from the extent to which purchase or
usage causes grealer awareness of the
product’s advertising? And if I use

I. Thoroughly analyze all available pust records.
2. Plan geared-in tests as a regular part of your business,

Try small and inexpensive controlled experiments.

operation.

Vho ¢ it A\Vhat

lhe answers, you know marketing tescarch

the samne sample and recheck it at two
different times, this question still needs
answering.

“3. Auother question on the use of
the conveutional ‘matched sample’
technique: How can [ be sure that I
have matched my two samples on all
factors other than advertising exposure
which influence buying?

“l can prove quite easily after the
study has been completed that I prob-
ably have not matched the samples on
all pertinent factors. If my study has

148 of 166 agencies and advertisers “test’”” media

Nearly all 148 agencies and advertisers responding to SPONSOR's media

questionnaire said they tested media effectiveness in some way. Their methods:

“Testing”” Method

Sales results —
Test markets

Coupons

Rating services

e,

Surveys

Keyed response

Public response

Don’t test or no answer

*Based on 39 agency responderts.
Total answers in each case exceeds

answers. Of 2,000 agencies, advertisers queried on media

Use different media in different cities

Ad Agency®

No. % No. 9%

7. B2 46 78
30 62 27 46
31 37 25 42
2 33 16 27
25 28 11 19

Advertisert

3 9 1 ]
7 8

3 3 1 2
S 6 13 22

tBased on 59 advertiser respondents.
number respondents hecause of multiple

166 responded.

Above indicates most agencies and advertisers are concerned with de-
termining media effectiveness, but the methods vary almost with the number

of respondents.

Chief one used and not shown above: "experience,” which

means rule of thumb. Table shows that a simple, reliable means of testing
media is badly needed. Figures also indicate that agencies "test”” more than

single advertisers.

Top answer, "Sales results,” is a catch-all, of course
since most media tests are designed to measure sales results.
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1 FIRMS WHICH TESTED MEDIA (Only 10—those with dagger—found correlation between media and sales)

American Chicle

Bristol-Myers

lllinois Watch Cases

Anahist {Brown & Williamson Tobacco 1Kraft Foods

tArcher-Danicls-Midland  (farm Continental Qil Libby, McNeil, Libby
- feeds) Cory Corp. tappliances) Glenn L. Martin Co.

Atlantic City (resort adv.) Deepfrecze 1Medico Pipes

Atlantic Refining

Bank of America

C. J. Bates. & Son (toilet requi-
sites)

tBauer & Black (first aid products)

Bell & Howell

1Block Drug

{Borden Co.

Brewing Corp. of America

“Based on SPONJOR sufvey

taken the trouble to check both samples
on purchase of all brands competing
with the advertised brand under analy-
sis. exhaustive cross-tabulation will
usunally prove pretty quickly and em-
barrassingly that the claimed effective-
ness-plus for the advertised brand in
point is not sufficiently counterbalanced
by eflectivencss-minuses among the
other brands in competition.”

To anyone who has ever seriously
reached the stage of actually attempt-
ing to plan a genuine inter-media test,
one thing very quickly becomes ob-
vious, thiis veteran researcher says.
For reasons of cost as well as for many
other technical considerations any such
study can at best encompass only one
or more pairs of specific “matched”
markels.

“It may be elementary but | think
it is important to remember that the
four major advertising media do have
different characteristics.” le explains,
“Magazines are essentially a national
medium; newspapers are essentially a
local medium; radio and television
are national media if used on a net-
work basis and local or regional media
il used on a ‘spot’ basis.”

If the test is to be limited to specific
markets. then here are some more
basic questions which need answers,
according to this media researcher:

“4. How specifically do 1 set up
a genuine relative cost-per-M effective-
ness test between national magazines

QORI )ty

t{Detroit Edison
Drackett Co. (clecansers)
Thomas A. Edison, Inc.
Firestone Tire & Rubber Olin Industries
General Tire & Rubber Pal Blade
Griggs, Cooper & Co. tfood prod.)
yHamilton Watch Co.

Higrins, Inc. (ships, flooring)
Hudson Pulp & Paper

L'st is sample only and not supposed to be complete

Merck & Co.

New York Central System

Dr. Pepper Co.

tchemicals)

ot thie one hand and local newspapers
on the other?

“5. How do I avoid a charge of
unfairly favoring newspapers and spot
radio and television if my test has to
be condncted in a uuiverse matching
the basic characteristics of these par-
ticular 1nedia as opposed to the basic
characteristics of magazines. network
radio and network television?

“For example. with local media the
advertizer can more often direct peo-
ple to specific stores. make special =ale

51000003 ahg ST S I s
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STUDY IN BOOK FORM

: SPONSOR's All-Media Evaluation
Study will be published in book
form in the spring after the re-
maining articles in the 22-article
series appear. Price has not yet
been determined, but you may re-
serve a copy now. Just send a card.

T

PN

e

offers and set the in-town value of
heavy local media coverage. The ad-
vertiser in national media, on the other
liand, has the prestige and merchandis-
ing values of a broadcast program or
national magazine, and he also gets
more even coverage in all areas in-
town and out-of-town.

“6. Just how practical is it to ex-
pect that, even with the maximum co-
operation of an advertiser introducing
a new product, adequate distribution
could first be assured in, sav. four

George J, Abrams
Vineent R, Bliss
Arlyn E. Cole ——
Dr. Erncst Dichter
Stephens Dictz
Ben R. Donaldson
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ad director, Block Drug Co., Jersey City
executive v.p., Earle Ludgin & Co., Chicago
president, Cole & Weber, Portland, Ore.
pres., Inst. for Research in Mass Motivations
v.p.. Hewitt, Ogilvy, Benson & Mather, New York
ad & sales promotion director, Ford, Dearborn

g v i s i

SPONSOR’s All-Media Advisory Board

Marion Harper IJr,

Raiph H. Harrington
Morris L. Hite
J. Ward Maurer .
Raymond R. Morgan

Mid-Continent Petrolecum Corp.

Pan-American-Crace Airways

Pennsylvania Salt Mfg. Co.

Henry Schachte _

Peter Paul

Pcoples First National Bank. &
Trust (Pittsburgh)

Prudential Insurance

Ralston Purina (farm fceds)

Roseficld Packing

Scott Paper Co.

1Tea Council

f Tide Water Assoc. Ojl

VCA Labs. (vitamins)

Washington State Apple Comm.

Webster-Chicago Corp. (phono-
graphs, recorders)

White Sewing Machine

tEstablished correlation between cales and medium used

separate ‘matched” markets and that
we could then go from absolutely ‘no
advertising’ in any of them and pro-
ceed to measure comparative sales ef-
fectiveness as achieved by using a dif-
ferent one of the four major media in
each market? If I’'m wrong, and this
is practical. how do I know that the
same results could be achieved with
long-established products?

“In other words how would 1 know
that one particular medium may not
be best for launching a new product
and another medium best for main-
taining or increasing
share of the market
established product?”

Regarding the seemingly most siin-
ple test method of all—cost-per-M com-
parison of “premium-pull’ achieved by
the several media this researcher
raised his seventh and final question:

*“7. Having seen such widely diver-
gent results for all kinds of ‘offers’
within each medium, how can 1 be sure
that this approach will truly test the
relative strength and cost efficiency of
the various media or whether it will
merely be ineasuring the degree to
which I am utilizing each medium to
its own maximum advantage?”

Lest anyone hasten to charge this
media rescarcher with doubting the
value of using major media. he stresses
that two “fool-proof” tests can be made
quite easily to determine their effec-

(Please turn to page 95)

for an already
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president, McCann-Erickson, Inc., New York
ad mgr., Gen. Tire & Rubber Co., Akron

— . president, Tracy-Locke Co., Dallas

. ad director, Wildroot Co., Buffalo
_ pres., Raymond R. Morgan Co., Hollywood
. v.p., Sherman & Marquette, New York
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ot can't sell
1L you don't know

Almost anyone can read sentences clearly. But

od announcer is one whe’s taken time (o learn sales

points of prodnet and can relax dnring commercial

f I1’s seldom—if ever—that an advertiser or agencyman gets the performer’s
point of view on his show or commereials. But many a commereial eould be
| more effective if performers got the chance to pass on their opinions.

In this artiele sPONSOR gives one veleran radio and {v annowncer
the opportunity to tell advertisers and ageneics how to improve theiy eom-
mercial messages. Iid Cooper has developed strong views on annowuneing
during his many years of varied experience in different places. Other talent,
as well as advertisers and ageneymen will doubtless find points of agreement
and disagreement with his analysis. sPoNsor invites additional comment.

ED COOPER IS A VETERAN RADIO

8 MARCH 1954

f‘ good anmouncer i< more than just
a word-mouthing machine with a per-
petnal anile.

He's a salesman who can miderstand
the imescage he read< and ¢an make
others understand it,

That's Lhow Fd Cooper, radio and
v ammotneer with 15 vears” experience
in broadeasting, soms up the prinary
requisite for his profession,

“Youve got to hnow what you're
selling before you can <ell it,”" he told
sronsor. “Some advertisers tell their
amnouncers. ‘Dot worry about what
we say, hoy, you're just here to <ay it
They’re making a big mistake.

“Almost anyone can read a few hun-
dred words clearly with the proper pro-
nunciation. But if you aren’t familiar
with the product, how it’s made. what
its unusual features are—then, yonl’re
going to wind up sounding like a high
school orator delivering the valedictory
address.

“Announcing, like acting. <hould be
approached with a creative spirit.”

Cooper has a varied background. le
has been over-all announcer and com-
mentator for Midwest radio stations,
radio and tv amnouncer on live com-
mercials as well as for filmed an-

, TV ANNOUNCER ON SUCH ACCOUNTS AS MILLER BEER (BELOW]), ADMIRAL, SEALY MATTRESS

Article confinues next

page ’




nouncements.  While at the stations
Cooper had the chance to see commer-
cials throngh from start to finish: lle
worked witlt program directors on de-
veloping new shows: planned commer-
eials with continuity directors: helped
salesmen service accounts.

This many-sided experience pound-
ed this lessour home to him: You've got
to live with a product to sell it.

ldeally, he =avs. the announcer
should spend “one day a week” in the
spousor's manufacturing plant or at
sales meetings to get training just like
the firm’s regular salesmen do. lle
should take notes on various products
and processes, study and digest them.

“1 make it a rule to follow this pro-
cedure whenever possible,” he told
SPONSOR. "My most intensive ‘sales
training’ course took place in the sum-
mer of 1952 just before the political
conventions,

1 had been hired by Admiral to do
all the commerecials for the Republican
and Democratic conventions over ABC
TV during the two weeks thev would
be telecast. Larly in the game I got
together with Ed Sherwood, Admiral’s
tv promotion man. and Russ Young,
television director for the agency, Rus-
sell Seeds. We all decided that it would
be nearly impossible to memorize all
the commercials for that length of time
on the air. And I dou't like using
prompting devices.

“In addition many times a commer-
cial would be thrown in unexpectedly
during a lull in the proceedings, or, a
pitch would be cut short when some-
thing exciting was happening on the
floor. The messages had to be flexible.”

Accordingly it was decided that

o G i
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Cooper's early years in broadcasting as announcer, commentator for Midwest stations, gave him
picture of commercial's place in total scheme. Above, he interviews Satchel Paige for WGN-TY

Cooper would put in a full working
day for two weeks’ time either at the
agency or at the Admiral plant, work-
ing with the appliance firm’s ad direc-
tor. home economist and promotion de-
partment as well as with agency princi-
pals and the account executive.

During this time Cooper took more
notes than the average college fresh-
man does during an entire semester.
Admiral had 10 products in all that it
wanted plugged; Cooper filled in with
vital information on each one.

When the Republican convention
opened Cooper appeared on the scene

Here are |1 of Ed Cooper’s tips on announcing:

i. You’ve got to know what you’re sclling before you can sell it. Unless
announcer is familiar with the product. how it’s made, he’s going to
sound unconvineing. Ie should spend time at sponsor’s plant to learn,

VY

2. lrotd attempting to mimic delivery of “*name '’ announcer. Each per-

son has own style, abilitics. Sponsors should capitalize on them instead
of getting a poor imitation of one particular suceessful type of delivery.

3. .tnnouncer has thorough knowledge of how (o got WEss@Ge OV(T SUCCESS-

fullu, knows when certain copy approach is right or wrong. Give him
leeway to make slight changes in copy, when necessary, to suit style.

#. Provide relared atwmosphere for annouuncer while working., 1l help

him give confident performance, give
of freak acerdents which are apt

38

hom abihty to ad Nb way out

to occur during live commercials.

with notes in hand. Then, when he’d
get instructions that the next commer-
cial was to be on a refrigerator. or spe-
cific tv model. he'd take a quick glance
at the notes and meet with the director.
After a few minutes all the camera di-
rections would bhe worked out and
Cooper would ad lib the commercial
accordingly.

Cooper, who spends much of his
time today on tv commercials, still
uses the note-taking device as a mem-
ory aid. “The first time I used a me-
chanical prompter,” he told sPoNsoRr,
“the thing jammed and I had to ad lib
the rest. Ever since then, I've been
leerv of mechanical devices.

“I’'ve found it's much safer to get the
message down pat. then take a few
notes on a card and keep it just out of
camera range. Then. if vou ever pull
a blank. you can take a quick glance at
the kev words on the card and the
whole message comes back to you.”

Another reason Cooper dislikes re-
lving on prompters is because of the
tendency for the performer to stiffen

up when reading a message. *Infor-

mality is the secret of good salesman-
ship.” Cooper says. “An ad-libbed
message gives just about the most re-
laxed effect vou can get. But if vou're
pitching a commercial that’s in print,
reading the message kills it.”

Most sponsors don’t go in for the

(Please turn to page 125)
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Summer Selling
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What it costs to take a hiatus

Introduction to sPONSOR’s sixth Summer Selling Issue dis-
cusses importance of advertising during the hot months,
points up the economic, advertising outlook for summer
of 1954. sPONSOR’s missionary role in gathering facts to
fight hiatus habit has long history. page 40

Is radio winning the summmer battle?

A review of network and spot radio last summer plus
look at the coming season indicates radio has been hold-
ing its own and even inching ahead despite the competi-
tion of tv. Summer, out-of-home listening trends are
disclosed. Economies of radio selling during the sum-
mer are shown . page 42

Video looks to its greatest smmmer

Television’s continued growth bodes well for network
and spot this summer. Video’s dimensions and the prob-
able total of interconnected stations and cities are esti-
mated. The importance of time franchises is covered and
so is hiatus protection. A look at last summer’s high-

lights is included = .. o - page 44
This As it has for the past seven years SPONSOR,

in this 1954 Summer Selling lssue, fights for

We Fight a greater understanding among advertisers
and agencies of the importance of remain-

For ing on the air during the summer months.

7 pages of research facts on snunmer

This report to advertisers includes facts on consumer
income and spending, availability of radio-tv audiences,
suminer seis-in-use. starts page 47

1. For the most part, the U.S. economy does not have a
summertime slump. Income levels are virtually the same
as winter; sales are healthy page 18

2. More than 90% of the regular wintertime audience is
available during the summer months, three major re-
search studies report page 50

3. In-home radio listening. as measured by A. C. Niel-
sen, holds up strongly during the mornings and after-
noons in summertime page 5-1

4. Pulse figures show that summertime out-of-home radio
listening 1s higher in 14 out of 15 major U.S. markets
than winter levels page 57

5. More than half of the out-of-home air audience is in
the 20-41 age bracket; more than 609 of the o-o-h listen-
ing is in cars page 60

6. In 1953. summertime tv viewing held up well during
the day, fell behind only at night due to the quality of
hiatus-filling shows page G3

7. Exiting from radio-tv during the suinmertime invites
a sales slump; brands that remain on the air increase

their leads : page 67




What 1t costs

”“he argument for air advertising during the summer is
basically the same as the argument for advertising at any
time of the yvear.

H you stop advertising, you stop selling.

The truth of this axiom <hould require no elaboration.
ttis. after all, the kevstone of the advertising business.
tndecd any adman will tell you that it is the keystone of
LS. prosperity.

To extend this axiomn to summer selling on the air is
no great mental feat. It has been obvious to a great num-
ber of advertisers and it is significant that the blue chip
sponsors are prominent among them. The fact remains,
however, that many advertisers became converts to hot
weather selling on radio and tv after World War LI only
after the most earnest missionary efforts by agencies,
broadcasters and others.

SPONSOR is proud to have been among the missionaries.
When spoxsor’s first complete i<sue on summer selling
appeared in 1919, it discussed the problem during its first
spring. (See “The case for and against summer replace-
ments.” June 1947.)

The advocates of summer selling have made great strides
but they have not won a complete victorv—yet. The battle
will undoubtedly continue along the same lines which have
proved the most fruitful. In this battte the emphasis has
been more and more on facts and figures and less and less
on feeling and emotion.

Many of the facts come from special studies. Others
come from case histories. They show not only that sum-
mer air advertising can generate sales hul the reverse of
the coin: The sponsor who takes a hiatus can lose sales.

Some of the studies have provided further confirmation
of a concept that was only dimly appreciated a few decades
ago but which is basic to advertising. This concept does
not apply to summer selling only but it has a striking
relevance to summer selling. 1t is: Brand switching has
become (or, perhaps. it abwavs was) an irresistible force
in American selling, a restless phenomenon that must be
countered by constant advertising pressure.

Whether modern advertising spawned the brand switcher
or whether brand switching is just part of the orneryness
of human nature. the fact remains that the advertiser who
coasts on his advertising laurels or who lets up even for
a few short months stands in peril of being unceremonious-
Iy dumped from whatever sales position he may have
clawed his way to by previous hard selling.

Pinpointing the need for facts about summer selling is
something spoxsor will go along with heartily. lis five
previous zelling issues have been full of facts. They have
been of different breeds and varieties but thev have had
one purpose: to upset the notion still popular in some
quarters that it's proper for air advertising to take a nap
when the mercury climbs. These facts have pointed out:

This picture is BAB's way of pointing out that radio stays close to
its audience during the summer, whether it goes to beach or mountain

Far tips on summer air advertising see page @8 SPONSOR
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I. The consumer spends just about as much money
during the summer as during any other scason. This has
been brought out in various ways in every summer selling
issue. A special look at products for the home in the 1919
summer selling section brought out the fact that “They
buy in the fall, but decide in the summer.”

2. The dip in listening and viewing is less than is com-
monly supposed and, anyhow, with discounts and low-
cost replacement shows the advertiser’s cost-per-1,000 is
not any higher than during the winter. It can even be
less. sPONsSOR has shown the actual facts. ma’am, about
summer listening and viewing through charts and stories
and, in two of the sections (1949 and 1951), traced the
extent to which soap operas hold up in ratings during the
hot months.

3. The dip in radio ratings is partly counter-balanced
by out-of-home listening. The importance of out-of-home
listening as well as summer cotlage listening was brought
out in SPONSOR’s first summer selling issue.

4. The dip in listening and viewing is partly due to
the hiatus of big-name shows. While advertisers often
use cheaper summer shows for budget reasons the lessening
of program competition offers an advertiser willing to
spend the money a fancy opportunity to grab a fancy
share of the broadcast audience as well as attract an audi-
ence which might not otherwise tune in.

5. The available audience is actually not much less

Brand switching never stops.

It ¢ean lose sales

for you in the summer as well as any other season

than during the winter despite vacation taking.  SPONSOR's
first sentenee of its first paragraph of its first story in its
first summer selling issue pointed out there are plenty of
people honte during the summer.

These facts have been driven home by experience stories
of advertisers {other than the olvious cummnrer-ounly type)
who have mounted successful ~unmer campaigns on the
air and leveled off their sawtooth sales curves.

In this issue sPoNsoRr hirings these facts up to date. sums
up the meaning of last sumnier’s radio and tv cxperiences
and takes a look at the conring hot weather picture. While
there’s nothing revolutionary to say about sunmrer ad-
vertising in 1934 and while summer plans are not yet
firm, some factors already seem obvious:

I. The economic outlook for this summer foreshadows
some of the hardest selling sincc the depression of the
30’s. For the reasons. see hox helow.

2. Summer radio billings will hit a new high in 1951

3. Tv advertisers will keep a white-knuckled grip on
their time franchises. This applies to spot as well as net-
work clients.

4. Out-of-home audiences will reach a new peak this
summer. Auto listening is the most important factor.

5. There will probably be more use of film reruns on
network tv.

The background for these factors will be discussed in
detail in the stories and research that follow. B

While economists foresee continuation of recession during

summer, broadcast advertising, as in '48-'49 recession,

will not be affected.

Basic reason is that a small slide

downward in business does not usually bring cut in ad

budgets but rather intensified selling by manufacturers.
fixed costs a 5% drop in sales means more than 5% drop in profits.
advertisers try hard to keep volume up.
turns that cause drop in ad budgets.

Because of
Hence

It is serious economic down-
Sidney S. Alexander,economic ad-

visor for CBS, Inc., feels summer business in '54 will be worse than '53

but explains that is only saying summer of '54 will be second best summer

in history of U.S.

Alexander points out radio-tv would weather serious

economic storm better than other media since tv is still growing and lo-

cal radio hasn't reached maturity.

8 MARCH 1954

Low cost of radio would also help.

4



no-hatus battle?

previous year’s hot season and 1954

billings expected to top them all

I‘adio has made a lot of progress
in curing some advertisers of that
strange. sleepy feeling that used to
come over them during the sununer.

This vear. as it looks toward summer
1954 radio has hopes of reaching new
heights in hot weather billings.

As yet there are few figures to tote
up. It's too early for that. But there
are indications to bolster this opti-
Inism.

Summer spot Dillings have been
climbing in recent years. SRA, as well
as a number of individual reps, re-
ported that summnter business last year
was better than 1952. Tle reps see no
reason to asstnue that an increase won’t
be chalked up again.

There was certainly no evidence of
that nervous twitch that used to ap-

pear whenever anyone mentioned the
word “television.”

The networks have suffered more
from television than the stations. but
thev can point out that while total
gross billings dipped a little last year,
billings fromn June through September
actually inched up over 1952. (The
network billings picture was not uni-
formly happy. however. CBS and Mu-
tual registered gains while ABC and
ABC showed a hot weather decline.)

Billing trends are not the only har-
bingers of what the coming summer
will bring. Audience figures have been
turning up some indisputable trends
about summer radio.

For example, ABC Radio will incor-
porate in its summer presentation Niel-
sen data showing that per-home radio

RERUN:

Amana bought reruns of CBS Radio's “People Are Fu
last summer at one-third of winter's production §

listening in tv homes declines less in
the summer than (1) tv viewing or (2)
radio listening in all homes or (3) ra-
dio listening in radio-only howmes.

These figures are from last yvear but
they are a glimpse into coming sum-
mners, too. For the lesson will not be
lost on advertisers that radio listening
in tv homes is the pattern of the future.

In making its radio-tv comparison,
the ABC Radio research stafl assigned
January an index of 100 and showed
that in July the tv viewing index went
to 61 (a decline of 369%) while listen-
ing in tv homes only went down to 85
(a decline of 15%). The indices for
all radio homes and radio-ounly homes
in July were a little over 70.

These figures. of course. do not in-
clude out-of-home listening. achich

Spot vadio figures for selected group of celients show 20°¢, snunuer decline during 19353
I ! 7

Chart below with figures taken from “Spot Radio Report,” while not
a complete picture of spot radio activity (about 50 reporting ad
agencies are involved), gives fairly accurate cross-section of what

JAN FEB. MAR.

APR. MAY JUNE JULY AUG.

happens during the hot months. The decline, about 20%, is about
double that indicated by SPONSOR's check of some of the larger reps.
The latter say they expect more summer business this year than last

SEPT. OCT. NOV. DEC.

TOTAL NO.
OF STATIONS
USED

oot 198 199 1 213

3578 3753 4330 4615 4928

4942 |4081| 3802|4446/ 4411

4292 | 4274

199 207 | 189 | 161 | 174

194 | 200 203 198
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peaks in the summer time. Out-of-
home listening is not only greater in
the summer than in the winter but is
growing summer by summer. This has
been shown in Pulse winter and sum-
mer out-of-home studies in metropoli-
tan markets (where television has made
its greatest inroads).

The increase in summer over winter
out-of-home listening and in one sum-
mer over the previous summer is not
tremendous but it is noticeable in prac-
tically every market studied by Pulse.

Take Detroit. The percent added to
in-home listening by out-of-homne lis-
tening in January 1953 was 16.2. Last
August it was 21.5. The percent of
homes reporting out-of-hone listening
came to 3.8 in the Motor City during
August. The previous summer the fig-

Auto listening, largest segment of out-of-home listening, is _higher
in summer than winter. Car audiences have been and still are

8 MARCH 1954

MBS’ Multi-Message Plan attracted
many clients during summer of 1953
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AUTO SHOW:

ure was 3.0 for the same nonth.

The growing importance of out-of-
home listening led to an effort at NBC
to bring Nielsen’s April 1952 out-of-
home listening percentages up to date
in relation to in-home. The network’s
Research and Planning Dept. came up
with data indicating that by October
1953 the percent of out-of-liome to in-
home listening had increased over the
vear before by 50% and more during

some time periods. NBC does not re-

card these figures as the last word but
they are considered provocative, to
say the least.

While NBC didn’t measure sumnmer
there is no doubt amnong research peo-
ple that the increase shown by NBC
would have been topped if it had
measured, say, August of last summer.
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NBC Radio's ""Roadshow’ is new bid for auto
listeners, underlines import of out-of-home

Nor is there much doubt that an even
greater fizure will be turned up if Au-
gust of this coming summer is ea-
sured.

Whether it will be ineasured is an-
other question. There is no monthly
measurement of out-of-home listening.
The nearest thing to a regular ineasure-
ment is Pulse’s twice yearly «tudy and
this has bheen done in no more than
two dozen markets. (Pulse measures
out-of-home listening in the New York
area four times a year.)

Another question is what to measure.
Out-of-home listening is made up of a
large. diffuse audience widening out of
the hard core of in-home audiences like
concentric ripples which gradually dis-
appear into the water.

{ Please turn to page 88)

growing. |n metropolitan markets nine out of [0 postwar autos have
radios, while average for all cars is 70%, according to BAB study

1
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Medimm's continned growth., ¢competition for time franchises and new

-

daytime progriaming

Sunnm'r television looks good.

That's  sraxsor’s  firm  conclusion
from a pre-spring survey of hot weath-
er video for 1954

While most advertisers’ plans for the
summer have not vet hardened there
appears little doubt that tv will enjoy
its best summer. Aside from the fact
that tv has long since proved its potent

selling abilities there are three power-

ful factors that will work to boost sum-
nier video billings to new heights.
They are:

1. The medium will continue to grow
lustilv. Advertisers are now well aware
from previous summers’ experiences
that despite the decline in per-home lis-
tening as the mercury rises. tv’s growth
provides them with summer audiences
that are just as large. if not larger,
than the previous fall-winter-spring
season.

2. Advertisers who fall into a sum-
mer tv siesta take a chance on losing
valuable time franchises unless they
spousor the top network shows. Even
where tlie network provides hiatus pro-
tection, there is the danger that certain
key market= mav be lost to other ch-
ents panting for a chance to flex their
videco muscles.  The competition for

video time applies also o spot chients.
Advertizers with choice announcement
slots will think twice assuming they
think about it at all—Dbefore giving
them up for the summer.

3. There will probably he more day-
time network programing this summer
than ever before. NBC’s battle to catch
up to CBS during the day will not flag
this summer and there’s evidence of
more activity at ABC also.

Here’s what an advertiser can expect
in terms of tv’s dimensions by this
summer: 30 milion homes sometime
between 1 July and 1 August and more
than 400 stations by the samc time.
sroNsoR’s Fall Facts Issue last vear
(13 July) reported a total of 188 tv
stations as of 2 July: the number of tv
homes as of 1 July was reported at
24.5 million.

The complex job of linking up sta-
tions via coaxial cable and microwave
relav 1s keeping pace with tv's expan.
sion. By the middle of last month. 278
stations in 174 cities were tied together
by AT&T and a few private links. Firm
orders at ATET indicate that this total
will rise to 310 stations in 193 cities by
1 July this vear. There may be addi-
tional orders before the summer but

Blue-chip spot tv clients don’t join third-gunariter dip

While over-all spot tv activity in 1953 slowed a little in third quarter, top 25
clients actually increased their buys as figures below from "Rorabaugh Reports"
show. Important factor in this increase was advertisers' efforts to sew up time
franchises. Stations reporting jumped from 120 in first quarter to 195 in last

FIRST

1,786

116
8,294
1,260

TOTAL MARKETS
BOUGHT (TOP 28)

TOTAL SCHEDULES
BOUGHT (TOP 25)

SCHEDULES BOUGHT
BY ALL ADVERTISERS

TOTAL NO. OF
SPOT TV USERS

fQuarters of the year

2

44

FourtnHt

2,928
158
16,215
2,153

SECOND

2.063
144
10,362
1,876

THIRD

2,234
148
10.088
1.772

indicate healthy business for hot weather

this will be offset to a certain extent
by broadcasters turning back construc-
tion permits to the FCC.

The extent to which tv’s growth has
bolstered summer audiences despite the
drop in average viewing has been docu-
mented in detail by the networks. For
example:

CBS has made a study of its year-
‘round shows togcther with ARB rat-
ings to prove this point. During 1931
there were 11 CBS TV shows which ran
intact through the summer. They
reached on the average 899z more
viewers during Julv and August than
they did during the preceding winter
season. In 1952 there were 14 shows
which took no hiatus. They reached
119% more viewers in August than dur-
ing the preceding season. (July was
not included in this measurement be-
cause of the political conventions.)

Last summer CB3S TV had 12 no-hi-
atus programs. Not only were ratings
during the summer months practically
identical to previous winter ratings but
hot weather audiences were 257 great-
er. The summer programs averaged
14.769.000 viewers during Julv and
August 1953 compared with 11,819.000
during the previous October-April
period.

NBC has brought out somewhat
similar figures for davtime tv. In its
prescntation on summer daviime tv
which will be shown to advertisers this
spring NBC points out that in a four-
week period last summer the average
daytime network show rcached practi-
cally the same number of homes as it
did in a four-wcek winter period.
Using Nielsen cumulative audience fig-
ures. NBC shows that the average day-
time program in March and April 1933
reached 7.398.000 homes while during
Julv and August the cumulative figure
was ¢.355.000.

Summier daytime advertiscrs can fig-
ure on the same thing happening this
year. N\BC sMvs. The network assumes
threc things: (1) there will be 30 mil-

SPONSOR




lion tv homes by the summer, (2) the
coverage of the average daytime show
will be the same as it is now-—about
80% and (3) the average summer day-
time rating in 1954 will be the same as
it was last summer—10.3.

If these things come to pass- and
there seems to be no reason why they
shouldn’t — the average daytime v
show this summer will reach 2.472.000
homes. This compares with the aver-
age daytime homes-reached figure in
December 1953 of 2,4506,000.

The CBS figures discussed above are
actually two arguments in one. They
not only point up the husky size of
summer audiences but suggest strongly
that one of the biggest reasons for the
dip in average tv summer viewing that
does take place is the fact that many
top shows go off the air. This is indi-
cated by the fact that the ratings (a
measurement of relative popularity)
of the 12 no-hiatus shows were about
the same as in the previous winter.

The networks have been arguing
with advertisers for years thal summer
ratings would hold up if sponsors
would only keep their regular shows
on. They have made somewhat of a
dent but there are still advertisers who
can come back with: “The talent wants
a vacation,” or “I can’t afford 1it.”

A way out of this dilemma is indi-
cated by Nielsen’s recent comprehen-
sive study of tv film reruns. The study
showed that summer film reruns did
just as well as a representative group
of non-rerun summer shows. (For de-
tails see “Reruns: they mean 20-50%
of film nut” spoNsor, 25 January
1954.)

The film rerun solves the problem
of vacations for the talent and partly
solves the problem of cest. While there
is a certain amount of money that must
be put out for reruns in the form of
re-use payments as well as extra com-
pensation for the star, reruns are still
a good deal cheaper than first-runs.

Of course advertisers have been at-
tacking the cost problem by using
cheaper replacement shows for many
summers now. Here are some examples

(Please turn to page 120)

Among sponsored shows continuing through
summer: "Name's the Same" (ABC TY), top

Growing film tv rerun trend last summer is

typified by "“Burns & Allen” (CBS TV), center

NBC TV's low-cost "Saturday Night Revue:'l
with H. Carmichael replaced '"Show of Shows

8 MARCH 1954




YOU MIGHT SCORE 100 POINTS — |
BUT ... YOU NEED WKZO RADIO ¥

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

6 am.-iz noon 12 noon 6 p.m. p.m.-midn.ght
_WKZO | 59% {a) 59 48 )
B 21 14 23
C 5 ) 4 6
4 4 4
3 4 7
MISC. 9 4 12

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

She e%{)"m Slelions

WKZO — KALAMAZOO

WKZO-TV — GRAND RAPIDS-KALAMAZOO

WJEF — GRAND RAPIDS

WJEF.FM — GRAND RAPIDS-KALAMAZOO

KOLN — LINCOLN, NEBRASKA

KOLN TV — LINCOLN. NEBRASKA
Associated with

WMBD — PEORIA. ILLINOIS

46

Avery-Knodel, Inc., Exclusive National Representatives

*Frank Selvy of Furman set this NCAA record in a 1954 game against Newberry College.

TO PILE UP SALES i
IN WESTERN MICHIGAN!

WKZ0. Kalamazoo, iz Western Michigan’s first station on
almost every count. First in programming. first in listeners-
per-dollar, first in Pulse ratings (left) !

Take the WKZO news operation. According to Pulse. WKZO
newscasts get an average rating of 12.57, as against 4.7%
for the next-best station! 1n 1953. WKZO Radio News won
the annual Michigan Associated Press radio award. for the
second year in a row!

No newscast availabilities at present. but vour Averv-Knodel
man will be glad to steer you onto some other equally good

WKZO buys.

CBS RADIO FOR KALAMAZOO
AND GREATER WESTERN MICHIGAN

SPONSOR
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Answers (0 ¢

hasic questions

oIl Summer
radio and

Summer guestions

1. Is it true that sales for most items

go to pot in the summer? (page 48)

2. Arc the people at home to listen

and watch in summer months? (page 50)

3. Does radio listening take a sharp

dip during summer months? (page 54)

4. What will out-of-home audience

add to radio in summertime? (page 57)

5- How does out-of-home audience

break down qualitatively? {page 60) '

6- Does tv viewing decline sharply

during the summer months? (page 63)

Up-to-date charts cover every

major phase of snmmer air plans,

| from economies to sales results

challenge tv American agencies and clients.

l he summer of 1951 presents both opportuniiy and

7. What proof is there that going off

the air in summer hurts sales? (page 67)

Headlines state the topic: charts present the latest facls.
Special editorial text accompanies each chart to analyze

It's an apportunity because economists now feel that
the corner may be turning in the current downward trend
of husiness and farm incomes and that the nation’s econ-
omy this summer should ke healthy even if below "53 peaks.

It’s a challenge beeause the late-t radio and television
research shows clearly that more than 90% of U. S. fam-
ilies are home—and available for air advertising—in the
summertime. Even when away from home they represent
a large potential audience. Some 70¢ of the cars in the
ll. 5. now have radios, auto industry experts estimaie.
and out-of-home listening is at an all-time high. And al-
maost all vacation areas are now tv-covered.

SPONSOR editors have carefully culled the mo t meaning-
ful and up-to-date research concerning summertime radio
and tv, and present seven pages of charts and editorial
analysis as a guide to summer air selling. Each of the
major topics—economics, audience measurement. out-of-
home listening, and so on—is covered on a single page.

8 MARCH 1954

the facts for admen.
As in the past. certain broad conclusions emerge from
this research about sumnier radio-tv:
1. With the exception of the specialized seasonal prod-
ucts (eold remedies, vitamins, winter clothing). the sales
curves of most major categories of retail activity are now
virtually stable the vear round.

2. With less than 107 of the air audience away on
vacation on the average at any point i the summer. those
who remain represent a near-normal audience potential
and a consumer market that will tend to switch brands
unless held by near-normal air selling.

3. With the development of auto radios to a point of
perfection in price and performance, with <ale~ of porta
bles at record highs and with tv now having moved in to
cover mo:t of the former “holes™ in the televi-ion map
the U. 5. audience can be reached during the summer
months even when thev’re awav on vacation.
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Is it true that sales for most items go to pot in the summer?

INCOME: Personal. farm incomes are steady during snmmmer, government surveys show

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

Personal income

[billions-adjusted)

§280.5 §281.0 §283.6 §282.7 .8284.7 8286.3 $287.5 $287.0 $286.3 $287.2 $285.9

2.

Farm income
(millions)

§2,.834 3§1,949 §2,100 $§2,001 §2,010 $2,193 82,456 $2,494 §3,197 $3,693 §3,491

ANALYSIS: \: in the previous postwar vears the na-
tion’s personal and farm incomes licld up <trongly and
even increased <lightly during the summer of 1933, At
vear’s end. incomes nosed down from predicted levels as
businessmen started to reduce big inventory stockpiles.
But Washington experts and business leaders now feel that

the U. S, economy may be set for am up-wing and that
personal and farm incomes may approach 1933 levels. the
best vear in business history. Monthly personal income
figures above are from the Dept. of Commerce. and are
adjusted for the theoretical annnal rate. Farm income,
from the same source. is actual cash receipt= to farmers.

SALES “*BIG THREL: Summertime sales are better for retail, food. drag categories

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

Retail trade
[millicns)

§13,054 $12,329 $13,956 $14,167 $14,665 $14,573 $14,385 $14,476 §14,082 §14,951 §$13,955 §1

Food stores
(millions)

§3,39 §3,095 §3,301 $3,395 83485 $§3,377 $§3,478 $3,426 §3,3b0 §3,067 §3,291

$

IRERA.

Drug stores
(millions)

$392 §387 §381 §383 §397 $396 392 §330 §377  $3%4  §384

Gasoline stations

ANALYSIS: . 5. retail trade figures above, barome-
ter of consumer purchasing. were noticeably higher in
1953 than in 1952, and again showed the standard U. S.
pattern: Retail sales, on the whole, are as good in the sum-
mer as they are in winter; often. they are better. Food
and drug products, two of air advertising’s biggest client

categories, show similar =ales strength in the summer.
and are likelv to repeat the performance in 1934, For
many food and drug products summer is a peak sea-
son. According to A, C. Nielsen’s Food and Drug indices
summer sales top winter levels for packaged soaps. spiced
mezats, cold cereals. dentifrices. shampoos. wave sets.

OTHER SALES CATEGORIES: Gasoline sales rise in summer, home furnishings hold up

Jan. Feb. Mar. Apr. May

June July Aug. Sept. Oct. Nov.

§T73 8752 §810 §826 3888

$916  $971  §960 $908  §314 3898

Furniture, appliance
stores [millions)

$676  §656  $676 3676  §7H2

ANALYSIS: Summertime ix traditionally the season
when Americans u-e their cars—most of which are today
much more than in winter. Thus
the month-by-month Dept. of Commerce sales figures
above for gas stations, in which the peak comes in August,

equipped with radios

will be no surprise to admen. Other purchases in the auto.
motive field (tires. accessories) hold up equally well dur-

48

$796  §741  §785 §724  §830 8813

ing the umnier months, government figures show. The
other set of fizures. however. may surprise many. In
1953, retail sales of furniture and appliance products
not only held up strongly during the July-August-Sep-
tember period but passed the levels which had been set
earlier in the vear. Reason: higher consumer incomes
and greater sales pres-ure by manufacturers and stores.

SPONSOR
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an EXTRA AUDIENCE OF THOUSANDS
=i=> IS ON THE MOVE—=. /~"5 &%

All summer long, cars loaded with
prospects for your products roll on in an
unending procession along the new New
York State Thruway and other thousands
of miles of WHAM-covered highways.
More than 70% of these cars are radio
equipped thus creating a tremendous plus
or extra audience.

The strongest radio station signal heard
at all points along the new super highway

and byways between Syracuse and Buffalo
is WHAM.

WH A M

The WHAM coverage area embraces
26 counties. In these counties there is a vast,
permanent audience riding in nearly a half
million automobiles. In addition there is an
annual influx of thousands of visitors.
These listeners are ready to buy and shop
anywhere along the route, motivated by
your sales message on WHAM.

People succumb to the call of the open
road, get out of the house during the sum-
mer months. .. reach them in their auto-
mobiles, on the move, with a program or
spots on WHAM.

SELLS WESTERN NEW YORK
NOT JUST ROCHESTER!

| The STROMBERG-CARLSON Station, Rochester, N.Y. Basic NBC * 50,000 watts * clear thonnel * 1180 ke
GEORGE P. HOLLINGBERY COMPANY, Notional Representative

V 8 MARCH 1954 49
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Summer guestions

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

ANALYSIS: Audience research in the last few years con-
sistenthy veveals the same story: There are ahnost as main
people available 1o tune radio-tv in the summer a~<in winter.

Three charts on this page bear out this contention.  The
first. at right. is the result of a study made by Advertest
Research during the first week of August 1933 in the New
York arca. The second. in the center of the page. was
made in two Midwestern markets in 1948 by Psychological
Corp. The third. at bottom of page, is an NBC TV stuly
made in New York in 1931,

All tell virtualiy the same story, with only mmor differ-
ences.  Aeeording to Advertest, 70.99% of the radio-ty
homes are available the average hour day or night. and
on any given summer day 91.17% of the families have one
or more members at home.  According to Psvehological
Corp. about 92% of the mid-summer audience & at home.
NBC TV’s over-all figure shows that 91.897 of radio-tv

64% take vacations May 2

e s wy W

13
June

SOURCE. I'syv -hel gioal Corpuration

families are at home, o thie av erage, during the summer
It’s obvious that the
L.S. pattern changes only slightly over the years, since part

months, with the rest on vacation.

of the differences was caused by samples, techniques and

locations of the three cummertime re-earch studies. % * %
How wmany homes arvailable during day?
» 7.9 am, 82.89 :
911 a.m. 72.8
BASE: 751 -1 p.:. 61.922
1- 3 p.m. 49.59, :
. 3- 5 p.m. 51.9%
Period: Aug, 6-17,19563 § 5 7em 69.1%
7- 9 p.m. 82.5%
911 p.m. 84.59
SOURCE: ADVERTEST ~ {!!"'om  832%
“LAVERACE 70.99

e oohe (RIS VENEHAIATNIAIALY:

Oct, 1

¥ *ﬁ, ‘ - : L] .
away from home

-m

Aug

|
|
1

50 Next chart appears page 51

took no vacation or spent

all members of the family
out of town at same time

had left one or more mem-
bers of the family at home

In sumwmer average tr family

their vacations at home

is present 91.89, of the time

went away on vacation with

Only about a third (30.7%) of the radio-tv
families in New York actually take an away-
from-home vacation at some point in the sum-
mer, a 1951 NBC TV study shows. The others

went away on vacation, but either took no vacation, spent vacations at

home, or left some part of their family at
home. Averaged against the entire tv group,
94.8%, of tv families were available.

SPONSOR
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and Get lowa’s Metropolitan Areas..

' Buy

2Yxs the Remainder of lowal |

4 TAKE AUTOMOTIVE SALES, FOR INSTANCE! ,

5.4% CEDAR RAPIDS - -
'[ 45% TRI-CITIESs o
13.3% DES MOINES «
2.6% DUBUQUEe -
l 4.3% SIOUX CITY -
. 40% WATERLOO -
65.9% REMAINDER OF ST

il T e e
o ® -]

THE “"REMAINDER OF IOWA" ACCOUNTS FOR THESE SALES:

(Which You MISS Unless You Cover the Entire State)

67.2% Food Stcres

S.A.M. DAYTIME 63.2%, Eating and Drinking Places
STATION AUDIENCE AREA 47.9% General Merchandise Stores
57.5% Apparel Stores

61.4%, Home Furnishings Stores
65.9%, Automotive Dealers
- 74.99%, Filling Stations

80.89, Building Material Groups
62.0% Drugstores

Source: 1953-'54 Consumer Markets

WISCONSIN

ILLINOIS

BUY. ALL of IOWA —
Plus-"lowa Plus”=—with

Des Moines . . . 50,000 Watts

FREE & PETERS, INC., National Representatives | Col. B. J. Palmer, President
‘ P. A. Loyet, Resident Manager
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In the future it will
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Homes

Sumwmer gnestions

Does radio listening take a sharp dip during the summer months?

ANALYSIS: i the Nielsen chart below radio sets-in-use
(on a home basis) for the U.S. are compared, December
vs. July 1953, lour-by-hour differences in radio levels are
noted below the curves at each major time ~egment.

Generally speaking the ~ummertime radio curve of the
L.5. has a pattern similar to the winter radio curve. Sum-
wertime’s daytime peak, like winter’s, comes in the 1:00-
2:00 p.n. period. ‘The nighttime peak in swnmertime lis-
tening. hike winter’s, is in the period between 6:00 pan.
aud 8:00 p.m. Morning radio, as it does in the winter,
shows a rapid and continual rise between 6:00 a.m. and
noon. The two curves are only a point or two away from
each other during the entire afternoon with the average
diflerence amounting to 3.7.

Achnen should not assume that daytime radio is “bigger”

|
.‘1
!

than nighttime radio. both summer and winter. on the hasis
of the figures shown above. Reason: the number of listen-
ers-per-set differs between day and night. According to
American Research Bureau, there are 1.6 persons listening
to cach radio during the daytime; 2.4 at night. In other
words a daytime radio show that reaches a million homes
is being listened to by some 1.600.000 people. At night, a
million homes represents about 2.400,000 people—an in-
crease of 509.

The ficures for December 1953 in the chart helow were
corrected by Nielsen to reflect the listening in multiple-set
U.S. homes. The July figures were not corrected thusly.
July therefore was a bit closer to the December level than
was charted. The up-grading to allow for multiple-set
homes should be around 5% of the sets-in-use. * X X

Sy e
Décember /953

[ T T T

oooooooopec/953

Sty 1953

I T A

PDIFFERENCE

7AM 8 9
SOURCE: A ¢ Ni ]

54
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| “This is the Deacon Speakin’”

By all odds the top farm-program personality
in Ceutrul New York, Bob Doubleday, the
RFD Deacon, mixes wisdom and wit to hold
the enthusiasin of his huge farm audience.
City slickers listen, too. Participating, Monday
through Saturday,

S to 7 a.m.

WSYR Timekeeper, Elliott Gove

Central New York’s most popular timekeeper
on Central New York's top-rated local morning
program. At least five years’ continuous spon-
sorship by more than half of the present
sponsors. Participating, Monday through Satur-
day,

7:05-9:15 a.m.

Jim Deline and the Gang

After 16 years, the Jim Deline show is sull the
top radio variety show of Central New York.
Sponsors’ sales figures prove it. Participating,
Monday through Saturday,

9:15-9:55 a.m.
(Also 1:00-2:00 p.m.)

Reasons Why
Morning Radio PAYS OFF
for WSYR Advertisers .

H
E Any way you want to look at it — Nielsen, SAMS, Pulse —

J’

A

WSYR is FIRST in rich Central New York

Write, Wire, Phone or Ask Headley-Reed |

WSYR-AM-FM-TV—fhe Only Complefe Broadcast Institution
in Central New York. NBC Affiliate




THEY KNEW IT IN VAUDEVILLE!

Every aect on the boards knew there were certain cities
that responded better to their performance. A typical
performer’s reaction was, “*You should have caught th’
act in Oskaloosa . . . they loved me there!™

Things haven’t changed a bit; regions, areas and locali-
ties still differ in their tastes—1astes better evaluated
and met by those right on the spot.

- These Top Independents Sell the Home Folks Best!

That’s why independent radio is scoring so many out-
standing successes . . . why independent radio has
thrived in the face of competition! If you want to put
vour product over in Home Town, America, be inde-
Contact any of the

pendent . . . think independent!

top independents listed below!

i

WCUE — Akron, Ohio WMIL — Milwaukee, Wisconsin KREM — Spokane, Washington
WCOP — Boston, Mass. WKDA — Nashville, Tennessee WTXL — Springfield, Mass.
WDOK —- Cleveland, Ohio WAVZ — New Haven, Conn. KSTN — Stockton, California
KMYR — Denver, Colorado WTIX — New Orleans, La. KSTL  — St. Louis, Missouri

KCBC — Des Moines, lowa KBYE — Oklahoma City, Okla. WOLF — Syracuse, New York
WIKY — Evansville, Indiana KOWH — Omaha, Nebraska KFMJ — Tulsa, Oklahoma.

KNUZ — Houston, Texas KXL — Portland, Oregon KWBB — Wichita, Kansas

WXLW — Indianapolis, Indiana KITE — San Antonio, Texas WNEB — Worcester, Mass.

WIXN — Jackson, Mississippi KSON — San Diego, California CKXL — Calgary, Alberta, Canada
KLMS — Lincoln, Nebraska KYA — San Francisco, California CKNW — Vancouver, B. C,, Canada
WKYW — Louisville, Kentucky KEAR — San Mateo, California CKY  — Winnipeg, Manitoba, Canada

WMIN — Minneapolis—St. Paul, Minn.  KOL

They are all members of AIMS — Association of Independent Metropolitan
Stations — each the outstanding independent station in a city.

Aim for BULL'S-EYE results...with the AIMS GROUP

— Seattle, Washington

ATI
ot ATION o,
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What will the out-of-home audience add to radio in summer months?

TR Hignu e

ANALYSIS: Out-of-home radio listening, the Pulse
chiart below makes clear, is not a suminertime exclusive.
But the ameunt of radio listening that takes place outside
the honme is noticeably larger in the hot weather months
as compared with winter. Indeed percentages added by sum-
mertime out-of-home audiences are larger in every one of
the 15 major markets represented in the chart, with the
usual jump being about three or four percentage poits.

Admen will notice another interesting trend as revealed
by these Pulse figures. Out-of-home radio listening, as a
ptus value of radio advertising. is increasing steadily in
value. In cvery case but one (Detroit, where winter ’52
and winter 53 levels were tied), the cold-weather figures
an away-from-home listening were higher last year as com-
pared with the year before.

Summertime out-of-home listening is makiug equally

impressive gains. In almost every market surveyed (excep-

1T e 1 T [

WINTER ‘52 AND ‘53~

Homes using 0-o-h listening homes 1% added by

w8
AT?-"#"T'A — 8.0 3.3 31 17.7
EALTHI:EU;E ______ . G ;‘;2 o 19.27
B.-‘R:W-HI‘-."GHAM ﬁj "22.3 3.2 3.0 14.3
postoN . 192 38 33 198
CHICAGb . ‘ 1_55 '%_1 26 16.8
CINCINNATI _ 117 31 26 175
DALLAS 201 33t 16
D—E;RZIT N SR ~l8.51 ;.0 5.0 ;6;
LOS ANGELES 2i.3 :27 ** 19.7
.-'lrfINN.-SvT_'.-;UL 2073 ; f 29 I15.3
NEW YRCITY ______ 19.3 i;() 3.5 20.7
MAEPH.IA 16A1 : ;; _?;.3 21.7
SA_N FRANCI_SCO_ J 3.9 **  18.7
SEATTLE._ ) 52;8 4281 —26 12.3
F?’ASHL“#E?TEN, D. C. 19;3 ?2— 73.i 16.2

*Jop, 10%1 pxeept %.Y In Feb. 1933.

nomes 1lsiening during average quarter hour, from 6.00 am. to midnight, seven dass a week.
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tion: Washington, which also reached a tie between the
summertime out-of-home levels of '52 amd °53) the gains
between the two summers were just as good as the gains
between the two winters.  Average ’52.°53 winter gain.
about 0.3 percentage points.  Average '52-°53 summertime
gain: about 0.25 percentage points.

The percentage added to radio scts-in-use levels by the
vut-of-home audience varies sowmewhat according to the
geographical location of the market. tn cities like Minne-
apolis-St. Paul and Seattle, the ’53 summertime out-of-home
audience added some 17.8% and 15.7% respectively due
perhaps to cooler climates. But warm Southern cities, tike
Birmingham, don’t gain much more, due to an even, ycar-

‘round climate. The biggest gains appear to be made in

+July-Aug. 1953, except N.Y. in Aug. only. Dallas in June-July 1933,

cities ltke New York. Philadelphia. Chicago and Doston
where the winters are cold and summers are fairly hot,
driving millions to the beaches and outdoors.

ﬁiU‘FWQ"h A tHe

- SUMMER ‘52 AND ‘53

: 53 g
s ATLANTA 16.1 '; we 22,1
= BALTIMORE o 15.8 3.5 3.2 22.2
% BIREIEVGII.A_M - q;().l ?; 3.3 17 .1
- B?)STO/V : A__ 18.0 E 4.1 22.6
% CHICAGO . __. 17.8 _ 3.7 3.2 20.8
) C.'_IA—’\.'CINNAT_I .,___.___ 16.3 3.6 3.1 22.1
= I;A[jljis : __ 19.3 R 3.9 e 20.2
; DETROIT 177 3.8 ?:)— ..__1:';—
= LOS ANGELES' t_—l‘j() J.4 13 22.4
_ MINN.ST. PAUL. . 191 34 3.3 1_7.8
= VEW );RK cITY _ 179 :4 43 —24.6
= PHILADELF;f;A 143 3.8 7’37 ;('.6'
S SAN FRANCISCO . 20.1 4 13 219
= SEATTLE . . 204 32 31 157
= WASHINGTON, D. C. 18.1 3.()_ 3—(—) I.').—.‘)

**Not surveyed. NOTE: Figures in ¢ 1art above shuow percentage of

ROURCE Pulse, Inc,

Next chart appears page 60
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HOLI.ANI)BR BREAD ROMA Bulel(

» —NORTH AMERICAN AIRLLNES 7 ) n Jas

- el GENERAL M T DRLYONS
-- (,)‘TRS s PAPERMATE

merson DESOT(}
. Motorola Radio
n«m\mﬂm

Lanqendorf Dordens

| ’ Kaiser“ZgNITH
i ONE OF AMERICA’S S‘MP“‘" g snsion]]
GREAT INDEPENDENT STATIONS SIMON scctas o

f | |
‘iouncli reoso;ingt, s::-osonled'gg?%n;:n;:\(:l;'l:ljhitshiice of S:: Qe””iSOn:s. R?ouﬁpm :

‘of any Norther le independent, realistic rates that
chmbc de”':e ff etlyyhsgh Ft e to gsfoticlan\,N tfw tkp mEH[“HY Wb[feROC |
|idpd nt, dpl ndid me h ndis M "ﬂl \
together advertiser, distributo ailer an is ener. m

' "PHILC o} PI(UWIII

ANACIN MgV

Gary Garlund, Cammercial Manager




Analysis: During a typical mid-sunmmer day better thai

four out of 10 lomes have one or more persons listening
te- radio on an out-of-home basis, a Pulse study (see chart

below) of the New York area indicates. The summertine

figure of 4119 is noticeably higher than the comparable
November 1933 figure of 38.9% (only summer figures in
chart below).

Of this out-of-home audience better than half (55.5% )
represents an age category between 20 and +1 vears old.
thus doing away with any notions that the away-from-home
andience is composed of youngsters, teenagers and old-
sters. Nearly a third 131.3% ) of the out-of-home audience
i~ in the age group between 20 and 34 years.

The ratio between men and women dialing out-of-home
in the summertime i~ balanced almost 60-10 in favor of
nen. The actual figures: 59.1% for men; 40.9% for wom-
en. lu the winter. by comparison, the positions are almost
reversed. November figures show that 42.3% of the out-
of-home audience is male; 57.7% is female in New York.

Automobiles top the list of favorite places in which the
out-of-home air audience conducts its listening to summer-
time radio shows. No less than 61.87 of the away-from-
honte listeners mentioned autos as their primary location
of out-of-home dialing. The auto incidentally is equally
popular in winter as a mobile radio receiver. In November

The four-out-of-10 howes with out-of-home listening: who tunes? where?

AUGUST 1953

NO 0-0-H DID LISTEN

8-13 ..... . 145%.... 61%

1413 ... .. 716%... 120%
20-34 ... .. 232% ....31.3%
35-44 ... 14.5% ....24.3%
45-64 ... .. 299% ....22.2%

BY
AGE
GROUP

65 & OVER. .10.2% .... 41%

100.0% ...100.0%

MALE . . 42.3% . 59.1%

BY

SEX FEMALE ... .57.7% ... .40.9%

100.0% . ..100.0%

SOURCE : The Pulse. In¢ Figurcs are for 24 hour period in New York market.

Summer questions

5. How does out-of-home audience break down by qualitative factors?

55.6% of out-of-homne listening is done in cars, says Pulse.

Although other locations of out-of-home listening are
important (sce chart) the automobile is by far the most
popular.  This popularity has steadily increased in the
postwar ycars. Back in 1948 auto industry sources esti-
mated that some 507¢ of the cars on the roads were radio-
equipped. Two vears ago the fizure was calculated to be
over 60%. tPartial coufirmation of this iz found in the
1952 study by Dr. Forest L. Whan of the New England
area, in which 62% of the cars had radios.) Latest pre-
dictions by auto dealers and independent re<carchers say
some 7072 of U.S. autos will be radio-equipped by summer.

Independent stations have long been aware of the fact
that Americans take to their cars during the summer
months. particularly on weekends. Many of these inde-
pendent radio outlets beam special programs to car listen-
ers. Major networks are in the act too now.

Two years ago, the Broadcast Advertising Bureau spon-
sored a study of auto radio listening. and found that more
than a third of the cars on the jam-packed U.S. roads and
highways have their radios tuned in on Sunday afternoons.

Such figures as these should be taken into consideration
by admen planning summertime radio campaigns. The
gain in summertime out-of-home audience helps to balance
the drop-offs in radio as charted by Nielsen on page 54.

ATO..... 61.8% -
WORK .. .25.5%
VISTING . 141%
. 5\\::5 PORTABLES ...5.0%
RESTAURANTS .3.9%
RETAILSHOPS. 6.3%
SCHOOLS, ETC.. 1.0%
o | 17.6%
SPONSOI;




OAK HILL, w. va. covirs WHAT?1?

YES, SIR, YOU HEARD RIGHT!—OAK HILL'S WOAY
DELIVERS 102,200 DAYTIME FAMILIES!

STATION COVERAGE DETAIL BY NCS AREAS

e e ———— i S e

I | stare DAYTIME Lots of you radio advertisers may never have
[ No.of |=
4-Week Cum. Weekl A D . :
dlofomes | NESArea | countles = = e Y even heard of Oak Hill, but Oak Hill's
n Area County NCS Cire.] o * | NCSCirc.| °%* ]NCSCire.| %% ,
' WEST VIRGINIA WOAY actually is the second most-powerful
| 20370 FAYETTE 1 18490 | 90 { 120 | 8 | v01s0 | 49 S ST
| 182%0 A 5 wase | 8 Josoae | s & sred s station in West Virginia, and reaches 102,200
MONROE - " - . :
.‘ T daytime families, according to Nielsen!
66,940 KANAWHA 1 030 | s | zas0 | w0 §oaa0 | oo
| LEWS, 4 AL BRI L D R Also — we would like to point out that you
BRAXTON
E?f,fé‘,l”“ get this audience for a cozy $21.60 per
18,260 LOGAN ! 2780 t 15 | 1960 | 10y 100§ 05 quarter hour (26-time rate)! If you'd like to
19,440 MERCER | gooo | o ) eqs0 | 33 | 390 | 2
14.290 NICHOLAS 3 Na4so |80 | MoR0 |77} 6620 | 46 know more about us, including availabilities,
(LAY
WEBSTER | please write direct to Robert R. Thomas, Jr.,
23,930 RALEIGH 1 2020 | 84 | 19600 | e | 8540 | 35
‘ 12,290 ROANE 4 2,720 22 1,990 16 1,460 n hIanager, at:
; CALHOUN
h JACKSON
WIRT ‘
16,750 WYOMING 2 960 | 57 | se0 | s | 70 | 40 oy
| 800NE are
25030 wrmnL | 2 102,200 92.540 | 51320 ‘- o,

10,000 Watts AM

=%, of Radio Homes in Area OAK HILL, WEST VIRGINIA
20,000 Watts FM
o




“My ddeal Rep ™

says BETH BLACK of
HARRY B. COHEN

huows his stalions’

programs. 1o can (D quiekly
whether *Aunt Tilic's Note Book’
is @ kid show or a cooking sehool.

1t usually makes a differonee.””

JEPCO iinows

the diffcrence.

The rule of the
Pearson shop is—hknow
your stations

and know them well. i

You can count y.

on that.

=

"

John K. Pearson Companyg

rADIO  AND TELEVISION STATION REPRESENTATIVES

JEPCO knows how the wind blows

NEW YORK 'JtHICAGO * MINNEAPOLIS * DALLAS °* LOS ANGELES ¢ SAN FRANCISCO




y

- (LN LLE

Summer questions

Does tv viewing decline sharply during the summer months?

ANALYSIS: Throughout the morning and afternoon, 1y
it the U.S. holds upn almost as well in the sunnner as con.-
pared with winter. a comparison of A. C. Nicleen v data
for July and December 1953 indicates. Proof of this can be
seen in the hour-by-hour differences in tv sets-in-use levels

From 6:00 a.m. to around 5:00 p.m., the two curves are
never more than four or five points apart; the average is
2.6. After 5:00 p.n. the wintertime curve is decidedly
higher than the sumumertime curve until around 10:00
p.m., when they start to merge again. Reason: Daytime tv
is largely a year-round proposition with few shows taking
a hiatus. Daylime viewing, therefore. carries on at a good
tevel throughout the summer months due to audience loy-
alty. Nighttime tv is another matter. Most of the star-name
nighttime tv shows go off the air for the summer. following

an adhertising pattern remarkably <imilar to that practiced
in pre-war mighttinee radio. A< a result, with fewer top-
bracket shows to wateh, mghtthme tv viewing in the <an

mer takes a dip. Ratings of individnal nighttime <hows
that do stay on, however, show that viewers are there in
abundance at night during the sunnner months,

Admen will note that late-might (after 10:00 pan.) view
tng in summer and winter are fairly ¢lose. Here again the
question is one of year-round programing ve. hiatus shows,
Late-night programs (news. weather. sports. movies) sel-
domr show much change between <ummer and winter:
therefore the drop-ofl in summertime audience is much less
al 11:00 p.m.. when it is down by jus<t one point, than it is
al 8:00 pan., when the summertime level is a full 28.3
potnts below winter. e
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l.
WCAU Philadelphia, Pa
WXYZ Detroit, Michigal| ff
WCPO Cincinnati, Ohio| f
KDKA  Pittsburgh, Pa.
WNAC Boston, Mass.
WGY  Schenectady, N.
KPRC  Houston, Texas
WMIE Miami, Fla.

KOOL Pheenix, Ariz.
WXLW Indianapolis, In
WFLA  Tampa, Fla.

KTUC  Tucson, Ariz.

WILS  Lonsing, Mich.
WKNX Saginaw, Mich.
WELL  Battle Creek, M
WVLK Lexington, Ky.
WDWS Champaign, lll.
WBBC  Flint, Mich,

ENCH:
MEMO T0 AG ’
AND ADVERTISEI "

RED’S A RIOT
. . os the
“MEAN WIDDLE KID.”

...Red keeps fons in on
vproar . . . Sponsars say

“I DOOD IT.”




It's crazy, man, crazy.
Everybody wants the
sales-happiest show
on radio. Stations,
sponsors, agencies in
market after market

IESE STATIONS (AND MANY MORE) HAVE are scrambling to
E RIGHTS TO, AND ARE NOW OFFERING .pmy sign vp.

’
WNOW York, Pa. WDOV Dover, Del. z,vs ROI.HCKIN', R‘D'o uuG
WCOS Columbia, S. C. KVSA  McGehee, Ark. "'FEST'

W(BA Corning, N. Y. KPQ Wenatchee, Wash. \\ R

WCYB Bristol, Va. KSUN Bisbee, Ariz.
KX0 El Centro, Calif. KUBA  Yuba City, Calif.
KOLD.  Yuma, Arizona WBAT Marion, Ind.
WBRW Welch, W. Va. WNIX  Springfield, Vt.

I KXxiC lowa City, lowa WLBH Mattoon, IlI.

! WCS  Amsterdam, N. Y. KGAR Garden City, Kan.
KROS Clinton, lowa WRFS Alexander City, Ala.
WAGM Presque Isle, Me. KSWO Lawton, Okla.
KBBA Benton, Ark. KCAP  Helena, Mont.
WARE Ware, Mass. KOJM  Havre, Mont.
WOAY Oak Hill, W. Va. KVBC  Farmington, N. M.
WVOW Logan, W. Va. KGAK  Gallup, N. M.

WMTE Manistee, Mich. KVOC Casper, Wyo. | 2 :
WALM Albion, Mich. WBPZ Lock Haven, Pa. 60 zany
Y 4

WBEV Beaver Dam, Wis. WLFH Little Falls, N. Y. h"qr' h
' I0US hql

zingy,
f-hours:

#OT AVAILABILITIES ARE BEING GRABBED UP FAST!

IET IN TOUCH WITH YOUR LOCAL STATION AND ‘ MA MA
§ET IN ON THE PROFITABLE SKELTON ACT! gl R Y,
i STILL BE AVAILABLE!

Better say ‘'l dood it"’

by wire or phone today.
Tomorrow may be too late.. . .
so hurry, hurry, hurry!

| | HIS ANTICS ARE *,
originol ¢huckle-heod : FRANT'C i

i{ KADIDDLEHOPPER 000 G
d’s homespun humor CAULIFLOWER McPUGG

super hilarious. | punchy Champ who leads
with his head.
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Want to talk to the lady of the house while she’s
preparing the evening meal? Want to get the ear
of her husband while he’s driving his car?

Then let Hal Morgan tell your food, beverage,
drug or automotive story on “Morgan’s Matinee”’

—the sixty-minute show with double-barreled

appeal for homemakers and motorists alike.

From 4:30 to 5:30 each weekday afternoon,
Hal Morgan serves up a blend of good music, news,
weather, time and road conditions . . . preferred
fare for the man driving home from work, and

for the homemaker in the kitchen.

While Morgan is on the air, Greater Cleveland
traffic is at its peak. Over a quarter-million motor-
ists are on the move—90% with car radios!
During this same period, radios are tuned to
Hal Morgan by busy homemakers.

He reaches customers in kitchen and car

Reach customers in a mood to buy—on
“Morgan’s Matinee’! Participations and quarter-
hour segments available. Check your nearest
Christal office today.

:THE STA»TIO’hrl Wlﬂ;
4% MILLION FRIENDS
IN NORTHERN OHIO

CBS—Clevelond—50,000 Watts
The Peoples Broadcasting Corp.
Represented by The Henry . Christal Co., New York
In Conada by Radia Time Sales, Ltd., Toronto

SPONSOR
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Sununer guestions

What proof is there that going off the air in summer hurts sales?

ANALYSIS: The relative difference in actual product
sales helween the advertiser whose tv activity continues
through the summer and the advertiser who isn’t on ty
averages—Ifor a list of 52 packaged products covering most
types of v-sold goods—no less than 28.19.

Thus the penalty for dropping out of air advertising in

Summer TV sales results: all 52 brands studied

% buying in past month

Difference

Program viewers 14.6%

Relative difference . . . .. 28.1%

D D D o

Summer TVsales results: 21 “new’ brands

% buying in past month

11.5%

Pregram viewers

3.3%

Matched non-viewers

Difference

Relative difference . . .. . 40.2%

.................. D e D s D D L I

the summer is a loss of customers, since customer turnover
can range between 3670 and 899 in a threcamonth period.

This conclusion, and charts below, are from NBC TV s
reeent study, “Snnnner Television Advertising,” for which
feld work was done by W. R. Simmons and Assoc, during
Jan.-Aug. 1951, Same principle applies to radio,  * * *

By carefully matching groups of viewers
and non-viewers, virtually identical ex-
cept for exposure to summertime tv sell-
ing for various brands, NBC TV learned
the following:

I. For a total of 52 brands 14.6% of
the program viewers purchased the aver-
age brand.

2. Only 11.4%, of the matched non-
viewers bought the brand in a four-week
period.

3. Summer tv advertising resulted in
a sales bonus of 3.2 buyers per 100 view-
ers. The relative difference between
brand purchases of program viewers and
non-viewers is 28.1%,.

In the same study NBC learned that
11.5%, of program viewers bought "new”
tv brands during the summer—brands
that had begun tv advertising campaigns
after May 1951. A matched sample of
non-viewers showed a buying figure of
only 8.2%. The actual difference be-
tween the two groups was 3.3 percentage
points. But the relative difference was a
sizable 40.2%,. Stated NBC TV: "Once
again we are impressed with the fact
not simply that television works in the
summer, but that it works so swiftly.”
One brand produced a difference of
289, in two months.

B

Summer TV sales results: 31 “stay-on’ brands

% buying in last month

Program viewers . . . . .

16.8%

3.2%

Difference

tlatched non-viewers . .

Relative difference . . . ... 23.5%

8 MARCH 1954

During the summer of 195t 31 brands
stayed on tv with no hiatus. All of them,
according to NBC TV, showed increased
sales among program viewers as com-
pared to matched groups of non-viewers.
For all of the 31 brands 16.8% of the
program viewers bought the product dur-
ing the course of a month prior to the
study. Among non-viewers the figure was
13.6%,. Relative difference: 23.5%. And
stay-on brands increased their sales leads
among tv owners (vs. non-owners) from
the wintertime level of 209, to a sum-
mertime level of 379, improving com-

petitive rank as well as volume.
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4 Programs issucd since November 1953, For complete list see 25 January 1954 issue. Next chart will appear 5 April
s % i In
Show name Syndicator Producer | Length | Price Range! No. in series ‘ Show name Syndicator Producer Length Price Range! No. ing
_ - -
ADVENTURE = EDUCATIONAL
L B . _ & — - - - — ———— ———
Seeret File, Omelal Flims Arthur Orelfuss 30 min. 26 Find a Hobby Natl. Telefitm Houston Cotor 15 minm. a
U.S.A. Fi!m Lab
okn Kleran's ABC TY Fllm Intl. Telcfi'm t5 min. 194
Kaleldescope Prod.
CHILDREN'S 4
I o o - MUSIC [
Bobo the Hobo Natl. Tetefilm Fantasy Features 5 min. 26 % I !
dunicq Science MPTY dvafge ISclenee, 15 mia. 89 Musie trom the Natl. Telefitm Etcrnal Films 15 min, 1}
LB Masters 1
Steepy Joes Kling Studlos Kling Studlos 30 min. i3 l'
Superma; tl. Tetefit 16 1
[ n Na etefitm Natl. Comles tt min. NEWS
The Birth of the Foundation Telorama Prod. 15 min. on request 13
Sandman? Flims 8
rew Pearson's MPTv Charles Curran 15 min. 28
Time for Beany  Consolldated Tv Bob Clampett 30 mia unlimited Wa hington
Sales Merry-Go-Round
Fulton Lewls Jr.3  United Tv Pro- Un'ted Tv Pro- 12 min. w
grams grams
COMEDY L o 3
) QuIZ ‘
Oufty’s Tavern MPTy Hal Roach Jr. 30 min. k] ISR ]
Father Knows Bestd Screen Gems Cavatler 30 min. 26 . |
Pantomime Quiz Natl. Telefilm Dontevy Prod. 30. min. 111
My Hero Offielal Films Ed Beloln 30 min. 39
Sands of Tlime Natl. Telefilm Transco Tv 15 min. 26 |
iz-Qulz Natl. Telefitm Videopix 5 min. 260
DOCUMENTARY 7
) RELICIOUS
Health & Happl- Tv Exploitation  Jack Sehwartz 4 min. 104 — S — S — - B
ness = ayman's Call Natl. Telefilm Transto Tv 5 min. 52
MD Tv Exploitation  Natl. Video 5 min. 130 WA
Co. Prod. .
Man's Heritage Natl. Telefilm Ely Landav 10 min. 13
DRAMA, MYSTERY SPORTS
Capsule Mysterles Charles Michel- Charles Miehel- 5 min. 39 Bl Corum Natl. Tetefilm Ely Landau t5 min.
son son Sports Show
Colonel Mareh Offielal Films Panda Produe- 26%2 min. on request 26 = T.e Reteree Kling K:ling 30 min.
tions
Oamon Runyon Screen Gems Sereen Gems 30 min. v Baseball Natl. Tetefilm James Harris 15 min.
Theatret 26 Hatl of Fame
Ellery Queen TPA Norvin Prod. 30 min. 52 Vitaplx Champlon- Vitapix Corp. Val. 1. Lind- 60 min.
ship Wrestling berg 30 min.
James Mason Natl. Tetefilm Porttand Prod. IS min. 26 =
Show a_
Janet Oean. Regls- MPTy Cornwatl Prod. 30 min. 39 = VARIETY
tered Nurse
Mr. 0.A.7 Ziv Ty Philllps H. Lord 30 min. 39 Eva Gabor Natl. Telefilm Ely La-dau t5 min.
Show
Paragon Playhouset NBC TV Flim Sound Masters 30 mia. 39
Racket Squad ABC Flim Hal Roach Jr. 30 min. 98 i
Syndlcation WESTERN
The Passerby Natl. Tetefilm Ely Landau 15 min. 2 T )
Annte Oakley? CBS TV Fliim Annle Oakley 30 min.
The Playhouses ABC Flim Meridian Corp. 30 min. 26 Prod.
Syndleatien
Your Star Showeass TPA Varlous 30 min. on reauest 52 Th;h:’\:m McCoy MPTY MPTyv i5 min,

IWhere price range is not given, it has not yet beon fixed, or syndicator prefers to give price only on request. Canada Dry is sponsoring this film in 80
markets semi-monthly, Scparate series is available for local sponsors in these same markets on alternate weoks JAvailable in color. ‘Available in June. Run

originally under another title, now being re-relcased. *Available carly in Apnl. *Carter Products has 20 markets, Samsonite Luggage has 35 markets. Rest avail-
able for local sponsors. SPONSOR invites all tv film syndicators to send information on new films.
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Stop!

uf IT OFF!

We're Overloaded !

Just three one-minute spots on WSM-TV supplied
enough sales leads to last for weeks to come !

Here's the story chronologically

hen have its salesmen follow-up by visiting
stores in towns from which requests came.

3 5 () O / To get So-Ten Meat Tenderizer into new

i ! AN /markets, the So-Ten Company of Memphis

J‘f”} decided to invite people to write in for

% £ 12 i free samples, fill such requests promptly,
’a - t

8 MARCH 1954

The company, through its advertising agency Getz
Crenshaw of Memphis, decided further to make its
free sample offer in one-minute spot announcements
on Phila Rawlings’ “Kitchen Kollege' program. After
just three airings, they had to call a temporary halt
because ‘‘our salesmen can’t keep up . . . requests
have come from 80 towns so far!”

If your sales force can use a mid-flight refueling,
remember that WSM-TV has been airborne longest in the

i

1

‘ Nashville and Middle Tennessee market — and has the gear
Y

to garner loads of leads. Contact Irving Waugh or
any Petry Man for details !

WSM-TV <o
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4 ways you can use this
valuable SPONSOR feature

In every issue of sroxsor vou will find the handy,
up-to-date listing of new tv station grants whicl appears
below. Iere's how this compilation can help you.

1. You can plan campaigns far in advance by check-

D

In

CONING TV §T47

ing on-air target dates given in chart.

2. Names of permitee. manager and rep for each
nen c.p. and station make it easy to get additional data.

3. List of all stations newly on air with commercial
programing during two weeks preceding issue is handy
reference list to update timebuyers.

4. Box score at bottom of page is succinct summary
of t’s status. Includes total number of U.S. stations,

I. New coustruction permits

CALL

CHANNEL
CITY & STATE LETTERS NO. | GRANT |

DATE OF ON-AIR
G

| POWER (Kwier | ST
1
| visuat | AURAL| O

t jPERMITEE & MANAGER

CAROLINA BEACH, N.C. 31 17 Feb.

CHARLESTON, W. VA, WCHS-TV 8 11 Feb.

CHICAGO, ILL. WOPA-TV 10 Feb.

CLARKSBURG, W. VA, WBLK-TVY 12 17 Feb. 1 Sept.

EL CENTRO, CAL. 16 10 Feb.

ELYRIA, OHIO WEOL-TY 313 12 Feb.

MODESTO, CAL. KTRB-TY 14 17 Feb.

STOCKTON, CAL. e 13 12 Feb. 1 June

10
19

WOSA-TV
WEAT-TV

16
12

Feb.
Feb.

WAUSAU, WIS. 1 July

WEST PALM BEACH,
FLA.

Wlilming*on Tv Corp.
0. C. Tucker, pres.
G'enn M Turker, v p
Milton Hammrr, s~c.
A L. Wheeler, treas.

Tlerney Co.
Lewts C, Tlerney, pres..

treas.

John T. Gelder, v.p.-gen.
mar

George Kallam, sec.

WOPA.TV

Eqmont Sonderling, pres.
Richard Goedman. v.p.
Ma:on Loundy. sec.

Oh'o Valley Bestg. Corp.

(News Pub. Co., Wheel-
Inq, W. Va))

Austin V. Wood, pres.

George H. Ctinton. v.o.

Louis Ccmmitte, sec.-
treas.

Carl Loose. gen. mgr.

Valley Empire Telecasters
william B. Ross (part
rer 2nd Falf-owner)
W. G. Ross (partner and

half-owner)

Elyria-Lora'n Bestg.
Roy W. Ammel. pres.
0. 0. Themas. v.p.
R. J. Finch. treas,
Loren M. Berry
Alex Buchan, gen. mgr

KTRB Bcstg. Co.
willlzm H Bates Jr..
pres.-treas -gen.  mgr.
1. W. Flscalini, v.p.
Margle W. Clecary, see.

Radio O‘ahlo. In2.¢

H. L. Hoffman. pres.

Orrin H. Brown. v.p.

J. A, McCullough, v.p.

W, W. Eltel. v.p.

Alvin E. 0'Korskl (sole
osner)

WEAT-TV. Inc.

Jamcs R. Meacham.
pres.-gen. mgr.

Jamrs W McGaughney.

6 3 0

Branham

316 200 1

204 110 4 1,810 vhf Forjoe

Branham

NFA

22 12 0 NFA

96 52 0 NFA Co, Walker

Grant.

20 1 0 NFA

144 72 1 NFA

Rambeau

12 0
27 1

NFA

21 uhf Walker

50

v.p.
E. H. Cochrane. v.p.

I1.

New statious on air*

POWER (KWw)®* | ]

SETS IN
KET

ON-AIR
DATE VISUAL

CALL |CHANNEL|
CITY & STATE LETTERS NO.

— l NET
AURAL | AFFILIATION ON

'
STNS. | MARKETt |PERMITEE & MANAGER REP
Atk | M4BT |

AUGUSTA, GA. WRDW-TV 12 14 Feb.» 102

100
60

XDAL-TY 3
WTOC-TV 11

1 March
14 Feb.

DULUTH, MINN.b
SAYANNAH, GA.

2 15 March 5
1 March 100

WKAQ-TV
WDSM-TVY 6

SAN JUAN, P. R
SUPERIOR, WIS.T

Headley-
Reed

Radio Augesta, Inc.
Grover C. Maxueli. pres.
W. R. Rirgson. gen. mgr.
Red River Bcstg. Co
Dalton LaMasurler. pres.
Savarnah Bes'g. Co.
William T. Knight.

51 CBS 2 71 vhe

Avery-
Knode|

Katz

36 vht
NFA

NBC 3
ABC, CBS 1

50
30

pres.-gen. mar.
F. S. Knlght. v.p.
El Mundo Bestg. Corp.
Angel Ramos. pres.
WDSM Te'evision Co.
R. B. Ridder, pres.
W B Fryberger, v.p.

Inter- Amerl-
can

Free &

Peters

3 CBS
50 CBS

-

NFA
36 vhf

w

| BOX SCORE -

Total U.S. stations on air, No. of post-freeze c.p.’s grant. No. tv homes in U.S. (1
incd. tonolulu and Alaska (28 ed (excluding 28 educational Jan. '5%) 27.300.000%
Feb. 54) 367 grants Feb. '51 als Percent of all U.S. homes
No. of markets covered 226 No. of grantees on air 254 with tv sets (1 Jan. ’51) G0°,S§

*loth new c.p’s and statlons golng on the alr listed here are those which occurred between
e

0

tadlo he ne

tv operation Slinte at presst me It Is generally too early to confirm tv representations of most
srantees, SPONSOR Iists the reps of the radio statlons In this column (when a radio statlon has
been given the tv graot) NFA: No figures avsiladble at presstime on sets in market
1Channel [« assigned to Wilmingter, N € 2Rtation WOPA (ain) | lmated in Oak Park, 1§
r SRit Ke I Calif
PONS on 1 e Ir 13 1
\




- — e

There’s no Puzzle about a

SUPE

SIGNAL

100 XW

DEPENDABLE DUAL
ANTENNA AND
AUTOMATIC

STANDBY
GENERATOR

ANTENNA neeul

A dm TZT
B 20 .

SUPER

SIGNAL

FREE & PETERS, INC.
National Representatives

8 MARCH 1954

WER
MAXIMUM LEGAL PO {GCAL PROGRAMS

Lol

1OP RATED NBC AND

® RIGHT TRANSMITTER SITE.
KRON-TV's site provides "‘area-wide'' coverage certainty.

® ANTENNA HEIGHT. KRON-TV's, highest in San Francisco
at 1441 feet, “‘sees further.”

® MAXIMUM LEGAL POWER. KRON-TV's 100,000 Watts has
blanketed Northern California since February, 1953.

e TOP RATED NBC and Local Programs.
KRON-TV leads consistently.

® GREATEST DEPENDABILITY.

KRON-TV's double antenna system and automatic
standby generator minimize ‘‘discrepancies.”

® SELLING POWER. Fit these pieces together and you have
KRON-TV's Super Signal—the solution of your sales problem

SAN FRANCISCO

F




WHO SUBSCRIBES T0 SPONS

IT HAS been proven that a handful of advertising agencies place
about 909 of the national spot radio and tv billing. |

But within this handful of agencies (generally numbered at
20) are hundreds of important timebuyers, account men, and other
key executives who make the individual decisions vital to vou.

Several vears back SPONSOR checked and discovered that it

averaged 10% paid subscribers at these leader agencies.

In 1954 we have just completed a similar analysis of SPONSOR
subscribers at top advertising agencies—but with a difference. The
difference: included are (1) the top 33 ad agencies in radio and tv
billing, (2) the names of individual subscribers at each agency.

Today SPONSOR averages 17 paid subscribers among the top
20 agencies; 13%5 among the top 33. Even more important, you'll
find virtually every decision-maker (for vour station) included®

The 33 advertising agencies are: Aver, Bates, BBDO, Benton
& Bowles, Biow, Burnett, Campbell-Ewald, Cecil & Presbrey, Comp-
ton, Cunningham & Walsh, D-F-§S, D’Arcv, DCS&S, Erwin Wasey,
Estv, Foote, Cone & Belding, Fuller & Smith & Ross, K&E, Kudner,

%Play this fascinating game. Jot down 10 names

of the most important (to you) ad agency

decision makers. Then check the SPONSOR list. If you

tind more than 2 names missing SPONSOR will pay you $10.




43 TOP-BILLING ADVERTISING AGENCIES?

-

Lennen & Newell, Maxon, McCann-Erickson, MacManus, John &
Adams, NL&B, Ruthrauff & Ryan, Sherman & Marquette, SSCB,
JWT, Wade, Warwick & Legler, Ward Wheelock, Weintraub, Y&R.

SPONSOR — the use magazine — stands alone in the field it
serves. It 1s the one and only magazine 1009% devoted to radio and
tv while pin-pointed at key agency and advertiser readers. 7 out
of every 10 copies of SPONSOR go to the men who foot the bills.

Every magazine has a story to tell. But only one magazine can
top vour trade-paper list. Consider these facts. SPONSOR 1s (1)
exclusively devoted to air-advertising, (2) exclusively edited for
key agency and advertiser readers, (3) the accepted magazine that
agencies and advertisers use, (4) the magazine of minimum waste
circulation, (5) read not only by timebuyers, but also by account
executives, agency principals, ad managers, and company heads,
(6) number one in paid circulation among radio and tv buyers.

If the foregoing interests vou with respect to vour 1934 trade-
paper planning, please write and ask for a full look at SPONSOR’s

subscribers at the 33 leading advertising agencies.

s P 0 N s 0 R the magazine that rodio and tv advertisers use

| ool Ee— L e e ————




In the
\__, Nation's

Jist
~ Retail
Market

ALBANY
SCHENECTADY

TROY

New York State's
Billion Dollar Market

'WTRI CAPTURES
THE AUDIENCE!

PROGRAMMING

Star studded line-up of top
rated CBS network shows!

POWER

Highest powered UHF station in
area with 368 kw at the maximuml

COVERAGE

Direct Line-of-Sight
from tower to entire area.

contact

See Your
HEADLEY-REED Man

for Prime Availabilities

74

lm motes
and trends

"

Mystery, variety filins hottest
propevties. ABC affiliates say

Kearney, wuational sales manager,
A8t Film Syndication

Ly Don L.

George  Shupert
(v. p. in charge.
ABC Film Sy ndi-

catton) and | ve-

cently  returned
from a swing

around the coun-
try which includ-
ed meetings with
the ABC TV afhl-
tates and other
station executives
in six major cities outside New York.
We carried with us some question-
narres which we hoped would give the
station nren anonynious opportunity
to tell us their real needs in syndicated
film programing and to get off their
chests what was bothering them about
film. We know their opinions will be
valuable to us in future planning-
and it will probably be of general in-
terest to advertisers and their agencies.
At this writing something over 80 sta-
tions have responded.

Mr. Kearney

Station men reported that. in the
past. the easiest tv film programs to sell
were nnystery and variety shows but
predicted that the programs with the
greatest sales potential this year will
probably be situation comedy, adult
Western and espionage series.

I response to a question about what
type of syndicated news program could

be sold locally, 60% of the station
men replied “none.” The remaining
favored mnews interviews over
panels.

A question about new programs
which would have the greatest juvenile
appeal and would be most success{ul
for sales and rating purposes, evoked
a number of votes for science-fiction
and Westerns.

Of special interest to us was the
response lo (uestions concerning re-
Some 75% of the stations are
rerunning between one and five pro-
gram series; 9% are repeating between
five and 10 shows. Only 16% are not
using any repeats at present and of
this group only a few indicated any
particular reason.

Queried as to the volume of filin pro-
graming, about half of the stations re-
plied that they will use more film in
1954 than they used in 1953, about a
quarter of them will use the same
amount, the remaining plan to use
slightly less.

We wound up our survey with a
question which we knew would stimu-
late interesting comments: “What are
your chiel complaints against film dis-
tributors?” The answers varied to a
great degree. Here are somc of the
typical ones: “Goofing in scheduling
and shipping. No promnotion material.”
“Cost discrcpancies and variance.”
“Difficult to measure quality against
cost to sponsor.”” “Not giving coms-
missions to agencies.” “Will not per-
mit stocking of prints.” “No price
stabilization.”

Station management generally un-
derstands the great audience and sales
rewards pertaining to reruns, but they
still have some trouble selling the re-
run philosophy to local sponsors. The
new rerun study ABC Film Syndication
has released. “Lightning Strikes Twice,”
met with high praise from station sales
managers. RS

news

runs.

PRSIV BEHHYE L il 23

Highlights of ABC survey of statious on film*

I, Mystories. variety programs are hottest film fare now.
But situation comedies. Westerns, spy series have

grautest potential for "S54, stations predact.

2. Nowe T5% of stations are rerunning between one and

five program series: 9% are rcpeating five-10 shows.
3. Neicnce-fiction, Westerns have greatest juvenile appeal.

I. Nowe S0 crpeeted Lo use more film this year than last.

3. Clhicf gripes against distributors: Lack of price stabiliza-

on; fourr promotion aies : Little salcs assistance.

SPONSOR

||l¥




1
)/ FIRST CHOICE

with Sponsor and Station...

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

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

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

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

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

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

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

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

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

East Coast Division West Coast Division
342 Modison Avenue 6706 Santa Monica Blivd.
New York 17, N. Y. Hollywood 38, California

Midwesf Division
137 North Wobash Avenue
Chicago 2, lllinois

—
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FRESH FRUIT

PERFUME

SPONSOR: Trexler Farms
CAPSULE CASE MISTORY:  This sponsor uses a five-
minute participation program six days u week at a cost
of 833. Here’s what he thinks of radio: “We have found
that with radio we can tell our story over and over again,
a dozen times a day if necessary, with far hetter results
than any other means of advertising . . . With radio von
can add power of the spoken word the conviction,
You're
o We

. as oar .su[(’s ,I(IL'(' III(‘I'('(IS('(,

AGENCY: Direct

warmth and persnastveness of the human voiee.

bound to get results and rvesulls we are getting .
are more than pleased . .
tremendously over last year's sales for the same days .

*

WAER, Allentown, Pa. PROGR AN : Muosieal Kings & Queens

T

S TR

CREAMERY

& |

Jresults

SPONSOR: Federal Home Products Corp. AGENCY: Direct

(Famous Brand DPerfumes)

CAPSULE CASE THSTORY': This sponsor is a mail or-
der house which offered KYIW histeners Famous Brand
Perfumes for $1.00. plus a 25¢ postage and handling
charge. Describing the results of the offer, Allen C. Kaye- §
Vartin, president of Federal llome Products, said, “Our 1
. offer is approxi-
mately 40¢. You wilf be happy to know that . . . several
thousands of orders during the past tco weeks on KYW

. cost just under 11¢ each . . . Needless to say, with
results e these . . . we'll be on KYW until women no
longer want to Le Leautiful!” |

mavimum allowable cost on our . .

KYW, Philadelphia PROGRAM: Aunnouncemenis

-

ELECTRIC TRAINS .t

SPONSOR: Aliles Hardware, Lid, AGENCY s Direct

CAPSULE CASE HISTORY:  Shortly before last Christ-
mas this company bought ﬁv(’ one-minule announcements
on CIIUE at 9:55 a.m. to sell Lionel trains. The station
taped the actual train whistle of a Lionel train and used
it as an introduction and sign-off for the spot announce-
ments. After the five announcements—chich cost a total
of §20—nearly 81,000 worth of Lionel electric trains §
were sold.

CIIUB, Nanaimo, B. C. PROGRAM: Bing Sings

PHARMACY )

SPONSOR: Northwestern Creamery AGENCY : Direct
CAPSULE CASE HISTORY:  For many years this cream-
ery advertised on CJVI using institutional programs
mainly. Then on the advice of the station it switched to
jingle-type one-minute announcements—one selling gen-
eral milk quality and speed of delivery. the other empha-
sizing a changing ice cream “feature flavor.”” “Results
were [elt immediately,” the station reports. “with the
creamery getting an increase in traffic on both lines ad-
vertised, and much favorable comment from retail outlets
and dealers.” Campaign was renewed recently for six
months. Cost is $1.50 per announcement-—or $9.00 a day.

CJV1, Victoria, B. C. PROGRAM: Announcements

SPONSOR: South Central Pharmacy

CAPSULE CASE IUSTORY:  “We thought Serenata Noc-
turnal was a very good idea [rom the beginning since it |
provides the only Spanish-speaking program on the radio I
in the evening. We are now convinced it was a good idea,
because of the sales results we have felt . ..” So Thomas
Moss, owner of a pharmacy, described his results on
KRIZ. “To be specific,” Moss continued, “we have more ‘
than doubled floor traffic here . . . and attribute the entire
increase of more than 100% . . . to the advertising on the
programn . ..” The pharmacy uses one participation each
night, at a cost of 82.25 per announcement.

AGEXNCY: Direct l

KRIZ, PPhoenix PROGRAM: Serenata Nocturnal

SHOE STORE

- e g!_id‘\

f

AUTOMOBILES

SPONSOR: The Florsheim Shoe Shop AGENCY : birect

CAPSULE CASE WISTORY:  During its sale month the
Omaha Florsheim Shoe Shop used only 15 announcements
on WOW to advertise the event. No other advertising was
used. When the last day of the sale arrived there was
standing room only in the store. The store’s manager
said: “l doubt i we ever bought any advertising that
proved more resultful or productive.” Some indication of
the sale’s success. he said, can be had from the fact that
“the elerks had trouble waiting on so many customers.”
The WOW announcements cost $150.

WOW,. Omaha PROGRAM: Aunouncements

— - T
SPONSOR: Erdelac Sales & Service Co. AGENCY: Direet

CAPSULE CASE HISTORY:  This automobile dealer de-
cided to introduce his new line of 1953 Studebaker cars
via a two-day progran schedule. The interview-type

programs originated from the dealer’s showrooms and

were conducted by Tom Arinstrong, WGAR personality.
No other advertising was used by the dealer. who reported
that as a result of the programs 28 new automobiles were

sold. The programs. [eaturing recorded music and com-
mentary by Armstrong (WGAR's automotive editor),
cost a total of abour $1.000,

WGAR Cleveland PROGRAM: Special events



Uses

-

newscasts as rifle

for specific
sponsor targets

Dick Harris, commercial manager of KXEO of Mexico, Mo., has
long been acquainted with the value of Associated Press newscasts
for attracting general audiences. More recently, he learned that AP
news is a weapon for marksmen, too . . . to shoot at, and hit, spe-
cific sponsor targets.

A local LP gas dealer wanted to enlarge his market to include
truckers. A survey showed that the cattle truckers usually load stock
for the next day’s market between 3 and 5 p.m. With the compre-
hensive range of newscasts provided by AP, it was no trouble at all
to line up a program of special interest to the cattlemen at that time.
It includes weather and highway conditions for four states, grain
reports and a capsule presentation of top general news. After only
four weeks, the sponsor expressed complete satisfaction.

Success has stimulated Harris to apply the same technique for other
prospective sponsors. “AP’s wide program range” he says, “gives
us a flexibility to meet almost any sponsor requirement. That means
we can talk about how useful we can be to him — instead of merely
resorting to vague generalizations.”

If your station is not yet using Associated | Manager Harris also has this to say:
Press service, your AP Field Represen-
tative can give you complete tnformation.
* Or write—

““I find one recurrent factor in selling AP
newscasts—the sponsor doesn’t quibble
about whether it's ‘good enough.’ He
knows AP, knows AP is top-quality,
and has confidence that his prospective
customers feel the same way.’’

% Those who know famous brands . . .
}f know the most famous brand in news is /P




- SPONSOR Asks...

What are tips on promotion. copy, merchandising

devices (o tie in with swommer for air advertisers

THE PICKED PANEL ANSWERS

In the summer-
time, our No-Cal
advertising cam-
paign takes on
three new as-
pects:

1. More radio
and tv programs
are added to our
air schedule. Lasxt
summer for ex-
ample. several

Mr. Kirsch

new radio and tv personalitics were
u<ed to help exploit No-Cal. increasing
to 11 the number of programs on the
air which we sponzored.

2. There’s an entirely unew copy
theme. During the winter, we pro-
mote the fact that when you drink

No-Cal. “Nothing goes to wai<t.” Dur-
ing the winter we also play up the
sugar-free, calory-free advantages of
the beverage. In the summer, however,
the appeal is two-fold. We contirue
to promote No-Cal as the perfect drink
for the girth-conscious, but we add the
appeal of No-Cal as a grand thirst-
quencher. In fact, the thirst—quench-
ing theme actually is dominant in th>
summertine.

3. Newspaper. magazine and trade
advertising. as well as sales promotion
(or point-of-purchase) advertising. is
increased considerably during the sum-
mer months.  During sommer 1953
more newspapers were added to our
schedule. several inagazines were add-
cd. and our campaign in the heverage
indu-try trade papers was stepped up
by our use of full pages ivstead of half
pages.

lLast summer. to tie in all our various
advertising media. we selecte b a Miss
No-Cal. =he was Midge Ware. one of
the feature plavers of The Fifth Sea-
son, now on Broadway. and she was<

78

the nucleus for all kinds of sales pro-

motion or point-of-purcha<e displays.
Incidentally, No-Cal’s promotion in-
cluded window displays, metal stands
to hotd No-Cal, counter displays, cut
outs. metal key plates, metal signs,
hottle holders and other material. The
possibility of selecting a new Miss No-
Cal for 195t for exploitation during
the summer months i~ being consid-
ered.

Mogkis Kirscn

President

KNirsch Beverages, Inc. ( No-Cal)

Vew York

Among the ac-
counts at our
agency which use
~ummniertime  ra-
dio and television
are three com-
panies which are
particularly  in-
teresting.  They
each use the me-
dium for a dif-
ferent reason and
in a different way from the others.

The first iz Sweet Orr Co.. manu-
facturers of men’s work clothes. This
company iz on the air year-round.
The eompany buvs participation an-
nouncements on WOR. New York. dur-
ing the 6:30 to 7:15 a.m. portion of
fohn Gambling. During the summer
the copy changes as: the weather
changes. and the companyv’s hight-
weight <hirts, pant= and jackets are
plogged.

The second is the

&
™

Nir. Ralner

De Jur-Anicco
Corp.. which specializes in motion pic-
ture cameras and equipment. Like
Sweet Orr. De Jur iz a vear-round air
advertiser.  The height of the sea<on
for De Jur is summertime. when peo-
ple naturally take mare pictures. The
compamy slarted with Rain or Shine

a forum on questions of curreut iuterest

to air advertisers aud their ageucies

;

with Carol Reed, a Saturday evening
weather program (it’s just signed
another contract, on WCBS-TV, New
York'). In addition. it hought Tex &
Jinx on WNBC last October. and will
stay on this program — Fridays at
8:30 a.m.—through the summer.
During the winter, De Jur tells movie
makers about taking pictures indoors.

Come summer, film clips of beach
scenes, vacation picnies and other sub-
jeets are shown with the commercials
to show viewers the fun they can have
with a camera. A Saturday night
commercial, for example, might talk
about the pictures viewers could take
the next dav when out on a drive.

Here’s the audio portion of a typical
De Jur sumniertime tv commercial:

I wish | had a nickel for every per-
son who took movies last weekend with
a De Jur movie camera. You see this
particular model everywhere—beaches
parks, all around town. It's the won-
derful De Jur Ciiation 8 millimeter
camera—the easiest camera in the
world to use, 1i's foolproof. Even a
child can take perfect pictures. All you
do is push this Lutton. You shoot in
color or Llack and white outdoors or
indoors—rain or shine. . .

The third advertiser has a problem
exactly the opposite from De Jur. In-
stead of the bhulk of its sales being in
the summer. its best season iz winter.
Yet the Lafayette Radio—which uses
radio to sell hi-fi equipment—keeps the
summer schedule lo spur <ales as much
as possible. And the Lafayette cam-
paign is different from the De Jur
campaign in another way: The copy
i= not changed. There are two copy
themes: one asks lisleners to visit one
of the Lafavette showrooms and the
other asks listeners to write in for a
free hi-fi guide. Lafayette went on
WONR. New York. in January 1953.

with three announcements weekhy. The
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schedule now has been increased to
five amouncements weekly during
Symphony Ilall—an evening program.
Ep Rarner
Radio and Television Director
Friend, Reiss, McGlone
New York

Trying to sell ice
cream in the sum-
mer time is like
moving umbrel-
las — no niatter
how well you
plan ahead, the
biggest influence

® on your final vol-
A\ ume is the un-
Mr. Neumann predictable wea-

ther. This is es-
pecially true for Good Humecr lce
Cream, which is sold almost entirely
by truck and hand cart.

From a media point of view the
problem is further complicated because
their ice cream sales are split almost
evenly between grown-ups and chil-
dren. Since our budget did not allow
d dual schedule, we resolved the prob-
lem by adapting Good Humor’s adver-
tising to the summer pattern of living
last year.

First, television spots were run dur-
ing the week for appeal largely to the
younger audience. Participations were
bought close to the dinner hour. This
gave three distinet advantages: (1)

the use of full one-minute spots to tell '

our product story; (2) identification
with leading local personaliiies. who
had a youthful following in their mar-
kets; (3) continuous reminders for
children to watch for the white Good
Humor truck.

Secondly, from Friday evening
through Sunday, we ran an intensive
radio spot schedule. This bought the
adult population into the picture and
held close to the profile of summer
habits in metropolitan areas: (1)
backyard and porch relaxation which
means greater radio listening: (2) the
large volume of weekend automobile
traveling; (3) portable radio listeners
at beaches and recreational areas.

It was a new media pattern for Good
Humor’s advertising and its total re-
sult was a substantial success—in fact,
the largest sales volume Good Humor
has ever experienced.

GeoRGE C. NEUMANN
Vice President

David J. Mahoney. Inc.
New York

8 MARCH 1954
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"But is this one

REALLY complete?”

If you want to be 1007¢ “thorough” in covering Kentucky with

radio, more power to you —and you'll need plenty!

On the other hand, if you want to reach 51.3 of the State’s
total purchasing power, at minimum cost, you can do it

with just one station! 5000-watt WAVE delivers the big
Louisville Trading Area intact— covers it, plus a quartcr-billion
dollar chunk of Southern Indiana, thoroughly, and without
waste circulation. To get the remaining 48.7' ¢ of the State’s

income, you need many of Kentucky’s 47 other radio stations.

woowars  WAVE

NBC AFFILIATE & LO“ISVILLE

NBC Spot Sales, Exclusive National Representatives

Check NBC Spot Sales for full details!
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WSPD-TV WIBK-TV WAGA-TV KGBS-TV. WERC-TV

Tolede, Ohie Detroit, Mich. Atlante, Ga. Sen Antonic, Texas Birminghom, Ala.

WSPD WIBK WAGA KGBS WBR( WWVA WGBS
Toledo, Ohio Detroit, Mich. Atlonts, Go- San Antonio, Texas Birmingham, Ale. Wheeling, W. Yo. Miaomi, Flo.
NATIONAL SALES HEADQUARTERS:

TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest Notional Sates Mgr.
118 East 57 Street, New York 22, Eldorado 5-7690 * 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498
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IN
JACKSONVILLE

it's‘...

276,000 WATTS
NBC*ABC*DUMONT

NETWORKS

CHANNEL 36
The South's
Finest
UHF Station

For information
Call
New York
MU 7-5047
Jacksonville
98-9751

Frank C. Barton Jr.

Radio & Tv V.P.
Lennen & Newell, New York

| agency profile

“Radio,” savs Frank Barton. Lemnen & Newell v.p., “created a
new era of advertising by offering the prospective customer, or
listener something i addition to information. namely entertainment.”

“I'his entertainment or program. in radio as in tv. can put the
audience in a better frame of mind for the advertiser’s message. It
breaks down sales resistance the way no mere sales message can. as
is apparent from radio’s excellent record during the Depression.
Tv iz an extension of the same approach, but to capitalize on the
program one must be selected which is right for the product.”

One example of the agency’s application of Barton’s philosophy
is their handling of the Jos. Schlitz Brewing Co. As one of the
largest heer brewers in the U.S., Schlitz has a position of prestige
to translate into tv terms, so the program must have quality and
stature. Since the majority of beer drinkers are men. the program
must be adult and lean toward the mass male side. lLastly. but quite
important, since Schlitz Beer is a social beverage. it should be sur-
rounded with an aura of “Gemiitlichkeit.” so the program must
leave the viewer with a good, pleasant feeling.

Lennen & Newell's choice: The Schiitz Playhouse of Stars. CBS
TV, Iridays 9:00-9:30 p.m. This dramatic show. they felt. had the
necessary quality and importance,

“Admen sometimes forget that the program a client sponsors is
as important to him as the actnal commercials.” Barton explains.
“If the program does not put the listener or viewer in an appropriate
frame of mind for the sell. he's less likelv to part with his cash.”

“The business now-a-davs tends to reduce advertising to arith-
metic.” and Barton points the finger not at research, but at its misuse,
“It's not only the sheer weight of impressions that makes the sales
but the kind of advertising immpression.”

Lennen & Newell's 15 acconnts spent an aggregate §18 million in
air media in 1953 this was eqnal to the total agencyv billing in the
last year of Lennen & Mitchell. The 1953 billings broke down into
St million in tv. &4 million in radio, ont of a total of 833 million.

Barton. who helps decide how these 818 million are to be spent:
savs that lre got into broadcasting by accident in its early davs. As a
radio veteran. he feels that Providence was kind. “What radio and
tv lack in Gemiitlichkeit. thev make np in challenge.” ol
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FOR 20 YEARS!

AM—850 KILOCYCLES—5000 WATTS
FM—CHANNEL 246—37.1 MEGACYCLES

: . )’
! Same Program . .. Mihute Parade
i

Same Sponsor ... J. L. Hudson Co.

7
| LT Ve
Same Station . . . UJ J

I

In 1934, the J. L. Hudson Company of Detroit started

sponsorship of an hour-long, 6-day-a-week, early morning

program on WW]J. Its name . . . “Minute Parade.” Its
content . . . fine recorded music and storewide shopping
information.

20 calendar years, 6240 radio hours, and some 65,000
classical recordings later, its audience acceptance and selling
power has been proved millions of times. “Minute Parade”
is today the oldest hour-long program in Detroit radio . . .
still with same spensor, on the same station, using the

same format.

As “Minute Parade” moves into a new time slot, 9 to 10
A.M,, both Hudson's and WW J look forward to the perpetu-

ation of this fine program, with an ever-growing audience.

Hudson's is one of America’s largest, most successful depart-
ment stores. In radio time-buying, as in store merchandising,
it believes in the right program at the right time. on the
right station. Both local and national advertisers naturally

follow this basic tenet, and use WW]J with equal success.

»

Basic mﬂm Affiliote
—_

Associote Television Station WWIJ.TV

WORLD'S FIRST RADIO STATION e Owned ond Operated by THE DETROIT NEWS e National Representatives: THE GEORGE P. HOLUNGBERY CO.
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WTVP

CHANNEL 17
DECATUR, ILLINOIS

SOLID COVERAGE

IN THE HEART OF

CHAMPAIGN
. SPRINGFIELDe  “DECATUR

PROSPEROUS
CENTRAL ILLINOIS

WTVP

CHANNEL 17
DECATUR, ILLINOIS

DELIVERS ONE OF THE
FASTEST GROWING
MARKETS IN AMERICA

SELL IN...

THE MARKET THAT
MARKETING FIGURES
CAN'T KEEP UP WITH!

WTVP

CHANNEL 17
DECATUR, ILLINOIS

National Representative: George W. Clark, Inc,

84

(Continued from page 10)

his comment is that the whole thing is too jerky. Or he looks
at the drawings and says they don’t do justice to his produet.
Or thev don’t give the professional fceling he anticipated from
animation. Or he misses continuity in our efforts

So, erestfallen, we go back and prepare for another eopy
meeting. This time we take still another tack. We eonvinee
the account man to let tv be diseussed first because, after all,
a bigger slice of the budget is involved in it. In plaee of story-
hoards, nicely done or erudely, this time we're just going to
hand out seripts whieh we will act oul. audio and video, with
a turntable to help us provide the indicated musieal back-
gronnd. Here at last is the solution to our dilemma. Or so
we think!

The big day arrives and seripts are placed in everyone’s
hands while we go through more motions than an Agnes De-
Mille ballet only to find to our dismay that all our histrionics
got us was a client faseinated with the tv jargon in the video
instructions; <o fascinated, in faet, that not another word nor
idea registered. And then we rcalize that we’re imposing on
our elient, even more than before, expecting him to follow this
script approach which is difficult for even the most experi-
enced film or production people, since the human senses are
not well geared to accept a video idea and then an audio one
alternately and to synchronize them in the mind.

At this point we are faced with a decision: Should we give
up completely and go baek to writing trade ads for Progres-
sive Grocer or get a job on a fishing boat out of Gloucester?
Or should we try to figure some way of =olving the thing? As-
suming we deeide to stick, here are a few suggestions on pre-
senting tv copy to anyone, be he aecount man, advertiser, the
film company or produetion man who is going to produce it.

Spend as much time together as you can preliminary to the
actual copy job. Get to know each other’s approaeh to adver-
tising—then to tv copv—Ilearn each other’s likes. dislikes,
tenets. ete.  Next, follow as many jobs as i humanly possi-
ble right through together from idea stage to lah, through
cotting and work print stages up to the answer print.

Thix way the next job is sure to start out far ahead. And
similarly the next storvboard, however sketchy because of
what must be left unsaid, ts bound to be far more lucid to the
two of vou.

This i~ the only way [ know of to arrive at an understand-
ing. Once snch a rapport is achieved. however. the re<ult is
hetter tv copy and what’s more. a faster. less painful method
of achieving same. Which is all any of us can hope for, * * *
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KRHM of Visual Experts will always strive

to
arl);(c)lduce the.a best that advertising knowledge
professional know-how make possible

THE BILLBOARD

JANUARY 30, 1954

'KD ANNUAL TV FILM SERVICE AWARDS
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or qual- [{
ths took
Holly- i}

+hose
depart- |}
i1 Gold, 1
second
Films,

‘ment?

Sponsors & Producers of TV

1. Which advertiser’s TV {film commercial, regardless of method
you regard as

1st PLACE ____

Film Commercials

used, do

the most imaginative and original in concept and treat-

3d PLACE

Pincus,
brought
ence tol}
depart-
on pic-{

indus- ||

Bompany's it
category
of all,
ktion and,
feground. ||

Bardahl Oil

2. Which advertiser's TV film commercial, regardle
you regard as the best all-around commercial of 1

S.0.S. Magic Pads
(123 points)

Cigarettes”
(131 points)

(152 points)

ss of method used, do
9537

34 PLACE

‘olorado

» dvgairé- ‘ ) 1st PLACE 24 PLACE

i Bardahl Oil Gillette Blades Lucky Strike
it can (185 points) {146 points) Cigarettes”

in ad-
ertis-

ors are
perience |

1953,

3. Which producer

" ist PLACE

(139 points)

of TV film commercials did the highest quality job in
regardless of type of commercial?

2d PLACE 3d PLACE

ity andt
mention

- speed
Elgar
ols of

men-
pInmer-

4 Which producer 0
regardless of type of commercial?

24 PLACE 34 PLACE
nention Sarra. Inc. National Screen Caravel Films
i origi- (164 points) Service (102 points)

Kling Studios

Shamus Culhane
(114 points)

Sarra, Inc.
(121 points)

(138 points)

-

{ TV film commercials did the speediest job in 1953,

(139 points)

»
Conga Commerciol

5 oiEe]

appeggsrglr:lg‘lnb%l{’ your commercial is only as good as it

Vide-O-Riginzl A home screen. Insure perfection with

g pina sh . quqhty-controlled prints made

i P otograp}}lc laboratory exclusively fo
uctions. Each is custom made to guara};te;

maximum fidelit
— ity whether you order one or one hundred.

TEL
EVISION COMMERCIALS « PHOTOGRAPHIC ILLUSTRATION
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SPECIALISTS IN VISUAL SELLING

;l::ﬁé YORK: 200 EAST 56TH STREEY
AGO: 16 EAST ONTARIO STREET

+ MOTION PICTURES . SOUND SLIDE FILMS
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WABC-TV gives away 8S75.000 (o excile viewer interest

For the past five weeks. WABC-TV,
New  York, has Dbeen giving away
mones hand over fist.  The purpose:
to acquaint viewers with the station’s
“increased programing. new star talent
and  advanced technical  facilities,”
John H. Mitchell. vice president and
general manager, told sPoNsoR.

“Focal point of the campaign.”
Mitchell zaid. “was a giant Lucky 7
contest. the greatest contest ever pre-
sented by a single station.” During the
course of the contest. ending 7 March,
§75.000 in 1,717 cash prizes was to be
awarded viewers in amounts ranging
from S10 to $10,000.

The contest worked like this: Peri-
odically throughout each day. WABC-
TV telecast pictures of familiar places,
faces and things. Right after each

picture was flashed on the screen. 28
telephone operators began placing calls
at randomn to viewers in the greater
New York area. until they reached
one who identified the picture. The
viewer won one of 611 cash prizes,
ranging from $25 10 $1.000. About
100.000 phone calls were made.

In addition viewers participated
through thie mail.  During ecach week,
about 125 “Lucky Pictures” were
shown. Viewers were to list any 10
of the “Lucky Pictures” and send the
list to WABC.TV with a statement of
less than 26 words on “My favorite
WABC-TV (Ch. 7) program is . . ..
because. . . .. ”  The station awarded
1.106 prizes ranging from $10 to $10,-
000 to the winning letter writers dur-
ing the five-week period. * ok *

A century of sponsorship marked at WOWO fete

More than one hundred vears of
sponsorship are represented in the pic-
ture (below) which was taken at the
50 kw inaugural party of WOWO, Fort
Wayne, Ind.

Four of WOWO’s oldest clients in

Four veteran clients: Messrs. Rose,

the picture are (L. to r.): Art Rose,
merchandising manager of the Kroger
Co., Fort Wavne Branch. which has
been on the station since 1932; Robert
Kiracofe of the Perfection Biscuit Co.,

86

which has used WOWO continuously
since 1923; Tom Carroll of the Row-
lands Furniture Co., another 25-year
advertiser; Oliver Capelle, advertising
manager of Miles Laboratories, an ad-
vertiser since before 1930; shown with

the clients is Tom Longsworth, WOWO
sales manager.

Longsworth and Carl Vandagrift,
station manager. presented  “Merit

Award” serolls to long-time clients at

the party. Scrolls were inscribed:
“Demonstrating unusual faith in a
medium, and duly recognizing the part
playved by sponsors in the successful
operation of a radio station, WOWO,
on the occasion of its power increase
to 50,000 watts, gives this certificate
of recognition to those who have been
its clients for 10 years or longer.”

* % *
Another 3-D gimmick: Open
Folder, (v tower pops up

A map of Indiana drapes a lovely

brunette on the front of a promotion

piece mailed out to sponsors recently

15 OUR

LONG SUIT

Pretty girl points up coverage in promotion

by WTTV, Bloomington. *"Coverage is
our long suit,” says WTTV’s headline
next to the cover girl. Open up the
promotion piece and BOING! Up pops
a big replica of the new 1,000-foot tv
tower used by WTTV to “cover the
Hoosier Heartland.”

A map also pops up to show counties
and cities in WTTV’s coverage. A
chart compares the old WTTV cover-
age—provided by its former tower and
power—with new coverage now that

WTTYV telecast: with 100 k.

Texas Co. buys 17-show.
a2-aweel: package on WCAU
One of the biggest radio sales in the
history of WCAU. [Philadelphia, re-
cently was chalked up. The station
sold to the Texas Co. a 52-week pack-
age of 17 different programs. including
news, weather and sports shows.
Programs hought by Texaco include
Texaco Star Sports, 11:05-11:15 p.m.,
Monday through Saturday: a weekend

SPONSOR
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schedule of five 5-minute, three 10-
minute and three 15-ininute news, wea-
ther and sports programs in early-
morning, late-afternoon and late-cve-
ning time segments.

Concurrently with the WCAU sched-
ule, the Texas Co. bought the Columbia
Pacific Radio Network’s Texaco Sports
Final featuring Tom Harmon, a Mon-

day-through-Saturday 15-niinute sports
show. * ok ok

Briefly . . .

To celebrate its new “all music” pro-
graming policy WRNY, Rochester, pre-
pared a 16-page newspaper which car-
ried stories about the station, thc
WRNY staff, the radio industry. Top-
ics covered included hi-fi, the status of
fm, increase in specialized programing
among U. S. radio stations. radio ad-
vertising success stories.

* * *

The next time you visit SPONSOR’s
Hollywood offices you can call on
NARTB’s West Coast Station Rela-
tions representative without leaving
the building. Offices of Jack Barton,
the trade association’s representative
servicing members in 14 Western states,
were moved from San Francisco lo
6087 Sunset Blvd., Hollywood 28, on
1 March. Telephone number is Holly-
wood 4-8311.

* * *

KING-AM-TV, Seattle, has added a
helicopter to its news gathering equip-
ment. And the station has the Pacific
Northwest’s first private heliport, too;
it’s located atop the KING-AM-TV
studios. Charles Herring, news editor,
said “a helicopter is the only possible

New member of KING news staff: Helicopter

means of getting out to the scene of a |

story quickly, being able to land at
the spot and being able to return just
as quickly to our studios.” * kK

8 MARCH 1954

e A

v

o FOR THE FINEST FILM PROCESSING IN

-

& THE EAST— FILM MEN WHO KNOW
SAY “IT’S MOVIELAB”

Here—at MOVIELAB . . . efficiency and perfec-
tion are the rule. Producers, directors and tech-
nicians have at their fingertips the very best
in up-to-the-minute equipment necessary to
modern FILM PROCESSING techniques.
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ROUND THE CLOCK SERVICES
- Negative Developing « First Print Department
« Ultra Violet & Flash Patch Track Printing |
+16mm & 35mm Release Printing
4« Quality Control « Title Department
« 22 Cutting & Editing Rooms.
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EMOVIELAB FILM LABORATORIES,
619 West 54th Street, New York 19, N. Y.  JUdson 6-0360
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RADIO STATION

WaiZ

HUNTINGTON, WEST VIRGINIA
SERVING 3 STATES »

NIGHT TIME

AT

DAYTIME
RATES

*

NOW YOU
CAN BUY

AFTER10:00 PM
AT
CLASS B
RATES

*

CONTACT

C. TOM GARTEN
OR
KATZ AGENCY, INC.

5,000 WATTS DAY
1,000 WATTS NIGHT
930 KC

LEEY:

7
TELEVISION AFFILIATE
WSAZ-TV
Represented by THE KATZ AGENCY

SUMMER RADIO

tContinued from page 43)

The greater part of the out-of-home
audience and, potentially the easiest to
The re-
mainder, made up of listening to porta-

measure. is auto listening.

bles, listening in public places such as
stores, restaurants, bars and at work
plus listening in other persons’ homes
(which Pulse includes in its definition
of out-of-lome), is regarded by adver-
tisers with mixed feelings. There is not
only some doubt among advertisers
whether a day-by-day nieasurement of
this audience fraction could be done
cheaply enough but there is also some
(question about the quahity or intensity
of such listening.

Even a regular measurement of auto
listening would involve some tough
problems.  Which means it won't be
very cheap. When A. C. Nielsen of-
fered his local radio-tv measurement
scheme to the industry early last
month he indicated that auto listening
figures could be had also. But he didn’t
offer much hope they would be figures
anybody could afford to buy.

While advertisers may never know
the size of their summer radio audi-
ences to the last decimal place they
know they’ve got an audience worth
beaming at. The fact that some of the

biggest and smartest clients around

use summer radio is proof of that.

BAB points out that some of the
million-dollar-and-more spenders put
mnore money into radio last summer
than any other ad mnedia. They include
General Mills. American Home Prod-
ucts, Swift, Wrigley, Manhattan Soap
and Pet Milk. The general picture, of
course, is that of a dip in radio adver-
tising during the sunimer but it is less
than conmonly supposed.

A cross-section of station reps, polled
for spoNsor by SRA, reported that
husiness last July was off no more than
about 109 from the peak winter
months. As for the radio networks, for
the four 1953 months June through
Septertber gross hillings (PIB) came
to $13.6 million compared with total
1953 billings of §160.5 million. In oth-

| er words. during the hot 33% of the

vear. billings were 30%¢ of the total.
While network billings during the
sunnner are held up to a certain extent
by sunimer-only advertising by far the
greatest amount of mouey is accounted
for by 52-week advertisers. The fidel-
ity of daytime advertisers. especially

sponsors of soap operas, is particularly
marked. For example, every daytime
advertiser remained on NBC Radio
last summier compared with 587¢ of the
nighttime advertisers.

Mutual reported a good suinmer last
vear, including evening business in
that description, saying that 95% of
its clients remained on for 52 weeks
with the other 5% taking four- to six-
week vacations. P’IB figures show that
during the four hot months Mutual
billings jumnped fromn $5.9 in 1952 to
§7.3 million last year.

Biggest factor in this increase was
Mutual’s Multi-Message Plan which ran
to 80% or more of capacity during the
high temperature months. The M-MP
had 20 participations in five nighttime
shows and accommodated such ac-
counts as R. J. Reynolds, Jacques
Kreisler and Lever.

All the networks offer 52-week dis-
counts. For the first time last year
both CBS and NBC offered the maxi-
mum discount to 52-week advertisers
only. Previously, both networks gave
rebates to all-vear-round advertisers
but sponsors could reach the maxi-
mum discount bracket if they spent
enough money.

These rebates, which will undoubt-
edly be given this summer, also, are as
follows: On CBS, 8.5%. This means a
nighttime advertiser can get up to 53%
in discounts for all-year-round pro-
graming, while a daytime advertiser
can get as much as 37%. On NBC,
10%. The maximum nighttime dis-
count is 52% and the maximum day-
time discount is 37.5%.

Both ABC and Mutual give rebates
for 52-week advertising but the adver-
tiser can get the maximum discount
given by both networks without being
on during the summer. (Mutual’s
Multi-Message Plan does not come un-
der the discount schedule.) ABC gives
a 9% rebate but the advertiser who
spends §2.4 million on daytime or §1.5
million on nighttime within a year’s
time will get the maximum discount,
including the 9%. Mutual gives a
12.5¢ rebate but a nighttime adver-
tiser who spends 81 miltion during his
contract year gets the maximum dis-
count of 637 (in tv markets) even if
he is not on 52 weeks.

The rebates plus the additional dis-
counts earned by spending more money
during the summer bring down the
advertiser’s hot weather costs sub-
stantially so that his cost-per-1,000 may

SPONSOR
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Only a combination of stations
can;cover Georgia’s
major markels.

5000 w
590 ke
CBS Radio ~ i
B 10,000 w '
‘ 940 ke WT 0 c

CBS Radio
- m
C
CBS Radio
~
. S
ATLANTA '
g The TRIO
MACON offers advertisers
® at one low cost:
SAVANNAH g

CONCENTRATED
COVERAGE
MERCHANDISING
ASSISTANCE
LISTENER LOYALTY
BUILT BY LOCAL
PROGRAMMING

DEALER LOYALTIES
In 3 major markelts

represented
individually and
as a group by

The KATZ AGENCY, INC.

NEW YORK CHICAGO DETROIT ATLANTA DALLAS KANSAS CITY LOS ANGELES SAN FRANCISCO
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CBS for CENTRAL OHIO

90

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

up . .. for we carry the 20 top-rated programs, day
and night. And for faithful listening, WBNS has

lasting appeal

a greater tune-in than all other local
stattons combined!

ASK
JOHN BLAIR

radio

COLUMBUS, OHIO

be lower during the summer than dur-
ing the winter, despite the decline in
summer listening.

Here’s an example of the economy in
summer radio buying:

A certain advertiser on NBC Radio
would pay $370,784 in tine charges if
he were on for 39 weeks. That’s an
average of $9,507 per week. But this
advertiser is on for 52 weeks and his

| total time charges are $115,905. He
thus pays 845,122 more for 13 weeks

in the summer or 85,308 per week. In
other words his additional summer
time charges per week are only a little
more than half of what he would pay
per week during the regular season if
lie 1ook a hiatus.

The spot radio advertiser will not
generally find 52 - week discounts
though there are some slations which
offer them. One reason 52-weck dis-
counts are not generally offered by sta-
tions is that they are not generally de-
manded by clients. Since advertisers
use spot for flexibility, it stands to rea-
son they don’t necessarily feel a need
for 12-month schedules. With network
shows. the situation is sometimes dif-
feremt. The network program is often
used as a sponsor identification device
which can best build up impact over
a long period of time.

There are some stations which offer
special summer plans. They usually
involve a greater discount during the
summer for run-of-station buys. A few

| slations offer speeial deals to sell time

dropped by the networks or sponsors
during the summer.

By and large, however, the stations
go in for discounts tied to frequency
rather than the season. In some cases
the big frequency discounts started as
special summer plans or else are dis-
counts which were made a part of the
rate card after an especially large sum-
mer sale at a new discount was made
to a saluration-minded advertiser, such
as General Mills.

Summer advertisers should check
slation saturation packages. These are
not always published. though the rea.
son is not to chisel the sponsor. Sta-
tions will offer saturation packages to
all comers at the same price and still
not publish them for fear of setting off
a price war or being accu-ed of it.

Some of the big agencies have been
complaining thev have to work too
hard to dig out rates for saturation
packages and have asked for greater
frankness from the stations.

(Please turn to page 93)
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Harvesting in Fall and Summer, feeding and milking in Winter,
plowing and planting in Spring ... throughout the year there is
- work to be done on the farm.

And every year in every season, the radio is an indispensable
tool helping the farm family with its work, planning and living.

The sharpest tool for the easing of farm work is WLS. In the
Midwest during 29 years, WLS has met the farmer’s needs. It has

been the farmer’s friend. It has gained his confidence. It has won

his loyalty.

That’s why WLS advertisers . . . Get Results!

r ! e 7,
: A% { The
PRAIRIE

400 (Grrerecd OFeTeon \ ' A

REPRESENTED BY JOHN BLAIR AND COMPANY.

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE.
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Big Mike is the physical trode'mofk of KFAB —
Nebraska's mo;t{list.ened-Io»sto:gpg |
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t;p‘ I'm mighty proud to be a top Sales Promotion
£, winner in Billboard’s 16th Annual Radio Promo-
=(| tion and Merchandising Competition. My thanks

to the distinguished judges and the staff of Bill-
board for their consideration. My main objective,
of course, is not merely to win awards, but to tell
the story of my great market. I hope you'll read the
messages presented in my ads . .. and you can al-
ways get the complete story from Free and Peters.
Or check with General Manager Harry Burke.
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An executive of one of the largest
rep firms told SPONSOR:

“The advertisers have a legitimate
complaint. While we insist that our
stations publish all their saturation
packages there are many stations that
won’t do it though they do not intend
to hide the rates if a timebuyer asks
about them. Most of these stations
have no unethical intentions. They
know it is dishonest to give a discount
to one advertiser and not another who
buys the same number of announce-
ments. But the stations are very sen-
sitive about the rate situation and are
afraid of being charged with price-
cutting.”

Stations and networks differ on hi-
atus protection just as they do on 52-
week discounts. A station will not gen-
erally save a good announcement slot
for an advertiser who goes off for the
summer. An advertiser can get away
with taking off four weeks but that is
because he can contract to buy time 30
days before he actually goes on.

Some hiatus advertisers anxious to
recapture certain announcement peri-
cds in the fall will arrange with a non-
competitor to take the time during the
summer only. Peter Paul ties up the
time period it wants by this method.

This technique is used on the net-
works, too. Another candy advertiser,
Mars, used it on CBS Radio last year
with People Are Funny. When Mars
dropped out of the show during the
summer, Amana took over until the
candy firm came back in the fall.

Amana, not so incidentally, reran
tapes of the show and its production
cost per week was $2,250 compared
with the $6,500 figure paid by Mars.

The dangers of taking a network hi-
atus during the summer and losing the
time period during the fall are not as
serious in radio as in tv. However,
there are some daytime periods on ra-
dio which are just as valuable as night-
time periods on tv. CBS Radio offers
no hiatus protection for daytime shows.
During the evening, however, an eight-
week policy prevails. That is, the net-
work will protect an advertiser’s time
period in the fall if he takes a hiatus
for no more than eight weeks. The cli-
ent must make a firm commitment 30
days or more before the hiatus to buy
at least 13 weeks in the fall.

ABC and Mutual have a 13-week
policy. NBC has an eight-week policy
but would probably protect the time
period of a nighttime advertiser who
takes 13 weeks off. The same can be

8 MARCH 1954

said for CBS’ nighttine radio clients.

While summer advertising is still
queter than that of other seasons so
far as the over-all picture goes. many
radio stations have completely licked
the hiatus problem. Here are exam-
ples of what stations quericd by spox-
SoRr had to say:

WNAX, Yankton, S. D.: “Perhaps
this will sound conceited but. fortu-
nately, we are not plagued with the
summer hiatus problem. . . . We have
certain accounts on the air that are

herever you

o there’s

naturally scasonal. At the <ame time
we have other acconuts whiclr vem in
and year out have come on the air
with vs in the spring and go throngh
the summer. Those are companies tlun
are particularly interested in the can
ning season so that all year "round we
enjoy a very liealthy business.
KITE, San Antonio, Tex.: “KITF
haz heen on the air only <ix years and.
up to this date. we have expericnced
no summer slomp because each year
our =nmmer business has Leen better

WGR's 5000-watt “take-off” lands
your selling messages loud and clear
wherever you go throughout Western
New York, Northwestern Pennsylvania
and near-by Ontario. It's the most lis-

BS ' tened-to station in the area.
Radio F le: WGR's wid
Network or example: s wide range

of top rated programs include the
big audiences reached by the New
York Philharmonic and the Buffalo
Philharmonic Orchestras.

CORPORATION

RAND BUILDING, BUFFALO 3, N: Y.

Motional Representatives: Free & Peters, Ing.
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Better than
80 ¢ of our business i~ <old on a year

than the previous year.

‘round basi~. The weatlier in San An-
tonio ix very hot during the ~ummner.
People here do a lot of picnicking and
barbecuing and at every  gathering
they hanve their radios on.”

WWDC. Washington. D. C.: *In
1053 we had a commrercial ‘~old-out”
stgn up during the entire sommer xea-
son. Our basic concept has been 1o
sell the station on a vear ’round basis
to national and local advertisers, rath-
er than use the sea-onal approach.
Of course. our merchandi<ing and pro-
motion does differ ‘'n summertime.”

WWDC's healthy summer business

is partly accounted for by special

promtotional activities. It has been
conducting  the “Misws  Washington”

beautyv talent conte-t. whose winuer
competes for “VMiss America”™ honors.
for 11 vears.

Local advertizers tie in the contest
in various wavs. Mamy who advertise
recularly on the station contribute to
the jackpot of prizes for the winner.
For this they receive spot mentions on
WWDC in connection with the con-
test. mention: in movie trailers. their

names in all programs and printed ma-

terial relating to the contest and mis-

cellaneous other credits,

The Heeht Co.. Washington's larg-
est department store, which contributes
a number of the major awards. has
featured “Miss Washington”™ comtest.
ants i fashion shows. builds window
displayvs on summer wear around the
contest and signs up the winner as its
top model for a year.

Many powerhou-e stations promote
themselves during the summer with
the argument that they have just as
large an available audience during the
summer as during the winter because
their signal covers the vacation areas
visited by their regular listeners as
well as outsiders,

For example Atlantic City i« a pop-
ular re:ort town f{or Philadelphians
and WCAU. Philadelphia. which boasts
a 53-county, five-state coverage area,
regularly promotes itself at the shore
resorl, 60 miles away. Last year the
station used a Motorgraph panel on At-
lantic City’s Steel Pier which ran two
messages alternately at two- to three-

minute intervals from dusk to md-

night. This was supplemented by two
hiltboards on the pier. Also used was
a 90-second trailer run 14 times daily
in the Mu=ic Hall Theatre.

KTI1S, Little Rock. another 50,000-
watter, gave this example of the area
it can cover during the summer. The
Gus Blass Co. advertised sport shirts
and jeans on the station last summer
via announcements. The station re-
ceived 3.175 mail orders from 18 states
including towns more thhan 700 miles

away. Of the 145 counties heard from,,

87 were outside Arkansas.

Another station capitalizing on re-
sort coverage is WHLI. Hempstead, N.
Y., which serves a vacation area en-
joved by residents of New York City
and Long lsland, not to mention the
2.5 million permanent residents of
Long Island. WHLI begins its list of
special summer services on Decoration
Day. They consist of detailed reports
on traffic conditions (the Long Island
parkways are among the heaviest trav-
cled in the nation), daily reports on
water and air temperature at bathing
heaches, tide and weather reports for
fishermen and mariners and sugges-
tions of historic places to visit. * * *

Homaloidally Speaking

With nothing in the way but towering bank balances, WMT-TY\

signal, encouraged by 100,000 watts of power and a 703-foot

Ma A o SilWeu v\»‘uwvl‘*w.ﬂ M‘M-umhu
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MEDIA STUDY
(Continued from page 36)
tiveness on a non-comparative basis:

e Launch a new product in this
bitterly competitive world without any
major media advertising whatsoever.

e Withdraw all your major media
advertising from an established prod-
uct while your competitors continue
or step up their campaigns.

In either case all you need to do is
“sce what happens.” He assures you
plenty will.

One of the most respected indepen-
dent researchers in the field on the
other hand insists that “it will prob-
ably never be possible to make the
general statement that one medium is
better than another medium.”

The reason?

“If you agree that some products
sell better i one medium than in
another, then you can never make the
statement that Medium A is better than
Medium B except by adding for what
product. Since there are thousands of
salable products and services, then to
state which medium is best for selling
most of them, you’d have to test each.
And you’d go broke.

“But suppose you did test all of
them and conclude that Medium B is

better than Medium A. Then this
problem arises: Invariably there will
be more B products than A. Is Medium
I3 better than A hecause of its intrinsic
‘betterness’ or merely because statis-
tically it can sell a slightly larger num-
ber of products better? This shows
you why all researchers, sooner or
kater, go slightly mad when dealing
with inter-media tests. [t’s much easier
to test media for one advertiser, pref-
erably for one product.

“And keep this in mind: You can’t
test a national medium locally. That
is. you can’t test the Saturday Fvening
Post or Look in Philadelphia or Akron
for the simple reason that you can't
shut them out of your other test market
cities.”

Yet this rescarcher tests. And so do
others. If you plan inter-media or
intra-media tests or tests of your ad-
vertising campaign in general, you
might turn to A. C. Nielsen Co., Chi-
cago, which can check sales for you
in Harrisburg. Johnstown, Pa., South
Bend or Waterloo. lowa, where it
audits an extra number of food and
drug stores. Or try Alfred Politz Re-
search, Market Research Corp. of
America, Richard Manville Research,
Elmio Roper, S-D Surveys, Crossley,

Ine., Fact Finders Associates, Psycho-
logical Corp. all in New York: Ad
vertesl. Newark, \. J.. and Advertising
Researeh Burean. Ine.. Seattle, (These
are a few that srovsor interviewed;
there are many more, )

Despite the pitfalls in testing, BBHO),
for one, is doing a lot of it (news-
papers vs. radio vs. tv) in local mar-
kets for a number of clients. The work
is so confudential, at this poimt, that
the agency can’t 1altk about iL.

BARB lilces ARBI: A\dvice on how to
set up an “ideal”or a fool-proof media
test came from other authoritie=. how-
ever. For example, Willain B. Ryan
told sroxsor just hefore his re<igna-
tion as president of the Broadeast Ad-
vertising Bureau that BAB had spent
much time and money during the past
two vears attempling to set up fool-
proof methods of comparing media
sales effectiveness. BARs advice: Use
the technique developed by the Adver-
tising Research Bureau. Inc.. of Seattle.

“The ARBI method is csimple,” Rvan
said.  “Spend the same amount of
money in the different media at the
same time to advertise the same item.
Place interviewers at the point of pur-
chase and check by depth interviewing

WMT AM & TV

CBS for Eastern lowa

Mail Address: Cedar Rapids
National Reps: The Katz Agency
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where the prospect learued about the
merchandise.

“This method seems best 1o use be-
cause il climinates most of the varia-
bles and attempts to find out what pro-
duced sales action rather than what
produced imterest in the advertising
itself.”

BAB financed 135 such tests for 18
major department stores through 1953.
It alco completed a major test for a
food manufacturer mvolving three dif-
ferent media.

*We are not wedded to this mnethod
and are prepared to finance media
comparisons by other method<,” Ryan
said.  “But whatever method, we Dbe-
lieve this is 2 major assigmment for
media and advertisers alike—to find a
fair method of evaluating the abilities
of media so that they can be more

profitably used for what they are
fitted to do.”
BABs uew  president, Kevin B.

Sweeney, who succeeded Ryan in Jan-
vary, heartily concurs. (For a detailed
explanation of the ARBI technique,
see “You mneed both,” sroxsor. 23
February 1953.)

Alternate towns: The research di-
reclor of a major organization told

sPoAsOR any kind of a test with maga-
zines, a unon-flexible medium, is hard
because of the impossibility of switch-
ing ads in various matched markets.
Since you can’t eliminate magazine ad-
vertising frou, suay, a test of media in
Detroit, your test of print media in
that market wonld then he one of
“inagazine plus newspapers” at all
times. And, he adds, “Testing different
media over different periods of time
is so full of difficulties as almost not
to be wortl thinking about at all.”

For flexible media he has a practical

suggestion: Use enough markets across.

the nation in an alternating pattern so
that you have a chance of washing out
the differences from town to town.
You’d match towns not only geograph-
ically but all over. l'or example, sup-
pose you're testing spot radio and
newspapers.  Then you wouldn't use
new~papers in the liast and radio in
the West. You'd have both in all parts
of the country—on an alternating town
basis. You'd thus have two non-con-
nected networks over the nation—one
of radio and one of newspapers.

This veteran researcher concludes
with this warning: “You would hope
tlrat, because you have so many places,
sheer weight of numbers would over-

KEEP QUT .. s ser woos:

AND THE SAGEBRUSH AND THE
Je PLACES WHERE PEOPLE AIN'T. ..

Beam your sales message to the concentrated

market around Dallas and Fort Worth — where
there are 1,134,000 people who spent $1,702,747,-
824 in retail sales in 1953. The thrifty combina-
tion of KLIF-KXOL will do the job for you.

Ask any FORJOE man.

DALLAS

1190 KC 5000 WATTS

96

FT. WORTH

1360 KC 1000 WATTS

whelm any local effects that might be
present. Of course, you still have the
problem that the copy treatment or the
type or size of space or frequency used
for the losing medium might have been
inadequate. But at least you might
be able to reach a conclusion for what
you did. 1t’s a real toughie!”

Lle likes panels: G, Maxwell Ule,
Kenyon & Eckhardt’s research director,
would like to use a representative con-
sumer panel 1n setiing up an nter-
media test.

“Your specifications for setting up a
fool-proof inter-media test shall have

(Please turn to page 1006)

SPONSOR’s Media Study—
Published to date:

U R e

I. Why eraluate media?

(20 April 1953).

2. Media Basics | —newspapers,

direct mail, radio, magazines

(4 May 1933).
= 3. Media Basics I1I—Tv, business
papers, outdoor, transit =
(18 May 1953). |
4. How to choose media, part | g
(1 June 1933).
3. llow to choose media, part Il
(15 June 1953).
6. What you should know about
Life’s 4-media study (29 June
1953). Supplementary article on
same topic: “ls Life's media
study fair to radio and tv?” (a
debate), 13 July 1933.
7. Beware of these media research
pitfalls, part 1 (27 July 1933).
8. Beware of these media research
pitfalls, part 1l (21 August 1933).
9. How 72 leading advertisers evalu-
ate media (7 September 1933).
10. How 9% agencies evaluate
media (21 September 1933).

Ii. How BBDO evaluates media

(5 October 1933).

12, How Emil Mogul tests media
weekly for Rayco (19 October 1953).
13. IThy these 31 firms don’t use
air media (16 November 1933).

1M. What's wrong with air rating
services (28 December 1953).

15. What's wrong with print measure-
ment services (11 January 1951).
16. How air rating services compare
by market (25 January 1951).

17. Can you set up an “ideal” media
test? t(Part | 22 February 1951).
I8. 1. Can vou set up “ideal”
media test? (8 Vlarch 1951).
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To be published:

19. Psychological aspects of media.
20. Sales impact of radio and tv.

21. New media evaluation and
research derelopmenis.

22, <poNsor's conclusions..

Study will be publiched in book
form. You may order copy now.
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In the Mountain West when you use KSL radio

SALT LAKE CITY, UTAH @ CBS Radio Network ® 50,000 Watts ® Represented by CBS Radio Spot Sales
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miss Al

With a basket full of choice programs,

both local and CBS Network, you just can’t
miss hitting your target with sure
penetration of the Billion Dollar

Mountain West Market.




» ‘Q’ § %Color Tv in
\ j—' Sioux City Sue-land

Recently Bekins Furniture Store showed eleven pieces on
KVTV—a davenport, two chairs, three tables, a rug, two
lamps, two pictures. Immediately after the program, a lady
telephoned Bekins to say, "I'll take the whole bundle of
everything you showed on KVTV a few minutes ago.”
When asked what colors she wanted, her reply was,
“Just send me the same colors you showed on KVIV."

Commercial:
Even in black-and-white, commercials get a compatible
reception in Sioux City Sue-land, where there are more tv
sets- than in France, West Germany, Denmark, Italy, Japan,
and The Netherlands combined. (In real money, this means
more than 85,000 sets.)

SIOUX CITY, IOWA

KVTV, a Cowles Station, is under the same management
as WNAX-570, the radio station that for 30 years has
successfully served one of the world's major agricultural
regions, the five-state area known as Big Aggie Land.
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CONSULT PULSE FOR TV MARKETS
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ONGE
A WEEK
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New York Jonuary 1954
Trogram Arg Raig

| Love Lucy 850
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MILTOH BERLE Tesa
YOU BET YOUR LIFE . 335
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BURNS AND ALLEH TS
OUR MISS BRODKS - s
TV PLAYHDUSE 0.8
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WHAT'E MY LINE? 297
T.MEN IH ACTIOH 94

Los Angeles January 1954
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WHAT'S MY LINE? . 70
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MARTIN KAHE 202

TOP TEN
MULTI-
WEEKLY
SHOWS

New York January 1954
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JAHE FROMAN

CHRONOSCOPE -

Las Angeles January 1954
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810 PAYOFF . EL

808 CROSBY

Where the U.S. Population 15 concentrated and

where the public buys the most of everything, PULSE
interviews more than 1,200,000 families This is the

largest, most accurate sampling outside US Census

PULSE, Inc., /5 V. 46th ¢,

ew York 36

THE SERVICE WITH THE MOST SUBSCRIBERS
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... Telepulse Report for the
Wilkes-Barre-Scranton TV Market ;

that WERE- TV tas
15 of the Top 15 Night-time Shows!

that WERE- TV tas
ﬁwwea 21 of the Top 25 Night-time Shows!
that WERE-TTV
p During 140 quarter hour periods, from
ﬁwem 6 to Il pm, Monday through Sunday
leads in 12 periods!

that WEBRE-TT

20W During 16 daily daytime quarter hour

periods leads in |4 periods!

Audience . ..! Audience ... ! Audience! . . . that's what
you get when you buy WBRE-TV in the Wilkes-Barre-Scranton,

Pennsylvania market.

The revealing facts of the current Telepulse Report proves what
WBRE-TV has been saying about its Colossal Coverage . . . its
Stupendous Set Count . . . its Superior Quality Picture . . . its
full line-up of N. B. C. shows ... its highly-rated local shows ...

FEBRUARY SET COUNT:
135,000

plus engineering know-how . . . and now first

in COLOR-TV in N. E. Pennsylvania.

-TV Ch. 28 Wilkes-Barre, Pa.
Q @ e Nationa! Representative The Headley-Reed Co.




MEDIA STUDY

(Continued from page 96)

to await the blissful hereafter for their
implementation.” he told sroxsor.
“Meantime 1 shonld like to address
myself to the more nmndane and lim-
ited objective of setting up the ideal
mter-media  test, given the curremt
state of rescarch teclmology. 1 ein-
phasize this last qualification because
improvements in technology are the

.
~ 1

A

\')\® FREE & PETERS, INC,,

one basic method by which our ability
to estimate and predict can be in-
creased.”

Central objective of the ideal inter-
media test should be to measure sales
returns from the medium uvsed against
the advertising investment in each ine-
dium, he says. A supplementary objec-
tive or “near measure” partially corre-
lated with sales would be to determine
the ability of the alternative media to
increase consumer familiarity of the

NBC o 5000 WATTS
970 KILOCYCLES

Exclusive National Representatives

product, holding quality of creative
work constant.

Ule’s representative consumer panel,
which he feels would be best calculated
to give these answers, would be in-
terviewed repeatedly preceding and
during the media test.

“This form of dynamic research
would enable us to study the level of
brand familiarity and purchase among
the sample of consuiners prior to the
test.” he says. It would also permit
us to set up the media test and to fol-
low the pattern of consumer familiarity,
consumer acceptarce and consumer
purchases of the product given the
known conditions of exposure of the
people in the sample to the various
media being used.”

This test would permit the study of
sales eflectiveness of alternative media
in these two general directions, Ule
feels:

l. Their ability (o increase con-
sumer sales.

2. Their ability to decrease com:-
petitive encroachment.

Put another way, “The testing mech-
anisin would permit us 1o measure
both the offensive and defensive sales
effectiveness of the media under study.”

Expensive? Ule agrees it would
be. “But if the planned media invest-
ments are large. these research costs
would more than justify themselves by
the increased efficiency with which the
media would be combined™ in an over-
all ad schedunle as a result of the find-
ings.

Ule's preference for a *‘dynamic con-
sumer panel” is largely a technical one,
he says.  “It is the best-known current
method by which we can segregate
media exposure and brand familiarity
and use to the individual prospect and
customer. And the more we can make
the analysis contingent upon measuring
results upon each individual prospect
and customer, the greater the research
efficiency. In this form of test the
effects of media are not ‘diluted’ as in
a store inventory tesl since we can
study people on the basis of their ex-
posure or non-exposure to the medium
tor even their degree of exposure).
In other tests we cannot segregate
people into these undiluted groups.™

Dodge offers tips: Sherwood Dodge,
Foote, Cone & Belding’s v.p. in charge
of marketing, savs the most useful
inter-media test would require:

1. ldentical measuring techniques,

SPONSOR
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STV Snarls
| Phone Lines”

TV Hopefuls' Calls STHTE (NT Licens
Jam Phone ServiceSLIS WARREN On

“IThousands of "Winners' Swamp; foan 1 |
KFT IR

1

n- 3

.| Broadway Exchange for an Hour |

1

l: A deluge of thousands of telephone calls by poten- ol .
tial winners of a radio-television “bingo” program late

«d |Saturday night and early Sunday hampered _police tele- H

n {phone emergency service at thel

‘h |Safety Buillding for an hour,|immedi |

1e | police reported Sunday. fors.

d{ Capt. Herbert Schmidt, inlamount 1 [ .

1-{charge of the First Precinct|tors at { T
Station late shift, stated it was|tors cou

ir |impossible for police to make|dio and '

e |outgoing or receive incoming|it was | .

- (calls at the station between mid- | situation. i

w|night and 1 a. m. Sunday be-| «The public shou 1
cause of the number of calis|gtand this: w\
being made to WCAN-TV sta-|¢op thosﬁ -‘ : |
tion. WCAN fas a Broadway| oyt lines e :

,p | telephone exchange. the same|Tpey do

g 125 the police station. 10 do =o.

sf| Kal Ross, WCAN-TV directorjlic safetv . .

y |of operations, claimed that be-{ The ™ )

ie [tween 100.000 and 150,000 peo-|said ev

-e|ple play the game on TV and and all The surprising results of WCAN-TV's new game PLAY REGAL indicates |

:e{Tadio from 10:39 D m. to 12:30 to insu that thousands of viewers played REGAL — while thousands more
a. m. Saturday night. The pro-|and nigl jommed phone lines requesting information on how to get cards and

t-|5ram started four weels ago. pany of to make them eligible players. As a result, WCAN-TV was found

ls| DBesides the police complaint. lo tr guility on the following four counts.

.5 |hundreds of persons who piayed | telep’

¢ [the game Saturday night called o ] WCAN-TV is guility of having 60% conversions in less than
the police, the Sentinel, WCAN- ~° 6 months on the air. It is this phenomenal conversion rate that

.. |TV and operators of the Broad-| ¢ " made Milwaukee the fastest growing UHF Market in America

v way dial switchhoard station, |iD today!

. LOD]) r o/ v o “'

d [');";m’;(i ﬁ‘{g“i‘ggﬁr’ ' p};r:ne; oy WCAN-TV is guilty of operating at FULL POWER of 212,000 watts

:: “blanked out” during the pro-|ge . a;i.nging. top flight WCAN-TV and CBS programming to greater

g Sram. that they got the busy pl lsconsin.

signal for “two hours” and that Ins
they could not even reach the!

{operators during the progre—"'-

and for an hour afterwar”’
The Police ™
vised ca"’

w *Game Goes On;
Phone Lines Open

Police and Wisconsin tele-
phone Company officials re-
ported that WCAN-TV PLAY
REGAL did not interfere with
normal phone operations . .
as happened last Saturday
Night.

reprinted from Milwaukee Sentinel,

February 15, 1954

8 MARCH 1954

forms on file in about one month . . . A good mdlcohon of the
" size and type of audience WCAN TV can deliver for your pro-
motional dollar.

3 WCAN-TV s guilfy of having more than 300,000 PLAY REGAL

4 WCAN-TV is guilty of giving the Best TV BUY in America TODAY.

nr
channel y Milwaukee

Represented Notionally by
Alex Rosenman ¢ 347 Madison Avenue
New York, New York

Basic Optional
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Texas!

CBS AND DuMONT
TELEVISION NETWORKS

probably a modification of recognition
or recall techniques—

2. At identical intervals after the
stimulus—

3. Mecasured at uniformly different
intervals (short time, long time)—

4. After different degrees of iden-
tity or exposure (heavy canipaign.
light cainpaign)—

5. With fresh aterial so you can
eliminate the need for confusion con-
trol.

Dodge objects strongly to a practice
indulged in Dby some Dbroadcasters:
making broadcast-to-print comparisons
on the basis of recognition for the
latter and tuned sets for the former.

Why 7

“In making Dbroadcast-print com-
parisons | would prefer to use data
from a recognition study such as 1
have described.” he says. “Until then,
1 know of no Detter assumption to
make than that ads in a magazine are
physically encountered (though many
forgotten) to about the same degree
as broadcast commercials are physical-
ly encountered. Therefore magazine
audience figures equate more closely to
broadcast audience measurements than
magazine figures do when they are ad-
justed for average Starch readership.”

Radio vs. tv: William S. Robinson.
Earle Ludgin & Co.’s research director
in Chicago, says most of the testing
done today seems to be between broad-
cast and print media whereas he would
like to see radio stacked up against
tv. He outlined such a test, but first
he prefaced his remnarks to SPONSOR
with the statement that “I don’t believe
it is possible to set up a fool-proof
inter-media test.”

“If it were possible to test the effec-
tiveness of different advertising media,
it would be possible to test the effec-
tiveness of all advertising,” he says.
“To my knowledge no one since the
Townsend brothers has claimed that
this is possible. As a further bit of
preface, it would be foolish to ignore
the practical limitations of testing any
two media. Conditioning of consumers,
campaigns by competitors. changes in
taste and style, introduction of new
product designs. changing economic
conditions and even weather will play
important parts in any test of adver-
tising or advertising media.”

However. Robinson Delieves it
possible to et up a test of two media
that would contribute much to under-
standing the potential value of each.

Is

SPONSOR
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The first prerequisite would be to
check the movement of the product
being advertised. This could be done
either by observing a sample of cou-
sumers or a saniple of retail outlets. If
the product is sold through many types

of outlets, it would be Dbest to use a

consumer panel. If, on the other land,
sales were concentrated in a single type
of outlet, a store audit operation would
be more eflicient.

For this radio-vs.-tv test Robinson
assumes that an unlimited budget is
available (“I’'m dreaming now”). This
is what he would like to see done:

1. Select for testing a product of
fairly frequent purchase and wide dis-
tribution.

2. Select four test markets with
characteristics as comparable as possi-
ble—all in tv areas.

3. Establish matched consumer
panels in all markets for one year be-
fore the test is beguu.

4. Check the purchases of the prod-
uct among the families in the panels.
noting long-term trends, seasonal
trends and the effect of any unusual
economic or weather events.

5. At the same time check the dis-
tribution of the product and relate
sales changes to the changing level of
distribution.

6. In two of the test markets, runa | 3

radio campaign for onc year. At the
same time conduct a tv campaign in
the other two areas.

7. Utilize the same advertising ap-
peals in the two campaigns—but in the
tv campaign take fullest advantage of
tv’s capabilities in adding visual im-
pact to the message.

8. The subject of expenditures is a
perplexing one. Should the same
amount of money be used in both
media or should tv receive enough to
allow the same frequency as used on
radio? “I favor the second alternative
because I believe it more closely ap-
proximates the practical situation.”

9. After running the campaign for
one year, observe the panels for
another year to measure the sales
changes occurring after the advertising
was stopped.

What would such a test indicate?

You’d have a record of sales changes
brought about by the introduction of
a radio advertising campaign compared
with those changes effected by a tv
campaign, Robinson feels. You'd have
a record of sales for a one-year period
before advertising began, for a one-

(Please turn to page 112)
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& Tdake a few Notes =

Mr. Timebuyer:

" WSLS-TV IS POWERFUL o

296,000 WATTS
ANTENNA HEIGHT — 4,007 feet above sea-level

 WSLS-TV HAS COVERAGE _

63 COUNTIES

IN VIRGINIA - WEST VIRGINIA - NORTH CAROLINA

WSLS-TV HAS VIEWERS

POPULATION—2.312,240
FAMILIES—538,480
TELEVISION SETS—223,945

MONEY?
$1,677,221,000

CONSUMER SPENDABLE INCOME 1953°

Interconnected

with ABC-NBC i *Source:
SRDS

Television

1954

WSLS-TV CHANNEL 10
"ROANOKE, VIRGINIA

SHENANDOAH LIFE STATIONS, INC.

WSLS=-AM=FM-=TV

REPRESENTED NATIONALLY BY AVERY-KNODEL,

INC.




LET’S FACE IT

.
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ANNE HAYES = Director of Women’s Activities— KCMO, Kar ¥
One of thousands of local personalities who male Spot Radio s1gd -




THEY'RE BOUGHT differently, by dif-
people in different places. For in-
,80.7% of all Washington, D.C. fami-
iy jams and jellies, though in Salt
ity, 41.99% of the families buy jams
llies. In Portland, Maine, just 4.29,
es buy powdered bleach while in
a, 33.49% are powdered bleach users.
two comparisons are two of many
ey prove that national advertisers
Wersell a market which is already sold
ndersell a market which clearly needs
advertising punch.
it’s where spot radio comes in, be-
spot radio hits the local market
, via local personalities. For example,
minute of every day the people who
1d buy national products locally tune
wn by town, city by city, state by
o their local radio stations—and their
te local personalities. And the local
palities—the newscasters, the women
entators, disc jockeys, sportscasters
: built up a strong confidence among
vast audiences because they know
lcommunity’s likes and dislikes and
ore can reach their audiences with a
e and direct local approach when sel-
ational products.
it’s why National Spot Radio in 1953
d a gain of 16.99 over the preceding
a terrific gain which resulted in spot
s biggest year in history. That’s why,
proper promotion of National Spot
, the gain will go higher and higher. 1t
makes good old-fashioned horse sense
vertise directly to the local market via
usted local personality.

FOR Srort BAI)]()

The Station Advisory Board
of the Crusade will consist of:

ought locally

And it makes good horse sense too, to
immediately join the 318 far-sighted sta-
tions who descrve the full eredit for realiz-
ing the value of and launching the Crusade
for Spot Radio—because the Crusade for
Spot Radio is the only organization entirely
devoted to the promotion of spot radio on
an industry-wide basis.

All stations are strongly urged to join the
Crusade at just the cost of the one-time
daytime minute announcement rate per
month. Remember, the Crusade for Spot
Radio is out to prove to national adve-tisers
and their agencies that National Spot
Radio is one of the most important and et
fective advertising media in this country
today. So send your check to Reg Rollinson,
the Crusade for Spot Radio, 101 Park Ave-
nue, New York City 17, N. Y. Help YOUR
Crusade help YOU. The cost is low, the divi-
dends industry-wide high.

REG ROLLINSON
—General Manager
of the Crusade
for Spot Radio.

Sponsored by the

Radio Stations & SRA

101 Park AVENUE * NEw YOrRK 17, NEW YORK

Harry Burke, KFAB
Omaha

Robert 8. Jones, Jr.,
WFBR

Baltimore

.
Leslie L. Kennon, KWTO
Springfield, Mo.

Richard H.'Mason, WPTF
Raleigh

S
Philip Merryman, WICC
Bridgeport

»
William B, McGrath,
WHDH

Boston

Charles F. Phillips,
WFBL

Syracuse

Odin S. Ramsland KDAL
Duluth

Ben Strouse, WWDC
Washington, D. C.




and selling
these big Los Angeles-
Southern California mar-

“Reaching

kets. An even smarter
buy in '54.”

REPRESENTED NATIONALLY BY:
George W. Clark, Chicago, N. Y.

Daren F, McGavren, San Francisco
Dora-Clayton, Atlanta.
OR WRITE

KOWL, 4128 Wilshirc Blvd.

Los Angcles, Calif.
TExas 0-5152
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vear period during the campaigns and
for a similar period after they ended.

“From these data can comme answers
to «ucl questions as:

“ls tv worth the added expense?

“Does tv sell harder for a short
period and then lose its edge in effec-
tiveness over radio?

“What are the lasting cffeets of ra-
dio v<. tv advertising?

“ls the superiority of one medium
over auother the result of selling inore
to a <mall group of consuiners or sell-
ing a larger group of consumers?

“Does radio reach the same type of
audicnce as tv or does it reach a dif-
ferent audience?”

The limitations of a study even as
claborate aud expensive as this one
would be as follows. Robinson cautions:

o If the product had a natural ap-
peal that required visual presentation,
radio would suffer.

e [f a new competitive product bhe-
came too important, the test would not
produce results of value.

e If the product became so popular
that the market were saturated with
cither type of advertising, the test
would be useless.

“These are hut a few of the limita-
tions that will always exist.” Robinson
concludes. “But a test such as out-
lined here would almost certainly pro-
vide a great deal of valuable informa-
tion on the relative effectiveness of
radio and tv.”

Rarton's A methods: So far as Sam
G. Barton, president of the Market Re-
ccarch Corp. of America, is concerned,
media and market evaluation and
analysis begin long before a fornal
test—and may not even require one.
Hix four steps or methods of marketing
analysis can be applied to media as
well hecause marketing includes the
latter. The four steps are:

1. Re-anclysis of past records. Go
back over what you or other ad man-
agers did. Find out whether there was
a correlation hetween sales and media
used. Be careful to determine whether
some other variable wasn’t introduced

a better product to name only one.

2. Testing during current operations.
Select as many markets as you want
and just measure results more care-
fully in each. keeping close tab on
what yvou're doing in each medium in
the test markets. This way vou not
only gain <ome insight into your media
cffectiveness but it doesnt cost you
anything but paper work.

3. Swmall custom-Luilt experiments
using selected stores or families. Bar-
ton is thiuking here more of price,
package and merchandising experi-
ments, but media experiments could be
worked in as well, especially with
products sold in linited outlets or by
using panels.

4. Special test markets. These are
the most expensive and sometimes can’t
be avoided, especially in connection
with launching a new product or using
a uew medium. The goal: to find out
whether first your product, then your
selling themes (copy) and finally your

media selection will be effective on a

national bhasis.

Barton stresses that a good market-
ing and advertising executive will keep
close check on at least these eight

major variables in order to ensure the

success of his operation. Note that
media are only one of the cight. They
are:

Consumer patterns.

Product.

Price.

Package.

Method of distribution.

Merchandising.

Media.

Selling theines.

On testing itself. Barton emphasizes
this point: “The old-fashioned test
market is on the way out as the pri-
mary method for measuring marketing
tactics and strategy. However. testing
and measurement as a built-in part
of full-scale marketing operations is
definitely on the way in.”

One network researcher told spox-
sor that if a workable national media
test is evolved it will come from the
air media, for they alone have been
experimenting with inter-media tests.
The magazines—and newspapers—are
content to rest their case on either ABC
circulation or “‘gross audience ’—total
number of readers.

This expert pointed to NBC'’s series
of Hofstra-tvpe surveve for example.
to show how far air media have pro-
gressed. These surveys were designed
to show the sales effectiveness of radio
and tv. The latest one, in which fami-
lies in four test cities were interviewed
twice over a 13-week span. was covered
in “How tv stops bhrand-switching.”
SPONSOR, 27 July 1953.

“Magazines are still counting read-
ers—as though that alone is impor-
tant.” thiz network researcher said.
(For a critical anahsis of network
media tests, see ‘“Beware of these

SPONSOR
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~ine radio and (v adveriisers use

SPOVSOR builds on a solid basis. Our policy: turn out usejul issues and th

J 4 adrvertising will jollow. This common-sense appreach to tv « t
paper publishing has appealed to station advertisers increas
our first issue in November 1946. Our promise for 1954: neu
use departments, imore use articles for buyers of radio and 1
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REGIONAL

rapio WOW

Flrst in aIJ Periods!i*

WOW Pulse 8.3

B station 3.7
C station 2.4

am 20
WOW Pulse 8.7

B station 4.6
C station 2.3

.ﬂ
WOW Pulse 8.5

B station 3.6
C station 3.8

~ 6-10 p.m.
WOW Pulse 10.4
B station 6.3
C station off air

What coverage! KIFAL beams your
sclllng message convincingly to the
same area It takes 9 other radlo
Man- thyn el statlons te cover. Thls clear-chan-

® P
RAD'O Nev, — Dec. 1953 Pulse of
Regionel Redie WOW Aree nel statlon does a superb selllng

Job on the all-lmportant Farm
: ‘ Market,  Its top-tllght staff SELLS
d your product  or  serviee. \Write
KI°AL toduy about your marketing
§ : plans.  You'll flnd that thls power-
OMAHA 390 ¢ nNaC ’ ful stallon gets RESULTS!

A Meredith Station 900 KC * 1000 WATTS

FULTON, MISSOURI

JOHN BLAIR & €O., Rep.

Got minute spots that need only the right location 1
to make a successful sales pitch to one of the South’s @
greatest markets — the Miami area? Here are three
mighty good locations —

Y HOUR OF STARS vith Tony Martin, Ginger Rogers, Dick
Powell and Peggy Lee — 8:15-9:15 A.M. Monday thru Friday,
National Air Lines has the whole first segment. Join Rybutol,
Schaefer Beer, Wheaties, etc., in other segments.

% BILLIE AND BILL local live talent and recorded music
Florido folks like —9:15-10:00 A.M. Monday thrv Friday.
Tintex, BC, Clabber Girl, Pabst, etc., are already in!

% TO THE LADIES with Jack Berry — 1:15-2:00 P.M. Monday
thry Friday is getting hotter every week! Ask your Hollingbery
Man for further details.

James M. LeGate, General Alanager

9,000 WATTS - 610 KC - NBC Affiliate

National Rep . George I? Hollingbery Co

media research pitfalls!”, spoxsor, 27
July 1933.)

Nothing in this two-part article on
media testing has been said about the
importance of advertising {requency
and dominance which Ben Duffy, presi
dent of Batten, Barton, Durstine &
Osborn.  considers  more important
than the problem of deciding “whether
12 insertions in a monthly magazine is
better than 52 insertions i a weekly
magazine, or whether 50 insertions in
a newspaper is better than 150 on the
radio.”

In his book Profitable Advertising in
Today’s VMedia and Markets Dufly
says: “The question is, "What medium
and what frequency will sell merchan-
dise at the lowest cost per case, gross
or unit?’ Perhaps 12 insertions in a
monthly magazine that give complete
representation in the issues available
may not be sufficient frequency. The
achertiser may decide to use a medium
that will enable him to reach his mar-
ket with greater frequency through
weekly magazines. or with still greater
frequency by means of newspapers or
radio. The decision requires a study
of pre-investing. testing. careful analy-
sis and a continual study of the cost
per sate.”

SPONSOR's conclusions: Having
considered the pros and cons. spox-
SOR’s own conclusions on media testing
may be summarized as follows:

l. A continuous-type test is better
than a “static” or one-shot test. but the
latter is better than none.

2. The biggest and most successful
advertisers seem to be testing all the
time and set aside a definite part of
their budget for this tvpe of work.

3. Air media are in the van in test-
ing because thev have the audiences
Lut don’t have an equitable share of
the advertising dollar. :

4. Any accurate. test
will show that media vary from week
to week or month to month. even for
the same product. so far as sales “pull”
is concerned. So vou may be making
a mistake by using only one medium.
Combinations reach more people.

5. Argunients over which medium
1s best therefore is so much time wasted,
for each may be “best” for a certain
product under certain conditions. But
each changes often under the impact
of all the numerous variables men-
tioned in this series. Moral: Don’t be
satished with what you're using.

6. Media be te-ted because:

continuous

can
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sPONSOR considers a human being
infinitely more complex than a edi-
um. Yet by using electronic computer,
it can be determincd whether or not a
freshiman, for example, will fail to
graduate from college.

Thus determining which medium to
use under a given set of conditions 1s
or should be much easier to accom-
plish.

Once this is done, advertising will
not be reduced to a push-button,
swivel-chair operation, as some media
and research experts fear. Rather it
will free the creative adman from con-
cern over whether he’s using the best
medium or combination of media for
his message and let him concentrate on
two problems far more mmportant.

1. How to increase the effectiveness
of his message.

2. How to increase the effectiveness
with which he uses a medium.

To speed this goal sponsor will ex-
amine two possible approaches to the
reduction (or elevation, if vou will)
of media selection to a science in a
future article in this series.
proaches are:

e A mathematical one. (After all.
mathematics is the root of all knowl-
edge.)

The ap-

o The use of electronic computers.

Can you set up an “ideal” media

test?
SPONSOR is convinced that it's just a
matter of tine. * kX

GREYHOUND BUS
(Continued from page 33)

Greyhound’s expenditures for Omni-
bus in 1953 totaled $461,500 in talent
and production costs, $415,519 in time
charges — $877,019 totally. The re-
mainder of the firm’s $940,800 network
tv budget, that is, $63,781, went into
production of the commercials shown
on Omnibus. Jess Kimmel, producer
and director of Greyhound’s tv com-
mercials, brings in the average two-
minute comiercial at $1.500.

Greyhound’s basic national advertis-
ing themes on Omnibus are:

1. Economy: “Greyhound gives you
a lot more travel for a lot less money.”

2. Frequency and convenience of
Greyhound schedules.

3. Scope of Greyhound service: the
fact that it reaches nearly every com-
munity in all 48 states and most of
Canada.

4. The scenic and sightsecing ad-

8 MARCH 1954

¥

LOWEST COST
MAJOR
— STATION BUY
IN THE
DETROIT AREA

L 2

ADVERTISING THAT MOVES MORE
MERCHANDISE PER DOLLAR IN-
VESTED IS BOUND TO BE THE

ONE THAT GIVES YOU THE
MOST COVERAGE FOR THE
LEAST MONEY!

CKLW covers a
15,000,000 population
area in five

important states.

SOON!
CKLW-TV
Channel 9

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

Guardian Building Detroit 26, Mich.

J. E. Campeau, Pres.
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vantages of travel by bus.

5. The fact that Greyliound buses
run to the heart of the city with ter-
minals convenient to shopping centers
and hotels.

6. The freedom from driving strain
and parking problenis offered by Grey-
liound travel.

7. The riding eca<e of a Grevhound
bus—especially the new air-znspension
coaches which eliminate metal springs.

8. The variety of special <ervires
offered by Greyhound. such as pre.
plauned. expensc-paid vacation tours:
charter service for group: travel by or-

KANSAS COVERAGE

KTVH

240,000 WATTS

wanizations, schools, and package ex-
press service.

Omnibus  offers  “something for
everybody™ and it is Greyhound's aim
through it< commercials to show that
it also offers a trausportation senvice
that fits everybody’s requirements at
one time or another.

Other national media that Grey-
hound used to make these basic points
in 1953 were consumer magazines and
farm publications to the tune of §740,-
000. or 15% of the total budget.
Spending for outdoor in 1953 totaled
280.000, or less than 2% of the bud-

T ————

WICHITA

Windy. the bright spirit of TV in Central Kansas, 1s dem-
onstrating what KTVH can do for you! Besides covering
the big Wichita and Hutchinson markets. KTVH brings
your product into the homes of fourteen other important
communities. Get your share of this complete coverage by
contacting a KTVH sales office in Wichita or Hutchinson.
Studios in Hutchinson: Howard O. Peterson, Gen. Mgr.

CHANNEL
12

”

HUTCHINSON - WICHITA

VHF
240,000
WATTS

CBS BASIC — DU MONT — ABC
REPRESENTED BY H-R TELEVISION, INC.

COVERS CENTRAL KANSAS
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get.  Newspapers cost $1.8 million, or
about 379%. Over 81 million is spent
on display merchandising. Since the
total expenditure for radio-tv, network
and local. contes to 299% of the budget,
air media are now close to double
magazines in Greyhound’s breakdown.

Greyhound Corp. had alwavs felt
that in order to sell travel, the finn
must picture the scenic spots which
most people would like to visit. This
requirement for advertising made tv a
natural medium for the bus line. An
announcement Greyhound telecast on
Omnibus 3 May 1933 showed the firm
the nail pull of tv. In the last 30 sec-
onds of Greyhound’s conumercial the
announcer mentioned a *“Pleasure Map
of America.”” which viewers could re-
quest. This single mention on the last
Omnibus program of the spring 1933
series brought in 12.000 requests with-
in a month.

Omnibus acts as a type of advertis-
ing umbrella. covering the promotion
reeds of all the Grevhound bus lines.
But locally the individual Greyhound
lines often face problems that network
tv or national advertising cannot cope
with. e.g. a special round-trip rate of-
fer between two towns; an extra sched-
ule to service a group of communities;

a seasonal trip offer; intensive compe-

tition either from another local bus
line or from other
media.

To meet these specific local needs,

the 19 individual Greyhound com-
panies have their own local advertising
budgets. They decide individually

whether they'll use radio. tv or print

media: thev decide upon their own
copy approach and strategy.

Because of this syvstem the bus com-
pany can meet local conditions flexibly
and fast. To show local variations
here are summaries of the air strategy
used by some of Greyhound's regional
subsidiaries in 1953.

The Pacific Greyhound Lines, cov-
ering seven Western states. spent some
9 of their local ad budget in 1953
on radio. 5S¢ of it in tv. They used
radio during the three fall months, tv
in October and November only. One-
minute announcements were placed on
52 Western stations with an average
frequency of three a week. Total num-
ber of radio announcements used by
the Pacific Grevhound Lines were

.09, including 20-second. as well as
minute announcements. The copy
theme in each instance tied in with the
national: “Take it easy . . . Take a

SPONSOR
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Greyhoumd™ is a typical exaniple.

On tv Pacific Greyhound used 10-
second 1.1).'s in Class “A” nighttime,
in orider to get a maximm faniily au-
dience. A latal of 311 LD.’s were tele-
cast over 21 slations during the two-
month peried. They ranged from stress
nn fare to slvess on convenience. Here's
a typical ammpuncement over a slide
showing station call letters:
Announcer: Ouly $3.75, plus tax, to
Los Angeles [rom San Luis Obispo by
Greyhound.  {ne of today’s best buys
in Lravel!

The Pennsylvania Greyhound and
Central Greyhound (both operating on
the Fast Coast and in the Midwest) use
radio and ty for special promotions.
In the case of an Upper New York
State prowolion, for instance, radio
was used Lo amounce to the public
that Grevhound could now carry pas-
sengers along a special route that had
previously been restricted. Radio an-
nouncements and newspaper schedules
were used in the four cities serviced
by the additional runs (Buffalo, Corn-
ing, Elmira and Hornell). The copy
for these announcements was, of
course, keyed 1o the local situation, but
introductory plirases from the nation-
al adverlising theme were tied in with
Greyhound’s over-all strategy. Several
slations were used in multiple-station
markets [or au average of 10 weeks on
the air.

The Northland Greyhound Lines, op-
erating in eight Northwestern states
and in Canada, use radio specifically to
announce special events: reduced rates,
terminal openings, changes in service.
The radio allocation is 3% of the total
lical budzel.

Ty aceounts for 22% of Northland’s
hudget, with increases anticipated in
1954. The firm’s aim in using tv is
the saime as in their newspaper adver-
tising: lo present all phases of Grey-
hound serviee at appropriate times of
the year. Announcements are ad-
dressed to the general public on copy
themes of local interest. Occasionally.
though, <ertain announcements are
aimed at a special group.

Greyhound noted the effectiveness of
air advertising in several ways: People
who came into the Milwaukee Travel
Bureau the day following a particular
broadcast knew the exact price of the
tour they wanted to take. When North-
land ran a map showing the increased
sumnier service, traflic increased on the
additional runs and people commented
upon their source of information.

8 MARCH 1954

On  WTMJ-TV, Milwaukee. Wis..
Northland Greyhound sponsors a 15-
minute film show Thursdays 10:00-
10:15 pam. Entitled The World e
Live In. it shows points of interest and
ways of living in different parts of the
U5, as well as the rest of the world.
In short for $513 per program Grey.
hound virtually has a I5-minate insti-
tutional  commmercial.  The ageney
schedules films of special interest to

travelers at different times of the year,
thus tying the commercials in even
more closely. When the subjects deal
with foreign countries, the Greyhound
closing  commercial says: “Yon can
see all the world in Ameriea by Grey-
hound.”

In Minneapolis Greyhound -ponsors
a Iy-minuate news show over KNTPTV,
Thursdays 6:00.0:15 pan., as well as
scattered minute anmnouncements. The

OUT
OF

TOP MULTI-WEEKLY SHOWS

IN THE OMAHA AREA

ARE ON

® Trail Time*
o Eddie Fisher
o Camel News Caravan

¢ Weather, Sports (10:00 p.m.)*

® Dinah Shore
® 6:20 p.m. News*
* Stand By For Action*
® TV News Roundup (10:15 p.m.)*

*WOW-TV “Live" Studio Shows

E2CTA TV owana

100,000 WATTS o NBC e DUMONT

A Meredith Station ® Affiliated wilth “*Better Homes & Gardens’ and

“Successful Farming'' magazines.
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news show costs $206.50 per progran.

The Dixie Greyhound Lines had still
another reason for taking their sales
message to the air: to offset competi-
tive advertising and services of another
highway carrier which is a major con-
tender in the Southeastern states ser-
viced by Dixie. The copy in this case
is totally divorced from national
themes and keved specifically to ad-
vantages that Dixie can claim over its
competition. Announcements are there-
fore scheduled throughout the day and
evening to reach a maximum audience.

In 1953 Dixie’s radio expenditure rep-
resented only 49 of the total budget
but if thev sponsor a program on
WMC, Memphis, as they were con-
sidering doing at presstime. the radio
allocation would be increased.

The 69¢ of Dixie’s budget which
goes into tv is also put into a short-
run (eight to 10 weeks) announcement
campaign keved to competitive advan-
tages. In 1951 Dixie plans again to
invest in tv for both seasonal and com-
petitive advertising.

Chicago Cooperative spends 10% of
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its local budget in radio. Tn spring
1953 the Chicago office sponsored a 25-
minute show on WMAQ, Wednesdays
9:35-10:00 p.m., the Paul Gibson show
on alternate weeks over WBBM during
the end of spring and heavy announce-
ment schedules.

The Paul Gibson program was aimned
specifically at housewives to get them
to make Greyhound travel plans.
The remainder of the air advertising
was aimed at a broader audience: dur-
ing the fall a 15-minute news. tine and
weather prograin on WCFL, 8:00-8:15
a.n.; during the winter a music show
on WCFL, 6:00-6:15 p.m.. Mondays,
Wednesdays, Fridays.

Besides general increase in traflic as
a result of radio, Chicago also points to
a travel folder offer that was made on
WCFL once a day for a week last fall.
This announcement pulled 311 folder
requests, a response that pleased the
bus company. Grevhound is planning
to continue its radio appropriation in
Chicago. possibly with a slight in.
crease in 1951. No tv announcements
are scheduled. however.

The Southeastern Greyhound Line is
both radio and tv conscious. In 1954
this Grevhound subsidiary will be on

CWSMLTV. Nashvillee WSB-TV. Atlanta

and WBRC-TV. Birmingham with
three announcements per week per sta-
tion for 40 weeks starting 4 January
through 15 June, and then from 15
September through 31 December. Ma:
con, Ga., will be covered with two an-
nouncements a week over WMAZ.TV,
for a 20-week contract. In each in-
stance the agency bought Class “A”
nighttime to reach the family at home.
Says J. L. Laube, Beaumont & Hoh-
man’s Grevhound account executive in
the Atlanta office:

“Together with our clients it was our
opinion that the 20-second Greyvhound
tv announcements should be adjacent
to top news programs if possible, be-
cause of the timely messages we are
trying to put across.

“This summer we will feature pre-
planned tours to various resorts which
are popular from the cities selected. No
general advertising is run—every an-
nouncement specifically names destina-
tions and certain schedules that we
want to build up.”

In spring 1953 Southeastern Grey-
hound made its radio debut with min-
nte announcements in Nashville. Bir-
mingham. Chattanooga. Montgomery
and Columbus. These announcements,
too. featured specific schedules. The

SPONSOR
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original advertising appropriation for
radio was $10,000 but substautial in-
creases are plauned for the 1934 radio
cffort. Southeastern Greyhound showed
large increases in tour sales during
sunnner 1953 1 cities where radio was
used.

Overland Greyhound Lines, operat-
mg in 17 Western states, i< particular-
Iy keen on reminding people continu-
ously of the services OGL provides.
The agency has therefore c¢ut minute
amouncenients in half to increase the
[requency  of these  announcements
within the budget. OGL spent 18%
of its budget in radio, lias not vet al-
located tv funds.  Their radio effort is
oftenn closely linked with newspaper
ad~. On WOW, Omaha, for example,
the firm ran 10 announcements a week
as part of a shopper’s promotion. At
the same time OGL ran large news-
paper acs in cities surrounding
Omaha, encouraging women shoppers
to visit Omaha on Tuesdays and Wed-
nesdays by Greyhound, paying only a
one-way fare for a round-trip ticket.
They’ve found that such coordinated
promotions produce best results.

OGL’s regular announcement sched-
ules are aimed at a mixed adult audi-
ence. In many cases they reach this
audience through news, weather and
music adjacencies in the mrorning; they
take news and popular music adjacen.
cies on nighttime radio.

The growing stress upon radio and
tv in Greyhound’s advertising plans
has not been effected at the expense of
newspapers. Newspapers have tradi-
tionally been the backbone of advertis-
ing by transportation firms since peo-
ple consult their newspapers for sched-
ules, routes, services. Radio and tv, on
the other hand. have added scope and
flexibility to Greyhound’s regional ad-
vertising by lhammering the bus line’s
message home frequently. by solving
specific problems. The air media have
also been particularly useful m pro-
nioting special services, calling atten-
tion to specials on rates, in shorl. add-
ing another dimenszion to the over-all
regional sales effort.

Public relations are another reason
for Greyhound’s continued and steady
use of newspapers. Newspapers are
frequently used as forums for debates
between and attacks upon interstate
transportation media. Grevhound likes
to make public its point of view close
to the editorial matter that concerns
transportation subjects.

However, with competitive trans-

That's right! Here in Pennsylvania 1 buy
does cover 3 markets when that one buy
is WJAC-TV, Johnstown. You not only get
the Greater Johnstown market but also
the sweetest slice of Pittsburgh AND
Altoona! Latest Hooper standings show
WIJAC-TV

FIRST in Johnstown
(a 2-station market)

SECOND in Pitsburgh

(& 4-station market}

FIRST in Altoona
(a 2-station market}

If you really want to sell in southwestern
Pennsylvania, you can have your cake and eat
it, too . . . by choosing the | that covers

3....

SERVING MILLIONS FROM
] A _ATOP THE ALLEGHENIES

Get full ils from your KATZ man
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A San Franciscan, of course.
Big things happen in the
San Francisco Bay Area, especially when
you cover these ten important counties
with KYA, the independent of influence.
Halo, Life, Lipton’s, Carnation,
and twenty other top national

accounts use KYA.
How about you?

HERE'S

A CHOICE
MORNING
AVAILABILITY:

The

Beth Norman
Show

10 to 11 a.m.
Daily

Personality programming
by San francisco’s
favorite femme

provides plenty of plus
for your product.

t/fé, 9(’/‘30"1@4/— g J[Qfle?b
IR60 k. ¢é.

George W. Clark. Inc., New York and Chicago
Adam Young, Inc., Los Angeles

120

portation media (e.g. railroads and air-
lines) as active in radio and tv as they
are, Greylhound has to take its hard-
ell messages to the air as well as into
prrint media.

It was hard sell and shrewd evalua-
tion of competition that built Grey-
lhound from a one-car line between
1ibbing and Alice, Minn.. to a 6.500-
hus company covering 98.000 miles a
vedr.

Greyhound's founder, the late Carl
Eric Wickman. hit upon the idea of bus
service in 1914 when he ran into difh-
culty selling his Hupmobile. For $1.50.
livery autos would take one passenger
from libbing to Alice at this time.
Wickman decided to schedule regular
Hibbing-Alice runs for several persons
at 152 a trip. or 25¢ for a round trip.

However. one of Wickman's com-
petitors, Ralph Bogan—also owner of
a livery auto- caught on to the beauty
of this regular run. le soon showed
up on the same route with the same
rates. The subsequent fare-cutting bat-
tle ended with a merging of the two in-
terests, and that’s how the present-day
Greyhound system began. A third
meniber to join the teamn was Orville
=. Cae-ar. now president of the Grey-
liound Corp. He first operated a bus
line out of Superior, Wis., when Wick-
man's lines hegan spreading through
Minnesota.  Bogan is executive v.p.
of the Greyhound Corp.

The Hibbing-Alice run? Doing very
well, thank you. * Kk %
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The foremost national and local ad-
vertisers use WEVD vyear after
yesr to reach the vast
Jewish Market
of Metropolitan New York
I. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4. Potential buying power
Send for a copy of
“WHO'S WHD ON WEVD""
HENRY GREENFIELD
Managing Director

WEYD 117-119 West 46th St
New York 19
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SUMMER TV

(Continued from page 45)

of sponsors who used this device last
year. The figures are talent and pro-
duction costs from spozsor’s Ty Com-
paragraphs of last summer and fall.

e Philip Morris put in Racket Squad
at $10,000 a program to replace / Love
Lucy at 835,000.

e RCA Victor used The Goldbergs
during the summer for £18,500 per
show. but in the winter used the Den-
ms Day-starring RCA Victor Show,
which came in at £28.000.

e General Foods replaced Our Miss
Brooks with Footlights Theatre. The
replacement was a mere 89,000 while
the Eve Arden show sets GF back
826.000 per.

Whether he uses the same show, a
rerun or a replacement, the summer
advertiser is displaying his realization
that he can’t let up on selling simply
because 1t’s hot. However, the facts of
tv life are that the tv advertiser must
also take into account that a long queue
of impatient would-be sponsors are
only too ready to step into a tine slot
that he might vacate in the summer.

Spot advertisers are even more vul-
nerable than network clients for the
individual stations generally do not
keep the door open for advertisers
coming back in the fall. The networks
offer hiatus protection under certain
conditions but one network executive
aid:

“Don’t let ’em kid vou. There is no
real hiatus protection on any network.
Sure we'll tell the advertiser he can
get lis time period back but nobody
can assure him that he’ll get the same
station hineup.

“After all look at it from the point
of view of the station. The station is
told that a client is taking a vacation.
There’'ll be a replacement show but
who knows whether therell be a spon-
sor? The station can’t take a vaca-
tion. Its costs continue.

“So suppose an advertiser comes
along and says: "I'll come on during
the summer if I can have the time in
the fall. too.” What would you do if
vou owned a station?”

LEE DORRIS
SELLS THE BIC

NEGRO AUDIENCE

MORNING-NOON-AFTERNOON

WSOK

NASHVILLE, TENNESSEE
1000 WATTS n
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WBEN-TV

Prepares for

COLOR
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BUFFALO EVENING NEWS

Color Telev151on

The Federal Communications Commission
recently took far-reaching action in approving
an industry program for colored television. Be-
fore approval, it was subjected to scrutiny and
examination to determine if it was, in fact, “in
the public interest.” The commission deter-
mined that it was. The program establishes
standards which, in all probability, will govern
color telecasting for many years to come.

Indeed, in some cases it probably will be
quite a spell before the entire industry catches
up with these high standards. They were de-
veloped to insure the utmost in picture and
color value for the viewer. In taking this
action, furthermore, the commission reversed
a previous decision which would have formal-
ized a noncompatible color system. Thus to a
degree every existing black and white receiver
would have been obsolete. This reversal tock
courage and deserves public commendation,

Since the national standards have been ap-
proved by the commission, every owner of a
black and white receiver is assured that no
matter how a station telecasts, in either color §
or black and white, he will get his money’s
worth through his present receiver. Indeed,
due to the more critical requirements for color
telecasting, the average black and white image
will be sharper than at present.

Since the commission approved the new
color standard, a number of prophets of doom
have appeared. They have conjured a variety
of difficulties which the industry and the public
will face, in part, and some of which never will
materialize. They appear to be especially con-
cerned over the problems the manufacturers
will encounter in developing color television
receivers.

They wonder how long it will be before
color television receivers are as cheap, let us
say, as present-day black and white models.
Well, the way to find out is to let the industry,
all segments of it, go ahead and show what it

pave doing exactly that right now.
o mdttms into local focus,

Most of those interested or affected }
To bring the
WBIEIIN-TV already
ha, made some installation of color cquipment.

" More will follow. Sylvania, another home-town
enterprise, likewise is moving right ahcad on
this manufacturing front, and to our knowledge

most of the important manufacturers are doing
likewise.

Some segments of the industry say they arc
going into particular phases of development,
hoping to skip over the difficulties — and costs
— of the early stages using smaller tubes. But
we have every confidence that competition will
take care of these matters and spur on those
who now may be lagging. Dut it should be
recognized it 1s their business to determine
whether they go into color or not, just as it
is the manufacturer’s business to determine
whether he is going to concentrate upon AM
radio receivers or attempt to meet the oppor-
tunity that exists in the F)M field,

The purpose of all this simply is to say to |
the nublic — and we think we know at least
enough about it to be qualified to say it
“Don't be misled by the cries and alarms
about color television.” It's coming, and will
be a vast improvement over black and white.
Tubes, as of today, are smaller than the larger
sizes to which you are accustomed in black
and white, but even now research is going on
to provide larger sizes.

Once the production lines are rolling; once
the manufacturers are in a position, through
actual experience, to learn all the bugs and
how to eliminate them, progress will be even
more rapid. To that extent, color television
is worth waiting for. The pioneers, who prob-
ably were the pioneers in buying black and
white sets, however, are going to decide that
color will be worth what the first sets cost and
many know that black and white sets bought
five vears ago are giving very satisfactory
black and white service today. Those pioneers
have no regrets; they have had their money's
worth, if anyone ever did.

In the meantime, for those who are not
vet TV fans, black and white receivers at pres-
ent prices with all the advantages they offer
still are a great buy. They will not be obsolete
when color comes, but after you see color you
may decide that you want a color receiver but
quick. Well, the people in the manufacturing
and distributing end of the business who are
working with these problems today will have
some very desirable color receivers to offer.
And if yvou don’t want to see or hear about
TV, radio still is going great guns.

can do.

Represented by
Harrington, Righter & Parsons, Inc,
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WHBF-TV

ROCK ISLAND, ILL.

CBS for the Quad-Cities
is favored by location
in a 4-city metropol-
itan area, surrounded
by 10 of the most pro-
ductive rural counties
in the nation. Over
95% of all families in
this area now have TV

sets, (250,000)
Les Johnson, V.P, and Gen. Mgr.

v
TELCO BUILDING, ROCK ISLAND, ILLINOIS
Represented by Avery-Knedel, fnc.

RADIO AND
TELEVISION

MfkfpllfN ARIZONA
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Another network executive partly
disputed this analysis: “1's true that a
client can lose a time franchise by
But it
depends on the program. The ones who

going off during the sumnmner.

have most to worry about are the spon-
sors whose shows have marginal rat-
ings. 1Us not likely that a station would
give up a Milton Berle or a Lucy.

"It alko depends on the market. In
those markets where each network has
it< own station there ix no problem.
The advertiser who takes a vacation
with network O.K. will get those sta.
tions back in the fall. However, in
the one- and two-station markets there
is a possibility that a sponsor will be
bumped for an advertiser who assures
the station more income. With more
stations coming on the air the situation
is not asx bad as it used to be. But
some of the stations with temporary
monopolies  or  semi-monopolies
pretty independent.”

are

There is alco another factor to be
considered.  The advertiser who goes
off during the summer is fair game not
ouly for advertisers anxious to get into
tv but sponsors on competing networks.
The client seeking to expand his sta-
tion lineup 1s always on the watch for
opportunities offered by hiatus-minded
SPONSOTS,

Hiatus protection on the tv networks
works as follows: The client can take
off up to eight weeks providing that
30 days before he goes off he mnakes a
firm commitment to come back on the
air for at least 13 weeks in the fall. H
he is off more than eight weeks he
not only loses his claim to his time pe-
riod but loses rate protection. That 1s,
if time costs go up while a client goes
off the air for more than eight weeks he
must payv the new rate when he returns
to the network. 1f an advertiser takes
a hiatus of eight weeks or less he gets
the usual six-mouth protection.

Of course any amount of hiatus
means the advertiser loses the 52-week
discounts offered by all the tv net-
works. They range from 10 to 124
and bring the total dollar discount for
tv network clients up to 257¢. When
vou add to this the summer program
contributions some of the networks of-
fer. the =avings garnered by a hiatus
become mighty miniscule,

ABC TV gave program coutributions
last year. There was no set rate.  The
amount given. as explained by a net-
“depended on the cli-
ent’s problent.™ The web’s summer iu-
centive plaus will be wrapped up uext

work spokesman.

month and it i expected that the saine
policy will prevail.

CBS TV gave a 259 program con-
tribution plus a time rebate during
the summer of 1952 and a 309 pro-
gram contribution last summer. There
has been nothing officially set in the
way of program contributions this sum-
mer but it appears likely there will be
some kind of incentive along this line
offered to CBS TV’s summer clients.

The other two networks attacked the
problem differently last summer. NBC
gave advertisers who took time periods
for summer only a 259¢ discount on
time costs.  If the client continued
the slot into the fall the discount was
lost. A similar policy is expected to
be announced for the coming summer.

The Du Mont network offers nothing
bevond the 52-week discount but it has
a strong pitch to summer clients with
its rock-bottom show costs.

Advertisers who buy daytiine tv time
this summer will benefit from the ex-
panded network programing compared
with last summer. While it is unlikely
that daytime tv will ever approach
nighttime in terins of sets-in-use. it has
been proven again and again that a low
sets-in-use figure during the day goes
hand in hand with sparse programing.

CBY" successful ventures into day-
time tv programing gave a tremendous
fillip to davtime viewing. The same
can be said of NBC. especially with
such shows as Today and Ding Dong
School. The latter practically doubled
sets-in-use  during its time period.
which it shares with Godfrey. The
boost in sets-in-use 1s particularly
noticeable when a new dayvtime pro-
gram is different in character from its
competition.

NBC's continuing drive to sell day-
time tv will go on through the summer.
It has No. One priority at the web.
This will be the first summer. for ex-
ample. NBC has devoted a separate
presentation to daytime ty.

Besides stressing the fact that tv's
growth means summer audiences will
equal or top the previous season’s audi-
ences. the presentation points up the
growth of percentage sets-in-use dur-
ing the day.

The presentation shows that sets-ip-
use (Nielsen) from 10:00 a.m. to 5:00
p-m. have gone up 43.6% from the
summer of 1951 to the summer of
1953. The percentage sets-in-use fig-
ures are: 1951, 9.4: 1952, 12.7: 1953.
13.5.

In the 10:00 a.n. to noon period the
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summer increase {rom 1951 to 1933
has been 218.19¢. The percentage
sets-in-use figures are: 1951, 3.3: 1952
8.5, 1953, 10.5.

The late morning period is especially
important to NBC since its new day-
time program plans take place during
or close to the two-hour period before
noon. The new show flome, touted as
an electronic magazine for women and
which kicked off 1 March, s being
shown from 11:00 a.m. to noon.

Prospects for Home’s clientele this
summer look exceedingly promising.
The network had corralled $1 million
in orders from seven advertisers two

weeks before the show’s debut. Five |

of them, Alcoa, James Lees and Sons,
Sunbeam, General Mills and Avoset
Corp.. will go either entirely or
partly through the summer. At that
time the network expected two more
clients to sign up. hoth of whom would
be summer advertisers.

While summer tv plans for most ad-
vertisers are still in the making, some
idea of what the summer will be like
can be gathered by a review of last
summer. Here are some of the high-
lights:

o Gross network tv billings (PIB)
from June through September were 368
million compared with 853 million for
the corresponding four-month period
in 1952. Total 1953 network billings
came to $227 million. This means that
during a period which constitutes one-
third of a year. hot weather billings
were 30% of the full year’s billings.

© Spot tv advertising also held up
well last summer. N.C. Rorabaugh Re-
port figures show that in terms of both
the number of reported schedules and
the number of advertisers there was a
slight dip from the second to the third
quarter. However, significantly enough,
there was no dip, but actually an in-
crease, of activity among the top 25
spot tv advertisers from second to third
quarter. (For actual figures see chart
page 44.)

e Sixteen programs which were on
the air at the beginning of last month
started as summer replacement pro-
grams over the years, ABC TV research
reports.

¢ Fifteen sponsors went on network
television for the first time last sum-
mer. This compares with nine during
the summer of 1952, says ABC TV re-
search,

o Nearly every one of CBS TV’s ad-
vertisers stayed on the air last sum-
mer. The figures are 95 out of 98.
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CBS report~. Nine regular CB> TV
shows were replaced during July and
August, 12 programs remained where
they were without any change. Six
film programs offered reruns during
the summer. They were GE Theatre
Burns & Allen, Man Against Crime,
Mr. and Mrs. North, Big Town and
Cene Autry.

e NBC TV reports that about 8075
of its advertisers remained on during
the summer. This tabulation does not
include Today, which is made up of in-
and-outers.  Eight clients took up
NBC’s offer of a 25¢¢ discount on time
for filling vacated periods during the
summer. They were Associated Prod-
ucts, Hazel Bishop, Minute Maid.
Geritol, Toni, Revlon, Lever Bros. and
Jendix. Seven clients retained their

time but used replacement shows. The
advertisers were RCA, P&G, Gillette,

Gulf, Pall Mall, Lucky Strike and
Gerber.
e Jood, drug and tobacco advertis-

ers generally remained faithful to the
networks during the summer. Among
the exceptions: Borden’s Instant Cof-
fee took a July hiatus; Mars candy
dropped out for three months, River
Brand Rice exited the Paul Dixon
Show during the hot weather.

o ‘The Mhatus-minded were to be
found among electric shaver makers
(hoth Remington and Schick dropped
out for the summer), industrial adver-
tisers (Alcoa rested in July, AMF took
the whole summer off, Du Pont bowed
out for two months, Electric Com-
panies Advertising Program also rested
a month) and manufacturers of shoes
and related products. Of the seven in
the latter group, only one—Griffin—
remained on network tv during the
suminer.

e Many of the important tv sponsors
enlarged their networks during the
summer. Lucky Strike’s 7:30 p.m.
Sunday slot (which was filled by four
different chows last year) was on 81
stations in May. The lineup jumped
to 88 in June, 95 in July, 103 in Au-
gust.  Another tobacco advertiser,
Camel. was on 52 stations in June with
Van Against Crime in the 9:30 p.n.
Wednesday period. When the show
was replaced with I've Got a Secret the
lineup jumped to 83 stations in July.
Camel continued adding stations in the
fall. Camel also increased its News
Caravan lineup. * k%

e Scren pages of research data
on suwmmer listening and viewing
hegin on page -17.
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That makes CFRB your No. 1 buy in
Canada's No. 1 market.

REPRESENTATIVES
United States: Adam J. Young Jr., Incorporated
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ANNOUNCER’S TIPS
(Continued [rom page 38)

ad-lib approach, however. But that
doesn’t mean the announcer must do a
stiff-lipped job on the copy he memo-
rizes.

“The happy medium, in between
straight ad libbing and learning by
rote, is a relaxed, informal perform-
ance,” Cooper explains. “This kind of
job grows out of thorough knowledge
of the product plus the advertiser’s per-
mission for the announcer to make
slight changes.

“This doesn’t mean you're going to
rewrite the commercial. I'm an an-
nouncer, not a writer. But it does
mean that the announcer should be able
to make slight changes in the phrase-
ology, for example, to suit his particu-
lar style.”

When Cooper did the New York
Giants football games last season for
Miller High Life, on a few occasions he
felt it important to modify the prepared
commercials slightly to fit in with his
personality. “It was always O.K. with
the Mathisson agency, and everyone
agreed it got the pitch over much bet-
ter,” he said. “Miller doesn’t believe
stereotyped commercials are good ad-
vertising. For example, it’s one of the
few beer accounts that does not allow
announcers to lift a glass and swallow
during the pitch!”

Another important argument for in-
formality and thorough product knowl-
edge is the fact that a relaxed, confi-
dent performer will be more adept at
coping with freak accidents during a
live commercial.

“Take the recent Studio One com-
mercial where June Graham subbed for
Betty Furness,” Cooper said. “She was
talking about the fully automatic fea-
tures of Westinghouse refrigerators.
‘Just tap the door and it opens,’ she
said, touching the refrigerator door to
demonstrate. Nothing happened. She
tapped it a few more times, then
laughed and cracked, ‘Someone must
be playing a joke! It really is fully
automatic!” Then she went on to some
other feature of the model, while the
camera came in for a closeup.

“Someone over at the agency told
me the refrigerator was supposed to
have been plugged in but some elec-
trician had kicked the plug out of the
socket. The icebox still could have
opened but it would have required
much more pressure to do so.

“Anyway, I thought this was a beau-

8 MARCH 1954

tiful example of poise and composure.
She made a terrific recovery because
she was relaxed,” Cooper said.

“These accidents always happen in
live commercials. And I've made it a
rule to take then calmly and say the
first thing that comes into my head,
just like 1I’d do at home if an appliance

or some other product didn’t work
properly.”

Another tip in planning a commer-

cial is to avoid attemptiug to duplicate
the delivery of auother announcer.

“Just as too many advertisers tend
to imitate a successful copy approacl,
they also tend to want their announc-
crs to imitate the delivery of a well-
known anuouncer,” Cooper pointed
out.

“FEvery once in a while,” he con-
tinued, “I run across the sponsor who
says. ‘Do this just like Rex Marshall.

SELL MORE IN THE

SOUTH’S No.1 State!

The current Pulse Report shows
WSJS, the Journal-Sentinel Sta-
tion, FIRST in the morning—
FIRST in the afternoon—FIRST
in the evening! For the finest in

AM-FM coverage, it's WSJS

in Winston-Salem.

Represented by: HEADLEY-REED CO.
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or another of the name announcers.

“Well. T tell them if they want Mar-
<hall’s delivery. they better hire him.
I can just be myself. It’s a mistake to
try to make carbon copies. Each per-
<on lras his own particular skills and
abilities. Why not capitalize on them.
instead of getting a poor hmitation?”

Just asz announcers have different
methods of delivery due to differem
personalities. various regions of the
country have their own individual pro-
graming and commniercial characteris.
ties, Cooper has found.

His Dbroadeasting career began 15
vears ago while attending the Univer-
sity of Nebraska. in Lincoln. “l was
an oil geology major,” he said, “but
| was interested in radio and was radio

editor of the school paper. After a
few vear~ of college, 1 discovered my
color-blindness would stop me from

becoming a full-fledged geologist with
any of the larger oil companies, so |
switched to an economics major.”

His job as radio editor ealled for
five-minute newscasts over KFAB. Lin-
coln. After graduation the station au-
ditioned him. offered him a job. After
a few years Cooper switched over to
WMBD. Peoria. Hl., as general an-
nouncer and night news editor, and
then joined WGN. Chicago, where he
remmained until 1948. Since then, he’s
been freelancing in New York and
Chicago. working on live commercials
for such national aceounts as General
Mills (he’s now announcing on Valiant
Lady, over CBS TV). Cat’s Paw Rub-
ber. Sealv Mattress. Admiral and Mil-
ler Brewing. His film work has in-
cluded commercials for Admiral, Mec-
Laughlin’s Manor House Coffee and
Amurol dentifrices.

“Just as people fromn different parts
of the country have different character-
istics. ~0 do air shows and commer-
cials.” he observes.

“For example. outside New York
vou'll often find the owner or ad man-
ager of a firm will double as the an-
nouncer for its program. Discount-
ing the few who do it for a personal
thrill. most of them feel they know the
product better than a professional an-
nouncer and can be more sincere.”

In addition to differences in com-
wercial technique Cooper notes ™a
complete difference in atmosphere™ he-
tween New York and other cities,
“Take Chicago.” he =avs. “I'd call
it a large. cosmopolitan city. just like
New York. But there are many differ-
ences in radio and television work.

“In Chicago everything’s centralized.
For example. a station’s art depart-
ment, carpentry shop. props and so on
will all be in one building. In New
York you have one department here,
one department there. All scattered.
Therefore. the same production will
probably cost less in Chicago because
vou can work faster.

“You’re working out a commercial.
You want a certain man’s opinion. All
vou have to do is pick up the phone,
and he’s there. Then, you can thrash
out your ideas togzether.”

Cooper also noted the more relaxed
work tempo outside New York among
everyone connected with a radio or
television production. “This creates a
better atmosphere for the announcer,”
he says, “although it can also lead to
sloppier work.”

Any final tips to air advertisers?
“Take advantage of your announcer’s
experience.” he says. *Don’t forget,
you're not only buying a voice. You're
buying the total abilities of a person
who's been involved in the business of
geting a message across a long time.

“He knows instinctively by now
when the commercial is ‘right” and
when it isn’t. Listen to him.” * * %

NON-
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JOHN BLAIR

(Continued from puage 30)

there is no reason why any well-operated
radio station can't do a better job of
habit programing of this type sinee il
has the advantage of featuring well-
known local personalities identified with
the community.

So networks find themselves in this
dileinma : They are not fulfilling their
function of providing stattons with pro-
graming of a quahty which the stations
cannot provide for themselves. They
now reason that they must attract adver-
tisers who cannot afford the sponsorship
of a full half hour, or five quarter hours
a week on the full network. To do so,
they are actually trying to nmitate the
stations’ successful formula of ecreatmge
spot carriers — participating programs,
usually musical — but they find the sta-
tions unwilling to aceept sueh programn-
ing since it has no value in building an
audience which the stations eannot build
for themselves and sell at their full rate.

In addition stations naturally prefer
their own programing since they can
control it—the network cannot pull the
plug by withdrawing a program which
may have been sold locally.
faetor in successful station operation
these modern radio days is the station’s
control over its own time,

A major

The fundamental answer to the net-
works’ dilemma is not to nitate the sta-
tions’ own formulas, but to become crea-
tive again in the programn sense as they
were during their great yvears when they
developed in rapid succession a whole
serics of great shows and great stars.

The important part of this whole de-
velopment is not really the declining in-
fluence of the networks, since in our type
of economy businesses come and go as
they provide or fail to provide a needed
service. The important thing is the les-
son which radio stations’ managements
may learn. Even though, at one time,
network programing was a dominant
feature in the ability of many radio sta-
tions to build audience, it is equally true
that what we now consider the really
great radio stations arve those whieh con-
centrated primarily on therr own pro-
graming job. Many examples come to
mind quickly—WSM, Nashville: WLS,
Chicago; WBT, Charlotte; WWVA,
Wheeling, W. Va., and there are a good
many fine radio stations which have be-
come outstandingly successful without
any network affiliation at all, such as
WXNEW, New York and WHDI, Bos-
ton.

The real key to the tature of radio is
local programing. * ok *
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ADRIAN MURPHY
(Continued from page 31)

programs of a calibre most stations ean
ot build themselves

6. The network provides coverage of
all important national and international
events. It supphes, in effeet, a world-
wide news service,
7. The network provides a balaneed
schedule of public interest programs in
musie, religion, scienee, health and pub-
lie affairs. With these network programs
m their schedules stations are helped to
diseharge their obligation to operate “in
the public interest, convenience and ne-
cossity.”

8. The prestige of the network and
is nattonally known programs add to

Pacific Coast League Baseball

exclusive telecasts for Southern
California...sold out to three smart
sponsors, but...

you can STILL buy
TOP SPOT ADJACENCIES

High-rated programs and amazing buys
in 10- and 20-second spot packages are
still available before and after Baseball.

*Audience Research Bureau, August 1933

DON LEE TELEVISION

Fres tioh
TSt in the est—pioneer for e 2

the stature of v therr own

t~ =tutions

. Network p IR
1 andie S '~, N0
I { ¢ ~
that 36,000,000 Ninericans move  enel)
yvear {from one city to another, Onl;
work programs heard and  publicized
thromngzhon Y teedy

familiar to our transient popilation
FFor all of the above reasons o network

franchise the intrinsic  ensh

value of a station. Following a

nereases
st osirely
as ts, let e quickly acknowledge that
the stations perform in kind for the net
work and in fact make o network pos
sible.  Bnt the principal point remains
that by itsell the 30-6G0 ratio is super
ficral awd nmisleading.

You'll be in good company with the prestige
of three of America’s top advertisers spon-
soring all home games of the Los Angeles
Angels and Hollywood Stars six days a
week every week of the *54 season.

For more information on the high ratings
and low, low cost per thousand of these out-
standing spot packages and programs sur-
rounding Baseball, contact H-R Television
or your KHJ-TV salesman ... TODAY.

the $pOTtS Station for Southern Calitorp,

1313 North Vine Street
Hollywood 28, California

Represented Notionolly by H-R Television, Inc.
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Chief of Independents
Makum War on Slow Sales!

The Indians sold New York for a
string of beads. But KW]), big
chief of the Northwest Inde-
pendents, will sell you the whole
Oregon country for just a little
wampum. The chief can deliver,
too. “KW]J plenty powerful . . .
cover much fine country
... givum advertiser

big bargain.”

National
Representative N
BURN-SMITH CO., INC. >
> .
-

1011 S.W. 6th Ave. (&

e o

| PORTLAND 5, o/

‘. OREGON ... i
g

|

j/le O’l/y

INSTITUTION IN
/eic/t mon c/

WMBG-—
WCOD-»
WTVR-

First Stations of Virginia

WTVR
WMBG The Bolling Co.

Blair TV lnc.
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Next, what about the question of
“spot-carrier” programs redueing station
revenue from national spot?

Here 1 shonld simply like to point out
that station billings are at an all-time
high (as 1s the ease in our own six CBS
Radio stations) and that network bill-
ings are not,

This being so, we cannot take too seri-
ously the suggestion that the networks
are eutting “the lifeline of spot dollars”
or that the consequenees will be a “re-
duction in personnel and services . . . to
the detriment of all,” as has been con-
tended by some spokesmen for stations
and national representatives.

Let’s consider next the “spot-carrier”
prineiple itself.

Our own view is that spot-carrier pro-
grams on the network are certainly nec-
essary in today’s market, becanse adver-
ticers have developed new ways of look-

ing at their problems.

Some advertisers continue to want the
prestige, merchandising values and fre-
quent impact of their own daily or week-
Iy programs. Bat other advertisers have
cone to look for thinner but broader cov-
erage from their radio schedules. Spot-
carrier programs meet this need.

It would Dbe unreasonable, of course,
for anyoune to suggest that stations to-

| day should sell only spot announeements

COMPLETE BROADCASTING |

and not program time. To us it scems
equally unrealistie to ask the network to
carry only single-spousor programs, and
not give sponsors the opportunity to
buy aunouncements provided they will
pay their proper share of the program
and faecilities costs. Under the latter eir-
culstances the sponsor enjoys merely
a different method of buying but not a
different priee.

On the other hand we do agree with
the enmticism that sone spot-carrier pro-
grams have been sold at prices that are
“rate cuts by another name.” This 1s a
diplomatic way of saving “off rate card,”
and we agree that the practice is dan-
gerous and short-sighted.

In legitimate form the spot-carrier |

program is now a faet of life in net-
work sales and sehedules, for natural,
evolutionary marketing reasons. It is
time, we feel, to accept it as sneh and to
nove on to more construetive activities.
We agree, again, that the networks
shounld try to bring new advertisers into
radio, and we know, from first-hand ex-
perienee, how energetically they arve try-
ing to do so. We believe the same re-
sponsibility rests with sellers of spot.
The fabrie of free eommerecial radio
as we know it in Ameriea needs healthy
stations, healthy networks, and a co-
operative approach to eommon prob-
lems. We hope that spoxsor’s free and
frank diseussion of this latest point of
cammon interest will bring us nearer to
these goals. * Kk K

" ROBERT F. CARNEY
(Chrmn of the Board)
Foote, Cone & Belding

LIKE MOST
““Newsworthy™
ADVERTISING
EXECUTIVES
MR. CARNEY'S

LATEST

BUSINESS
PORTRAIT
IS BY...

Photographers to the Business Executive
565 Fifth Avenue, New York 17—PL 3-1882
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#HI9TH & MADISON
(Continued from page 12)

producer was unable to sell the reruns.
"Fhen he says flatly: “Reruns are diffi-
St if not impossible to market.”
I hope that sentence will never be
seen by the “and-now-a-message” Fore-
man. Because that gentleman, way
back in your July 14, 1952 issue, made
& very strong case for reruns. He
wrote that even Ben Duffy (who, I
understand, also has a job in the agen-
cy one of the Foremans is connected
dwith) “will concede that there are
times and places where the second run
can have its day.”
| Then, that Mr. Foreman went on to
spell out the case for reruns: “Any
repeat has a vast new audience avail-
able to it. So the rerun ... becomes a
way out of the high cost of tv-pro-
graming-on-film. The simple expedient
of changing the main title makes it
' possible for a local advertiser . . . to
! present tv programs of top quality in
" any market he now desires.”

With such basic sales arguments to
~work with film people must be awful

dopes if one of the Foremans dares to |

I make the bald statement: “Reruns are
difficult if not impossible to market.”
That will come as news to the NBC
Film Syndicate which may now want
to withdraw Badge 714 (Dragnet) and
Victory at Sea; and to CBS TV Film
Sales which may regretfully consider
closing shop on Amos ’n’ Andy which,
like so many others, is getting higher
.ratings on reruns than it did initially.
That statement may persuade Tele-
vision Programs of America to give up
their fabulous Star Showcase proper-
ty even though such action might pro-
duce some additional headaches for
one of the Foremans. You see, BBDO
bought TPA’s Star Showcase for one
of their clients. . . .
I think the early Foreman was on
the right track; and that the current
Foreman is drawing the wrong conclu-

sions from his delightfully related
hypothetical experience.
The moral Mr. Foreman should |

draw is this: When it comes to buying
 film programs — or anything else for
that matter — don’t deal with shnooks
or crooks. If you do business with
people who know their business and
have the money to run it, you can
’grow to be a big, successful agency
y like Batten, Barton, Durstine & Osborn.
PETER ZANPHIR

New York

w i

)R '8 MARCH 1954

THE STORY
8,000,000 250,000
WILL VISIT WILL LIVE IN

WHLI'S WHLI'S
LONG ISLAND (' LONG ISLAND

THIS COMING SUMMER

THIS BIG BONUS AUDIENCE WILL LISTEN TO WHLI
SPECIAL SUMMER PROCRAMS AND SERVICES IN CARS
HOTELS. HOMES, BOATS, BEACHES

REPRESENTED BY RAMBEAU

More people listen to
WHLI during the day in the
Major L. I. Market than to

LONG ISLAND, N. Y.

anv other statien. (Conlan)
) PAUL GODOFSKY. Pres.

&amg )

\CAPITAL way

e Wichita’s ONLY independ-
ent Music, News and Sports
Station!

Capitalize on the finest loca-
tion in Washington by making
the Raleigh your headquarters
for business and pleasure En-
tertain your associates — Pall
Mall Restaurant, Raleigh Cock-
tail Lounge, Old English Tav-
ern. Be near 1o Government |
Buildings, downtown stores.

Air Salesmen proved as sales
producers for the client!

e 1000 Watts, 18 hours each
day giving you Wichita PLUS
Coverage!

PLUS coverage in over
198,000 Radio Homes in
16 Kansas counties

4 Northern Oklahoma coun-

Special Courtesies to
HONEYMOONERSI /

OTHER MASSAGLIA HOTELS:

, Calif.
:ﬂE”iAAThﬂogli Sg:;&;g\e&t:nicaa ICalif. % ties
EL RANCHO, Gallup, N. M. é Represented by
é George W. Clark, Inc.
Z -
HI]T[l RM[IGH Tas
7
Z
WASHINGTON 4, D. C. 7

On Famous Pennsylvwma

Ave. at 12th Strpet N

7.DID YOU KNOW?
KWBB Offers YOU......

///////////////
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for the

best in

. “UISTEN-
APPEAL”
it's

K G E R SOUTHERN

CALIFORNIA
5,000 WATTS

Los Angeles * Long Beach

for
¥ inspirational
., Programs

5,000 WATTS

Tulsa

for
your musical

M moods
o

K u OA ARKANSAS

5,000 WATTS

Siloam Springs

* for
#  regional
farm features
»
The Stations of the American Home
Owned and Operated by

CLRN

You can get choice program of spot
availabilities in these three great market
ateas. Buy all three stations as a package,
or any one individually. Call or write today.

Represented nationally by Gill-Perna Inc.
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KOME | OKLAHOMA |

Peter G. Levathes, vice president of Young
& Rubicamn, is the agency's new director of media.
lle told spoxsowr: “What | think is apparent to
cll of us is the increasing complexity of the
situation in udvertising media due not only to the
appearance of new forms of communications but

to changes in all media as a result of what has
been happening to our social fabric and our econ-
omy. There is need, therefore, to have an open mind
about specific values of the media we buv and to
be alert to the directions our society is taking.”

Carl R. Asher, adrvertising manager of James
Lees & Sons Co., wuas one of the first sponsors
to sign for NBC TV’s new davtime show, Home.
over 40 NBC TV stations (11:00 a.m.-12.00 noon)
through D'Arcy Advertising. Asher said:
“This new program is compatible with our thinking
and over-all adrvertising plans of sending our
messages to people most interested in their homes
and, therefore, most likely to buy carpets and
rugs.” The program will present Lees carpets
exclusively for floor coverings.

Mrs. B. C. Nash. housewife in Noroton, Conn.,
was named winner last Wednesday of Jack Sterling’s
contest, “Why | Like Radio.” Sterling runs WCBS,
New York, show. got more than 43000 entries.
Daily winners got radios: Mrs. Nash won a
Viercury. She wrote, in part. “llare you ever
Lrushed your teeth to a mazurka? Or heard a
Coronation ceremony while eating breakfast? . . .
Hare vou erver been bird watching with Bing
Crosby? HMare you erer painted a fence and
hecrd a national political coniention? .

Richard . Doherty. vice president of
emplovee-cmplover relations for NARTB, resigned
trom his trade association post to form his own
management company, Headgquarters are in
IKashington. M\ plan.” said Doherty, "'is for a
company which can integrate itsel! into the
operating of individual stations and thus service
the specific needs of the ownership and manage-
ment ol individual stations.” In a survey VARTRB
took in 1919, members said Doherty’s department
performed the most valuable service provided by
NARTR. He was with NARTE cight vears.
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Care to
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e

say a few words?

At a loss for words? Many people are when confronted by a microphone. But

don’t let it throw you. The audience waiting for your voice has been listening to
WGY for 32 years. They’ve grown up with WGY and have come to look on us
as their neighbor. They're not overly critical. They’re friends. But what an audi-
ence! They're the families of the factory workers and executives of Northeastern
New York and Western New England’s teeming industrial areas. They're the
suburbanites and farmers of the rolling countryside through 53 counties of four
states. They're the people at home, in their cars, vacationing throughout one of
the most influential markets in the country—a market with a buying power
greater than that of 31 states in the Union. They’re 878,130 radio families who
turn regularly to WGY. But don’t let it throw you. We’re all neighbors. They're

waiting to hear your message. So . ..

A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK

Reprasented Nationally by Henry I. Christal Company
NEW YORK— BOSTON — CHICAGO — DETROIT— SAN FRANCISCO
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The hiatus habit

The effort to make air advertisers
realize that the entire country doesn’t
stop operating just hecause it’s hot has
a long history: It goes back at least
two decades. Twenty years ago CBS
launched an attack against the summer
hiatus in a 15-page study entitled “A
larger summer audience in 1934.”
There have been many summer studies
since then which have piled fact on
fact to show that, except for obvious
cases. the lnatus habit is not only evi-
dence of sales laziness but can be
downright dangerous.

Before he decides on whether to take
a hiatus or not here are four points
about summer selling every sponsor
should remember:

Applause

I. The consumer does not spend
any less during the summer than dur-
ing the rest of the vear.

2. The number of persons available
is only slightly less during the suinmer
than during any other time. A large
proportion of vacationers either take
their radios with them or can listen to
«omeone else’s  radio.  Television’s
growth means it is becoming more
available to vacationers. Out-of-home
listening rises in the summer.

3. While there is a dip in listening
and viewing during the summer, the
advertiser’'s cost-per-1.000 can actually
he less than during the winter because
of dollar volume discounts and rebates
for 52-week advertising.

4. Advertisers themselves contribute
to the dip in summer listening and
viewing by taking top-rated shows off
the air. The advertiser who keeps his
regular show on often has less compe-
tition during the summner.

The evidence supporting these four
points 1s in this issue, which contains
SPONSOR’s sixth sunnuner selling section.
tt starts on page 39.

* * ®

Department stores on the air

Faced with the problemn of attract-
new and increasing
sales, departiment stores are more eag-
er than in previous vears to branch
out beyond the traditional newspaper
advertising.

ing customers

How old is the audience?

Rosefield Packing (Skippy Peanut
Butter) and its agency. Guild, Bascom
& Bonfigli, San PFrancisco. take the
problem of the over-commercialization
of tv seriously.

In a recent series of commercials on
You Asked For It (ABCTV) they cre-
ated quite a controversy by discussing
the subject of distasteful sales plugs.

“It’s unfortunate that a few adver-
tisers apparently Dbelieve that the peo-
ple who watch television are not over-
Iy Dbright—that they have a 12-year-
old mind.” the commercial said, add-
ing:

“Please don’t condemn all adver-
tising because of the bad practices of
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a few.” It advised:

“The next time you see a com-
mercial that’s offensive write to the
station or advertiser and give your
honest criticism.”

Says GB&B President Walter Guild:
“Many commercials are written under
the mistaken assumption that everyvone
in the audience is an idiot. It's time
those of us in the advertising business
did awayv with this sort of drivel.”

$PONSOR is glad to note that Skippy
has encouraged GB&B to continue its
efforts to raise tv standards.

Incidentally the reaction in the field

to the SKkippy commercials had one

surprising aspect: The NARTB, which
i> constantly working for higher stand-
ards through its Tv and Radio Codes,

Such experts as Howard Abrahams
of NRDGA feel that 1954 may be the
big year. He sees ARBI tests, BAB
activity, sales efforts by unified broad-
casters and sheer word-of-mouth
among department store executives as
contributing factors to an upsurge in
department store interest in exploring.
at least. radio and tv possibilities.

ARBI alone has converted many
strictly-newspaper stores to radio-also
stores. For example Bloch & Kuhl of
Peoria (owners of 19 stores in the
Midwest) are thoroughly convinced
that radio is a strong =ales weapon
after ARBI newspaper ve. radio tests.
Brown-Dunkin, Tulsa, recently discox-
cred a radio saturation campaign peps
up sales. They intend to continue us-
ing radio after checking ARBI results.

Even more than radio. tv is expected.
to make headway in department store
circles.

In the past month ARBI has devel-
oped a department store technique for
the use of television advertising that
works sales magic. The method is un-
dergoing further tests before being
made available to department stores
generally.

Perhaps the major obstacle to de-
partment store sponsorship of radio
and tv has been the lack of air ad-
vertising knowhow by department store
officials. Broadcasters can aid their
cause by proving that effective air use
1§ easy.

asked for permission to reprint the
commercial in its subscriber bulletin
as an example of advertising at its
best. Several Better Business Bureau,
groups also- commended the commer-
cial and requested copies. But the
AAAA Interchange of Opinion on Ob-
jectionable Advertising forwarded a
letter charging that Skippy and its
agency were taking pot shots at other
advertisers. The 4A’s added. however,
that those views were “not necessarily
those of the AAAAT
In view of Ben Duffy’s (BBDO) erit-

icism of over-commercialization in a |
tv broadcast the other week it might
be fitting for the 4A’s to reprint the
Skippy commercial and send it out to
its members.
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McCall Golden Mike Award! s

Bea Johnson, Women’s Director, KMBC-KFRM
and KMBC:-TV, “accomplished miracles” to win
the 1953 McCall Magazine Golden Mike Award
for service to her community. Bea’s campaign
in the interest of home and traffic safety has
brought another great honor to the Heart of
America and to Arthur B. Church’s radio and
television operation. Thanks to McCall’s and
congratulations to Bea Johnson!

The awards committee, in making the Golden
Mike citation for Bea’s outstanding crusade,
aptly put into quotes, “accomplished miracles,”
which is the very essence of the outstanding
performance that has kept KMBC the top sta-
tion in the Kansas City primary trade area for

SMBE

" MIRACLES’

.j to win
the coveted

Bea Johnson

! . "ACCOMPLISHED

almost 33 years. The same performance has put
KFRM in its enviable position and now is
rapidly elevating KMBC-TV to the top spot.

The McCall Golden Mike Award is probably the
greatest recognition a woman in broadcasting
can achieve. Midland Broadcasting Company is
mighty proud of Bea Johnson, and proud to add
this honor to a host of others—all concrete
evidence of the ability of KMBC-KFRM and
KMBC-TV literally to “accomplish miracles” in
the public interest and for its advertisers.

Write, wire or phone KMBC-KFRM or
KMBC-TV, Kansas City (or your nearest Free
& Peters colonel) if your heart is set on selling
the whole Heart of America.

BASIC AFFILIATE CBS TELEVISION NETWORK...SHARING TIME WITH WHB-TV

KANSAS CITY,

MO.

CBS RADIO FOR THE HEART OF AMERICA

—
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